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This thesis gives an overview of the service quality of accommodation industry in the
Kymenlaakso region in Finland and focuses on the expectation-perception approach.
The main target falls on the customers of hotel companies located in the region in the
autumn period of 2014.

The objective of this research was to test the difference in expected and perceived
quality of services offered by hotel companies. The service quality analysis aimed to

detect quality gaps and to prevent tourists’ disappointment in the region.

The study was based on the analysis of expectations and perceptions questionnaires
filled by the hotel visitors. The SERVQUAL model was chosen as basis for question-
naires as it measures the quality of service. In total, the number of 119 respondents

participated in the survey. The statistical analysis was performed.

Based on the expectation-perception gap analysis positive and negative differences
were detected with various levels of significance. Furthermore, the improvement pos-
sibilities were identified in such areas as appearance of hotel facilities, service per-

formance and city guides or brochures availability.
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1 INTRODUCTION

1.1 Background information

Tourism and international operations stand as important issues in the Kymenlaakso
regional strategy throughout the past years (Kymenlaakso Chamber of Commerce
2012, 3). Kymenlaakso University of Applied Sciences was given the task to develop
tourism in the region. There is a tendency to increase importance of tourism in the ar-
ea and attract new people. In order to achieve that, the region government needs to re-
ceive up-to-date data and analysis of current situation. The study of tourism areas gets

important also for service companies as tourists could appear to be their customers.

One of the major areas in tourism is accommodation. Customers’ opinions on these
services may play a significant role in creating the impression of the whole trip or the
region. The reason for studying the quality of services in this field gets vital to detect
gaps and diminish them as much as possible to offer an improved service in order to

satisfy customers.

When studying the quality of accommodation services it is necessary to outline that
people coming to the hotel have certain expectations and when leaving they create the
impression of the company based on the fulfillment of their expectations. In this re-
search to understand the level of expectations and perceptions of services the SERV-
QUAL measurement model is applied (Parasuraman et al. 1988).

1.2 Factors affecting hotel industry in the Kymenlaakso region

1.2.1 Socio-cultural factors

There are many factors that influence people visiting the Kymenlaakso region as well
as their desire to visit. Among the most important ones there are social and cultural
factors. Since Finland has adopted human rights education in 1995-2004, it has been
promoting tolerance to other nations and welcoming tourists from abroad (Kaivola &
Melen-Paaso 2007, 38). Moreover, cultural events gather people from different re-

gions of Finland and also from abroad.
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The Official Travel Site of Finland (2014) posted on their pages a list of special Finn-
ish attractions which people could experience exclusively in Finland:

e Santa Claus visit,

e Clean nature and peaceful atmosphere,

¢ Real sauna experience with icy-swimming,
e Moomins and Angry Birds,

e Experiencing difference from traditional European tourist routes.

Among the most famous events happening in the Kymenlaakso region are Fashion
nights, music festivals in litti and Koria, Kymijoki beer festival, Christmas season
openings and many others. There are such tourist attractions as Tykkimaki amuse-
ment park, Poikilo art museum, Verla museum, Arboretum Mustila and Repovesi

park.

Special place among the attraction takes shopping. More and more tourists especially
Russians come only to experience Finnish shopping in the recently-opened in 2012
shopping center Veturi as well as Prisma and other markets of S-chain and Kesko
(Visit Kouvola 2014, 16-17).

1.2.2 Educational factors

Finnish education is famous for its highest level in the world according to the Educa-
tion index, which is counted by United Nations. Every Finn has the right to get educa-
tion as well as immigrants permanently living in the country. For foreigners coming to

study in Finland there are special courses of Finnish language. (Expat Finland 2014).

The Kymenlaakso region has free international education study programs e.g. Ky-
menlaakso University of Applied Sciences, however, in relation to accommodation
services, students do not use hotel services permanently, but people visiting them,

their relatives or friends, may stay in the hotel.

1.2.3 Environmental factors

Finnish government promotes environmental issues and sustainable tourism develop-

ment. There is Finnish Tourist Board which controls the process on the national level
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and every region’s administration controls the local situation. Hotels have their own

environmental solutions taken as a standard. (United Nations Commission 1998).

Invest in Kymenlaakso (2012, 14) cited Reader’s Digest (2012) investigation on the
best ecology level in different countries and stated that Finland is one of the leaders in
ecological factors including the air and water cleanness, low rate of children’s illness
and high level of protection from pollution. Environmentally, the region itself sup-
ports three national nature parts, such as Repovesi, Valkmusa and Eastern Gulf of Fin-

land archipelago (Kymenlaakson liitto n.d.)

1.2.4 Political and economic situation, legal issues

According to the Newsweek (2010) cited in Invest in Kymenlaakso (2012, 9), Finland
became the best country to live in by such aspects as education, healthcare, economy,
political stability and living standards. The political stability was assessed as the fifth
best in the world and the level of living conditions are counted as the fourth worlds’
best. Invest in Kymenlaakso (2012, 9) presented Finland as one of the favorable coun-
tries to start business pointing that the country supports innovations and qualified

workers.

The Kymenlaakso region has close relationships with Russia as there is a border-
crossing point in Vaalimaa which has the largest traffic with Russia in Finland (Invest
in Kymenlaakso 2012, 6). It is important to note that for non-EU citizens there is a
need for valid visa to enter the country. For non-EU residents visa restrictions cause

obstacles to plan their trips to Finland.

1.2.5 Technical factors and infrastructure

Finland is famous for its innovative environment as well as supporting innovations.
The Ministry of Employment and the Economy (n.d., 2) explains that innovations in
technology such as elevators or mobile phones as well as in entrepreneurship are com-
ing from the good education system. However, Edward Dutton (2009, 428-429)
doubts Finnish innovations by pointing out that Finns often imitate or copy other
countries. As an example of such, he discusses the TV shows which are borrowed

from or made similar to American, German, Swedish or British ones.
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Experiencing Finland, Dutton (2009, 429) appreciated the infrastructure and railroad
development: trains are high-speed and on time, moreover, everything is translated in-
to English language, therefore, foreigners could easily travel inside the country.
Launch of high-speed train Allegro which connects St. Petersburg and Helsinki in-
creases the number of travelers from Russia as Kouvola is the second stop on the Al-

legro route (Invest in Kymenlaakso 2012, 6).

Kymenlaakso liitto (n.d.) states that the region is a strategic logistics hub, including
such units as Port of KotkaHamina, Highway E18 and the Kouvola railway hub.

These factors attract business people to travel to the Kymenlaakso region.

1.3 Hotels industry and overnight stays overview in the Kymenlaakso region

1.3.1 Hotels and accommodation establishments

In a nutshell, Finnish hotel industry has branded and independent operators which are
relatively called first and second tier operators. The first tier operators may have more
than one brand. Restel including Cumulus and Rantasipi, Scandic, Omena and Sokos
Hotels by S-Group are the examples forming this group. Second tier operators may
have one or more than one unit under the one brand. (Palonpera 2013, 2) This division
into two types of accommodation companies exists in the Kymenlaakso region and is

presented by both independent second tier and branded first tier operators.

According to Official Statistics of Finland (2013) the total number of accommodation
service providers in 2013 was 1443, including 674 hotels. In the Kymenlaakso region
in 2013 the number of all accommodation providers amounted to 34 establishments
including 19 hotels (Statictics Finland database 2014a). In the municipality data from
Statistics Finland database (2014b) Kouvola has the biggest number of 14 accommo-
dations establishments and 7 hotels as Kotka has 8 establishments in total with 6 ho-
tels, the third place in the Kymenlaakso region by the number of accommodation ser-
vices takes Pyhtdd only with 4 establishments including 3 hotels. The other accommo-
dation establishments different from hotels may be defined as caravans, seasonal

camps or youth hostels.

The occupancy rate in Kymenlaakso hotels in 2013 was 32,7 per cent on average with

the largest percentage in July and August reaching over 45 per cent. However, in Oc-
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tober and November the rate stays relatively high up to 37 per cent comparing to
spring numbers of 22 per cent in average. The reason for such high occupancy of hotel
rooms in autumn months may become decrease in price level comparing to spring and
summer prices. The average price per room in Kymenlaakso hotels is 80,50 € in 2013

and 83,80 € in 2014. (Statistics Finland database 2014c).

1.3.2 Tourists and overnight stays numbers

The total number of nights spent in hotels in 2013 amounted up to 255 thousands in
the Kymenlaakso region and over 107 thousands only in the city of Kouvola (Official
Statistics of Finland 2013). In comparison with 2012, the region experienced the sec-
ond highest percentage growth of overnight stays up to 9,9 per cent, which is shown in
the figure 1:

Whaole country
usimaa
Yarsinais-Suomi
Satakunta
kanta-Hame
Firkanmaa
FaijatHame
Fimenlaakso
South Karelia
Eteld-Savo
Pohjois-Savo

Harth karelia
Central Finland
South Cstrobothnia
Dstrobothnia
Central Ostrobothnia
morth Qstrobothnia
kainuu

Lapland

Aland

-10 -5 0 5 10 15 20
Figure 1. Change in overnight stays by region 2013/2012 in per cent (Official Statis-
tics of Finland 2013)

Taking the numbers from Statistics Finland database (2014d), Finnish customers of all
hotel establishments were counted over 110 thousand visitors with almost 158 thou-
sand overnight stays in 2013. Foreign customers amounted up to 51,7 thousand arri-
vals with over 38 thousand coming only from Russia. The total number of overnight
spends in the region in 2013 reached 255 thousands while foreign visitors spent up to
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98 nights in hotels including 50 thousand nights spent by Russians, 2,7 by Swedish
tourists, 2,6 thousands by Germans, 1,5 thousand by Americans and 1,2 thousands by
Asian tourists. (Statistics Finland database 2014d).

Among all hotel customers there were different reasons to visit the Kymenlaakso re-
gion. Stating the purpose or coming to the region, the whole passenger traffic was di-
vided into five categories: leisure trips, business, shopping, work and education
(Kalenoja & Rantala 2007, 21-22).

1.4 Research problem

The problem for this research is that the overall picture of hotel and accommodation
services quality in the Kymenlaakso region is not presented, thus, it is difficult to see
what people visiting the region generally expect from hotels.

Tourists coming to the area create additional demand to the services offering on a dai-
ly basis and also special attractions. Companies are willing to expand according to the

customers’ wishes as well as to create new services.

