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Abstract  
 

 

Hotels industry is a labor-intensive industry, the human element is crucial in this industry; where all hotels 
activities and services are based on the human elements. The hotels industry is distinguished, among other 
services industry, by an everlasting competitiveness, market globalization, continual technological advances 
and changes in work organization; therefore, the survival of hotels in fierce competition markets require 
sustainable competitive advantages over other hotels in the marketplace. Consequently, the need for well-
qualified and well-trained employees becomes a strategic objective. In turn, an organization’s human resource 
training system is a key factor in ensuring the knowledge, skills and attitudes necessary to achieve competitive 
advantage. The present study aims to measure the effects of training activities conducted in hotels on quality 
of service, customer satisfaction level and customer behavioral intention. Data were collected from both 
employees and customers in different hotels. Using simple and multiple regressions analysis, the emerged 
findings illustrated a great value for training activities. More precisely, the results suggested that training 
activities has a positive influence on quality of service, generating higher level of customer satisfaction, which 
boosts customers' behavioral intention.  
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Introduction  
 

The hotel industry is characterized by an everlasting competitiveness, market globalization and continual need 
for development of personnel therefore, the survival of hotels in fiercely competitive markets requires sustainable 
competitive advantages over other hotels in the marketplace. Thus, several hotels attempt to retain their customers 
and attract those of their competitors through high-quality services and customer satisfaction. Therefore, training 
activities are a practical technique hotel use to remain competitive. However, quality of service is naturally intangible 
and non-standardized when being judged by different customers (Hartline & Jones, 1996). Because of these 
characteristics, the assessment of quality of service is primarily subjective and lies largely with the customers. 
Moreover, high quality of service offered by hotels will spill over onto customer satisfaction (Tsaur & Lin, 2004). The 
interaction between customers and employees is an essential part of the customer experience and customer 
satisfaction (Chand, 2010; Choi & Chu, 2001). Therefore, efforts to improve service quality must be based on 
management action or professional training (Chand & Katou, 2007).  

 

Training is defined as the processes that help workers perform their tasks effectively and efficiently, through 
education and practice (Rouiller & Goldstein, 1993). There has been an increase in the number of empirical studies on 
the relation between training and effectiveness over the last two decades (Kidder & Rouiller, 1997; Murray & Raffaele, 
1997; Barrett & O’Connell, 2001; Ng & Siu, 2004; Tzafrir, 2006; Birdi et al., 2008; Danvila-del Valle, Sastre-Castillo, & 
Rodriguez-Duarte, 2009).  
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However, training activities have faced criticism for being costly, not reflecting on employees' performance, 
or for being applied only to remunerate and retain certain workers (Kraiger, McLinden, & Casper, 2004; Wright & 
Geroy, 2001). The issue of how to assess the results of training on performance at both an employee and an 
organizational level is still unclear (Wright, Gardner, & Moynihan, 2003). In addition, many firms force training 
activities on all employees, regardless of their positions or training needs, while they should instead be designed 
according to personnel and position needs.  
 

Quality of service is the key success factor in the service sector, and scholars have pointed out that the quality 
of service offered by employees has a direct impact on a customer's decision to re-visit a hotel (Barrington & Olsen, 
1987; Lassar, Manolis, & Winsor, 2000). According to Parasuraman, Zeithaml, and Berry (1985), the gap between 
what the customers expect and what they receive may lead to a feeling of discontentment on their part. Without 
proper training for hotel employees, meeting the high expectations of customers cannot be achieved (Clark, Hartline, 
& Jones, 2009). Customer satisfaction is one of the most crucial concerns in the hotel industry, with satisfied clients 
more likely to become loyal customers and spread positive word of mouth about the hotel. It is well known that 
customer satisfaction is the key factor in increasing hotel revenues (Chi & Gursoy, 2009). In this regard, research on 
how training and customer satisfaction are related in the hotel sector is limited. The present study aims to explore the 
impacts of training activities conducted in three-star hotels on quality of service, customer satisfaction, and behavioral 
intention. The study objectives are 
 

1) To examine the impact of training activities on service quality.  
2) To verify the direct effects of training activities on customer satisfaction. 
3) To verify the direct effects of training activities on customer behavioral intention. 
4) To test effect of customer satisfaction on behavioral intention. 
 

Review of theoretical literature and hypothesis development   
Training in hospitality   
 

Training in hospitality is a situational process that depends on the training needs of each department; no 
specific method is right for all situations (Kirkpatrick, 1994; Blanchard & Thacker, 1999). Training is one of a range of 
human resource improvement techniques, targeting the improvement of hotels' effectiveness by widening the pool of 
employees with knowledge, skills and a certain attitude. Training is a deliberate procedure used to change employees’ 
approach, knowledge, skills, or behavior through a learning experience, so that they can perform effectively in a given 
service activity (Bartel, 1994). In line with this, Jie and Roger (2006) revealed that training could be delivered through 
different methods, such as, instructing and mentoring, cooperation between peers, and sharing by lower-level staff. 
Training activities not only improve personnel but also help firms to better utilize their work force so as to acquire a 
competitive advantage.  

