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Abstract 

 This study aims to identify the impact of the perceived hotel quality 

services on clients loyalty in five-star hotels on Jordan, The study sample of 

(416) respondents were chosen by way of soft clients and guests of these 

hotels during the period of this study. 

A questionnaire was developed to collect data and private information 

of those who were involved in this study, and the researcher used descriptive 

way in analyzing data while selecting assumptions by multiple linear 

regression analysis and simple linear regression analysis and one-way 

analysis of variance alpha throng. the study reveals some important  results: 

there are effects of hotel services which is represented by (physical 

dimension, reliability, immediate response, the assertive dimensioned 

sympathy ) and in customers loyalty (commitment, to buy again, positively 

talking about the company and the product) in five-star hotels in Jordan. 
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Based on the results the study offered some recommendations: to give 

the subject of quality of hotel services the priority it deserves because that 

will help meeting the need of costumer’s desires and will increase their trust 

in the hotel and while building a unique hotel services identity 

We agree on the ideal picture the clients have about it, the necessity 

of 5 star hotels in Jordan to focus on offering special services, and to get 

profit from the impressive environment that makes it different from other 

competitors, the necessity of five-star hotels in Jordan to strengthen the trust 

of clients in hotel services and there should be focus on making regular 

studies to unveil the weaknesses and strong points in this sector. to 

continuous aid in work  on improving and developing hotel services which 

are really offered while time where competition is increasing in this sector, 

this hotel need to increase reliability which includes hotel's promises and 

consideration the essentials of hotel business, necessity of five-star hotels to 

pursue its physical environment where its services are offered and 

continuously rating it by client's point of view, they should adopt programs 

based on scientific grounds to develop the hotel services in order to increase 

convictions and perceptions of customers in a way that will make them fully 

satisfied about these services. 
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