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Abstract

This study is set within the context of the tourism and hospitality sector in

Egypt, a popular and expanding tourism destination in the Middle East/North

Africa. The study specifically investigates the impact of culture on

expectations and perceptions of service quality in hotels. In the literature it

has been pointed out that there is a shortage of studies focusing on the

impact of culture on service quality. What research has been done generally

indicates that expectations of service quality by an individual may vary

according to whether that person is from a high or low power distance, and

whether from a high context or low context, cultural background. With

increasing competition in the hospitality sector service quality could be an

important factor in gaining competitive advantage, and understanding cultural

differences and can be helpful in dealing with customers from different

backgrounds.

Following a positivistic methodology and quantitative methods, an adapted

version of the SERVQUAL questionnaire was administered to Arab and

British hotel guests in Sharm El-Sheikh, Egypt. Consequently 504 correctly

completed copies were analysed using hypotheses testing and correlation

analysis. To the five dimensions of SERVQUAL- tangibles, empathy,

responsiveness, assurance and reliability-a sixth dimension of sustainability

was also added. This was a novel idea.

The findings showed that Arabs had, overall, lower expectations and

perceptions of service quality than the British guests. This showed that there

is a relationship between expectations of service quality and culture but that

the finding could not be explained in terms of Hofstede’s cultural dimensions

as the literature review generally suggests. Follow up interviews with hotel

guests showed that the lower expectations of Arabs in general and Egyptians

in particular, could be the result of their beliefs that Westerners are always

treated better than Arabs by the hotel staff. The findings also show that

environmentally friendly practices by hotels can be added as a dimension to

SERVQUAL in respect of the hospitality sector.
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Chapter One

1.0 INTRODUCTION

1.1 Service Quality and Culture

The two main research questions that this thesis is concerned with are:

1, Does culture affect expectations and perceptions of service quality within

the hospitality sector?

2, Can environmentally friendly practices by hotels be incorporated into a

scale (SERVQUAL) for measuring expectations and perceptions of service

quality?

Lewis and Chambers (2000) state that according to the marketing concept,

an organisation ought to try and provide products and services that satisfy

the needs of consumers through a coordinated set of activities that allows

the organisation to achieve its goals. The organisation must continue to alter,

adapt and develop products and services so as to be able to keep up with

customers’ changing desires and preferences. The marketing concept

stresses the importance of customers and emphasises that marketing

activities begin with them (Lewis and chambers, 2000). Arguably, therefore,

an important task for marketers in trying to understand consumers is to

understand their expectations of service quality.

There is much research in the service sector focusing on the important topic

of service quality. Increasingly, the deregulation of several major service

industries has resulted in efforts at product differentiation in order to

compete. In service companies such differentiation has centred not only on

improving product quality but also the quality of service. This is due to the

fact that the tangible elements of the product are so similar and difficult to
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differentiate (a hotel bed is a hotel bed and a seat on an aeroplane is a seat

on an aeroplane) and that the competitive advantage is sought through

intangibles, such as service (Vellas and Becherel, 1999). So, in the last

couple of decades researchers have paid much attention to the concept of

service quality (as the literature review in chapter two will show). This is

because the provision of consistent high quality service is a strategic tool in

marketing as competition increasingly hinges on the quality of services

provided, not on the provision of services alone (Vellas and Becherel, 1999).

Yet, despite the growth in service quality research there is a shortage of

research concentrating on cross-cultural comparisons and the influence of

culture on perceptions of service quality (Tansik and Chase, 1988; Malhotra

et al. 1994, Espinoza, 1999). This is surprising since culture is a source of

the framework for social interactions and rules, as well as customer

expectations that lie at the basis of service encounters which are likely to

vary from culture to culture (Pucik and Katz, 1986; Riddle, 1992; Edvardsson

et al., 1998,). Focusing research on perceptions of service quality amongst

consumers with different national cultures could yield insight into variations in

consumer expectations of service quality. This would be very useful as

perceptions and expectations of service quality are increasingly used to

forecast company profitability and prospects for improved market share

(Sultan and Simpson, 2000).

It has been suggested that, in a broad sense, service styles in Asia are more

people-oriented than in the West, with Asian consumers placing more

importance on high level of service and Westerners valuing the efficiency of

the service delivery (Riddle, 1992).Such differences are normally explained

in the literature by referring to Hofstede’s (1980, 1991) cultural dimensions,

Hall’s (1984) categorisation of communication into high context and low

context, and also to consumer orientation over time (Hall, 1976, 1983;

Usunier, 1991). For example, in low power distance cultures it has been

found that customers expect more egalitarian service, while in high power

distance cultures such as China and Japan customers expect more courtesy

and higher levels of service quality from service employees reflecting the

lower social status of the latter (Mattila, 1999). Others have suggested that
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speed of service delivery may be more important for those from Western

cultures because of their regard for time saving and goal completion (Riddle,

1992). This thesis examines the impact of culture on the perceptions and

expectations of service quality in the hospitality sector. This is done within

the context of a popular tourist destination - Egypt.

1.2 The Chosen Business Sector

1.2.1 Tourism

Tourism is generally considered to be on the whole a service product with its

own distinctive features. The proposed research will be conducted within the

hotel/hospitality industry in Egypt. The hospitality industry is generally

considered to be one of the most important sub-industries of tourism, itself

generally considered to be part of the leisure industry. The last few decades

have witnessed a massive growth in the international tourism sector. By the

mid-1990s, the World Travel and Tourism Council (WTTC) estimated that

tourism was the world’s largest industry and that:

• Tourism directly and indirectly generates and supports 204 million

jobs. This is equivalent to more than 10% of the world’s workforce.

• Tourism is responsible for over 10% of global domestic product (GDP)

(Cooper et al., 1998)

Although the events of 9/11 in the USA and other worries about terrorism

may have deterred some people from travelling, at the same time the rise of

the low-cost carriers in the last 10-15 years probably means that the above

figures are not only true but possibly even bigger now. According to the World

Tourism Organization (WTO), tourism has been a significant source of foreign

exchange reserves for many countries. The global revenue from tourism

increased from US$6,867 billion in 1960 to US$454,553 billion in 1999; a

6,620% increase. The WTO estimates that tourism populations will increase

to 1,620 billion and the revenue will increase to US$2 quadrillion (million-

million) in 2020 (Chang, 2006).
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It is however worth noting that there is no unanimous agreement on the

definition of tourism and therefore the above claims could be challenged.

Cooper et al. (1998) discuss different definitions of tourism. They point out

WTO and UNSTAT’s (1994) definition of tourism as being:

‘The activities of persons travelling to stay in places outside their usual

environment for not more than one consecutive year for leisure,

business and other purposes’.

Cooper et al. (1998) in analysing the above definition propose that:

• Tourism arises out of a movement of people to, and their stay in,

various places.

• There are two elements in tourism - the journey to the destination and

the stay (including activities) at the destination.

• The journey and the stay take place outside the usual environment or

normal place of residence and work so that tourism gives rise to

activities that are distinct from the resident and working populations of

the places through which they travel and stay.

• The movement to destinations is temporary and short in character -

the intention is to return within a few days, weeks or months.

• Destinations are visited for purposes other than taking up permanent

residence or employment in the places visited.

According to Horner and Swarbrooke (1996), in general tourism is defined as:

A short term movement of people to places some distance from their normal

place of residence to indulge in pleasurable activities. This definition however

does not incorporate business tourism. Horner and Swarbrook (1996) state

that there are other difficulties in defining tourism. For example, there is no

agreement on how many nights you have to be travelling for to be considered

a tourist. They also point out that many people have difficulty in identifying

tourism industry and prefer to regard tourism as an activity served by a

number of other industries such as hospitality and transport. Hence, there is a

close link between tourism and travel.
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1.2.2 Hospitality

Tourism is closely linked with hospitality, the major focus of this thesis.

Hospitality is defined as hotel and catering for hotellerie, but increasingly this

is being replaced with looking after guests well (Horner and Swarbrook,

1996). It ought to be noted that not all hotel guests will be tourists. They could

for example be locals using the hotel restaurant.

Severe competition in the hospitality sector has resulted in little variation

among facilities and the quality of service is regarded as one of the main

factors driving whether or not the business is operated successfully (Chang,

2006).

Hotels are an important part of the hospitality industry. Hotels provide facilities

for the transaction of business, for meetings and conferences, and for

recreation and entertainment (Presbury et al. 2005). Middleton and Clarke

(1999) suggest that accommodation plays a functional role by providing the

facilities that make travel convenient and comfortable. Hall (1995) regards

accommodation as one of the more critical components on the demand side -

because accommodation has a major influence on the type of visitors who

come to a destination. In addition, hotels make a vital contribution to overall

visitor satisfaction at a particular destination. As Cooper et al. (1996)

suggested accommodation provides an essential support service to satisfy the

wider motivation that brought the visitor to the destination. Hotels must

therefore ensure that they provide the kind of service that will satisfy current

customers and motivate new customers. Luxury hotels have traditionally

provided superior facilities and services.

However, over the past decade, consumers have increasingly demanded

greater value for money, accompanied with demands for higher levels of

service and facilities. This has forced operators, particularly those in the

luxury category, to become increasingly similar to each other in terms of the

facilities they offer (Presbury et al., 2005). Hence, as in most industries it is at

the service level that the competition within the hotel industry is now taking

place. Provision of high quality service in hotels is a complex task. As Lewis



20

and McCan (2004) suggest the hotel industry involves a high degree of

interaction between employees and consumers and so provides many

opportunities for service failures to occur. The quality of service encounters is

frequently determined by the actions of front-line staff, whose experience and

commitment may be limited and whose attitudes may vary from one

encounter to another. The inseparability of production and consumption

means that failures occur at the point of consumption. As can be seen in

section 1.5 the hotel industry is of great significance to the continued

development of the Egyptian economy. Many tourists from all over the world

arrive in Egypt for holidays and for business. Understanding what constitutes

high quality service and possible variations in guest/customer expectations

from different parts of the world could be of valuable help to the hotel industry

in Egypt in today’s competitive environment where many destinations are

vying for tourists’ and/or customers’ attention. For the purposes of this study

hotel guests from Egypt, other non-Arab countries and British guests to

Sharm El-Sheikh, on the Red Sea, will be the subject of study and

comparison.

1.2.3 Sustainability

One of the areas of this study is related to sustainability within the tourism

and hospitality sector. There is a serious lack of discussion within the

literature regarding the role of sustainable tourism and hospitality practices on

the expectations and perceptions of service quality by consumers. This study

will examine sustainability in relation to service quality from a green or

environmental perspective. The United Nation’s conference in Rio de Janeiro

introduced a sustainable development plan, and established a Sustainable

Development Commission to monitor the progress of nations towards

sustainability (Vellas and Becherel, 1999). The tourism and hospitality

industry has made a variety of responses to the United Nations’ initiatives in

term of adopting green practices. It would be interesting to gain an insight into

consumers’ (hotel guests) reactions to green practices by hotels.

Additionally with the rapid increase in tourism to Egypt, the context of this

study, and the rising concern with the preservation of the coral reef in Sharm
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El-Sheikh, where this study was conducted, the issue of sustainability was

thought to be a relevant one to add to this thesis. Indeed, the CIA World

Factbook (2009) identifies the following as problems in Egypt: agricultural land

being lost to urbanisation and windblown sands; increasing soil salination

below the Aswan High Dam; desertification; oil pollution threatening coral

reefs, beaches, and marine habitats; other water pollution from agricultural

pesticides, raw sewage, and industrial effluents; limited natural fresh water

resources away from the Nile, which is the only perennial water source; and

rapid growth in population overstraining the Nile and natural resources. Sharm

EL-Sheikh is an area in Egypt that draws tourists mainly because of its coral

reef and offers scuba diving as a major attraction.

1.3 Justification for the Research

There are several reasons as to why this study is justified. These were

referred to implicitly in the above sections and will be summarised here.

1- Increasingly organisations are competing on the basis of service quality, as

the physical products are much easier to copy than the service products. So,

further developing the understanding of service quality within the hospitality

sector is a subject that is thought to be worthy of study. As stated earlier, in

the last couple of decades researchers have paid much attention to the

concept of service quality because the provision of consistent high quality

service is regarded a strategic tool in marketing as competition increasingly

hinges on the quality of services provided, not on the provision of services

alone (Vellas and Becherel, 1999).

2- While there is a growing body of literature on service quality research there

is a shortage of research concentrating on cross-cultural comparisons and the

influence of culture on perceptions of service quality (Tansik and Chase,

1988; Malhotra et al. 1994, Espinoza, 1999). The impact of culture on service

quality could be of significance because culture is, within the literature,

regarded as a source of the framework for social interactions and rules, as

well as customer expectations that lie at the basis of service encounters which

are likely to vary from culture to culture (Pucik and Katz, 1986; Riddle, 1992;
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Edvardsson et al., 1998). So, this study can help contribute to knowledge in

this area by comparing British and Arab tourists’ attitudes to hotel service

quality. Within the chosen context of Egypt, this can be of help to the hotel

industry as the country is experiencing an increase in the number of

international tourists and the income from tourism is considered an important

source of income and employment in the country (section 1.5).

3- In 1999 Vellas and Becherel wrote that there was little research available

on consumerism in the hospitality sector, and that little was known about the

consumer of green hotel products. Arguably, today the situation is not much

different as a search of the databases on the University’s library website

reveals. This is despite the fact that many hotels recognise that environmental

problems exist (Knowles et al., 1998). So, this study can help increase

knowledge of consumer attitudes to environmentally friendly practices by

hotels.

1.4 Aim of the Study

Hence, this study aims to:

A- Contribute to knowledge about the impact of culture on perceptions of

service quality amongst hotel guest from different countries. In doing

so, it also looked at environmentalism/sustainability as a dimension of

service quality.

B- It does the above within the context of Egypt where few studies on

service quality within the hotel sector have been carried out.

C- Additionally, this study examines perception of sustainability as a

dimension of service quality which has not been done before. This was

done by adding sustainability as a dimension of SERVQUAL.

D- Finally, I am a Director of a company with investments in the hotel

sector in Egypt and it is hoped that the research would be of personal

help in my business. Being involved in the industry also means that I

had relatively fewer problems with access to consumers that I would

have had in other business sectors.
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1.5 The Chosen Country – Egypt

Table 1.1- Factual Information about Egypt (Source: bbc.co.uk, 2007)

Egypt lies in North Africa and its eastern borders stretch to the region known

as the Middle East. Middle East might be described as one of the world's first

"tourist" destinations, having served an extraordinary role in the confluence of

cultures and religions for thousands of years. The region offers a remarkable

collection of centres of great tourist appeal, creating natural visitor magnetism.

Many people would rank the region's attractions, spread across Egypt, Israel,

Jordan etc., among the most important places to visit in the world. The

opportunities for expansion of cultural tourism, given the region's

concentration of religious and historic sites, can hardly be overestimated.

There are also tremendous opportunities in leisure tourism development that

capitalise on the region's superb climate and other natural gifts (Balch et al., 

2007). Egypt’s long history can be divided into Ancient times, early

Christianity, Greco Roman times, Islamic times and modern history. Egypt has

much to offer to the tourist in terms of culture and also modern entertainment

in recently developed resorts by the Red Sea.

Forecasts for the economic growth of Egypt are impressive with a growth rate

of 4.9 per cent forecast for 2009 (Business Monitor International, 2008).

Full name Arab republic of Egypt

Population 74.9 million (UN, 2005)

Area 1 million sq km (386,876 sq miles)

Major language Arabic

Major religion Islam

Life expectancy 67 years (men), 72 years (women) (UN)

Monetary unit 1 Egyptian Pound=100 piastres

Main exports Petroleum, Petroleum products and

cotton

GNI per capita US $1,250 (World bank, 2006)

Internet domain .eg

International dialling code +20
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1.6 Tourism and Hospitality in Egypt

Egypt has long been the dominant tourism market in the Middle East and

according to Balch et al. (2007) it captures nearly 30% of all arrivals to the

region. Visitor arrivals, room supply and revenue generation from tourism

have risen steadily since 1989. Arrivals are split almost equally between

business travellers and leisure tourists. Fifty percent of visitors come from

Europe, while 28% arrive from other Middle East countries (Balch et al.

2007). According to Business Monitor International (2008) the figures show

that Egypt accounts for 25% of the Middle East and North African tourism

market. Whichever figures are taken as correct; all sources agree that the

country's tourism industry in the future will be strongly influenced by the

government's encouragement of tourism development away from Egypt's

more traditional heritage sites. Such development zones include the Red

Sea Riviera of Taba, the Sinai region, and Sharm El-Sheikh and the

Hurghada-Safaga area of the Red Sea. A major challenge for the

government will be to limit the damage caused by continuing attacks by

Muslim fundamentalists in Upper Egypt (Balch et al., 2007).

Figures on the number of tourists visiting Egypt and the hotel occupancy in

the country vary somewhat, but they all nevertheless show that the country is

a relatively major tourist destination.

According to Business Monitor (2007) the number of tourists arriving in Egypt

in 2006 was 9,082,000 representing a growth rate of 5.5% on the previous

year. According to the same report the UK now ranks as the top country for

visitors to Egypt, with 1,033,000 visitors. Russia is the second largest source

of tourists, Germany is the third and Italy the fourth source. Other important

sources include France, the USA and Canada. The number of visitors is

expected to rise to 12 million by 2010 (Business Monitor, 2007) (Egyptian

Hotel Association (EHA), 2007).
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Table 1.2- Egypt Tourism Indicators

2004 2005 2006

No of tourists arriving

in Egypt (000)

8, 098 8, 470 8, 970

No. of Nights 81, 667 85, 168 89, 860

Average length of

stay (Day)

10.1 10.1 10

Average tourist

spending in one night

US $

75 75 85

Total number of

floating and fixed

hotels in Egypt

1207 1321 1410

Adapted from: Egyptian Hotel Association (EHA), 2007

Table 1.3: Egypt Travel Industry - Historical data and forec asts

2005 2006 2007e 2008f 2009f 2010f 2011f 2012f

Foreign

arrivals mn

8.61 9.08 9.81 10.30 10.79 11.72 11.72 12.19

% Y-O-Y

change

6.2 5.5 8.0 5.0 4.8 4.5 4.0 4.0

International

airline

passengers

mn

7.46 7.58 7.76 7.88 7.99 8.10 8.19 8.29

Source: Business Monitor International, 2008
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Table 1.4- Egyptian Hotel Capacity

Area No. of hotels No. of rooms No. of hotels

under

construction

Cairo 152 23095 28

NW Coast 83 6957 27

Delta region 10 359 3

NE Coast 33 1402 2

Canal zone 39 3402 47

Sinai 241 48548 243

Red Sea 217 47743 183

Lower Egypt 20 872 20

Upper Egypt 81 8157 13

Baharia Oasis 3 82 13

El Wadi El

Guedid

14 520 -

Floating hotels 285 16772 86

Total 1178 158719 665

Source: Egyptian Hotel Association (EHA), 2007

The following table illustrates the growth of international tourist arrivals in

Egypt.

Egypt tourism industry SWOT (based on Business Monitor

International, 2008)

Strengths:

• The sector is benefiting from a growing trend among Arab travellers to

stay closer to home rather than taking long-haul flights.

• Has seen breakneck speed growth in recent years, with tourist nights

spent nearly tripling in the five years to 2008.
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Weaknesses:

• External factors affecting the tourism sector including foreign

competition from other Mediterranean countries.

• The sector has been specifically targeted by terrorists; most recently in

the April 2006 triple suicide bombing at the Red Sea resort of Dahab,

which killed 23 people.

Opportunities:

• Hotel and resort construction continues to be strong.

• In line with the long-term plans to diversify Egypt’s tourism away from

the Nile valley, hotel and resort growth remains strongest in coastal

areas.

• Planned growth in accommodation capacity coupled with increasing

hotel privatisation offers significant opportunities for hotel management

companies.

Threats:

• Further terrorist attacks likely

• Possible serious outbreak of H5N1 virus or bird flu, with human deaths

attributed to the virus-although relatively low-slowly increasing.

• The exceptionally strong growth in arrivals recorded in 2003 and 2004

is unlikely to be repeated in the coming years.

Finally, the growth in the tourism sector is obviously mirrored by the growth in

the hospitality sector. According to Business Monitor International (2008) the

figures for 2007 show that the number of tourist nights was up by 16.2% on

the previous year, with tourists spending on average 9.1 nights. Also of

interest is the very strong year on year growth tourist nights by Eastern

European tourists.

International hotel firms operating in Egypt include Hilton, Sheraton,

Intercontinental, Novotel, Movenpick, Radisson and Rezidor. An increasing

number of these companies are forging agreements with smaller, domestic
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firms for the development of their hospitality operations, in a market where

bed capacity is expected to increase by 100,000 over the next ten years

(Business Monitor International, 2008). At the time of completing this study,

the global economic crisis has meant that the rate of tourist arrivals in Egypt

has somewhat decreased, although exact figures are not available. This

however is a further justification for this study as those hotels paying attention

to service quality are more likely to experience repeat business and word of

mouth advertising.

For the purposes of this study it was the tourist designation of Sharm El-

Sheikh which was chosen. This is an area that lies on the Red Sea to the

south of the Sinai desert and has been a rapidly growing tourist destination in

recent years.

Map 1 – Egypt (CIA World Fact Book, 2009)

1.7 Methodology

This study follows a mainly positivistic philosophy/epistemology and is based

on the gathering and analysis of quantitative data by means of a survey. The

survey instrument used is a questionnaire known as SERVQUAL. There are
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various instruments for measuring service quality. The most commonly used

instrument is arguably the SERVQUAL questionnaire which measures the

gaps between service expectations of each service quality dimension and the

actual perception of the respondent relating to each dimension. Whilst,

SERVQUAL has its critics it is nevertheless widely used by organisations

worldwide and has been used in numerous papers published in referred

journals and therefore enjoys a high degree of validity. A SERVQUAL

questionnaire was used for this research which had an additional section on

demographics so that correlation analysis could be carried out and responses

analysed according to demographic variables, such as nationality and visitor

status. SPSS software was used for the analysis. Additionally, questions

relating to sustainability of the environment were added to the questionnaire,

thus testing a novel version of SERVQUAL.

After the initial pilot testing, 504 questionnaires were collected, from three

hotels with different star ratings, and analysed using SPSS. At the end of the

study a number of tourists were also interviewed to gain further insight into

the quantitative findings.

Prior to the above however and for the purposes of pilot testing and the MPhil

stage 135 questionnaires were gathered at one hotel in Sharm El-Sheikh

from British and Arab guests and analysed. The findings are reported in

chapter six.

As stated earlier, the findings will be of personal use for me in my hotel

business and of interest to all multinational hotels who could use the findings

in staff training and in communication with customers of different cultural and

other backgrounds.

Regarding the reason for choosing Arab and British tourists for comparison, it

ought to be stated here that this study is basically an investigation of the

impact of culture on expectations and perceptions of service quality. Hence at

least two different cultures had to be chosen. So, for reasons of convenience

British and Arab guests were selected as they are culturally different (see for
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example Hofstede, 1981, 1994) and both groups are present as guests in

Egypt - the country where the study was carried out. Secondly, according to

Hofstede while most Europeans are culturally closer to each other than to

Arabs, nevertheless differences among Europeans exist (see for example

scores of the French against Greeks in the diagrams below) in terms of

culture (and within each of those cultures their ethnic sub-cultures) and

therefore, in order for the findings to be more meaningful it was thought it

would be better to concentrate on one European culture only, i.e. British. To

make this more meaningful the British who were invited to participate in this

study were all white British nationals, and British ethnic minorities were

excluded. Similarly there are cultural differences between Arabs from

different countries; for example those from the United Arab Emirates being

generally more westernised than those from for example, Sudan. Therefore,

the Arab participants in this study were mainly from Egypt and those from

other Arab countries were labelled as ‘other Arabs’ for the purposes of the

analysis. This was all with the aim of arriving at more valid findings by

narrowing down the sample population in terms of nationality.

Scores for the French in terms of Hofstede’s cultural dimensions (www.geert-hofstede.com)
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Scores for Greeks in terms of Hofstede’s cultural dimensions (www.geert-hofstede.com)

1.7.1 Hypotheses

The following hypotheses were tested:

H1- Culture affects the expectations, as well as the perception, of service

quality dimensions:

a- Tangibles

b- Reliability

c- Assurance

d- Empathy

e- Responsiveness

f- Sustainable/environmentally friendly practices at the hotel

H2- Expectations, and perceptions, of service quality in a hotel are functions

of:

a- Age

b- Travel status (who the respondent is travelling with)

c- Marital status (single, married)

d- Business or leisure travel

e-Type of hotel/price paid (number of star ratings)



32

1.8 The Structure of this Study

Interviews and analysis

Questionnaire design
and pilot testing

Main survey & data
analysis

Literature review

Conclusions



33

Chapter Two

2.0 SERVICES MARKETING

2.1 Defining Services

A service is a very complex phenomenon and can have many meanings for

different people (Lu, 1999). Gronroos (1990: 27), one of the pioneers in the

field of service quality, defined service as:

An activity or series of activities of more or less intangible nature that

normally, but not necessarily, take place in interactions between the

customer and service employees and/or physical resources or goods

and/or systems of the service provider, which are provided as solutions

to customer problems.

According to Zeithaml et al. (2003: 4) services are deeds, processes and

performances. A similar definition was suggested by Quinn et al. (1987 cited

in Zeithaml et al., 2006p: 4) proposing that services are all economic activities

whose output is not a physical product or construction, is generally consumed

at the time it is produced, and provides added value in forms (such as

convenience, amusement, timeliness, comfort, or health) that are essentially

intangible concerns of its first purchasers.

Although there are various definitions of services marketing, they largely differ

in their scope of description, not their essence. Writers agree on the key

features of services being performances of an intangible nature (Kotler, 2000;

Zeithaml and Bitner, 2003) that offer various forms of benefits to their

consumers and are delivered through people and/or processes. While this

exchange can be facilitated or enhanced by physical products, the service

itself does not lead to ownership of tangible items.
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Industries dealing in services include, amongst others, hotels and leisure,

health care, legal services, telecommunications and financial services. Most

companies that are selling and marketing physical products commonly include

services as part of their offer also. Various types of support that are put in

place to create product augmentation or added value are referred to as

customer services. These are commonly put in place by product and service

manufacturers alike in order to ensure or enhance customer satisfaction and

to contend for competitive advantage.

2.2 The Product-Service Continuum

Although companies can generally be separated into service or product based

organisations, the above discussion has already indicated that most firms

offer some sort of service provision. Kotler (2000) explains that the role of the

service in the total offering can vary and provides five classifications of

offerings that can be drawn upon here.

Table 2.1– Categories of the Service Mix

No dependence on physical
products

Services are the main
offering, which are realised
through and/or accompanied
by physical products

The offering relies on
products and services alike

Product use requires
facilitation through service
offers (such as installation
advice or after-sales
maintenance); product
positioning and
differentiation requires added
value through service
provision (such as
showrooms and staff training)

No additional service offered

For example: psychotherapy,
massages

Pure Service

For example: airline travelMajor Service with
Accompanying Minor
Goods and Services

For example: restaurantsHybrid

For example: cars, computersTangible Good with
Accompanying Service

For example: salt, toothpaste
or soap

Pure Tangible Good

(Adapted from: Kotler, 2000:429)
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The above discussion could be presented in a different way as in below,

showing that most products will have both tangible and intangible (service)

elements to them.

Physical good-service continuum (tangible-intangible continuum)

Salt Soft drink car restaurant car service teaching Counselling

Tangible dominant Intangible dominant

2.3 The Rising importance of Services Marketing

The increasing attention which services marketing has been receiving since

the 1950s, when it first started to emerge (Gummesson, 1994), appears to be

rooted in several major trends.

One of these lies in the decline of manufacturing industries, particularly in

Western markets. This is predominantly due to improvements in

manufacturing technologies, which have led to declining labour demands due

to automated production processes. The consequent changes in industry

structures seem instigated and directed by rapid growth and sophistication of

electronics and information technology (Gummesson, 1994) all over the world.

This in turn has opened up new types of consumer demands and consequent

business offerings. Many of these now rest largely on intangible knowledge

and the demand for expert performances versus tangible goods. Specialist

consulting and creative development for managing and improving business

infrastructures and client services (such as IBM’s e-business solutions) is one

such example where service exchange has become imperative.

The service-based sector in advanced economies is becoming dominant in

terms of employment and financial output and contributes to up to 70% of

gross domestic product (GDP) (van Looy, Gemmel and van Dierdrock, 2003).

While the service sector is growing in developing countries also, it does so at

a slower pace and makes up only around 50% of GDP (van Looy et al., 2003).
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Reliance on agriculture and industrial production in these markets are reasons

here.

The growth of services is likely however to further increase on a global level.

With the opening of new, often developing, markets (such as China and

India), export of intangible goods, such as entertainment, leisure,

technological and business knowledge and processes offer great

opportunities. Despite its accelerating growth, service industries are facing

rising competition due to increasing presence of global brands on one hand

as well as local niche brands on the other. Both are offering core

competencies that present competitive challenges.

Moreover, the rising deregulation and privatisation of industries is claimed to

create increasing focus on service offerings as these changes have led to an

increasing cost focus and a change in competitive structure. McDonald, de

Chernatony and Harris (2001:335) note that the impact of privatisation on

service quality is well illustrated by the BT brand, which has been transformed

from a sluggish monolith to a world-class performer.

In addition to the rise and diversification of service-based companies, the

growth of the service economy is further due to the increasing significance of

customer services to companies. Grönroos (1994) argues that increasing

competition in product-based industries based on market saturation has

created what can be argued to be an ongoing, intense and increasingly

complex need for product differentiation in order to maintain a competitive

advantage. Creating added value through product augmentation by means of

additional service offers has become a necessity. After-sales and

maintenance services, 24-hour customer help lines as well as ready and

convenient delivery procedures are only a few aspects here.

Additionally, it is widely believed now that as physical products are easy to

copy it is the service, or more specifically service quality, that helps

companies compete successfully. Imrie et al. (2002) state that in an attempt to

establish a competitive advantage marketing practitioners often seek to
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differentiate their service offering upon service quality. McColl-Kennedy

(2003) agrees and asserts that a success for a company can be achieved by

reaching a high level of service quality, which could be essential in a

competitive market, because quality is the best weapon to fight competitors

(Kasper et al. 1999). Furthermore, customer satisfaction is widely linked to

customer loyalty within the literature. It is argued that service quality can lead

customer satisfaction and therefore to customer loyalty which can be a

competitive advantage in itself, as consumers are more likely to continue to

patronise a firm that has excellent service quality (McColl-Kennedy, 2003).

Based on these developments and idea, services marketing on a corporate,

as well as product level has become a core function of most industries today,

leading to the need of sophisticated services management and marketing

models.

2.4 Service Characteristics

Due to their characteristics services pose particular challenges in the way

they are managed and marketed. Key characteristics that distinguish services

are intangibility, inseparability, perishability, heterogeneity and lack of

ownership.

2.4.1 Intangibility

Although services often include tangible products, e.g. an airline seat or a

meal, the service performance itself is intangible, i.e. you can experience it

but cannot touch or preserve it.

Lovelock et al. (1996) state that a service is an act or performance offered by

one party to another. They continue that although this process may be tied to

a physical product, the performance itself is intangible and does not normally

result in ownership of any factors of production. So, while a hotel offers

physical facilities such as rooms, restaurants, swimming pools, the customer

is essentially paying for the use of these facilities and for the other services
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(intangibles) that the hotel staff provide such as friendliness, professionalism,

serving food and drinks etc.

With tangible products the benefits of buying the product come from the

physical characteristics (although brand image may provide benefits too). In

services the benefit comes from the nature of the performance. Compare

choosing a car to buy with choosing a car to rent; or advertising a car for sale

and advertising a car for rent. What are the differences?

Intangibility often creates pre-purchase anxiety about the quality of service.

Hence, physical evidence, company/brand reputation, testimonials, and long

term relationships can help reduce that anxiety.

2.4.2 Inseparability (also referred to as simultaneous production and

consumption)

Inseparability of services means that the production of services is inextricably

linked to their consumption. Restaurants or hairdressers are examples where

services are produced and consumed instantly and simultaneously. Other

industries further face inseparability in their service design where customers

are co-creators of the service production process (Grönroos, 2001). Lovelock

and Wright (1999) add that performing a service involves assembling and

delivering the output of a mix of physical facilities and mental or physical

labour. Often, customers are actively involved in helping to create the service

product - either by themselves (e.g. using an ATM machine) or by cooperating

with service personnel (e.g. hotels, universities). Thus services have much to

gain from educating their customers in using the service.

Business-to-business services, such as financial consulting or organisational

infrastructure developments are often based on client specifications and their

evolving and changing needs based on the organisational (market)

environment and internal structures. Changes in supplier networks from local

manufacturers to international sourcing for cost reasons is one such example.

This internationalisation of production is leading to the need for more
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sophisticated and complex ordering and delivery systems that require

compatibility of processes across market borders.

2.4.3 Heterogeneity

Lovelock and Wright (1999) point out that manufactured products can be

produced under controlled conditions to optimise productivity and quality. In

services, the involvement of people (personnel, the customer and other

customers) makes it difficult to standardise the service. The final ‘assembly’

or production is carried out in real time conditions, which may vary from

customer to customer, from morning to afternoon. This makes it difficult to

improve productivity, control quality and offer a consistent product. At the

same time consistency is important in building a brand image and reputation.

Intangibility and inseparability are indicators of the fluid nature of service

delivery and the related difficulty of service standardisation. Heterogeneity is

thus an interrelated factor in that not only services themselves, yet also their

delivery and experience are commonly subject to situational circumstances.

The hotel and leisure industry is an example where service experiences tend

to be fickle. Factors such as employees’ moods and their ability to manage

their emotions often depend on personal and organisational situational factors

that can be highly volatile. Understaffing or overbooking situations are often

beyond line staffs’ control and can create tensions that are hard to contain.

Customer interaction is often not only tainted by such factors, but further

depends on the client’s personality, mood as well as expectations.

2.4.4 Perishability

Perishability is also a product of the intangible and inseparable nature of

services. It denotes that services cannot be kept in store and pulled out for

use at a later occasion. Airline and train companies, for instance, typically

have a set amount of seats available for any one trip. If they do not manage to

sell out, there is no chance to make up for the remaining empty seats for that

particular journey.
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2.4.5 Lack of ownership

According to Lovelock and Wright (1999) customers derive value/benefit from

services without obtaining permanent ownership of any tangible elements. In

services one may have the opportunity to rent or use physical objects, e.g. a

car or a hotel room, or one may be able to hire the skills of someone:

however, there is no physical product involved that one can take home and

call one’s own. The interest is in the final output of the service purchase and

the way the customer is treated in the process that will impact on the

customer’s level of satisfaction. Additionally, van Looy et al. (2003) point out

that intangibility denotes that there is no transfer of ownership as compared to

the consumption of physical goods

2.5 The Implications of Service Characteristics for the Mar keting

Management of Services

The nature of services poses particular challenges for marketers, which is

largely due to the fact that they are difficult to evaluate by the consumer. They

therefore pose various forms of risk. Lovelock and Wirtz (2004: 42) explain

that products are high in either experience attributes or credence attributes.

Physical products can be evaluated more readily in terms of how far they fulfil

a need or want based on tangible clues such as colour or specification. These

factors are referred to as search qualities, based on which purchases

materialise (van Looy et al., 2006:12). Services on the other hand, can only

be assessed during their experience or even only some time afterwards.

Seeing a play or taking a degree are examples of services where satisfaction

levels are often unpredictable. The experience is affirmed as positive or

negative either during or some time after the service provision.

It is due to these inherent characteristics of services that their marketing

management faces an extended form of the traditional 4Ps of product

management. In addition to managing the place of service distribution, its

price and promotional activities, services depend on three further elements in

order to be able to position and differentiate themselves vis-à-vis their

competitors. These are people, processes and physical evidence.
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2.6 The Additional Ps of the Services Marketing Mix

In traditional marketing reference is made to the 4Ps of marketing in

managing the marketing activities: Product, price, place and promotion (see

for example Kotler, 2000). In services there are normally three additional Ps

that are discussed: People, processes and physical evidence. It is through the

management of people, processes and physical evidence that organisations

attempt to manage risk reduction in consumers by creating opportunities for

evaluation and quality assurance. The management of the additional 3Ps is

further essential in building the service brand, which in turn has an impact on

consumer trust and loyalty in the service provider.

2.6.1 People

The performance of services is typically materialised through people who

deliver the desired deed. Managing services is thus to a large extent faced

with managing people and their core competencies and capabilities in line

with the nature and consumer demands of the service on offer. Staff selection,

training and motivation are therefore key features of the people element in

services management (Kotler, 2000).

Managing people can take a form of behavioural standardisation, which

creates a steadier base for customers to evaluate the service offering against

their needs and wants. Staff training can help the consumer identify her role in

the service encounter by creating a clear script of service procedures.

Bateson (2002) explains that consumers learn scripts through such

standardised sequences of actions. Consumer satisfaction levels have a

direct link to the clarity and continuity of scripts. Fast food chains such as

McDonalds and Pizza Hut, for example, have standardised training

procedures that create homogenised procedures for guiding the customer

through the service delivery. Greetings, order taking, selling add-ons, etc. are

the same in any of the restaurants at any time. This leads to the reduction of

purchasing risk on part of the consumer. Expectations are easier to manage

through this type of set procedure. This in turn aids quality assurance and

building consumers’ trust in a brand.
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2.6.2 Processes

The success of service delivery is often dependent on the most effective

choice of processes that facilitate the relationship between the consumer and

the service provider. Processes are providing crucial clues for consumers as

to whether the service offer is promising for need fulfilment. This is so as

processes provide structure to the service production and delivery, which is

not only transparent to the consumer. It further often allows them to manage

that process to their convenience. Online reservation systems, 24-hour help

lines and automated reordering or restocking processes are some examples

of optimising service delivery for (business) consumers and offering a degree

of control in managing the service experience to suit individual needs.

Airlines companies, such as Singapore Airlines for instance, now offer the

customer the opportunity to choose their seat and meal options during their

ticket purchase. Singapore Airlines typically offers a variety of different

choices, which cater for preferences determined by religion or diet

requirements also. The increasing automation of check-in procedures in the

hotel, airline and cinema sectors further provide a degree of control and

convenience for the consumer that is geared towards service transparency

and satisfaction. These processes are therefore implemented as marketing

strategies to empower consumers and provide them with opportunity to

influence their service delivery as well as managing service anticipations.

Part of managing processes is also to educate consumers on their role and

involvement in the service delivery. McDonald et al. explain that

Effective consumer participation may require consumers going through

a process similar to a new employee – a process of recruitment,

education and reward. In telephone banking, consumers are first

recruited, and then they receive formal training and information about

the service. Only then will they be rewarded with easier access to

financial services (2001: 347).
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Ensuring that consumer roles and involvement are managed properly is

crucial in order to fully communicate the benefits of the service. Effective

communication then leads to increased trust due to transparency and

heightened consumer control.

2.6.3 Physical evidence

Due to the intangible nature of services, tangible aspects in service delivery

are crucial to organisations. This is so as consumers often base their

assessment of a service experience based on such tangible evidence.

Physical clues can be found in what has been classified as servicescape and

other tangibles (Zeithaml and Bitner, 2003: 282). Servicescape refers to

exterior and interior facilities and their design such as parking, landscape,

equipment and signage. Other tangibles include elements such as the display

of credentials (for example in health care or legal professions), staff uniforms,

corporate brochures, stationary and the visual design of online presence

(Grönroos, 2001; Zeithaml and Bitner, 2003).

Quality of stationary material, exclusivity of location and amenities are only a

few aspects that can assist the consumer in assessing the benefits of their

financial and emotional investment in a service. InterContinental Hotels, for

instance, typically offer a variety of amenities including business suites and

beauty and spa treatments. Their properties are typically found in central

locations of major cities, close to main business areas and popular attractions.

These tangible features aim at providing the customer with associations of the

service environment, which in turn assist in managing service expectations.

Physical evidence therefore plays a crucial role in the branding and

positioning of services alongside people and processes. This is so as these

elements provide consumers with indications of the company’s value

proposition (Kotler, 1997). Price and promotional activities are intricate

aspects of managing the value proposition and communicating it to the

desired target audience.
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2.6.4 Lovelock and Wright’s (1999) 8Ps of services marketing

Lovelock and Wright (1999) in their writings discuss a slightly different version

of the services marketing mix to the one discussed above:

1- Product elements- Selecting the bundle of goods and services that

meet customers’ required benefits (remember people buy benefits not

products).

2- Place and time- The channels of delivery and managing how, where

and when the service is delivered. Customer convenience is very

important.

3- Process- The sequence and the methods used to deliver the service

must be designed to make the process efficient, convenient, and prompt.

4- Productivity and quality- These two are closely related.

Productivity refers to how efficiently service inputs are transformed into

outputs or value for customers. A balance must be struck between wasting

firm’s resources and offering quality. Quality refers to the degree to which

a service satisfies customers by meeting their needs and expectations.

5-People- Many services depend on direct contact between customers

and a firm’s employees. The nature of these interactions strongly

influences the customers’ perceptions of quality. Significant time must be

devoted to recruitment, training and motivation of staff.

6-Promotion and education- Service firms must make effort to provide

information and advice to customers, persuade target customers of the

merits of the company’s services, and educate customers how to use the

firm’s services. Communication is delivered through salespeople, trainers,

direct mail, the Internet and the mass media, etc.
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7-Physical evidence- Physical evidence impacts customers’ impressions

of a firm. It also helps reduce anxiety/increase anxiety because service

quality cannot be judged until it has been produced (intangibility and

simultaneous production and consumption). Physical evidence must be

thought out carefully to give the best impression of a firm; examples are:

Buildings, landscaping, vehicles, interiors, furnishings, staff

uniforms/dress, signs, printed material, displaying of qualifications, etc.

8-Price and cost of service- Remember the cost/price paid by customers

is not only in the form of money, but also in mental and physical effort,

waiting, queuing, form filling, etc. Good service firms will give a lot of

thought to all of these.

2.7 Service Encounters

A service encounter can be defined as “a discrete event occurring over a

definable period of time” (Rust et al., 1994). Service encounters are referred

to as “Moments of truth” as the customers experience and evaluate the

services there and then. We can differentiate between two types of service

encounters: High-contact services and Low contact services. High-contact

service encounters refer to the service processes which are people based

whereas low-contact services are expressed through other media such as the

internet or the telephone. Each service encounter is of importance to a firm as

it always gives the opportunity to give satisfaction and deliver quality.

Although a single service encounter may not necessary decide a customer’s

overall satisfaction or quality perceptions ratings of a firm (Rust et al., 1994),

the initial contact between customer and the business can still have a

significant influence on the later perceptions of quality and customer loyalty as

indicated by Zeithaml et al. (1993).

2.8 Service Quality

It should be evident from the above discussion that the characteristics of

services require particular approaches to their management in order to create

service quality and customer satisfaction.
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With physical goods, evaluations of quality are arguably easier due to tangible

clues such as specifications and functionality, but defining service quality is

inherently more difficult. In fact, there is no unanimously agreed definition of

service quality.

Grönroos (1984) defined service quality as the outcome of an evaluation

process where the consumer compares his expectations with the service he

perceives he has received.

Parasuraman et al. (1988) have defined service quality as the discrepancy

between consumers’ perceptions of services offered by a particular firm and

their expectations about firms offering such services.

Others stress the importance of time. Service quality is an attitude formed by

a long-term overall evaluation of a service (Hoffman et al., 2001).

Johnston (1995) suggests that it is necessary to identify the determinants of

service quality in order to be able to specify, measure, control and improve

customer perceived service quality.

Many writers (see e.g. Grönroos, 1983; Parasuraman et al., 1985) seem to

agree that quality judgements rest entirely with the consumers’ perception of

their service experience. Grönroos (2001:65) explains here that consumers

typically judge a service offering based on two core dimensions, which are the

technical qualities of the outcome and the functional qualities of the process.

Both aspects coupled with the perceived image of the firm create what he

terms total quality perception. For instance, health club members may

experience satisfaction with the gym equipment available at a club. They may

however not be pleased with gym staffs’ approachability or other elements

related to the fitness experience, such as class booking procedures.

There appears to be agreement on the subjective assessment of service

quality. Some writers further stress the importance of consumer expectations

when assessing service quality. Palmer (1994) emphasises that a service that



47

fails to meet the expectations of one customer may be considered to be poor

quality, while another customer receiving an identical service but who did not

hold such high expectations may consider the service to be of a high quality.