 

The service management literature has discussed the benefits of training, for both employees and firms. For 
example, training helps employees find jobs more easily, and swiftly, improves the work performance of the existing 
work force, and updates their skills. It also reduces mistakes and increases work rapidity. In addition, training reduces 
turnover among new and established staff, and increases productivity (Russell et al., 1985; Tersptra & Rozell, 1993; 
Bartel, 1994; Guest, 2011; Jiang et al., 2012; Nickson, 2007). Moreover, human resource practices greatly influence 
employee skills, motivation, and work structure, and are positively correlated with organizational results (Delaney & 
Huselid, 1996). Similarly, many scholars have agreed that firms that provide training are more effective (Geladem & 
Ivery, 2003).  

 

To accurately measure the effects of training activities on business, more research is needed on the areas that 
would benefit most from training and would be most likely generate profits for the companies. Therefore, the present 
study will focus on hotel employees working in the key revenue-generating departments namely the food and 
beverages and the rooms divisions. In this context, many authors have analyzed the relation between training and 
effectiveness; some of them have examined this relation by matching the outcomes obtained by staff who have 
participated in training activities to those who have not, and the findings have supported that there are positive 
outcomes for those who participate in training (Latham & Frayne, 1989; Connerley, 1997; Klein & Weaver, 2000). 
Furthermore, Ubeda-Garcıa (2005) suggested that training activities equip employees with distinctive information, 
capabilities and abilities that contribute to firm value and enable firms to achieve their organizational objectives.  
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Other studies have examined whether performance increases when a company trains its employees and have 
again concluded that training is positively related to firms' performance (Bartel, 1994; Delaney & Huselid, 1996; Birdi 
et al., 2008). On the other hand, Gerhart (2005) claimed that not all training programs that are carried out are 
expected to improve performance or productivity. In line with this, Worsfold and Griffith (2003) contended that on-
the-job training is more dependable in the hospitality and restaurant sectors, but proof of its results is inconclusive.  
 

Training and quality of service 
 

Hoque (1999a) reported that the chain hotels in the UK had adopted human resource management (HRM) 
practices to minimize expenses and focus on service quality in order to improve their outcomes. In another work, 
Hoque (1999b) explained that the link between HRM practices and organizational performance depends greatly on 
the nature of the strategy followed. The same author declared that hotels that adopt HRM approaches with a great 
emphasis on quality in their business strategy perform best. Parasuraman, Zeithaml, and Berry (1988) stated that 
quality of service is a sophisticated evaluation measure, meaning different things to different people. The common 
definition of quality of service is the distinction patrons make between their actual expectations and perceived 
experience/service. Parasuraman et al. (1985; 1988) developed a service quality scale (the SERVQUAL scale), which 
became the most popular instrument for measuring quality of service in the majority of service contexts, including 
hospitality. SERVQUAL identified five variables of service quality: the ability of staff to offer proper and consistent 
services, termed reliability; the ability of staff to respond to customers’ wants and needs quickly, denoted responsiveness; 
employees' behavior and knowledge that reflect trust and confidence (assurance); individualized attention and 
appropriate care provided to clients, referred to as empathy; and the physical characteristics of the service facility, e.g, 
proper equipment, etc., which they named tangibles. Akan (1995) tested the relevance of SERVQUAL in Turkish 
hotels. Their study proposed and identified new dimensions for service quality, such as accuracy of service and service 
time, ability to handle complaints, communication, and their influences on customers' satisfaction. Similarly, 
Alexandris et al. (2002) utilized the SERVQUAL model in Greek hotels, and found that service quality dimensions 
explained a very high proportion of the variance in word-of-mouth communications and purchase intentions.   

 

Likewise, Hartline and Jones (1996) proposed that contracts for hotel employees should clarify the training 
necessary for them to deliver high-quality service, due to the importance of training for quality of service. 
Furthermore, Chaichi (2012) tested the effects of staff training initiatives on tangibility, reliability, responsiveness, 
assurance, and empathy in travel agencies, aimed at enhancing the capabilities of employees to provide customer 
satisfaction. Arago´n-Sa´nchez et al. (2003) investigated the direct effects of training on quality of service, and proved 
that training has positive effects on quality of services. Similarly, other studies have verified the benefits stemming 
from training, in terms of positive effects on labor productivity, return on assets, staff turnover reduction, 
product/service, and overall quality (Cho et al., 2006; Guerrero & Barraud-Didiere, 2004; Kintana et al., 2006; Saks & 
Burke-Smalley, 2014). Conversely, Caudron (2002) and Kraiger et al. (2004) took a different perspective and found 
that the criticism of training often comes about because training is regarded simply as a current fashion, and costly, 
and does not reflect entry-level jobs or enhance the performance of the workers who do them.  
 

