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Abstract

Customer loyalty has been recognised as a potent defensive weapon in the marketing
literature (Reichheld, 1996a). However, the relationship between customer perceptions
of value, customer satisfaction and customer commitment in the development of
customer loyalty remains unclear. In addition, many studies in this field have been
primarily theoretical in nature despite the managerial utility of examining the effect of

individual performance attributes (Patterson and Spreng, 1997).

The objective of this study is therefore to develop and empirically test an integrated
post-consumption model of customer loyalty. The proposed model is built on the
components of customer commitment, customer satisfaction and customer perceived
value, and includes the hypothesised antecedents of these components (product
quality, service quality, relationship quality, extra benefits, problem resolution and
customer costs). All components were examined via structural equation modeling
(Bagozzi, 1982). Because it was desired that the results of the study also be
operationally relevant, the factors that significantly impact customer commitment
were examined at the individual attribute level. In this way, areas of potential
opportunity for enhancement of the hotel industry’s offering to the meeting market

were identified. Finally, the outcomes of customer commitment were investigated.

The model was tested in the meeting market segment of upscale (4 and 5 star) hotels.
Both qualitative and quantitative methodologies were employed. The qualitative data
was in the form of in-depth semi-structured field interviews with eight top-level

meeting planners from the UK and USA. The quantitative data was in the form of self-
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administered mail-in questionnaires. The questionnaire sample included 206 meeting

planners from the USA and the UK who use upscale hotels for their meetings.

The study found that both customer satisfaction and perceived value influence
customer commitment directly. In addition, perceived value affects commitment
indirectly through satisfaction. The results of the research also indicate that in the
meeting market of upscale hotels, (1) relationship quality and problem resolution are
significant antecedents of customer satisfaction, (2) product quality and relationship
quality are significant antecedents of perceived value, and (3) customer costs have a
negative impact on perceived value but a positive impact on customer satisfaction. At
the attribute level, the results indicate that the greatest area of opportunity for hotels to
increase the level of meeting planner commitment to booking meetings at their hotel is
in fully meeting the agreements that it makes with the meeting planner, with particular
care being given to the related issues of staff reliability, low turnover of top

executives, attention to detail and the accurate recording of meeting requirements.

The results of the present study also confirm that committed customers (1) are
proactive in their purchase behaviour; (2) are not actively pursuing alternatives; (3)
speak positively to others; that (4) their behaviour is voluntary; and that (5) they
intend to continue doing business with the company. Furthermore, although usually
only about 5% of customers who encounter problems will let a company know (Hart
et al, 1990), the results of the present study indicate that committed meeting planners

communicate with the hotel they are committed to when they encounter problems,

thus providing the hotel with invaluable information.
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CHAPTER ONE: RATIONALE FOR THE STUDY

Although there has been a substantial amount of research conducted during the past
twenty years in the areas of service quality and customer satisfaction, researchers have
found that investments in service quality need to be balanced with a consideration of
which aspects of quality customers value and are willing to pay for (Rust, Zahorik and
Keiningham, 1995). Furthermore, researchers have found that even satisfied customers
defect (Jones and Sasser, 1995). As a result, the relationship of service quality and
customer satisfaction to actual benefits for the company in terms of customer repeat
purchase, positive word-of-mouth and increased ‘share of wallet’ has come under
question (Anderson, Fornell and Lehmann, 1994; Hennig-Thurau and Klee, 1997;

Jones and Sasser, 1995; Rust and Zahorik, 1993).

In addition, much marketing research has been undertaken to investigate strategies for
attracting new customers (offensive marketing), but much less research has been
conducted to investigate sfrategies for strengthening the base of a company’s existing
customers (defensive marketing) (Bowen and Shoemaker, 1997; Reichheld, 1993; Rust
and Zahorik, 1993; Zeithaml, Berry and Parasuraman, 1996). In the 1970's, a study on
the Profit Impact of Market Share (PIMS) concluded that one of the most important
determinants of company profitability was market share (Buzzell and Gale, 1987). In
their pursuit of market share, many companies became more concerned with the
acquisition of new customers than with the retention of existing ones. Recently,
however, it has been suggested that customer retention and loyalty are more important

determiners of profit than market share (Reichheld and Sasser, 1990), and that the key



to achieving customer loyalty is through the creation and delivery of superior

customer perceived value (Heskett, Jones, Loveman, Sasser and Schlesinger, 1994).

In the 1990's, therefore, the focus in marketing research shifted from quality to value
(which benefits at what cost), and from satisfaction to loyalty. Two of the leading
industry and academic marketing research bodies, the American Marketing
Association (AMA) and the Marketing Science Institute (MSI) have identified
customer perceived value and customer loyalty as top priorities for the coming years

(AMA Call for Papers, 1999; MSI Overview of Research Priorities, 1998-2000).

OBJECTIVES OF THE STUDY

The objectives of this thesis are to synthesise previous research in the areas of
customer loyalty and commitment, customer satisfaction and customer perceived
value, and to develop and test an integrated post-consumption model of customer
loyalty based on these components. Certain outcomes that are beneficial to a company,
such as positive word of mouth, increased share of wallet, and decreased price
sensitivity, have been proposed to result from customer loyalty. A further objective of
this thesis, therefore, is to investigate whether this is indeed the case. Customer loyalty
is defined as a series of actual repeat purchases in the past accompanied by a
commitment to continue purchasing in the future. Customer commitment is defined as
a customer’s enduring favourable intention towards a firm. Customer satisfaction is
defined as a pleasurable feeling of fulfilment resulting from a positive evaluation of
the consumption experience. Customer perceived value is defined as an interactive,

relativistic, preferential judgement of the benefits and costs of the total consumption



experience as perceived by the customer. In short, customer benefits and costs are

proposed to lead to a customer's perception of value which in turn leads to customer

satisfaction and to loyalty (of which commitment is the attitudinal dimension). Figure

1.1 displays the conceptual framework guiding the study.

Figure 1.1 Conceptual framework of the study

Customer
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A further objective of this thesis is to investigate the drivers of customer commitment

at the individual performance attribute level. The drivers of customer commitment are

those individual performance attributes that are deemed to have the greatest impact on

the customer's level of commitment.

Specifically, the objectives of the study are to:

1. investigate the correlation between customers' perceptions of their level of

commitment and their actual described behaviours and attitudes (outcomes of

customer commitment).

2. determine areas of opportunity to increase the level of customer commitment;



3. investigate the drivers of customer commitment at the individual attribute level
from the customer’s perspective; and

4. develop and test an integrated post-consumption model of customer loyalty (the
relationship between customer commitment, customer satisfaction and customer

perceived value) as applied to the meeting industry.

RESEARCH STRATEGY

This study is integrative in nature and uses a multi-method research strategy in the
belief that each of the various research strategies employed provides insights from a
different perspective, with synthesis occurring at the final stage of the analysis
(Morgan, 1983, p.380 as cited in Gill and Johnson, 1991, p.147). The use of more than
one research method to examine a particular phenomenon may improve understanding
of that phenomenon and each technique may reveal facets of the phenomenon that
would not be yielded by the use of alternative methods (Clark, Riley, Wilkie and
Wood, 1998, p.39). Multi-methods are infrequently used in research as they are
extremely time consuming and costly. However, for students undertaking extended
pieces of work such as research degrees, multi-methods may be especially appropriate

(Gill and Johnson, 1991, p.152).

Both quantitative and qualitative research was conducted. Quantitative research in the
form of mail-in questionnaires was conducted with a sample of meeting planners from
the UK and USA who book meetings at four to five star hotels (see Appendix A).

Qualitative analysis was undertaken in the form of in-depth semi-structured interviews



with corporate and association meeting planners purchasing meeting facilities and

services from four to five star hotels (see Appendix B).

It was desired that the results of this study be both theoretically and operationally

relevant. According to Patterson and Spreng (1997, p.415):

Most studies modeling the impact of perceived performance on satisfaction or
behavioural intentions have done so at the aggregate construct level, despite
the fact that examining the effect of individual performance attributes has
potentially great utility for practising managers.

Therefore, the following research strategies were employed:

1. frequency analysis was used to identify the behavioural and attitudinal outcomes
of customer commitment;

2. gap analysis was used to investigate the differences (gaps) between the levels of
individual performance attributes received by meeting planners from hotels and
the importance of the various individual performance attributes to meeting
planners’ level of commitment, in order to reveal potential areas of opportunity for
hotels to enhance their offering to meeting planners (including a visual
prioritisation of these gaps by means of quadrant charts);

3. regression analysis was used to investigate the drivers of customer commitment
(which individual performance attributes of a hotel's offering have the greatest
impact on customer commitment); and

4. structural equation modeling was used to investigate any causal relationships
between customer commitment, customer satisfaction and customer perceived
value (including product quality, service quality, relationship quality, extra

benefits, problem resolution and customer costs). Structural equation modeling is
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particularly useful when one desires to examine a series of dependence
relationships simultaneously and identify possible structural relationships between
constructs (Hair, Anderson, Tatham and Black, 1998, p.578; Vavra, 1997, p.354).

Figure 1.2 outlines how each research strategy is related to the various portions of the

conceptual framework.

Figure 1.2 Conceptual framework with research strategy
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DOMAIN OF THE STUDY

Since the 1950’s, the world economy has become increasingly integrated. Most
recently, rapid globalisation has largely been fuelled by the fall in trade barriers set

into motion through the agreement by the 128 member countries of the World Trade
Organisation (WTO) to liberalise their product markets (General Agreement on Tariff
and Trade, 1994). Since that time, many WTO countries have also signed agreements
to expand free trade in services such as telecommunications and information
technology. The OECD estimates that more than half of total Gross Domestic Product

(GDP) in the advanced economies is now knowledge-based (The Economist,




December 6, 1997, p.81-82). The privatisation process of formally public held
companies such as airlines, rail, communication and utilities have created mega-
mergers and cross-national alliances, all contributing towards the spectacular growth

of the service sector and an increasingly competitive environment (Schlentrich, 1993,

p.14).

Furthermore, the increase in disposable income, especially of the population in the
western industrialised nations, has resulted in an increasing demand for personal
services, particularly in areas of travel, leisure and entertainment. As of 1993, the
service sector accounted for 58 % of world wide GDP. In the United States, services
accounted for 74 % of GDP. In the European community, the service sector employed
more than 133 million people, or 60% of the work force (Bateson, 1995a, p.4-5).
There is also a hidden service sector largely unaccounted for by government
statisticians that relates to the manufacturing, agricultural and extractive industries.
These industries contain a wide array of internal service components such as legal
services, human resource administration, office cleaning or security services which are
presently accounted for under the manufacturing sector (Lovelock, 1996, p.3). In
response to an increasingly demanding and sophisticated consumer market,
manufacturing is adopting service sector strategies. Products once mass-produced are

now often being tailored to the needs of the individual (Wyckhoff, 1996, p.44).

The hotel industry
One of the industries in the service sector that has seen rapid international expansion

and consolidation is the tourism and travel industry, of which the hotel industry is a



major component. As a result of mergers and take-overs, consolidation has led to the
creation of new hotel mega-holding companies (Bass Plc, Intercontinental and Holiday
Inn; Granada Plc, Forte and Merndien; Starwood, Westin and Sheraton; Patriot
American, Wyndham and Carefree Resorts; Marriott, Renaissance Hotels and Ritz-
Carlton; Hilton USA and Doubletree). In the US alone, over 170 hotel chains vie in
different market segments for a customer who increasingly has more options from
which to choose. In a recent interview with leading hospitality executives, it was
stated that some of the most important strategies for the future of the industry are (1)
to pay close attention to the customer, (2) to adapt to customers’ changing needs and
lifestyle, (3) to create brand differentiation, and (4) to enhance customer loyalty
(Lodging Magazine, January 1998, p. 40-43). Hotel marketers are therefore vitally
interested in developing strategies to increase their customer base through both

customer acquisition and retention, and thereby increase their overall profitability.

The meeting market

The meeting and convention market segment of the hotel industry has also grown
proportionately with the globalisation that service industries have experienced during
the past decade. Meetings, conventions and exhibitions have greatly benefited from
the rapidly changing political, economic, social and business environment. Although
the growth of economic communication networks has taken over from the traditional
print media, face-to-face communications for marketing, networking and general
communication purposes are still the preferred channels. Following is a description of

the main categories of the meeting and convention market (see Schlentrich, 1999):



Associations can be broadly classified into the following categories: trade and
professional associations, government organisations, labour unions, scientific and
medical associations, avocational associations and charitable associations. Each
one of these associations has special meeting requirements in terms of function
and exhibition space, food and beverage, and entertainment. Major association
meetings require long lead times and are often held on a rotating basis in different
geographic locations. Attendance at association meetings is voluntary and, as such,
it is critical that the programme content, the selected destination and the venue
appeal to the membership.

SMEREF is a subset of the association market and stands for social, military,
educational, religious and fraternal organisations. The majority of functions
sponsored by these organisations are individually paid for by the meeting
participant and usually involve spouse or family participation. Meeting
participants are usually price conscious. SMERF functions are usually held on
weekends during the off-season and are regarded by hotels and convention venues
as good ‘filler’ business.

Corporate meetings represent one of the major meeting sectors. As a result of
privatisation, mergers and globalisation, the corporate meeting market has
expanded rapidly during the last decade. Corporate meetings can take on many
different forms. A survey by Meetings and Conventions Magazine (1996)
identified the types of meetings corporations hold most frequently as management
meetings, training seminars, marketing and sales meetings, shareholder and board
of director meetings. Attendance at corporate meetings are mandatory and

meetings are held with shorter lead times than association meetings.



» Incentive travel is an important subset of corporate group business. It has long

been recognised by companies as an effective motivational tool for rewarding the
outstanding performance of employees and management. Meeting planners and
incentive travel organisers seek venues (hotels, cruise ships or country estates) that
offer high quality facilities and services in order to create a memorable experience
for their customers. Almost all incentive travel includes some form of special
entertainment, themed food and beverage functions, and either spectator or
participative events.

o Exhibitions and trade fairs may be organised by trade or professional

organisations, exhibition centres, exhibitors themselves, and private or public
companies. Trade shows are so successful because they unite under one roof
during a limited period of time (usually three to five days) exhibitors and buyers
from different parts of the world, thus making them a cost-effective marketing and
sales vehicle. Trade fairs are usually held during the same period and in the same
location each year. Exhibitions are increasingly held in conjunction with the
annual meeting of associations and are used as an important source of additional

income for associations.

The convention, exhibition, meeting and incentive markets make a significant
economic contribution to the tourism industry in general and the hotel industry in
particular. The Union of International Associations has records of international
conferences being staged in 187 countries in 1996 (Rogers, 1998, p.80). A study by
the consulting firm Deloitte and Touche in 1993 concluded that the economic impact

of conventions, exhibitions, meetings and incentives in the USA totalled $82.8 billion
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in direct spending and represented 36% of hotel industry operating revenue (Crouch
and Ritchie, 1998). Accurate statistics for the rest of the world are not available, but it
is estimated that the remaining G7 countries generate between $40 and $65 billion in
the meeting market segment per year (Schlentrich, 1996). A survey of 2,000 hotels in
America conducted by PKF Consulting (1997) found that meeting planners were
increasingly generating more business for 40% of the surveyed hotels. In terms of
profitability and the ultimate financial success of a hotel, it 1s imperative that
management fully understands this market’s structure, buying centres, venue and
service requirements (Schlentrich, 1999, p.150). However, the meeting industry
represents one of the least understood market segments of the hospitality industry and
very little academic research has focused on this industry (Crouch and Ritchie, 1998,
p.49). Figure 1.3 depicts the functional inter-relationships between the external
environment, relevant stakeholders and the internal operational environment,
including reporting relationships with the meeting market (with front and back of the

house functional structure).

The meeting planner

The meeting planner acts primarily as an intermediary who facilitates the transfer of
services or information between the ‘client’ (the association or corporation sponsoring
the meeting) and the ‘venue’ (the hotel), and thus plays an instrumental role in the
venue selection and evaluation process (see, for example, Kotler ez al, 1996, p.172;
Maister and Lovelock, 1982, p. 20). It is difficult to define precisely all the job titles of
those responsible for planning corporate or association meetings. The two major

categories of meeting planners are (1) those who hold in-house corporate or

11



Figure 1.3 Functional inter-relationship model
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association positions (for example, corporate travel manager, in-house corporate
meeting planner or association meeting planner), and (2) those who offer such a
service externally to the corporation or association (for example, travel agents or
freelance meeting planners). A great number of meetings are also booked directly by
corporate operating departments, such as human resources or marketing. Although
meeting planners are not the end-users of the service, they are ‘customers’ in the sense
that they are the influencers, decision-makers or buyers of the offering (see, for
example, Bennington and Cummane, 1998, p.396). Meeting planners coordinate
approximately two-thirds of conventions and trade shows (Judd, 1995). However, little
research has been done in the area of intermediaries in a service context and research

in this area is much-needed (Mehta and Durvasula, 1998, p. 40; Parasuraman, 1998, p.

309).

Convention Service Manager

Previously, meeting planners were required to be in contact with various hotel
department heads, such as the front office manager, concierge, food and beverage
manager, head housekeeper, and so on. However, in order to provide a more reliable
and responsive service offering to meeting planners, hotels are increasingly assigning
a single hotel representative, sometimes called the Convention Service Manager
(CSM), to coordinate the very complex and diverse requirements that meeting
planners often have. Once a meeting has been booked, it is the responsibility of the
CSM to coordinate all the requirements of the function with the meeting planner. The
CSM must therefore have an intimate knowledge of the hotel’s facilities and how the

operating departments of the hotel function. Typically, the CSM has the authority and
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responsibility for determining strategy and tactical details of a meeting or convention
during the time it is in the hotel. Some of these responsibilities include, for example,
working with the director of marketing and the director of sales to develop and
implement programs, maintaining records of meetings, co-ordinating with the hotel’s
department heads to ensure that all plans are followed, checking daily on the function,
and scheduling a post-event review session with the meeting planner (see Montgomery
and Rutherford, 1994). Furthermore, the CSM must have the ability to work in a
professional and cooperative manner, be detail oriented, be able to handle stress, and
have the authority to handle last minute changes which will impact the various

departments of the hotel.

This new organisational hotel structure has proved useful in the development of longer
term relationships based on commitment and trust (Bowen and Breiter, 1998, p.4). In a
study investigating the interaction between meeting planners and hotel employees,
Rutherford and Umbreit (1993, p.77) found that no one was more important during an
event than the Convention Service Manager. In case after case, meeting planners

stated that it was the knowledge and professionalism of that key staff member which

made the difference between success and disaster.

The typical relational structure between the meeting planner (intermediary), the
meeting client (sponsor), and the venue (hotel or convention centre) as well as the key
sequential stages (such as meeting planning, the buying process, the delivery function
and the overall client evaluation of the consumption process) is represented in Figure

1.4. The relationship between the hotel industry and the meeting industry is a complex
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Figure 1.4 Meeting planning flow-chart
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one, and meeting planners, although they are not end users, represent an important

target market of hotel customers.

The service/product relationship

Although service industries have been the dominant force in the more affluent nations
for the past fifty years, it is only within the past thirty years that researchers and
practitioners alike have come to the conclusion that both management and marketing
tasks in the service sector differ from those in manufacturing in several important
aspects. The traditional management approach originated in manufacturing and has its
roots in the industrial area of economics of scale. Efficient utilisation of product
resources, capital and labour were regarded as the driving forces in the creation of
company value. Management style was largely hierarchical and involved the
controlling and allocation of these resources. However, in service dominated
industries, although the production process also often involves physical resources
(such as hotels, hospitals, restaurants and educational institutions), the focus is on the

service production process in which the customer becomes the focal point.

The unique characteristics that are commonly accepted as distinguishing services from
goods are intangibility, inseparability of production and consumption, heterogeneity
and perishability (Berry, 1980; Shostack, 1977; Zeithaml and Bitner, 2000, p.12). In

the following sections, these characteristics of services are applied to the meeting

market segment of the hotel industry.
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Intangibility
The relationship between goods and services runs on a continuum between
intangibility and tangibility. Nearly all industries have some service element and
nearly all services have some product element. This is particularly true in the hotel
industry which has a high investment in physical plant but which is also highly labour

intensive. Figure 1.5 demonstrates the overlap between products and services in a full-

service conference hotel.

Figure 1.5 The service-product relationship in a conference hotel

Product (Tangibles)

Service (Intangibles)

t t t t t

Meeting Meeting Food Check-in Convention
Rooms Breaks Service Check-out Services

Products, such as hotel facilities and amenities, can be inspected and evaluated prior to
purchase. Most services, on the other hand, such as meeting activities or post-event
review sessions, cannot be inspected prior to consumption. The risk associated with
the purchase of services is therefore considered to be substantially higher (Zeithaml,

1981). Customers place credence in the promises made by sales staff or service
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operators in the hope that promises will be met during the consumption process

(Bitner, 1995).

Inseparability
Many services require the customer to enter the ‘service factory’. The hotel’s service
factory is divided into the production element, commonly referred to as ‘back-of-the-
house’ (BOH) and the service delivery process, commonly referred to as ‘front-of-the-
house’ (FOH). Increasingly, service providers are moving aspects of the back-of-the-
house to the front-of-the-house in order to (1) increase levels of productivity by
involving the customer in the service process (for example, self-service meeting break
stations), (2) increase levels of efficiency (for example, by automating check-in and
check-out of convention participants), and (3) improve employee attitude and
relationship with the customer (for example, by having back-of-the-house staff
participate in the process of conference programme development). It is in the front-of-
the-house that the critical interface, often referred to as the ‘service encounter’ (Bitner,

1990), between customer, service provider and the service process occurs.

Heterogenity
Heterogeneity refers to the variability that is an integral part of the service process.
Each customer is unique, each employee is unique and each service encounter is
unique. Many different employees may be in contact with an individual customer,
raising a problem of consistency of behaviour (Langeard ef a/, quoted in Zeithaml,

1985, p.34). In addition, events outside the control of the service provider often have a
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strong influence on the customer’s perception of the service process, for example,

customers' prior experiences (Boulding ef al, 1993).

Standardised operating procedures are one means of attempting to introduce more
consistency into the delivery of services. Unfortunately, in the hotel industry operating
procedures are usually developed without the involvement of front-line staff with the
result that they can often be cumbersome, impractical and irrelevant. In addition,
management’s focus on short-term results and lack of concern for front-line staff often
results in poor pay, unpleasant work conditions and high labour turnover (Wood,
1994). Some aspects of the meeting service process can be standardised but, in
general, the meeting planner will customise each event to the specific client. To
further complicate the issue, this process of customisation involves many different
hotel departments (for example, purchasing, housekeeping, food and beverage,
engineering, security, accounting, front office) as well as external subcontractors (for
example, musicians, florists, decorators, translators, transportation) thus requiring

excellent communication, collaboration and timing.

Perishability
Services cannot be inventoried. If a day goes by and a hotel room or a meeting room is
not used, the lost revenue for that day cannot be recaptured. In view of a hotel’s
relatively high fixed costs, it is essential that the hotel operate at maximum occupancy
levels. Traditionally, hotels have focussed on the acquisition of new customers and
relatively little effort has been exerted to increase the retention rate and commitment

level of the existing customer base. Depending on location, four-to-five star hotels
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usually operate at an occupancy level of 55-75% (Smith Travel Research, 1998),

which indicates that an opportunity exists to increase the use of their perishable

commodity.

While serving in an executive capacity at Hilton International Hotels and later at
Stakis Hotels, the researcher investigated the occupancy level of function rooms and at
that time found them to be surprisingly low (Hilton was 36% and Stakis 28%).
Considering the high capital costs for the building and equipping of the function
spaces and the required support facilities (kitchens, storage and technical areas),
targeted marketing and service strategies were put into place in order to increase the
occupancies of these facilities. Customer research at that time indicated that the
service and product offerings in these hotel companies did not provide sufficient
differentiation from the competition to create a significant competitive advantage.
Furthermore, many of the service and product offerings did not conform to customer
requirements. This experience of identifying the features that would indeed generate
such a point of differentiation in the minds of customers and thereby increase

customer commitment and achieve a significant competitive advantage became a focal

point of interest for the researcher and an impetus for the current study.

The research setting

Four to five star hotels were selected for this study because they are able to provide
the full range of products and services that meeting planners require and therefore are
the preferred venue for meetings and conventions. The five star hotel segment includes

brands such as Four Seasons, Ritz-Carlton, Savoy and Mandarin Oriental as well as
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luxury independents affiliated with membership organisations such as Preferred Hotels
& Resorts Worldwide. The four star segment consists of brands with slightly lower
service levels, less extensive amenities and lower average room rates than the five star
segment. This segment typically caters to business travelers and convention and
meeting groups. Marriott, Sheraton, Hyatt and Hilton dominate this segment (Bear

Stearns, 1997, p.67-68).

In conclusion

Service industries today are characterised by increasing levels of globalisation,
industry consolidation, and customer demands for improved quality and value
(Parasuraman, 1998, p.309). In this competitive service industry environment, service
providers and marketers need to focus not only on the development of strategies for
acquiring new customers but also on developing strategies for improving the level of
retention and commitment of their existing customer base. The aforementioned
changes in the service industry coupled with the increasingly competitive environment
make it imperative for service providers to understand and respond to customer needs
and the underlying factors that lead to their satisfaction and loyalty. New models to
analyse services oriented industries and to reflect changing customer perceptions
therefore need to be developed (Chase and Heskett, 1995). The primary purpose of the

current research is to develop and test such a model.

The meeting market of the hotel industry is a complex one in which many diverse
factors play important roles. Cross-functional thinking is required, calling for inter-

disciplinary research. In accordance with the preceding discussion, it was felt that the
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meeting market segment of the 4 and 5 star hotel industry lends itself well to such an

undertaking.

CONTRIBUTION OF THE STUDY

It is anticipated that, as a result of this study, there will be an increased understanding
of the role of customer perceived value and customer satisfaction in the development
of customer commitment and loyalty, especially in the important meeting market in

four-to-five star hotels.

Specifically, it is anticipated that this study will help provide:

1. confirmation of the behaviours and attitudes of committed customers;

2. 1identification of potential areas of opportunity for enhancement of the hotel
industry’s offering (value proposition) to the meeting market;

3. anincrease in the hotel industry’s understanding of the drivers of customer
commitment in the meeting market; and

4. clarification of the relationship between customer commitment, customer

satisfaction and customer perceived value.

MODEL OF CUSTOMER LOYALTY

Figure 1.6 represents an integrated model of customer loyalty. The model is a post-
consumption evaluation by the customer of a firm's value proposition (customer
benefit and cost considerations) and its impact on their overall level of satisfaction and

commitment. Whereas at the pre-purchase stage, the focus of the customer is on a
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Figure 1.6 Model of customer loyalty
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choice between alternative offerings, at the post-consumption stage the focus is on an
evaluation of the performance of the chosen alternative (Liu, 1998, p.8; Spreng, Dixon
and Olshavsky, 1993, p.50; Woodruff, 1997, p.141). According to previous research,
in a post-consumption situation, the customer has gained first-hand experience with
the firm's offering and is therefore less influenced by extrinsic cues such as the
competitive environment and marketing communication (Patterson and Spreng, 1997,
p.417). As this is a post-consumption model of the customer's evaluation of the
perceived performance of the chosen alternative, the consideration of these factors is
not included. The model draws on previous work in the areas of customer loyalty
(commitment), customer satisfaction and customer perceived value, and evolved out

of personal experience in the field as well as an extensive literature review.

ORGANISATION OF THE STUDY

This thesis 1s organised into five chapters. The first chapter provides an introduction to
the conceptual domain and establishes the objectives of the research. An integrated
post-consumption conceptual model of customer loyalty is presented. Chapter Two
contains a literature review in the areas of customer loyalty and commitment,
customer satisfaction, customer perceived value, and the antecedents of satisfaction
and value (product quality, service quality, relationship quality, extra benefits,

problem resolution and customer costs). Construct definitions underlying the proposed
framework and research hypotheses are provided. Chapter Three describes the
research methodology, including the sampling plan. Chapter Four presents the
research findings. Chapter Five presents concluding remarks with future research and
managerial implications.
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CHAPTER 2: LITERATURE REVIEW AND HYPOTHESES

This thesis focuses on customer loyalty and the related concept of customer
commitment, which is viewed as the attitudinal dimension of customer loyalty. This
thesis attempts to determine the relationship between customer commitment, customer
satisfaction and customer perceived value, and which specific attributes of a
company's offering have the greatest impact on levels of customer commitment. The
purpose of the literature review is to examine relevant research in areas that are related
to and underlie the concepts of customer loyalty and commitment. The literature
review is divided into four sections that present and synthesise prior research in the
areas of’

1. customer loyalty (e.g. Bowen and Shoemaker, 1998; Dick and Basu, 1994;
Reichheld, 1996a, 1996b) and customer commitment (e.g. Gundlach, Achrol and
Mentzer, 1995; Morgan and Hunt, 1994);

2. customer satisfaction (e.g. Fornell, Johnson, Anderson, Cha and Bryant, 1996;
Oliver, 1980, 1997; Spreng, MacKenzie and Olshavsky, 1996);

3. customer perceived value (e.g. Holbrook, 1994; Patterson and Spreng, 1997;
Zeithaml, 1988); and

4. the antecedents of value and satisfaction, including

a. product quality (e.g. Bitner, 1992; Dube, Enz, Renaghan and Siguaw,
1999; Garvin, 1984; Turley and Fugate, 1992),

b. service quality (e.g. Gronroos, 1984, 1990a; Schiesinger and Heskett,
1991; Shostack, 1977; Zeithaml, Berry and Parasuraman, 1996),

c. relationship quality (e.g. Berry, 1983, 1995a; Bendapudi and Berry, 1997,

Gronroos, 1997; Morgan and Hunt, 1994),



d. extra benefits (e.g. Dowling and Uncles, 1997; O’Brien and Jones, 1995;
O’Malley, 1998),

e. problem resolution (e.g. Hart, Heskett and Sasser, 1990; Johnston, 1995;
Smith, Bolton and Wagner, 1999; Tax, Brown and Chandrashekaran
1998), and

f. customer costs (e.g. Dodds, Monroe and Grewal, 1991; Oh, 1999).

The literature review provided the theoretical basis for the development of the post-
consumption model of customer loyalty (see Figure 1.6). At the end of each section is
a statement of the research hypotheses. There are many factors other than customer
loyalty that impact the ultimate profitability of a company, such as the competitive
environment, economic conditions and technological advances; however, they are

outside the scope of this thesis.

SECTION ONE: CUSTOMER LOYALTY AND COMMITMENT

The first section of the literature review provides a theoretical framework underlying
the concepts of customer loyalty and commitment, and includes a discussion of
customer loyalty, customer defection and customer retention, the dimensions of
customer loyalty, a definition of customer loyalty, and the benefits to a company of

loyal customers.

