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Abstract

This study aims to examine the role of educational strategies in improving service quality and
their indirect impact on the demand for tourism business services in Kosovo. In this study, a
quantitative research approach was used, and linear regression analysis was performed to as-
sess the relationship between professional education and service quality. Therefore, in the first
research model, service quality is treated as a dependent variable, while staff training and
qualification, service standards, and customer feedback are considered mechanisms based

on professional development and organizational learning. The findings show that staff train-
ing and qualification, and service standards positively and statistically significantly improve
service quality, whereas customer feedback does not. In the second model, service demand
was examined as an indirect result of education-driven quality improvement, with service
promotion, advanced technology, modern infrastructure, and customer feedback included as
independent variables. The results show that service promotion is a significant predictor of
tourism demand. This study highlights the importance of continuing education, professional
capacity building, and learning as key strategies for improving tourism service quality. Such
findings contribute to the perspective related to improving the quality of human services and
underline the importance of education and training strategies in the context of workforce pro-
fessional development.

Keywords: educational strategies, Kosovo, professional development, service quality, tourism
services, workforce training

Tourism is one of the most important  tourism provides numerous employment

sectors of the service-oriented economy, opportunities, especially for women, youth,
playing a significant role in national and disadvantaged groups, thus supporting
economic growth, employment generation, labor force participation and social

and social inclusion. In addition to its integration (Mariyono, 2017). As part of
contribution to the gross domestic product, the tertiary sector, tourism has experienced
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rapid growth over the past few decades,
becoming a major driver of economic growth
in tourism-intensive countries (Martins et

al., 2017). Due to its labor-intensive nature,
the sector relies heavily on human capital,
making the quality of professional skills and
competencies a central determinant of service
performance.

Tourism is characterized by a
complex interplay of supply and demand
determinants at the national and international
levels. These characteristics create challenges
in planning, managing, and supporting
tourism development, particularly in
terms of service provision and quality
assurance (Omerzel, 2011). However, the
growing importance of tourism in terms of
employment creation, revenue generation,
and balance of payments highlights the
need to examine the factors that influence
service quality and its utilization in the
tourism sector. Prior to 2019, global
tourism experienced continued growth and
diversification, becoming one of the fastest-
growing sectors. After severe disruptions
caused by the COVID-19 pandemic,
international tourism rebounded in 2023,
once again playing a critical role in economic
growth and job creation in all developed
and developing economies (World Tourism
Organization, 2024). This recovery process
has further highlighted the importance of a
skilled, flexible, and professionally prepared
workforce.

As a service-based industry, tourism
quality improvement is closely linked to
human capital development. Educational
strategies, including staff training, continuous
professional development, and competency-
based learning, play key roles in enhancing
service quality (Becker, 1993; Baum,

2006). Human capital theory emphasizes
that investments in employee education
and training increase their skills and
productivity, which in turn leads to better
service performance and organizational
competitiveness (Becker, 1993). Dzogovic
et al. (2022) further highlight that human
capital in service industries is closely
linked to communication and language
management, which significantly influence
service delivery and organizational efficiency.
In the tourism sector, where customer
encounters with services depend heavily on
interpersonal interaction, communication
skills, and problem-solving abilities,

continuing education and professional
rehabilitation are essential for maintaining
quality standards (Baum, 2007). Training and
development activities allow organizations to
adapt, compete, excel, innovate, produce, be
safe, improve services, and reach their goals.
Training has been successfully used to reduce
errors (Salas et al., 2012, p. 74).

Conversely, structured service
standards serve not only as management
tools but also as educational frameworks
to support skill acquisition, sustainability
of learning, and quality assurance. When
service standards are effectively integrated
into training programs, they can contribute
to the development of professional
competencies and reinforce quality-oriented
employee behaviors (Nickson, 2007). In
addition, customer feedback is an important
learning mechanism that influences
quality improvements. Through customer
feedback-based learning, employees and
organizations can identify gaps in their skills,
improve service delivery, and increase their
professional performance (Kolb, 1984; Salas
etal., 2012).

In this context, educational strategies
can indirectly influence the demand for
services by increasing service quality and
customer satisfaction. Although demand
is often shaped by external factors such as
promotion, infrastructure, and technological
development, the quality of human
interaction remains a fundamental driver
of tourism-related service use (Gronroos,
2015). Investments in education, training,
and professional capacity building serve not
only as tools for improving quality but also
as long-term contributors to the sustainable
demand for services. Miftari et al. (2021)
emphasize that flexible and technology-
supported learning systems significantly
enhance workforce adaptability and service
preparedness, particularly in crisis situations
such as the COVID-19 pandemic.

