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Hovels in Tezpur: Profiling the Guests

As it 15 evident from the trend available clsewhere in the world, more and more
people are coming out of their usual environment for various reasons, I'hese roamers.
however, 88 per the estimate of World Tourism Cirganisation, eonslitute onlv a miniscule
percentage of the world population. According to their estimation. only 7% of the world
population in 2020, 10 years from now, will be able to move out temporanly. [f only a little
maore than one percent of the international travelers do chose to visit India by that time. we
are afraid, proper accommodation will not be available throughout the country. Again, if 1%
of these international travelers do come to North East India, we can hardly receive them in
the peak tourism season, since our accommodation industry can provide ovemight hospitality
only to 1894 tourists (as per FHRAI directory of hotels, which does not include any hotel
below two star category). The inbound tourist figure will increase many-fold if domestic
tourists (business and leisure) are taken into consideration.

Thus it is obvious that the region should have more sccommodation and can sustain
properties without much demand crisis. But then, it is seen that the ground level situation
may be auger well for the optimists. We have found out that the almost 1000 per day capacity
hotel industry of Tezpur can achieve only 80% utilisation in the most optimistic estimation.
We, therefore, tried 1o segment the market, so that the investors can easily target the most
lucrative ones,

We -sincerely hope that our efforts will bear fruit, and the clients will be able to
generate valuable insight into the ground level realities of the ind ustry at Tezpur.

I, on behalf of the Research Team, take this oppartunity to offer our gratitude o
NEDFi authority for trusting us with the work, We tried to do our best with all sincerity and
honesty. We are also thankful to the l'ezpur University auwthority for giving us NECESSAry o
ahead. We are grateful to the managements of the hotels of Tezpur for allowing us to gather
information about their property and guests.

We are especially thankful to our team of Field Assistants namely, Annesha,
Shyamali, Banti, Anindita and Kusum who had worked owtdoor tirelessly during the June and
Tuly heat.

At last we thank the Almighty who bestowed us with this opporlunity to serve the
mankind, -

) For and on behalf of the Research Team
Tezpur, the 20% of July, 2010

Mrinmaoy K Sarma
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EXECUTIVE SUMMARY
Ohbjectives:

1. Tocreate a directory of hotels and other ledging facilities in and around Tezpur.

2. To estimate the room capacity of existing hotels in Tezpur, 2-star category and
above, in terms of seat capacity, facilities, tariff, occupancy levels, marketing
strategics.

3. Comparison of existing star category hotels in terms of existing infrastructure,
facilities available, services provided, room categories, room tarff, customer
segmentation, market segmentation, occupancy levels, human resources and
income.

4. To find out the drivers of demand ie the customers profile, target market, market

segmentation, enabling environments ete. of existing hotels in Tezpur,

L

To determine the key areasfissues of making hotel project suecess /failure in and

around Tezpur,

Perceived Limitations:

It is a well known fact that the hospitality industry is very seeretive about their
client base. Efforts, however, were made o gamer cooperation form the hotel management.
Even though the data gathered are totally presumptive, The time period of the study (i.e. June
2010} is off-peak season for the tourism industry and hence, profiling of “leisure seekers”
was difficult to achieve. Historical data from the hotels could not be collected even after
many attempts and hence the projection of future demand could be made only partially and
only for the leisure seeking toursists. This is a major limitation of the study vis-d-vis one

objective.

MEIhndutnﬂ;
Two surveys were done to achieve the objectives of the study.

Survey 1: The first survey was to explore the cxisting infrastructure of the hotels
and other lodging facilities in and around Tezpur. Among others, the variables measured

WETE capacity, facilities, services. occupancy level, marketing strategies, human resources

cic
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Survey 2: The second survey was done amongst the guests of so-called 2-Star and

above category with geographical extent up to Balipara, Silghat, Burha Pahar and [ezpur

The sample size was MW and variables measured included existing infrastructure, perception

towards facilities available, room categories, tariff, customer and market segmentation etc.

For this purpose, a structured questionnaire was prepared with 49 response formats and the

findings analvzed using MS-Excel and SPSS software,

Major Findings:

%

A directory of 30 lodging establishments is created and reproduced. All the 30
Hotels studied can be grouped into ‘A", *B’, *C" and ‘R (Resorts)® Categories, “A°
category can be further divided into A+ and ‘A’ categories.

The general room tariff for *A” category hotels comes in the range of Rs. 1200 1o
2500, while in case of Suites; it hovers between Rs. 2500 to 4600,

Again A’ category hotels have the highest number of employed manpower and a
few of them apart from the Resorts provide some kind of training to their staff.

All *A” category hotels provides more or less all kinds of services like restaurant,
conference hall, emergency, pick-up, websites etc. Centre Point and KRC Palace
provides all of them.

While majority of the guests (63%) visit Tezpur for business or official purpose, it is
encouraging to note that more than a-quarter of them are leisure/vacation travelers.
The preferences for the basic quality dimensions do not vary across the work levels
of the guests. This is meaningful for the fact that the hotels cannot be segmented on
the basis of guests work profile, as far as the preferences towards basic facilities are
concemned.

The guests are successfully clustered into three different groups. Depending on their

. preferences towards the basic quality dimensions they are christened as Average

Clients, Undecided Guesis and Luxury Seekery
On an average, 664 persons seek hotel accommaodation in Tezpur each day while the
capacity is to accommaodate more than a thousand persons.

The tourists” inflow to Tezpur is projected to be more than the 2008-09 figures in the

future years, however, this is supposed to be going down from the 2009-10 arrival figure

{which saw a big jump over the last vears® figures). The projected tourist arrival in Tezpur

will be 3242 in 2011, 2997 in 2012, 2771 in 2013 and so on,
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INTRODUCTION

1. Introduction:

“Hospitality services” achieved a “major growth” after the Second World War (Hsu and
Powers, 2002), Besides, from the last couple of years there has been a tremendous growth in
the tourism and hospitality industry in India {Mohsin and Lockver, 2010). The same authors
have also stated the World Travel and Trade Council report for 2008 which rated India as
saumber 17 in “long term travel™ growth. They [urther stated that this growth in
international as well as “domestic” tourism can be attributed to the forthcoming
Commonwealth Games scheduled to be held in 2011, The Indian hotel industry, which is an
important part of the tourism and hospitality industry, is largely dependent on “time
availability and disposable income™ on the part of both domestic and foreign tourists
( Bhattacharya, 2009). The same author has suggested that this sector has been an important
contributor towards the employment, economic development and foreign exchange eamings
particularly in the tourism sector in the country, Bhattacharya (2009) has concluded that this
industry has wimessed a marked realization in relation towards developing stratepies to
improve “competiliveness o survive, meet customers” demands and retain them™. Barros el
al, (2008) have highlighted the importance of “both inputs and outputs™ in enhancing the
efficiency of hotels. This fact has been supported by Ecckles and Durand (1997) who have
stated that improved management of resources, increased focus on quality management and
improved efficiency are essentially important for any service industry of which the hotel
industry is an indispensable part. They have also stated that these are important from the
point of view of survivability in the coming years in the face of $1iff competition. Ahmed
(2005) has identified that three basic concepts namely hospitality, food and accommodation
Al associated with any kind or category of hotels. Henceforth the points suggested by
Ecckles and Durand (1997) are mainly applicable in these three areas. This warrants proper
attention of hotel managers (Simon e al., 2007). In fact, today most hotels are finding it
increasingly challenging while penetrating markets to provide consumer awareness (Magnini
el al., 2007). Magnini ef al. (2007) state that the main cause behind this fact is the limited
Cognitive capacity of customers to comprehend large number of promotional messapes that

Are present in the cument scenario of hospitality markets, This fact must be piven due

emphasis by the management of hotels so as to ensure better profitability and sustainability in
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the long run. In addition, Fhillips and Moutinho (1999) have identified six important
~arameters 10 be emphasized for strategic planning in hotels. These include future
;f;r!'l:lmmnf'-‘-- past performance. functional coverage, reliance on analytical technigues and
siaff planning assistance. These are very important for effective planning in hotels so as to
ppsure their all round development. Kandampully and Suhartanto (2000} have stated that
customer loyalty, customer satisfaction and image are also important for success in the hotel
industey, Therclore, there must be proper focus in these areas from the part of the hotel
management. Groenenboom and Jones (2003) have thrown additional light on security as
another essential requirement for customers in hotels. Torres and Kline (2006) have further
highlighted the important of customer delight as yet another essential factor for achieving
loyal customers by moving beyond customer satisfaction in the hotel industry. This ean be
obtained by providing positive surprise arising from extremely pood service or product
performance {(Kemningham er al,, 2001) for the guests in hotels. This may include providing
better technological amenities like intemet ete. to guests (Aksu and Tarcan, 2002). Pallet er.
al. (2003) have analyzed quality as an essential part of any organization including hotels.
They have identified emphasis on customer needs, seeking suggestions from staff, developing
corporate quality, flexibility, proper training and empowerment, incorporating motivational
strategies, entering into parinerships with suppliers and developing quality products and
developing proper international and national benchmarks as important aspects for all round
quality improvement in the hotel industry. The issue of incorporating motivational strategies
(Pallet er al., 2003) has been supported by Cooper (2001) who has stated that this is possible
through proper communication to all levels of staff. Poon and Low (2005) have identified
hospitality as the most important factor for providing satisfaction to customers in hotels. Kilie
and Okumus (2005) have established that staff recruitment, staff training, meeting guest
expectations and service quality are the main influencing factors for productivity in hotels.
The importance of service quality has also been supported by Mohsin and Lockyer (2010).
They have established that it is related 1o customer satisfaction that leads to repeat customers.
This can assist in maintaining the profitability and survivability of the hotels in the future.
Pallet er o (2003) have also stated that service quality “has to be visioned, initiated,
planned, delivered, monitored and sustained”. Briggs er. al. (2007) have emphasized the

importance of “personal touch™ and proper complaint handling by hotel employees as the

main determinants of a hotel’s success in providing good service quality. Further Kilic and
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Okumus (2003) have also found that “crisis, technology, marketing and forecasting™ are the

secondary influencing factors for “productivity” in hotels.

Hotels and lodging facilities have been playing a vital role in economic development of a
country by way of facilitating a “home away from home™ for the travelers, specifically for
those who are travelling for profit. The sub-urban areas are also playing a vital role in this
regard. Specially the middle and lower level executives who pay regular visits (the fact that is
also established in our sample survey) to such business hubs and thereby contribute towards
the overall activity. If the place happens to be a tourist destination, the role of such facilities
increases manifolds. The tourists, though, supposedly non repeaters, are also a great
gontributor to the economic development of the local area. Tourists' contribution towards the
economic development of the local area is subject to high multiplier effect as leakage from

such expenditure is minimal.

In another sense the sub-urban areas cannot sustain properties with out-of-the-region or
oul-ol-the-country investment as the demand from high end of the market is minimal, Hence

the income/ profit generated through the business is liable to be reinvested in the economy

and hence its contribution too is supposed to be high.
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CHAPTER 2
OBJECTIVES OF THE STUDY

A place like Tezpur is not only fed by the business travellers as it has many tourist
attractions and other activity hubs. For example, being on the way to Tawang, it is frequented
by tourists during November to April. Also the guardians of the students of the Assam Valley
School and Tezpur University [ock during the admission season and thus create a heavy
demand on the existing supply of accommodation. However, these are all predictable
femporary ml-rgt: in demand and the industry may not be able to sustain if it relies thoroughly
on such erratic demand, The business travellers are like the spring that flows from the melting

ice and never dries up.

In order 1o explore the demand for the hospitality industry in and around Tezpur, a study

was commissioned during June 2010 with the following objectives in mind.

2.1 Objectives:

1. To create a directory of hotels and other lodging facilities in and around Tezpur.

2. To-estimate the room capacity of existing hotels in Tezpur, 2 star category and
above, in terms of seat capacity, facilities, tariff, occupancy levels, marketing
strategies,

3. Comparison of existing star category hotels in terms of existing infrastructure,
facilities available, services provided, room categories, room tariff, customer
segmentation, markel segmentation, occupancy levels, human resources and
Income.

4. To find out the drivers of demand i.e the customers profile, targer market, market
segmentation, enabling environments ete. of existing hotels in Tezpur.

5. To camry out the demand supply gap analysis for the next 5-7 years based the
present trend.

6. To estimate the additional capacities of different catepories of hotels which can be

accommodated in and around Tezpur under the preveiling market scenarios and

trends,
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7. Ta determune the key areasfissues of making hotel project success /failure in and

around Tezpur.

2.2 Perceived Limitations:

It is a well known fact that the hospitality industry is very secretive about their
client base. Efforts, however, were made to gamer cooperation form the hote]l management.
Even though the data gathered are totally presumptive, which is reflected in the fact that
demand projection is only exploratory. This can be perceived as the greatest limitation of the

study.

Unfortunately, however, the time period that 1s following was off-peak season (June

2010) for the tourism industry and hence specific profiling of “leisure seekers™ will be

difficult to be achieved. This can be treated as another perceived limitation of the study




Horels in Tezpur: Profiling the Guesis

CHAPTER 3
METHODOLOGY FOLLOWED FOR THE sTUDY

A two pronged strategy was followed to achieve the above obectives. Two surveys;
one with the management and the other with the guests were conducted. While conducting
the first survey, all available accommodation providers irrespective of the catepory of hotel

were contacted and data collected.

1.1 Survey of Existing Properties (Survey 1): For objectives 1, 2, and 3 a quick survey

was conducted. This helped in determining the following for 2 star and above hotels (in

Tezpur)
- Total capacity,
. Facilities,
. Services provided,
. Occupancy level,
. Marketing stratcgies,
. Human resources
. Historical data (for last 5 years) of occupancy rate

A proup of trained enumerators met the representative of the management and got a
structured schedule filled up. The schedule consists of 22 gquestions. The schedule is
reproduced in Appendix.

1.1 Survey of Guests (Survey 2): To fulfill the objectives number 4 a customers’ survey
shall be conducted. This survey will give ideas about the guest profile, target customers,
segmentation and enabling environmenits of the hotels in Tezpur

1.2.2 Population;

Element:  Guests of hotels of so-called 2 Star and above category

Ulmat: Cruests of hotels though the Front Office Desk

Extent: Tezpur town, Balipara, Silghat and Burha Pahar (near
Kaziranga)

Time: June 20140,

3.2.b Sample size: 300

3.2.c Variables to be measured: This survey should be able to measure the

following.
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. Existing infrostructting.

' reeniiog iosands facilites dvail

. Porcention towards rdmm caleganes,

& Perception wwards room tarfl,

. Customer and markel sezmentatomn

. Cross verification about occupancy levels.

1.2.d . The Questionnaire: A structured questionnaire is prepared with 20
main questions and another 33 inervally measured varishles in between., Thus the
questioniane consisis of 49 response formats. The distribution of the format in terms of

.

scales used is given in Table 3.2 and Graph 3.2

Graph 3.2 Question Scales

Table 3.2
_Question Scales
Zcal Mumber of
% | questions |
Mormimal 12
L 1 i VIR — Meaimiral
Cydral 1
— e — W Orefinal
irterval 33
L ".;--_.T.- } - : — Atorwal
b ot Ralio

12e The Survev: They second survey was conducted through five trained
interviewers, All five were girls and passed out studemts from the Post Graduate Diploma in
[ourism Management course of the University. The two Ph. D. scholars who are MBAs were
supervising the data collection, The Interviewers were paid an amount of Rs. 600000 (5%
thousand onlv) each. The interviewers were instructed 10 coordmate w ith the front desk of the
particular hotel to find out respondents willing to co-operate. The respondents were paid an
amount of Rs. 20/ for cach questionnaire. Basically the receptio mists/front desk officers wene
prowided with the amount so that the same can be receipted by them.

320 Data Processing: The mformation gathered are arocessed and first
entered into an excel sheel. The Asst, Coordinator then verified the data alter calling a

number of respondents randomly over phone just to make sure that no ghost respomdents

e e =
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wers included in the survey process. The data was then checked and ultimately imported to

gpPSs for further anal ysis.
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CHAPTER 4

HOTEL PROFILES

4.1 Haotel Profiles:

Tezpur does not have any “star category™  hoetels as centified by the Ministry of Tourism,
Govt. of India, However, certain hotels claim to be of the 2 star (**) category or better, Our
estimation also shows that these hotels could be categorized as 2 star ones. Certain interesting

facts regarding hospitality industry in Tezpur are discussed below.

4.1.1 Oldest Hotels of Tezpur: Table below depicts the hotels those are oldest in

Tezpur. Hotel Himalaya was established in the year 1952, From that point of view the
hospitality industry in Tezpur is in maturity stage in the product life cycle.

Table 4.1.1: Oldest Hotels in Tezpur

[ 51. Na. Mame of the Hotel Year of Estd.
1 Himalzya 1952
{2 Aditya 1062

3 Elue Star 1870

4 Chalihg's Inn 1075

5 Kadhuban 1978

4.1.2 Top Hotels in terms of Room Capacity: Table 4.1.2 shows the top five hotels of

Tezpur In terms of room capacity. It is seen that Hotel KRC Palace and Kanyapur do have

almost same capacity.

Table 4.1.2: Top Hotels in Terms of Room Capacity

Sl No. Mame of the Hotal Room Capacity |
1 KEC Palace 3z |
2 Kanyapur 31
a Centra Paint 28
4 Luit 28
- Himalaya e —
4.1.3 Top Hotels in terms of Average Room Occupancy: Table 4,1.3 shows the top

Hve hotels in terms of average room occupancy. 80% room ocoupancy is seen in all the cases.

Table 4.1.3: Top Hotels in Terms of Average Room Occupancy

5. Mo, Name of the Hatel Avg Occupancy (in %)
1 Luit BO -
2 KF B
3 Pariat _ B0
4 Indralay BD
5 Jibika Lodge Bl
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4.1.4 Top Hotélz in terms of AT Double bedded raoom tanff: Table 4.1.4 shows the
top five hotels in terms of AC Double bedded room tariff. Wild Mahseer, which is a resort,

charges more than the others. However, incidentally the Resort caters to a separate clientele

ihan that of the rest.

Table 4.1.4: Top Hotels in Terms of AC Double Bedded Room Tarilf

5l. Ma. Name of the Hotel Tariff {in Rs.)
1 Witd Mahseer E000.00
2 KRC Palace 250000
3 KF 2100.00
4 Centre Point 1400.00
] L uft 1200.00

4.1.5 Top Hotels in terms of AC Suites tariff* Top five hotels in terms of tariff of AC

Suites 15 shown in Table 4.1.5. The KRC Palace, a 3-star category hotel, charging more than
others.