Service quality and customer satisfaction 
 

To a great extent, customer satisfaction has become a determinant of success for hospitality operations, due 
to the increasing and changing demands and expectations of the customer in the hospitality sector. Therefore, 
customer satisfaction is the leading criterion of high-quality services and products (Vavra, 1997). Customer 
satisfaction is defined as happening after the customer has experienced the service/product, when they make an 
evaluation or judgment of it (Chi & Qu, 2008). Several scholars have demonstrated a significant link between service 
quality and customer satisfaction (e.g., Gronroos, 1990; Cronin & Taylor, 1992; Parasuraman et al., 1985; 
Parasuraman, Zeithaml, & Berry, 1988; Fornell, 1992; Ryu, et al 2012; Lu et al., 2015). In the same context, Minh et al. 
(2015) found that service quality is an important driver of higher customer satisfaction levels with regards hotel 
services. Furthermore, Huang et al. (2017) confirmed that service quality positively influences customer satisfaction. 
On the other hand, Karunaratne and Jayawardena (2010) found that customers were not satisfied with regards to the 
reliability and empathy of five-star hotels. 
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Customer satisfaction and Behavioral Intentions 
 

Return intention refers to the desire of a customer to engage in repeated visitations to an establishment (Kim, 
Lado & Torres, 2009). Retaining current customer is crucial for business survival. Zeithaml et al. (1996) have 
suggested that when service assessments are positive, it is the customers’ desirable behavioral intentions that 
strengthen their relationship with the service provider. They classify behavioral intentions into desirable and 
undesirable intentions. Positive word of mouth about a given service provider to others and recommending it to them 
in the future, intention to pay higher prices, and remaining loyal to the provider are desirable behavioral intentions. 
On the other hand, complaining and switching toward competitors are examples of undesirable behavioral intents 
(Zeithaml et al., 1996). 
Based on the aforementioned discussions in the literature review regarding training and performance, the following 
hypotheses are suggested:  
 

H1. There is a positive relationship between Work based training and quality of service. 
H2. There is a positive relationship between Personal based training and quality of service.  
H3. Work based training will have a positive impact on customers' satisfaction. 
H4. Personal based training will have a positive impact on customers' satisfaction. 
H5. Work based training will have a positive impact on customers' behavioral intention. 
H6. Personal based training will have a positive impact on customers' behavioral intention   
H7. Customer satisfaction will have a positive impact on customers' behavioral intention. 
 

Methodology 
 

Study design 
 

This study depends on a cross-sectional approach, in which a sample of individuals is selected from a defined 
population and contacted at a particular time to obtain simultaneous information on the outcomes of another group. 
The cross-sectional approach is suitable in this study for many reasons: (i) the study contains multiple variables; (ii) the 
approach is useful for investigating associations between two different groups and clearly describing the nature of 
those relationships; (iii) the cross-sectional approach can help to prove a study's assumptions. It was clear from the 
reviewed papers that many successful studies (18), in both the service and the manufacturing sector, have taken a 
cross-sectional approach (e.g., Bove & Johnson, 2000; Glaveli & Karassavidou, 2011; Guest, 1997). 
 

Sample and data collection 
 

Depending on random sampling strategy, the researcher collected the data from a sample includes three-star 
hotels in the greater Cairo and Sharm Al-Shikh areas during 2018. The rationale for selecting the target areas and the 
three stars categories are due to:  
 

(1) Three stars hotels are spread in the Greater Cairo and Sharm Al-Shikh areas, rather than any other areas of the 
country.  
(2) Occupancy rates are higher in Greater Cairo and Sharm Al-Shikh areas than any other district in Egypt. Therefore, 
conducting such a study in three-star hotels could provide useful knowledge that helps identifying the effects of 
training activities on quality of service, customer satisfaction and behavioral intention. About 93 three stars hotels 
have been approached to conduct the study in the specified areas, but only 67 hotels agreed to participate and allowed 
the researcher to conduct the study. The researcher focuses on the hotels that conducted training activities during the 
last six months to make sure the effects of training started to appear on personnel performance. .    
 