Accommodation is a very important issue for coming tourists as it straightly connects
their impression on the city and region. After a trip or a busy day spent in the city a
person wants to relax comfortably and pay a reasonable price. Moreover, the tourist
may have a history of visiting different hotels and have expectations to the particular
hotel in the target area. If his or her expectations are not at all or poorly met, this per-
son may assume the quality of this one and other hotels in the city is as bad thus create
a negative view on the city itself and its services. Therefore, the better the service is,
the more tourists are willing to come and stay in the area. Thus, measurement of ser-
vice quality gets important to companies to be able to understand what attracts the

tourists and what makes them leave.

Commonly, each hotel makes an assessment of its customer satisfaction by itself and
does not compare the data to other companies in the business as there is a competition
among them, but there is a question if companies do the service quality analysis on
their own. On the other side, a tourist willing to come in the city assesses all of the ex-
isting hotels and chooses the best suitable one creating own image of expecting ser-

vices according to the description and the price paid. All the hotels have different
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price range and services included. Therefore, the expectations and perceptions of each
different one may be also different.

1.5 Research objective

The objective of this research is to find out how much the expectations of hotel ser-
vices differ than the perceptions after using them among the tourists coming to the

Kymenlaakso region by using SERVQUAL model.

The sub-objective includes improvement suggestions of overall hotel services in the

region.

These objectives were defined out of the necessity to measure the quality of services
in the hotel industry and understand what attracts people to the area in the chosen field
of accommodation. The sub-objective aims to give an idea to the hotel companies for

development of their services.

Meeting people expectations hotels increase people’s willingness to visit the region
again, thus, it creates an opportunity to other services or shops to have more custom-
ers. These factors affect the development of economic situation of the region.

1.6 Research and development question

The main question for this study is:

At what extent the customer expectations of the quality of hotel services in the Ky-

menlaakso region are met?

From the determined objectives the two the sub-questions can be stated:

What are the main quality standards that people are expecting from their accommoda-

tion services?

What improvements should be made in order to meet customers’ expectations and at-

tract more people to the chosen area?
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2 QUALITY MEASUREMENT IN ACCOMMODATION SERVICES

2.1 Quality element in tourism accommodation industry

Nowadays, importance of service quality is increasing. This can be explained by rising
standards and expectations of customers in tourism industry (Williams & Buswell
2003, 6). Accommodation service companies being a part of the tourism should adapt
themselves to the changing tendencies by monitoring and improving their perfor-
mance quality in order to satisfy customer needs.

Quality of services has been constantly discussed among theorists for the past dec-
ades. According to Eraqi (2006, 474), quality is a ‘key element’to become competitive
on the market. Parasuraman, Zeithaml and Berry (1985) suggested separating quality
of services from the product quality and invented a conceptual model widely used in

service quality research.

Studying the concepts of service quality, Grzinic (2007, 83) supported the idea that
there are not enough factors to define services quality comparing to the products
(which have certain areas of quality such as defective products count, best before

dates, etc.), therefore, measurement of service quality becomes a challenge.

In order to simplify service quality measurement, Peters (1987) proposed the idea of
excellent service quality as one completely meeting customer needs as well as creating
their gained perception as perfect. Among customers and organisations may appear an
image that excellence depends on the price paid for the service, though the quality is
not based on the price level and the ideal service can be offered in any organization

including low-cost ones (Williams & Buswell 2003, 20).

In order to improve tourism service quality Eragi (2006, 489) advised to pay attention
on three categories, such as satisfaction of tourists (external factor), well-being of em-
ployees (internal factor) and performance of the process. Grzinic (2007, 85-86) sug-
gests to adopt the consumer-oriented approach where hotel visitors’ satisfaction or

dissatisfaction depends on their expectations and perceptions of the services.

This research will concentrate further on suggestion for studying expectations and

perceptions as well as measurement service quality itself.
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2.2 Service quality vs. customer satisfaction

Many academics argue if the service quality and customer satisfaction have the same
definition. For this study it is important to create a clear picture separating these two
concepts as customer satisfaction plays minor role and measuring service quality gets
the main concentration. A simple difference between those was stated by Randall and
Senior (1996), claiming that the satisfaction from the service received may not be
achieved, but service quality is assessed as ‘good’. At the same time, Crompton and
MacKay (1989) concluded the difference of these two definitions by stating that ser-
vice quality is judged by the service performance itself when the satisfaction is com-

ing from the personal experience and emotional perceptions of customers.

Parasuraman et al. (1988) pointed interrelation between service quality and customer
satisfaction as customers tend to assess both of them with the same criteria. However,
Berry (1995) suggested that these two should be measured by different criteria there-
fore Oliver (1997) defined the separated criteria, which are presented in the figure 2:

Customer judgement of service
quality and customer satisfaction.

Service quality Customer satisfaction
Evaluated using Evaluation more holistic
specific clues

Based on perceptions Based on needs

of ‘excellence’

Cognitive Emotional

Figure 2. Customer judgement of service quality and customer satisfaction (Oliver
1997)

There are several interpretations of service quality definition. For example, Gronroos
(1984, 37) described it as the result of process evaluating when the consumers contrast
their expectations with the perceptions of the service. Markovic et al. (2013, 38) in
their research define the perceived quality as ‘customer’s subjective experience’ based
on the attitude of the service provided by the hotel. Attitude-based approach was also

supported by Jennifer Rowley (1998) in her quality research in public sector. To add
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more, the service quality is the performance success of satisfying needs that customer

was aiming to achieve by using this service (Zeithaml et al. 1993).

2.3 Quality measurement methods

2.3.1 SERVQUAL and Gap analysis

The most known method for measurement of service quality is SERVQUAL. Accord-
ing to Parasuraman et al. (1991, 445) it aimed to analyze the strengths and weaknesses

of quality in every aspect of company work.

In 1985 Parasuraman et al. concluded that service quality can be measured by the gaps
that might occur when using services and by improvement of the quality they meant
closure of these gaps. Later, Parasuraman et al. (1990) defined five gaps illustrated in
figure 3 which include:

e the information or knowledge gap, which lies in customer expectations and
how managers percept their expectations;

e the standard-service gap, which is the difference in customers’ and managerial
perceptions about the certain standards an offered service should have;

e the gap in performance of service occurs when a company fails to meet the
service delivery that was promised to a customer;

e the communication of staff with customers gap or what a company promises
to their customers and what it does for them in reality;

e the gap in expectations and perceptions of services by the customer.
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Figure 3. Conceptual model of service quality (Parasuraman et al. 1985, 44)

Taking the fifth gap as a basis, SERVQUAL started as a model with 22 assessment
statements within the 5 dimensions which compare the customers’ expectations with
their perceptions of the service (Parasuraman et al. 1985, 1988). Originally, Parasura-
man et al. (1988) determined SERVQUAL’s dimensions as:

o reliability, as accurate and correct service performed on time;

e assurance, as knowledgeable staff performance and trustworthy relationship
between personnel and a customer;

e tangibles, as physical appearance of premises, staff and equipment;

e empathy, as ability to provide personal treatment for each customer;

e responsiveness, as quick performance of services and willingness to communi-

cate with customers.
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Each dimension consists of four or five statements (total number is 22), which are
given for assessment usually with a five-point or seven-point Likert scale (Markovic
et al., 2013:38). Each statement is assessed twice: first time with the expectations that
the customer has before the service and the second time is based on the perception and
service receiving act (Ladhari 2009; Markovic et al. 2013, 38).

Ladhari (2009) was studying the development of this method through the years and
claimed that despite the critics SERVQUAL is a good instrument for measuring the
quality of services if the researcher adjusts this method for his or her special case.
Moreover, he added that this tool earned most appreciation as many practitioners see it

useful nowadays.

As examples of research studies made with SERVQUAL-based method there are
Tsang and Qu in 2000 who researched expectations and perceptions of China hotel
visitors with 35 statements, Akbaba in 2006 used 29 statements for Turkey business
tourists and Markovic in 2003 inspecting Croatian hotels with the original version of
the model (Markovic et al. 2013, 38).

2.3.2 Other quality measurement models

Throughout the years, service quality measurement gathered a lot of attention and
eventually the original SERVQUAL experienced a lot of modifications or became a
basis for new measuring methods. Brady and Cronin (2001) suggested a third-order
factor model which is constructed of interaction and its result adding the third factor —
environmental quality. For these three dimensions they added three sub-dimensions

which are original SERVQUAL dimensions: responsiveness, empathy and assurance.

Another example of quality measurement method is SERVPERF model described by
Cronin and Taylor in 1992. In this model they used the same 22 dimensions of
SERVQUAL model but cut the assessment only by customers’ perceptions based on
satisfaction level, willingness to buy additional services and the quality of services in
general (Cronin & Taylor 1992). These academics doubted the necessity of expecta-
tions factor in the SERVQUAL model as in their view, the perception assessment
gives the idea of hidden expectations of the customer (Cronin & Taylor 1994). How-
ever, the approach of Cronin and Taylor was criticized by Tribe and Snaith (1997) as

lack of full picture of customer satisfaction of service quality.
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Similar to gap analysis, Oliver (1997) suggested the model of expectancy - disconfir-
mation. The model is based on the difference of customers’ expectations and percep-

tions but has three levels of satisfaction:

¢ Negative disconfirmation is given when the service is worse than the customer
expected;

e Simple confirmation which states that the expected service equals the per-
ceived service;

e Positive confirmation occurs when the perceived service is better than the ex-
pected one (Oliver & De Sarbo 1988).

2.3.3 SERVQUAL cultural adaptation

In order to apply the measuring method, the 22 items of SERVQUAL need to be
changed according to the research case. First step to model adaptation is to understand
the nature of typical Finnish hotel. According to Finland Insider (2014) usual hotel of-
fers breakfast including Finnish meal, Internet connection, gym and sauna. Usually
here are hotels from three to five stars in Finland with international standards (Go Fin-
land n.d.). In the Kymenlaakso region there are no five-star luxury hotels therefore

they are left out of the research focus.

In three or four star hotels it is possible to choose a room up to four people and special
rooms for people with disabilities. All the rooms have their own interior with beautiful
outside views of the country yard or city center. In addition to the gym and sauna
there are playing rooms for children, parking lots and meeting rooms. The staff is
trained to help tourists with guidance about the city. In Finnish economy hotels the
price is lower and there can be no receptionist, however, it has the main hotel services

as beds, bathroom, TV, fridge and microwave oven. (Finland Insider 2014).

SERVQUAL is applied to all categories of hotels thus there is a limitation of question
items to be asked in the empirical research. Moreover, the study of important factors
of service quality for hotel visitors by Ramsaran-Fowdar (2007, 24-25) concludes that
SERVQUAL dimension statements are only the basis and there are more factors to
consider. Thus, it is unnecessary to use statements assessing south resort hotels be-
cause of the Finnish northern location. Furthermore, some of the statements taken
from SERVQUAL by Parasuraman et al. (1985) can be joint, for example, appealing
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equipment and materials, correct performance and error-free records, responsiveness
and willingness to provide help, providing personal attention and keeping best interest

when serving a customer.

