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Abstract
The primary aim of this research is to study the influence of customers’ national culture on Perceived
Performance of Restaurant Services (PPRS) in Petra city. Restaurant service quality links to server behavior in
relation to customers’ cultural background were researched thoroughly considering the attributes of servers’
accommodation, sanitation, product knowledge, entertainment, professionalism, and cordiality. The present
research was carried out using a self-administrated questionnaire which was surveyed on 155 tourists from
different nationalities. Results of data analyses applied in the current study support the impact of national culture
on tourists’ PPRS. The culture influence was significantly direct on some of the service quality factors
(entertainment, sanitation and product knowledge) and indirect on other factors (professionalism,
accommodation and cordiality). A detailed explanation was provided in the present study to contribute in wider
understanding of how national culture and its dimensions may shape the perceptions of food service quality.
Keywords: customer perceptions, national culture, perceived performance, Petra, restaurants, service quality
1. Introduction
Based on the nature of service as intangible, variable, perishable, and inseparable, it is difficult to assess the
perceived service without considering the service customer characteristics; Kotler and Keller (2012) emphasize
that companies must manage service quality by understanding each service customer. They state that there is
a need for both internal and external marketing to emphasize the importance of the employee role and customer
role in service marketing. In addition, there is a great emphasis on the role of employee in understating service
customer and in delivering quality service that enhance customer satisfaction (Kusluvan, 2003; Zhang, 2008;
Brown & Lam, 2008). In the restaurant industry, the literature is rich of research that apply different service
quality techniques; it supports that customers have high standards and demands for quality service through the
selection of restaurants that meet their quality and value standards (Rao & Sahu, 2013; Kariru & Aloo, 2014).
1.1 Research Background
Service quality is one of the managerial functions that interrelate with different aspects inside the organization.
The importance of studying service quality in service businesses stems from the fact that service quality leads to
customer satisfaction and has a positive impact on customer word-of-mouth, loyalty, and purchase intentions
(Carrillat, Jaramillo, & Mulki, 2007). Moreover, Manhas, and Ramjit (2011) stress on the fact that service
quality has a positive impact on areas within the organization such as employee morale, reduction in costs and
waste, and time management. Parasuraman, Zeithaml, and Berry (1988) define service quality as the discrepancy
between consumers’ perceptions of services offered by a particular firm and their expectations about firms
offering such services.
Customers assess service quality and service value through a comparison between anticipated and perceived
performance levels. In other words, customers’ expectations, perceptions of current performance, and
disconfirmation experiences affect their satisfaction or dissatisfaction with a service and hence, their assessment
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of service experience (Bolton & Drew, 1991). Gagic, Tesanovic and Jovicic (2013) consider the nature of the
relationship between customer satisfaction and service quality. They state that perceived quality is one of the
core determinants of overall satisfaction; it is generally assumed that deliv-ering high-quality service will lead to
satisfied customers. Customer satisfaction is an individual’s feeling of pleasure or disappointment resulting from
comparing a product’s perceived performance in relation to his or her expectations (Fen & Lian, 2005).
Parasuraman et al. (1988) view expectations and perceived service performance as “desires or wants of
consumers”. According to the American Marketing Association, perception is the cognitive impression that is
formed of “reality” which in turn influences the individual’s actions and behavior toward that object. In addition,
perceived quality is the overall subjective judgment of quality relative to the expectation of quality (Mitra &
Peter, 2006).
Customers hold different types of expectations about service, the highest type of these is desired service (the
level of service the customer hopes to receive) and adequate service (the service would not always be performed
according to their expectations) (Zeithaml, Bitner, & Gremler, 2009). The expectations signal the level of
customer hopes and wishes and beliefs that they may be fulfilled (Phiri & Mcwabe, 2013). Accordingly, service
quality should be measured using performance-based measures (Johnston, 1995).
Customer-employee interaction is another important factor here; it was found that the link between customer
experience and employee performance and interaction in a service quality context is evaluated through the
service quality measures of care, honesty and the quality of interaction and communication process (McCain,
Jang & Hu, 2005). The quality of interaction is part of the quality of service in the face-to-face types of services;
Wu and Liang (2009) state that the interactive relationship between consumers and service employees is
important to consumer evaluations; specific behaviors, including the behavior of service employees, are key
determinants of perceived service quality.
Parasuraman et al. (1988) find that five dimensions are associated with customers’ satisfaction and their