After getting the ethical approval from the sampled hotels, two different surveys were conducted. Firstly, the 
researcher delivered a questionnaire to all employees (300) in rooms division and food and beverage departments in 
the sampled hotels. In order to fulfill the study objectives, staffs from the two assigned departments, who have 
completed training program in the investigated hotel were requested to fill in the questionnaire forms. Two hundred 
seventeen valid forms were returned with a response rate 72.3%. Secondly, another questionnaire were distributed to 
hotels' customers, where they were approached at checkout desks at the investigated hotels and after completing their 
check-out procedures to enquire about their perception regarding the quality of services provided at the hotel, 
customer satisfaction and their behavioral intention.  
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Approximately, 315 forms were distributed and 220 usable questionnaires were obtained. The contents and 
details of the two questionnaires will illustrated below in the measurement part.  
 

Measures  
 

Staff measures 
 

Generally, empirical literature focusing on the relationship between training and performance has used different 
variables as measures for training. Some studies investigated training characteristics and training activities (lynch, 1992; 
Lynch, & Sandra, 1995) while others focused on percentages of trained workers and percentage of subsidized 
expenditure (Murray & Raffaele, 1997). For this paper, a questionnaire form has been developed including the 
following items to investigate training activities conducted in a sample of Egyptian hotels:    
1- Training strategy: this part of the questionnaire focusing on the following elements? 

 Frequency of training program for staff members per the year.   

 The extent to which all members within a department are involved in the training programs.  

 The allocated time for training is also investigated; hence, respondents are requested to indicate their viewpoint 
regarding the appropriateness of training time. 
2- The second part of the instrument encompasses many items about the different training aspects, that employees 
received from participating in the hotels’ training activities. 
3- The last part includes employees' information (gender, age, job position and years of experience at the hotels.   
Training activities were measured with 16 items adopted partially from earlier work by Dabale,  Jagero & Nyauchi, 
(2014). Exploratory factor analysis with a Varimax rotation on these 16 items revealed two component solutions 
explaining 83.06 % of the total variance, with factor loadings on all items at least 0.582 (see Table 1). The reliability of 
these two components was satisfactory (α = 0.964 and 0.791, respectively). The first factor was named work-based 
training since it included items related to improve skills, knowledge, and performance, work behavior, productivity 
and employee competitiveness. The second, is personal based training, encompasses items related to pay, job-
providing opportunities for taking initiative action, promotion, better relationships with staff members and reduction 
of absenteeism. 
          

Table 1. Exploratory factor analysis of training activities. 
 

  Attributes  Loadings 
% of variance 

explained 
Alphas 

α 

a- Work based training   48.431 0.964 

The training identify the, skills, behavior and knowledge that staff need to 
develop 

0.811   

Training focuses on skills and competences 0.819   
Training concentrates on staff requirements of training 0.799   
Training focuses on altering staff performance  0.878   
Training techniques are always changeable. 0.667   
Training focuses on increasing productivity 0.809   
Training seeks to boost the business and improve the working atmosphere  0.794   
Training focuses on staff motivation and workers satisfaction.  0.841   

Training focuses on sharing and transferring new knowledge in the hotels 0.902   

b- Personal based training   34.631 0.791 

Training acquired staff competitive advantage  0.854   

Training leads to increase staff benefits and incentives.  0.789   

Training seeks to increase staff involvement in the hotel.  0.864   
training encourage staff to take initiatives   0.691   
Training improves the relationships among staff. 0.678   
Training gives opportunities to promotion to higher positions.  0.582   
Training reduces absenteeism  0.839   

            Note: extraction method, principal component; rotation method, varimax with kaiser normalization 
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Customer measures 
 

This part includes the measurement for quality of service, customer satisfaction and customer behavioral 
intention.  To identify the extent to which the training activities had improved the quality of the services provided in 
the investigated hotels, the researcher developed a five point scale instrument adopted partially from the SERVQUAL 
index that has been widely applied in a variety of service sectors, including tourism and hospitality for example 
(Parasuraman et al., (1988 ; Douglas & Connor, 2003; Antony et al., 2004; Juwaheer, 2004; Marković, 2004; Nadiri and 
Hussain, 2005; Wang et al., 2007).  

 

To reduce items number, the researcher ran a factor analysis (orthogonal varimax rotation). One variable was 
dropped from the analysis, as it did not reach the minimum saturation value recommended. Therefore, the factor 
analysis was performed with 22 items. Four significant factors emerged explaining 61.02 % of total variance with 
satisfactory reliability scores ranging between (α= 0.769 and α= 0.878). See table 2. This in accordance with other 
studies in the field, including, Glaveli et al., 2006; Karassavidou ; Glaveli and Papadopoulos 2008). The emerged four 
factors were named respectively: staff effectiveness, service attribute, assurance and tangibles and reliability (see Table 
2). All scales referring to quality of service, and staff attitudes were anchored by 1 (Extremely agree) and 5 (Extremely 
disagree). 
 

