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Abstract: Personality characteristics influence individuals’ perceptions, evaluations, and behaviors
toward external stimuli. This study aims to investigate the influence of the extroversion–introversion
personality characteristics of hospitality customers on the amount of value they attached to the
different service quality dimensions. The influence of customers’ personality characteristics on the
amount of value attached to the different service quality dimensions has not been previously studied
by researchers. The data were obtained from 508 Turkish tourists staying at five-star hotels in holiday
resorts located on the Aegean coast of Turkey. Partial least-squares structural equation modelling
(PLS-SEM) was used to analyze the data. At the measurement model stage, the scales were subjected
to reliability and validity tests. It was seen that all the variables in the measurement model met the
reliability and validity criteria. The structural model and the hypotheses were tested to examine the
relationships between the latent variables. The results show that while introvert customers tend to
attach more value to the tangibles dimension of service quality, extrovert customers tend to attach
more value to the empathy dimension of service quality.
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1. Introduction

Tourism is one of the largest industries in the world, not only in terms of revenues
generated but also in terms of employment created [1]. The total contribution of tourism
to the world GDP is estimated to grow by 3.9% annually to reach approximately USD
11.5 trillion by 2027, representing 11.4% of the total world GDP [2]. Additionally, the total
number of employed people in tourism is projected to reach 381 million by the year 2027 [2].
In a high-growth industry such as tourism, the survival and growth of businesses depend
very much on their competitive abilities, i.e., their competitive advantage [3]. Service
quality and the ensuing customer satisfaction are important determinants of competitive
advantage and success in services [4,5]. Several studies demonstrate there is a significant
and positive relationship between service quality, customer satisfaction, and loyalty [4,6–8].

The main service characteristics of intangibility, inseparability, heterogeneity, and
perishability necessitate the implementation of various business functions and activities in
a significantly different manner than they are implemented for intangible goods. These
service characteristics also necessitate the design and implementation of marketing mix
decisions differently compared with tangible products [9,10]. For instance, the intangibil-
ity characteristic of services, i.e., the fact that, in general, services cannot be seen, tasted,
felt, heard, or smelt before purchase, require a special approach to the design and imple-
mentation of all marketing mix decisions [6,9,10]. In addition to the influence of service
characteristics on the design and implementation of marketing mix decisions, they may
also influence various other service marketing and management decisions and activities
such as segmentation, and the establishment of a high level of service quality [11–14].
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While tourists are heterogeneous in terms of their various characteristics, there may
be certain similarities in terms of their various characteristics. Market segmentation allows
marketing managers to organize customers into groups with individuals who may have
certain similarities [15]. As one of the central marketing activities, the segmentation of a
market, i.e., the formation of segments, may be based on a wide variety of variables [16,17].
Some of the widely used segmentation variables may include demographic, geographic,
behavioral, and psychographic characteristics of customers [18–20]. Psychographic segmen-
tation allocates customers into different segments based on their different lifestyles, beliefs,
interests, preferences, and types of personalities [18,20]. Psychographic segmentation ex-
plains the underlying causes of variations in consumer behavior. For instance, travelers
who travel primarily to explore and learn about other cultures are more likely to plan their
holidays by searching for destinations that are rich in terms of cultural attractions [20].
Hence, psychographics allows the identification of the factors that determine customers’
behavioral differences [4,18].

Personality characteristics have been shown as one of the most important psycho-
graphic segmentation variables [21–23] as personality characteristics may significantly
influence the perception of almost all aspects of products and services [24–26]. By under-
standing the various influences of personality characteristics, marketing managers may
establish market segments that are both efficient and effective [21–23]. In turn, having
efficient and effective market segments may allow a business to achieve organizational
objectives through better allocation of resources. As better targeting through segmentation
increases the match between customers’ needs and product/service characteristics, market
segmentation can also increase customer satisfaction and brand loyalty [21,25,26].

Although all personality characteristics have been extensively researched by re-
searchers, the extroversion–introversion dimension appears to be the most influential and
most widely studied of all [27–31]. It is known that the extroversion/introversion score of a
person determines her/his outward response toward various external stimuli in the environ-
ment [28,32,33]. However, though there are numerous studies on extroversion/introversion,
the studies investigating the relationship between personality characteristics and service
quality are rather limited. The limited studies investigating the relationship between
personality characteristics and service quality [34–36] were all based on the supply side
perspective, i.e., mainly the perspective of employees. The demand perspective, i.e., the
customer’s perspective, appears to have been overlooked by the researchers. Based on the
above, this study investigates the influence of extroversion–introversion on the amount
of value attached to each service quality (SERVQUAL) dimension [37] by the customers.
The SERVQUAL model [37] is the model that is most widely used by researchers [38–41].
Understanding the amount of value attached to SERVQUAL dimensions by introvert and
extrovert customers may help managers in designing their market segments more effi-
ciently and effectively. Hence, this study explores whether the amount of value attached to
various SERVQUAL dimensions by an introvert and extrovert customer varies.