In this context, this study examines
the role of education-based strategies in
developing and improving service quality,
as well as their indirect impact on the
demand for tourism services in Kosovo. The
research analysis is based on two models.
The first model focuses on the impact of staff
training and qualification, service standards,
and customer feedback as mechanisms of
professional development and organizational
learning on service quality. The second
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model explores the demand for services as
an indirect result of quality improvement,
examining the impact of service promotion,
modern infrastructure, advanced technology,
and customer feedback. By adopting a
human-centered and education-oriented
perspective, this study contributes to

the literature on workforce development
and professional rehabilitation in service
industries, providing relevant insights

for both tourism management and human
rehabilitation.

Literature Review

The emergence of globalization has
been accompanied by a boom in the tourism
sector, bringing several new challenges. In
the context of tourism, globalization means a
significant increase in the number of tourist
destinations and the distances between
them. The conditions of international
tourism have changed drastically, and it has
become necessary to face these challenges
to increase the demand for destinations and
remain competitive in the tourism market
(Omerzel, 2011). In recent decades, tourism
has developed into one of the most dynamic
and rapidly growing sectors in the world
(Muryani et al., 2020). It is one of the sectors
that contributes to the economic development
of both developed and developing countries.
With this structure, tourism encompasses
the environmental, social, and economic
dimensions of sustainable development
(Ozdemir & Tosun, 2022).

Tourism and travel, which are part
of the service sector, are experiencing
growth worldwide and are recognized
in many countries as “a potential engine
for development” (Chaisumpunsakul &
Pholphirul, 2018; Ozdemir & Tosun, 2022, p.
294). Tourism generates trade, employment
investment, infrastructure development, and
tax revenues, playing an important role in a
country’s economic growth (Isik et al., 2018;
Ozdemir & Tosun, 2022, p. 295). A tourist
destination represents the reason for travel,
while the tourist attractions of a destination
generate tourist demand (Omerzel, 2011,
p. 3). A tourist destination represents a
group of special natural, cultural, artistic, or
environmental resources, but also represents
an attractive product as a whole, offered
within a certain area. It constitutes a complex
and integrated set of services offered by the
destination, which aims to provide a holiday

experience that meets the needs of tourists
(Cracolici & Nijkamp, 2008; Omerzel,
2011, p. 3). Thus, a tourist destination
produces a composite package of tourist
services based on its local supply potential.
These components are of high importance
to destination competitiveness in an
increasingly fierce competitive marketplace
(Omerzel, 2011, p. 7).

Tourism is an essential indicator
that drives economic development in every
country (Nguyen & Nguyen, 2021). Many
factors affect the tourism sector (Ozdemir &
Tosun, 2022). Determining the factors that
affect tourism demand plays an important
role in promoting the economic performance
of this sector for the following reasons.
First, tourism can help reduce poverty in
developing countries and create opportunities
for improving the country’s image (World
Bank, 2006). Second, tourism can generate
higher benefits than trade in developing
countries (Culiuc, 2014; Nguyen & Nguyen,
2021, p. 385). Accordlng to the World
Tourism Organization (UNWTO, 2019),
tourism contributed 29 percent of global
services exports in 2019. Furthermore,
Ribeiro and Wang (2020) confirm that
tourism is an engine that drives economic
growth, and for this reason, this topic attracts
the attention of researchers worldwide
(Nguyen & Nguyen, 2021, p. 385).