Table 2. Confirmatory factor analysis of quality of service. 

Attributes Loadings 
% of variance 

explained 
Alphas 

α 

a-Staff effectiveness  19.845 0.878 

   Reflection of hospitality Spirit by staff  0.842   

   Greeting and welcoming the guests  0.798   

   Staff appearance neatness  0.812   

   Confidence  0.687   

   Staff knowledge 0.781   

   Language skills  0.878   

   Attention paid by staff 0.811   

  Well-educated and trained staff.  0.735   

b-Service attribute    16.747 0.854 

  Staff professionalism in performing the services   0.744   

  Prompt services  0.848   

  Staff politeness 0.809   

  Service initiative of staff  0.679   

  Service flexibility of staff  0.874   

  Quick reaction of staff 0.832   

c- Assurance and tangible    13.581 0.769 

   Attractiveness  0.781   

   Feeling of security 0.792   

   Cleanliness of the hotel facilities  0.619   

   Having new modern facilities 0.832   

   Pleasant ambiance 0.714   

d-Reliability   10.843 0.839 

    Absence of errors in service delivery  0.868   

    Adaptation of the services to the guest expectation  0.829   

   Sincere interest in solving the problem. 0.745   

            Note: extraction method, principal component; rotation method, varimax with Kaiser normalization  
 
Customer Satisfaction 
 

Satisfaction with the services offered at the hotels has been evaluated using a Six-item construct. Hence, the 
respondents were asked to rate the following items: 
 

- The quality of food and beverage products during their stay in the hotels.  
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- Variety of menu choices. 
- Prices of drinks and meals.  
- Quality of guests' rooms and quietness of hotel. 
- Reservations system.  
- The overall satisfaction of their experience in the hotel.  
 

These items are in fact were adopted and developed partially from Pizman & Ellis (1999) who discussed the 
customer satisfaction as a leading criterion for determining the quality that is actually delivered to customers through 
the product and services.  

 

Exploratory factor analysis and a Varimax rotation on the above-mentioned items indicated a single 
component (α = 0.789) with 61.245% of the total variance explained and with factor loadings on all items at least 
0.648.  
 

Behavioral intention  
 

The last part of customers' measurements dealt with the behavioral intention towards the hotels. Using four 
items original to this study. Customers were asked to answer the following questions using a five-point likert scale 
where (1: extremely not agree and 5: extremely agree): 
 

- I'm confident I will stay in this hotel every time I come to this city 
- I intend to choose this hotel if other hotels' prices are lower than this hotel. 
- I have experienced better quality of products and services in this hotel than any other hotels.     
- I will certainly recommend this hotel to friends and relatives.   
- I'd like to come to this hotel in the future. 
 

Exploratory factor analysis and a Varimax rotation on the above five items formed a single factor (α= 0.673) 
explaining 57.217% of the total variance. The loadings on all items were at least 0.635. 

 

A pre-tested prompt was conducted for both the employees and customer questionnaire. A jury of hotels 
experts and academics read both the surveys and amended some parts. A pilot study with a convenience sample of 
seven hotels employees and eight customers were conducted and accordingly, both instruments were slightly 
amended. Corrections were basically related to the phrasing of questions.  
 

Statistical analysis 
 

This study defines three different dependent variables; named quality of service, customer satisfaction and 
customers' behavioral intention to measure impact of training activities. The independent variable for this study is the 
training activities conducted by a sample of hotels.  To establish a relationship between training activities and quality 
of service, customer satisfaction and behavioral intention, confirmatory and exploratory factor analysis, simple 
regression analysis and multiple regressions analysis have been used as analysis techniques to test the hypotheses. 
Descriptive statistics (mean scores and frequencies) were also used in the analysis. 
 

Empirical study results 
 

The descriptive data indicated that the sampled hotels gave much attention for training activities; hence, 
numbers of training programs applied in hotels each year were ranging from two to five training programs each year 
in the majority of the investigated sample. Results showed that food and beverage departments in hotels received 
more training activities than rooms' divisions departments. Contrary to expectations, not all staff received the same 
numbers of training activities during the year in both food and beverage and rooms division departments. The reason 
behind this could back to the fact stated by (Kennedy, 2009) who declared customers' contact staff receive more 
training efforts' than none customers' contact staff. The findings indicated that hotel placed much emphasis for (on-
job training) during. However, off-job training was carried out with new staff members.  