Table 4.1.5: Top Hotels In Terms of AC Sultes Tariff

5. No. | Name of the Hotel Tariff {in Rs.)
1 KRC Palace 4600.00
2 KF 3500.00
3 Luit ' "3500.00
4 Cantre Point 2500.00
& Raoyal Regency 2500.00

4.1.6 Top Hotels in terms of Non-AC Single Room Tarnff: Table 4.1.6 shows the top
five hotels in terms of Non-AC Single Room Tariff. While many top category hotels do not

offer Non-AC rooms, those providing it charges in the range of 300 to 450,

Table 4.1.6: Top Hotels in Terms of Non-AC Single Room Tariff

P Sl No. | Name of the Hotel Tariff (in Rs.)
1 7 Centre Point 450,00
| 2 Grand City I B 450.00
[ - =3 Royal Regency 400.00
L4 Aniruddha 350,00
] Durba 300,00
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4.1.7 Top Hotels in terms of Non-AC Douhle noom Tariff: Similarly, Table 4.1.7
shows the tdp hotels in terms of Non-AC Double Room Tariff Kaliabor Manor, being a
resort, charges more than others,

Table 4.1.7: Top Hotels in Terms of Non-AC Double Room Tariff

5l. No. | Name of the Hotel Tariff (in Rs.)
1 ' Kaliabor Manar 5000.00
2 Grand City 900.00
3 Centre Paint 800,00
4 Aniruddha B00.00
g | Prashanti Taurist Ledge | 550, |

4.1.8 Hotels with C nce Room Facility: Table 4.1.8 shows the hotels with
conference room facility along with the capacity and charpes. KRC Palace has gol two such

conference room facilities.

Table 4.1.8: Hotels with Conference Room Facility
Sk No. Name of the Hotel Tariff {in Ris.) Capacity (person)

i KRC Palace 40001500 S00F200

2 GL's Resor 2000 150

3 Grean View 2004 125

4 Centra Point 2500 100

5 Luit 2000 100

[ Srand Ciky 1000 50

7 Wild Mahsear | MiA 38

8 | Prashanti Lodge 1200 [ 20

4.1.9 Top Hotels in terms of Emploved Manpower: Table 4.1.9 shows the top five

hotels with employed manpower strength. Here again, KRC Palace outscores the others in
terms of human resource strength,

Table 4.1.9: Top Hotels in Terms of Employed Manpower
Sl. No, Name of the Hote| ' Manpower Strength

1 KRC Palace 83

2 KE 50

3 Centra Pamnt 45

4 Luit 43 =]
| 5 GL's Resor} 28

4.1.10 Hotels providing Staff Training: Table 4.1.10 shows the names of hotels which

provide some kind of training to its staff.




19

Hotels in Tezpur: Profiling the Guests

Table 4.1.10: Hotals Providing Staff Training

different kind of promotional techniques.

Name of the Hotel Type of Training
Kalizbor Manar == Inducton
EL's Resort Basic Hospitality
Wiid Mahseaer i, 2
Luit Communication Madules
Amber MIA
4.1.11 Hotels doing Promotional Activities: Table 4.1.11 shows the names of hotels

doing promotional activities and types of the same. It is observed that the hotels do resert to

Table 4.1.11: Hotels Engaged in Promotional Activities

5. No. Name of the Hotel Type of Promotion
i Centre Point Printideo Ad
2 Gl's Resort Print Ad
3 Witd Mahseer Website
4 | it Print Ad
7 Royal Regency Print™ideo Ad
] =5 Indralay FrintVideo Ad

Takla 4.1.12; Comparison on Key Facilllles/Services

provides all the key facilities to its guests/customers.

4.1.12 'l'_‘l;mg'is&n on Key Facililies: Table 4.1.12 provides a comparison of key
facilities in top category hotels. It is to be seen that hotels Centre Point and KRC Palace

otel Name

=

Service

Roam

Conference

Hall

Emergency
Service

Centre Paint

| Kal@bar Manar

e

Royal Regency

Gl's

&
0

Luit

Wild Mahseer

Z{=|=|=|=<|<| Pick-up

KF

aEREREE Party etc.

KRC Palace

| g | 22| -e:_g-e: |- | Restaurant

———
|IH:|-J{H- = -m[m B || Pba|— 21 MNo.

Grand City

< ||| L€ Z|<|<|<| Geysers

z
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{where, Y= Yes, N= No, N/A= Non reply, W/C= Under Construction)
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4.2 Brief Profiles of Hotels of Tezpur:

All hotels studied in and around Tezpur has been grouped into four broad catepories
viz. Resorts, Category A, Category B and Category C. The same has been done based on the
criterions like tanif¥, facilities, manpower ete, However, Category A has heen subdivided into
A+ and "A° categories. The guests” survey was done among those of the A+ and A category

hotels.

Table 4.2,1: Categorization of Hotels (Tatal number: 30)

.T:utagnl'y A A B C R
KRG Palace Grand City -_._Durl:la Himalaya Kaliabor Manor
KF ﬁmh-t:r Kanyapur Barsha Kaziramgs GL's
Cenire Poinl e O-Monal Radha Wild Bahaser

Royal Regency wres Park Chakha's Inn —

g L = fladfiuban Farijat

- wams Indratay Jibika Lodge -

i naaa Bazant Blue Star ™

= ' - Prashanti oL e

- --an Aniruddha Aditya

= ey Groan Yiew Shanti Miketan Shi
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CATEGORY A

el RO Palace

Kacharigaon, Near Tniveni Hall, Tezpur L il da -
Phone No- 03712-222688, 222788 1 : [

L
E-mail: infoi@krepalace.com Bl : . .
-

Website: www.krepalace.com

e e T
[1.20 57 s e sl '_I

It is the first 3-Star category hotel in Tezpur established 1n the year 2009, It boasts of
sate-of-the-art lodging fociliies in Imperial Swvites. Sparkling Exccutive. and Elegan!
Executive category rooms. Premium bar. banguet hall. mulu-cwsing restaurant and 1w
conference halls are among other facilities available. The tarift ranges from Rs. 12000- in
Deluxe Single room to Rs, 4600~ in Imperial Suite (exclusive of [5% luxury tax and 0%

SETVICE LX)

A+l hi

Mission Chanali, Tezpur —|
Phone No- 03712-237825, 237526, 255601 |
E-mail: skfoodidgmail.com

Websiter N/A

Ak .

-

. . —— : N e

Sitwated at the crossroad of National Highway 37-A and National Highway 32
<P 1% o constituent hotel of Shree Koshna Associates which muns one of the besi
onlectionaites of the North Bank in Assum. The facilittes amonyg others mchude mul-

s [ == 1 [ ¥ T i - 5. =
Rl resiaucind, departimental stores, mteniel [aciiy | all rowanms. Thae soom el comes

P vanee of Bs o= D eloxe Sinobe sooim e B 3500- 0 Suntes pese =g ol fexes]
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¥ b 3L Centre Paint

main Road, Opp. Police Station, Tezpur
Ph”ﬂ"\- { I.i_'l- |]37 I Z-J_i?-'\ii:l:.;. :1::95
E-mail: hotelcentrepoint. lezpuri@gmail.com

Wehsite: hoteladityacentrepoint.com

One of the latest enteants o the hotel industry in Tezpur is the Aditya Group’s Hotel
Centre Point Multi-cuisine restaerant and conference room facilines are available Fosom

tariff ranges between Rs, 600/- in Non-AC Single room to Rs 2500/~ in Sunes.

W4 Roval Regeney

A tl. Road, Near Baan Theatre, Ii'-u.‘:{pm
Phone No. 99540-47903
E-mail: N/A
Wehsite: N/IA

Fhe minst recent addition 1o the hospitality industry in Tezpur. hotel Royal Regency
has ledeing facilities in Suites and AC Single-Double occupancy rooms. 11 also has a mult
cuisine restaurant and a well furpished conference hall is under construction. The room tarsll

(8 L P :'.‘_.:ul-.l.-‘.-. I"."'\- Halh (1%} I.:.-\.; -.|-|| (1
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b Lt

_m.,:.,-_ Singh Road. Tezpur
Phone No- 03712-222083
E-mail: N/A
Website: NAA

2 I ) SRR T TR T =
| he aldest Star careeory hatel in Tezpur has 27 AC rooms inciuding suiles with tar
rneing from Rs. 1200 w0 Rs, 3508 It also Bas o muehi-cuasiee restauran ard pood capacity
anging ot

i T o 1At
conlerence el Institutional tie-Lp 15 with State Bank ol Indin

AL Grand Cin

N B Road, Tezpur |
Phone No- (3712-223393
E-mail; hotelgrandcity@gmail.com

| Wiehsite: MiA

Vith 14 soonis in both AC and Non-AC category, hotel Grand Uity provides wili

fueility 1o all it suests apart from accepting credit/debit cards. It has a conference hall and a

Tl

restrian] 15 under construction. Tartdt ranees from Bs, 430 (o Bs
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B N_I'J_Humi- Tezpur
Phone No- 94350-80297
E-mail: N/A
Website: MN/A

Hiotel Amiber im the head of the town has a total of 13 rooms in boeth AC and Non-Ad
cateaory. [ has ite own restaurant and also instioational de-up with HDFC and LIC. Tariti

ranges from Rs. 220 in Single Non-AC room to Rs. 950 in Double AC room. [T also conducts

stoft training from time to time
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CATEGORY B

B.1. Durha

B K Road, Tezpur
Phone No- 03712-224276 |
E-mail: N/A
Website: N/A

With 26 AC and Non-AC rooms, it is one of the largest in terms of capacity. It has got
its own restaurant. The tariff ranges from Rs. 300 w Rs. 1000,

B.2. Kanyapur

M T Road, Hatipilkhana, Tezpur
Phone No- 03712-220261 I
E-mail: N/A
Website: N/A

With 31 rooms, it is one of the largest hotels in Tezpur in terms of room capacity,
hotel Kan:rai'!ur has AC & Non-AC rooms in Single, Double, 3-bedded and 4-bedded

capacity. A conference hall is under construction. Tariff ranpes betwesn Rs. 350/~ to Rs.
1460/-,

B3 D-Monal

N T Road, Kachangaon, Tezpur |
Phone No- 03712-252955
E-mail: N/A
Website: N/A

A small hotel with total 8 rooms in Non-AC and AC category. Tariff ranges from Rs,
350 to Rs. 900/,
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B.4. Park

Main Road, Terpur
Phone No- 99544-20052
E-mail: N/A
Website: N/A

Situated at the heart of Tezpur town, hotel Park has 16 AC and Non-AC rooms with
TV and Geysers in all of them, Tanff ranges from Rs. 250/~ to Rs. 1200/- in Suite.

B.5. Madhuban

N C Road, Tezpur
Phone No- 03712-221180
E-mail: N/A
Website: NiA

Another old hotel in Tezpur with 22 AC and Non-AC rooms. A restaurant is also
. present with a capacity of 50 persons. Tariff ranpes from Rs, 250 to Rs. 800.

B.6. Indralay

N C Road, Tezpur
Phone No- 03712-232918
E-mail: N/A
Wehsite: N/A

With a vaniety of rooms in Suites, Four-bedded, Single, Double ete in both AC &
Non-AC category, hotel Indralay also has institutional tie-up with UCO Bank, Indian
Overseas Bank etc. Tariff ranges from Rs. 250 to Rs. 1500,
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B.7. Basant

Mun Road, Tezpur
Phone No- 94012-78499
E-mail: N/A
Wehsite: N/A

—

With 22 rooms in both AC & Non-AC category, hotel Basant has Single, Double and
Suites types of lodging facilities. It has got its own restaurant with a capacity to sit 20 people.

All the rooms are equipped with TV sets and Geysers. Tariff ranges from Rs. 250 to Rs.
1000

B.A. Prashanti Tourist Lodge

Jenkins Road, Near Chitralekha Park, Tezpur
Phone No- 92070-47856
E-mail: astdcorpn@sancharnet.in

Wehbsite: M/A

Run by the Assam Tourism Development Corporation, Prashanti Tourist Lodges are
1o be found in major cities and tourist destinations of Assam. Having its own restaurant and
conference hall facilities, Prashanti, Tezpur provides guests with boarding facilities in single,

double, triple and dormitory type rooms. The room tariff range between Es. 450/- to Rs. 650/-

B.9. Aniruddha

W T Road, Hatipilkhana, Tezpur
Phone MNo= 03712-252590

E-mail: N/A |

Website: N/A

A 10 room capacity with Non-AC Single and Double capacity rooms along with two

AC Deluxe rooms. Tariff ranges between Rs. 3530/- to Rs. 1200/-,
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B0, Green View

Main Road, Tezpur
Phone No- (3712-223685
E-mail: N/A
Website: NA

It has got 24 Non-AC rooms the tariff of which ranges from Rs. 250 to Rs. 500. A

conference hall is also there with 100 to 125 capacity.
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CATEGORY C

C.1. Himalaya

N C Road, Tezpur
Phone Mo- 03712-223047
E-mail: N/A
Website: N/A

Hotel Himalaya is about 60 years old and one of the biggest in terms of capacity with
27 rooms. Tariff of these Non-AC rooms ranges from Rs. 199 to Rs. 350. It has a restaurant

as well,

.2, Barsha

Main Road, Tezpur
Phone No- 94350-81650
E-mail: N/A
Website: N/A

A small hotel with 14 Non-AC Single and Double capacity rooms, it is situated at the
heart of the Tezpur town catering to the needs of lower spectrum of hotel customers. Tariff

ranges between Rs. 90/- to Rs. 150/-,

C.3. Radha

N C Road, Tezpur
Phone No- 03712-2231837
E-mail: N/A
Website: N/A

Another small hotel with 12 room capacity. Tariff ranges between Rs. 170/~ in Non-
AC Single room to Rs, 270/- in Non-AC Double room.
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.4, Chaliha®s Inn

M C Road, Te,x._pu:
Phone No- 03712-221692
E-mgil: N/A
Website: N/A

One of the oldest hotels in Tezpur, Chaliha's Inn has 14 Non-AC rooms in the tarff
range of Rs. 250/~ to Rs, 350/~,

C.5. Parijat

Main Road, Tezpur
Phone MNo- 0371 2-220565
E-mail: N/A
Websie: N/A

With tariff ranging from Rs. 220/~ 1o Rs, 500/-, hotel Parijat has 12 Non-AC rooms in
single, double and triple bedded capacity. The in-house restaurant can accommodate 16

persans.

C.6. Jibika Lodge

Kacharigaon, Tezpur
Phone No- 94350-82557
E-mail: N/A

| Website: N/A

——

A small lodge with 4 Non-Ac rooms and dormitory. Tariff ranges from Rs. 125 per

bed in dormitory to Rs, 240 in double bedded room.
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{.7. Blue Star

J C Road, Tezpur
Phone No- 03712-220682
E-mail: N/A
Website: N/A

With 18 Non-AC rooms, it is the 3™ oldest hotel in Tezpur. Tariff ranges from Rs.
200 to Bs. 375,

CEDL

N C Road, Tezpur
Phone No- 98542-30337
E-mail: N/A
Website: N/A

It has got 23 Non-AC rooms. Tan{f ranges from Rs. 210 to Rs. 450

C.9. Aditya

] C Road, Tezpur
Phone No-03712-220724
E-mail: N/A
Website: N/A

The second oldest hotel in Tezpur has 11 Non-AC rooms in single and double

occupancy type. [ts own restaurant can sit 36 persons at a time. Tariff ranges from Rs. 120 to

Rs. 350.
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10, Shanti Miketan

C K Das Road, Tezpur
Phone No- 94350-88736
E-mail; N/A
Website: N/A

One of the new entrants to the industry, hotel Shanti Niketan 14 Non-AC rooms with

single, double and triple occupancy type. Tariff ranges from Rs. 110 to Rs. 450
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CATEGORY RESORTS

.1 Kaliabor Manor

Kaliabor Tea Estate, Silghat rr;ugﬂm';]' |
Phone No- 94350-93550, 98649-49827
E-mail: infofgkaliabormanor.com

Wehsite: N/A

v wildlife resort inside Kahiabor Tea Estare. Kahabor Manor provides exotie loaging

faeilities it nataral surroundioes, 1E has eol = own restaurant and conference hall tacilities

. et
imd the taritt 1s Fs. 3000

R.2. Waziranea GL"s Resort

Phone No- 92073-04671/2
E-mail: BN/A
Wehsite: NA

Onved by Assam Lourism Development Corporation. 11 is another wildlile resert a

e vietmits ol the majestic kazranga Matiwonal Tork. [0 hais 2 AC Cotbapes anmd L6 Nom= Ak
otiaees in Asspmese. korbhi et stvles 16 has pod ds o restaurant and conierence o
i

Fand T ranuges from Bs, 500 o Ks. 21500
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.3 Wild M= AL
. ,ijil.:t;:;ri.rl'_uu Estate, L.okra, Balipara
Phone Nao- 03714-292336
E-mail: wildmahseer@yahoo.com

Website:

www.oldassam. com/wildmahseer/default. html

{rwned by the River Journey’s and Bungalows of India (P} Ld, Wild Mahseer is a
British Assam Heritage resort promoting the idea of Tea Tounsm. The heritage bungalows

tarift falls in the range of Rs. 3356 to Rs. 19283, It also has conference room facilities.