2. Service Quality

As stated above, in an increasingly competitive market such as tourism and hospitality,
businesses need to pay attention to and invest in service quality to establish and maintain
competitive advantage [42,43]. Though there are various definitions of quality, the customer
plays a rather central role in almost all the definitions [44,45]. In basic terms, service quality
is about the cognitive evaluations of customers regarding the excellence or superiority of
an organization [46]. The service quality may also be thought of as the difference between
the customers’ service expectations and the perceived service [45]. Hence, it may be stated
that the perceptions of service quality are formed based on customers’ perceptions and
evaluations [9,45,47]. Hence, understanding how different customers may evaluate the
quality of the service delivered by a business may have important implications for that
business [48,49].
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Among the four main service characteristics, intangibility and inseparability are the
characteristics that make understanding customers’ evaluations and the measurement of
service quality most difficult [45,50]. Additionally, as stated above, the vagaries of human
preferences, depending on individual and personal differences, the mood people are in,
etc. [51] create heterogeneity relating to the demand side, and may pose challenges in terms
of understanding customers’ service quality evaluations and the measurement of service
quality [52,53].

Several service quality models have been developed by researchers [47,54–60] to
understand and measure various aspects of quality in a service business. Among all the
service quality models, the SERVQUAL model, developed by [55], is the most widely used
model to understand customers’ perceptions and evaluations [8,38,40,61–65] and has been
used across a wide variety of sectors, including tourism and hospitality [25,49,66,67]. As
this study is based on the perceptions and expectations of customers, and the fact that
SERVQUAL is the most widely used and cited model of service quality, the study is based
on this model.

The SERVQUAL model is based on a gap model [68]. The gap model shows the gap
between customers’ pre-service expectations of service and their perceptions of post-service
performance [68]. The gap model is based on five different gaps that may cause customer
satisfaction and dissatisfaction. According to the model, four of these gaps are managerial
gaps to do with the service business, while the fifth gap is the difference between customers’
expectations and perceptions, a byproduct of the four managerial gaps [37].

Customers’ expectations may be shaped by a wide variety of factors ranging from
their demographic characteristics including their income to product or service character-
istics [69]. For instance, in terms of the product/service characteristics, the type of hotel
the customers/guests staying at, e.g., whether it is a three-star or a five-star hotel, may
significantly influence customers’ service expectations, hence, their overall service quality
evaluations. The SERVQUAL model shows the perceived quality of service compared with
the performance. The model advocates that businesses need to reduce the gap between
customers’ expectations, and their evaluation of the performance of the service they expe-
rienced [49]. Several studies show a strong relationship between SERVQUAL, customer
satisfaction, and loyalty [70–72].

The SERVQUAL model comprises five distinct dimensions called tangibles, reliability,
responsiveness, assurance, and empathy. While four of the service quality dimensions,
i.e., reliability, responsiveness, assurance, and empathy, relate to social atmospherics (i.e.,
interaction, communication, and behavior between customers and service providers), the
tangibles dimension relates to physical atmospherics. Although only one of the service
quality dimensions deals with the physical characteristics of the service package, studies
show that the tangibles element may significantly influence customers’ overall service qual-
ity perceptions, satisfaction/dissatisfaction, and loyalty [73–78]. For instance, research [73]
showed that even the color of light, as a physical service atmospherics element, may influ-
ence hospitality customers’ satisfaction significantly. The red color of light in the service
atmosphere caused customers to feel that they waited longer than they actually did for
them to be served, resulting in dissatisfaction with the overall service they received [73].

2.1. Tangibles

Tangibles comprise the physical or the tangible elements of the services in the tourism
and hospitality service environment. Usually referred to as service atmospherics, the
tangibles refer to the buildings, equipment, physical facilities, furniture, decorations, the
appearance of service employees, etc. [55]. Compared with the purchase of tangible
products, customers tend to feel a higher level of risk when purchasing services such as
tourism and hospitality [74–76]. The tangibles, both as a service quality dimension and one
of the services marketing mix elements, play a significant role in terms of reducing tourism
and hospitality customers’ risk perceptions and influence their service quality perceptions
and satisfaction [76–79].
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2.2. Reliability

The reliability dimension is about the extent of the ability of a service business to per-
form the promised service dependably, accurately, and consistently [55,80]. The reliability
dimension is about the degree to which the service is delivered correctly and appropriately
the first time, and whether the service can be delivered repeatedly in the same manner,
time after time [45]. Reliability is especially important due to the heterogeneity and insepa-
rability characteristics of services, as heterogeneity and inseparability raise risk perceptions
of whether they will be getting the service as dependably, accurately, and consistently as
they expected [78]. A lack of reliability results in service failures [9], eventually causing
customer dissatisfaction and loyalty, and, in turn, reducing the ability of the service busi-
ness to establish and maintain a competitive advantage [49,55]. Reliability implies whether
a hospitality business is able to keep its promises in terms of the cleanliness of a hotel room,
the freshness and the taste of the food items served, accurate billing, etc. Tourists prefer
hospitality businesses that maintain their promises [81]. Hence, reliability is one of the
most critical dimensions to ensure tourist loyalty [79].