This view does stress how important it is for companies to pay attention to

functional and technical qualities in line with their target market. Managing

consumer expectations is considered an equally essential part in assuring that

performance perceptions match expectations. The GAP model of service

quality below will discuss the idea of expectation management in further

detail.

2.9 Determinants of Service Quality

There has been considerable debate about the basic dimensions or

determinants of service quality (Levesque and McDougall, 1996), but there is

no unanimous agreement.

According to Swan and Combs (1976) there are two important dimensions of

service quality: “instrumental, which describes the physical aspects of the

service (i.e. durability and performance) and expressive which relates to the

intangible or psychological aspects”.

Combining the above two aspects, Parasuraman et al. (1985) came up with

ten dimensions through focus group studies: tangibles, reliability,

responsiveness, communication, credibility, security, competence, courtesy,

understanding the customer, and access. Later, these ten dimensions were

further combined and reduced to five: tangibles, reliability, responsibility,

assurance, and empathy, which constitute the basis of a measurement tool for

service quality, SERVQUAL (Parasuraman et al., 1988).

Grönroos (2000) states that basically the quality of a service as it is perceived

by customers has two dimensions: a technical or outcome dimension; and a

functional or process related dimension.



48

The hotel guest will be provided with a room and a bed to sleep in, the

consumer of a restaurant’s services will get a meal, the airline

passenger will be transported from one place to another…All of these

outcomes of service processes are obviously part of the quality

experience (Grönroos, 2000: 63).

However, the above refers to what customers receive and is part of the

perception of quality but customers. It is the technical quality. At the same

time there are interactions between the customer and the service provider,

the moments of truth, when the customer will be also be influenced by how

the technical quality - the outcome, was delivered to him (Grönroos, 2000).

2.10 The Importance of Service Quality

Caruna (2002) notes that service quality is imperative to firms in profit terms.

This is because consumers’ positive assessment of a service experience

typically increases the chances for repeat purchase as well as word of mouth

promotion. Recommendations are vital in service industries, which is a result

of the lack of tangible clues. Assurance from trusted sources (such as family

and friends) serves as a reference point for assessing the relevance of a

service offer for need fulfilment. Service quality is thus argued to help build

brand loyalty and the (cost-effective) acquisition of new users, both leading to

the achievement of competitive advantage.

Zeithaml, Berry and Parasuraman (1996) also note that service quality

enhances brand share growth, the ability to charge premium prices as well as

facilitating the sale of additional services or service add-ons to existing

customers (cross-selling). They caution however that the exact link between

quality and profitability is not easily measurable. Instead of equating positive

service assessment with profitability, they argue for a differentiated

assessment of consumers’ behavioural intentions.

Their model takes into account that particularly unfavourable service quality

assessments can be mediated by the way problems are experienced and
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resolved, thus not necessarily leading to loss of revenue. Equally positive

experiences may not always lead to more or steadier business.

Additionally, as mentioned in the previous chapter, with physical goods

becoming easier to copy or to produce, it is the service element of the offering

that is being used increasingly by companies for differentiation in a crowded

market. The deregulation of several major service industries has resulted in

efforts at product differentiation in order to compete. In service companies

such differentiation has centred not only on improving product quality but also

the quality of service. This is due to the fact that because the tangible

elements of the product are so similar and difficult to differentiate, the

competitive advantage is sought through intangibles, such as service (Vellas

and Becherel, 1999).

2.11 The Relationship between Service Quality and Customer

Satisfaction

The concept of service quality appears often used interchangeably with the

idea of customer satisfaction (Caruana, 2002). Writers in the field however

claim that satisfaction is the outcome of the (in)congruence between expected

and experienced service quality (see e.g. Grönroos, 1984, 2001;

Parasuraman et al., 1985, 1988, 1994). Caruana (2002) thus argues that

satisfaction is related to expectancy theory and the degree to which

confirmation/disconfirmation takes place.

It is argued that the level of customer satisfaction depends on expectancy-

experience gaps during the service encounter. Parasuraman et al. (1988,

1999) developed the so called GAP model for measuring service quality. This

model proposes that perceived service quality can be measured in terms of

the difference between the expectation of service quality from an “excellent”

service provider and the perception by customer of service quality provided.

The GAP model shown below indicates this core issue of expected and

perceived service (Gap 5). The nature of this gap is explained through a

variety of contextual factors. In other words, Gaps 1-4 contribute to Gap 5.



50

These are significant for businesses in terms of managing their service

offering effectively. Knowing the target audiences’ needs and wants assists in

tailoring the service more specifically, thus being able to lower incongruence

of expectancy-experience (Gap 1). Equally, the design and communication of

corporate values affects consumers’ image perceptions of the firm and its

offering (Gap 4). This in turn feeds into their expectations. If the company fails

to live up to their espoused values, dissatisfaction is likely to occur.

Some authors have denied the ability to assess customer satisfaction - as an

outcome of service quality – by means of this model (see e.g. Cronin and

Taylor, 1992). Others however stress its importance (see e.g. Parasuraman,

Zeithaml and Berry, 1994). They further describe ways to close expectancy

gaps by using SERVQUAL model dimensions as a benchmark for research

and managerial starting points.

Figure 1- GAP Model of Service Quality

Customer

Gap 5

Company Gap 4
Gap 4

Gap 3

Gap 1

Gap 2

Source: Zeithaml and Bitner (1996: 48)

Expected service

Perceived service

Service delivery

Consumer-driven service
designs and standards

Company perceptions of
consumer expectations

External
communications to

customers
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Service Quality Gaps

Gap 1: between consumer expectations and management perception

Gap 2: between management perception and service quality specification

Gap 3: between service quality specifications and service delivery

Gap 4: between service delivery and external communications

Gap 5: between perceived service and expected service

The GAP model highlights potential pitfalls and critical incidents in managing

customer satisfaction, thus being more focussed on the technical outcome

level of the service quality assessment.

In order for service providers to be successful, they need to be equally aware

of how to establish, manage and measure service quality, particularly on the

functional process level. The perception-expectations gap conceptualisation

therefore serves as the basis of the most well-known formalised service

quality model (Cronin and Taylor, 1994:125), SERVQUAL, which highlights

the five dimensions that are considered useful benchmarks for developing

service quality standards. This study is in effect about identifying areas where

gaps can occur between customer expectations and perceived service quality

due to culture and demographic factors.

2.12 Dimensions of Service Quality – The SERVQUAL and SERVPE RV

Models

2.12.1 SERVQUAL

Table 2.2 outlines the five dimensions of the SERVQUAL model. The

dimensions illustrate general factors that consumers set expectations and

service perceptions against. The SERVQUAL scale is based on a difference

score between customer expectations of service and their perceptions after

receiving the service (Burch et al., 1995: 3). The level of disconfirmation thus

determines the level of quality experienced.

The model table uses the airline industry as an example for illustration of the

various dimensions of SERVQUAL
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Table 2.2- SERVQUAL Dimensions

Dimension Description Applicability to Airlines

Reliability
Ability to perform the promised
service dependably and
accurately

Flights depart and arrive on
schedule

Responsivene
ss

Willingness to help customers
and provide prompt service

Prompt and speedy system
for reservations, ticketing,
baggage handling, etc.

Assurance
Employee’s knowledge and
courtesy and their ability to
inspire trust and confidence

Favourable reputation,
excellent safety record,
competent staff, etc.

Empathy
Caring, individualised attention
given to customers

Understanding of and
responsiveness to special
needs, e.g. meal and seating
requests, disabled customer
requirements, etc.

Tangibles

Appearance of physical
facilities, equipment,
personnel, and written
materials

Aircraft condition; ticketing
counters; waiting area, staff
appearance and uniforms, etc.

Sources: Zeithaml and Bitner (1996:118); Sultan and Simpson (2000)

2.12.2 SERVPERF

Some writers (e.g. Teas, 1993: 19-20) however have criticised the

SERVQUAL model for being based on normative expectations and the

existence of ideal standards. Cronin and Taylor (1992) claim that the

SERVQUAL model is too static and merely shows whether expectations have

been met, not how far this indicates quality. Consumers may have had very

low expectations to start with, which may have been responded to on an

equally low level (Oliver, 1981).

Whereas this would confirm quality with the SERVQUAL model, critiques

argue that it does not offer a differentiated insight into quality, particularly as

an indicator of customer satisfaction and/or future purchase intentions.

Cronin and Taylor (1992) further argue that SERVQUAL does not account for

incremental expectation/perception adjustments on behalf of the consumer.
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Cronin and Taylor’s (1992) model SERVPERF is geared towards measuring

customer satisfaction based on their rating of service performance with

various degrees of importance allocated to various aspects of the service. The

scale therefore consists of two dimensions, one measuring performance and

one importance attributes. These dimensions are considered to provide a

more sensitive picture of the differences in attitudes that exist at any given

point in time. This is so because these two authors argue that customers may

allocate different degrees of importance to different service aspects and align

their performance expectations and assessment of whether their needs have

been met accordingly. Cronin and Taylor (1992) suggest that the model can

therefore serve as a basis for reviewing the service offer and execution in line

with the needs of the target audience and pinpoint more specific aspects of

need fulfilment or lack thereof.

2.13 Why was SERVQUAL chosen as the measurement instrument for this

study?

The debate as to whether SEVQUAL or SRVPERF is a better measure of

service quality continues, as seen for example in the reply by Parasuraman et

al. (1994) to the criticisms by Cronin and Taylor (1992). A condensed

summary of these arguments is presented below.

Although there is agreement about the general nature of service quality, there

has been much debate about the specific means by which it should be

measured. SERVQUAL is probably the most widely used instrument for

measuring service quality (Robinson, 1999). Quality scores are computed by

subtracting expectation ratings from the corresponding performance ratings.

This instrument has been used in its original and in adapted forms in a variety

of industries and with varying results. Although there is much empirical

evidence to support the validity and reliability of SERVQUAL (e.g.

Parasuraman et al. 1988), many researchers have suggested that alternative

designs perform better.

Perhaps the most prominent competitor of SERVQUAL was designed by
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Cronin and Taylor (1994), who criticised Parasurman, Zeithaml and Berry’s

approach on both conceptual and practical grounds. Conceptually, Cronin

and Taylor draw on the satisfaction literature to argue that the role of

disconfirmation in determining service quality is less direct than the

SERVQUAL model assumes. Rather than governing attitudes to service

quality at the global level, disconfirmation determines a customer’s

satisfaction with a specific transaction. In their model of attitude formation,

experience of repeated transactions leads to the formation of an overall

attitude towards service quality, but the extent of disconfirmation relating to a

single transaction is not equivalent to the overall attitude level. Cronin and

Taylor (1994) therefore assert that, at best, SERVQUAL is a measure of one

of the determinants of attitudes towards service quality, rather than a measure

of the attitude level itself. They propose the SERVPERF instrument, which

measures customers’ perceptions of performance only.

The balance of empirical evidence provided by the literature suggests that

SERVPERF does provide a more reliable and stable measure of service

quality (e.g. Carman 1990; Cronin and Taylor 1992, 1994; Teas 1993,), and

that performance-only scores are a better predictor or overall quality scores

and other related attitudes such as satisfaction and purchase intention. In

defence of SERVQUAL however, a number of researchers note that, by

measuring an important determinant of overall attitudes towards quality,

difference scores provide service managers with richer diagnostic information

(e.g. Carman 1990; Parasuraman, Zeithaml and Berry 1994). It is for this

reason, i.e. diagnosis in terms of culture, that the SERVQUAL instrument was

used, in this study, as opposed to SERVPERF.
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Chapter Three

3.0 CULTURE AND SERVICE QUALITY

3.1 Defining Culture

Defining the concept of culture is a complex task. Usunier and Lee (2005)

explain that the conception of culture is far from concrete and has no clear

parameters. Many definitions have therefore been produced in an attempt to

capture the essence of culture. Kroeber and Kluckhohn (1952) claimed that

there had been more than 150 different definitions of culture at the time their

article on this matter was published over 57 years ago.

Reviewing several definitions of culture, it seems that all of them imply shared

processes amongst a social group that serve its members’ sense of self,

belonging or survival; these processes can be cognitive, affective or

behavioural in nature. Based on a substantial analysis of anthropological

literature, Smircich (1983: 342) offers a sophisticated compartmentalisation of

the functions of culture. She writes that culture may be differentiated into five

different levels. Culture can be viewed here 1) “as an instrument serving

human biological and physiological needs”, 2) “as an adaptive-regulatory

mechanism, uniting individuals into social structures”, 3) “as a system of

shared cognition with the human mind generating culture by a means of a

finite number of rules”, 4) “as a system of shared symbols and meanings,

needing interpretation in order to be understood” and 5) “as a projection of

mind’s universal unconscious infrastructure”.

Taking a holistic view, Hofstede (2001: 9) defines culture as “the collective

programming of the mind that distinguishes the members of one group or

category of people from another”. This definition appears fairly generic in

nature and seems to focus largely on cognitive elements. Kluckhohn (1951)

takes a more comprehensive view, acknowledging cognition, behaviour as

well as affect in his definition of culture. He (1951: 86) explains that culture
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“consists in patterned ways of thinking, feeling and reacting, acquired and

transmitted mainly by symbols, constituting the distinctive achievements of

human groups, including their embodiment in artefacts”. Implied in

Kluckhohn’s definition is that culture manifests itself in different ways; it seems

that two main distinctions can be drawn in this context in that culture is implicit

as well as explicit. Geertz (1973) offers an insight here as he explains that

culture is a model of as well as a model for experience (Swindler, 1986).

Geertz writes that culture denotes shared rules and is also the vehicle for their

public expression. What Geertz seems to refer to is the observation that the

social expression of culture, which manifests in signs, symbols and behaviour,

is grounded in cultural values and their meanings, which are intangible in

nature. It has been argued that such intangible values are the essence of

culture and are responsible for shaping its tangible, outward practices

(Hofstede, 2001). These levels of culture will be further explained below.

Writers on culture have stressed the importance of learning and inheritance of

cultural rules. Goodenough (1970) describes culture as a learned body of

tradition that governs what one needs to know, think and feel in order to meet

the standards of membership. White (1959: 228) also notes that culture is

“acquired by learning, and transmitted from one individual, group or

generation to another by mechanisms of social inheritance”.

3.2 Manifestations of Culture

Writers have identified many different manifestations of culture. Under such

cultural indicators, Swindler (1986:273) lists “symbolic vehicles of meaning,

including beliefs, ritual practices, art forms, and ceremonies, as well as

informal cultural practices such as language, gossip, stories, and rituals of

daily life”. The key building blocks she addresses here – values, symbols and

rituals are common manifestations of culture as expressed by other writers

(see e.g. Hofstede, 1997; Luna and Gupta, 2001).

In addition to these aspects, they further list heroes as an aspect that shows

cultural manifestation.
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Values are the invisible drivers that shape symbols, rituals and heroes and

therefore present that element of culture that is expressed through all the

other levels. According to Rokeach (1968:161), values are central and

enduring beliefs that manifest in stable modes of attitude and behaviour.

Munson and McIntyre (1979) explain that values can hereby be either

instrumental or terminal. They explain that “instrumental values relate to

modes of conduct and represent single beliefs which are personally and

socially preferable in all situations with respect to all objects” (Munson and

McIntyre, 1979:49). In contrast, terminal values designate “desired end-states

of existence” (Munson and McIntyre, 1979:49). Instrumental values, such as

being imaginative, polite or obedient and terminal values, such as happiness

or family security come together within an individual value system; this value

system is then used for decision-making and conflict resolution (Kamakura

and Novak, 1992: 119). Societal culture, regional sub-culture and family

culture all infiltrate individual value systems; by affecting the individual’s

cognition, affect and behaviour, they shape consumer behaviour (Luna and

Gupta, 2001).

Lowe and Corkindale (1998: 843) argue that values are at the heart of

differences in consumer behaviour as they shape consumer’s motivations,

life-styles and product choices. Value systems have therefore been of use in

marketing strategy for the purpose of segmenting consumer markets

(Kamakura and Novak, 1992). As value systems determine personal and

socially acceptable norms and behaviour, their influence extends to other

aspects of marketing strategy, such as branding and communication.

Identifying culturally specific value systems is therefore an important aspect of

international marketing.

Schiffman and Kanuk (1997: 406) distinguish between the two concepts of

values and beliefs by proposing that beliefs consist of a large number of

mental or verbal statements that reflect a particular person’s knowledge and

assessment of something. Values, they state, are also beliefs, but differ from

other beliefs in that they meet the following criteria:



58

1-They are relatively few in number

2-They serve as a guide for culturally appropriate behaviour 

 3-They are enduring or difficult to change

4-they are not tied to specific situations

5-they are widely accepted by members of a society

Rituals are types of behaviour that have symbolic significance and are

signified by specific sequences of action and repetition over time (Rook,

1985).

McCracken (1988:84) defines ritual as, “a kind of social action devoted to the

manipulation of the cultural meaning for the purpose of collective and

individual communication and categorization. Ritual is an opportunity to affirm,

evoke, assign, or revise the conventional symbols and meanings of the

cultural order”. Rituals are of significance to marketing as they commonly

involve the extensive exchange of goods and services (Rook, 1985).

Marketers hereby need to consider that ritualistic behaviour represent

processes through which consumers derive meaning from goods (McCracken,

1988), and this meaning needs to be understood in the marketing process.

Luna and Gupta (2001) explain that marketing is able to trigger and shape

ritualistic behaviour by teaching and promoting specific purchasing and

consumption scripts.

Heroes are role models that represent a person’s or social group’s desired

values and aspirations, thus embodying “idealized reference groups”

(Porpora, 1996: 211), reflecting desired identity traits of the worshiper.

Cultures and individuals may have many heroes, some of which may be real

and alive, others may be dead or imaginary (Hofstede, 1997). Because

heroes reflect and personify idealised self-referential traits, they are of

significance in consumer behaviour. Associating products and brands with

heroes is hereby a way to appeal to consumers and influence their purchasing

attitudes and behaviour (Luna and Gupta, 2001). Particularly in contemporary
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Western culture, heroes commonly take the form of celebrities (Porpora,

1996); in other cultures, heroes may be less secular in nature. International

marketing strategy needs to consider differences in hero types in different

culture in order to understand and manage consumer behaviour.

Finally, symbols are “objects, acts, relationships or linguistic formations that

stand ambiguously for a multiplicity of meanings, evoke emotions, and impel

men to action” (Cohen, 1974: 23). Symbols may not equally exist in different

cultures; some may exist across different cultures, yet have different

meanings assigned to them (Luna and Gupta, 2001). Hofstede (2001)

explains that symbols are usually quite complex and their meaning can only

be understood by those who share the cultural values, in which the symbolic

meaning is grounded. He notes further that symbols are not usually fixed, but

are produced and discarded on a regular basis; they may also be adopted

across cultures. Symbols are therewith considered the most fickle of cultural

manifestations.

While values, rituals, heroes and symbols are abstracted cultural

manifestations and their classifications; their expression is visible and typically

analysed within different aspects of culture, such as religion, education,

aesthetics, social organisation and material culture (Chee and Harris,

1998:143).

3.3 The Role of Culture in Consumer Behaviour

Consumer behavior describes the acts of individuals directly involved in

obtaining and using economic goods and services, including the decision

processes that precede and determine these acts (Lancaster, 2002). Its

understanding is intrinsic to the successful management of the marketing mix

and the building of long-term profitable customer relationships (McDonald and

Christopher, 2003: 3).

Different cultural context create different needs and demands for product

“function, form and meaning” (Engel et al. 1995:15). These needs are
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intricately linked to cultural manifestations as described above. Requirements

in terms of functionality of products for instance, vary across countries, which

in turn affects quality perceptions.

German consumers place great value on the quality and durability of white

goods for example; they are typically hesitant to purchase the most cost-

effective product and are happy to spend more money in return for better

quality. American and UK cultures place less emphasis on durability and are

more inclined to purchase cheaper goods that are low on functionality. The

form of product delivery and consumption also differs across cultures.

American meal sizes tend to be larger than European equivalents. Bigger is

better may be the underlying American belief system that may triggers this

pattern. Meaning assigned to different products and their consumption context

affect international consumer behaviour also. Turkey at Christmas is popular

in the US and UK whereas fish is the traditional Polish dish during this

holiday.

In order to understand consumer behaviour and be able to manage it for

marketing purposes, various models have been developed. One of the most

well known of such models is the Fishbein behavioural intentions model. The

Fishbein model hypothesises that individual behaviour is influenced by

personal attitudes as well as social norms and expectations of the behaviour.

Lee and Green (1991: 290) explain that “attitude towards the act, is a function

of the perceived consequences people associate with the behavior, and the

evaluation of those consequences. […] the subjective norm, is represented as

a function of beliefs about the expectations of important referent others, and

his/her motivations to comply with these referents”.

Personal attitude and social norms are influenced by cultural values and

changes therein. Engel et al. (1995) write for example, that typical American

values centre on principles such as material well-being, time is money and

entrepreneurship. Consumer needs are driven by these values and their

buying intentions and behaviour is affected by this.
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It seems logical that the US is the country with the highest household debt.

Consumer’s inclination to buy on credit offers them the chance to create an

image of material well-being and therewith comply with social values. The

consequences of living beyond your means are thereby rated less undesirable

as the risk of not living up to social expectations.

3.4 Etic and Emic Views on Culture

When analysing culture for international marketing purposes, two different

approaches can be employed – etic and emic. The etic view of culture derives

from social psychology and looks at how comparisons may be established

across cultures with the aim to create cultural classifications and typologies

for example. The etic view on culture is a between- culture view. It is usually

multicuturally derived and based on an outsider’s or observer’s point of view.

The etic view has been described as the culture-free view (Luna and Gupta,

2001) as values are looked at without proper contextualisation. Hofstede’s

study on cultural differences across 70 nations for instance, produced a

number of cultural trait dimensions, on which each culture could be scored

(Hofstede, 1980; Hofstede and Hofstede, 2005). Aspects such as masculinity

vs. femininity and power distance relationships were established as a value

system in his research that offered a benchmark for cultural comparison

(Hofstede, 1980; Hofstede and Hofstede, 2005).

The emic view looks at a culture from the participant’s norm point of view.

Research here is usually monocultural and context bound, offering a within-

culture view. The emic view has been described as culture-rich (Luna and

Gupta, 2001).

3.5 The Role of Culture in International Services Marketing

As with the consumption of goods, culture plays a role in the consumption of

services also. Cultural values determine service goals, expectations and

quality perceptions (Mattila, 1999). Consumers’ satisfaction with services is

generally based on their evaluation of the servicescape, which are the people,
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processes and physical environment in and through which services are

delivered (Bitner, 1993) Since the service experience is strongly based on

interpersonal interaction, differences in social norms surface more readily

(Bradley, 1995).

Mattila (1999) explains here that differences in cultural context determine

expectations for social relationships. Kim, Pan and Park (1998:509) write that

context determines “how people in a culture relate to one another, especially

in social bonds, responsibility, commitment, social harmony, and

communication”. The most well-known conceptualisation of cultural context

has been established by Hall (1976). He divides contextual orientation into

two main categories, which are high and low context cultures.

High context cultures highly prize interpersonal relationships and individual’s

feelings are managed for the sake of group harmony. Building interpersonal

trust is imperative in business relationships and the goal is to reach

consensus. High context cultures have a propensity to be vague in their

communication; they tend to gather cues about people and their environment

from non-verbal aspects, such as gestures or tone of voice and typically

assess situations based on their intuition rather than hard facts. High context

cultures are commonly collectivist societies, such as Confucian cultures or

Arab countries. In terms of service evaluation, high context cultures tend to

look for quality of interaction between the service provider and the service

recipient (Mattila, 1999).

Low context cultures on the other hand appreciate individualisation and

people tend to be less involved with one another (Hall, 1976). Communication

in low context cultures is far more direct and explicit. Low context cultures,

such as Europe and the US, tend to value facts and are action-orientated. In

terms of service evaluation, it follows that low context cultures assess quality

based on efficiency and accuracy of delivery. Low context cultures also tend

to look more closely at physical evidence in the service experience as it offers

more concrete ways of assessing how service goals and expectations match

up (Mattila, 1999).
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Another dimension that affects service evaluation according to Mattila (1999)

are Hofstede’s (1980, 1997) power distance and collectivist-individualist

orientations. Mattila notes that differences in demands for personalised

service delivery may occur between high and low power distance cultures.

High power distance cultures highly value the acknowledgement of

differences in social status. Asian cultures seem to have a tendency for this

value system. Service evaluations are thus likely to be based on personalised

attention of employees and their depth and detail paid to service encounter.

Low power distance cultures on the other hand have less regard for status

differences and may therefore not expect as personalised a service delivery.

This may indicate for instance that low power distance cultures, such as many

Western societies, may feel less impacted by self-service features in a service

encounter than their Asian counterparts (Mattila, 1999). Individualist cultures

are signified by independence and lose social ties (Hofstede, 1980). With their

focus on self-actualisation, these societies are further claimed to look for

fulfilment of pleasure objectives in a service experience than their collectivist

counterparts (Mattila, 1999). The range, accessibility and affordability of

amenities available in hotels for instance, may thus be highly valued by

individualist American customers. Chinese clients may feel less bothered by

the facilities on offer and be more satisfied by a positive social atmosphere.

This is in line with their collectivist orientation, which stresses in-group

attachment and loyalty before fulfilment of personal desires (Hofstede, 1980).

Furrer, Shaw-Ching Liu and Sudharsan (2000) also looked at cultural

dimensions in relation to service evaluation. They specifically focus on the

dimensions of the SERVQUAL model and how related quality perceptions are

framed by Hofstede’s value system benchmarks.

As conceptualised by Zeithaml and Bitner (1996:118), SERVQUAL has five

dimensions, which are reliability or the ability to perform the promised service

dependably and accurately; responsiveness or the willingness to help

customers and provide prompt service; assurance or employee’s knowledge

and courtesy and their ability to inspire trust and confidence; empathy or

caring, individualised attention given to customers and tangibles or the
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appearance of physical facilities, equipment, personnel and written materials.

“The SERVQUAL scale is based on a difference score between customer

expectations of service and their perceptions after receiving the service”

(Burch, Rogers and Underwood, 1995: 3). The level of disconfirmation thus

determines the level of quality experienced. As the study by Mattila (1999)

indicated, Asian cultures tend to assess quality more based on the attributes

of assurance and empathy; Western cultures have a propensity to evaluate

service quality based on reliability, responsiveness and tangibles.

Furrer et al (2000) argue that her work has not been differentiated enough

and also critique Donthu and Yoo’s (1998) study on SERVQUAL based on

Hofstede’s five cultural dimensions. In both instanced they critique that the

authors did not consider sufficiently that service quality perceptions may

depend on consumption patterns in terms of frequency and risk perception;

also power and gender relationships play a role (Furrer et al. 2000). They also

note that measures should be developed which do not research specific

cultures or cultural groupings, but allow for a more generic application.

In their study, the five SERVQUAL dimensions were measured against

Hofstede’s (1997) five cultural dimensions. Apart from power distance and

collectivist-individualist value benchmarks, which have been explained above,

he further created masculinity-femininity, uncertainty avoidance and time

orientation scales. Masculinity refers to clear and distinct gender roles in

societies, whereas feminine cultures show equal modes of attitudes and

behaviour across genders.

Uncertainty avoidance refers to culture’s tolerance for and ingenuity of

handling unknown and ambiguous situations. Finally, time orientation

describes commitment attitudes with regards to long vs. short-term goal

setting.

Based on Furrer et al.’s (2000) argument that the contingency variables of

frequency, power and gender are important in assessing culture and service

quality perceptions, they further added a combined variable to their research.
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In cross-checking SERVQUAL and cultural dimensions, they considered

“frequent service situations, weak customers (low power base) and female

service employees” (Furrer et al.’s 2000: 368). The result of their study

revealed that customers could be segmented into five distinct groups, which

equated a cultural profile with a SERVQUAL profile. The clusters are

described below:

Table 3.1- Summary of Managerial Implications in Each of the Five

Clusters

SERVQUAL ProfileCultural ProfileSegment

Extremely high importance placed on
reliability and responsiveness; also

attach moderate importance to
empathy

Small power distance, medium
individualism, high femininity, high
uncertainty avoidance and long-term

orientation

5. Functional analyzers

Extremely high importance to
tangibles only

Large power distance, medium
individualism, high femininity, low

uncertainty avoidance and short-term
orientation

4. Sensory seekers

Importance to reliability and
responsiveness; low importance to

assurance

Small power distance, high
individualism, medium femininity,

low uncertainty avoidance and long-
term orientation

3. Self-Confidents

Equally moderate importance to
every dimension except tangibles

Small power distance, high
collectivism, neutral masculinity,
high uncertainty avoidance and

medium-term orientation

2. Balance seekers

Most importance to assuranceLarge power distance, high
collectivism, high masculinity,

neutral uncertainty avoidance and
short-term orientation

1. Followers

Adapted from: Furrer et al. (2000:368)

Furrer et al. (2000) list a number of managerial implications for the

management of each culturally-attuned consumer profile. Based on the

significance of respective SERVQUAL dimensions for each segment, the

recommendations are hereby linked to issues such as employee training needs

and facility design.
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In another study on cultural differences with regards to service quality

Malhotra et al. (1994) look at differences between developing and developed

nations. They hypothesised that specific environmental factors affect the

perception and requirement regarding the various SERVQUAL dimensions;

this affects the approach to the management of services in such regions. The

authors (1994:14) explain that higher the level of affluence, education and

technology for instance, the higher the importance of reliability claims. The

more complex the hierarchy of needs, the more tangibles should be

addressed to satisfy demands for emotional security and additional or non-

core service offers. As indicated on several occasions in the discussion

above, the value of time perceptions is crucial in managing responsiveness;

thus cultural principles such as ‘time is money’ in the US (Engel et al., 1995)

asks for speedy vs. substantive service delivery in differently developed

nations (Malhotra et al., 1994: 14).

A further insight regarding service quality perceptions and management in

international markets is put forward by Stauss and Mang (1999). They argue

that international costumers “apply three different expectation standards in

evaluating the domestic service: the desired service, the adequate service

and the predicted service” (Stauss and Mang, 1999, p: 332). What can occur

here is that foreign clients have intrinsically lower service expectations in a

foreign environment due to the awareness that they lack of familiarity with the

cultural norm; greater forgiveness for service providers’ ignorance of the

country of origin may also lead to lower demands on service quality. This then

can affect service satisfaction levels. Stauss and Mang argue that service

providers have to identify and manage their customer’s ‘zone of tolerance’.

Word of mouth, corporate and marketing communication can affect desired

and perceived performance standards hereby as can clients’ previous

experience with the service provider.

It seems sensible that branding strategies may address problems of

managing expectations amongst a multi-cultural clientele, which should be

based on cultural knowledge and sensitivity of the core customer base.
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3.6 Models of Cultural Comparison

A number of researchers have produced frameworks or models for cultural

comparison. Perhaps most well know are Hofstede (1980, 1994) and Hall and

Hall (1987) and their models, for cross-cultural analysis and comparison

(Doole and Lowe 1999). Hofstede collected the data from 80,000 IBM

employees in 66 countries. He established four dimensions of national culture:

power distance (PDI), individualism (IDV), masculinity (MAS), and uncertainty

avoidance (UAI). In spite of the criticism regarding the internal validity of the

dimensions and the method of constructing the scales (Tsikriktsis 2002, p:

105) Hofstede’s study is one of the substantial ones because of the sample

size. It is also one of the most widely used and shows “meaningful

relationships with important demographic, geographic, economic, and political

indicators of a society” (Kale and Barnes 1992 cited in Donthu and Yoo 1998:

179).

Furthermore, this research will be using dimensions which were identified by

Parasuraman et al. (1988). However their research was done in USA and did

not consider cultural differences. So this study will use cross cultural

comparison using SERVQUAL and this should show whether this is a good

instrument to use across cultures. Here, Hodstede’s cultural dimensions ought

to be discussed. Hall’s concept of high context and low context cultures was

outlined in the previous section. Hofstede initially produced four dimensions

along which cultures could be compared. Later he added a fifth dimension-

long term orientation - which was based on a smaller scale study.

Power distance. This is defined as ‘the extent to which the less powerful

members of institutions and organisations within a country expect and accept

that power is distributed unequally’. According to Donthu and Yoo (1998)

customers with high power distance will set a lower level of service quality

expectations than low power distance customers as a result of their tolerance

in accepting inequalities. Moreover, they will have lower expectations of

responsiveness from the service provider and lower expectations of reliability.

This is also supported by Furrer, Liu and Sudharsan (2000 cited in Tsikriktsis
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2002: 106) who suggest that power distance is “negatively correlated with

reliability, responsiveness, and empathy is positively correlated with

assurance and tangibles”.

Uncertainty avoidance. This dimension describes the extent to which

societies are able to tolerate uncertainty. Managers create more rues and

regulations in high uncertainty avoidance cultures. Customers will also expect

employees to be experts who have all the answers. As for the products they

might go for tried and tested (brand loyalty) rather than something new.

Donthu and Yoo (1998) suggest that high-uncertainty avoidance customers

have higher service quality expectations than people with low uncertainty

avoidance. Authors say that high uncertainty avoiders take more time for

decision making and evaluation of service. Because of these reasons they

might generate high service quality expectations. Moreover high uncertainty

avoidance customer will pay attention to tangibles more than low uncertainty

customers (Donthu and Yoo, 1998).

Individualism/collectivism. Individualist societies, such as the UK, are

societies in which the ties are loose: everyone is expected to look after

himself or herself and his or her immediate family. In contrast, in collectivist

societies, such as the Middle East people are integrated into strong, cohesive

in-groups, which throughout people’s lifetime continue to protect them in

exchange for unquestioning loyalty.

In individualist society the customer might express his/ her opinion more

openly than in a collectivist society where the customer will hesitate to break

good relationships with the service provider (Donthu and Yoo, 1998).

Masculinity/femininity. Different values with regard to the emotional and

social roles are expected from men or women (Hofstede and Hofstede 2005:

365). Industrially developed masculine cultures have a competitive advantage

in doing things efficiently, well and fast (Hofstede and Hofstede 2005: 146).
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Feminine societies, like Sweden or Holland, are more caring and sharing (for

instance better social services etc. than in other countries).

Anyway, Hofstede’s cultural dimensions, as stated, have had critics. One of

the criticisms is the validity of findings over time (Smith, 2002). Although

Hofstede claims that culture is slow to change, however, he reported

significant change in individualism/collectivism over five periods (Smith,

2002).

Moreover, another weakness is that Hofstede’s research “assumes that

national territory and the limits of the culture correspond” (Hollensen 2004:

207). However, there are different subcultures in many countries and this

questions the validity of the findings.

McSweeney (2002) criticises the adequacy of Hofstede’s research

methodology; for instance, the use of questionnaires. McSweeney argues that

the average number per country was small. Moreover, he criticises whether

IBM respondents, who were IBM employees, could be representative of the

population.

In spite of the criticisms it should be acknowledged that Hofstede’s research

includes the largest sample compared to most other studies. Moreover, there

has not been any other study which compares so many national cultures in

detail (Hollensen, 2004).

Focus on aspects such as materialism and individualism in US culture is

reinforced by social groups and institutions and is reflected in marketing

communications. The focus on being No.1 for example, is hereby often

represented by hero figures from sport and entertainment; people “who have

made it” and embody wealth and independence.

In direct contrast to the North American value orientation are Asian cultural

value systems. Hofstede (1980) found out that China and Korea for example,

highly prize values of collectivism. This means that group conformity is placed
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above individual goals. Lee and Green (2001) write that people in collectivist

cultures are typically concerned with how others perceive them, rather than

their own self-actualisation. Self-actualisation in US culture is considered a

moral obligation. The concept of ‘moral individualism’ is thus a social norm

that prizes individuals’ search for self-esteem and autonomy (Lamont,

Kaufman and Moody, 2000). Behavioural intentions of collectivist cultures

however are commonly driven by the desire not to ‘lose face’, which occurs

when social expectations are not met. Lee (1983) explains that these values

manifest in consumption behaviour in that goods purchases are matched with

the individual’s social position and reputation. The idea of buying products

where the price is not aligned with the consumer’s income bracket (as is

rather common in American culture) is therefore unacceptable. The exception

here is with goods bought for others, such as in gift giving, where the value of

the gift has to match the receiver’s social standing so as not to put her in a

position of ‘losing face’ (Lee, 1983).

Table 3.2 - Comparison of Arabs and British according to Hofs tede’s

Cultural Dimensions

Arab countries* GB
Power Distance 80 35
Individualism 38 89
Uncertainty Avoidance 68 35
Masculinity 53 66

Adapted from: Hofstede’s Cultural Dimensions: cited in Usunier and Lee

(2005)

Hofstede’s (www. geert.hosfstede.com) study included the Arab countries of:

Egypt, Iraq, Kuwait, Lebanon, Libya, Saudi Arabia, and the United Arab

Emirates. He found that large power distance (PDI) (80) and uncertainty

avoidance (UAI) (68) are predominant characteristics for the countries in this

region. He suggests that in these countries the caste system is important with

not much social mobility and that due to high uncertainty avoidance there are

a lot of rules and regulations. In equal distribution of power characterises
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these countries. Leaders often have unchallenged power and the situation is

accepted by the population as part of their heritage.

The lowest Hofstede Dimension for the Arab World is the individualism (IDV)

ranking at 38, compared to a world average ranking of 64. This translates into

a collectivist society as compared to an individualist culture and is manifested

in a close long-term commitment to the member 'group'; that being a family,

extended family, or extended relationships. Loyalty in a collectivist culture is

paramount, and over-rides most other societal rules

(www.geert.hofstede.com).

On the other hand, the UK is a country with a highly individualistic culture

(loose ties between individuals, one is expected to look after oneself and

immediate family), power distance is low (much lower acceptance of

inequality compared to Arabs), lower uncertainty level than Arabs (more

accepting of unstructured or unknown situations, and rather higher in

masculinity than Arabs (more assertive and aggressive)

(www.geert.hofstede.com).
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Chapter Four

4.0 SUSTAINABLE TOURISM AND HOSPITALITY

4.1 The Rising Concern for Sustainability

The idea of sustainable development has arguably emerged from the

realisation that economic growth draws significantly on environmental

resources, and that economic gain cannot be maintained in the long-run if

environmental depletion is neglected and its regeneration compromised. A

core concern seems to be the necessity of balancing current generations’

instant gratification demands through material consumption versus the

consideration of future generations’ social and material well-being (Liu, 2003;

Page et al. 2001). Victor (1991: 191) explains that economic management is

therefore prompted with the issue of maintaining ‘natural’ capital alongside

manufactured capital.

The notion of sustainable tourism derives from the concept of sustainable

development. Sustainable development was first expressed as a concept by

the World Commission on Environment and Development in its 1987

Brundtland Commission Report (UNESCO, 2002); the aim of which was to

bring together the notions of ‘economic development’ and ‘environmental

conservation’ and to devise practical solutions for addressing their

convergence on a local as well as global level (Garrod and Fyall, 1998: 200;

UNESCO, 2002). In this report, sustainable development is defined as

development that meets the needs of the present without compromising the

ability of future generations to meet their own needs (WCED, 1987: 8). Page

et al. (2001) critique the generic nature of the statement. They note that the

key message in the statement is the need for managing “economic

development […] within the parameters of resource conservation” (Page et al.

2001:311), yet point out that no clear benchmarks are indicated that define
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such parameters of acceptable or desired development in relation to

environmental preservation.

Others (WTO, 1993; Mowforth and Munt, 1998, cited in Vella and Becherel

,1999) have suggested that the main principles of sustainable development

are

1- Ecological sustainability- development that is compatible with the

maintenance of essential ecological processes, biological diversity,

and biological resources;

2- Social and cultural sustainability- development that increases people’s

control over their lives, that is compatible with the culture and values

of people affected by it, and that maintains and strengthens

community identity;

3- Economic sustainability- development that is economically efficient,

with managed resources that can support future generations.

4.2 Sustainability in the Tourism and Hospitality Sector

Sustainable tourism and hospitality arises from the concept of sustainable

development discussed above. Cooper et al. (1998) point out that any form of

industrial development will bring with it impacts upon the physical environment

in which it takes place. Since tourists have to visit the place of production in

order to consume the output (service product) it is inevitable that tourism

activity will be associated with environmental impacts.

Although there are many definitions of sustainable tourism (see e.g. Garrod

and Fyall, 1998), the most comprehensive and workable appears to be

provided by the World Tourism Organization (WTO). According to the WTO

(2001), sustainable tourism development

…meets the needs of present tourists and host regions, while

protecting and enhancing opportunities for the future. It is envisaged as

leading to management of all resources in such a way that economic,

social and aesthetic needs can be fulfilled, while maintaining cultural
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integrity, essential ecological processes, and biological diversity and

life support systems.

It has been argued (Cooper et al., 1998) that the deterioration of both natural

and built environments can have serious consequences, such as:

• Hunting and fishing have obvious impacts on wildlife environment;

• Sand dunes can be damaged and eroded by over-use;

• Vegetation can be destroyed by walkers;

• Camp fires may destroy forests;

• Ancient monuments may be disfigured by graffiti, eroded or literally

taken away by tourists (the Byzantine Fort in Paphos, Cyprus, being a

world Heritage Site subject to pilfering);

• The construction of tourism superstructure utilises real estate and may

detract from the aesthetics;

• The improper disposal of litter can detract from the aesthetic quality of

the environment and harm wildlife.

The notion of sustainable tourism has manifested in the sector in many

different forms, such as ecotourism, alternative tourism, green tourism, etc.

The essence of these forms of travel centres evolved over the years and

today centres on the active enhancement or preservation of natural systems

and local communities through tourism offers activities (Farrell and Runyan,

1991; Wild, 1994). Despite the growing popularity of these concepts, it has

been noted that the operationalisation of long-term convergence of economic

gain, social benefit and environmental protection is more often than not

marked with difficulties (McMinn, 1997; Welford et al., 1999).

Cooper et al. (1998) point out that attempts at minimising the impact of

tourism on the environment can also be accompanied by efforts at increasing

positive impacts, for example:
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• The preservation/restoration of ancient monuments, sites and historic

buildings, such as the Great wall of China (PRC), the Pyramids

(Egypt), the Taj Mahal (India), Stonehenge and Warwick Castle (UK);

• The creation of national parks and wildlife parks, such as Yellowstone

Park (USA), the Amboseli National Park and the Maasi Mara National

Reserve (Kenya), Las Canadas (Tenerife), the Pitteier National reserve

(Venezuela), Fjord National Park (New Zealand);

• Protection of reefs and beaches, the Great Barrier reef (Australia),

Grand Anse (Grenada);

• The maintenance of forests such as the New Forest (UK), Colo I Suva

(Fiji).

Cooper et al. (1998) refer to the end of the 1970s when the OECD set out a

framework for the study of the stress caused to the environment by tourism.

The framework highlighted four main categories of activities:

• Permanent environmental re-structuring (major construction works

such as highways, airports and resorts);

• Waste production generation (biological and non-biological waste

which can damage fish production, create health hazards and detract

from the attractiveness of the resort);

• Direct environmental stress caused by tourist activities (destruction of

coral reefs, vegetation, dunes, etc. by presence and activity of tourists);

• Effects on the population dynamics (migration, increased urban

densities accompanied by declining populations in rural areas).

So, risk of jeopardising natural over manufactured assets is increasingly being

recognised in the tourism industry. Tourism appropriates environmental

resources and transforms them for sale in consumer markets (Garrod and

Fyall, 1998:199). While this concept holds true for many industries, the

demand on resources is particularly high in the tourism sector. This is so, as

the industry is one of the fastest-growing segments; a key factors here seems

to be the efficient leverage of tourism development in terms of its economic
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propensity (Font and Ahjem, 1999), accompanied by the rise of the ‘mass

tourism’ phenomenon. Using statistics from the World Tourism Organization

(WTO), Clarke (1997: 226) points out that international travel increased from

25 million trips of 1950 to the 531 million of 1994. Numbers fluctuated in the

following years, reaching an all time high of 806 million tourist arrivals

worldwide in 2005, and levelling at 578 million in 2006 (UNWTO, 2007). The

latest figures from WTO indicate that international tourist arrivals grew by 5%

between January and April 2008 (compared to the same period in 20070. In

absolute terms, the international arrivals figures are estimated to have

reached 266 million between January and April (http://unwto.org/facts/e).

Hence, it can be argued that rising numbers in travel have a direct effect on

the amount of environmental resources played on by the international tourism

industry.

