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 

Abstract: OYO, an online hotel booking service organization 

is getting popularity all over India for their innovative and 

technology based services. Customers are becoming tech-savvy 

and are increasingly using Internet for booking hotels online. It 

is important to know the factors that are determining the 

consumer’s changing behavior. The purpose of the paper is to 

understand the factors influencing customer’s decision to book 

OYO rooms. An exploratory study using purposive sampling 

method was carried out. Chi-Square analysis revealed that 

customer demographics, specifically age, education and 

occupation play a significant role on customer usage frequency. 

The study aids in giving an additional insight to understand 

consumer behavior in online hotel booking services and to 

understand the need for assessment of service quality to deliver 

the expected service. 

 

Keywords : Customer Satisfaction, Service Quality, Service 

Dimension.  

I. INTRODUCTION 

TheT hospitalityT industryT isT aT broadT groupT ofT 

businessesT thatT provideT servicesT toT customers.T ItT 

isT focusedT onT theT satisfactionT ofT customersT andT 

providingT specificT experiencesT forT them.T TheT hotelT 

industryT inT BangaloreT thrivesT largelyT becauseT ofT 

theT growthT inT tourismT andT travel.T ThereT isT aT 

considerableT growthT inT tourismT dueT toT theT raiseT 

inT foreignT andT domesticT tourists.T InternationalT 

companiesT areT alsoT graduallyT lookingT atT settingT 

upT suchT hotelsT inT Bangalore.T WithT theT riseT inT 

theT middleT classT andT disposableT income,T theT 

tourismT andT hospitalityT sectorT isT witnessingT aT 

healthyT growthT andT accountsT forT 7.5T percentT ofT 

theT country'sT GDPT (Starkov.T MT &T SaferT M.M.,T 

2010).T  

 

TheT revolutionT ofT E-CommerceT industryT 

enhancesT theT growthT andT potentialT businessT 

opportunitiesT ofT theT onlineT tourismT market.T WithT 

theT emergingT onlineT travelT booking,T anT operatorT 

hasT becomeT aT globalT phenomenonT andT representsT 

oneT thirdT ofT totalT globalT travelT salesT (AnckarT B.T 

andT WaldenT P.,T 2002).T AccordingT toT octaneT 

research,T consumersT areT utilizingT theT internetT toT 
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takeT advantageT ofT easyT booking.T WithT theT helpT 

ofT comparativeT pricingT 95%T ofT consumersT searchT 

onlineT beforeT makingT aT travelT purchase.T BestT 

dealsT areT anT importantT motivationT forT customersT 

toT bookT onlineT (BeldonaT S.,T NusairT K.T andT 

DemiccoT F.,T 2009).T SinceT theT onlineT agenciesT 

provideT flexibilityT andT accessibility,T itT isT easyT forT 

touristsT toT searchT andT buyT travelT servicesT withinT 

aT smallT fractionT ofT time.T  

 

OnlineT consumersT tendT toT utilizeT numerousT 

websitesT likeT Yatra,T Cleartrip,T Trivago,T Goibibo,T 

ExpediaT etc.T asT aT primaryT toolT forT bookingT 

travelT servicesT dueT toT theT varietyT ofT productT 

offerings,T timeT savings,T quickT priceT comparisonsT 

andT easeT ofT useT whenT requestingT servicesT toT 

fulfillT theirT needs.T OnlineT bookingT optionT notT 

onlyT benefitsT customersT byT makingT travelT 

arrangementsT easier,T itT alsoT increasesT theT profitsT 

ofT businessesT suchT asT airlines,T hotelsT andT otherT 

packageT tourT companies.T ResearchT showsT 32%T ofT 

hotelT revenueT isT generatedT throughT onlineT 

bookingsT (PatriciaT DoduT Silvia,T 2008).T TheT travelT 

intermediariesT consistT ofT third-partyT travelT agenciesT 

(e.g.,T Bookmyhotel.com),T searchT enginesT (e.g.,T 

Google,T yahoo)T andT socialT mediaT sitesT (e.g.,T 

Yatra.com).T MostT consumersT areT concernedT withT 

attainingT goodT valueT forT theirT moneyT insteadT ofT 

solelyT seekingT theT lowestT possibleT priceT (RosenT 

andT Wilde,T 2000). 