2.3. Responsiveness

The responsiveness dimension is to do with the willingness of service providers to
help customers and provide prompt service [55]. As a lack of enthusiasm and interest to
put the customers (tourists) first, and making tourists wait for any aspect of the service
would cause dissatisfaction [82], the willingness and on-time delivery of the service by
the service providers is highly important [78]. It is known that the speed of delivery in
tourism and hospitality is a major factor influencing tourist satisfaction and loyalty [83–86].
Research shows that tourists expect hospitality employees to be responsive and keen to
deliver services in a timely manner [78].

2.4. Assurance

The assurance dimension is about the service providers’ knowledge, courtesy, and
ability to establish trust and confidence [55]. Tourism and hospitality businesses need to
instill confidence in their customers [49]. Together with trust and confidence, the politeness
of service providers increases customer satisfaction and loyalty [78,87,88]. Tourism and
hospitality businesses are expected to instill trust in their customers to make them feel safe,
secure, and free from danger during their stays [89].

2.5. Empathy

The empathy dimension is concerned with the service staff’s understanding of the
individual needs of customers and showing a caring attitude towards each customer [55,90].
Hence, the empathy dimension necessitates a high degree of communication in order to
comprehend the customers’ needs [49]. From the hospitality industry perspective, the
empathy dimension is about paying maximum attention to all customer detail and taking
each interaction with the customers seriously [49]. Hospitality employees may show
empathy towards customers by greeting and welcoming them appropriately, recognizing
their individual preferences, and being sensitive towards their differences and problems.

The perception and evaluations of all the above service quality dimensions may be influ-
enced by various psychographic variables of tourism and hospitality customers [21,36,53,91].
The personality characteristics of tourists may influence significantly how they may evalu-
ate service quality dimensions.

3. Extroversion/Introversion as a Personality Dimension

As stated above, personality influences tourists’ perceptions, evaluations, and outward
behaviors [23,92,93], including their perceptions, evaluations of, and behaviors towards
service businesses [22,94]. Personality can be defined as “those inner psychological charac-
teristics that both determine and reflect how a person responds to his/her environment” [95]
(p. 120), reflecting the differences between individuals [96].
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Conceived first by [28], the Five Factor Model (Big Five), developed by [97], is one of
the most widely used personality typology models to measure individuals’ personality
dimensions to examine and explain the relations between personality dimensions and
the individual differences in perceptions, attitudes, and behaviors [98–100]. The Five-
Factor Personality Model is considered to be the most common tool used to determine
individuals’ personality characteristics [101,102]. The Five-Factor Model (Big Five) model
comprises five personality dimensions namely, extroversion, neuroticism, agreeableness,
conscientiousness, and openness to experience [97,103,104]. The model originally started
with 924 IPIP (International Personality Item Pool) [105] items being transformed into a
personality inventory which is constructed of 15 sub-dimensions based on the Five-Factor
Personality Model [28,97]. The Big Five Personality Traits model is sometimes called
the OCEAN (openness, conscientiousness, extraversion, agreeableness, and neuroticism)
model, named after the first letters of each dimension.

Extroversion–introversion is the most frequently investigated personality dimension
of all the five personality dimensions [30,31,106–108]. Extroversion is also the most accu-
rately observable dimension among the personality dimensions [27,109–112]. In general
terms, extroverts tend to be optimistic, assertive, warm, outgoing, talkative, and friendly,
while introverts tend to be calm, shy, and tend to prefer isolation and low social involve-
ment [113,114]. Extroversion as a personality trait relates to the intensity and quantity of
the capacity for joy, interpersonal interaction, and the need for stimulation [115,116]. While
introverts tend to have naturally high levels of arousal due to their internal nature and tend
to be more sensitive to stimulation, extroverts tend to need social interactions and other
stimulations to increase their arousal [32,33,117].

Extroversion occurs when the reticular activating system (RAS), a network of neurons
located in the brain stem that regulates arousal and sleep–wake transitions, is not active
enough in arousing the cortex [118]. This results in the individual’s having a preference for
finding additional external stimulation to raise cortical arousal closer to its optimum. On
the other hand, the cortical arousal of introverts tends to be already relatively higher than
the optimal level as the introverts’ RAS is more active. Hence, introverts tend to be more
sensitive towards and have a greater awareness of external stimuli and cues in the physical
environment. Therefore, introverts tend to prefer situations that reduce the number of,
or intensity of, external stimuli in the immediate environment [119]. Due to the fact that
they tend to be more sensitive towards, and have a greater awareness of external stimuli,
introverts tend to have a greater awareness of subtle stimuli and cues in the environment
and tend to show a higher level of sensory reactivity [120–124].