Cooper et al. (1998) propose that in order to study the impacts created by

tourism activity it is necessary to establish:

• The physical impacts created by tourism activity as opposed to other

activities;

• What conditions were like before tourism activity took place in order to

derive a baseline from which comparisons can be made;

• An inventory of flora and fauna, together with some unambiguous index

of tolerance levels to the types of impact created by different sorts of

tourism activity;

• What indirect and induced levels of environmental impacts are

associated with tourism activity?

The European Community’s Fifth Action Programme in 1995 - Towards

Sustainability - targeted five main sectors. One of these was tourism. The

Programme advances the concept of shared responsibility based on three

strategies (Vellas and Becherel, 1999):

1- Reporting the pressures and effects of tourism on the environment;
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2- Emphasising awareness campaigns in order to promote the

environmentally friendly use of tourism resources, including modes

of transporting tourists to and from tourist resorts;

3- Promoting the implementation of innovative good sustainable

tourism development practices.

The challenge that the rise in environmentalism is posing for the tourism

sector centres on balancing business sustainability, i.e. demand and profit-

motives with environmental sustainability. Although rising demand in tourism

is generally desirable in order to meet business objectives, its affect on

environmental resources can be self-defeating. This is so in that the industry

depends on environmental preservation given that environmental features

(such as beaches, oceans, wildlife, outdoor activities, etc.) are commonly

used as unique selling points in marketing communications.

Welford et al. (1999:167) note that the very activity of tourism often degrades

what tourists came to experience and results in the common assertion that

tourists destroy tourism. A similar dichotomy appears in the need for

sustaining local environmental resources in order to maintain a strong host

community. Most tourism operators depend on local goods and services as

well as labour and community support to run their operations successfully.

They are argued to have a responsibility to that community in terms of

improving its living standards (Liu, 2003); this on the one hand seems to ask

for ensuring consumer demand in visiting the locality while at the same time

avoiding negative physical impact on the host community. A third factor that

comes into play is rising stakeholder awareness of environmental

sustainability concerns. As a result, consumers themselves are now

increasingly demanding organisations’ consideration of green issues, which is

backed by rising concern of governments to enforce a green agenda (Clarke,

1997; Forsyth, 1997).

Within the hospitality sector specifically, several organisations such as the

Hotel catering and International Management Association (HCIMA), the

International Hotels Environment Initiative (IHEI), Green Globe, and local
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authorities have recognised the hospitality industry’s role in contributing to the

protection of the environment (Vellas and Becherel, 1999). Environmental

standards manuals form an integral part of the commitment adopted by

corporate groups such as Holiday INN Hotel Group, Hilton International and

Intercontinental Hotels. The latter monitors the environmental performance of

its hotels through ‘environmental audits’, and sets targets for each of its

participating hotel managers to achieve (Vellas and Becherel, 1999).

It has been suggested (Vellas and Becherel, 1999) that environmental

auditing is a management technique that monitors actual and potential

environmental impacts of tourism organisations and destinations (of which

hotels are often a part). This auditing technique uses systematic,

documented, periodic and objective evaluation of how well environmental

organisation, management and equipment are performing with the aim of

helping to safeguard the environment by:

1-  Facilitating management control of environmental practices;

2- Assessing compliance with the company policies, which would include

meeting regulatory requirements (Vellas and Becherel, 1999).

4.3 The Challenges of Sustainable Tourism and Hospitality

One of the key challenges in practical approaches to sustainable tourism is

the lack of criteria that define how or when it is achieved. McMinn (1997)

offers the idea of ‘carrying capacity’ as one way of measuring sustainable

development. Carrying capacity is defined as “the level of use beyond which

environmental degradation may occur” (McMinn, 1997:136). Carrying capacity

is hereby based on the assessment of environmental, cultural and economic

assets of a respective locality, such as the quality of heritage and

infrastructures. Although the concept seems to offer a generic platform for

sustainability assessment, the difficulty still remains to measure a lot of these

assets individually and in real terms. This is particularly so as the value of

such indicators can be very subjective and commonly depends on the needs,

interests and power relationships of stakeholder groups.
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The rapid and enormous leisure and tourism development that is currently

taking place in Dubai for instance can be argued to reflect significant

economic carrying capacity; a lot of employment is generated in this area now

and local and foreign investment in the destination is booming. Dubai seems

further marked by distinct cultural capital development in that ancient Arab

culture appears to converge with the epitome of modern Western values. At

the same time, environmental concerns have been voiced over the future risk

of beach and main land corrosion as well as endangerment of ocean wildlife;

the artificial land constructions of The World and The Palms seem of

particular concern here.

A problem with benchmark creation for sustainable development is therefore

not only that of assessing the level of use and degradation in relation to the

current carrying capacity, yet also the impact on future development. McMinn

(1997) points out that a key issue here is the question of predicting the exact

future impact and also what future generations will need and want.

Considering that changes and developments in the social, technological,

economic and even environmental (nature) domains are not only common, yet

can also be quick and drastic, defining sustainability criteria are faced with an

unknowable, and hence incalculable, factor. Scientific progress over the

coming years may discover workable solutions for land corrosion and ocean

wildlife preservation for instance, which would then affect current ‘carrying

capacity’ indicators.

A further issue identified in sustainable tourism besides the challenge of

generating effective indicators and measurements is the question of

responsibility. It has been argued that a majority of tourism operators do not

see sustainable development as their duty (Forsyth, 1996). This kind of

negligence seems to be perpetuated by the lack of intervention rights and

other legal protection available to the local people in host communities

(Welford et al. 1999). Developing countries are typically affected by this as

foreign investors find it fairly easy to acquire ownership over local resources

while rarely being lawfully bound to evidence accountability for their

operations (Cohen, 2002). The lack of sufficient government regulation to
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raise accountability issues and manage sustainable tourism seems to be not

just a problem in developing countries.

Middleton and Hawkins (1998) indicate a general need for more specific and

standardised environmental protection policies in the global tourism industry.

The aim is to provide tourist operators with guidelines that support sustainable

planning and decision-making (D’Amore, 1992). Local and regional governing

bodies are to particularly consider supply and demand issues and how they

impact sustainable development. They suggest that equilibrium may best be

achieved by means of regulations related to factors such as a destination’s

land-use, infrastructure and marketing programmes. Hassan (2000) notes in

this context that policy development for sustainable tourism cannot be left to

government alone. He argues that regulation must arise out of close

collaboration amongst the community, destination managers, government

bodies, investors and the wider public. Raising awareness of environmental

issues pertaining to a destination amongst significant stakeholders is crucial

to sustainable policy making. The aim of such regulation should be the shared

management responsibility of economic, cultural and ecological development

and preservation through community alliances amongst public and private

sector as well as non-governmental bodies (Eccles, 1995; Hassan, 2000:

243). A key challenge in this model however remains the convergence of

inherently different motivations of the private and public sectors. As Font and

Ahjem (1999:77) point out, “the private sector tends to use a market-

orientated approach, while the public sector tends to take a supply orientated

(resource-based) approach. There is a natural contradiction between the

danger of destroying the environment […] and the commercial wishes […].

One solution here may be making available more research funding into (cost-)

effective sustainable planning and development (Dymond, 1997) to

encourage a more proactive approach of supply and demand management on

part of tourism operators. Their short-term profit motives have been described

to cause reactive behaviour (Butler, 1991) and recommendations for

balancing short term with long-term objectives may be made possible through

a workable research agenda.
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In addition to the difficulty of balancing environmental, social and economic

needs, lack of host community participation and shareholder equity in local

tourism development as well as lack of stakeholder education of

environmental issues and contributions to sustainable development appear to

be common points of debate surrounding the challenges of sustainable

tourism (Cohen, 2002; Jayawardena, 2003; Cole, 2006).

Case Studies of Sustainable Tourism

Although a comprehensive, global set of research assessment and operating

guidelines for implementing sustainable tourism seems missing, the

development of sustainable practice is visible on a more micro level.

Altinay and Hussain (2005) describe the role of environmental impact

assessments on a local level and with regards to specific tourism problems.

Their research project looks at the potential ramifications of accommodation

investment in North Cyprus, a fairly preserved, yet growing tourism

destination. A group of tourism industry experts including the Heads of the

Tourism Planning Department, the Environment Department, City Planning

and Animal Protection Society were interviewed and surveyed for their

opinions on the projected environmental impact. The findings pointed towards

the issue of waste disposal as a key challenge of new investment and

consequent rises in tourism in the area. The study aided in informing local

planning policy and assist government in deciding on investment and

construction restrictions in the area. Altinay and Hussain (2005) further point

towards the significance of local assessment projects as valuable benchmarks

and guidelines for investors themselves when evaluating destination potential

and producing planning applications.

Medeiros de Araujo and Bramwell (1999) take a different angle in their study

on a major infrastructure development project in the north of Brazil, which

aims for widening tourist attraction to the area. The Coast Dourada project

that they describe aims to improve the area’s economic situation by means of

tourism and to use the financial inflow to build up education, health care and
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social facilities. Medeiros de Araujo and Bramwell (1999) reiterate the idea

that sustainable planning and decision-making is best achieved if significant

stakeholders are brought into the loop. Identifying relevant interest groups

considers hereby every party that is involved in and/or affected by a

development; this includes those parties who are not directly engaged in

development, i.e. are non-participants, yet may have indirect leverage over a

project; stakeholders that hold expert knowledge, financial or political power

must therefore be considered also. For the purpose of stakeholder equity in

decision making, the project planners involved interest groups on the national,

regional and local level.

In addition to direct appointments, the participating parties were asked for

their recommendations of involving stakeholders they found crucial in the

planning process, thus using a snowball effects model to capture all relevant

groups. The findings of the project confirmed the usefulness of widened

participation and collaborative planning, yet pointed towards the need for

managing stakeholder input effectively. The danger of having too much input

and involvement of too many groups was seen as counter-effective. The

inclusion of a wide group of stakeholder groups was argued not to guarantee

quality of input and to decide on the ratio of interest group significance and

their operational influence was found to be a challenge also (Medeiros de

Araujo and Bramwell, 1999). Despite these issues and the question of

predicting changes in interest group dynamics, it seems that the question of

stakeholder equity and strategic collaboration is significant in sustainable

development (Simpson, 2001). As noted by Wahab and Pigram (1998: 283),

“the planning, development and operation of tourism should be cross-

sectional and integrated, involving various government departments, public

and private sector companies, community groups and experts, thus providing

the widest possible safeguards for success”.

Analysing sustainable practice on a regional level, Rivera (2002) writes about

voluntary environmental programme participation of the hotel sector in Costa

Rica. Based on growth in tourism and rising environmental concerns in the

area, the Costa Rican Ministry of Tourism created the Certification for
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Sustainable Tourism; hotels that decided to join up were given a performance-

based rating that, if positive, could “verify the implementation of beyond

compliance environmental practice that are known to be valued by ‘green’

tourists visiting Costa Rica” (Rivera, 2002: 335). Participation was rewarded

with marketing incentives, and thus aimed at providing hotels with the chance

of a differential advantage. Although the effects of voluntary participation on

economic or environmental sustainability remain to be firmly established, this

type of approach seems promising. This appears particularly so as developing

nations are often unable to comply with typically rigid and costly imposed

mandatory environmental regulations (Rivera, 2002), seemingly being another

direct cause for lax enforcement of such policies in these areas.

Despite a commonly agreed framework for sustainable development

indicators there are nevertheless measures available to help. These indicators

or measures include (Vellas and Becherl, 1999):

1- Indicators of environmental pressure which measure the impact on the

environment caused by human actions;

2- Indicators of environmental conditions which focus on the qualitative

and quantitative aspects of natural resources as well as the quality

elements of the environment;

3- Response indicators which assess society’s response and concern for

the environment;

4- Policy performance indicators which are the means of providing a

normative indication of the whole destination’s contribution to reducing

negative environmental impacts.

Additionally, regarding tourism, according to the World Tourism Organization

(WTO, 1995) there are two main types of sustainable development indicators:

1- Core indicators: Tourism demand driven indicators such as site

protection, waste management and use intensity;

2- Destination specific indicators: Indicators related to different

ecosystems and site specific management issues.
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The UN World Tourism Organization (UNWTO), jointly with the United Nations

Environment Programme (UNEP) and the World Meteorological Organization

(WMO), with the support of the World Economic Forum (WEF) and the Swiss

Government, convened the Second International Conference on Climate

Change and Tourism, in Davos, Switzerland, from 1 to 3 October 2007.

Recognising the challenges posed by the global warming and threats to the

environment the conference agreed that (Davos Declaration, 2007):

• Climate is a key resource for tourism and the sector is highly sensitive

to the impacts of climate change and global warming, many elements

of which are already being felt. It is estimated to contribute some 5% of

global CO2 emissions.

• Tourism - business and leisure - will continue to be a vital component

of the global economy, an important contributor to the Millennium

Development Goals and an integral, positive element in our society.

• Given tourism’s importance in the global challenges of climate change

and poverty reduction, there is a need to urgently adopt a range of

policies which encourages truly sustainable tourism that reflects a

“quadruple bottom line” of environmental, social, economic and climate

responsiveness.

• The tourism sector must rapidly respond to climate change, within the

evolving UN framework and progressively reduce its Greenhouse Gas

(GHG) contribution if it is to grow in a sustainable manner;

The Conference recognised that this will require action to:

• mitigate its GHG emissions, derived especially from transport and

accommodation activities;

• adapt tourism businesses and destinations to changing climate

conditions;

• apply existing and new technology to improve energy efficiency;

• secure financial resources to help poor regions and countries.
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The Conference called for the following actions:

1) Governments and International Organisations:

• Incorporate tourism in the implementation of existing commitments

under the United Nations Framework Convention on Climate Change

(UNFCCC) and its Kyoto Protocol, and respond to the call by the

United Nations Secretary-General for launching, at the 13th session of

the UNFCCC Conference of the Parties in Bali, December 2007, an

effective and comprehensive climate change framework for the post-

2012 period.

• Implement concrete, simultaneous actions for mitigation, adaptation,

technology and financing, consistent with the Millennium Development

Goals.

• Provide financial, technical and training support to tourism destinations

and operators in developing countries (especially in the least

developed countries and Small Island Developing States) to ensure

that they can participate in the global climate response framework,

through established initiatives, such as the Clean Development

Mechanism.

• Promote, at all levels, interdisciplinary partnerships, networks and

information exchange systems essential to sustainable development of

the sector.

• Collaborate in international strategies, policies and action plans to

reduce GHG emissions in the transport (in cooperation with ICAO and

other aviation organisations), accommodation and related tourism

activities.

• Introduce education and awareness programmes for all tourism

stakeholders.

2) Tourism Industry and Destinations:

• Take leadership in implementing concrete measures (such as

incentives) in order to mitigate climate change throughout the tourism
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value chain and to reduce risk to travellers, operators and infrastructure

due to dynamic climate variability and shift.

• Establish targets and indicators to monitor progress.

• Promote and undertake investments in energy-efficiency tourism

programmes and use of renewable energy resources, with the aim of

reducing the carbon footprint of the entire tourism sector.

• Integrate tourism in the formulation and implementation of regional,

national and local level adaptation and mitigation strategies and

implementation plans. The

• Nairobi Work Programme on Impacts, Vulnerability and Adaptation to

Climate Change, coordinated by UNFCCC, represents an important

opportunity for the tourism sector to enhance knowledge, increase

capacities and stimulate action.

• Strive to conserve biodiversity, natural ecosystems and landscapes in

ways which strengthen resilience to climate change and ensure a long-

term sustainable use of the environmental resource base of tourism - in

particular those that serve as “earth lungs” (carbon sinks), sequestering

GHGs through forest management and other biological programmes,

or those that protect coastlines (e.g. mangroves and coral reefs).

• Seek to achieve increasingly carbon free environments by diminishing

pollution through design, operations and market responsive

mechanisms.

• Implement climate-focused product diversification, to reposition

destinations and support systems, as well as to foster all-season

supply and demand.

• Raise awareness among customers and staff on climate change

impacts and engage them in response processes.

3) Consumers:

• In their choices for travel and destination, tourists should be

encouraged to consider the climate, economic, societal and

environmental impacts of their options before making a decision and,
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where possible to reduce their carbon footprint, or offset emissions that

cannot be reduced directly.

• In their choices of activities at the destination, tourists should also be

encouraged to opt for environmentally-friendly activities that reduce

their carbon footprint as well as contribute to the preservation of the

natural environment and cultural heritage.

4) Research and Communications Networks:

• Encourage targeted, multi-disciplinary research on impacts of climate

change in order to address regional gaps in current knowledge,

develop tools for risk assessment and cost-benefit analyses with which

to gauge the feasibility of various responses.

• Include environmental and climate specific subjects in the study

curricula of tourism training programmes and extend these to broader

educational systems.

• Promote responsible travel that supports “quadruple bottom line”

sustainable tourism, incorporating climate, environmental, social and

economic considerations.

• Raise awareness on tourism’s economic role as a tool for

development, and present information on causes and effects of climate

change based on sound science, in a fair, balanced and user-friendly

manner.

Obviously, the above is a tall order and time will tell how much progress will

be made on the issues highlighted.

4.4 Sustainable Tourism Practice in the Hotel Industry

Knowles et al. (1999) explain that the rise of environmental awareness and

demand for ecotourism took a visible affect on the hotel industry in the 1980s.

They nevertheless claim that the hotel sector had long before this trend been

concerned with environmental issues, of which energy conservation was a

primary focus. Advanced technology, such as building energy management
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systems (BEMS), was introduced in the UK hotel industry in the early 1980s

as were facilities to manage energy consumption in relation to weather

conditions and occupancy levels (Knowles et al. 1999). The UK government

supported and facilitated the use of such new systems, which are argued to

become more cost-effective – in terms of actual cost of equipment and

savings made from use of equipment - and wide-spread across the sector

(Kirk, 1995; Knowles et al., 1999).

Kirk (1995:6) gives the example of the InterContinental Hotel at Hyde Park in

London here, which was able to declare a 34% reduction in energy

consumption over a 12-year period (1980-1992).

Apart from the seemingly imminent issue of energy at the time, more and

more environmental issues facing the hotel sector, such as waste

management, water and noise pollution, were identified and became subject

of policy considerations. The regulatory aspect of sustainability in the hotel

industry appeared to become formalised in the 1990s through the formal

development of standards for environmental management practices. Kirk

(1995:4) notes here the British Standard BS7750: Environmental

Management Systems, which “outlines a number of stages in establishing

[environmental management] procedures”, including carrying out

environmental reviews, analysing legal compliance, capturing data on the

company’s environmental effects, setting environmental objectives and

targets and implementing effective management systems in response to the

audit.

Studies in the UK hotel sector - Edinburgh (Kirk, 1995) and London (Knowles

et al. 1999) found that companies did have environmental management

activities in place, such as recycling and resource conservation as well as

auditing systems and research work on green policies. However, both

research projects concluded that environmental management was still largely

practiced sporadically, focussing mostly on those aspects of environmental

protection that had a direct affect on cost savings. Therefore, while parts of

the quality standards guidelines were adhered to, integrated sets of
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procedures were hardly in place. While lax enforcement of environmental

regulations could be the decisive factor here, company-specific context seems

to play a role also. Alvarez et al. (2001) conducted an analysis of

environmental management in relation to the organisational context of the

Spanish hotel sector. Their findings indicated that the choice and extent of

environmental practices may be influenced by factors, such as facility age,

company size, chain affiliation, stakeholder pressure as well as familiarity

with, sophistication and availability of operations management techniques.

Environmental responsibility hereby seems to increase with the ownership of

modern facilities, bigger company size, presence of chain-affiliation,

heightened stakeholder pressure and management experience

Overall, it seems that the hotel industry, as the rest of the tourism sector, is

equally faced with the challenge of managing environmental compliance with

economic sustainability.

4.5 Consumer Attitudes towards Sustainable Tourism

It has been argued that there is growing consumer involvement with travel

decisions and a rising focus on the quality of the travel experience with

regards to the environmental integrity of a destination. The ‘greening’ of

visitors’ values and motivations (Hassan, 2000) has been linked to a wider

trend of consumer concern for environmental issues. Wearing et al.

(2002:133) note that green tourism or ecotourism, as it is also often

described, is a product of the evolving ‘greening’ of the overall marketplace.

They claim a 70% rate of occasional consumer concern for environmental

issues, which seemingly links to the increasing variety of environmentally

friendly products and services as well as evidence of rising support for

environmental protection in Western markets (Wearing et al., 2002).

While it seems that rising awareness of environmental issues is evident, a link

between knowledge, intention and purchasing behaviour seems not to have

been established clearly to date. In a study of UK and Greek consumers,

Kalafatis et al. (1999) found indicators suggesting that attitude, i.e.
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environmental concern, in consumers and the reinforcement of

environmentally sensitive values in their societal and cultural contexts play a

role in the acquisition of environmentally friendly goods; they further revealed

consumer claims of being less price sensitive towards products that clearly

evidenced superior environmental standards. This claim however was not

supported in research on US consumers who stated they were not willing to

carry the costs of green policies (Kirk, 1995). Actual behavioural patterns in

alignment with indicators were seemingly not established in the either

research context however.

In a tourism context, Hassan (2000:240) argues that there are varying levels

of green tourists, which he describes as “light green to green at heart”; the

former show environmental concern, yet are largely passive and not

significantly influenced by it in their decision-making process, whereas the

latter are active and obstinate in their search for green travel products.

Wearing et al. (2002) suggest that environmentally friendly attitudes and

intentions can be managed by tourism operators and be actively converted

into desired purchasing behaviour.

Lack of education about ecotourism products available, lack of confidence in

the ability to make a difference as well as “the apparent abandonment of

environmental responsibility by tourists whilst on holiday” (Wearing et al.

2002:144) were identified as key issues in gaps between buyer attitudes,

intentions and behaviour; this divergence seems mendable by means of

targeted marketing and communications strategies.

Looking at the value of environmentally friendly consumer attitudes from a

business perspective, Rivera (2002) suggests to strategically scanning the

market for consumers with green purchasing intentions. Identifying those

segments with a strong eco-orientation and related travel needs and

marketing superior environmental performance and/or products to them can

provide an organisation with a competitive edge. A unique selling proposition

is likely to be created hereby only if consumers see superior environmental

performance as actually adding value to their needs and wants and if the
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environmental performance that is marketed has credibility (Rivera, 2002:341-

2). Credible reputations that offer differential advantages are argued to be

rare and difficult to develop. Sophisticated research and targeting techniques

thus appear vital in validating sustainable practice as a unique selling

proposition.

4.6 Conclusions from the literature review

A summary of the literature review in chapters 2-4 provides the platform for

the following theories and assertions to be tested in this study.

1- Service quality is nowadays used as a differentiator and a source of

competitive advantage by firms.

2- The most common method of measuring service quality is to examine

the gap between expectations and perceptions of service quality (the

(GAP model).

3- Culture impacts expectations and perceptions of service quality.

4- Despite the growing concerns with environmental issues there is a lack

of studies that include environmentally practices by service providers

as a dimension of service quality.
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Chapter Five

5.0 RESEARCH METHODOLOGY

5.1 Introduction

Denscombe (2003) states that in the process of putting a good piece of

research together the social sciences researcher is faced with a variety of

options and alternatives. He continues that each choice that is made brings

with it a certain set of assumptions about the social world it investigates;

certain advantages and disadvantages. Denscombe (2003) further asserts

that there is no ‘one right’ direction to take, although some strategies are

better suited than others for tackling specific issues. This chapter discusses

the choices made in the methods and methodology used for this research and

provides discussion and justification of those choices.

5.2 Research Methodology

Fisher (2004) proposes that methodology has a particular meaning. An

‘ontology’ is the study of a whole academic field.

Mythology is the study of methods and raises all sorts of philosophical

questions about what it is possible for researchers to know and how

valid their claims to knowledge might be (Fisher, 2004:33).

The main consideration in methodology is the choice of philosophy or

epistemology.

5.2.1 Research philosophy

Before carrying out research, researchers have to identify their philosophy, or

way of knowing. According to Saunders et al. (2007), the research philosophy

depends on the development of knowledge and the nature of the knowledge.

There are two major research philosophies that explain the social
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phenomenon: Positivism and Phenomenology or Interpretivism (Lee, 1993).

Neither Positivism nor Interpretivism is better than the other. According to

Saunders et al. (2007: 116), “they are better at doing different things”. Which

is better depends on the research question(s) that researchers are seeking to

answer.

A- Interpretivisim

Interpretivist research seeks people’s account of how they make sense of the

world and the structures and process within it (Fisher, 2004). This approach is

concerned with meanings and interpretations. It attempts to explore sense of

how their world both influences, and is influenced by, that of others.

Interpretivism attempts to generalise how meaning is developed through

human interactions (Fisher, 2004).

Hence, phenomenology or interpretivism analyses the situation in detail in

order to understand the reality behind the reality (Collis and Hussey).

Jankowicz (2005) states that interpretivism focuses on the meaning of the

research rather than the measurement. Phenomenology “is concerned with

understanding human behaviour from the participant’s own frame and

reference” (Hussey and Hussey, 1997: 52).

B- Positivism

“Positivism is related to working with an observable social reality and at the

end product of such research can be law-like generalisations similar to those

produced by the physical and natural scientists” (Remenyi et al., 1998).

According to Maylor and Blackmon (2005), positivism is generally accepted as

a set of procedures for developing and testing theories. The key ideals of this

model are objective observation and measurement and careful and accurate

analysis of data (Gill and Johnson, 2002). “The positivistic approach seeks the

facts or causes of social phenomena, with little regard to the subjective state

of individual” (Hussey and Hussey, 1997).
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According to Saunders et al. (2000) in positivism, the researcher assumes the

role of an objective analyst who makes detached, and apparently value free,

interpretations about the collected data. According to this philosophy there is

a social reality that can be measured and generalised. Often quantitative

methods are used and existing theories tested.

This study takes a mainly positivist philosophy because it is based on existing

theories of culture and service quality by using an established research

instrument - the SERVQUAL. Hypotheses will be formulated and tested.

5.3 Research Approach

The literature suggests that there are also two main approaches to conducting

research and arriving at conclusions: Deduction and Induction. Deduction is

‘when a conclusion is drawn that necessarily follows in logic from the

premises that are stated’ while, ‘induction is a conclusion drawn from past

experiences or experimentation’ (Fisher, 2004).

Table 5.1- Major differences between deductive and inductive approaches,

Deduction emphasises Induction emphasises
___________________________________________________________________________________

-Scientific principles -Gaining an understanding of the meanings
-Moving from theory to data humans attach to events
-The need to explain causal relationships -A close understanding of the research context
between variables -The collection of qualitative data
-The collection of quantitative data -A more flexible structure to permit changes
-The application of controls to ensure validity of researchemphasis as the research
-The operationalisation of concepts to ensure progresses
clarity of definition -A realisation that the researcher ispart of
-A highly structured approach the research
-Researcher independent of what is being -Less concern withthe need to generalise
researched
-The necessity to select samples of
sufficient size in order to generalise
conclusions

Source: Saunders et al. (2000: 91)

For this study a positivistic philosophy and a deductive approach was used as

hypotheses were tested and conclusions were be made. The research used a

quantitative survey associated with positivism and deduction and it examined
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existing theories. Notwithstanding that point, after the completion of the

quantitative data analysis, a number of interviews with hotel managers and

staff, as well as guests were carried out to explore deeper the reality behind

the attitudes of hotel guests to service quality. Hence, there is an element of

interpretivism and induction in this thesis.

According to Saunders et al. (2000) neither philosophy (positivism or

interpretivism/phenomenology) nor approach (deduction or induction) is better

than the other. They do different things. The type of answers that a researcher

is working for will determine the type of data to be collected and the type of

analysis to be used (Ghauri and Gronhaug, 2002).

Each choice brings with it a set of assumptions about the social world it

investigates. Each choice brings with it a set of advantages and

disadvantages. The crucial thing for good research is that the choices

are reasonable and that they are made explicit as part of any research

report.

(Denscombe, 2003: 3)

The above quotation shows why the approach taken in this study was

appropriate as the questionnaire aimed to measure perceptions and

expectations of service quality, while the interviews at the end aimed to find

reasons for consumer behaviour at hotels.

5.4 Types of Data

There are two types of data: quantitative and qualitative. According to Denzin

and Lincoln (2003) qualitative data emphasise qualities of entities and their

meanings and are used when measurement is not important. Quantitative

research deals with measurable entities and statistical data.

It is easy to try to make a connection between research methods and

methodology in that realist or positivist research uses quantitative and

interpretive research uses qualitative methods. It is in fact possible to use any

method to produce either quantitative or qualitative material. It is however the
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case realist and interpretivist researchers may use research methods in

different ways (Fisher, 2004). For this study mainly quantitative data from

questionnaires will be gathered and analysed, and hence this research is

mainly quantitative research.

Table 5.2 Differences between qualitative and quantitativ e research

(Denscombe, 2007: 248)

Quantitative research Qualitative research

• Tends to be associated with

numbers as the unit of analysis

• Tends to be associated with

analysis

• Tends to be associated with large-

scale studies

• Tends to be associated with a

specific group

• Tends to be associated with

researcher detachment

• Tends to be associated with a

predetermined research design

• Tends to be associated with words

and images as the unit of analysis

• Tends to be associated with

description

• Tends to be associated with small-

scale studies

• Tends to be associated with

holistic perspective

• Tends to be associated with

researcher involvement

• Tends to be associated with an

emergent research design

5.5 Research Methods

5.5.1 Common research methods/tools

The most commonly used research methods are:

• Interviews

• Questionnaire

• Panels, including focus groups

• Observation, including participant observation

• Documents

• Databases (Fisher, 2004)
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5.5.2 Surveys and questionnaires

A survey is a positivistic methodology whereby a sample of the subjects is

drawn from a population and studied to make inferences about the population

(Hussey and Hussey, 1997). A representative sample makes it possible to

use statistical techniques to demonstrate the likelihood that the characteristics

of the sample are applicable to the population (Hussey and Hussey, 1997).

A frequently used tool in surveys is the questionnaire. For the purposes of this

study a questionnaire will be used.

Table 5.3- The advantages and disadvantages of the survey st rategy

(Denscombe 2007, p: 31)

Advantages of Surveys Disadvantages of Surveys

� Empirical data: the emphasis tends

to be on producing data based on

real-world observations.

� Survey research focuses more on

data rather than theory.

� Wide and inclusive coverage: the

notion of a survey involves the idea

of a span of vision is wide and

inclusive.

� Surveys lend themselves to

quantitative data.

� Costs and time. It can produce a

mountain of data in a short time for a

fairly low cost. The costs are more

predictable than in the case with the

other strategies.

� Tendency to empiricism. There is a

danger of that the ‘data are left to

speak for themselves’. The

significance of the data can become

neglected.

� Detail and depth of the data. The

data produced are likely to lack much

by way of detail or depth on the topic

being investigated.

� Accuracy and honesty of responses.

Because there is a large sample the

researcher is not able to check the

accuracy of the responses.

� Sample bias with internet surveys.
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5.6 Sampling

According to Ticehurst and Veal (2000) ‘a population is the total category of

subjects that is the focus of attention in a particular research project’, that is in

this case the all the tourists visiting Egypt. However, often the total population

is too large and or inaccessible. Therefore a sample, or a smaller number,

from the population is selected for the research. This however has to be done

according to available techniques and the sample must be, if possible,

representative of the population and be of sufficient size (Ticehurst and Veal,

2000).

There are two main forms of sampling: probability and non-probability. In

probability sampling each unit will have a known, non-zero chance of being

selected, while in non-probability sampling the chances of being selected are

not equal for each unit (Ghauri and Gronhaug, 2002). Probability and non-

probability sampling are also known respectively as random and non-random

sampling (Ticehurst and Veal, 2000).

In order to do probability sampling one would need to have a list of all the

visitors to a resort in Egypt at the time of the research so that everyone would

have an equal chance of being picked up. Or access has to be available to all

the hotels at one particular time at a resort. These are difficult tasks to

achieve. Therefore non-random sampling was conducted in the Sharm El-

Sheikh resort in Egypt. Sharm El-Sheikh was chosen because it is a popular

resort for both Arabs and British who are the subjects of this study.

The choice of studying samples of British and Arab subjects was determined

by the need to understand the differing behavioural aspects of the two groups

with regards to service provision. According to Hofstede, one group is

characterised by High Power Distance and Uncertainty Avoidance (Arab) and

the other by Low Power Distance and Low Uncertainty Avoidance. At the

same time the samples were also segmented according to demographics,

family and gender. However authors such as Souiden (2002) argue that there
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are many commonalities between Arab consumers. [Please see also pages

16-17 of this thesis]. 

 

Also, the author has good contacts within some hotels in the resort and this

would make access easier. Finally, Sharm El-Sheikh is a relatively new resort

and how it is developed relates to issues of sustainable development and

therefore useful for the last part of the questionnaire which is about

sustainability and environmentalism (please see end note to the chapter).

During the period that the research was conducted, in the third week of

November 2007, the resort was fairly quiet and a two star hotel where

research was arranged to be carried out was virtually empty so the pilot test

research was only conducted in a four star hotel, namely Sol Sharm. This

obviously limits the generalisability of the findings. For the PhD stage it is

planned to visit the resort during July, which is a very busy time and

questionnaires will be distributed in both two star and four star hotels. This will

allow for comparison of results between two different sets of guests and two

different types of hotel with respect to service quality and sustainability. As far

as possible equal number of nationalities and equal number of guests from

different hotels will be selected (quota sampling).

5.5 Ethical Considerations

When conducting research the researcher should not treat people unfairly or

badly. The information discovered should not be used to harm people (Fisher,

2004). Data should be collected objectively and; confidentiality and

anonymity should be observed (Fisher, 2004). All the participants in this

survey were told of the purpose of the survey and that their names were not

required.

5.6 Reliability and Validity

Care was taken to make sure that the questions were easy to understand and

an assistant was at hand to answer queries when the respondents were
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completing the questionnaire. The questionnaire has been used in similar

form in many industries by numerous researchers. So, the findings have a

high degree of reliability, i.e. if someone else did the same research they are

likely to get the same results. Validity is the extent to which the research

findings accurately represent what is really happening in the situation” (Collis

and Hussey, 2003: 58).Validity of a quantitative study is usually lower than

that of a qualitative study, but a number of interviews will be held at the PhD

stage to inquire deeper into the reasons behind the respondents’ answers.

These interviews will be carried out with hotel managers and guests.

5.7 Generalisability

Because this study is quantitative and the hypotheses have been tested with

high degree of confidence it has a good degree of generalisability. This should

be even higher at the PhD stage as a larger sample will be used.

5.8 Copy of the Questionnaire

A copy of the questionnaire follows:

Questions 1- 4 relate to tangibles
5-9 relate to reliability
10-13 relate to responsiveness
14-17 relate to assurance
18-22 relate to empathy
23-26 relate to environmentalism/sustainability

The first page of the questionnaire is the expectation questions, page two the

perception questions and page three demographic questions. The

questionnaire is based on SERVQUAL questionnaires used in the literature

and modified here for the hotel industry with a dimension added for

environmentalism/ sustainability.

The questionnaire was pilot tested on ten respondents and small adjustments

were made to the wording of some questions before the final version.



101

PART A-Please show your degree of an agreement with the statements below by circling one
number for each statement.
1= Totally Disagree 7= Totally agree
1. An excellent hotel will have modern looking equipment
(restaurant facilities, bar facilities, cutlery, crockery, etc.)

1 2 3 4 5 6 7

2. An excellent hotel will have attractive physical facilities (signs,
décor, lighting, carpets, etc.)

1 2 3 4 5 6 7

3. Staff of an excellent hotel will appear neat and smart (uniforms,
grooming, etc.)

1 2 3 4 5 6 7

4. In an excellent hotel, materials associated with the service will
be visually appealing (pamphlets, napkins, menus, etc.)

1 2 3 4 5 6 7

5. When an excellent hotel promises to do something by a certain
time they will do so

1 2 3 4 5 6 7

6. When guests have a problem, e.g. an error in a bill, an
excellent hotel will show genuine interest in solving it

1 2 3 4 5 6 7

7. An excellent hotel will perform service right the first time 1 2 3 4 5 6 7

8. An excellent hotel will provide its services at the time it
promises to do so

1 2 3 4 5 6 7

9. An excellent hotel will insist on error-free service 1 2 3 4 5 6 7

10. Staff of an excellent hotel will tell guests exactly what services
will be performed

1 2 3 4 5 6 7

11. Staff of an excellent hotel will give prompt service to guests 1 2 3 4 5 6 7

12. Staff of an excellent hotel will always be willing to help guests 1 2 3 4 5 6 7

13. Staff of an excellent hotel will never be too busy to respond to
guests

1 2 3 4 5 6 7

14. Staff of an excellent hotel will instil confidence in guests 1 2 3 4 5 6 7

15. Guests of an excellent hotel will feel safe in their transactions
with the hotel

1 2 3 4 5 6 7

16. Staff of an excellent hotel will always be courteous to guests 1 2 3 4 5 6 7

17. Staff of an excellent hotel will have the knowledge to answer
patron’s questions

1 2 3 4 5 6 7

18. Staff of an excellent hotel will be willing to listen to guests’
requirements

1 2 3 4 5 6 7

19. An excellent hotel will have opening hours (restaurants, bars,
gym, etc.) convenient to all guests

1 2 3 4 5 6 7

20. The staff of an excellent hotel will give guests individualized
attention

1 2 3 4 5 6 7

21. An excellent hotel will have the best interests of the guests at
hear

1 2 3 4 5 6 7

22. Staff of an excellent hotel will understand the specific needs
of their guests

1 2 3 4 5 6 7

23. An excellent hotel will re-cycle its waste and minimise the use
of water, electricity and detergents

1 2 3 4 5 6 7

24. An excellent hotel will have minimum negative impact on the
way of traditional life of the population of the area

1 2 3 4 5 6 7

25. An excellent hotel will not damage the natural environment
(for example creating too much traffic, cutting down trees, etc.)

1 2 3 4 5 6 7

26. An excellent hotel will not put pressure on the natural
resources of the area (water, food supplies, etc.)

1 2 3 4 5 6 7
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PART B-Please show your degree of an agreement with the statements below about the hotel you
are staying at by circling one number for each statement.
1= Totally Disagree 7= Totally agree
1. This hotel has modern looking equipment (restaurant facilities,
bar facilities, cutlery, crockery, etc.)

1 2 3 4 5 6 7

2. This hotel has attractive physical facilities (signs, décor,
lighting, carpets, etc.)

1 2 3 4 5 6 7

3. The staff of this hotel are neat and smart (uniforms, grooming,
etc.)

1 2 3 4 5 6 7

4. At this hotel, materials associated with the service will be
visually appealing (pamphlets, napkins, menus, etc.)

1 2 3 4 5 6 7

5. When this hotel promises to do something by a certain time
they do so

1 2 3 4 5 6 7

6. When guests have a problem, e.g. an error in a bill, this hotel
show genuine interest in solving it

1 2 3 4 5 6 7

7. This hotel performs service right the first time 1 2 3 4 5 6 7

8. This hotel provides its services at the time it promises to do so 1 2 3 4 5 6 7

9. This hotel provides error-free service 1 2 3 4 5 6 7

10. Staff of this hotel tell guests exactly what services will be
performed/are available

1 2 3 4 5 6 7

11. Staff of this hotel give prompt service to guests 1 2 3 4 5 6 7

12. Staff of an excellent hotel will always be willing to help guests 1 2 3 4 5 6 7

13. Staff of this hotel are never be too busy to respond to guests 1 2 3 4 5 6 7

14. Staff of this hotel instil confidence in guests 1 2 3 4 5 6 7

15. Guests of this hotel feel safe in their transactions with the
hotel

1 2 3 4 5 6 7

16. Staff of this hotel are always courteous to guests 1 2 3 4 5 6 7

17. Staff of this hotel have the knowledge to answer guests’
questions

1 2 3 4 5 6 7

18. The staff of this hotel give are willing to listen to guests
requirements

1 2 3 4 5 6 7

19. This hotel has opening hours (restaurants, bars, gym, etc.)
convenient to all guests

1 2 3 4 5 6 7

20. Staff at this hotel give guests individual attention 1 2 3 4 5 6 7

21. This hotel has the best interests of its guests at hear 1 2 3 4 5 6 7

22. Staff of this hotel understand the specific needs of their
guests

1 2 3 4 5 6 7

23. This hotel re-cycles its waste and minimises the use of water,
electricity and detergents

1 2 3 4 5 6 7

24. This hotel has minimum negative impact on the traditional
way of life of the population of the area

1 2 3 4 5 6 7

25. This hotel does not damage the natural environment (for
example creating too much traffic, cutting down trees, etc.)

1 2 3 4 5 6 7

26. This hotel does not put pressure on the natural resources of
the area (water, food supplies, etc.)

1 2 3 4 5 6 7
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PART C- Please provide the following information about your self. This information will
be in total confidence and your name is not required.

27- You are: Male � Female �

28- You are here for: Holiday � Business �

29- You are here: on your own � with partner � with partner and children �

30- This is your: first stay at this hotel � You have stayed at this hotel before �

31- You are in the age group:

18-25 � 26-35 � 36-45 � 46-55 � 56+ �

32- You would classify your occupation as:

Businessman/woman � Professional � Semi-professional � Skilled worker �

Semi-skilled worker � Unskilled worker � Student � currently unemployed �

33- Your nationality…………..

34- You travel on holiday: Once a year � Twice a year �
More than 2 times a year � Not all �

35- You travel on business: Once a year � Twice a year �
More than 2 times a year � Not all �

Thank you for completing this questionnaire



104

5.9 Sharm El-Sheikh and the Hotels where this Research was ca rried

out

According to the Sharm El-Sheikh Guide (www.sharmguide.com, 2008) the

site of Sharm El-Sheikh shows up as early as 1762 on a Spanish map, but

until about 1968, it was nothing more than a quiet fishing community.

However, in recent years, Sharm el-Sheikh has become one of Egypt's best

known and most visited beach resorts. In fact, in recent years, the Egyptian

government has worked hard to develop and encourage the development of

many resorts in Sinai, but Sharm remains the leading tourist spot and there

are a number of reasons for this.

First of all, it is a year-round resort, hot in the summer, but pleasant and warm

in the winter, and it has an international airport that attracts both private and

many international charter flights.

Next, the area between Tiran Island and Ras Mohammed National Park on

the tip of the Southern Sinai features some of the world's most amazing

underwater scenery. Here, one finds crystal clear water, rare and beautiful

reefs, and an incredible variety of exotic fish amongst the colourful coral.

Much of this can be seen simply by snorkelling off the coast, but of course it is

well known world-wide for scuba diving, with easy access to some of the Red

Sea's most prominent and interesting dive sites. There are also historic sites,

golf courses and modern shopping, restaurants and night clubs on the resort.

The Sharm El-Sheikh area consists of three main areas: the old town Sharm

El Maya (Moya) and its bay, a number of other bays, where most of the tourist

facilities are located (though in fact some very fine resorts are located

elsewhere), and El Hadaba, where there are vacation villas, apartments,

condominiums and a few hotels. The government of Egypt is actively

encouraging development of tourism in the area and this is why the dimension

of sustainability in the questionnaire may be relevant.

The hotels where the research for this thesis was conducted were:
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Hotel Sol Cyrene- This is a four star hotel situated in Nusrani bay. It has

facilities such as a shopping arcade, hair dresser, internet café, two swimming

pools, health club, Kids Club, evening entertainment and a private beach

which lies about 5 minutes drive on the hotel bus. A variety of languages are

spoken by the staff, including English, Russian and German. With 207 rooms

and an impressive lobby this hotel is a favourite with Italians and Russian,

while a fair number of British also stay there.

Hotel Melia Sinai- This five star hotel, in Ras Nusrani, has its own private

beach right at the back of the hotel. This beach is a rich in coral reef and

marine fauna. The hotel is beautifully designed and is luxurious with 197

rooms and a variety of restaurants. Many of the rooms have balconies

overlooking the private beach. The hotel is half an hour’s drive from the Old

Sharm town and Naama Bay. It is a favourite of British and Italian tourists.

This hotel and Sol Cyrene are both managed by the Spanish company, Sol

Melia.

Sol Virginia, situated in Old Sharm town, about a kilometre from the beach at

Nama bay, is an attractive three star hotel, with its own pool. It has a

courtyard design and is privately owned. With its carefully tended trees and

foliage it is a favourite of Russian and British tourists.
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Chapter Six

6.0 PILOT TEST DATA ANALYSIS

6.1 Introduction

This chapter presents an analysis of the data gathered for the purpose of pilot

testing the questionnaire prior to being used at the PhD stage.