_|;_l ¢ cmparison amorg the high category hotels:

A5 per the objectives of the work a comparison is provided below on certain facilities
provided by each of the hotets. These have been discussed in-detail in individual profile of
the hotels. A puint o point comparison among A category hotels of Tezpur is oflered in

Fable=2.1 below

Tabla 4.1.1: Comparisen Among ‘A" Category Hotels of Tezpur

: B,
Factlities - Room Room )

B - Eel
HGTEL Infrasiructure Availabie Sandiceg Praviced Categorie Taritf

Lawed
A2 Booms Re
KRC Famxing T, Geysers Roam Service, Wi, | AC Double "':I'.I o ' 17
pr= ik (= Conferance Sunpaih, Parly | Emergency. Pick-up | Sudes ':_'.',.Iﬁ et B
AB
Rastaurani =
28 Roama B A0
Lanire Farking I, Gayzers Room Sardice Single, &C R= B | P
Pt L Farty Cmengency, Fick-an | Doehle M. 2541
= Suitas
<E a4 SR ; 4 iy i R
L it Farking W ey ey Riaom Seracs AL Dokl =0 P
Conferenca Farty Emergency. Pick-up | Suiles e =
3 3 -t L
Fedtauranl
12 Roarng .
I T 2 Fa
KE R -:I-::|_. i) TV, Geysas E‘::ﬂ.1'. ::-_.-:'\.':I'I._- Wi & Dioubie 2101 e
Oepl. & Party Emergancy. Pick-up | Suites a0
i o 0L
'\-I'} -
y <A
R Eeslgurand [y Gaysars Eoom Sarvics Single AL R S0 0 Ty

F‘I':._:|I|-._- Farkirid P ariy :“'_'_I—'"'.' Pek o ratibile Fs 280

Checupancy
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Table 4.3.1; Camparison &meng 'A' Categary Hotals of Tezpur

A,
Facilities " Room Room

Infrastructure Availakla Sarvices Frovided Categories Tariff Dnﬂﬁ:rw
14 TDOMS ] T Rlon-AG

' . Foom Service, Wifi, | Singla, Rs_ 450-
C-::inferencu TV, Geysers Emergency, Pick-up | Double, AC | Rs. 1080 10 0% -
T Double |
15 rooms R+

A TV, Geysers, | Room Senvice, Single, Ra. 300- -

Restaurant, Party Emeargency, Pick-up | Double, AC Rs. 950 H 94
Parking Double




APTER 3
GUESTS' PROFILE

As mentioned in the Methodology a customer survey was conducted during June 2010 in
and around Tezpur. Guests from almost all so called Two Star category hotels were
contacted (except for one) for their responses o a predetermined questionnaire. (ther details
including the variables covered are discussed in the Methodology Chapter.

A detail discussion on the responses of the guests is offered below. It should give us an
idea about the kind of guests the hotels of Tezpur cater to, including their preferences towards
certain variables.

5.1 Respondent Profile:

5.1.1 Respondents in terms of Patrons: Table 5.1.1 offers the respondents of the
. survey and their hotels, It is seen that minuscule data could be collected from two hotels,

namely, GL's Resort and Koliabar Manor. This is due to the fact that June being a rainy
season tourists apparently avoided moving out and hence the guest tunout during the month
of June , 2010 in those hotels were very negligible. Hence the responses are poor. [t is worth
mentioning that these two hotels (including another surveyed, Wild Mahseer, wherefrom no

response could be collected) mainly cater to leisure tourists, and hence the draught.

Table 5.1.1: Respondents and Patron Hotel

Fraguancy | Parcant

= L Besort 3 1.040

| Hote! Amber 101 33.67

| Hotel Centre Paint B4 21.33

| Hotel Grand City 36 12.00
Hotel KEC Palace 12 4,040
Hatel Luit 76 2533
Hotel Royal Regency T 232
Koliabor Manor . 1 0.33
Total - 300 100

It is seen from the table that maximum respondents are from Hotel Amber. However,
this response rate does not show popularity of the hotels as the sampling was not random;
rather it Was more of a convenience. The number, then, translates only the cooperation
received from the Front Office of that particular hotel. Nevertheless, there should not be any
confusion regarding the composition of the respondents, as the overall group is homogenons

afd their preferences and other attributes are thought to be similar. We shall test appropriate
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pypotheses 1o check the belief that the respondents from different hotels might have
Smniﬁcanll}’ different preferences. We are hopeful that these null hypotheses will not be

rejected.
5.1.2 Respondents and Their Purpose of Visit: The motivation for travel to Tezpur

was another variable that was measured in nominal scale during the survey. The results show
that maximum of them are visiting Tezpur for Business/Official Purpose. However, it is
interesting to note that 25% of the respondents are visiting Tezpur for Relaxation/Vacation,
This verifies that the hotels do not only cater to the business travelers. We shall conduct a

- cross tabulation to see if the vacationers do have certain prefermed hotels, Table 5.1.2 offers
the detail of the respondent types interviewed during the survey,

Table 5.1.2: Purpose of Travel

Frequency | Percent
Business/Dfficial 1EH B2 67
vacammﬁemmﬁmj TE 25,33
Personal Reasans 21 7.00
Others 14 4.67
Missing (mon responsa) 1 033
Total 300 100

The table 5.1.2a offers a guick look at the eross tabulation of the respondents’
purpose of visit and their patron hotel. If we observe the row percentage (in italics) it is seen
that certain hotels are popular among the vacationers and some others have strong clientele

among the business/official category.

Table 5.1.2a: Purpose of visit and Patron Cross tabulation
N Business/ | Vacation/ | Personal

- Official Relaxation | Reasons | Others | Total
Hotel Amber Count an @ 1 0 100
o Row % 50.0 90 1.0 ag | 1000
Hotel Centre Point | Count 30 30 1 3 B
Row % 444 4.9 1.6 4.7 100.0
| Hotel Grand City Count 16 13 4 3 |/
Row % 44 4 1 i1 _JL 83 1008
Haofel KRC Palaca Caunt g [1] 2 4] a 12
Row % 833 167 o aq 1080
Hatel Lult Count ) k1! 18 14 5 76
How % 513 237 184 8.8 1000
Hotel Royal Regency | Count 2 3 1 1 7
Row % ZB6 249 14.3 14.2 1000
Total Count 187 75 21 12 285
i Row % 63.4 25.4 74 | 41 | 1000 |
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Another Table (5.1.2b) can be constructed showing the popularity of Tezpur hotels

qmong the two distinct tourists categories- Business Travellers and Non-business Travellers.

Table: 5.1.2b: Popularity Rank of Tezpur Hotels

Rank Business | Non-business
Travellers Travellers
1 Hotel Amber Hotei Royal Regancy
2 Holel KRC Palace | Hotel Centre Point |
3 Hotel Luit Hotel Grand Cily
4 | Hotel Cenire Point | Hotel Luit
5 Hotel Grand Cily

It is seen that Hotel Amber is extremely popular among the business travellers while
Hotel Royal Regency is popular among non-business category. However Hotel Centre Point
is almost equally popular among the two categories. Same is almost true for Hotel grand City.
. A Chi sguare test to check the null hypothesis that there remain no relationship between
selection of hotel and purpese of travel is also been rejected at =01 (p=.000), which doubly
verifies that the guests do have significant preference of hotels (at a=0.01) according 1o their

purpose of visit

5.1.3 Sponsors of the Business Travellers: The business/official travellers are

sometimes sgnnsvnred by the oraganization they represent. However, it is seen from the Table
5.1.3 that majority of the respondents are said to have paid cash. [t might so happen that the
sponsor pay Per Diem basis and hence the travellers do not submit the bills etc. for
reimbursement. This figure, however, includes those travellers who travel for non-business
purposes. 19% percent of the respondents’ bills are paid directly by their sponsoring

company, while 7.7% of them are reimbursed.

Table 5.1.3: Sponsors of the Travellers

Frequency | Percan
Bill payment directly by company 57 19.0
l:;sh Fayment by self and subsequent 37 17
resmbursement
Self Payment 217 123
Missing (mon-response) 3 1.0
Total 300 100.0
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5.1.4 Gender of the Respondents: Table 3.1.4 shows the distribution of the

respondents on the basis of their gender. As it is seen that only 9 respondents (3%) were
female. This, however, would bias the results of our preference analysis as it is well known

fact that the gender significantly affects the preferences.

Table 5.1.4: Gender of Respondents

Fraguency Percant
Femals g 3 |
Male 281 g7
Teral 300 100

5.1.5 Age Ranpe of Respondents: As seen from the table 5.1.5 majonty of the

respondents are from the age range of 26 and 35 years of age, whish is followed by the next
higher group i.e. 36 w0 45 years of age. Thus it is seen that almost 70% of the respondents are
of the range of 26 and 45 years of age.

Table 5.1.5: Age Range of the Respondents

Fraquancy Fercent
21-25 17 A7
26-36 116 38.7
| 36-45 50 30.0
45-55 BY 223
| Maore than 56 10 3.3
Total 300 100.0

5.1.6 Managerial Position of the Respondents: The respondents were asked to give

their managerial position in three categories, Top, Middle and Junior level. The responses are
tabulated and presented in the following table (Table 5.1.6). There is a sizeable non response
as the self employed and leisure tourists might like to skip the information.

Table 5.1.6: Managerial level of the respondent

Fraguency Parcent
Top Level 35 11.7
Middle Level 176 583 |
| Junior Level 16 g3 |
Total - 226 753 |
Missing i 24.7
| Total 300 100.0
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At Tezpur, as expected the travelling business persons are mostly that of

middle level managerial positions, which is almost 60% of the total respondents.
5.1.7 Marital Status of the Respondents: As a part of classification data the travellers

were requested to give their marital status to determine their life cycle stage. Table 5.1.7

" depicts the marital status of the respondents.

Table 5.1.7: Marital Status of the Respondents.

- Fraguency | Percent
hdareied 211 i
lLinmarried g | 287
Total 300 | 1000

5.1.7a Status of Children; To further determine the life cycle stages the respondents
were requested to provide with their number of children, We have received 188 responses to
that question which is less than the total number of respondents reported to be mamied. Two
responses were of no children, while the others have reported in range from 1 to 4. The

responses are depicted in Table 5.1.8a.

Table 5.1.7a: Number of Children of Patrons

| chigren |  Frequeney |  Percent

0 2 0.7

1 B9 | 270

2 a2 273

3 15 5.0

4 2 07
_Missing 118 IS 483 |
Total 300 1000 |

It is seen that maximum respondents have reported to have up to 2 children.

5.2 Loyalty of Guests:

5.2.1 Measurement of Lovalty: To test the loyalty of the guests interviewed three

simple guestions were asked. First one a straight question on loyalty, second one was Lo
check if the guest will go away if better facilities are provided, and finally they were asked if
they are going away even if same facilities are offered by another hotel, We did not bring in

the question of tariff deliberately as we know that the guests would compare the hotels with
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gimilar tariff while making a decision to switch. Table 3.2.1 depicts the responses to the
loyalty variable.

Tahle 5,2.1: Loyalty of Guests

Frequarncy Percent
Loyal 209 60,7
Mol Loyal 81 303
| Total 300 100.0

The "fal:l-: shows an overwhelming number (70%) of the respondents are loval to their
respective hotels, However, interestingly Table 5.2.1a shows that 43% respondents are
willing to change their loyalty if’ better facilities are found in other places. These 137
respondents might also include those who said they are loyal in the response to the first

question,

Table 5.2.1a; Propensity of Changing Hotel for Better

Facility .

| Frequency FPercent ‘
Mo 163 £4.3
Yas 137 45.7
Total 300 100.0

A cross tabulation will clear if any loyal guest might like to go away at the prospect of
getting better facilities, Table 5.2.1b, which depicts the results shows that 68 (32.5%) out of
209 guests who wanted to stick only to their favorite hotel would leave at the prospect of
better facility (for the same tariff). The hotels thus should be careful of these fence sitters.

Table 6.2.1b: Loyalty and Propensity of Leaving Cross Tabulation

| Pro ity to leave for batter
; facility 3
| Yas Mo Total
Loyal 68 = 141 209
Loyalty 32 5% 67.5% 100%
Mot Loval 69 22 91
75.5% 24.2% 100%
Total 137 163 300
45.7% 54.3% 100%
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The third vanable wanted 1o cross check the findings of the first loyalty variable. The
CTOss tabulation should ideally return a result that is almost the same as in the Table 5.2.1.
Table 5.2.1¢ depicts the findings. The Table shows that 40% of the Non-loyal guests are not
willing to shift even without any benefit. This is a silver lining for the industry.

Table 8.2.1c: Loyalty and Propensity to Change without any Bonefit

p—
Progensity of Leaving without bensfil
Yar Ro Talal
i
Count 12 152 204
Leval | Row 549 ad 1 100
Coiumn % 18.2 B84.2 5.4
Loyalty 1
Coum 4 L] ]
Mot Layal | gy og _'_ - 0.0 £0.0 100
Column % | 814 158 30,8
Count a6 728 254
Tolal | mow s | 224 776 108
|
Colwnn % | 100.0 100.0 104

Further investigation reveals that this 36 consists of 15, 12, 5, 2 and 1 respectively
from Hotel Grand City, Hotel Amber, Hotel Royval Regency, Hotel Luit and Hotel Centre
Point. Thus there is something to cheer about for Hotel Grand City and Hotel Amber.

5.2.2 Hotgl-wise Lovalty of Guests: It is, however, interesting to check if certain

hotels of Tezpur enjoy more loyal patronage. A cross tabulation between loyalty and

favourite hotel, which is shown in Table 5.2.2 below will throw light in this area,

Interestingly enough the Chi square test conducted to check the hypothesis that Loyalty and
Hotels are not related was rejected at a very low level of significance (0.01) with a p value of
0.,000. The Chi-square test results are shown in Table 5.2.2a, which implies that the Loyalty
of patrons depend upon the hotel even for the population of all guesis.

Table 5.2.2: Hodel-wise Loyally

Amber | Contro Point | o e | Lt ﬂfgj':l], Total
| Layal Count 40 63 18 1 74 1 o7
Row % 103 304 ar 53 357 05 1000
Calumn % kLR 944 500 nr BT 14.3 £9.9
_Hl-_:l't! Count # 1 18 1 2 B &9
Row % B85 5 202 1.1 iz &7 1000
Calumi % 564 | 16 500 83 26 857 301
_'I'ntal Count ™ &4 4 12 T T 29 |
Fow % M 218 122 41 257 24 100.0
Coalumn % 100.0 100.0 1000 o | 1000 | 1000 1000

* 4 purests from Kallhor Manir ang (GL's Rosorts am erciudad,
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Graph 3.1 shows the Lovalty Score tor different hotels of Tezpur. [t is clear from the
picture that three hotels enjoy clear patronage lowvalty. They are namely, Hotel Centre Point,
Hotel Luit and Hotel KRC Palace. Out of these Howls Lentre Point can boast ot alnwbst

100 (9% 4% lovalty among its clents

5.2 A Reservation Method:
Respondents were asked to indicate their resepvation method while they made
hooking tor the hotel, Table 3.2A shows the results of the same, The Table indicates that

s imum bookings are done through elephone Other bookings methods like e-mail/soail

mail ¢ie. are nol very popular

Tahie §.24: Method of Booking
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Tabie 5.24: Method of Booking

Frequarcy Percent
| Travel Agency 12 | 40
Qthers a4 113
Total ?DU 100.0

There may be a relationship between method of beoking and the respondents’ choice

of hotel. A cTosS tabulation (Table 5.2A.1) on these two variables will help us in checking

this.
_ Table 5.2A1: Cross Tabulation Between Favourite Hotel and Method of Booking
T Mathod of Booking
Hotel = Travel
Telephonlc On-site Agency Cthers Total
Coaunt &5 ] 1 i1 104
Hotel Ambar
Row % 84,2 59 1.0 54 100.0
Court 42 ] Q 17 [T
Hotal Centre Point .
Row % 65.6 7.8 L] 28,3 1000
Cownt 12 17 1 & 26
Hotel Grand Clty
Rawr ¥ 333 472 - 28 167 100.0
Ciound 10 2 Q a 12
Hotel KRC Palaca | o o
R 35 833 1687 a0 a.a 1000
B ; Count 56 7 10 3 76
Hotel Luit o
Row % Tar 9.z 132 3.8 [ ]
Hotsl Royal Regenc Court g 1] 0 i 7
o L
RIFRINSY M Rown 857 0.0 0.0 14.3 100.0
Count 211 40 12 33 708 |
Total -+
Aow % 713 135 4.1 | 113 1000 |

The Table shows that irrespective of choice of hotel the guests do resort to telephone
booking most frequently. In all hotels (except for Grand City) telephone booking is the most
popular method of reservation. In Grand City, on site reservation is more prevalent with

47.2% opting for it,

5.3 Guests® Age and Choice of Hotels:

Guests were asked to offer their age in an open-¢nded question. This was done
knowing fully well that it is outrageous to ask the age of a respondent in an open ended
question, The offense was worth well for the fact that the age and the choice of hotel might
give important insight if the hotels do appeal 0 a particular age group of tourists, The
following table (Table 5.3.1) shows the descriptive statistics as well as the ANOVA test

results,
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Table 8.1.1 : Respondents’ Choice of Holel and Age
Sid.
Hotels | N | Mean | Deviation | Mimimum | Mesmum | Fvawe | pvalue
Hotel Amber 101 | 3366 7 55 24 &8 |
Hotel Centre Paoint 64 | 3837 B2 21 56 |
23 | a7
Hotel Grand City 26 1 3754 8.71 ok i 23 30 a0
Hotel KRC Palace 12 | 42.17 12.21 26 61 ,
Hotel Luit 76 | 4650 | 670 32 61
Hotel Reyal Regency 7 | 3886 6.82 25 % |
| Total 296 | 3845 | 088 21 65 |

The test results show that the average age of the guests interviewed significantly
different for separate hotels. The descriptive data show that hotel Luil and KRC Palace is
preferred mostly by the mid age patrons while other hotels are more or less have the patrons
of the same age brackets. A pair-wise post hoc analysis also shows that Hotel Luit has got
significant difference in the age of patronage with Hotel Amber, Hotel Centre Pomnt and
Hotel Grand City. Thus it can safely be presumed that Hotel Luit is preferred by older guests

5.4 Guests’ Preferences of Food:
Guests were asked to indicate their preferences towards different kinds of food. Table

54 depicts the findings of the survey.
Table 5.4.1; Guests' Food Preferences

1 being least preferred while 5 denotes maximum preference)
Responses Std,
Received fdinimum | Maximum | Mode Mean Deviation

Continental Food 296 1 5 4 &= 35 12
Chinese Food 299 1 5 4 &9 3n 10
| Indian Food | 300 1 5 s &= a6 | (03
| Thal Food i 1 | 5 1 27 14
 Traditional food 297 1 | s 4 &= 37 | 13

The Table shows that meximum preference is accorded to Indian food (with 2 mode of
5 and mean of 4.6 and a low standard deviation of (.8), traditional, continental and Chinese
| g0 hand in hand with mode 4 and mean of 3.7, 3.9 and 3.5 respectively, while Thai food is
Eiven least preferences. The proximity of mean and mode shows that the responses are
symmetrical and distributed randomly and thus the mean actually represent the true mood of

the respondents.
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5.4.1 Hotel-wise Food Preference: Let us now see if the food preferences of the guests

do significantly vary from hotel to hotel. For this we take up the following null hypothesis of
equality of mean preference across different hotels. Symbolically the hypothesis would look

like the following:

Hyy! ,u { ALACH ""P FOENTRE PN =F.'¢;m-.u |:'.'rr'=_,lH fewe paiare™ ,ﬂ .'r.-_1:=ﬂmmn RGN
Hop: M rasee= H2cenn ey = M 2w o™= M 2w e pacas = B ™ B zeova v
Hus: Hassee=H oo ruse= Macnn o= M e e sanser = 300r= M awopa secser
Hoe: M sassie= P scenmme rower™ Maceava o™= Hoaxac pace™ P ™ Mo seoence

Hys: M snsmen™ M scesne rover™ F:rmn'm:ln=F.ﬁv.u'.mu-:'£=ﬂhw=ﬂj.mm REGENCY
Where,

WLy = Mean of continental food preferences
W= Mean of Chinese food preferences
L; = Mean of Indian food preferences

Ly = Mean of Thai food preferences

LLs=* Mean of traditional food preferences

Table 5.4.1: Hotel-wise Food Preference

e | e :,,:1
|
N | Mean mfr_r::m Min. | Max. L’ufue w‘:’ue RESULT
Amber a8 i3 1.3 1 5
Centre Point | 64 | (13) 0.6 2 5
GrandCity | 36 | 2.8 1.4 1 5 Rejected
Continental | KRCPalace | 12 | 23 1.4 i 5 | 1310 | 000 | ata=
Luit Th 3115 0.a 2 5 0.01
Royal Regency | 6 | {183 13 1 4
- Total 292 | 35 1.2 1 5
Amber w1 | 37 1.0 1 5
Centre Point | 64 | (4. 06 | 2 5 i
Grand City | 36 | :3.3: 15 | 1 | s b
Chinese | hCrPalace | 11| 37 05 EEY el e
Lixit 76 18 0.9 1 5
| Royal Regency ¥ 4.3 0.8 3 5 P S
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Table 5.4.1: Hotel-wise Food Preference

Haotels Ml
Std. 3 Hypa,
- M Meon Deviation Mirn. | Mo, Value mfue RESULT
Total 295 3.9 1.0 1 5
Amber 101 as 0.7 1 | s
CentrePoint | 64 | 47 | 05 4 5
Grand City i6 @.EJ_: IEI.:.F | 5 Rejected
KERC Palace 12 4.4 1.2 1 5 202 | 0.08 ato=
Luit 76 4.6 0.7 1 5 0.1
Royal Regency | 7 | i4.07 1.4 1 5
Total | 296 4.6 07 1 5
Amber 99 24 1.4 1 5
Centra Point &3 GEJ 0.5 3 5
Grand Clty 33 13 11 1 4 Rejected
KRC Palace 10 | 4.33; 0.7 1 3 |3216| 000 | atas
Luit 61 2.2 12 1 5 0.01
Royal Regency 7 21 1.6 1 5
Total 273 2.7 1.4 1 5
Amber 100 ia 1.4 1 5
Centre Point 64 | (4.4) 0.5 3 5
Grand City £ a9 | 1.2 1 5 Rejecte’d
Traditional KRC Palace 10 N 2T 1.3 1 5 0915 | Q.00 ata=
Luit 72 3.7 1.2 1 5 0.01
Royal Regency [ :*:1':': 1.2 1 4
Total 288 | 3.7 1.3 1 5

different fpod categories.

The ANOVA test results show that all the null hypotheses can be rejected. Most of
them (4) can be rejected with a very comfortable level of confidence, while one (for Indian
food) the level of confidence is 90%.

This shows that the guests patronizing different hotels have different preference
towards kind of food they expect in their place of stay. From Table 5.4.1 it is clear that Hotel
Royal Regency is scoring comparatively higher for Indian cuisine, while Hotel Centre point
is the top scorer for all other food categories. However, Post Hoc analyses show that the
following hotels do have significant pair-wise differences of preference of patrons for
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Table G.4.1a: Significant Pair-wise Difference Across Hotels for Different Food Types
{throigh Eﬂﬂ-far?Er.ni methed of muitipls Comparison at a=0.05)

[ Food-type Pair-wise Differances Found Betwean Hotels

Preference
Hotel Centre Point (High) with all other Hotels
Hotel Amber (High) and Hobel Royal Regency (Lower)
y Hotel Grand Cily [Low) and Motel Lu@ (Higher
GContinental | o el Luit and Hotel Royal Ragency
Erual for all othar paies

— Helel Amber {Low) and Hotel Certre Paint |Higher,
. Hedel Cantre Paint {Highl and Hodel Grand City{Lowead
Chinese | yoe Center Point (High) and Hotel Luit {Lower)

indian | Equal for all Holels

Halel Cerre Point {Highl with all eiher fal fower)
Thai Ecqural fiar ail ather pairs

Hatal Centre Faint (High) with all ether Hotels [all lower)
Traditional | Halel Royal regency (Lo wilh 2 obher Haotels (except Hotel KRC Palacel- all highsr

—

The analysis above indicates that the guests of Hotel Centre Point prefer better food in
all categories. However, certain other hotels scores significantly higher pair-wise difference
against some other hotels. It might also indirectly mean that guests prefer these hotels
because the food (that particular category) in these hotels are better than other hotels.

5.4.2 Gender and Food Preference: Gender may have significant relationship with
their preference of food. Independent sample T test was conducted to test the hypothesis that

the mean preferences of both the sexes across all food categories are equal. If we can reject
this hypotheses we would be able 1o conclude that one gender's preferences are significantly
different than the other gender. The T test results are reproduced in Table 5.4.2.

Table §4.2; T Test for Equality of Means Across Gender

Praferences Towards Food T Test Resulls
Type Goender N Mean | =005
Mala 287 3.5 MO DIFFERENCE
Continental Food Rejec
Femals E 31 (oot fed)
; Mala 200 28 NO DIFFERENCE
Chinesa Food == Rejacted)
Femala 9 38 fivar
Mahe 281 4.5 NO DIFFERENCE
Indian Food ;
Femam B 4& IerI Rﬁlﬂﬂﬁd}
Trai i Male 268 27 NO DIFFERENCE
Femala 9 2.3 fhiok. Rejeaisi)
- Made 283 3.7 NO DIFFERENCE
Traditianal food e : S iNal Rejected)
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The Table shows that none of the hypotheses could be rejected and hence conclusions
could be drawn that the food preference of guest of hotels of Tezpur does not depend on the

gender.

3.4.3 Age Group and Food Preference: Age group might affect the preference towards
food type. A series of ANOVA tests was run to check the belief that food preference does not

depend on the age group of the guests. The test results are shown in Table 5.4.3.
Table 5.4.3; ANOVA Results for Food Preference Across Age Groups

Preferances Towsrds Food Tpps Age GrOups M | Mean | Resulls at o=0.05
21-25 16 | 28
26-36 113 | 35
36-45 B0 34
Continental oo e 0S4 | NoDIFFERENCE
More than 56 | 10 ag
Total 206 | 35
¥ 2125 17 41
: 26-35 116 | 38
/ 35-45 B0 as
Cinmts Fond oo oo | 40|  Motmsecen
More than 56 10 ar
Total 299 | 39
21-25 17 | 47
26-35 116 | 48
J8-45 20 4.6 O O |
i Sl 46-55 67 | 486 :mfme
Mbare than 55 10 | 47
Total oo | 48
21-25 17 | 28
26-35 13| 27
) 36-45 82 | 2B | MO DIFFERENCE
Thai Food Praferences YT 1 2% oE [Ne! Rejected)
More than 55 10 23
Total 7T | 27
21.26 18 | 41
2538 118 | a7
: 545 B8 | 37 | w
Traditional food i T ae | ot Fejoctodd
More than 56 0 | 34 |
Total 292 | 37 |
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This Table also shows that the puests of different age groups do not have any

significantly different pre ference towards any food habit,

5.4.4 Managerial Level and Food Preference: Let us now see the employee category

and their preferences towards food type. ANOWVA test results are shown in Table 5.4.4,

Table 5.4.4: ANOVA Results on Food Preference Across Manapgerial Lewvel

Praferences Towards Food Type Level N | Mean HEﬁ:ﬂ' at
- Tap 35 3.4
Contirestal Food Midte | 173 | 35 | NO DIFFERENCE
Junior 14 | 35 [Not Rejected)
Tedal 222 35
e 3% | a1 | '
Chinase Food Middle 174 | 38 | NODIFFERENCE
| <uniar -,lﬁ 4.1 (el Rejeched)
Total 228 | 30
| Top 35 | 47 1
e | Middle 175 | 46 | No DIFFERENCE
Juniar 16 48 (ot Rajeched)
Total 226 | a5
fap. a5 | 25
Middle 155 | 28 e
bl Junkar . | 18 .4 H?ﬁEIrFH'FaEr&cEr:;
Total l206| 28
Top | 38 | 35
SPR— Middle | 170 | 3.8 DngﬁﬂcE
: _-.l_urh-:lr 15 23 (Rejecied)
Tatal 220 | a7 )

The resulls as shown in table supgest that only for teaditional food significant
difference across the managerial level exists. [t is seen from the mean column that the middle
level managers prefers the traditional food more than the other two categories, while the
junicr employees prefers it the least.

5.5 Importance to Service:
A puest in a hotel looks for other basic facilities beside a well furnished room to stay.
These hasic facilities influence a guest in choosing a particular hotel. To determine the

importance of these basic facilities, the respondents were administered a questionnaire
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containing 13 facilities that a guest may expect in a hotel. A five point scale was used for

rating (1 being the lowest and J deing rhe highesi) Cuests were also asked to indicate their

impottance towards certain infrastructural as well as service facilities those form part of

service guality of a general hotel. After analyzing these we would be able to predict the

linking and disliking of certain segments based on a few classification variables as used in

earlier analysis.

Table 5.5 and the following graph describe the averapge importance ol the guests

surveyed on the service guality dimensions.

Table 5.5: Importance (o Basic Quality Dimenzions

Cuality Dimensions m Minimum | Maximum | Mode | Mean | Sfd Deviation |
Alr Conditioning 200 1 5 5 4.53 0,88
Cable TV 300 1 5 5 4.57 0.85
Restaurant 289 1 5 5 4.45 0.82
Conference Room 247 1 5 4 3.88 1.07
Pick Up Fa';I-ity 298 1 4] 4 aTa 1.27
Emorgancy Services 299 1 5 5 4.31 0.80
Cash Payment 299 1 5 S5 g 3 05 1.09
Chegue payment 296 1 5 4 3.72 1.11

a-payment 298 1 5 § 3.53 1.37 N
Reservation Faciltly 299 1 5 4 3.94 1.07
 Package Tour 298 1 5 4 321 1.2
Local Sightseeing 296 1 5 4 1.19
Na frill 221 1 5 4 |5812 3 122

It is seen that there is an abnormally huge difference between mean and mode against

the variable ‘cash payment®. This signifies that though most of the guests have given highest

preference to cash payment, many did not, and thus the inequality 15 observed.
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It is clear from the table that guest's in a hotel gives more importance to Air
Conditioning (mean= 4.53), Cable TV (mean= 4.57), Restawran! (mean= 4.46) and
Emergency SIE'?'L'.I'-:'-E'S fmean= 4.31) than other facilities. Also the standard deviations for these
factors are low (around 0.8). No frill has the lowest mean of 3,12 and a standard deviation of
1.22. Thus guest staving in the hotels doesn’t prefer *no frll” concept. It can be also
concluded that the responses are symmetrical and distributed randomly (excepr for cash

payment) as the mean and mode are in quite proximuty 1o each other.

5.5.1 Hotel-wise Guest preference towards Facilities: The importance of the

different facilities by a guest might be different depending on their choice of the hotel. To
determine if there is any difference across the chosen hotels, one way ANOVA can be used.
Accordingly the Null hypothesis is formulated as there is no difference in the importance of a

facility given by guest across the hotels. The Null Hypotheses are shown below.

HU..-"'C v HpaumeR = PaceEwTRE POT = fodano ormy = Mikre palace = L = HIROvAL REGENCY
Hp costerv FHanmaer = HacERTRE POIHT = Maggabm orry ™ Hzend paLace ™ BeLum ™ Hzpoyal REGENCY
Hn_nmm.m i lavEER T PICESTRE POINT = HIGRAKD OITY = MagRc pALACE = BT = HapiTAL REGEHCY

Hp_.:up_-umpm. D MaaniBER = PYCENTRE AOANT = FUGRAKD OTY = Magsc pALACE ™ JauT = HEpoy AL REGEMCY

Ho picsip b Msasmeer = PacENTRE MOINT = WSORANDCITY = MSkRC raLace ™ Bauuim ™ Hspoyal REGENCY
Hp gnergency ¥ MaapieER = PecENTRE AOINT ™ HeQRANDCITY = ek palace ™ BaLuiT = Hepdral REGONCY
Hy coen 1 MaaniEsEr = HocesrRe Aol ™ HMORANDETY = PTERT PALACE = HALUiT ™ Hrpoyal REGONCY
Hy chegee P Maaniper T MacenTRE POINT ™ HEORANMD CITY = MERRC Pl ACE ™ HaLulT ™ Uerovyal REGENCY
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! oapsper = MocewTRE PONT = Hoghann omy = Hopre parace = UBaLu = Hopov sl REGEHCY
P HssakmER = PiocERTRE POINT = HigGRAND CITy = Mankec PALACE = Muluim = WMaRoyal, REGEHCY

3 WjiaraiEr = BOICENTRE FOSNT © HIORANDCITY ™ RitkRG PALACE = FLumm = Hiisoy AL REGENCY

Ho_veest_Sighiseeing © Hizameer = HzcenmrE PomT = Higeann Cmy = Rizkeg paLace ™ Rizuuir = RiarovaL REGENCY

Ha s Frin

Where,

* Higandie® = HSCEHTRE POINT = Pacrasn O77 = HIERC PALACE = WD ™ BisRoral

REGENCY

i 2 Mean of imporiance towards Aiv Conditioning
iz < Mean of importance towards Cable TV

g3 2 Mean of importance fowards Restaurant

Hy 2 Mean of importance towards Conference Room

us = Mean of importance towards Pick Up Facility

us = Mean of importance towards Emergency health and other services
iz 2 Mean of importance towards Cash Payment

g 2 Mean of importance towards Chegue Payrent

pz 2 Mean of importance towards e-payment

gin 2 Mean of importance towards Reservation Facility
gtir = Mean of importance towards Package Tour

iz 2 Mean of importance towards Local Sightseeing
gz = Mean of importance towards No Frill

The results of the ANOVA tests along with the descriptive statistics are shown in

Table 5.5.1 below.

Table 5.5.1: Importance to Basic Quality Dimensions Across Hotals

I:I'I:.E“:Juld:m Hotels $1d, £ p Ml _
N | Mean | poition | M | M | e | vae | T Roesie
Amber 101 4 54 (.96 1 5
Cantra Paoint 64 | 487 o6e| 2| 8
Grand Gity 36 | (4B gg2| 2 5
Alr Conditioning | kpe patace 12| {383  1s8| 1| 5| 4148 | 0.001 Rejecied e~
Lusit 76 | 434 06| 3| &
| Royal Regency T 443 15| 1 5
Tokal 296 4.53 | 0.86 1 B
Amber 101 | 450 ] 01| 2 5 :
Cable TV | cenre Poin 64 | (4.83) 031] 4] 5| 5674 | oooo | RHeTEEES
Grand City 36| 481 | paz| 1] s '




34

Horels in Tezpur: Profifling the Guests

Table 5.5.1: Importance to Basic Quality Dimensions Across Hotels
Dl.ﬂfl!,i_.I Hotels "
Dimensions
e Waan ﬂﬂirg-’..lﬂn . | '-I';ue l.-'u:u-r H}l:::!t;ffs
| KRC Patacs 12| 447 127 1 5
Luit 76| 442 068 | 3| 5
FopslRegency | 7| {3573  140] 1] s
Total 206 | 488 0.85 | 1 5
Amber 101 | 450 074 2| 5
| Converoint | 84| (488) 03] 4] s
Grand City /| 472 0Ba| 1| &
Restaurant | RC Palace 12| 383 153 1] 5| 10444 | 0.00p | Relectecatas
- Luit 75| 413 0re| 1 5
| Roval Regency r] _3.?1','- 138 1 5
Total 295 | 447 082 1 5
Amiber 100 | 388 116 1 5
| Centre Paint 64 | 413 083 1 5
Grand City 35 (‘ﬁﬂj 1.17 1 5
CONANNES | | RE: ke 12 __‘?iiﬂ i80| 1| 5| 4448 | com “‘J“’::i“""‘
| Luit 76| I43 ogt | 9 5
Aoyal Regency 5| 3.80 0.45 k| 5
Total 293 | 288 108, 1 5
Ambet 1| 224 151 1 5
Cenire Paint B4 | 427 054| 2| &
Grand ity a5 | (434) 03| 1| 5
Pick Up Facility | ke patace 12] {2680  151] 1] 5] 11535 | oooo | Releciedatar
Luit | 78| 4.0 oe7 | 1 5
Royal Regency | 7| 4.14 1.46 1 g
Total 785 | 3.78 126 | 1 5
Smbar 101 | 4.28 oes| 2| s
Centre Point g4 | 430 050 4| &
Grand Ciy 36 (‘-ETJ oFz| 2 5
Enegen®Y | kRe Palsce 12| am 131 1| 5| ages | nopz | Peeaestes
. | Luit 78| 417 og1| 2 5
Royal Regency | © | $3.831 ogs| 2| s
Total 285 | 4.32 078 | 4 5
Amber 01 410 ows| 1| &
Centre Poind B4 @ nes| 2 5
Cash Payment fBrond Chy 0| AN e ! L o 1035 | goog | Relededatas=
KRC Palace 1| 373 1.19 1 5 0.01
Luit h 76 | 320} 1.38 1 5
Royal Regency | 7| 471 p7e| 3| 8
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Table 5.5.1: lan-n.anr.a- to Basic Quality Dimansions Across Haotels

ninl:::::it:n: Hutels | i _ z , ANl
N | Mean Desdatiorn i, | Max. Value | Vsl HPELH':E:J'E
Total 295 | 395 1.0 1 5|
| Amber | 101 | 382 102 1 5 ]
| Centre Point 63 | (a.37) oea| 2| s
Grand City 36 1.13 1 &
:ﬁlﬂ | KRC Palace 11| {2827 140] 1| 8| o672 |oopp |eleedatas
Luit 78| a3 1.17 1 5
Roval Regency | 0| 333 g1 1] 5]
Total 293 | 3.7 111 1 5
Ambar 101 | 338 14| 1| 5 —
_Centre Point 64 | (4.67) pe4| z| &
Grand 36| 336 144] 1| &
e-payment | KRE Palace 12| 352 161 1| &|17604 | o.oco “"J‘“;*:I““ .
| Luit 74 | 2281 142 | 1 5 '
Royal Regency | B 317 1.72 1 3
Total 283 3.54 1.386 1 8
Amber 101 as 053 1 &
Centre Paint g4 | BB 08s| 1 5
Resorvation |-2r2nd City el ;_;1 132 9 5 .
facility KRC Palace 12 [ 83 1.18 1 5| 1628 | DODO anh!udlatua
Luit 76 | (4.76) 073| 1| s '
| Royal Regency | 7| 343 172| 1| =
Total 204 1.55 1.07 i g
Amber 101 [ &84 12] 1] 5
Centre Point 64 | (2.86) 0er| 1 5 :
Grand City 3G .ﬁ 1.27 1 &
Package tour KRC Palaca 12 | % ‘2.'..3.‘3" 1.37 1 5| 7a01 | oooo Hli!c:::lﬂ o=
Luit M 327 1.14 1 [ '
_Royal Regency 6| 350 1.38 1 5
Total 293 | 3.9 121 1 5
Amber 01| 318 8 I 5
Centre Paint g4 | [4.08]) 062| 1| s
o Grand City 35 ?ﬂ-ﬂ-‘ 1.36 1 g _
Sightseeing | KRC Palace 2] 317 1.40 1 5| 6608 | 0.00D MEE:SIH" -
L.l 78| 252 122 1 5
Roysl Regency 5| 280 1.34 1 5
Total 293 | M 118 | 1 5
. Amber 37| 1245; 110 | 1 5 T
Ma frill Feany 7058 | 0000 Aejected ata =
Centre Point £4 GEE} 086 | 1 5 0oL -
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Table 8.5.1; Importance to Basle Quality Dimensions Across Hotels

Cuaiity Hotels . 'r Mol
Dimensions | o | s mﬁgﬁm o - '..-':u.--? MJ:'M mpﬁ;mﬂ:
Grand City % | 260 Taty 11 B
KAC Patace 2| aoo 141 2| 8
Lasit 75| 297 114 1] 8
| Roysimegeney | 4| 328 086 2| 5
| Total 28 a1 22| 1| &

O _» | Highest mean for a particular facility

T
N e

R, — W Lowest mean for a particular facility

Hotel Grand City has highest mean value for eight (8) of the facilities followed by
Grand City, which has topped four {4) times. The lowest mean value was for KRC (5 times)
and Roval Regency (3times).