perceptions of service quality; tangibles (physical facilities, equipments, appearance of personnel),
responsiveness (willingness to help customers and provide prompt service), reliability (ability to perform the
promised service), assurance (knowledge and courtesy of employees and their ability to inspire trust) and
empathy (caring, individualized attention the firm provides to customers) are the main dimensions in their
SERVQAL model. Becker, Murrmann and Cheung (1999) argue that when discussing the appropriateness of the
SERVQUAL to the particular needs of hospitality providers, additional concerns were directed toward three
major issues: Level of measure (service encounter and face-to-face nature of hospitality services), equivocality
of measures, and social orientation (service is social transactions between service customers and service
providers).
It was highlighted through the literature that the level of service quality can be greatly improved by enhancing
the behaviors and attitudes of staff; employees’ responsiveness and willingness to provide services, and their
ability to adapt to customers’ demand (Kuo & Hsiao, 2013). Therefore, there is a great focus on the employees’
role in overall perception of service quality. Within this context, Akbaba (2006) find that an item called courtesy
and competence of personnel is the most important attribute influencing the perception of quality within the
hospitality sectors; including employee appearance, promptness of service, willingness to serve, availability
when needed, occupational and specific product knowledge, friendliness, caring and giving individualized
attention.
The hospitality industry, including restaurants, witnesses certainly an increased competition and rising consumer
expectations of quality. Mei, Dean, and White (1999) conclude that service quality was represented by three
dimensions in the hospitality industry, relating to employees, tangibles and reliability; the most important of
these is the dimension referred to as employees’ behavior and appearance. Yoo (2012) support that in addition to
the physical environment and hygiene of the restaurant facilities, employee appearance and behavior (personal
hygiene, food handling behaviour, health condition, and multi-skilling) is important in the view of restaurant
customers in the evaluation of service quality.
Considering the specific measure of service quality in the restaurant business, Ha and Jang (2010) support that
service reliability, service responsiveness, and service assurance are important measures of service quality in
restaurants through the accurate delivery of quantity and quality promised, prompt and quick service, and
employees’ readiness to answer questions and demonstrate their knowledge. In addition, Gagic et al. (2013)
analyze different service quality constructs in relation to restaurant business. They find that food quality, service
quality (employees’ willingness to help, employees’ knowledge, staff appearance, atten-tive staff, and friendly
dining managers), physical environment, and price fairness quality are the major determinants of restaurant
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service quality.
Becker et al. (1999) develop a set of items to measure service quality considering the nature of the hospitality
industry and its universal context; those items are related to the behavior of food servers rather than the
managerial process of quality assurance. They suggest accommodation (server’s attentiveness to special needs),
sanitation (server’s cleanness of appearance and hygiene), product knowledge (server knowledge about menu
items and ability to explain them), entertainment (server’s friendliness and entertaining behavior),
professionalism (server’s demonstration of ability to interact with guests correctly and privacy respect), and
cordiality (servers’ smile, eye contact and comfortable manners).
Hence, the conceptual frame of service quality and service performance is widely studied (Parasuraman et al.,
1988; Teas, 1993; Gronroos, 1994; Kang & James, 2004; Kumar, Batista, & Maull, 2011), however, Becker et al.
(1999) allege for well identified, precise, actionable standards for measuring service performance in the
cross-cultural context.
Carrillat et al. (2007) state that the validity of quality measures of services quality varies depending on different
cultural contexts. This is because differences in national culture or language require a modification of their items
and in how respondents perceive the model under investigation. Becker et al. (1999) reach results that support
the assumption that customers’ service expectations differ as a result of customers’ cultural orientation. In
addition, Furrer, Liu, and Sudharshan (2000) emphasize on the need to consider cultural and social aspects of
customers when investigating their perceptions of service quality.
The work of the present study is believed to add to the body of research about tourists’ perception of food service
quality. It shed the light on cultural effects on tourists’ perception within the Jordanian/Arabic service context. It
was carried out in Jordan (a Middle Eastern country), where work-related practices are expected to be different
from those taking place in the West. To the best of researchers’ knowledge, this study can be the first one that
explores cultural impact on tourists’ perception of food service quality factors. The impact of culture on these
factors might be established before in Becker et al. (1999) study. However, the reexamination of these factors
increases their generalization and their usability in a worldwide manner.
1.2 The Impact of Culture on Tourists’ Perception
It is believed that the growing trend of business activities and globalization provides an appealing reason for