A frequently asked question is: how
high should the optimal quality of a given
service be? First, the answer depends on the
company’s strategy and the expectations
of the customers for whom the service is
intended (Gronroos, 2015). It is widely
accepted that employee training plays an
important role in improving performance in
terms of providing better quality services
and, consequently, helping the organization
gain a competitive advantage (Dhar, 2014, p.
420). Increasing employees’ job knowledge
and skills is the intended outcome of
employee training. Organizations use training
to update or change employee behavior for
better and improved performance. Employee
training aims to improve employees’ job-
related knowledge, attitudes, skills, and
competencies to meet current and future
job requirements. Employee training tactics
include the use of formal, informal, on-the-
job, off-the-job, professional development,
and other developmental learning initiatives
(Waganimaravu & Arasanmi, 2020). Thus,
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training is a strategic intervention for skill
acquisition that enhances performance
quality. Assessing the relationship between
perceptions of training opportunities,
training benefits, training support, and
service quality advances knowledge about
the impact of training on service quality and
other work outcomes (Waganimaravu &
Arasanmi, 2020). Training and development
support the organizational vision, mission
and strategic goals by enabling positive
changes in the knowledge, skills, behaviours
and attitudes of employees that will be
reflected in performance at work, which
in this way improves, contributes to
overall organizational performance and the
creation of a positive organizational climate
(Xhemajli et al., 2022, p. 162). In addition,
employees need to be encouraged to address
their safety to stimulate them to make
additional efforts. In this way, important
effects are achieved, such as engagement,
employee motivation, investment of
additional effort by employees, and many
other effects (Sehanovic et al., 2022, p.173).
The service industry has become
increasingly competitive in the modern
era. Entrepreneurs must provide services
and value to their customers to compete
successfully in a competitive market (Gulam
et al., 2023, p. 62). Within the services
literature, the construct of service quality
mainly assesses the perceived quality,
which is referred to as consumer judgment
about an entity’s overall excellence or
superiority (Zeithaml, 1988; Ali, 2015, p.
39). Service quality has been identified as
an important economic driver of tourism
(Park & Jeong, 2019). Subsequent studies
have shown that service quality directly
affects customer loyalty and company
reputation (Akbaba, 2006; Kandampully et
al., 2018). Quality is an important factor in
increasing competitiveness and achieving
enterprise performance in the field of tourism
services. Competitiveness and performance
have made companies constantly focus on
the quality of the services they provide to
match the demands and expectations of
customers (Butnaru & Miller, 2012). Quality
services are provided by qualified personnel.
Therefore, the basic element of the service
industry is “human.” Providing a qualified
workforce also depends on quality and
effective education and training in tourism
(Edelheim, 2020; Bahcelerli & Altinay,

2023). Physical and technological equipment
and economic developments cannot
effectively increase and improve service
quality without investing in people (Hussain
et al., 2020; Bahcelerli & Altinay, 2023).

The demand function is the basic
theory that presents tourism as an economic
activity, where the product represents the
total set of services or products required by
a visitor during a certain period in a foreign
country. People at the destination offer
products and services to incoming visitors,
while the willingness of visitors to purchase
those products determines the demand for
services and goods (Muryani et al., 2020).
Tourism demand is usually measured by the
number of tourists visiting the destination
country, the spending of tourists in the
destination country, or the number of nights
that tourists spend in the destination country
(Song et al., 2009; Abedtalas & Toprak,
2015). Martins et al. (2017) emphasized
that tourism demand is measured through
the number of incoming visitors and their
spending during their stay in the destination
country (Martins et al., 2017).

Methodology

This research employs a quantitative
design, using the survey method for data
collection and statistical analysis techniques
to interpret the results. The quantitative
research approach was considered the most
appropriate methodological choice because
it enabled the analysis of the relationships
between the defined variables, namely,
it allowed the analysis of the effects of
educational and organizational factors on the
provision of quality services to customers.
The primary data for this study were
collected using a structured questionnaire.
The questionnaire was divided into several
sections covering different aspects of
the research and was based on questions
categorized on a Likert scale, with five
options each, as well as questions with two
options (Yes or No). The target population
consisted of managers and executive
staff working in tourism businesses in
Kosovo. The research sample comprised
131 purposively selected businesses.
Purposive sampling was considered the most
appropriate approach to collect valid data for
the study, as the focus was on professional
competencies, training experiences, practices
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related to service quality, and other aspects
relevant to the study. Therefore, all of these
require informed responses that can be
provided by individuals with relevant work
experience. Data collection was carried out
over a period of approximately four months
(March - June, 2025). The questionnaire
was distributed partly online and mostly
physically through direct surveys of selected
business leaders. Their participation was
voluntary, and the principles of anonymity

and data confidentiality were fully respected.

We emphasize that the ethical principles of
data protection were respected throughout all
phases of the research.

The collected data were analyzed
using the SPSS statistical software package
to perform a linear regression analysis. Two
research models were developed: the first
with “Service Quality (SQ)” as the dependent
variable, and the second with “Tourist
Demand (TD)” as the dependent variable.
The variables included in the first research
model are listed in Table 1.

Table 1.