6.2 Reliability Analysis

It is important to measure the reliability of a scale in being fit for the purposes

of measuring what it is supposed to measure, in this case the dimensions of

service quality as contained in the questionnaire.

The reliability of the six dimensions was assessed by calculating the

Cronbach alphas for each of the six dimensions on expectations, perceptions

and gaps scales.

The results were as follows:

Table 6.1 Cronbach alphas for dimension scales

Expectations Perceptions
Tangibles 0.887 0.924
Reliability 0.90 0.909
Responsiveness 0.880 0.873
Assurance 0.87 0.806
Empathy 0.931 0.854
Environmentalism 0.819 0.758

This indicates that the scales for each dimension are highly reliable (i.e.
alphas over 0.6 are considered acceptable).

NB. Cronbach Alphas calculate the inter-correlation between the various

items on the scale and indicate the extent to which the factors measured by
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each item are interrelated. Therefore it provides a good assessment of the

suitability of the dimensions.

6.3 Hypothesis Testing

Hypothesis 1a : There is no relationship between service quality

expectations and culture

This was tested using an independent samples T test at three levels of detail:

• Overall expectations
• Expectations by each dimension
• Expectations by each item

This hypothesis is based on the discussion in chapters two and three which

outlined the literature and research on service quality and culture. The

chapters pointed assertions that culture affects the rating of different

dimensions of service quality by consumers and hence their expectations

(See section 3.5 Mattila, 1999; Bradley, 1995; Furrer et al., 2000).

Overall expectations :

In total 135 correctly completed questionnaires were analysed.

Table 6.2 Group statistics

Group Statistics

64 4.7397 1.09760 .13720

71 5.7075 1.27042 .15077

Ethnic Group
Arab

British

Mean of expecations
item scores

N Mean Std. Deviation
Std. Error

Mean

Fig 6.3 Independent Sample Test

Independent Samples Test

2.991 .086 -4.712 133 .000 -.96781 .20540 -1.37409 -.56153

-4.748 132.772 .000 -.96781 .20385 -1.37103 -.56459

Equal variances
assumed

Equal variances
not assumed

Mean of expecations
item scores

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means
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The T Test shows that Arabs (mean expectations score = 4.7) have lower

expectations than British respondents (mean expectations score = 5.7). This

is highly significant (sig. < 0.001), so the null hypothesis is rejected. The

alternative hypothesis is accepted, i.e. There is a relationship between

expectations of service quality and culture.

NB. Independent samples T Test was used to test this hypothesis. This test

calculates the mean for each of the two groups and provides significance

score. For the purposes of this study a significance level of 0.05 (5%) was

adopted.

Expectations by dimension :

Table 6.4 Group statistics

Expectations by dimension:

Ethnic Group N Mean Std.
Deviation

Std. Error
Mean

Mean of tangible
expectations items Arab

British
Qs 1-4 

 
64
71

4.3906
5.5669

1.46037
1.38870

.18255

.16481

Mean of reliability
expectations items Arab

British
Qs 5-9 

 
64
71

4.8688
5.8394

1.18038
1.26519

.14755

.15015

Mean of responsiveness
expectations items Arab

British
Qs 10-13

64
71

4.5625
5.8169

1.17935
1.28519

.14742

.15252

Mean of assurance
expectations items Arab

British
Qs14-17

64
71

4.9727
5.7887

1.00506
1.48844

.12563

.17664

Mean of empathy expectation
items Arab

British
Qs18-22

64
71

4.9563
5.6254

1.22641
1.49816

.15330

.17780

Mean of environment
expectations items Arab

British
Qs 23-26

64
71

4.5273
5.5951

1.03233
1.12628

.12904

.13367
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Independent Samples Test

.345 .558 -4.795 133 .000 -1.17628

-4.783 129.891 .000 -1.17628

.295 .588 -4.594 133 .000 -.97069

-4.611 132.835 .000 -.97069

1.704 .194 -5.887 133 .000 -1.25440

-5.914 132.954 .000 -1.25440

22.857 .000 -3.692 133 .000 -.81608

-3.765 123.591 .000 -.81608

8.773 .004 -2.821 133 .006 -.66910

-2.850 131.819 .005 -.66910

.004 .951 -5.721 133 .000 -1.06773

-5.747 132.959 .000 -1.06773

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Mean of tangibles
expecations items (QA1
- QA4)

Mean of reliability
expectations items
(QA5-QA9)

Mean of responsiveness
expecations items
(QA10-QA13)

Mean of assurance
expecations items
(QA14-QA17)

Mean of empathy
expectations items
(QA18-QA22)

Mean of environmental
expecations items
(QA23-QA26)

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference

t-test for Equality of M

Table 6.5 Independent Sample tests

The results in the two preceding tables demonstrate that British expectations

were significantly higher against all dimensions. The null hypothesis is

therefore rejected and the alternative hypothesis is accepted, i.e. There is a

relationship between expectations of service quality and c ulture.

(See column headed Sig two tailed in the above figure; all scores below 0.05)
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Expectations by item :

The mean scores for individual items exhibited the same pattern as before,

with Arabs having lower expectations’ scores than British respondents against

all items. These were significant (sig. < 0.05) in respect of all but four items.

The four items for which mean expectations were not significantly different

were:

Q16 Q17 Q18 Q22
Mean
expectations
for Arab

5.5 5 5.41 5.22

Mean
expectations
for British

5.86 5.48 5.83 5.44

Significance 0.151 0.7 0.61 0.449

Table 6.6 Mean scores by item

16. Staff of an excellent hotel will always be courteous to guests
17. Staff of an excellent hotel will have the knowledge to answer
patron’s questions
18. Staff of an excellent hotel will be willing to listen to guests’
requirements
22. Staff of an excellent hotel will understand the specific needs
of their guests

Hypothesis 1b : There is no relationship between perceptions of service
quality and culture

This was tested using an independent samples T test at three levels of detail:

• Overall perceptions
• perceptions for each dimension
• perceptions s for each item

Overall perceptions :

Table 6.7 Group statistics

Group Statistics

64 4.9189 1.00744 .12593

71 5.4973 1.02610 .12178

Ethnic Group
Arab

British

Mean of all perceptions
item scores (QB1 - QB26)

N Mean Std. Deviation
Std. Error

Mean
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Table 6.8 Independent sample tests

Independent Samples Test

.012 .912 -3.299 133 .001 -.57842 .17535 -.92525 -.23159

-3.302 132.017 .001 -.57842 .17518 -.92494 -.23190

Equal varian
assumed

Equal varian
not assumed

Mean of all percep
item scores (QB1 -

F Sig.

Levene's Test for
quality of Variance

t df Sig. (2-tailed
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

The above tests show that Arabs (mean perceptions score = 4.7) have lower

perceptions than British respondents (mean perceptions score = 5.7). This is

highly significant (sig. = 0.001), so the null hypothesis is rejected and the

alternative hypothesis is accepted, i.e. There is a relationship between

perceptions of service quality and culture.

Perceptions by dimension :

Ethnic Group N Mean Std.
Deviation

Std. Error
Mean

Mean of tangible expectations
items Arab

British
Qs B1-B4

64
71

4.7070
5.2676

1.67056
1.17285

.20882

.13919

Mean of reliability expectations
items Arab

British
Qs B5-B9

64
71

4.9594
5.4394

1.20432
1.18833

.15054

.14103

Mean of responsiveness
expectations items Arab

British
Qs B10-B13

64
71

5.0664
5.5845

1.24263
1.18242

.15533

.14033

Mean of assurance expectations
items Arab

British
QsB14-B17

64
71

5.2656
5.5352

.88627
1.22058

.11078

.14486

Mean of empathy expectation
items Arab

British
QsB18-B22

64
71

4.7875
5.5437

.97712
1.16579

.12214

.13835

Mean of environment
expectations items Arab

British
Qs B23-B26

64
71

4.7500
5.6162

.81406

.99358
.10176
.11792

Table 6.9 Group statistics for perceptions
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Independent Samples Test

17.918 .000 -2.274 133 .025 -.56057 .24654 .04823 .07292

-2.234 11.593 .027 -.56057 .25096 .05784 .06331

.102 .750 -2.329 133 .021 -.48006 .20614 .88779 .07233

-2.327 31.175 .021 -.48006 .20628 .88813 .07200

.093 .761 -2.481 133 .014 -.51810 .20879 .93107 .10513

-2.475 29.916 .015 -.51810 .20933 .93224 .10397

9.620 .002 -1.455 133 .148 -.26959 .18534 .63617 .09700

-1.478 27.404 .142 -.26959 .18236 .63044 .09127

.819 .367 -4.060 133 .000 -.75616 .18625 .12455 .38778

-4.097 32.324 .000 -.75616 .18455 .12122 .39111

1.163 .283 -5.505 133 .000 -.86620 .15736 .17745 .55494

-5.561 31.840 .000 -.86620 .15575 .17429 .55810

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Mean of tangibl
perceptions item
- QB4)

Mean of reliabil
perceptions item
(QB5-QB9)

Mean of respon
perceptions item
(QB10-QB13)

Mean of assura
perceptions item
(QB14-QB17)

Mean of empath
perceptions item
(QB18-QB22)

Mean of environ
perceptions item
(QB23-QB26)

F Sig.

evene's Test fo
uality of Varianc

t df g. (2-tailed
Mean

Difference
Std. Error
DifferenceLower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

Table 6.10 Independent sample tests

As shown in the two preceding figures, perceptions of Arab respondents were

lower than those of British respondents in all cases, and this difference was

significant (sig.< 0.03) for all dimensions except for assurance (0.142).
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Perceptions by item:

Table 6.11 Group statistics (see next page)
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Group Statistics

64 4.67 2.219 .277

71 4.97 1.603 .190

64 4.36 1.803 .225

71 5.51 1.120 .133

64 4.84 1.482 .185

71 5.45 1.263 .150

64 4.95 1.704 .213

71 5.14 1.268 .151

64 4.81 1.641 .205

71 5.49 1.308 .155

64 5.52 1.221 .153

71 5.75 1.180 .140

64 4.84 .912 .114

71 5.35 1.415 .168

64 4.89 1.492 .186

71 5.37 1.466 .174

64 4.73 1.757 .220

71 5.24 1.459 .173

64 5.38 1.517 .190

71 5.45 1.472 .175

64 4.73 1.730 .216

71 5.52 1.340 .159

64 5.05 1.240 .155

71 5.89 1.141 .135

64 5.11 1.492 .186

71 5.48 1.413 .168

64 5.41 1.080 .135

71 5.32 1.714 .203

64 5.38 1.374 .172

71 5.51 1.575 .187

64 5.42 .940 .117

71 5.99 1.248 .148

64 4.86 1.413 .177

71 5.32 1.240 .147

64 5.25 1.623 .203

71 5.80 1.142 .135

64 4.69 1.390 .174

71 5.66 1.352 .160

64 5.00 1.309 .164

71 5.46 1.413 .168

64 4.52 1.357 .170

71 5.44 1.442 .171

64 4.48 1.368 .171

71 5.35 1.435 .170

64 4.83 1.047 .131

71 5.28 1.466 .174

64 4.41 .904 .113

71 5.62 1.235 .147

64 4.56 1.233 .154

71 5.79 1.158 .137

64 5.20 1.555 .194

71 5.77 1.209 .144

Ethnic Group
Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

This hotel has modern
looking equipment

This hotel has attractive
physical facilities

Staff of this hotel will
appear neat & smart

At this hotel, materials
associated with service
will be visually appealingWhen this hotel promises
to do something by a
certain time it willThis hotel shows genuine
interest in solving guests'
problemsThis hotel performs
service right first time

This hotel provides its
services at the time it
promises to do soThis hotel provides
error-free service

Staff of this hotel tell
guests exactly what
services will beStaff of this hotel give
prompt service to guests

Staff of this hotel will
always be willing to help
guestsStaff of this hotel are
never be too busy to
respond to guestsStaff of this hotel instil
confidence in guests

Guests of this hotel feel
safe in their transactions
with the hotelStaff of this hotel are
always courteous to
guestsStaff of this hotel have the
knowledge to answer
guests' questionsStaff of this hotel are
willing to listen to guests
requirementsThis hotel has opening
hours (bars, restaurants,
etc) convenient to allStaff of this hotel give
guests individualised
attentionThis hotel has the best
interests of the guests at
heartStaff of this hotel
understand the specific
needs of their guestsThis hotel recycles its
waste and minimises the
use of water electricity &This hotel has minimum
negative impact on the
traditional way of life of theThis hotel does not
damage the natural
environmentThis hotel does not put
pressure on the area's
natural resources

N Mean Std. Deviation
Std. Error

Mean
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Independent Samples Test

23.104 .000 -.907 133 .366 -.300 .331 -.954 .354

-.892 113.615 .374 -.300 .336 -.966 .366

35.429 .000 -4.490 133 .000 -1.148 .256 -1.653 -.642

-4.387 103.198 .000 -1.148 .262 -1.666 -.629

.118 .732 -2.568 133 .011 -.607 .236 -1.074 -.140

-2.547 124.439 .012 -.607 .238 -1.079 -.135

14.338 .000 -.731 133 .466 -.188 .257 -.696 .320

-.720 115.681 .473 -.188 .261 -.704 .329

6.922 .010 -2.676 133 .008 -.680 .254 -1.183 -.177

-2.645 120.286 .009 -.680 .257 -1.190 -.171

.003 .953 -1.116 133 .266 -.231 .207 -.640 .178

-1.114 130.474 .267 -.231 .207 -.641 .179

17.010 .000 -2.451 133 .016 -.508 .207 -.919 -.098

-2.504 120.877 .014 -.508 .203 -.910 -.106

.021 .884 -1.866 133 .064 -.476 .255 -.980 .028

-1.865 131.049 .064 -.476 .255 -.980 .029

3.946 .049 -1.824 133 .070 -.505 .277 -1.053 .043

-1.806 122.901 .073 -.505 .280 -1.059 .048

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

This hotel has modern
looking equipment

This hotel has attractive
physical facilities

Staff of this hotel will
appear neat & smart

At this hotel, materials
associated with service
will be visually appealing

When this hotel promises
to do something by a
certain time, it will

This hotel shows genuine
interest in solving guests'
problems

This hotel performs
service right first time

This hotel provides its
services at the time it
promises to do so

This hotel provides
error-free service

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

Table 6.12 Independent sample tests (this figure is continu ed on the next 3 pages)
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Independent Samples Test

.141 .708 -.294 133 .769 -.076 .257 -.585 .433

-.294 130.618 .769 -.076 .258 -.586 .434

10.290 .002 -2.970 133 .004 -.787 .265 -1.311 -.263

-2.931 118.420 .004 -.787 .268 -1.318 -.255

6.401 .013 -4.102 133 .000 -.840 .205 -1.246 -.435

-4.084 128.492 .000 -.840 .206 -1.248 -.433

.876 .351 -1.478 133 .142 -.369 .250 -.864 .125

-1.473 129.726 .143 -.369 .251 -.866 .127

20.472 .000 .330 133 .742 .082 .250 -.411 .576

.337 119.483 .737 .082 .244 -.401 .566

.839 .361 -.516 133 .606 -.132 .256 -.638 .374

-.520 132.865 .604 -.132 .254 -.634 .370

1.254 .265 -2.942 133 .004 -.564 .192 -.943 -.185

-2.984 129.030 .003 -.564 .189 -.938 -.190

3.916 .050 -2.035 133 .044 -.465 .228 -.916 -.013

-2.021 126.116 .045 -.465 .230 -.919 -.010

7.979 .005 -2.306 133 .023 -.553 .240 -1.027 -.079

-2.266 111.718 .025 -.553 .244 -1.036 -.069

.758 .386 -4.127 133 .000 -.974 .236 -1.442 -.507

-4.121 130.701 .000 -.974 .236 -1.442 -.507

Equal variances
assumed

Equal variances
not assumed
Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed
Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed
Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Staff of this hotel tell
guests exactly what
services will be
performed/are available

Staff of this hotel give
prompt service to guests

Staff of this hotel will
always be willing to help
guests

Staff of this hotel are
never be too busy to
respond to guests

Staff of this hotel instil
confidence in guests

Guests of this hotel feel
safe in their transactions
with the hotel

Staff of this hotel are
always courteous to
guests

Staff of this hotel have the
knowledge to answer
guests' questions

Staff of this hotel are
willing to listen to guests
requirements

This hotel has opening
hours (bars, restaurants,
etc) convenient to all
guests

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means
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Independent Samples Test

.614 .435 -1.976 133 .050 -.465 .235 -.930 .000

-1.984 132.890 .049 -.465 .234 -.928 -.001

.545 .462 -3.811 133 .000 -.921 .242 -1.399 -.443

-3.823 132.743 .000 -.921 .241 -1.398 -.444

.181 .671 -3.586 133 .000 -.868 .242 -1.346 -.389

-3.595 132.570 .000 -.868 .241 -1.345 -.390

6.019 .015 -2.048 133 .042 -.454 .221 -.892 -.016

-2.083 126.625 .039 -.454 .218 -.884 -.023

4.247 .041 -6.456 133 .000 -1.213 .188 -1.585 -.842

-6.559 127.770 .000 -1.213 .185 -1.580 -.847

1.114 .293 -5.959 133 .000 -1.226 .206 -1.633 -.819

-5.939 129.389 .000 -1.226 .206 -1.635 -.818

2.372 .126 -2.396 133 .018 -.572 .239 -1.043 -.100

-2.365 118.675 .020 -.572 .242 -1.050 -.093

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Staff of this hotel give
guests individualised
attention

This hotel has the best
interests of the guests at
heart

Staff of this hotel
understand the specific
needs of their guests

This hotel recycles its
waste and minimises
the use of water,
electricity & detergents

This hotel has minimum
negative impact on the
traditional way of life of
the local population

This hotel does not
damage the natural
environment

This hotel does not put
pressure on the area's
natural resources

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means
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As shown in the preceding figure, although Arabs consistently score lower than

British on perception scores, these differences are only significant in about two

thirds of items. The items where there is not a significant difference are

On part B of the questionnaire: Q1, 4, 6, 8, 9, 10, 13, 14, 15.

Hypothesis 1c : There is no relationship between gaps scores and culture.

This was tested using an independent samples T test at three levels of detail:

• Overall perceptions
• Perceptions for each dimension
• Perceptions for each item

Group Statistics

64 .1459 .62835 .07854

71 -.1840 .77968 .09253

Ethnic Group
Arab

British

Mean of all gaps scores
N Mean Std. Deviation

Std. Error
Mean

Table 6.13 Overall gaps scores:

Independent Samples Test

4.576 .034 2.688 133 .008 .32992 .12273 .08717 .57267

2.718 131.411 .007 .32992 .12137 .08982 .57001

Equal varianc
assumed

Equal varianc
not assumed

Mean of all gaps s
F Sig.

Levene's Test for
quality of Variance

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

Table 6.14 Independent samples test:

The result of the above test shows that on average, Arabs have a positive overall

gaps score (mean = 0.15), whereas British have a negative one (mean = -0.18).

This difference is significant (sig. = 0.007). The null hypothesis is therefore

rejected and the alternative hypothesis is accepted, i.e. There is a relationship

between gaps scores and culture.



119

Gaps scores by dimension :

Group Statistics

64 .3164 1.15577 .14447

71 -.2993 .99608 .11821

64 .0906 1.04680 .13085

71 -.4000 .72977 .08661

64 .4128 .98034 .12254

71 -.2324 .83165 .09870

64 .2930 .68943 .08618

71 -.2535 .84989 .10086

64 -.1688 .87883 .10985

71 -.0817 1.24238 .14744

64 .2227 .76651 .09581

71 .0211 1.10417 .13104

Ethnic Group
Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Mean of tangibles gaps

Mean of reliability gaps

Mean of responsivness
gaps

Mean of assurance gaps

Mean of empathy gaps

Mean of envionmental
gaps

N Mean Std. Deviation
Std. Error

Mean

Table 6.15 Group statistics gap scores
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Independent Samples Test

.703 .403 3.324 133 .001 .61570 .18524 .24931 .98209

3.298 25.122 .001 .61570 .18667 .24626 .98514

1.961 .164 3.184 133 .002 .49063 .15411 .18581 .79544

3.127 11.101 .002 .49063 .15692 .17969 .80156

3.228 .075 4.135 133 .000 .64515 .15601 .33657 .95374

4.100 24.207 .000 .64515 .15735 .33372 .95658

.463 .498 4.075 133 .000 .54649 .13410 .28124 .81174

4.119 31.588 .000 .54649 .13267 .28406 .80892

3.054 .083 -.465 133 .642 -.08706 .18709 .45713 .28301

-.473 26.108 .637 -.08706 .18387 .45093 .27681

10.479 .002 1.219 133 .225 .20153 .16532 .12548 .52854

1.241 25.119 .217 .20153 .16233 .11974 .52280

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Equal varia
assumed

Equal varia
not assume

Mean of tangible

Mean of reliabili

Mean of respons
gaps

Mean of assuran

Mean of empath

Mean of envionm
gaps

F Sig.

Levene's Test fo
uality of Varianc

t df g. (2-tailed
Mean

Difference
Std. Error
DifferenceLower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

Table 6.16 Independent samples test-gaps score

As shown in the two preceding figures, Arabs tended to give positive gap scores

against the dimensions of tangibles, reliability, responsiveness and assurance,

whilst British tended to be negative. These differences were significant.

On the empathy dimension, both cultural groups tended to return negative

scores. On the environmental dimension, both groups tended to return positive

scores. In the case of both dimensions, differences between the group means

were not significant.
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Gaps scores by item : Table 6.17 Group statistics

Group Statistics

64 1.1250 2.01974 .25247

71 -.0423 1.43862 .17073

64 .2344 1.25663 .15708

71 -.3521 1.25469 .14890

64 .0781 1.58670 .19834

71 -.2394 1.24745 .14805

64 -.1719 1.63838 .20480

71 -.5634 1.19203 .14147

64 -.1719 1.36341 .17043

71 -.1408 1.15010 .13649

64 .5000 1.27242 .15905

71 -.3662 1.19809 .14219

64 .3594 1.42948 .17868

71 -.1831 1.19893 .14229

64 -.0781 1.95428 .24428

71 -.6901 1.43020 .16973

64 -.1563 1.42783 .17848

71 -.6197 1.12588 .13362

64 .9844 1.49594 .18699

71 -.0141 1.56290 .18548

64 -.1094 2.01673 .25209

71 -.4789 .99799 .11844

59 .7288 .92532 .12047

71 .0845 1.43175 .16992

64 .2344 1.62072 .20259

71 -.5211 .99799 .11844

64 .8281 1.43156 .17894

71 -.5775 1.38008 .16379

64 .5625 1.40153 .17519

71 -.4085 1.23725 .14683

64 -.0781 1.51505 .18938

71 .1268 1.50171 .17822

64 -.1406 1.24553 .15569

71 -.1549 1.34852 .16004

64 -.1563 1.92080 .24010

71 -.0282 1.52101 .18051

64 -.2656 1.26293 .15787

71 -.1268 1.61183 .19129

64 .1094 1.38148 .17268

71 -.0282 1.53968 .18273

64 .2031 1.18428 .14804

71 -.1408 1.52405 .18087

64 -.7344 1.80161 .22520

71 -.0845 1.60131 .19004

64 .5781 1.57162 .19645

71 -.3380 2.02797 .24068

64 -.2969 1.10812 .13851

71 .1831 1.54282 .18310

64 .2969 1.06428 .13303

71 .1408 1.45696 .17291

64 .3125 1.25831 .15729

71 .0986 1.20895 .14348

Ethnic Group
Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Arab

British

Equipment gap score
(QB1 - QA1)

Physical Facilities gap
score (QB2 - QA2)

Staff appearance gap
score (QB3 - QA4)

Peripherals gap score
(QB4 - QA4)

Promises gap score (QB5
- QA5)

Problem solving gap
score (QB6 - QA6)

Right first time gap score
(QB7- QA7)

Time promises gap score
(QB8 - QA8)

Error free gap score (QB9
- QA9)

Tell guests gap score
(QB10 - QA10)

Prompt service gap score
(QB11 - QA11)

Help guests gap score
(QB12 - QA12)

Nvere too busy gap score
(QB13 - QA13)

Confidence gap score
(QB14 - QA14)

Safe transactions gap
score (QB15 - QA15)

Courtesy gap score
(QB16 - QA16)

Knowledge gap score
(QB17 - QA17)

Listen to requirements
gap score (QB18 - QA18)

Convenient opening
hours gap score (QB19 -
QA19)Individualised attention
gap score (QB20 - QA20)

Guests interests gap
score (QB21 - QA22)

Understand needs gap
score (QB22 - QA22)

Re-cycle gap score (QB23
- QA23)

Traditional life gap score
(QB24 - QA24)

Natural environment gap
score (QB25 - QA25)

Pressure on resources
gap score (QB26 - QA26)

N Mean Std. Deviation
Std. Error

Mean
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Independent Samples Test

3.955 .049 3.896 133 .000 1.16725 .29962 .57462 1.75988

3.830 112.603 .000 1.16725 .30478 .56341 1.77110

.067 .796 2.710 133 .008 .58649 .21642 .15841 1.01456

2.710 131.517 .008 .58649 .21644 .15833 1.01464

4.030 .047 1.299 133 .196 .31756 .24446 -.16598 .80110

1.283 119.401 .202 .31756 .24750 -.17249 .80761

4.167 .043 1.598 133 .112 .39151 .24494 -.09297 .87598

1.573 114.088 .119 .39151 .24891 -.10157 .88458

.055 .815 -.143 133 .886 -.03103 .21643 -.45912 .39706

-.142 123.872 .887 -.03103 .21835 -.46320 .40114

.080 .778 4.073 133 .000 .86620 .21267 .44554 1.28686

4.060 129.496 .000 .86620 .21334 .44411 1.28828

3.754 .055 2.397 133 .018 .54247 .22635 .09477 .99018

2.375 123.526 .019 .54247 .22842 .09036 .99459

9.230 .003 2.090 133 .039 .61202 .29280 .03287 1.19116

2.057 114.496 .042 .61202 .29746 .02277 1.20126

.794 .374 2.104 133 .037 .46347 .22025 .02782 .89912

2.079 119.598 .040 .46347 .22295 .02202 .90492

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equipment gap score
(QB1 - QA1)

Physical Facilities gap
score (QB2 - QA2)

Staff appearance gap
score (QB3 - QA4)

Peripherals gap score
(QB4 - QA4)

Promises gap score
(QB5 - QA5)

Problem solving gap
score (QB6 - QA6)

Right first time gap
score (QB7- QA7)

Time promises gap
score (QB8 - QA8)

Error free gap score
(QB9 - QA9)

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

Table 6.18 Independent sample test (continued on the next tw o pages)
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Independent Samples Test

.032 .858 3.782 133 .000 .99846 .26398 .47631 1.52061

3.791 132.510 .000 .99846 .26338 .47748 1.51944

40.745 .000 1.369 133 .173 .36950 .26984 -.16423 .90322

1.327 89.938 .188 .36950 .27853 -.18385 .92285

1.975 .162 2.977 128 .003 .64431 .21640 .21612 1.07250

3.093 121.123 .002 .64431 .20829 .23195 1.05666

8.889 .003 3.296 133 .001 .75550 .22922 .30212 1.20888

3.219 102.634 .002 .75550 .23467 .29007 1.22094

6.305 .013 5.805 133 .000 1.40559 .24212 .92669 1.88449

5.794 130.403 .000 1.40559 .24258 .92568 1.88550

1.886 .172 4.275 133 .000 .97095 .22711 .52173 1.42017

4.248 126.444 .000 .97095 .22859 .51860 1.42330

2.891 .091 -.788 133 .432 -.20489 .25993 -.71902 .30925

-.788 131.310 .432 -.20489 .26005 -.71932 .30955

.025 .876 .064 133 .949 .01430 .22420 -.42916 .45777

.064 132.916 .949 .01430 .22328 -.42733 .45594

4.429 .037 -.432 133 .667 -.12808 .29681 -.71516 .45900

-.426 119.877 .671 -.12808 .30039 -.72283 .46667

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Tell guests gap score
(QB10 - QA10)

Prompt service gap score
(QB11 - QA11)

Help guests gap score
(QB12 - QA12)

Nvere too busy gap score
(QB13 - QA13)

Confidence gap score
(QB14 - QA14)

Safe transactions gap
score (QB15 - QA15)

Courtesy gap score
(QB16 - QA16)

Knowledge gap score
(QB17 - QA17)

Listen to requirements
gap score (QB18 - QA18)

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means
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Independent Samples Test

.905 .343 -.553 133 .581 -.13886 .25114 -.63560 .35787

-.560 130.540 .577 -.13886 .24802 -.62952 .35179

.041 .839 .544 133 .587 .13754 .25284 -.36256 .63765

.547 132.998 .585 .13754 .25141 -.35974 .63483

2.920 .090 1.453 133 .149 .34397 .23676 -.12434 .81228

1.472 130.251 .144 .34397 .23373 -.11843 .80637

2.994 .086 -2.219 133 .028 -.64987 .29287 -1.22915 -.07058

-2.205 126.802 .029 -.64987 .29467 -1.23298 -.06676

3.155 .078 2.911 133 .004 .91615 .31475 .29359 1.53872

2.949 130.154 .004 .91615 .31067 .30153 1.53078

1.383 .242 -2.056 133 .042 -.47997 .23345 -.94173 -.01821

-2.091 126.876 .039 -.47997 .22959 -.93429 -.02565

10.962 .001 .704 133 .483 .15603 .22166 -.28240 .59446

.715 127.688 .476 .15603 .21816 -.27566 .58772

1.284 .259 1.007 133 .316 .21391 .21245 -.20631 .63413

1.005 130.280 .317 .21391 .21290 -.20727 .63509

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Convenient opening
hours gap score (QB19 -
QA19)

Individualised attention
gap score (QB20 - QA20)

Guests interests gap
score (QB21 - QA22)

Understand needs gap
score (QB22 - QA22)

Re-cycle gap score (QB23
- QA23)

Traditional life gap score
(QB24 - QA24)

Natural environment gap
score (QB25 - QA25)

Pressure on resources
gap score (QB26 - QA26)

F Sig.

Levene's Test for
Equality of Variances

t df Sig. (2-tailed)
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means
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6.4 Summary of the Findings

Having established the reliability of the scale (the modified 6 scale SERVQUAL)

the following findings were arrived at:

1-There is a relationship between expectations of service quality and culture.

This was shown by Arab guests having lower expectations of service quality than

the British guests. This was true for overall expectations, for expectations across

each dimension and for the majority of individual items of service quality.

2- There is a relationship between perceptions of service quality and culture.

Arabs have lower overall perception scores than the British, and also lower

perception scores for each dimension. However, this perception is significantly

lower in 2/3 of the individual items.

3- Culture was not found to be significant in the individual gap scores.

Arabs tended to give positive gap scores against the dimensions of tangibles,

reliability, responsiveness and assurance, whilst British tended to be negative.

These differences were significant. On the empathy dimension, both cultural

groups tended to return negative scores. On the environmental dimension, both

groups tended to return positive scores. In the case of both dimensions,

differences between the group means were not significant.

4- Expectations increase with age and the older guest had higher expectations

and higher gap scores for service quality.

5- Those travelling with children or alone, tended to return negative gap scores

whilst those travelling with a friend or partner tended to return positive gap

scores.

6- There was no difference arising in expectations, perceptions or gap scores

due to purpose of visit (holiday or business).

7- There were no significant differences between expectation scores and

perceptions scores for women and men respectively. However, men tended to
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have slightly higher expectations and slightly lower perceptions, which resulted in

a significantly more positive gap score for women.

Final note: As stated at the beginning of this chapter, the reliability of the scale

was measured here and proven. No attempt was made at this stage to measure

validity of the scales through intention of the guest to return to the hotel. This is

because the validity of SERVQUAL has been tested and proven in the literature

already. However, for the PhD stage a question was added regarding intention to

return to the hotel and validity test carried out. Also, in order to improve the

validity of the findings for the main survey PhD stage three different hotels were

used-one three star, one four star and five star so as to include hotels with rather

different facilities, different standards of facilities and different prices. The sample

was of a much larger size and the questionnaire was modified following feedback

and analysis of the questionnaires used in the pilot test.

The final questionnaire used had these amendments:

Question 29 was changed from:

29- You are here: on your own � with partner � with children �

to

29- You are here: on your own � with partner � with partner and
children �

with friends � Other � please specify…………………

Question 32 was changed from:

32- You would classify your occupation as:

Businessman/woman � Professional � Semi-professional � Skilled
worker �

Semi-skilled worker � Unskilled worker � Student � currently
unemployed �

To:

32- You would classify your occupation as:



127

Businessman/woman � Professional � Semi-professional � Skilled
worker �

Semi-skilled worker � Unskilled worker � Student � currently
unemployed �

Retired �

The following questions were also added to give more depth to the main survey.

36- Would you recommend this hotel to your friends? Yes � No �

37- If you came back to this area would you stay at this hotel again? Yes� No
�

38- Hotel stars (to be added by the researcher)

A copy of the final questionnaire can be found in the next page.

PART A-Please show your degree of agreement with the statements below by circling one number for
each statement.
1= Totally Disagree 7= Totally agree
1. An excellent hotel will have modern looking equipment
(restaurant facilities, bar facilities, cutlery, crockery, etc.)

1 2 3 4 5 6 7

2. An excellent hotel will have attractive physical facilities (signs,
décor, lighting, carpets, etc.)

1 2 3 4 5 6 7

3. The staff of an excellent hotel will appear neat and smart
(uniforms, grooming, etc.)

1 2 3 4 5 6 7

4. In an excellent hotel, materials associated with the service will
be visually appealing (pamphlets, napkins, menus, etc.)

1 2 3 4 5 6 7

5. When an excellent hotel promises to do something by a certain
time they will do so

1 2 3 4 5 6 7

6. When guests have a problem, e.g. an error in a bill, an
excellent hotel will show genuine interest in solving it

1 2 3 4 5 6 7

7. An excellent hotel will perform service right the first time 1 2 3 4 5 6 7

8. An excellent hotel will provide its services at the time it
promises to do so

1 2 3 4 5 6 7

9. An excellent hotel will insist on error-free service 1 2 3 4 5 6 7

10. Staff of an excellent hotel will tell guests exactly what services
will be performed

1 2 3 4 5 6 7

11. Staff of an excellent hotel will give prompt service to guests 1 2 3 4 5 6 7

12. Staff of an excellent hotel will always be willing to help guests 1 2 3 4 5 6 7

13. Staff of an excellent hotel will never be too busy to respond to
guests

1 2 3 4 5 6 7

14. Staff of an excellent hotel will instil confidence in guests 1 2 3 4 5 6 7

15. Guests of an excellent hotel will feel safe in their transactions
with the hotel

1 2 3 4 5 6 7

16. Staff of an excellent hotel will always be courteous to guests 1 2 3 4 5 6 7
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17. Staff of an excellent hotel will have the knowledge to answer
patron’s questions

1 2 3 4 5 6 7

18. Staff of an excellent hotel will be willing to listen to guests’
requirements

1 2 3 4 5 6 7

19. An excellent hotel will have opening hours (restaurants, bars,
gym, etc.) convenient to all guests

1 2 3 4 5 6 7

20. The staff of an excellent hotel will give guests individualized
attention

1 2 3 4 5 6 7

21. An excellent hotel will have the best interests of the guests at
heart

1 2 3 4 5 6 7

22. Staff of an excellent hotel will understand the specific needs
of their guests

1 2 3 4 5 6 7

23. An excellent hotel will re-cycle its waste and minimise the use
of water, electricity and detergents

1 2 3 4 5 6 7

24. An excellent hotel will have minimum negative impact on the
way of traditional life of the population of the area

1 2 3 4 5 6 7

25. An excellent hotel will not damage the natural environment
(for example creating too much traffic, cutting down trees, etc.)

1 2 3 4 5 6 7

26. An excellent hotel will not put pressure on the natural
resources of the area (water, food supplies, etc.)

1 2 3 4 5 6 7

PART B-Please show your degree of agreement with the statements below about the hotel you are
staying at by circling one number for each statement.
1= Totally Disagree 7= Totally agree
1. This hotel has modern looking equipment (restaurant facilities,
bar facilities, cutlery, crockery, etc.)

1 2 3 4 5 6 7

2. This hotel has attractive physical facilities (signs, décor,
lighting, carpets, etc.)

1 2 3 4 5 6 7

3. The staff of this hotel are neat and smart (uniforms, grooming,
etc.)

1 2 3 4 5 6 7

4. At this hotel, materials associated with the service will be
visually appealing (pamphlets, napkins, menus, etc.)

1 2 3 4 5 6 7

5. When this hotel promises to do something by a certain time
they do so

1 2 3 4 5 6 7

6. When guests have a problem, e.g. an error in a bill, this hotel
show genuine interest in solving it

1 2 3 4 5 6 7

7. This hotel performs service right the first time 1 2 3 4 5 6 7

8. This hotel provides its services at the time it promises to do so 1 2 3 4 5 6 7

9. This hotel provides error-free service 1 2 3 4 5 6 7

10. Staff of this hotel tell guests exactly what services will be
performed/are available

1 2 3 4 5 6 7

11. Staff of this hotel give prompt service to guests 1 2 3 4 5 6 7

12. Staff of an excellent hotel will always be willing to help guests 1 2 3 4 5 6 7

13. Staff of this hotel are never be too busy to respond to guests 1 2 3 4 5 6 7

14. Staff of this hotel instil confidence in guests 1 2 3 4 5 6 7

15. Guests of this hotel feel safe in their transactions with the
hotel

1 2 3 4 5 6 7

16. Staff of this hotel are always courteous to guests 1 2 3 4 5 6 7

17. Staff of this hotel have the knowledge to answer guests’
questions

1 2 3 4 5 6 7
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18. The staff of this hotel give are willing to listen to guests
requirements

1 2 3 4 5 6 7

19. This hotel has opening hours (restaurants, bars, gym, etc.)
convenient to all guests

1 2 3 4 5 6 7

20. Staff at this hotel give guests individualized attention 1 2 3 4 5 6 7

21. This hotel has the best interests of its guests at heart 1 2 3 4 5 6 7

22. Staff of this hotel understand the specific needs of their
guests

1 2 3 4 5 6 7

23. This hotel re-cycles its waste and minimises the use of water,
electricity and detergents

1 2 3 4 5 6 7

24. This hotel has minimum negative impact on the traditional
way of life of the population of the area

1 2 3 4 5 6 7

25. This hotel does not damage the natural environment (for
example creating too much traffic, cutting down trees, etc.)

1 2 3 4 5 6 7

26. This hotel does not put pressure on the natural resources of
the area (water, food supplies, etc.)

1 2 3 4 5 6 7

PART C- Please provide the following information about your self. This information will be
in total confidence and your name is not required.

27- You are: Male � Female �

28- You are here for: Holiday � Business �

29- You are here: on your own � with partner � with partner and children �

with friends � Other � please specify…………………

30- This is your: First stay at this hotel � You have stayed at this hotel before �

31- You are in the age group:

18-25 � 26-35 � 36-45 � 46-55 � 56+ �

32- You would classify your occupation as:

Businessman/woman � Professional � Semi-professional � Skilled worker �

Semi-skilled worker � Unskilled worker � Student � currently unemployed �

Retired �

33- Your nationality.....

34- You travel on holiday: Once a year � Twice a year �
More than 2 times a year � Not all �

35- You travel on business: Once a year � Twice a year �
More than 2 times a year � Not all �

36- Would you recommend this hotel to your friends? Yes � No �
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37- If you came back to this area would you stay at this hotel again? Yes� No �

38- Hotel stars

Thank you for completing this questionnaire
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Chapter Seven

7.0 MAIN FINDINGS

7.1 Introduction

Following the pilot test, discussed in the previous chapter, an amended and

improved questionnaire (see chapter six) was produced and used for the main

quantitative survey. The survey was conducted during the summer of 2008 and

within three hotels in Sharm El-Sheikh. Of these hotels one was three star, one

four star and one five star. The questionnaires were given out to the

respondents to fill and I was on hand ton answer any queries. Many guests took

the questionnaires to fill in and return later. The majority did not. So, I had to

rely mainly on questionnaires being filled by the guests while I waited, and of

course often they did not have time to do it there and then. So, the process of

data collection was took three full weeks. At each hotel one member of the

staff, with whom I had discussed the questionnaire in detail also helped in

getti9ng the questionnaires complete.

7.2 Scale Evaluation

The internal reliability of the scale was assessed using Cronbach’s Alpha, which

measures the degree of correlation between the items constituting a particular

scale. High alpha scores (i.e. close to 1) denote a scale which exhibits a high

degree of inter-correlation, and hence a high degree of reliability. Alphas were

calculated for the expectations and perception scales respectively, overall and

by individual dimensions. In the end 504 correctly completed questionnaires

were gathered.
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7.2.1 The expectations scale

Table 7.1 Reliability of the quality expectations scale

Case Processing Summary

N %

Valid 503 99.8

Excludeda 1 .2

Cases

Total 504 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's

Alpha N of Items

.961 26

The Cronbach Alpha for all expectations items was 0.961, denoting a very high

degree of scale reliability (see table 7.1). The reliability of the sub-scales for

each dimension of quality was similarly very high, with alphas ranging between

0.838 and 0.907. It can therefore be concluded that the scales exhibit a high

degree of reliability. Of the respondents 250 were Arabs and 254 British. The 250

Arabs divided into 191 Egyptians and 59 non-Egyptian Arabs (made up of

Lebanese, Libyan, Iraqi and Palestinian).

Table 7.2 Reliability of expectations dimensions scales

Dimension No. items Cronbach alpha
Tangibles 4 0.884
Reliability 5 0.872
Responsiveness 4 0.907
Assurance 4 0.890
Empathy 5 0.904
Environmental impact 4 0.838
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7.2.2 The perceptions scale

Table 7.3 Reliability of the perceptions scale overall

Case Processing Summary

N %

Valid 499 99.0

Excludeda 5 1.0

Cases

Total 504 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's

Alpha N of Items

.962 26

The perceptions scale proved to be similarly reliable, returning an alpha of 0.962

overall. The perception dimensions returned alphas ranging from 0.858 to 0.912.

The perceptions scales can therefore be said to be very reliable.

Table 7.4 Reliability of expectations dimensions scales

Dimension No. items Cronbach alpha
Tangibles 4 0.882
Reliability 5 0.912
Responsiveness 4 0.864
Assurance 4 0.875
Empathy 5 0.893
Environmental impact 4 0.858

7.3 Hypothesis Testing

Following the literature review (chapters 2, 3, 4) and pilot testing (chapter 6) a

revised version of the questionnaire was administered to the guests of three

different hotels, with different star ratings) was distributed in Sharm El-Sheikh.

The sample of 504 was virtually evenly distributed between Arabs and British

respondents (See table 7.5), so a robust criterion for determining significance

was adopted, and the significance level of 0.05 was chosen. Arab respondents
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were further divided into Egyptian Arabs and Other Arabs to test for differences

between national cultures within this broader ethnic group (see table 7.6).

Table 7.5 Distribution of ethnic groups (Arabs vs. British)

Arabic and British guests

Frequency Percent Valid Percent

Cumulative

Percent

Arabic (Egyptian & non-

Egyptian)
250 49.6 49.6 49.6

British 254 50.4 50.4 100.0

Valid

Total 504 100.0 100.0

Table 7.6 Distribution of ethnic groups (Arabs vs. British)

Ethnic Group

Frequency Percent Valid Percent

Cumulative

Percent

Arab Egyptian 191 37.9 37.9 37.9

Other Arab 59 11.7 11.7 49.6

British 254 50.4 50.4 100.0

Valid

Total 504 100.0 100.0

A number of hypotheses were set to test the findings using SPSS software. The

aim of the hypotheses testing was to examine claims in the literature regarding

the impact of culture on expectations and perceptions of service quality.

Additionally, the impact of other variables such as demographics was tested. The

reasoning behind these hypotheses was discussed in detail in chapter six.

Hypothesis 1a : There is no relationship between service quality

expectations and culture

This was tested using an independent samples T test at three levels of detail:

• Overall expectations
• Expectations by each dimension
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This hypothesis is based on the discussion in chapters two and three which

outlined the literature and research on service quality and culture. The chapters

pointed assertions that culture affects the rating of different dimensions of service

quality by consumers and hence their expectations (See section 3.5 Mattila,

1999; Bradley, 1995;Furrer et al., 2000). To enable this analysis, new variables

were computed from the individual expectation scores to show the mean

expectation scores against all items, and the mean expectation scores for each

of the six dimensions of service quality.