considering culture influence on consumers’ behavior (Maheswaran & Shavitt, 2000; Mooij, 2010). The true
meaning of culture is still a matter of debate among scholars. According to Schneider and Barsoux (2003),
anthropologists developed more than 164 definitions for culture. Nevertheless, due to the comprehensive and
evolving nature of culture; it is still hard to propose an exact meaning of it. However, different definitions of
culture revealed common facts about it; among others culture is a number of values shared within a group of
people. One of the best known and most influential scholars in culture is Geert Hofestede. He defines culture as
“the collective programming of mind” (Hofestede, 1980, p. 25). It was argued by Mwaura, Sutton, and Roberts
(1998) that Hofestede’s definition of culture is the most cited one in the literature. In view of that, Hofestede’s
definition was adopted in the present study.
Culture can be visualized as an onion. The core of this onion is composed of values, “the broad tendencies to
prefer certain states of affairs over others”, which are surrounded by layers of symbols, heroes and rituals. Those
layers typify individual’s practices that can be seen by outsiders; while their cultural meanings are inconspicuous
and depend on interpretations of insiders (Hofstede & Hofstede, 2005).
To achieve a better understanding of cultural meanings for different nations, some aspects of culture were
developed into measurable dimensions (Hofstede & Hofstede, 2005). Since fifty years, a large number of
national culture dimensions have been developed by many sociologists, anthropologists and social-psychologists
(Pizam, 1993). Among these dimensions, Hofestede’s dimensions were used as a paradigm in 274 cases within
different disciplines (Søndergaard, 1994). Till these days, Hofestede’s cultural dimensions are still used by many
researchers including Humphreys (1996), Harvey (1997), Schermerhorn and Bond (1997), Furrer et al. (2000),
Robins and Stylianou (2001), Chang (2003), Kanousi (2005), M. Tawakoli and A. Tawakoli (2010), Park (2011),
Baker, Meyer, and Chebat (2013) and Mazanec, Crotts, Gursoy, and Lu (2015). Such intensive and continuous
use of Hofestede’s dimensions shows the reliability, validity and importance of Hofestede work in understanding
culture and its impact on human practices.
Based on different studies, Hofestede (1980, 1991, & 2001) identify, in an empirical manner a group, of national
cultural dimensions. These are Individualism vs. Collectivism, Masculinity vs. Femininity, Uncertainty
avoidance, Power Distance and Long Term vs. Short Term Orientation. Furthermore, results of Hofestede
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aforementioned studies were used to group cultures of different nations into clusters. For each of these clusters
work-related and managerial practices were identified.
There is common fact about culture that it plays as a mechanism to guide individuals’ behavior by controlling
their values, thoughts and beliefs (Pizam, 1993). According to Griffith (2002), many psychological and
behavioral theories (e.g. social cognition models) assert that people perceptions of social environment must be
considered in any trial to understand their behavior. The current study does so by exposing the effect of culture
on tourists’ perceptions and expectations of PPRS. It is established that customers from different cultures tend to
be involved in different comparative behaviors and have different expectations of services (Schutte & Ciarlante,
1998; Patterson & Smith, 2001; Dunn, 2015).
In addition, the influence of culture on individuals’ behavior was confirmed by many studies which investigate
different types of behaviours including management and leadership (e.g. Winch, Millar & Clifton, 1997; Testa,
2004; Moussetis, 2005; Lee, Scandura, & Sharif, 2014), service encounter (e.g. Winsted, 1997; Donthu & Yoo,
1998; Furrer et al., 2000; Sizoo, Plank, Iskat & Serrie, 2005; Zopiatis, Constanti, & Theocharous, 2014), food
handlers’ attitude and knowledge (e.g. Toh & Birchenough, 2000; Harris, Murphy, DiPietro, & Rivera, 2015),
consumer behavior and perceptions (e.g. Pullman, Verman & Goodale, 2001; Mattila & Patterson, 2004; Torres,
Fu & Lehto, 2014; Dunn, 2015) and tourist behaviour and satisfaction (e.g. Pizam & Sussmann, 1995; Becker et
al., 1999; Barutcu, Dogan, & Unguren, 2011; Moital, Dias, & Machado, 2013). The present research took place
in Jordan within the Arabic/Middle Eastern context where job-related practices of food service employees and
their impact on customers’ satisfaction are expected to be different from those in the West. Also, the current
study involves tourists from six cultural groups from different nationalities which are more diversified if
compared to previous studies.
2. Methods
The influence of national culture on perceived performance of restaurants in Petra city is examined empirically;
this approach is justified because there are sufficient numbers of tourists from different nationalities visiting
Jordan as a whole and Petra in particular. In 2014, 443,536 tourists visited Jordan, most of them (93.6%) were
non-Jordanians and came from different cultural groups including European countries (58.4%), Asian and pacific
countries (23%), American countries (11.5%) other Arabic countries (6.5%) and African countries (0.5%)
(Jordanian Ministry of Tourism & Antiquities [JMTA], 2015).
The quantitative data were collected by self-administrated questionnaire developed by Becker et al. (1999). The
adopted questionnaire is believed to be a suitable data collection tool, because it was developed in a robust and
long process that considered the cultural aspect as well as a set of well-defined restaurant service quality