 

WithT aT riseT inT onlineT booking,T thereT isT aT 

hugeT competitionT withinT themT henceT popularT 

modelsT haveT comeT upT withT onlineT travelT agentsT 

(OTAs)T offeringT aT singleT marketplaceT forT allT 

travel-relatedT needs.T ThereT areT searchT enginesT likeT 

MakeMyTripT andT TripT Advisor,T thatT operateT likeT 

travelT discoveryT platforms.T Further,T onlineT 

accommodationT reservationT servicesT likeT OyoT 

RoomsT haveT gainedT popularity.T ApartT fromT this,T 

brandedT hotelsT areT seenT operatingT directT bookingsT 

throughT theirT websites.T  

OYOT rooms,T commonlyT knownT asT OYO,T isT 

India’sT firstT technologyT drivenT networkT ofT 

standardizedT brandedT budgetT hotelsT inT theT 

country.T ItT startedT inT 2012T andT currentlyT itT isT aT 

chainT ofT hotelsT andT itsT goalT isT toT changeT theT 

wayT peopleT stayT awayT fromT home.OYOT isT 

providingT varietyT ofT 

hotelT rooms,T flagship,T 

studioT stays,T longT staysT 
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andT oyoT bazaarT toT theT customersT (Dr.T NamrataT 

Maheshwari,T Dr.T JesuT A.T Kundailaraj,T 2018). 

 

OrganizationsT todayT areT interestedT inT providingT 

topT qualityT customerT serviceT toT theirT clients.T 

OverT 20T billionT customerT satisfactionT surveysT areT 

conductedT onT anT annualT basisT aroundT theT worldT 

toT understandT whatT customersT wantT fromT theirT 

experienceT andT howT wellT theyT performT againstT 

deliveringT onT thoseT expectationsT (SharmaT 

Deependra,T 2016). 

UnderstandingT clientT needsT isT anT initialT stageT 

forT deliveringT superiorT service.T CustomersT willT 

compareT theirT serviceT perceptionsT againstT theirT 

expectationsT whenT judgingT theT qualityT ofT anT 

organization’sT serviceT delivery.T OrganizationsT mustT 

knowT whoT areT theirT clients,T whatT theyT experienceT 

now,T andT whatT theyT wantT inT theT futureT serviceT 

experiences.T InT addition,T theT stabilityT ofT thoseT 

expectationsT andT howT quicklyT theyT changeT overT 

timeT orT varyT acrossT serviceT situationsT andT clientT 

groupsT mustT alsoT beT closelyT examined. 

GuestsT viewT theT qualityT ofT theT serviceT asT 

successfulT orT failure,T dependingT onT toT theT impactT 

ofT theT serviceT theyT haveT experienced.T SinceT 

hotelsT areT ofT offeringT intangibleT andT perishableT 

personalT serviceT encounters,T managingT theseT 

servicesT areT aT primaryT concernT ofT anyT hotelT 

business. 

II. THEORETICAL BACKGROUND OF THE STUDY 

ServiceT qualityT isT measuredT byT customerT 

satisfactionT audits,T whereT customersT eitherT rateT 

satisfactionT onT anT ordinalT scaleT orT giveT verbalT 

feedbackT onT theirT experienceT ofT theT serviceT (orT 

aT combinationT ofT both)T (Arrunade,2000).T ThisT hasT 

oftenT provedT toT beT helpfulT forT theT organizationsT 

asT theyT getT toT knowT whetherT theyT areT doingT 

right. 