Specification of the Variables in the First Research Model
Variables Abbreviation Type
Service Quality SQ Dependent
Training and Qualification TA Independent
Service Standards SS Independent
Client Feedback CF Independent

The first research model is specified as:
SQ=p,+B,TA+B,SS+B,CF +¢

Based on the first research model the
followmg hypotheses have been formulated:
H, : Training and Qualification (TA) have

a posmve and significant impact on Service

Quality (SQ).

: Service Standards (SS) have a positive
anc‘i significant impact on Service Quality
(SQ).

H, : Client Feedback (CF) has a positive and
51gn1ﬁcant impact on Service Quality (SQ).
The variables included in the second research
model are presented in Table 2

Table 2.

Specification of the Variables in the Second Research Model
Variables Abbreviation Type
Tourist Demand TD Dependent
Service Promotion SP Independent
Modern Infrastructure MI Independent
Advanced Technology AT Independent
Client Feedback CF Independent

The second research model is specified as
follows:

TD=p,+ B SP+BMI+BAT+B,CF+e¢
Based on the second research model the
followmg hypotheses were formulated:

H, : Service Promotion (SP) has a positive
ana significant impact on Tourist Demand
(TD).

H,,: Modern Infrastructure (MI) has a
posmve and significant impact on Tourist
Demand (TD).

H, : Advanced Technology (AT) has a
posmve and significant impact on Tourist
Demand (TD).

H,: Client Feedback (CF) has a positive and
51gn1ﬁcant impact on Tourist Demand (TD).
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Figure 1.
Framework of the Research Models

Tourism Busimesses in Kosovo

’iFi.rst Research 1\"IodelJ

Service Quality (5Q)

L

T—Second Research Model—‘

Tourist Demand (TD)

— T4 -~

H—T I'%h

1¢ Hay )
[ ] | |
Training and Service Customer Service Modern Advanced Customer
Qualification (TQ) Standards (SS) Feedback (CF) Promotion (SP) Infrastructure (MI) || Technology (AT) || Feedback (CF)

Source: Authors (2026)

Figure 1 illustrates the conceptual
framework of the two models. It presents
the relationship between the study variables,
indicating their interactions. This framework
serves as a basis for testing the hypotheses
that have been raised and also serves to
understand the main mechanisms that
influence the variables of interest.

Results and Discussion

This section summarizes the results
and findings of the market research on
service quality and tourist demand in the
context of tourism businesses operating

in Kosovo. Specifically, it presents the
outcomes of the linear regression analysis
for the two research models developed to
examine the relationships and impacts of the
specified variables.

Results of the First Research Model

The first research model aims to
analyze the relationship between Service
Quality (dependent variable) and Training
and Qualification, Service Standards, and
Client Feedback (independent variables).
First, reliability analysis was performed using
Cronbach’s alpha test to assess the scales of
the main variable, Service Quality.

Table 3.
Reliability Analysis - Cronbach’s Alpha Test
Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items
.826 .831 5
Source: Authors’ calculations in SPSS software (2026)
The result in Table 3 (o = 0.826) (r=0.203, p=0.023), and SS and CF (r

indicates that there is high reliability for
all items of the main variable. This proves
that all items are stable and harmonized to
measure the same construct.

Table 4 presents the results of the
correlation analysis for the first research
model. The results show that there are
positive and statistically significant
relationships between the variables SQ
and TA (r = 0.609, p = 0.000), SQ and SS

=0.482, p = 0.000), which suggests that
improvements in staff training and skills,

as well as in the implementation of service
standards, affect the quality of service.
Moreover, the implementation of service
standards appears to be linked to greater
engagement in collecting and utilizing client
feedback for continuous improvement of the
services.
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Table 4.
Correlation Analysis for the First Research Model
SQ TA SS CF
Pearson Correlation SQ 1.000 .609 203 .037
TA .609 1.000 .007 .004
SS 203 .007 1.000 482
CF .037 .004 482 1.000
Sig. (1-tailed) SQ . 000 023 361
TA .000 . 473 485
SS .023 473 . .000
CF 361 485 .000 .
N sQ 97 97 97 97
TA 97 97 97 97
SS 97 97 97 97
CF 97 97 97 97

Source: Authors’ calculations in SPSS software (2026)

However, positive but not statistically
significant relationships were observed
between SQ and CF (r=0.037, p=0.361),
TA and SS (r=0.007, p = 0.473), and TA and
CF (r=0.004, p=0.485).