measures. The preliminary stages in the development of the instrument by Becker et al. (1999) were conducted
using four focus groups considering multiple cultural backgrounds of participants. Participants in each of the
four focus groups were asked to identify specific server behaviors that they associate with quality service in
restaurants. Then, the questionnaire was pilot tested in two rounds. First, it was pilot tested on a convenience
sample in china. While in the second round, another pilot test was conducted in the United States. After that, two
additional focus group discussions were conducted and new scale items were added and several items based on
those identified during the pilot studies. Finally, the questionnaire was subject to an exploratory factor analysis to
purify its dimensions and to ensure their validity.
The current study’s questionnaire comprised two main parts. The first part includes 25 items that measure how
tourists perceive restaurant’s performance in terms of certain quality elements (servers’ accommodation,
sanitation, product knowledge, entertainment, professionalism, and cordiality), using a five point scale where 1 =
‘Strongly disagree’, 2 = ‘Disagree’ 3 = ‘Neither agree nor disagree’ 4 = ‘agree’ and 5 = ‘Strongly disagree’. The
items cover the main elements representing the quality of restaurants’ services developed by previously
mentioned focus groups. The second part of the questionnaire was developed to collect information about the
demographic characteristics of respondents (gender, age & nationality). Among these variables, the nationality is
used in testing study’s hypotheses that examine the variability of PPRS among tourists who belong to different
cultural groups. Furthermore, information extracted by this part enables the development of a description of the
research sample.
The questionnaire was pilot tested; there was no need for adjustments to be made to the structure or terminology.
Subsequently, it was completed by 155 tourists from different nationalities who had a meal experience in one of
the Petra restaurants, using convenience sampling, which is recommended when the research populations cannot
be easily listed. Using the Statistical Package for Social Science (SPSS), some statistical analyses were carried
out to achieve the present research objectives. These include internal consistency test (Crombach’s alpha) which
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confirmed that study’s instrument reliability was good (Cronbach’s alpha > 0.7) (Cavana, Delahye, & Sekran,
2000). Analysis of frequencies delineated the sample profile then One Way ANOVA was used to test the
hypotheses; which was followed by descriptive statistics for a better understanding of tourists’ perception of
restaurants service quality.
2.1 Study’s Hypotheses
To examine the impact of national culture on tourists’ perception of restaurant employees’ performance, six
hypotheses were developed. These research hypotheses interrelate the constructs of restaurant employees’
perceived performance (dependant variables) with the tourist nationality as an indicator of their national culture
(independent variable). The following are the study’s hypotheses:
Hypothesis 1:
H0: there is no significant difference in the perception of Accommodation traits of restaurant employees’
performance between tourists from different national culture groups.
H1: there is a significant difference in the perception of Accommodation traits of restaurant employees’
performance between tourists from different national culture groups.
Hypothesis 2:
H0: there is no significant difference in the perception of Sanitation traits of restaurant employees’ performance
between tourists from different national culture groups.
H1: there is a significant difference in the perception of Sanitation traits of restaurant employees’ performance
between tourists from different national culture groups.
Hypothesis 3:
H0: there is no significant difference in the perception of product knowledge traits of restaurant employees’
performance between tourists from different national culture groups.
H1: there is a significant difference in the perception of product knowledge traits of restaurant employees’
performance between tourists from different national culture groups.
Hypothesis 4:
H0: there is no significant difference in the perception of entertainment traits of restaurant employees’
performance between tourists from different national culture groups.
H1: there is a significant difference in the perception of entertainment traits of restaurant employees’
performance between tourists from different national culture groups.
Hypothesis 5:
H0: there is no significant difference in the perception of professionalism traits of restaurant employees’
performance between tourists from different national culture groups.
H1: there is a significant difference in the perception of professionalism traits of restaurant employees’
performance between tourists from different national culture groups.
Hypothesis 6:
H0: there is no significant difference in the perception of cordiality traits of restaurant employees’ performance
between tourists from different national culture groups.
H1: there is a significant difference in the perception of cordiality traits of restaurant employees’ performance
between tourists from different national culture groups.
3. Results
3.1 Sample Profile
This section presents the descriptive analysis of the participants’ demographic characteristics including gender,
nationality, age and times of visit to Petra. The frequency and percentage distributions of these characteristics are
provided in Table 1 and discussed below.
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Table 1. Characteristics of tourists participated in this study
Characteristics
Gender