ForT instance,T customersT atT aT highT endT 

restaurantT willT haveT aT greatT focusT onT theT 

tangiblesT whereasT atT aT doctor’sT surgeryT theyT willT 

haveT aT strongT focusT onT empathy,T andT aT trainT 

operatorT mightT beT taskedT withT reliability.T ThisT isT 

notT toT sayT otherT dimensionsT areT notT importantT 

butT just,T howT customersT placeT theirT prominence. 

TheT fiveT elementsT i.e.,T Reliability,T 

Responsiveness,T Assurance,T EmpathyT andT TangiblesT 

createT aT holisticT viewT ofT anyT serviceT 

environment;T firstlyT theT tangibleT aspectsT ofT theT 

environmentT mustT lookT right.T NoteT thatT ‘right’T 

doesT notT necessarilyT meanT thatT itT shouldT beT 

luxuriouslyT appointedT inT allT cases;T aT fast-foodT 

outletT needsT primarilyT toT lookT cleanT andT 

deficient,T althoughT notT implyingT toT aT customerT 

thatT aT lotT ofT moneyT hasT beenT spentT onT 

excessiveT luxury.T (ValarieT A.T Zeithaml,T 2010) 

 

TheT fiveT dimensionsT ofT serviceT qualityT are: 

[Source:T Parasuraman,T ZeithameT andT Berry,T 1988] 

Tangibility 

CustomersT deriveT theirT perceptionT ofT serviceT 

qualityT byT comparingT theT tangiblesT associatedT 

withT theT servicesT provided.T ItT includesT theT 

appearanceT ofT theT physicalT facilities,T equipmentT 

andT communicationT materials. 

 

Reliability 

ItT isT theT abilityT toT performT theT promisedT 

serviceT accuratelyT andT dependably.T ReliabilityT 

meansT howT efficientlyT theT companyT deliversT onT 

itsT promises.T CustomersT wantT toT associateT withT 

companiesT thatT keepT theirT promises,T particularlyT 

aboutT theT serviceT outcomesT andT coreT serviceT 

attributes.T FirmsT thatT doT notT provideT theT coreT 

serviceT thatT customersT expectT tendT toT loseT theirT 

customersT inT theT mostT directT way. 

 

Responsiveness 

ItT isT theT enthusiasmT toT helpT customersT andT 

provideT promptT service.T TheT dimensionT emphasizesT 

onT attentivenessT andT promptnessT inT dealingT withT 

customer’sT requests,T questions,T complaintsT andT 

problems.T ResponsivenessT isT calculatedT byT theT 

lengthT ofT timeT theyT haveT toT waitT forT assistance,T 

answersT toT questionsT orT attentionT toT problems.T 

ResponsivenessT isT alsoT calculatedT byT theT flexibilityT 

andT abilityT toT customizeT theT serviceT toT customerT 

needs. 

Assurance 

ItT isT theT courtesyT andT knowledgeT ofT employeesT 

andT theirT abilityT toT conveyT confidenceT andT trust.T 

TrustT andT confidenceT mayT beT dependentT onT theT 

personT whoT linksT theT customerT toT theT company,T 

forT example,T theT marketingT department.T Thus,T 

employeesT areT awareT ofT theT importanceT toT createT 

trustT andT confidenceT forT theT customersT toT gainT 

competitiveT advantageT andT forT customers’T loyalty. 

 

Empathy 

ItT meansT caringT andT attentionT theT firmT providesT 

itsT customers.T EmpathyT isT anT importantT dimensionT 

toT increaseT theT customer’sT loyalty.T InT thisT 

competitiveT world,T theT customer’sT requirementsT areT 

risingT dayT afterT dayT andT itT isT theT companiesT 

areT tryingT theirT maximumT toT meetT theT demandsT 

ofT customers,T elseT customersT whoT doT notT receiveT 

individualT attentionT willT searchT elsewhere. 