All the null hypotheses could be rejected at significance level of 0.01 (o = 0.01). Thus
it can be safely concluded that the guests' importance towards the facilities across different
hotels is significantly different, To probe deeper into the findings a Post Hoc analysis is
conducted o see if certain hotels have got pair-wise differences with another. The results are
depicted in Table 5.5.1a, which is shown below.

Table 5.5.1a: Slgnificant Palr-wise Difference Acrosa Hotels for Facilities

through Bonferroni method of muttiple companscn af a=0 05

Facilitias Hotels

[tci et e

Haolel Cendre Point (highland Hotel KRG Palace (fow)

Alr Conditioning
Hotal Grand City (high) and Hotal Luil (low)

Far ail after pairs it is equal

Hodel Cendre Poinl thighjand Hatel Royal Regency (low)

Holal Cenire Point (fighl and Hotel Amber {low)

m=rh

Cable TV Heotml Cenire Polnt (high) and Hotal Luit {low)
2 Hetel Grand City (high) and Holel Royal Regency (iow)

Far all other hofels i/ s equal

Hedel Amber (high) and Hotel Lult (fow)

Heotel Centre Point (high) with Holel KAC Palace, Luft and Royal Regency (fow)]

Restaurant
Hoel Grand City (high) with Hotel KRC Pakace, Luil and Royal Regency (ow)

Cihar paire are sgus!

Confergnce Room | Hgiel Centre Painl [ty and Hotel KRG Palace (fow)]
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Tabla 5.58.1a: Significant Pair-wise Differonce Across Hotels for Facilities

throwgh Bonferran mefhad of muitipls companson at a=0.05

Hatel Grand City (high) with Hotel KRG Palace and Hotel Lu (jow)

Equal for all ofher palrs

Pick Up Facility

Hotal Amber (fow) with Hotel Cantre Paint, Grand City and Luit {£.gh)

Hoftel Cemre Point (fngh) with Hotel Amber and Hoted KRG Palace (low)

Hotel Grand City {igh) with Hotel Amber and Holel KRC Palace (low)

Equeai for aif ooy pains

Emergency
Services

Hedel Grand City {nkgh} and Hobal Luit (low)

Al other holels has no significant difersnce

Cash Payment

Hetel Amber (high) and Hotel Luit (low)

| Hotel Centre Point (high) and Hotel Luit (fow)

Hoted Grand City (hégh} and Hobed Luit ffow)

Hotel Roval Regancy {Righh and Hobel Luit (fow)

No sigrificant difference belween ofher holels

Cheque paymant

Holel Centre Point {high) and Hotel Hotel Amber, KRC Palace and Luilt {ow)

Haotel Grand City {figh) and Hotel KRC Palaca, Hotel Luit (iow)

Eqjugal for sl other pairs

e-payment

Hotel Centra Paint (high) and Hotel Amber . Grand City and Luit (fow)

Hotel Amber (high and Hobel Luit fow)

All oihar bofels has no sigrifcant diference

Reservation
Facility

Hatel Lustghigh) with all ether Hotels (sl fower}

No significant diference bebwsen other hotsls

Pacakge Tour

Hotel Cenbre Point (high) with all other hotels (iow) except Holtel Roys Regendy

Egual for all other pairs

Hotel Centre Paint (high) 2nd Hotel Ambar and Hotel Grand Gity [fow)

Local Sightseeing
Egual for all other pairs

Hotel Gentre Paint (high) and Hotel Amber, Grand ity and Hotel Luil {iow)

Ma frill

i

Looking at the pair-wise difference table (table 5.5.1a) the difference in perception of
the facilities towards the hotels can be determined. It is seen that Hotel Centre Point and
Hotel Grand City has the highest number of differences across the hotels, IT we look into the
importance given to Cable TV for different hotels, it is seen that Hotel Centre has difference
with Hotel Roval Regency, Amber and Luit. Hotel Centre point has a higher rating than that
of the other hotels, thus meaning that the guests staving at Hotel Centre Point give more
importance towards Cable TV or in other words they are quite happy with the Cable TV
connection provided in the hotel. Similarly conclusion can be derived for the other facilities
by having a look into the table. Hotel Luit and Hotel KRC Palace scored towards the lower

gide for the facilities in most of the cases. Facilities like reservation, local sighiseeing.
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package four and no frill have registered no significant differences across the hotels except

with Hotel Centre Paint.

5.52 Gender wise Facilities preferences: Among our respondents we are privileged

to have a few lady guests. The number was, of course alarmingly low. Even with this
miniscule data we might be able to figure out if the women guests’ preferences are different
than their male counterpart. With this aim in mind we proceed further.

5.5.2a: Alr Conditioning: To check iff difference exists between male and female
respondents on their preference towards Air Conditioning in a hotel we have decided to test
the following two hypotheses using Independent sample T test.

Table 5.5.2a: Mean and Std. Deviation for preference towards AC

GENDER N Mear mﬁ.’jﬁm
rir Condiiors Male 281 454 0.85
i Iﬁ'ﬂlﬂlm
Femala ] A 11 083

Hy: There is no difference in the mean for imporiance to AC between male and female.

H;: There is no difference in the mean for importance fo AC berween male and female.

The value of significance is 0.843, thus we have to look for p-vafue in equal variance
assumed. The p-value is 0.138, which is greater than level of significance (0.05). Thus we
reject the null hypothesis and presume that there is no significance difference for preference
towards Air Conditioning between male and female guests.

5.5.2b: Cable TV: Is there any significant difference on preference of cable TV in a
hotel room hased on gender of the guest? To answer this guestion we assumed that the male

and female guests’ preferences are same and test this hypothesis with T test.

Table 5.5.2b ;| Imporance of Cable TV Across Gender

GENDER M Iiean Shd, Deviaton
" Male 201 4.58 0.83
Cable TV
Femala B 422 1.30

The “p" value is found out to be 0.213 assuming equal variances in two populations.
Thus the null hypothesis couldn’t be rejected and we can conclude that there is no difference
among male and female towards Cable TV.

i



9

Hetels in Tezpur: Profiling the Guests

The mean and p" valee for all ather dimensions are given below in the Table 5.5.2¢

which is shown below,

Table 5.5.2¢: Importance of Varous Dimensions Across Gerdar

=" |
GENDER | N | Mean | SO | vag | Nt Hypathesis infersnce
Restauran Bl 200 | 447 0.860 0378 Nat Refected Mo significant
E g 433 1.30 a=0.05 difference
Conference Roam | M 283 3.889 1.07 0548 Noif Refected at Mo significant
F g 3&T 1.22 a=005 diflerence
Pick Up Facility | M 283 | 380 127 os7g | Mot Rejected at Mo significant
F % 3156 1.13 a=005 difference
Emergancy " ey 417 Q.80 No i
- t Rajected Mo significant
NACES —e 0.727 ;
Se F a &7 083 a = 0.05 differenca
M 200 | 308 1,08
Cash Payment [ Not Rejectad Mo significani
F 9| ars 1,20 | 0632 g i
E gl 411 0.60
E-payment® I 287 3.51 1.37 0075 Rajected at Significay dfferenca.
- £ o 433 087 a=010 Exisls
“ﬁ.‘ﬁ;‘m M 200 | 384 108 | ooq | NotRejected at No significant
F al 369 0.78 a = 0,05 differenca
Packagetour | M 287 | 3.20 122 | e | NotRejected at Ho significant
E 0 344 .88 ' a =005 difference
Locel Sightsesing | M 28T | 345 118 | gy | Mot Rejected at Mo significant
F ol 34 151 | a=005 difference
Na fill M 213| 313 121 | .. | NotRejected at No significant
F B 3.00 165 " a=0.05 differenca

Thus the independem sample t-tests show that there is no difference between male

and female towards the different quality dimensions except in case of e-payment. The

hypothesis that there is no significant difference exists between male and female guests as for

the preference towards ¢ payment is rejected at a lower confidence level {a = 0.10), This gives

facility in & hotel. Interestingly enough the standard deviation from mean for the said

dimension is also small which signifies that the difference of opinion among women guests

are minimum (0.8 in a 5 point scale).
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553" Ape-wise Preference Towards Quality Dimensions: The preferences for
different quality dimensions might have bearing with the age of the guests. To nullify this we
have formulated null hypotheses that presume that there is no difference in average
preference levels of age groups. A sample null hypothesis is reproduced below, which says
that that there is no difference of mean preference for Air Conditioning across five age
groups namely '21 to 25 years of age”, '26 1o 35 years of age’, "36 to 45 years of age’. *46 10

55 years of age” and guests with ‘more than 56 years of age’.

-0 e ol v

Hi ac : Wizias = Wizsas= Hisese= Masgas= HPisss
Where,
Uy 2 Mean of importance towards Air Conditioning

Similarly null hypothesis for the other 12 dimensions are also formed. These

hypotheses are to be tested using One Way ANOVA, The descriptive statistics and
hypothesis test results are shown in Table 5.3.3.

Table 5.5.3 : Age Group and Facilities' Importance
||

oo Eﬁ";? Mull Hypothesis
N | Mean | o S| ain | Max. | FValus | P vaiue SENMIEE
21-25 17| 482 .34 4 §
sas | 116 | 452 | 087 1 | s
Alf Conditioning |25 el o, | D S ECIR 0.89 0.47 c::nr::
4555 a7| 455 | o078 i 5 st
-8 0| 420 | o7 | 3 | s
Total 300 | 453 | 0.86 1 5
R 17| 488 | 033 4 | s =
e AN 116 | #4.52 1.00 1 ) 5
Gy 1956 | Lo S8 | T LY om | e :?e;dﬂﬁ -
4555 | B7| 455 | 068 2 5 A
= B8 | 40| 4.50 0.1 3 5
Tatal 300 | 46T 0.85 1 5
21.35 17| 488 | 033 4 5
og.as | 116 | 445 | 083 1 5 R
Restaurant 36-45 8o | 442 0.84 1 5 1.50 o.20 rejected at
| ag5s 67| 440 | 070 3 5 =008
. 55 10| 470 | 048 4 5
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Table 55.3 : Age Group and Facllities' Importance

PRI G:E:P- | mull Hypothesis
B N | Mgan | Dai'!adh'un Min | Max. | F Vaiue | P vaiue il
il Total sng | 446 | 082 1 5 = .

21.25 17| 400 | 100 1 5
26.35 116 | 389 | 1.8 1 5
Corferenice | 324 i BB L Ll e | om ﬂ:fjl-itﬁ: .
.| agEs 67| 387 | D94 1 5 S
> 56 10| 310 [ 148 1 5
Total 297 | 388 | 107 1 5
ap5 | 17| 388 | 122 | 1 5
28.35 | 116 | 3.72 133 1 5
Pick Up Faeility" j’:‘:‘z : x if; ;:; : —~‘:— 246 | oo | Polemee
-gs | 10| 320 | 140 1 5
Total 298 | 378 127 1 5
94.25 | 17| «28 0.47 4 5
(2635 | 116] 438 | oe4 | 1 | 5
E;:Ew.-,?:::y 1545 8o | 420 | 037 2 5 i e Cf:i": nf;:f
45-55 67 | 440 082 2 5 a5
- 10| 400 | 054 2 5
. Totzl 9% | 4.3 0.60 1 5
2128 17| 447 | 0851 4 5
2695 115 | 3808 | 1.08 1 5
Cash Payment® 2645 B L } A 2.18 0.07 | Aejected at a=0.1
46-55 67 | 367 125 1 5
- BE 10| 400 | 105 2 5
Total 269 | 3.5 | 1.08 1 5
1k 17| 406 | o066 1 | s
26-35 16| 378 1.3 1 5
Cheque Payment L0 AE a3 S48 ot 1 = 111 0.35 crﬁ::teT:
AR55 66| 358 | 1.6 1 5 =005
= 6B 0| 330 1.16 1 5
Total 786 | 372 | 1.1 1 5
2125 17 384 | 080 2 5
o | 2pas 116 | 359 | 1.35 1 5
BE | 372 1.3 1 5 Rejected at
i i ::_;: 65| 308 | 151 T | s | | % w005
- 58 10| as0 | 127 1 5
Total 206 | 353 | 1.7 1 5
2125 17| 400 | om 3 | 5 |
Reservation* [gs3s | 16] 361 | 109 [ 1 [ s | 7 | oo i
545 90 | 3.92 1,10 1 5
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Table 5.5.3 : Age Group and Facilities' Importance

__-—F“Hm“ EJ:E:F - Null Hypothesls
N | Mean | St | Min | max. | Fuate | puate | FEUT
AB-E5 66 | 4.48 0.6 1 5
> 55 0| 430 | o085 | 3 5
L Tatal 289 | 384 1.07 1 5
: 21-25 17 | 359 1.18 1 5
| 28-35 116 | 3.03 1.30 1 5__
YE-45 g4 | 3.3 1.15 1 5 Could mot be
Package tour : 166 0.16 rejected at
A6-55 Bs | 335 1.15 1 5 i
- BB 10| 280 1.03 1 5
Total 208 [ 3.21 1.21 1 5
2438 17| 3EA 0.23 2 5
P 16| 331 | 122 1 | s
Local 9645 BB | 334 1.9 1 5 Caould not be
Sightseeing 65 | 386 | 118 y | s | ™ vt
' 46-35 @=0.05
- 88 10| 380 | oo 2 5
Tatal 286 | 345 1.4% 1 5
2125 12 | 483 o2 2 5
585 7Ta| 310 1.36 1 5
No Fill A5-45 0] a0 1.20 1 5 i G ml:::'
4A5.RE 53 | 3.8 1.5 1 5 e 0%
56 8| 3.00 1.20 1 5
Total 221 312 | 122 1 5

ANOVA Test results show that null hypotheses could be rejected for the dimensions
e-payment, Pick Up Facility, Reservation (at 0=0.03) and cash payment (at u=0.1). This
shows that there remain significant differences of preferences across age groups for these
dimensions. The descriptive statistics show that the pick-up facilities are mostly preferred by
guests with age within 46 and 55, whereas the same is least preferred by the oldest guests.

Cash payment is preferred mostly by the young guests (within age of 21 -25), while
the same is lest preferred by the age group 46-55. In case of ¢ payment, almost all age
groups’ responses are in the mid high category, but among it. young guests prefer it the most
while the age group of 46-35 prefers it the least. The age group of 46-35 has high preference
for reservation facility, while the older young segment (26-36) does not give much preference

to this dimension,
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Overall, it 1s scen that the guests with 46-55 age group has high liking and disliking
and thus need more attention, It seems that the youngest group is not very decisive abont

5.54 Preference Towards Dimensions and Managerial Level:
Facilities preference of guests can be different for different levels of work. In order o

look into this we have conducted ANOWVAL This will give us some ideas about preferences of
guests from different background as far as their position at work is concerned. This is more
meaningful for this study because as mentioned in limitation, we are getting respondents
mostly from the business tourists, and as such they might have strong preference for the
probed quality dimensions.