Introduction

Marketers have struggled to understand the concept of customer loyalty and how best

to pursue the goal of building and sustaining it (Brierly 1994 as cited in Pritchard and
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Howard, 1997, p.2). Dick and Basu (1994, p.99 and p.111) describe loyalty as 'a
construct that is undergoing a maturation process striving for theoretical legitimacy
and practical usefulness' and a 'complex phenomenon that warrants a more multi-
faceted conceptualisation than has been attempted previously'. Evidence from the
Service Profit Chain, a study of how leading companies link profit and growth to
loyalty, satisfaction and value, suggests that one of the strongest relationships in the

chain is between customer loyalty and profit (Heskett, Sasser and Schlesigner, 1997,

p.12).

Customer defection

According to McKinsey & Co., losing a customer is an economic catastrophe
(Leszinski, Weber, Paganoni and Baumgartner, 1995, p.124). Yet the average
American company loses 15 to 20 percent of its customers each year (Griffin, 1995,
p-11). A retained customer automatically generates business, but a customer defecting
from a company takes the business stream along to a competitor, possibly resulting in
years of lost revenue (Chakrapani, 1998, p.7). In order just to maintain market share,
these lost customers must be replaced. Recent research has demonstrated that it can be
four to ten times more costly to replace an existing customer than to gain a new one
(Wells, 1993a; Murphy, 1997; Reichheld and Sasser, 1990). It has therefore been
suggested that marketing resources may be more profitably spent on the retention and
development of the existing customer base (defernsive marketing) than on the
acquisition of new customers (offensive marketing) (Aaker, 1992a, p. 214; Fornell and

Wernerfelt, 1987; Reichheld, 1996a).
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In an often-quoted study of banking, insurance and auto-service firms by Reichheld
and Sasser (1990, p.105) it was demonstrated that, as a result of the profit from
increased purchases and higher balances of repeat customers, reduced operating costs,
referrals and being able to charge a price premium, a 5% increase in customer
retention can boost profits by almost 100%. The luxury hotel company, Ritz-Carlton,

has 100% customer retention as one of its foremost strategic goals (Partlow, 1993,

p-21).

Loyalty versus retention

In the marketing literature, the terms customer loyalty and customer retention are often
used interchangeably or as surrogates for one another with no distinction made
between the two constructs (e.g. Boulding, Kalra, Staelin and Zeithaml, 1993;

Fomnell, 1992; Heskett et al 1994, p.170; Liljander and Strandvik, 1995, p.142; Liu,
1998, p.1; Maloles, 1997, p.17; Storbacka, Strandvik and Gronroos, 1994, p.23). The
result is much confusion and misunderstanding. Customers may continue to purchase
from a company for many reasons other than loyalty, such as convenience, habit, or
lack of alternatives (Bitner, 1990, p.80) and thus may appear to be loyal but, in reality,
may be merely retained. Mere customer retention, without the accompanying positive
attitudinal dimension of commitment, is not equivalent to customer loyalty. While all
committed customers are retained customers, not all retained customers are necessarily
committed. An important goal, therefore, is to try to find out what makes customers

more committed (Liljander and Strandvik, 1995, p.163).
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Many outcomes of customer loyalty have been noted in the literature, such as positive
word of mouth, increased share of wallet and less price sensitivity (Bendapudi and
Berry, 1997; Bowen and Shoemaker, 1998; Reichheld, 1996b; Zeithaml, Berry and
Parasuraman, 1996) which are not outcomes of mere customer retention. If a customer
1s retained as a result of high exit barriers or switching costs or by a lack of available
alternatives and is not satisfied, the outcomes for a firm of such a customer may not be
positive and may, in fact, even be quite negative (such as negative word of mouth,
extreme complaining behaviour and minimum share of wallet) (Jones and Sasser,

1995, p.97). Many researchers have investigated the antecedents of customer retention
(often operationalised as 'behavioural intentions' or 'repurchase intentions') (e.g.
Anderson and Sullivan, 1993; Fornell, 1992; Liu, 1998; Maloles, 1997; Taylor and
Baker, 1994; Zeithaml, Berry and Parasuraman, 1996); however, for the reasons listed
above, the aim of this research is to investigate the antecedents of customer loyalty
(and, specifically, customer commitment which is deemed to be the atittudinal

dimension of customer loyalty) rather than customer retention.

The dimensions of customer loyalty

In a study by Jacoby and Chestnut (1978), 53 different measures of loyalty from more
than 300 articles were reviewed (cited in Blackwell, 1998, p.22). These measures
included behavioural dimensions, attitudinal dimensions, or a combination of
behavioural and attitudinal dimensions. However, a one-dimensional conceptualisation
of loyalty as either repeat purchase behaviour (a behavioural dimension) (e.g.

Liljander and Strandvik, 1995, p.151) or as behavioural intentions (an attitudinal
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dimension) (e.g. Zeithaml, Parasuraman and Berry, 1996) has been dominant in the

literature (Morgan and Hunt, 1994, p.23; Soderlund, 1998, p.174).

Despite the predominant conceptualisation of loyalty as a one-dimensional construct,
many recent definitions have included both a behavioural and an attitudinal dimension
(Dholakia, 1997, p.381). According to O' Malley (1998, p.49):
It seems that neither attitudinal nor behavioural measures on their own are
sufficient to explain or define loyalty. This is important for managers, as it
suggests that existing measures of loyalty may be seriously flawed, and thus

strategies developed on the strength of such measures may be inadequate.

Day (1969) was the first to conceptualise loyalty as a two-dimensional construct with
an attitudinal and a behavioural component. In a seminal study by Dick and Basu
{1994), the authors adapted Day's 2-dimensional conceptualisation of loyalty. They
defined loyalty as the strength of the relationship between relative attitude and repeat
patronage. They criticised previous one-dimensional conceptualisations of loyalty as
capturing only the static outcome of a dynamic process with no attempt to understand

the factors underlying repeat purchase (Dick and Basu, 1994, p.100).

Behavioural dimension

There has been considerable confusion in the marketing literature concerning the
behavioural dimension of loyalty, particularly with regard to the phrase 'behavioural
intentions'. Because this phrase links the word 'behavioural' with the word 'intentions',

researchers have sometimes mistakenly identified intentions as a behaviour rather than



as an attitude (e.g. Hallowell, 1996; Liljander and Strandvik, 1995, p.143-144). In this
thesis, the behavioural dimension of customer loyalty is defined as actual behaviour
(repeat purchase), not behavioural infentions. Researchers have called for the inclusion
of actual customer behaviour in future loyalty research (Storbacka, Strandvik and

Gronroos, 1994, p.21; Zeithaml, Berry and Parasuraman, 1996, p.44).

Attitudinal dimension
Researchers have argued that, in order to be truly loyal, customers must not only
exhibit actual repeat purchase behaviour but, in addition, must also hold a favourable
attitude towards a company's offering (Day, 1969; Dick and Basu, 1994; Nguyen and
LeBlanc, 1998, p.56; Pritchard and Howard, 1997, p.3). The attitudinal component of
customer loyalty denotes a strong internal disposition by the customer (Blackwell,
1998, p.24). Because a behavioural dimension fails to explain how and why customer
loyalty occurs, it is insufficient on its own to conceptualise customer loyalty (Bloemer

and de Ruyter, 1998, p.500). An attitudinal dimension must therefore be included in

order to provide a more complete conceptualisation.

Whereas loyalty is often defined as a composite measure consisting of both a
behavioural and an attitudinal dimension, commitment is usually considered in
attitudinal terms alone (Pritchard, Havitz and Howard, 1999, p.334). Researchers have
proposed that commitment represents the attitudinal component of customer loyalty
and that commitment is a necessary condition in order for loyalty to occur (Bloemer
and de Ruyter, 1998, p.500; Bloemer, de Ruyter and Peeters, 1998, p.277, Pritchard

and Howard, 1997). The very term loyalty implies commitment rather than just



repetitive behaviour such as repeat purchase (Assael, 1992, p.89; Schulz, 1998, p.11).
The concept of commitment has been proposed as central to the definition of loyalty
(Oliver, 1997, p.392):
Customer loyalty is a deeply held commitment to rebuy or repatronize a
preferred product or service consistently in the future, despite situational
influences and marketing efforts having the potential to cause switching

behavior.

Although they emanate from different research traditions, the_: concepts of commitment
and loyalty are very closely related (Liljander and Strandvik, 1995, p.151; Gundlach et
al, 199;, p.79). In the industrial marketing literature, the concept of commitment has
been defined primarily in terms of the relationship between a manufacturing firm and
its suppliers. Relationship commitment has been variously defined as an enduring
intention by the parties to develop and maintain a stable long-term relationship
(Gundlach et al, 1995, p.79), the parties’ intention to act and their positive attitudes to
each other (Liljander and Strandvik, 1995, p.151), and an implicit or explicit pledge of

relational continuity between the exchange parties (Dwyer, Schurr and Oh, 1987,

p-19).

In the services marketing literature, commitment has also been defined primarily in
terms of relationship commitment, for example, as the attitudinal intention to continue
the relation (Liu, 1998, p.33) or an enduring desire to maintain a valued relationship
(Moorman, Zaltman and Deshpande, 1992; Morgan and Hunt, 1994, p.23) This
enduring aspect of commitment has also been identified as ‘resistance to change’

(Pritchard ef al, 1999, p.337).
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Two primary characteristics of commitment emerge from the previous discussion,
namely that it is an enduring attitude and a favourable attitude. Customer commitment
is therefore defined as a customer’s enduring favourable intention towards a firm. As
used in this thesis, customer commitment refers to the commitment of the customer to
the total offering of a company, rather than commitment only to a relationship, and is

considered to represent the attitudinal dimension of customer loyalty.

Temporal dimension

The temporal dimension is often assumed but not explicitly stated in
conceptualisations of customer loyalty. However, Bloemer and de Ruyter (1998,
p.500) include the words 'over time' in their definition of store loyalty, and Gundlach
et al (1995, p.79) include a temporal component in their definition of customer
commitment. Customers cannot be said to be truly 'loyal' if they have only purchased
once in the past and do not intend to purchase in the future. Therefore, the dimension
of time, both past and future, is essential to the concept of loyalty and is included as

the third dimension.

A customer loyalty matrix

Dick and Basu (1994) developed a matrix of customer loyalty based on its attitudinal
and behavioural dimensions. The authors view both relative attitude and repeat
patronage on a continuum from low to high leading to four types of customer loyalty

(see Figure 2.1). In an empirical study of travel service patrons using the Dick and



Basu loyalty matrix, Pritchard and Howard (1997) confirm that that these four types of

loyalty proposed in theory actually exist in practice.

Figure 2.1 Relative attitude-repeat patronage matrix

Repeat Patronage

High Low
High True Latent
Loyalty Loyalty
Relative Attitude
Low Spurious No
Loyalty Loyalty

Source: Dick and Basu (1994) "Customer Loyalty: Toward an Integrated Conceptual Framework,"
Journal of the Academy of Marketing Science, p.101

No loyalty

The first type of customer loyalty is called 'no loyalty', which is a combination of low
relative attitude and low repeat patronage. Customers with no loyalty have a low or
non-existent level of commitment to a firm and have a low or non-existent level of
repurchase. Typically, customers in this category either perceive no distinct
competitive advantage with the offering of the firm, or the offering is in an area of

little importance to the customer.
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Spurious loyalty
The second type of loyalty is called 'spurious loyalty', which is a combination of low
relative attitude and high repeat purchase. Customers in this category have a low or
non-existent level of commitment to the firm but a high level of repurchase. It has
been suggested that, in the absence of a high level of commitment, a high level of
repurchase can be attributed to some of the following factors: time or money
constraints, lack of alternatives or high switching costs (Bitner, 1990, p.80; Liljander
and Strandvik, 1995, p.157). Other researchers have called this category 'inertia
loyalty' (Assael, 1992; Griffin, 1995, p.23; O’Malley, 1998, p.50), a situation in which

customers repurchase out of convenience, familiarity, habit or lack of motivation.

Additionally, customers may appear to be loyal because there is a high level of repeat
purchase due to some incentive, such as a frequent flyer or frequent guest programme
(Donaldson, 1995, p.114). In reality, however, these customers may only be ‘loyal’ to
the loyalty programme and not to the firm itself (Bolton, Kannan and Bramlett, 2000,

p.106; Dowling and Uncles, 1997, p.75; McCleary and Weaver, 1991, p.45; O’Malley,

1998, p.52).

The existence of various bonds between a company and its customers is another
potential source of spurious loyalty. Liljander and Strandvik (1995, p.152-154) outline
ten types of bonds that can tie a customer to a company: legal, economic,
technological, geographical, time, knowledge, social, cultural, ideological and
psychological. Along similar lines, Berry and Parasuraman (1991, p.136-142)

proposed a framework of retention strategies based on the development of financial,



social and structural bonds between a company and its customers. Usually, the
purpose of a company employing these strategies is to increase the customer's
dependence on the company, either by increasing the customer's costs in switching to
another company or by erecting exit barriers (Bendapudi and Berry, 1997, p.32;
Griffin, 1995, p.146). Customers may then be maintaining the relationship with the
company because of constraints (they 'have to'), rather than because they are dedicated

or committed (they 'want to') (Bendapudi and Berry, 1997, p.15).

Spurious customer loyalty can also develop as a result of a company's use of price
promotions. The use of this strategy has 'brought to light, perhaps even created, a
segment of chronic switchers, who routinely shop for the lowest price' (O'Brien and
Jones, 1995, p.77). Customers who respond only to price seldom become truly loyal

customers (Griffin, 1995, p.7).

Customers with spurious loyalty can be very vulnerable to switching. As mentioned
previously, a retained customer is not necessarily a loyal customer, and if the
customer's attitude level is low despite repeat purchase, s/he is often very open to
switching when presented with the opportunity (Oliver, 1997, p.403). Researchers
have warned against attempting to build customer loyalty mainly through the
development of loyalty programmes, customer bonds and high switching costs apart
from the development of a coherent value proposition (Dowling and Uncles, 1997,
O'Brien and Jones, 1995; O'Malley, 1998; Sisodia, 1992, p.59). When customers are
retained primarily due to constraints against leaving, the customers will leave as soon

as the constraints no longer apply (Bendapudi and Berry, 1997, p.28).
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A lack of conceptual distinction in the literature between retention and loyalty has
resulted in researchers proposing that switching barriers can be a cause of loyalty (see
Fornell, 1992, p.12). However, as the preceding discussion demonstrates, switching
barriers can be a cause of customer retention and they can also be a cause of spurious
loyalty, but switching barriers cannot be a cause of true loyalty, a state in which
customers have a high level of repeat purchase nof as a result of constraints but as a

result of a high level of commitment to a firm.

Latent loyalty

The third type of loyalty is called 'latent loyalty’, which is a combination of high
relative attitude and low repeat purchase. Customers in this category have a high level
of commitment to a firm but a low level of repurchase. This is often due to situational
factors having a stronger influence than high relative attitude on customer's behaviour
(Dick and Basu, 1994, p.102; Griffin, 1995, p.24; O'Malley, 1998, p.50). 'Situational
factors' could be obstacles to patronage such as lack of continuous availability,

inefficient channels of distribution, inconvenient locations or hours of operation.

True Loyalty
The last type of loyalty is called 'true loyalty', ‘real loyalty’ (Schulz, 1998, p.11),
'premium loyalty' (Griffin, 1995, p.24), or 'sustainable loyalty' (O'Brien and Jones,
1995, p.75; O’Malley, 1998, p.50), which is a combination of high relative attitude
and high repeat purchase. Customers in this category have a high level of commitment

and a high level of repurchase over time. True loyalty is the focus of this thesis.
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Definition of customer loyalty

In accordance with the preceding literature review, it is proposed that customer loyalty
is comprised of three dimensions: a behavioural dimension (actual repeat purchase),

an attitudinal dimension (an enduring favourable intention), and a temporal dimension
(in the past/ in the future). 'Actual repeat purchase' is operationalised as customer
retention, and 'an enduring favourable intention' is operationalised as customer
commitment (Figure 2.2). Customer loyalty is therefore defined as a series of actual
repeat purchases in the past accompanied by a commitment to continue purchasing in
the future. Expressed as a formula:

retention + commitment
LOYALTY =

time

Figure 2.2 Dimensions of customer loyalty

Dimensions of Customer Loyalty

Behavioural
repeat purchase (retention)

Attitudinal
enduring favourable intention (commitment)

Temporal
in the past/in the future (over time)
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Outcomes of customer loyalty

Several researchers have investigated the benefits to a company of loyal customers.
Reichheld (1996a, p.43-49), for example, found that loyal customers tend to spend
more over time, learn to be more efficient, recommend the business to others, and are
willing to pay a price premium. Bowen and Shoemaker (1998, p.20-23), in a study of
the business guests of luxury hotels, found that loyal guests said positive things about
the hotel to others, provided information to the hotel, were less price sensitive and
spent more money at the hotel. Using behavioural intentions as a surrogate for loyalty,
Zeithaml, Berry and Parasuraman (1996) investigated the following customer
behavioural outcome variables: saying positive things about a company to others,
recommending the company to someone else, encouraging friends and relatives to do
business with a company, considering the company the first choice and doing more
business with the company. Bendapud: and Berry (1997) proposed that customers who
are dedicated (committed) to a business relationship are less interested in searching
out available alternatives, more acquiescent, more co-operative, interested in
enhancing the relationship (for example, by purchasing additional services or
providing information), identified with the company and promoted the company to
others (through, for example, word-of-mouth or referrals) (Bendapudi and Berry,
1997, p.28-30). Figure 2.3 is a list of proposed outcomes of customer loyalty that are

beneficial to a company.

This thesis therefore also proposes to investigate the relationship between meeting

planner commitment to booking meetings at a particular four to five star hotel where
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Figure 2.3 Beneficial outcomes of customer loyalty

Beneficial Outcomes of Customer Loyalty

Affinity with company (like to)
Voluntary behaviour (don't have to)
Not looking to switch

Positive word of mouth

Excellent working relationships
Expanded usage (‘share of wallet’)
Future business

Price premium

Reduced price sensitivity

Provision of feedback

First choice

they have booked the most meetings during the previous 12 months, and the attitudes
and behaviours that the meeting planner demonstrates towards that hotel. The results
will help confirm whether, indeed, committed customers exhibit the behaviours and

attitudes that are thought to be associated with customer commitment (the attitudinal

dimension of true loyalty).

SECTION TWO: CUSTOMER SATISFACTION

The second section of the literature review provides a theoretical framework

underlying the concept of customer satisfaction and an overview of the relevant
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research. It includes a discussion of various conceptualisations of customer
satisfaction, a definition of customer satisfaction, the measurement of customer
satisfaction, and the relationship between customer satisfaction and customer retention

and loyalty. This section closes with the relevant hypotheses.

Introduction

Although customers can be retained by a company for many reasons other than true
loyalty (such as the lack of alternatives, the erection of exit barriers or the offering of
incentives), these retained customers are extremely susceptible to switching as soon as
they have the opportunity if they are not completely satisfied (Jones and Sasser, 1995,
p. 95). When customers are no longer held hostage by a lack of alternatives or external
constraints, the impact of customer satisfaction becomes evident as a critical element
in the development of true customer loyalty, a state in which customers remain with a
firm not because they have to but because they want to (Bendapudi and Berry, 1997).
Any investigation into the antecedents of true customer loyalty should therefore

include a consideration of the role of customer satisfaction.

Beginning with early work on customer satisfaction by Cardozo (1965), the 1970's
marked the emergence of customer satisfaction as a legitimate field of inquiry (see
Barsky, 1992, p.52) with the first of a series of annual conferences on customer
satisfaction commencing in 1977 (Vavra, 1997, p.31). However, it was not until the
1980's that customer satisfaction became a topic of great interest among marketing
academics and practitioners, with more than 900 articles on the topic published

between 1982-1990 (Perkins, 1991). Today customer satisfaction is a central concept
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of modern marketing thought and practice (Oh and Jeong, 1996, p.65) with most
larger and middle-sized companies measuring customer satisfaction (Eklof, Hackl and
Westlund, 1999, p.514). Traditional hard financial measures for a business are
increasingly being complemented by soft measures such as customer satisfaction
(Bowden, 1998, p.249; Kaplan and Norton, 1996a). In order to understand more fully
the modern economy and the firms that compete in it, the guality of economic output
as well as its quantity should be measured (Fornell, Johnson, Anderson, Cha and
Bryant, 1996, p.7). In order to meet this need, a whole new industry on satisfaction

research and consulting has come into existence (Mittal and Lassar, 1998, p.178).

Conceptual models of customer satisfaction

The dominant conceptual model of customer satisfaction in the literature has been the
disconfirmation of expectations paradigm (Kristenensen, Martensen and
Gremptysetnholdt, 1999, p.602) as modelled and tested by Oliver (1980, 1981).
According to the disconfirmation of expectations paradigm, feelings of satisfaction
arise when consumers compare their perceptions of a product's performance to their

expectations (Oliver, 1980).

According to the disconfirmation of expectations paradigm, the development of
customer satisfaction is proposed to occur in three stages: the formation of
expectations, the perception of the actual level of received performance, and the
comparison of perceived performance against expectations (Oliver, 1980). If the level
of performance is perceived to fall below expectations, then negative disconfirmation

occurs and the consumer is dissatisfied. If the level of performance is equal to
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expectations, then confirmation of expectations occurs and the consumer is satisfied
(Oliver, 1980). If the level of perceived performance exceeds expectations, then
positive disconfirmation occurs and the customer 1s satisfied or even delighted (Oliver,

Rust and Varki, 1997).

Other conceptualisations regarding the formation of customer satisfaction have
included equity theory, which posits that parties to an exchange will feel equitably
treated and thus satisfied if the ratio of their outcomes to inputs is fair (Oliver and
DeSarbo, 1988; Oliver and Swan, 1989), and the value-precept disparity model which
posits that satisfaction is an emotional response triggered by a cognitive-evaluative
process in which the perceptions are compared to one's values (Westbrook and Reilly,
1983, p. 258). It has also been proposed that customers develop satisfaction or
dissatisfaction responses by attributing their good or bad consumption experiences
either to themselves or to other parties involved in the transaction (attribution theory)
(see Oh and Parks, 1997, p.38). However, customer satisfaction research during the

past twenty years has been virtually defined by the disconfirmation of expectations

paradigm.

Expectations

One source of considerable controversy regarding the disconfirmation of expectations
paradigm has been the lack of consensus concerning the term 'expectations' as the
standard of comparnison by which customers form satisfaction judgements. Miller
(1977, p.76-77) proposed four ways to conceptualise expectations: (1) ideal (the best

level of performance, ‘can be’), (2) predicted (the probable level of performance, ‘will
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be’), (3) minimum (the least acceptable level of performance, ‘must be’), and (4)

normative (the hoped for level of performance, ‘should be’).

Some researchers have proposed that experience-based norms may more accurately
reflect the standards by which consumers form satisfaction judgements (Cadotte,
Woodruff and Jenkins, 1987; Woodruff, Cadotte and Jenkins, 1983). Experienced-
based norms are deemed to be the customer's desired level of performance constrained
by the performance they believe is possible as indicated by the performance of known
brands (Cadotte et al, 1987, p.306). In terms of the measurement of expectations,
researchers have pointed out the importance of considering the role of a customer's
desired level of performance in addition to the probable level, noting that the failure to
consider the extent to which a product or service fulfills a person's desires has led to
logical inconsistencies, such as predicting that a consumer who expects and receives
poor performance will be satisfied (Fornell, 1992, p.12; Spreng, MacKenzie and

Olshavsky, 1996, p.15).

Performance

In the classic disconfirmation of expectations paradigm, there are three antecedents to
the formation of customer satisfaction; expectations, perceived performance and
(dis)confirmation of expectations (Bolton and Lemon, 1999, p.175; Oliver, 1980). The
controversy concerning the conceptualisation of the term 'expectations' has been
discussed. However, an even greater threat to the disconfirmation of expectations
paradigm has come not from theory, but from empirical evidence which suggests that

the link between perceived performance and satisfaction is significantly stronger than
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the link between expectations and satisfaction, or between disconfirmation and

satisfaction (Y1, 1991).

In a study by Churchill and Surprenant (1982, p.502), the direct performance-
satisfaction link accounted for 88% of the varniation in satisfaction. Tse and Wilton
(1988) provided theoretical and empirical support for including the direct effect of
perceived performance on satisfaction and suggested that it may actually have a
stronger influence than expectations in determining satisfaction (as quoted in Fornell,
1992, p.12). In addition, the findings of a 1989-1990 survey of 22,300 customers of 57
companies in Sweden revealed that perceived product quality (performance) was more
important for satisfaction and retention than disconfirmation, and that expectations do
not directly affect satisfaction as is often suggested in the satisfaction literature
(Anderson and Sullivan, 1993). Furthermore, in a study of restaurant patrons
comparing six forms of customer satisfaction measurement, the measurement of
customer satisfaction as 'performance only' emerged as the most reliable and valid

measure of customer satisfaction (Yuksel and Rimmington, 1998, p.70).

In a recent empirical study of management consulting services, the measurement of
expectations or disconfirmation was not included in the conceptualisation of customer
satisfaction. Rather, the researchers hypothesised that each perceived performance
dimension would be directly related to satisfaction (Patterson and Spreng, 1997,
p.419). The results of the study confirmed that each perceived performance dimension

had a direct relationship to satisfaction (p.426).

45



In addition, in preparation for the development of a European Customer Satisfaction
Index (ECSI), researchers empirically tested the impact of expectations on the
formation of customer satisfaction across eight industries in Denmark using structural
equation modeling to compare five alternative models of customer satisfaction
(Kristensen, Martensen and Gremptysetnholdt, 1999). The best model structure for all
eight industries turned out to be one in which only perceived quality (performance)
affected customer satisfaction. All of the cases indicated that expectations was not an
explanatory variable and had no substantive effect on satisfaction. As a result of the
study, the authors recommended that expectations be dismissed from customer

satisfaction measurement instruments in the future (Kristensen ef a/, 1999, p.603).

Definition of customer satisfaction

In his most recent book, Oliver (1997, p.13) has redefined the concept of customer
satisfaction as ‘the judgement that a product feature, or the product or service itself,
provides a pleasurable level of consumption-related fulfiliment’. This revised
definition does not include the comparison to a standard (expectations) which was a
prominent aspect of Oliver's original, widely accepted definition of customer

satisfaction.

Other researchers are now also omitting expectations from their definitions of

customer satisfaction. For example, customer satisfaction is currently being defined

as:

e the consumer's affective reaction to the overall experience of purchasing and using
a product or service (Spreng ef al, 1993, p.52),
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e a consumer's post-purchase evaluation and affective response to the overall
product or service experience (Patterson and Spreng, 1997, p.418), or
e a post-consumption evaluative judgement concerning a product or service (Heide

et al, 1999, p. 202; Yuksel and Rimmington, 1998, p.61).

Two critical aspects that are common to these definitions are (1) that satisfaction
relates to customers' attitudes and feelings (‘affective reaction’, ‘evaluation’,
‘judgement’) as opposed to their behaviour, and (2) that satisfaction is a post-
consumption phenomenon (a consumer cannot be satisfied or dissatisfied prior to
consumption) (Oliver, 1993; Patterson and Spreng, 1997, p.416). The researcher
proposes, however, that satisfaction is »ot primarily a judgement (which, it is argued,
would take satisfaction into the realm of value), but is rather an affective response to a
judgement. Customer satisfaction is therefore here defined as a pleasurable feeling of
Sfulfillment resulting from a positive evaluation of the total consumption experience.
This definition of satisfaction as an emotional response to an evaluative judgement
addresses the call in the literature to specify the relationship between value and
satisfaction (Spreng et al, 1993, p.50). It also specifies what that emotional response is
(‘a pleasurable feeling of fulfiliment") (see Oliver, 1997, p.13). In addition, this
definition is specifically marketing oriented (‘of the consumption experience’), as

opposed to a generic conceptualisation of satisfaction.

In accordance with the above literature review, and particularly since the model
associated with this thesis is a post-consumption model, the measurement of

customers' perceptions of the level of performance is included, but measurement of
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customer expectations is not. This is not to imply that customers do not have
expectations or that expectations are unimportant, but rather that current conceptual
theory and empirical evidence seem to indicate that the measurement of perceived
performance alone in post-consumption models of satisfaction is sufficient, and that it

is not necessary to include the measurement of customer expectations in such models.

Levels of satisfaction

Customer satisfaction can be experienced and researched at various levels (Oliver,
1997). There is individual attribute-level satisfaction in which the customer can be
satisfied or dissatisfied with different aspects (or attributes) of a product or service.
For example, a meeting planner can be satisfied with the way the hotel checked in the
participants of a meeting, but dissatisfied with the quality of the food. Then there is
individual transaction-specific satisfaction, also called encounter satisfaction (Bitner,
1990; Boulding et al, 1993) in which the customer can be satisfied or dissatisfied with
a complete transaction. For example, a meeting planner can be satisfied with the way a
particular hotel handled a particular meeting (as opposed to another meeting that took
place at a different hotel). Additionally, there is individual cumulative satisfaction,
also called overall, global or summary satisfaction (Anderson, Fornell and Lehmann,
1994, p. 54; Bitner and Hubbert, 1994; Rust and Oliver, 1994; Teas, 1993), in which
the customer forms a satisfaction judgment taking into account all of their past
experiences with a particular firm. For example, a meeting planner might be satisfied
with the job that a particular hotel (or hotel company) has done in handling the

meetings that they have booked with that company in the past.
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A further level, microeconomic satisfaction (Anderson and Fornell, 1994), deals with
the average satisfaction level of an aggregation of a firm's customers. For example,
this would refer to the average satisfaction level of meeting planners who use a
particular hotel (or hotel company). Macroeconomic satisfaction (Anderson and
Fornell, 1994) refers to the average satisfaction level of an aggregation of an industry's
customers. For example, this would refer to the average satisfaction level of meeting
planners as a group. Societal satisfaction investigates satisfaction as a societal

phenomenon associated with a particular culture (Oliver, 1997).

This thesis deals with (1) individual attribute satisfaction (the level of satisfaction of
meeting planners with individual hotel performance factors) and (2) individual
cumulative (overall) satisfaction (the level of satisfaction of individual meeting
planners with respect to the overall consumption experience at the hotel where they

have booked the most meetings during the past 12 months).

National customer satisfaction indexes

Research in the area of customer satisfaction over the past fifteen years has led to the
development of national customer satisfaction indexes in several countries. These
indexes are an attempt to complement traditional measures of the quantity of
performance with measures of the quality of performance, to demonstrate the link
between investments in quality and satisfaction and economic return from such
investments, and to explain the relationship between customer satisfaction, value and
loyalty (Fornell et al, 1996, p.7-8). The first index to be developed was the National

Customer Satisfaction Barometer in Sweden in 1989 (see Fornell, 1992). The German
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index (Deutsche Kundenbarometer) was established in 1991 (see Eklof, Hackl and
Westlund, 1999, p.514) and the American Customer Satisfaction Index (ACSI) was
established in 1994 (see Fornell e a/, 1996). A European Customer Satisfaction Index
(ECSI) is currently being developed with a pilot study planned in 1999 involving ten
European countries (Kristensen, Martensen and Gremptysetnholdt, 1999). These
indexes measure satisfaction at the microeconomic and macroeconomic levels across a
wide range of product and service industries. One of the important findings of these
indexes is that customer satisfaction is more significant in industries that have
competitive market structures where customers have a choice between alternative
offerings (Fornell, 1992, p.16), thus confirming the importance of customer

satisfaction in the development of true customer loyalty.