III. IMPORTANCE OF THE STUDY 

Since Indian social, cultural and economic environment is 

changing rapidly; customer’s preferences and expectations 

are bound to witness change. This changing environment has 

made it imperative to study about customer’s likes and 

preferences time to time. Customers will compare their 

service perceptions against their expectations for judging the 

quality of a service organization. Hence it is important to 

study about what customers expect, think and feel about the 

quality of services rendered to them, which helps the 

management to know what the 

customers expect and where they 

stand in terms of services rendered 
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to them. It is necessary for the management to provide what 

the customer expect as it leads to customer satisfaction which 

in turn leads to customer loyalty. 

IV. NEED FOR THE STUDY 

Service quality dimensions help the management to 

examine whether the planned service matches with the actual 

service. It ultimately helps the management to know the 

actual service delivered to the customers and necessary 

actions to be taken to provide customer delight experience by 

knowing what kind of service is exactly expected by the 

customers (Agarwal and Gulshan Kumar, 2016). This study 

includes an examination of various service quality 

dimensions i.e, Reliability, Responsiveness, Assurance, 

Empathy and Tangibles with reference to OYO Boutique 

Hotel. 

V. REVIEW OF LITERATURE 

VariousT researchT studiesT relatedT toT theT topicT 

areT reviewedT andT presentedT below.T  

 

Alauddin,T Syed,T Masrurul,T IslamT andT MusharofT 

(2019),T attemptsT toT revealT theT relationshipT 

betweenT serviceT quality,T customerT satisfactionT andT 

customerT loyaltyT ofT theT hotelT sectorT inT 

Bangladesh.T AT totalT ofT oneT hundredT nativeT andT 

internationalT touristsT areT selectedT forT theT study.T 

TheT self-employedT formT surveyT wasT usedT toT 

gatherT informationT fromT theT respondentsT byT usingT 

SERVQUALT model.T TheT relationshipT betweenT theT 

variablesT wasT studiedT byT applyingT PearsonT 

CorrelationT analysis.T ResultsT indicateT thatT aT 

significantT relationshipT existT betweenT serviceT 

qualityT attributesT andT customerT satisfaction.T ResultsT 

conjointlyT revealedT thatT serviceT qualityT resultsT inT 

satisfyingT customersT andT customers’T satisfactionT 

resultsT inT customerT loyalty.T  

 

AkhilaT andT ManikandanT (2018)T inT theirT 

researchT titledT ‘AT studyT onT growingT trendsT ofT 

onlineT hotelT booking’,T haveT highlightedT theT 

emergenceT ofT IndianT tourismT andT hospitalityT 

industryT asT oneT ofT theT keyT driversT ofT growthT 

amongT theT servicesT sectorT inT India.T HospitalityT isT 

theT relationshipT betweenT aT guestT andT aT host.T 

HospitalityT isT theT actT orT practiceT ofT beingT 

hospitable.T TourismT andT hospitalityT industryT areT 

relatedT toT eachT other.T TheT studyT isT framedT toT 

analyzeT theT usageT ofT onlineT platformsT toT bookT 

hotelsT onlineT spreadT acrossT SouthT ofT India.T ItT isT 

anT attemptT toT drawT outT resultsT fromT theT onlineT 

hotelT bookingT users,T awarenessT onT onlineT hotelT 

booking,T andT theirT satisfactionT levelsT andT toT 

measureT theirT prioritiesT whileT bookingT aT hotelT 

online.T WithT theT introductionT ofT peerT toT peerT 

hospitalityT servicesT whichT willT bringT aT potentialT 

dynamicT dimensionT toT theT hospitalityT industry,T theT 

studyT aimsT toT findT outT whetherT theT onlineT usersT 

willT preferT theT communityT basedT hospitalityT 

servicesT orT not. 

