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Abstract-Himachal Pradesh is famous for its Himalayan laages and popular hill-stations. Many outdoor
activities such as rock climbing, mountain bikimpgragliding, ice-skating, and heli-skiing are p@puburist
attractions in Himachal Pradesh. Shimla, the staf@tal, is very popular among tourists. The Kaitamla
Railway is a Mountain railway which is a UNESCO WbHeritage Site. Shimla is also a famous skiing
attraction in India. In a state like Himachal Prsfdevhich is a renowned tourist destination and weitler
increasing number of hotels it is important to gwalthe gap between customer expectation and castom
experience so that hotels can understand their relke and improve upon their services. Customer
satisfaction, a term frequently used in marketisga measure of how products and services suppled
company meet or surpass customer expectation. @asteatisfaction is defined as "the number of qusts or
percentage of total customers, whose reported mxmer with a firm, its products, or its serviceatifrgs)
exceeds specified satisfaction goals. This stuigy tio highlight the very causes of customer disfstion
especially in case of three star hotels in Shimkough the results would not be confined to Shiority and
would have a holistic approach towards all the lsdtethe said category. The main objective of #iigly is to

identify the factors which need improvement so thestomer satisfaction can be maximized in hotels

Index Terms-Customer Satisfaction, Customer Expectation, Tolréstination etc

1. INTRODUCTION well worth taking advantage of these impressive
ackages.
our star and three star hotels in the state peosid
fhole range of facilities ranging from the simpte t
the extraordinary. Many of them have swimming
ools and spas that are of international standénis.
especially because of the high influx of foreign
urists. Spas are complete with facilities such as
sauna room and steam room. Four star and three star

Himachal Pradesh is famous for its Himalaya
landscapes and popular hill-stations. Many outdo
activities such as rock climbing, mountain biking
paragliding, ice-skating, and heli-skiing are papul
tourist attractions in Himachal PradeshShimla, th
state capital, is very popular among tourists. Th
Kalka-Shimla Railway is a Mountain railway which is

a UNESC(..) World I—_|er|tz_;\ge S.'te' Shimla is also.%otels in the state provide fine dining optionsaed!.
famous skiing attraction in India. Other populall hi | " 0 dining facilities are quite common too.
stations include Manali, Kasauli and Dharamshala. The rooms are almost always plush and

(History of H.P. 2009) elegant. They are well decorated and fitted with th

There are several four star hotels located all rmdtou latest equipment and facilities. En suite bathroanes
the state and many of them are quite new. Thera A'%vailable as well. Some rooms are fitted with bath

few heritage hotels that provide four star compbrabtubs and jaccuzis. The hotels also arrange fortsigh

luxuries as well. The towns of Shimla and eing tours to most of the tourist destinationsests

i : : S
Dharamsala are the main tourist spots In_town arggn rent cars and take day trips to nearby places.
these have the most number of four star JOIntS'Wl"’mbpportunities for fishing and white water raftingea

of these hotels provide impressive views of th%lso part of the package. Overall staying at these

_II-_|t|1marI]a)t/a|s n I:rl]mafhtal Pratf(esh. for their img hotels will be a peaceful and exciting experience.
€ Notels In the state are Known Tor INEIMIMPEESS 14,,rism in India is fast developing with four stard

hospitality and the four star hotels and three S%ree star hotels in the state which are keepirgg pa
hotels take the meaning of luxury to the next level with this trend

Over the last decade or so several new four swr aBirms generally ask customers whether their product

tEhree tsr:arl optlonlf havetsprung uph aIIt_over tha;.\]sf[a?)r service has met or exceeded expectations. Thus,
Ven the lesser known towns are hosting new hote Xxpectations are a key factor behind satisfaction.

A. Hone_ymoon in India has become synonymous wit hen customers have high expectations and the
hill sktatlon? and tTesedhotﬁls provide some oftxbet reality falls short, they will be disappointed awwil
packages for newlyweds. likely rate their experience as less than satigfyfor

this reason, a luxury resort, for example, might
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receive a lower satisfaction rating than a budgé&l SIGNIFICANCE OF THE STUDY

motel—even though its facilities and service wolokd . . L
1oug w N In a state like Himachal Pradesh which is a renalwne
deemed superior in “absolute” terms. : S . . .
: : tourist destination and with ever increasing numndfer
Customer satisfaction, a term frequently used Motels it is important to analvze the gap between
marketing, is a measure of how products and sesvice port y gap
ystomer expectation and customer experience $o tha

supplied by a company meet or surpass custom . :
expectation. Customer satisfaction is defined he "t otels can understand their drawbacks and improve
pon their services.

number of customers or percentage of total custsme his studv tries to highliaht the verv causes of
whose reported experience with a firm, its prc)d’umscustomer >(ljis—satisfactio% e% ecially in ycase oédhr
or its services (ratings) exceeds specified satisfa o P y

goals. star hotels in Himachal Pradesh. Though the results

. . i would not be confined to Himachal Pradesh only and
Consumer satisfaction research started as ea > would have a holistic approach towards all the Isote
1960’s (Cardozo, 1965). The literature suggests tha P

customer satisfaction is a by-product of th [N the said category.
) : - DY-Pro . 9n addition the importance of this study also lieshe
confirmation or positive disconfirmation of

expectations and that customer dissatisfactionbig-a fact that it contributes to both theory and managgeim

product of negative disconfirmation of expectationg]c the hotel industry. The results of this studyl wot

Y i i .only help in bringing about awareness of the
gsg}] zggi’vghvleé%g%’ Olshavsky & Miller, 1972’relationship between the variables taken up for the

study but it will also help in increasing customer
2. STATEMENT PROBLEM satisfaction.