 

It is worth mentioning that, staff with more experiences (over 6 years) receives less training programs than 
staff with fewer years of experience and this result may justify why not all the staff were involved in the training 
activities. Variances have been detected regarding the allocated time for training; hence, 53% of the respondents 
found the allocated time for training activities were proper and convenient for them. On the other hand, 47% claimed 
that training times were not appropriate.  
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To test the relationship between training activities and quality of service, customer satisfaction and customers' 
behavioral intention, several simple and multiple regression analysis have been conducted which enable to analyze the 
linear relationship between the study independent variables the training activities (Work based training and Personal 
based training) and multiple dependent variable (quality of service, customer satisfaction and behavioral intention) by 
estimating coefficients for the equation for the straight line. However, some issues should be considered when 
conducting the regression because the differences of the used scales for the independent variable. To overcome this 
problem, the standardized regression coefficient (beta coefficient) has been calculated hence, it shows the change level 
in the dependent variable for each unit change in the independent variable. Use of beta coefficient allows direct 
comparisons between many independent variables and their influences on dependent variable.   

 

Hypothesis H1 and H2 refer to the relationship between training activities which is divided into work-based 
training (WBT) and personal based training (PBT) and quality of service in the sampled hotels. As it has been 
discussed earlier, the quality of service variable includes four components extracted from the factor analysis (staff 
effectiveness, service attribute, assurance and tangible and reliability).  
 

Clearly, H1 and H2 suppose that (WBT) and (PBT) are expected to have a positive effect on staff 
effectiveness. The results emerged from the regression models outcomes (see Tables (3) and (4) reflected that staff 
effectiveness has been affected greatly from work-based training hence, high level of β (0.879), R2 adj 0.881, at 
statistical significance p, (0.000). As it can be depicted from results of R2 which describe the amount of variation in the 
quality of service as a dependent variable which associated with variation in the training activities as independent 
variable R2 adj. also indicated the percentage of total variation in the dependent variable (quality of service) which can 
be explained when using the independent variable (WBT).  The high level of β (0.879) showed that an increase in the 
dependent variable based on an increase in the independent variable.  
 

Table (3) Multiple Regression model between the variables. 

Regression Independent variable  Dependent variable 
Standardized 

coefficient 
β 

t p - R2 

 Work based training QoS: Staff effectiveness 0.879 21.015 0.000 0.881 
   QoS: Service attributes 0.841 20.129 0.000  
  QoS: Assurance and tangible 0.486 15.545 0.003  
  QoS: Reliability 0.458 14.214 0.001  

Note: (QoS): quality of service.  P < 0.05, R2 adjusted. 
 

Likewise, the same results have been repeated from the multiple regression model for (PBT) where high level 
of β was 0.714 and R2 adj. (0.813), the statistical significance p, (0.000). Obviously, results in table (3) demonstrated the 
extent to which the work-based training affected the service attribute, thus, high level of β (0.841), the statistical 
significance p, (0.000) were obtained. It was also found personal based training has a positive effect on service 
attributes, as it focuses on encourage staff to take initiatives and to increase staff involvement in the hotel, as a 
moderate level of β (0.623), at significance value  p, (0.000).  To some extent, (WBT) affects assurance and tangibility 
of the hotels from the customers' viewpoints, where results illustrated that β (0.426), at significance value p, (0.003). 
On the other hand, (PBT) has no effect in regards to assurance and tangibility and the emerged results presented 
negative beta β (- 0.148), with no significance p, (0.026). That's why H2 is partially accepted. Again, (WBT) appeared 
to be effective for reliability; hence the training improved the service delivery and reduced the service errors, and 
exceed the customer expectation of the service with professional ability in solving problems. Results in table (3) 
showed high level of β (0.858) with significance level p, (0.000). Regarding personal based training, to some extent it 
affected the reliability as indicated obtained results see table (4).  

 

From the emerged regression, the quality of service is affected positively by the training activities carried out 
by the hotels, specifically work based training affects the quality of service more than personal based training.  
Obviously, results showed that the work-based training in particular have improved the perceived quality of service. 
This result is inconsistent and accords with (Saks & Burke-Smalley, 2014) who found a positive relationship between 
human resources practices and productivity.  
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Based upon previous discussion of the regression results and the descriptive date obtained, it can be said that 
H1 is strongly supported and accepted. In addition, the findings supported H2 partially.  

 

Table (4) Multiple Regression model between the variables. 

Regression Independent variable  Dependent variable 
Standardized 

coefficient 
β 

t p  
 - R2 

 

 Personal based training QoS: Staff effectiveness 0.714 20.457 0.000 0.813 
  QoS: Service attribute 0.623 17.442 0.000  
  QoS: Assurance and tangible -0.148 19.204 0.026  
  QoS: Reliability 0.369 12.089 0.004  

Note: (QoS): quality of service.  p<0.05, R2 adjusted. 
 

