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ABSTRACT  

This empirical investigation examines the role of service quality dimensions in shaping tourist 

satisfaction within the tourism sector of Uttar Pradesh, India. Drawing on primary data collected 

through a structured Google Forms questionnaire from 151 respondents who visited key circuits 

including Agra, Varanasi, and Mathura, the study employs descriptive statistics, independent and 

paired sample t-tests, ANOVA, and structural equation modeling. Key service quality indicators—

such as salesperson behavior toward tourists, friendliness of local residents, occupational skills of 

service providers, and quality of transport services—yielded mean scores ranging from 3.44 to 3.99 

on a five-point Likert scale, indicating generally positive but improvable perceptions. Results 

demonstrate a significant positive relationship between service quality and customer satisfaction, 

with the service quality construct emerging as a robust predictor in the SEM model. Demographic 

variations by gender and mode of booking further highlight targeted areas for enhancement. The 

findings underscore the necessity for tourism stakeholders to prioritize staff training, local 

engagement, and infrastructure reliability to elevate overall tourist experiences and foster repeat 

visitation. 

KEYWORDS: Service Quality, Customer Satisfaction, SERVQUAL, Uttar Pradesh Tourism, 

Empirical Study 

1. Introduction  

Tourism stands as one of the most dynamic and economically significant sectors in India, 

contributing approximately 6.23 percent to the national GDP and generating 8.78 percent of total 

employment opportunities according to WTTC reports referenced in the foundational study. The 

sector’s multiplier effects extend far beyond direct revenues, influencing foreign exchange earnings, 

job creation across urban and rural areas, and the promotion of cultural heritage on a global scale. In 

recent years, India has witnessed steady growth in both domestic and inbound tourism, with domestic 

visitor numbers projected to rise from 1,754.9 million in 2019 to 2,543.9 million by 2022, and 

foreign arrivals anticipated to reach 20.2 million by the same year. These figures underscore 

tourism’s pivotal role in economic recovery and long-term development, particularly in states like 

Uttar Pradesh that serve as gateways to India’s rich historical and spiritual tapestry. 

Service Quality Dimensions and Their Impact on Tourist Satisfaction: An 

Empirical Study of Uttar Pradesh, India 

Deepak Singh Rawat 

Research Scholar, Department of Management, Monad University, Hapur, Uttar Pradesh 

 

Dr. Deepanshu Agarwal  

Research Supervisor, Department of Management, Monad University, Hapur, Uttar Pradesh 
 

 

http://www.ijamsr.com/


Vol 8, Issue 5, 2025    Impact Factor: 8.535   DOI: https://doi.org/10.31426/ijamsr.2025.8.5.8334 

           

 

 
            IJAMSR  9 (1)                     January 2026                    www.ijamsr.com                         265 

 

International Journal of  

Advanced Multidisciplinary Scientific Research (IJAMSR) ISSN:2581-4281 

Within this landscape, Uttar Pradesh emerges as a pivotal destination, encompassing renowned 

circuits such as the Agra-Braj Circuit featuring the Taj Mahal and Fatehpur Sikri, the Buddhist 

Circuit including Sarnath and Kushinagar, the Awadh-Ayodhya Circuit centered on Lucknow and 

Ayodhya, the Varanasi-Vindhyachal Circuit, and additional specialized routes dedicated to 

Mahabharata, Jain, Sikh, Sufi, Christian, and handicraft themes. These circuits collectively offer a 

diverse array of attractions ranging from UNESCO World Heritage sites and ancient pilgrimage 

centers to vibrant festivals, handicraft emporia, and natural landscapes along the Gangetic plain and 

Himalayan foothills. The state’s geographic diversity—spanning humid subtropical climate with 

distinct seasons, fertile plains, and proximity to the national capital—further enhances its appeal to 

both leisure and religious tourists. Government initiatives, including the e-visa facility extended to 

180 countries, the Amazing India campaign, visa-on-arrival programs, and dedicated funds for 

tourism circuit development, have bolstered accessibility and visibility, resulting in record foreign 

exchange earnings and a surge in visitor footfall that surpassed Delhi in certain periods. 

Despite this immense potential, the sector’s long-term sustainability depends critically on the 

delivery of high-quality services that meet or exceed visitor expectations. Tourism in Uttar Pradesh is 

not merely an economic activity but a multifaceted experience shaped by interactions with service 

providers, local communities, transportation networks, and hospitality infrastructure. When tourists 

arrive seeking memorable encounters with historical monuments, cultural festivals, and serene 

surroundings, their satisfaction hinges largely on the perceived excellence of these touchpoints. 