This analysis was conducted twice. The first analysis looked at two groups

(Arabs vs. British) and the second looked three groups (Egyptian Arabs vs. non-

Egyptian Arabs vs. British).

Overall expectations for Arabs vs. British :

In total 504 correctly completed questionnaires were analysed. The group

statistics (Table 7.7a) show that Arabs (mean expectations score = 6.37) have

slightly lower expectations than British respondents (mean expectations score =

6.55). The T-test shows that this difference is significant (sig. < 0.02). Since this

is below the criterion value of 0.05, the null hypothesis can be rejected. The

alternative hypothesis is accepted, i.e. There is a relationship between

expectations of service quality and culture.



Table 7.7a Group statistics for mean expectations of Arabs v s.British

Group Statistics

Arabic and British guests N Mean Std. Deviation Std. Error Mean

Arabic (Egyptian & non-

Egyptian)
250 6.3711 .74592 .04718

Mean of expectation items

(QA1-26)

British 254 6.5494 .51956 .03260

Fig 7.7b Independent samples T-test for mean expectations o f Arabs vs. British

Independent Samples Test

Levene's Test for

Equality of

Variances t-test for Equality of Means

95%

Confidence

Interval of the

Difference

F Sig. t df

Sig. (2-

tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances

assumed 19.675 .000 -3.118 502 .002 -.17829 .05719

-

2.9064

1E-1

-

6.5933

2E-2

Mean of expectation items

(QA1-26)

Equal variances not

assumed -3.109 443.951 .002 -.17829 .05734

-

2.9098

7E-1

-

6.5587

4E-2



Expectations by dimension:

The same analysis was conducted on the mean expectations scores for each

dimension of service quality. The results given in tables 7.8a and 7.8b indicate

that Arab guests have significantly lower expectations that British guests do

against most dimensions, but not for items relating to tangibles and reliability.

These results provide some support for the rejection of the null hypothesis. The

alternative hypothesis that there is a relationship between expectations of

service quality and culture can therefore be accepted, but it appears that this

has applies only to certain dimensions of quality.

Overall expectations of non-Egyptian Arabs

Differences between the expectations of non-Egyptian guests, Egyptian Arabs

and British were analysed. Comparative descriptive statistics for the three

groups were generated using the `split file’ function. Since the comparison was

between more than two groups, the significance of the differences was tested

using ANOVA (Field, 2003). The results suggest that non-Egyptian Arabs have

lower expectations than the other two groups, and the differences between the

expectations of all three cultural groups are significant (Tables 7.9a and 7.9b).

This adds further support for the rejection of the null hypothesis, and the

acceptance of the alternative hypothesis that there is a relationship between

expectations of quality and culture.

Expectations by dimension of non-Egyptian Arabs

The results here conformed to the emerging pattern of the non-Egyptian Arabs

having lower expectations that Egyptian Arabs, who in turn had lower

expectations than British guests (see table 7.10a). The difference between the

expectations of these groups were significant for all dimensions (table 7.10b).



Table 7.8a Group statistics for expectations of Arabs vs. Br itish by dimension

Group Statistics

Arabic and British guests N Mean Std. Deviation Std. Error Mean

Arab (Egyptian & non-

Egyptian)
250 6.5250 .80637 .05100

Mean of tangibles

expectation items (QA1-4)

British 254 6.5344 .61563 .03863

Arab (Egyptian & non-

Egyptian)
250 6.5520 .70107 .04434

Mean of reliability expectation

items (QA5-9)

British 254 6.6071 .54355 .03411

Arab (Egyptian & non-

Egyptian)
250 6.3640 .88296 .05584

Mean of responsiveness

expectation items (QA10-13)

British 254 6.6093 .61287 .03846

Arab (Egyptian & non-

Egyptian)
250 6.3540 .89155 .05639

Mean of assurance

expectation items (QA14-17)

British 254 6.5295 .62405 .03916

Arab (Egyptian & non-

Egyptian)
250 6.2608 .97230 .06149

Mean of empathy

expectation items (QA18-22)

British 254 6.5449 .62272 .03907

Arab (Egyptian & non-

Egyptian)
250 6.1530 1.01041 .06390

Mean of environmental

impact expectation items

(QA23-26) British 254 6.4577 .75176 .04717
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Table 7.8 b: Independent sample test for mean expectations o f Arabs vs. British by dimension

Independent Samples Test

Levene's Test for

Equality of Variances t-test for Equality of Means

95% Confidence

Interval of the

Difference

F Sig. t df

Sig. (2-

tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances

assumed 1.946 .164 -.148 502 .882 -.00945 .06384

-

1.34881E

-1

.11598

Mean of tangibles expectation

items (QA1-4)

Equal variances not

assumed -.148 465.776 .883 -.00945 .06398

-

1.35167E

-1

.11627

Equal variances

assumed 5.364 .021 -.987 502 .324 -.05509 .05583

-

1.64772E

-1

.05460

Mean of reliability expectation

items (QA5-9)

Equal variances not

assumed -.985 469.166 .325 -.05509 .05594

-

1.65009E

-1

.05484

Equal variances

assumed 30.296 .000 -3.627 502 .000 -.24525 .06762

-

3.78095E

-1

-

1.12409E-

1

Mean of responsiveness

expectation items (QA10-13)

Equal variances not

assumed -3.617 443.085 .000 -.24525 .06780

-

3.78508E

-1

-

1.11996E-

1
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Equal variances

assumed 20.255 .000 -2.564 502 .011 -.17553 .06846

-

3.10036E

-1

-

4.10195E-

2

Mean of assurance

expectation items (QA14-17)

Equal variances not

assumed -2.557 445.169 .011 -.17553 .06865

-

3.10444E

-1

-

4.06112E-

2

Equal variances

assumed 30.006 .000 -3.912 502 .000 -.28408 .07262

-

4.26749E

-1

-

1.41415E-

1

Mean of empathy expectation

items (QA18-22)

Equal variances not

assumed -3.899 422.816 .000 -.28408 .07286

-

4.27289E

-1

-

1.40875E-

1

Equal variances

assumed 25.116 .000 -3.845 502 .000 -.30468 .07925

-

4.60372E

-1

-

1.48983E-

1

Mean of environmental impact

expectation items (QA23-26)

Equal variances not

assumed -3.836 459.888 .000 -.30468 .07943

-

4.60763E

-1

-

1.48592E-

1



Table 7.9a Mean expectations of non-Egyptian Arabs vs. Egyp tians vs. British

Descriptive Statistics

Ethnic Group N Minimum Maximum Mean Std. Deviation

Mean of expectation items

(QA1-26)
191 4.00 7.00 6.4193 .62401

Arab Egyptian

Valid N (listwise) 191

Mean of expectation items

(QA1-26)
59 1.92 7.00 6.2151 1.03957

Other Arab

Valid N (listwise) 59

Mean of expectation items

(QA1-26)
254 4.92 7.00 6.5494 .51956

British

Valid N (listwise) 254

Table 7.9b Mean expectations of non-Egyptian Arabs vs. Egyp tians vs. British:

ANOVA

ANOVA

Mean of expectation items (QA1-26)

Sum of Squares df Mean Square F Sig.

Between Groups 5.883 2 2.942 7.190 .001

Within Groups 204.960 501 .409

Total 210.843 503

Table 7.10a Mean expectations of non-Egyptian Arabs vs. Egy ptians vs. British by

dimension

Descriptive Statistics

Ethnic Group N Minimum Maximum Mean Std. Deviation

Mean of expectation items

for tangibles (Q1 - 4)
188 2.00 7.00 5.5771 1.12787

Mean of expectation items

for reliability (Q5 - 9)
188 4.00 7.00 6.5181 .66950

Mean of expectation items

for responsiveness (Q10 -

13)

188 3.00 7.00 6.4415 .81425

Arab Egyptian

Mean of expectation items

for assurance (Q14 - 17)
188 3.75 7.00 6.3590 .85402
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Mean of expectation items

for empathy (Q18 - 22)
188 3.40 7.00 6.2904 .83180

Mean of expectation items

for environmental impact

(Q23-26)

188 1.25 7.00 6.2088 1.01095

Valid N (listwise) 188

Mean of expectation items

for tangibles (Q1 - 4)
65 1.75 7.00 5.7615 1.29258

Mean of expectation items

for reliability (Q5 - 9)
65 1.80 7.00 6.3262 .98398

Mean of expectation items

for responsiveness (Q10 -

13)

65 2.00 7.00 6.2000 1.06084

Mean of expectation items

for assurance (Q14 - 17)
65 1.50 7.00 6.3192 1.04162

Mean of expectation items

for empathy (Q18 - 22)
65 1.20 7.00 6.1969 1.19032

Mean of expectation items

for environmental impact

(Q23-26)

65 2.00 7.00 5.9423 1.39178

Other Arab

Valid N (listwise) 65

Mean of expectation items

for tangibles (Q1 - 4)
248 3.75 7.00 6.2016 .81557

Mean of expectation items

for reliability (Q5 - 9)
248 4.00 7.00 6.5839 .58016

Mean of expectation items

for responsiveness (Q10 -

13)

248 4.25 7.00 6.5847 .63221

Mean of expectation items

for assurance (Q14 - 17)
248 4.25 7.00 6.5333 .61126

Mean of expectation items

for empathy (Q18 - 22)
248 4.40 7.00 6.5323 .61316

Mean of expectation items

for environmental impact

(Q23-26)

248 3.25 7.00 6.4698 .72099

British

Valid N (listwise) 248



Table 7.10b: Mean expectations of non-Egyptian Arabs vs. Eg yptians vs. British by dimension: ANOVA

ANOVA

Sum of Squares df Mean Square F Sig.

Between Groups 43.353 2 21.677 21.204 .000

Within Groups 509.105 498 1.022

Mean of expectation items for

tangibles (Q1 - 4)

Total 552.458 500

Between Groups 3.438 2 1.719 3.740 .024

Within Groups 228.920 498 .460

Mean of expectation items for

reliability (Q5 - 9)

Total 232.358 500

Between Groups 8.092 2 4.046 6.836 .001

Within Groups 294.728 498 .592

Mean of expectation items for

responsiveness (Q10 - 13)

Total 302.820 500

Between Groups 4.337 2 2.169 3.623 .027

Within Groups 298.116 498 .599

Mean of expectation items for

assurance (Q14 - 17)

Total 302.454 500

Between Groups 9.274 2 4.637 7.379 .001

Within Groups 312.924 498 .628

Mean of expectation items for

empathy (Q18 - 22)

Total 322.198 500

Between Groups 17.022 2 8.511 9.557 .000

Within Groups 443.487 498 .891

Mean of expectation items for

environmental impact (Q23-

26)
Total 460.509 500



Hypothesis 1b : There is no relationship between perceptions of service
quality and culture

This was tested using an independent samples T test at two levels of detail:

• Overall perceptions

• Perceptions by each dimension

This hypothesis is based on the discussion in chapters two and three which

outlined the literature and research on service quality and culture. To enable this

analysis, new variables were computed from the individual perception scores to

show the mean perception scores against all items, and the mean perception

scores for each of the six dimensions of service quality.

Overall perceptions for Arabs vs. British

In total 504 correctly completed questionnaires were analysed. The group

statistics (Table 7.11a) show that Arabs (mean perceptions score = 5.7) have

slightly lower perceptions than British respondents (mean perceptions scored =

6.3). The T-test (Table 7.11b) shows that this difference is significant (sig. <

0.001). Since this is below the criterion value of 0.05, the null hypothesis can be

rejected. The alternative hypothesis is accepted that there is a relationship

between perception of service quality and culture can be accepted.

Perceptions by dimension :

The same analysis was conducted on the mean perception scores for each

dimension of service quality. The results given in tables 7.12a and 7.12b

indicate that Arab guests have significantly lower perceptions against all

dimensions than British guests do. These results provide some support for the

rejection of the null hypothesis, and the acceptance of the alternative

hypothesis that there is a relationship between perceptions of service

quality and culture . The data suggest that this relationship is stronger and

more consistent than that between expectations and culture.



Table 7.11a Group statistics for mean perceptions of Arabs v s. British

Group Statistics

Arabic and British guests N Mean Std. Deviation Std. Error Mean

Arabic (Egyptian & non-

Egyptian)
250 5.7158 .93717 .05927

Mean of perception items

(QB1-26)

British 254 6.3081 .73641 .04621

Table 7.11b: Independent samples T-test for mean perceptio ns of Arabs vs. British

Independent Samples Test

Levene's Test for

Equality of Variances t-test for Equality of Means

95% Confidence

Interval of the

Difference

F Sig. t df

Sig. (2-

tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances

assumed 17.244 .000 -7.897 502 .000 -.59238 .07501

-

7.39756E

-1

-

4.44999E-

1

Mean of perception items

(QB1-26)

Equal variances not

assumed -7.882 472.032 .000 -.59238 .07515

-

7.40056E

-1

-

4.44698E-

1
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Table 7.12a Group statistics for perceptions of Arabs vs. Br itish by dimension

Group Statistics

Arabic and British guests N Mean Std. Deviation Std. Error Mean

Arabic (Egyptian & non-

Egyptian)
250 5.5800 1.13080 .07152

Mean of tangibles perception

items (QB1-4)

British 254 6.2628 .82458 .05174

Arabic (Egyptian & non-

Egyptian)
250 5.7184 1.10336 .06978

Mean of reliability perception

items (QB5-9)

British 254 6.2291 1.00902 .06331

Arabic (Egyptian & non-

Egyptian)
250 5.8750 1.06285 .06722

Mean of responsiveness

perception items (QB10-13)

British 254 6.2539 .94146 .05907

Arabic (Egyptian & non-

Egyptian)
250 6.3540 .89155 .05639

Mean of assurance

perception items (QB14-17)

British 254 6.5295 .62405 .03916

Arabic (Egyptian & non-

Egyptian)
250 5.6328 1.11537 .07054

Mean of empathy perception

items (QB18-22)

British 254 6.3157 .81487 .05113

Arabic (Egyptian & non-

Egyptian)
250 5.5810 1.26495 .08000

Mean of environmental

impact perception items

(QB23-26) British 252 6.4325 .92115 .05803
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Table 7.12b Independent sample test for mean perceptions of Arabs vs. British by dimension

Independent Samples Test

Levene's Test for

Equality of Variances t-test for Equality of Means

95% Confidence

Interval of the

Difference

F Sig. t df

Sig. (2-

tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances

assumed 21.907 .000 -7.754 502 .000 -.68280 .08806

-

8.55800E

-1

-

5.09791E

-1

Mean of tangibles perception

items (QB1-4)

Equal variances not

assumed -7.735 455.139 .000 -.68280 .08827

-

8.56264E

-1

-

5.09326E

-1

Equal variances

assumed 6.998 .008 -5.424 502 .000 -.51073 .09416

-

6.95723E

-1

-

3.25745E

-1

Mean of reliability perception

items (QB5-9)

Equal variances not

assumed -5.420 496.527 .000 -.51073 .09422

-

6.95859E

-1

-

3.25609E

-1

Equal variances

assumed 8.087 .005 -4.239 502 .000 -.37894 .08940

-

5.54586E

-1

-

2.03288E

-1

Mean of responsiveness

perception items (QB10-13)

Equal variances not

assumed -4.234 492.822 .000 -.37894 .08949

-

5.54762E

-1

-

2.03112E

-1



148

Equal variances

assumed 20.255 .000 -2.564 502 .011 -.17553 .06846

-

3.10036E

-1

-

4.10195E

-2

Mean of assurance perception

items (QB14-17)

Equal variances not

assumed -2.557 445.169 .011 -.17553 .06865

-

3.10444E

-1

-

4.06112E

-2

Equal variances

assumed 19.329 .000 -7.858 502 .000 -.68295 .08691

-

8.53706E

-1

-

5.12190E

-1

Mean of empathy perception

items (QB18-22)

Equal variances not

assumed -7.839 455.593 .000 -.68295 .08712

-

8.54162E

-1

-

5.11734E

-1

Equal variances

assumed 31.606 .000 -8.627 500 .000 -.85154 .09871

-

1.04548E

0

-

6.57603E

-1

Mean of environmental impact

perception items (QB23-26)

Equal variances not

assumed -8.616 454.985 .000 -.85154 .09883

-

1.04576E

0

-

6.57319E

-1



Overall perceptions of non-Egyptian Arabs

Differences between the perceptions of non-Egyptian guests, Egyptian Arabs

and British were analysed. Comparative descriptive statistics for the three

groups were generated using the `split file’ function. Since the comparison was

between more than two groups, the significance of the differences was tested

using ANOVA (Field, 2003). The results suggest that Egyptian Arabs have

lower perceptions than the other two groups, and the differences between the

perceptions of all three cultural groups are significant (Tables 7.13a and 7.13b).

This adds further support for the rejection of the null hypothesis, and the

acceptance of the alternative hypothesis that there is a relationship between

perceptions of quality and culture.

Perceptions by dimension of non-Egyptian Arabs

The results here conformed to the emerging pattern of the Egyptian Arabs

having lower perceptions than non-Egyptian Arabs, who in turn had lower

perceptions than British guests (see table 7.14a). The difference between the

perceptions of these groups was significant for all dimensions (table 7.14b).

Table 7.13a Mean perceptions of non-Egyptian Arabs vs. Egyp tians vs. British

Descriptive Statistics

Ethnic Group N Minimum Maximum Mean Std. Deviation

Mean of perception items

(QB1-26)
191 1.88 7.00 5.6390 .90321

Arab Egyptian

Valid N (listwise) 191

Mean of perception items

(QB1-26)
59 2.65 6.96 5.9641 1.00800

Other Arab

Valid N (listwise) 59

Mean of perception items

(QB1-26)
254 3.00 7.00 6.3081 .73641

British

Valid N (listwise) 254



Table 7.13b Mean perceptions of non-Egyptian Arabs vs. Egyp tians vs. British:

ANOVA

ANOVA

Mean of perception items (QB1-26)

Sum of Squares df Mean Square F Sig.

Between Groups 48.976 2 24.488 34.940 .000

Within Groups 351.132 501 .701

Total 400.109 503

Table 7.14a Mean perceptions of non-Egyptian Arabs vs. Egyp tians vs. British by

dimension

Descriptive Statistics

Ethnic Group N Minimum Maximum Mean Std. Deviation

Mean of tangibles perception

items (QB1-4)
191 2.00 7.00 5.4948 1.09243

Mean of reliability perception

items (QB5-9)
191 1.60 7.00 5.6461 1.04467

Mean of responsiveness

perception items (QB10-13)
191 2.00 7.00 5.8024 1.03930

Mean of assurance

perception items (QB14-17)
191 3.75 7.00 6.3717 .81510

Mean of empathy perception

items (QB18-22)
191 1.60 7.00 5.5602 1.09279

Mean of environmental

impact perception items

(QB23-26)

191 1.00 8.00 5.5131 1.26562

Arab Egyptian

Valid N (listwise) 191

Mean of tangibles perception

items (QB1-4)
59 1.75 7.00 5.8559 1.21609

Mean of reliability perception

items (QB5-9)
59 1.00 7.00 5.9525 1.25634

Mean of responsiveness

perception items (QB10-13)
59 2.75 7.00 6.1102 1.11250

Other Arab

Mean of assurance

perception items (QB14-17)
59 1.50 7.00 6.2966 1.10979
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Mean of empathy perception

items (QB18-22)
59 1.40 7.00 5.8678 1.16418

Mean of environmental

impact perception items

(QB23-26)

59 3.00 7.00 5.8008 1.24808

Valid N (listwise) 59

Mean of tangibles perception

items (QB1-4)
254 3.75 7.00 6.2628 .82458

Mean of reliability perception

items (QB5-9)
254 1.60 7.00 6.2291 1.00902

Mean of responsiveness

perception items (QB10-13)
254 2.25 7.00 6.2539 .94146

Mean of assurance

perception items (QB14-17)
254 4.25 7.00 6.5295 .62405

Mean of empathy perception

items (QB18-22)
254 2.40 7.00 6.3157 .81487

Mean of environmental

impact perception items

(QB23-26)

252 3.25 8.00 6.4325 .92115

British

Valid N (listwise) 252
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Table 7.14b Mean perceptions of non-Egyptian Arabs vs. Egyp tians vs. British by

dimension: ANOVA

ANOVA

Sum of Squares df Mean Square F Sig.

Between Groups 64.618 2 32.309 33.407 .000

Within Groups 484.541 501 .967

Mean of tangibles perception

items (QB1-4)

Total 549.160 503

Between Groups 37.099 2 18.549 16.700 .000

Within Groups 556.486 501 1.111

Mean of reliability perception

items (QB5-9)

Total 593.585 503

Between Groups 22.363 2 11.181 11.176 .000

Within Groups 501.256 501 1.001

Mean of responsiveness

perception items (QB10-13)

Total 523.619 503

Between Groups 4.136 2 2.068 3.498 .031

Within Groups 296.195 501 .591

Mean of assurance

perception items (QB14-17)

Total 300.331 503

Between Groups 63.030 2 31.515 33.345 .000

Within Groups 473.503 501 .945

Mean of empathy perception

items (QB18-22)

Total 536.533 503

Between Groups 94.734 2 47.367 38.896 .000

Within Groups 607.668 499 1.218

Mean of environmental

impact perception items

(QB23-26)
Total 702.402 501
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Hypothesis 1c : There is no relationship between quality gap scores and
culture

As with the previous hypotheses, this was tested at two levels of detail:

• Overall gap scores

• Gaps scores by each dimension

Comparisons were made between two groups (Arabs vs. British) and three

groups (Non-Egyptian Arabs vs. Egyptian Arabs vs. British).

Overall gaps scores for Arabs vs. British

The group statistics (Table 7.15a) show that Arabs (mean gaps score = -0.66)

have slightly lower expectations than British respondents (mean expectations

score = -0.24). The T-test (Table 7.15b) shows that this difference is significant

(sig. < 0.001). Since this is below the criterion value of 0.05, the null hypothesis

can be rejected. The alternative hypothesis is accepted that there is a

relationship between quality gap scores and culture can be accepted.

Table 7.15a Group statistics for mean gaps score of Arabs vs. British

Group Statistics

Arabic and British guests N Mean Std. Deviation Std. Error Mean

Arabic (Egyptian & non-

Egyptian)
250 -.6553 .82952 .05246

Mean perceptions minus

mean expectations

British 254 -.2412 .76663 .04810



Table 7.15b Independent samples T-test for mean gap scores o f Arabs vs. British

Independent Samples Test

Levene's Test for

Equality of

Variances t-test for Equality of Means

95% Confidence

Interval of the

Difference

F Sig. t df

Sig. (2-

tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances

assumed 3.559 .060

-

5.821E

0

502 .000 -.41409 .07113

-

5.53846E

-1

-.27433

Mean perceptions minus mean

expectations

Equal variances not

assumed

-

5.818E

0

4.976E2 .000 -.41409 .07118

-

5.53936E

-1

-.27424



Gaps score by dimension

By dimension, the group statistics showed that Arabs gave lower gap scores than

British on all dimensions (table 7.16a). These differences were significant, except in the

case of the responsiveness dimension (table 7.16b). This supports the rejection of the

null hypothesis and the acceptance of the alternative that there is a relationship

between gap scores and culture.

Table 7.16a Group statistics for mean gaps score of Arabs vs. British by dimension

Group Statistics

Arabic and British guests N Mean Std. Deviation Std. Error Mean

Arabic (Egyptian & non-

Egyptian)
250 -.9450 1.16044 .07339

Gap scores on tangible items

British 254 -.2717 .87681 .05502

Arabic (Egyptian & non-

Egyptian)
250 -.8336 1.04262 .06594

Gap scores on reliability

items

British 254 -.3780 1.07981 .06775

Arabic (Egyptian & non-

Egyptian)
250 -.4890 1.04234 .06592

Gap scores on

responsiveness items

British 254 -.3553 1.05364 .06611

Arabic (Egyptian & non-

Egyptian)
250 -.4260 1.05116 .06648

Gap scores on assurance

items

British 254 -.1614 .79960 .05017

Arabic (Egyptian & non-

Egyptian)
250 -.6280 1.15957 .07334

Gap scores on empathy

items

British 254 -.2291 .90947 .05707

Arabic (Egyptian & non-

Egyptian)
250 -.5720 1.18742 .07510

Gap scores on environmental

impact items

British 252 -.0208 1.00314 .06319



Table 7.16b: Independent samples T-test for mean gap scores of Arabs vs. British by dimension

Independent Samples Test

Levene's Test for

Equality of Variances t-test for Equality of Means

95% Confidence Interval

of the Difference

F Sig. t df Sig. (2-tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances

assumed 19.881 .000

-

7.357E

0

502 .000 -.67335 .09152 -.85316 -.49353

Gap scores on tangible items

Equal variances not

assumed

-

7.341E

0

4.634E2 .000 -.67335 .09172 -.85359 -.49310

Equal variances

assumed 2.136 .144

-

4.818E

0

502 .000 -.45565 .09457 -.64145 -.26984

Gap scores on reliability items

Equal variances not

assumed

-

4.819E

0

5.018E2 .000 -.45565 .09455 -.64140 -.26989

Equal variances

assumed .027 .869

-

1.432E

0

502 .153 -.13369 .09337 -.31713 .04976

Gap scores on responsiveness

items

Equal variances not

assumed

-

1.432E

0

5.020E2 .153 -.13369 .09336 -.31711 .04974
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Equal variances

assumed 7.207 .008

-

3.183E

0

502 .002 -.26458 .08311 -.42787 -.10129

Gap scores on assurance

items

Equal variances not

assumed

-

3.177E

0

4.650E2 .002 -.26458 .08329 -.42825 -.10091

Equal variances

assumed 9.361 .002

-

4.301E

0

502 .000 -.39887 .09275 -.58109 -.21664

Gap scores on empathy items

Equal variances not

assumed

-

4.292E

0

4.716E2 .000 -.39887 .09292 -.58146 -.21627

Equal variances

assumed 7.194 .008

-

5.619E

0

500 .000 -.55117 .09808 -.74387 -.35846

Gap scores on environmental

impact items

Equal variances not

assumed

-

5.616E

0

4.852E2 .000 -.55117 .09815 -.74401 -.35832



Overall gaps scores of non-Egyptian Arabs

Differences between the gaps scores of non-Egyptian guests, Egyptian Arabs

and British were analysed. Comparative descriptive statistics for the three

groups were generated using the `split file’ function. Since the comparison was

between more than two groups, the significance of the differences was tested

using ANOVA (Field, 2003). The results suggest that Egyptian Arabs return

lower gap scores than the other two groups, and the differences between the

perceptions all three cultural groups are significant (Tables 7.17a and 7.17b).

This adds further support for the rejection of the null hypothesis, and the

acceptance of the alternative hypothesis that there is a relationship between

quality gap scores and culture. However, the difference between overall

mean gap scores of non-Egyptian Arabs and British proved to be insignificant

(sig. = 0.926).

Gap scores by dimension of non-Egyptian Arabs

The results here conformed to the emerging pattern of the Egyptian Arabs

having lower perceptions than non-Egyptian Arabs, who in turn had slightly

lower perceptions than British guests (see table 7.18a). A three way

comparison using ANOVA showed that the difference between the perceptions

of these groups was significant for all dimensions. However, the difference in

mean gaps scores for the responsiveness dimension is contrary to this pattern,

with British returning lower gaps scores on this item. A T-test showed this to

be the only significant difference in gaps scores by dimension between British

and Non-Egyptian Arabs (sig. = 0.39). In relationship to gap scores, therefore,

the pattern of relationship between culture and perceived quality appears to

apply only to Egyptians rather than Arabs generally.
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Table 7.17a Mean gaps scores of non-Egyptian Arabs vs. Egypt ians vs. British

Descriptive Statistics

Ethnic Group N Mean Std. Deviation

Mean perceptions minus

mean expectations
191 -.7802 .86777

Arab Egyptian

Valid N (listwise) 191

Mean perceptions minus

mean expectations
59 -.2510 .51929

Other Arab

Valid N (listwise) 59

Mean perceptions minus

mean expectations
254 -.2412 .76663

British

Valid N (listwise) 254

Table 7.17b Mean gaps scores of non-Egyptian Arabs vs. Egypt ians vs. British:

ANOVA

ANOVA

Mean perceptions minus mean expectations

Sum of Squares df Mean Square F Sig.

Between Groups 34.229 2 17.114 27.893 .000

Within Groups 307.406 501 .614

Total 341.635 503

Table 7.18 Mean gaps scores of non-Egyptian Arabs vs. Egypti ans vs. British by

dimension

Descriptive Statistics

Ethnic Group N Mean Std. Deviation

Gap scores on tangible items 191 -1.1086 1.19744

Gap scores on reliability

items
191 -.9623 1.06812

Gap scores on

responsiveness items
191 -.6270 1.02015

Gap scores on assurance

items
191 -.5353 1.04144

Arab Egyptian

Gap scores on empathy

items
191 -.7455 1.16184
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Gap scores on

environmental impact items
191 -.6649 1.17860

Valid N (listwise) 191

Gap scores on tangible items 59 -.4153 .84283

Gap scores on reliability

items
59 -.4169 .83566

Gap scores on

responsiveness items
59 -.0424 .99476

Gap scores on assurance

items
59 -.0720 1.01184

Gap scores on empathy

items
59 -.2475 1.07597

Gap scores on

environmental impact items
59 -.2712 1.17562

Other Arab

Valid N (listwise) 59

Gap scores on tangible items 254 -.2717 .87681

Gap scores on reliability

items
254 -.3780 1.07981

Gap scores on

responsiveness items
254 -.3553 1.05364

Gap scores on assurance

items
254 -.1614 .79960

Gap scores on empathy

items
254 -.2291 .90947

Gap scores on

environmental impact items
252 -.0208 1.00314

British

Valid N (listwise) 252

The relationship between perceived quality and other relev ant variables

The importance of segmentation in marketing and its role in identifying

variations in different group of consumers’ needs and preferences was

highlighted. Here various demographic variables were used to test expectations

and perceptions.

Hypothesis 2a : There is no relationship between age and expectations

Hypothesis 2b : There is no relationship between age and perceptions



161

Hypothesis 2c: There is no relationship between age and gaps score. These

hypotheses were tested using ANOVA with `age group’ as the factor and expectations,

perceptions and gap scores as the dependant list. There were found to be no

significant differences in these variables between age groups, and the null hypotheses

could not therefore be rejected.

Hypothesis 3a : There is no relationship between gender and expectations

Hypothesis 3b : There is no relationship between gender and perceptions

Hypothesis 3c : There is no relationship between gender and gaps score

Using a T-test, it was found that female guests tended to have higher expectations of

service quality, and also correspondingly higher perceptions. Hence whilst there were

significant differences in the expectations and perception scores, the gaps scores of

male and female guests were not significantly different (tables 7.19a and 7.19b). This

replicates the findings of similar studies regarding the relationship between gender and

perceived service quality.

Table 7.19a Group statistics for mean expectation, percept ion and gaps scores by

gender

Group Statistics

Gender N Mean Std. Deviation Std. Error Mean

Male 319 6.4093 .71476 .04002Mean of expectation items

(QA1-26) Female 182 6.5552 .50280 .03727

Male 319 5.9121 .88865 .04975Mean of perception items

(QB1-26) Female 182 6.2064 .87032 .06451

Male 319 -.4972 .75388 .04221Mean perceptions minus

mean expectations Female 182 -.3488 .93260 .06913



Table 7.19b: T-Test for mean expectation, perception and ga ps scores by gender

Independent Samples Test

Levene's Test for Equality

of Variances t-test for Equality of Means

95% Confidence

Interval of the

Difference

F Sig. t df Sig. (2-tailed)

Mean

Difference

Std. Error

Difference Lower Upper

Equal variances assumed

13.677 .000 -2.430 499 .015 -.14582 .06001

-

2.63721E

-1

-.02793

Mean of expectation items

(QA1-26)

Equal variances not

assumed -2.667 4.776E2 .008 -.14582 .05469

-

2.53279E

-1

-.03837

Equal variances assumed

1.862 .173 -3.591 499 .000 -.29426 .08194

-

4.55239E

-1

-.13327

Mean of perception items

(QB1-26)

Equal variances not

assumed -3.612 3.832E2 .000 -.29426 .08147

-

4.54440E

-1

-.13407

Equal variances assumed

1.469 .226 -1.941 499 .053 -.14843 .07647

-

2.98676E

-1

.00181

Mean perceptions minus mean

expectations

Equal variances not

assumed -1.833 3.161E2 .068 -.14843 .08100

-

3.07793E

-1

.01093



Hypothesis 4a : There is no relationship between purpose of visit and
expectations

Hypothesis 4b : There is no relationship between purpose of visit and
perceptions

Hypothesis 4c : There is no relationship between purpose of visit and gaps s core

The findings in respect of these three hypotheses suggest that business guests

hold slightly (but significantly) lower expectations than holiday guests, and

substantially lower perceptions of quality. The gap scores for business

travellers are therefore significantly lower than those of holiday guests (tables

7.20a and 7.20b). The null hypotheses can therefore be rejected, and the

alternative hypotheses can be accepted that there is a relationship between

purpose of visit and expectations, perceptions and gap scor es.

Table 7.20a Group statistics for mean expectation, percept ion and gaps scores by

purpose of visit

Group Statistics

Purpose of

visit N Mean Std. Deviation Std. Error Mean

Holiday 349 6.5310 .63026 .03374Mean of expectation items

(QA1-26) Business 155 6.3032 .65980 .05300

Holiday 349 6.1494 .87859 .04703Mean of perception items

(QB1-26) Business 155 5.7102 .84813 .06812

Holiday 349 -.3816 .80620 .04315Mean perceptions minus

mean expectations Business 155 -.5931 .84765 .06808



Table 7.20b mean expectation, perception and gaps scores by purpose of visit: Independent samples T-Test

Independent Samples Test

Levene's Test for Equality of

Variances t-test for Equality of Means

F Sig. t df Sig. (2-tailed) Mean Difference

Std. Error

Difference

Equal variances assumed 2.951 .086 3.690 502 .000 .22774 .06172Mean of expectation items

(QA1-26) Equal variances not assumed 3.625 283.504 .000 .22774 .06282

Equal variances assumed .003 .959 5.234 502 .000 .43921 .08391Mean of perception items

(QB1-26) Equal variances not assumed 5.306 305.104 .000 .43921 .08278

Equal variances assumed 1.875 .172 2.675 502 .008 .21147 .07907Mean perceptions minus mean

expectations Equal variances not assumed 2.623 282.423 .009 .21147 .08061



Hypothesis 5a : There is no relationship between number of guests
in the party and expectations

Hypothesis 5b : There is no relationship between number of guests
in the party and perceptions

Hypothesis 5c : There is no relationship between number of guests
in the party and gaps score

Descriptive statistics suggest that those who travel alone or with a

friend have slightly lower expectations, and substantially lower

perceptions, leading to significantly lower gaps scores (table 7.21a).

ANOVA based on different party sizes showed significant differences

between all three variables (table 7.21b).

Table 7.21a: Group statistics for mean expectation, percep tion and gaps

scores by number of people in party

Descriptive Statistics

Number of guests in party N Mean Std. Deviation

Mean of expectation items

(QA1-26)
191 6.2573 .70337

Mean of perception items

(QB1-26)
191 5.7185 .84537

Mean perceptions minus

mean expectations
191 -.5389 .77323

Alone

Valid N (listwise) 191

Mean of expectation items

(QA1-26)
182 6.5668 .62698

Mean of perception items

(QB1-26)
182 6.2438 .77039

Mean perceptions minus

mean expectations
182 -.3230 .77857

With partner

Valid N (listwise) 182

Mean of expectation items

(QA1-26)
67 6.6630 .50788

Mean of perception items

(QB1-26)
67 6.2520 .90511

Mean perceptions minus

mean expectations
67 -.4110 .79511

With partner and children

Valid N (listwise) 67



166

Mean of expectation items

(QA1-26)
45 6.4274 .52417

Mean of perception items

(QB1-26)
45 5.6966 1.11590

Mean perceptions minus

mean expectations
45 -.7308 1.21299

"With friend"

Valid N (listwise) 45

Mean of expectation items

(QA1-26)
19 6.8603 .21152

Mean of perception items

(QB1-26)
19 6.7045 .49256

Mean perceptions minus

mean expectations
19 -.1559 .34365

other

Valid N (listwise) 19

Table 7.21b Mean expectation, perception and gaps scores by number of

people in party: ANOVA

ANOVA

Sum of Squares df Mean Square F Sig.

Between Groups 15.773 4 3.943 10.087 .000

Within Groups 195.070 499 .391

Mean of expectation items

(QA1-26)

Total 210.843 503

Between Groups 43.675 4 10.919 15.286 .000

Within Groups 356.433 499 .714

Mean of perception items

(QB1-26)

Total 400.109 503

Between Groups 9.730 4 2.433 3.657 .006

Within Groups 331.905 499 .665

Mean perceptions minus

mean expectations

Total 341.635 503

Hypothesis 6a : There is no relationship between first or return visit and
expectations

Hypothesis 6b : There is no relationship between number first or return
visit and perceptions

Hypothesis 6c : There is no relationship between first or return visit and
gaps score
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T-test analysis of the difference in mean expectation, perception and gap

scores between first time and returning customers showed no significant

differences. The null hypothesis could not therefore be rejected.

Hypothesis 7a : There is no relationship between occupation and
expectations

Hypothesis 7b : There is no relationship between occupation and
perceptions

Hypothesis 7c : There is no relationship between occupation and gaps
score

ANOVA of the difference in mean expectation, perception and gap scores

between different occupation types showed no significant differences. The null

hypothesis could not therefore be rejected.

Hypothesis 8a : There is no relationship between frequency of holiday
travel and expectations

Hypothesis 8b : There is no relationship between frequency of holiday
travel and perceptions

Hypothesis 8c : There is no relationship between frequency of holiday
travel and gaps score

Descriptive statistics showed that the expectations tended to increase with

frequency of travel, whilst perceptions did not (7.22a). These hypotheses were

tested using ANOVA. Those who did not travel on holiday were treated as

missing values. The results showed there were significant differences in the

expectations and gap scores of the three groups, but not the perceptions (table

7.22b). This resulted in significantly different gap scores. Hence the null

hypothesis for H8a and H8c could be rejected, and the alternative hypothesis

that there is relationship between expectations/gaps scores an d frequency

of holiday travel could be accepted. The null hypothesis for H8b could not be

rejected.
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Table 7.22a Group statistics for mean expectation, percept ion and gaps

scores by frequency of holiday travel

Descriptive Statistics

Number of times travel
on holiday N Mean Std. Deviation

Mean of expectation
items (QA1-26) 233 6.3691 .70830

Mean of perception items
(QB1-26) 233 5.9913 .89032

Mean perceptions minus
mean expectations 233 -.3778 .76280

Once a year

Valid N (listwise) 233
Mean of expectation
items (QA1-26) 129 6.3846 .63602

Mean of perception items
(QB1-26) 129 6.1170 .92123

Mean perceptions minus
mean expectations 129 -.2676 .84849

Twice a year

Valid N (listwise) 129
Mean of expectation
items (QA1-26) 116 6.7039 .45965

Mean of perception items
(QB1-26) 116 5.9645 .90084

Mean perceptions minus
mean expectations 116 -.7394 .81422

More than twice a year

Valid N (listwise) 116

Table 7.22b Mean expectation, perception and gaps scores by frequency of

holiday travel: ANOVA
ANOVA

Sum of
Squares df Mean Square F Sig.

Between Groups 9.545 2 4.773 11.779 .000
Within Groups 192.465 475 .405

Mean of expectation
items (QA1-26)

Total 202.011 477
Between Groups 1.763 2 .882 1.085 .339
Within Groups 385.854 475 .812

Mean of perception
items (QB1-26)

Total 387.617 477
Between Groups 15.124 2 7.562 11.839 .000
Within Groups 303.384 475 .639

Mean perceptions
minus mean
expectations

Total
318.508 477

Hypothesis 9a : There is no relationship between frequency of business
travel and expectations

Hypothesis 9b : There is no relationship between frequency of business
travel and perceptions
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Hypothesis 9c : There is no relationship between frequency of business
travel and gaps score

These hypotheses were tested using ANOVA. Those who did not travel on

business were treated as missing values. The results showed significant

differences between expectations, perceptions and gaps scores (7.23b).

Descriptive statistics showed that whilst expectations rose consistently with

frequency of business travel, perceptions were lower for the least and most

frequent travellers (7.23a). The null hypothesis was therefore rejected, and the

alternative hypothesis that there is a relationship between

expectations/perceptions/gap scores and frequency of bus iness travel

could be accepted. Whilst the relationship with expectations appears to be a

positive, linear correlation, the relationship with perceptions and gaps scores

was non-linear.
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Table 7.23a Group statistics for mean expectation, percept ion and gaps

scores by frequency of business travel
Descriptive Statistics

Number of times travel
on business N Mean Std. Deviation

Mean of expectation
items (QA1-26) 131 6.2002 .78838

Mean of perception items
(QB1-26) 131 5.7730 .90372

Mean perceptions minus
mean expectations 131 -.4272 .83903

Once a year

Valid N (listwise) 131
Mean of expectation
items (QA1-26) 58 6.3190 .67703

Mean of perception items
(QB1-26) 58 6.1565 .71462

Mean perceptions minus
mean expectations 58 -.1625 .50765

Twice a year

Valid N (listwise) 58
Mean of expectation
items (QA1-26) 123 6.5704 .60832

Mean of perception items
(QB1-26) 123 5.8749 1.00956

Mean perceptions minus
mean expectations 123 -.6954 .91920

More than twice a year

Valid N (listwise) 123

Table 7.23b Mean expectation, perception and gaps scores by frequency of

business travel: ANOVA

ANOVA

Sum of
Squares df Mean Square F Sig.

Between Groups 8.863 2 4.432 9.004 .000
Within Groups 152.075 309 .492

Mean of expectation
items (QA1-26)

Total 160.938 311
Between Groups 5.930 2 2.965 3.529 .031
Within Groups 259.625 309 .840

Mean of perception
items (QB1-26)

Total 265.555 311
Between Groups 11.918 2 5.959 8.798 .000
Within Groups 209.287 309 .677

Mean perceptions
minus mean
expectations

Total
221.204 311
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Hypothesis 10a : There is no relationship between intention to recommend
and expectations

Hypothesis 10b : There is no relationship between intention to recommend
and perceptions

Hypothesis 10c : There is no relationship between intention to recommend
and gaps score

A T-test showed significant differences between the expectations, perception

and gap scores of those who would recommend the hotel and those who would

not. As hypothesised, those prepared to recommend the hotel showed

significantly higher expectations, perceptions and gaps scores than those who

would not (tables 7.24a and 7.24b). The null hypothesis could therefore be

rejected, and the alternative hypothesis that there is a relationship between

expectations/perceptions/gap scores and intention to rec ommend can be

accepted.

Table 7.24a Group statistics for mean expectation, perception and g aps

scores by intention to recommend
Group Statistics

recommend N Mean Std. Deviation
Std. Error
Mean

yes 448 6.4877 .64687 .03056Mean of expectation
items (QA1-26) no 56 6.2466 .61651 .08238

yes 448 6.1226 .82541 .03900Mean of perception
items (QB1-26) no

56 5.1484 .93737 .12526

yes 448 -.3652 .75178 .03552Mean perceptions
minus mean
expectations

no 56 -1.0982 1.06388 .14217



Table 7.24b: T-Test for mean expectation, perception and ga ps scores by intention to recommend

Independent Samples Test

Levene's Test
for Equality of
Variances t-test for Equality of Means

95% Confidence
Interval of the
Difference

F Sig. t df
Sig. (2-
tailed)

Mean
Difference

Std. Error
Difference Lower Upper

Equal variances
assumed .378 .539 2.64

4
502 .008 .24116 .09122 .06193 .42038

Mean of expectation
items (QA1-26)

Equal variances not
assumed 2.74

4
71.0
14 .008 .24116 .08787 .06595 .41637

Equal variances
assumed .146 .702 8.19

8
502 .000 .97420 .11883 .74073 1.2076

7

Mean of perception
items (QB1-26)

Equal variances not
assumed 7.42

6
66.1
02

.000 .97420 .13119 .71228 1.2361
3

Equal variances
assumed 12.01

9 .001 6.53
0 502 .000 .73304 .11226 .51250 .95359

Mean perceptions
minus mean
expectations

Equal variances not
assumed 5.00

2
62.0
51 .000 .73304 .14654 .44013 1.0259

6



Hypothesis 11a : There is no relationship between intention to stay again
and expectations

Hypothesis 11b : There is no relationship between intention to stay again
and perceptions

Hypothesis 11c : There is no relationship between intention to stay again
and gaps score

A T-test showed significant differences between the expectations, perception

and gap scores of those who would stay at the hotel again and those who would

not. As hypothesised, those prepared to stay again showed significantly higher

expectations, perceptions and gaps scores than those who would not (tables

7.25a and 7.25b). The null hypothesis could therefore be rejected, and the

alternative hypothesis that there is a relationship between

expectations/perceptions/gap scores and intention to sta y again can be

accepted.