The researchers investigating the link between extroversion personality traits and
brain activity by using electroencephalography (EEG) [123] found that extrovert individuals
were three times more likely to exhibit greater amplitude of the alpha wave (8–13 Hz)
than introvert individuals. This finding also supports the views of [118,124], as the high
amplitudes of alpha waves in extroverts represent a low level of arousal [123–126].

Compared with extroverts, introverts tend to be less likely to be able to tolerate even
modest levels of noise in the environment. They tend to search for activities and environ-
ments where they can escape from overstimulation, and they tend to find it more difficult
to concentrate in noisy environments [127–130]. For instance, researchers found that the
increasing complexity of musical distraction resulted in an increase in extroverts’ cognitive
task performance and a decrease in the cognitive task performance of introverts [131]. Ad-
ditionally, introverts prefer calm colors such as blue and green as they reduce excitement,
while extroverts prefer high chroma colors and exciting colors (such as red and orange), as
they increase the excitement level to satisfy their need for arousal [129,132].

4. Personality Traits and the Trait Activation Theory (TAT)

Trait Activation Theory (TAT) [133] stipulates that trait and situation may be thought of
as the two sides of a coin and they may not be separated from one another [134]. According
to the TAT, the situation or the context stimulates personality traits into action [135].



Sustainability 2023, 15, 798 6 of 19

TAT focuses on situation/context and personal interaction and claims that behaviors are
responses to cues influenced by their traits in a given situation [136]. In other words, only
under relevant situations or contexts, traits can play a role in influencing behaviors [137].
Hence, it may be stated that though the traits may be relatively stable over time, they may
become more pronounced in certain situations. The traits may provide stable behavioral
tendencies. However, they may be triggered by various environmental stimuli, and the
behavior produced by these traits may be context-dependent [138]. Based on the fact that
the TAT mainly focuses on individuals’ personality traits and their impact on behavior [135],
the theory has been used widely by organizational behavior researchers [139–141], though
it was largely ignored by the researchers studying marketing and service quality [142–144].
Against this background, this study investigates whether the amount of value attached
to various SERVQUAL dimensions by customers differs according to their personality
characteristics, namely, introversion and extroversion.

In order to extend the TAT’s theoretical understanding, the current study examines
the hypotheses that customers’ values attached to the different service quality dimensions
may differ depending on their extroversion personality traits. Various theories, such as the
attachment theory [145], classical conditioning [146], transaction analysis [147], and several
others were used to investigate consumer behavior. Theories such as the attachment theory
have been used to understand customers’ various preferences ranging from neophobia
and neophilia [148] to social media engagement [149]. The reason for the choice of TAT
theory in this study rests on the fact that TAT is a projective test that requires individuals
to explain what is happening in ambiguous contexts [150,151]. The SERVQUAL is based
on the assessment of contexts to do with the social and physical environment which may
be ambiguous and uncertain for customers to a certain extent [152]. The TAT may reveal
a person’s dominant motivations, emotions, and some of the personality conflicts s/he
may have [150]. As SERVQUAL involves the measurement of customers’ expectations
and their performance perceptions across five different dimensions [25,49,64,66], the TAT
may be instrumental to understand their choices and preferences better in terms of their
motivations, emotions, and some of the conflicts they may have.

Previous research has investigated personality traits and their relationship with job
performance in various sectors [153–159]. However, these studies involved the evaluation
of the job performance of employees by their supervisors or by employees themselves, not
by the customers. Additionally, some other researchers concentrated on the relationship
between the service employees’ personality traits and the customers’ perception of service
quality [34,35]. To this date, there has been only one study, by Kocabulut and Albayrak [36],
that studied the influence of service customers’ personality traits on their service quality
perceptions and the mood states they are in, i.e., whether they are in a good or bad mood.
In other words, these two researchers are the only researchers who investigated whether
customers’ personalities and mood states influenced their perception of service quality [36].
Therefore, it appears that there is a significant gap in the literature to identify whether the
personality traits of customers influence the amount of value they attach to each service
quality dimension. The investigation of the amount of value customers attach to service
quality dimensions, depending on whether they are introverts or extroverts, may have
important theoretical and practical implications. The knowledge developed by this study
may also have important implications for the design of services in general and the design of
servicescape. Based on the above background, the hypotheses of the study are formulated
as follows:

H1. Extroversion has a significant influence on the amount of value customers attach to the tangibles
dimension of service quality.

