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[[ Abstract ]]

The purpose of the study is to examine, analyzel ewaluate the customer
satisfaction and management schemes in “Sree Aona@oSree Gowrishankar”

group Coimbatore in Tamil Nadu. The most impori@ljective is to assess customer
satisfaction with the services provided at “Sreen@poorna Sree Gowrishankar”
group of hotels. The sample size is 300 custonsramdents. Data collected through
Questionnaire. Garret ranking is carried out. Setiges were given to improve the

Quality.
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INTRODUCTION

One of the biggest current challenges of managentenservice industries is
providing and maintaining customer satisfactiontdto are one part of hospitality
industry, which has evolved from the very modesgim@ng of families and
landowners who opened their homes to travelers.

STATEMENT OF THE PROBLEM

Competitors prospering in the new global economgogeized that measuring
customer satisfaction is the key. But, Indian hbtediness with reference to customer
satisfaction has not been able to sketch the aitenf researcher to any noticeable
extent. Hence, this study examines and analysesatisfaction level of customers
with reference to “Sree Annapoorna Sree Gowrishdnkaroup of Hotels at
Coimbatore, Tamil Nadu. The study would lend a hfamds to employ the outcome
to develop appropriate customer satisfaction pesici

OBJECTIVE OF THE STUDY
The prime objective is to identify the level of twwer satisfaction towards various
hotel attributes like, quality offered, varietiesadable, price, and waiters’ service.

RESEARCH METHODOLOGY

This study is Descriptive in nature. The universeth® study is the hotel
customers in Tamil Nadu State. The study sampléneutovers 10 branches of Sree
Annapoorna Sree Gowrishankar Group of Hotels amBatore, Tamil Nadu. The
customers of this hotel constituted the sourceatd.dThe sample size is 300 customer
respondents from the 10 branches of Group of HateGoimbatore. The sampling is
equally dispersed by 30 respondents from eacheofithup’s branch. Data collected
through Questionnaire.
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REVIEW OF LITERATURE

Jessica Salver (2016) argued that as competition keeps intensifyingeddy pace,
resulting in a surplus of capacities, the imporéaat making guests return becomes a
critical issue; it is said that brands provide dpportunity to encourage the creation
of loyalty among consumerBlusair et al (2016) in his study investigated the effects
of price reduction frames and price discount lewglsonsumer perceptions about the
quality of the service product, the value of thecdunt, their purchase intentions etc.
The research study included restaurants, hotelginmaervice, and retail services.
The study showed that price discount frames andodi#t levels do influence
consumers’ perceptions on the value of the discandtthe quality of the service.
Ofer H. Azar (2017) analysed whether tipping would get better servigality and
increase economic efficiency, as tips are inceastit@ provide best service and
therefore allows avoiding costly supervision of lens. The study argues that the
universal notion is wrong. The author illuminatiee teasons for the increased interest
in tipping is that the concerned firms benefit framatter understanding of various
issues related tipping.

