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Abstract 

The number of arrivals of national and international 

tourists is gradually increasing in Tiruchirappalli. It is the 

need of the hour to analyze the quality of the services 

asserted by the star hoteliers in Tiruchirappalli. The 

central objective of this research is to examine the 

perceptions of the customers (national and international) 

regarding the services availed by them during their stay in 

the hotel. The perceptions are collected through 

SERVQUAL five attributes Tangibility, Reliability, 

Responsiveness and Empathy. By applying various analysis 

and tools, it was discovered that the guests were satisfied 

with the services but yet not delighted with the quality. The 

key discovery of the study is that the hotel guests’ 

perceptions of service quality provided by the hotel 

industries were not upto their expectations. The guests 

showed a positive attitude towards the reliable services 

rendered by the hoteliers. The hotels still have to 

conceptualize and enhance the quality of the services 

provided by the employees to the guests who belong to 

different cultural background.   

I. INTRODUCTION 

Service Industry plays an important role in 

creating the value of the customer in the hospitality 

sector. Satisfied customers influence the growth of 

the company. The customers availing services are 

from different cultural background. The term 

“culture” may have a variety of meanings used in 

different contexts [Nicholls 2011). Generally, beliefs, 

a way of life, customs which are shared and accepted 

by people in a given society are what the culture 

reflects. Culture provides an individual with an 

awareness of his/her identity, roots, historical 

background, giving also a sense that one belongs to a 

certain community [Luka et al. 2013, p. 3]. It 

normalizes and controls an individual’s approach and 

behavior. Cross culture service marketing shows a 

major impact to the demand of hospitality sector. 

In the last couple of decades, rapid globalization 

has led to an increase in international travel, tourism 

and immigration, which in turn are creating a 

culturally diverse and complex global marketplace by 

bringing together customers and employees from 

different cultural and ethnic backgrounds (Sharma, 

Tam and Kim, 2012). The service provided to an 

international customer is an inter-cultural service and 

a service provided to a domestic customer is an intra- 

cultural service.  The boom in the industry depends 

upon the inter-cultural and the intra-cultural 

perceptions of the service encounters by the 

customers and the employees in providing services to 

the culturally diversified customers. Such 
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intercultural transactions offer further business 

opportunities to both local and global services 

providers. At the time of service delivery, considering 

the cultural values increases the ethnicity of service 

marketing. It creates more loyal customers and also 

enhances the competency of the employees to adhere 

the interests of the customers with much of self 

interest without any compulsions. 

In order to remain competitive in a globalized 

hotel industry, it is critical to develop services that are 

able to satisfy a very diverse customer base. Culture 

is one of the most effective yet complicated elements 

that hotel operators need to understand in order to 

provide great services in accordance with the 

customers’ needs. The social normality of one culture 

is not the same in another culture (Ueltschy, Laroche, 

Eggert, & Bindl, 2007). Every customer have 

culturally discriminated. Their expectations on 

availing the services also differ. Culture is deeply 

integrated into everyone’s day-today lives and the 

decisions one makes are heavily influenced by the 

culture that one is brought up in. Moreover, culture 

not only influences behaviors of people, but also 

affects the rationalization process of the behavior 

(Patterson & Mattila, 2008). Hence to operate 

successfully the service professionals should identify 

and empathize the customers from different cultural 

backgrounds. 

II. REVIEW OF LITERATURE 

Customer satisfaction is an important aspect in 

service quality measurement. Service providers’ 

ultimate goal is to maximize customer satisfaction. 

This comes from the strong belief that high customer 

satisfaction level leads to high business performance 

(Morgan, Anderson, & Mittal, 2005). Through a 

review of literature, it is found that customers’ 

previous experience of satisfaction and dissatisfaction 

is crucial because of its effect on the expectations of 

one’s next purchase decision (Sanchez-Gutierrez, J., 

Gonzalez-Uribe, E. G., & Coton, S. G. H., 2011). 

Employee performance factor is another key attribute 

that is important for guests when evaluating 

satisfaction (Sim, Mak, & Jones, 2006; Skogland & 

Sun, 2004; and Kuo, 2007). 

By using attributes of hotel, it is possible to find 

out which attribute is most vital in achieving 

maximum customer satisfaction. In Markovic et al. 