In addition to the statements factor, Ariffin and Maghzi (2012) suggest the analysis of
personal information such as country of origin, gender or age of respondents partici-
pating in the research as the expectations and perceptions differ according to these
factors.

2.4 Understanding the customer

2.4.1 Customer expectations and experience

First of all, it is essential to understand the nature of customer expectations. Parasura-
man et al. (1988) determined expectations as ‘customers’ desires or wants’ which the
service provider can or cannot influence. Zeithaml et al. (1990) specified the factors

which shape customer expectations:

- Word of mouth;
- Personal needs;
- External communication;

- Past experience.

In addition to these four, Gummesson and Gronroos (1987) added the image of the

company providing the service.

It is worth to understand that the customer may have different kinds of expectations
when coming to use hotel services. For example, there are two most recognized ex-
pectation types such as normative and predictive. The normative expectations general-
ly refer to an excellent service which customer supposed to get from the hotel while
the predictive ones describe the probable level of services that customer believes to

receive. (Coye 2004).

Studying the expectation levels, Miller (1977) cited in Randall and Senior (1996) out-
lined four of them: excellent service, predicted service performance, deserved perfor-

mance and minimum level of tolerance. Based on this classification it is notable that
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most of measuring methods including SERVQUAL take into consideration only ideal
expectations and the others are left outside the picture while organizations are inter-
ested in lowering costs which becomes possible after defining the bottom line of cus-
tomer satisfaction (Williams & Buswell 2003, 64).

Similar to those levels, Teas (1993) suggested six clarifications of expectations, by

adding to the Miller’s only the level of service importance and cost-fair service.

What is more, due to the constantly changing tendencies in the world, the customer
expectations of services including the hotel industry are changing too. Companies in-
terested in their customers or having a loyalty programs have to monitor the expecta-

tions and opinion-changing environment.

2.4.2 Customer perceptions and dissatisfaction

After customers make their expectations there are the perceptions of the service. There
is a good definition of customer perceptions given by Oliver (1997) cited in Taylor
(1997) stating that it is ‘a comparison to excellence in service by the customer’.
Moreover, customer perception is an opinion built after using a service, influenced by
many factors (Williams & Buswell 2003, 65). Rama Rao (2009) divides these factors
into internal such as personality, personal preferences and desires and external which

are characteristics of an event, a person or objects perceived by the customers.

Despite the idea that the perceptions are usually made at the end or after the service
has been received, Zeithhaml et al. (1990) stated that post-service evaluation and main
process of experiencing the service give a vast possibility for analysis, thus, creating
perceptions. To sum up, Edvardsson (2005, 130) concluded that the perceptions are
influenced by customer’s emotional state during the whole process of service perfor-

mance, from producing the service, to delivering and using it.

Excellent or satisfying service is not always the case. When the customer expectations
are not met the dissatisfaction appears. Williams and Buswell (2003, 66) described the
main factors which influence dissatisfaction: customer wishes are poorly recognized,
misleading information about the service, non-competent staff, threats to the wellbe-
ing or loss of personal belongings.
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2.5 Theoretical framework adapted from SERVQUAL model

In order to fulfil the objective of the research according to the Kymenlaakso region
needs the following theoretical framework based on the SERVQUAL model was de-
veloped. From the reviewed literature on the service quality models and hotel industry
of the Kymenlaakso region the new expectation-perception model presented in the

figure 4 was created.

Hotel outlook
Rooms’ comfort and cleanness
Furniture condition

Hotel
appearance

Personnel outlook
Service performance and professionalism
Friendliness and responsiveness

Personnel
performance

Availability & Desired room
o Children facilities
accessibility

: Internet/phone
of services Brochures & city guides

Personal safety
Security of personal belongings

Price-related Price range
issues Information on prices and bills

18

Difference of Perceptions and Expectations

J L
W
Service quality level

Figure 4. Expectation-perception model of service quality for Kymenlaakso hotels

The 14 items from SERVQUAL dimensions were picked, modified and added to new
groups formed according to the hotel industry in the region. Cultural and economic

view of the region became the basis for defining the aspects for every group. The most
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important factors such as appearance, service delivery, service accessibility, security
and price range were selected because of the location, climate conditions of the Ky-

menlaakso region and visit purposes of tourists coming to the area.

The first group of items evolved from the tangibles dimension of SERVQUAL model
and included the visual appearance of facilities, hotel rooms and furniture. The second
group included personnel performance, outlook, their friendliness and willingness to
communicate with customers. Accessibility and availability of services group became
the largest and included four items such as desired room availability, existence and
accessibility of children facilities for family visits, Internet or phone availability and
provision of brochures and city guides in the hotel. Safety and security of customers
and personal belongings evolved from the assurance dimension of original SERV-
QUAL model as well as the price and bills group items were developed from the reli-

ability dimension.
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3 METHODOLOGY

3.1 Acquisition of data

3.1.1 Acquisition method

This research uses gquantitative analysis thus the chosen method for gathering data is a
survey based on the SERVQUAL model. However, in order to present suggestions for

improvement the service quality the survey has a qualitative element.

As the study should provide with information on difference of customer expectations
and perceptions, each user of hotel services willing to participate should fill two ques-
tionnaires: the first one by judging services based on his or her expectations and the
second one — by experience of receiving the services. For both times the customer is
offered the same questions.

3.1.2 Population

The target population for this research is limited to the hotels visitors of major cities in
the Kymenlaakso region: Kouvola including Kuusankoski and Kotka. These three cit-
ies are chosen because of the biggest numbers of hotels: there are three hotels to in-
clude in Kouvola, one in Kuusankoski and two hotels in Kotka. Another reason for
targeting these cities is Kouvola with Kuusankoski is a central city of the northern part
of the Kymenlaakso region and Kotka is relatively a center of the south part of the re-

gion. There are six hotels in total to place the questionnaires in.

3.1.3 Sampling frame

The sampling frame is defined by all the tourists staying in the chosen hotels in the re-
search period of October-November 2014. If there is a family or a group of people
staying together, each member can fill the questionnaire separately. The frame is also

limited by the willingness of customers to be involved.
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3.1.4 Sampling

Participation in the research is voluntary therefore the convenience sampling tech-
nique is used. According to Ghauri and Gronhaug (2010, 139) convenient sample is
applied when respondents are chosen accidentally or without special arrangements but

agreed to take part in the survey.

Quinlan (2011, 214) suggests having a certain sample size when using convenience
approach. According to statistics Finland database (2014a) there are 34 accommoda-
tion establishments. In the Kymenlaakso region in the period of October-November
2013 there were counted around 12500 users of accommodation services on average
(Statistics Finland database 2014e). There is no data on each hotel arrival, thus the av-

erage number of 371 is counted from the whole amount of arrivals.

The Research Advisors (2006) suggest using 95% confidence level and 5% margin of
error when counting the sample size according to population. As stated in the table,
provided by these Research Advisors (2006) the sample size is counted as 169 when
the population is in the range from 300 to 400 items. Due to the limitations and aver-
age data on arrivals the margin of error was increased to 7%. With the help of the Sur-

vey System website (2012) the new sample size of 119 answers is counted.

3.1.5 Questionnaire design

When designing questionnaires, there are two main aspects to consider: physical ap-
pearance and content. The visual appearance of the questionnaires concerns the
length, format and the language. Ghauri and Gronhaug (2010, 121-122) advise to have
short questionnaires as respondents get bored and not interested in long and tiring
questions, therefore, the questionnaires for this study are as short as possible limited
by one page of A4 format. The questionnaires are offered in two languages: English
and Russian. According to Official Statistics of Finland (2013) Russian tourists
amounted 28 per cent of all hotel customers in Finland in 2013 increasing by 7,5 per
cent in comparison with year 2012 what explains the necessity of having additional

guestionnaires versions in Russian language.

The content of the questionnaires comes from the adapted version of the measurement

model of service quality. Both expectations and perceptions questionnaires have the
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same structure and questions with the only difference in headers. Each of them con-
sists of two parts: SERVQUAL-based statements and background information. The
first part supports model’s dimensions. There are 14 statements to be assessed with 6-
point scale including possibility to use ‘I don’t know’ option in order to fully express

the attitude to the quality of service.

The 14 statements given for assessment are divided in five groups:

e Hotel outlook, room comfort and cleanness and furniture condition;

o Staff outlook, friendliness and willingness to help, performance and profes-
sionalism;

e Availability and importance of desired room, children facilities, Internet or
phone access and brochures or city guides presented in the hotel;

e Safety and security of visitors and their personal belongings;

e Price range and information on bills.

The first group of questions is fully related to the tangibility dimension of SERV-
QUAL model as the ‘staff’ group includes all five dimensions. The third group of
statements supports empathy and reliability, safety and security questions belong to

reliability dimension, prices and bills are related to empathy and responsiveness.

The second part of the questionnaire consists of four background questions about
country of residence, age, gender and hotel visiting experience. In the end of this sec-
tion respondent is offered an open-ended question where he or she can leave a com-

ment or suggestion concerning their stay at the hotel.

3.2 Statistical framework

In the research the descriptive and interferential statistics are used. Descriptive statis-
tics provides organization and summary of data when the interferential statistics gives
possibility to compare two or more variables and construct patterns (Ghauri &
Gronhaug 2010, 153).

Applying the descriptive statistics, the following measures are calculated:

1. Mean as arithmetic average;
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2. Frequencies as distribution of variables (Quinlan 2011, 400-401).

Means of expectations and perceptions questionnaires are applied to detect the service
quality gaps in order to fulfil the aim of the research. Frequencies show the standards
of tourists’ expectations and perceptions and the current state of the quality. Back-

ground information of respondents is presented with descriptive statistics as well.

From the interferential statistics the non-parametrical test for paired samples is ap-
plied. The non-parametrical test for paired samples or Wilcoxon signed-ranks test is
applied to identify the distribution of differences (Zaiontz 2014).

There is a qualitative element existing in the survey which is presented in the last
open-ended question. This question is concerned about wishes and suggestions to the
hotels and will be presented as suggestions for improvements.



27

4 FINDINGS AND ANALYSIS

4.1 Collected data description and background information

During the survey the whole sample of 119 respondents was fulfilled. Due to volun-
tary participation not every hotel visitor was willing to participate. The reasons for
non-participations were soon train departures, business meetings or lack of interest in

the research. However, all of 119 respondents were glad to be involved into research.