Age

Cultures

Visit times

Group

Frequency

Percent

Male
Female
Total
Less than 25 years
25-35 years
36-45 years
46-55 years
Over 55 years
Total
Anglo
North European
Asian
South American
East Europe
South European
Total
First time
I came before
Total

68
87
155
9
34
23
27
62
155
37
32
54
10
10
12
155
139
16
155

43.9%
56.1%
100%
5.8%
21.9%
14.8%
17.4%
40%
100%
23.9%
20.6%
34.8%
6.5%
6.5%
7.7%
100%
89.7%
10.3%
100%

The sample is divided into two fairly equal subgroups according to the gender of participants: Male (43.9%) and
female (56.1%). Amazingly, only 10.3% of the respondents came to Petra before while others (89.7%) it was
their first time to visit Petra. The sample was biased towards the elder age group with 72.3% of the respondents
being aged over 36 years, while the remaining 27.7% of the tourists were less than 35 years of age, indicating a
tendency for elder tourists to visit Petra more than young ones, close to the nationality distribution by region of
visitors to Jordan, European countries (58.4%), Asian and pacific countries (23%), American countries (11.5%)
(JMTA, 2015); A large group of participants 54 (34.8%) were Asians with 37 (23.9%) belonging to the
Anglo-Saxons culture group, 32 (20.6%) from northern Europe countries, 12 (7.7%) from southern Europe
countries, 10 (6.5%) from eastern European countries and another 10 (6.5%) from South America. In general, the
demographic characteristics of the sample were consistent with those found in a previous research by Alhelalat
(2010) and those collected by Petra Archeological Park (PAP) and were accessed by personal communication
lately. The closeness of the current study’s sample characteristics to those collected before by Jordanian tourism
authorities and other authors confirmed the degree to which the study’s sample is representative.
3.2 Hypotheses Testing
As aforementioned, a series of hypotheses were developed to investigate the influence of national culture on
tourists’ perception of restaurant service performance. Each of these hypotheses was developed to examine the
difference in perceptions for each of the restaurant perceived performance constructs between more than two
cultural groups of tourists. To test these hypotheses, one-way ANOVA analysis of variance was used. The results
of ANOVA analysis of factors composing tourists’ perception of restaurant service performance are provided in
Table 2.
Table 2. One-way ANOVA results of study’s dimensions depending on the culture variable
Variable
Accommodation
Cultures

Sanitation
Cultures

Group

Mean

SD

F

df

Sing.

Eta square

Anglo
North European
Asian
South American
East European
South European

4.08
4.20
4.10
3.73
4.28
4.03

0.59
0.56
0.61
1.38
0.64
0.93

0.770

5

0.57

-

Anglo

4.67

0.57

2.86

5

0.017

0.091
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North European
Asian
South American
East European
South European

