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Editors Note

“Research is to see what everybody else has seen and to
think what nobody else has thought.”

— Albert Szent-Gyorgyi

We are delighted to announce the new issue of Tourism Innovations-the Journal of Indian
Tourism and Hospitality Congress. It is truly a delightful moment to reflect the evolving
issues of tourism with contemporary date, high excellence and original research papers together
withsignificant and insightful reviews. This journal aims to be intellectually vibrant, engaging

and open, and to the same time integrative and inspiring.

Over the last few decades, Tourism studies has evolved highly disintegrated and concentrated
into different theme capacities, or strengths. The academics consideration has resulted in the
publications of hundreds of referred articles in media. nonetheless Tourism Innovationsis
specifically devoted to evolving subjects in tourism and hospitality industry not only in India

but all across the globe.

Our special thanks to all the members of the Advisory Board and the reviewers who have
endlessly helped and reinforced in many ways and have given their valuable time and other
commitments. Lastly, our heartiest gratitude to all the contributors for their solid support for
research creativities, and all the readers who have continuously shown their interest in the
concerned journal. We look forward to accept your manuscripts and fruitful response for

more developments.

Chief Editors
Prof. S.P. Bansal
Prof. Sandeep Kulshrestha



Guest Editorial

Contemporary Tourism and its Changing Paradigm

G. G. Saxena
Senior Vice President, Total Synergy Consulting Pvt. Ltd.

Who had imagined in the last decade that the
travelers will start giving preference for stay in
Bed and Breakfast accommodations/Homestays
and such service providers like BnBNation,
AirBnB, etc. will become such big companies!

Slowly and steadily the traveling trend has
changed. Yes, the tourism trend that started with
Tirthatan, Deshatatan and then Paryatan has been
evolving rapidly! In the last 20-30 years, the
tourism has changed the economy of countries
with negligible contribution of tourism earlier to
10.4% contribution of tourism in countries’ total
GDP [WTC figures]. If we look at the Tourism’s
contribution to the country’s employment has also
increased exponentially from insignificant figure
to 9.9% now. [WTTC the Economic Impact of
Travel and Tourism, March 2018]. Understandably,
countries are now looking for ways to increase
domestic and foreign tourist arrival. The scenario
is changing fast with such a pace that the
competition for attracting more and more tourists
has become order of the day for countries’
governments as well as its private players.

World Economic Forum / World Bank / UNWTO,
UNWTC and large number of international, national
& local organisations are in the process of evolving
methods for bringing more prosperity through
tourism. Goal of every country is to connect
community with tourism benefits by way of
prosperity and employment generation.

Tourism falls in tertiary sector and is considered
to be the highest employment generator. If figures
of Indian Government sources are to be believed,
an investment of INR 1 million generates 18, 45
and 78 jobs in agriculture, manufacturing and
tourism sector respectively. World Economic
Forum has evolved ‘Travel and Tourism
Competitiveness Index” based on 14 parameters
which may affect tourism arrival in a country.
The author, in one of the research articles on
‘Prospects of Tourism in South Asia’, presented
in an International Tourism Conference organised

by ITHC and UET, Italy, had analysed all factors
and found that the concept of ‘earning foreign
exchange per tourist’ in a country may be a
preferable criterion as this concept may reduce
number of incoming tourists with same earnings
while there will be lesser adverse effect on
environment. In India, an average stay of a
foreign tourist is about 21 days and their per-
day expenditure is approximately US$ 120 while
‘Expenditure per Tourist” in India is US$ 2618.
As against this, Spain which receives maximum
number of tourists across the world gets US$
824 as ‘Expenditure per Tourist’ despite the fact
that cost of living in Spain is very high. The
reason could be that duration of stay of each
tourist may be very short.

Today, development of tourism is based on
various factors like source of origin of incoming
tourist, mode of arrival, destination and effect
on environment at destination etc. Composite
study of all such cutting-edge factors is a burning
topic of research called, ‘Contemporary Tourism'.
This term is not well defined in textbooks but
changing the trend of tourism from original
geography could be well understood in the
following way:

“Contemporary Tourism is presently the most
relevant topic of study and implementation
globally. “ Let us delve deeper into the 4
components of Contemporary Tourism:

Source of origin
Route
Destination

BN e

. Environment

All the above-mentioned four components are
important in ensuring tourist movement from
place of origin to destination as discussed in
details by Chis Cooper and C. Michael Hall in
their book on the subject. Let us understand
the progress and innovations in understanding
various components of ‘Contemporary Tourism’.



Description of first three components also includes
the fourth component of environment pertinent
to these components.

1. Source of origin and its Environment

As far as “Travelers” place of origin” is concerned,
it could be visualized that every country is in
process of increasing income and employment
through tourism is in search of those travelers
who belong to “High-end category” which
means they spend more at the place of destination
and stay longer. Indian hosts prefer French,
Japanese, Chinese and American tourists as they
are treated as high-end as compared to tourists
coming from Sri Lanka, Bangladesh, and Israel
etc. Some developed countries exercise
discrimination in granting visa to travelers coming
from under-developed countries. So, the
environment at the place of origin may be
important for tourists as well as the hosts.
Tourists coming from Australia belong to
millennium category and are interested in
romantic places at destination. Tourists from
landlocked countries prefer to visit destinations
with sea beaches. Elderly tourists choose to visit
monuments and cultural places at the destination.

2. Route and its Environment

It is observed that even “Contemporary tourism”
fails to give ‘Route’ its due importance globally.
Tourism from places of origin to destination is
presently dependent upon availability of
traditional resources i.e. by air, train or bus.
However some innovative steps are being taken
by the developed countries towards this
component. ‘High end’ travelers have already
started reaching at a destination in a luxury
cruises, helicopters, seaplanes, luxury trains,
luxury cars and similar other means.

‘Camino de Santiago” route is one such example
in west while in India, the route of Vaishno
Devi or Tirupati Balaji could be said to be
‘experience gained’. Travelers enjoy themselves
throughout their journey by chanting and
sloganeering on way to destination. But as a
whole, the visits to Taj, Kumbh, Khajuraho and
other cultural destinations in India are yet to
invent “attractive journeys’ than using traditional
resources like air, train or bus etc. as usual.

3. Destination and its Environment

The experience gained by a traveler at a
destination matters a lot and helps generate
corresponding word of mouth publicity. A
traveler coming for religious purpose may not
be ‘high end’ than travelers coming to enjoy
nature or cultural heritage or do yoga or similar
other attractions at destination. In Developed
countries, efforts are being made by operators
to enhance “attractions” for travelers. On the
other hand, India and other developing countries
are far behind in this approach. For example, if
we consider 7-8 million travelers visiting Taj
Mahal annually, it is observed that most of them
finish the visit after clicking pictures and selfies.
There is neither benefit for community nor
immersive experience for travelers. Had there
been immersive experience for travelers, the local
community, too, would have been benefitted
by longer stay of travelers. For, extended stay
would have ensured more purchases of local
items, spending on eatables etc. at destination
resulting into ‘local area development’.

Community at Place of Destination

Taking a cue from above description, a fifth
dimension of “Contemporary tourism” may be
added as ‘community at place of destination’
because prosperity of community is not yet given
adequate importance in most of the developing
countries including in India. As per my
understanding, ‘environment” interpreted herein
does not address human aspect adequately which
is as important as ‘environment’ itself.

World Bank is working on contemporary tourism
products in India (Buddhism circuits), Nepal
(Lumbini’s local community especially women)
and Bhutan (in assisting the country to create
and regulate “cultural landscape”). All the three
projects relate to Inclusive development of
community, i.e., fiftth dimension of ‘Contemporary
Tourism’.

As regards destination experience, hotels are
generally treated as the only “accommodation
resources”. The author has worked on “Disruptor
in the accommodation industry by way of
popularizing homestays/Bed and Breakfast and
other experiential accommodation beyond
boundaries of hotel. (Book Reference: Indian



BnBs: An emerging disruptor in the hospitality
sector”). In this context, the hosted
accommodation is different kind of immersive
experience as the Preamble reads:

“The basic idea is to provide a clean and
affordable place for foreigners and domestic
tourists alike including an opportunity for
foreign tourists to stay with an Indian family
to experience Indian customs and traditions
and relish authentic Indian cuisine.”

