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ABSTRACT

In today’s economy, changing customer demandseased expectations for superior quality of prosiumt
services and the global competition have creatednapetitive situation among different industriattees. Quality has
become an icon for customers while selecting aieemr product and at the same time it has beenidered a strategic
advantage for the organizations to gain succesgasdstain in the business world. Service orgdioiza are now well
aware about the facts that they need to take ptiereequality measures to gain customer satisfactiod retention.
The hotel operators, therefore, make a start anitiga programs, which are now usually referred $dfrant line staff in
service and performance improvements. At this jumstthe researchers have made an attempt to stadyerception of
the customers towards service quality of the sdlettls in Salem city. This study is restrictecbtbotels, which include
Park Plaza, Salem Castle, GRT Grand, LRN Excellemt/Hotel Cenneys Gatewalhe service quality is a vast subject
consisting of a number of dimensions. The most comreervice quality dimensions namely, assuranceya#my,
reliability, responsiveness, and tangibility onhg atudied in the present study. In the presenlystine sampling involves
two stages. In the first stage, out of the 27 btdels in Salem city, 5 hotels are selected onagantasis. In the second
stage, by adopting quota sampling, 100 respondmetselected from each hotel. As an essentialgiatie study, the
primary data were collected from 500 gusts with likeé of questionnaire. In order to study the pgtios of the guests
towards service quality, various statistical tosleh as chi square test, student t test, pairedtt analysis of one-way
variance, co-efficient of variation, multiple regséon analysis and percentage analysis were entpldye results of the
study showed that lack of staff involvement, delaservice, absence of innovativeness, higher feklack of detailed
disclosures, reducing rate of reliability, absewnéeguest compliant monitoring cell, absence of femak from guests,
absence of transparency and lack of quality imprem@ initiatives are the problems of the resporslémtthe select

hotels. Recommendations are made to improve tiwiceaguality of the select hotels in Salem city.
KEYWORDS: Service Gap, Hotel Services, Guest Satisfactiervi€ Quality
INTRODUCTION

In today’'s economy, changing customer demandseased expectations for superior quality of proslumt
services and the global competition have creatednapetitive situation among different industriattees. The ability to
identify profitable customers and then customizekei@ng on the basis of customer value has enabkeay companies to

punch above their credence. Quality has becomeamfor customers while selecting a service or peb@nd at the same
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time it has been considered a strategic advantaghé organizations to gain success and to sustdhe business world.
Service organizations are now well aware aboutféots that they need to take preventive quality suess to gain
customer satisfaction and retention. The world ineger been so interdependent. All trends pointa@geration as a
fundamental, growing force in business. Today mamgeis not just developing, delivering and sellingis moving
towards developing and maintaining mutually longrterelationships with customers. This new busirgsitosophy is

called “relationship marketing”, which has attratt®nsiderable interest both from marketing acadsmind practitioners.
CONCEPT OF SERVICE QUALITY

Service quality refers to the collective effortsgrvice performance, which determines the degresatigfaction
of users of all the services. The degree of custaatisfaction bears a direct relation to qualifyservice where good
quality of service gives better customer satiséactand the bad one leads to dissatisfaction ofctlsomers. Service
quality can be defined as the personal experiefidbeocustomer with the service provider. Researcliivide service
quality into two components: technical quality dandctional quality. Technical quality is definedmarily on the basis of
technical accuracy and procedures. Functional tyuadfers to the manner in which service is deketo the customer.
While much debate has revolved around the precisasorement of service quality, the most common cgmbr to
measurement is based on the five dimensions ideshitify Parasuraman, Zeithaml and Berry namely,ilbée®s) assurance,

reliability, responsiveness, and empathy.
STATEMENT OF THE PROBLEM

Hotels play the role of providing guests a homeyafsam home. And it is this facility that facilites the further
attraction of guests towards a place because iemttdeir visit more convenient. In the last fewrgethe hotel industry
has changed and developed considerably in terrttseagervices it provides. India is an attractivetishation for tourists
because of its rich heritage. Also there are afittusinessmen and officials who visit India foslmess purposes because
of the trade relations that our country has with dorld. Similarly within our country also thereegpeople who travel
from one state to another or from one city to aeofbr business or leisure. All the hotels varythia kind and extent of
services they provide like accommodation, food draVerage services, entertainment, recreation, caonwamion,
transportation, room service, laundry service, emrice and meeting arrangements, first aid, ete. fidtel market is
highly competitive and like any other industry tmaarkets a product in a highly competitive marketmpeting for the
consumer's disposable income, it has to be awatteeajuality issues. Hotels have to improve theivise quality in order
to stay competitive. The management of quality ikeg issue in the management of any hotel propdrtilas been
described as one of three key areas underpinningorate success in the hospitality field. The padifiity of the
operation is seen as being supported by the qulibyspitality services, management and the marketddition, hotels
quite properly proclaimed themselves as leaderheénservice industry but has been lacking in trejnaipplied to the
actual techniques of service itself. They traineditichen crafts, computer skills, accounting pchaes, sales training,
management development, but there is an obvioksdfidocumentation on the fusing of guest contédlssand service
techniques, the social needs of the hotel guestsdmsitivity threshold and the use of body languagd speech skills in
service interactions. The hotel operator must,ettoge, make a start on training programs, whichnang usually referred
to as front line staff in service and performanogrovements. Therefore, an analysis pertainingtistomer's perception
on the hotel service quality and their satisfact®needed in order to establish strategies arddertain steps to be taken