The null hypothesis would presume that there is no significant difference of average
preference for a particular facility across the managerial levels. Accordingly the alternative
hypothesis would be that there is no significant difference across the managenal level for the

preference towards the facilities.
It can be represented mathematically as,
Hg ac @ titor = Hiveooie = Hiumos

Where,
iy = Mean of imporiance towards Air Conditioning

Accordingly other hypotheses are also formed in the similar line. The ANOVA test

results and the descriptive statistics are shown in Table 5.5.4 below,

Table 5.5.4 : Managerial Level and Impeortance to Facilitiss

K Managerial
T Level Mull Hypothesis
N | Mean | Std Min. | Max. | F [ RESULT
Dhewvialion valwe | Value
TOP 35 | 483 0.81 1 5
MIDDLE 175 | 447 0.86 1 5 Could not be
Air Conditionin —~ 153 | D22
" JUNIOR 16 | 481 0.54 3 5 rejected at o=0.05
Tatai 226 | 4.52 0.84 1 5
TOR A5 | 448 .74 i ]
. 175 | 461 075 1 5 Could notbe -
Cable TV MOBE 214 | 012 rejected at
JUNIOR 16 | 4.94 0.25 “ 5 a=0.08
Total 226 | 461 0,73 1 5
Toe a5 | 457 0.at 1 5 Could not be
Restaurant MIDOLE 174 | 4.44 0.82 1 5| 100 | 037 rejected at
SUNIOR 16 | 469 060| 3| & o005
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Table 5,54 : Managerial Level and Importance to Facilities

Sl Managerial
racities e b Null Hypothesis
[T A | Mean i, W | Max, F =] RESULT
Dmnabicn value | WValue
i : Total 225 | 4.48 0.81 1 [3
TP a5 | av4 1,34 1 &
174 | 384 1.02 1 5
Conference Room -IZOLE a5i; | iy | Eellsnctb
JUNIOR 16 | 3.56 1.50 1 5 rejected at a=0.05 |
Tatal 225 | 3.80 1.11 1 5 |
TOP 35 | 380 1.41 1 5
174 | 371 1.28 1 5
Plek Up Facility LI";I_LE_EL'.'II:F____ S5 vl L5 R .- S S 11 N 0.83 _En-uld nicd be
JUNIOR 16 | 360 145 1 5 rejected at a=0.05
Total 225 | 372 1.31 1 B
I TOP a5 | 440 077 z 5
Emergency MIDDLE 175 | 4.28 0.78 1 5 — — R
Buriogs JUNIOR 16| 444 o8| 2| s8] 58 | rojectod at 0=0.08
Total 226 | 4.1 0.78 1 5
TOP 35| 304 1.08 1 &
¥ MIDDLE 175 3.8 1.15 1 5 Could nat be
Cash Payment 02T | 076
g JUNIOR 18 | 4.13 1.02 2 & rejected at 0=0.05
Total 226 | 383 113 1 g
TOP 35| 363 1089 1 5
MIDOLE 173 | 368 1.13 i 5 Could not be
Chequa 0.71 | 0.49
o~ JUNIOR 18| 400 1.03 2 5 rejectad at o=0.05
Total 224 268 1.12 1 5
TOR 35 | 368 138 | 1 5
MIDOLE 172 347 1.7 i 5 Could not b
g ant : 0.42 | 066
2z JUNIOR 16 | 368 1.40 1 ; rejected at o=0.05
Total 723 | 351 138 1 5
TOP a5 | 399 1.31 1 g
MIDOLE 174 | 4.14 0.%5 1 3 Could not be
Reservation 0.95 | D38 :
JUNIDR 16| 3194 I:I._qfﬁ- 2 5| rajected at F[I.I:I.!
i Total 225 | 4.09 1.04 9 5
TOP as | 247 1.32 1 5
MIDDLE 172 | 324 123 1 5 Could not be
Package tour 0.71 | 0.49
" JUNIOR 16 | 225 | 1.24 1 5 rejectad at 0=0.05
Tatal 223 i.z20 1.24 1 5
TOP 35 | 334 1.24 1 5
. | MIDDLE 173 | 383 1.15 1 L Cauld not be
Local Sightsesi 0.7 | D49 i E
b | Junior 16 | 3.25 113 1 5 rejectad at 0=0.05
Total 224 | 348 1.17 1 5
TOFP 28 AN 1.34 1 5
i Could not be
Mo frill MIDOLE 124 | 3.14 1.20 1 5| 005 | 0.6 | o data=0.08
JUMIOR 13| 323 1.30 1_ 5
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Table §.5.4 : Managerial Leved and Importance to Facilities

o Managerial i
Facilities
i Level Null Hypothesis
N | Mean Sid M. | Max F | P RESULT
Deviabion value | Value
Total 165 | 114 1.22 i 5 |

From the table it is clear that the null hypothesis couldn’t be rejected for any case.

The results show that our carlier belief of having different preferences for different work
level does not hold good. This means that the preferences for the basic quality dimensions do
£ ross the work levels of the guests. This is meaningfil for the fact that the hotels
ﬂ@fﬁﬁwmmﬁﬁhﬁwﬂﬁﬁﬁmﬂtmﬁh 25 far as the preferences towards
s ate concemed. Tt means (o be séen if some fifer points would ave shown
ffererices and if a hotel is really targeted based on the work profile of the guests, these
muimmmmnﬂm reach the tarpeted group(s). However, this is beyond the scope

" of this research and hence left alone.

5.6 Guests' Perception Regarding Service
Guests were also asked 1o offer their perceived value in a five point scale on certain

parameters of service. The average perception against each parameter is listed in Table 5.6.1

‘Table 5.6.1 Guests' Perception Regarding Certain Service Dimensions

Perception regarding N Mean | Median | Mode
WValid | Missing

Staff hospitality 00 0 47 e= 3 «¢=5

Room tariff 300 | o 45 ¢ 5 ¢35

Ambience 297 3 4.5 % t.%- 5

Room/Suite 209 | 1 454 5§ 5

Let us now make some classification analysis to understand if there is any segment-

wise variation on these services.

5.6.1 Hotel-wise Differences of Perception: As obvious let us take hotel-wise

differences in the beginning. Table 3.6.2 describes the hotel-wise differences on the average
perception level on these four variables. The table shows that significant difference exists at
0.05 level of significance for all the variables across the hotels. A pair-wise comparison will
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throw light on who scored significantly more that which hotel. The pair-wise comparisons are
offered in table 6.6.2a,

Table 5.6.2 Hotel-wise Perception Regarding Certain Service Dimensions

—

Parna-p-u-:rr': regarding M Mean F Sig. g:l?l’m
Hatel Amber 104 4.4
Hatel Centrn Point 84 | 50
Hote! Grand City 36 47
Stalf Hospitality Hotel KRC Palace 1z | a3 | 328 | D000 | FOUND
Holel Luil TG 448
Hotel Royal Regency 7 | 48
Tatal 206 | 47
Hotal Amber 01| 44
Hiztal Centre Point =¥ 49
Hodal Grand Ciy a5 4.5
Room Tariff Hetel KRG Palace 1z | as | o | 9000 FOUND
Holel Lu 7B 4.5
Hotel Royal Ragancy T 4.9
Tolal 296 | 4.5
Hotel Amiber 100 | 45
Hatel Centre Point 64 | a7
Hoted Grand City a6 45
Ambignce Hotel KRG Palace 1 | a7 | 30 [0000 | FouND
Hobal Luit Th 45
Holel Royal Regency 7 43
! Tafal 283 | 4.5
Hetel Amber 01| 42 o
Hofel Centre Poinl B4 47
Hatel Grand City Tag | 47
Room/Suite Hotel KRC Palace 1 | a7 10,36 | 0.000 | FOUND
Hatel Luit | 76 | 48
Haotel Royal Regency 7 4.7
Tatal 295 | 45
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From the above Tables it is seen that the guests interviewed in Hotel Centre Paint
. score high for Staff Hospitality compared to Hotel Amber, while hotel Luit scores better than
Hotel Amber on the same count.

Likewise Centre Point again scores significantly higher than Amber and Hotel Luit an
Room Tariff. Royal Regency, however, scores higher than KRC Palace.

For Ambience Centre Point and Hotel Luit guests score more than KRC.

Table 5.6.2a; Pair-wise Differences Found Between Hatels

Perception regarding Haotels

Centre Poin {High) and Amber {Low)

Luit {High) and Amber (Low)

Centre Point (High} and Amber {Low)
Room Tariff Cenlra Point (High) and Lult {Low)

Royal Regency [High) and KRC Palace {Low)
Cantre Poird (Migh) and KRC Palace {Low)
Luil {MHigh) and KRC Palace (Low)

Centre Point (High and Amber (Low)
Centre Polnt (Hight and KRG Palace (Low)
Room/!Suite Grand City [(High] and Amber (Low)

Luit (Highy and Amber {Low

Luit (Migh} and KRC Palace {Low)

For Room / Suite Centre Point, Hotel Grand City and Hotel Luit score higher than
Hotel Amber, Hotel Luit and Centre Point also score higher than KRC Palace,

Staff Hospitality

Ambience
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6. Demand for Hotel Rooms in Tezpur:
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CHAFTER &
DEMAND ASSESSMENT

The demand estimation for hotels in Tezpur is done by calculating the number of

occupied rooms out of the total awvailable capacity. The questionnaire for the

infrastructure/facility survey of the hotels provided the respoenses regarding the total number

of rooms and also the average occupancy level in terms of percentage. Multiplying both these

figures, the average number of rooms occupied was amived at. The following tables throw

- light on the overall demand for hotel accommodation in Tezpur as well as the category wise
demand in case of A+, A, B, C and R {Resort) Accommaodation.
6.1 Total demand for Hotel Accommodation vis-a-vis Capacity:

e —

Avg

Avg. No. of Room

Sl Nao. Hotel Name Category Decupancy Tolal Rooms Occupied
i Aditya z TO% 11 B
2 Amber oy TH% 15 11
3 Aniruddha B B5% 16 10
4 Barsha [ T0% 14 10
& Bazant 2] TH% ) 15
& "Blue Star c 60% 18 11
T Centre Point A+ B2% 28 17
i1 Chaliha's Inn % G5 14 2]
] DL [  B0% 23 14
10 C-Manal B T3% 8 &
11 Durba B B0 26 16
12 5 L's Resord R 10% 20 2
13 Grand Cily o, T0% 14 10
14 Green View B GH% 24 16
15 Hiralaya [ ThY% 27 20

18 Indsalay B BO% [} 5]
17 Jibika Lodge C B0% 4 3
18 K.aliabar Manar R Ta% 4 ]
18 Kanyapur B 0% 3 15
20 EF Bt A0%: 14 15
21 KRC Palace At 0% 32 13
22 Luit A+ BOYG 28 22
23 Madhuban 8 75 22 17
24 Parijat [ B 11 4]
25 Park B TO% 16 11
26 Prashanti Lodge B G0% 12 T
] A Radha [ 65% 12 2]
28 Royal Regency A+ B5% i+ . 17
29 Shanti Miketan C T0% 14 10 -
= an Wild Mahseer R 156% 12 2
TOTAL 62.7% 529 33z
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Total Rooms: 529

Total Oceupied Rooms: 332

This translates into 664 (332*2) persons in 2n average pér day (with the most optimistic
assumptions that each room will be occupied by two puesis)

" Therefore, Demand= 332/529= 62, 7%

6.2 Total demand for A+ Category Hotel Accommodation vis-a-vis Capacity:

Avg. Avg. No. of Room
SINo. | Hotel Name G uuﬁm Total Rooms _ i‘? el

1 | Centre Point 62% _28 17
2 KF B I 14 15
3 KRC Palace 40% az 13
4 LLuit 20% 28 22
5 Royal Regency £5% 26 17

TOTAL 62.6% 133 ) a4

Total Rooms: 133
Total Occupied Rooms: 34
Therefore, Demand= B4/133= 63.2%

6.3 Total demand for A Category Hotel Accommodation vis-a-vis Capacity:

A Avg. No. of Room
SiNo. | HotolName | o t+9 Total Rooms  ocunied
1 . Amber | 75% 15 L
2 Grand City 70% | 14 10
TOTAL T24% | 29 21

Total Rooms: 249
Total Qecupied Rooms: 21
Therefore, Demand= 2129= 72_.4%

0.4 Total demand for B Category Hotel Accommodation vis-i-vis Capacity:

Avg Avyg. No. of Room
SiNo. | HoteiName | o0 nancy HASLIG S Occupied
1 Aniruddha 5% 16 10
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B [ Avg. No. of Room |
SINo. | Hotel Name m"pﬂm | et Rooma “l}nnupiad
2 Basant 70% 22 15 |
3| D-Monal 73% B 6 |
4 Durba 60% 26 18 |
5 | GresavView | 65% 24 | 16
8 indralay | B0% 5 | 5
T Kanyapur | 50% a1 15
8 Madhuban 75% 22 Lk
g Park ' T0% 16 1
10 Prashanti Lodge | 60% 12 I
_TOTAL | B45% 183 M8

Total Fooms: 183
Total Occupied Rooms: 118
 Therefore, Demand= 118/183= 64.5%

6.5 Total demand for C Category Hotel Accommodation vis-a-vis Capacity:

By Avg. Mo, of Room
Sl No. Hotel Name Uﬂwpg - Total Reams “n St
1 Aditya TO% 11 T
2 Barsha 0% 14 10
3 Blug Star B0% 18 11
4 “Chaliha's Inn 5% 14 g
5 DL 60% 23 14
g Himalaya TE% 27 20
7 Jibika Lodge BO%% 4 3
B Parijat 0% 11 g
g Radha B5% 12 8
10 Shanti Niketan | 70% - 14 10
TOTAL 68.9% 148 102

Total Rooms: 148
Total Decupied Rooms: 102
Therefore, Demand= 102/148= 68.9%

6.6 Total demand for R (Resort) Category Hotel Accommodation vis-a-vis Capacity:

sl Ay Avg. No, of Room
Mo, Hubal Nank ﬂ::upﬂn:y Total Rooms nﬂcn upied

1 G L's Resort 10% 20 2

2 Kaliabor Manor 7E% 4 3

3 Wiki Mahseer | 15% 12 2
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| TOTAL | 19.4% | 36 7 ]

Total Rooms: 36
Total Occupied Rooms: 7
Therefore, Demand= 7/36= 19.4%

It 15, therefore, inferred that the demuand for Hotel Accommodation is lowest in case of
Resorts (with 19.4%) while it is highest in case of A calcgory hotels (with 72.4%). The

overall demand stands at 62.6% for all category of Hotel Accommodation

6.7 Drivers of Demand in Tezpur:

6.7.1 Tounst Aftractions: The word Tez' means blood and pur’ means town. The
name literally means town of blood. The name is derived from the war between Lord Krishna
and King Banasura's army. It is said that there was so much bloodshed during the war, that
the entire land tumed red. Thus came the name Tezpur. Some say that the original name of
the town was Sonitpur, which also means town of blood. Situated on the banks of River
. Brahmaputra, Tezpur is one of the oldest inhabited town in the state. Tezpur is also regarded
as the educational capital of Assam. The contribution of this place to the art, culture, and
literature especially during the freedom struggle, is remarkable, and has earned it a niche in
the history of Assam. Apant from that, Tezpur is also known for being home to a number of

tourist places, The most important attractions have been mentioned below,

According to the web-sites www.travelmasti.com, hitp://sonitpur, nic.in/tourism. htm
the following places are of tourist interest in and around Tezpur,

Agnigarh

Agnigarh is one of the most important tourist destinations of Tezpur. A circular stairway
leads to the peak of the hill and offers a good trekking option, In fact. people ofien come here
for picnic or simply to enjoy the scenes and sights. There is a very lamous legendary story
behind this place.

Caole Park
Located in one of the most beautiful and legendary places of Assam, the Cole Park attracts a

host of travelers and nature lovers every year, This park was cstablished by Mr. Cole, a
Commissioner of Assam under British rule. It was later renovated by Mr. M.G.V. K. Bhanu,

the deputy Commissioner of Tezpur, in 199546,
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- Mahabhairab Temple

Mahabhairab Temple, located atop a small hill in the northern part of Tezpur, is considered as
a major landmark of this ancient city and contributes a lot 1o the magnetic charm and beauty
of the place. It is believed that the original temple was made of stone. constructed by

Banasura, the demon king wha had his capital at Tezpur.

etakeshwar Dewalayva
Ketakeshwar Dewal is one of the holiest Hindu shrines in the northeast zone of India. The

entire temple 15 dedicated to the worship of Lord Shiva and enshrines one of the biggest
Shiva lingams in the entire world. Over the years, the temple has emerged as the most

important pilgrimage centre in the state of Assam.

Hazara Pukhuri

Hazara Pukhuri is a very large tank, spreading across 70 acres (280,000 sgq m), situated in the
Tezpur city of Assam. It dates back to 1%th century tank and was built by the famous king of
the Ahom Dynasty, Harjjar Varma,

Bamuni Hills
To the east of Tezpur city are the remnants of Bamuni Hill, are renowned for their excellent

artistic finesse, The structural remains present here date back to the 9th and 10th century and
attract historians and art lovers from all over the world. A group of seven shrines is located
here and figures of ten incamations of Lord Vishnu are carved over the hored Kirtimukha
panels that adorn the cross-shaped bracket lintel.

Nag Sankar Temple
East of Tezpur, at Jamugun, we can find a very well-known temple, which is known as Nag

Sankar. It 15 said that King Mamasankar of Nagakha built the shrine, sometime around the 4th
century. The place has now become a very famous pilgrimage centre of not only Tezpur, but

the whale of Assam.

Padum Pukhuri

Padum Pukhuri {padum means lotus) is 2 well-known lake, with an island situated inside.
This island has been converted into a park, with a musical fountain and it is connected with
the mainland by means of an iron bridge, The main attractions within the park are the water

sports, like rowing and paddling. It also has a toy train.
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Mameri National Park

Around 35 km from the city of Tezpur, at the foothills of the eastern Himalayas, is situated
one of the most exquisite park of Assam - Nameri National Park, Covering a total area of
about 200 sq km, it is considered to be one of the richest as wel| as the most threatened
reservoirs of the plant and the animal kingdom. The park was originally set up as Nameri
Wildlife Sanctuary, on 18th September 1985,

. Eco Camp
Around 50 km from the center of the Tezpur cily of Assam, off the road to Arunachal

Pradesh, is the unique Eco Camp, which can be reached by a short drive over creaky bridges
and a dirt tract. This is one of the most favorite excursions and outdoor recreational sites
around the city of Tezpur and is the outcome ol the united efforts of the Assam Anglers®

Association and the Forest Department of the state.