According to H3. Which hypothesizes that (WBT) will have a positive impact on customers' satisfaction. 
Results of the simple regression analysis in table (5) assured the existence of a positive and statistical significance 
relationship between (WBT) and customer satisfaction, hence, Standardized coefficient β = (0.889) and R2  (0.726) at a 
significance level p, (0.000) the obtained results reflected the powerful of (WBT) in predicting customer satisfaction. 
This finding is also supported by the obtained results from the multiple regression models in table (3) regarding H1 
where, results indicated positive relationship between both training activities and quality of service. Customers 
positively perceived the different services provided by hotels and consequently, they were satisfied.  
 

Table (5) simple regression model between the variables. 

 
Independent variable 

Dependent variable 
Standardized 

coefficient 
β 

t p R2 

Work based training   CS: Customer Satisfaction 
0.889 

19.031 0.00
0 

0.76
2 

Personal based training   
0.109 

2.076 0.91
1 

0.10
1 

 

Conversely, H4 which proposed that (PBT) will have a positive impact on customers' satisfaction, the 
regression also indicated a positive and statistical insignificance relationship with customer satisfaction as illustrated 
from the tabulated results β = (0.109) and R2 (0.101) at a significance level p, (0.911).  The results of the simple 
regression models for the H3 demonstrated the strong impact of training activities on customers' satisfaction. Thus, 
Hypothesis H3 is accepted, regarding H4 unexpectedly, the second dimension of training PBT was found to have no 
influence on customer satisfaction. This may back to the nature of personal-based training that concentrates more on 
staff benefits, relations among staff, staff involvement and promotion, and all these elements did not contribute 
directly to customer satisfaction. Although the items of personal-based training are quite important in building good 
relations among staff, but improving staff interpersonal skills throughout training would be more beneficial, in other 
words improving the communication among the staff and between staff and customers can lead to delighted 
customers. Personal-based training items did not include interpersonal skills elements and it is important to be 
included rather than factors such staff promotion or staff recognition. The obtained results accord with Cook and 
Verma (2002) found that certain training programs provided by organizations in the banking sector had no effect on 
any dimension of service quality or customer perceptions. Therefore, H4 is rejected. Work based training was 
hypothesized (H5) to have a positive impact on customer's behavioral intention. Based on the results of the simple 
regression table (6), it can be depicted that work-based training has a strong positive relationship with customer 
behavioral intention as, Standardized coefficient β = (0.675) and R2 (0.709) at a significance level p, (0.000).  

 

The obtained results are congruent with Huang et al., 2017). Therefore, H5 is supported . Conversely, H6, 
which hypothesized that (PBT) will have a positive impact on customers' behavioral intention, was rejected. The 
results in table (6) showed a very weak Standardized coefficient β = (0.119) and R2 (0.098) and it was not statistically 
significant p, (0.503). Thus, H6 was rejected.      
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Table (6) simple regression model between the variables. 
 

 
Independent variable 

Dependent variable 
Standardized 

coefficient 
β 

t p R2 

Work based training   BI: Behavioral intention 
0.675 

16.836 0.00
0 

0.70
9 

Personal based training   
0.119 

5.076 0.50
3 

0.09
8 

CS): Behavioral intention.   p<0.05, R2 adjusted 
 

Through hypothesis H7 which proposed that customer satisfaction will have a positive impact on customers' 
behavioral intention, the obtained results in table (7) confirmed a strong positive relationship between customer 
satisfaction and behavioral intention where β = (0.837) and R2 (0.810) and it was statistically significant at p, (0.000). It 
can be concluded that customer satisfaction is a powerful predictor of customers' behavioral intention, as clients will 
repeat their visits to the same hotels as long as they were satisfied with the provided products and services. This 
finding accords with previous studies Ryu, et al., (2012) who found customers' satisfaction as a significant predictor of 
behavioral intentions in food service context, and Reu, et al., (2008) who confirmed that customer satisfaction can act 
as a partial mediator in the relationship between overall quick-casual restaurant image/perceived value and behavioral 
intentions. Based upon the previous discussion H7 is supported.    
 