Although these relationships were positive,
the lack of statistical significance implied
that their impact was not strong enough to be
considered reliable.

Table S.
Model Summary of the First Research Model
. Durbin-
R Adjusted Std. Error Change Statistics Watson
Model R of the -
Square R Square Estimate R Square F afl dn Sig. F
Change Change Change
1 .645° 416 397 .833 416 22039 3 93 .000 1.602

a. Predictors: (Constant), CF, TA, SS
b. Dependent Variable: SQ

Source: Authors’ calculations in SPSS software (2026)

Table 5 shows the results from the
summary of the first research model, where
the relationship between the variables TA,
SS, CF, and SQ is presented. The value
of the correlation coefficient (R = 0.645)
indicates a positive relationship between the
variables included in the model, suggesting
that the independent variables together
provide a high level of explanation for
the dependent variable. The coefficient of
determination (R? = 0.416) indicates that
41.6% of the variance in service quality is
explained by differences in staff training and
qualification, service standards, and customer
feedback. The Adjusted R? value (Adjusted
R?=0.397) confirmed the stability of the
model, considering the number of variables

relative to the sample size. The values of
the F test statistic (F(3, 93) =22.039, p <
0.001) indicate that the model as a whole

is statistically significant and provides a
significant explanation of the service quality.
In addition, the value of the Durbin-Watson
coefficient (1.602) indicates that there is

no autocorrelation of the variables of the
first research model, which reinforces the
validity of the results and the stability of
the regression model. In practical terms,
these results highlight the importance of
continuous professional development,
adherence to service standards, and
monitoring client feedback as key elements
for improving service quality in the tourism
business.
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Table 6.
Coefficients of the First Research Model
o,
Unstandardized Standardized 93.0% Collinearity
. . Confidence e
Coefficients Coefficients Statistics
Interval for B
Std. Lower  Upper
Model B Error Beta t Sig. Bound Bound Tolerance VIF
1 (Constant) -.628 .687 -915 363 -1.993 736
TA 916 119 .608 7.669 .000 .679 1.153 1.000 1.000
SS 377 144 237 2.618 .010 .091 .663 768 1.303
CF -.098 .110 -.080 -.884 379  -317 122 768 1.303

a. Dependent Variable: SQ

Source: Authors’ calculations in SPSS software (2026)

Table 6 presents the regression
coefficients for each independent variable
in the first research model, with SQ as the
dependent variable. The results were as
follows:

TA has a positive and highly
statistically significant impact on SQ (B =
0.916, B =0.608, t=7.669, p < 0.001). This
indicates that an increase in staff training and
qualification enhances service quality, while
holding the other variables constant. The high
standardized coefficient (B = 0.608) suggests
that this is the most important predictor in
this model. Regarding staff training and
qualifications, Baum (2007) and Kusluvan
et al. (2010) noted that the professional
development of staff involved in delivering
tourism services contributes to creating more
satisfying customer experiences. In addition,
the digitalization that is being experienced
today causes a quantitative decrease in the
labor factor. Although the tourism sector has
been significantly affected by automation,
the human factor remains the most important
element (Abdiyev & Alimardonov, 2022;
Bahcelerli & Altinay, 2023).

SS have a positive and statistically
significant impact (B =0.377, B =0.237,
t=2.618, p=0.010). This indicates that

improvements in the implementation of
service standards substantially contribute to
enhancing the service quality. Although its
effect was smaller than that of staff training,
it remained a meaningful factor. Moreover,
Babakus et al. (2003) show that adherence to
service standards is closely related to visitors
perceptions of quality.
CF has a negative coefficient and is not
statistically significant (B =-0.098, B =
-0.080, t =-0.884, p = 0.379). This suggests
that, within this model, the use of client
feedback does not have a measurable impact
on service quality and even shows a negative
direction, although not significant. This weak
negative effect may imply that businesses
do not sufficiently manage and implement
client feedback to positively influence
service improvement. However, Sparks and
Browning (2011) found that responding to
online comments and complaints directly
affects a business’s image and consumer
decision-making.

The Tolerance values (> 0.768)
and VIF values (< 1.303) indicate the
absence of multicollinearity issues among
the independent variables, confirming the
stability of the model.

2
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Figure 2 (a,b).