Table 7.25a Group statistics for mean expectation, percept ion and gaps

scores by intention to stay at the hotel again

Group Statistics

Stay again N Mean Std. Deviation
Std. Error
Mean

yes 411 6.5037 .60260 .02972Mean of
expectation items
(QA1-26)

no 92 6.2638 .79381 .08276

yes 411 6.1611 .80077 .03950Mean of perception
items (QB1-26) no

92 5.3524 .98186 .10237

yes 411 -.3426 .73156 .03608Mean perceptions
minus mean
expectations

no 92 -.9114 1.03721 .10814



Table 7.25b T-Test for mean expectation, perception and gap s scores by intention to stay at the hotel again
Independent Samples Test

Levene's Test
for Equality of
Variances t-test for Equality of Means

95% Confidence
Interval of the
Difference

F Sig. t df
Sig. (2-
tailed)

Mean
Differe
nce

Std.
Error
Differe
nce Lower Upper

Equal variances
assumed 8.107 .005 3.243 501 .001 .23995 .07400 .09456 .38533

Mean of expectation
items (QA1-26)

Equal variances not
assumed 2.729 115.

564 .007 .23995 .08794 .06577 .41412

Equal variances
assumed 4.743 .030 8.381 501 .000 .80867 .09649 .61910 .99825

Mean of perception
items (QB1-26)

Equal variances not
assumed 7.370 119.

527 .000 .80867 .10972 .59142 1.02593

Equal variances
assumed 16.100 .000 6.196 501 .000 .56873 .09179 .38838 .74907

Mean perceptions
minus mean
expectations Equal variances not

assumed 4.989 112.
086 .000 .56873 .11400 .34285 .79460
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Hypothesis 12a : There is no relationship between hotel star rating and
expectations

Hypothesis 12b : There is no relationship between hotel star rating and
perceptions

Hypothesis 12c : There is no relationship between hotel star rating and
gaps score

This was tested using ANOVA. The results showed significant differences

between the expectations, perceptions and gap scores from guests of hotels

with different star ratings. Whilst the different groups showed significant

differences in expectations and perceptions, gap scores were not significantly

different (tables 7.26a and 7.26b). Hence the alternative hypotheses that there

is a relationship between expectations/perception and hot el star rating can

be accepted, but the null hypothesis that there is no relationship between gap

scores and hotel start rating cannot be rejected.

Table 7.26a Group statistics for mean expectation, percept ion and gaps
scores by hotel star rating

Descriptive Statistics

Hotel star N Mean Std. Deviation
Mean of
expectation items
(QA1-26)

116 6.6353 .62068

Mean of perception
items (QB1-26) 116 6.2281 .88144

Mean perceptions
minus mean
expectations

116 -.4072 .82411

3 star

Valid N (listwise) 116
Mean of
expectation items
(QA1-26)

215 6.2113 .67585

Mean of perception
items (QB1-26) 215 5.7301 .86433

Mean perceptions
minus mean
expectations

215 -.4812 .80770

4 star

Valid N (listwise) 215
Mean of
expectation items
(QA1-26)

173 6.6543 .51374

Mean of perception
items (QB1-26) 173 6.2242 .83732

Mean perceptions
minus mean
expectations

173 -.4301 .84715

5 star

Valid N (listwise) 173
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Table 7.26b Mean expectation, perception and gaps scores by hotel start

rating: ANOVA
ANOVA

Sum of
Squares df Mean Square F Sig.

Between Groups 23.395 2 11.698 31.265 .000
Within Groups 187.448 501 .374

Mean of expectation
items (QA1-26)

Total 210.843 503
Between Groups 30.297 2 15.149 20.522 .000
Within Groups 369.811 501 .738

Mean of perception
items (QB1-26)

Total 400.109 503
Between Groups .485 2 .243 .356 .700
Within Groups 341.150 501 .681

Mean perceptions
minus mean
expectations

Total
341.635 503

Check for confounding variables

The primary focus of this analysis is on the relationship between culture and

perceived quality, which was found above to be significant. Given that the

preceding analysis has also found perceived quality to be related to other

demographic and behavioural variables, it is necessary to investigate the

relationship of these variables to culture, to check for the possibility that they

might confound the analysis of the primary relationship. Since all variables

consist of nominal data, this was done using the Chi-Squared test. The results

are summarised in table 7.27.

The results show that care must be taken in interpreting the statistics on the

relationship between culture and perceived quality, as different quality ratings

between cultural groups in this sample may be influenced by:

• Gender

• Purpose of visit

• No. in party

• Frequency of travel (business and holiday)

• Intention to recommend

• Intention to stay again
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Table 7.27 Chi-squared test for relationship between cultu re and
potential confounding variables

Variable Chi-
squared
value

Degrees
of
freedom

Sig. Direction of relationship

Gender 60.06 4 0.000 There was a higher proportion
of British women than Arabic
women

Purpose of visit 114.91 2 0.000 Egyptians tended to be on
business trips, and non-
Egyptians (Arabs & British)
tended to be on holiday.

No. in party 172.83 2 0.000 Egyptians tended to be alone,
whereas non-Egyptians
(Arabs & British) tended to be
with partner, friend or family

Frequency of holiday
travel

39.97 4 0.000 British tended to go on holiday
just once or twice a year
whereas Arabs (Egyptian and
non-Egyptian) tended to go on
holiday either once or more
than twice, but not twice.

Frequency of business
travel

50.15 4 0.000 British tended to travel on
business once or twice a year,
whereas Arabs (Egyptian and
non-Egyptian) tended to travel
on business more than twice
a year.

Intention to
recommend

23.96 2 0.000 Egyptian Arabs were less
likely to recommend than the
other two groups

Intention to stay again 14.61 4 0.006 Egyptians were less likely to
stay again than the other two
groups

Hotel star rating 9.13 4 0.058 Not significant. Non-Egyptian
Arabs showed a slight
tendency to say in five star
hotels, but the values for the
other two groups were very
close to the expected values.



178

7.4 Summary of the Findings

The findings of the main survey for this study carried out amongst 504 hotel

guests in Sharm El-Sheikh, staying at different star hotels and with the sample

consisting of Egyptians, other Arabs and British may be summarised as follows:

1-There is a relationship between expectations of service quality and culture.

The findings show that overall Arabs have lower expectations than the British

respondents. Split into dimensions, Arabs have significantly lower expectations

against most dimensions, except for tangibles and reliability. Furthermore, non-

Egyptian Arabs have the lowest expectation of all three groups.

2-There is a relationship between perception of service quality and culture with

Arabs having lower perceptions than the British respondents against all

dimensions. The findings showed this was even stronger and more consistent

between culture and expectations. Egyptian Arabs had the lowest perception

scores and the British the highest.

3- There is a relationship between quality gap scores and culture. The results

suggest that Egyptian Arabs overall return slightly lower gap scores than the

other two groups. Non-Egyptian Arabs fell between the two groups.

4-The demographic factors of age and occupation had no impact on perceptions

and expectation of service quality, or on the gap scores.

5-Females had higher expectations and higher perceptions than males, but the

gap scores did not differ significantly between genders.

6-The purpose of visit had an impact on perception and expectations of service

quality, in that business guests had slightly (but significantly) lower expectations

and perceptions that holiday guests.

7-The number of guests in the travelling party had an impact on expectations,

perceptions and gap scores regarding service quality. Those travelling alone or

with friends rather than with children had lower expectations and perceptions.
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8- There was no relationship between first or return visit and expectations,

perceptions, and gap scores.

9-There was a relationship between frequency of holiday travel and

expectations/gap scores. This is to say, expectations increased with frequency

of travel, whilst perceptions did not.

10- There was a relationship between expectations, perceptions and gap scores

and the frequency of business travel. Expectations increased with frequency of

travel, but perceptions were lowest for the most and least frequent travellers.

11- The findings suggest that expectations of service quality tend to increase

with frequency of holiday travel but not perceptions of service quality.

12- There was a relationship between expectations, perceptions and gap scores

and the intention to return to the hotel/stay at the hotel again. Those who

intended to return had significantly higher scores for all the three factors.

13- Those who would recommend the hotel had significantly higher expectations

and perceptions and gap scores.

14- The relationship between number star hotels and expectations, perceptions

and gap scores could not be clearly established.

15- Those that had significantly higher expectations, perceptions and lower gap

cores were more likely to return and to recommend the hotel they were staying

at.

16- The above findings about perceptions, expectations and gap scores may be

influenced by confounding variables: That is, there were higher proportion of

Aran than British women in the sample, Most British and non-Egyptian Arabs 

travelled partner, family or friend, whereas Egyptians tended to travel alone,

Arabs tended to travel on holiday more frequently in a year than the British,



180

Egyptians had the lowest expectations, perceptions and least likely to return and

to recommend the hotel.

The main points from the above list will be discussed in the next chapter.
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Chapter Eight

8.0 DISCUSSION OF THE MAIN FINDINGS

8.1 Background (Service quality, culture and service quali ty)

This study began by discussing the increasing importance of service quality

as a differentiator for firms engaged in intense global competition within the

tourism and hospitality sector. The literature review of service quality pointed

out that the service-based sector in advanced economies has become

dominant in terms of employment and financial output and contributes to up to

70%of gross domestic product (GDP) (van Looy et al., 2003). The extent of

the service sector is also growing in developing countries, making up around

50% of GDP (van Looy et al., 2003). Various definitions of service were

discussed and it was concluded that while there are many definitions of

services, they largely differ in their scope of description, not their essence.

Writers agree on the key features of services being performances of an

intangible nature (Kotler, 2000; Zeithaml and Bitner, 2003) that offer various

forms of benefits to their consumers and are delivered through people and/or

processes. While this exchange can be facilitated or enhanced by physical

products, the service itself does not lead to ownership of tangible items. The

continuum of tangible-intangible was discussed and it was emphasised that

both in the case of pure services or services which have a notable physical

element involved, it is now the service that is being used in the increasingly

global competition to differentiate a firm’s offering and its positioning in the

market place.

It was however pointed out that there is an agreement that service quality is a

concept that is neither easy to define nor to measure.

In simple terms, quality can be thought of as the ability of a service or

product to perform its specified tasks. When examining products, there

are typically clearly defined performance specifications against which
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the quality of the product may be judged. In the service sector, the

process is not quite so simple. A service is an act rather than a specific

item and its quality will be judged not only on the outcome (technical

quality), but also on the quality of process by which service is delivered

(functional quality). (Christie et al., 1993)

Christie et al. (1993) continue that the intangible nature of most services

suggests that it may be difficult to identify objective performance indicators

and consequently, consumers may encounter difficulties in attempting to

assess the quality of service they receive.

Grönroos (1984) defined service quality as the outcome of an evaluation

process where the consumer compares his expectations with the service he

perceives he has received.

Parasuraman et al. (1988) have defined service quality as the discrepancy

between consumers’ perceptions of services offered by a particular firm and

their expectations about firms offering such services. Both of these definitions

are based on commonly adopted gap models of service quality which

measure service quality in terms of discrepancies between customer

expectations and customer perception of a service. This is also known as

confirmation/disconfirmation paradigm (Oliver, 1990) which is widely used in

the literature on customer satisfaction. When there is no gap between these

two the customer is considered to be satisfied, or delighted when the

expectations have been surpassed, and that this is service quality. The two

prominent scales for measuring service quality, SERVPERF and SERVQUAL,

were discussed and the debate surrounding them highlighted and the latter

was selected as the scale for measuring service quality expectations and

perceptions in this study.

Despite the difficulties referred to above, the importance of service quality in

the literate was highlighted. For example, it was mentioned that according to

Caruna (2002) service quality is imperative to firms in profit terms. This is

because consumers’ positive assessment of a service experience typically
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increases the chances for repeat purchase as well as word of mouth

promotion. Recommendations are vital in service industries, which is a result

of the lack of tangible clues. Assurance from trusted sources (such as family

and friends) serves as a reference point for assessing the relevance of a

service offer for need fulfilment. Service quality is thus argued to help build

brand loyalty and the (cost-effective) acquisition of new users, both leading to

the achievement of competitive advantage. Furthermore, while Zeithaml et al.

(1996) warn that a direct link between service quality and profitability is not

always clear, nevertheless they propose that service quality enhances brand

share growth, the ability to charge premium prices as well as facilitating the

sale of additional services or service add-ons to existing customers (cross-

selling). Additional references could be added here. For example, Christie et

al. (1993) suggest that service quality has been increasingly identified as a

key factor in differentiating service products and building competitive

advantage. Imrie et al. (2002) propose that service quality is an important

antecedent of consumer assessment of value. They go on to state that in an

attempt to establish a competitive advantage marketing practitioners often

seek to differentiate their service offering upon service quality. Because of this

importance of service quality and the fact that the hospitality sector falls within

the service sector, the concept of service quality was chosen for this thesis.

Additionally, it was decided to look at the concept of service quality through

the lens of culture, assessing the impact of culture on perceptions and

expectations of service quality. This is because, as pointed out in chapter

three the literature emphasises the importance of the role of culture as a

segmentation variable in marketing. Yet, despite the vast number of papers

published on service quality, there is arguably a shortage of research

investigating the possible link between expectations and perceptions of

service quality. It was pointed out, in chapter three, that to some authors this

is surprising as culture is thought to be a source of the framework for social

interactions and rules, as well as customer expectations that lie at the basis of

service encounters which are likely to vary from culture to culture (Pucik and

Katz, 1986; Riddle, 1992; Edvardsson et al. 1998). Sultan and Simpson

(2000) were quoted as proposing that focusing research on perceptions of



184

service quality amongst consumers with different national cultures could yield

insight into variations in consumer expectations of service quality. This is

increasingly important as firms are beginning to use perceptions and

expectations of service quality to forecast company profitability and prospects

for improved market share.

What evidence there is relating to the topic seems to be largely based on

Hofstede’s cultural dimensions. For example, Mattila (1999) was quoted as

referring to Hofstede (1980) and stating that individualist cultures are signified

by independence and lose social ties. With their focus on self-actualisation,

these societies are further claimed to look for fulfilment of pleasure objectives

in a service experience than their collectivist counterparts. Thus according to

Mattila (1999) the range, accessibility and affordability of amenities available

in hotels for instance, may be highly valued by individualist American

customers. Chinese clients may feel less bothered by the facilities on offer

and be more satisfied by a positive social atmosphere. This is in line with their

collectivist orientation, which stresses in-group attachment and loyalty before

fulfilment of personal desires (Hofstede, 1980).

Further reference may be added here. Kueh and Ho Voon (2007) researching

generation Y and restaurant patronage in Malaysia and impact of culture

found that service quality expectations were positively related to uncertainty

avoidance and long-term orientation but negatively related to power distance.

Masculinity and collectivism did not have a significant relationship. Service

quality was found to be a three-factor construct consisting of tangibles,

reliability and responsiveness/empathy/assurance. Cultural values were

confirmed to consist of five dimensions according to Hofstede's typology.

Generation Y consumers were found to be low in power distance and have

high expectations of service quality. Furrer et al. (2000) examining service

quality in the banking sector and using SERVQUAL conclude that perceptions

of service quality vary across cultural groups, as defined by Hofstede’s

dimensions. Again using Hofstede’s cultural dimension for explanation of

their research findings, Shaw-Ching-Liu et al. (2001) propose that customers

from lower individualism or higher uncertainty avoidance cultures tend to have
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higher orientation to praise [the service provider] if they receive superior

service. On the other hand, the same groups tend not to switch, give negative

word of mouth, or complain even if they receive poor service quality. The

authors also found that customers from cultures with high individualism or

lower uncertainty avoidance tend to switch, engage in negative word of

mouth, or complain if they receive poor service quality.

In view of the literature reviewed above, it was decided to study the impact of

culture on perceptions and expectations of service quality within the

hospitality sector in Egypt with the aim of making some contribution to the

literature and the current knowledge. It was decided to compare the

expectations and perceptions of service quality within the hospitality (hotel)

sector amongst British and Arabs guests. This was because according to

Hofstede (1980) there are clear differences in scores across the cultural

dimensions identified by him amongst the two cultures (chapter three). In

order to study the impact of culture on service quality the country of Egypt

was chosen. It was pointed out that Egypt has for a long time been the

dominant tourism market in the Middle East and according to Balch et al.

(2007) captures nearly 30% of all arrivals to region. It was thought that Egypt

makes a suitable context for this study as there are a large number of visitors

from Britain to Egypt, and there is a serious shortage of studies of service

quality research amongst Egyptian firms. So, this study could be of some help

to Egyptian hospitality industry.

Sustainability and environmentalism are topical issues for businesses today,

including the tourism and hospitality sector. So, an environmental dimension

was added to the five dimensions of SERVQUAL for the purposes of this

study. This was a novel approach and any findings could potentially be of

interest academically and commercially. Pilot testing confirmed the reliability

of the scale including the environmental dimension.

Following a literature review of service quality, culture and sustainability, the

aims of the study were established as follows:



186

A- To contribute to knowledge about the impact of culture on perceptions

of service quality amongst hotel guest from different countries,

specifically Egypt and Britain.

B- The above would be done within the context of Egypt where few

studies on service quality within the hotel sector have been carried out.

C- To examine expectations and perception of sustainability as a

dimension of service quality, something which has not been examined

in the literature before. This would be done by adding sustainability as

a dimension of SERVQUAL, and help make an original contribution to

knowledge.

To achieve the above aims, following the literature review the following

hypotheses were tested using a modified (six dimensions instead of five)

version of SERVQUAL questionnaire. This was a positivistic, quantitative

study.

8.2 Hypothesis Testing

Following the above, the first hypothesis tested was:

H1- Culture affects the expectations, as well as the perception, of service

quality dimensions:

g- Tangibles

h- Reliability

i- Assurance

j- Empathy

k- Responsiveness

l- Sustainable/environmentally friendly practices at the hotel

8.3 Discussion of the Results of the First Hypothesis Test

The findings as illustrated in detail in the previous chapter showed that indeed

there is a relationship between expectations of service quality and culture.
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There is an even more significant relationship between perception of service

quality. Furthermore, there is a relationship between quality gap scores and

culture.

These findings seem to support the view within the literature, as pointed out at

the beginning of this chapter and also chapters 2 and 3, that culture impacts

expectations and perceptions of service quality. This also confirms the view in

the literature that consumers’ satisfaction with services is generally based on

their evaluation of the servicescape, which are the people, processes and

physical environment in and through which services are delivered (Bitner,

1993). Since the service experience is strongly based on interpersonal

interaction, differences in social norms surface more readily (Bradley, 1995).

Many of these social norms are rooted in people’s culture.

The interesting twist, however, is that this study has found that the impact of

culture cannot be explained through Hofstede’s cultural dimensions or other

existing cultural comparison models. The reason for this is that unlike in

previously quoted studies, here Arabs had significantly lower expectations,

perceptions and gap scores across most dimensions of SERVQUAL, with

scores being fairly similar for others. Indeed Arabs had slightly lower, but

significantly, expectations overall than British respondents, and that this split

into dimensions was in terms of all dimensions except tangibles and reliability.

Furthermore, non-Egyptian Arabs had the lowest expectations of all three

groups. Arabs also had lower perceptions than the British with Egyptians

having the lowest perception scores. With Respect to gap scores again Arabs

had the lower perceptions, with Egyptians having the lowest gap scores.

According to the literature this study should have found the British scoring

higher on some dimensions and Arabs on others, but the findings here show

Arabs scoring lower overall in terms of expectations and perceptions. In this

case, therefore, the impact of culture cannot necessarily be explained

according to existing cultural comparison models, and specifically Hodstede

(1980).
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The explanation for the above finding, i.e. that the results cannot be explained

in terms of Hofstede’s cultural dimensions perhaps lies in the emerging

literature on how such models may have outlived their usefulness. After all,

Hofstede’s first study was conducted 29 years ago and since then the world

has become a much more global place. That is in addition to the criticism that

Hosfested studied middle class English speaking employees of IBM - hardly a

representative sample of national cultures then- and his studies were for

management rather than marketing purposes.

Jacob (2005) points out two problems. One problem, she suggests is that

Hofstede, and later his disciple Trompennars (1993, 1998), have undertaken

global studies on leadership, and have developed cultural dimensions and

typologies for classifying and differentiating countries across the globe. Jacob

(2005) suggests that the functional value of such research efforts tends to get

diluted by their extensive global sweep. If countries are indeed culturally

distinguishable, can they usefully be compared against each other? Or are

apples being compared to oranges? She explains that, in other words,

countries with high power distance scores can be so different from countries

with low power distance scores that managers from the first type may not be

able to work in the latter type and vice versa. Secondly, and more relevantly

to this thesis and its findings Jacob (2005) highlights a further problem

associated with “global sweep studies”. A country with a high power index

score comprises individuals who may have low scores as well. The rule may

suggest that individuals from that country have high power distance scores.

But a large number of exceptions to that rule may exist. If exceptions to the

rule are as numerous as the rule itself, can meaningful predictions based on

that rule be made about individual managerial behaviour? The answer is likely

to be a resounding no.

In a critique of various dimensions of Hofstede’s (1980) cultural dimensions

Jacob (2005) discusses collectivism and individualism. She states that there

is yet another limitation to cultural typologies. Hofstede (1980) had noted that

Maslow's hierarchy of needs construct and his theory of motivation were
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reflections of American culture as defined by its upwardly mobile middle-class.

Hofstede, therefore, criticised Maslow for promoting a particularistic view of

motivation as the model for the whole world to adopt. Jacob (2005) suggests

that Hofstede (1991) has likewise criticised McCleland's (1987) contention

that individuals with a high achievement motivation make good managers.

Hofstede's criticism is that McCleland's work, like Maslow's, is particularistic.

The “need for achievement” construct was derived from the American culture.

Hence, it was inappropriate to apply McCleland's model to other cultures.

This criticism can be leveled against Hofstede as well. Hofstede's view

that cultures can be described as either individualistic or collectivistic is

a particularistic view. This view was nurtured by Hofstede's Protestant

background, with its history of individualistic rebellion against collective

institutions like the Catholic church. Besides managers in all cultures

could simultaneously be both individualistic and collectivistic to varying

degrees. A manager may desire to be rewarded for his/her individual

contribution, while simultaneously not desiring to be socially alienated

at his/her place of work. (Jacob, 2005: 514)

Jacob (2005) continues that in Hofstede's studies, countries are almost “force-

fitted” into distinctive categories. So, a country either displays high uncertainty

avoidance as a national characteristic, or it displays low or medium

uncertainty avoidance. Jacob (2005) argues that there is no attempt to

investigate the cultural context which induces high uncertainty avoidance.

Since the cultural context of a nation is dynamic, she argues, one would

imagine that the extent of uncertainty avoidance that prevails is also liable to

change.

Blodgett et al. (2008) carried out reliability and validity test on Hofstede’s

cultural dimensions, and their findings led them to conclude that Hofstede's

cultural instrument lacks sufficient construct validity when applied at an

individual level of analysis. Overall, a majority of the items were lacking in

face validity, the reliabilities of the four dimensions were low, and the factor

analyses did not result in a coherent structure. These results help explain why
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Ng et al. (2007) found little congruency between Hofstede's and Schwartz's

(1994) frameworks. So, while, the dimensions may be applicable at national

level, at individual and group level there is doubt about validity and reliability

due to individual differences in experiences and attitudes.

in a recent paper, Mouletts (2007) argues that Hofstede’s model of cultural

comparisons is embedded in Western scientific rationality. She suggests that

Hofstede's model on national culture is constructed on a quantitative method,

which among other things, is characterised by its carefully selected sample

consisting of a group of well educated white “men” from the middle classes

working for the same company and sharing identical or similar occupations.

According to Mouletts (2007) the appointment of well educated men from the

middle classes as the norm for national culture might mislead one to believe

that Hofstede perceives culture as equally distributed among men and women

and that there are no differences in regard to the possession of power.

However, considering that he has dedicated one of his cultural dimensions to

gender and constructed his model on a bipolar distinction between masculinity

and femininity this is clearly not the case. In Hofstede’s model masculinity

refers to male assertiveness and competitiveness on the one hand, and

female nurturance and modesty on the other.

Moulettes (2007) points out that Hofstede - having clarified the distinction

between gender roles (Hofstede, 2001) - proceeds by arguing that gender

roles vary between nations and that this variation is especially obvious

between Asian and Western women in the sense that the former appears to

be even more persuaded that responsibility, decisiveness and ambition are for

men.

This allegation is indeed intriguing bearing in mind that women in

nations like the Philippines, India, Indonesia and Pakistan despite this

alleged distribution of power have managed to reach high political

positions as presidents or prime ministers. This is also the case in

other masculine cultures like Ireland, the UK, and Colombia. It

becomes even more intriguing considering that Sweden, which is

placed at the bottom of his binary MAS dimension as the most feminine
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culture of all 53 countries in his survey, and ranked as one of the most

democratic and modern nations in his power distance dimension (PDI),

has never had a female prime minister. (Moulettes, 2007: 449)

Moulettes (2007) stresses that bearing in mind the above point it would seem

more favourable for women to have a professional career in a society with a

masculine culture. According to Hofstede (2001) however this is not the case.

Compared to masculine societies, one is instead supposed to find more

women in management positions, a smaller wage gap between gender, lower

stress and fewer burnout symptoms, more sickness absence and a

preference for female bosses among women in societies with feminine

culture. With these characterisations of a feminine culture along with the list of

selected candidates (e.g. Sweden, Norway, The Netherlands, Denmark and

Finland), Moulettes (2007) argues that one gets the feeling that it is more

desirable that men are assertive, decisive and aggressive, but more desirable

for a society to have a feminine culture rather than a masculine culture.

Because feminine culture societies are supposed to be constructed on gender

overlaps and therefore considered as more human, compared to masculine

culture societies (e.g. Japan, Italy, Ireland, the UK and the USA) which are

supposed to be constructed on pure masculine values (and therefore

apparently less attractive). This feeling is strengthened by the fact that there

appears to be more opposition among scholars against the classification as a

masculine society. Moulettes (2007) points out that, for example, Hofstede's

categorization of Japan as a masculine culture and Japanese managers as

self-assured has encountered opposition among scholars. For example, Smith

(2002), has asked for an explanation of why Japan, the most masculine nation

of all in Hofstede’s model, favours a modest self-presentation and has very

low-rates of murder and assault?

Moulettes (2007) interestingly seeks to find reasons for Hofstede’s

categorisation in the post-colonial literature and discourse. She argues that,

for example, while the cultural (colonial) discourse distinguishes the world in

mainly two parts, the West and the non-West, gender has traditionally been

distinguished in two distinct social categories; the feminine and the masculine.
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Moulettes (2007) proposes that the dichotomy of masculinity/femininity could

be found in the colonisers’ mindset, where the Occident represented male

characteristics such as rational thinking, activeness, and a spirit of invention

and science, while the Orient represented female characteristics such as

passivity, backwardness and superstition.

The legacy of colonialism is still obvious and is perhaps most apparent

in Westerners negative feelings about “others” manifested in

expressions such as “I do not like them because of the way they treat

women” (often referring to Arabs or Muslims). Besides, this relationship

between gender and postcolonialism there are some other striking

resemblances between the cultural (colonial) discourse, upon which

Hofstede's model is built, and the traditional gender discourse included

in his model. Similar to the cultural discourse the traditional gender

discourse is perceived as essentialistic (Collison and Hearn, 1996),

and constituted as homogeneous group identities on the bases of

social and anthological universals. (Mohanty, 2004:446).  

Looking at the dimension of individualism/collectivism, Dirani (2008) has

carried out research into the Lebanese stereotypes and views of their extreme

individualism and collectivism according the common opinion held by cross-

cultural research. His research among managers showed that the subjects

tested tended to be individualistic in their choices, and this suggests that the

classification in the literature of the Lebanese as collectivists was based on

the fact that there was no evidence to the contrary. Dirani’s findings also

showed a positive correlation between socio-demographic measures (gender,

age, education, income, occupation, and location) and individualism. The

author argues that these findings might have been the result of the evolution

of the Lebanese family in the past 25 years.

8.4 Conclusion Regarding the First Hypothesis

It would seem, from the main findings of the quantitative data and the

subsequent literature review in the previous section, that Hofstede’s cultural

dimensions, still to date the largest cultural study carried out and the basis of
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the analysis in many academic papers, may have been flowed from the start.

Or, at least the differences amongst nations since 1980 have now become

more diluted. In fact probably both those assertions are true to a large extent.

The conclusion that this study can draw is that there are new models needed

for cross cultural comparison and understanding of culture as a demographic

variable; in this case for understanding differences between expectations and

perceptions of service quality amongst nations. This echoes Blodgett et al.’s

(2008) suggestion that clearly additional work is needed in order to develop a

reliable and valid cultural instrument These authors argue that given the

diversity of the world marketplace, it is essential that marketing academicians

and practitioners have a robust measure of culture so that our understanding

of consumer decision making can keep pace with a rapidly changing

environment. Such measure should be able to truly account for differences in

the ways in which individuals from different parts of the world think, feel, and

behave and would be valuable for market segmentation, and for

understanding why consumers from diverse regions and cultures react

differently to various marketing tactics. Blodgett et al. (2008) point out various

ways that such a valid measure could help marketers; for example that it

could help international marketers determine when a global brand strategy is

appropriate, as compared to a more customised and “country by country”

approach. They suggest that, such a measure could also help other firms

determine which countries to first enter as they expand their marketing efforts

beyond their own borders. In summary, a reliable and valid measure of culture

can help marketers both segment consumers from various countries and

nationalities in a more meaningful manner and, also, in turn to develop more

effective marketing mixes (Blodgett et al., 2008).

However, it was felt that it would be interesting to find out why Arabs had

lower expectations and perceptions of hotel service quality than the British

and also why Egyptian had even lower scores than other Arabs? Hence, it

was decided to conduct interviews on location to explore this point further in

order to find out reason for the low scores by Arabs, particularly by Egyptians.

This is discussed in the following chapter.



194

8.5 Hypothesis Testing

The second main hypothesis related to the impact of demographic factors,

and other variables, on expectations and perceptions of service quality. It was

thought that findings here may provide useful bases for segmentation of hotel

guests and tailoring of services offered.

H2- Expectations, and perceptions, of service quality in a hotel are functions

of:

a- Age

b- Travel status (who the respondent is travelling with)

d- Business or leisure travel

e- Occupation

f- Type of hotel/price paid (No. of stars)

8.6 Discussion of the Results of the Second Hypothesis Test

1-The findings showed that there was no relationship between age and

perceptions and expectations of service quality.

The explanation for this could be that perhaps age does not equal to being

well travelled and that the younger generation today travel widely and

experience different countries and hotels and hostels. Therefore, age has not

proved to be an important factor with regard to expectations and perceptions

of service quality, but it could still be relevant in terms of types of services

offered. This point seemed to be taken into consideration by the hotels where

the study was conducted by for example the different types of entertainment

offered, which ranged from folk dancing and belly dancing shows offered by

the hotels in-house entertainment staff, to sports and late night disco at the

premises.

2-Females were found to have higher expectations and higher perceptions of

service quality than men, while there was no significant in gap scores
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according to gender. In other words, women expected more and saw more

service but that in the end they were no more or no less satisfied than men.

The analysis in term of gender and also occupation and age group was

conducted because segmentation is a fundamental strategy in marketing, and

demographic criteria are basic approaches to segmentation. So,

understanding the effect of key demographics such as age, income, and

gender on customer perceptions of quality is important. Marketing literature

provides evidence for the appropriateness of gender as a basis for

segmentation. Regarding services and the quality of interaction between

service provider and customer, perceived differences in the quality of

interaction are attributed to the influence of stereotypes during gender role

socialisation. Girls are socialised for interpersonal sensitivity and are

encouraged to be emotionally expressive, while boys are socialised to

suppress emotions as acceptable masculine behavior (Brody and Hall, 1993).

It has been suggested that the socialisation of women to maximise the

interpersonal aspects of their relationships contributes to their emphasis on

the process component of service encounters (Gilligan, 1982). Additionally, it

has been found that females are more comprehensive information

processors while males are more selective tending to process heuristically

and leave out subtle cues (Darley and Smith, 1995; Meyers-Levy, 1989). In

another study (Laroche et al., 2000) it was found that women tended to rely

more heavily on the service environment and tangible cues in the environment

to make service evaluations. In comparison, males considered less

information and tended to take shortcuts, relying more on the sales clerk for

help in a making purchase decision than on non-personal cues such as

advertising, signage, packaging, and store environment. Therefore, women

will be more sensitive to the quality of the service environment. Specifically,

compared to males, female customers were found to be more influenced by

relational information (e.g. the contact employee is polite and helpful), than by

cues regarding service efficiency and accuracy (Lacobucci and Ostrom,

1993). 
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However, within the marketing literature the importance of gender as a

demographic basis for segmentation is still not clear. While some studies, as

quoted above, have found gender to be significant others have found gender

was not a vliad basis for segmentation. For example, Ganesan et al. (2008) in

their study of train travellers and perceptions of service quality which looked at

demographics including age and gender, found that overall, service quality

should be more closely tailored to some demographic characteristics but not

others. They suggest that from their findings stereotyping along gender lines

may be inappropriate. Therefore, managers should ensure that all customers

are treated as individuals and have their needs met accordingly. Heinrichs et

al. (2005) studying service quality in the library context found that their results

do not let library researchers draw a firm conclusion. They suggest that as

such gender differences represent a potential area of future exploration.

Hence, the findings of this study would uphold that suggestion.

3-The purpose of visit had an impact on perception and expectations of

service quality, in that business guests had slightly (but significantly) lower

expectations and perception than holiday guests.

The explanation for this could be that those travelling on business are mainly

interested in their business and that they are not interested as much as

holiday travellers in the facilities and the services offered by hotels. They

probably spend much of their time outside the hotel pursuing their business

interests and attending meetings. The finding also confirms the general trend

in the findings of this study that those who expect higher service quality

perceive more, and those who expect less perceive less.

4-Those travelling with children or alone, tended to return negative gap scores

whilst those travelling with a friend or partner tended to return positive gap

scores.

5-The number of guests in the travelling party had an impact on expectations,

perceptions and gap scores regarding service quality. Those travelling alone

or with friends rather than with children had lower expectations and
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perceptions. The reason behind this finding is probably clear. Those travelling

with children (at least in Sharm El-Sheikh) tend to spend more time at the

hotel and require facilities to keep the children entertained, as well as perhaps

food that is suitable for children. They tended not to go on excursions as most

places of historical interest are quite far from the resort and mean several

hours of travelling at least. Those travelling alone or with friend tend to find a

lot more to do outside the hotel and do not depend on the hotel for all or most

of their holiday experience.

6- There was no relationship between first or return visit and expectations,

perceptions, and gap scores.

7-There was a relationship between frequency of holiday travel and

expectations/gap scores. This is to say, expectations increased with

frequency of travel, whilst perceptions did not.

8- There was a relationship between expectations, perceptions and gap

scores and the frequency of business travel. Expectations increased with

frequency of travel, but perceptions were lowest for the most and least

frequent travellers.

9- Expectations of service quality tended to increase with frequency of holiday

travel but not perceptions of service quality.

10- There was a relationship between expectations, perceptions and gap

scores and the intention to return to the hotel/stay at the hotel again. Those

who intended to return had significantly higher scores for all the three factors.

Additionally, those who would recommend the hotel had significantly higher

expectations and perceptions.

This is an important finding. Within the marketing literature there is much

about the benefits of customer loyalty. Also, within the marketing literature it is

suggested that customer satisfaction, gained through meeting customers’

expectations of service quality leads to customer loyalty, although much of
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this is based on theoretical discussion and anecdotal evidence. This study

has actually provided empirical evidence that customer satisfaction with

service quality can lead to loyalty and word of mouth advertising/

recommendations. These points will be explored here.

Anderson et al. (1994) propose that customers are an increasingly scarce

resource pursued by a fast growing number of aggressive suppliers. They

believe that in order to gain competitive edge, companies should satisfy their

customers by providing quality and focus on long-term relationships. Thus,

Anderson and Fornell (1994) suggest that customer satisfaction is central to

assessing past performance and predicting future financial success, and there

is an urgent need to transcend old ways of doing business and find new ways

to efficiently acquire and retain customers.

Fornell (1992) argues that highly satisfied customers increase loyalty, they are

less price sensitive, and they provide positive word of mouth. He also states

that the company with loyal customers spends less money on attracting new

customers and enjoys reduced price elasticity for its products. Seyanont

(2007) suggests that managers have to identify the ways that the product or

service meets their customers’ expectations and try to maximise their

satisfaction by providing better customer experience. Similarly, according

Rust et al. (1995) the benefits of increased customer satisfaction can be seen

in two basic ways: one of them is the improved ability of the firm to attract new

consumers and the other is the ability of the firm to maintain repeat

customers.

According to Brown et al. (1993) service quality is arguably a dominant

element in customers’ evaluations and can also be critical in determining

customer satisfaction. The importance of service quality and customer

satisfaction has been the subject of extensive research. Several researchers

(for example, Binter and Hubbert, 1994 cited in Rust et al., 1995;

Yousapronpaiboon, 2000) in the service quality literature, state that

satisfaction is the result of a comparison with expectations. That is to say,

each customer has specific expectations about how each individual service or
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product should be perform. Later, these expectations are compared with the

actual perceptions of performance as the service is consumed. When

expectations are met, or when performance actually exceeds expectations,

satisfaction results (Yousapronpaiboon, 2000).

Curasi and Kennedy (2002) state that research into customer satisfaction in

the past has led to a much richer understanding of service quality and

customer expectations. They also argue that research has led to appreciating

of the link between customer satisfaction, customer loyalty and organisational

success. Although service quality and customer satisfaction are linked

satisfaction is generally viewed as a broader concept; whereas service quality

assessment focuses specifically on dimensions of service. Based on this

information, perceived service quality is a component of customer satisfaction

(Zeithaml and Bitner, 2003).

Figure 2: Relationship between Customer Satisfaction and S ervice
Quality

Source: Zeithaml and Bitner, 2003: 85
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As can be seen in figure 2 above, service quality is a focused evaluation that

reflects the customers’ perception of elements of service such as interaction

quality, physical environment quality, and outcome quality. These elements

are based on specific service quality dimensions: reliability, assurance,

responsiveness, empathy and tangibles. However, satisfaction is a broader

concept because perceptions of service quality, product quality, and price as

well as situational factors and personal factors influence satisfaction (Zeithaml

and Bitner, 2003).

Kotler et al. (2005) propose that arguably one of the main goals for a

company is to achieve customer satisfaction and make customers loyal. The

literature suggests that there is an important relationship between customer

satisfaction and customer loyalty. Customer loyalty is defined as:

The state of mind or an attitude in which the customer has a desire to

purchase a product or service offer a preference to a competitor’s

alternative (Sindell, 2000: 20).

According to Kincaid (2003: 10), customer loyalty is a:

Behaviour, built on positive experiences and value. This behaviour is

buying of products, even when this may not appear to be the most

rational decision.

Oliver (1996) defined loyalty as:

A deeply held commitment to re-buy or re-patronise a preferred

product/service consistently in the future, thereby causing repetitive

same-brand or same brand-set purchasing, despite situational

influences and marketing efforts having the potential to cause switching

behaviour.

Similarly, Jones and Sasser (1995) stated that customer loyalty is a feeling of

attachment to or affection for a company’s people, products, or services.
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Various definitions therefore regard repeat purchase and attachment to a

supplier at the core of loyalty. Additionally, the suggestion is that customer

loyalty can result in positive word-of mouth and the recommendations of

company’s products or services (Oliver, 1999). Service Quality and Customer

Loyalty

Hence, customer loyalty has become the moving target every company must

pursue to remain competitive (Keegan, 2002: 23). Several authors (for

example, Fornell, 1992; Keegan 2002) agree that the cost to attract a new

customer is more than the cost of attracting an existing customer. They argue

that more profit can be earned from old or existing customers than new ones

or from first-time buyers. Therefore, companies should concentrate

developing customer loyalty (Keegan, 2002: 23).

Snow (2003) states that customer loyalty is the result of a company’s

employees doing things in order to make customers feel special, those things

will enable customers to become loyal and also recommend the organisation

to others. He states that, for example, in the banking sector, most of the

banks might offer the same products; the difference will be in the service and

the way they will make their customers feel. If customers feel valued, then

they are more likely to become loyal. If the company fails to meet their

requirements then the customers are more likely to switch to a competitor.

It has been suggested that:

Everyone loses when service is poor. Customers lose. Employees

lose. Senior managers lose. Suppliers lose. Shareholders lose.

Communities lose. The country loses. Poor service has no redeeming

virtue, nor does mediocre service for that matter. Service excellence is

more profitable, more fun, and more conducive to a better future.

(Berry, 1995: 3).
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With increasing competition and globalisation of markets consumers are

becoming more difficult to please. When there are more companies

competing for the same business, customers have more choices than before.

Customers have become the ones who define quality in terms of their needs

and resources.

More competition, more choices, put more power in the hands of customer,

and that, of course, drives the need for quality (Creech, 1994). Therefore,

service quality is vital for success in today’s competitive global market.

Service quality has become a very important part of strategic plans of

organisations. It will create the difference between success and failure

in today’s markets. Excellent service will enable firms to create loyal

customers. (Chaipoopirutana, 1998: 1).

The findings of the primary research lend support to the assertions in the

literature that perceived service quality can lead to repeat business and

positive word of mouth. This study supports the literature, by empirical

findings that perceived service quality can lead to repeat business and

positive word of mouth advertising.

11- The relationship between number of stars of hotels and expectations,

perceptions and gap scores could not be clearly established. Hence, more

exploration would be required in future studies. It may be that whatever price

a guest pays for a hotel they still expect high quality service relative to what

they have paid.
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Chapter Nine

ANALYSIS OF THE QUALITATIVE DATA

9.1 Introduction

A number of questions arose from the findings of the quantitative data that

were thought to merit further investigation through interviews. So, 16 

interviews with Arab and British guests as well as hotel managers were

conducted in the same three hotels that the initial survey had been carried

out. It ought to be pointed that these interviews proved to be quite difficult for

the following reasons:

1- The interviews were conducted during the Christmas holiday of 2008.

At this time there were not many Arab guests around. There were a

reasonable number of British around, but the largest number of guests

at the three hotels, and indeed in all of Sharm El-Sheikh, were

Russians. Therefore finding enough Arabs who were willing to

participate in interviews was very difficult and a lot of effort had to go

into securing a few interviews. Also, according to Middle Eastern

culture there were no single Arab women, or Arab women with female

friends at the hotels. So, where married women were found it was

always their husbands who wanted to participate in the interviews. Of

course this may have also been partly due to my cultural sensitivity of

not wanting to push to talk to Arab women on their own.

2- Finding the right time to interview hotel guests was also difficult as

when guests were encountered was when they were in the dining

room or on their way out to, or back from, the town or excursions. With

the weather being colder than usual that Christmas guests lounging

around the pools or by the sea was not a very common occurrence.

3- It proved very difficult to get the participants to answer the questions

as related to any hotel (as the purpose here was to find out about
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expectations and perceptions in general). They invariably either

thought the interviews were conducted on behalf of the hotel and

quickly started talking about specific complaints and ignored the

questions that were being asked, or they struggled in any case not to

comment on the specific hotel they were staying at. The interviewees

were of course assured of confidentiality, were made to feel

comfortable etc.

4- Findings quiet areas for interviews were also very difficult as

background music was played in hotel receptions, bars and often pool

areas. In the dining rooms and other areas there was the background

noise of people talking, etc. Hence, the recordings of several

interviews have been discarded for the purposes of this analysis.

Number of gusts interviewed (as used in the following analysis):

British guests x 8

Arab guests x 4

Arab (Hotel management) x 2

British (hotel guest relations manager) x 1

Arab holiday representative x 1

The above interviewees were selected on the basis of convenience sampling.

The main objectives of the interview were:

1- To find out why do Arabs have lower expectations and perceptions of

service quality than the British, and why do Egyptians have even lower

scores than other Arabs (and hence they are least likely to return and

to recommend the hotels)?