Background information appeared to be the same for both expectations and percep-
tions questionnaires as people interested in filling the expectations part were willing to

participate in perceptions part to compare their opinions.

The first question in this group was respondents’ country of origin. The results were
the following: the biggest number of respondents was coming from Russia, their num-
ber amounted to 42 people or 34,4 per cent of the whole sample. The next group of 17
participants (13,9 per cent of the sample) is coming from Finland. There were 5 re-
spondents per country from China, France, Sweden, 4 respondents per country from
Estonia, Germany, the Netherlands and UK. Groups of 3 respondents were coming
from such countries as Denmark, Norway, Spain, USA and Vietnam. Belgium, Hun-
gary, Czech Republic and Latvia were presented in the research with two respondents
from each country and finally the only one respondent per country was participating
from Austria, Canada, Greece, India, Ireland and Ukraine.

Analyzing the country of origin, most of the respondents were from Russia and Eu-
rope. Asian countries, USA and Canada were the minor groups of respondents. Latin
and African countries as well as Australia were not presented in the research at all.
Taking into account the countries’ representatives the opinion of Finnish hotel ser-

vices was formed with limited cultural diversity.

The second question from this group was the age of respondents. The range of the age
parameter of participants varies from 15 to 66. Figure 5 shows the age data of re-
spondents divided into groups.

The biggest age group of respondents were people from 26 to 35 years old with the
number of 33 participants which is 27,7 per cent on the sample, the next age group
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was from 36 to 45 years old with 32 respondents presented by 26,9 per cent, the third
biggest age group of 25,2 per cent appeared to be is 25 years and younger with the
number of respondents of 30. Age group from 46 to 55 years amounted to 17 respond-
ents or 14,3 per cent of the sample and the smallest age group became from 56 years

and older with only 7 respondents which is 5,9 per cent of all respondents.

Age
35 3

33 39
30 30
25 -
20 - 17
15 -
10 7
3 m
0 - . . . . .

25 yearsand From 26 to 35 From 36 to 45 From 46 to 55 56 years and
younger years years years older

Figure 5. Age groups of respondents (n=119)

The third background question was the respondents’ gender. In this case the distribu-
tion aimed to be as equal as possible thus the statements evaluation results happen to

be equal in relation to gender.

Gender

70 64 (54,2 %)
60 -

50 -
40 -
30 -
20 -
10 -

54 (44,3 %)

Male Female

Figure 6. Gender of respondents (n=118)
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Figure 6 shows the gender distribution of respondents which was the following: male
were counted to 64 of the whole sample which is 54,2 per cent of the sample and fe-
male respondents were 54, which is 44,3 per cent of the sample.

The next question was asking participants’ experience of visiting hotels. Figure 7
shows that most of respondents (40,7 %) were visiting hotels 5 or less times, 39 par-
ticipants or 33,1 per cent has stayed in the hotel for more than 5 times, finally, for 31
respondents or 26,3 per cent of the sample it was the first stay in the hotel.

How many times have you stayed in hotels?
60

48 (40,7 %)

50

0,
40 39 (33,1 %)

31 (26,3 %)
30 -

10 -

This is my first stay 5 or less times More than 5 times

Figure 7. Respondents’ experience of visiting hotels (n=118)

4.2 Average grades based on expectations and perceptions

Analyzing the attitude statements graded by respondents, there are following results.
The expected services were graded from 4 to 4,5 out of 6 with the exception of trust

with hotel belongings and price range in the hotel, these statements were graded 3,91
and 3,89 out of 6. The perceived services got grades from 4 to 4,5 out of 6 with the

exception of price range of hotel services, which got 3,85 out of 6.

According to the scale of the questionnaire, grade 4 means that respondents were sat-
isfied with services, however, only on a general level. There are average grades for
expectations and perceptions presented in the table 1.
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Table 1. Average grades according to expectations and perceptions of services

rate

Statements Expectations | Perceptions
mean (1-6) | mean (1-6)

The interior and exterior of the hotel looks attractive 4,54 4,09

Rooms are clean and comfortable 4,44 4,24

Furniture and equipment are in good condition 4,23 4,27

Personnel looks neat and professional 4,43 4,43

You get the services you ordered on time and correctly | 4,21 4,23

Personnel is friendly and willing to respond 4,00 4,10

Your desired room is available for you 4,17 4,49

There are children facilities available 4,08 4,18

You have free Internet/phone access in the hotel 4,15 4,10

There are brochures or/and city guides in the hotel 4,18 4,09

You feel safe in this hotel 4,35 4,30

You trust the hotel with your belongings 3,91 4,29

Prices at the hotel are reasonable 3,89 3,85

The information about prices and bills is clear and accu- | 4,35 4,50

4.3 Wilcoxon signed-ranks test

There are the results of non-parametric test presented below. The first part of the anal-

ysis shows the comparison of expectations and perceptions or ranks. Negative ranks

show that the expectations were higher than the perceptions of the service, positive

ranks indicate higher perceptions than the expectations and ties state that the respond-

ents felt no difference between perceived and expected service. The second part of the

Wilcoxon analysis shows the significance in the services. (Laerd statistics 2013).

4.3.1 Ranks of expectations and perceptions

The results of the ranks analysis of statements are divided into 4 tables: the hotel out-

look assessment group, personnel performance and outlook group, service availability

group and joint table of safety and price-related issues groups.

From the table 2 it is seen that the interior and exterior of the hotel assessment got

more negative answers, thus 52 respondents were expecting higher level than the per-

ceived one. There are 34 respondents who stated that their perceptions appeared to be




31

higher and 27 respondents marked their attitude towards hotel outlook was the same
according to their expectations and perceptions. Looking at the rooms comfort, the
negative ranks (52) also exceeded the positive ranks (32), thus, the expectations of the
service were higher than the perceptions. There are 39 respondents who stated their
opinion as same. The furniture and equipment condition, however, got more positive
ranks (47) than negative ones (39), and the overall picture of this statement got higher
perceptions. The number of respondents who did not change their opinion was 28.

Table 2. Hotel outlook ranks assessment

Statements
N | Mean rank | Sum of ranks
Negative ranks | 52 49,1 2553
The interior and exterior looks | Positive ranks 34 34,94 1188
attractive Ties 27
Total 113
Negative ranks | 44 38,25 1683
Rooms are clean and comfort- | Positive ranks 32 38,84 1243
able Ties 39
Total 115
Negative ranks | 39 46,86 1827,5
Furniture and equipment are Positive ranks 47 40,71 1913,5
in good condition Ties 28
Total 114

The table 3 shows the assessment of the personnel performance. The outlook of the
personnel got positive difference with the perceptions (45) exceeding the expectations
(38). The number of respondents who did not change the opinion was 31. Service per-
formance was assessed with positive difference as well, with positive ranks of 41 and
negative ranks of 39. The same opinion was stated by 36 respondents. The third aspect
of the personnel group was friendliness and willingness to respond of the hotel staff.
The difference in positive ranks (46) and negative ranks (41) showed that the percep-
tions were higher than the expectations. There were 24 people who gave the same lev-

el on this issue.
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Table 3. Personnel outlook and performance rank assessment

Statements
N [ Mean rank | Sum of ranks
Negative ranks 38 44,89 1706
Personnel looks neat and pro- | Positive ranks 45 39,56 1780
fessional Ties 31
Total 114
Negative ranks 39 40,59 1583
You get the services you or- | Positive ranks 41 40,41 1657
dered on time and correctly Ties 36
Total 116
Negative ranks 41 42,63 1748
Personnel is friendly and Positive ranks 46 45,22 2080
willing to respond Ties 24
Total 111

In the group of service availability the room availability and presence of children fa-

cilities got positive difference in perceptions and expectations of service quality.

However, the Internet or phone accessibility as well as availability of city guides and

brochures in hotels were assessed with higher expectations. The numbers are shown in

the table 4.

Table 4. Availability of services rank assessment

Statements

N | Mean rank | Sum of ranks

Negative ranks 32 35,48 1135,5

Your desired room is availa- | Positive ranks 48 43,84 2104,5
ble for you Ties 31
Total 111

Negative ranks 36 38,57 1388,5

There are children facilities Positive ranks 37 35,47 13125
available Ties 19
Total 92

Negative ranks 42 40,81 1714

You have free Internet/phone | Positive ranks 38 40,16 1526
access in the hotel Ties 28
Total 108




There are brochures or/and
city guides in the hotel
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Negative ranks
Positive ranks
Ties

Total

41

36
32

109

40
37,86

1640
1363

The assessment of personal safety and security of personal belongings were ranked on

the high level of perceived services with the large difference of positive and negative

ranks. The number of 35 and 30 respondents stated the same opinion on the safety and

security. The price level and information on prices were ranked also with the higher

perceptions, thus people were satisfied with these aspects. The results are presented in

the table 5.

Table 5. Safety and price-related issues rank assessment

Statements
N | Mean rank | Sum of ranks
Negative ranks 34 42,43 14425
L Positive ranks 41 34,33 14075
You feel safe in this hotel ]
Ties 35
Total 110
Negative ranks 27 39,76 1073,5
You trust the hotel with your | Positive ranks 50 38,59 1929,5
belongings Ties 30
Total 107
Negative ranks 38 43,34 1647
Prices at the hotel are reason- | Positive ranks 44 39,91 1756
able Ties 27
Total 109
Negative ranks 32 39,41 1261
The information about prices | Positive ranks 43 36,95 1589
and bills is clear and accurate | Ties 32
Total 107
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4.3.2 Test statistics of Wilcoxon signed-ranks

The results of the test statistics analysis are shown in the table 6. From the table 6
there are statistically significant changes that could be seen from the p-value calculat-
ed in the test.