Histogram and Normal P-P Plot for the Distribution of the First Research Model Data

a)

Histogram
Dependent Variable: CSH

Frequency

Regression Standardized Residual

b)

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: CSH

Expected Cum Prob

Observed Cum Prob

Source: Authors’ calculations in SPSS software (2026)

Figure 2a) shows a histogram of the
standardized residuals for the first regression
model with SQ as the dependent variable.
The distribution of these residuals was
approximately symmetrical and followed
a normal distribution, as confirmed by the
curved shape of the line. The key statistical
values are as follows:

- The mean was approximately 0 (1.01E-16),
suggesting that the residuals were evenly
distributed around the regression line.

- Standard deviation = 0.984, very close to 1,
which is expected for standardized residuals.

This normal distribution of residuals
satisfies one of the fundamental assumptions
of linear regression, supporting the validity
of the model and indicating that errors are
randomly distributed. The presence of a
few slightly extreme values does not appear
to significantly affect the symmetry of the
distribution.

Similarly, Figure 2b) presents the
P-P plot of the standardized residuals for the
regression model with SQ as the dependent
variable. The data points are aligned along
the expected diagonal line, with minimal

deviations at the distribution extremes.

This indicates that the residuals reasonably
follow a normal distribution, satisfying one
of the key assumptions of linear regression.
Combined with the residual histogram, this
reinforces the conclusion that errors are
randomly distributed and there is no apparent
violation of normality.

Results of the Second Research Model

The second research model aims
to analyze the relationship between
Tourist Demand (dependent variable) and
Service Promotion, Modern Infrastructure,
Advanced Technology, and Client Feedback
(independent variables).

Table 7 presents the results of the
correlation analysis for the second research
model, where the dependent variable is
TD. The results indicate a positive and
statistically significant relationship between:
TD and SP (r = 0.286, p = 0.003), TD and MI
(r=0.218,p=0.017), AT and MI (r = 0.577,
p=10.000), AT and CF (r = 0.373, p = 0.000),
and MI and CF (r = 0.506, p < 0.001).
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Table 7.
Correlation Analysis for the Second Research Model
KT PSH TA M CF
Pearson Correlation KT 1.000 286 .055 218 135
PSH 286 1.000 -.050 .040 -.046
TA .055 -.050 1.000 577 373
IM 218 .040 577 1.000 .506
CF 135 -.046 373 .506 1.000
Sig. (1-tailed) KT . .003 .300 .017 .096
PSH .003 . 316 352 329
TA .300 316 . .000 .000
M .017 352 .000 . .000
CF .096 329 .000 .000 .
N KT 95 95 95 95 95
PSH 95 95 95 95 95
TA 95 95 95 95 95
M 95 95 95 95 95
CF 95 95 95 95 95

Source: Authors’ calculations in SPSS software (2026)

These findings suggest that TD and CF (r=0.135, p = 0.096), and SP
service promotion and improvements in and MI (r = 0.040, p = 0.352). This type of
infrastructure have a direct impact on relationship therefore indicates a positive
increasing tourist demand. The strong association, but the lack of statistical
relationship between advanced technology significance implies that their impact on the
and infrastructure implies that the adoption presented research model is not sustainable
of modern technologies is accompanied and requires further investigation.
by enhancements in the quality of the Negative (but not statistically
environment and tourism services. significant) relationships were observed
Furthermore, the strong link between between: SP and AT (r =-0.050, p = 0.316)
infrastructure and client feedback indicates and SP and CF (r =-0.046, p = 0.329).
that better infrastructural experiences Although these correlations are negative,
encourage tourists to provide more comments  their values are very low and not statistically
and suggestions. significant, indicating insufficient evidence

Positive, but not statistically to assert a stable relationship between these
significant, relationships emerged between variables.

the variables TD and AT (r = 0.055, p = 0.300),

Table 8.
Model Summary of the Second Research Model

Change Statistics

Adjusted  Std. Error

Model R R R of the R F Sig. F Durbin-
Square . Square dfl df2 Watson
Square Estimate Change Change
Change
1 363 132 .093 677 132 3417 4 90 012 1.555

a. Predictors: (Constant), CF, PSH, TA, IM
b. Dependent Variable: KT

Source: Authors’ calculations in SPSS software (2026)
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Table 8 presents a summary of the
second research model, which provides
the results for the interrelationship of the
variables SP, MI, AT, CF and TD. The
resulting value of the correlation coefficient
(R =0.363) indicates a positive relationship
between the variables included in the model.
The value of the coefficient of determination
(R?=0.132) indicates that 13.2% of the
variance in tourism demand can be explained
by changes in service promotion, modern
infrastructure, advanced technology and
customer feedback. The adjusted R? value
(adjusted R? = 0.093) suggests that after
taking into account the number of variables
included in the research and the sample size,