2- Regarding the service quality dimensions, are The British/ Westerners

really more interested in responsiveness/speed of service than Arabs,

and are Arabs really more interested in courtesy than speed of service

(due to their high power distance culture) than the British (as pointed

out in the literature)?
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3- What are the actual views of the guests from the two different countries

regarding environmental practices by hotels, and why do they both

have high expectations?

The interviews were semi-structured and followed the dimensions of

SERVQUAL as starting questions which were then followed by additional

questions based on the answers. However, sticking to the structure was a

very difficult task as stated.

Nevertheless, after transcription and analysis of the data a number of very

interesting themes appeared. The findings of this thematic analysis are

presented in the following sections.

9.2 Arabs’ Perceptions of how they are treated at Hotels in Sh arm El-

Sheikh

The quantitative analysis showed that Arab hotel guests had lower

expectations and perceptions of service quality than the British guests and

that this could not be explained with reference to Hofstede’s cultural

dimensions. Analysis of the subsequent interviews sheds an interesting light

on this and offers a clear explanation as to why Arabs have lower

expectations and perceptions of service quality. This it seems is due to their

past experience which tells them that, at least in a resort that is created first

and foremost to attract foreign tourists, they are not going to be given the

same quality of service and attention as foreigners, particularly Westerners.

Hence, Egyptians gave the lowest scores in the quantitative research, British

gave the highest and non-Egyptian Arabs (Lebanese, Iraqi, Libyan,

Palestinian) scored lower than British but higher than Egyptians.

Egyptian female, (US resident, visiting country of birth with family), age: late

20s.

I will [would] be walking [in the hotel] and they [the staff] will [would]

think I am Russian or French and they will be like [would say,
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something like] Bon Journo or whatever. So, I’m down to earth so I will

say [in Arabic] Mselkhir and then it’s a different treatment, to the point

sometimes that I prefer to pretend that I am a foreigner to get better

treatment. Isn’t that sad?

Egyptian male, father of the above interviewee, age: late fifties.

If you permit me, actually we [Arabs] still suffer from the inferiority

complex because we are looking to foreigners as if they are off a

different planet and we have had such an experience that the foreigner

is always right, he can lead, he can manage, he can guide regardless if

you are already developed to the stage that we can be self dependant.

In some cases you can see that inferiority complex still prevailing in the

way people are thinking, so still we are respecting the foreigners, which

is not bad, but not respecting to the degree that we haven’t enough

confidence that we can do it and maybe better and some other

professions are here almost the same [level as abroad]. I meant here

are people in Egypt now who are software designers and they are

basically selling this [their products] for very high prices [abroad].

…….Sometime the Egyptians who are especially at certain cultural

level still consider themselves of low worth.

9.3 Courtesy versus Speed

The analysis carried out again disputes the findings in the literature which

were reviewed and referred to in this study, i.e. people from high power

distance culture prefer speed to courtesy and people from low power

distance, monochromic, cultures prefer speed. The findings show that

preference for courtesy or speed is to a large extent dependent on the

context. That is to say, on a holiday resort and at a hotel on a holiday resort

where people are relaxed, generally not rushed and have nice surroundings to

sit in and watch the sea, or the pool in the sunshine are not necessarily

interested in quick service. Irrespective of nationality or culture they prefer
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courtesy as this seems to enhance their service experience more than the

speed of service.

British couple, age late thirties:

Husband:

[between speed and courtesy I would choose] courtesy.

Wife:

[At home] well maybe not then it would be speed.

Husband:

It depends on why you’re there and what you are doing.

British couple (approximately 40 and 38 year old):

(wife) Oh [I prefer] courtesy and pleasantness. We have enough fast

back home in England. When you come on holiday you don’t want fast.

(husband) Everything back home is 100 miles an hour. Here everything

is just laid back and this is what you come away for, to get away from

all of the hustle and bustle.

British female from Salisbury:

Courtesy [is more important than speed].You’re on holiday and you’re

not in a hurry or anything are you,? It’s not like when you are home you

have to have a meal like because you need to get back to work you

know [here] the time is your own.

British male, older

It’s not all about getting in and out as quickly as possible. It’s about

enjoying the time you’ve got here so its not about that we are on

holiday we are relaxed we’ve not got a 10 minute coffee break and

then we have to be back again. We’ve got all day you know.
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9.4 Environmental Issues

Both Arabs and British, in the quantitative analysis of the environmental

dimension scored highly in terms of expectations and perceptions of service

quality. It was thought that it would be interesting to find out in particular why

they had fairly high perception of environmentally friendly practices by hotels

in Sharm El-Sheikh. Part of this of course could be explained by the fact that

as far as holiday resorts go Sharm El-Sheikh is by no means an

overdeveloped resort. Vast areas of desert still characterise the peninsula.

Additionally, prior to the 1970s the place was just a desert with a very small

Bedouin population, who still live in the mountains in the area. Development

of Sharm El-Sheikh in a sense has not caused any harm to anyone including

the wildlife. Water is provided through desalination and there are trees and

flowers and shrubs being planted where they did not exist before. This is clear

for everyone to see. That area however is well known for its coral reef and it is

this part of the environment that is potentially in danger. The actual

environmentally friendly practices by the hotels, e.g. re-cycling, would be

harder to determine. It would seem that the guests based their judgements on

the numerous notices around the hotels, and by verbal warnings by the life

guards, not walk on the coral reef. Everyone is clearly encouraged to swim

and scuba dive in designated areas. One of the complaints of the British was

that Russians sometimes did not pay attention to these notices (which could

be due to lack of understanding of English, but soon or later a Russian

speaking member of staff would ask them to come out of the water).

Secondly, regarding the environmentally friendly practices by the hotels, the

British at least tended to base their opinion on the information provided by the

hotel websites, tour operators and brochures. On the whole however while

environmentally friendly practices were important to the guests it was not a

deciding factor regarding their choice of the resort. For the British, price,

weather and friendly staff seemed the most important factors.

British female guest from Salisbury

Q. What about the environment, whether the hotel looks after the

environment is that important to you?
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A. Well yes we have to recycle at home don’t we.

Q. So is that something you look for when you book a holiday?

A. No I don’t. Recycling is the last thing I think about.

British female guest approx 30 years old

Q. Environmental and green issues, in your opinion if a hotel is
excellent should it pay attention to the environment?

A. Absolutely, especially in a place like this on a coral reef it is very
delicate and to tell the tourists to be careful with the water and things
like that.

Q. But when you choose a holiday do you pay any attention to this
aspect?

A. I think more and more actually because some of the hotels are
green marked or whatever you call it and of course that is a good thing.
But, it’s not the deciding factor for me, although I’d prefer to go to a
green hotel if it was the same price as others.

9.5 Further Interesting Findings

9.5.1 Courtesy to British guests

An interesting finding from the interviews was the British guests’ idea of

courtesy, which may be different from other cultures. From the interviews it

appeared that the British consider courtesy/politeness not so much in servile

actions by others but in saying ‘hello’, ‘please’, ‘thank you’ and also taking a

minute or two to exchange pleasantries with others. Indeed, friendliness,

though not over familiarity, was mentioned by the British often in the same

discussion/breath as politeness/courtesy.

[courtesy] Very important, yes. If the staff aren’t friendly then I don’t

think the British people will be friendly back with them. It’s about

respect if you respect them they respect you back.

In the interviews, and particularly in informal discussions afterwards, the

British complained seriously about Russian guests’ ‘rudeness’, i.e. their
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reluctance to for example, to hold a door open for others following them;

saying thank you when someone kept a door open for them; and lack of

desire to smile at or say hello to others. These were the sort of things that

were important to the British guests. Of course Russian guests behaviour

could be partly due to the fact that so few of them spoke English (and the

British didn’t speak Russian!), and partly due to possible different ideas about

politeness amongst Russians. This finding actually shows the lack of proper

segmentation and targeting strategies amongst the hotels where interviews

were carried out. British retired couples on Saga holidays were put together in

the same hotel as sleek youngish Italians and young fun seeking Russians.

This recipe could be improved by targeting similar types of guests in order to

reduce the need to cater for different tastes. This is in fact possible as the

three hotels where interviews were carried out are owned by the same

investment group and run by the same management company. However,

informal discussions revealed that the internet and agents are used for

promotional purposes and although some sort of segmentation (basically

different prices for different seasons and lengths of stay) are in operation

there is no sophisticated system of segmentation.

9.5.2 The importance of promise keeping to the British

It also emerged from the interviews, and informal discussions, with the guests

and hotel staff that the British perhaps more than Arabs and any other nation

like a service provider to keep promises, be verbal or those in the holiday

brochures and contracts and that they get very annoyed, and are unforgiving

of broken promises, be it a free bus ride into town or seating arrangements, in

the restaurant, etc.

British couple from Leeds

Wife: Yeah I mean we came here last Christmas and we went to the

Marquee for instance on New Year’s Eve and when we went to book

with one of the men that worked in the hotel. He said ‘I will sit you on a

table with English people because you’re English’. This Christmas Eve

we were sat with Russians who didn’t speak any English. They didn’t

speak any English, we didn’t mind really, but it was wrong really you
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can’t have a conversation with someone who couldn’t speak our

language. We thought it was a bit silly really, last year they got it right

by sitting us with English people and then this year!

One hotel employee (holiday company representative based in one hotel)

spoke of many instances of British guests complaining that things were not

exactly as in the brochure. He talked about one guest who complained that in

the brochure one of the pools was empty of water and this was important to

him as had thought he could sit beside the empty pool and read his book

quietly, but now that the pool had water there guests swimming and making

noise and he couldn’t read his book in peace. While on its own this may

seem an exaggerated example, there were many such tales from the staff

about the British finding it difficult to accept not receiving what they thought

was promised to them, no matter how small or large the promise. By the same

token the staff viewed the British as being the politest of all their guests.
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Chapter Ten

10 CONCLUSIONS

10.1 Achievement of the Aims

This study set out to examine the impact of culture on perceptions and

expectations of service quality. This main aim was achieved through a

literature review and a mainly quantitative research, which was supplemented

with a number of interviews. The study discovered that culture impacts

expectations and perceptions of service quality, but interestingly this could not

be explained in terms of existing frameworks for cultural comparison,

particularly Hofstede’s model. The lower expectation and perception of Arabs,

compared to the British, across all the service quality dimensions was a result

of their expectation/ belief that they would not be treated as well as the

Western guests, and their perception that they were not treated as well as

them.

Secondary aim of the study which was to see if environmental practices could

be added to SERVQUAL proved successful and shown to be statistically

valid. Furthermore, a number of demographic factors were shown to have an

impact on expectations and perceptions of service quality, while others were

found to have no impact. For example, couples had lower expectations than

families with children, while age had no impact.

10.2 Contribution to Knowledge

This study has provided empirical evidence that our understanding of cultural

differences based on Hofstede’s model of cultural comparisons is not

necessarily applicable in all cases when comparing different nationalities, and

indeed may be too old now. The fact that Arabs were found to have lower

expectations and perceptions of service quality in an international resort in
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Egypt is an original contribution and supports theoretical papers published in

recent years criticising Hofstede’s model. This finding poses many questions

and paves the way for future research as to why Arabs have lower

expectations of service quality than the British do?

The study has also made a further original contribution by showing the validity

and relevance of adding a further dimension to SERVQUAL with respect to

tourist destinations, i.e. environmental practices by hotels.

Further contributions have been made in highlighting the importance of

understanding different cultures and providing service in the way that will be

perceived as excellent, for example, the British guests’ idea of courtesy and

their insistence that hotels keep the promises they make. This indeed shows

the importance of segmentation which it seemed the hotels where this study

was carried out did not pay enough attention to.

The study has also shown that service quality research needs to be

conducted in context and those expectations and perceptions could vary

according to context. For example, the British did not, as proposed in the

literature, prefer speed over courtesy because they said they were on holiday

and not in a rush. It may be that during a short break from work back home

they would be in a rush to get their order as quickly as possible.

Out of the research, one of the major contributions to knowledge is the fact

that the current models of research generally only give a partial story of

customer experience. For this reason a new model of approach to research is

proposed below.

The findings of this study will be made available to the hotels where the

research was carried out and this should help them in better designing and

delivering their service to the British and Arab guests. An incidental finding of

the study which was the lack of adequate disabled facilities even at five star

hotels and the guests’ demand for more in this respect will also be made

known to these hotels.
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10.3 Suggestions for Future Research

A qualitative study should be carried out among Egyptians and other Arabs,

as well as with experts, to find out the root cause of Egyptians and Arabs

expecting to be treated by hotel staff not as well as the British or other

Western guests. This expectation and perception, which from observation

seems to be correct, could have its roots in the colonial past of Egypt and lack

of self confidence as a nation, or it could be that Egyptians being very

hospitable people towards guests treat Westerners as more of a guest than

they do Egyptians. Whatever the reasons, a correction of this attitude by the

staff and guests could lead to more business from Egyptians who would also

be more satisfied and may promote the hotels and the resort with word of

mouth advertising. As it is, the Egyptian respondents to the main survey were

the least likely to return or to promote the hotels.

The same study could also be replicated in other countries, for example

Tunisia and Morocco, which have a longer experience in (package) holidays

and tourists than Egypt does, and the results could be compared with Egypt in

order that lessons could be learnt.

Additionally, as highlighted before, context seems to impact on expectations

and perception of service quality. While Sharm El-Sheikh is a fairly remote

and laid back resort, similar studies for example in Cairo could reveal different

results and therefore such studies are recommended.

Finally, research could be carried out with respect to the latest concept that

has gripped services marketing-Service Dominant Logic and its relevance to

service quality and value within the hospitality sector. A summary analysis of

Service Dominant Logic (SDL) will be offered here, with particular reference to

how the concept views value.

Today marketing takes place in an intensely competitive environment with

much of the competition international in nature. There is no shortage of

suppliers and product offerings can be, and are, quickly copied. To prosper
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organisations need to segment markets and facilitate exchange processes

with their target customers.

Critical in developing sustainable competitive advantage is the organisation’s

value proposition: A set of benefits offered to customers to satisfy their

needs. Buyers choose between different offerings based on which one they

perceive to deliver the most value or benefit. The traditional approach to

value, as offered for example by Kotler and Keller (2006), is that an

organisation

• Define relevant values (through internal audit and external analysis)

• Put in place value developing processes (e.g. New Product

Development)

• Design value delivering processes (e.g. marketing communications,

distribution, the value chain, etc.)

• Communicate values

More recently Vargo and Lush began a debate termed SDL which looks at

value in a different way, taking the view that value is co-created by consumers

rather than merely proposed by service providers. Based on Vargo and Lusch

(2004, 2007, 2008), Vargo et al. (2008) the argument may be briefly described

as follows.

The early twentieth century Functional School of Marketing focused on the

exchange of manufactured goods and functions that facilitated that exchange.

In the 1950s, Marketing Management School was based on decision making

and managing the marketing functions and the marketing mix. The 1980s

however witnessed a break from the 4Ps and the micro-economic paradigm

bringing forward new lines of thought; for example:

.

• Relationship marketing and networks

• Market orientation

• Resource based management
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• TQM

• Services Marketing

Developments in marketing have now paved to suggest that customers do not

buy goods or services, but offerings which render services which create value

(Gummesson, 1998). The distinction between goods and services is false.

Tangible products are embedded knowledge and skills which render services

All economies are service economies. Products are ‘means’ for ‘end-states’,

or valued states of being such as happiness, security and accomplishment

(Gutman, 1982). Value comes from benefit in use, and hence all products are

services. S-D logic is phenomenological in nature in that it focuses on the

‘meaning’ of products. Service is the process of applying one’s resources for

the benefit of another. Competitive advantage is based on knowledge (skills

and competencies) of a learning organisation. Value propositions are based

on competencies and are co-created with customers. Customers are always

co-creators of value. Distribution of ready-made values is replaced with value

creation (Gronroos, 2000). Co-defined and co-produced values are

customised to meet specific needs (segments, micro-segments, one-to-one).

Financial performance is analysed to learn and improve the firm’s offering.

Monologue is replaced with dialogue (McKenna, 1991). The firm’s

competencies are based on knowledge and skills and integration of all of the

firm’s activities with a view to market responsiveness.

In chapter eight it was mentioned how the hotels where the research was

carried out, and this most probably applies to all the hotels in Sharm El-

Sheikh, how little attempt is carried out at segmentation of the market.

Competition seems to be based on price and segmentation is mainly through

star ratings of the hotels. It is common for example to see dozens of retired

people on a saga holiday packed into a hotel with a large number of very

young Russians. A more descending approach to segmentation could

arguably help with value co-creation and improvement of service quality.

Therefore, the following model is proposed here for further testing in a future

study.
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Figure 10.1

10.4 Summary: Developing a new Model

Figure 10.1 illustrates the need for developing a new model to look at service

related research within the hospitality industry. The key areas that need to be

explored and brought together are now discussed.

In service-related industries using models such as SERVQUAL covers a fair

range of issues, but as this thesis demonstrates it does not cover cultural and

ecological issues. A more comprehensive model such as the one proposed in

Figure 10.1 would consider:

a) Segmentation in order to understand how different segments interact

with the service provision

b) Market research to determine customer needs and wants
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c) The culture and identity that different segments share

d) The skills and competencies of staff to provide the correct level of

service

e) Creating an organisation that is continuously learning from itself and

from its customers

f) Finally, incorporating all the tangible and intangible elements through a

service that is co-created with the customer.

New Marketing thinking is clearly pointing the way towards working in a close

relationship with the customer through what is termed Service Dominant

Logic. This type of comprehensive research will help organisations to move

forward and to delight customers. The above proposed model is based on

Service Dominant Logic which views firms and customers as resource

integrators (Peters et al., 2009). Marketing's evolution toward a new dominant

logic requires the focus of marketing to be on the intangible, dynamic, operant

resources that are at the heart of competitive advantage and performance

(Madhavaram et al., 2008), and for consumers to be regarded as co-creators

of value.
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APPENDIX A

Pilot Test

As shown in the three receding figures, there was no clear pattern regarding

the differences in gaps scores for different cultural groups against individual

items. Differences were insignificant (i.e. greater than 0.05) in 12 of the 23

items. Items for which differences were insignificant were:

On part A: Q3, 4, 5, 11, 16, 17, 18, 19, 20, 21, 25, 26.

The following hypotheses are based on segmentation variables

Segmentation is an important management decision (Dibb et al., 2006) and in

fact culture is a segmentation variable that comes under demographic

variables. It was thought that it would be interesting to add further

demographic variables (age and gender) to this research, plus a

psychographic variable (lifestyle-travelling alone or with someone else) and

behaviouristic variable (end use-holiday or business). Kotler and Keller (2006)

state that a marketer can rarely satisfy everyone in the market. Marketers

start by dividing up the market into segments of buyers based on

demographic, psychographic and behavioural differences among buyers.

Demographic variables

Age, gender, race, ethnicity (culture),

income, education, occupation, family

size, family life cycle, religion, social

class

Geographic variables

Population, region, urban, suburban,

city size, market density, climate

Psychographic variables

Personality attributes, motives,

lifestyles

Behaviouristic variables

Volume usage, end user, benefit

expectation, brand loyalty, price

sensitivity
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Table 6.19 Segmentation variables for consumer markets Dibb et al.

(2006)

Hypothesis 2a: There is no relationship between age and expectations

Hypothesis 2b: There is no relationship between age and perceptions
Hypothesis 2c: There is no relationship between age and gaps score

Statistics

43 43 43

0 0 0

4.6610 4.8104 .1634

4.1154 4.4615 .3506

3.81a 3.54a -.42a

1.25321 1.05353 .60744

53 53 53

0 0 0

5.2030 5.3933 .1617

5.7308 5.7692 .2403

5.85 6.15 .24

1.14840 1.00922 .51191

17 17 17

0 0 0

5.7421 5.4344 -.3027

6.2692 5.5385 -.0942

6.27 6.00 -.35a

1.17172 1.08869 .84319

11 11 11

0 0 0

5.7273 5.1364 -.5561

6.6538 5.0769 -.5390

5.12a 5.08a -1.26a

1.35398 1.03208 1.05371

11 11 11

0 0 0

6.5245 5.7762 -.7329

6.8077 5.7692 -.6299

4.96a 5.77 -2.00a

.77713 .81495 .78670

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Age group
18-25

26-35

36-45

46-55

56+

Mean of
expecations
item scores

Mean of all
perceptions
item scores

(QB1 - QB26)
Mean of all
gaps scores

Multiple modes exist. The smallest value is showna.

Table 6.20 statistics (age groups and expectations)
In this case the differences between more than two groups were analysed so

independent t Samples test could not be used. Instead ANOVA was used.
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ANOVA

39.523 4 9.881 7.101 .000

180.879 130 1.391

220.403 134

13.068 4 3.267 3.126 .017

135.837 130 1.045

148.905 134

13.299 4 3.325 7.479 .000

57.792 130 .445

71.091 134

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Mean of expecations item
scores

Mean of all perceptions
item scores (QB1 - QB26)

Mean of all gaps scores

Sum of
Squares df Mean Square F Sig.

Table 6.21 ANOVA

The five age groups showed significant difference in expectation, perception

and gap scores. The general trend was that, expectations increase with age.

Although perceptions also tended to increase with age, this tendency was less

pronounced, with the result that the two younger age groups tended to return

positive gaps scores (i.e. perceptions higher than expectations) whilst the

three older age groups tended to return negative gaps scores (i.e. perceptions

lower than expectations).

Hypothesis 2a: There is no relationship between travel status (with
partner, children, friend or alone) and expectations
Hypothesis 2a: There is no relationship between travel status and
perceptions
Hypothesis 2a: There is no relationship between travel status and gaps
score
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Statistics

40 40 40

0 0 0

5.6402 5.5394 -.1222

5.8462 5.9231 .0617

5.85 6.15 .24

1.05046 .94253 .48174

68 68 68

0 0 0

4.8778 4.9463 .0794

4.1346 4.8462 .0422

3.81a 3.54a -.42a

1.33894 1.07457 .74858

18 18 18

0 0 0

5.6496 5.2372 -.4215

5.1923 5.2308 -.0877

7.00 5.00a -2.00a

1.27104 .93406 1.04711

9 9 9

0 0 0

5.5085 5.8803 .3719

5.7308 6.2308 .4221

5.73a 6.23a .39a

1.16211 1.05812 .24730

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Valid

Missing

N

Mean

Median

Mode

Std. Deviation

Number of guests in party
Alone

With partner

With partner and children

"With friend"

Mean of
expecations
item scores

Mean of all
perceptions
item scores

(QB1 - QB26)
Mean of all
gaps scores

Multiple modes exist. The smallest value is showna.

Table 6.22 Statistics (travel status)

ANOVA

18.984 3 6.328 4.116 .008

201.419 131 1.538

220.403 134

13.105 3 4.368 4.214 .007

135.800 131 1.037

148.905 134

5.366 3 1.789 3.565 .016

65.724 131 .502

71.091 134

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Between Groups

Within Groups

Total

Mean of expecations item
scores

Mean of all perceptions
item scores (QB1 - QB26)

Mean of all gaps scores

Sum of
Squares df Mean Square F Sig.

Table 6.23 ANOVA

The four `travel with’ groups were relatively consistent in their expectation

scores with the exception of those travelling with the partner, who tended to

have lower expectations. Perception scores broadly varied in line with
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expectation. However, it is notable that those travelling with children or alone,

tended to return negative gap scores (See figure 6.20 on the right hand

column) whilst those travelling with a friend or partner tended to return

positive gap scores.

Hypothesis 3a: There is no relationship between purpose of visit and
expectations
Hypothesis 3b: There is no relationship between purpose of visit and
perceptions
Hypothesis 3c: There is no relationship between purpose of visit and
gaps score

There were no significant difference for the two purpose of visit groups

(holiday or business) so the null hypothesis is accepted.

Hypothesis 3a: There is no relationship between gender and
expectations
Hypothesis 3b: There is no relationship between gender and
perceptions
Hypothesis 3c: There is no relationship between gender and
gaps score

Group Statistics

79 5.3358 1.22060 .13733

56 5.1257 1.36679 .18265

79 5.1753 1.07621 .12108

56 5.2905 1.02803 .13738

79 -.1753 .60397 .06795

56 .1808 .83647 .11178

Gender
Male

Female

Male

Female

Male

Female

Mean of expecations item
scores

Mean of all perceptions
item scores (QB1 - QB26)

Mean of all gaps scores

N Mean Std. Deviation
Std. Error

Mean

Table 6.24 Group statistics
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Independent Samples Test

1.134 .289 .938 133 .350 .21015 .22414 -.23319 .65348

.920 109.979 .360 .21015 .22851 -.24271 .66301

1.566 .213 -.624 133 .533 -.11525 .18457 -.48032 .24981

-.629 121.811 .530 -.11525 .18312 -.47777 .24726

3.496 .064 -2.873 133 .005 -.35610 .12393 -.60122 -.11098

-2.722 94.102 .008 -.35610 .13081 -.61582 -.09637

Equal varianc
assumed

Equal varianc
not assumed

Equal varianc
assumed

Equal varianc
not assumed

Equal varianc
assumed

Equal varianc
not assumed

Mean of expecation
scores

Mean of all percept
item scores (QB1 -

Mean of all gaps sc

F Sig.

Levene's Test for
quality of Variance

t df Sig. (2-tailed
Mean

Difference
Std. Error
Difference Lower Upper

95% Confidence
Interval of the

Difference

t-test for Equality of Means

Table 6.25 Independent sample tests

There were no significant differences between expectation scores and

perceptions scores for women and men respectively. However, men tended

to have slightly higher expectations and slightly lower perceptions, which

resulted in a significantly more positive gaps score for women. The null

hypotheses was therefore (somewhat paradoxically) accepted for hypotheses

a & b, but rejected for c. It is recommended that these hypotheses be tested

using a larger sample.
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APPENDIX B

Interview Transcripts
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Interview 1 20 mins Interview with husband and wife (British, aged late forties)

Q. In general if you were travelling abroad what would an excellent hotel be to you? What
would they have that would make them excellent?

(husband): A. Mexico El Trocadero.

Q. and what do they have?

A. It was just a brilliant hotel. It was a similar lay out to this but it were really top class.

Q. What would you say the location

A. We had marina or the beach.

Q. What about the facilities, did they have a good restaurant?

A. Yes they were fine.

Q. And sports facilities?

A. No, because I don’t look at that. Restaurants they had kind of a la carte restaurants where
you could order, I like seafood, well you could order seafood in this a la carte restaurant.

Q. In terms of the service how strict are you that staff should not make mistakes?

A. I am forgiving in a way. Everybody makes mistakes, I do, so if anybody makes a mistake fair
enough do it again then you think woo woo.

Q. In terms of assurance that staff know what they are doing and they instil some kind of you
know professionalism how important is this?

A. That’s important. We have had staff that have made errors and fair enough but if they are
horrible with it and cocky with it then I think no, you’re getting reported, but it depends to the
extent. I mean I don’t do that with everybody.

Q. In terms of individualised service is it important to you that the staff help you when you want
something from the normal or not?

A. We don’t want something different from the normal.

Q. But if you did?

A. We don’t want special treatment we just have what’s there. In August we were asked, as we
got talking to the manager down there, do you want this, do you want that we said no we will
just have the same as everybody else, we are happy to go along with it. If we want anything
different, well go in to Narma Bay, we like a hotel where you have got bars and restaurants
round. This hasn’t if we want anything else we will get the shuttle bus go down to Narma Bay
get something what we want and then come back.



241

Q. Do you think an excellent hotel will pay attention to recycling, the environment things like
that or it doesn’t matter?

A. (Wife) Well we have had that drilled in to us at home so yeah I do think they should recycle.

A. (Husband) No I don’t. Recycling we have different sort of dustbins we have got normal
rubbish bin then we have one for paper and garden rubbish which we separate out and they
come round and chuck the paper in with the garden rubbish. We have two brown bins almost
identical ones garden and ones paper. They threw my paper rubbish in with the garden. We
sort it out and they don’t bother so what’s the point of us sorting it out.

Q. So you seem cynical

A. Yes we are yes, we don’t bother

Q. So you don’t look for that in a hotel when you choose on either?

A. No, I mean everybody recycles well I mean I think they do. Well whether or not they so here
I don’t know.

Q. If you had to choose between speed of service and courtesy which one would you choose?

A. Courtesy.

Q. But is that because you are on holiday? Would it be the same if you were at home or on
business?

A. (Wife) No well maybe not then it would be speed. If I was left waiting at bar or food……..

A. (Husband) I think speed and courtesy are both connected I want both.

Q. Which one is more important?

A. As you said on holiday it’s courtesy but if I went down to restaurant and were waiting 10
minutes for a meal I would walk out. So it depends.

Q. It depends on why your there and what your doing?

A. Yes
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Interview 2 1 hour 32 mins Interview with a father and daughter both Egyptian living in America

Q. Can you describe to me what is an excellent hotel?

A. Let me just say a few things about my career, I am an ex officer so I get used to discipline
and now I am working in the hotel industry, so I am a good candidate for this. I am distributing
some of the wine and beer from Luxor production of Egyptian beverage. So I have noticed
several things in the back of the house, sorry to say, there are miserable things. So the first
thing I think effort should be is food and beverage. They should show people how to smile and
hot to render the service as if it is for himself.

Q. So its friendliness you are talking about?

A. Yes also the first impression when the guest is first coming to the hotel is the reception
where they take the bags I think the first thing is a smile because smiling is the first step to be
friends with your enemy.

A. Its as if you are entering somebody else’s house so you expect the greeting to be perfect.

Q. So for you it is the same?

A. Well my point of you is that I have stayed in the same chain of hotels which is the Malaya
and Porto Bayata in Mexico I think the ideal hotel for me, and I travel a lot, the experience I got
is you are coming to a huge landscape its full of rooms, pool, beach, bars, restaurant,
everything you need somebody to guide you. Firstly you need a hard copy, a map of the
landscape itself and then you need a friendly person to tell you like, when I entered the hotel in
Porto Bayata it was very friendly staff over there, everyone is smiling. They are like Hi is there
anything I can do for you, do you need anything so you feel oh my God I don’t want to leave
this hotel at all. I wish I don’t have to go back to home and I think we are lacking that here so.

Q. Lets switch to the facilities is the visual aspect important?

A. Yes sure. These are the main alphabet of any hospitality. I would like to add to my daughter
some words about how people can convince the guest that they are really serving them. The
first thing is to know the names of the guests if they come, I mean it should be circulated the
new comer who are the package nowadays, from which country they come so if they know the
language they can deal in their own language and this from the very beginning will establish a
relationship. I have also seen that the nice landscape that you have, the room the beds they
are very nice but the way here I know, a bit here in Egypt, most of the people are working in the
hotel industry are not well trained or graduated from schools in this profession. It is an art you
can train somebody but it has to be a hobby, the talent comes from the person himself and is
upgraded. I think it is the responsibility of all of the managers, with the effort of the manager of
recreation if you have reception and of course the main bulk here is the restaurants because
the people are seeing how neat it is how delicious the food is and the other things come after.
Q. A question to both of you. How important do you think it is to give error free service? Are
you willing to forgive?

A. Sure. Especially if the language is an obstacle I have seen several people here serving me
they don’t know how to express. For example this afternoon, my daughter, we were taking our
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lunch and she was asking about the roast beef and she was asking about the cold cut
something like this and the information she got from the guy cutting the meat for her was that it
was lamb , when obviously it was not lamb but you know what so when you feel that the guy in
front of you serving you is that ignorant in what he is offering you…..

A. Another thing I would like to add to that is I order a drink yesterday which was Scotch so
they guy got me a glass, this size, full of scotch no ice, no water, he didn’t even ask me if I
wanted it to be mixed up. So it’s like he just poured the Scotch in to the whole glass nobody
drinks Scotch like that.

A. This is because I think of the AI, all inclusive system, and you offer without asking the
guests.

Q. Are you willing to be forgiving if they are friendly?

A. That depends on the character of the person.

Q. What about you?

A. Myself, I can forgive. Like I was so simple, I just said to him can you brink me a bottle of
water and an empty glass and I will mix it. But I am a travel co-coordinator in this thing and I
travel myself every other month. I have seen how people react you are suppose, you know
people work hard all over the world especially tourists, when they travel to a place
unfortunately, its not something we should be proud of but unfortunately people from all over
the world they want to go to an ideal place. An ideal La La Land like they call it, where
mistakes, they are running from their lives, they are running from the word, their routine so
they…….people can forgive but it depends on the country. Like I said I travel a lot mistakes
never happen that’s why because the staff are well trained and that’s because you are spoiling
the guests. This guest is running away from his real life to be spoilt, its true, I mean I left Cairo
and came here I mean I want to be spoiled. I left my real life in the States, I mean I travel all
this distance because I want to be spoilt. I am talking about myself but others they deserve that
so I think there should be good training to people first of all this is the most…imagine
something, if I was to invite you to my house, I open the door I’m not smiling I don’t tell you
welcome this is the restroom in case you want to use it, here is this and that, would you stay
more then five minutes.

Q. How important is assurance to you?

A. The moment I feel that the staff serving me are professional I dare not to be smarter then
them, I listen more then I talk. But when you see someone of less experience then you if you
are frequently going to hotels then naturally you have to speak, you have to talk, you have to
speak, you will criticise, you have to try and communicate with people not only to be proud of
your knowledge or Superman no, no, no, just to let them know you are not that kind of person
that can be deceived with a false smile or yellow smile and what is very important here, very
important we have been here for two days and always we were the only people talking Arabic
so we heard some Arabic words from the staff that may hurt you especially when they are
looking to women. We are Egyptians so we know what they are talking about and friendly we
talked to them that we know Arabic and that is it. Just to let them know, to be embarrassed, but
imagine if it goes with some foreigner that he knows Arabic and so it may extend in to a
dispute.
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A. Adding to my Dad’s opinion the majority of foreigners that come to Egypt several times, we
have a couple of Americans with us pure American, they are in the process of learning Arabic
so foreigners that love Egypt they want to know the language. So can you imagine the image
that a foreigner would understand something that they won’t like. These guys would loose their
jobs.

A. Most of them also have a dictionary in their own language and the Arabic words in their own
language so they can read what it means, so if they hear something insulting they will
immediately searching and they will not……..so you should be giving so much attention to this
stuff that it wouldn’t go that far Arabic language especially in front of talking too.

Q. Do you think empathy is important?

A. Listen I know that most of the foods are done to suit every taste and you can salt your things
yourself. I mean if you are a more salty person and you would like to have more so you can
add it yourself, especially if they are available on the table. Ok and of course I will ask the guy if
he can bring me salt or pepper or hot pepper or what ever.

Q. So for you that is not something to pick on too much?

A. No. Especially because you offer food and the taste of food differs from one person to the
others.

Q. What about you (daughter) do you ask for a lot of individual modification of the service or do
you have the standard?

A. No, I mean I think they have a good variety. I mean I like that they change the menu
everyday this is really good. No I think the food is perfect I don’t have any complaints.

Q. I mean generally?

A. Oh yes I have one complaint actually, well its not a complaint but I have seen it everywhere.
When you get coffee for instance there should be options for soya milk, some people they have
cultural backgrounds and religious beliefs they only drink milk. Some people they only drink
skimmed milk for health issues so I think there are not that much of varieties in our hotels here
to get adjusted to the peoples needs. I mean some people are vegetarian only so ….

Q. It seems to me that to you friendliness and professionalism is the most important is that
right?

A. (Daughter) Definitely it goes without saying because sometimes when I travel I stay at three
star hotels or two stars I really don’t care about the fancy I mean like fancy places but the
friendly staff as well make you stay more you know what I mean.

A. (Father) Actually I have been preparing my PhD in finance in Paris so I get used to what
they call the French Breakfast the hotel is more then a family business, the man and his wife,
maybe his daughters are serving so it is very nice, very simple but I liked it. So I like to feel at
home, so there is remark here sorry to say, we were searching for the different types of
fromage, cheese, and unfortunately there wasn’t that much. Because cheese level we like to
have a variety to choose from, especially European people. Maybe it’s because of the all



245

inclusive system but I think where you go you can provide some varieties in each category of
food I mean. Meat, vegetables, fish…but when I go just to have fromage I don’t find it. So
maybe its because of the system.

Q. Do you think you and do you think other people care about the environment when they
choose their hotel?

A. (Father) No, I think you are right it’s friendly and I think people are trying to keep it in this
way.

A. (Daughter) I also want to add something really important that there are, coming from the
point of view of living in the States, there are reporters they travel all over the world and they
every year have a book about every country in the world and they have recommendations with
names of hotels and they write in the books the for and against why to stay at this hotel and
why not so I think this image is really important. I think you can have a group of French people
but they’re not tourists they are reporters so it’s really important for your image, the hotel image
I mean, all over the world. Another thing to I believe every hotel should have an informative
website with the image, flexibility. Another thing I want to add is handicap accessibility it’s not
available here by the way, it’s really important for babies, handicapped people I fear it’s all
stairs even if its on the second floor if you have a paralysed person. Handicapped people they
don’t like to feel served they want to move themselves.

Q. You have experienced two cultures. When we did lots of questionnaires and compared
Arabic with British the British seemed to have a much higher expectations of service then
Arabs did. Why do you think Arabs have lower expectations? Do you think the staff treat the
Europeans better then they treat the Arabs?

A. Yes. (daughter) I will be walking and they will think I am Russian or French and they will be
like Bon Journo or whatever so I’m down to earth so I will say Mselkhir and then it’s a different
treatment, to the point sometimes that I will prefer to pretend that I am a foreigner to get better
treatment isn’t that sad.

A. (Father) If you permit me, actually we still suffer from the inferiority complex because
we are looking to foreigners as if they are off a different planet and we have had such
an experience that the foreigner is always right, he can lead, he can manage, he can
guide regardless if you are already developed to the stage that we can de self
dependant. In some cases you can see that inferiority complex still prevailing in the
way people are thinking so still we are respecting the foreigners, which is not bad, but
not respecting to the degree that we haven’t enough confidence that we can do it and
maybe better and some other professions are here almost the same I meant here are
people in Egypt now who are software designers and they are basically selling this for
very high prices. So professionalism doesn’t mean that I am of low worth category so
sometime the Egyptians who are especially at certain cultural level still consider
themselves of low worth.
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Interview 3 38 mins, Egyptian male age 35

Q. What type of Arab people come here?

A. I would like to complete my composition before that Arab people like to travel by word of
mouth or previous experience they know this hotel before or they know one of the family friend
have recommended the hotel for them but usually the are not looking through brochures or
descriptions on website except the new generation but you can say this is a few percentage
you can say a few percentage of people.

Q. Are they usually rich families or average families?

A. It depends on the periods because on the public vacation companies and organisations are
organising group trips in these group trips you will find a combination between the rich or
middle people who are coming because in the same corporate you find high levels and low
levels but usually in the peaks it’s private.

Q. Is it usually families?

A. For Egyptian guests then yes usually families because this is our habit in Egypt when we
travel we travel with families we Egyptians are especially travelling on public vacations or on
feasts so they like to be with families.

Q. Are you saying the Arabs and Egyptians are more easy going?

A. No, the Arab peoples and Egyptian guests don’t accept mistakes. Its something relating also
to the culture and to the travelling habits or the travelling times. Sometimes with the groups you
find people who it is their first time to travel to stay in a hotel like this or it was a chance for
them as you know in the corporates there is a system that you are not making the whole
payment they divide the payment over the whole year or something like this so sometimes they
don’t know what is right and what is not. But in the European traveller you find the culture of the
traveller you find him……

Q. That is very interesting because the questionnaire we did it seemed the lower the grade
hotel the greater the expectation.

A. As I was telling you they are coming they are expecting many things and because they
haven’t the culture or the experience what the service in the hotel will be, how it seems, what is
the timing for example, I am Egyptian, but even the habits of the people in the restaurant they
like to speak loudly or something so its different.

Q. Is there any difference between Egyptian tourists and others we had were from Jordan and
Lebanon for example. Are their demands different or they are similar?

A. Its different, actually the Arab people that are coming to Sharm El Sheik is not the middle
level of Arab usually they are the Arab who is used to travel so they know the travel habits and
the hotels how to behave, what is their expectations, what they will find, what is included, what
is not so. There are less problems.

Q. Generally who do you think who are more demanding the men or the women?
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A. All are in general.

Q. Do you think the Arab guest think about the environment; do they care more or less then the
British?

A. Less.

Q. This question is not about the hotel it is about the Milia, but you might know the answer. In
the questionnaires there was a lot of British single women on business. Is this true, what is a
British single woman doing on business in Sharm El Sheik?

A. In Sharm El Sheik during September? Usually there are some months in Sharm El Sheik
that rent out occupancies for trips as you know for our product of the tourism we have to make
it tangible so we are using these trips as a tool to make it tangible. They come maybe she is
single but she has come part of a trip, a business trip she going around the whole hotel she is
making reports.

Q. So in a way they are working for the hotel?

A. she is making descriptions of hotels, working for travel agents, selling the hotel.

Q. Do they pay lower prices?

A. The planned trip the way we are selling our products in Europe is that there is a wholesaler
or tour operator and there are the retailers. These retailers sometimes are entering the hotel for
the first time so they want to see, they want to know what to tell to the guests what is the
service and these things so as a new product they may ask us at the hotel to stay two or three
days on lower price or on complimentary basis it depends on the volume of the business of the
tour operator with the hotel and they come and stay at the hotel, everyone will be concerned to
make healthy, hygiene, good description and things so most of the time they are working and
don’t pay always complimentary. Also we have here in Sharm El Sheik a lot of conferences
because Sharm El Sheik now is one of the most important cities for conference especially in
the Middle East so sometimes we have delegations who are staying in the hotel for business as
well because this is not a trip for a vacation but we consider it business trip as well. And Milia is
well known in the market for the delegations, especially for the Arab delegations that they are
staying there and of course all of the conferences and all of the important meeting for our
president, because our president is usually meeting his guests here we have a lot of journalists,
we have a lot of TV channels and these things so sometimes people are coming to Sharm El
Sheik on business not only on vacation.
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Interview 4 – 20 mins Interview with 30 year old English woman with her husband and children.

Q. What is an excellent hotel? What makes this hotel excellent?

A. Its not to big, it’s got different pools, its got heated pools and nice staff.

Q. What do you call nice staff?

A. Polite and a bit interested but not too much and helpful when you need them.

Q. When you go to the hotel the design hotel, style of cutlery, glass, plates all the things you
see are they important?

A. Yes, but that’s a cost issue, you get what you pay for. When you go to a nice hotel like this
your expecting everything to be….

Q. So you’re saying your expectation depends a little bit on how much you pay?

A. Yes absolutely.

Q. Do you expect the staff to do everything correctly the first time or are you willing to forgive?

A. Nobody’s perfect but you expect a bit of professionalism in a place like this and I think they
are very professional actually. But everybody can make mistakes absolutely.

Q. How about the staff helpfulness and be reassuring about the way they do their job and to
look professional and knowledgeable is this important?

A. Well that is important of course when you come here you don’t know anything so if they tell
me to go that way I go I trust them. Of course if there are some bad places where I shouldn’t go
I would be glad if they told me and of course I don’t know anything when I come here.

Q. Regarding empathy and your individual needs is it important that they respond to that?

A. Yes it’s their job isn’t it. Maybe not salt in food obviously that would be a problem but if I
need a blanket or need anything in my room.

Q. All the things we discussed you know the not making mistakes or being trustworthy or doing
the individual thing for you which do you think is the most important?

A. Being trustworthy.

Q. Is it because you are in a strange place.

A. But this place is magnificent actually you feel very safe here on Christmas Eve we forgot a
camera on a table and it just cam back to us.

Q. Environmental and Green issues, in your opinion if a hotel is excellent should it pay attention
to the environment?
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A. Absolutely, especially in a place like this on a coral reef it is very delicate and to tell the
tourists to be careful with the water and things like that.

Q. But when you choose a holiday do you pay any attention to this aspect?

A. I think more and more actually because some of the hotel are green marked or whatever you
call it and of course that is a good thing. But, its not the deciding factor for me, although I’d
prefer to go to a green hotel if it was the same price as others.

Q. How do you choose a holiday?

A. Well first I think listening to friends and then you research the internet and look around but
we have friends that travel a lot so we get a lot of tips from them.

Q- If you had to choose between speed of service or courtesy of staff which would you choose.

A-Within reason, speed is not important here. We’re on holiday.

Q. Are you with family or friends?

A. Just family.
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Interview 5 – 50 mins British family form Leeds, England. Woman about 38, man about 40 and
son about 14.