in maximizing consumer's satisfaction which, hofigfican form a positive image of the hotel indystAt this juncture,

Impact Factor (JCC): 4.9926 Index Copernicus Value (ICV): 3.0



Perceived Service Quality of the Guests in Selectitkls in Salem City: An Empirical Study 295
the researchers have made an attempt to studyetbeption of the customers towards service qualfitthe select hotels
in Salem city.
OBJECTIVES OF THE STUDY
The study has the following objectives:
* To study the various services offered by the sdiettls in Salem city.
» To study the perception of the guests towards semyiiality of the select hotels in Salem city.

» To suggest measures to improve the service quafithe select hotels in Salem city based on fingling§ the

study.
TESTING OF HYPOTHESES
The study is based on the following null hypotheses

Hou There is no significant association in the satisfe level of the guests belonging to differentise

economic profiles towards the services of the $dietels.

Hox: There is no significant relationship among theeatance levels of the respondents belonging termdifit

demographic profiles towards the perceived levedasfice quality in the select hotels.

Hos There is no significant difference in the accepgaltevels of the guests between the expected awcdiped

levels towards various service quality dimensionthe select hotels in Salem city.
SCOPE OF THE STUDY

The scope of the study is assessing the percegptite guests towards service quality of the sed&t hotels in
Salem city. This study is restricted to 5 hotelkjol include Park Plaza, Salem Castle, GRT GraRN Excellency and
Hotel Cenneys Gatewayhe service quality is a vast subject consistihg aumber of dimensions. The most common
service quality dimensions namely, assurance, gdmpatliability, responsiveness, and tangibilityyoare studied in the

present study.
SAMPLING DESIGN

This study is confined to the guests of the sed&nthotels in Salem city. There are around 27hgitels in Salem
city and these hotels are considered the univdrdgecstudy. In the present study, the samplinglves two stages. In the
first stage, out of the 27 star hotels, 5 hotetssmiected on random basis. In the second stageldpting quota sampling,

100 respondents are selected from each hotel. 8hplsg details are given in the following table.

Table 1: Sampling Distribution

Name of the Hotels No. of Samples
Park Plaza 100
GRT Grand 100
LRN Excellency 100
Salem Castle 100
Hotel Cenneys Gateway 100
Total 500
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TOOLS FOR DATA COLLECTION

This study is empirical in nature based on surveghad. The first-hand information for this studysa@ollected
from the front office of the select hotels. As asential part of the study, the primary data welected from 500 gusts
with the help of questionnaire. A pilot study wamducted with 25 guests. In the light of the exgrece gained from the
pilot study, few changes were incorporated in #nsed questionnaire. The secondary data werectetiemainly from
journals, reports, books and records. The dataBected have been entered into a master tabléadmdated to arrive at

useful conclusions.

FRAMEWORK OF ANALYSIS

In order to study the perception of the guests tdwaervice quality, various statistical tools sashchi square
test, student t test, paired t test, analysis @&-way variance, co-efficient of variation, multiglegression analysis and

percentage analysis were employed.
FINDINGS OF THE STUDY

» Asignificant association is found among the satisbn levels of the respondents belonging to cbffié genders,
age groups, educational status, income groupspatioms, and hospitals they belong to towards sesvof the

select hotels in Salem city.

* Male respondents, respondents in the age groupO4gears, respondents having upto H.Sc qualification
employed persons, respondents whose monthly famityme is above Rs.35000, guests of the LRN Exuoejie

are more satisfied towards services of the selgei$in Salem city.

e There is no significant relationship among the ptaece levels of the respondents belonging to rdiffegenders,
age groups and occupations towards perceived sequality in the select hotels in Salem city. Angligant
relationship is found among the acceptance levekhe respondents belonging to different educatictatus,

income groups, and hotels they belong to towardsepeed service quality.