Tezpur-Bhalukpong-Bomdila-Tawang Pass

One of the most beautiful tourist routes from Tezpur is the Tezpur-Bhalukpong-Bomdila-

Tawang. Starting from the plains of the Tezpur city, it goes to Tawang Monastery, with a
number of interesting places seen all along the route, One such place is Nuranang, which
provides ample opportunities to for fishing; the fumous snow and rainbow fish found in
abundance in this region. Another attraction is the Sella Pass (14000 feet high), which runs
across a beautiful blue lake containing exquisite species of thodendrons. The other places of
interest include War Memorial, Mayadia, Bhismaknagar, Mehao Lake, Namdapha National
Park, Parasuramkund, Miao Mini Zoo, ete,

Bhomoraguri
Bhomoraguri is a bridge connecting Nagaon distriet with Tezpur. A massive stone inscription

tade by the'Ahom General Kalia Bhomora Phukan, who had imitially planned to construct
this bridge, stands here. Almost about two centuries later, the bridge was constructed, 3.05
km long and dedicated to this great Ahom general. The bridge was opened for vehicular
traffic on 3rd April 1987,

Orang Wildlife Sanctuary

Orang Wildlife Sanctuary is situated ot a distance of 31 km from the city of Tezpur and is
popularly known as mini-Kaziranga., The entire sanctuary occupics a total area of 72 sq km

and is the home to a large number of wild animals, like the one-hormed rhino. elephant,
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|eopard, barking deer, tiger and a variety of water hirds, green pigeon, florcan, teal, and

BEeEL,

. Kaziranga National Park
Kaziranga National Park, a World Hertage Site is about 4% kms away from Tezpur, One

homéd rhinoceros is the man attraction of the national park, besides, other animals like
tigers, birds, elephants, sambar, barking deer and a variety of avian species in the park can be

seen in the park.

6.7.2 Educational Institules:

Tezpur University
Established in the year 1994 by an act of Parliament, Tezpur University is slowing growing

inte fearning centre for Science and Technology in the region. lts objective is to offer
employment oriented and interdisciplinary courses to meet the regional to national aspirations
. and the development of the state of Assam. People visiting to this University for vanous
academic and business reasons will stay at the hotels of Tezpur. Also demand for hotel during
admission time i.e. during end July can be expected.

Assam Valley School
Spread across 79 hectares, The Assam Valley School is around 25 km from Tezpur in a place

called Balipara. The school has well-trained and qualified teachers, modern classrooms, fully
loaded laboratories, well stocked library, and modern hostel facilities. Classes usually starts
from May and thus a demand for hotel rooms can be expected during this time.

6.7.3 Defence Establishments

1. 4 Corps Indian Army Eastern Command Headquarters.
Defence Research Laboratory.

Tezpur Air Force Station.

Sema Shastra Bal (S5B).

B

6.7.4 Corporate Houses and Business Estublishments

1. T & I Industry
2. Krishna Foods

3, MNerone



” Hatels in Tezpur: Profiling the Guests
4, Madahabi Biscuits Pvt, Ltd.
5. Himatsingka
. Central Government District establishments.
Besides these almost all major marketing orgnisations house their branch offices in
Tezpur. Many orgnisations have set up offices here that look afier the entire north bank-upper

Assam region.

6.7.5 Tourists Inflow and Demand for Hote] Accommodation:

Since the timing of the survey is in off peak perod (July, 2010} for tourist a small
- analysis is offered below on the number of tourists arrivals in Tezpur at different points of
time. Table 6.7.1 offers the total tourist inflow to Tezpur. It is seen that the inflow is slowing
down over the years (since 2006). However, the trend this year is encouraging as almost 66%
of the last year’s (2009) inflow was received only in the first half of the peak period. Last
vear the first four months received only 9.5% of the total inflow of the year. In the year 2008
the first four months fetched 29.5% of the total arrival. Thus it can be assumed that the trend
of tourists’ inflow would pick up this year. This inflow can directly affect the accommodation
sector and thus a good tourism year would mean good business for the hotel industry.
Table 6.7.1; Tourist Inflow to Tezpur

Mumber of Humber af Total Tourist
Maonth Year | Domestic Tourist | Foreign Tourist Arrival
Partial TOTAL for 2010 (for 4 months) 1067*
April 2010 140 ) 199
hianch 2010 300 ; 23 323
February 2010 268 ] 274
January 2010 237 a4 211
TOTAL for 2009 1501
December 2009 | 7] 1 30
Movamber 20049 00 15 315
Cctober 2009 327 q 331 il
Septamber 20059 256 & . 262
August 2005 24 0 24
July 2008 53 ] 53
Jun 2000 13 a 15
May 2009 38 o L
April 20040 27 1] a7
March 2009 27 2 23
Febmary 2009 A6 3 40
Janyry 2009 ar | 1 38
TOTAL for 2008 1619
December 2008 162 2 164
Movermber 20048 112 10 1 122
October 2008 220 e 2 231
| Saptember | 2008 o8 | o0 o
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Table £.7.1: Teurist Inflow to Tezpur

; Numbser of | Mumber ol Total Tourisl
Manth Yoar Domestic Touriat | Foreign Tourist Arrival
__August 2008 111 i i12
Juty 2008 1d5 ] 151
June 2008 100 0 112 I
May 2008 160} 3 163
: April 2008 125 3 128
March 2008 127 3 130
Fiebruary 2008 ol | 3 84
January 2008 105 21 135
TOTAL for 2007 1828
Decomber | 2007 137 | 11 148
Movember | 2007 187 i 5 192
October 2007 214 2 216
September 2007 or 0 a7
August 2007 T3 1] 73
Jully 2007 115 a 115
June 2007 105 0 105
May 2007 A a 301
T Apil 2007 188 7 195
March 2007 163 4 167
Februany 2007 101 7 108
January 2007 106 ] 111
TOTAL for 2006 1863
| _Decembar 2006 213 4 17
Hovembear 2006 145 11 160
Cledaber 2006 238 4 Ja2
September 2008 153 0 153
August 2006 7 & g2
July 2006 166 2 168
June 2006 100 4] 100
May 2006 158 3 162
April 2006 o8 3 101
Kareh 2006 180 & 155
February 2006 103 5 108
January 2008 164 5 169

Enpurce: Tourns! fnformation Offce, Gowvl of Assam, Tesir

Table 6.7.2 offers a moth-wise analysis of the tourist amrivals and it is seen that the
best months of the year are October and December, East productive months are June and

August,

Tabile 6.7.2: Month-wise Tourist Inflow to Tezpur
| Year 2010 2009 2008 | 2007 2006 2005 Average | Taotal

(Month | 0 [ F [D[F[oT F [oTF| o | F [D[F| D [F]ayg]
plenuary | 237, 34 | 37 | 1 | 1056 ]| 29 E 06 | 5 164 B - 13 | 13 | 143
8 5

i
48 | 3 | o1 3 10 7 103 ¥l 5 127

February 268




_

77

Hatels in Tezpur: Profiling the Guests -

r.-larr:h 300 23 [27 [2[127] 3 [a] 4 | 150 | & 153 | 8 [ 161
190| o [ 27 |o]125] 3 || 7 | o 3 | -1 - (128 | a4 [ 130 |
|:_Max | - | - 13 flofwof 3 |3 o 58| 3 f19s] 3 |17 [ 2 [ 172
due | - | - |32 wo| o [105] o [ w0 | o [125] 1 [ @ | 1 | ma |

y - | 83 |of1a5] 6 |115] o 165 2 | 248 | 2 146 | 2 | 148

L_ﬁ.ugua'l - | - |l lolm] 1 730 | 77 | 5 [133] o | sa [ 1 [ 85
|oeptember | - | - 1286 |6 |08 | 0 | o7 | o | 153 | o0 [+28] 0 [ 146 | 1 | 148

October | - | - |d27 | 4 |229| 2 |214| 2 | 288 | 4 [275]| o | 267 | 2 | zem

Movember | . - 1300 |15 | 192 | 10 [e7 | 5 | 140 | 11 |81 ] 2 | 18 | @ | 190
December 309 (11182 2 [137 | 11 | 203 [ 4 (178 7 | 189 | 7 | 208 |

Saun:u Tourist Informaticn Office, Gowl, of Assam, Tezpur. [ EGENDS: D +Domaslic: F—)Fn.rmgn :

6.,7.5 a: Estimation of Tourist | w in the next Five vears:

The historical tourist inflow data of last five years can be utilized for projecting the
same for next five years. For this purpose the historical data is divided into five Peak
(October to April) and five Off-peak (May to September) Seasons as Tourist inflow shows
seasonal vanations. The ratio-to-moving average method is then used 1o find the patterns

for the next 10 seasons (5 Peak and 5 Off-Peak). The finding is illustrated in the following

table and graph.
Table 6.7.3: Merged Tourists Inflow Figure |
MNo. of Touriat R Mo. of Tourist
Season Seasan
(Histoncal daia) [Ferture prplection)
| Off-Peak 2005 B36 Of-Peak 2010 1474
"Peak 200506 1155 Peak 2010-11 1879
| ON-Peak 2006 655 _ Off-Peak 2011 ~ 1383
" [Peak 200607 1250 | Peak 201112 1737
Of-Peak 2007 691 Off-Peak 2012 12560
Peak 200708 ) 1034 " Paak 201213 1606
| Off-Paak 2008 624 ON-Peak 2013 | 1185
| Peak 2008-09 50 Peak 2013-14 ' 1485
| OF-Peak 2008 352 Cff-Peak 2014 1077 1
‘Peak 2009-10 2033 Peak 2014-15 1373 !
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limitations as might be expected any govt. data sel. However, the trend could be assumed

carrect and thus the projected trend might also be acceptable.

It iz seen from the respondent profile that the leisure tourisis make up for almost 33%
of the total guest visiting Tezpur in June-July, 2010. Since this season is off peak period for
leisure tourists in Assam, the percentage might he towards a higher side in the peak penod.

However, this is only a guess, which may nol have any scientiic evidence.
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CH ER T
SEGMENTING THE GUESTS

In arder to arrive at a conelusive judgment regarding the composition and profile of
tourists we have conducted a cluster analysis using SPSS. Cluster analysis will help us
dividing the guests into certain segments on the basis of their preferences towards 13 basic
quality dimensions of the hotel. Each cluster will also be profiled on the basis of the
classification varigbles so that the segments become actionable.

71 Technicalities: Following is the technicalities of conducting cluster Ell‘l,i'tl!r's-[B:-.
Table 7.1 shows the agglomeration values those were returned by the software. This will help
1 sin determining the number of clusters.

Table 7.1 : Agjnmqf:En Schadule

Clusler Combined E:api:!ﬂﬂfuﬁr Firs ]
Stage Coafcients ppaars | et
Cluster | Cluster Clustar | Cluster | Stoge
1 2 1 F
ki 23 225 2100|185 177 192
1 94 284 21.00 188 0 188
182 23 154 2194 | 130 0 108 |
193 71 252 22 00 183 210
184 ey 184 2289 167 162 200
195 72 296 23 10 162 0 198
146 23 83 73,50 102 183 108
e 82 104 23 58 186 187 200
19 23 72| 2487 w96 | 15| 208
1 04 278 25 60 191 170 206 |
e B2 82 523 | 197 194 205
= 164 249 27.00 D o 214
02|  qgo| 202 2780| 0 142 | 207
23 42 117 50| O 175 204
ot 17 a2 s1e7 | 83| 20 207
208 B2 151 33.13 200 171 206
248 B2 54 aase | 208 158 208
207 ar 180 19 53 204 202 211
e 23 a2 7| 198 206 210
. 127 271 42.00 o 0 213 |
.20 E 71 4453 208 193 212
211 17 B5 da_-m_a 207 o 212
— 23 a7 51.25 | | 211|213
213 23 127 | $  ssoal™ 22 s08 | 214
bl 23 164 siz7a | ¥ 213 201 o)
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According to the table we should have 3 distinel ¢lusters based on the thirteen quality
din‘t.e;ns.iunﬁ. A look into the agglomeration schedule will help us to identify large differences
in the coefficient (4" colwmn). The agglomeration schedule from top to bottom (siage | fo
214} indicates the sequence in which cases get combined with others, until all 300 cases are
combined m'gmher in one clusier at the last stape. Therefore stage 214 represents 1-cluster
solution, stage 213 represents 2-cluster solution snd accordingly the cluster number is
determined.
Now the difference between stage 214 and 213 coefficient is {/12.78-38.03) 54.75,
stage 213 and 212 coefficients is (58.03-51.25) 6.78, stage 212 and 211 coefficients (5/.23-
48.40) 2.85. After this step the difference in the coefficients are almost same, Thus we
propose a 3 cluster sample. Our proposition is further substantiated by the dendrogram.

Henee we can profile our guests in 3 segments, The number of guests which falls under each

cluster is given below.

Table 7.2: Humber of Cases in each Cluster

Almiber Fementags
1 162 54
Cluster 3 34 1287
00 | 33.33
Total 300 100

To further substantiate our findings and profile the puests, k-means cluster needs to be

performed. The results of K-means cluster is shown in Table 7.3 that is shown below.

Table 7.3: ANOVA for the 3 clusters

Cluster
Quality Dimensions Maan df | Fuaiwe | pvaiee Null Hypothesis
E Seirang

Alr Conditioning 34.00 2 GE.11 .00 Rejected at a = 0.01
Cable TV 37.35 2 | 78.80 0.00 Rejected at a = 0.01
Restaurait 40.04 2 | 9857 | 000 Rejected at a = 0.01
Coaiferance Room 34 BR 2 3740 0,00 | Rejected at a = 0.01
Pick Up Facility 5534 2 | 4473 0.00 Rejected at a = 0.01
Emargency Services BES 2 | 1454 0.00 Rejected at a = 0.01
Cash Payment 34.03 2 | 3485 0.00 Rejected at a = 0.04
Cheque 6O .44 2 81.20 0.00 Rejected at a = 0.01
e-payment 101.55 2 | 8336 0.00 Rejected at o = 0.04
Reservation 20 .54 2 2040 0.00 Rejected st a = 0.01
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Table 7.3; ANOWA for the 3 clusters

- Cluster
Quality Dimensions fdaan af | Fualue | pvelue Null Hypothesis
Square
Package tour 115.59 2 16784 0.00 Rejected at o = 0.04
Lacal Sightsasing 85.71 2 | 102%1 | 000 Rejocted at a = 0,01
N frill B4, 95 2 | 11591 | 000 Rejected at a = 0.04

The ANOV A table reveals that the 3 segmenls are significantly different from one
anather. Thus the 3 segments formed have characteristics unique to that group only and are
not significently related to the other groups.

To iu::uk into the characteristics of the 3 groups, we need to look into the final cluster

table given below.

Table 7.4: Final Cluster Centars

Chusfar
Quelity Dimensions
= 1 2 a
Air Conditioning 4.66 329 478
Cable TV 4.73 3.26 4.81
Rastaurant 465 311 4 6
Conference Raam 4,25 z_?‘é am
Pick Up Faeillty 435 an3 3.16
Emergency Services 4.40 368 4.42
Cash Payment 4.30 284 3.80
Cheque 4,29 257 am
e-payment %30 255 2 68
Feservation 4,22 413 2.41
Package tour 4. 258 2.12
| Local Sightsesing 4.13 203 249
| Mo frill KN ] 281 1.35*_l

On the basis of the values of Table 7.4 we are now trying to describe cach of the
clusters.

7.2 Cluster 1 (Average Clients):

People in this cluster give higher rating 1o almost all of the quality dimensions. The
variables Air conditioning, Cable TV and Restaurant get near (o 5 rating while the rest of the
dimensions have a rating of almost 4. Thus people in this category, preference of the basic
quality dimensions are very high, They will most probably be spending enough money to
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have these facilities in the hotel. This cluster comprises of the highest number of guests and

since their preference is high across all variables they can be termed as Average Clients.

73 Cluster 2 (Undecided Guesis):

People belonging to this cluster have moderate preferences towards the quality
dimensions, except for emergency services and reservation, which they rate in the higher
side. Thus they don't give much importance to other facilities but they need emergency
services in the hotel with better reservarion method, Since the scores of this cluster 15 average

and mostly towards the lower side, we can term the segment as Undecided Guests.

7.4 Cluster 3 (Luxury Seckers):

Members in this group give highest preference towards Air Conditioning, Cable TV,
emergency services and restaurant, while conference room, pick up facility, cash payment,
chegue and reservation get moderate ratings, No frill scored the lowest in this category. Thus
people in this category are most probably officials of different companies who visit Tezpur
for work related matters and after the day’s work would like to relax in the hotel. Thus their
preference towards Air conditioning, Cable TV and Restaurant is on the higher side. Also No
fiill gets the least importance as they want to relax during the stay and would like all facilities
nearby them. That's why they can be termed as Luxury Seekers.

It is seen from the Table that guests in clusters 1 and 3 do have almost equal
preference towards AC, Cable TV and restaurant (all top preferences). Both the clusters are
showing equal preferénces in emergency and cash payments (less than top preference, but
more than average). However the clusters are different in case of local sight-seeing,
participation in package tour and no frill. The third cluster offers minimum preferences
towards these three variables while the first cluster offers almost top (4) preferences. Thus it
seems that the third cluster is made up of basically visiting business professionals, while the
first cluster i4 a mixture of business and leisure tourists.