Table (7) simple regression model between the variables 
 

 
Independent variable 

Dependent variable 
Standardized 

coefficient 
β 

t p R2 

Customer satisfaction   BI: Behavioral intention 
0.837 

19.963 0.00
0 

0.81
0 

BI): Behavioral intention.   p<0.05, R2 adjusted 
 

Conclusion  
 

In hospitality sector, training activities have begun to be a fundamental policy to achieve success and 
acquiring a competitive advantage. The extensive literature in this paper shed the light on the various models of 
training programs and their influences on hotels' productivity and effectiveness. It also covered the different 
approaches adopted by hospitality organizations in training their staff. Quality of service in hospitality context was 
discussed with a clear explanation of the various dimensions of quality of service. Customer satisfaction and 
behavioral intention were also presented in service sector. The focus of this paper is to investigate the impacts of 
training activities applied in hotels on the quality of service provided, level of customer satisfaction and behavioral 
intention of customers. To this end the researcher developed the study hypothesis depend on a wide literature, using 
training activities as independent variables and quality of service, customer satisfaction and behavioral intention as 
dependent variables to predict and measure the impacts of training activities. Empirical results showed the direct 
effects of training activities on quality of service. Although, the emerged results reflected the powerful of work-based 
training on quality of service, personal based training also associate quality of service. The findings revealed the 
positive effects of WBT on customers' satisfaction, as they were totally satisfied of the quality of food and beverage 
products offered in the hotels, variety of menu items, prices, guests' rooms and reservations systems. PBT has no 
effect on customer satisfaction due to the nature PBT which focuses more staff involvement, promotion and staff 
benefits. The finding proved a positive relationship between work-based training activities and customers' behavioral 
intention, it is considered a logical finding as customers were satisfied of quality of service and quality of the products 
offered in hotels and accordingly will revisit the same hotels in the future. However, personal based training activities 
have no effect on customers' behavioral intention. Customers' overall satisfactions of the hotels' services and products 
have positive influence on customers' future decisions to repeat the visit to the same hotels. 
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The findings that have emerged from the current study provide important implications for three-star 
managers and operators. First, training programs applied in three- star hotels are limited and are not sufficient to 
develop or improve staff capabilities, whereas the three-star hotels depend on staff with limited experience and casual 
staff or seasonal staff in some positions, accordingly these personnel have limited knowledge of the hotels work, 
though operators should categorize their training into three stage with sufficient training hours firstly, orientation 
training to enable the new members to be aware of the different services and facilities provided by the hotels, 
secondly; interpersonal communication competences, thirdly, intercultural training that enable staff to understand 
different cultures and to deal effectively with foreign guests. Moreover, training should not be restricted to new 
employees only but should be provided to all staff in the department to ensure a consistent level of quality in the 
services performed by all employees. Secondly, the time allocated for employee training is not appropriate; about half 
of the sample involved in training activities stated that the training time was not suitable. Therefore, hotel operators 
should consider the time allocated for training and ensure it is convenient for the employees so they will benefit from 
training programs and achieve the required outcomes. Moreover, Human resources departments’ in three-star hotels 
should assess staff feedback regarding the training and identify the extent to which they could benefit from the 
training programs. Notably, the majority of staff had limited experience in hotels and hold degrees in different 
specialization away of hospitality education, therefore operators should review their staff selection policy and recruit 
individuals with enough experience in hotels or holding degrees in hospitality education to achieve higher level of 
service.  

 

Meanwhile, the results indicated that WBT has affected customer satisfaction through service attributes only 
while, reliability, staff effectiveness and assurance and tangibility have no mediation role in the relationship between 
training and customer satisfaction. It can be concluded that the WBT affected the service delivery process while 
aspects related to staff needs to be developed for example; training program should focus on improving staff 
knowledge of menu items,  the ability to interact effectively with foreign guests, the ability to communication in 
guests’ languages, the ability to respond to guests quickly, enhancing the ability to welcoming  guests and giving them 
the feeling of safety, improving the ability to understand foreign cultures and customer expectations for all staff 
members either customer contact or none customers contact to provide a competitive advantage and leave a good 
impression on customers. It was noticeable that hotels tangibility and assurance were not affected by training, 
therefore training activities should focus on improving aspects related to staff behavior, staff uniform, appearance of 
the hotels and physical capabilities. It is important for the human resources departments in three-star hotels to assess 
the extent to which employees have benefited from training throughout staff feedback.  

 

Moreover, customer satisfaction feedback surveys should be reviewed regularly to identify guests’ perceptions 
of hotels’ services and staff, and based on review the training needs should be determined. Another point emerged 
from the study and should be considered by managers and supervisors, they must deploy staff among service areas 
properly, in particular service areas involving customer contact should have sufficient members of staff as guests 
negatively perceived responsiveness of staff. 
     

Limitations  
 

Some limitations deserve to be highlighted with regards to this study. Using a restricted sample from two 
hotel departments, food and beverages, and rooms division means the results cannot be generalized to the remaining 
departments. In addition, this study was only conducted in four areas of Egypt, which means the study findings may 
not be generalized to the rest of Egypt. The current paper has focused on testing different items within the study’s 
constructs, which are relevant to training activities, ignoring other elements associated with the success of training 
programs. For example, training location, trainer characteristics and instruction methods may all play a relevant role in 
training effectiveness, as indicated by Tews and Tracey (2008). Another potential limitation of this study is the use of 
two sources of data, which may be questionable.  
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