RESULT AND DISCUSSION

TABLE SHOWING THE DEMOGRAPHIC PROFILE OF RESPONDENTS

Up to 20 Years 60.00 20.00
21-30 Year: 110.3¢ 36.7¢
Age 31-40 Year: 68.57 22.8¢
41 — 50 Years 30.00 10.00
Above 50 Years 31.07 10.36
Gend Male 193.9: 64.6¢
ender Female 106.07 35.36
School Level 101.79 33.93
Educational |5 aquation 131.79 43.93
Qualification
Post Graduation 66.43 22.14
Salarie( 99.6¢ 33.21
Self - Employed 110.36 36.79
Occupation Professional 45.00 15.00
Student 45.00 15.00
Marital Single 118.93 39.64
status Marriec 181.0" 60.3¢
_ Nuclear Famil 184.29 61.43
Family type
Joint Family 115.71 38.57
L Up to 3 Members 115.71 38.57
Family Size
3 — 6 Members 118.93 39.64
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7 — 9 Members 40.71 13.57
Above 9 Members 24.64 8.21
One 83.57 27.86
Childrenin the Two 75.0C 25.0(
Family More than Two 27.86 9.29
None 113.57 37.8¢
Below 1 Lak! 140.3¢ 46.7¢
1 -2 Lakhs 27.86 9.29
Annual |ncome 2 — 3 Lakhs 60.00 20.00
Above 3 Lakhs 35.36 11.79
Not Responde 36.43 12.14
Tasty Food 165.00 55.00
Frequency of Food Bachelor 53.57 17.86
Intakein Hote Student 28.93 9.64
Party 52.50 17.50
TABLE SHOWING THE RESPONDENTS OPINION TOWARDSTHE
QUALITY
Highly - o Catici Highly
< | Attributes of Satisfied Satisfied M oder ate Dis Satisfied Dissatisfied Total
No| Quality l\llq(g;f % l\llq(g;f % l\ll?(g;f % l\ll?(g;f % l\ll?(g;f % l\ll?(g;f %
1| Coffee/Tea| 148 49.3 128 425 16 54 1 0.4 ] D5 BAMO
2 Brl‘f:r'r‘]f:m 84 | 279 190| 632 14| 44 3 1.1 10 32 3p0 100
3 |Midday Itemd 74 | 24.6| 152| 50.7| 47| 15 4 1.4 2B 715 300 100
4 | Dinner Items| 89 | 29.6| 162| 53.9] 23 7.5 8 2.5 19 64 3p0 100
5| Chatitems| 66| 221 121 404 6/ 214 18 6.1 30 10300 | 100
6 | Salads/Juices 66 | 22.1| 145| 48.2 48| 161 1Y 5.7 2 719 300 100
7| lcecreams| 68| 226 148 498 5 111 ]9 2P D5 8.2 0 [3@00
8 [Chinese Items 59 | 19.6| 106| 35.4| 64| 214 36 12.1 34 114 300 10O
9 Nog.h Indian| g3 1 211| 120| 429 57| 186 19 64 3@ 107 d00 100
ishes
10| Sweets 84| 279 134 446 4] 187 13 4.8 b3 7.5  [B000 |1
11| Savories 62| 201 143 475 4] 1587 10 3.p B9 12.90 [3@00
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TABLE SHOWING THE RESPONDENTS OPINION TOWARDSTHE
AVAILABILITY OF VARIETIES

Highly Highly

s | Attributesof | satisfied Satisfied Moderate | Dis Satisfied Dissatisfied Total
Varieties

No| Available [No. of % No. of % No. of % No. of % No. of % No. of %

Resp Resp Resp Resp Resp Resp

1 Brﬁzlr‘nzaSt 141 | 47.1| 132| 439 11| 3.4 4 1k 12 39 3o foo

o| Midday | oot 561| 165| ss0| 33 1104 3| 1f 4o &8s oo hoo
Varieties

3 | Dinner Items| 71 23.6| 169 56.4 32 10.¥ 4 1.4 44 719 300 (00

4| Chat ltems 71 164 134 44.6 63 225 16 54 33 113D0 | 100

5 COO'JBirC'ng& 73 | 243| 137| 457 57| 189 9f 2B 45 g2 oo foo

6 | Ice Creams 68 225 141 471 59 19.6 / 14 28 9.3 0 |3000

7 [Chinese Itemb 59 | 19.6] 96 | 32.1| 93| 311 18 6 343 111 do0 Qoo

g | Nothindian) oo 4 1a ol 134 446| 70| 232 14 3b 48 d3 doo oo
Dishes

9 Sweets 771 251 133 448 48 161 16 94 [26 B6 pBomo|1

10] Savories 68| 224 124 426 56 186 16 94 [33 411.60 [3000
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TABLE SHOWING THE RESPONDENTS OPINION TOWARDSNEATNESS
& CLEANLINESS