In nutshell, it can be said that all governments
and its private sector constituents are in the
process of exploring new avenues in all 4 (or
say 5) components of Contemporary Tourism
to enhance its economy, prosper its community
and get more employment for its youth

Sources

1. WTTC Travel and Tourism Economic Impact 2018:
https://www.wttc.org/-/ media/files/reports/
economic-impact-research/regions-2018/
world2018.pdf

2. Contemporary Tourism: An International
Approach’ by Chis Cooper and C. Michael Hall

10.

11.

Saxena, Ambuj, Saxena, Dr Meenakshi and Saxena,
Dr G.G. (2018), ‘“Tourism prospects in South Asia’
(paper presented in International Tourism
Conference in Italy organized by ITHC and UET,
Italy

Reports, W. E. F.,, n.d. Travel and Tourism
Competitiveness Report 2017- India. [Online]
Available at: http:/ /reports.weforum.org/travel-
and-tourism-competitiveness-report-2017/country-
profiles/#economy=IND [Accessed 28 October
2018].

Cooper, C. & Hall, C. Michael, ‘Contemporary
Tourism: An International Approach’, Elsevier
www.economy.gov.ae/publication/Contemporary
%20Tourism.pdf (Accessed 1 February 2019)

World Tourism Organisation, 2014. UNWTO Annual
Report 2013, Madrid: UNWTO.

World Tourism Organisation, n.d. World Bank Data.
[Online]

Available at: https://data.worldbank.org/
indicator/ST.INT.ARVL?end=2016&locations=AF-
BD-BT-IN-NP-LK-MV-PKé&name_desc=false&start=
1995&type=shaded&view=chart [Accessed 25 10
2018].

Saxena, Dr.G.G., Saxena Anshul and Saxena, Ambuj,
(2018), ‘Indian BnBs: An Emerging Disruptor in
Hospitality Sector’, Delhi, Pragun Publications.

Preamble of the Incredible India Bed and Breakfast
guidelines: http:/ /tourism.gov.in/sites/default/



TOURISM INNOVATIONS

An International Journal of
Indian Tourism and Hospitality Congress (ITHC)

Vol. 9, No. 1, February, 2019

Contents

Editors Not
Guest Edito

Research
1.

rial

Papers

Gap Analysis and Net Promoter Score
Arvind Kumar Dubey, Subodh Kesharwani & Shweta Chandra

Understanding the Influence of Memorable Experiences on Behavioural
Intentions of Adventure Tourists in Himachal Pradesh

Suvidha Khanna & Radhika Mahajan

Determinants of Service Quality Attributes in Hotel Industry (MPSTDC?)
Leading to Customer Satisfaction

Prabha Kiran & Anil Kumar

Potentials and Prospects of Heritage Tourism: A Case Study on Thanjavur
R. Revathi

Understanding Competitiveness: A Study of the Impact of E-tourism
on Porters Five Forces

Faizan Ashraf Mir & Ab. Hamid Rather

Can Incidence of Crime and Riots be the Barrier of Tourism
Development in North East India?

Bidyut Jyoti Bhattacharjee

Locating Mapithel Peak (Pesii) Ancient Meditation Centre:
Feasibility & Viability for Adventure Destination

Lucy Jajo Shimray

Travel Decisions of Tourists and its Association with other Factors Before
and During the Visit to the Destination: Comparison of Foreign and
Domestic Tourists Visiting Himachal

Sandeep Guleria

(ii1)

(tv-vi)

1-14

15-22

23-37

38-43

44-56

57-66

67-73

74-91



9. Talent Development: A Review in Context
Rajeev Ranjan Mishra

10. Mapping of Expectations and Experiences of the Tourist
Staying at HPTDC Hotels

Anil Kumar, Neeraj Aggarwal & Vishal Kumar

11. Significance of Ecotourism in Developing Countries: A Paradigm Shift
Towards Social Transformation in Marginalized Sectors

Remya R Kumar, Manoj Edward & Tinu Tresa Thomas

Research Notes:
12. Need for a Central Law on Tourism in India

Dhruva C.K.V.

13. Agritourism: Perspective and Prospects
Latika Pandey, Akanksha Rastogi, Ayyanadar Arunachalam & Trilochan Mohapatra

92-102

103-111

112-123

124-129

130-138



Tourism Innovations

Vol.

9, No. 1, February, 2019, pp. 1-14

Gap Analysis and Net Promoter Score

Arvind Kumar Dubey, Subodh Kesharwani & Shweta Chandra

g

ABSTRACT h

The current paper is the study of Gap Analysis in between importance and satisfaction
perceived by Indian domestic women travellers related to destination attributes like accessibility,
accommodation, amenities, attraction and ancillary services. The paper also discuss about the
calculation of Net Promoter Score and its use in travel and tourism industry. Gap Analysis
is done on basis of difference in the mean score of importance of attributes/services and
satisfaction level of those attributes/services. Gap Analysis is an important tool for interpreting
output related to attributes/services importance to tourist and satisfaction level of tourist
with those attributes and services.Net Promoter Score (NPS) is a customer loyalty metric to
gauge customer’s feeling about product or services. It was developed in the year 2003 by
Fred Reichheld of Bain Company and Satmetrix Company. Net Prompter Score gives a
number which is easily interpreted as “ Customer Satisfaction Score”. This Customer Satisfaction
Score can be compared with time period/frame or with different companies/industry may
be competitors. NPS provides insight about the strength of customer base for a product/
service or company.

Keywords: Gap Analysis, Net Promoter Score, Destination Attributes, Promoters, Passive,

Detractors.

J

Travel trends in Indian Domestic Market

As per the report released by National Sample
Survey Office (NSSO), Ministry of Statistics and
Programme titled “Key Indicators of Domestic
Tourism in India” 1 (2014-June) revealed some
interesting facts. The survey covered the whole
of the Indian union and conducted by NSSO
during the period July, 2014 -June, 2015.

At least 19% of Indian household reported
one overnight trip.

Main purpose was holidaying, leisure and
recreation, health/ medical and shopping.

48% (single member trip) from household
performed by women with purpose of health
and medical

Arvind Kumar Dubey
Subodh Kesharwani

Shweta Chandra

May-June period was for holiday, leisure and
recreation. December-February was for
shopping.

59% (Urban) and 23% (rural) purpose was
holidaying.

Rural used mostly road or bus and urban
area used bus and train.

Average duration of trip was 5.4 nights for
rural area and 6.7 nights for urban area.
Maharashtra had maximum visitor trips
(1.51 crores), followed by Uttar Pradesh (1.43
crores) overnight trip.

The NSSO survey collected the data in two
duration slabs travel completed in last 365
days for holiday, medical and shopping
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purposes and travel completed in the past
30 days for business, religion, social, education
and other reasons. Under trips in last 365
days, 49 per cent of single member overnight
trips for health reasons were by women,
highest in any category.

Percentage of women travelling alone of all single member
trips (state wise)

India over and over again has been questioned
regarding women safety and carries a reputation
of being unsafe across the globe resulting is
anxiety and fear among women. On the other
hand the changing paradigm of the society has
resulted in increased women travel on domestic
front as shown and revealed by NSS survey. In
spite of lack of safety and high vulnerability of
women nearly 40% solo overnight trips are
undertaken by women in India with the
percentage higher in rural Indian reported as
41% and 37% in cities. In depth analysis of
domestic travel trends show that the state of
Punjab is at top in single woman travelers where
in about 66% cent of solo member trips were
by women. The NSSO survey revealed that
women in southern states of India also travelled
extensively with the exception of Karnataka and
this may be related to perception of southern
India being safer for women as compared to
that of northern India. In Telangana 60 per cent
of all single member trips were done by women.
Southern states carry a better image and the
fact that they are also high on several social
indicators —fertility rates, sex ratio, average age
of marriage for women, and education cannot
be ignored either. Hence it is an indication that
women safety is somewhere related to cultural
and social norms.