4.45
4.40
4.05
4.00
4.25

0.61
0.51
0.79
0.88
081

Anglo
North European
Asian
South American
East European
South European

3.60
4.11
3.47
3.72
4.22
3.20

1.08
0.69
0.79
1.65
1.00
1.15

2.708

5

0.023

0.092

Anglo
North European
Asian
South American
East European
South European

3.42
4.25
3.65
3.84
4.24
3.30

0.82
0.69
0.83
0.34
0.93
082

4.559

5

0.001

0.14

Anglo
North European
Asian
South American
East European
South European

4.15
4.39
4.17
4.02
4.62
3.95

0.74
052
0.66
0.98
0.39
0.97

1.606

5

0.163

-

Anglo

4.49

0.50

1.528

5

1.62

-

North European

4.45

050

Asian

4.25

0.55

South American

3.89

1.10

East European

4.32

0.55

South European

4.48

1.08

Result shown in the table above divide RSPP factors into two groups based on the variation of their scores
dependency on national culture variable. Within the first group a statistically significant difference was found in
tourists’ perception of sanitation: F (5,142) = 2.866, product knowledge: F (5,133) = 2.719, and entertainment: F
(5,139) = 4.559, for all national groups. These results support the alternative hypothesis and reject the null one of
hypotheses 2, 3 and 4. Furthermore, Table 2 shows the Eta squared values that identify the effect size of
previously mentioned significant differences. These eta squared values indicate that the actual difference in mean
scores between different national culture groups for entertainment (14%) was large and moderate for both
product knowledge (9.2%) and sanitation (9.1%), this according to the guide lines of Cohen (1988).
In the other group there was no statistically significant difference found in tourists’ perception of accommodation:
F (5, 132) = 0.77, professionalism: F (5,137) = 1.606, and cordiality: F (5,130) = 1.628, for all national groups.
These results support the null hypothesis and reject the alternative one of hypotheses 1, 5 and 6.
However, in spite that ANOVA test (Table 2) shows some factors had no significant variance in their aggregate
scores (factors tested in hypotheses 1, 5 & 6); there is still a chance that these factors are perceived in different
way across cultures. In other words, cultures may give the equal importance relatively to certain factors but do
not necessarily perceive them in a similar way. Accordingly, for deeper investigation, a break down analysis was
carried out on means of items composing the study’s dimensions. The means of each of these items were
compared separately across different cultural groups. Results of this comparison are shown in Table 3 below.
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Table 3. Descriptive statistics of statements for all factors of RSPP
No.

Factors’ Items

Factor 1: Accommodation
The server provides for
1
the customer’s special
needs when asked
The server attends to
2
special customer needs
without being asked
The
server
accommodates special
3
requests
of
the
customer
The server is sensitive
4
to the customer’s mood
The server stops by
frequently to check for
5
additional
customer
needs
Overall mean
Factor 2: Sanitation
The server’s hair is
6
neat and well groomed
The server’s hair is
7
clean and restrained
The server’s nails and
8
hands
are
well
manicured
The server avoids
9
touching the surface of
eating utensils
Overall mean
Factor 3: Product knowledge
The server explains
10
menu item ingredients
The server thoroughly
11
explains menu specials
The server explains
12
how menu items are
prepared or cooked
The server assists the
13
customer in deciding
what to order
The server clarifies any
uncertainty about food
14
items listed on the
menu
Overall mean
Factor 4: Entertainment
The server entertains
15
the customers with
jokes and stories
The server provides
16
friendly conversation