A customer satisfaction matrix

In a landmark study, Jones and Sasser (1995) proposed to investigate the relationship
between customer satisfaction and customer loyalty. The markets that were chosen for
the study, however, had either high switching costs (personal computers for business),
significant barriers that impede customers from switching (hospitals), or a lack of
alternatives (airlines in which routing is a virtual monopoly, and local telephone

service which, at the time of the study, was a monopoly). The only market chosen for
the study in which customers had low switching costs, lack of significant exit barners,
and many alternatives was the automobile industry. These markets were chosen
because the authors wanted to investigate the impact of various competitive
environments on the relationship between customer satisfaction and customer loyalty.

However, as previously discussed, when customers are retained as a result of high
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switching costs, significant exit barriers, or lack of alternatives, they are not ‘truly’
loyal but rather ‘spuriously’ loyal. Therefore, although the authors claim that the
purpose of the study was to investigate the relationship between customer satisfaction
and customer loyalty, in reality the study is an investigation of the relationship

between customer satisfaction and customer retention (not customer loyalty).

The authors divided customers into four groups, depending on the relationship
between their level of satisfaction and their level of loyalty (retention). An adaptation
of their grouping is outlined and charted as a matrix based on customer satisfaction
and customer retention in Figure 2.4.

e The first type of customer is called a 'terrorist', which is a combination of low
levels of satisfaction and low levels of retention. Customers in this category are
dissatisfied, have defected from the firm, and spread negative word of mouth. The
terrorist is an example of 'no loyalty'.

o The second type of customer is called a 'hostage’, which is a combination of low
levels of satisfaction and high levels of retention. Customers in this category are
retained but they are not satisfied and may also be spreading negative word of
mouth. They may be held hostage by high switching costs, significant exit barriers
or lack of alternatives. The hostage is an example of 'spurious loyality'.

e The third type of customer is called a 'mercenary’, which is a combination of high
levels of satisfaction and low levels of retention. Although customers in this

category are satisfied, they are always looking for a 'deal’. The mercenary is an

example of 'latent loyalty".
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Figure 2.4 Customer satisfaction-customer retention matrix

Retention
High Low
High
Apostle Mercenary
Satisfaction
Low Hostage Terrorist

Source: Adapted from Jones and Sasser, (1995), "Why Satisfied Customers Defect," Harvard
Business Review, (Nov/Dec), 88-99.

e The fourth type of customer is called an 'apostle', which is a combination of high
levels of satisfaction and high levels of retention. Customers in this category are
completely satisfied and spread positive word of mouth. The apostle is an

example of ‘true’ loyalty.

Customer satisfaction measurement

Despite the fact that customer satisfaction has been a central focus of marketing
researchers and practitioners for the past twenty years, the measurement of customer
satisfaction has not been without problems. Customer satisfaction measures have been

called the weakest measures currently being used by companies (Heskett ez al, 1994,
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p.171). Furthermore, the attainment of an improved customer satisfaction score can
become an end in itself rather than a means of improving the future satisfaction of
customers and developing their loyalty (Reichheld, 1996a, p.235). Some companies

that measure customer satisfaction may not even act on the results (Dutka, 1994).

In addition, many satisfaction studies are done at an aggregate level despite the fact
that examining the effect of individual performance attributes has potentially great
utility for practising managers (Patterson and Spreng, 1997, p.415). Even though
determining which specific satisfaction elements have the greatest impact is so
important (Rust and Zahorik, 1993, p.193), the information contained in customer
satisfaction surveys has a tendency to be too superficial to be of real value
(Gunderson, Heide and Olsson, 1996, p.73; Jones and Sasser, 1995, p.91; Reichheld,

19962, p.194).

Furthermore, because customer satisfaction is, by its very nature, a post-consumption
phenomenon, the information obtained from customer satisfaction surveys is reactive
(oriented to the past) rather than proactive (oriented to the future). Customer
satisfaction is a lagging measure, reporting how well the organisation's strategy
worked in the past but providing inadequate guidance on how to navigate to the future
(Kaplan and Norton, 1996b, p.55). Although hindsight information can be helpful in
correcting situations that caused past customer dissatisfaction in order to prevent
future dissatisfaction (if sufficient detail is obtained to know the cause of the
dissatisfaction), researchers are calling for additional measures to complement
satisfaction that are more proactive in nature and can anticipate and prevent

dissatisfaction before it occurs, as well as provide the benefits that customers value in
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order to engender complete customer satisfaction and loyalty (Reichheld,1996b;

Lowenstein, 1997).

Research in the measurement of customer satisfaction has also demonstrated that there
is a significant difference in terms of customer retention and loyalty between those
customers who give a satisfaction rating of four (on a scale of five) and those who
give a satisfaction rating of five (Jones and Sasser, 1995, p.89). A study of the loyalty
of luxury hotel guests revealed that approximately 50% of guests who rate their
satisfaction a four plan to return, while this number jumps to 90% when they give a
rating of five (Bowen and Shoemaker, 1997, p.49). In a study by Xerox, it was found
that customers who gave a rating of five were six times more likely to repurchase than
customers who gave a rating of four (Heskett ef a/, 1997, p.81). In a study of health
services and car repair services, the authors found that a satisfaction rating of five
compared to a rating of four reduces the switching predisposition from 58% to 19.5%
for health services (an effective retention rate of 42% to 80.5%) and from 78.6% to
32.4% for car repair services (an effective retention rate of 21.4% to 67.6%) (Mittal
and Lassar, 1998, p.183). Whereas researchers and practitioners had previously
assumed that there was a simple linear relationship between satisfaction and loyalty
(the higher the satisfaction, the higher the loyalty), recent research suggests that any

drop from complete satisfaction translates into a significant drop in loyaity (Jones and

Sasser, 1995, p.92).

Beyond satisfaction to loyalty
On its own, therefore, even complete customer satisfaction is not enough to ensure

repeat patronage (Griffin, 1995, p.1; Pritchard, Havitz and Howard, 1999, p. 333). As
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a measure, customer satisfaction is equated with meeting minimum requirements
(Marr and Crosby, 1993, p.20). Satisfaction is a fundamental requirement (Drew and
Bronkhorst, 1996, p.19), a necessary, but insufficient, condition to produce long-term
customers (Jones and Sasser, 1995; Liu, 1998; Reichheld, 1996b; Taher, Leigh and

French, 1996, p.217).

More than merely satisfying customers is needed in order to build a loyal customer
base. Satisfied customers are not necessarily loyal customers. Customers who are only
satisfied are prone to switching suppliers when a better offer comes along (Droge,
Halstead and Mackoy, 1997, p.19; Kotler, Bowen and Makens, 1996, p.345;
Keaveney, 1995). Indeed loyalty requires a commitment from the customer that mere
satisfaction can not bring (Mittal and Lassar, 1998, p.193). Furthermore, whereas

satisfaction is an attitude (a pleasurable feeling of fulfillment), loyalty iw

both an attitudinal dimension (‘commitment’) and a behavioural dimension

(‘retention’) over a period of time. Therefore, it has been proposed that measures of

[Pe—

satisfaction should be augmented with measures of loyalty (Mittal and Lassar, 1998,
p.193; Vavre, 1997, p.29). At Banc One, for example, an effort is being made to
establish various measures of customer loyalty to be factored in to the organisation's
widely known Management Information and Control System (Heskett, Sasser and
Schlesinger, 1997, p.36). Firms need to go beyond mere customer satisfaction to focus

on developing customer commitment and loyalty (Ulrich, 1989, p.19).

Hypothesis

In accordance with the preceding literature review, the following hypothesis is

proposed:



H1: Customer satisfaction has a significant positive impact on customer

commitment.

SECTION THREE: CUSTOMER PERCEIVED VALUE

The third section of the literature review provides a theoretical framework underlying
the concept of customer perceived value and the relevant research. It includes a
discussion of the nature of value in a marketing context, a definition of customer
perceived value, and a consideration of the relationship between customer perceived
value, customer satisfaction and customer commitment. It closes with the relevant

hypotheses.

Introduction v M[MN F

The creation and delivery of superior customer perceived value is considered to be the
force that drives customer satisfaction (Anderson e? al, 1994, p.54; Gale, 1994;
Heskett et al, 1994) and the key to earning customer repeat purchase and loyalty
(Reichheld, 1996a, p.16, 69; Patterson and Spreng, 1997, p.416). Customer perceived
value is also considered to be a key strategic variable in the explanation of customer

commitment (Patterson and Spreng, 1997, p.416).

Customer value has been called an emerging strategic imperative (Vantrappen, 1992,
p-53) and the next major source for competitive advantage (Woodruff, 1997). Value is
one of the most powerful trends currently shaping marketing and business strategy

(Zeithaml and Bitner, 1996, p.31; Christopher, 1996, p.55) and one of the top
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customer priorities for the 1990's and beyond (Heskett ez al, 1997, p.23; Sweeney,
Soutar and Johnson, 1999, p.78; Zeithaml and Bitner, 1996, p.32). Interest in this issue
has gone 'from a groundswell to a tidal wave' (USA Today, Sept. 29, 1992, p. B1-2 as

cited in Zeitham! and Bitner, 1996, p.320).

Recently, Hilton Hotels Corporation adopted the Hilton Balanced Scorecard which
measures Hilton's creation of value and includes a measure of customer loyalty
(Huckestein and Duboff, 1999, p.29). In addition, companies such as AT&T are
shifting the emphasis of their research objectives from customer satisfaction to
customer value (Higgins, 1999, p.42). Even the focus of the prestigious Baldridge
Award (a national award established in 1987 by the United States Congress in order
to increase national competitiveness) has expanded from improving quality to
providing ever-improving value to customers (The Malcolm Baldrige National Quality
Award, 1987, 1999). In addition, the Marketing Science Institute and the American
Marketing Association have identified value as one of the most pressing issues
meriting research (Marketing Science Institute, 1998-2000; American Marketing

Association, 1999).

The nature of value

Despite the importance of customer perceived value to the field of marketing,
researchers have given surprisingly little attention to central questions regarding the
nature of value (Holbrook, 1994, p.22; Nguyen and LeBlanc, 1998, p.54). In the
literature, the most common conceptualisation of value is that it is a ratio or trade-off

of quality and price (Anderson, Fornell and Lehmann, 1994, p.56; Gale, 1994, p.xiv;
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Patterson and Spreng, 1997, p.415; Zeithaml, 1988). In a seminal article on the nature
of consumer value, Holbrook (1994, p.27) defines value as an 'interactive relativistic
preference experience'. The following is an attempt to explore the nature of value
using Holbrook's paradigm in order to arrive at a more comprehensive

conceptualisation of customer perceived value than is common in the literature.

Interactive
Holbrook proposes that value is neither solely objective (residing in the object) nor
solely subjective (residing in the subject), but rather is an interaction of the subject
with the object (p.27). Applying this conceptualisation of value to marketing, it means
that value does not reside solely in the company's offering (objective) nor solely in the
company's customers (subjective), but rather is an interaction of the customer with the

company's offering.

Holbrook proposes that objectivity and subjectivity run along a continuum, and that
value requires both an objective and a subjective orientation (p.33). Applying the
objectivity/subjectivity continuum to the field of marketing, product marketing has
been extremely object oriented (product focused), whereas services marketing has

been extremely subject oriented (customer focused).

Relativistic

Holbrook posits that the formation of value judgements by consumers is influenced by
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comparative factors (against other objects), personal factors (among individuals), and
situational factors (within a context) (p.33-37). As applied to marketing, comparative
factors would include the alternative offerings of other companies, personal factors
would include the differences in customers, and situational factors would include the

differences in conditions. The following is an exploration of these three factors.

(1) Comparative factors (alternative offerings): At the decision-making stage of the
consumption process, customers usually compare the potential value of a company’s
offering to that of the available alternatives. In a post-consumption situation, on the
other hand, the level of performance of the chosen alternative would be more
significant to customers (Liu, 1998, p.8; Spreng et al, 1993, p.50; Woodruff, 1997,
p.141). Benchmarking, the practice of measuring a firm’s products, services and
practices against the competition (Zeithaml and Bitner, 2000, p.245), entails the
potential danger that companies may focus on each other rather than focusing on what
is important to their customers (Senge, 1990, p.333). The result is that their offerings
end up being mirror images of each other (Kim and Mauborgne, 1999, p.41). Some
international hotel chains have fallen into this trap, as evidenced by the fact that when
general managers from ITT Sheraton in Asia were shown pictures of hotel rooms from
their own chain and three competitors, most of them could not identify the brand of

one room - not even their own (Bowen and Shoemaker, 1998, p.13).

Furthermore, research has shown that differences exist between what managers think
their customers value and what customers say they value (Parasuraman, Berry and

Zeithaml, 1985). Many companies do not know which services individual customers



(or groups of customers with similar needs) really want (Anderson and Narus, 1995,
p-75). According to a recent study, lodging managers often do not have a clear
understanding of what constitutes customer value and the ways in which the attributes
of their business contribute or fail to contribute to the creation of such value (Voss,
Blackmon, Chase and Roth, 1998). Yet improvements that are not valued by the
customer are questionable investments (Fornell, 1992, p.18). Companies are therefore
encouraged to consider which dimensions of value their target customers care about
(Treacy and Wiersema, 1993). A customer focus is simply a way of trying to ensure
that what is offered by the company is likely to correspond to what the target customer
wants to buy (Albrecht, 1992, p.21; Ravald and Gronroos, 1996, p.21; Wood, 1997,
p.182; Woodruff, 1997, p.139). A common mistake is to provide a point of
differentiation that is not valued by the customer (Aaker, 1992a, p.202). A customer
focus is also a means of avoiding situations referred to as the 'Peanut Syndrome’, in
which costs increase to give customers something that they do not care about
(Gummeson, 1991). Delivering the benefits that customers truly desire has been

designated as the top trait of the world's strongest brands (Keller, 2000, p.148).

(2) Personal factors (differences in customers): Value has been called an amorphous
concept that means different things to different customers (Zeithaml and Bitner, 1996,
p. 33). The salient components of value often vary from customer to customer (Sheth
et al, 1991; Zeithaml, 1988). For example, one customer may value convenience
while, to another, volume or quality is most important (Zeithaml, 1988). Recent

research has demonstrated that the elements of value to a leisure hotel guest are
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different from the elements valued by a business guest or a meeting guest (Dube and

Renaghan, 2000, p.72).

(3) Situational factors (differences in conditions): Value is a dynamic concept
(Parasuraman, 1997, p.155) and aspects of a customer's perception of value may
change according to the particular situation. Suppose, for example, that a meeting
planner is booking two different meetings at the same hotel; one, a luxury incentive
and the other, a cost-effective seminar. Some aspects of value for the meeting planner
would be the same, but some would be different. Furthermore, the attributes that
customers use to judge value, or the relative importance of the attributes, may change
according to the stage of the consumption process (Parasuraman, 1997, p.155;
Vantrappen, 1992, p.59). For example, recent research has shown that the types of
attributes that create customers' perceptions of value at the purchase decision-making
stage are not the same as those that create perceptions of value during the consumption
stage (Dube and Renaghan, 2000, p.69). If value is relativistic, it means that the
creation of customer perceived value is an on-going, dynamic process in which a
company must stay close to the customer in order to be able to ascertain which

offerings, which customers, and which conditions are the most relevant and profitable

to pursue (Reichheld, 1996a).

Preferential
Holbrook suggests that value is a judgement of preference by the consumer in

accordance with some set of standards or criteria (p.29). He expands our
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understanding of the nature of value by identifying eight types of standards (or
criteria) by which customers form value judgements, and categorising them according
to whether they are intrinsic to the product or extrinsic, self or other oriented, active or
reactive in nature (p. 39). Holbrook's eight criteria (‘'values') are (1)
efficiency/convenience (extrinsic, self-oriented, active), (2) excellence/quality
(extrinsic, self-oriented, reactive), (3) politics/success (extrinsic, other-oriented,
active), (4) esteem/reputation (extrinsic, other-oriented, reactive), (5) play/fun
(intrinsic, self-oriented, active), (6) esthetics [sic]/beauty (intrinsic, self-oriented,
reactive), (7) morality/virtue (intrinsic, other-oriented, active), and (8) spirituality/
faith (intrinsic, other-oriented, reactive) (p.45). More than one of the criteria (‘'values')
can be operating during a consumption experience, and they are not necessarily
equally weighted in the customer's overall evaluation of whether the consumption
experience was of value to them. In functioning simultaneously, the various criteria
can also have a complementary or conflicting impact on a customer's perception of the

value of the company's total offering (Sheth, Newman and Gross, 1991, p.163; Smith,
1996, p.148).

Considering the focus both academically and in the business world on the issue of
quality (and particularly service quality), it is of interest to note that according to
Holbrook's paradigm quality (excellence) is viewed as a sub-construct of value; one,
but not the only, criteria by which customers make value judgements. It is also of

interest to note that Holbrook categorises quality as ex#rinsic to the product (in other

words, quality as perceived by the customer).
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It has been noted in the literature that a critical aspect of customer value theory that
has not yet been fully developed concerns the sources from which customers derive
value (Parasuraman, 1997, p.160). It is necessary at this point to distinguish between
criteria of value and sources of value. Criteria of value are those standards by which a
customer makes value judgements (Holbrook, 1994, p.29), and thus represent
primarily a customer-oriented perspective of value. Sources of value, on the other
hand, are characteristics or attributes (Sheth, Newman, and Gross, 1991, p.160), or
features (Parasuraman, 1997, p.160) of a company's offering, and thus represent
primarily a product-oriented perspective. Criteria of value and sources of value
therefore represent essentially the same concept viewed from two different
perspectives. Whereas Holbrook speaks about criteria of value (the standards by
which customers make value judgements), other authors speak about sources of value
(the features of a company's offering by which customers derive value) (Parasuraman,

1997, Sheth, Newman, and Gross, 1991; Spreng et al, 1993, p.51).

Sheth, Newman and Gross (1991, p.160) identify five potential sources of customer
perceived value: (1) functional / utilitarian, (2) social / image, (3) emotional / arousal,
(4) epistemic / variety, and (5) conditional / situational value. Some of these sources
of value (characteristics of the chosen alternative) (Sheth e al, 1991, p.160) overlap
with Holbrook's criteria of value (standards of customer evaluation). For example,
social / image (Sheth et al, 1991, p.161) closely relates to esteem / reputation

(Holbrook, 1994, p.48) and epistemic / variety (Sheth ez al, 1991, p.161) closely
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relates to play / fun (Holbrook, 1994, p.48). Neither list of potential sources (criteria)
of customer perceived value is exhaustive (Smith, 1996, p.149). As previously stated,
some of these types of value may be very important in one situation and not at all
important in another. One of the purposes of this research, therefore, is to investigate a
more comprehensive range of sources of value to the customer than is typical in the
literature (i.e. product or service quality) and, in particular, to investigate what the
primary sources of value are to the meeting planner who books meetings at 4 to 5 star

hotels.

Experiential

By 'experience' Holbrook proposes that it is only as the subject (the customer)
interacts with the object (the offering) that the potential value of the object (its
excellence, beauty, efficiency, etc.) becomes actual (p.37-39). Holbrook's definition of
value as an 'interactive relativistic preference experience' presents the essence of value
as an 'experience' whereas, in this thesis, customer perceived value is not
conceptualised as an experience but, rather, as the customer's judgement about

(evaluation of) the experience.

Furthermore, although Holbrook states that his definition deals with the nature of
consumer value (p. 21), there is nothing in his definition that relates value specifically
or inherently to a consumption (buyer/seller) experience. One could fulfill each aspect
of Holbrook's definition of consumer value and yet the value experienced could be
completely unrelated to the field of marketing. For example, if I value a friendship, it

is interactive (between me and the friend), it is relativistic (it is this friend with me
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personally in this situation), it is preferential (the value that I find in the friendship is
according to my standards of evaluating friendships), and it is experiential (the

potential value of friendship has been realised by my interaction with my friend).

In addition, although Holbrook begins his article by acknowledging that consumer
value is a marketing activity that involves an exchange of value in which the customer
must give up something of value in return for something of greater value (p. 22), his
eight criteria (success, reputation, ethics, faith, convenience, quality, fun and beauty)
represent only the positive criteria by which customers make value judgements. His
paradigm does not include the negative criteria that customers must consider in a
marketing exchange. In other words, his conceptualisation of consumer value includes
the benefit side of the value equation but not the sacrifice side. Figure 2.5 is a model

adapted from Holbrook's table of A Typology of Value in the Consumption

Expernence’.

Despite the fact that Holbrook's conceptualisation of the nature of consumer value
does not include a consideration of the negative criteria by which consumers form
value judgements, it nonetheless provides scope for a broadened understanding of the
benefits sought by consumers (Smith, 1996, p.149). Holbrook makes a major
contribution to the predominant view of value in the marketing literature by expanding
the conceptual domain and thereby challenging the notion that the primary, if not only,

positive (beneficial) dimension of value that is important to customers is quality or,

more specifically, product or service quality.
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Figure 2.5 Value judgement formation process

Value Judgement
(positive criteria versus negative criteria)
"Value"
A
Politics Esteem
(success) (reputation)
Efficiency Excellence
(convenience) (quality)
Morality Spirituality
(virtue/ethics) (faith/ecstasy)
Play Esthetics
(fun) (beauty)
Positive Criteria Negative Criteria
of of
Value Formation Value Formation

Source: Adapted from Holbrook, Morris B. (1994). "The Nature of Customer Value: An Axiology of
Services in the Consumption Experience.” p. 45 in Rust, Roland T. and Oliver, Richard L., (ed.).

Service Quality: New Directions in Theory and Practice.
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A marketing context

In an often-quoted exploratory investigation of consumer perceptions of juices by
Zeithaml, customers provided four main conceptualisations of value: (1) value is low
price, (2) value is whatever I want, (3) value is quality for the price, and (4) value is
what I get for what I give (Zeithaml, 1988, p.13). Based on this qualitative
investigation, Zeithaml posits that value is 'the customer's overall assessment of the
utility of a product based on perceptions of what is received and what is given' and
represents a 'tradeoff of the salient give and get components' (Zeithaml, 1988, p.14).
This conceptualisation of value includes a consideration of both the negative side of
the value equation (what must be given up or sacrificed by the customer) as well as the
positive side (what is received by the customer). According to this paradigm, value is
a positive function of what is received and a negative function of what is sacrificed

(Oliver, 1996, p.143).

The findings of Zeithaml's exploratory research that the salient 'give' and 'get’
components of value vary from customer to customer are in agreement with
Holbrook's conceptualisation of value as 'relative’. From a 'give' perspective, Zeithaml
found that some customers were concerned about price while, to others, time or effort
was most important. Therefore, Zeithaml proposes that the sacrifice component of
value should not be limited to monetary price alone, but should include a
consideration of other relevant customer sacrifices (such as time or effort) (p.17).
From the 'get' perspective, some customers were concerned with quality while, to
others, volume or convenience was most important. Therefore, the benefit component

of value should not be limited to quality alone, but should include a consideration of
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other relevant customer benefits (p.14). By including a consideration of customer
sacrifices (what a customer must give up), Zeithaml's conceptualisation of value is

specifically marketing oriented.

Definition of customer perceived value

The use of the term 'customer value' in the marketing literature can be quite confusing
(Wyner, 1998). Some researchers use it to represent the value of the company's
offerings to the customer (e.g. Woodruff, 1997), whereas other researchers use it to
represent the value of the customer to the company (e.g. Gale, 1994). In this thesis,
therefore, the term 'customer perceived value' is used to refer to the value of the
company's offering to the consumer, and the term 'customer value' is used to refer to

the value of the customer to the company.

Adding a marketing dimension to Holbrook's definition of value, customer perceived
value is here defined as an interactive, relativistic, preferential judgement of the
benefits and costs of the total consumption experience by the customer. As previously
discussed, the salient 'get' (benefit) and 'give' (cost) components often vary from
customer to customer and from situation to situation. The actual relationship between
benefits and costs in the mind of the customer, and which benefits and costs are most
important to them remains unclear. This study is an attempt to clarify some of these
issues empirically in the domain of meeting planners who book meetings at upscale

hotels.
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Customer perceived value, satisfaction, and commitment

What is the relationship between customer satisfaction and customer perceived value?
Are both constructs directly related to customer commitment or does one construct
mediate, either partially or completely, the effect of the other? The results of the
majority of recent empirical research on the relationship between customer
satisfaction, customer perceived value and customer commitment (repurchase
intentions / loyalty / retention) support the modeling of customer perceived value as an
antecedent of customer satisfaction. The researcher found only one instance in which
satisfaction was modeled as an antecedent of value (see Nguyen and LeBlanc, 1998,
p.59). In all other instances, value was modeled as an antecedent of satisfaction, with
satisfaction influencing loyalty (retention/ repurchase intentions) directly. The major
question appears to be whether the impact of value on loyalty is mediated partially or

completely through satisfaction.

According to the developers of the Balanced Scorecard which links financial and non-
financial performance measures to a company's vision and strategy, value has a direct
influence on both customer satisfaction and customer retention, as well as an indirect
influence on customer retention through satisfaction (Kaplan and Norton, 1996b,
p.62). The results of an empirical study of the luxury segment of the hotel industry
using structural equation modeling also indicate that perceived value affects
repurchase intentions both directly, and indirectly through customer satisfaction.
However, the path from satisfaction to repurchase intentions was much stronger than
the path from value to repurchase intentions (Oh, 1999, p.76). The findings of a recent

empirical study on the relationship between customer perceived value, customer
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satisfaction and perceived switching costs for business-to-business services also
indicate that the effect of customer perceived value on repurchase intentions is
partially mediated by a customer's level of satisfaction, with customers’ perceptions of
value influencing repurchase intentions directly as well as indirectly (Liu, 1998,

p.124).

On the other hand, according to their theoretical model of relationship value, Liljander
and Strandvik (1995, p.143) propose that the effect of value on loyalty is completely
mediated through satisfaction. No direct path from value to loyalty was proposed. The
developers of the Service Profit Chain which links profit and growth to loyalty,
satisfaction and value also propose that the impact of value on customer loyalty is
completely mediated through satisfaction with no direct path from value to loyalty
(Heskett, Sasser and Schlesinger, 1997, p.22). However, neither of these two

theoretical models was tested empirically.

The results of a recent empirical study of the relationship between perceived value,
satisfaction and repurchase intentions using structural equation modeling indicate that
the effect of perceived value on repurchase intentions is completely mediated through
satisfaction (Patterson and Spreng, 1997, p.414). In addition, according to the latest
structural equation models of the national American Customer Satisfaction Index
(Fornell, Johnson, Anderson, Cha and Bryant, 1996) and the proposed European
Customer Satisfaction Index (Kristensen, Martensen and Gremptysetnholdt, 1999), the
effect of customer perceived value on customer loyalty is mediated entirely through

customer satisfaction with no direct effect of value on loyalty.
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Beyond quality to value

It has been proposed that even if customers are highly satisfied, they may not
necessarily repurchase but will also consider the value to them of the available options
(Neal, 2000). It is therefore proposed that researchers go beyond a consideration of
service quality and customer satisfaction, and include a consideration of customer
perceived value (customer benefits and customer costs) in future models of the
antecedents of customer loyalty. In this thesis, the influences of satisfaction and value

on each other and on customer commitment are considered simultaneously.

Hypotheses

In accordance with the preceding literature review, the following hypotheses are

proposed:

H2a: Customer perceived value has a significant positive impact on customer
commitment.

H2b: Customer perceived value has a significant positive impact on customer
satisfaction.

H2c: Customer perceived value has a significant positive indirect impact on

customer commitment via customer satisfaction.

SECTION FOUR: ANTECEDENTS OF VALUE &SATISFACTION

The fourth section of the literature review presents the relevant research relating to the
antecedents of customer perceived value and customer satisfaction. It includes a

discussion of product quality, service quality, relationship quality, extra benefits,
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problem resolution and customer costs. The relevant hypotheses are presented with

each antecedent.

Introduction

As can be seen from the discussion in Section Three, value is a complex construct
whose dimensionality requires more systematic investigation (Liu, 1998, p.7; Sinha
and DeSarbo, 1998, p.236; Woodruff, 1997, p.142). Many researchers acknowledge
that value includes benefits other than quality, and costs other than price. A more
complete conceptualisation of the value construct includes total benefits received as
well as total sacrifices given (Liljander and Strandvik, 1995; Patterson and Spreng,
1997; Sweeney, Soutar and Johnson, 1997, 1999; Buzzell and Gale, 1987; Zeithaml,
1988). However, companies are generally unclear about what leads to customer
perceived value or how to provide the value that customers seek (Dube and Renaghan,
2000, p.63; Liu, 1998, p.8). In addition, very little empirical research has been

conducted on buyers' perceptions of value (Patterson and Spreng, 1997).

Furthermore, as Spreng, Dixon and Olshavsky (1993, p.50) point out, most customer
satisfaction models include an explicit consideration of satisfaction with customer
benefits, but not with customer sacrifices. This thesis therefore attempts to address this

issue by including an explicit consideration of customer satisfaction with both benefits

and sacrifices.

The following section is an examination of the components of the benefit and the cost

side of the value equation from the customer's perspective. The benefit side includes
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those elements that the customer desires to receive, and includes a discussion of the
literature on product quality, service quality, relationship quality, extra benefits and
problem resolution. The cost side includes the sacrifices the customer makes in order
to obtain those benefits, and includes a discussion of the literature on direct and
indirect customer costs. It has been recommended that research is needed to
operationalise the value dimensions in a generic form so that comparisons can be

made across industries (Sweeney, Soutar and Johnson, 1997, p.46).

Product quality

Up until the 1950's, Western companies were world leaders in product quality (Hunt,
1993, p.23; Reeves and Bednar, 1994, p.421). In 1950, W. Edwards Deming, an
American whose ideas were not well received in his home country, was invited to
Japan by the Union of Japanese Scientists and Engineers (JUSE) to lecture on the
applicability of using quality control in manufacturing companies (Hunt, 1993, p.264).
In Japan, Deming's ideas were well received. By the mid-1970's, Japanese competition
had intensified with the production of innovative, higher quality goods and began to
overtake the West, particularly in the electronic and automotive industries and, by the

end of the 1970's, the American quality crisis had reached major proportions (Garvin,

1987, p. 101-104; Juran, 1995, p.582).

In 1987, the United States Congress established the Malcom Baldridge National
Quality Award in order to increase national competitiveness by improving quality.
The Award incorporates many of Deming's ideas. In 1992, Ritz-Carlton was the first

hospitality company to win this award which they won again in 1999. During the
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1980's, the countries of Western Europe also began to use a set of standards, the
International Standards Organisation's ISO 9000, as the basis for judging the adequacy
of quality control systems of companies (Juran, 1995, p.595). ISO 9000 is the

recognised quality standard in over 90 countries (Nield and Kozak, 1999, p.41).