H2. Extroversion has a significant influence on the amount of value customers attach to the
reliability dimension of service quality.

H3. Extroversion has a significant influence on the amount of value customers attach to the
responsiveness dimension of service quality.
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H4. Extroversion has a significant influence on the amount of value customers attach to the
assurance dimension of service quality.

H5. Extroversion has a significant influence on the amount of value customers attach to the empathy
dimension of service quality.

The hypotheses have been formulated based on the fact that extroversion is a continuum-
based measurement. While high scores on the test indicate the presence of extroversion,
low scores indicate the absence of extroversion, i.e., the presence of introversion.

5. Method

As explained above, this study aims to investigate the influence of the extroversion
personality trait of hospitality customers on the value attached to the different service
quality dimensions. Figure 1 illustrates the research model and the relationships to be
tested in the study.
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The population of the study consisted of Turkish tourists staying at five-star hotels on
the Aegean coast of Turkey. A pilot study was carried out with 100 hospitality customers in
the same region before the implementation of the actual study in order to provide the relia-
bility and comprehensibility of the survey. The data were collected through convenience
sampling from volunteering participants, guests staying at five-star hotels on the Aegean
coast, at resorts such as Bodrum, Kusadasi, and Ayvalik, between 15 September 2020 and
15 November 2022. Participants were selected from tourists who had stayed in five-star
hotels at least once, prior to their current experience. Following the permissions received by
the hotel management, the participants staying at five-star hotels were contacted at various
sections of the hotels such as the lobby, the beach, and the restaurant. Out of a total of
508 surveys, 485 surveys were analyzed, as 23 of them were not suitable to be included in
the analysis. The survey form comprises three sections. The Section 1 of the study contains
the extroversion scale to determine whether a participant is an introvert or an extrovert.
The Section 2 of the survey is about the allocation of 100 points across five SERVQUAL
dimensions in order to determine the amount of value/weight each participant attaches to
service quality dimensions. The Section 9 of the survey consisted of demographic questions.

The extroversion dimension of the Big Five Inventory (BFI-44), consists of eight items
and it is used to identify the extroversion personality trait of the customers [160]. The
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customers participating in the survey were asked to indicate their responses to each state-
ment based on a 5-point Likert-type scale. In order to measure the amount of value
customers attach to the different service quality dimensions, the method recommended
by Parasuraman et al.’s [37] was used. In this method, the participants were asked to allo-
cate/distribute 100 points across 5 dimensions. This means that if a particular dimension
has a relatively significant amount of value or weight for the customer, then s/he had to
allocate a higher proportion of 100 points. The participants were provided with descriptions
of the dimensions, rather than their specific names so as not to confuse them.

Parasuraman et al. [37] explain the purpose of the above value or weight attachment
method by stating that “Direct measures of the importance of various service attributes are
also useful, particularly for combining individual attribute ratings to obtain a composite,
weighted estimate of overall service quality. For this reason, we ascertained the relative
importance of the five dimensions in this study by asking customers to allocate a total of
100 points across the dimensions according to how important they considered each to be.”
Hence, the standardized values (z-scores) were used in the analysis of the data to identify
the difference between the measurement levels of the 5-point Likert-type scale and the
point allocation method.

In the analysis of data Partial Least-Square–Structural Equation Modelling (PLS-SEM)
method was used to test the research model and the hypotheses. This method was preferred
due to the non-normality of the data [161,162].

6. Findings
6.1. Preparation of Data and Selection of the Analysis Method

SEM (Structural Equation Modelling) was used in the testing of the research model
and hypotheses. Unlike conventional regression methods, the SEM allows for working
with complex relationships and estimating the direct and indirect effects of the variables
of interest [163]. Before the testing of the model, the outliers, missing values, and sample
distribution that may affect the results of the analysis were examined in relation to the data.

Outliers in the data were determined before the testing of the hypotheses. In order to
do this, the data set was subjected to Mahalanobis distance analysis via the SPSS, one of the
most widely used techniques for measuring the distance between objects [164]. The data
from 23 respondents, out of a total of 508, were excluded as the analysis revealed that they
contained “multivariate extreme values” at the 0.99 level. Since multivariate methods such
as SEM require complete data, missing data related to the data set have also been checked.
For this purpose, the missing data were estimated with the Expectation–Maximization
(EM) algorithm in SPSS. “The EM algorithm consists of two major steps, an expectation
step to be followed by a maximization step. The expectation is concerning the unknown
underlying variables, using the current estimate of the parameters and conditioned upon
the observations. Then, the maximization step provides a new estimate of the parameters.
These two steps are iterated until convergence” [165] (p. 47). Another criterion that needs
to be looked at in terms of the analysis to be selected in the SEM is the distribution of the
sample. However, the data did not meet the univariate and multivariate normality criteria.