 

RameshT (2017)T inT hisT researchT titledT ‘MappingT 

serviceT qualityT inT hospitalityT industry:T AT caseT 

throughT SERVQUAL’,T hasT proposedT aT researchT 

frameworkT toT assessT serviceT qualityT andT customerT 

satisfactionT inT hospitalityT industry.T TheT studyT isT 

conductedT inT caseT studyT formatT andT dataT isT 

collectedT fromT hotelT guestsT throughT 

self-administeredT questionnaireT whileT check-inT andT 

check-out.T TheT resultT ofT theT studyT illustratesT thatT 

serviceT qualityT canT significantlyT influenceT theT 

satisfactionT levelT ofT hotelT guests.T ItT isT foundT 

thatT guest’sT expectationsT areT consistentlyT notT metT 

whenT measuredT onT redesignedT fiveT dimensionsT 

SERVQUALT atT candidateT hotel.T TangibilityT andT 

EmpathyT areT mainlyT underperformingT dimensionsT 

whereT managerialT focusT mustT increase.T RelativelyT 

candidateT hotelT performedT wellT onT ResponsivenessT 

dimension. 

 

NguyenT (2017)T proposedT thatT theT customers’T 

loyaltyT ofT hotelT servicesT inT theT worldT isT 

abundantT butT inT theT fieldT ofT hotelT industryT inT 

VietnamT isT veryT little.T TheT paperT willT provideT aT 

reviewT ofT theT modelsT thatT evaluateT theT 

customers’T loyaltyT inT theT hotelT serviceT inT theT 

worldT forT proposingT aT modelT inT VietT Nam.T InT 

general,T throughT theT approachT andT viewpointT ofT 

theT researchersT inT differentT countriesT inT theT field,T 

theT authorT foundT thatT manyT factorsT haveT beenT 

shownT toT haveT aT directT orT indirectT impactT onT 

loyalty,T therefore,T theT determinationT ofT theT factorsT 

areT onlyT relativeT andT canT varyT basedT onT spaceT 

andT time.T TheT researcherT hasT proposedT aT 

researchT modelT ofT factorsT includingT PerceivedT 

QualityT (includingT bothT Tangible’sT PerceptionT andT 

Intangibles’T Perception),T PerceivedT Value,T Brand,T 

CustomerT RelationshipT Management,T andT 

SatisfactionT thatT mayT affectT toT theT customersT 

loyaltyT inT hotelT servicesT inT Vietnam. 

 

VI. RESEARCH DESIGN 

The research design is a blue print prepared to provide 

necessary direction for research. It includes statement of the 

problem, objectives, sampling size and tools for data 

analysis. (Kothari C.R.,1990). 

 

VII. STATEMENT OF THE PROBLEM 

Service quality plays a critical role for service firms to 

position themselves strongly in a competitive environment 

which is also an indicator of business performance. The 

research is done to analyze the quality of the services being 

provided by OYO rooms. Management seeks to know the 

level at which their customers are satisfied with their services 

and the level of service quality customers would like in order 

to offer exactly what they wish for. Evaluation of OYO 

service quality will be based on 

five dimensions, i.e, 

Reliability, Responsiveness, 

Assurance, Empathy and 
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Tangibles. Improvement in the quality of services requires 

identification of the service quality attributes that are 

important to retain customers. However, it is important to 

meet, maintain and exceed the customers’ expectations in 

order to retain customer’s loyalty through high service 

quality. 

VIII. SCOPE OF THE STUDY 

Service organization’s main goal is customer loyalty. With 

the help of service quality dimensions, the offered service can 

be evaluated by customers who help the management to know 

the exact service delivered by them to the customers. It also 

helps to provide delightful experience by knowing what kind 

of service is exactly expected by the customers with the help 

of service quality dimensions (Reliability, Responsiveness, 

Assurance, Empathy and Tangibles). By tracing the 

socio-demographic profile of the customers the marketers 

can make strategy to attract those segments which are 

lagging behind from using OYO rooms in Bangalore. 

IX. OBJECTIVES OF THE STUDY 

 To examine the various service quality dimensions 

with reference to OYO Boutique Hotel in 

Bangalore. 