Definitions

The quality movement brought important performance improvements but, too often,
reinforced an internal orientation (Woodruff, 1997, p.139). The definition of quality
that characterises this product-oriented, internal focus is that quality is conformance to
specifications (e.g. Levitt, 1972). This definition of quality lies at the objective end of
the objectivity/subjectivity continuum (Reeves and Bednar, 1994, p.423). Although
total quality management (TQM) gurus such as Deming, Feigenbaum and Juran
emphasised the importance of considering customer needs when specifications are

being established, TQM tools and techniques gave little practical help in achieving this

objective (Reeves and Bednar, 1994, p.73).

The term, product, has been defined in different ways by different authors. One widely

accepted definition is that a product is:
anything that can be offered to a market for attention, acquisition, use, or
consumption that might satisfy a want or need. It includes physical objects,
service, places, organizations, and ideas (Kotler, Bowen and Makens, 1996,
p.274).

This definition is very broad and, one should note, includes services. A product has

also been called the 'core output of any type of industry’ (Lovelock, 1996, p.3).
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Authors who use the term 'product’ in this way generally use the term 'goods' to
distinguish between the tangible and intangible aspects of a company's offering (e.g.
Lovelock, 1996, p.3). In the services marketing literature, the term 'tangibles' is used
in the SERVQUAL scale (a scale developed to measure customers' perceptions of
service quality) to refer to the product dimension including, for example, physical
facilities, equipment and the appearance of personnel (Parasuraman, Zeithaml and
Berry, 1988, p.23). The term 'servicescapes' has also been employed in the services
marketing literature to refer to the physical surroundings in service settings (Bitner,
1992; Mattila, 1997; Wakefield and Blodgett, 1996). In this thesis, the term product is
used to refer to the tangible elements with which the customer (meeting planner)
interacts, such as the hotel's accessibility, setting, facilities, furnishings, equipment

and cleanliness. Product quality is defined as the excellence of the tangible elements of

the total consumption experience as perceived by the customer.

Product quality research

Most of the early marketing research was almost completely product-oriented. In an
often-quoted article, Garvin (1984) outlined eight dimensions of product quality:
performance, durability, conformance to specifications, features, name, reliability,
serviceability, and 'fit and finish'. As the service sector began to grow, Levitt (1972)
argued that the service sector should apply product marketing techniques to service
marketing. In a seminal paper, Shostack (1977, p.73), on the other hand, criticised
marketing as being 'overwhelmingly product-oriented' and having failed to create
relevant paradigms for the service sector'. With the development of services marketing

as an independent academic field, the pendulum swung and product quality ended up
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not receiving the attention it deserved (Turley and Fugate, 1992, p.43). However,
service marketing researchers are now proposing that the marketing mix for services
should be expanded to include the physical environment (Ward, Bitner and Gossett,

1989).

Recent research has demonstrated that the physical environment plays a pivotal role in
customers' perceptions in the service sector and, specifically, in luxury hotels (Mattila,
1997, p.4). In addition, because services are intangible and therefore more difficult to
evaluate than products, customers often use the physical environment as tangible cues
(or evidence) to infer quality (Bitner, 1992, p.57; Mattila, 1997, p.4; Palmer, 1994,
p-34; Shostack, 1977, p.77). According to a recent study conducted by the Center for
Hospitality Research at Cornell University of best practices in the US lodging
industry, physical aspects of the hotel (convenient location, guestroom design and
amenities) were identified as the primary drivers of customer perceived value for
meeting planners (Dube ef al, 1999, p.344-347). The General Manager of the Four
Seasons in New York (identified in the same study as the Overall Best-Practice
Property Champion in Physical Property) believes that 10-20% of the average daily
rate charged is a direct result of the design and beauty of the hotel (Dube e al, 1999,
p. 280). As the legendary Los Angeles hotelier and owner of the Beverly Wilshire

hotel stated, "The product must be right before any attempt is made to build an image

(Courtright, 1981).

However, product offerings are easily copied and can be quite similar (Maloles, 1997,

p-12). Product differentiation in the hotel industry has become increasingly difficult
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(Reid and Sandler, 1992, p.68). Once considered as a competitive advantage, product
quality is now being called 'the ante into the game' (Henkoff, 1994, p.48). Therefore,
hotels need to continuously solicit customer feedback as a means of ensuring that its

products meet the needs of the targeted market segment (Dube et al, 1999, p.156).

Hypotheses

In accordance with the previous literature review, the following hypotheses are

proposed:

H3a: Perceived product quality has a significant positive impact on customer
satisfaction.

H3b: Perceived product quality has a significant positive impact on customer
perceived value.

Service quality

The leading economies of the western world have seen a dramatic increase in the
growth of the service sector. For example, from 1986 to 1996, the service sector in the
US grew from 69.3% to 75.5% and, in the UK, from 55.3% to 61.3% (OECD, 1998).
In addition, deregulation has brought increased competition into many service
industries, such as the airlines, financial services and telecommunications (Berry and
Parasuraman, 1993, p.17). Despite the changing nature of the economy and the fact
that the US economy was dominated by services as early as the mid-1940's (Fisk,
Brown and Bitner, 1993, p.66), the development of a new model for managing,
marketing and studying services which was independent of the established industrial

model for managing, marketing and studying products was a slow and difficult
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process (see Berry and Parasuraman, 1993; Shostack, 1977; Schlesinger and Heskett,
1991). In the late 1970's, service marketing was being called an unchartered frontier,

and a new structural definition of services was being called for (Shostack, 1977, p.73).

Also in the late 1970's, a fierce academic debate arose over whether the marketing of
services was essentially different from the marketing of products (see Fisk, Brown and
Bitner, 1993). Today, the important differences in the characteristics of services
compared to products - their intangibility, inseparability, heterogenity and

perishability - are unquestioned, and services marketing is now an established,

independent field (Fisk, Brown and Bitner, 1993, p.63; Zeithaml, Parasuraman and

Berry, 1985, p.33).

Because services are by nature intangible whereas products are not, they are also more
difficult for customers to evaluate. Whereas products are high in search qualities
(attributes which a consumer can determine prior to purchase), services are high in
experience qualities (attributes which can only be discerned after purchase or during
consumption) and credence qualities (characteristics which the consumer may find
impossible to evaluate even after purchase and consumption) (Zeithaml, 1981). In
addition, services are impossible to return. Thus, the purchase of a service is
inherently riskier than the purchase of a product, and personal sources of
recommendation (word-of-mouth) are depended on more heavily (Zeithaml, 1981,

p.193). The impact of positive word-of-mouth from loyal customers therefore takes on

increased significance in service industries.
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A further difference between products and services is that, in the consumption of a
service, the customer does not obtain ownership of a tangible good but rather
'consumes' an experience or a result (Lovelock, 1996, p.3; Shostack, 1977, p.74). In
fact, it has been said that the essential nature of a service is that it is a process rather

than an object (Berry, 1980; Shostack, 1987, p.34; Zeitham! and Bitner, 2000, p.2).

Definitions

Because the nature of a service is different from the nature of a product, defining
quality from a service perspective is different from defining quality from a product
perspective. Whereas product quality has traditionally been defined primarily from an
objective, product-oriented perspective as, for example, conformance to specifications,
service quality has been defined primarily from a subjective, customer-oriented
perspective as, for example, meeting or exceeding customer expectations (Reeves and
Bednar, 1995, p. 73). Objective quality (with 1ts internal focus on the product) has also
been called 'internal quality management', and subjective quality (with its external
focus on the customer) has been called 'external quality management' (Gummesson,
1992, p.180). The following two quotes are representative of the customer-oriented
subjective perspective of defining quality that dominates the service quality literature:
e Only customers judge quality; all other judgements are essentially irrelevant
(Zeithaml, Parasuraman and Berry, 1990, p.16),

e What counts is quality as perceived by the customers (Gronroos, 1990b, p. 37).

However, one result of defining service quality from an exclusively subjective

perspective has been considerable confusion in the service quality literature as to the
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difference between the constructs of service quality and customer satisfaction (Oberoi
and Hales, 1990, p.704; Parasuraman ef al, 1994). In this thesis, service quality is
defined from both an objective perspective (‘the excellence of the delivery process’)

as well as from a subjective perspective (‘as perceived by the customer’).

The term service is used to refer to the intangible delivery process elements with
which the customer (meeting planner) interacts, such as the efficiency of the hotel's
reservation system, the use of prior meeting information, the accurate recording of
meeting details, the level of staff expertise, the consistency of service delivery, the
meeting of agreements, the accuracy of bills, etc. Service quality is here defined as the

excellence of the delivery process elements of the total consumption experience as

perceived by the customer.

Service systems and standards
Depending on the level of complexity and divergence (uniqueness), service processes
can be broken down into logical steps and sequences in order to develop service
systems and standards, and thus provide a more consistent level of service quality
(Shostack, 1987). Service processes can also be categorised according to the level of
tangibility and customisation (see Reeves and Bednar, 1995). Hotel meeting services
that are more tangible and standardised might include, for example, meeting or
banquet room set-ups. Services that are more intangible and standardised might
include reservations, front-desk procedures and checkout. An example of tangible,

customised service might be menu selection. A hotel meeting service that is more
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intangible and customised might be the use of information from prior meetings to help

organise an upcoming function.

The dimensionality of service quality

The dimensionality of service quality is an issue that is currently unresolved in the
literature. Gronroos (1984) proposed a model of service quality that consists of two
dimensions: (1) technical quality (the outcome of what a customer gets) and (2)
functional quality (the process of how he gets it). This model has been used quite
frequently in research (e.g. Richard and Allaway, 1993; Sweeney, Soutar and Johnson,
1997). Researchers have also proposed a three-dimensional model of service quality
comprised of (1) 'physical quality' which includes facilities, the physical environment
and any physical aspects of the service experience (thus paralleling 'product quality' in
this thesis), (2) 'interactive quality' which includes the interaction of the customer with
either mechanical or human resources of the company as well as with other customers,
and (3) 'corporate quality' which is the company's image (Lehtinen and Lehtinen,
1991). An alternative 3-dimensional model of service quality includes input, process

and output dimensions (Johnson, Tsiros and Lancioni, 1995).

Currently, the most well known model of service quality is SERVQUAL, which was
developed by Parasuraman, Zeithaml and Berry (1988). This model has been applied
quite extensively in the hotel industry (e.g. Armstrong, Mok, Go and Chan, 1997,
Getty, 1996; Getty and Thompson, 1994; Knutson, Stevens, Wullert, Patton and
Yokoyama, 1991; Knutson, Stevens, Patton and Thompson, 1992; Martin, 1995,

Mount, 1997a; Patton, Stevens and Knutson, 1994; Saleh and Ryan, 1991; Wuest, Tas
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and Emenheiser, 1996) as well as in many other service industries. Although
SERVQUAL is the most widely used model of service quality, it has also been widely
criticised (e.g. Babakus and Boller, 1992; Brown, Churchill and Peter, 1993; Carman,
1990; Cronin and Taylor, 1992, 1994; Teas, 1993, 1994). One of the main areas of
criticism concerns the dimensionality of service quality (Brown, Churchill and Peter,
1993; Cronin and Taylor, 1992, 1994; Carman, 1990). The SERVQUAL model
originally contained ten service quality dimensions (reliability, responsiveness,
competence, access, courtesy, communication, credibility, security,
understanding/knowing the customer and tangibles) but, using factor analysis, it was
subsequently reduced to five dimensions (tangibles, reliability, responsiveness,
assurance and empathy) (Parasuraman, Zeithaml and Berry, 1988, p.23). However, the
five dimensions identified in the SERVQUAL scale have not been found to generalise
across usage contexts (Babakus and Boller, 1992; Carman, 1990; Oliver, 1993, p.70).
A cntical review of nineteen studies that used the SERVQUAL model between 1985
and 1995 found that eight of the studies had five service quality dimensions, seven had
six to twelve service quality dimensions and two were unclear. In addition, two of the
studies using structural equation modeling found a poor fit with a five-dimensional
model of service quality (see Asubonteng, McCleary and Swan, 1996, p.68-73).
Parasuraman, Zeithaml and Berry (1994, p.113) acknowledge that the five proposed
service quality dimensions of the SERVQUAL scale are intercorrelated and overlap to

some degree.

In an empirical study investigating the dimensionality of the SERVQUAL model in

four different service settings, Carman (1990, p.37) found that the SERVQUAL scale
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failed to exhibit the same 5-factor structure in any of the cases. In another empirical
investigation of the dimensionality of the SERVQUAL model using structural
equation modeling, Cronin and Taylor (1992, p.61) found that the 5-component
structure was not confirmed in any of the research samples. The authors then assessed
the unidimensionality of the 22 SERVQUAL items and, other than one item which did
not load on a single factor and was subsequently dropped, their results indicate that
service quality can be treated as unidimensional (Cronin and Taylor, 1992, p.61). The
results of an empirical study of an electric gas and utility company using SERVQUAL
also indicate that, apart from the confounding effect of negatively worded questions,
service quality can be viewed as essentially a unidimensional construct (Babakus and
Boller, 1992, p.264). In addition, although their intent was to empirically investigate
the problems associated with conceptualising service quality as a difference score,
Brown, Churchill and Peter (1993, p.137) also found that the five SERVQUAL
dimensions did not replicate, and that the 22 items might better represent a

unidimensional construct.

Investigating the dimensionality of service quality is not the purpose of this thesis and
is outside its scope. However, in accordance with the preceding literature review,
service quality, as a whole, is considered in this thesis as one of the possible elements
of value to meeting planners who book meetings at luxury hotels. This is not to imply
that service quality is necessarily a unidimensional construct (although much of the
current literature points in this direction as a viable alternative) but, rather, that the

issue of its dimensionality is currently unresolved.
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Conceptual overlap

Another area of considerable controversy regarding the SERVQUAL model is the
conceptualisation of service quality as the mathematical difference (gap) between
customers' expectations about the performance of a service provider and their
assessment of the actual performance received (Parasuraman, Zeithaml and Berry,
1988, p.15). Although nearly all researchers agree that service quality w
satisfaction are distinct constructs, this conceptualisation of service quality is virtually

———

identical to the most widely accepted conceptualisation of customer satisfaction as the
(dis)confirmation of expectations (Oliver, 1980). A study comparing twelve of the
major service quality and customer satisfaction models from 1980-1995 revealed that
the set of service quality models and the set of customer satisfaction models did not
differ systematically from each other (Iacobucci, Ostram, Braig and Bezjiam-Avery,

1996, p.18). This conceptual overlap has contributed to the confusion regarding the

distinction between the two constructs (Parasuraman ef al, 1994, p.112).

The debate has been extensive (see, for example, Anderson and Fornell, 1994; Bitner
and Hubbert, 1994; Cronin and Taylor, 1992; Liljander and Strandvik, 1995; Oliver,
1993; Parasuraman, Zeithaml and Berry, 1994; Rust and Oliver, 1994; Taylor and
Baker, 1994; Teas, 1993). Reviewing the entire controversy in detail is beyond the
scope and outside the purpose of this thesis. However, two particular issues are
relevant. The first regards the measurement of customer expectations, and the second

relates to the causal direction between the constructs of service quality and customer

satisfaction.
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Expectations versus performance

A significant amount of discussion has centered on the meaning of the expectations
concept (Boulding, Kalra, Staelin and Zeithaml, 1993; Parasuraman, Zeithaml and
Berry, 1988; Teas, 1993). Does 'expectations' mean what should happen, what will
happen, what is desired, what is adequate, what is ideal or what is the norm? Teas
(1993, p.18) questions the validity of conceptualising service quality as the gap
between customers' expectations and perceptions of service performance, particularly
in terms of the ambiguity surrounding the expectations concept. He empirically tests
two alternative service quality models (evaluated performance and normed quality)
and concludes that the evaluated performance model demonstrates greater construct
validity (p.31). Cronin and Taylor (1992, p.64) propose that the SERVQUAL
conceptualisation of service quality is based on a flawed paradigm. According to the
results of their empirical test of four service quality models, the weight of the evidence

clearly supports the use of performance-based measures of service quality.

Other marketing literature also offers considerable support for the superiority of
performance-based measures of service quality (see Bolton and Drew, 1991; Cronin
and Taylor, 1992, p.56). Researchers agree that some measure of customer perceived
performance is important in assessing service quality (Robinson, 1999, p.24).
Zeithaml, Berry and Parasuraman (1996, p.40) have stated that a perceptions-only
conceptualisation is appropriate if the primary purpose of measuring service quality is
to attempt to explain the variance in some dependent construct. In this thesis,
therefore, the measurement of customer perceptions of service performance is

included and customer expectations are not. As previously stated, this is not to imply
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that customers do not have expectations or that expectations are unimportant, but
rather that current conceptual theory and empirical evidence seem to suggest that the
measurement of perceived performance alone in post-consumption models is
sufficient, and that it is not necessary to include the measurement of customer

expectations.

Causal direction

The second relevant issue relates to the causal direction of the constructs of service
quality and customer satisfaction. An empirical study of the relationship between
perceived quality, customer satisfaction and behavioural intentions compared two
models using structural equation modeling (Gotlieb, Grewal and Brown, 1994). In
model one, the paths between quality and customer satisfaction were reciprocal. In
model two, satisfaction was an antecedent of quality. Model one fit the data well.
However, only the path from quality to satisfaction was significant, the reciprocal path
from satisfaction to quality was not. In another study of the relationship between
quality, satisfaction and recommending behaviour that also employed structural
equation modeling, the authors found that the only path that was nof significant was
the path from customer satisfaction to overall quality (Getty and Thompson, 1994),
while the path from quality to satisfaction was significant. Furthermore, although
Parasuraman ef a/ (1988) originally proposed that customer satisfaction is an
antecedent of service quality, they have recently suggested that service quality may
sometimes be an antecedent of customer satisfaction (Parasuraman ef al, 1994, p.112).

In this thesis, therefore, service quality is posited to be one of the antecedents of
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customer satisfaction (see also Liljander and Strandvik, 1995, p.145; Oliver, 1993,

p.78, 1997, p.403; Taylor, 1997, p.137; Zeitham! and Bitner, 1996, p.123).

Objectivity and subjectivity
Another difference between the constructs of service quality and customer satisfaction
is that customer satisfaction is a personal response in which it is necessary for the
service to be directly experienced by the customer, whereas a customer can make
quality judgements about a service provider based on, for example, word-of-mouth,
advertising or ratings without ever having personally experienced the service (Oliver,
1993, p.65; Zeithaml and Bitner, 1996, p.124). It has been said that customer
satisfaction can be seen as an insider perspective based on the customer's own
personal experiences, whereas service quality can be seen as an outsider perspective
based on knowledge about a service provider obtained through word-of-mouth or
advertising, with or without actual personal experience (Liljander and Strandvik, 1994
as quoted in Storbacka et al, 1994, p.24). In other words, the focal point of customer
satisfaction is the customer and his personal response to the service offering, whereas
the focal point of service quality is the service offering itself (as perceived by the

customer).

Thus, combining service quality and customer satisfaction in one model provides both
an objective perspective (specifics regarding service attributes) as well as a subjective
perspective (the customer's personal response to the service offering). Some of the
major differences between service quality and customer satisfaction are outlined in

Figure 2.6.
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Figure 2.6 Service quality versus customer satisfaction

Service Quality Customer Satisfaction
Antecedent Consequent /mediating
Objective and subjective Subjective
Reputation and/or personal experience Personal experience
Customer's judgement of excellence Customer's fulfillment response

Service quality, satisfaction and value

Although, in the past, service quality researchers have focused on studying service
quality in isolation, integrated models now need to be developed (Gronroos, 1993,
p.61- 62; Oh and Parks, 1997). Recent research has begun to attempt linking service
quality, customer satisfaction and customer perceived value in one model (Andreassen
and Lindestad, 1998; Bolton and Drew, 1991; Nguyen and LeBlanc, 1998; Oh, 1999;
Patterson and Spreng, 1997). However, additional research is needed to better grasp
the relationship that exists between service quality, customer satisfaction and value
(Nguyen and LeBlanc, 1998). The current state of knowledge in this area is still in its

infancy (Taylor, 1997, p.152).

Bolton and Drew (1991, p.383) were some of the first researchers to investigate the
relationship between service quality and value using structural equation modeling.
Their findings suggest that value is a richer, more comprehensive measure of
customers' overall evaluation of a service than service quality. In addition, they
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recommended that the construct of customer satisfaction be integrated into future

structural equation models along with service quality and value (p.384).

The service-profit chain model (which was developed from the analysis of successful

service organisations) establishes relationships between service quality, employee

satisfaction, customer perceived value, customer satisfaction and loyalty (Heskett e#

al, 1994, p.166). It proposes that:

e profit and growth are stimulated primarily by customer loyalty;

e customer loyalty is a direct result of customer satisfaction;

e customer satisfaction is largely influenced by the value of services provided to
customers;

e value is created by satisfied, loyal and productive employees; and

e employee satisfaction results primarily from high quality services.

However, the service-profit chain model was not empirically tested.

In an empirical study of the relationship between value, satisfaction and repurchase
intentions for business-to-business professional services, service quality was included
as one of six performance dimensions of value (Patterson and Spreng, 1997, p.427).

Each of the six performance dimensions (including service quality) had a significant

effect on value and satisfaction (p.426).

An empirical study by Oh (1999) was one of the first to integrate service quality,
customer satisfaction and perceived value in one model in the hospitality industry. The

primary focus of this study was to provide initial evidence for an integrated approach
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to service quality and customer satisfaction research. The results suggest that customer
perceived value is an important construct to be considered in future service quality and
customer satisfaction studies. In addition, it was recommended that the constructs of

perceived value, service quality and customer satisfaction be more clearly defined in

future research.

Hypotheses

In accordance with the preceding literature review, the following hypotheses are

proposed:
H4a: Perceived service quality has a significant positive impact on customer

satisfaction.

H4b: Perceived service quality has a significant positive impact on customer

perceived value.

Relationship quality

The proposition that a company's relationship with its customers is important is not a
new idea (Gummesson, 1997, p.55; Petroff, 1997, p.29). However, the growth of the
service sector and increased recognition of the potential relational benefits for both the
firm and the customer have given this old idea a new significance (Berry, 1995a). In
addition, the use of technology to replace personal interaction between the customer
and the company has increased the potential value of such interaction (Schlesinger and
Heskett, 1992, p.166). There has therefore been a call in the literature for greater
attention to the role of relationships, especially in service industries (Bendapudi and
Berry, 1997, p.16; Crosby, Evans and Cowles, 1990, p.69; Dwyer ef al, 1987,
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Gronroos, 1990a; Gummesson, 1997; Scanlan and McPhail, 2000, p.494). The
growing importance of this topic is also evidenced by the fact that the Marketing
Science Institute (MSI) selected relationship marketing as one of its three main topics

for the years 1996-1998 (Gruen, 1997, p.35) and special issues on the topic were

recently published by two leading journals, the Journal of the Academy of Marketing

Sciences (Fall 1995) and Psychology and Marketing (December 1997).

In many service industries, particularly where product and service offerings may be
virtually identical, relationship quality can be a significant means for gaining
competitive advantage (Gwinner, Gremler and Bitner, 1998, p.101; Reichheld, 1993;
Schulz, 2000). The services literature recognizes the importance of personal
interaction in creating satisfied customers (Crosby ef al, 1990, p.68; Parasuraman et
al, 1985; Rosen and Surprenant, 1998). The quality of buyer-seller interactions can
also have an immense impact on future buying behaviour and on word-of-mouth
(Gronroos, 1990a, p.4). Crosby, Evans and Cowles (1990, p.75), for example, found
that relationship quality as perceived by the customer had a significant influence on
customers’ anticipation of future business. Liljander and Strandvik (1995) discuss the
value of relationship quality in service settings. According to their paradigm,
customers compare what they 'get' from a consumer relationship (benefits) with what
they 'give' (sacrifices), and this comparison leads to a perception of relationship value
(p.146). A strong, posttive relationship between a firm and its customers can thus
provide an opportunity for differentiation and can add value above and beyond that
which is provided by the goods and services on one hand, and price on the other
(Gronroos, 1997, p.332; Gwinner ef al, 1998, p.102; Ravald and Gronroos, 1996, p.22;

Sheaves and Barnes, 1996, p.220; Tzokas and Saren, 1997, p.111).
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The results of two case studies by Rosen and Surprenant (1998, p.113) indicate that it
is important to include a consideration of critical relationship benefits, as distinct from
product or service benefits. Kaplan and Norton (1996b, p.62) include customer
relationships in addition to product and service attributes and image as dimensions of
customer perceived value leading to customer satisfaction in their ‘Balanced
Scorecard’. Patterson and Spreng (1997) found that ‘relationship’ was one of six
performance dimensions influencing customer satisfaction and perceived value in
business-to-business services. In addition, the results of an empirical investigation of
the social content of interaction between employees and customers indicated that
‘personalisation’ (employees are polite, courteous, friendly, pleasant and know you
personally) is an important determinant of customer satisfaction and patronage
behaviours, such as willingness to recommend and decreased propensity to switch
(Mittal and Lassar, 1996). The authors also suggest that current measures of service

quality may not adequately cover this component.

It has also been noted in the literature that three of the five dimensions of service
quality measured by the SERVQUAL scale (responsiveness, assurance and empathy)
actually measure aspects of relational performance (relationship quality) (Bitner,
Booms and Tetreault, 1990, p.72; Czepiel, 1990, p.17; Hocutt, Chakraborty and
Mowen, 1997, p.457). Therefore, especially in service industries, customers’
evaluation of their relationship with the company should be considered in addition to
their evaluation of the product and service dimensions (Henning-Thurau and Klee,

1997, p.751). More than selling the tangible product or the intangible service, hoteliers
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must focus on managing long-term relationships with customers (Dev and Ellis, 1991,

p-30).

As organisations shift more resources from acquiring customers to retaining
customers, customer value dimensions that drive customers' commitment to continue
doing business with a company will take on added importance (Woodruff, 1997,
p.149). In addition to product and service quality, therefore, the impact of relationship
quality should be included in models of customer satisfaction and perceived value.
This thesis thus extends the discussion on satisfaction and value by including a

consideration of the impact of relationship quality in the model of customer loyalty.

Relationship marketing

The vast majority of the literature on business relationships focuses on relationship
marketing (see, for example, Berry, 1983, 1995a; Bendapud: and Berry, 1997,
Gronroos, 1995, 1997, Gummesson, 1997, Gwinner ef al, 1998; Liljander and
Strandvik, 1995; Morgan and Hunt, 1994; Rosen and Surprenant, 1998; Sheth and
Parvatiyar, 1995; Tzokas and Saren, 1997). As Peter Drucker said in 1964, 'the basic
purpose of any business 1s not to sell a product but to create and keep customers' (as
cited in Petrof, 1997, p.29). The thinking of Levitt (1983) that 'buyer-seller
relationships do not end after the initial sale is made' also brought the topic of
relationship marketing to the forefront. The term 'relationship marketing' is attnibuted
to Berry (1983) and has been variously defined as:

e attracting, maintaining and enhancing customer relationships (Berry, 1983, p.25);
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e all marketing activities directed towards establishing, developing and maintaining
successful relational exchanges (Morgan and Hunt, 1994, p.22),

e aprocess in which a firm builds long-term alliances with current and potential
clients in such a way that the buyer and seller both work towards a common set of
specific goals (Evans and Lasking, 1994);

e the process of planning, developing and nurturing a relationship climate that will
promote a dialogue between a firm and its customers which aims to imbue an
understanding, confidence and respect of each others' capabilities and concerns
when enacting their role in the rfxarketplace and society (Tzokas and Saren, 1997,
p.107);

e to establish, maintain, enhance and commercialize customer relationships (often
but not necessarily always long term relationships) so that the objectives of the

parties involved are met (Gronroos, 1990a, p.5); and

¢ to build and maintain a base of committed customers who are profitable for the

organization (Zeithaml and Bitner, 2000, p.139).

Not only is the range of definitions of relationship marketing quite broad, but the
domain of relationship marketing is also quite broad including, for example, the
marketing channels literature (e.g. Dwyer ef al, 1987), the industrial marketing
literature (e.g. Gummesson, 1987), and the services marketing literature (i.e.
Gronroos, 1990a). Morgan and Hunt (1994) outline ten different types of business
relationships within four categories: (1) supplier partnerships (goods and services); (2)
lateral partnerships (competitors, nonprofit organisations, government); (3) buyer

partnerships (ultimate customers and intermediate customers); and (4) internal
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partnerships (functional departments, employees, business units). Gummesson (1997,
p.58-59) suggests thirty relationships of importance to the firm beyond the relationship
with the customer. In addition, relationship marketers have used a wide range of
strategies, such as database marketing, mass customisation and membership reward
programmes, in an effort to strengthen business relationships (Tzokas and Saren,
1997). The focus of this thesis, however, is not relationship marketing but relationship
quality (the quality of the relationship between the company and the customer) as

perceived by the customer.

In a business setting, the potential for relationships to form occurs during service
encounters (or 'moments of truth'), which is any time the customer interacts with the
people who represent the service provider (Crosby et al, 1990, p.68; Sheaves and
Barnes, 1996, p.217). Every interaction should be seen as an opportunity to add value
(Griffin, 1995, p.39). A common complaint of customers is the inability or
unwillingness of service providers to maintain stability in their customer contact
employees (Heskett ez al, 1997, p.106). In this thesis, the term relationship is used to
refer to the personal elements with which the customer (meeting planner) interacts
during a consumption experience, such as fairness, trust, teamwork, stability and
appreciation. Relationship quality is defined as the excellence of the personal

interaction elements of the total consumption experience as perceived by the customer.

Transactional versus relational exchange

Marketing exchange can be seen as a continuum with a ‘transaction’ orientation on

one end of the spectrum and a ‘relational’ orientation on the other (Gronroos, 1995,



p.252). In its purest form, a ‘transaction’ is a one-time exchange of value between two
parties with no prior or subsequent interaction (Webster, 1992, p.6). A ‘relationship’
exists when an individual exchange is assessed not in isolation but as a continuation of
past exchanges likely to continue into the future (Czepiel, 1990, p.15). Figure 2.7

outlines the major differences between transactional and relational exchange.

Figure 2.7 Transactional versus relational exchange

Transactional Exchange Relational Exchange
Impersonal Personal, social
Discrete, one-off event(s) Connected, ongoing process
Short-term orientation Long-term orientation
Customer acquisition focus Customer retention focus

Not all industries, all market segments within those industries, nor all individual
customers within those market segments are suitable for the establishment of strong
customer relationships (Berry, 1995, p.238; Levitt, 1983; Mittal and Lassar, 1996;
Reichheld, 1993). Some industries, market segments and customers can be adequately
served by means of a series of discrete transactions (Palmer, 1994, p.43). However, in
other business settings, the quality of the personal relationships established with

customers can be the key to success (Czepiel, 1990, p.16).