(2010)’s study, four attributes were studied: reception 

department, food and beverage department, 

housekeeping department, and price. This study 

measured customer satisfaction level of each 

category. The reception department yielded the 15 

highest importance of all, whereas, price of hotel 

rooms did not show statistically significant value. The 

authors also investigated the impact of country of 

residence on customer satisfaction. The study did not 

investigate country by country, but it regrouped 

respondents by continents: Europeans, Asians, and 

North Americans. It is found in the study that country 

of residence and level of education significantly 

influenced customer satisfaction. According to Kuo 

(2007), due to the close interaction between hotel 

employees and customers, service attitude of the 

employees plays a critical role in maximizing 

customer satisfaction. In Kuo’s study, the following 

dimensions of service attitude were investigated: 

problem solving, empathetic feeling, enthusiastic 

service, and friendliness. The study was chosen 

because it focused on the three cultures that this paper 

is investigating. The study concluded that the 

employees’ ability to solve problems efficiently and 

accurately is the most important factor in maintaining 

customer satisfaction level. Furthermore, the results 

indicated that there were significant differences in 

customer satisfaction regarding employee service 

attitude amongst American, Japanese, and Taiwanese 

customers. In Ryan & Huimin (2005)’s study, the 

authors investigated Chinese and international 

tourists’ perception of hotels in China. Namasivayam 

and Timothy R. Hinkin (2003) in their research paper 
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“The Customer?s Role in the Service Encounter: The 

Effects of Control and Fairness”, argued that 

customers should be allowed some sense of control 

over the service encounter, if not employees should 

act in such a way that guests perceive the services as 

fair and acceptable.  

Statement of the Problem 

In the past, only selected people had the 

necessacity and willingness to avail hotel services, 

especially the domestic customers. Days and the 

standard of living patterns have changed and this has 

created a booming demand among the hoteliers. 

Competitions among the service industries have 

rooted up and they are intended to serve customers 

who belong to various cultures according to their 

need and expectations in order to earn their loyalty. 

People come from different cultures and each 

customer will have different expectations influenced 

by their backgrounds. Majority of the customers will 

expect services influencing their culture which makes 

them to stay in a comfort zone. 

 The diversified customers with several cultures 

have different perceptions and expectations on the 

quality and the comfort in the services provided. 

When it comes to luxury, service quality, and 

satisfaction, positive customer experiences are vitally 

important, because a positive experience will cause 

the customer to wish to return or stay longer, and to 

recommend the establishment to others (Nasution & 

Mavondo, 2008). As a result, hotel operators must 

concentrate on the quality of every detail of service 

encountered by their guests (Su, 2004) and the 

customers’ emotional judgments about their hotel 

stays become the basis for the companies’ efforts to 

differentiate themselves from competitors and 

achieve competitive advantages (Chang & Horng, 

2010). a Hence it is essential for the hotel industry to 

understand the underlying differences among cultures 

and act according to the need and preference of the 

customers. With a close examination of different 

cultures, a clear understanding of the customers’ 

perceptions enhances their level of satisfaction. Thus 

the study attempts to reveal the perceptions of both 

national and international customers regarding the 

services provided and analyzing the prime factors 

influencing and affecting the satisfaction among the 

customers from different cultural backgrounds. 

Scope of the Study 

The study covers the perception of both national 

and international customers who have experienced a 

visit to the selected star hotels located at 

Tiruchirappall. Tiruchirappalli is a developing city in 

Tamil Nadu. Currently there is a vast increase in the 

formal and informal activities in every individuals 

living and this has increased the flow of people 

demanding accommodation in three star hotels 

expecting comfort services during their stay. The city 

has rooted up many service stations in which Hotels 

is one of the busy industry which provides 

accommodation and recreation to both national and 

international customers with different cultural 

background .The Star hotels located in the city is 

targeted for the study. The five SERVQUAL 

attributes are adapted in the questionnaire to collect 

the customers’ opinion on the service quality. 

Objectives 

1. To discriminate the perceptions regarding 

the services provided to the customers from different 

cultural backgrounds. 

2. To analyze the prime factors influencing and 

affecting the satisfaction of the customers from 

various cultural backgrounds. 