Table 6. Test statistics of Wilcoxon signed-ranks

Statements (perceptions - expectations) Z Asymp. Sig. (2-
tailed), p-value

The interior and exterior of the hotel looks attractive -3,024% | ,002

Rooms are clean and comfortable -1,166° | ,244

Furniture and equipment are in good condition -190° | ,849

Personnel looks neat and professional -172° | ,863

You get the services you ordered on time and correctly -181° | ,856

Personnel is friendly and willing to respond - 715" | 474

Your desired room is available for you -2,373" | ,018

There are children facilities available -,215% | ,830

You have free Internet/phone access in the hotel -,460% | 646

There are brochures or/and city guides in the hotel -718% | 473

You feel safe in this hotel -,095% | ,924

You trust the hotel with your belongings -2,225" | ,026

Prices at the hotel are reasonable -257° | 797

The information about prices and bills is clear and accurate | -,886° | ,376

% _ positive ranks used, b_ negative ranks used

All the values are in the range of 0,002 to 0,924. The strong statistical significance
was detected in such areas as furniture and equipment condition (,849), personnel out-
look (,863), correct and on-time service performance (,856), children facilities (,830),
Internet or phone access (,646), safety in the hotel (,924) and reasonable prices (,797).
The significance of services was also seen in such categories as rooms’ cleanness and
comfort (,244), friendliness of personnel (,474), brochures and city guides availability
(,473) and information on prices and bills (,376). Such statements as outlook of the
hotel (,002), desired room availability (,018) and trust to the hotel with personal be-

longings (,026) were detected as low significance.
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4.4 Frequencies data description and analysis

In order to visually describe the differences between customers’ expectations and per-
ceptions there are frequency tables for each of 14 statements from the first SERV-
QUAL part of the questionnaires. Each of these tables includes positive gaps marked
with green colour where perceptions of services were higher, negative gaps marked
with red colour where perceptions were lower than expectations and cells marked in
yellow where expectations of hotel services were the same as perceptions. In several
cases, one or two statements were left unassessed due to personal reasons of respond-

ents. Such issues were minor and had no effect on the overall analysis.

4.4.1 Statement 1: The interior and exterior assessment

The table 7 shows the distribution of answers among respondents. There are 3 re-

spondents who stated no opinion on the attractiveness of the hotel facilities statement.

Table 7. The interior and exterior attractiveness assessment

The interior and The interior and exterior looks attractive (perceptions)
exterior looks

attractive (ex- Totally | Mostly

Partly | Partly | Mostly | Totally

pectations) disagree | disagree | disagree | agree | agree agree Total
Mostly  Count 0 1 0 0 0 3
disagree 94 0% | 33,3% 0% | 100,0%

Partly Count 0 14
disagree % ,0% 100,0%
Partly ~ Count 0 33
agree % ,0% 100,0%
Mostly  Count 44

agree % 100,0%

Totally Count 0 4 19
agree % ,0% 21,1% | 100,0%
Total Count 1 14 113

% ,9% 12,4% | 100,0%

The total expectations on these issues were the following: 19 respondents totally
agreed that the hotel facilities that they expect will appear attractive; however, only 14
respondents stated the same attitude after experiencing the service. The biggest num-
ber or 44 respondents stated that they mostly agree that the expected hotel will have
attractive facilities as only 36 participants mostly agreed that the perceived hotel out-
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look was attractive. The results for partly agree statements were 33 for expectations
and 25 for perceptions, partly disagreed on the expectations side 14 respondents and
on the perceptions side 23 respondents. No one totally disagreed in their expectations
that the facilities are attractive although one person totally disagreed with this state-
ment after experiencing the hotel. 3 people mostly disagreed in their expectations with

the statement as 14 people mostly disagreed according to their perceptions.

Concluding the results of the first assessment statement, the expectations of respond-
ents were poorly or not at all met concerning the attractiveness of the hotel facilities as

many people disagreed on the attractiveness of hotel exterior and interior.

4.4.2 Statement 2: Rooms’ cleanness and comfort

The table 8 shows the distribution of received results on expected and perceived atti-
tudes concerning the hotel rooms. From the positive attitudes the expected services
got 33, 36 and 21 answers and the perceived services got 32, 34 and 18 answers. The
negative attitudes had less popularity in answers with expectation-based of 33, 22 and
3 answers and perceptions-based 24, 5 and 2 answers. According to expectations, 2 re-

spondents marked ‘no opinion’ in relation to room cleanness and comfort.

Table 8. Rooms’ cleanness and comfort

Rooms are clean Rooms are clean and comfortable (perceptions)

and comfortable | o311y | Mostly | Partly Mostly | Totally
(expectations) | gisagree | disagree | disagree agree | agree Total

Mostly  Count 0 0 0 0 3

disagree op 0% ,0% 100,0%

Partly ~ Count 0 6
disagree % ,0% 27,2%

22
100,-%

Partly  Count 0 33
agree % ,0% 100,0%
Mostly ~ Count 0 36
agree % ,0% 100,0%

Totally Count 0 21
agree % ,0% 33,3% | 100,0%
Total Count 2 18 115

% 1,7% 15,7% | 100,0%
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According to the received data the rooms are assessed on a good level as positive atti-
tude marks significantly exceeded the negative marks. However, the expected quality
of rooms in the hotels reached higher number of answers than the perceived, thus the

service users were not completely satisfied.

4.4.3 Statement 3: Furniture and equipment condition

Analyzing the furniture and equipment the positive perceptions attitudes exceed the
expectations attitudes with the difference of 2 respondents who marked ‘totally agree’
and 5 respondents who marked ‘mostly agree’ to the furniture and equipment. How-
ever, those who partly agreed on this statement according to their expectations exceed
the number of those who marked the same attitude according to their perceptions. The
negative attitudes were presented with less significant numbers; however, in most cas-
es the negative perceptions were higher than the negative expectations. No opinion
gave 3 respondents according to their expectations and only one person according to
the perception of services. The full picture answers’ distribution is presented in the ta-
ble 9.

Table 9. Furniture and equipment condition

Furniture and Furniture and equipment are in good condition
equipment are in (perceptions)

good condition | Totally | Mostly Partly | Partly Totally

(expectations) | disagree | disagree | disagree | agree agree Total
Totally  Count 0 0 0 0 0 1
disagree op 0% 0% 0% | 0% 0% | 100,0%
Mostly  Count 0 2 0 0 6
disagree % ,0% 33,3% ,0% 100,0%
Partly ~ Count 0 21
disagree % ,0% 100,0%
Partly Count 37
agree % 100,0%
Mostly  Count 34
agree % 100,0%
Totally Count 0 4 15
agree % ,0% 26,7% | 100,0%
Total Count 2 17 114

% 1,8% 14,9% | 100,0%

Received data shows that furniture and equipment satisfy customers as most of the

perceptions positive answers exceeded the expectations answers.
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The expectations of personnel outlook were rather high with the positive attitudes

marks of 41, 42 and 14 when the perceptions got not that good positive attitude num-

bers of 27, 40 and 22. The negative attitude marks distribution was the following: the

expectations got assessment of 13, 3 and 1 answers as the perceptions exceeded the

expectations with the numbers of 18, 6 and 1. One person gave no opinion about ex-

pected service and 3 respondents stated no opinion according to perceived services.

Table 10. Personnel outlook

Personnel looks
neat and profes-

Personnel looks neat and professional (perceptions)

sional (expecta- | Totally | Mostly
tions) disagree | disagree
Totally  Count 0 0
disagree o4 0% 0%
Mostly ~ Count 0 0
disagree % ,0% 0%

Partly Count

disagree %

Partly Count 0

agree % ,0%

Mostly ~ Count 0

agree % ,0%

Totally  Count 0 0

agree % ,0% ,0%

Total Count 1 6
% ,9% 5,3%

Partly
disagree

Partly | Mostly | Totally
agree | agree agree Total
0 0 1
,0% ,0% | 100,0%
0 0 3

,0%

100,0%
13
100,0%
41
100,0%
42
100,0%

3 14
21,4% | 100,0%

22 114
19,3% | 100,0%

Analyzing the table 10, the personnel outlook did not fully meet the expectations of

hotel customers even though the highest level of positive attitude had the difference of

7 answers.

4.4.5 Statement 5: Service performance

The correct and on time performance of services presented in the table 11 was as-

sessed as satisfying; however the respondents formed the negative expectations-

perceptions gap in the attitude mark ‘mostly agree’ with the significant difference of

10 answers. The importance of the service performance aspect is proved by the fact

that there were no missing opinions when assessing the expectations side.
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Table 11. Correct and on time service performance

YOU gettheser- | vou get the services you ordered on time and correctly (per-
vices you ordered ceptions)

on time and cor-

rectly (expecta- Totally | Mostly Partly | Partly | Mostly | Totally

tions) disagree | disagree | disagree agree Total
Mostly  Count 0 12
disagree o4 100,0%
Partly Count 21
disagree % 100,0%
Partly Count 28
agree % 100,0%
Mostly ~ Count 41
agree % 100,0%
Totally  Count 0 0 4 14
agree % ,0% ,0% 28,6% | 100,0%
Total Count 3 5 20 116
% 2,6% 4,3% 17,2% | 100,0%

4.4.6 Statement 6: Personnel friendliness and willingness to respond

The table 12 shows the distribution of attitude marks on the personnel behavior to-

wards customers.

Table 12. Personnel friendliness and willingness to respond

fri :rijrls; g?lzl \:\Z"_ Personnel is friendly and willing to respond (perceptions)

ing to respond Totally | Mostly Partly | Partly | Mostly | Totally

(expectations) disagree | disagree | disagree | agree | agree agree Total
Totally Count 0 0 0 0 0 2
disagree o5 ,0% ,0% ,0% | 100,0%
Mostly ~ Count 0 1 9
disagree % 0% | 11,1% 100,0%
Partly Count 28
disagree % 100,0%
Partly Count 32
agree % 100,0%
Mostly  Count 24
agree % 100,0%
Totally Count 0 2 16
agree % ,0% 12,5% | 100,0%
Total Count 4 19 111

% 3,6% 17,1% | 100,0%
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Looking at the negative answers, the expectations level is rather high as well as the
perception level. However, the positive perceptions totally exceed the negative atti-
tudes as well as the expectations concerning this statement. The assessment of the per-
sonnel performance showed good marks thus the majority of respondents were satis-

fied with this aspect during their stay.

4.4.7 Statement 7: Availability of the desired room

Concerning the availability of the desired room the negative expectations exceeded
the negative perceptions and the positive perceptions reached higher level than posi-
tive expectations. The table 13 shows that the numbers of 38, 40 and 18 positive per-
ceptions attitude marks show that participants were satisfied and got their desired
room to stay in. Even though, there are 15 negative perception answers in total, the

vast majority of respondents gave high grades to this attribute.

The conclusion which follows from the data is that Kymenlaakso hotels have almost
in all cases the ability to offer a room for customers according to their needs and pref-

erences.