Percentage of trips by women of all single member overnight
trips for different purposes in past 365 days

Rurai Urban oiai
Holiday, leisure and recreation _ 30
a4 D s @
Shopping 17

Get the data Created with Datawrapper
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In stark contrast to the numbers for medical
tourism, only 2% of single member business trips
were by women who can be related to low
percentage of women workforce participation
in India which is just 25 per cent and only 14
per cent of India’s businesses are led by women.
Only 21 per cent of the trips - (18% in rural
and 25% in urban) were for education and
training purposes which can be linked to low
literacy among women as only 691 women in
India attend college for every 1,000 males and
this ratio steeply drops to just 531 in the bracket
of 25-29 years, as an analysis by India Spend
had revealed. But a significant increase in number
of women travelers has been recorded and
planners and travel and tourism executers will
have to consider this specific aspect in all their
approaches. Some research indicated that Indian
women travelers will be one of the most confident
travelers and they prefer to travel iconic places,
spend much on flight and food in comparison
to accommodation and they prefer customized
travel packages from travel agent and tour
operators. Some of the women travel companies
are Women Traveller/Trekker in India, Women
on Wanderlust based out of New Delhi, Soul
Purpose Travel operating out of Gurugram and
The Wander Girls - Mumbai.

Components of travel

Travel is an integrated phenomenon created
around a central focal point known as
Destination. Everything in travel revolves around
a destination. Destination can be said to be the
travel product which is marketed and promoted
and has got the pull factors. Destination is also
characterised by multidimensional attributes
which give it an image and appeal and fulfil
the needs of a particular segment of tourists.
Destination has to have some essential features
to enable it to be seen as a tourist destination.
All these features required in a destination are
popularly known as A,s of tourism. This list is
dynamic and new A’s are being added from

ISSN No. 2278-8379
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time to time. Currently the popular’s can be
listed as accessibility - the connectivity of a
destination ensuring the reach of the place and
can be by road, rail, air and water or through
a self driven vehicle. It is not necessary that a
destination can be reached by using a single
means but many times due to the location of
the destination is such that a combination of
the different means of transport is required.
With the development of the means of transport
the travel has become easy, affordable, safe and
comfortable and this is a big reason for the
boom in travellers across the world.

Any travel whether domestic or international
requires money to be spent and the money in
disposal form is an important factor in deciding
the requirements of travel including the type of
hotel, choice of mode of transport, activities
and attractions to be covered at a destination.
Nonetheless the travel agencies have different
packages suiting different budgets making it easy
to pick up the itinerary with- in one’s budget.

A very big credit to popularising the exotic
locations can be given to movies and social media.
The places shown in movies, pictures posted on
face book by family and friends trigger the desire
to visit the locations. The role of film Dilwale
Dulhaniya Le Jayenge in popularising Switzerland
can’t be ignored and has an impact up to an
extent that there are movie cut-outs at all
shooting locations.

Travel is human movement and so all basic
human needs of food, water and shelter are
mandatory during stay and travel. The basic
need of shelter during night as good night sleep
is covered under ‘A” of accommodation. In this
sector also there are different budget ranges
for a traveller to select from. This includes-
hotels, hostels, dormitories, BnB, home stays,
exotic resorts and super deluxe hotels

Amenities, another essential attribute of
destination includes all the basic facilities that
make a place liveable, safe and secure including
police assistance, roads, support and help from
locals, food, public convenience, tourist help desk,
transport etc. These are not specially created
for tourist but they form a part of the
infrastructure of the destination and are used
by the locals as well. And that is why it would
not be wrong to say that when tourism develops

Vol. 9, No. 1, February, 2019

the whole society is uplifted.

Last but not the least and probably the most
important attribute of a destination is the
attraction. These are the pull factors and form
an important link of memory recall. People imagine
TAJ when they think of India and visualise Eifel
tower when thinking of Paris. These destinations
are icons and create memories. Attractions can
be natural like rivers, valleys, springs and
waterfalls and manmade like temples, monument,
towers, forts etc. These add value to the visit
and create memories, enrich knowledge and are
important part of the overall travel experience.

This is not all, to make a place comfortable and
convenient for travellers a network of other things
like tourist support, availability of guides, maps,
money exchange, market places, proper signage,
brochures etc has to be in place.

All the attributes are important for travellers
but individual importance assigned to each will
depend on the motive of travel, age of traveller,
type of traveller, occupation or gender of traveller.

Objectives of the Study

* To critically evaluate the attributes of A’s of
tourism on the basis of importance and
availability from domestic women travellers
perspective

* To find out the overall satisfaction of domestic
women travellers while travelling in India

¢ To calculate and find the NPS score of India
by domestic women travellers

* To study the perception of domestic women’s
travellers for India as a travel destination

* To find out how do domestic women
travellers rate India on the safety parameter

* To find out whether women feel
uncomfortable while travelling and analyse
the underlying reasons for the same.

Research Methodology

Survey was conducted in the month of
December 2017 at Puna (Maharashtra-India).
On basis of literature review a questionnaire
was prepared and by conducting Pilot Study
it was finalized. 120 questionnaires were
distributed electronically (survey monkey,
WhatsApp, social media) and personally

ISSN No. 2278-8379
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distributed to offices, art groups and work
groups. It was convenient sampling and 100
questionnaires were found suitable for analysis
and 101 questionnaires were suitable for NPS
calculation. Questionnaire consisted of
Demographic Study, Motivation of Travel,
Essential Attributes, Special arrangements and
reason for that. Then the question based on
parameters related to the A’s of tourism which
were to be rated as per their perceived
importance and corresponding satisfaction
levels. The women were also asked to share
their major challenges and delights. The data
was analysed using SPSS. Means were calculated
for the attributes to see their importance. As
the attributes of A’s of tourism were rated on
dual parameters - importance and satisfaction
the gap analysis was done to identify the
improvement areas.

Gap Analysis was done on basis of difference
in the mean score of importance of attributes/
services and satisfaction level of those
attributes/services. Satisfaction level and
Importance were studied on likert scale. Gap
Analysis is an important tool for interpreting
results related to attributes/services importance
to tourist and satisfaction level of tourist with
those attributes and services.

They were also asked to rate India as a
destination and how likely are they to

recommend India to fellow women friends. This
formed the NPS question. The respondents were
also asked to reveal the constraints faced during
travel in India and about the support system in
uncomfortable situations. All the questions were
structured and the respondents were required
to rate or choose.

FINDINGS OF RESEARCH

The important A’s of tourism were each divided
into micro parameters and the respondents were
asked to rate each parameter on importance and
satisfaction. The means were calculated for each
parameter both for perceived importance and
felt satisfaction. The mean of importance was
subtracted from the mean of satisfaction. The
ratings were then plotted on graph and following
outcomes were observed. The resultant value
could be in positive or in negative. The positive
value shows good satisfaction level with less or
no scope of action and improvement. Whereas
the negative value shows vast lag in satisfaction
thus showing tremendous scope for improvement.
The red line on the graph is the middle point.
Sometime the value is 0, shows a perfect balance
of importance and satisfaction.

Accessibility Micro Parameters Analysis

Table 1: Difference between the mean of Satisfaction and Importance

Accessibility Attributes Importance | Satisfaction Gap
Convenience 3.18 3.18 0
Cleanliness and Hygiene 3.89 135 -2.54
Safety 3.35 1.56 -1.79
Comfort 3.35 1.67 -1.68

Gap analysis between satisfaction and importance of accessibility

safety =y I

I

cleaniness and H

Conver

0
jence

-2
ACTION REQUIRED

0o

1 2
NO ACTION REQUIRED

Chart 1: The Gap Analysis Representation Adapted from
www.datarevelations.com/importancesatisfaction.html
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Accommodation Micro Parameters Analysis

Table 2: Difference between the Mean of Satisfaction and Importance

Accommodation attributes Importance Satisfaction Gap
Food and Beverage 3.35 3.3 -0.05
Convenience 3.6 3 -0.6
Safety and Security 43 29 -1.4
Cleanliness and Hygiene 3.8 21 -1.7
Medical care and emergency 3.7 23 -1.4

Gap analysis between satisfaction and importance of Accomodation

medical care and emergency [
-14

Cleanliness and hygiene 17 4

Security and Safgty 14 3

convenience 06 2

-0.051

2 1 0 1 2 3
ACTION REQUIRED NO ACTION REQUIRED

Chart 2: The gap Analysis representation adapted from
www.datarevelations.com/importancesatisfaction.htmla

Amenities Micro Parameters Analysis

Table 3: Micro Parameters of Amenities

Facilities Parameters Importance Satisfaction Gap
Food and Beverage 1 3.35 3.2 -0.15
Transportation 2 31 26 -0.5
Public: Utility services 3 3.3 1.7 -1.6
Pedestrian Comfort and Traffic 4 3 1.5 -1.5
Tourist Helpdesk 5 2.8 21 -0.7
Support of locals 6 25 25 0