the model turns out to be stable. The F-test
statistic (F(4, 90) =3.417, p = 0.012) shows
that the model as a whole is statistically
significant, meaning that the variables
included together provide a meaningful
explanation of tourism demand. Last but
not least, the Durbin-Watson coefficient
(1.555) shows that there is no autocorrelation
between the variables, thus making the
research model suitable for analysis. In
practical terms, these results show that
service promotion, the development of
modern infrastructure, the use of advanced
technologies, and the collection of client
feedback have a significant and combined
impact on stimulating tourist demand.

Table 9.
Coefficients of the Second Research Model
0,
Unstandardized Standardized 93.0% Collinearity
. . Confidence .
Coefficients Coefficients Statistics
Interval for B
Std. Lower  Upper

Model B Error Beta t Sig. Bound Bound Tolerance  VIF
I (Constant) 1.532 .895 1.712  .090 -.246 3.310

PSH 1.116  .400 276 2.788 .006 .321 1.910  .986 1.014

TA -059  .084 -.085 -702 485 -227 .108 .654 1.529

IM 173 101 223 1.701 .092 -.029 374 .563 1.776

CF .054 .092 .067 .583 561 -.130 238 731 1.369

a. Dependent Variable: KT

Source: Authors’ calculations in SPSS software (2026)

Table 9 presents the regression
coefficients for each independent variable
in the second research model, with TD as
the dependent variable. The results were as
follows:

SP has a positive and statistically
significant impact on TD (B=1.116, =
0.276, t=2.788, p = 0.006). This indicates
that an increase in service promotion raises
tourist demand, holding the other variables
constant. The standardized coefficient (3
= (0.276) positions service promotion as a
relatively important factor in this model.
According to Navio-Marco et al. (2018),
promoting services through digital channels
is considered one of the most effective means
to stimulate tourist demand.

AT has a negative coefficient and is
not statistically significant (B =-0.059, =
-0.085,t=-0.702, p = 0.485). This suggests
that, within this model, advanced technology
does not have a measurable impact on tourist
demand and even shows a negative direction,

though not significant. In contrast, Buhalis
and Law (2008) have noted that advanced
technology has transformed communication
between operators and tourists, increasing
efficiency and access to information. In this
case, the small negative effect may indicate
challenges in the adoption or implementation
of technologies that are not translating into
increased demand.

MI has a positive impact, though
at the margin of statistical significance (B
=0.173, =0.223,t=1.701, p = 0.092).
This suggests that improvements in modern
infrastructure have the potential to influence
the growth of tourist demand, although the
effect is not strong enough to be considered
stable within this model. Expanding the
sample or including additional variables
could help clarify its role. Regarding
this issue, Muryani et al. (2020), in their
proposed tourist demand model, found that
contrary to expectations, public infrastructure
investments were not significant - either due
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to low investment levels (requiring greater
governmental effort) or because the effects
were not captured by the model.

CF has a positive impact, but it is
not statistically significant (B = 0.054, =
0.067,t=0.583, p=0.561). This indicates
that the use of client feedback, in its current
form, has not contributed substantially to

with this finding, Torres et al. (2014) noted
that the impact of feedback depends on how
businesses utilize it to improve internal
processes.

The Tolerance values (> 0.563)
and VIF values (< 1.776) indicate no
multicollinearity issues among the
independent variables, confirming the

stimulating tourist demand. In connection stability of the model.
Figure 3.
The Validity of the First Research Model Hypotheses
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Figure 4.

The Validity of the Second Research Model Hypotheses

Source: Authors (2025)

Conclusions and Recommendations

The findings of this study highlight
the crucial role of educational strategies and
professional development in improving the
quality of services in tourism businesses
in Kosovo. The empirical results, based on
linear regression analysis, provide clear
evidence that investments in training,
qualification and standardization of
professional skills contribute directly to
increasing service quality and, indirectly, to
increasing the demand for tourism services.

Service Promotion
(SP) Has: Accepted
Modern
1
Infrastructure (MI) Hy.: Rejected Tousi t‘£) p
' »| Tourst Deman
- > (TD)
Advanced H,.: Rejected i
Technology (AT) '
Customer .
Feedback (CF) - Rejected

These findings support the perspective of
professional rehabilitation and human capital
development as essential elements for the
sustainability and competitiveness of the
service sector.