Certain conditions have been shown to be more conducive to relational exchange. For

example, service industries, because of their riskiness (due to the relative lack of
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objective means of evaluation prior to consumption and the inability to ‘undo’ poor
service), their ongoing nature, and their inherently greater interpersonal focus, are
particularly suitable for relational exchange (Bendapudi and Berry, 1997, p.16;
Czepiel, 1990; Gronroos, 1995). In addition, within service industries, when the
service is complex and customised, there is a high degree of customer involvement
and a considerable financial investment, the value of strong customer relationships
becomes even more important (Berry, 1995, p.237; Bitner, 1995, p.249; Crosby et al,
1990, p.69; Gwinner et al, 1998, p.109; Halinen, 1996, p.330; King and Garey, 1997,
p.40; Palmer, 1994, p.163; Sheaves and Barnes, 1996, p.218). Mittal and Lassar
(1996) demonstrated empirically that the influence of ‘personalisation’ (personal
interaction) was greater in people processing service industries (e.g. health care) than
in possession processing service industries (e.g. auto repair). Each of these conditions
that are conducive to relational exchange (risky, ongoing, interpersonal, complex,
customised, high customer involvement, considerable financial investment, people
processing service) is applicable to the meeting planner who books meetings at luxury

hotels.

Relationship benefits

The benefits to service providers of having developed strong relationships with their
customers are relatively well documented, for example, a stable supply of future
revenue, positive word-of-mouth and referrals, decreased marketing and operating
costs, more satisfied and productive employees, and insulation from price competition
(Dwyer et al, 1987, p.14; Reichheld, 1993, 1996; Reichheld and Sasser, 1990;

Schlesinger and Heskett, 1991; Sheaves and Barnes, 1996, p.220). Furthermore, as a
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relationship becomes more valuable to a customer, it has been proposed that customer
commitment increases (Liljander and Strandvik, 1995; Liu, 1998, p.33). Therefore,
good working relationships can represent a formidable barrier to entry by the
competition and provide a powerful competitive advantage for a company (Dwyer et

al, 1987, p.14; Heskett et al, 1990, p.160).

However, in order for a business relationship to prosper, both the company and the
customer must perceive it to be beneficial (Berry, 1995; Czepiel, 1990; Levitt, 1983,
p-91). The benefits to the customer of strong working relationships have not been as
extensively researched as the benefits to the company (Bitner, 1995, p.246). Proposed
customer benefits have included reduced transaction costs (in time, money and
energy), reduced uncertainty and risk, reduced need to search for new information, and
reduced stress (Bejou, 1997, p.729; Bendapudi and Berry, 1997, p.20; Bitner, 1995,
p.250; Crosby et al, 1990, p.69; Storbacka et al, 1994, p.26). The findings of a recent
empirical study examining the benefits customers receive as a result of loné-‘genn
relational exchanges with service firms identified three types of relational benefits: (1)
confidence (reduced risk and anxiety, trust in service provider); (2) social (personal
recognition, familiarity with employees); and (3) special treatment (price breaks,
customisation, faster service) (Gwinner ef al, 1998). The results of another empirical
study of the antecedents and consequences of building relationships with business
travel customers in the luxury hotel segment indicated that the most important
variables in the development of customer commitment were (1) the level of their trust
in the hotel, and (2) the benefits they receive (e.g. expediency, customisation,
appreciation, recognition) (Bowen and Shoemaker, 1997, p.39 and p.42). The results

of a further empirical study on the critical relational attributes for business guests of 4
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and 5 star hotels found (1) personalisation, (2) social bonding, (3) reliability and (4)
familiarisation to be the most significant factors in the improvement of customer

retention (Scanlan and McPhail, 2000, p.491).

However, sometimes customers may stay in business relationships because of
constraints and/or a lack of alternatives (they ‘have’ to), not because they value the
relationship and desire to maintain it (they ‘want’ to) (Bendapudi and Berry, 1997;
Jones and Sasser, 1995). Liljander and Strandvik (1995, p.152-154) outline ten types
of bonds that can tie a customer to a company: legal, economic, technological,
geographical, time, knowledge, social, cultural, ideological and psychological. A
company can also attempt to bind a customer to itself by means of economic, social or
structural ties (Berry and Parasuraman, 1991, p.136-142). Merely retaining customers,
however, is not the same as building relationships with them. A strong, positive
working relationship between the service provider and the customer can have a
profound effect on customer perceptions of value (Bounds, Yorks, Adams and
Ranney, 1994, p.175). The objective, therefore, is to build a positive working
relationship from the perspective of the customer, not only from the perspective of the

firm (Sheaves and Barnes, 1996, p.217).

As discussed, although relationship quality is not significant in every business setting,
it is proposed that the role of relationship quality could be a significant source of value
and satisfaction for meeting planners who book meetings at luxury hotels. Hotels that
host many meetings are increasingly providing one contact person at the hotel who
acts as a liaison between the meeting planner and the various departments of the hotel

(sometimes called a convention service manager or a conference planning manager) to
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make just such a relational benefit available to the meeting planner (Cabanas, 1992,
p.49). Previous research indicates that this position is one that is highly valued by

meeting planners (Rutherford and Umbreit, 1993).

Hypotheses
In accordance with the preceding literature review, the following hypotheses are

proposed:

H5a: Perceived relationship quality has a significant positive impact on customer
satisfaction.

HSb:  Perceived relationship quality has a significant positive impact on customer

perceived value.

Extra benefits

In this thesis, the term ‘extra benefits’ is used to refer to the additional advantages
that customers may receive as a result of their association with a company, such as
frequency programmes, VIP treatment, customisation and the overall effects of image
perceptions. Extra benefits are viewed as a means (direct or indirect) of
acknowledging the value of a customer to a company and rewarding his/her special
status (Barlow, 1998). They are also a means of providing value and satisfaction to a
customer beyond that provided by the products, services or relationships that a

company offers.

A recent article in the Wall Street Journal (Binkley, 2000) describes the current battle
that is being waged between major hotel corporations such as Bass, Hilton, Marriott
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and Starwood to attract the lucrative frequent business traveler market by offering
extra benefits such as hospitality events (i.e., parties, pro-am golf tournaments), VIP
upgrades and enhanced frequent stayer programmes (p.A1l). As a Hilton representative
said, “We all have nice rooms. We’re all in great locations. We all have great

service... how can I stand out here?” (p.Al). Following the launch of its upgraded

Preferred Guest programme in 1999, Starwood doubled the number of its guests who

stayed more than 25 nights in one year (p.A12).

Frequency programmes

One of the most common extra benefits provided by a company to 1ts customers is the
frequency program, or loyalty scheme, such as an airline’s frequent flyer programme
or a hotel’s frequent stayer programme. Frequency programmes have recently received
considerable attention in both trade and academic journals (see, for example, Dowling
and Uncles, 1997; O'Brien and Jones, 1995; O'Malley, 1998). O'Malley (1998, p.51)
outlines four primary objectives of such programmes: (1) to reward loyal customers,

(2) to generate information, (3) to manipulate customer behaviour, and (4) to combat a

competitive scheme.

The original frequent flyer programme was established by American Airlines in the
early 1980's (Lovelock, 1996, p.199), with hotel chains setting up their own
programmes modeled on those of the airlines soon thereafter (Binkley, 2000, p.Al;
Toh, Rivers and Withiam, 1991, p.47). Reward programs have become common in
both the transportation and hospitality industries (Bolton, Kannan and Bramlett, 2000,

p-95). Some hotel companies (for example, Hilton and Hyatt) now also have frequency
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programmes geared specifically for meeting planners

(hilton.com/hhonors/points/meeting; hyatt.com/meetings/dividend).

Although most hotel chains offer frequent stayer programmes, usually in partnership
with airline and car rental companies (Powers and Barrows, 1999, p.371), there is
considerable controversy concerning their value, not only to the company but also to
customers (McCleary and Weaver, 1991, p.39; O’Malley, 1998). In a study of frequent
business travelers, for example, the existence of a frequent stayer programme was
rated 6™ (out of 7 factors) in importance in their hotel selection criteria (Toh, Hu and
Withiam, 1993, p.70). The results of a recent study of the membership programme of a
credit card company also found that being a member of the loyalty program did not
have a direct positive effect on customer retention (Bolton, 2000, p.103). Both
industry and academia are questioning whether loyalty programmes really create extra
value for customers beyond that derived from the product or service (Dowling and
Uncles, 1997, p.71; O’Brien and Jones, 1995; O’Malley, 1998), or whether these
programs are merely encouraging customer loyalty to the loyalty program (Bolton,
Kannan and Bramlett, 2000, p.106; Dowling and Uncles, 1997, p.75; McCleary and

Weaver, 1991, p.45; O’Malley, 1998, p.52).

VIP treatment
VIP treatment, such as guaranteed rooms, room upgrades, express check-in, late
check-out, complimentary gifts or hospitality events, may be integrated into a hotel’s
frequency programme or be offered separately, sometimes as part of a corporate rate

program (Lewis and Chambers, 1989, p.433). Some VIP treatment (for example, room
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upgrades for important meeting participants) may be included as part of a meeting

package (see interconti.com/meetings/solutions).

The findings of a recent empirical study investigating the benefits customers receive

as a result of engaging in long-term relational exchanges with service providers
indicated that special treatment benefits were perceived as the least important benefits
that customers receive (Gwinner e? a/, 1998). However, the authors point out that ‘the
relatively low importance ratings do not categorically argue against properly

structured special treatment (reward) programs’ (p.110).

In a study of luxury hotel business guests, the loyalty creating effect of 18 possible
benefits was investigated (Bowen and Shoemaker, 1998, p.20). The top two benefits
were: (1) the hotel provides upgrades, and (2) you can check-in and check-out at a
time that suits you. However, the existence of a frequent guest programme appealed

strongly to only a small percentage of customers.

Customisation
For their regular customers, many service providers customise their service to meet
particular customer needs (Gwinner et al, 1998, p.105). Customisation (the ability to
tailor the service to the preferences of the customer) can offer great potential for
service providers (Sisodia, 1992, p.59). Before the days of industry consolidation and
information technology, local innkeepers knew their regular guests individually and
kept records of guests’ preferences and needs, either in their heads or by means of

hand-written guest history cards (Dev and Ellis, 1991, p.30). In the past, hotels often
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remained under the same family ownership for generations, with guests and
employees remaining for their lifetimes. In larger hotels, management was often
promoted from within the ranks. As a result of this longevity, hotel staff came to know

the regular guests and strong relationships were formed over time.

However, industry consolidation, information overload, high employee turnover, and
decreased guest contact has caused this intimate guest knowledge to disappear (Dev
and Ellis, 1991, p.31). Today, the use of database systems to track customer
preferences is a powerful tool that allows companies to identify their customers,
differentiate them, interact with them and customise their offerings (Berry, 1995;

Grossman, 1998, p.13; Heskett, Sasser and Hart, 1990; Sisodia, 1992, p.54).

In a study of luxury hotel business guests, the benefit that ‘the hotel uses information
from your prior stays to customise services for you” was rated number 3 out of 18
benefits deemed to engender customer loyalty (Bowen and Shoemaker, 1998, p.20). A
recent study by the Center for Hospitality Research at Cornell University also found
that customised service was an important source of value to hotel guests (Dube and
Renaghan, 2000, p.70). Some hotel companies (Benchmark, for example, which
specialises in resort conference hotels) keep comprehensive histories of meeting needs
so that basic background information need be supplied by the meeting planner only

once (Cabanas, 1992, p.48).

The tracking of customer preferences not only allows a company to customise its
offerings, but also to anticipate regular customers’ needs (Sisodia, 1992, p.59). In a

research study sponsored by Cornell University’s Center for Hospitality Research, the
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Balsams Grand Resort Hotel, a privately owned resort, was listed as a ‘Functional
Best-Practice Champion’ for their guest history system (Dube ez al, 1999, p.41).
Because the resort is located in northern New Hampshire far from most urban areas,
management recognised that it would need a high ratio of return guests if it were to be
successful. The institution of its guest history system allowed the hotel to customise its
guest services and also to anticipate customer wishes. Today, 85% of the hotel’s
occupancy consists of either former guests or new guests who have come as a result of

the referral of former guests.

Image
Apart from direct benefits (the actual product, service and relationship quality that a
company provides), customers may also receive indirect benefits such as a sense of
security or a sense of pride from doing business with a company that has a good
reputation. Does it make any difference to meeting planners whether a hotel has a
good reputation with other meeting planners, is perceived as a ‘good citizen’ in the
community, is environmentally concerned? Does it matter to meeting planners
whether they can take pride in booking meetings at a particular hotel or with a
particular chain? Do these issues influence meeting planner perceptions of value, their
level of satisfaction, their commitment to booking meetings at a hotel? Or are these

issues irrelevant? This thesis attempts to answer these questions.

Relationship to value, satisfaction and loyalty

Researchers have warned against attempting to build customer loyalty mainly through

the development of loyalty programmes, customer bonds and promotional schemes



apart from the development of a coherent value proposition (Dowling and Uncles,
1997; O'Brien and Jones, 1995; O'Malley, 1998, p.55; Reichheld, 1993, p.64). If
employed, such loyalty schemes must be considered as only one of the elements of a
coherent value proposition (O’Malley, 1998, p.55). As a hospitality marketing
representative said, “The reward is not enough” (Bruns, 1998). How important is a
hotel’s provision of extra benefits to meeting planner satisfaction and perceptions of
value? There is very little empirical research on the impact of extra benefits on
customer satisfaction, perceptions of value or loyalty, particularly in the meeting

market. This thesis attempts to fill that void.

Hypotheses

In accordance with the preceding literature review, the following hypotheses are

proposed:

H6a: Perceived extra benefits have a significant positive impact on customer
satisfaction.

H6b: Perceived extra benefits have a significant positive impact on customer

perceived value.

Problem resolution

Although some companies consider customer problems to be a nuisance and
investments in customer problem resolution to be a waste of resources, other
companies, such as Ritz-Carlton, are realising the value of implementing proactive
problem resolution strategies (Berry and Parasuraman, 1992a; Hart, Heskett and

Sasser, 1990; Partlow, 1993). How a company responds to problematic customer
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situations can have a tremendous impact on customer attitudes and intentions (Webster
and Sundaram, 1998, p.153). Research has demonstrated that the use of effective
recovery strategies can convert a problematic situation into a favourable one, restoring
or even enhancing customer satisfaction, commitment and loyalty (Hart, Heskett and
Sasser, 1990, p.148; Kelly, Hoffman and Davis, 1993; Tax, Brown and
Chandrashekaran, 1998, p.86). Recently, Hampton Inn hotel chain achieved the

highest customer retention rate in the industry, partially as a result of their strategy to
ensure that customer problems are dealt with effectively (Ettorre, 1994). Ineffective
recovery strategies, on the other hand, can exacerbate a situation and drive the

customer to a competing firm (Smith, Bolton and Wagner, 1999, p.356).

Unfortunately, customers often become even more dissatisfied by a company’s
inadequate or inappropriate response (or lack of any response at all) than by the
original problem itself (Bitner, Booms and Tetreault, 1990; Feinberg, Widdows,
Hirsch-Wyncott and Trappey, 1990). Bitner, Booms and Tetreault (1990, p.80) called
this situation a ‘double deviation’, in that both the initial event and the recovery
attempt are failures. Unsatisfactory problem resolution is a leading cause of customer
switching behaviour (Berry and Parasuraman, 1991; Hart, Heskett and Sasser, 1990;
Keaveney, 1995; McDougall and Levesque, 1998, p.28; Zeithaml, Berry and
Parasuraman, 1990) with about half of business responses to customer complaints
actually strengthening customers’ negative feelings toward the company (Berry and
Parasuraman, 1991; Hart, Heskett and Sasser, 1990, p.150; Tax, Brown and

Chandrashekaran, 1998, p.72).
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However, the results of research on customers’ response to a company’s effective
recovery effort are mixed. Zeithaml, Berry and Parasuraman (1996) found that
customers who experienced no service problems had a more positive attitude toward
the firm than customers who experienced a problem that was satisfactorily resolved.
Bolton and Drew (1992) found that service failures may weaken the customer-
company bond even when the problem was satisfactorily resolved. McDougall and
Levesque (1998) found that customers held negative future intentions toward the
service provider regardless of the recovery strategy used. Other research, however, has
found that an effective recovery strategy may lead to the paradoxical situation in
which the customer has more positive feelings toward the company after a problem
has been corrected than if the transaction had been performed correctly the first time
(Abrams and Pease, 1993; Hocutt, Chakraborty and Mowen, 1997; McCollough and
Bharadwaj, 1992). Although it is generally more difficult to execute an effective
recovery in the case of serious failures, recent research seems to indicate that it is
possible to recover from almost any failure, regardless of its type or magnitude

(Hoffman, Kelley and Rotalsky, 1995, p.58).

How a company deals with customer problems and complaints is therefore vitally
linked to the satisfaction and loyalty of its customers (Tax and Brown, 1998, p.75).
Customer problems represent opportunities for a company to create goodwill by the
way in which these problems are handled (Berry and Parasuraman, 1992a; Hart,
Heskett and Sasser, 1990, p.151; Johnston and Fern, 1999, p.70) and even service
delivery system failures can be remembered as highly satisfying if they are handled
properly (Bitner, Booms and Tetreault, 1990, p.80). Certainly, the issue of customer

problem resolution deserves more attention from both practitioners and academicians
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(Webster and Sundaram, 1998, p.153). In addition, the mixed research results suggest
that further study is required to determine the relationship between customer’s
perceptions of problem resolution and their satisfaction and loyalty (McDougall and

Levesque, 1998, p.31).

Problem resolution versus service recovery

Much of the literature in this area focuses on service recovery, an issue closely related

to problem resolution. Service recovery has been defined as:

e an attempt by an organization to offset the negative impact of a failure or
breakdown (Zemke and Schaaf, 1989);

¢ an exchange in which the customer experiences a loss due to the failure and the
organization attempts to provide a gain in the form of a recovery effort, to make up
for the customer’s loss (Smith, Bolton and Wagner, 1999, p.357); and

o the actions an organisation takes in response to a service failure (Gronroos, 1988).

However, because the present research is integrative in nature, it addresses problems
that a customer may encounter not only with the service, but also with other aspects of
a company’s offering, such as product, relationship or cost issues. Furthermore, the
concept of problem resolution is more all-encompassing than service recovery in that

it includes the addressing of customer difficulties that are not necessarily the result of

a company’s failure or mistake (Hart, Heskett and Sasser, 1990, p.152). In a study by
Johnston (1995) using critical incident technique to investigate what constitutes
“failure’ in the minds of customers, customers were asked to think of a time when they

were very satisfied and a time when they were very dissatisfied with the service they
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received. Some of the incidents were associated with the service system (20%), others
with physical goods (27%), and others with the customer’s body (27%) or actions
(25%). The results of the study suggest that, from a customer’s point of view, a
‘failure’ is any situation where something has gone wrong, irrespective of
responsibility. The author concludes that situations which are not necessarily the
responsibility of the organisation can provide opportunities to generate high levels of
customer satisfaction. Other researchers agree that organisations should view ‘failure’
as an opportunity to create satisfied customers (Heskett, Sasser and Hart, 1990; Berry
and Parasuraman, 1992a). Problem resolution is therefore defined as the efforts of a
company to respond positively in the solution of customer difficulties encountered
during the total consumption experience (irrespective of the source of causality) as

perceived by the customer.

Problem resolution strategies
Despite the importance of service recovery (problem resolution) strategies in keeping
customers, a survey by Armistead and Clark (1994) found that there was little
evidence of such practices in companies. The typical service delivery system is
completely unprepared to deal with exceptions and fails to anticipate that things can
go wrong (Hart, Heskett and Sasser, 1990, p.150; Zemke and Schaaf, 1990). In fact,
many problems are the result of faults that have actually been designed into the system

(Schlesinger and Heskett, 1991).

Since the majority (70-95%) of dissatisfied customers do not complain to the company

(although they will tell friends and family about their dissatisfying consumption
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experiences), companies cannot afford to be complacent and assume that non-
complaining customers are satisfied (Harari, 1992; Hart, Heskett and Sasser, 1990;
Singh and Wilkes, 1996; Spreng, Harrell and Mackoy, 1995). A study by Tax and
Brown (1998, p.77) identified four key reasons why customers don’t voice their
complaints to a company: (1) they believe the organisation will not be responsive, (2)
they are uncertain about their rights, (3) they are concerned about the time and effort
involved to complain, and (4) they anticipate negative ramifications. It is therefore
essential that companies not be passive or reactive but, rather, adopt a proactive
approach toward the resolution of customer problems (Berry, 1995b; Smith, Bolton

and Wagner, 1999, p.359; Weiser, 1995, p.113).

The results of several studies indicate that no single recovery strategy is effective in all
situations but, rather, strategies should reflect the context of the situation (Johnston
and Fern, 1999, p.81; McDougall and Levesque, 1998, p.27). Some of the most
common Tecovery strategies are apology, assistance and compensation (see Figure
2.8). However, research indicates that customers are concerned not only with the
outcome of problem resolution, but also with the process and the manner in which the
problem is handled (Hocutt, Chakraborty and Mowen, 1997, p.458; Smith, Bolton and
Wagner, 1999, p.357; Tax, Brown and Chandrashekaran, 1998, p.62). A quick
response to customer problems (Johnston and Fern, 1999, p.81; Smith, Bolton and
Wagner, 1999, p.359) as well as employee helpfulness, responsiveness, flexibility and

a caring attitude are valued by customers (Johnston, 1995, p.220).

According to a study by Bitner, Booms and Tetreault (1990, p.80), the largest

proportion of unsatisfactory outcomes in service encounters (42.9%) from a
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customer’s point of view is due to employee’s inability or unwillingness to respond in
service delivery system failure situations. Despite the fact that research has indicated
the value of empowering front-line personnel to handle routine service failures
(Bowen and Lawler, 1995; Hocutt, Chakraborty and Mowen, 1997, p.461), employees
often lack the responsibility and the authority to deal with customer problems (Hart,
Heskett and Sasser, 1990; Tax and Brown, 1998, p.81). According to Patrick Mene,
head of Ritz-Carlton’s TQM program, empowering employees means giving them the
responsibility and the authority to identify and solve customer problems on the spot
(Partlow, 1993, p.23). At Ritz-Carlton, two-time winner of the coveted Malcolm
Baldridge Award, any employee who receives a customer complaint ‘owns’ the
complaint and is expected to break away from their normal routine to bring that
problem under control. In addition, each individual employee is allowed to spend up to
$2,000 to satisfy a guest. Hart, Heskett and Sasser (1990) propose the following steps
in the implementation of an effective customer problem resolution strategy:

e measure the cost of effective service recovery,

e listen closely to the customer,

e anticipate potential customer problems,

e act fast,

e train employees,

e empower the front line, and

e provide customer feedback.

However, even companies with the best strategic plans and the tightest quality control

procedures cannot avoid problems in all interactions with customers (Webster and
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Sundaram, 1998, p.153). Yet if problems are opportunities and an inevitable part of
the service process, then many opportunities will exist for organisations to create
satisfied, loyal customers through their proactive problem resolution strategies
(Johnston, 1995, p.219). Effective problem resolution is therefore seen as a potential

source of value and satisfaction to the customer whereby the company turns a

customer cost into a customer benefit.

Hypotheses
In accordance with the preceding literature review, the following hypotheses are
proposed:
H7a:

Effective problem resolution has a significant positive impact on customer

satisfaction.

H7b: Effective problem resolution has a sigmficant positive impact on customer

perceived value.

Customer costs

The essence of marketing is an exchange of value in which the customer must give up
something of value in return for something of greater value (Holbrook, 1994, p.22;
Kotler, 1991, p.4). The value construct therefore includes a consideration not only of
the benefits received by the customer, but also of the sacrifices the customer must
make in order to obtain those benefits (Liljander and Strandvik, 1995; Patterson and
Spreng, 1997, p.430; Sweeney, Soutar and Johnson, 1997, 1999; Zeithaml, 1988,

p.10). Furthermore, an explicit consideration of satisfaction with sacrifices should be
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included along with the consideration of customer satisfaction with benefits (Spreng,
Dixon and Olshavsky, 1993). This thesis therefore includes a consideration of both
the negative side of the value equation (what must be given up or sacrificed by the
customer) as well as the positive side (what is received by the customer). Customer

costs are defined as the sacrifices a customer makes in order to receive the benefits of

the total consumption experience.

The sacrifice component of the value construct includes both direct, monetary
customer costs that are associated with the consumption experience (pricing
considerations), and also indirect, non-monetary costs, such as time, effort or
psychological costs (for example, risk or hassle) (Dube ez al, 1999, Spreng, Dixon and
Olshavsky, 1993, p.50; Zeithaml and Bitner, 2000, p.434). In a recent study of hotel
guests, the recommendation was made that researchers include a consideration of
factors beyond mere financial sacrifice (price) in future studies (Oh, 1999). As
previously stated, because services are high in experience qualities (attributes which
can only be discerned after purchase or during consumption) and credence qualities
(characteristics which the consumer may find impossible to evaluate even after
purchase and consumption), the indirect cost of customer perceived risk is greater for
services than for products (Zeithaml, 1981, p.37). In a study of retail shoppers,
Sweeney, Soutar and Johnson (1999, p.9) included the role of customer perceived risk
as an antecedent of value along with price, product quality and two dimensions of
service quality (technical and functional). The results of the study indicate that the
effect of perceived risk on customers’ ‘willingness to buy’ was entirely mediated

through customers’ perceptions of value.



There is an abundance of literature on the role of price from a strategic perspective and
from a marketing perspective. However, in this thesis, the role of price is considered
from a customer perspective. In the customer’s evaluation of a service offering, price
can function in several different ways: (1) as an indicator (cue) of quality, (2) as a
reference point (too high / too low / within range), and (3) as a component of value
(Lewis and Shoemaker, 1997, p.45). In the eyes of the customer, therefore, price can
act simultaneously as an attraction (a higher price signalling higher quality) and a
repellent (as the sacrifice component of value) (Zeitham! and Bitner, 2000, p.435).
This mixed role of price from the customer’s perspective is confirmed by research.
The results of a study by Sweeney, Soutar and Johnson (1999, p.99), for example,
indicate that price has a negative influence on value, but a positive effect on perceived
product quality. Dodds, Monroe and Grewal (1991) also found that price has a
negative influence on value and ‘willingness to buy’, but a positive influence on

perceived product quality.

In an empirical study modeling the relationship between perceived value, satisfaction
and repurchase intentions using structural equation modeling, Patterson and Spreng
(1997) defined value as a function of multiple benefits and sacrifices. The benefit
component of value was grouped into six underlying dimensions: outcome, service,
relationship, methodology, problem identification and global networks. However,
despite acknowledging the importance of customer costs as an antecedent to value and
criticising existing models for ignoring any sacrifice component, the researchers did
not attempt to capture the sacrifice component of value explicitly, but rather assumed
that 'the sacrifice (cost) component of value is held constant' (p. 418). The sacrifice

component of value was included within the value construct itself as 'value for money'
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(p. 424). However, the researchers recommend that future studies of a similar nature
should consider including financial and non-financial 'sacrifice' components to explain
perceived value better (p. 430). This study therefore extends past research by
including a consideration of the impact of customer costs explicitly (as a separate
dimension of the value construct), and by including the impact of both monetary and

non-monetary customer costs (sacrifices).

Hypotheses
In accordance with the preceding literature review, the following hypotheses are
proposed:

HB8a: Perceived customer costs have a significant negative impact on customer

satisfaction.

H8b: Perceived customer costs have a significant negative impact on customer

perceived value.
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CHAPTER 3: RESEARCH METHODOLOGY

This chapter describes the methodology used in this study. The first section sets forth
the objectives of the study. The second section explains the development of the
questionnaire. The third section presents the sample used for the study. The fourth
section details the data collection procedures. The fifth section overviews the methods

of data analysis, and the final section describes the in-depth interview procedure.

OBJECTIVES OF THE STUDY

The primary purpose of this study is to investigate the nature of the relationship
between customer perceived value, customer satisfaction and customer commitment
for meeting planners who book meetings at 4 and 5 star hotels, and to develop and test
an integrated post-consumption model of customer loyalty based on these components.
In addition, the study investigates the relative impact of individual hotel performance
attributes on customers' perceptions of value and satisfaction, and the potential
difference (gap) between what the hotel actually provides and what the customer

deems to be important. Finally, the drivers and the outcomes of customer commitment

are investigated.

This study is integrative in nature and uses a multi-method research strategy in the
belief that each of the various research strategies employed provides insights from a
different perspective, with synthesis occurring at the final stage of the analysis
(Morgan, 1983, p.380 as cited in Gill and Johnson, 1991, p.147). It is desired that the

results of the study be both theoretically and operationally relevant. Therefore, both
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quantitative and qualitative methodologies are employed. Quantitative research seeks
to quantify the data using some form of statistical analysis and generalise the results
from the sample to the population of interest (Malhotra, 1996, p.164). Qualitative
research, on the other hand, seeks to describe, decode, translate and otherwise come to
terms with the meaning, not the frequency, of certain more or less naturally occurring
phenomena in the social world (Van Maanen, 1983, p.9). Qualitative research, such as
the in-depth semi-structured interview, can add totally new dimensions to issues under
study (Clark, Riley, Wilkie and Wood, 1998, p.101). The in-depth semi-structured
interview methodology can provide a deeper understanding of the customer-provider
relationship from the customer’s perspective, and has largely been ignored in the

literature (Gwinner, Gremler and Bitner, 1998, p.103).

Prior to the investigation, a valid and reliable quantitative and qualitative measure of
customer commitment needed to be developed. The quantitative measure was in the
form of a large sample, self-administered questionnaire containing demographic
information, ratings of venue selection criteria, attribute ratings, levels of customer
satisfaction, customer perceived value and customer commitment, and outcomes of
customer commitment. The qualitative measure was in the form of a small sample of
in-depth semi-structured interviews, thus providing scope for further investigation.

The following discussion outlines the methods involved in achieving these objectives.

QUESTIONNAIRE DEVELOPMENT

Following an extensive review of the relevant literature focusing on customer loyalty

and commitment as well as customer satisfaction and customer perceived value, a
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series of open-ended exploratory one-on-one interviews were held by the researcher
with senior level management from the meeting, conference center and hotel industry
in order to help clarify the proposed content and format of the questionnaire to be
developed. Six meeting planners (three corporate and three association), one
Convention and Visitor Bureau sales director, four hotel general managers, one senior
vice president of a conference hotel chain and three hotel sales and marketing directors
were interviewed in person by the researcher in the UK and USA over a three month
period. The literature review and open-ended interviews generated an item pool
designed to measure the components of customer commitment, overall satisfaction and
perceived value, as well as the hypothesised antecedents of these components,
including product quality, service quality, relationship quality, extra benefits, problem
resolution and customer costs. Items were selected based primarily on their proposed
relevance to meeting planners' evaluation of 4 to 5 star (upscale) hotels. One
particularly useful source of items was a study of loyal customers of luxury hotels by
Bowen and Shoemaker (1997). From the literature review and the open-ended
interviews, a theoretical model of customer loyalty was developed, as well as a draft

questionnaire to test the model.