Police and Government Support 7 3.2 1.5 -1.7

Vol. 9, No. 1, February, 2019 5 ISSN No. 2278-8379
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Gap analysis between satisfaction and importance of Amenities

Police and governmegt siipport I 7
Support of locals & | o

Tolrist Helpdesk 07 5

Pedestrian comfort gnd traffic 15 4

|

Public Utility Serpices 16 ! )

Transportation 57

015§

-1 0 1 2 3

2
ACTION REQUIRED NO ACTION REQUIRED

Chart 3: The gap Analysis representation adapted from
www.datarevelations.com/importancesatisfaction.html

Attractions Micro parameters Analysis

Table 4: Micro Parameters of Tourist Attractions

Facilities Parameters Importance | Satisfaction Gap
Cleanliness and Hygiene 1 37 14 -23
Connectivity and Accessibility 2 31 25 -0.6
Public convenience and Faculties 3 34 1.9 -15
personal Safety and Security 4 38 2.2 -16
Availability of Guides and Information 5 2.8 2.3 -05
Tourist Hel pdesk 6 3 21 -0.9

Gap analysis between satisfaction and importance of Tourist Attractions

Tourist help desk ob g

Guides and informatign

05 5
Personal Safety arjd security
Y y o 7
|
Public Conveniencq and Facilities: _1!5 3

Connectivity and accdssibility [EgEmg

23 Cleanliness and hygiene 1

2 -1 0 1 2 3
ACTION REQUIRED NO ACTION REQUIRED

Chart 4. The gap Analysis representation adapted from
www.datarevelations.com/importancesatisfaction.html
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Ancillary Services Micro parameters

Table 5: Micro Parameters of Ancillary Services

Facilities Parameters | Importance | Satisfaction | Gap
Banksand ATM 1 3.6 4 04
Mobile Data 2 33 14 -2.1
Public Transport 3 34 14 -2

Credit and debit card Facilities 4 24 4 16
Police Assistance 5 38 1 -2.3

Gap analysis between satisfaction and importance of Ancillary Services

4 — credt and debit card

Public ransport &*

Mobile data H ! |

1 h 04  Barks and ATM

-2
ACTION REQUIRED

o 1 2 3

NO ACTION REQUIRED

Chart 5: The Gap Analysis Representation Adapted from
www.datarevelations.com/importancesatisfaction.html

As far as accessibility is concerned the identified
improvement areas revealed are comfort, safety
cleanliness and hygiene whereas women travelers
were more satisfied by convenience which covers
frequency, fare, connectivity and ticketing etc.

The analysis of accommodation shows good
satisfaction with respect to food and beverage
and convenience and showed scope of
improvement in cleanliness, security and safety
and medical care and emergency provisions.

The amenities analysis revealed that women
travelers are getting good support from local
people and tourist helpdesk and food/beverage
is quite good. Area of improvement is police/
government support, pedestrian/traffic and public
utility services.

The tourist attraction show improvement required
in almost all parameters with cleanliness and
hygiene at top most place followed by, safety
and security and then provision for public
convenience and facilities.

The analysis of ancillary services showed good
satisfaction in financial service — banks and ATM
and also the debit and credit card facilitates.
The improvement areas highlighted however
were Police assistance which showed a huge

Vol. 9, No. 1, February, 2019

gap in importance and satisfaction followed by
mobile and data connectivity and then Public
Transport.

NPS - Net Promoter Score

Net Promoter Score (NPS) is a customer loyalty
metric to gauge customer’s feeling about product
or services. It was developed in the year 2003 by
Fred Reichheld of Bain Company and Satmetrix
Company. Net Prompter Score gives a number which
is easily interpreted as “Customer Satisfaction Score”.
This Customer Satisfaction Score can be compared
with time period/frame or with different companies/
industry may be competitors. NPS provides insight
about the health of customer base for a product/
service or company. It measures customers’

1) Willingness to recommend (friends, relatives.
colleagues)

2) Overall Satisfaction.

3) Loyalty

By tracking NPS one can plan for improvement

in the product or services. Nowadays hundreds

of big companies are incorporating surveys of

NPS into their business. NPS also helps in

reducing customer churn rate (customer ceases

relationship with company).
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The survey of NPS simply asks one question
based on 0-10 scale (Not at all likely to Extremely
Likely). The NPS question is:-

“How Likely is it that You Would Recommend
This Company/Product/Service to a Friend or
Colleague?”

The answer of this question is based on 0-10
and it ranges between -100 and 100. Minus 100
is the worst and 100 being the best. Based on
0 to 10 rating customers are classified into 3
groups i.e.

1) PROMOTERS :- Rate 9-10

2) PASSIVE :- Rate 7-8

3) DETRACTORS:- Rate 0-6

After classification of customers one can calculate
Net Promoter Score (NPS) by using percent of
Promoter Score and Detractor Score. Passive
customers are not used for calculating Net
Promoter Score.

NPS Calculation

Net Promoter Score= (% Promoters- % Detractors) x 100

A negative NPS is considered Bad, over 30 score
is considered Good, over 50 is Great and over
70 is Excellent (World Class). There is no well
accepted single formula/ digit to determine what
a “Good” score is because every industry is
unique in itself.

Features of Classified Customers

1 Promoters Brand ambassadors, Very Enthusiastic, Loyal, Fuel Growth, Word of Mouth
Publicity, Positive Influence, Fans, Repurchase

2 Passive Neutral, Most likely not tarnish image, Neither Emotionally invested nor
Disengaged. Uncommitted, Susceptible to competitive offerings. Not used in NPS
calculation.

3 Detractors Dissatisfied, Damage Brand, Negative Word of Mouth, Danger, Negative Influence.
Proactive outreach requires for mitigating damage.

The present study shows that the NPS of India as a destination by domestic women
travelers came out to be 43 which is a good score.

DETRACTORS

PROMOTERS

otttz s i ts e 9 10

Net Promoter Score — - % Detractors

Chart 6: NPS Calculation

Table 6: NPS Rating
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NPS Rating
Score | Frapeacy | Pearaat | Vafid Pereent Category
Vafid 2 1 1.0 1.0
3 1 1.0 1.0
4 3 3.0 3.0
5 1 1.0 1.0
E 4 4.0 4.0 Detractors
7 IE 15.8 15.8
8 22 21.8 21.8 Passive
9 46 45.5 45.5
10 7 6.9 6.9 Promotors
Total 101 100 100
v i ¢} ) o
FIETET
(@ quicksearch

feedback solutions

Source: Based on Net Promoter Score Calculator (www.npscalculator.com/en)

Detractors 9.9 %
Passive 37.6%
Promoters 52.5 %
NPS 43

Source: Based on Net Promoter Score Calculator (www.npscalculator.com/en)

Voice of Women Travelers

Table 7: Safe and Unsafe Places as Perceived by Travelers

The women travelers were asked to share their perception about the safety of certain places. Most women perceived Hotels and
restaurants, schools, office, colleges, safe along with market place. Buses, trains and other public transport, roads and historical
monuments were perceived to be unsafe. The adventure activities were thought to be moderately safe. The result of the study is shown
below:
Market and public places
Frequency Percent Valid Percent Cumulative Percent
unsafe 14 14.0 14.0 14.0
moderately safe 79 79.0 79.0 93.0
Valid
extremely safe 7 7.0 7.0 100.0
Total 100 100.0 100.0
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Historical Monuments
Frequency Percent Valid Percent Cumulative Percent
unsafe 62 62.0 62.0 62.0
moderately safe 36 36.0 36.0 98.0
Valid
extremely safe 2 2.0 2.0 100.0
Total 100 100.0 100.0
Adventure activities
Frequency Percent Valid Percent Cumulative Percent
unsafe 31 31.0 31.0 31.0
moderately safe 60 60.0 60.0 91.0
Valid
extremely safe 9 9.0 9.0 100.0
Total 100 100.0 100.0

Table 8: Suggestions of Women Travelers to Make India Better for Tourist

Sno | Voiceof women travellers Freguency Per cent
1 Having more safety measures for women traveller 40 25%
2 People need to lean how to behave with women and treat them with respect 35 22%
3 Better hygiene and cleanlinessin places 30 19%
4 Good and clean toil ets which are well equipped for all women’s needs 22 14%
5 Better and safe locad transport 21 13%
6 Increased Palice presence 5 3%
7 Better Maintenance of Infrastructure 5 3%
8 Better coverage to public on tourism and independent travelers 2 1%
9 Increased awaress and Education 1 1%
10 People should be taught to have an open mind 1 1%

Top suggestions given by domestic women Top
suggestions given by domestic women travelers
were having safety measures for women,
education of people to behave and treat women

with respect. Better hygiene and cleanliness and
provision for good clean toilets emerged as main
need to the hour.