 To identifying the effects of the OYO Customer’ s 

demographic variables on respondent’ s frequency 

of use of services 

 To ascertain which aspect of service quality has a 

significant impact on customer satisfaction with 

respect to demographic factors. 

X. HYPOTHESIS 

 There is no significant impact with regards to 

demographic variables and customer satisfaction 

levels. 

 There is no significant difference across different 

service dimensions with respect to customer 

satisfaction. 

XI. SAMPLING FRAMEWORK 

Purposive sampling method has been used to select a 

sample size of 100 customers who have used OYO services at 

Bangalore. Both primary and secondary data have been used 

for data collection. 

XII. DATA ANALYSIS AND INTERPRETATION 

The description of the demographic profile of the 

respondents considered in the study is given below. The 

demographic factors namely age, gender, education, 

occupation and income of respondents are considered here. 

Table 1: Demographic Profile of the Respondents 

CHARACTERISTICS NO. OF 

RESPONDENTS 

PERCENTAGE OF 

RESPONDENTS 

GENDER MALE 66 66% 

FEMALE 34 34% 

AGE (Years) <20 15 15% 

21-30 51 51% 

31-40 27 27% 

41-50 3 3% 

>50 4 4% 

EDUCATION 12 th / PUC 15 15% 

Graduate 38 38% 

Post Graduate 41 41% 

Other 6 6% 

INCOME /MONTH (Rs.) 

 

 

 

 

 

<20,000 11 11% 

21,000-40,000 42 40% 

41,000-60,000 31 31% 

61,000-80,000 10 10% 

>81,000 6 6% 

OCCUPATION Self Employed 10 10% 

Salaried 32 32% 

Professional 37 37% 

others 21 21% 

FREQUENCY OF USAGE Light users (<3 

times/year) 

24 24% 

Medium users(3-5 

times/year) 

35 34% 

Heavy users 

(>5times/year) 

41 41% 
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Table 1 shows that out of 100 samples collected, 66 were 

male respondents and 34 were female respondents. It is also 

noted that 15% of the respondents are of age below 20 years, 

51% of the respondents are of age group 21-30 years, 27% of 

the respondents are of the age group 31-40 years, 3% of the 

respondents are of the age group 41-50 years, and 4% are of 

the age group above 50 years.  

From the above table it can be inferred that 10% of the 

respondents are Self Employed, 32% of the respondents are 

Self Employed, 37% of the respondents are Professional and 

21% respondents are into other occupations. It can also be 

inferred that 11% of the travelers are earning below 20000 

per month, 40% of the travelers earn 21000-40000 per 

month, 31% of the travelers earn 41000-60000 per month, 

10% of the travelers earn 61000-80000 per month, 6% of the 

travelers earn more than 81000 per month. From the above 

table it can be understood that 15% respondents have 

educational qualification of 12th/PUC, 38% respondents are 

graduates and 41% respondents are post-graduates and 6% 

belong to others. 24% of the respondents are light users of 

OYO hotel services, 35% of the respondents are medium 

users and around 41% of the respondents are heavy users of 

OYO services.  

We continue to our second research objective which relates 

to identifying the effects of the OYO Customers‟ 

characteristics on his/her frequency of use of services. For 

that, relevant Cross-tabulations using Chi-Square tests were 

conducted. A composite table depicting the implications of 

Demographic variables on frequency of use is presented in 

Table 2 which is being followed by the explanations from 

Chi- Square analysis. 

 

 

Table 2: Composite Table Depicting the Relationship of the Satisfaction with Frequency of Use OYO Room Services 

Demographics Details Frequency d.f. Chi. Sq. Value Sig.* 

GENDER MALE 66 2 24.645 0.321* 

FEMALE 34 

AGE (Years) <20 15 6 

 

 

 

6.187 0.000* 

21-30 51 

31-40 27 

41-50 3 

>50 4 

EDU LEVEL 12 th / PUC 15 6 9.108 0.000* 

Graduate 38 

Post Graduate 41 

Other 6 

INCOME/ MONTH 

(Rs) 

<20,000 11 6 12.438 0.05* 

21,000-40,000 42 

41,000-60,000 31 

61,000-80,000 10 

>81,000 6 

 

 

OCCUPATION 

Self Employed 10 4 9.542 0.026* 

Salaried 32 

Professional 37 

others 21 

 

As per the analysis depicted in the above table 2, Age, 

Occupation and Education level have a significant influence 

on frequency of use. On the contrary, Gender and income 

doesn’t have any significant influence on customer’s 

satisfaction.  