Table 13. Availability of the desired room

Your desired Your desired room is available for you (perceptions)
room is available
for you (expecta- | Totally | Mostly Partly | Partly Totally
tions) disagree | disagree | disagree | agree agree Total

Totally Count 0 0 0 0 1
disagree o 0% 0% ,0% ,0% | 100,0%
Mostly ~ Count 0 0 9
disagree % ,0% ,0% 100,0%
Partly Count 0 25
disagree % ,0% 100,0%
Partly ~ Count 0 27
agree % ,0% 100,0%
Mostly ~ Count 0 33
agree % ,0% 100,0%
Totally Count 5 16
agree % 31,3% | 100,0%
Total Count 18 111

% 16,2% | 100,0%
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4.4.8 Statement 8: Availability of children facilities

Children facilities appeared to be an important issue for families with little children

and at the same time this statement got very high rate of ‘no opinion’ response: 14 for

expectations and 13 for perceptions. The reason for non-response would be lack of in-

terest in these facilities due to solo or business visit without a family. The positive re-

sponses were quite high with 32, 21 and 14 on expectations and 31, 31 and 7 on per-

ceptions, which makes children facilities very important and also well-performed at-

tribute. The table 14 shows the distribution of answers.

Table 14. Availability of children facilities

There are chil- There are children facilities available (perceptions)

dren facilities
available (expec- | Totally | Mostly Partly | Partly | Mostly | Totally

tations) disagree | disagree | disagree | agree | agree agree Total
Totally Count 1 0 0 0 0 2
disagree 94 50,0% 0% 0% ,0% ,0% | 100,0%
Mostly  Count 0 1 0 5
disagree % 0% | 20,0% 0% | 100,0%
Partly ~ Count 0 18
disagree % ,0% | 100,0%
Partly ~ Count 0 32
agree % ,0% 100,0%
Mostly  Count 0 0 21
agree % ,0% ,0% | 100,0%
Totally Count 0 2 14
agree % ,0% 14,3% | 100,0%
Total Count 2 7 92
% 2,2% 7,6% | 100,0%

4.4.9 Statement 9: Free Internet/phone access in the hotel

Assessing the Internet and phone availability in the hotels almost in all cases the per-

ceptions exceeded the expectations. This creates a good factor for positive cases as the

positive quality gap occur and causes negative effect on the negative side as visitors

were not completely satisfied with the provision of these services.



42

Table 15. Free Internet/phone access in the hotel

You have free You have free Internet/phone access in the hotel

Internet/phone (perceptions)
accessinthe ho- | Totally | Mostly | Partly Totally
tel (expectations) | disagree | disagree | disagree agree Total
Totally Count 0 4
disagree o5 ,0% 100,0%
Mostly  Count 14
disagree % 100,0%
Partly Count 0 20
disagree % 100,0%
Partly ~ Count 19

agree % 100,0%
Mostly  Count 0 28
agree % ,0% 100,0%
Totally Count 0 7 23
agree % ,0% 30,4% | 100,0%
Total Count 2 17 108

% 1,9% 15,7% | 100,0%

Internet speed and availability shown in the table 15 was an important attribute among
young and also business people who were expecting a good quality of the Internet.
The data shows that the Internet or phone were less or not important for people who

put negative expectations or no response.

4.4.10 Statement 10: Brochures and city guides

Brochures and city guides appeared to be an important issues with high positive ex-
pectations. Availability of such information in hotels gets vital for those who stay
there and wish to get acquainted with the city and its attractions. The data distribution
shown in the table 16 was with the high positive attitude from the expectation and

perception side.
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Table 16. Brochures and city guides

disagree %
Partly ~ Count
disagree %
Partly ~ Count
agree % ,0%

Mostly ~ Count 0
agree % ,0%

,0% ,0%

31,8%
9

36,7%

11

There are bro- There are brochures or/and city guides
chures or/and city (perceptions)
guides (expecta- | Totally | Mostly | Partly | Partly | Mostly | Totally
tions) disagree | disagree | disagree | agree agree Total
Totally Count 0 0 0 3
disagree op ,0% 0% ,0% ,0% | 100,0%
Mostly ~ Count 0 0 0 7

100,0%
22
100,0%
30
100,0%
30
100,0%

Totally Count 0 5 17

agree % ,0% 29,4% | 100,0%

Total Count 2 14 109

% 1,8% 12,8% | 100,0%
4.4.11 Statement 11: Safety in the hotel

The table 17 gives visual presentation of respondents’ answers on safety issues.
Table 17. Safety in the hotel

You feel safe in You feel safe in this hotel (perceptions)

this hotel (expec- | Totally | Mostly | Partly | Partly | Mostly | Totally

tations) disagree | disagree | disagree | agree | agree agree Total

Totally  Count 1 0 0 0 2
disagree o 50,0% 0% 0% ,0% | 100,0%
Mostly Count 0 1 0 0 4
disagree % 0% | 25,0% ,0% | 100,0%
Partly Count 0 17
disagree % ,0% 100,0%

Partly Count 0
agree % ,0%

Mostly Count 0
agree % ,0%
Totally ~ Count

agree %

Total Count

%

34
100,0%

37
100,0%

5 16
31,3% | 100,0%
13 110
11,8% | 100,0%
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Respondents of the survey staying in Kymenlaakso hotels were expecting high level
of safety and security which is proved by high positive expectations and very low
negative ones. Looking at the perceptions side, the vast majority of 45 respondents
marked their opinion as ‘mostly agree’ that they feel safe in the hotel; however, in

other two positive attitude marks the expectations exceeded the perceptions.

4.4.12 Statement 12: Trust to the hotel with personal belongings

Analyzing the trust in the hotel with personal belongings the situation appeared to be
very positive as the negative perceptions were smaller than the expectations when the
positive perceptions exceed the expectations on 1, 6 and 7 responses. Survey partici-
pants in the big picture were more than satisfied to leave their belongings at the hotel
while they are in the city, even though 8 of them had no opinion on this statement be-
fore coming to the hotel and 4 of them stated no opinion even after using a service.
From this data which is presented in the table 18 it is possible to conclude that the as-
surance of the hotels has a strong positive level which has a good effect on visitors’

impression.

Table 18. Trust to the hotel with personal belongings

Mostly
disagree

Count

0
,0%

You trust the You trust the hotel with your belongings (perceptions)
hotel with your
belongings (ex- | Totally | Mostly Partly | Partly | Mostly | Totally
pectations) disagree | disagree | disagree | agree agree Total
Totally Count 2 0 0 5
disagree op 40,0% ,0% ,0% 100,0%

13
100,0%

Partly 22
disagree 18,2% 100,0%
Partly 28
agree % ,0% 28,6% 100,0%
Mostly ~ Count 0 10 27
agree % ,0% 37,0% 100,0%
Totally Count 0 0 S 12
agree % ,0% ,0% 41,7% | 100,0%
Total Count 5 5 19 107

% 4,7% 4,7% 17,8% | 100,0%




4.4.13 Statement 13: Prices assessment

45

High number of respondents (29, 18 and 1) expected the price range to be unreasona-

ble and the perceived data showed that 20, 17 and 4 respondents think that the price

range in Kymenlaakso hotels is relatively high. The perceptions of the price level ex-

ceeded the expectations level in overall assessment of positive attitude marks, thus the

price level of hotel services is counted as appropriate. Attitudes to price range are pre-
sented in the table 19.

Table 19. Prices assessment

Prices at the hotel

Prices at the hotel are reasonable (perceptions)

are reasonable Totally | Mostly
(expectations) | disagree | disagree
Totally  Count 0 0
disagree o4 ,0% ,0%
Mostly ~ Count 0 6
disagree % ,0% 33,3%
Partly Count
disagree %
Partly Count
agree %
Mostly ~ Count
agree %
Totally  Count
agree %
Total Count

%

Partly
disagree

Partly
agree

Mostly
agree

Totally
agree

Total

0
,0%

1
100,0%
18
100,0%
29
100,0%
23
100,0%
23
100,0%

4 15
26,7% | 100,0%

15 109
13,8% | 100,0%

4.4.14 Statement 14: The information about prices and bills

The price and bills information aspect showed positive results as there were very few

negative answers with the number of 16 in total of perceptions and 26 in total of ex-

pectations. All the other responses were given with positive attitude. Perceptions ex-

ceeded the expectations show that there is a positive gap occurred and people are sur-

prisingly satisfied by the services. Distribution of answers is presented in the table 20

below.



46

Table 20. The information about prices and bills

The information about

prices and bills is clear

and accurate (expecta-
tions)

The information about prices and bills is clear and
accurate (perceptions)

Totally
disagree

Partly Totally
disagree agree

Total

Mostly Count
disagree %

0
,0%

%

Partly Count 0
disagree % ,0%
Partly Count 0
agree % ,0%
Mostly Count 0
agree % ,0%
Totally Count

agree %

Total Count

9
100,0%
17
100,0%
33
100,0%
26
100,0%
22
22,7% | 100,0%
17 107
15,9% | 100,0%

4.5 Customers’ suggestions for improvement

The last questions of the questionnaires did not have much attention among respond-

ents as they had an open-ended structure. The table 21 gives a picture of expectations

wishes.

Table 21. Wishes or suggestions based on expectations

Category of wishes

Customers’ wishes

delivery

Personnel performance and service | - Helpful service in English and Russian lan-

guage;
- Russian-speaking staff.

Availability of services

- Personal computer and Internet in the room;
- Playrooms for children, family facilities;
- Vegetarian menu.

Price-related issues

- Free parking lot;
- Cheaper prices for hotel services.

Additional wishes to the hotel

- Silence in the room, especially in the morn-
ing;
- Free sweets.
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Most of all, people wanted to have quiet and comfortable rooms, good working Inter-
net as many of them were on business trips and families wanted good facilities for
their children. Tourists visiting different countries were aimed at good English-

speaking staff as well as Russian visitors expected a good service in Russian language.

The afterwards comments resulted in positive and negative impressions. From the pos-
itive experience the comments had good opinions about family facilities and good
treatment for children, the food service was good, however, negative impression was
left by the parking lots which had an additional fee, high prices for services and lan-
guage skills of the personnel. The table 22 gives the full picture of comments and sug-

gestions of respondents after using a service.

Table 22. Comments or suggestions based on perceptions

Comments or suggestions group Customers’ comments or suggestions

General comments - Good place to stay with families;

- Average hotel;

- | liked the hotel, I will come again;

- Nice presents for children, thank you!

Personnel performance or service | - Good food service;

delivery - Ordinary place, non-helpful staff for Eng-
lish-speakers;

- No Russian-speaking personnel.

Availability of services - Internet connection did not allow to work
comfortably.

Comments or suggestions related to | - Too expensive, the prices 'bite’;
prices - Expensive and useless parking lot;
- Strange parking fees.

Hotel appearance and other sugges- | - Comfortable room, thanks;
tions - Better facilities appearance;
- More energetic music, please.