Women Harassment

Table 9: Women Harassment

VARO00158
Freguency Per cent Valid Percent Cumulatie Percent
Valid No 33 33.0 33.0 33.0
Yes 67 67.0 67.0 100.0
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Chart 7: Percentage of Women Who Felt
Uncomfortable

The data was collected in Pune with most of
respondents well educated, professionally
qualified, and from a reasonable well income
group. It was an eye opener to know that around
67 % women felt uncomfortable at some point
in their life. It is shocking to even think of this
percentage in rural areas. The shared reasons
include gender sensitive behavior followed by
lack of police support. Crowd and mismanagement
also emerged as one of the reasons.

Table 10: Reasons of Feeling Uncomfortable by Women Travelers

Reason for Feeling Uncomfortable

Frequency | Percent | Valid Percent | Cumulative Percent
Not willing 1 1.0 1.0 1.0
Chaos and mismanagement 2 2.0 2.0 3.0
Crowd and Indiscipline 19 19.0 19.0 22.0
Valid
Gender sensitive behavior 51 51.0 51.0 73.0
Lack of police support 27 27.0 27.0 100.0
Total 100 100.0 100.0
reasong for feeling 15 shared by female travellers
£
104 E]
l—ﬁ?—i E‘ - - -
mismanagement V:d::::;s behaviour support
Chart 8: Reporting of the Instance
Table 11: Reporting of Instance
Reporting of the Instance
Frequency Percent Valid Percent | Cumulative Percent
No 89 89.0 89.0 89.0
Valid |Yes 11 11.0 11.0 100.0
Total 100 100.0 100.0
Vol. 9, No. 1, February, 2019 11
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Majority of women as large as 89% did not
report the incidence backed by the reason of

lack of confidence in police, no help and support
to do the same and discouragement by family
and friends.

Table 12: Reason for Non-Reporting

Reason for non-reporting
Frequency | Percent | Valid Percent | Cumulative Percent
Valid |Family and friends stopped 8 8.0 8.0 8.0
Lack of confidence in police security 45 45.0 45.0 53.0
No help and support 46 46.0 46.0 99.0
Not aware of the complaint procedure 1 1.0 1.0 100.0
Totd 100 100.0 100.0
Reasons for non reporting
504
40
& 101
c
[
3
H
« 9
204
104
B
0 T T T T
Family and friends ~ Lack of confidencein Mo help and support ot aware of the
stopped police security complaint procedure
VAR00162
Chart 9
Conclusions of the gap analysis were -

The report of NSSO makes it necessary to conduct
the research to know the concerns of women
travellers.The gap analysis of the micro
parameters of major A’s of tourism revealed
many areas where we as a country need to
make improvements so that the travel can be
made fearless, comfortable and enjoyable. The
survey does not have any direct question about
the feeling of travel but it can be safely
concluded that women have fear and face
discomfort in travel. Some of the key highlights

Vol. 9, No. 1, February, 2019
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As far as accessibility is concerned the identified
improvement areas revealed are comfort, safety
cleanliness and hygiene where as women travelers
was more satisfied by convenience which covers
frequency, fare, connectivity, ticketing etc.

The analysis of accommodation shows good
satisfaction with respect to food and beverage
and convenience and showed scope of
improvement in cleanliness, security and safety
and medical care and emergency provisions
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The tourist attraction study clarified that
improvement required in almost all parameters
with cleanliness and hygiene at top most places
followed by, safety and security and then
provision for public convenience and facilities.

The amenities analysis revealed that women
travelers are getting good support from local
people and tourist helpdesk and food /beverage
is quite good. Area of improvement is police/
government support, pedestrian/traffic and public
utility services.

The analysis of ancillary services showed good
satisfaction in financial service - banks and ATM
and also the debit and credit card facilitates.
The improvement areas highlighted however
were Police assistance which showed a huge
gap in importance and satisfaction followed by
mobile and data connectivity and then Public
Transport.

The NPS of India as a destination by domestic
women travelers came out to be 43 which is a
very good score. Despite of all grey areas,
problems and challenges, Indians like India and
they are likely to recommend Destination India
to others .This shows the undying fighting spirit
of Indian women who have managed their own
ways and means to be safe and travel safe in
India.

The suggestions given by were

* Having more safety measures for travelers

* People need to learn how to behave with
and treat them with respect

* Better hygiene and cleanliness in public
places

e Good and clean toilets which are well
equipped for all ‘s needs

* Better and safe local transport

* Increased Police presence
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¢ Better Maintenance of Infrastructure
¢ Increased awareness and Education

* People should be taught to have an open
mind
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Understanding the Influence of Memorable Experiences on
Behavioural Intentions of Adventure Tourists in Himachal Pradesh

Suvidha Khanna & Radhika Mahajan

( )
ABSTRACT

With adventure tourism industry witnessing exponential growth worldwide, researchers are constantly
making efforts to study and analyse the antecedents and the resulting effects of participation in
adventure tourism activities. Travellers today are becoming highly adventurous and mainstream
travel brands are steadily competing to offer appealing adventurous products, reporting immense
growth in their businesses. Being a vibrant, dynamic and fast-changing sector, tourism professionals
believe that this niche is going to grow exponentially for another decade. The Adventure Travel
Trade Association (2015) states that this accelerated growth can be accredited to various factors.
Firstly, more than a billion individuals engage in tourism activities every year, certifying that
participation in various subsectors of tourism is bound to intensify. Technological advancements
and innovations in recent years, too, have permitted higher participation in adventure activities as
it enables even the less skilled individuals to undertake activities which were otherwise inaccessible.
Lastly, an increase in disposable income can also be regarded as an important reason that has led
to immense growth in adventure tourism in the recent past, especially in Asia and Africa. To
increase their competitiveness, destination providers must focus at creating and delivering memorable
tourism experiences as memory is the single most important source of information for an individual
to decide whether he or she would revisit a location. The objective of the present study is to
understand the impact of memorable tourism experiences on satisfaction and behavioural intentions
of tourists undertaking adventure travel. The study area is Himachal Pradesh, which has the
second largest adventure tourism market of the country.

Keywords: Memorable Tourism Experiences (MTEs), Adventure Tourists, Satisfaction, Behavioural

Intentions
\_ J

1. INTRODUCTION

Recent years have witnessed a substantial
growth in adventure tourism industry across
the globe (Ministry of Business Innovation and
Employment, 2012). Once considered as a niche
and exclusive sector, the adventure travel
market has today become highly accessible to
the common masses and is now being
recognised as “one of the newest and fastest
growing sectors of the tourism industry” (Cater,

Suvidha Khanna

2006; Ewert & Jamieson, 2003; Pomfret, 2006).
The tourism arrivals in 2012 crossed the one
billion mark and adventure tourism was valued
at USD 89 billion globally. In the Indian
subcontinent, the tourism industry contributed
approximately 9.4 % to the total GDP and
generated approximately 8.0% of the total jobs
during 2017. It has attracted a capital investment
of 2,706.1 crores in 2017, which is expected to
grow at a rate of 6.7% per annum over the
next ten years (World Tourism & Travel
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Council, 2018). The country has been ranked
seventh globally in terms of size and fourth
in terms of long term growth of the travel
and tourism sector. Being the largest sector of
the country, government is regularly taking
initiatives and devising policies in order to
diversify its tourism product and to promote
India as a 365 days destination. For this
purpose, the Ministry of Tourism is aggressively
engaged at identifying, diversifying and
promoting various niche forms of tourism like
Cruise, Adventure, Wellness, Golf, MICE, etc.
and special attention is being given to
Adventure Tourism by declaring 2018 as the
year of Adventure Tourism (Ministry of
Tourism, 2018). The central government is
extending monetary assistance to various state
governments for the purpose of developing
adventure tourism infrastructure and to
purchase various water sport equipments.
According to a report submitted by Nielsen
(2016) to the Ministry of Tourism, the estimated
adventure tourist visits in 2015 was
approximately 3.5 million. This increased
popularity amongst the tourists to undertake
adventure activities and the participation of
government to promote Adventure Tourism put
researchers under an increased pressure to
further study, analyse and investigate this sub
sect of tourism.