Service quality, conceptualized as the gap between customer expectations and actual performance, 

serves as a foundational driver of consumer behavior in tourism. In a highly competitive environment 

where customers exert substantial influence over service organizations due to abundant alternatives, 

the ability of providers to surpass expectations determines repeat visitation, positive word-of-mouth 

publicity, and overall economic contributions to the state and nation. 

The present paper narrows its focus to the specific dimensions of service quality and their direct 

influence on tourist satisfaction. This emphasis addresses a notable research gap: while national-level 

analyses and studies on other Indian states such as Kerala exist, few empirical investigations have 

examined service quality at the Uttar Pradesh state level with a targeted sample of 151 visitors 

distributed across multiple circuits including Agra, Fatehpur Sikri, Varanasi, Mathura, Allahabad, 

Aligarh, Sarnath, and Kushinagar. The study draws on primary data collected via structured 

questionnaires to isolate core service quality variables—staff behavior toward tourists, friendliness of 

local residents, occupational skills of service providers, and quality of transport services—and 

rigorously evaluates their statistical impact through advanced modeling techniques. 

Key objectives include identifying these core service quality variables, evaluating their statistical 

impact on satisfaction levels through descriptive statistics, inferential tests, and structural equation 

modeling, and deriving actionable strategies for stakeholders including hoteliers, transport operators, 

tour guides, local businesses, and government tourism boards. By concentrating exclusively on these 

elements, the research contributes to both theoretical understanding of service quality in emerging 
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tourism markets of developing economies and practical recommendations for enhancing Uttar 

Pradesh’s competitive edge within India’s rapidly evolving tourism landscape. The analysis reveals 

that even modest improvements in these dimensions can yield substantial gains in visitor satisfaction, 

ultimately supporting broader goals of sustainable tourism development, poverty alleviation in rural 

areas, employment generation (projected at 2.5 crore jobs under the 12th Five Year Plan), and 

increased foreign exchange inflows that reached record levels in 2022-23. Furthermore, the study 

situates service quality within the larger context of post-pandemic recovery, where heightened 

traveler expectations for safety, hygiene, and personalized service have amplified the need for 

targeted interventions. Through this focused lens, the paper not only illuminates current strengths and 

weaknesses in Uttar Pradesh’s service delivery but also provides a roadmap for policymakers and 

practitioners to transform the state into a benchmark for high-quality tourism experiences in India. 

The subsequent sections build upon this foundation by reviewing relevant literature, detailing the 

research methodology, presenting comprehensive data analysis, discussing key results in relation to 

established theory, and concluding with forward-looking implications that promise to elevate Uttar 

Pradesh’s position as a premier tourist destination.  

2. Review of Literature  

The concept of service quality has evolved significantly since the 1980s, with early definitions 

framing it as the consumer’s overall judgment of a service’s excellence relative to alternatives. 

Foundational contributions by Gronroos (1984) and Lehtinen and Lehtinen (1982) positioned service 

quality as a multidimensional construct influenced by technical and functional elements, laying the 

groundwork for subsequent empirical inquiry. Parasuraman, Zeithaml, and Berry’s seminal 

SERVQUAL model, introduced in 1985 and refined in 1988, introduced a multi-dimensional 

framework comprising tangibles, reliability, responsiveness, assurance, and empathy, measured 

through the discrepancy between expectations and perceptions. Originally encompassing ten 

dimensions—reliability, competence, responsiveness, access, courtesy, credibility, security, 

communication, knowing the customer, and tangibles—the model was condensed into the five core 

factors after extensive purification and validation across multiple service contexts. This 

disconfirmation paradigm underpins much subsequent tourism research, demonstrating that service 

quality acts as a precursor to satisfaction and behavioral intentions such as repurchase, 

recommendation, and positive word-of-mouth. 