Conclusions

The findings of the first research
model demonstrate that staff training and
professional development, together with the
implementation of service standards, have a
positive and statistically significant impact
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on improving the quality of tourism services.
In contrast, customer feedback did not show
a statistically significant effect, indicating
that its integration into managerial processes
remains limited or insufficiently structured.
This may be attributed to the methods used
for collecting, processing, and utilizing
feedback in practice. When customer
feedback is not systematically analyzed or
continuously monitored, its potential as a
strategic tool for improving service quality
1s significantly reduced. Therefore, the mere
collection of customer data is not sufficient;
rather, it must be effectively integrated into
strategic decision-making processes.

The second research model confirms
that service promotion plays a key and
statistically significant role in increasing
tourism demand. However, advanced
technology, modern infrastructure, and
customer feedback appear to exert a more
indirect or context-dependent influence
within the specific business environment.

Overall, these findings highlight
the differentiated impact of managerial,
operational, and strategic factors on service
quality and tourism demand, providing a
more nuanced understanding of how tourism
businesses can enhance their performance.

Recommendations

Based on the findings, tourism
businesses should reassess their customer
feedback management systems in order to
transform feedback into a structured and
effective tool that supports innovation and
continuous improvement. This requires the
establishment of systematic mechanisms
for collecting, analyzing, and integrating
customer insights into decision-making
processes.

Furthermore, businesses should
increase investments in service promotion, as
it represents a key driver of tourism demand.
Strengthening modern infrastructure should
also be considered as an important factor in
enhancing destination attractiveness. At the
same time, the use of advanced technology
and customer feedback mechanisms requires
strategic alignment to ensure that these
elements effectively contribute to market
growth.

From a managerial perspective, continuous
investment in staff training, adherence to
service standards, and the implementation
of effective promotional strategies remain

essential for improving competitiveness
and ensuring long-term sustainability in the
tourism sector.

Practical Implications

From a practical standpoint, this
study provides actionable insights for tourism
businesses operating in Kosovo. The results
indicate that investments in staff training and
professional development, combined with the
consistent application of service standards,
represent the most effective interventions for
improving service quality.

In addition, strengthening
promotional activities can directly contribute
to increased tourism demand, thereby
enhancing organizational performance.

The findings also suggest that businesses
should adopt more structured and strategic
approaches to customer feedback and
technology use in order to maximize their
practical benefits.

Theoretical Implications

This study contributes to the existing
literature by providing empirical evidence
on the determinants of service quality and
tourism demand in the context of Kosovo. It
demonstrates that human capital development
and service standardization have a stronger
impact on service quality compared to other
factors, while service promotion plays a
more significant role in influencing tourism
demand.

Importantly, the study enriches the
literature by highlighting the conditional
and indirect role of advanced technology,
infrastructure, and customer feedback,
suggesting that their effectiveness depends
on the context and level of strategic
implementation. These findings offer
a valuable reference point for future
researchers examining similar relationships
in different contexts.

Limitations and Future Research

This study is subject to several
limitations. First, it is based on cross-
sectional data collected within a specific
time period, which does not capture
potential changes over time. Second, the
data collection process was constrained by
the operational timeframe of the supporting
project, which may have influenced the scope
of the analysis.
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Future research should consider
longitudinal approaches in order to better
capture dynamic relationships among
variables. Additionally, incorporating a
broader set of variables - such as staff
motivation, digital customer experience,
organizational climate, service innovation,
customer loyalty, price sensitivity, and
seasonality - could provide a more
comprehensive analytical framework.

Expanding the sample size and
conducting comparative studies across
different regions or countries would further
enhance the generalizability of the findings.
Moreover, future researchers are encouraged
to explore the indirect effects and mediating
mechanisms through which technology,
infrastructure, and customer feedback
influence service quality and tourism
demand.

Note: This research was realized in the
framework of the grant scheme “Research
Based Teaching Program for Kosovo's
Public Universities ” funded by the Ministry
of Education, Science, Technology and
Innovation (MESTI) through the HEI’25
project funded by the Austrian Development
Agency (ADA) and implemented by two
partner organizations - Kosovo Education
Center (KEC) and Organization for Quality
Enhancement in Education (ORCA).
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