The concept of adventure tourism mainly
revolves around the overall experience of the
tourists participating in the various adventure
activities while on a vacation. These experiences
are valuable only when they are kept and
remembered through the process of recollection
(Scott & Harmon, 2016). In today’s era of
‘experience-economy’, those who deliver
memorable experiences efficiently create a
competitive advantage and an admirable value
over those who don’t. In spite of this global
expansion in adventure tourism market,
research has been very constrained in this
domain (Cheng, Edwards, Darcy, & Redfern,
2016). Although studies have evaluated few
constructs like adventure recreation, education,
environment, risk etc., very little attention has
been paid towards examining the role of
experiences and the resulting outcomes of
participating in adventure activities (Tapar,
Dhaigude & Jawed, 2017). An understanding

Vol. 9, No. 1, February, 2019

of what constitutes the experiences of an
adventure tourist and the factors leading to
their satisfaction is, therefore, an important
consideration for the adventure tourism
operators and destinations in order for them
to provide new itineraries and improved
experiences for their consumers.

2. LITERATURE REVIEW
Adventure Tourism in Himachal Pradesh

With increased popularity amongst tourists to
visit newer and unexplored destinations, the
niche sector of adventure tourism has witnessed
an exponential growth worldwide (UNWTO,
2014) and newer destinations are entering this
competitive industry to provide rare and
incomparable experiences and appeal tourists
in large numbers. Adventure tour operators
suggest that hilly states like Jammu and
Kashmir, Sikkim, Himachal Pradesh and
Uttaranchal are largely preferred by adventure
participants. The state of Himachal Pradesh
witnesses a spectacular topography that enables
tourists to perform various adventure activities
and is considered the ‘playground” of adventure
travellers. The literature reveals two categories
of adventure activities : soft and extreme/hard
(Swarbrooke, 2003; Van der Merwe, 2009). The
state hosts both soft and hard adventure
activities, allowing people from all age groups
to participate in various adventure activities
as per their preference, strength and will (Raj,
2017).

Situated at an altitude of roughly from 1400
ft. to over 20,000 ft., this state offers adventure
activities like trekking, mountain climbing, heli
skiing, river rafting, mountain biking, jeep
safari, kayaking, angling, parasailing etc. As
per a report by Ministry of Tourism (2016),
the state of Himachal Pradesh stood second
in terms of annual adventure tourist visits in
the country (5,49,774) after Uttrakhand. The
state also generated a revenue of approximately
468.9 crores solely through the annual
adventure tourist visits during 2015. As Muller
& Cleaver (2000) state “Adventure tourism is
characterized by its ability to provide the tourist
with relatively high levels of sensory
stimulation, usually achieved by including
physically challenging experiential
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components”, the diverse terrain and the
picturesque topography of the state provides
the tourists with experiences that highly
thrilling, fascinating and exciting, thereby
attracting adventure tourists in large numbers.

Memorable Tourism Experiences (MTEs)

Past studies reveal that experiences are the
essence of tourism (Pine & Gilmore, 1999;
Denove & Power, 2006). An individual’s
subjective evaluations and undergoing of events
related to the tourist activities which begins
before (planning and preparation), during (at
the destination) and after (recollection) the trip
are regarded as tourism experiences (Tung &
Ritchie, 2011). They are a complex concept,
which is subject to multiple interpretations,
resulting from the influences of emotional,
situational, practical and personal variables (Den
Breejen, 2007). However, with continuous
contribution and advances in the field of
tourism experiences, newer perspectives have
come to existence. As identified by Ritchie,
Tung, and Ritchie (2011), some of the categories
of experiences are: great experience, quality
experience, extra ordinary experience,
memorable experience and the creative
experience; although these terms are being used
interchangeably in the current literature
(Knobloch, Robertson, & Aitken, 2016).

The contemporary experience literature is
steadily highlighting the significance of
delivering memorable tourism experiences,
attracting a lot of attention from researchers
and practitioners. Kim, Ritchie & Tung (2010)
define memorable tourism experience as “a
tourism experience remembered and recalled
after the event has occurred”. Tsai (2016)
regards memorable tourism experiences as ‘a
tourism experience involving positive memories
that is generated after an individual undergoes
special and surprising tourism activities or
events in person.” They are selectively
constructed, based on an individual’s
assessment of the tourism experience, which
offers to unify and reinforce recollection of such
gratifying memories of destination experiences
(Kim et al., 2012). This holds more relevance
in case of adventure tourism as it is capable
of providing relatively new, unique and
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memorable experiences, which tourists these days
are continuously in pursuit of (Swarbrooke,
Beard, Leckie, & Pomfret, 2003). Tourists
participating in various adventure activities
explore destinations looking for rare and
incomparable experiences, even if it requires them
to pay a premium price (UNWTO, 2014).

While selecting a destination, people often recall
past travel experiences (Huang & Hsu, 2009).
The better the experience provided by the
adventure tourism operators, the higher are
the chances of tourist being satisfied, spreading
a positive word of mouth and revisiting the
destination (Tapar, Dhaigude & Jawed, 2017).
The intensifying competition in the tourism
sector, thereby, requires the destination
operators to focus at creating and delivering
memorable tourism experiences (Neuhofer,
Buhalis, & Ladkin, 2012, 2015) so as to intensify
their competitiveness. Past studies have
identified that experience drives satisfaction,
which in turn drives behavioural loyalty
(Shankar, Smith & Rangaswamy, 2003). It is
therefore important to study memorable
experiences in order to understand tourists’
behavioural intentions (Kim, Ritchie &
McCormick, 2010; Lehto, O’Leary & Morrison,
2004; Wirtz et al.,, 2003). Researchers have
popularly argued in the past that memorable
tourism experiences are like a benchmark for
tourists and they predict their future behavior
(Chandralal, Rindfleish, & Valenzuela, 2015;
Kim, Ritchie, & McCormick, 2012; Neuhofer,
Buhalis, & Ladkin, 2014). The present study
intends to understand the impact of memorable
tourism experiences of the tourists undertaking
adventure travel, specifically in the state of
Himachal Pradesh, on satisfaction and thereby,
their behavioural intentions.

Hence, the following hypotheses are suggested
for the study:

H1: Memorable Tourism Experiences have an
impact on Satisfaction of adventure

tourists.
H2: Adventure Tourists” Satisfaction positively
influence their Behavioural Intentions.
H3: Memorable Tourism Experiences of
Adventure Tourists have an impact on
their Behavioural Intentions.
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RESEARCH METHODOLOGY
Survey Instrument

A self-structured questionnaire consisting of five
sections was employed for the purpose of
collecting data from the respondents. These five
sections covered respondents’ (a) demographic
characteristics, (b) Memorable Tourism
Experiences, (c) Satisfaction, (d) Behavioural
Intentions and, (e) Remarks or Suggestions
respectively. The first section aimed at collecting
the demographic information of the respondents
and included items like age, gender, marital
status, travel arrangements, level of expertise
and travel pattern. The second section, that
focused to measure MTEs, consisted on 24 items
which were adopted from Kim et al.’s (2012)
study. To measure satisfaction and the
behavioural intentions, statements were
borrowed from Zhong, Y. Y. S, Busser, J., &
Baloglu, S. (2017) and Williams, P., & Soutar,
G. N. (2009) respectively. All three sections
were assessed on a 5-point Likert scale ranging
from 1 to 5, with 1 being strongly disagree to
5 being strongly agree. The questionnaire was
developed in English language. To increase the
content validity, few extensive adventure
travellers were asked to thoroughly review the
questionnaire. On the basis of the feedback
provided by them, the original version of the
questionnaire was slightly modified. This
refined version was further reviewed and
perfected by three academic professionals in
the tourism organisation. With minor
amendments suggested by these professionals,
the final version of the survey instrument was
designed.

Sampling Technique

The sampling frame of the study consisted of
adventure tourists visiting several adventure
tourism destinations in the state of Himachal
Pradesh during the year of 2018. As per a report
submitted by Nielsen (2016) to the Ministry of
Tourism, annual estimated adventure visits in
the state of Himachal Pradesh is approximately
5.5 lacs. To determine the sample size of the
study, Krejcie and Morgan’s (1970) formula was
used. The survey instrument was, thereby,
distributed among 384 tourists (Krejice &

Vol. 9, No. 1, February, 2019

Morgan, 1970). A random sampling technique
was employed for the process of data collection,
which was deliberately carried out throughout
the year, mixing different days of week and
month, in order to increase heterogeneity and
to eliminate biasness or sampling error that
may occur during the process (Rideng &
Christensen, 2004). Out of the total 384
questionnaires, 269 complete and usable
responses were received, representing a
response rate of approximately 70%.