< (;?t'{lrei:tl;ta S';tllgs?llgd Satisfied I\I\/lloderate Sa':ijslfsged D,:lsHs%%rslf):ed NTotal
N°C|ea§‘“n%s '\F';:;f % '\é‘;g % | of | % '\F';:;f % | of | % | of | %
Resp Resp Resp
1| Vessels | 128 42117389 35118 3 | 11| 17| 57 309 10p
2| Table | 108| 36.1 125|414 40| 13.2] 10 | 3.2| 17| 57 300 100
3| Floor | 98 | 324 117|389 51 |17.1 13 | 43| 21| 7.1 300 100
4| waiters | 87| 28.9 123|41.1 55| 18.2[ 10 | 3.2 26| 8.4 300 100
5| Toilets | 65| 21.4 143|475 55 [ 182 8 | 25| 30| 10.0300]| 100
6| Towels | 76 | 254 115 38.2 56 | 18.6| 20 | 6.8] 33| 11.1300] 100
7| Napkins | 73| 24.3 120 | 40.0 54 | 17.9] 25 | 8.2| 29| 9.4 300 100
8 |Wash Areq 89 | 29.6| 116 | 38.6 49 | 16.4] 15 | 5.0 31| 10.4300]| 100
g| Prnking | 148 | 31| 124 | 41.4 35 | 11.8] 13 | 43| 19| 64 309 100
Water
10| Furniture | 102| 33.9 106 | 35.4 43 [ 14.3] 20 | 6.8 29| 9.4 30¢ 10D

TABLE SHOWING THE RESPONDENTS OPINION TOWARDS PRICE

Highly .. - Highly
_ Satisfied Satisfied Moderate | Dis Satisfied Dissatisfied Total
S. | Attributes of
No Price No.of[ , [No.of| No.of| ,  [No.off ,  |No.off , |No.off ,
Resp % Resp & Resp % Resp % Resp & Resp &
1 Brﬁ:ﬁgaﬁ 20 | 96| 21| 71| 44| 144 of 318 110 35.800 | 100
o| Midday || 1460 40| 132 46| 154 96 321 14 2ksoo | 100
Varieties
3 | Dinner items| 38 | 125 27| 89| 53| 17.% 10p 33|9 d1 2F.200 | 100
4| Chatltems| 44| 146 40 132 51 171 99 329 [66 P800 | 100
5| CoolDrinks| 47| 151 19| 6.4 58 19B 117 399 b9 19%0 | 100
6| Ice Creams| 43| 143 20 6.8 58 193 110 3p.8 |69 p=&E0 | 100
7 |Chinese Items 45 | 15.0| 38| 125 50| 168 111 3711 36 18800 | 100
g | Northindian| ot 1o 4l 44| 146| 57| 189 93 311 do 2b.soo | 100
Dishes
9| sweets 45| 150 26| 86 49 161 119 39.6 |62 P®OO | 100
10| Savories 48| 161 25| 82 494 15/0 118 39.3 |64 P1380 | 100
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TABLE SHOWING THE RESPONDENTS OPINION TOWARDS WAITERS

Highly - Dis Highly
< Satisfied | Stisfied | Moderate | o it |pissatisfied| O
"1 Opinion on
Waiters | No. No.
No of | % l\|l?0. of % I\Fl{o. of % of | % I\Fl{o. of % l\|l?0. of %