The second cluster is totally different in preferences for the quality dimensions

Gexcept for emergency services, where all guests offer equal preferences),

7.5 Classification Characteristics:
7.5.1 Food Type and Clusters: Let us have a look into the variation towards the

preference of different food by the three segments. In order to do that we have eonducted and
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ANOVA fest to test five different hypotheses concerning food types preference and cluster
m:mhmhip.l The ‘p" value for the all the cases is 0.00, hence all the hypotheses can he
rejected at a=0.01 (confidence level of 99%). It implies that there is variation in the
preferences towards different food by the three segments. Table 7.5.1explains the intricacies
of ANOVA test,

Table 7.5.1: Cluster Membership and Preferences for Food Type
p | Hypothesis |
. Mean | value | test resuis |
Food Types Clusters
1 158 KN
Fd 47 a0 i By
Cantinial o0 Hecoud
3 m 3.2
Total 286 1.5
1 160 4.0
2 41 14 J
Chinasa W Reacted
3 1 38
Total 208 39
b1il 4.7 '
2 48 &
Kl o A0 Rejecied
o1 4.7
Tatal 00 4.6
1 1-55_ 33
2 46 23 i
The . 0o Rajected
3 | 88 1.8
Talal 2r7 27
1 156 4.3
: z 47 | ; i
Traditienal g o i
4 &8 3 |
Total 282 37

A detail pair-wise analysis shows that Cluster 1 has more preferénce towards
having different food (ypes. This implies that they are experimental with different food types.
However, Cluster 2 likes to have Indian and Thai foods relative to their counterparts,

1532  Lovalty and Cluster Membership: Let us now run a Chi square test to check if

some elusters show significant behaviour towards being loval to a hotel. The cross-tabulation
al Table 7.5.2 shows the detail. The results show that the cluster membership has got
dependency with the expressed loyalty of the guests.

w5
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Tabla 7.5.2: Loyalty and Cluster Membershgp

Cluster Mem bership
Loyalty |— Tatal
1 2 3
" Count 121 as 53 208
o Colenn % 7515 72 82 58,24 8967
g Count 40 13 3a %1

g Columin % 24,84 27 08 4178 30,33
Total Count 161 48 o1 300

The p value for chi-square test is 0.017 which is less than the accepted level of
significance_and hence it is proved that there is a relationship between cluster membership
and stated loyalty of the guests. If we look into the figures under the cluster 3 it is seen that
even though for other clusters the percentage of guests with stated loyalty is more, it is almost
50:50 in cluster 3. This shows that the guests in this cluster are more slippery than the other

clusters,

: Let us now see if the clusters

consist of guests coming for different purposes. The result of the chi-square test is offered in
table 7.5.3. The table clearly shows that while clusters 2 and 3 consist of business travelers,

Cluster | do have 30% of ils members as leisure travelers. So if can be cor ﬂ.ﬂm “iﬂ
ﬂiﬁf“’ﬁﬁﬁﬁﬁﬁ‘ ?ﬁfﬂﬁfﬁbﬁhﬁjﬁnﬁ’ﬁ and leistre tourists, while for other

Tabde 7.5.3: Cluster Membership and Purpose of Travel

o Cluster Mombership Tatal
| : 1 2 3
| Count a2 29 67 | 188
Business'Official

Colurm 5 575 £0.4 736 629

: . Gount 48 9 18 76
AR Column % | 306 | 188 | 19.8 | 254

i Count 1 5 2 21
Colum% | 68 | 167 | 22 | 1.0

oy fa} ' 4 d

Ol Calurm % 50 42 | 44 | 47

| Total Counl 180 PPy 91 | 299
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HaAPTER 8
MAJOR FINDINGS OF THE STUDY

8.1 I.'Iin:ﬂh:rr;,f of Hotels:
3.1.1 A directory of 30 lodging establishments is created and reproduced, All the 30
Hotels studied can be grouped into *A", ‘B, "C" and *R (Resoris)’ Categories. "A” calegory

can be further divided into *A+" and ‘A" categories. T I8 o i, A LHe,
i
§.2 Overall Estimation:

8.2.1 ‘A" category hotels are amongst those which have the largest capacity to

i
£ ot

accommodate guests, [+ 0 00
L
8.2.2 Barring the ‘R’ category, all other category hotels have a few or more hotels

those register high occupancy level (80%) g e e A
£.2.3 The general room tanff for ‘A" category hotels comes in the range of Rs. 1204

to 2500, while in case of Suites, it hovers between Rs. 2500 to 4600. ':=;* A, Lf il
8.2.4 Again "A’ category hotels have the highest number of employed manpower and
a few of them apart from the Resorts provide some kind of training to their staff, r5 )7, v " 7

8.3 Comparison of Star Category:
8.3.1 All *A" category hotels provides more or less all kinds of services like

restaurant, conference hall, emergency, pick-up, websites ete. Centre Point and KRC Palace

provides all of them, F# 7 ¢ s ke oy

8.3.2 Among the ‘A" category hotels, Hotel Amber is extremely popular among the
business travelers while Hotel Royal Regency i1s popular amoeng non-business category.
However, Hotel Centre Point is almost equally popular among the two categories. "”"; 39;3 5™ ‘i ;

8.3.3 In most of the cases, the guests show preference towards telephonic reservation

for hotel accommaodation, 1 2 4, faft I 24 e
8.3.4 More than two-third (i.e. 69%) of the guests, fall in the age bracket of 26 to 46
vears and about 70% of them are mamed. PoEef 5.0 5
L ey 4
7 B R

i
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8.4 Drivers of Demand:
%.4.1 While majority of the guests (63%) visit Tezpur for business or official purpose,
it is encouraging to note that more than a-quarter of them are leisure/vacation lefelersff; £
%.4.2 As around 70% of the puests show loyalty to a particular hotel, more than half
of the respondents replicd in the negative to the propoesition of changing a hotel if provided
with hetter facilities. Morecver, Hotel Centre Point, Luit and KRC Palace enjoy clear
patronage loyalty compared to other hotels. Interestingly, Hotel Luit is preferred by the
older guests in comparison to other hotels. -fla 1 'f’-f? s
$.4.3 The guests patronizing different hotels have different preference towards kind of
food they expect in their place of stay and such preference does not depend on the gender as
well as the age of the respondent. Such difference of preference can be seen in case of
managerial level of the guests and traditional food items with middle level managers
preferring traditional food the most. I"I £ b F0
8.4.4 The concept of ‘no-frill” is discarded by the guests as far as basic facilities are
concerned. [T - e
8.4.5 The guests’ importance towards the facilities across different hotels is
significantly different. Pair wise difference among hotels occurs in perception towards
facilities. Moreover, lady guests visiting Tezpur looks for e-payments more often than not.
High likings and disliking is observed in the respondent age group of 46 1o 55 years while the
younger lots are less decisive about, T-'? 3=y mgl BE e ol
8.4.6 The preferences for the basic quality dimensions do not vary across the work
levels of the guests. This is meaningful for the fact that the hotels cannot be segmented on the

basis of guests work profile, as far as the preferences owands basic facilities are cqmcernedf? ~5 7

%.4.7 Clustering the Guests: The guests are successfully clustered into three different
groups. Depending on their preferences towards (he basic quality dimensions the].f are
christened as Average Clients, Undecided Guests and Luxury Seekers. P’f- v e '

8.4.7a The Average Clients are the largest proup and they dn have high or next 1o
high preferences towards all variables measured. They are mostly business clients, but a
sizeable number (30%) are from leisure seekers. This number could have been more had the
survey season been a tourist peak period. The other two clusters are mastly consists of
business guests. Most of them are loyal to the hotel, '“i e ¥ womire '

8.4.7h Undecided Guests have medium and sometimes lower preference towards

almost all the dimensions measured signifying that they are mostly interested in work and in




. Hotele in Tezpur: Profiling the Guests
nothing else. This group has the lowest clientele and is loval to their hotels. This group has
minimum preferences towards different types of foods across the boards compared o other
two clusters. The group mainly consists of business travelers. - A S B

8.4.7c The Luxury Seekers have high orientation towards variables those can give
comfort in a‘hotel. They also do not want no frills hotels. They do not wamt 1o buy package
tour, nor are they interested in sight-seeing. They do not want to use e payment facilities but
like to make cash payments, These clients are not always loyal o the hotel and at least 42%
say that they might change hotels given a choice. The group mainly consists of business
travelers. | & B T ey
8.5 Demand-Supply Gap Analysis:

8.3.1 On an average, 664 persons seek hotel accommodation in Tezpur each day while
the capacity is to accommodate more than a thousand pmnns.f_ ﬁ? R rap Lo T

8.5.2 Since certain clusters are looking for luxury and at the same time they want to

‘:hﬂnge hotel given a choice, there is still demand for hotels that provides luxury, ."?,'_n g, 1= ft S

8.6 Estimation of Additional Capacities:

8.6.1 The analysis in para 6.7 shows a healthy sign in tourist arrivals in 2010, which is
expected 1o continue. In that case Tezpur may receive few more leisure travelers. It may be
mentioned that the estimation by the Tourism Department runs through certain flaws as they
do not have requisite system to determine the purpose of visit. Thus their estimation may be
treated as understaternent. However, the trend that’s been shown through the tourist arrival

1 [ L -~ L

data may be taken as accurate. f’{ biae oMol D {

[



G
Haotels in Tezpur: Profiling the Guests
CHAPTER 9
CONCLUSION

The study is a major initiative in delineating the profile of the hotel industry in Tezpur.
The study did it in two parts: (1) it profiled the hotel establishments of Tezpur and adjoining
areas; {2) it profiled the guests visiting the "A’ category hotels in the month of June-July,
2010,

There are 7 *A” category hotels, which are reasonably equipped to satisfy a middle class
traveler. Out of these 5 Hotels are relatively better off with their infrastructural facilities,
which are tefined as *A+" category. However, none of these ‘A" category hotels are officially

certified with any star by the Ministry of Tourism, Govt. of India.

It is seen that the hatels of Tezpur, particularly that of the A category do suffer from
unused capacity in a day-to-day basis. The surge in demand can be expected during winter
due to increase in tourist arrivals and especially during the admission season of the Assam

Valley School and Tezpur University,

A detailed discussion is offered in the Chapters above on the clientele of these hotels.
A look at the products of the present ‘A’ category hotels would reveal that these hotels are
offering conferencing facilities, moderate banquette halls and restaurants apart from mid
luxurious rooms at different price ranges. As such there are four such hotels competing with
each other with the same kind of infrastructure. It is worth mentioning here that Hotel Royal
Regency has started business only recently (early 2010). Hotel Luit has the oldest property
and does not possess most of the modern amenities like separate and well equipped
conference and banquette halls, But they have high loyalty. Most of the hotels are catering to
the business travelers, which ultimately confine themselves to business class facilities rather
than leisure tourist oriented products. As such it is apparently observed that the region is not
ready to host more accommodations targeted towards the business travelers, The resors

neatby arve catering to the need of middle class leisure travelers also.

New accommodation might, however, be created in extra luxury segment, which 15

yel 1o be catered to. However, estimation of demand in this category is beyond the scope af
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thiz study.  The investor will be benefitted from the insights those are discussed in Chapter
7. It is recommended that the new investors must not offer a “me-too™ hotel in the A+
category and must think about differentiation. Discussions in Chapters 5 and 6 would help in

identifying the right kind of facilities to right kind of clientele.

Limitation: Unfortunately, the hotels did not give the research team the historical
data of the last vears (even after repeated attempts) and hence the researchers do not have any
scientific evidence to project the future demand for the hotel industry in Tezpur. However, as
discussed in Chapter 6 the leisure tourists’ inflow might rise marginally in future than that af
2008-09 season. But this is not conclusive of the business travelers as well. The projection of
the demand for hotels cannot also be made on the basis of temporary human migration like
that of daily inflow of passengers through road (rail link is not available and air passengers
are scanty) as ascertaining their staying habits (if they do not go back same day) and clientele
towards a particular hotel would not have based on any scientific foundation. Hence that

route was completely avoided.




91
Hotely in Tezpur: Profiling the Guests

BIBLIOGRAPHY

Aksu, A A and Tarcan, E (2002}, “Internet and five star hotels: A case study from the
Antalya region in Turkey”, fnternational Jowrnal of Contemporary Hospitality
Management, Vol.14 No.2, pp.94-97.

Ahmed, M N (20053, Hotel Organisation (1¥ Edition), New Delhi: Anmol Publication Pvi.
Ltd., pp.71-72.

Barros, C P, Peypoch, N and Solonandrasana, B (2009), Efficiency and Productivity Growth
in Hotel Industry, Infernational Jowrnal af Tourism Research, Vol 11, pp. 389402,

Bhattacharya, D (2009), Indian Hotel Industry: Strategies for Enhancing Competitiveness,
Marketing Mastermind, pp.25-19.

Briggs, S, Sutherland, ] and Drummond, § (2007), “Are hotels serving quality? An
explmam.r}r study of service quality in the Scottish hotel sector”™, Tourism Management,
Viol.28 No.4, pp.1006-1019,

Cooper, 8 (2001), “Just rewards- Boosting staff morale and your business”, Horel, April,
p 4.

Ecckles, G and Durand, P (1997), “Improving service quality: lessons and practices from the
hotel sector™, Managing Service Quality, Vol.7 No 5, pp.224-226.

Hsu, C H C and Powers, T (2002), Marketing Haspitality {3"" Edition), New York: John
Wiley and Sons, Inc., pp.66-67.

Groenenboom, K and Jones, P (2003), “Issues of security in hotels™, International Jowrnal of

Contemporary Hospitality Management, Vol.15 No.l, pp.346-3531.

Kandampully, ] and Suhartanto, D (2000), “Customer loyalty in the hotel industry: the role of
customer satisfaction and image”, Imternational Jowrnal of Contemporary Hospitality
Marnagement, Vol.12 No.b, pp.346-351.

Keiningham, T L, and Vavra, T G (2001}, The Customer Delight Principle ( 1" Edition),
McGraw-Hill Companies, Inc., New York, pp.25.

Kilic, H and Okumus, F (2005), “Factors influencing productivity in small island hotels:
Evidence from Northern Cyprus”, lwernarional Jowrnal of Comemporary Hospitality
Management, Vol.17 No.4, pp.315-331,

Magnini, V P, Honeycut, E D and Cross, A M (2007), Understanding the use of celebrity

endorsers for hospitality firms, Journal of Facation Marketing, Vol.14 No.1, pp.57-69.



i Hotely in Tezpur: Profiling the Guests

Mohsin, A and Lockyer, T (2010). “Customer perceptions of service quality in luxury hotels
in New Delhi, India: an exploratory study”. International Jowrnal of Contemporary
Hospitality Management, Vol.22 No.2, pp.160-173,

Pallet, W I, Taylor, W W and Jayawardena, C (2003), “People and Quality: The case of Delta
hotels™, International Jowrnal of Contemparary Hospitality Management, Yol.15 No.b,
pp.349-351,

Phillips, P A and Moutinho, L (1999}, “Measuring strategic planning effectiveness in hotels”,
International Jowrnal of Contemporary Hospitaliny Management, Val.1l No.7, pp.349-
358,

Poon, W and Low, K L (2003), “Are travelers satisfied with Malaysian hotels”, International
Journal of Contemporary Hospitality Managemeni, Vol .17 No 3, pp.217-227.

Simon, F ] G, Marqués, D P and Narangajavana, ¥ (2008), “Improving the perception of
hotel managers”, Annals of Tourism Research. Vol.35 No.2, pp.359-380.

Torres, E N and Kline, § (2006), “From Satisfaction to Delight; a model for the hotel

industry™, International Journal of Contemporary Hospitality Management, Yaol. 18 No 4,
pp- 290-301.




93
Huotels in Tezpur: Profiling the Guesis

ANNEXURE A: Questionpaire for Hotel Management

TEZPUR UNIVERSITY

QUESTIONNAIRE

A survey is being out to find out to determine the hotel facilities of Tezpur, Your co-

operation in this regard is solicited.

1. Mame of the Hotel or Lodge

2. Location:-

3, Owner(s) Mame:-

4, General Manager Name:-

3. Contact No:- ............

6. Establishment Year:- .......

7. Average yvearly TWMOVET:- ..oooviiiiinninanns

8 What is vour average occupancy level? (in terms of percentage)

Jan | Feb | March Aprilm May | June | July | Aug Eiepl Oct | Nov | Dec | Total

2009-10

|_2008-09

2007-08 | | | |
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“2006-07 |

2005-06

9.  Please fill up the particulars of the table given below

Number Rate per Day TV
Type of : Room
MNon- MNon- Gevser
Rooms Service
AC AC AC AC Colour B/'W
Single
Double
Suites
(thers
|

10. Do you have a Restaurant?
YES [] NO[
If Yes, total Capacity .....ociviimianaans
11. Do you have a Conference Hall?
ves [ no [
If Yes, how much do you charge ............cc..ooc.... & Capacity

12. Do you entertain birthday and other parties?
yes [ no -
If yes, how much do you charge ...
13. Do vou have emergency services?
ves noH
14. Do you provide pick up Service?
ves [ no[d
Pick up charge from Guwahati .............. & Tezpur Adrport ...oocoveneeiiiiinni
15. Do you have tie-up with a travel agent?
YES [] No [

1 6. Do you have your own marketing staff?
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ves [ no [
17, Do you have your own website? YES[] NO[]
18. Do you have any institutional tie-ups?
YES [ NO []

Please name the organizations

19. Do you provide any group discounts?
YES NO
If Yes, any critefiad....ccoemvenners
20. Do you undertake any promotional measures?
YES NO
If Yes, please tick at the appropriate place

TYPE Local | Regional | National
Print Ad
Video Ad

——

21, Human Resource personnel at your Hotel

Permanent | Temporary

Cook
Receptionist
Waiter

House Keeping
Security
Office Staff

22. Do you provide any training to the staff people?
YES NO
If Yes, please provide us the details about the iraining programs provided.

THANK YOU FOR YOUR CO-OPERATION
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ANNEXURE B: Questionnaire for the Guests

TEZPUR UNIVERSITY

QUESTIONNAIRE

| i
A survey is being carried out to find the preferences of lodging facilities among tourists
staying at Tezpur, Your co-operation in this regard is solicited. The responses will be kept
confidential,

CODE | | | |

HOTEL: s v
Where from
Where to
1. Method of Booking
a) Telephonic[ ]  b) On-site[_] ¢) Travel Agency[ | dj Others [_]

2. Your food Preferences. { 1 being lowest and 5 being highest)

| 3 3 4 5]

Continental
Chinese
Indian
Thai
Traditional
Others, Please specify

3. Why are you visiting Tezpur?
a) Business/Official Travel] ] d) VacationRelaxation ]
h) Personal Reasons[
¢} Others, Please specify ... e e e

If Business/Official,
a) Bill payment directly by company] | Max Limil........cccciua
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b) Cash Payment by self and subsequently reimbursed [ ] Max Limit............

c) Self payment [_]

4. Are you loyal to the particular hotel?

YES [] NO []

If Yes, Why?

5. Given better facilities at the same price will you switch over to another hotel?

YES [ ] NO [

6. Ciiven same facilities at the same price will you switch over to another hotel?

YES [] No [

7. How much importance do you give to the following facilities in hotel?

(Please tick at the appropriate place, 1 being lowest and 5 being highest)

Basic Facilities

2 3 4 5

AC

Cable TV

Restaurant

Conference Room

Pick Up Facility

Emergency health and Other Services

Cash Payment

Cheque

Debit Card/Credit Card/E- payment

Reservation Facility

Package Tour

Local Sightseeing Facility

Mo Frill

Other, Please specify

8. What is your perception regarding the following factors in the hotel you are staying?

(Please tick at the appropriate place, | being lowest and 5 being highest)
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Perception | 1 2 3 4 5
Staff Hospitality )
Room Tarift

Ambience
Room/Suite

Others, please specify

9. Would you like to avail the following facilities?

Always | Sometimes | Never

Disco
Night Club
Local Cultural prnﬂrmé
Others, Please specify

10, AP vennnnnanns
11. Married [_] Unmarried [_]

If Married, number of children .........ooe
12. Does vour spouse work YES [] NO []
13. What you are occupying?
a) Single Room [ ] b} Double Room [] ¢} Suites [ ]

14. Managerial Level:- a) Top Level[ ] b) Middle Level 7] ) Junior Level ]
15, Name of the Organization

Thank vou for yvour Co-operation
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