ANALYSIS AND FINDINGS

Demographic Profile

Out of the 269 respondents, 70% were male
and 30% were female. Majority of the
respondents belonged to the age group of 20-
40 (69%) followed by those who were below
20 years of age (21%) and only 10% of the
respondents belonged to the age slab of 40-60.
Approximately 63% of the respondents who
undertook adventure travel on their vacation
were unmarried, whereas, 37% of the
respondents were married. Majority of the
respondents made their travel arrangements
to Himachal Pradesh through travel agencies
(58%), followed by those who self arranged
their trip (30%). In terms of level of expertise,
54% of the respondents were beginners, 25%
were moderate and 21% were expert at
performing adventure activities. In maximum
cases, respondents were travelling with their
family or friends (56%), followed by those
travelling individually (26%) and then by those
travelling with adventure groups (18%).

Hypothesis Testing

Table-1 depicts the strength of association
between MTEs (X) and Satisfaction (Y). The
regression coefficient 4 = 0.337 shows that the
satisfaction, which is a dependent variable,
changes by 0.907 units for each unit change in
MTE, which is an independent variable. Thus,
we find that satisfaction is influenced by MTE
and the value of r?2 = 0.6592 indicates that about
65.9% changes in satisfaction is due to
MTE. The p value = 0.002 which is statistically
significant at 5% level of significance. Thus, it
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Table 1: Regression Analysis of MTEs on Satisfaction

Multiple R 0.8119

R -square 0.6592

Coefficient of correlation r=0.8119

ANOVA Degree of Sum of Mean F-Value | Significance F
Freedom Square Sequence

Regression 1 149.836 149.836 516.553 0.002

Residual 267 77.449 0.290

Total 268 227.285

Intercept- Satisfaction 0.337 0.158 2138 0.033

X- variable- MTE 0.907 0.039 22.728 0.002

Source: Research Results

Table 2: Regression Analysis of Satisfaction on Behavioural Intentions

Multiple R 0.7609

R -square 0.5790

Coefficient of correlation r =0.7609

ANOVA 2:532: 2:?3;’: Sel\‘;[s::l‘ce F-Value | Significance F
Regression 1 141.480 141.480 367.288 0.0213
Residual 267 102.849 0.385

Total 268 244.329

Intercept- Behavioural Intentions 0.956 0.163 5.877 1.24

X- variable- Satisfaction 0.7889 0.041 19.165 0.0213

Source: Research Results

Table 3: Regression Analysis of MTEs on Behavioural Intentions

Multiple R 0.8271

R -square 0.6841

Coeff1c1.ent of = 08271

correlation

ANOVA Degree of | Sum of Mean | pvolue | Significance F
Freedom Square Sequence

Regression 1 167.158 167.158 578.34 0.0315

Residual 267 77171 0.289

Total 268 244.329

Interc?pt— Behavioural 0.285 0157 1811 0.071

Intentions

X- variable- MTE 0.959 0.039 24.049 0.0315
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is concluded that there is an impact of MTE on
satisfaction of adventure tourists and therefore,
H1 is accepted.

According to regression results shown in Table
2, the coefficient of determination, r2 = 0.5790.
This implies that 57.9% of the variation in
behavioural intentions of adventure tourists is
explained by satisfaction and the remaining is
due to other factors. Also, the coefficient of
correlation, r = 0.7609. The positive sign shows
that there exists a positive direct relationship
between satisfaction and behavioural intentions
(r = 0.7609). The value of = 0.956 shows that
the behavioural intentions, which is a
dependent variable, changes by 0.7889 units
for each unit change in satisfaction, which is
an independent variable. The p value is 0.0213,
which is found to be statistically significant at
5 percent level of significance. Thus, it can be
concluded that satisfaction positively influences
behavioural intentions and H2 also stands
accepted.

Table 3 depicts the strength of association
between Memorable Tourism Experiences (X)
and Behavioural Intentions (Y). Here, the
coefficient of determination, r*= 0.6841. This
implies that 68.4% of the variation in the
behavioural intentions of tourists is explained
by the MTEs and the remaining 31.6% of the
variation is due to other factors which need
to be identified. The B value is 0.285 and the
p value is 0.0315, which is statistically significant
at 5 percent level of significance. The results
therefore imply that MTEs have a strong impact
on behavioural intentions and H3 is also
accepted.

DISCUSSION AND CONCLUSION

Although the study is of indicative nature only,
it majorly helps at providing insights and
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Determinants of Service Quality Attributes in Hotel Industry
(MPSTDC*) Leading to Customer Satisfaction

Prabha Kiran & Anil Kumar

ABSTRACT

Objectives: Service quality has been one of the major parameter in determining customer satisfaction.
The objective of the study is to identify the determinants of service quality in hotel industry and
highlight the most important service factor that lead to customer satisfaction.

Methodology: Survey was conducted using structured questionnaire and analysis was done using
Smart PLS 3. The questionnaire was administered to 450 respondents (both male and female, above
the age group of 18 years) who were the guests lodging in the hotels and out of these only 360
were useful for analysis purpose.The data was collected from four tourist destinations namely
Palash residency Bhopal, Shipra Residency Ujjain, Hotel PayalKhajuraho and Betwa Retreat Orchha.

Findings:Results of factor analysis revealed five determinants of service quality that determine the
customer satisfaction at the hotel industry. Tangibles & Empathy factors were considered most
important by the customers that lead to customer satisfaction.

Application:Studies in past on service quality has been mainly focused on broad area where in
the Indian Hotel industry has been completely neglected. More so the MPSTDC hotels (Madhya
Pradesh State Tourism Development Corporation) which is situated in a major tourist attraction
places and lacked a study that highlighted the improvement areas for better service quality leading
to enhanced customer satisfaction.The results of the finding will help the MPSTDC (Madhya
Pradesh State Tourism Development Corporation) hotels situated in Madhya Pradesh India to
focus on the key service deliverables and provide better services to customers.

Keywords: Service Quality, Hospitality Industry, Customer Satisfaction, MPSTDC, Factor Analysis,

~

\_ Smart PLS.

J

*MPSTDC (Madhya Pradesh State Tourism
Development Corporation)

Introduction

In the highly competitive hotel industry, service
becomes one ofthe most important elements
for gaining a competitiveadvantage in the
marketplace. Consequently, the efforts of service
managers and academic researchers are directed
towards understanding how customers perceive
the quality of service. Hospitality industry has
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gone through many changes since its inception.
There are tremendous changes occurred over
a period of time due to various reasons. The
reasons may include changing patterns in
customer preferences, industrialization etc.
During the last few decades there is
phenomenal change experienced in the
hospitality industry and the reason being is
Service Quality.

Hospitality industry is exceedingly focused one
therefore service ends up plainly a standout
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amongst the most imperative components for
gaining a competitive edge in the marketplace.
This propels the need to study the exact nature
of service in hospitality by the researchers and
managers in depth in order to understand the
customer’s perception towards quality of
services offered by hotels. Over a period of
time there has been a tremendous change in
the customer preferences due to changing
lifestyles, industrialization, improvement
country’s economic condition and government
policies. Hospitality industry is not left
untouched by this development too and gaging
of service quality is very important aspect in
any hospitality industry.