Service Quality and Customer Satisfaction Relationship 

Analysis  

The correlation analysis was used to find the strength of 

the relationship between service quality and customer 

satisfaction. The results of Pearson correlation (table no.3) 

show that dimensions of service quality are positively 

associated with customer satisfaction. 

 

Table 3: Correlation: Service Quality and Customer Satisfaction 

 Tangibles Reliability Responsiveness Assurance Empathy 

Customer 

Satisfaction 

0.694 0.367 0.760 0.540 0.630 
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Among all the five service dimensions responsiveness 

(.760) is the factor which influences customer satisfaction the 

most followed by Tangibles (.694), Empathy (.630), 

Assurance (.540) and Reliability (.367). 

XIII. FINDINGS AND SUGGESTIONS 

According to the analysis, Age, Occupation and Education 

level have a significant influence on customer’s satisfaction 

and hence influence the decision making to avail the services 

of OYO rooms. Gender and income doesn’t have any 

significant influence on customer’s satisfaction towards 

OYO rooms. Men avail the services of OYO rooms more 

frequently. Respondents in the age group of 21-40 years, 

Professionals and salaried respondents avail the services 

more frequently. They are using OYO rooms because of 

reasonable prices. Among all the five service dimensions, 

responsiveness is the factor which influences customer 

satisfaction the most.  58% of the travelers stay at hotel 

during their vacation and would like to spend their leisure 

time effectively in exploring places. 

It is important to study about what customers expect, think 

and feel about the quality of services rendered. It helps the 

management to know what guests expect and serve the 

expectations. It helps in evaluating the services and knows 

where they stand in terms of services rendered to them and 

take necessary actions to meet the expectations. Each 

dimensions of service quality should be given equal 

importance and should take necessary actions to improve 

them. On other hand to gain more loyal customers, recruiting 

the most promising employees, measuring and rewarding 

employees for delivering service with excellence, provide 

them with on-going training in interpersonal and 

problem-solving skills.  

Management should have better knowledge on expected 

service and delivered service. Should initiate feedback and 

should take steps for providing expected service to the 

customers. Responsiveness factor has been accorded a very 

high level of importance by the respondents, since the 

employee’s play a very important role in influencing this 

factor; they have to be adequately trained to provide excellent 

service. The tangible component of service providers can be 

strengthened by quality food and beverages offered through 

latest facilities in the hotel.  

It is understood that respondents would prefer travelling 

during vacation. Hence marketers should increase their 

promotion during vacation time to attract the travelers. 

Marketers should use social networks for advertising as 

social networks have emerged as a very important source for 

creating awareness. Social networks can also be used further 

to influence customers through advertising and positive word 

of mouth. 

Providing a high-quality service experience requires an 

organization to recruit the most promising employees, 

measure and reward employees for delivering service with 

excellence, provide them with on-going training in 

interpersonal and problem-solving skills, and measure and 

reward employees for delivering service with excellence. 

XIV. CONCLUSION 

The study develops better understanding of customer’s 

decision making factors in context of services rendered by 

online hotel booking services. The findings reveal that by 

focusing on service dimensions and quality services, OYO 

service vendors can easily and effectively retain customers. 

The research showed that the satisfaction level will enhance 

customer’s frequency of usage. The demographic factors are 

significantly affecting the frequency of usage. The research 

will help the service providers to have a comprehensive, 

holistic and clearer understanding of factors that influence 

the satisfaction level of Indian consumers. 
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