The questionnaire was divided into three parts. Part One requested background
information about the meeting planner (name of position, role, years of experience,
percent of time spent planning meetings, number of meetings per year and gender) and
a question about the importance of various sources of information in the selection of a

new hotel venue.
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Part Two, which contained the bulk of the questions, focused on the meeting planner’s
evaluation of the hotel’s performance, and the attributes that had the greatest impact
on his/her level of commitment. The questionnaire items in Part Two were divided

into six categories (product quality, service quality, relationship quality, extra benefits,
problem resolution and customer costs), ordered to flow sequentially, and listed in a
central column. Care was taken that each item addressed only one issue, that the items
were worded as simply and briefly as possible, and that negatively worded items were
avoided (see Hinkin, Tracey and Enz, 1997, p.102). A 7-point bipolar numeric Likert-
type scale ranging from strongly agree (1) to strongly disagree (7) was attached to the
left-hand side of the column, and a similar scale ranging from not very important (1)

to extremely important (7) was attached to the right-hand side of the column. Meeting
planners were asked to think about the 4 or 5 star hotel where they had booked the
most meetings during the past 12 months, and respond to the items on the left-hand
side of the column as they related to that hotel. They were then asked to indicate how

important each item, if provided by any 4 or 5 star hotel, would be to their level of

commitment to booking meetings at that hotel.

Many survey instruments consider the importance levels among all attributes to be
equal (Barsky, 1992, p.60). However, several researchers have stressed the need to
include the importance of attributes to reflect that fact that not all aspects are of equal
importance to customers (Czepiel and Rosenberg, 1977, p. 408; LaTour and Peat,
1979, Patterson and Spreng, 1997, p. 423). The purpose of measuring attribute
importance in this study 1s to identify areas of opportunity for hotels to improve their
value proposition to the meeting market and increase the level of customer

commitment to booking meetings at their hotel. Knowing the importance ascribed to
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attributes by customers can offer valuable information to managers (Barsky, 1992, p.
61; Yuksel and Rimmington, 1998, p.70). Researchers who advocate inclusion of
importance measures in survey instruments emphasise the conceptual and realistic role
that the relative importance of attributes plays in human evaluative behaviour, whereas
those who dismiss inclusion tend to emphasise statistical and methodoligical

efficiency (Oh and Parks, 1997, p.53). In this study, attribute importance is measured
both directly through self-report by meeting planners of the importance of attributes to

their level of commitment, and indirectly through regression analysis.

In order to identify the outcomes of customer commitment, Part Three asked meeting
planners to consider eleven statements and to circle the number (on a scale of 1 to 7)
that best expressed their relationship with the hotel where they had booked the most
meetings during the past twelve months. The option of responding ‘Doesn’t Apply’
was also provided. Finally, meeting planners were asked to rate (on a scale of 1 to 5)
their level of overall satisfaction, value received and commitment to booking meetings

at that hotel in the future.

Researchers have called for the inclusion of actual customer behaviour, such as repeat
purchase, in loyalty research (Storbacka ez al, 1994, p.21; Zeithaml ef al, 1996, p.46).
By asking meeting planners to respond in terms of the hotel where they had booked
the most meetings during the past 12 months, the behavioural dimension (actual repeat
purchase) and the temporal dimension (over time) of customer loyalty were captured

in the questionnaire.
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The overall satisfaction measure agrees with the work of Hallowell (1996) and Teas
(1993) who propose that customer satisfaction can be examined at either the
transaction-specific or global level. Studies have traditionally measured the construct
of overall customer satisfaction with a single item measure (Bitner, 1990; Bolton and

Drew, 1991; Cronin and Taylor, 1992).

An often overlooked yet necessary step in the scale development process is pre-testing
items for content validity in order to ensure that the items represent reasonable
measures of the constructs (Hinkin, Tracey and Enz, 1997, p.104). The questionnaire
was therefore pre-tested and evaluated by two meeting planners, one conference sales
director, one marketing director of a Convention and Visitors Bureau, two
academicians familiar with the hotel industry and one academic statistician

specialising in marketing research. Respondents were encouraged to identify unclear
items and suggest changes. The pretest sample provided helpful comments that were
incorporated into subsequent revisions of the questionnaire, resulting in the retention
of 63 items. A copy of the cover letter that was sent to meeting planners and the final

questionnaire can be found in Appendix A.

SAMPLE

In order to enhance the external validity of the study, a natural service setting (instead
of a student or laboratory setting) was used (Liu, 1998, p.73). It has been argued that
research in natural settings is critical for the future of consumer behaviour research
(Sweeney, Soutar and Johnson, 1999, p. 86; Wells, 1993b). The theoretical model was

tested in the meeting market segment of 4 to 5 star hotels with data collected from a
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convenience sample of meeting planners from the UK and USA. Four to five star
hotels were selected because they are able to provide the full range of products and
services that meeting planners require and therefore are the preferred venue for
meetings and conventions. Meeting planners were selected for the sample because
they act as intermediaries between the association or corporation sponsoring the
meeting and the hotel, and thus play an instrumental role in the venue selection

process.

Since meeting planners have the choice of using a number of hotels, it was believed
that the nature of competition in the upscale international meeting market combined
with the nature of on-going relationships between meeting planners and convention
service managers would provide a good basis for the measurement of customer
loyalty. Furthermore, because the meeting market entails complex, risky and highly
customer intensive transactions, it was believed that this market would provide an
excellent research setting. In addition, restricting the sample to this homogeneous
population minimised extraneous sources of variation (Morgan and Hunt, 1994, p.27).
Little research has been done in the area of intermediaries in a service context and

research in this area 1s much needed (Mehta and Durvasula, 1998, p.40; Parasuraman,

1998, p.309).

DATA COLLECTION

A leading UK imeeting industry association and a leading USA conference centre hotel
group agreed to mail the questionnaire to a sample of qualified meeting planners on

the researcher's behalf. Because sufficiently large sample sizes are required for
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structural equation modeling, the sample size requirements were critically influenced
by this method of analysis. Anderson and Gerbing (1988) suggest that a minimum of
150 is required for structural equation modeling. However, as the number of items
increases, it may be necessary to increase the number of respondents (Hinkin, Tracey
and Enz, 1997, p.108). A self-administered questionnaire and a cover letter were sent
to 320 meeting planners in the UK in cooperation with the leading UK meeting
industry association, and to 780 meeting planners in the USA in cooperation with the
hotel group, making a total of 1,100 questionnaires sent out. A cover letter addressing
the purpose of the research and the importance of the respondent’s participation was
printed on university stationary. Personal and company data was guaranteed
anonymity. Meeting planners were asked to complete the questionnaire and return it in
a self-addressed envelope provided for the study. If respondents desired a copy of the

results, they were invited to include a business card with their returned questionnaire.

The mailing lists of both groups were considered confidential and were not made
available to the researcher. Therefore no follow-up letters were sent. Because the
researcher was not attempting to generalise an established model to a new population
or project a descriptive statistic from a sample to some larger population, the
possibility of non-response bias is a non-issue in research such as this (Morgan and
Hunt, 1994, p.28). No difference between early and late respondents was detected.
Two hundred and twenty-five questionnaires were returned, of which twelve were
incomplete and seven were systematically marked at the extreme point of the scale (7).
These respondents were excluded, making a total usable return of 206 questionnaires.
The response rate was 20%, a level common in surveys of this kind (Bowen and

Shoemaker, 1998, p.18; Mathorta, 1996).
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METHODS OF ANALYSIS

It was desired that this research would provide not only theoretical results, but also

results that could find practical application. Therefore, a multi-method research

strategy was employed. According to Clark, Riley, Wilkie and Woods (1998, p.39):

The use of more than one research method to examine a particular
phenomenon may improve understanding of that phenomenon and each

technique may reveal facets of the phenomenon that would not be yielded by

the use of alternative methods.

Four major methods of analysts were employed:

1. frequency analysis was used to evaluate the descriptive data concerning the

2.

meeting planners, the sources of information in the selection of new hotel venues,
and the outcomes of customer commitment;

gap analysis was used to evaluate differences (gaps) between the performance and
the importance ratings of the attributes, with the results being presented

graphically in quadrant charts;

. regression analysis was used to evaluate the drivers of customer commitment

(those individual performance attributes that have the greatest impact on customer
commitment); and

structural equation modeling was used to evaluate any causal relationships
between customer commitment, customer satisfaction and customer perceived

value (including product quality, service quality, relationship quality, extra

benefits, problem resolution and customer costs), and to test the hypotheses.
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IN-DEPTH INTERVIEWS

Due to a lack of qualitative research, particularly in the field of marketing, there has
been a call in the literature for such research (Gummesson, 1997, p.57; Riley, 1996,
p.37). Therefore, in order to complement the quantitative research findings and to
gain greater in-depth understanding of meeting planner requirements, their perceptions
of hotel performance and the resulting attitudes and behaviours, a series of in-depth
semi-structured interviews were undertaken. The purpose of the interview method is to
gain understanding and meaning, rather than to generalise findings to a specific

population (Easterby-Smith, Thorpe and Lowe, 1991, p.71; Riley, 1996, p.27).

A small sample of qualified corporate and association meeting planners was selected
in both the UK and USA. A total of four British and four American meeting planners
were interviewed by the researcher either in person or by phone using the semi-
structured format. The interviews lasted from 45 minutes to 1 hour and 15 minutes
each. The outline for the semi-structured interviews was based on the theory

underlying the development of the questionnaire. A copy can be found in Appendix B.
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CHAPTER 4: RESEARCH FINDINGS

This chapter presents the results of the study and analyses the major findings. The
chapter consists of five main sections. The first section presents descriptive data that
was analysed using frequency statistics, and includes findings concerning professional
information requested from meeting planners, the importance of various sources of
information in the selection of a new hotel venue, and the behavioural and attitudinal
outcomes of customer commitment. The second section is a gap analysis of the
difference between performance and importance ratings of hotel attributes with a view
to uncovering areas of potential opportunity for hotels to enhance their value
proposition to the meeting market and increasing customer commitment to booking
meetings at their hotel. In order to easily translate the gap results into action, they are
presented in the form of quadrant charts (Martilla and James, 1977). The third section
is an investigation of the drivers of customer commitment using regression analysis.
Drivers of customer commitment are those performance attributes whose ratings
disproportionately affect customer commitment (Vavra, 1997, p.385). The fourth
section presents the findings of the structural equation modeling which was used to
investigate any causal relationships between customer commitment, customer
satisfaction and customer perceived value (including product quality, service quality,
relationship quality, extra benefits, problem resolution and customer costs). In this
section, the results of the hypothesis tests are also presented. Finally, the results of the

in-depth semi-structured interviews are discussed.
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DESCRIPTIVE DATA

Table 4.1 summarizes the sample characteristics of the meeting planners surveyed. Of
the 206 usable returns, about a third of the respondents were in-house corporate travel
planners (34.5%) and approximately another third were association meeting planners
(28.3%), thus providing a good mix of meeting planners from both corporations and
associations. A small percentage of the respondents were freelance meeting planners
(7.1%) or corporate travel managers (5.8%), and only a few were travel agents (0.4%).
In addition, approximately one fourth of the respondents listed ‘other’ job titles
(23.9%) for example, conference manager, event executive, promotional manager,
convention coordinator and executive assistant. As can be seen from the wide range of

titles and the relatively high percentage (23.9%) of respondents who marked ‘other’,

the title of this position varies to a great degree.

The majority of respondents consider themselves to be either the ‘decision maker’
(59.3%) or the ‘influencer’ (55.3%), highlighting the importance of the role of the
meeting planner in the hotel selection process (respondents could choose more than
one word to describe their role). In addition, many of the respondents consider
themselves to be the ‘buyer’ (27%). Most of the respondents have been in their present
position for more than 5 years (70.4%) and spend less than half their time planning
meetings (63.3%). The majority (81%) plan 25 or fewer meetings per year. Taken
together, this indicates that the typical survey respondent has a powerful influence on
the buying decision, has been in his/her position for more than five years, but planning

meetings is only part of his/her job. Most of the respondents were female (70.8%).
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Table 4.1 Sample characteristics of meeting planners

1. Which name best describes your position?

In-house corporate travel planner 34.5%
Association meeting planner 28.3%
Other 23.9%
Free lance meeting planner 7.1%
Corporate travel manager 5.8%
Travel agent 0.4%
TOTAL 100%
2. Which word(s)* best describe your role as meeting planner?
Decision maker 59.3%
Influencer 55.3%
Buyer 27.0%
Other 4.0%
3. How long have you been in your present position?
More than 10 years 38.5%
6-10 years 31.9%
2-5 years 24 3%
Less than 2 years 5.3%
TOTAL 100%
4. What percentage of your time do you spend planning meetings?
Less than 25% 35.4%
25-49% 27.9%
50-75% 14.1%
More than 75% 22.6%
TOTAL 100%
5. How many off-site meetings do you plan per year?
Less than 10 52.2%
10-25 28.8%
26-50 10.2%
More than 50 8.8%
TOTAL 100%
6. What is your gender?
Male 29.2%
Female 70.8%
TOTAL 100%

*More than one word could be chosen
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Convention service manager

Table 4.2 presents the percentage of hotels that provide a staff member (sometimes
called a convention service manager) who is responsible for communicating meeting
requirements to the various hotel departments and rates the importance of such a
position to meeting planners. The overwhelming majority (96.19%) of the hotels
where meeting planners have booked the most meetings during the past 12 months
provide such a staff member. The convention service manager acts as the principle

contact person between the meeting planner and the hotel to ensure that all prior

Table 4.2 Hotels with a convention service manager

Hotels with a convention service manager

(n=226)
Rating Frequency Percent
1 (no) 8 3.81
2 (yes) 202 96.19

Frequency missing = 16

Importance of convention service manager to planners

Rating Frequency Percent
1 (not very important) 0 0.00
2 0 0.00
3 1 0.47
4 4 1.88
5 11 5.16
6 51 23.94
7 (extremely important) 146 68.54

Frequency missing = 13
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meeting arrangements and last minute changes are promptly accommodated. The
results of this study indicate that this position is very important to meeting planners
and has a strong influence on their level of commitment to booking meetings at a
hotel, with 92.48% (23.94% + 68.54%) of respondents circling either 6 or 7 on a 7-
point scale (1=not very important and 7=extremely important). These results support
the findings of previous research on the importance of this position to the meeting
planner (Rutherford and Umbreit, 1993) and suggest that hotels that do not offer a

staff member in this position to the meeting market would be at a distinct competitive

disadvantage.

Choosing a new hotel

Table 4.3 ranks the importance to meeting planners of various sources of information
in their choice of a new hotel venue. The results of this study indicate that the most
important sources of information to meeting planners when choosing a new hotel
venue are the reputation of the hotel (with a mean of 6.19 on a 7 point scale), prior use
of the brand (5.51), awards/star ratings (5.03) and word of mouth (4.91). It is
interesting to note that each of the top four sources of meeting planner decision-
making information is image-related, and that two of the highest scoring items
(reputation of hotel and word of mouth) are also some of the least tangible and most
personal. This finding that, in the selection of a new venue, meeting planners rely
heavily on third party, subjective, non-hotel financed assessments of a hotel supports
the findings of previous research that personal sources of information are critical in the

decision-making process of meeting planners (Vogt, Roehl and Fesenmeier, 1994).
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These external sources of information appear to be a more credible form of
communication to meeting planners than internal (company financed) sources of
information, such as advertising (with a mean of 3.62), trade shows (with a mean of
3.56) or hotel promotional videos (with a mean of 3.00). These findings support the
results of a study by the Center for Hospitality Research at Cornell University that a

hotel’s reputation and brand name are important factors in the decision-making

Table 4.3: Importance of sources for choosing a new hotel venue

Source of information Mean*
Reputation of hotel 6.19
Prior use of brand 5.51
Awards/star ratings 5.03
Word of mouth 491
Hotel sales representative 4.53
FAM trips 4.25
National sales office 422
Reservation systems 3.93
Convention & Visitors Bureaux 3.92
Special promotion 3.88
Advertising 3.62
Trade shows 3.56
Guide books 3.55
World wide web 3.35
Hotel videos 3.00
Travel agency 2.72
CD-ROM presentations 2.68
* On a 7 point scale
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process (Dube and Renaghan, 2000, p.64), and thus confirm the influential role of
image-related factors in the decision-making process, when customers do not yet have
any personal experience with a hotel (Andreassen and Lindestad, 1998, p.11). These
findings also suggest that image-related factors are therefore important antecedents of
customer acquisition. Positive word of mouth and a good reputation cannot be
‘purchased’ by a hotel. They must be earned through providing excellent value to

satisfied customers who will pass on the good news to others.

QOutcomes of customer commitment

Previous studies have found that loyal customers exhibit certain behaviours and
attitudes that are beneficial to a company (Bendapudi and Berry, 1997; Bowen and
Shoemaker, 1998; Reichheld, 1996b). The purpose of this section of the research was
to 1dentify which behaviours and attitudes are outcomes of customer commitment (the
attitudinal dimension of loyalty). Only the results from meeting planners who
considered themselves to be ‘committed’ (5 on a 5-point scale) to booking meetings at
the hotel where they had booked the most meetings during the past 12 months were
used for this section of the research (n=60). Figure 4.1 outlines the behaviours and
attitudes that previous studies have shown to be associated with customer loyalty
(commitment), along with the items by which they were operationalised in the
questionnaire. In accordance with the findings of recent research, negatively worded
items were avoided (Hinkin, Tracey and Enz, 1997, p.102). Therefore, three of the
items were worded positively and then reverse coded (for example, on a scale of 7, a

score of 7 becomes a 1). Table 4.4 presents a summary of the outcomes of customer
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Figure 4.1 Operationalisation of outcomes of customer commitment

Outcomes of commitment

Operationalisation in questionnaire

Affinity with company
Voluntary behaviour
Not looking to switch

Positive word of mouth
Excellent working relationships
Expanded usage

(‘share of wallet’)

Future business

Pay price premium

Less price sensitive

Provide feedback

First choice

*reverse coded

I like to book meetings at this hotel.
I have to book meetings at this hotel. *
I am looking to switch hotels.*

I speak positively to others about this
hotel.

I have an excellent working relationship
with the staff at this hotel.

1 use this hotel for occasions other than
meetings.

I intend to continue booking meetings at
this hotel.

I am willing to pay a higher price than
competitors charge for the benefits I receive
at this hotel.

The primary reason I book meetings at
this hotel is because it offers the lowest
prices.*

If I encounter a problem at this hotel, I let
someone at the hotel know about it.

When booking meetings in the area, this
hotel is my first choice.
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Table 4.4 Summary of outcomes of customer commitment

(n=160)

*reverse coded

Item Top Box Top 2 Boxes
@) (6 and 7)

First choice of hotel in area 80% 95%
Like to book meetings there 77% 95%
Intend to continue booking there 70% 80%
Provide feedback to hotel 68% 97%
Provide positive word of mouth 68% 92%
Excellent working relationships 67% 88%
Use hotel for other occasions 28% 45%
Willing to pay more 22% 42%
Primary reason is low price* 2% 7%

Have to book meetings there* 2% 5%

Looking to switch* 0% 0%
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commitment according to the results of this study. The complete list of results can be

found in Appendix C.

The findings of this study indicate that the vast majority (95%) of committed meeting
planners consider the hotel where they had booked the most meetings during the past
12 months to be their first choice of hotels when booking meetings in that area. In
addition, committed meeting planners are not looking to switch to another hotel (0%
marked either the Top Box or the Top 2 Boxes). The vast majority (95%) also said
they ‘like’ to book meetings at that hotel, with only 5% saying they ‘have’ to book
meetings at that hotel. In addition, the majority (80%) said they intend to continue
booking meetings there. If these results are taken together (the hotel is the customer’s
first choice, customers are not looking to switch hotels, they like booking meetings
there and intend to continue booking meetings there), we can see that customer
commitment is a formidable protective barrier against competitive advances from

other hotels.

Furthermore, the majority (92%) of committed customers said they speak positively to
others about the hotel to which they are committed. Given the importance of the
reputation of the hotel and positive word of mouth as sources of information for
meeting planners in choosing a new hotel venue (see previous section), the fact that
nine out of ten committed meeting planners speak positively to others about their first
choice hotel is a very important outcome of customer commitment and one that can be

extremely beneficial to hotels in terms of customer acquisition.
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The vast majority (97%) of committed meeting planners also said that if they
encounter a problem at the hotel, they let someone know about it, and 88% said they
had excellent working relationships with the hotel where they had booked the most
meetings during the past 12 months. The meeting market is highly complex and when
problems occur once a meeting is underway, immediate resolution is required. The
existence of a proactive partnership-type of relationship between the meeting planner
and the hotel, therefore, where lines of communication are open and working
relationships are strong, is a critical outcome of commitment that benefits both the
hotel and the meeting planner. It is not surprising that 96% of the hotels where
meeting planners have booked the most meetings during the past 12 months have a
staff member who is responsible for communicating meeting requirements to the
various hotel departments, and that 92% of the committed meeting planners felt that

the existence of such a staff member is very important (6 or 7) to their level of

commitment.

However, the findings with regards to committed meeting planners being willing to
pay a price premium, being less price sensitive, and using the hotel for occasions other
than meetings (increased ‘share of wallet’/expanded usage) were not as strong. Still,
approximately half of the committed meeting planners (42%) are willing to pay a price
premium for the benefits they receive at the hotel they are committed to. A small
segment of meeting planners (7%) state that the primary reason they book meetings at
their preferred hotel is because it offers lower prices. Therefore, even in the upscale (4
to 5 star hotel) meeting market, although about half of the committed meeting planners
are able and willing to pay a price premium for high quality hotel products and

services, there is also a small segment of the market that is constrained by price
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considerations. Approximately half (45%) of the committed meeting planners also say

they use the hotel for occasions other than meetings.

In summary, the findings of this study on the outcomes of customer commitment lend
support to the results of previous studies and the generally accepted argument that
committed customers (meeting planners) (1) have a ‘first choice’ company (hotel), (2)
are not looking to switch, (3) have an affinity with the company (‘like’ to / voluntary),
(4) intend to continue doing business with the company, (5) spread positive word of
mouth, (6) provide feedback to the company, and (7) have excellent working
relationships with the company (Bendapudi and Berry, 1997; Bowen and Shoemaker,
1998; Reichheld, 1996b; Zeithaml, Berry and Parasuraman, 1996). In addition,
approximately half of the committed meeting planners use the hotel for occasions
other than meetings (‘expanded usage’) and are willing to pay a price premium. Only a

small percentage of committed meeting planners are primarily motivated by low price.

GAP ANALYSIS WITH QUADRANT CHARTS

The purpose for undertaking a gap analysis in this study was to uncover specific areas
of opportunity for hotels to enhance their offering (value proposition) to the meeting
market and thus increase the level of meeting planner commitment to booking
meetings at their hotel. The gap analysis tells us where hotels are falling short in the

eyes of meeting planners.

The gap analysis employed in this study is comprised of three components: a

performance component, an importance component, and a difference component. The
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performance component is a rating of how well a service provider (4 to 5 star hotel)
performs on individual attributes (i.e. The hotel’s setting is pleasant) according to the
customer (meeting planner). The importance component is a rating of how significant
(important) the individual attributes are to the customer’s level of commitment (self-
report importance rating). The difference component is the mathematical difference
(gap) between the performance and the importance ratings.

GAP = performance — importance
Attributes with large gaps indicate potential areas of opportunity for hotels to increase
their performance in that area, particularly if the attribute is important to meeting

planners.

Hotel performance was measured by a 7-point Likert scale anchored by ‘Strongly
Disagree’ and ‘Strongly Agree’. The following instructions were given to the meeting
planner:
For each of the items in the centre column below, please think about the 4 or 5
star hotel where you have booked the most meetings during the past 12 months
and indicate the extent to which you agree or disagree with each statement as it
relates to this hotel.
By asking meeting planners to respond in terms of the hotel where they had booked
the most meetings during the past 12 months, the behavioural dimension (retention)
and the temporal dimension (over time) of customer loyalty were captured in the

questionnaire.
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The importance of the attributes to the meeting planner was measured by a 7-point
Likert scale anchored by ‘Not Very Important’ and ‘Extremely Important’. The
following instructions were given to the meeting planner:
For each of the items in the centre column below, please indicate how
important each item, if provided by any 4 or 5 star hotel, would be to your

level of commitment to booking meetings at that hotel.

Areas of potential opportunity

In order to identify areas of potential opportunity for enhancement of the hotel
industry’s offering to the meeting market, all 63 attributes (items) were ranked
according to which ones had the largest difference (gap) between the performance and
importance scores. A graph of the items with the largest negative gaps is presented in
Table 4.5. The complete results of the gap analysis can be found in Appendix D. The
items with the largest gaps (performance — importance) were reasonable prices (-0.99),
no hidden costs (-0.91), hassle-free business (-0.88), post-event review (-0.83),
accurate bills (-0.80), employee authority (-0.76), agreements met (-0.71),
understandable bills (- 0.71), error rectification (-0.71), accurate recording (-0.68),

staff reliability (-0.68), and problems resolved well (-0.68).

The three items with the largest gaps (reasonable prices, no hidden costs, and hassle-
free business) were all related to customer costs. Two additional items (accurate bills
and understandable bills) were related to billing. The large gaps on these items
indicate that customer cost and billing issues are prime areas of opportunity for hotels

to enhance their offering (value proposition) to the meeting market.
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Table 4.5 Top twelve gap items

(Performance-importance)
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In addition, three of the largest gaps were on items related to problem resolution
(employee authority, error rectification and problems resolved well). The area of

problem resolution therefore also emerges as an area of great potential opportunity for

hotels to improve their offering to the meeting market.

A surprising finding was the very large gap on ‘post-event review’, particularly as this
item was ranked as one of the least important of all 63 items. Although the post-event
review does not appear to be in the forefront of meeting planners’ minds in terms of
importance, the very large gap indicates that it may nevertheless be an area of

potential opportunity for management consideration and exploration.

The remaining three items (agreements met, accurate recording, and staff reliability)
are all related to meeting planners being able to depend on the hotel to get the job
done. This area therefore also emerges as one of great potential opportunity for hotels
to improve their offering to the meeting market. The above findings are explored in

greater detail in the following section on quadrant charts.

Quadrant charts

The purpose of employing quadrant charts in this study was to help identify critical
operating issues by visually representing the gaps between attribute ‘performance’ and
‘importance’ ratings on all 63 items so that managers can more easily determine where
to take remedial action and allocate resources to overcome deficiencies (Mount,

1997a, p.111; Vavra, 1997, p.311). Managers are often hindered by the lack of clear
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guidance on where to focus their efforts and limited resources (Huckestein and
Duboff, 1999, p.32). Hilton Hotels has effectively used quadrant charts (called
‘priority reports’) in their measurement of customer loyalty in order to assist their

managers in this task (Huckestein and Duboff, 1999, p.33).

One goal of this thesis was to present findings that are both theoretically and
operationally relevant, thereby addressing the call in the literature for such research
(Patterson and Spreng, 1997). The gap analysis and quadrant chart sections of this
study are operational and descriptive in nature. In order to be operationally relevant, it
was necessary to keep the list of attributes as broad as possible, thus resulting in an
extensive list of items (63). In order to present the items more clearly, they were
subdivided into categories (product quality, service quality, relationship quality, extra
benefits, problem resolution and customer costs). These categories were arrived at as a
result of the literature review, field interviews with representatives of the hotel and
meeting industry, and more than 25 years of senior management experience by the
researcher in the hotel industry. It was decided »ot to obtain the categories by means

of factor analysis which, by its very nature, would have eliminated many of the items.

The purpose of employing gap analysis and quadrant charts in this study was nof to
determine which attributes (i.e. The hotel is easily accessible) represent which
constructs (i.e. Product Quality), nor to determine possible relationships between
constructs. These purposes are addressed in the structural equation modeling section,

which is theoretical and statistical in nature.
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The quadrant charts used in this study are an adaptation of a system first developed by
Martilla and James (1977). ‘Importance’ scores are plotted on the horizontal axis and
‘difference’ scores are plotted on the vertical axis. The chart is subdivided into four
‘quadrants’ by drawing a vertical line at the mean ‘importance’ score of the attributes
(which in this study was 5.96 on a scale of 7) and a horizontal line at the mean
‘difference’ score of the attributes (which in this study was -0.39). In addition,
Albrecht and Bradford (1990) recommend including a ‘gray zone’ near the mean. The
gray zone falls in between the mean ‘difference’ score line (which in this study was
-0.39) and a second horizontal line at ‘0’, where ‘performance’ equals ‘importance’.

Figure 4.2 presents the layout of quadrant charts used in this study.

(1) Good work: The upper right hand portion of the chart includes attributes that are of
high importance to meeting planners (an ‘importance’ score greater than the
overall mean of the ‘importance’ scores), and are perceived as being performed
well by the hotel (the “difference’ score is positive; in other words, ‘performance’
> ‘importance’). This portion of the chart is also sometimes called ‘critical
strength’ or ‘competitive strength’ (see Barsky and Labagh, 1992; Huckestein and
Duboff, 1999; Martilla and James, 1977; Mount, 1997b). The indication is that the
hotel is excelling on these items and should continue to invest the effort and
resources that are being allocated to the attributes in this portion of the chart due to
the level of their importance to the meeting planner.

(2) Focus here: The lower right hand portion of the chart includes attributes that are of
high importance to meeting planners (an ‘importance’ score greater than the

overall mean of the ‘importance’ scores), but are perceived by meeting planners as
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not being performed well by the hotel (the difference’ score is negative and is
lower than the overall mean of the ‘difference’ scores). This portion of the chart is
also sometimes called ‘concentrate here’, ‘fix it now’, or ‘competitive
vulnerability’ (see Huckestein and Duboff, 1999; Martilla and James, 1977,
Mount, 1997b). The indication is that effort and resources should be put forth by

the hotel to improve performance on attributes in this portion of the chart first.

Figure 4.2 Layout of quadrant charts
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1. No difference (‘performance’ = ‘importance’)
2. Overall mean of the “difference’ scores (-0.39)
3. Overall mean of the ‘importance’ scores (5.96)

(3) Possible overkill: The upper left hand portion of the chart includes attributes that

are of low importance to meeting planners (an ‘importance’ score less than the
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overall mean of the ‘importance’ scores), but are perceived by meeting planners as
being well performed by the hotel (the ‘difference’ score is positive; in other
words, ‘performance’ > ‘importance’). This portion is also sometimes called
‘irrelative superiority’ or ‘insignificant strength’) (see Barsky and Labagh, 1992;
Martilla and James, 1977; Mount, 1997b). The interpretation is that too many
resources might be expended on attributes in this category that may be better
allocated elsewhere.

(4) Potential opportunity: The lower left hand portion of the chart includes attributes
that are of low importance to meeting planners (an ‘importance’ score less than the
mean of the ‘importance’ scores), and are perceived by meeting planners as not
being performed well by the hotel (the ‘difference’ score is negative and is lower
than the mean of the ‘difference’ scores). This portion is also sometimes called
‘relative indifference’, ‘potential threat’ or ‘low priority’ (see Barsky and Labagh,
1992; Huckestein and Duboff, 1999; Martilla and James, 1977; Mount, 1997).
Although the combination of low ‘performance’ and low ‘importance’ scores
might indicate that effort and resources should not be allocated to improving the
performance rating since these attributes are seen as unimportant, if the gap is very
large it is also possible that the attributes in this portion of the graph represent an
unrealised opportunity. However, resources should first be reallocated from the
‘possible overkill’ or ‘low priority’ categories in order to improve performance on
attributes in the ‘focus here’ and ‘weakness’ categories.