The statement of problem is generated from thé DATA COLLECTION

_con3|derat|0n that is service quality of any hoi_al To ensure reliability of the study the researcher
important matter to bring more customers, retam th

. ggrsonally conducted the interviews. The data was
existing ones and creates loyalty among customers? ; : S
. : . Collected from direct personnel investigation and
Practically, somehow, service provided at a hotay m . : .
: telephonic as well as face to face interviews.
not be fully implemented yet and needs some
improvements. Also, if a hotel would evaluate iteno
service, the understanding from the perspectives §t DATAANALYSIS
customers is very important. From the perspectdfes The twenty-nine variables used as input for the
customers, the assessment of service quality will nimportance performance matrix are presented iretabl
be biased. What reflected from the customergnd figure 1 and 2. These variables were chosen for

perspectives could provide a chance for a hotel e study after a detailed study of hotel and custs.

improve its service quality to the right direction.
Table 1: Importance Performance M eans of Hotels

3. OBJECTIVE OF THE STUDY S _
o ) ' Attributes Importance | Performance
The objectives of this study are: No.
Reservation
* To see if there is a gap between customer® system 3.37 3.60
satisfaction and customer experience at the hotels :
taken up for the study? > Tariff 3.52 297
structure
« To identify the factors which need improvement Packages
so that customer satisfaction can be maximized in3 3.16 2.46
offered
hotels?
4. RESEARCH DESIGN 4 | Frontoffice 2.95 3.24

staff

To achieve the above mentioned objectives it [is

proposed that three hotels of three star categories Location of 3.82 367
would be studied and a comparison of their serviges the hotel
would be drawn on the basis of the responses of|the Competence
customers of these hotels. The customers would| be of the
chosen on the basis of random sampling. The threé housekeeping 2.74 3.26
hotels of Shimla that have been chosen for theystud staff
are Honeymoon Inn, Hotel Bridge View Regency and
Hotel Landmark Room
7 furnishing 3.52 3.20
8 View from the 3.76 352

Room




ISSN NO. 2456-3129

International Journal of Engineering, Pure and Applied Sciences
Vol. 1, No. 2, 2016

1JEPAS
g | Safedeposit| 3.45
facility
10 | Heating 3.03 3.69
Facility
11 Pest control 3.11 3.47
12 | Laundry 3.47 3.43
services
Restaurant
13 and bar 3.42 3.53
services
14 | NoofMenu 3.28 3.51
items
15 | Quality of 4.01 3.86
Food
16 Price of food 3.44 2.63
17 Price of 3.45 3.20
Beverages
1g | Cleaning of 3.30 3.58
Public area
19 Fitness club 2.52 2.76
20 Activities 1.61 2.31
21 Gift shop 1.82 1.89
22 Travel 3.57 3.48
facilities
23 Guest safety 3.95 3.05
24 Hygiene 3.73 3.71
o5 | Waiting time 381 3.46
for billing
06 | Parking 3.77 3.88
facilities
Total 85.70 84.74
Grand Mean 3.29 3.26

Figure 1: Importance performance Matrix of Hotels
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Quadrant I: This quadrant shows high importance
for the customers and high performance of the hotel
These are the variables which are the strengtheof t
hotel. These attributes should be used as a UStAdor
hotel. It is evident from the quadrant that restatr
and bar service, travel facility, location of thetdd,
waiting time for billing and number of menu iteme a
the variables which are performed by hotel up ® th
desired level of customers. The reservation system,
laundry service of the hotel, the parking facilitiie
quality of food, heating facility, view from the am

and hygienic conditions are the variables which are
also important to the customers and the hotel is
providing them up to their satisfaction level.

Quadrant II: This quadrant shows high importance
for the customers and low performance of the hotel.
According to the response of customers they feel th
guest safety important which is not up to their knar
so hotel should consider guest safety is the pgimar
responsibility. Room furnishing can attract most
guests, so there is urgent need to improve the
furnishing of guest rooms because this attribute is
highly important for customers. Customer feel that
tariff structure and the price of food are on higsiee

if the hotel reduces the rates, the occupancy
percentage of customer will increase.

Quadrant Ill: This quadrant shows low importance
for the customers and low performance of the hotel.
As clear from third quadrant, the package offetes t
activities performed by the hotel, fitness coursd a
gift shop are not much important for the customers.

Quadrant 1V: This quadrant shows low importance
for the customers and high performance of the hotel
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These are the variables which are not important f¢7]
the customers and here hotel is performing very. wel
These variables include safe deposit facility, wieg
of public area, pest control and competence oftfroig]
office and housekeeping staff. So hotel should not
invest much here rather it should focuses morehen t
variables which are present in quadrant second.

[9]
CONCLUSION
The results of the study indicated that certairidiec
were more important than others in case of customer
satisfaction. The results have implications for
determining how hotel should allocate their efforts
and resources. Resource allocation can be prieditiz
based on the relative importance of the choiceofact
The Hotel should offer a wide range of beverages.
Manager should place a strong emphasis on staff
training to ensure they have a service mind and are
willing to deliver high-quality service. The stamda
performance assessment of staff can be set wilethe
qualites in  mind and reviewed regularly.
Additionally, to meet the current trends and demand
of a healthy lifestyle, hotel should offer healtfopd
choices such as vegetarian, low-fat meals. Billing
staff should be trained to take extra care when
calculating the total bill by rechecking the diridist
of orders and prices. It is concluded from the gtud
that the possible ways out of these problems are to
revise pricing of the menu, maintain proper hygieni
conditions and provision of food which is more
nutritious and healthier.
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