Service quality aspect is one such domain that
distinguishes hospitality sector; however there
is not a fixed demarcation of what service
quality is. Service quality can be understood
by its fitness for use by internal and external
customers. Gronroos(1982) has divided service
quality into technical, functional and image
components. Studies have been conducted to
identify the potential difficulties faced during
conceptual foundation and measuring the
service quality empirically (Bardi et al, 2005;
Jabnoun&Khalifa, 2005; Landrum et al, 2007).
It is stated that service quality measurement
is entirely different from measuring the quality
of manufactured goods (Zeithaml et al, 1990;
Crick and Spencer, 2011). Crick and Spencer
(2011) have identified the need to develop a
framework for measuring service quality
specific to country or industry. This is difficult
to achieve as the constructs developed for a
specific industry or country might not be
relevant to a different environment (Mattila,
1999; Hsieh and Tsai, 2009; Salazar et al., 2010).
In hospitality industry the service quality
depends on the needs and expectations of the
guest. The constructs identified for measuring
service quality are in line with service
marketing literature (Leeet. al.2000). According
to Czepiel (1990) service quality is explained
as the perception of customer towards the
services offered and the level up to which it
meets the expectation or surpasses it. Zeithamul
et.al (1990) has stated that perceived service
quality is the magnitude to which an
organization effectively fulfills the needs and
requirements of the customers. Evaluation of

Vol. 9, No. 1, February, 2019

satisfaction achieved due to service quality is
conducted fundamentally in terms of methodical
quality and functional quality Gronroos (1984).
Customers are unaware about technical aspect
of quality hence it is imperative to strengthen
the functional aspect as that become the major
touch point with the customers perception of
service quality (Donabedian, 1980). Service
quality is stated in footings with customer
perception, customer expectation and customer
attitude (Sachdev and Verma 2004). Studies
conducted by Ghobadian et.al. have identified
customer’s prospects, service delivery process
and service outcome as major influencing factors
on perceived quality. Edvardsson (2005) pointed
out that service quality perceptions are molded
during the production, delivery and
consumption course while O’Neill and Palmer
(2003) have reported in their study that
customers’ perceptions of service quality is
generally influenced by the extent of their prior
experience with a certain service.Ekinci (2003)
in his study has indicated that constant
assessment of service quality leads to
customersatisfaction. Rust and Oliver (1994)
have described satisfaction as the “customer
fulfillmentresponse,” which is an assessment
as well as an emotion-based reaction of the
customer to aservice.

MPSTDC (Madhya Pradesh State Tourism
Development Corporation)

M.P. State Tourism Development Corporation
is functioning in hotels and transport services.

M.P is considered to be the best state in India
in terms of richness of culture and tourism
destinations. In last few decades state
government has launched many initiatives that
have put M.P as the leading tourism destination
of the nation. In spite of the efforts put in by
the government there still needs the work to
be done in terms of hospitality industry.
MPSTDC has its presence not only in Madhya
Pradesh but also in other parts of the country.
The present study attempts to understand the
service quality that impacts customer
satisfaction that has been studied in the context
of services that are provided MPSTDC hotels
in M.P. India. In the second section of the paper
the research objectives are defined in brief. The
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third section deals with the review of literature
pertaining to the research objectives. The forth
section comprises of research methodology
adopted in the present study and the fifth
section deals with the analysis and
interpretation of the study in detail. The last
section highlights the conclusions and research
implications of the study.

Objectives of the Study

* To identify the facilities provided by
MPSTDC hotel that lead to customer
satisfaction.

* To identify significant factors defining
service quality of MPSTDC hotels that lead
to customer satisfaction using Smart PLS

Service Quality in Hospitality Industry

Various scholars have considered different
dimensions of service qualityin hospitality
Industry (Ryan & Cliff, 1997; Pizam&Milman,
1993; Mei et al. 1999; Nadiri & Hussain, 2005;
Mohsin & Lockyer, 2010). According to
Fitzsimmons and Fitzsimmons (2000) customer
waiting time has oftenbeen considered as one
of the most important components of service
quality. Conway & Andaleeb (2006) support
this fact that customer satisfaction is influenced
most, by the responsiveness of the forefront
employees, followed by price and quality of
food being served to them. Presbury et el.(2005)
haves stated in the paper that over the past
decade, consumershave progressively
commanded greater value for money,
supplemented with demands for abetter-quality
level of service and facilities. Parasuraman et
al. (1985) have identified ten key determining
factors of service quality that has been
perceivedby the service provider and the
consumer. The ten determining factors are
reliability, responsiveness,competence, access,
courtesy, communication, credibility, security,
understanding/knowing the customer, and
tangibility. He has intertwined it together to
design a service quality framework identified
as SERVQUAL. The framework was later
upgraded in 1988to five important determining
factor: reliability,assurance, tangibles, empathy,
and responsiveness. Zeithaml & Bitner (1996)
in their study have identified ten key categories
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which they called ‘service qualitydeterminants’,
and have stated that in spite of the different
types of services that are needed to beanalysed,
consumers use a very similar benchmarking
norms when evaluating services offered by the
service provider.

Parasuraman et al.(1993) in their study have
suggested that the SERVQUAL model is the
basic important framework that can be
accompanied with context-specific items when
needed in specific service sectors. There have
been a number of studies done in pastthat bring
together industry-specific scales for the
hospitality industry that have been conducted
based on SERVQUAL model such as HOLSERV
by Mei et al. (1999), Lodging Quality Index
(LQI) by Getty & Getty (2003) and DINESERV
by Knutson et al. (1996). However, the use of
this framework in the hospitality setting has
scant success in replicating similar results and
has been unsuccessful to validate the original
SERVQUAL model framework (Ekinci Y, 2002;
Becker et al., 1999). Highquality service indicates
the need to increased profitability and
competitiveness (Yoo & Park, 2007). It is also
found that effective service quality enhances
business growth and opulence that transports
into customer satisfaction and business
profitability (Anderson & Fornell, 1994;Yeung
et al., 2002; Luo & Homburg, 2007).

Service Quality Leads to Customer
Satisfaction

Customer satisfaction has been generally
accepted as an outcome of service quality
(Sachdev and Verma 2004; Ekinci 2003; Czepiel
1990). Although the literature review has
depicted different aspects of quality in the
context of different services the study on
outcome of service quality has been left out
hospitality sector. Ribiere et al. (1999) hasstudied
customer satisfaction with hospital information
systems in relationships of timeliness, accuracy,
and completeness while Andaleeb (1998) has
deliberated hospital services such as
communication with patients, competence of
staff, staff demeanor, and quality of the facilities,
and perceived costs as the customer satisfaction.
Jham and Khan (2008) in their study on Internet
banking found basic facilities, convenience,
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behavior of employees, and the environment of
bank for customer satisfaction when it is
concerned with banking services.

Table 1 has shown a summary of research on
characteristics of service quality that is

transformed onto customer satisfaction in the
perspective of hospitality industry. The
homogeneous service environments are taken
for developing a comprehensive theoretical basis
for the present study and for categorizing major

Table 1: Literature Review Summary on Customer Satisfaction

Variables Considered for customer satisfaction/expectations Author
Reassurance; avoid sarcasm, empathy, conviviality and tangibles Saleha & Ryanb, 1992
Reliability, assurance, responsiveness, tangibles, and empathy Knutson et al (1992)

Solving problems, agreeability of the rooms, promotional deals

Luk (1997)

Employees, tangibles and reliability

Mei et al (1999)

Access, communication, security, competence and responsiveness

Hofman & Worsfold (1999)

Service, cordiality

Kandampully (2000)

Cordiality, level of knowledge of the staff

O’Neill and Charters (2000)

ratio

Room service, front-desk service and kindness Carneiro & Costa(2000)
Reliability, Responsiveness, Assurance, Empathy, Tangibles Zeithaml and Bitner (2000)
Quality of food, quality of service, quality of ambience and price/quality Soriano (2002)

service, solving problems, closing the bill, menu

Empathy, Decor, appearance, publicity material, location, natural areas,

Juwaheer and Ross (2003)

service, appearance external

Solving problems, agreeability of the rooms, promotional material, staff

Atilgan et al.(2003),

Installations, appearance, service, promotional material

Nadire and Hussain (2005)

Cleanliness, accessibility, safety, price, Transportation and security Eraqui (2006)
Tangible services Akibaba (2006)
Style and convenience, room quality, special offers, quality staff, Wilkins et al (2007)

personality, fast service, and quality food and beverages

atmosphere, sports, business center, room price

Cleanliness, courtesy, complaints, reservation, pro MPSTDCness, comfort,

Jonsson and Devonish (2007)

Empathy, reactivity aspects, assurance, reliability and tangibles Chen et al (2008)

Reliability, assurance, empathy, tangibles, and responsiveness Vanniarajan and Stephen (2008)
Employee behavior and other factors Agrawal (2008)

Service quality, satisfaction, perceived value and image Hu et al.(2009)

Dimensions of service quality, and their relative importance for customers

Rahman, et al. (2010)

Reliability

Markovic & Raspor (2010)

Customer relationship management

Dominici and Guzzo (2010)

Tangibles

Kumar, Banga & Thapar (2011)

Value for money
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