The improvements suggestions are based on the qualitative element of the survey and
the respondents’ answers. Reviewing the wishes and suggestions of respondents, the
hotels of the region have a room for improvements. Comparing the wished service and
the perceived quality of non-existed or poorly performed service makes visitors feel
uncomfortable and create the negative picture of the hotel thus these gaps based on

suggestions are better to be fulfilled.
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5 CONCLUSIONS

5.1 Summary of main findings

Based on the survey results, the overall picture of the hotel industry in the Ky-
menlaakso region is in a satisfying state. Accommodation companies should constant-
ly support their services, the outlook of hotel facilities and personnel trainings. The
main question for this research was to examine how the expectations of hotel custom-
ers differ from their perceptions. Giving as answer to this question, there are positive
and negative differences in expectations and perceptions with different levels of sig-

nificance.

The adapted for Finnish hotels SERVQUAL model helped to highlight strong sides
and outline the main weaknesses of the accommodation industry in the region as well

as gave the direction for improvements.

Reviewing the general results of the survey, most of the respondents were satisfied
with their hotel choice and wished to experience the hotel again. However, a signifi-
cant number of respondents pointed out their perception gaps that they would like to

narrow for the next visit.

General appearance of the hotel and rooms was ranked by participants as satisfying;
however, the two negative gaps of three showed that customers wish to see improved
facilities on a higher level. The advice for the hotel companies is to maintain their ap-

pearance even though the significance level of this factor is moderately low.

Staff performance group was assessed as good on a general level; nonetheless, the re-
spondents’ wishes were aiming at excellent level of performance. Thus, the staff ap-
pearance and performance resulted into two slightly positive gaps out of three as
friendliness and willingness to help customers have a room for improvement. The im-

portance level of staff activities was ranked of high significance.

The availability of services was divided into two groups of importance for respond-
ents: high and moderate significance, thus the maintaining of these attributes gets vital
for accommodation industry. The overall level of these services is satisfactory but

very close to the expected quality.
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Completing the picture of hotels service quality, safety issues and price range and in-
formation have positive gaps and ranked on a good level with the exception of satis-
factory price range. The significance of these factors is moderate thus it is worth to

monitor by hotel companies.

From the gap frequencies analysis a conclusion can be made that the most important
attributes in accommodation services are reliability of hotel and staff in provision the
required services, assurance or performing professionalism when serving a customer

and empathy as personal treatment and attention to customer needs.

Maintaining the service quality implies also the improvements according to the data
received. The main prospects for improvements for the Kymenlaakso hotel industry
are active interaction with customers and well-trained English-speaking staff. Due to
the large amount of Russian tourists coming to the region it is preferable for hotels to

have Russian-speaking staff.

5.2 Implications for accommodation services

The objective for this research was to identify the differences of expectations and per-
ceptions of accommodation area in the Kymenlaakso region in order to increase the
tourist inflow to the region. From this research it is seen that tourist inflow comes
generally from European countries and from Russia. For the region it is useful to in-

teract with Russian tourists because of the close border and constant tourists’ income.

What is more, the expectations and perceptions of hotel industry are on the level of
from satisfactory to good therefore, the region gets relatively good reviews from the
accommodation side but it is possible to create a tendency to make the services of
higher standards.

As it was concluded, tourists visiting the region wished to have more city guides to
experience more of the region attractions. Thus, it is vital for tourism industry to pro-
vide the accommodation companies with enough brochures and tourist guides in order

to create awareness among visitors with consequential desire to return to the area.
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5.3 Limitations and suggestions for further research

This research was carried out with the limited period of time taking only the autumn
months to conduct the survey. The full picture of service quality in the Kymenlaakso
accommodation industry can be described with the survey organized during longer pe-

riod taking into account all the seasons of the year.

The second suggestion for future research development is to have more diverse cultur-
al picture. Different cultural groups give broader prospect of opinions and allow im-
provements of the services according to international tastes. International picture in
the service quality research may give an opportunity also to understand the purpose of

visits and give improvements to the whole tourism industry in the region.

This research did not provide with reasons of visiting the Kymenlaakso region by
people from different countries. Even though the majority of respondents were from
Russia and Finland, there is a possibility to study further why so many people of dif-

ferent nationalities were staying in the hotels of the Kymenlaakso region.

Due to the reason that respondent were leaving unanswered some questions even
though an ‘I don’t know’ option was included in the questionnaire, the further re-
search could examine this phenomenon and ask respondents why they leave empty

cells.

The future research can take the bigger population and sample quantities in order to
identify precise quality gaps in expectations and perceptions of tourists in the Ky-
menlaakso area. Finally, there is a possibility to include qualitative methods in the

survey and conduct the qualitative research joint with the quantitative side.
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APPENDICES

Appendix 1. Service quality attributes

Table 1: Service quality attributes

SERVQUAL dimensions (Parsuraman et al. (1985))

Quality attributes in the hotel industry*

Tangibility (physical facilities, equipment and
appearance of personnel)

1. Modern-looking equipment

2. Visually appealing facilities

3. Visually appealing materials

4. Neat appearance of employees

Reliability (ability to perform the expected
service dependably and accurately)

1. Delivery of promises

2. Dependability in handling the customers’
problems

3. Correct performance of the service the first
time

4. Maintenance of error-free records

5. Delivery of services at the time promised

Responsiveness (willingness to help customers and
provide prompt service)

1. Keeping customers informed about when the
service will be performed

2. Providing prompt service to customers

3. Willingness to help customers

4. Responsiveness to customers’ requests

Assurance (courtesy and knowledge of staff and
their ability to inspire trust and confidence)
1. Courteous staff’

Tangibility (physical facilities, equipment and
appearance of personnel)

. Modern and comfortable furniture

. Appealing interior and exterior hotel décor

. Attractive lobby

. Cleanliness and comfort of rooms

. Spaciousness of rooms

. Hygienic bathrooms and toilets

. Convenient hotel location

. Neat and professional appearance of staff

. Availability of swimming pool, sauna and gym
10. Complimentary items

11. Provision of clean beaches

12. Provision of beach facilities (beach mattresses,
umbrellas, beach towels, etc.)

13. Visually appealing brochures, pamphlets, etc.
14. Availability of non-smoking areas in restaurants
15. Image of the hotel

OO WN -

Reliability (ability to perform the expected service
dependably and accurately)

. Staff performing services right the first time

. Performing the services at the time promised

. Well-trained and knowledgeable staff

. Experienced staff

. Staff with good communication skills

. Accuracy in billing

. Accuracy of food orders

. Accurate information about hotel services

. Advance and accurate information about prices
10. Timely housekeeping services

11. Availability of transport facilities

12. Reliable message service

OO W -

Responsiveness (willingness to provide prompt
service)
1. Willingness of staff to provide help promptly

2. Availability of staff to provide service
3. Quick check-in and check-out
4. Prompt breakfast service

Assurance (courtesy displayed by hotel staff and their
ability to inspire trust and confidence)
1. Friendliness of staff

2. Ability of staff to instill confidence in customers 2. Courteous employees
3. Making customers feel safe in their transactions 3. Ability of staff to instill confidence in customers

4. Knowledgeable staff to answer customer
questions ’
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Table 1: (continued)

SERVQUAL dimensions (Parsuraman et al. (1985)) Quality attributes in the hotel industry*

Empathy (caring, individualized attention Empathy (caring, individualized attention provided
provided to customers) to guests by hotel staff)

1. Understanding the customers’ requirements 1. Giving special attention to the customer

2. Providing customers with individual attention 2. Recognizing the hotel customer

3. Convenient operating hours 3
4. Dealing with customers in a caring fashion
5. Having the customers’ best interest at heart

2
3. Calling the customer by name

4. Availability of room service

5. Understanding the customers’ requirements
6. Listening carefully to complaints

7. Problem-solving abilities of staff

8. Hotel to have customers’ best interest at heart
9. Customer loyalty programme

Core hotel benefits (the central aspects of the service:
benefits to hotel customers)

1. Comfortable, relaxed and welcome feeling

2. Quietness of rooms

3. Variety/quality of sports and recreational
facilities

4. Security of room

5. Security and safety at the hotel

6. Comfortable and clean mattress, pillow, bed
sheets and covers

7. Reasonable room rates

8. Variety of basic products and services offered
(toothpaste, soap, shampoo, towels, toilet paper,
stationery, laundry, ironing, tea, coffee, drinking
water)

9. Guest room items in working order (kettle, air-
conditioning, lighting, toilet, fridge, etc.)

10. Quality of food in restaurant

11. Reasonable restaurant/bar prices

12. Choice of menus, buffet, beverages and wines
13. Provision of children’s facilities (playground,
baby-sitting, swimming pool, etc.)

14. Provision of evening entertainment

Hotel technologies (technological services available to
hotel guests)

1. In-room technologies (telephone, voicemail, on-
demand PC, television, internet plug, meal
ordering, email, wake-up system)

2. Hotel technologies (online reservation, email,
internet, fax, international calling facilities, hotel
website, direct hotel email, computerized feedback
form, special promotions on hotel website,
acceptance of credit and debit cards)

* Jtems are grouped judgementally and not through
statistical processes like factor analysis

(Ramsaran-Fowdar, 2007:23-24).
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Appendix 2. Required Sample Size

Required Sample Size'
Confidence = 95% Confidence = 99%
Population Size Margin of Error Margin of Error

50% 35% 25% 1.0% 50% 35% 2.5% 1.0%
10 10 10 10 10 10 10 10 10
20 19 20 20 20 19 20 20 20
30 28 29 29 30 29 29 30 30
50 44 47 48 50 47 48 49 50
75 63 69 72 74 67 71 73 75
100 80 89 94 99 87 93 96 99

150 108 126 137 148 122 135 142 149
200) 132 160 177 196 154 174 186 198
250 152 190 215 244 182 211 229 246
300§ 169 217 251 291 207 246 270 295

400} 196 265 318 384 250 309 348 391
500y 217 306 377 475 285 365 421 485
600) 234 340 432 565 315 416 490 579
700y 248 370 481 653 341 462 554 672
800y 260 396 526 739 363 503 615 763

1,000y 278 440 606 906 399 575 727 943
1,200f 291 474 674 1067 427 636 827 1119
1,500y 306 515 759 1297 460 712 959 1376
2000) 322 563 869 1655 498 808 141 1785
2500) 333 597 952 1984 524 879 1288 2173

3500] 346 641 1088 2565 558 977 1510 2890
5000 357  e7s[lddiB] 3288 586 1066 1734 3842
75000 365 710 1275 4211 610 1147 1960 5165
10000 370 727 1332 4899 622 1193 2098 6239
25000) 378 760 1448 6939 646 1285 2399 9972

50,000) 381 772 1491 8056 655 1318 2520 12455
75000) 382 776 1506 8514 658 1330 2563 13583
100,000y 383 778 1513 8762 659 1336 2585 14227
250,000f 384 782 1527 9248 662 1347 2626 15555
500,000) 384 783 1532 9423 663 1350 2640 16055

1,000000f 384 783 1534 9512 663 1352 2647 16317
2500000 384 784 1536 9567 663 1353 2651 16478
10,000,000y 384 784 1536 9594 663 1354 2653 16560
100,000,000f 384 784 1537 9603 663 1354 2654 16584
300.000.000) 384 784 1537 9603 663 1354 2654 16586

1T Copyright, The Research Advisors (2006). All rights reserved

(The Research Advisors, 2006).
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Appendix 3. Expectations questionnaire

DEAR VISITOR!