Hence, the PLS-SEM approach was chosen to test the research model. PLS is a helpful
structural equation estimator in cases where the sample size is limited, though the data
failed to meet both univariate and multivariate normality and has no assumptions about
the data distribution such as normality and homogeneity. The fundamental goal of the
method is to minimize the error variances while maximizing the explained variance of the
dependent variable [166,167].

6.2. Model Tests

PLS-SEM analyses consist of two stages. The first stage involves the evaluation of the
measurement model using confirmatory factor analysis (CFA). The second stage involves
the evaluation of the structural model to evaluate the hypotheses [168].
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6.2.1. Assessment of the Measurement Model

The internal consistency reliability, convergent validity, and discriminant validity
tests were carried out in this stage. The items’ loadings, average variance extracted (AVE),
composite reliability (CR), Cronbach’s alpha coefficient (α), and rho_A were critically
analyzed for internal consistency reliability and convergent validity. Table 1 illustrates
the results.

Table 1. Results of the Measurement Model.

ITEM Factor Load AVE CR α rho_A

Extroversion

“I see myself as someone talkative” (dd1) 0.735

0.578 0.870 0.869 0.884

“I see myself as someone full of energy” (dd3) 0.856

“I see myself as someone who generates a lot
of enthusiasm” (dd4) 0.719

“I see myself as someone who has an
assertive personality” (dd6) 0.578

“I see myself as someone outgoing, and
sociable” (dd8) 0.874

Tangibles
“The appearance of the hotel’s physical

facilities, equipment, personnel, and
communication materials.”

1.000 1.000 1.000 1.000 1.000

Reliability
“The ability of the hotel to perform the

promised service dependably
and accurately.”

1.000 1.000 1.000 1.000 1.000

Responsiveness “The willingness of the hotel to help
customers and provide prompt service.” 1.000 1.000 1.000 1.000 1.000

Assurance
“The knowledge and courtesy of the hotel’s
employees and their ability to convey trust

and confidence.”
1.000 1.000 1.000 1.000 1.000

Empathy “The caring, individualized attention the
hotel provides its customers.” 1.000 1.000 1.000 1.000 1.000

As stated above in the method section, participants were asked to allocate 100 points
across five SERVQUAL dimensions to indicate the value they attached to each dimension.
Hence, direct measures of the importance of various service dimensions make item loads
and other related findings exactly “1” as each item describes one dimension of service
quality. On the other hand, the ideal factor loading appears to be above 0.70 [167]. Addi-
tionally, “the indicators with outer loadings between 0.40 and 0.70 should be considered for
removal only if the deletion causes an increase in composite reliability and AVE above the
suggested threshold value” [169]. Therefore, three Extroversion Scale items (dd2, dd5, and
dd7) were removed from the model, and the CFA stages were repeated. The Cronbach’s
alpha coefficient, CR, and rho_A values are used in the PLS algorithm for the internal
consistency reliability of the constructs. To assure internal consistency validity, these values
should be greater than 0.70 [168,170]. The standard criterion for validating convergent
validity is that if AVE for a construct is greater than 0.5, then the requirement for convergent
validity is satisfied [171]. Both the internal consistency reliability and convergent validity
of the constructs were verified.

In determining the discriminant validity, the criteria proposed [171] and the HTMT
(Heterotrait–Monotrait Ratio) criteria proposed [172] were used. It is suggested that “the
AVE values should be greater than 0.50 and the square roots of the AVE values should be
greater than the correlation values between the latent constructs to validate the discriminant
validity” [171]. Table 1 indicates that the AVE values are above the critical value of 0.50.
Moreover, as shown in Table 2, the square roots of the AVE values are higher than the
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correlation values between the latent constructs. In addition, HTMT values were also found
to be below the critical value of 0.90. Hence, this result confirms discriminant validity.

Table 2. Fornell and Larcker Criterion.

Assurance Extroversion Empathy Reliability Responsive. Tangibles

Assurance 1.000

Extroversion 0.099 0.760

Empathy −0.075 0.109 1.000

Reliability −0.358 −0.019 −0.380 1.000

Responsiveness 0.009 0.087 −0.180 −0.205 1.000

Tangibles −0.342 −0.215 −0.387 −0.174 −0.337 1.000

Note: Diagonal elements (in italics) correspond to the square root of AVE values; off-diagonal elements are
correlations between constructs.

6.2.2. Assessment of the Structural Model

The structural model created to test the hypotheses is shown in Figure 2.
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Figure 2. Validated Model.

The model was analyzed by the PLS-SEM algorithm using SmartPLS version 3. To
estimate the structural model, the coefficients of determination (R2), effect size (ƒ2), and pre-
dictive relevance (Q2) were calculated to report the predictive relevance in addition to those
basic measures such as t-values via a bootstrapping technique with 5000 subsamples [167].