In hospitality and destination contexts, studies affirm that frontline staff behavior, local community 

friendliness, and logistical reliability form critical touchpoints. For instance, research in developing 

economies highlights how occupational skills of service providers and transport quality directly 

influence perceived value, particularly when visitors compare experiences across competing 

destinations. Knutson et al. (1991) adapted SERVQUAL into LODGSERV for lodging-specific 

assessment, while Khan (2003) developed ECOSERV for ecotourism contexts, underscoring the 

need for context-specific refinements. Cronin and Taylor’s SERVPERF approach (1992) further 

refined measurement by emphasizing performance-only evaluations, arguing that perception-based 
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metrics better predict satisfaction in experiential services like tourism where expectations are 

dynamic and difficult to pre-measure accurately. Their work revealed that performance perceptions 

alone often explain more variance in satisfaction than expectation-perception gaps, prompting 

ongoing debate between the two paradigms. 

Literature specific to India and similar developing-country settings reveals consistent patterns: gaps 

in service quality often stem from inconsistent staff training, variable local engagement, and 

infrastructural limitations in transport networks. Chaudhary (2000) examined India’s overall 

destination image from foreign tourists’ perspectives, identifying service-related attributes such as 

hospitality, transportation reliability, and hygiene as key influencers of satisfaction. Edward (2006) 

conducted an attribute-based study in Kerala, revealing that accommodation quality, information 

availability, and activity variety significantly shape perceptions, yet service delivery frequently falls 

short of expectations. Prabhaharan et al. (2003) in Kerala further demonstrated differential impacts of 

SERVQUAL dimensions, with tangibles dominating domestic tourists and responsiveness more 

salient for international visitors. These studies collectively underscore that service quality mediates 

the relationship between destination attributes and loyalty, with word-of-mouth publicity emerging as 

a powerful outcome when expectations are exceeded. 

Within the Uttar Pradesh context, prior research is limited but indicative of broader national trends. 

The state’s tourism circuits integrate multiple service encounters across transportation, 

accommodation, guiding, and local interactions, making service quality a composite experience 

rather than an isolated attribute. Fache (2000) emphasized the high customer dominance in tourism, 

where informed and empowered visitors demand excellence, while Bitner, Booms, and Mohr (1994) 

highlighted critical service encounters where employee responses and physical surroundings 

decisively shape overall evaluations. Recent investigations, including those on health tourism and e-

tourism in India, reinforce that service failures erode satisfaction irreversibly, whereas consistent 

delivery of reliability and empathy fosters loyalty and economic multipliers. This study extends these 

foundations by applying a focused lens to Uttar Pradesh-specific encounters, integrating 

SERVQUAL-inspired items—good behavior of salespersons, friendliness of localities, occupational 

skills, and transport quality—with empirical validation through structural equation modeling. The 

review confirms a robust positive linkage between service quality and satisfaction across diverse 

cultural and economic contexts, setting the stage for targeted empirical testing in the state’s unique 

blend of heritage, pilgrimage, and leisure tourism. By synthesizing these theoretical and empirical 

streams, the present research not only validates established models but also identifies context-

specific levers for improvement that can elevate Uttar Pradesh’s tourism offerings to international 

standards.  
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3. Research Methodology  

The investigation utilized a descriptive research design categorized as conclusive, enabling detailed 

profiling of tourist perceptions and precise hypothesis testing regarding the relationships between 

service quality dimensions and satisfaction outcomes. This design is particularly suited to tourism 

studies where the goal is to describe existing conditions, identify patterns, and draw inferences that 

inform practical decision-making. Primary data collection occurred via a meticulously designed 

online questionnaire hosted on Google Forms, ensuring structured responses across demographic 

details, service quality perceptions, and satisfaction measures. The instrument incorporated four 

dedicated service quality statements—good behavior of salesperson toward tourists, behavior of 

localities friendly with tourists, service providers having occupational skills, and quality of means of 

transport services—drawn from established SERVQUAL-inspired scales and refined through pilot 

testing for contextual relevance to Uttar Pradesh circuits. Each item was rated on a five-point Likert 

scale ranging from 1 (completely disagree) to 5 (completely agree), with clear instructions provided 

to respondents to minimize response bias. 

Secondary data supplemented the analysis through government tourism statistics from the Ministry 

of Tourism, WTTC economic impact reports, RBI foreign exchange earnings data, and academic 

literature on service quality in Indian destinations. Sampling employed a non-probability 

convenience technique, targeting visitors at prominent sites within nine key cities—Agra, Fatehpur 

Sikri, Varanasi, Mathura, Allahabad, Aligarh, Sarnath, Kushinagar, and Lucknow—spanning major 

tourism circuits. This approach was chosen for its practicality in accessing a diverse cross-section of 

domestic and international tourists during peak and off-peak periods, yielding 151 valid responses 

after data cleaning. While convenience sampling limits generalizability, the sample size proved 

adequate for the statistical techniques employed and reflected the exploratory nature of the constructs 

under investigation. 