1| Behavior | 99| 32.9 116 | 38.6] 47| 157 13| 43| 26| 8.9 300 | 104

2 | Hospitality [ 71 | 23.6| 131 | 43.6] 55| 18.2 13 | 43| 31| 10.4 300 | 109

3| Neatness| 78 261116 38.6f 65| 21.% 13 | 43| 28| 9.3 300 | 100

4| Cleanlinesg 71 | 23.6| 124 | 41.4] 55| 18.2 18| 6.1| 32| 10.Y 300 | 100

5| Approach| 65| 21.8 131 | 43.6| 55| 18.2 13 | 43| 36| 12.1 300 104

6| Serving 64| 21.4 121 | 40.4| 63| 21.1 17| 57| 34| 11.4 300 | 104

7| Respect 68| 22.p120| 40.0( 74| 24.¢ 13| 43| 26| 8.9 300 | 100

8| Dressing | 57| 18.9121| 40.4| 80| 26.8 17 | 5.7| 25| 8.2 300 | 104

Communicat
ion

65 | 21.8] 121 | 40.4| 66| 221 17 | 5.7 30| 10.0 300 | 100

10[ Billing 61 |20.4] 136 | 454| 65| 21.8 9 | 29| 29| 9.6 300 | 100

GARRET

The customers are highly satisfied with the quabityCoffee and Tea ( 49.3%).The
customers are highly satisfied with the availapildaf the varieties of breakfast
(47.1%).The customers are highly satisfied with Heatness & Cleanliness of the
vessels (42.5%). The customers are highly Didgsadisvith the Price of the breakfast
Items (36.8%).The customers are highly satisfieith Wie Billing of waiters (45.4%).

From the table of Garret Ranking, it is understabet neatness and
Cleanliness was given the first rank, amenities grasn the second rank and quality
offered was given the third rank.

SUGGESTION AND CONCLUSION

The hotel may consider giving menu cards to all ¢hstomers, as most of the
branches had a practice to list their items onkpugh the waiters. The servers’
attitude and their etiquettes are deciding factorsustomer retention. The servers
may be properly trained on hospitality. Lethargytlhé servers in serving can be
avoided by proper training which will reduce thesdditisfaction of the customers.
Only Coca- Cola products were available in the lhatee hotel may consider
providing the other brands too, as variety alwaysets and satisfied customers.

CONCLUSION

The intention of this study is to categorize thedwand perceptions of hotel
customers based on their level of their satisfactgh reference to Sree Annapoorna
group of hotels in Coimbatore. A variety of similees in the satisfaction level of the

WWWw.oiirj.org ISSN 2249-959




Online International Interdisciplinary Researchrdaiy {Bi-Monthly}, ISSN 2249-9598, Volume-09, F&019 Special Issue (04)

respondent customers have been discussed. On thle,whe data analysis showed
that the results were reliable and indicated a goeasure of sampling adequacy.
Whether the hotel attributes exceeded customerzeaations is the key to success
for hoteliers. Effective marketing strategies némdbe planned by hoteliers to attract
and keep more and more customers, by satisfying tthering their first visit, and
then developing customer loyalty for Sree Annapadsnoup of Hotels, Coimbatore.

BIBLIOGRAPHY

1. Ofer H. Azar (2017), “Incentives and Service Qualibh the Restaurant
Industry: The Tipping — Service Puzzle”, Workingpeg Department of
Business Administration, Ben-Gurion University chdév.

2. Khaldoon Nusair, Hae Jin Yoon, Sandra Naipaul, &tapsa H.G. (2016).
Effect of Price Discount Frames and Price Discdumtels on Consumers’
Perceptions. International Journal of Contemporaridospitality
Management.Vol. 22(9).

3. Jessica Salver, (2016). Brand Management in thelttadustry and its
Potential for Achieving Customer Loyalty. GRIN Vagl

4. Nelson Tsang and Hailin Qu (2000). “Service quality China’s hotel
industry: A perspective from tourists and hotel agers”. International
Journal of Contemporary Hospitality Management.dived: Vol.12, Issue 5.

5. Holjevac, I. A, Markow, S., &amp; Raspor, S. (2000), “Customer
Satisfaction Measurement in Hotel Industry: ConteXtalysis Study.”
Working paper.

6. Lovaglio, P.G. (2001), “The Estimate of CustometisSaction” Working
Paper: Department of Statistics, University of Mada

7. Malthouse, E.C., Oakley, J.L., &amp; Dawn lacobu2003), “Customer
Satisfaction Across Organizational Units.” WorkiRpper: Northwestern
University.

8. Miguel I. Gomez, Edward W. McLaughlin, and Dick Wittink, (2003). Do
Changes in Customer Satisfaction Lead to Chang#seirbales Performance
in Food Retailing? Yale School of Management, Wiafeer: No. 14.

WWWw.oiirj.org ISSN 2249-959