3. To examine the level of satisfaction towards 

the SERVQUAL attributes provided by the hoteliers. 

Methodology 

The study is initiated with the data collected from 

the customers of three star hotel in Tiruchirappalli, 

TamilNadu. From a total number of eight three star 

hotels, 25 questionnaires were distributed among both 

national and international customers in each hotel. 
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Thus a total number of 200 questionnaires were 

distributed for the collection of primary data. 

Questionnaire Development   

Based on a comprehensive literature review, a 

questionnaire was developed to analyze the 

perceptions on the service quality dimensions offered 

by the three star hotels. The customers represent 

different cultural backgrounds and their perceptions 

and priorities change on the perceived services. The 

satisfaction pattern of the customers is also examined 

to suggest the hoteliers regarding the preferences and 

their expectations, especially customers from other 

states and countries.  

SERVQUAL scale of Parasuraman and others 

(1998) were considered as a base while developing 

the format of the questionnaire. The common services 

that should offered by three star hotels have been 

grouped into five categories, depending on the 

SERVQUAL dimensions, known as Tangibility, 

Reliability, Responsiveness, Assurance and Empathy.    

The first phase of the questionnaire deals with the 

demographic profile of the respondents and their 

experiences with the hotel services. The second phase 

of the questionnaire was intended to know the 

perceptions of the customers on the services provided 

by the hotel industry. The third phase is framed to 

analyze the factors prioritized by the customers and 

their level of satisfaction. The questionnaire is framed 

using the five-point Likert scaling technique. 

Reliability of the Data 

A data base of the customers was created using 

STATISTICAL PACKAGE FOR SOCIAL 

SCIENCE (SPSS). The reliability and the validity of 

the questionnaire is checked through Cronbach’s 

alpha and the results confirmed a high consistent rate 

of 0.824. Descriptive and Percentage analysis were 

used to examine the categorical variables. The 

objectives of the study are analyzed using 

discriminant analysis and Friedman test. 

III. RESULTS AND DISCUSSION 

The responses were collected through the 

questionnaires that were administered in person from 

February 2017 to May 2017.The data were collected 

from both national and international customers who 

were available during the collection period. 200 

questionnaires were distributed out of which 172 

questionnaires were fully filled by the respondents. 

The sample comprises 88 domestic customers and 84 

International customers from different cultural 

backgrounds. Every customer’s perception is 

considered valuable to reveal their expectations and 

satisfaction on the services availed during their stay.    

Respondents' Profile    

The respondents were from different nationalities; 

Indian ( 51.2% ), American(21.5%), German (4.1%), 

Australian (8.1%) and  Srilankan(11% ).They belong 

to a diversified cultural background. The 

demographic profile of respondents and the 

experiences of their visit were examined using 

descriptive statistics. Majority of the customers are 

male (57percent) and are in the age group between 

30-35 in which 50.6percent are National customers 

belonging to different Indian cultures.  

Regarding the characteristics of the visit, Most of 

the respondents (40.7%) have made a trip twice to the 

same hotel, 19.2% have stayed just for a day 18% 

have availed the services for three days and 17.4% 

have visited the hotel for more than three days. 40% 

of the customers made their trip on a family visit and 

37% visited on a tour indicating leisure as their 

primary purpose. The International customers have 

made their trip as a tourist.                       

Examining the Objectives  

Discriminant analysis was adapted to discriminate 

the dimensions to be focused by the hoteliers to 

enhance maximum satisfaction among the customers 

belonging to different cultural background in availing 

their services. 
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The data was sorted into National and 

International customers so that it helps to know the 

different perceptions of the customers from various 

cultural background. As the customers are spending 

their money for a safe and comfort stay, in return they 

expect to obtain services equivalent to their 

anticipations. To analyze their perception regarding 

the five dimensional services discriminate analysis. 

The predicting dimension will be revealed by this 

analysis. There are five dimensions of service quality. 

Each dimension is evaluated by the customers for its 

service quality. The customers are divided into 

satisfied and dissatisfied customers from the 

responses given by them. A discriminant function 

model is constructed to find out the 

 The validity of the model 

 Statistical significance of the discriminant 

function 

 Spotting the dimensions that has more 

discriminating power in satisfaction. 