* Female respondents, respondents in the age graop30pyears, respondents having upto H.Sc qudiifica
retired persons, respondents whose monthly famdgre is upto Rs.15000, and guests of the LRN hayleer

acceptance level towards perceived service qualitiye select hotels in Salem city.

e There exists consistency among the acceptancesle¥ainale respondents, among the respondents iagbe
group 41-50 years, among the respondents who hateeHiSc qualification, among the employed respaotsje
among the respondents whose monthly family incosneipto Rs.15000, and among the guests of the LRN

Excellency towards perceived service quality ingbkect hotels.

» The gender, age and education of the guests hawgndicant effect on the perceived service qyaiit the
select hotels. Monthly family income of the respeni$ has significant effect on the perceived serugiality at

5% level of significance.

» There is a significant difference in the acceptaleel of the guests between expected and percdexssds
towards assurance, reliability, empathy, respomgise and tangibility dimensions of the service iguah the

select hotels in Salem. Hence, there exists sepgcimrmance gap in all the dimensions of servigality in the
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select hotels.

e Out of 500 respondents, 31.60%, 42.20%, 16.40%,a8® 1.80% of the respondents strongly agree, agree,
neither agree nor disagree, disagree and strongfgie respectively towards assurance dimensitreafervice

quality in the select hotels.

» About 18%, 36.20%, 33.60%, 11.80% and 0.40% ofréspondents strongly agree, agree, neither agree no
disagree, disagree and strongly disagree respBctiowards empathy service quality dimension in Hedect

hotels in Salem city.

e Out of 500 respondents, 27.40%, 37.80%, 22.8090%8.4nd 2.60% of the respondents strongly agre@eagr
neither agree nor disagree, disagree and stronghagie respectively towards reliability dimensafnservice

quality in the select hotels in Salem city.

* About 28.40%, 39%, 24%, 8.40% and 0.20% of theardpnts strongly agree, agree, neither agree saguie,
disagree and strongly disagree respectively towagsisonsiveness dimension of the service qualithénselect

hotels.

»  Out of 500 respondents, 34%, 39.20%, 22.80%, 3%l &mhdf the respondents strongly agree, agree,aratiree
nor disagree, disagree and strongly disagree riégplgctowards tangibility dimension of the servigeality in
the select hotels in Salem city.

» Respondents ranging from 38.20 per cent to 45.4@eet state that lack of staff involvement, delagervice,
absence of innovativeness, higher fee and lacletfiled disclosures are the problems with the séletels in
Salem city About 46.40% and 47.60% of the respotsd@noblems with respect to the select hotelsradeicing
rate of reliability, and absence of guest compliomnitoring cell. Absence of feedback from gueatssence of
transparency and lack of quality improvement itiities are the problems of the respondents in tleetskotels at
50.60%, 53.60% and 56.40% respectively.

SUGGESTIONS

» The select hotels should have reliable and depéaddif that is honest and diligent. Therefore, $klect hotels
may identify fail points in service processes whae most vulnerable to mishap by soliciting inpfrsm
employees, by analyzing customer complaints, anchéyping the service process itself blueprintingctSpoints
should include not only customer contact pointd, dso places where one functional unit is dependeon

another functional unit for processing.

* The select hotels must make promises which it knibwsn easily achieve and must perform all itwisess at the

promised time.

e The select hotels lack in terms of the privacy thegvide. Therefore, it is suggested that care Ishbe taken to

make sure that the guests don't get disturbed r@ngien proper privacy.

e The staff of the select hotels should be kept awhut the latest developments in and around thed ko that

they have enough knowledge to be able to answarghests' queries.

» The staff of the select hotels should be regularhde to realize what the hotel's main aim is. Timeggt be told
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about the importance a customer holds for theielhszt that the staff is more willing to serve thests well.
» Some sort of entertainment services should bedatted e.g. video games for the children in thecsdletels.

» The hotel operators influence customers' expectdgwgels by the explicit and implicit service praes they
make, a key approach to managing expectations msateage the promises. Thus, hotel operators hdetter
chance of meeting customer expectations when piemises reflect the service actually deliveretieathan an

idealized version of the service.
CONCLUSIONS

Consumers will make a decision and taking an adbiased on their perceptions. Good service hesrsirthe
customer's perception of a service presented byethgloyee, in which if the perceived service edoathe expected
service, they perceived that there is a qualitthim service. In hotel industry, service quality,amsextremely subjective
category, is crucial to the satisfaction of theemti It is therefore imperative for managers inehatdustry to apply the
service quality model for the measurement of sergjaality in their own hotel company, in order #iisfy the guest’s
expectations and ensure a position on the growlobad tourist market. Lack of staff involvement,lae in service,
absence of innovativeness, higher fee and lacketdildd disclosures, reducing rate of reliabilifhsence of guest
compliant monitoring cell, absence of feedback frguests, absence of transparency and lack of gualprovement
initiatives are the problems of the respondentthin select hotels. Recommendations are made toouaphe service
quality of the select hotels in Salem city.
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