Table 3 revealed that there was no collinearity issue because the variance inflection
factor (VIF) values of variables were less than the threshold value of 5 [167,172]. Addition-
ally, as “VIF values higher than 3.3 may be considered to indicate high collinearity”, hence,
common method variance as “VIF values resulting from a full collinearity test are lower
than 3.3, the model can be considered free of common method bias” [173]. Furthermore,
the coefficients of determination (R2), effect size (ƒ2), and predictive relevance (Q2) were
also illustrated. The predictive power of the structural model is calculated using (R2)
values. The total variance explained by the outer factors is indicated by (R2). The (ƒ2)
value is used to define how much each independent variable contributes to the (R2) value.
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“This metric evaluates the intensity of relationships between model structures, with values
0.02, 0.15, and 0.35 indicating low, medium, and high effect sizes, respectively” [174]. The
results showed that the (R2) for tangibles is 0.046, meaning that 4.6% of the variance can
be explained by extroversion. Additionally, the effect size of extroversion on tangibles
(ƒ2 = 0.049) is low but significant. Another assessment of the structural model is the Stone–
Geisser’s test (Q2) for the model’s predictive capability. Except for the reliability variable
(Q2 = −0.003), values for the other dimensions were above the threshold value of 0 [169],
hence, confirming the predictive relevance.

Table 3. VIF, R2, ƒ2, and Q2 Values (n = 485).

Constructs VIF R2 ƒ2 Q2

Extroversion -> Tangibles 1.000 0.046 0.049 0.036

Extroversion -> Reliability 1.000 0.000 0.000 −0.003

Extroversion -> Responsiveness 1.000 0.007 0.007 0.004

Extroversion -> Assurance 1.000 0.010 0.010 0.003

Extroversion -> Empathy 1.000 0.012 0.012 0.006

The conclusions of the hypotheses are shown in Table 4. The results indicate that
the tangibles variable is negatively and significantly affected by extroversion (β = −0.215,
p < 0.01), and the empathy variable is positively and significantly affected by extroversion
(β = 0.109, p < 0.05). Hence, H1 and H5 hypotheses are supported. While one unit increase in
extroversion decreases tangibles by 0.215 units, it increases empathy by 0.109 units. In other
words, introverts attach more value to the tangibles dimension as opposed to extroverts,
while extroverts tend to attach more value to the empathy dimension in comparison
with introverts.

Table 4. Model Results.

Hypothesis β SE t-Statistic p-Value

H1: Extroversion -> Tangibles −0.215 0.060 3.615 0.000

H2: Extroversion -> Reliability −0.018 0.055 0.328 0.743

H3: Extroversion -> Responsiveness 0.086 0.048 1.777 0.076

H4: Extroversion -> Assurance 0.099 0.051 1.944 0.052

H5: Extroversion -> Empathy 0.109 0.051 2.147 0.032
β = standardized regression weight; SE = standardized error.

7. Theoretical Implications

As explained above, this study has been the first study to investigate the influence
of extroversion on hospitality customers’ value attachment to different service quality
dimensions. The results show that introvert customers attach more value to the tangibles
dimension. Furthermore, extrovert customers attach more value to the empathy dimension
of service quality.

As stated above, the relationship between extroversion personality trait and cortical
arousal was investigated in different disciplines in order to prove Eysenck’s (1967) the-
ory [119,123,129,131]. This study proves Eysenck’s (1967) theory from a marketing and
services management perspective. As discussed above, the Trait Activation Theory (TAT)
claims that trait behaviors are reactions or responses to cues in various situations in the
environment. As mentioned above, the research in marketing largely overlooked the TAT.
Those few limited studies focused on the influence of impulsivity on purchasing behav-
ior [142–144]. In order to extend the TAT’s theoretical understanding from a marketing
and services management perspective, this current study is important as it examines the
influence of extroversion as a personality characteristic on service quality dimensions.
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The findings of this research reveal that personality characteristics influence the value
attached to the different service quality dimensions. Additionally, as many previous
studies have shown that service quality is the main determinant of customer satisfac-
tion [49,66,67,71,175], it may be that customers’ levels of satisfaction or dissatisfaction
may be determined by the relative performance of service businesses across five different
SERVQUAL dimensions. The study also shows that understanding the influence of person-
ality characteristics from a service quality perspective may be instrumental for designing
and implementing market segments more efficiently and effectively.

8. Practical Implications

Based on the findings of the study, practitioners may be recommended to use psy-
chographic variables such as customers’ personality characteristics in identifying and
reaching the target segments. Behavioral outcomes and attitudinal information, as the
psychographic segmentation variables, may point out the issues that need to be considered
to achieve higher levels of fit between services and customers, and for eventual customer
satisfaction. It may then be possible to discern why particular customers may be happy
and more satisfied in various service environments compared with other people. The
findings of the study may also help in understanding service failures and the strategies
for the recovery of the service [9]. For instance, while introverts may be more sensitive
to some of the deficiencies regarding the tangibles dimension, extroverts may be more
sensitive towards deficiencies regarding the empathy dimension. Finding answers to “why”
questions is a powerful marketing tool as it may provide a deeper insight into the reasons
behind customer decisions and evaluations [4,176].