The Validity of the Model 

From the collected data 88 customers are National 

customers and 84 are from an International cultural 

background. The validity of the model is ensured by 

the confusion matrix. 

Table 1. Classification results of the discrimination 

Original Dependent 

variable 

Level of 

satisfaction 

Predicted group membership   

Total Dissatisfied Satisfied 

International 

customers 

National 

customers 

International 

customers 

National 

customers 

International 

customers 

National 

customers 

Count Dissatisfied 30 25 14 9 44 34 

Satisfied 11 18 29 36 40 54 

% Dissatisfied 68.2 73.5 31.8 26.5 100% 100% 

 Satisfied 27.5 33.3 72.5 66.7 100% 100% 
73.3%of original grouped cases correctly classified. 

Source: primary data 

Out of 44  dissatisfied International customers , 

30 cases were correctly classified where as 14 cases 

were misclassified .Likewise ,out of 40  customers 29 

of them are correctly classified and 11 of them are 

misclassified..In total 70.2% of original grouped 

cases were correctly classified. 

Considering the perceptions of the National 

customers, out of 34 dissatisfied national customers, 

25 cases were correctly classified where as 9 cases 

were misclassified .Likewise, out of 54 customers 36 

of them are correctly classified and 18 of them are 

misclassified.In total 73.3% of original grouped cases 

were correctly classified 

Table2  Statistical significance 

Customers Test of function(s) Wilks lambda Chi-square Df P Value 

International 1 .783 19.445 5 .002 

National 1 .781 20.688 5 .001 

Source: Primary data 

The probability of chi-square test indicates that the discrimination between the two groups is highly significant. 
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Table 3 Standardised canonical discriminant function coeffecients 

Dimensions of service 

quality 

Function 

Responses from International 

customers 

Responses from National 

customers 

Tangibility -.076 -.706 

Reliability .407 -.191 

Responsiveness -.463 .429 

Assurance .560 .894 

Empathy .650 .177 

It is observed that Empathy is the best predictor with 

a coefficient of 0.650 followed by Assurance with 

0.560 according to the perceptions of the 

International customers. Likewise for the National 

customers Assurance is the best predictor with a 

coefficient of 0.894 and followed by Responsiveness 

having a value of 0.429. The second objective is to 

examine the factors influencing and affecting the 

satisfaction of the customers. The Friedman test is 

adopted to analyze the preferred order of the service 

attributes that are considered by the customers during 

their visit to the hotel. Least score is given the highest 

credit and it has been recoded in SPSS data and hence 

in the final assessment the highest mean is given the 

top rank followed by the other factors. 

Table 4  Factors influencing and Affecting customers satisfaction 

Factors  Mean Rank 

International customers National customers 

Rank Mean Rank Mean 

Hotel appearance I 11.77 I 11.8 

Distance II 10.76 II 10.85 

Employee service VII 5.40 X 3.42 

check in procedure V 8.33 III 10.27 

catering service VIII 5.21 IX 4.00 

feel at home XI 2.17 VII 5.26 

fair price X 2.94 XII 1.67 

employee professional IX 3.39 VIII 4.77 

tasty food IX 3.39 XI 3.58 

easy booking III 9.04 V 7.28 

online service IV 8.64 IV 8.11 

room service VI 6.94 VI 6.98 

 

There is an intense significant difference between the 

mean ranks towards the factors influencing the 

satisfaction of the customers stay in three star hotels 

.It is revealed that the international customers have 

given a positive opinion on the appearance, distance 

of travel, booking facilities, online and the check-in 

services. Likewise the domestic customers who also 

represent different cultures have rated the same 

services spotted by the international customers. It is 

the employees service that they want the hotels to 

concentrate more in building trust and loyalty. If the 

hotel adopts the strategies to improve the employees 

service quality inspite of their cultural backgrounds, 

the hospitality sector can gain maximum satisfaction 

there by increasing the economic condition in the 

city. 