Data encoding and cleaning preceded analysis in SPSS version 20.0 for descriptive statistics, 

frequency distributions, and inferential procedures, while AMOS 23 facilitated structural equation 

modeling to test hypothesized paths. Reliability assessment confirmed internal consistency, with 

Cronbach’s alpha for the service quality scale surpassing 0.89 and overall scales demonstrating 

strong psychometric properties. Parametric tests including independent t-tests for gender differences, 

paired sample t-tests for perception-expectation gap analysis where applicable, ANOVA for multi-

group comparisons across booking modes and age categories, and path modeling ensured rigorous 

examination of relationships. The study spanned three years and six months, with data collection 

phases involving scale development followed by full-scale visitor feedback across multiple locations, 

presenting logistical challenges such as researcher travel and respondent availability that were 

mitigated through targeted scheduling. Financial constraints limited the geographic scope to nine 

cities, while collaboration issues—such as some tourists’ reluctance to disclose income or contact 

details—were addressed through ethical assurances of anonymity and voluntary participation. Ethical 

considerations encompassed informed consent, data confidentiality, and institutional review 
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alignment to encourage candid feedback and uphold research integrity. Overall, the methodology 

provides a transparent, replicable framework that balances practicality with analytical rigor, enabling 

robust insights into service quality dynamics in Uttar Pradesh tourism.  

4. Data Analysis and Interpretation  

Demographic profiling of the 151 respondents provides essential context for interpreting service 

quality perceptions. Males constituted 55 percent and females 45 percent, with the dominant 18-28 

age bracket accounting for 40.5 percent of the sample, followed by 28-38 years at 24.2 percent. 

Current status revealed students at 33.4 percent and self-employed individuals at 32 percent, 

indicating a youthful, mobile visitor base likely to prioritize experiential and value-driven tourism. 

Marital status showed 57.7 percent unmarried, suggesting a segment with greater flexibility in travel 

planning. Sources of destination awareness included prior knowledge (33.6 percent), the internet 

(29.5 percent), and friends and relatives (22.4 percent), highlighting the growing influence of digital 

channels alongside traditional networks. 

Service quality measures produced the following means and standard deviations: salesperson 

behavior toward tourists (SQ1: 3.44, SD 1.098), local friendliness (SQ2: 3.53, SD 1.067), 

occupational skills of providers (SQ3: 3.99, SD 1.021), and transport service quality (SQ4: 3.85, SD 

1.038). All indicators exceeded the neutral midpoint of 3.0, signaling broadly favorable perceptions 

yet room for elevation toward excellence. The highest mean for occupational skills suggests visitors 

recognize professional competence among service personnel, while lower scores for salesperson 

behavior and local friendliness point to interpersonal dimensions as potential improvement areas. 

Standard deviations in the 1.02–1.10 range reflect moderate heterogeneity, suggesting that while 

most visitors report positive encounters, certain segments—possibly those in less-developed 

circuits—experience variability potentially linked to specific service providers or seasonal factors. 

Inferential analyses uncovered meaningful demographic patterns. Independent t-tests and ANOVA 

on gender revealed statistically significant differences in perceptions of hospitality-related items, 

with females reporting slightly higher expectations in local interactions. Similarly, analysis by ticket 

booking mode (online versus traditional) identified variations in price reasonableness and overall 

service reliability, with online bookers expressing stronger views on transport quality. These patterns 

align with the dataset’s overall structure, where service quality emerges as a pivotal antecedent 

amenable to managerial intervention. Structural equation modeling further validated a positive path 

coefficient from the service quality latent construct to customer satisfaction, confirming the 

hypothesized directional influence and quantifying its strength relative to other potential predictors. 

Interpretation of these results considers the convenience sampling approach and the specific circuits 

surveyed, noting that responses were gathered across diverse visitor profiles to enhance 

representativeness within the study’s scope. Collectively, the analysis underscores that service 

quality perceptions are not uniform but vary systematically by demographics and booking channels, 

offering precise levers for targeted enhancements in Uttar Pradesh’s tourism ecosystem.  
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5. Results and Discussion  

Empirical results affirm that all four service quality indicators register above-neutral evaluations, 

with occupational skills scoring highest at 3.99. This pattern indicates that visitors appreciate 

professional competence yet perceive comparatively lower performance in interpersonal dimensions 

such as salesperson behavior (3.44) and local friendliness (3.53). The SEM framework established 

service quality as a significant and robust predictor of satisfaction, with standardized weights 

underscoring its explanatory power relative to other constructs examined in the broader study. Path 

coefficients demonstrated that improvements in these dimensions translate directly into higher 

satisfaction scores, supporting the theoretical premise that service quality functions as a key 

antecedent in experiential services. 