Please, fill in this questionnaire about service quality of the hotel you are staying at!

We want to understand what you expect from this hotel in order to improve the service.

1. There are 14 statements below, please mark you attitude to them according to your expectations:

<— Extremely bad Extremely good —>
1) The interior and exterior of the hotel looks attractive 1 2 3 4 5 6 Idomtknow
2) Rooms are clean and comfortable 1 2 3 4 5 6 Idontknow
3) Furniture and equipment are in good condition 1 2 3 4 5 6 Idon'tknow
4) Personnel looks neat and professional 1 2 3 4 5 6 Idontknow
5) You get the services you ordered on time and correctly 1 2 3 4 5 6 Idomtknow
6) Personnel is friendly and willing to respond 1 2 3 4 5 I don’tknow
7) Your desired room is available for you 1 2 3 4 5 6 Idontknow
8) There are children facilities available 1 2 3 4 5 6 Idontknow
9) You have free Internet/phone access in the hotel 1 2 3 4 5 6 Idontknow
10) There are brochures or/and city guides in the hotel 1 2 3 4 5 6 Idontknow
11) You feel safe in this hotel 1 2 3 4 35 I don’tknow
12) You trust the hotel with your belongings 1 2 3 4 5 6 Idontknow
13) Prices at the hotel are reasonable 1 2 3 4 5 6 Idontknow
14) The information about prices and bills is clear and accurate 1 2 3 4 5 6 Idotknow

2. Where do you come from? (country)

3. What is your age?
4. What is your gender?
a. Male
b. Female
5. How many times have you stayed at the hotel?
a. This is my first time
b. 5orlesstimes
¢.  More than 5 times

6. Please, leave some wishes for your stay in this hotel

THANK YOU!
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Appendix 4. Perceptions questionnaire

DEAR VISITOR!

Please, fill in this questionnaire about service quality of the hotel you were staying at!

We want to understand how the hotel fulfilled your expectations in order to improve the service for next time.
1. There are 14 statements below, please mark to what extent you agree or disagree with them:

<— Strongly disagree Strongly agree —>

1) The interior and exterior of the hotel looks attractive 1 2 3 4 5 6 Idontknow
2) Rooms are clean and comfortable 1 2 3 4 5 6 Idontknow
3) Fumiture and equipment are in good condition 1 2 3 4 5 6 Idontknow
4) Personnel looks neat and professional 1 2 3 4 5 6 Idontknow
5) You get the services you ordered on time and correctly 1 2 3 4 5 6 Idontknow
6) Personnel is friendly and willing to respond 1 3 4 5 6 Idontknow
7) Your desired room was available for you 1 2 3 4 5 6 Idontknow
8) There are children facilities available 1 2 3 4 5 6 Idomtknow
9) You have free Internet/phone access in the hotel 1 2 3 4 5 6 Idontknow
10) There are brochures or/and city guides in the hotel 1 2 3 4 5 6 Ido'tknow
11) You feel safe in this hotel 1 3 4 5 6 Idontknow
12) You trust the hotel with your belongings 1 2 3 4 5 6 Idontknow
13) Prices at the hotel are reasonable 1 2 3 4 5 6 Idontknow
14) The information about prices and bills is clear and accurate 1 2 3 4 5 6 Idontknow

2. Where do you come from? (country)

3. What is your age?
4. What is your gender?
a. Male
b. Female
5. How many times have you stayed at the hotel?
a. This is my first time
b. 5 orlesstimes
¢. More than 5 times

6. Please, leave a comment or suggestion about your stay in this hotel

THANK YOU!



Appendix 5. Expectations questionnaire in Russian

VBAXAEMBIN [TOCUTUTEJIb!
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IMoskanyiicra, MOy4acTBYHTE B OMPOCE IO KAYECTBY 0OCTy:KUBAHKS B 3TOM oTene! Hama enp — moHsTe, 94to

Br1 oxungacte ot Bamero npeGsiBanust B OTE/IC, YTOOBI YIAYIIIHTD HAIIE OOCTYKHBAHHC .

1. Hmxke npeacrasncHel 14 yTBepKACHHIN, OLCHUTE YPOBEHD MPEATATacMBbIX YCIIYT, OCHOBBIBASICH HA

Bammx oxugaHusx:

1) BaemHu# BUA OTES BBITILAUT MPUBICKATCIBHO
2) Howmepa B oTEIC YVIOTHBIC U IPUOPAHHBIC

3) MeGenp u mpeaMETHI OBITA B XOPOLIEM COCTOSIHUH

4) TlepcoHas BBITISIIAT ONPSITHO M MPOGECCHOHATBHO

5) 3akazanHsie Bamu yCIyrH BBIMOTHSIOTCS! TOYHO U CBOCBPEMEHHO

6) Bac obcmykuBaeT apyKETFOOHBIN U OT3BIBUNBBIN IEPCOHAI

7) IlpeanounTtaemerii Bamu Homep pocrynen qi Bac
8) B otene ecTh AETCKHE UTPOBBIC KOMHATHI

9) B otene nocrynen 6ecruiaraeiii Marepuer/renedon

10) Bam npeaioskeHbI OPOLIFOPBI H/HITH MY TEBOAUTEIIH IO TOPOLY

<—
IMonHOCTRIO HE COrTaceH

11) Haxopascs B otene, Ber uyBcTByeTe cebs B 6e30macHoCTH

12) Bor noBepsieTe CBOM BEIU HA XPAHCHHUE B OTETIE

13) LleHsl B 0TE/I€C MPUCMIIEMBIC

14) Bam poctynHa momHas U TOYHAs HHPOPMALIKS O LICHAX U OILIATe

2. Orxyaa Ber npuexanu? (ctpana)

1
1

NN NN NS

NS

W W

(U5 RS S VS ]

[F%)

3. Cxombsko Bam ner?
4. Kaxoii Bam mon?
a. Myxckoit
0. JKenckmii
5. CKoBKO pa3 Bbl OCTAaHABIHUBAIUCH B OTE/IC?
a. Bmnepseie
6. 5 pa3umeHee

B. bomee 5 pa3

6. Bbl MOXKETE OCTaBHTH MOKETAHUS OTEJIIO IO TIOBOAY CBOCTO MPEOBIBAHMUS:

~ = B e B

~

—

IMonHOCTHIO COraceH

Wn W e W U

W

6
6

(@)}

AN &N &

s HC 3HAKO

s HC 3HAKO

s HC 3HAKO

A HC 3HAKO

s HC 3HAKO

s HC 3HAKO

s HC 3HAKO

sI HC 3HAKO

s HC 3HAKO

s HC 3HAKO

s HC 3HAKO

sI HC 3HAKO

s HC 3HAKO

sI HC 3HAKO

CITACHUBO!



Appendix 6. Perceptions questionnaire in Russian

YBAXAEMBIU TTIOCUTHUTEJIb!
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[Mosxanyiicra, moy4acTBYHTE B OMPOCE MO KAYCCTBY 0OCHyKuBaHUs B 3ToM otene! Hamma 1enp — moHsiTs,

HACKOJIBKO OTC/Ib OMPABAAJI BaIIH OXKUIAAHUS.

Hwxe npeacrasnenst 14 yTBep:KACHHIH, OLICHUTE YPOBEHD MPEIIOKEHHBIX YCIIYT, OCHOBBIBAsICHh Ha Bammix

BIICHATICHUAX

1) BHeurHmiA BUA OTEINS BBITISANUT MPHBICKATCIBHO
2) Howmepa B oTEN€ VIOTHBIC U TPUOpPAHHbIC

3) Meb6enp 1 peaMeTs GbITa B XOPOLIEM COCTOSHHU

4) Tlepconasn BHIITISLIUT OMPSATHO U NPO(PECCHOHATBHO

5) 3akazanHbic Bamu yciiyru BRIOTHSIOTCS TOYHO U CBOEBPEMEHHO

6) Bac o6cnyxuBacT APYKETIOOHBIN U OT3BIBUUBBIH ICPCOHA

7) Tlpeamountacmsrii Bamu HOMep poctyneH ams Bac
8) B otene ecTh ACTCKUE UIPOBBIC KOMHATBI

9) B orene nocrynen 6ecrarusiii Matepuet/Tenedon

10) Bam nmpeanosxeHs! OpOLIIOPbI W/UIH MYTEBOJUTEIN 1O TOPOIY

11) Haxoasicy B otene, Bl uyBcTBYeTE cehst B O€30MacHOCTH

12) Bel goBepsieTe CBOM BELIM HA XPAHEHHUE B OTETIE

13) LleHs! B 0TEIC MPHUEMIIEMBIC

14) Bam goctymnHa nojHas ¥ TouHast KHGOPMALUS O LICHAX M OILIaTe

1. Orkyzaa Bel npuexanu? (ctpaHa)

<—
INonHoCTHIO HE coraceH

NN N

[\

W w W W (9% w

(98]

2. Cxompko Bam mer?
3. Kakoii Bam moa?
a. Myxckoit
b. Kenckwuii
4. CxoIbKO pa3 Bbl OCTAHABIUBAIUCH B OTENIE?
a. Bmepseie
b. 5 pa3u meHee

c. bonee 5 pas

= = = = =

S

>

IMonHOCTHIO COrNaceH

W

W ] i (]

N

AN & & &

(=)}

51 HC 3HAKO

s HC 3HAKO

s HC 3HAKO

s HC 3HaKO

s HC 3HAKO

sI HC 3HAKO

sI HC 3HAKO

s HC 3HAKO

s HC 3HAKO

sI HC 3HAKO

s HC 3HAKO

s HC 3HAKO

S HC 3HAKO

sI HC 3HAKO

5. Bsr Moxete ocTaBuTh Bamy koMMeHTapUH U MPEATI0KEHHS TI0 TOBOAY CBOCTO MPEOBIBAHMUS B OTEIC:

CITACHBO!