(5) Weakness: This ‘gray zone’ falls in between ‘good work’ and ‘focus here’. It
includes attributes that are important to meeting planners (an ‘importance’ score

greater than the overall mean of the ‘importance’ scores). However, the hotel’s
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‘performance’ score on these items is only slightly less than the ‘importance’ score
(the “difference’ score is negative but is higher than the overall mean of the
‘difference’ scores). Resources should first be allocated to improving performance
on attributes in the ‘“focus here’ category, then in the ‘weakness’ category.

(6) Low priority: This ‘gray zone’ falls in between ‘possible overkill’ and ‘potential
opportunity’. It includes attributes that are zot important to meeting planners (an
‘importance’ score less than the overall mean of the ‘importance’ scores). In
addition, the hotel’s ‘performance’ score on these items is only slightly less than
the ‘importance’ score (the ‘difference’ score is negative but s higher than the
overall mean of the ‘difference’ scores). Increased expenditure of effort and

resources to improve attribute performance in this category is not a high priority.

The quadrant chart with the corresponding gap results for each category will be
presented in turn. It is important to keep in mind that these results were obtained from
meeting planners for the hotel where they booked the most meetings over the past 12
months. Hotels that meeting planners don’t use very often could have substantially
greater gaps between the hotel’s performance on these attributes and their importance

to meeting planners’ level of commitment.

Product quality
Table 4.6 presents the quadrant chart for the product quality items. On the whole, the
gap results of this study indicate that hotels are performing relatively well in terms of

the product they are offering to the meeting market, as is evidenced by the fact that no

product quality item was located in the ‘focus here’ section of the chart. Of the eleven
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product quality items, six (‘unique facilities’, ‘spacious guest rooms’, ‘pleasant
setting’, ‘leisure facilities’, ‘ample parking’, and “visually appealing’) were located in
the ‘overkill’ section, indicating that meeting planners felt that hotels were performing
more than adequately in these areas. The gap results suggest that, in terms of attracting
the meeting market, it would not be advantageous for management to invest additional

resources into these specific areas at this time.

‘Clean facilities’ was the most important self-report product quality item to meeting
planners (6.59 on a scale of 7) as well as the sixth most important item of all 63 items.
In addition, ‘clean facilities’ was the item on which hotels performed the best of all
items (6.36). However, ‘clean facilities’ was located in the ‘weakness’ section of the
chart with a relatively small gap of —0.23. These gap results support the findings of
many other studies that the cleanliness of a hotel is of top importance to its clients
(Knutson, 1988; McCleary, Choi and Weaver, 1998, p.33; Oberoi and Hales, 1990,
p.708; Riley and Perogiannis, 1990; Taninecz, 1990). The findings of this study
indicate that even in 4 and 5 star hotels and despite the fact that cleanliness was the
number one performance item, meeting planners believe that hotels could be kept even

more clean.

‘Meeting room furnishing’ was also located in the ‘weakness’ section of the chart,
exhibiting a small gap of —0.23. It was the second most important product quality item
to meeting planners (6.09), indicating that improvements in this area could be
considered once items in the ‘focus here’ and ‘weakness’ sections had been addressed.
Some hotels are currently addressing this weakness by offering upgraded meeting

room furnishings to their meeting clients through such programmes as Hilton’s
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Meeting 2000 which provides dedicated meeting rooms with up-to-date technical

equipment and specially designed chairs.

‘Guest room furnishing’ was on the border of ‘weakness’ and ‘good work’ with an
extremely small gap of -0.02. It was the fourth most important product quality item to
meeting planners with a score of 6.02. This finding suggests that hotels are performing

well in the area of guest room furnishing.

‘Hotel accessibility’ was on the border of ‘focus here’ and ‘weakness’, and displayed
the largest gap (-0.37) of all the product quality items. In addition, it was the third
most important product quality item to meeting planners (6.05). This finding suggests
that travel costs and time involved in reaching a property are important considerations
to meeting planners and an area in which hotels are falling short. This result also
supports previous research findings that a convenient location is a dominant source of

value to meeting planners (Dube et al, 1999, p.345).

“Visually appealing’ was the product quality area in which hotels seem to be over-
performing the most (+0.26) according to meeting planners. Meeting planner
perceptions of the visual impact of hotel design indicate that hotel facilities may be
over designed, possibly distracting from the business-like setting that meetings
require. This could also be an indication of the conflict between the needs of the

independent traveller and the needs of the meeting client.

‘Unique facilities’ was the product quality item that was the least important to meeting

planners (4.73) and had an extremely small positive gap (+0.01). This finding suggests
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that uniqueness in the hotel product and its amenities is not an important factor to

meeting planners and also that hotels are performing more than adequately in this area.

‘Technical equipment’ fell in the ‘low priority’ section of the chart, which was a
surprising result, considering the current focus on technology. This finding will be

discussed more thoroughly in Chapter 5 when the results from the various research

methodologies are synthesised.

Service quality
Table 4.7 presents the quadrant chart for the service quality items. A very high
percentage (fifteen out of twenty) of the service quality items were located in the
‘focus here’ section of the quadrant chart. This suggests that service quality is an area
in which hotels need to focus their attention, a result that supports the findings of
many other hospitality studies (Armstrong, Mok, Go and Chan, 1997; Getty, 1996;
Getty and Thompson, 1994; Knutson, Stevens, Wullert, Patton and Yokoyama, 1991,
Knutson, Stevens, Patton and Thorr;pson, 1992; Martin, 1995; Oh, 1999; Patton,

Stevens and Knutson, 1994; Saleh and Ryan, 1991, Wuest, Tas and Emenbheiser,

1996).

The most important self-report service quality item to meeting planners was
‘agreements met’ with a score of 6.64 out of 7. This finding supports the results of a
study on UK conference hotels by Oberoi and Hales (1990, p.708) that one of the most
important factors to meeting planner satisfaction was that hotel staff carry out

arrangements as requested. Another recent study on meeting planners’ perceptions of
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hotel chain practices and benefits also found that the delivery of services as promised
during the event was the most important aspect for meeting planners (Weber, 2000,
p-34). In addition, ‘agreements met’ had a very large gap (-0.71), the seventh largest of
all 63 items. A substantial discrepancy therefore seems to exist between what meeting
planners have negotiated with the hotel and what is actually being delivered. Two
further items that were located in the ‘focus here’ section of the chart, the ‘accurate
recording’ of meeting requirements (-0.68) and employee ‘attention to details’ (-0.65),
could both contribute to a hotel’s difficulty in keeping its agreements with meeting
planners. These findings highlight the importance for sales and convention staff to
communicate and record meeting requirements accurately and to pay attention to
details, both during their direct interactions with meeting planners and in their
communication of these requirements with other hotel departments, in order that the

agreements made with meeting planners can be met by the hotel.

‘Accurate bills’ was the fifth most important service quality item (6.53) and the
eleventh most important item of all 63 items, lending support to the findings of a
recent study that accurate billing procedures is one of the most important items to
meeting planners (Weber, 2000, p.35). Two of the items with the largest gaps (fifth
and eighth largest gaps of all 63 items) also concern issues related to billing, namely
‘accurate bills’ (-0.80) and ‘understandable bills’ (-0.71). Inaccuracy and lack of
clarity in billing results in additional time and hassle, both for the hotel as well as for
the meeting planner. Furthermore, it is in the hotel’s interest that bills be accurate and
understandable so that they can be quickly approved and paid. This is therefore an area

that requires urgent attention.
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Two service quality items, ‘continuous improvement’ and ‘prior information used’,
were located in the ‘low priority’ portion of the graph, indicating that although hotels

were not performing up to standard in these areas, they were not of high importance to

meeting planners.

‘Post-event review’ was located in the ‘potential opportunity’ section of the chart. Of
the twenty items in the service quality section, the post-event review was the least
important to meeting planners (5.16). This may be due to the fact that the post-event
review occurs once the meeting has already taken place. However, this item also had
the largest gap (-0.83) in the service quality section, and the fourth largest gap of all
63 items. A recent study on meeting planner perceptions of hotel chain practices and
benefits also found that post-convention meetings were low in both performance and
importance (Weber, 2000, p.38). It is possible that the post-event review may
represent an unrealised opportunity for the hotel to ensure that unresolved problems
encountered during the meeting, as well as other meeting planner concerns such as
inaccurate or unclear bills, could be addressed prior to the meeting planner’s departure
from the hotel. In addition to being an opportunity for the hotel to deal with
unresolved meeting planner problems and concerns, the post-event review could also
represent an opportunity for the hotel to further build its relationship with the meeting
planner, uncover leads for future business and obtain valuable feedback about the

hotel’s own strengths and weaknesses as well as those of the competition.

According to the results of this study, the service quality area in which hotels were
performing best was ‘professional appearance’ which displayed a very small gap of

-0.06. Although this item was located in the ‘weakness’ section of the chart, it was
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very near to ‘good work’. This finding suggests that hotels are performing relatively

well on the professional appearance of their staff.

Relationship quality

Table 4.8 presents the quadrant chart for the relationship quality items. Four of the
relationship quality items were located in the ‘focus here’ section of the chart: staff
reliability’, departmental teamwork’, ‘fair negotiations’, and ‘management
accessibility’. ‘Staff reliability’ was the number one item in self-report importance to
meeting planners of all the 63 items in the survey (6.72), which supports previous
research concerning the importance of staff reliability to customers (Berry,
Parasuraman and Zeithaml, 1994; Bloemer, de Ruyter and Peeters, 1998, p.283;
Oberoi and Hales, 1990, p.708). There was also a very large gap (-0.68) on this item
(the eleventh largest gap out of all 63 items). The results of this study indicate that
being able to rely on the staff at a hotel is a critical element in the building of strong
relationships with meeting planners. The unreliability of staff is also an issue that may

be related to a hotel’s difficulty in fulfilling the agreements it makes with meeting

planners.

‘Departmental teamwork’, with an importance score of 6.35, displayed the second
largest relationship quality gap (-0.60). The meeting business is very complex and
requires the interaction of many different departments of a hotel. It is therefore critical
that the various departments are able to communicate effectively with each other and
work well together for the benefit of the meeting client. This result supports the
finding of the present study that the existence of one contact person at the hotel

(sometimes called the convention service manager) to co-ordinate the efforts of the
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Table 4.8 Quadrant chart of relationship quality
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various departments is extremely important to meeting planners’ level of commitment
to booking meetings at a hotel (see the section on ‘Convention Service Manager’ in

Chapter 4).

A large gap (-0.59) was also evident in ‘fair negotiations’ (with an importance score of
6.43), confirming current thought that perceived fairness from the customer’s
perspective is an important aspect in the development of customer relationships

(Bowen and Shoemaker, 1997, p.35) and an area in which hotels could improve.

The final relationship quality item in the ‘focus here’ section of the chart was
‘management accessibility’ with an importance score of 6.18 and a large gap of -0.49.
The results of this study indicate that management needs to be available and
responsive to meeting planner needs during key points of interaction. This finding
confirms the results of previous studies of the importance to meeting planners of the
accessibility of critical hotel employees (Shaw, Lewis and Khorey, 1991). Very often,
the problems that occur during meetings need to be addressed immediately, and the
availability of someone with the authority to deal with those problems on the spot is

critical to the development of a hotel’s relationship with their meeting clients.

Four items were located in the ‘weakness’ category (‘courteous employees’, good

working relationships’, ‘relationships of trust’, and ‘business appreciated’). According

to the results of this study, these items exhibited smaller gaps and do not require
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urgent attention. Two items were located in the ‘low priority’ category (‘employees

enjoy work’ and ‘low staff turnover’).

‘Personalised greeting’ was the relationship quality item that was the least important
to meeting planners (5.31). In addition, the hotels’ performance exceeded importance
in this area (+0.11). This finding seems to indicate that merely being greeted by name
is not highly valued by meeting planners and that other factors, such as being reliable
and fulfilling agreements, are more important in the development of a meeting

planner’s relationship with a hotel.

‘Meeting planner advice sought’ was the only relationship quality item located in the
‘potential opportunity’ section of the quadrant chart. It was also the area in which the
hotels’ performance was the lowest (5.04). In addition, the gap was very large (-0.65).
Remembering that items in the ‘focus here’ section should be addressed first, a hotel
could consider whether to more pro-actively seek the input of its meeting clients. For
example, during the post-event review session (an area that also emerged as a potential
opportunity) the advice of meeting planners could be sought concerning ways that

hotels could improve their offering to the meeting market.

Extra benefits
Table 4.9 presents the quadrant chart for the extra benefit items. The gap results of this
study indicate that extra benefits were the least important items to meeting planners
with an overall mean of 5.2. Of the extra benefits, ‘space availability’ had the highest

rating (6.08) and was the only extra benefit item that was located in the ‘focus here’
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portion of the quadrant chart with a very large gap of —0.59. These results suggest that
space availability is an area that hotels should investigate to see how they could

address this need of the meeting market more effectively.

‘Service customisation’, although less important to meeting planners (5.88) than
‘space availability’ (6.08), had a very large gap (-0.61) and was located just outside
‘focus here’ in the ‘potential opportunity’ section of the chart. The results of this study
suggest that the tailoring of services to specific meeting planner requirements,
although not a high priority, may be an area of potential opportunity for hotels to

consider once items in the ‘focus here’ and ‘weakness’ sections have been addressed.

Two items, ‘hotel reputation’ and ‘quality name/brand’, were located in the
‘weakness’ section. Both of these items relate to a hotel’s image. The quality
name/brand of the hotels displayed a small gap (-0.27) whereas the reputation of the
hotels displayed a larger gap (-0.41), perhaps indicating that meeting planners feel that
a shortfall in a hotel’s reputation (via word-of-mouth, for example) is a more
important factor than a hotel’s brand name. This conclusion is supported by the
study’s finding that, in choosing a new hotel venue, the reputation of the hotel was the
most important source of information to meeting planners (see p.132). Both of these
findings (that the image of a hotel is an important factor in the decision-making
process but that it is less significant in the post-consumption evaluative process)

support the findings of other recent research (Sweeney, 1994).

Three items were located in the ‘overkill’ category (‘gifts given’, ‘hospitality events’

and ‘good citizen’). By far, the least important item to meeting planners of all 63 items
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was ‘gifts given’ with a mean of 3.47 out of 7. ‘Gifts given’ also had the largest
positive gap of all 63 items (+ 0.36), indicating that hotels are over-performing in this
area. Some meeting planners even wrote on the questionnaire that they would not
accept gifts and implied that it would be considered an indirect form of bribery. The
next least important item of all 63 items was ‘hospitality events’ with a mean of 3.97.
‘Hospitality events’ was also tied for the second largest positive gap (+0.26) of all 63
items. These results suggest that hotels could consider reducing the resources that are

allocated to hosting hospitality events and giving gifts to meeting planners.

Four items (‘meeting planners take pride’ in booking meetings at this hotel, ‘VIP
upgrades’, ‘environmental concern’ and ‘frequent stayer programme’) were located in
the ‘low priority’ section of the chart. Despite the considerable investment of hotel
resources and the interest from both academic literature and the popular press in
frequent stayer programmes, it was the third least important item to meeting planners
of all 63 items with a mean of 4.39. A recent study on meeting planners’ perceptions
of upscale hotel chain practices and benefits also found that a chain’s frequent stayer
programme was the least important benefit (Weber, 2000, p.34). ‘VIP upgrades’ for
special meeting guests, although they were still a low priority, were much more highly
valued by meeting planners (5.79) than frequent stayer programmes (4.39). Whether
the hotel was concerned with the environment or a good citizen in the community

ranked extremely low in importance to meeting planners (4.94 and 4.91 respectively).

Problem resolution

Table 4.10 presents the quadrant chart for the problem resolution items. All four

problem resolution items (‘problems resolved well’, ‘errors quickly rectified’,
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‘empowered employees’ and ‘problem solving attitude’) fell in the ‘focus here’ section
of the quadrant chart, with ‘problem solving attitude’ being the least important of the
four items (6.38 compared to 6.64, 6.58 and 6.50 respectively). This finding seems to
suggest that employees who are empowered to solve problems and rectify errors (i.e.
deliver results) was a more important consideration to meeting planners than whether

employees had a positive atfifude about solving problems.

In addition, ‘problems resolved well’ was the fourth most important item to meeting
planners of all 63 items and ‘errors quickly rectified’ was number seven in overall
importance. Both of these items also exhibited some of the largest gaps of all 63 items,
as did the item ‘empowered employees’. Ritz-Carlton, a hotel company that has won
the Baldridge Award (see Chapter 2) twice, is pro-active in empowering employees to
deal effectively with customer problems. The results of this study suggest that such a

strategy pays off in terms of improved customer satisfaction, customer perceived

value, and ultimately their level of commitment.

Customer costs

Table 4.11 presents the quadrant chart for the customer cost items. All five customer
cost items were located in the ‘focus here’ section of the chart, which included the
item with the largest gap of all 63 items, ‘reasonable prices’ (-0.99). This result
suggests that if hotels want to increase meeting planner satisfaction and perceived
value, they will need to keep their prices reasonable, even when the availability of
meeting space is scarce. In order to do this, hotels need to maintain a fine balance

between obtaining maximised profit for the hotel, and providing value to meeting
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planners. Hotel markets tend to be cyclical and hotels need to be careful not to take
advantage by overcharging and thereby alienating their meeting clients, so that when

meeting space becomes more readily available, meeting planners will not switch to the

competition.

‘No hidden costs’ (-0.91) was the item with the second largest gap of all 63 items. It
was also the item that was second in overall importance to meeting planners (6.68 out

of 7). These results suggest that hotel pricing needs to be transparent and stated clearly

in all correspondence and contractual agreements.

‘Hassle-free business’ had the third largest gap of all 63 items (-0.88) and was twelfth
in importance overall (6.52). This finding is related to the value that meeting planners
find in the hotel providing one contact person (sometimes called the convention
service manager) who co-ordinates communication with the various departments of
the hotel. This result also supports the findings of a recent study sponsored by the
Center for Hospitality Research at Cornell University that having a no-worry, hassle-
free stay is a desired benefit mentioned most frequently by meeting and convention

customers (Dube and Renaghan, 1999, p.94).

The above-mentioned customer cost items (‘reasonable prices’, ‘no hidden costs’ and
‘hassle-free business’) had the largest shortfalls of all 63 items. These results highlight
the importance of customer costs to meeting planners even when they are booking
meetings at upscale (4 and 5 star) hotels, and also confirm the importance of including
an explicit consideration of direct and indirect customer costs as antecedents of

customer satisfaction and perceived value (Spreng, Dixon and Olshavsky, 1993).
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The other two customer cost items, ‘fair contract terms’ and ‘little risk’, were also in
the “focus here’ section of the quadrant chart and, although the gaps were still very
large (-0.64 and —0.61 respectively), they were not as large as the three other customer
cost items. These results support the findings of other studies that fairness (Bowen
and Schoemaker, 1997, p.42) and low risk (Sweeney et al, 1999) are important

antecedents of customer perceived value.

In summary

The following is a summary of the main gap analysis results:

e The gap results indicate that hotels are performing relatively well in terms of the
product they are offering to the meeting market. Hotel accessibility, cleanliness
and meeting room furnishing were the only areas of product quality weakness.

e Unlike product quality, service quality is an area of great opportunity for hotels to
improve their offering to the meeting market. In particular, the issue of operating
departments fully meeting the agreements made by the sales department, and the
related areas of accurately recording meeting requirements and employee attention
to details emerged as significant areas of opportunity for improvement. In addition,
accurate and understandable bills is also an area that requires attention. Although
the post-event review ranked very low in importance to meeting planners, it also
had a very large gap, indicating that it may possibly be an area of unrealised
opportunity.

e The reliability of staff is a critical element in the building of strong relationships

with customers and an area in great need of improvement.
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Extra benefits emerged as the area of least overall importance to meeting planners.
The gap results suggest that hotels could consider reducing the resources that are
allocated to gifts, hospitality events and the hotel being seen as a ‘good citizen’ in
the community. Of particular interest is the low priority given to frequent stayer
programmes by meeting planners. The only extra benefit that emerged as an area
in which hotels could improve their offering to the meeting market was that of
making space available to its regular meeting planners during busy periods.
Problem resolution emerged as an area of great opportunity for hotels to improve
their offering to the meeting market, with all four items falling in the ‘focus here’
section of the quadrant chart. The atfitude of employees was not as critical a factor
to meeting planners as their being empowered to solve problems quickly and well.
Customer cost issues emerged as the area with the largest gaps, particularly in
terms of reasonable prices, no hidden costs and hassle-free business. If hotels are
interested in increasing the level of commitment of their regular meeting clients,
the gap results suggest that they must maintain a fine balance between obtaining

maximised profits when the availability of meeting space is scarce and providing

value to their meeting clients.

DRIVERS OF CUSTOMER COMMITMENT

Drivers of customer commitment is the name given to individual performance

attributes whose ratings disproportionately affect customer commitment. Multiple

regression analysis is an ideal multivariate tool with which to explore such a model of

dependency (Vavra, 1997, p.386). Multiple regression is the appropriate method of

analysis when the research problem involves a single metric dependent variable (in
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this case, ‘customer commitment’) presumed to be related to two or more metric
independent variables (for example, ‘The hotel’s setting is pleasant’ or ‘Employees are
courteous’) (Hair et al, 1998, p.14). Alpert (1971) tested eight different methods of
determining attribute importance ranging from direct questioning (self-report) to
multiple regression analysis and found that regression analysis was the most effective

method for determining the importance of attributes.

One disadvantage, however, is that regression analysis does not lend itself well to
considerations of a large number of independent variables and their interactions
(Taylor, 1997, p.154). Therefore, in this study the top fifteen performance attributes
from the gap analysis (see Appendix D) were used as the independent variables and
regressed against ‘customer commitment’ as the dependent variable. The regression
output showed a significant model with an F-value of 5.42 and a p-value less than
.0001. Regression coefficients for each performance attribute describe the relative
importance of each in influencing overall commitment. There were eight attributes
whose t-score was statistically significant at the p < 0.10 level. In order, these
attributes are: pleasant setting (.0007), courteous employees (.0033), guestroom
furnishing (.0124), agreements met (.0131), professional appearance (.0683), clean

facilities (.0743), food quality (.0884), and consistent service (.0967).
Comparing the most important attributes that resulted from the gap analysis (self-

report importance ratings) with the most important attributes that resulted from the

regression analysis (drivers), we see that the results are not the same (see Table 4.13).
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Figure 4.3 Self-report and regression analysis ‘importance’ results

Self-report ‘importance’ results Regression analysis ‘importance’ results
1. Staff reliability 1. Pleasant setting
2. No hidden costs 2. Courteous employees
3. Agreements met 3. Guestroom furnishing
4. Problems resolved well 4. Agreements met
5. On-time F&B functions 5. Professional appearance
6. Errors quickly rectified 6. Clean facilities
7. Attention to details 7. Food quality
8. Accurate recording 8. Consistent service

The only common result in the top eight attributes between the self-report importance
ratings and the regression analysis is ‘agreements met’. This finding confirms
previous research findings that customers are not always able to state which attributes
actually have the greatest impact on their level of satisfaction or commitment (for a
discussion of previous research on this topic, see Mount, 1997a). This is not to imply,
however, that customer ratings of the importance of various attributes to their level of
commitment (self-report importance ratings) should be discounted. On the contrary,
these perceptions are foremost in the minds of customers, and management therefore
needs to consider them carefully. However, it should be kept in mind that self-report
importance ratings are descriptive rather than statistical in nature, and therefore

caution must be exercised in applying the results to the general population.
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Drivers and gaps

As discussed, although previous research suggests that regression analysis is a more
reliable method than self-report for determining the most important factors influencing
meeting planner commitment, regression analysis only tells us which factors are most
important to customers, it does noft tell us where hotels are falling short in their
performance of these factors. It is the difference scores of the gap analysis that gives
us this information. If, therefore, we compare the results of the regression analysis (the
‘drivers’ of customer commitment) with the difference results of the gap analysis

(whether hotels are under-performing on these attributes), some interesting findings

emerge (see Table 4.12).

For example, although ‘pleasant setting’ is the number one driver of customer
commitment, the gap between hotel performance on this item and its importance to
meeting planners is very small and positive (+0.08), indicating that hotels are
performing well in this area. In addition, although the gaps for ‘guestroom furnishing’
(driver number three) and ‘professional appearance’ (driver number five) are
negative, they are also very small (-0.02 and —0.06 respectively), indicating that hotels
are also performing well in these areas. Therefore, in these three areas (pleasant
setting, guestroom furnishing, and professional appearance), the resuits of this study

indicate that hotels should continue their present strategy.

The gaps for ‘courteous employees’ (driver number two) and ‘clean facilities’ (driver
number six) are relatively small (-0.32 and —-0.23 respectively); however, they are

larger than the gaps for ‘pleasant setting’, ‘guestroom furnishing’ and ‘professional
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Table 4.12 Regression analysis ‘importance’ results with gaps

Regression analysis Gap Description
‘importance’ results
1. Pleasant setting +0.08 positive, very small
2. Courteous employees -0.32 negative, small
3. Guestroom furnishing -0.02 negative, very small
4. Agreements met -0.71 negative, very large
5. Professional appearance -0.06 negative, very small
6. Clean facilities -0.23 negative, small
7. Food quality -0.50 negative, large
8. Consistent service -0.53 negative, large

appearance’, indicating that there is room for improvement in the areas of the

courteousness of employees and the cleanliness of the facilities which should be

addressed by hotels.

‘Food quality’ (driver number seven) and ‘consistent service’ (driver number eight)
are less important drivers; however, the gap on these two items is large (-0.50 and
-0.53 respectively). Therefore, if hotels were interested in increasing their level of
customer commitment, they should be concerned about making improvements in the

areas of food quality and consistent service.
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However, as mentioned, the only item common to both the self-report and the
regression analysis is ‘agreements met’ (driver number four) with a very large gap of —
0.71. Therefore, the most powerful conclusion drawn from comparing the difference
results of the gap analysis with the results of the regression analysis (drivers of
customer commitment), is that hotel improvement in fulfilling the agreements they
make with meeting planners appears to be the area with the greatest potential for
increasing meeting planner commitment to booking meetings at their hotel. However,
it must also be recognised that the meeting of agreements could be perceived as one of
the most subjective and ambiguous factors for hotels to control. It is entirely possible
for meeting planners to find infinite ways of perceiving that an agreement has not been
met, whereas hotel personnel think that it has and rationalise that the meeting planner
is always changing his mind (unless, of course, the details have been accurately

recorded in the written contractural agreement).

STRUCTURAL EQUATION MODELING

Structural equation modeling examines a series of dependence relationships between
constructs simultaneously and is particularly useful when a researcher wishes to
develop a more systematic and holistic view of the problem (Haur, Anderson, Tatham
and Black, 1998, p.578). Structural equation models are built in order to identify

possible structural relationships between constructs (Vavra, 1997, p.354).

Principal component analysis

In order to determine which of the 63 items (individual performance attributes, for

example, ‘The hotel’s setting is pleasant’) best represent each construct (e.g. Product
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Quality) in the structural equation model, principal component analysis was employed
(see, for example, Blackwell, 1998; Chandon, Wansink and Laurent, 2000; Messerli,
1993). Principal component analysis is appropriate when one has obtained measures
on a number of observed variables (items) and wishes to develop a smaller number of
unobserved variables (manifest variables or ‘principal components’) that will account

for most of the variance in the observed variables (items) (Hatcher, 1994).

The following results on the principal component analysis were obtained:

e Three items (V16, V17, V18) loaded on the first principal component for the
manifest variable ‘product quality” (MPQ) with a loading of at least 0.66. These
three items were ‘The hotel’s setting is pleasant’ (V16), ‘The hotel is visually
appealing’ (V17) and ‘The hotel’s facilities are unique’ (V18).

o Four items (V42, V43, V44, V45) loaded on the first principal component for the
manifest variable ‘service quality’ (MSQ) with a loading of at least 0.60. These
four items were ‘Bills are easy to understand’ (V42), ‘Bills are accurate’ (V43),
“The hotel conducts an extensive post-event review session with meeting planners’
(V44) and ‘The hotel is a safe place’ (V45).

e Three items (V46, V48, V49) loaded on the first principal component for the
manifest variable ‘relationship quality’ (MRQ) with a loading of at least 0.77.
These three items were ‘The hotel is fair during negotiations’ (V46), ‘The
relationship that meeting planners have with the staff at this hotel are based on
trust’ (V48) and ‘Hotel staff have good working relationships with meeting

planners’ (V49).
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Three items (V58, V59, V63) loaded on the first principal component for the
manifest variable ‘extra benefits’ (MEB) with a loading of at least 0.69. These
three items were ‘During busy periods, the hotel does everything possible to make
space available for the functions of its regular meeting planners’ (V58), ‘The hotel
will provide upgrades for the VIP clients of its regular meeting planners’ (V59)
and ‘The hotel is willing to customise its services in order to fulfill the
requirements of its regular meeting planners’ (V63).

Two items (V70, V71) loaded on the first principal component for the manifest
variable ‘problem resolution’ (MPR) with a loading of at least 0.84. These two
items were ‘When a hotel makes an error, they are quick to rectify it’ (V70) and
‘The hotel resolves problems well’ (V71).

Two items (V73, V74) loaded on the first principal component for the manifest
variable ‘customer costs’ (MCC) with a loading of at least 0.82. These two items

were ‘Prices charged are reasonable’ (V73) and ‘There are no hidden costs’ (V74).

The manifest variables denoted by MPQ, MSQ, MRQ, MEB, MPR, and MCC were

obtained by summating the scales of the observed variables (items) from the

individual principle components for each manifest variable. For example, the manifest

variable that represents the construct ‘product quality’ (MPQ) was obtained by adding

the responses to the items V16, V17, and V18. A complete list of the original

indicators (items) for the manifest variables (constructs) can be found in Appendix F.

When only one indicator (item) for each variable (construct) is available (as is the case

here for the constructs of ‘customer satisfaction’, ‘customer perceived value’ and
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‘customer commitment’), identification problems create the necessity of making
certain assumptions about the values of these parameters. As described by Kenny

(1979), in such instances one can use information from the reliabilities to estimate the

effect of the construct and random error on the indicator.

Reliability

Coefficient alpha reliabilities are reported in Table 4.13 along with the means and
standard deviations (based on a 7-point scale) for the variables. According to Hatcher
(1994), one may compute the coefficient alpha to estimate the reliabilities when one
has administered a multiple-item, summated rating scale to a group of subjects and
wants to determine the internal consistency reliability of the scale. The most
commonly accepted measure for assessing a scale’s internal consistency is Cronbach’s
coefficient alpha, which tells how well the items measure the same construct (Hinkin,

Tracey and Enz, 1997). Internal consistency is the extent to which the individual items

Table 4.13 Means, standard deviations and coefficient alpha reliabilities

Standard Deviation Coefficient Alpha Reliabilities

Variables Mean

Product Quality 5.53 3.11 0.80
Service Quality 5.39 421 0.79
Relationship Quality 5.88 2.80 0.81
Extra Benefits 544 3.13 0.72
Problem Resolution 5.92 2.19 0.87
Customer Costs 241%* 2 46 0.79
*reverse coded
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that constitute a test correlated with one another or with the test total. A large
coefficient (over .70) provides an indication of strong item homogeneity and suggests
that the sampling domain has adequately been captured (Hinkin ef al, 1997).
Coefficient alpha reliability estimates (Cronbach, 1951) of the variables for this study

all exceed 0.72.