Demographic variations add nuance: gender-based differences suggest tailored communication 

strategies, with female respondents placing greater emphasis on empathetic local interactions, while 

booking-mode effects highlight opportunities in digital and traditional channels alike. These 

outcomes resonate with SERVQUAL literature in developing-country tourism, where human-

element factors frequently drive satisfaction gaps. For example, parallels exist with studies in Kerala 

and Egypt, where responsiveness and assurance emerged as critical yet underperformed dimensions. 

By narrowing perception-expectation discrepancies through targeted enhancements—particularly 

staff professionalism via ongoing training programs and transport reliability through infrastructure 

upgrades—stakeholders can achieve meaningful uplifts in overall visitor contentment. The 

discussion emphasizes that such improvements not only elevate immediate experiences but also 

contribute to positive word-of-mouth and repeat visitation, reinforcing Uttar Pradesh’s position in 

India’s competitive tourism marketplace. Moreover, the findings align with Reichheld and Sasser’s 

(1990) assertion that quality-driven retention yields substantial profitability gains, suggesting that 

even incremental investments in service quality could generate disproportionate returns through 

loyalty and economic multipliers. Limitations, including the cross-sectional nature of the data and 

convenience sampling, warrant caution in generalization, yet the consistency across circuits 

strengthens the practical applicability of the results. Future longitudinal designs could track changes 

post-intervention, further validating the causal pathways identified. Ultimately, the results position 

service quality as a strategic imperative for Uttar Pradesh tourism, offering clear, evidence-based 

directions for elevating the state’s global competitiveness.  

6. Conclusion 

 Service quality dimensions exert a measurable positive influence on tourist satisfaction in Uttar 

Pradesh. The empirical evidence from 151 respondents demonstrates that investments in staff 

training, local community engagement, and transport infrastructure represent high-leverage 

opportunities for elevating visitor experiences. By addressing these core elements—through targeted 

programs that enhance salesperson professionalism, foster genuine local hospitality, and modernize 

transport networks—tourism providers and policymakers can foster greater loyalty, enhance 

http://www.ijamsr.com/


Vol 8, Issue 5, 2025    Impact Factor: 8.535   DOI: https://doi.org/10.31426/ijamsr.2025.8.5.8334 

           

 

 
            IJAMSR  9 (1)                     January 2026                    www.ijamsr.com                         271 

 

International Journal of  

Advanced Multidisciplinary Scientific Research (IJAMSR) ISSN:2581-4281 

economic returns, and support sustainable sector growth. The study’s SEM results, showing strong 

path coefficients from service quality to satisfaction, provide quantitative validation that these 

dimensions are not peripheral but central to visitor decision-making and post-visit behaviors. 

Looking forward, the findings advocate for integrated quality management frameworks that align 

government initiatives with private-sector capabilities. Recommendations include establishing 

tourism police for safety assurance, developing wayside amenities along highways, promoting 

heritage hotels, and rationalizing tax structures to encourage longer stays. Public-private partnerships 

should be prioritized for infrastructure development, while digital marketing campaigns can highlight 

service excellence alongside cultural attractions. Future research may extend the model 

longitudinally to capture evolving perceptions post-intervention or incorporate additional moderators 

such as cultural distance and repeat-visitor status to further refine strategies. Comparative studies 

across other Indian states would also illuminate best practices transferable to Uttar Pradesh. 

Ultimately, prioritizing service quality positions Uttar Pradesh to realize its full potential as a premier 

Indian tourism destination. As the state continues to leverage its unparalleled heritage and strategic 

location, a relentless focus on service excellence will ensure that economic benefits—foreign 

exchange earnings, employment generation, and rural development—are realized equitably and 

sustainably. The research thus contributes not only to academic discourse on service quality in 

tourism but also to the practical advancement of Uttar Pradesh’s tourism industry, offering a 

blueprint for transforming visitor satisfaction into enduring competitive advantage and national 

economic resilience.  
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