The third objective is to analyze the level of 

satisfaction among the customers towards the services 

rendered. This objective is examined by the mean 

score.
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Table 4 Customers level of satisfaction towards the SERVQUAL Attributes 

Nationality Empathy Reliability Responsivenes Assurance Tangibility 

"Indian" N=76 Mean 67.0175 73.94 61.2782 65.35 73.96 

"American' N=37 Mean 68.2883 78.48 66.02 69.36 71.10 

"Srilankan" N=19 Mean 68.5965 75.36 64.96 65.78 71.94 

Australian N=14 Mean 68.5714 80.00 68.16 69.52 70.14 

German N=7 Mean 60.0000 80.00 60.00 60.00 77.00 

Dubai N=7 Mean 63.8095 76.57 60.81 66.66 66.42 
Source: primary data 

 The domestic travelers are found to be satisfied with 

the Tangible and Reliable services. The domestic 

guests are very much satisfied with the physical 

appearance of the hotels and the complimentary 

things given to them. The International and the 

domestic customers are satisfied with the reliable 

services , i.e. the hotels offer what the customers 

prefer. 

Finding 

 On examining the SERVQUAL attributes it 

is found that the foreign customers are 

expecting the employees to serve them with 

more empathy which is that they expect 

more of individual attention and impartial 

services with much respect.  

 As of the domestic customers, they expect 

assurance in delivering prompt services with 

much indulgence in considering their needs 

and expectations.  

 Language is the main linkage between the 

customer and the service provider. Most of 

the customers expect more fluency atleast in 

some of the popular languages which helps 

them to convey regarding their need with 

much comfort. 

 International customers revealed that most 

of the hotel service providers lack 

punctuality in delivering the services. 

 The international customers have given a 

positive opinion on the appearance, distance 

of travel, booking facilities, online and the 

check-in services. Likewise the domestic 

customers who also represent different 

cultures have rated the same services spotted 

by the international customers. 

 The customers have revealed that it is the 

employees’ service that they want the hotels 

to concentrate more in building trust and 

loyalty. 

 The international customers prefer a prompt 

catering service and expect the menu upto 

their satisfaction. 

 Customers of different nationality are 

satisfied with the behavior and the politeness 

of the employees but it is revealed that the 

hotels must improve the attributes such as 

empathy and Responsiveness which relates 

to the professionalism of the employees in 

providing the service. 

Suggestions  

 Proper periodical training can be arranged 

for the employees. Mock situations can be 

given to the employees during the training 

sessions to examine their presence of mind. 

 Language is the main barrier for an 

ineffective service outcome. Hence 

sufficient training may be given for the 

employees to be fluent in selected languages 

such as English, French, Hindi, and Telugu. 

This may increase the bond between the 

customer and service provider relationship. 

 Suggestion boxes can be kept in each room 

and catering areas to get immediate feedback 

on the services delivered by the employees. 

This will alarm the employees and increase 

their assurance in delivering quality services 

upto the customers’ expectation. 
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 The freshers appointed as service providers 

should be aware of all possible undergoings 

of the hotel. 

 Strict measures can be imposed on the 

employees who do not give prompt solutions 

to the customers and who discriminate the 

services rendered to a foreigner and an 

Indian. 

 Every employee must respect the culture of 

the guests. They should not giggle front of 

the guest when they speak or behave 

according to their culture. 

 The waiting time in providing solution to the 

customers’ request can be minimized .This 

factor will spoil the mood of the customer. 

The employees can try to fulfill the needs of 

the guests within a short time and this will 

increase their loyalty towards the hotels. 

IV. CONCLUSION 

The SERVQUAL attributes are examined to 

analyse the perceptions of the hotel guests 

belonging to various cultures .Almost majority of 

the customers feel that the hotels are providing 

reliable services and revealed a minimum 

satisfaction towards the employees service 

concerned with empathy and responsiveness. 

Language is the main criterion that bonds the 

employee-customer relationship. The HR of the 

hoteliers can consider these necessacities while 

recruiting the employees and also take a follow up 

by providing frequent trainings to make them 

knowledgeable and efficient in handling the 

interests of the guests. Though the study revealed a 

moderate level of satisfaction among the 

customers, yet they are not delighted with the 

rendered services. Hence the hoteliers can take 

measures to increase the satisfaction to customer 

delight by concentrating on empathy and 

responsiveness of the services provided. 
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