Q. What would you call an excellent hotel?

A. (wife) It’s got to be clean, the impression of it when you walk in the atmosphere the staff on
reception, whether they are helpful or not and the cleanliness. That’s what we look for really.

A. (Husband) I’d say the same its got to be clean, it’s the cleanness of the hotel as you walk
through the door you can tell if its clean or not the staffs go to be helpful all of the time .

A. (Son) when you walk in your first impression when you see reception if they’re nice and kind
and helpful just you feel that they are helping you out.

Q. Is it important a hotel is designed well with the customer in mind?

A. (wife) Yes.

A (Husband) Its like this one its like the one we went to, we have been to Sharm El four times,
we stopped in the Royal Plaza, we have stopped in the Shancliff and this one stands out from
the rest.

Q. Why?

A. It’s the location of it everything about it, staff, everything

Q. Is design important to you, physical facilities?

A. (husband) Yeah

Q. What about signage when you come in is it important?

A. No not really its not like EU is it where you have no health and safety really here compared
to what you have in England, The health and safety doesn’t exist really, well I don’t think so not
abroad it’s a different culture isn’t it.

A. (Wife) the same really I mean its like you’ve got a lot of glass around but you’ve got stickers
which you would have back in England to show it was a glass door and like the beach you’ve
got signs down there telling people not to walk on coral. I do take notice of signs that are there
to look at and to read.

Q. How important is that the staff get things right the first time?

A. (Wife) No not every time no because its difficult for them like if you ask for something and
they don’t understand it or have to find it you just bare with it don’t you.

A. (Husband) You have to bare with it it’s a different culture it’s a different language you’ve just
got to….I mean its like someone coming over to England and stopping in England they don’t
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know about the culture we live in and you just cant expect it from other countries its just not the
same you cant expect it from everywhere you go.

A. (Son) No not really no. Cause they have got to understand you don’t they and at the end of
the day they don’t speak really good English so its what you get used to really.

Q. So you are willing to accept some mistakes.

A. (Husband) You know some people expect it straight away, they get annoyed, but I think one
thing with this hotel the things that they do you know its like stuff they don’t actually tell you for
example if you go in for a banquet they charge you for a bottle of champagne and they don’t tell
you that which I think they should tell you. If they are going to charge you for something then
they must tell you.

Q. Do British people like things to be like they were promised and thought things would be like?

A. (Wife) Yeah I mean we came here last Christmas and we went to the Marquee for instance
on New Years Eve and when we went to t book with one of the men that worked in the hotel.
He said ‘I will sit you on a table with English people because you’re English’. This Christmas
Eve we were sat with Russians who didn’t speak any English. They didn’t speak any English,
we didn’t mind really, but it was wrong really you can’t have a conversation with someone who
couldn’t speak our language . We thought it was a bit silly really, last year they got it right by
sitting us with English people and then this year!

Q. So you like a bit more certainty?

A. Yes a bit more.

Q. What do you think about assurance do you think it is important staff seem to know what they
are doing and have an air of confidence about them?

A. (wife)Yeah those that have been here a long time, I mean those that haven’t been here long
just a few weeks, you know if they say well I have only been here a couple of weeks then that’s
fair enough you’re finding your feet but if they’ve been here a couple of years then you expect
them to know things.

A. (husband) I mean the staff here I can’t fault them they are very good very good staff, the
managers talk to you, pleasant.

A. (son) Yeah as long as they are sociable and I mean they talk a lot here.

Q. So if you had a choice between fast service and courtesy which would you chose?

A. (wife) Oh courtesy and pleasantness. We have enough fast back home in England when you
come on holiday you don’t want fast.
A. (husband) Everything back home is 100 miles and hour, here everything is just laid back and
this is what you come away for. To get away from all of the hustle and bustle.

Q. Do you think an excellent hotel would pay attention to the environment?
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A. (Wife) I think this holiday they do care, I mean its like the sea, they don’t let people just walk
out in to the sea and just spoil all of the coral because it’s a living thing and why should people
just be allowed to go and……

Q. And you appreciate that?

A. (Husband) Yeah no we wont go and walk on that coral and we don’t understand anybody,
you know you have got signs up there telling you not to walk on it and people still walk on it
even though its got nothing to do with me that coral it still really annoys me they still walk on it. I
just can’t understand it why they still do that.

Q. As a younger generation you have most probably been bought up learning about
environment.

A. (son) Well I know my restrictions I wont walk on the coral.

Q. When you choose a holiday do you choose it from brochures, internet, talking to friends or a
mix?

A. (wife) Internet and brochures don’t we?

A. (husband) I mean three times we have been here because we like the hotel, the weather
and it’s just relaxed all the way through and that’s what we like.



253

Interview 6 (Husband of Wife in Interview 1) 20 mins

Q. What is an excellent hotel mean?

A. (male) I think this is I mean the bar staff are friendly the bar staff are friendly, I like this. Not
an excellent hotel the food is not sometimes the food we like but we can usually pick up and
have some sort of…….you know.

Q. How important is the physical facilities?

A. (male) We don’t do them. With those we just do what we do we don’t do anything but go to
the room, go on a sun bead, read a book. For us we just think we like the warm weather,
location and people that are friendly. We can’t fault the people that are friendly here we love the
people here you know they are really friendly they will help you.

Q. What about the reliability of the staff, how important is it to you they don’t make any
mistakes?

A. Its not important, we find it funny I mean last night I was leaving the restaurant and the man
fetched me two more beers, I said to him but I’m going upstairs I don’t want a drink and the
other managers said if you take them upstairs bring the glasses back.

Q. How important is assurance?

A. Its important but I’ve fond no problem with it.

Q. I done mean this hotel I mean in general.

A. Yeah. I think more competent staff is more important because they can help me.

Q. Is individualised service important to you?

A. It’s very important I like it. I mean if I go to somebody even if it’s just a barman then anyone
in reception I think it’s very important. If I ask for something I want that thing I’m not pedantic
but if they can help me I want that. If I go to the bar if I ask for something I want that.

Q. When you choose a holiday do you pay any attention that the hotel is environmentally
friendly?

A. Well, we do the coral reef we don’t take that into consideration as we don’t dive or anything
like that but we just come back when we feel happy with the hotel we come back to the hotel.

Q. So have you been here before?

A. Three times

Q. So overall this is what you would call a good hotel?

A. Yes
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Interview 7 – 18 minutes Woman from Salisbury about 65years old

Q. How did you book this holiday?

A. With SAGA.

Q. Are you with family or on your own?

A. I’m on my own.

Q. What do you expect an excellent hotel to be like?

A. Oh like this one I am quite happy here.

Q. But why are you happy here?

A. There are nice restaurants, nice breakfast area, the sea, your not in the middle of nowhere
and then there is the bus when you can get on it.

Q. What about the facilities, what do you expect from an excellent hotel in terms of facilities?

A. This is all very comfortable and the bedrooms are looked after daily which you don’t get
everywhere yeah you’re looked after really well here.

Q. What do you expect from staff?

A. To be pleasant and they are here.

Q. Do you think it is important that they are courteous?

A. Oh yes definitely especially when you are getting older like me.

Q. If you ha a choice between courtesy and speed of service which would you choose?

A. Courtesy. You’re on holiday and your not in a hurry or anything are you? It’s not like when
you are home you have to have a meal like because you need to get back to work you know
the time is your own.

Q. In terms of reliability is what they deliver to you and sort your problems is that important to
you?

A. This is why I travel with SAGA because it is for older people 50+ and they look after you
because a lot of people go on their own on holiday.

Q. What about the environment whether the hotel looks after the environment is that important
to you?

A. Well yes we have to recycle at home don’t we.
Q. So is there something you look for when you book a holiday?
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A. No I don’t. Recycling is the last thing I think about.

Q. So from what you are saying comfort, cleanliness, and friendliness is what you are looking
for?

A. Yes.

Q. Before you came here did you have any expectations as to what you might have?

A. Not really because when you travel with SAGA they do all of that for you so you know to
expect it is going to be nice.

Q. So basically you rely on the company?

A. Yeah and they usually come up with the goods.

Q. Do they usually provide a lot of information about where you are going and what its like?

A. Yes a lot of information.

Q. Did you also ask any friends or family about whether this is a good holiday to come on?

A. No. You just pick a place and go, pot luck isn’t it because you could read in brochures like
with other tour companies not with SAGA and they say they are so far from the beach and they
have got this and they have got that and you get there and it’s a dump.

Q. Is this your first time in Sharm El-Sheikh?

A. Yes

Q. So overall you would find you are satisfied with what you have found here?

A. Very satisfied. You know you find some people that moan about anything and everything but
you’ve got to look at the bigger picture that’s my personal opinion.
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Interview 8 – 15 Mins
Female - Guest relations manager at one of the hotls where interviews were conducted.

Q. Typical British tourist what would they expect from a hotel?

A. Somewhere that’s clean, friendly staff, somewhere that’s a nice area.

Q. Do you think they look and care for physical signs like signage, decoration, layout etc?

A. Yes decoration they like it if it is more modern looking, layout yeah close to the beach, nice
pool.

Q. You think that’s important to them?

A. Yeah.

Q. How important do you think the reliability of the service is to them?

A. Its important for English people if they look at things in the brochure then sometimes maybe
when they get to the hotel they say no, for say like if there is a free shuttle bus service and
when they get to the hotel and then they say no its not free things like that definitely…reliable
yeah.

Q. So they have high expectations it is going to match what has been promised to them?

A. Yeah

Q. How about courtesy of staff do you think that is important to the British?

A. Very important, yes. If the staff aren’t friendly then I don’t think the British people will be
friendly back with them. Its about respect if you respect them they respect you back.

Q. Which do you think the British prefer speed of service or courtesy?

A. Both really, and maybe they speak a lot so maybe being friendly.

Q. Do you find there is a difference between the British and other nationalities in that respect?

A. I think so yeah, I think the Russian people are rude with the staff. English people tend to be
friendly thank you please, Russian people don’t tend to say thank you or please.

Q. What about individualising the service do you think British tend to require a lot of personal
change?

A. When they go on holiday they tend to like British food I don’t know why but they like to see
French fries on the buffet I don’t know why they go away and they want to eat English food.

Q. So in terms of food they like that?

A. Yes.
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Q. With regards of families do they expect more service then couples etc?

A. No not really.

Q. Do you think the British tourists take any notice if they go somewhere is the resort cares
about environmental issues?

A. No I think they do care definitely especially here where you have the coral sometimes
people are walking on it and they do come to me sometimes and say that people aren’t looking
after it or they are going to kill it. Yeah I think they do.
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Interview 9 - 33 mins Older English man

Q. Are you on your own, partner or with family?

A. Well with partner

Q. When you go on holiday what makes and excellent hotel?

A. Well it would offer everything that I would expect so then it would be a nice location plenty of
amenities for my taste, easy accessibility to the beach and a wide variety of choice in the
restaurant.

Q. What about the physical design and ease of use to the physical facilities are these things
important to you?

A. Well yes the signage for sure on a big complex we look because SAGA offer people over the
age of 50 we need so many steps maybe a lift if we were requesting a sea view apartment or
single room. We wouldn’t expect to fine a lot of steps to access the rooms you know so unless
we have a beach front room then we would need easy access to a room with a sea view.

Q. Do you attach any importance to cutlery, brochures, chairs etc?

A. Oh yes we expect a good standard because that is how we live at home with a high
standard our life style back home you know we consider very good so cleanliness and all of
that is very important.

Q. What about the reliability of what the hotel does are you forgiving or are you very strict they
do everything right?

A. Very strict. Value for money and what’s in the brochure we like to see no problems because
back in the UK the only information we have got is via the brochure so when you get in the
resort and you find out the brochure is telling lies then it is a very big problem .

Q. Do you tend to complain when that happens?

A. Well, yes of course. But we only complain if there is a problem not just for the sake of
complaining.

Q. Do you expect the staff to come across as competent about their work, knowledgeable,
reassuring is that important?

A. Well it is important that they are competent to do the job they are employed to do not like we
say in England there are a lot of people getting paid for doing very little and with very little
experience, but no you would expect that with a hotel of this standard that for everybody to be
quite capable of the job they are employed to do.

Q. I f you had a choice between courteous staff and fast speedy staff what would you choose?
A. Courteous staff.

Q. Why, because Westerners are supposed to prefer speed allegedly?
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A. Well no, I mean we are not all the same we aren’t all painted with the same brush now. It’s
not all about getting in and out as quickly as possible. It’s about enjoying the time you’ve got
here so its not about that we are on holiday we are relaxed we’ve not got a 10 minute coffee
break and then we have to back again. We’ve got all day you know.

Q. Do you value staff friendliness is that important?

A. Yes we like to be treated as your friend and as part of your family we’ve come to visit you
and we know there is a difference between the cultures so yes as long as we are made
welcome wherever we go then yes.

Q. Do you make an effort to talk to the staff in their language?

A. Unfortunately no we expect the staff, which is wrong we know…….

Q. But do you find they are friendly here?

A. Oh yes. The English expect to be spoken to wherever we go, which I know is wrong, in
English but personally it, we take a lot of different holidays in lots of different countries and we
cant speak all of the languages so you just go there and everything should be there in English.

Q. So you take a fair few holidays?

A. Yes.

Q. Did you do any research on this hotel or location before you came?

A. We had already committed ourselves to this holiday via the brochure and then we did check
on the internet afterwards about feedback about the hotel yeah, I mean that didn’t make any
influence on whether we came or not we had already committed ourselves.

Q. So you tend to rely a lot on the company?

A. On the brochure yes and the company we travel with as they only use nice hotels, good
quality, good standard but occasionally they get things wrong.

Q. Do you expect an excellent hotel to care about the environment?

A. Yes everybody should look after the environment yes.

Q. Do you take this in to consideration when booking your holiday or do you expect the
company to do this?

A. Yes and then we respect their decision for what they are doing you know like the laundering
and all that you don’t expect to tell them they need to wash the towels everyday and change
the beds everyday.

Q. So all of these points we talked about do you think they are catered for at this hotel?
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A. Well yes we are happy with what we have been offered in the hotel yes but I know there are
one or two English people that have a few issues, but we are very happy here yes. There is a
bit of a problem but its been sorted, we had a problem with, well we went in to a contract with
our tour operator for certain issues that when we got in to the hotel it wasn’t you
know….somebody’s telling lies and we aren’t sure if its our travel company or your
management there is a discrepancy with one or two little things but hopefully we will get it all
sorted before we leave.

Q. What about other guests at the hotel from an excellent hotel what do you expect other
guests to be like?

A. We expect a mix and you know we try to mix with other nationalities as well but again we
would expect the other nationalities to speak the English you know this is the problem we have
got and a lot of English people are like that why we don’t know but everybody should speak
English as a first language. But no we don’t shut ourselves away we deal with as many people
we can and not just the English you know other nationalities as well you know even if it’s just a
courteous in the morning or in the evening but we wont ignore anybody no.
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Interview 10 – 18mins Older English Lady

Q. What would an excellent hotel offer you?

A. It would offer a good standard of room, cleanliness; nice facilities for general lounges, a
lovely sea view location, the gardens here are absolutely excellent I mean that is also a plus
and the food, good food.

Q. What would you call good food? Would it be similar to what you would have at home?

A. No necessarily no. Because I think when you are in another country then it is nice to try out
their cuisine and we do dine out at home Indian, Chinese not just English we do like to try other
things.

Q. Talking about the tangible things, the design, cutlery the signage is the standard there
important to you?

A. Yes, the signage particularly when you first arrive when you don’t know where anything is
then its nice to see little signs and you know your going in the right direction.

Q. What about the reliability of the hotel, like giving you error free bills and doing things right
the first time, do you expect them to be right all of the time?

A. No, no because different cultures they do things different ways don’t they, so it’s part of the
holiday, part of the experience. If we wanted it to be just English then we would stay in
England.

Q. What about assurance, the staff having an air of confidence?

A. Yes it’s nice to think that they are doing their job and that they are wanting to please you and
I mean here they do. They have always got smiles on their faces.

Q. If you had choice between speed of service and courtesy which one would you choose?

A. The courtesy definitely, I don’t do instant at home so I wouldn’t expect it on holiday.

Q. The staff friendliness how important is that to you?

A. Its part of the holiday isn’t it you don’t want to have to be abrupt with anyone.

Q. Not be abrupt but just do their job and don’t talk to you is that good enough?

A. No you want the little friendly touches as well.

Q. In terms of empathy if you have any special requirements and they do that for you is that
important?
A. Yes possibly but you know I’m not that pedantic you know I like to try other things. Unless
there is a health problem with someone then yes that would be important but personally I’m
fine.
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Q. Regarding the environment do you think an excellent hotel would be conscious of its impact
on the environment?

A. Yes because obviously it is drummed in to us at home so obviously we think other countries
are adhering to all these things that we have to do in England and then sometimes it just
doesn’t work.

Q. When you look in brochures and on the internet is that something that comes to your mind?

A. It tends not to come up when you are looking at holidays, the environment, not yet anyway,
not in England well it’s certainly never in the brochures.

Q. But to you it would be important?

A. Yes I think so yes.

Q. So out of all of the things we have discussed which do you think is the most important in an
excellent hotel?

A. All of those thing, all of those things, yes, yes that’s what I would expect from a good
standard hotel yes definitely.
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Interview 11 – 1 hr 15 mins
Interview with SAGA Representative

A. I am Egyptian and my name is Ahmed, my English is not very good but I am trying.

Q. We are looking at the difference between the British and Arabs mainly, so you may not have
experience of Arabs but you have experience of British certainly. What do you think the British
look for in what they would call an excellent hotel?

A. First of I all I would like to mention something very important of course you can not please
everybody all of the time so the English people they are good people I mean they know what
they have and what they don’t have, but if you do any mistakes it will make a big problem with
them. Which kind of mistake, for example you know we got training every August with SAGA so
the professor from SAGA once he said we send a photograph person to take a picture for a
new hotel so this hotel they have four swimming pools, three of them was full of water and one
of them was empty so one of the client he went to this place and he found that all the four
swimming pools are full of water so he complained. They asked him why, how come you are
complaining about something like this because usually they complain when the swimming pool
is empty not because the swimming pool is full. So he said when I saw in the brochure that this
swimming pool is empty so I will have a quiet place for reading and for having a nice time alone
so when he has found that this swimming pool is full so in this case he has lost the quiet, he
lost reading, he couldn’t concentrate so that is why he complained so can you imagine how the
English people they think.

Q. So they come with certain expectations and they want all that to be there for them.

A. Yes, for example I am working with over age I mean they are more then 65 years old so one
year ago we were working with Grand Misa Hotel here and there is a tennis court and I worked
there for over one year and no-one asked me to play tennis of course as they are over age
yeah. So the hotel they use the tennis court on Christmas night and the people they complain
they say how comes you used the tennis court. So maybe all the other clients of the hotel use it
apart from my people as they are over age 65 years old I don’t expect that they are going to
play tennis.

Q. In terms of facilities what do the British normally require, what is important to them?

A. The entertainment, even if they are not going to use entertainment but they are asking about
the entertainment and they complain if there is no entertainment so entertainment I mean
animation in the hotel, especially the SAGA older people they like to have a lounge, a private
lounge for them and inside this lounge there is a bar, there is a library, there is a TV and also
they ask the representative for more entertainment, I mean we have to do some games every
night I offer them Sudoku I leave on the table every morning and they take it at afternoon tea
they collect it and the day after they coma and they leave it for me on the table and they write
their room number and the name so I see who did the right things and I offer them a present of
gift.
Q. When you hear the complaints are the complaints more about facilities or staff?

A. No they never complain about staff especially the young boys and not the management.

Q. They like the service?
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A. Yes they like the young people and the younger staff.

Q. Why?

A. Because they feel the young staff they are looking after them very good they deal with them
like grandfather, or they deal with them like a father very friendly and for example there is
someone who told me that this person they have done this so and so, I said okay I am going to
talk to the Manager. He has told me, no you don’t have to talk to the Manager, because if you
talk to the Manager he is going to be fired and they don’t want him to be fired. So they are
tough but they are also kind at the same time.

Q. Do you find the British are more or less polite then other guests?

A. They are more polite of course, no, unfortunately they are not at all. They are very difficult
people really. They are waiting for you to be impolite but you are not.

Q. In this hotel do you get a lot of Italians as well?

A. Yes

Q. How do the British and Italians compare?

A. We are lucky also in this hotel because we have the you know the back area where it is only
SAGA people, English with the English people so they are far from the Italians. So that is hwy
they are not suffering from the noisy.

Q. So the Italians are noisy?

A. Well of course, well I mean the Italians they are alive, they like to joke, they like to play on
their vacation and the Italian people for example they complain if there is no entertainment if it
is quiet they complain. Really because they say we are on holiday we come her to laugh, to
fun.

Q. But they are younger generally?

A. Even the old ones. They are full of life where as the English people they are not full of life,
they are more quiet and they are proficient at complaining. They are constantly listening for a
mistake. They are not waiting for information they are waiting for the mistakes. Another thing I
do for them also is the quiz, so I give them the questions and after the questions, and if they
are right I offer them…and you know what they are waiting for a big prize always. You know if I
say if you get a question right then there is a gift they say are you going to offer us another trip?
Yeah they are always waiting for something big. Yesterday I was talking about Christmas Day
and I was saying that tomorrow you know you have to come to SAGA lounge and I will offer
you a small gift and already she said I prefer gold. I told her okay I know the ladies prefer gold
that is why I have got you a box to keep your gold inside.

Q. When we were talking to the General Manager he was saying the British like free things.

A. Yes they love free things and for example if they buy two trip they are waiting maybe for
offer to be free. Once I have problem here, this client he come and I offer him a room, and this
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room it was really very good he ask for a room with a balcony but he didn’t ask for example for
a room with a balcony with sea view, ok so I got him a room with balcony as he requested as
there was a supplement for the sea view. So he come with his wife and he told me no we don’t
like our room and the balcony is very small and we would like to stay in a room with a large one
so we can take a photo. So I said okay so I show him another two or three rooms but of the
same level, I mean the same standard, no sea view. So I found out they are looking for a sea
view for free so I didn’t offer them, so the lady she said told me okay listen we are going to
accept our room but what kind of trade are you going to offer us. I said excuse me I didn’t get
you a bad room and now I have to get you an offer because the room is bad you ask me and
this is your request. You ask for a room with a balcony, that’s it I got you a room with a balcony
, she said no, no in this case we will accept it but just in case you were going to offer us one of
these trip I am telling no I am sorry she said okay and I promise you will be sorry about this and
she went to SAGA company and she said the problem is we don’t see Ahmed at all we don’t
know where he disappeared. Even when we complained about the food he didn’t take any
reaction. But thanks God there was another twenty people and the other twenty people who
arrived they write the opposite but SAGA inform me at the same. They said excuse me Ahmed
how come they are not happy in your hotel, I tell them excuse me the other questionnaire what
was written. They said yes they said you are always around all day I told him there are twenty
people saying this and there are two they say the opposite and you think it is my mistake. It is
not allowed for me to open the envelope; I just get the envelope and send by DHL to England.
Also, I am sorry to say this but, I was working 17 years with the Italians and I never got even
one complaint.

Q. They are more easy going?

A. Yes they are like us we are the Mediterranean we are all the same, that is what I am saying
to my English people we are different even for the way we talk we use our hands because you
know when I am using my hands for my talking even if you don’t understand 100% what I am
saying from my hands you can imagine. But the English people they talk with their hands in
their pockets like this so if you aren’t really understanding what they are saying 100% you are
not going to understand nothing.

Q. What about asking for individual things for example can you change this a little bit for me,
change it there?

A. I am talking about the old experience, old people I mean, my experience is with old people
and the old people they are always jealous of each other. For example if there is a person who
has got a room with a balcony on the second floor and he sees the sea beautiful and okay and
the other one he asked for a ground floor and he gets a room on the ground floor he complain
or he come and he ask me to change, because and he find always reason, he say ah because
we are not really secure because we are on the ground floor and maybe someone is we open
the door and they come past and kill us or steal from us money. I say excuse me we are inside
a 5 star hotel you are not living on the street so someone can attack you, no. You also find the
one on the second floor because he found the one on the ground floor he come easy from his
room to the swimming pool he asked me to change.

Q. So they make a lot of special request?

A. Yes, Yes
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Q. About environmentalism, Green Issues, do the British care that the hotel is not damaging
the environment and is recycling and not changing the life of local people?

A. Yes they always ask for something like this especially for the furniture of the rooms because
some of the hotels they say we are doing renovation for example so they print it here only but
the furniture is the same so in here is clean you can see if there is any mistake in the furniture
of course it has become more clear so they come and they say non o this hotel is very old. All
this furniture is very bad and how come this is a 5 star hotel and they use this furniture for
example. In the local area like here for example you know the people they stay here for a drink
and something and at the same time they have some music, but our industry people they come
here and they say no it is noisy I say okay you can go outside with out music and you can have
your drink and it will be less noisy as there will be less music outside, they say no we have to
stay inside and they have to stop the music. So they don’t care about the others.

Q. What about the coral reefs and the nature do they are for this?

A. Yeah, you know we advise them because you know the day after they arrive I have a
welcome meeting with the people so I give them all the details about here for example I tell
them the beach the beach here is all coral beach so you can not even walk, and even if you
walk on the coral, which is not allowed but not wear shoes at the same time you are killing the
coral, so I tell them to go through the jetty for example so to jump from the jetty and then they
do the snorkelling and then they return back.

Q. Do they pay attention to this?

A. Some of them they love to swim and they love to swim in the sea not in the swimming pool
because there are some people, I deal with old people, they suffer from the chlorine the
swimming pool is full of chlorine and in this case they like to swim in the sea. And that is why
also this kind of people they always ask for the trip, as you know we have the boat trip so the
people they are in the middle of the sea so they drop and they do the snorkelling so they love
something like this. But some other people they like to be in the swimming pool so about the
coral I think it is about three quarters of the beach in Sharm El-Sheikh they are coral beach
there is no sand beach. There is no interest to go on the sand beach as they want the coral,
they want to see the coral colour.
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Interview 12 – 37 mins

Mr Ashraf Front Desk Manager from 3 Star hotel

Q. Generally the British tourists that stay here what makes them happy and what makes them
unhappy?

A. Actually the British people when they come to Sharm El-Sheikh they see k the sea they seek
the atmosphere of the resort of Sharm El-Sheikh and then at the same time they like to stay
near to the swimming pools. It is a habit of the British people that they like to have rooms over
looking the pool and the sea together and most of the British people, the families as our hotel is
working with families, most of the families they prefer in the hotel that they travel to that they
have enough entertainment for their children, they are concerned a lot about their children
about the satisfaction of their children and then the same time the British people they are
concerned about the quality of food. Especially when I say quality they are concerned about
health and safety and quality they concern about health and safety so, so much the quality the
taste of the food and they are interested in……

Q. Do they prepare British food do you think?

A. Yes, I was going to tell you they are interested in some items of the British food rather then
other cuisines they prefer British cuisine rather then the others. They prefer special items like
the pork we cant provide them but usually we are trying to satisfy them with the fried items like
the escallops or French fries or some item they prefer like the beans in the sauce, they like
some items they prefer to have especially in the buffet.

Q. What do they normally complain about if they complain?

A. British people as I told you they are interested in the entertainment for their children and the
quality of food, the hygiene so if they complain the complaints arise from these three aspects.

Q. Do they find it important that the staff are friendly?

A. Of course, maybe I didn’t mention this as usually the Egyptian people are hospitable people
our capital in the hotel field is the friendliness and hospitality of the people they make it, they
don’t make any effort to make hospitality or to shoe friendliness to the guest its something that
comes from inside and reflected to the guest.

Q. Do you think the British are more interested in quick service or polite service?

A. Of course they prefer polite service, they prefer to have people friendly, but not to exceed
their limit and we from our experience in the market now we know what they prefer how to deal
with in the restaurant or in reception or in any outlet we do what is making them happy and we
avoid what is making them unhappy. I also want to mention that the British people are very
specific guests and they are very concerned with the description of the hotel they are buying
they care a lot about the hotel and the brochure or about the hotel description on the website,
about the services about the timing, about the items that they have the right tools in the all
inclusive programme so they are very, very specific guests.
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Q. Do you think the British people expect special arrangements for them or do they accept
what you offer them as it is?

A. As I am telling you British people are specific people usually when they have a request they
mention on the reservation that they would like room for example over looking the pool, ground
floor, upper floor, quiet room, sunny room and we are trying to apply these requests as much
as we can according to the availability that we have. Some contracts these requests are
guaranteed others its optional but as we are working to satisfy and make people happy we are
doing our best to satisfy and to apply all of the requests upon check in.

Q. But you find they are more specific then say Italians?

A. So much!

Q. What about if the staff make a mistake do you think they are very demanding about it or they
take it easy?

A. It depends, its different from person to another. In all nationalities you will find some
exceptions that someone can exaggerate the small things this you can find in all the
nationalities not only the British, but I see the other side that British people they are very nice
people and they are accepting one or two mistakes as it is not meant to be done on purpose so
they consider that to be that we are all human beings and we can make mistakes no-one is
right all of the time, so they can accept small things. But if it is repetitive then of course they
complain.

Q. Do you think they care for the environmentalism, you know the coral reef and things like that
or they are not bothered?

A. They are so much concerning about the environment the sustainability and even now we are
urged by the tour operators that we have to consider all of these things but in general as a
company we are applying this as fixed even before we work with the British market we are
concerning with environment and sustainability so much.

Q. Is there government regulations as well about recycling and things like that or not?

A. Yes there is I can tell you that the government regulations in Egypt or the culture about the
environment in Egypt is a new culture it is not something that people have cared about for a
long time like in Europe but for the new generation, especially the people who are working in
the field of tourism and hotels we know how precious are these things for us, like the marine life
and the coral, so we try to protect it and we try to keep it as long as we can.

Q. So you think hotels and people like you are more ahead of government?

A. I tell you why because the government are putting in the regulations that we have but to
follow it up to the people who are watching or following up these things so I think that we have
a big rule rather then the government regulation because the regulations are existing but to
follow up these things is very important that is why in hotels we feel we are responsible as well
like the government for the environment.
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Q. Now turning to Egyptians and other Arabs, what do you think Egyptians expect from an
excellent hotel?

A. They care about food, and they care so much about swimming pools, they like swimming
pools more then the sea and they care about the evening entertainment very much.

Q. You think more then the British or the same?

A. Not more then the British but they care about entertainment in specific ways that match our
habits and our culture for example if we speak about evening entertainment they like the
games we do with the animations they like certain shows, not all the shows, but certain shows
but of course the meaning of entertainment for Arab people is different in Arab countries and
European countries.

Q. When it comes to brochures, rules and descriptions are the Arabs more forgiving?

A. I tell you something the Arab people because the type of the guest of Arab people are not
that
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Interview 13 – 30 mins (bad sound quality) Interview with 25 year old Arab single gentleman in
3 star hotel.

Q. As you know we are looking at British and Arabs on holiday, so if you want to go with your
wife and family on holiday to Tunisia, England, America wherever what is an excellent hotel to
you?

A. Excellent hotel is meaning to me excellent service as you know I am working in hotel as a
career, the best thing is service, is the best thing.

Q. What do you call excellent service?

A. Its meaning quality, quality in everything like quality in how to do with guests in the hotel
quality of food how they have contact with the guest.

Q. Is it important that staff are friendly or for them to be professional?

A. No, they must be friendly with the guests because in the resort they must be friendly
because you know in the resort you have come for vacation for have fun for doing everything.
But I think in city hotels it is different because so people in city hotels are going for business
there is limit in city hotels but in resort you must be friendly too.

Q. Is the appearance of the hotel important to you?

A. For me yes, I think the design for first landscape it must be very professional very nice
because you know the landscape gives the hotel something good, you feel something good in
the hotel you know if the landscape is good everything is nice, yes the design is important here.

Q. What about staff being reliable and always doing the correct thing and not making mistakes,
is this important or you can forgive mistakes?

A. No, everybody can make mistakes we are human and they do some mistakes but when
they make the mistakes it is okay but if they are going to make a lot of mistakes then not
acceptable.

Q. What about professionalism, that they know their job is that important?

A. Yes, yes you feel it if you are sitting in the bar like now and you ask for something if you
speak with the waiters you are going to feel if they are professional or not when you order
something. If you order something espresso, I order Espresso the guy come and give it to me
in the left hand and not from my right hand you are going to feel it, it must be professional.

Q. What if you have special requirement for example if they don’t have milk at breakfast but
you want some any way or something like that is it importan6 that they try to give you what you
really want?

A. If I am on vacation it is not big deal I choose the hotel and I am coming to come and enjoy
this vacation I am not going to fight because of the milk.
Q. If you go on holiday do you think that you look for a hotel that doesn’t damage the
environment, and is recycling and all this or you r don’t really look for that?
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A. No but I think if you are going to search for hotel,…….when I search to find a hotel I search
about the very nice resort like Sharm El Sheik, Turkey, Italy very nice place to have sun, beach,
beautiful woman you must to search about the country first okay, where is the beautiful women
maybe you can say Turkey, I go and choose about hotels and choose about them from the
internet you must see the hotel, how it looks, the landscape.

Q. So if you go to Turkey for holiday would you spend most of your time on the beach,
nightclub or shopping?

A. No I, in turkey, I was in Turkey before I prefer I stay three days in Antalya then the fourth
days in Istanbul because I love history places it is very nice in Turkey, very, very nice. I visit
very very beautiful island they call it in turkey Princess Island you only have horse or bicycle,
very nice.

Q. If you have a choice between politeness of the staff or quick service which one would you
prefer?

A. Politeness from the staff, I can wait a little, yes for me it is okay, but I think if they are polite I
think they are going to work quickly as it is natural.

Interview 14 – 26 Mins

56 year old Arab man in 3 star hotel

Q. If you want to take your wife and family on holiday what would be an excellent hotel to you?

A. For me I would prefer to come to this town Sharm El-Sheikh, it is very nice, the coral, sea
and quiet place and the number one tourist town in Egypt and I would prefer a hotel like this,
location is important yeah.

Q. Is it important to be by the sea or not?

A. I prefer to be as close to the sea as possible because children like the sea pf course yes and
you will enjoy better view of the sea and this is important.

Q. What do you do with your family whilst you are on holiday how do you spend most of your
lime?

A. I mean in the morning we go to the beach then until lunch after lunch we have some rest at
home then we go to swimming pool or back to beach.

Q. What about going shopping and restaurant?

A. Shopping now is getting goods in Sharm El-Sheikh with more supermarkets and more
shops. I do this often in the afternoon.

Q. How important is it to you that the physical appearance of the hotel is good?

A. It is important this is something that should attract a guest in general I mean a good design
of a good hotel would be good appearance of the stuff in general. I mean the general design
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the uniform and so on yes is important, the service of the place also I mean in the restaurant
and in the outfits itself is important.

Q. How important is it for the staff to be reliable and get everything right the first time or can
you forgive?

A. Yes flexible as staff in general are very well trained and in Sharm el-Sheikh and especially in
our hotels the operative company stress on getting the staff very well trained so I guess I am
relaxed, I mean if someone makes a mistake I wouldn’t kill him I mean he would just apologise
and I would just accept this straight away.

Q. What do you look for more in the staff courtesy or friendliness?

A. It’s important because staff I general are very quiet and I prefer to be friendly with them
because they get this feeling that you are friend to them then they will give to you as much as
they can.

Q. So you think friendliness and politeness go together?

A. No I mean if he is polite enough we will get friendly together easily and I mean they are
usually very polite when they are in they select staff here politeness is very, very important.

Q. What about the professionalism of the staff is that important to you?

A. Yes important I mean form the first day when they start I know whether they are efficient or
not.

Q. Is that more efficient then other aspects of the service?

A. Yes it is important to be professional because a professional man will give you a
professional service I mean he knows what he is doing exactly.

Q. Do you think is more important to be professional then friendly?

A. They have to professional first because if he is professional he will do his job properly and
he will secondly get friendly as he will do his do his ob in a nice way.

Q. So thinking again about you and your family, if you are going somewhere on holiday do you
care if the hotel is environmentally friendly or not?

A. Yes if I find in anyway a mistake in damaging the environment I will not stop I will complain
straight away as the environment is important here you see and to keep the environment in a
good position it is good for the hotel and for everybody.

Q. That is in Sharm El-Sheikh, but if you were choosing to go for a holiday in Turkey would you
sort of think about whether the hotel is environmentally friendly or not would you choose the
environmentally friendly one?

A. Yes, straight away yes.
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Q. If you as an average Arab do you go on holiday as a long term plan or do you go when you
feel like it?

A. No when…………………(mobile phone interference could not here interviewee)

Q. Okay the last question if you had to choose between staff politeness and staff quick service
which one would you choose?

A. I think both should work together to do his work in a speed I like, and polite, I like both yes, it
should go together.
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Interview 15 - 28mins English Man (Husband)

Q. Describe to you what is an excellent hotel?

A. An excellent hotel to me is when you arrive that your looked after, they show you where you
can go to enjoy yourself, which is what they do here food and the kitchen area, especially the
kitchen area, if its clean then you don’t get people with upset stomach because that spoils the
holiday for you cause this place the kitchen area is clean, the food is nice, it is presented nice,
the kitchen people that work in the kitchen area that serve up the food the chefs all of the staff
are very nice people I don’t have any complaints about any of that.

Q. Is the physical appearance of a hotel important to you?

A. Well yeah, this hotel I like the layout very nice layout and they provide a bus if you have
someone like my wife who cant walk properly but want to get to the beach they provide a bus
for you to get there so I find that very good, you know what I mean. Where the Hilton, we went
to the Hilton, and we would never stay there it was steep there was no access for people who
are disabled where here it is nice. The only complaint I have at night along the passages they
should have a couple of emergency lights because it is too dark and if there is something on
the ground you can slip and you can hurt yourself and in England that would be illegal cause
you should have light it is an area that you aren’t accustomed too if there’s a fire you need to
have certain lights so people can find their out through the building.

Q. How important to you or unimportant to you is it for the staff not to make mistakes?

A. That’s important but at the same time we are all human and being human we can all make
mistakes but if its seen and they apologise then that’s acceptable in my view.

Q. My next question is about their professional appearance like they know what they are doing
and know their job is that important?

A. Yes to me that is important and here they look presentable they always have a smile on their
face, they greet you, they come up to make sure your alright whether its lunchtime or your
sitting in the bar, like the gentleman over there they come up “everything alright Tony?” I go
“Yes fine thank you” so it’s good.

Q. So what about adjusting the service to your specific requirements is that important to you?

A Yeah, it is like the chef he helped us twice so yeah it is important and I find that they are okay
here, I can’t speak for any hotel but for this one.

Q. so out of all of the things we discussed, out of the physical design, the error free service, the
professionalism the tailoring of the service, which is the most important?

A. I think the reassurance and the physical layout of a place that to me is important cause I am
a builder so to me I see things like that, so when I see there is not lights in that area that’s
stands out to me because to me that can cause danger and they have the lights there they
should have a couple of them one.
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Q. The last question is about environment and not damaging the environment are these things
important to you in a hotel?

A. They’re important all over the world so yeah that’s important like the coral reef I like the way
they preserve it and you aren’t allowed to touch I think that is a good idea.

Q. So when your choosing your holiday do you pay attention to whether they have a green
mark?

A. Yeah we do, we look for the quality, if its three star, four star, we look at the location, we
hope there isn’t a lot of building work to near it I know you have to put up buildings but your
don’t want to go on holiday and with a digger right next door to you. Here it’s pleasant it’s quiet
so you can relax.

Q. Anything else?

A. You know the shopping centres is it Old Sharem and you have the other one Nama Bay we
went to Old Sharam first and to me it was disgusting, its not about the looks about the people
carried on its like they hassle you and in the end I didn’t want to go in any shop every shop you
walked past nearly it was like where are you from , England, you come in to my shop come,
come, come and in the end you didn’t even want to look in a shop as it was too much hassle
and I was speaking to a gentleman there and he worked there for a lot of his life and he said it’s
a shame because these people aren’t the original market people they come in they look for
tourist and they try to pull you in and they try to rip you off in a kind of way whereas the other
place that we went too was very nice they didn’t try to hassle I could walk in a shop if I didn’t
like what I wanted to buy they said thank you for coming and you go no hassle but I would
never go to Old Sahram again that is the only bad thing and they don’t need to be like that as it
spoils their business and the tourists don’t want to be hassled don’t want to go back there again
. That is my only bad point about the whole holiday.
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Interview 16 30 mins – Disabled English Lady (Wife)

Q. What do you call an excellent hotel?

A. An excellent hotel is first of all to be polite and courteous to be well presented the staff to
look smart, to be accommodating whether you have disabilities or not and special needs; for it
to be easily accessible.

Q. Error free service how important is that to you?

A. Everybody’s human and makes mistakes but if you say to me I’m really sorry I would say
that’s okay, that’s fine, no problem to be polite and honesty is very big my book to be honest
with me and not to take something that’s not yours, trustworthiness, that’s a very big issue.

Q. What about professional appearance and them coming across that they know what they are
taking about?

A. To be caring honest, to look smart and to help you not matter where you are and what you
do especially if it makes you feel secure within your hotel so that you don’t feel scared to say
“Excuse me can you….” and the say “No problem” very polite.

Q. Adjusting the service to your specific requirements is this a big thing?

A. Yeah for me I am disabled and here they have no facilities for disabled people and for me I
cannot walk up the stairs so if I want to go and see the show it would take me 10 minutes to get
up the stirs its not very accommodating for me my room and very dark. We went to the Hilton
and I couldn’t get to the beach because it is to steep and I couldn’t walk back up again and
here they do help me they are accommodating they will say can I get it for you, but in the hotel
room I cant get off the toilet I cant get out of the shower there is no hand grips so they need to
be more accommodating see the ground that’s not very good for disabled people so a lot of
people they didn’t know they didn’t have it a lot of people worse then me in a wheelchair they
couldn’t come here cause there’s no ramps.

Q. Out of all of the things we discussed the appearance, the layout, assurance, trustworthiness
if you had to pick one thing out that really makes good service which would you pick?

A. Honesty is the best policy.

Q. What about friendliness?

A. Friendliness, honesty to make you feel warm and welcome, to make you feel safe within
your own environment this hotel is very good at that, very good.

Q. If you had to choose between quick service and courteous service which would you choose?

A. Courtesy not quick service, no you want to sit down and enjoy your meal or a cup of coffee
you don’t want someone to say “here you are” and you haven’t seen the food.

Q. The last question is about environment and Green issues.
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A. At home we have to recycle we are very conscious of papers. plastics we recycle its
important because this is your country to keep it clean tidy don’t throw litter about respect your
allures.

Q. And the value I the hotel does these things?

A. To me they do care for the environment, they are very clean here very, very clean and to me
that’s important.

Q. How do you choose a holiday?

A. When we come away ion holiday we do a lot of research we have a look at the internet we
have a look at the country we ask opinions of other people, at home on the internet there’s
Google and I looked this hotel up and its very high for cleanliness, hygiene, personal
assistance it had everything we wanted except disabled facilities.

Q. So mainly on the internet?

A. Yes I research it because of my disability I have to make sure it is okay for me the only thing
I don’t like is Old Sharm that’s terrible because we got off the coach and I’m disabled and they
were pulling me and its dangerous and the police they turn a blind eye to it which is wrong. To
me I didn’t want to come out of the hotel I don’t want to go on any trips if their rude and when
we went on the glass bottom boat no facilities for disabled people I had to climb over two boats
and I cant climb, he had to carry me and most facilities if your disabled are a long way down
the road so when I came to get on the boat they put me on the jetty and then on the boat I
couldn’t do it by the time I got on the boat I was stressed out so they need to look a lot more at
disabled facilities and they would have a lot more people come here because the whole of
Egypt airport was very bad coming of the airport there was assistance for me I had to come
down the stairs and then the stirs, there was this gap so I had to sit on my bottom and then go
down the airport, we had to queue a long time and there we no organisation in the airport and
we met a very nice gentleman who could speak Egyptian and spoke to a policeman who took
me to one side and took me through customs I couldn’t sand so they had no facilities for
disabled people it was very bad.
All countries a lot of people are disabled now and sunshine is good when I’m here I need my
stick in the evening but not during the day because the sunshine but that’s the only fault with
Egypt they are not disabled friendly they help you, even police men will say oh can I help you
but you want to come to a hotel and …..my husbands a builder its bad design if I go upstairs I
cant come down again. It’s all inclusive so it is nice to come and have your dinner and the hotel
staff are very good, very nice. I would come again to Egypt with my daughter, she has stayed
all over Egypt .She loves the people she said they are very friendly people but for me it needs
to be more disabled friendly.