It is understood that there may be challenges in putting research findings such as the
findings of this study into practice due to the fact that the businesses may not measure
or have easy access to customers’ certain details, such as their personality characteristics.
However, a business may develop plans to overcome these challenges and obtain data
through surveys or direct observations regarding the personality characteristics of cus-
tomers. On the other hand, the identification of regular or loyal customers’ personality
characteristics may be possible through the data gleaned from CRM databases, such as
“Complex Customer Relationship Management Systems” [177]. These kinds of systems
may enable both the monitoring and storing of the attitudinal and behavioral characteristics
of regular or loyal customers [177].

As the tangibles dimension is about whether a hotel has up-to-date equipment, its
physical facilities are visually appealing and consistent with what is expected from a
good hotel, and the employees are well-dressed and neat [37], the hotels may design the
marketing mix elements and their segments targeting introverts accordingly. As introverts
prefer calm colors such as blue and green and low chroma color tones such as soft, muted,
or dusty, and colors to reduce excitement [129,132], the rooms allocated for introverts may
predominantly be designed, e.g., the furniture, the curtains, the linens, etc., in these colors.
Additionally, the marketing communication materials aimed at introvert customers may
emphasize the other sections of the hotels such as the front desk, the restaurant, fitness and
spa facilities, and other facilities designed in low chroma and calm colors. As introverts
tend to prefer environments with fewer external stimuli and stimuli that are less intense
to reduce their arousal and excitement [119–124], the rooms should be designed in a way
that they are plain but not simple. Of course, the design of facilities is not limited to hotel
rooms alone. Even the staff uniforms may be designed to suit the targeted customers.
As introverts may be more likely to spend time away from the crowds, the hotels may
also need to have quieter sections, designed in such a way as to reduce the arousal and
excitement of the introverts.

Segmentation and targeting tasks become more essential when providing convention,
event, and banquet services at hotels. In the marketing and provision of convention, event,
and banquet services, the hotel managers may find the personality characteristics of the
decision-makers and participants. If and when possible, the participants in the conventions,
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events, and banquets may be grouped and served according to whether they are introverts
or extroverts.

As opposed to the introverts, the design of the tangibles for the extroverts may require
reflecting their needs. For instance, extroverts may prefer hotel facilities with high chroma
and exciting colors (e.g., red and orange) to increase their excitement and the need for
arousal [129,132], the facilities may be designed accordingly. However, as extroverts may
be more likely to spend time outside their rooms, the emphasis may be given to facilities
other than the rooms.

As extroverts tend to attach more value to the empathy dimension, i.e., staff who
understand them and provide individualized attention to cater to their interests, [34], staff
with higher levels of emotional intelligence, as they tend to be more empathetic [116,178],
may be recruited and used to serve customers who are extroverts. As research shows that
women tend to have higher levels of empathy than men [78], they may be more likely to
serve extrovert customers.

However, hotel managers may need to strike a good balance as the preferences of
introverts and extroverts may be in conflict with one another. For instance, while introverts
tend to search for activities and environments where they can escape from overstimu-
lation, music, and noise, extroverts may prefer loud music and the hustle of crowded
places [127–130]. Additionally, while extroverts may prefer the constant individualized
attention of service staff, introverts may prefer to have only limited interaction with service
staff. Hence, creating an awareness of the different preferences of introvert and extrovert
customers and training staff about the basic differences may be a good starting point
for hotels.

9. The Limitations of the Study and Conclusion

As in any study, this study has several limitations to consider when generalizing its
findings. Due to the focus only on hospitality customers and the predictive power (R2) and
effect size (f 2) values of the model being low in this study, future studies may be carried
out in other service sectors such as education, health, banking, etc., and in various other
countries to ascertain the external validity of the findings. Additionally, the survey-driven
personality metrics may be subject to bias. For example, individuals who score higher on
extroversion may be more likely to volunteer to participate in surveys [179]. For this reason,
experimentally designed studies research designs with the use of psychophysiological tools
may be used to investigate the variables in the study [180]. As this study was implemented
in various resorts in one region, the Aegean coast of Turkey, future studies may investigate
and compare tourists’ personality characteristics and their perceptions of service quality
dimensions in different regions. The participants in this study were selected from tourists
who had stayed in five-star hotels at least once, prior to their current experience, and
comparisons were not made according to their number of experiences at five-star hotels.
Future studies may investigate whether the number of experiences tourists had in five-star
hotels would influence their perceptions and evaluations of SERVQUAL dimensions.
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