Anglo-Saxons

North
Europeans

Asians

South
Americans

East
Europeans

South
Europeans

M

SD

M

SD

M

SD

M

SD

M

SD

M

SD

4.38

0.79

4.52

0.5

4.17

0.69

3.8

1.13

4.3

1.25

3.92

0.99

3.77

0.87

4.1

0.83

4.07

0.74

3.8

1.47

4.4

0.84

3.92

1.16

3.94

0.78

4.03

0.79

4.06

0.74

3.8

1.13

4.44

0.72

4

1.12

4.03

0.98

4.27

0.78

4.13

0.83

3.8

1.54

4.3

0.82

4.33

0.98

4.06

0.87

4.24

0.78

4.1

0.91

3.67

1.65

4.1

1.1

4

1.12

4.03

4.23

4.1

3.77

4.3

4.03

4.73

0.56

4.4

0.77

4.56

0.5

4.1

0.73

3.6

1.57

4.42

0.79

4.7

0.57

4.52

0.62

4.44

0.53

4.1

0.87

4.4

0.69

4.5

0.9

4.64

0.65

4.5

0.9

4.32

0.7

4.1

0.87

4.4

0.84

4.08

0.99

4.62

0.68

4.39

0.76

4.28

0.62

3.9

0.99

3.6

1.57

4

1.2

4.67

4.45

4.4

4.05

4

4.25

3.89

1.21

4.41

0.73

3.57

0.9

3.8

1.68

4.4

0.96

3.25

1.48

3.68

1.14

4.21

0.77

3.5

0.92

3.6

1.71

4.3

1.16

3.5

1.24

3.36

1.02

4.13

1.04

3.3

0.95

3.7

1.63

4.2

1.13

2.5

1.44

3.44

1.16

3.93

0.88

3.48

0.85

3.7

1.63

4

1.15

3

1.26

3.91

1.14

4.1

0.81

3.6

0.98

3.8

1.68

4.2

0.91

3.42

1.08

3.65

4.15

3.49

3.72

4.22

3.13

2.91

1.07

4.16

0.93

3.23

1.16

3.7

1.56

3.9

1.52

2.75

1.13

3.82

1.1

4.32

0.87

3.69

1.14

3.7

1.56

4.3

1.16

3.67

1.55
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3.24

1.06

4.23

0.8

3.65

1.08

3.7

1.56

4.1

1.19

3.17

1.03

3.34

1.28

4.23

0.8

3.76

1

4

1.05

4.3

1.05

3.08

1.31

4.03

1.08

4.37

0.76

3.96

0.82

4.1

1.1

4.6

0.51

3.83

0.83

3.46

4.26

3.65

3.84

4.24

3.3

4.29

0.98

4.33
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4.15

0.83

3.9

1.1

4.6

0.51

3.67

1.49

3.79

1

4.27

0.64

4.15

0.78

4.1

1.1

4.6

0.69

3.75

1.13

4.06

1.02

4.39

0.68

4.06

0.82

4.1

0.73

4.5

0.7

4.08

0.99

4.64

0.63

4.65

0.55

4.41

0.71

4

1.24

4.8

0.42

4.33

0.77

4.19

4.41

4.19

4.02

4.62

3.95

4.56

0.69

4.58

0.62

4.28

0.73

4

1.24

4.6

0.69

4.33

0.88

4.62

0.79

4.65

0.55

4.31

0.74

4.1

1.1

4.6

0.96

4.5

0.79

4.08

0.59

4.21

0.55

4.1

0.61

3.73

1.38

4.29

0.64

4.85

3.14

4.67

0.57

4.47

0.62

4.41

0.51

4.05

0.79

4

0.89

4.25

0.81

4.48

4.47

4.27

3.97

4.37

4.48

The aforementioned comparison helped in understanding whether national culture affects indirectly some factors
by influencing some of their aspects; though there was not a clear impact on them in the aggregate level. The
table above depicted clearly how various cultures perceive different factors’ items of PPRS. Table 3 results
revealed that although tourists from different cultures valued some PPRS dimensions equally, meaningful
differences were found in some items composing these dimensions:
-Accommodation: Some of this factor’s elements were evaluated differently by cultural groups. For example,
Latin cultural groups (South Europeans & South Americans) gave less importance to servers responsiveness to
guests’ special needs (item 1) and to servers’ frequent check of additional needs (item 5) compared to other
cultural groups.
-Professionalism: This factor was also evaluated equally (considering the aggregate level) by different cultural
groups. However, some of its components were valued unequally by some cultural groups. For example,
statements that measure how server avoid bothering customers and respect their privacy (item 20 & item 23)
were valued very important by Eastern Europeans more than any other cultural groups.
-Cordiality: Like the previous two factors, some cultural groups were differentiated in their evaluation for some
of the cordiality factor’s items. For example, while the Eastern Europeans valued strongly servers’ smile (item 24)
the South Europeans achieved the strongest degree in valuation of servers’ clothes well maintaining (item 26).
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4. Discussion
Results reported by the current study support its general hypothesis that cultural orientation of customers
influences their expectations of service. However, the effect of culture on tourists’ expectation was direct on
some of the service quality factors and indirect on others.
The examination of the previous six hypotheses revealed that national culture has an influence on the PPRS
factors canvassed in the current study. However, this influence varies in manner between these factors. Half of
these factors (entertainment, product knowledge and sanitation) were affected directly. A significant variance
was found in the aggregate scores of these factors due to the effect of national culture. The size of that effect was
different for each of these factors. It was moderate for sanitation (9.1%) and product knowledge (9.2%) and large
for entertainment (14%).
Entertainment as aforementioned showed the largest variance of tourists’ perception as a function of their
national culture. However, North and East European groups ranked this dimension higher than other groups. This
can be attributed to the age factor. Most of the two groups (54.5% of the North Europeans & 80% of East
Europeans) are younger than 35 years old.
Product knowledge is the second dimension in terms of cultural size of impact on it. Again, the North Europeans
and Eastern European tourists achieved the highest rank for the product knowledge (food & beverage) provided
by restaurants’ servers at Petra-Jordan. The main explanation of this phenomenon is that most of the societies
within these two cultural groups have high uncertainty avoidance. The uncertainty avoidance dimension revealed
to which extent members of a certain culture feel that they are threatened by unknown or ambiguous situation
(Hofstede & Hofstede, 2005). Accordingly, people of such cultures are expected to look desperately for
information about new places and products. This explanation is justified since most of the sample subjects from
both culture (78.1% of the North Europeans & 99.7% of the East Europeans) are visiting Jordan for the first time
which represent a new situation for them.
Another factor that showed significant differences between tourists as a function of national culture is sanitation.
The ANOVA analysis (Table 2) shows that variation in this dimension is medium (effect size 9.1%) and that all
groups showed a relatively similar concern of food safety. This could be due to the growing awareness of food
safety issues around the world (Burros, 1997; Käferstein, Motarjemi & Bettcher, 1997; Käferstein & Abdusalam,
1999). However, the South Americans showed the least valuation of many sanitation dimension’s items (Table
3).
The other half of factors was affected indirectly. In spite, there was no significant variance found in these
variables’ scores, some variation was found in the mean scores of elements composing them. Accommodation is
one of these factors where tourists valued some if its items unequally. As mentioned before, Latin cultural groups
(South Americans & South Europeans) valued most the Accommodation’s items (especially item 1 & 5) less than
other cultural groups. Latin cultures are considered to be collectivist ones. This implies a relationship between
collectivism and Accommodation factor. In Collectivism, people tend to be involved cohesively in groups where
everyone look after each other and not to be individualized from others (Hofstede & Hofstede, 2005). The tenor
of Collectivism contradicts with content of Accommodation’s items; which emphasize in individualizing guests
in provided services. This finding consists with what was found in Becker et al. (1999). According to Becker et
al. (1999), it was found that U.S.A participants (who are described as highly individualists) valued greatly the
items of Accommodation factor in comparison to Hong Kong participants (who are considered to be
collectivists).
Professionalism is another variable within the second half of factors mentioned above. Most of items composing
professionalism factor were strongly valued by East European tourists (see Table 3). An explanation of this
strong valuation is that East Europe societies generally are considered to have high rates in power distance
dimension. A closer look to professionalism elements can reveals that the crux of professionalism is very close to
essence of power distance dimension. Power distance is defined as “the extent to which the less powerful
members of institutions and organizations within a country expect and accept that power is distributed unequally”
(Hofstede & Hofstede, 2005, p. 46). In societies where power distance is high, a hierarchically status rules are
practiced in real social life and expected. Accordingly, members of such societies believe that others should treat
them with respect to their status. For example, a server must respect her/his guest and shall treat her/him in a
unobtrusive style.
Similar to the accommodation and professionalism, cordiality was also valued equally as a whole by different
tourists. However, there was inequality in the scores of some cordiality elements between some cultural groups.
Nevertheless, this inequality was not taking place in a consistent rhythm, which confuses the reading of culture
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impact on this dimension. Thus, a more research for the relationship of national culture and cordiality is
suggested.
5. Conclusion, Recommendations and Limitations
Based on the discussion above it can be concluded that national culture plays a crucial role in forming tourists’
evaluation of PPRS. In other words, national culture affects tourists’ valuation of offered services. This effect
may happen by building tourists’ expectation of service in advance based on their cultural values. For example, if
a tourist belongs to an individualistic culture s/he will mostly expect to be served in an individualized manner
and not in a standard one. However, the impact of culture on tourists’ perception of food services may not be
prominent. Tourists from different cultures may agree on the importance of a certain factor of perceived service;
but they do not value all of its elements equally.
Based on present study’s findings, which highlighted the influence of culture on tourists’ perception,
recommendations were suggested. These recommendations are expected to help tourism industry stakeholders in
enhancing tourists’ satisfaction; which in turn conduce in the success of different hospitality organizations.
Among these recommendations, the Jordanian Ministry of Tourism and Antiquities (JMTA) is advocated to
enhance the awareness and acceptance of cultural differences of tourists among those working in the hospitality
industry. Such enhancement can be achieved by supporting training on cultures of other nations. Furthermore,
Jordanian tourism authorities (such as JMTA & the Jordanian Tourism Board (JTB)) are advised to consider
cultural issues when promoting Jordan to international tourism. They can emphasize on tourists interests
according to their national cultural traits. For example, in some cultures people might be concerned more about
materialistic issues such as accommodation while other cultures might be more emotive focusing on issues such
as cordiality.
Another recommendation was proposed for various managers working in any hospitality establishment
(especially foodservice businesses) to consider their guests cultures as a determinant of satisfaction. Managers
can even convert the challenge of cultural differences into an opportunity by offering innovative products that
accommodate their cultural needs. Also, hospitality managers are advised to form feedback systems which are
sensitive to cultural needs of their guests.
The current research encountered some limitations including time constraints because researchers were not fully
devoted to the work of this research due to their lecturing obligations (more than 12h/week), financial limitations
(this research was financed by researchers’ self-funds) and the unavailability of population framework which
coerced to the use of convenient sampling method. Accordingly, it is suggested to repeat this research in within
better conditions and in a context where population frame work is available which enables the use of random
sampling techniques. In addition, the current study was not able to offer an explanation of some phenomena due
to the inconsistent manner of tourists’ valuation for some of PPRS factors (such as cordiality). Thus, a better
explanation is expected to be achieved if a future qualitative research is carried out to study these factors
separately.
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