Testing of the model

Figure 4.4 is the initial model. It represents the portion of the original theoretical
model (see Figure 1.6) that was tested using structural equation modeling. The model
is an adaptation of a model proposed by Patterson and Spreng (1997). The unique
features of this model are (1) the explicit consideration of the relationship of customer
costs to customer satisfaction and perceived value, (2) the inclusion of relationship
quality as a distinct construct from product and service quality, (3) the inclusion of the
construct of problem resolution, and (4) the structuring of the model in a generic and
all-encompassing way so that the relationship of the constructs in the model could be
tested across different types of service industries although the specific items would

need to be tailored.

The initial model is composed of two components, a ‘structural’ component and a
‘measurement’ component. The ‘structural’ component of the model represents the
dependence relationships linking the hypothesised model’s nine constructs (Hair ef al,
1998, p.583). The six independent constructs (exogenous variables) are product

quality, service quality, relationship quality, extra benefits, problem resolution and
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Figure 4.4 Initial model
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customer cost. The three dependent constructs (endogenous variables) are customer
satisfaction, customer perceived value and customer commitment. The ‘measurement’
component of the initial model specifies the reliability of each construct for estimating
the proposed causal relationships (Hair ez al, 1998, p.581). Within the measurement
component, the influence of the constructs (latent variables, i.e. Product Quality) on
the indicators (manifest variables, e.g. MPQ) is represented by A’s while the influence

of random error is represented by €’s. The manifest variables (e.g. MPQ) are

represented by squares.

A factor loading () representing the influence of the constructs (i.e. Product Quality)
on the indicators (i.e. MPQ) is indicated by the square root of the reliability, while the
quantity 1 minus the reliability multiplied by the variance indicates the impact of
random measurement error (€). These parameters were estimated and set (fixed) at the
appropriate values prior to the latent variable analysis and are noted with asterisks.

The values at which they were set are in parentheses. This approach has been further
described by James, Mulaik and Brett (1982) and Rogosa (1979), and applications

have been given by Williams and Hazer (1986), Schmit and Allscheid (1995), and

Heise and Smith-Lovin (1981).

The entire structural model was tested using SAS System’s CALIS procedure using
the maximum likelihood method. Several goodness-of-fit indices were used to assess
the correspondence between the proposed model and the data (see Appendix F).

Combined, these findings provide support for the final theoretical model (Figure 4.5)

over the other theoretical models tested.
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Figure 4.5 Final model
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The R*values for the latent endogenous variables show the following:

e Customer Satisfaction (V14) and Perceived Value (V13) accounted for 32.647% of
the variance in Customer Commitment (V12),

e Product Quality (F2), Relationship Quality (F4) and Customer Costs (F7)
accounted for 45.07% of the variance in Perceived Value (V13), and

o Relationship Quality (F4), Problem Resolution (F6), Customer Costs (F7) and
Perceived Value (V13) accounted for 59.94% of the variance in Customer
Satisfaction (V14).

A copy of the complete structural equation modeling output can be found in Appendix

F.

Hypothesis testing

This section will address whether the empirical results of the structural equation
modeling support the hypothesised relations proposed in Chapter Two. Each
hypothesis or set of hypotheses will be discussed in turn. The implications of the
structural equation modeling findings will be discussed in conjunction with the results

of the other methodologies in Chapter 5.

Hypotheses 1, 2a, 2b and 2c: satisfaction, value and commitment

HI1:  Customer satisfaction has a significant positive impact on customer
commitment.

H2a: Customer perceived value has a significant positive impact on customer

commitment.
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H2b: Customer perceived value has a significant positive impact on customer
satisfaction.
H2c: Customer perceived value has a significant positive indirect impact on
customer commitment via customer satisfaction.
Both customer satisfaction and customer perceived value were found to have a
significant positive impact on commitment as predicted (H1: p=0.31, t=5.16; H2a:
=0.21, t = 2.62), with satisfaction exerting a stronger direct influence on commitment
(B = 0.31) than the direct influence of perceived value on commitment (§ = 0.21). The
path from value to satisfaction (H2b: 3 = 0.62, t = 10.04) was the strongest path in the
model and was considerably stronger than the next strongest path which was the one
from satisfaction to commitment (H1: 3 =031, t = 5.16). Thus, the results of this
study indicate that customer satisfaction is the strongest, but not the only, significant

antecedent of customer commitment.

In order to determine whether satisfaction completely mediates the effect that
perceived value has on commitment, it is necessary to show that (1) value has a
significant relationship with commitment, and that (2) this effect is not significant
when perceived value is linked to commitment through satisfaction (see James and
Brett, 1984). The results indicate that perceived value does indeed have a significant
relationship with commitment (r = .49, p-value<.0001); therefore, the model was
estimated that freed the path between satisfaction and perceived value, resulting in a
significant decrease in chi square (108.45, df = 2). In addition, the t-value for the path
coefficient was significant (t = 2.62). The results of these mediation tests therefore
indicate that the effect of perceived value on commitment is not completely mediated

by satisfaction. However, customer perceived value was found to have a significant
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positive indirect impact on customer commitment via customer satisfaction as

hypothesised (H2c).

Hypotheses 3a and 3b: product quality, satisfaction and value
H3a: Perceived product quality has a significant positive impact on customer
satisfaction.
H3b: Perceived product quality has a significant positive impact on customer
perceived value.
The path from product quality to customer satisfaction was not significant. However,
the path from product quality to perceived value was significant (H3b: p=0.23,t=

2.96) as hypothesised.

Hypotheses 4a and 4b: service quality, satisfaction and value

H4a: Perceived service quality has a significant positive impact on customer
satisfaction.

H4b: Perceived service quality has a significant positive impact on customer
perceived value.

In accordance with recent research (Oh, 1999; Patterson and Spreng, 1997), a positive

relationship was expected between service quality and both satisfaction and value.

However, neither of these paths was found to be significant.

Hypotheses 5a and Sb: relationship quality, satisfaction and value

H5a: Perceived relationship quality has a significant positive impact on customer

satisfaction.

183



HSb: Perceived relationship quality has a significant positive impact on customer
percetved value.

The hypothesised paths from relationship quality to customer satisfaction (H5a: p =

0.23,t=2.96), and relationship quality to perceived value (H3b: p =0.12, t = 1.49)

were both found to be significant. However, the path from relationship quality to

satisfaction was found to be stronger than the path from relationship quality to value,

with the path from relationship quality to value being the weakest significant path in

the model.

Hypotheses 6a and 6b: extra benefits, satisfaction and value

H6a: Extra benefits have a significant positive impact on customer satisfaction.
Ho6b: Extra benefits have a significant positive impact on customer perceived value.
The hypothesised paths from extra benefits to customer satisfaction, and extra benefits

to perceived value were not supported by the data.

Hypotheses 7a and 7b: problem resolution, satisfaction and value

H7a: Effective problem resolution has a significant positive impact on customer
satisfaction.

H7b: Effective problem resolution has a significant positive impact on customer
perceived value.

The path from effective problem resolution to customer satisfaction was significant, as

hypothesised (H7a: = 0.29, t = 3.10). However, the path from effective problem

resolution to perceived value was not significant.
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Hypotheses 8a and 8b: customer costs, satisfaction and value

H8a: Perceived customer costs have a significant negative impact on customer

satisfaction.

H8b: Perceived customer costs have a significant negative impact on customer
perceived value.

The path from customer costs to perceived value was negative as hypothsised (H8b: B

=-0.45, t =-5.74) and, after the path from value to satisfaction, was the strongest path

in the model. However, the path from customer costs to customer satisfaction was

positive (H8a: p = 0.30, t = 3.22), rather than negative as hypothesised. It is interesting

1o note that the negative impact of costs on perceived value was considerably stronger

than the positive impact of costs on customer satisfaction.

IN-DEPTH INTERVIEWS

In order to complement the quantitative research findings and to gain greater in-depth
understanding of meeting planner requirements, their perceptions of hotel performance
and the resulting attitudes and behaviours, a series of eight in-depth semi-structured
interviews were undertaken during the period from January, 1998 through February,
2000. Four of the interviews were held with meeting planners from the UK and four
from the USA. All of the interviews were conducted by the researcher himself and all
but one (which was conducted in person) were conducted by phone. The researcher
used a prepared outline as a guide (see Appendix G). However, meeting planners were

encouraged to expand on the topics presented. The interviews lasted from 45 minutes

to 1 hour and 15 minutes.
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All of the meeting planners were senior level executives of leading international
companies and trade associations. They had from six to twenty-eight years of
experience as meeting planners. Three of the planners were male and five were
female. All of the meeting planners except two spent the majority of their time (80-
100%) planning meetings. (However, the revenue from the meetings planned even by
the two who did not spend the majority of their time planning meetings was in excess
of $2 million per year). The number of meetings planned per year per meeting planner
ranged from 12 to more than 350. All of the meeting planners organised meetings and
seminars, with half of them also organising either conventions, or exhibitions and

trade shows.

Meeting venues

All of the planners used hotels for the meetings they booked. In addition, three out of
four of the UK planners booked meetings in-house, and three out of four of the
American planners booked meetings at universities. Two of the meeting planners also
used convention centers and one used public facilities. None of the meeting planners
used cruise ships. A wide range of hotel locations were used (city centre, resort,
airport and suburban) with all but one meeting planner using city centre hotels. Both
chain and non-chain hotels were used. When a chain hotel was chosen, some of the
reasons were because of its reputation (“known for high standards of service and
product quality”), the recourse to a national sales manager in the case of problems, and

the ability to build on an existing relationship with a chain.
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In choosing a new hotel venue, word of mouth was by far the most important source of
information, with six out of eight of the meeting planners rating it as a very important
source. Convention and Visitor Bureaus were identified as important sources of
information, especially for out-of-town events and incentives. They were also called

“an indispensable partner in the planning of large meetings and conventions” by one
meeting planner. The use of the web by meeting planners is mixed, but appears to be
growing in importance, especially as a source of reference for property information.
None of the meeting planners said that special promotions were an important source of

information in choosing a new hotel venue.

Meeting planner satisfaction and commitment

When asked about their level of satisfaction with the hotel where they had booked the
most meetings during the past twelve months, all but two of the meeting planners said
that their level of satisfaction was very high. However, even at the hotel where they
had booked the most meetings during the past twelve months, one meeting planner

from the UK felt that the facility required refurbishment and that the level of service

could be more consistent.

When asked what the word ‘commitment’ meant to them, four of the meeting planners
specifically mentioned aspects connected to their relationship with the hotel (“close”,
“excellent”, “long-term”, “trusting”). Three meeting planners mentioned high service
standards and two mentioned the quality of the facilities. One meeting planner said
that ‘commitment’ means that the hotel is the first choice when booking meetings in

the area. Another planner said that ‘commitment’ means to actively seek to place a
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meeting at a venue of choice, to use a hotel as a benchmark for other venues, and to

feel confident in recommending the hotel to colleagues.

Only one meeting planner (the one who was not very satisfied) was not committed to
booking meetings at the hotel where they had booked the most meetings during the
past 12 months. The reasons given for this meeting planner’s lack of commitment

were the complacency and lack of commitment among some members of the hotel’s
staff, and problems with miscommunication. All of the other meeting planners said
they were committed to booking meetings at the hotel where they had booked the most
meetings during the past 12 months. Issues relating to service (responsive, efficient,
professional, high standards, consistent, proactive) were mentioned by each of the
other seven planners, with special mention being made of efficient check-in, food

being served on time, and a high ratio of staff to customers. One planner said, for
example, “They understand professional meeting planner needs. We speak the same
language. I don’t have to ask - they know.” The quality/excellence of the facilities
(particularly the conference space, the mix of break-out rooms, and the upkeep of the
facilities) was mentioned by four of the meeting planners. Relationship issues were
mentioned by three of the meeting planners (long term, partnership). One meeting
planner said, “We’re not just a number”. Another planner mentioned that an important
aspect of their commitment was that they had dealt with the same Sales Manager at the
hotel for many years, while another planner mentioned the fact that the General
Manager got involved. Interestingly, only one meeting planner connected satisfaction
with commitment (“Events are handled to my satisfaction”), and only one connected

value with commitment (“We’re willing to pay more, but we want value for our
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money”). In addition, only one planner connected costs with commitment (“The hotel

has flexible pricing and is willing to offer deals during the low season”).

When asked to think about a 4 or 5 star hotel where they had booked meetings in the
past but where they don’t book meetings any longer, a key issue mentioned by several
planners was that the hotel had not lived up to the agreements it had made
(“Agreements made by the sales staff were not met by the hotel”, “The hotel made
promises they didn’t live up to”, “Agreements made were broken”, “We did not
receive what was promised”). In addition, two planners mentioned that extra charges
had been added to the bill after the signing of the contract. Overall low service
standards were also mentioned by four planners, with special mention being made of
complacency, bad attitude, inconsistency and unreliability. A lack of professionalism
and a lack of understanding of meeting planner needs were also mentioned frequently.
Only two planners mentioned product quality items (lack of quality space, run down
facilities) as reasons for no longer booking meetings at a hotel. Low food quality was

mentioned by two planners.

Key hotel evaluation factors

When asked about the key factors in their overall evaluation of a 4 or 5 star hotel as a
meeting venue, six meeting planners cited the quality of the meeting and guest rooms.
In addition, four planners specifically mentioned the existence of one staff person at
the hotel who was responsible for handling the coordination of the meeting
(convention service manager). The overall level of service quality was also mentioned

by four planners. Flexibility on the part of the hotel was mentioned twice.
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Areas of difficulty

When asked if there were areas where they often encounter difficulties in the planning
or staging of meetings at 4 or 5 star hotels, the issues mentioned most frequently were
related to (1) meeting rooms (‘quality of space and design’, ‘inadequate lighting’,
‘lack of sufficient breakout and informal meeting space’, ‘larger, more flexible space
required’), (2) staffing (‘sales staff has insufficient knowledge about meeting rooms’,
‘nine times out of ten, the person who made the booking and meeting arrangements is
not the same person who handles the actual meeting’, ‘high turnover’, ‘response time
is too long’, ‘indifferent’, ‘unprofessional’ ), (3) billing (‘difficult to decipher’,

‘incorrect posting of invoices’), and (4) lack of flexibility in pricing.

The product

In terms of the product that 4 to S star hotels provide to the meeting market, the
overall view of meeting planners is that hotels do not offer sufficient efficiency and
flexibility in the design and layout of their meeting facilities. Particularly mentioned
was the fact that meeting and breakout rooms are often not located on the same floor
or near to each other. The meeting planners that were interviewed placed a high value
on hotels with facilities that are purpose built (customer designed) for the meeting
market with up-to-date technological equipment (mentioned by four planners),
informal spaces in which meeting participants can relax (mentioned by three

planners), a well-equipped business centre (mentioned by two planners) and daylight

in meeting rooms (mentioned by two planners). The standard of guestrooms was also a

concern (mentioned by three planners). One planner said, for example, “Guest rooms
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don’t need to provide over-the-top amenities, but they should be spacious and
comfortable.” Another planner valued guestrooms that are conducive to doing
business, with two telephone lines, a computer jack and a large desk with a second

telephone and good lighting.

The service

Three of the meeting planners specifically mentioned the value of the hotel providing
an experienced conference service manager (conference coordinator), with one
planner stating that, “The convention service manager makes or breaks the
conference”. The majority of the remainder of the responses were staff-related
(responsive, flexible, qualified, professional, knowledgeable, low turnover, positive
attitude, efficient). In addition, the provision of a dedicated conference service desk, a

well-service coffee break area, and an airport shuttle service were mentioned.

Relationships

The aspect of their working relationship with a hotel that was valued the most by
meeting planners seemed to be a stable, trusting relationship between the planner and
the top management of the hotel (specifically mentioned were the Convention Service
Manager, the General Manager and the Sales Manager). One meeting planner said,
“My commitment is to the people at the hotel, not the facility itself”. Good internal
hotel communication and the provision of one contact person for all meeting
arrangements (Convention Service Manager) were also mentioned as an issue of high
importance by many of the planners. In addition, honesty regarding what can and
cannot be done by the hotel, the fulfillment of agreements made, and a sense of

teamwork between the hotel and the planner were mentioned as important factors.
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Extra benefits

The majority of meeting planners do not feel that extra benefits are particularly
valuable to them. In fact, one planner felt that extra benefits are an indirect form of
bribery, and another stated that s/he has an ethical problem with extra benefits and
‘goodies’ for meeting planners. Some planners also mentioned that they prefer
‘straight negotiations’ and ‘fair pricing’ to extra benefits. However, three of the
meeting planners mentioned that VIP upgrades are a valued extra benefit, and one
planner mentioned that a 50% discount for the meeting planner and staff who are
working the event is valued. The response to frequent stayer programmes was mixed,
with two planners saying they appreciate these programmes and one saying that they

didn’t.

Problem resolution

The aspects of problem resolution that were most important to meeting planners were
that staff have a positive (‘can-do’) attitude as well as the authority to deal with
problems on the spot. In addition, a sense of teamwork or partnership with the hotel
was mentioned by several planners (“Not ‘you’ have a problem or ‘I’ have a problem,

but ‘we’ have a problem”).

Customer costs

The cost item mentioned most often as important to the meeting planners interviewed
was the provision of a package rate (specifically mentioned by four of the planners). In

addition, the planners valued billing and pricing structures that were reasonable,
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transparent, easy to understand and negotiable. Several different price-related issues
were mentioned. For example, one planner mentioned that, “Many hotels price
themselves out of the market with their room rates”. Another felt that hotels should
reduce their room and F&B rates for larger functions. One planner did not like the
automatic service charge that is added to F&B functions which is sometimes as high
as 20%. Another planner insists on a satisfaction guarantee with a penalty clause if

20% or more of the conference attendees are not satisfied with the hotel’s products or

services.

The indirect cost that was mentioned most often was hassle and inefficiency on the
part of the hotel, particularly in not having good records of meeting requirements.
Several of the planners mentioned that when they are booking meetings at a hotel they
use regularly, they feel the hotel should have a customer database with a record of
their standard needs (“like a tailor who has taken your measurements”). One planner
said that they now send a Meeting Profile Checklist ahead of time to the hotel they use
regularly, listing detailed requirements for upcoming events. Planners mentioned that

a valued benefit of working regularly with one hotel is that “they know what 1 want”

which makes it easier for the planner to do business and reduces hassle.

Areas most needing improvement
When asked in which areas hotels could make the greatest improvement in their
offerings to the meeting market, the most often mentioned area was related to the

product (overall quality, design and layout, and up-keep). The other area mentioned
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most frequently was related to staffing issues (training, empowerment, and turnover).

In addition, two planners mentioned improvements in technology.

Emerging trends

Far and away the most often mentioned emerging trend was that of technology, with
seven out of eight of the meeting planners mentioning this issue. In addition to
technology, two planners mentioned healthier and lighter food, two mentioned more
efficiently and professionally run meetings, and two mentioned purpose-built meeting

facilities.

In summary

The findings that emerged from the in-depth interviews seem to support the validity of

employing qualitative research methods to supplement data obtained from quantitative

research methodologies. Results obtained from the in-depth interviews confirmed and

high-lighted findings from the quantitative portions of the present study in the

following areas:

¢ The in-depth interviews confirmed the importance of a hotel fulfilling the
agreements that it makes with the meeting planner. This issue was also frequently
mentioned as a key factor in the decision not to book meetings at a hotel in the
future.

e The importance of billing and pricing structures that are reasonable, transparent,

easy to understand and negotiable was confirmed during the in-depth interviews.
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The importance of the Convention Service Manager (CSM) was hjgh-ﬁghted in the
in-depth interviews. Typical was the response of one meeting planner that ‘The
CSM makes or breaks the conference’.

The meeting planners interviewed in the qualitative section of this study echoed
the opinion voiced in the quantitative section that, on the whole, extra benefits do
not provide any significant additional post-consumption value or satisfaction, and
may even be construed as a form of bribery.

The importance of empowering employees to solve problems and rectify errors
was confirmed as an area of importance to meeting planners.

The meeting planners interviewed confirmed the value of hassle-free business.

However, important additional information was gained through the interviews that did

not emerge from the quantitative methodologies:

One important additional factor that emerged from the in-depth interviews which
was not evident in the gap analysis was the provision of meeting facilities that
function well in terms of hotel design geared specifically to the meeting market

(i.e. the configuration of the meeting rooms, the fact that they are located in close
proximity to each other, and the existence of spaces where meeting participants
can gather informally).

Although the results of the gap analysis indicated that the provision of state-of-the-
art technical equipment was a low priority, it was an area that was frequently
mentioned during the in-depth interviews as one that is becoming increasingly
important. This discrepancy might be explained by the fact that the planners who

participated in the in-depth interviews were cutting edge leaders in the meeting
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industry, representing major international companies and associations. The
meetings that they run may therefore be more demanding and require a higher
degree of technological interface and sophistication than the average meeting.

As aresult of the in-depth interviews, it became evident that, although turnover of
line staff (such as cooks, waiters or maids) was generally not a concern to meeting
planners, the turnover of key top level positions (such as the General Manager,
Sales Manager and Convention Service Manager) was a matter of great concern.
High turnover in these positions was felt to be strongly related to a hotel’s inability
to keep its agreements, whereas the building of strong, long-term partnering
relationships with these key personnel was felt to be a positive factor in the
development of meeting planner commitment to a hotel.

Although the results of the structural equation modeling indicated that service
quality was not significantly related to customer satisfaction or perceived value,
the results of the in-depth interviews indicated that the overall level of service
quality (and, in particular, food quality and consistency of service) was a key hotel
evaluation factor. This finding from the in-depth interviews lends support to the
belief that, in attempting to capture the domain of relationship quality in this
thesis, a conceptual overlap may have occurred and that further research is
necessary to more accurately specify the domains of service and relationship

quality.

These findings confirm the value of using different forms of analysis when

investigating complex research topics. In the final chapter, the findings from the

various research methodologies is consolidated and analysed, and implications for

management are presented along with recommendations for future research.
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CHAPTER S: CONCLUSIONS

In this final chapter, the significant findings of the various research strategies are
synthesised and the major conclusions are presented. First, an overview of the research
objectives is given. Following is a discussion of the resuits with managerial
implications. Then the contributions of the study are outlined and, finally, the

limitations of the study and implications for future research are presented.

OVERVIEW

During the 1990’s, as evidence began to emerge that even satisfied customers defect
(Jones and Sagser, 1995) and as the benefit of customer loyalty (commitment) to a
company began to be increasingly recognised as a powerful defensive weapon
providing a formidable protective barrier against the advances of the competition
(Reichheld, 1996a), the focus in marketing research began to shift from satisfaction to
loyalty. Furthermore, as the actual benefit to a company of investments in quality
began to come under question, the focus in marketing research also began to shift from

quality to value (quality at what price) (Woodruff, 1997).

Most previous studies have concentrated on either customer satisfaction or perceived
value as antecedents of customer loyalty (commitment). Howeyver, little research has
been conducted that considers the impact of satisfaction and value simultaneously on
the development of customer commitment (loyalty/repurchase intentions). In addition,
most studies have focussed on only a few antecedents of value and satisfaction. The
present study, however, is integrative in nature and is one of the first that attempts to

capture a more comprehensive view of commitment, satisfaction and perceived value,
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including the relevant factors impacting these constructs. Because it was desired that
the results of the study be both theoretically and operationally relevant, the factors that
significantly impact customer commitment were examined at both the individual

attribute and the aggregate construct level.

The present study extends previous research by proposing and testing a conceptual
model that integrates both customer satisfaction and perceived value as antecedents of
customer commitment (loyalty) from the perspective of the customer, and thereby
responds to the call in the literature to more fully specify the relationship between
satisfaction, value and commitment (loyalty) (Nguyen and LeBlanc, 1998; Oh, 1999).
The study also extends previous research by including the relative impact of individual
performance attributes on customers’ levels of satisfaction and perceptions of value
(see Patterson and Spreng, 1997). The thesis attempts to answer the following
questions: What are the factors that lead to customer commitment? Specifically, what
is the role of customer satisfaction and perceived value in its development, and how
are these constructs related? In the domain to which the model was applied (meeting
planners who book meetings at 4 and 5 star hotels), which aspects of a hotel’s offering
are highly valued by meeting planners, lead to their satisfaction, and impact their level
of commitment to booking meetings at a hotel? Are there significant areas in which

hotels are falling short in their offering to the meeting market?

The study uses a multi-method research strategy in the belief that each of the various
strategies employed provides insights from a different perspective, with synthesis
occurring at the final stage of the analysis (Morgan, 1983, p.380 as cited in Gill and

Johnson, 1991, p.147). It is believed that the use of more than one research method to
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examine a particular phenomenon improves understanding of that phenomenon with
each technique revealing facets of the phenomenon that would not be yielded by the

use of alternative methods (Clark, Riley, Wilkie and Wood, 1998, p.39).

Furthermore, in response to the call for a more multi-faceted conceptualisation of
loyalty (Dick and Basu, 1994, p.111), this thesis has conceptualised loyalty as a three
dimensional construct, consisting of a behavioural, an attitudinal and a temporal
dimension. The behavioural and temporal dimensions were captured in the study by
asking meeting planners to respond in terms of the hotel where they had booked the
most meetings during the past twelve months. The attitudinal dimension

(commitment) was captured as the ultimate dependent variable.

In addition, many recent marketing studies have investigated the repurchase intentions
of customers (Anderson and Sullivan, 1993; Fornell, 1992; Liu, 1998; Oh, 1999;
Oliver, 1980; Patterson and Spreng, 1997; Taylor and Baker, 1994). However,
customers can intend to repurchase for reasons other than true loyalty, such as a lack
of alternatives or high switching costs (Bendpudi and Berry, 1997, Bitner, 1990;
Liljandeer and Strandvik, 1995). If true customer loyalty is not just repeat purchase
over time (regardless of the reasons) but is also a function of a customer’s enduring
positive intention towards (commitment to) a firm, and if the goal is to investigate the
drivers of true customer loyalty (rather than spurious loyalty or mere retention), then it
is critical that the ultimate dependent variable of the study not be repurchase
intentions. This is the first empirical research study that the researcher is aware of
which investigates customer commitment simultaneously with both customer

satisfaction and perceived value.
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DISCUSSION AND MANAGERIAL IMPLICATIONS

The results of the present study confirm previous research findings that committed
customers (meeting planners) (1) are proactive in their purchase behaviour (this hotel
1s their first choice when booking meetings in the area), (2) are not actively pursuing
alternatives (not looking to switch hotels), that (3) their behaviour is voluntary (they
like to book meetings at this hotel), and that (4) they intend to continue doing business
with the company. Furthermore, although usually only about 5% of customers who
encounter problems will let a company know (Hart ez al, 1990), the results of the
present study indicate that committed meeting planners communicate with the hotel
they are committed to when they encounter problems, thus providing the hotel with
invaluable information. In addition, the present study confirms that nearly all
committed meeting planners speak positively to others about the hotel to which they
are committed, and that positive word-of-mouth and the reputation of a hotel are

primary sources of information for meeting planners in choosing a new hotel venue.

The results of this study also indicate that customer satisfaction is the strongest, but
not the only, driver of customer commitment. Customer perceived value was also
found to have a significant positive influence on customer commitment. These results
lend support to the theory that customer satisfaction is not the sole determinant of
customer commitment (loyalty/repurchase intentions), and that focusing on
satisfaction alone may result in overlooking other important drivers of customer
commitment (loyalty) (Bloemer, de Ruyter and Peeters, 1998, p.283; Liu, 1998,

p.124). This study also lends support to the theory that customer satisfaction is a
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necessary but insufficient condition in the development of customer commitment

(loyalty) (Jones and Sasser, 1995; Liu, 1998; Oh, 1999; Reichheld, 1996b; Taher,

Leigh and French, 1996, p.217).

The current study also demonstrates that perceived value influences customer
commitment not only directly but also indirectly via its powerful impact on customer
satisfaction. In fact, the path from perceived value to satisfaction was the strongest
path in the model, being considerably stronger than any other path. Current theory and
the results of recent research have been mixed in terms of the relationship between
customer satisfaction, perceived value and commitment (loyalty/repurchase
intentions)(see, for example, Fornell ez al, 1996; Heskett ef al, 1997; Kaplan and
Norton, 1996a; Oh, 1999; Patterson and Spreng, 1997; Reichheld, 1996b). However,
the results of this research lend support to the theory that customer perceived value is
foundational in the formation of customer satisfaction and commitment, with
satisfaction playing a powerful, but intermediary, role. The present research therefore
indicates that customer perceived value enhances customer commitment both in
tandem with, as well as independently of, satisfaction and supports the theory that

customer perceived value 1s the driving force of customer satisfaction (Gale, 1994;

Liu, 1998; Reichheld, 1996a).

The findings of this study thus help to clarify the structural relationship between the
constructs of customer satisfaction, perceived value and commitment (the attitudinal
dimension of loyalty); specifically, that the preferential judgement of the benefits and
costs of a consumption experience by the customer (perceived value) gives rise to a

pleasurable feeling of fulfillment (satisfaction) and an enduring favourable intention
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(commitment) to continue purchasing from a company in the future. The important
task of understanding customer value perceptions and of developing and implementing
strategies to address this critical component is therefore encompassed within the

managerial goal of developing customer satisfaction and commitment.

Furthermore, in terms of the development of customer commitment, the results of the
present study also indicate that when both customer satisfaction and perceived value
are included in a model, there are no significant direct paths between any of the
performance dimensions (product quality, service quality, relationship quality, extra
benefits, customer costs and problem resolution) and customer commitment (see
Patterson and Spreng, 1997). The implication of this finding is that, in the design or
alteration of a service offering, managers should nof consider the performance
dimensions in isolation, but rather only as they impact customer value perceptions and
satisfaction, which will ultimately impact customers’ levels of commitment. The
results of this study therefore suggest that this ‘inside-out’ perspective (what satisfies
the customer and what does s/he value) is a critical element in the development of

customer commitment.

Antecedents of satisfaction and value
The results of the structural equation modeling indicate that the antecedents of
customer satisfaction are not identical to the antecedents of customer perceived value:

e Product quality was significantly related to perceived value, but not to customer

satisfaction;
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e Relationship quality was significantly related to both customer satisfaction and
perceived value, but the path to satisfaction was considerably stronger than the
path to value;

e Problem resolution was significantly related to satisfaction, but not to value; and

e Customer costs were significantly related to both satisfaction and value, but the
path to value was negative whereas the path to satisfaction was positive (the

negative path from costs to value was considerably stronger than the positive path

from costs to satisfaction).

Therefore, in the following sections, the significant results from the various research
methodologies for each antecedent will be addressed in turn. The managerial

implications of the research findings that relate to each antecedent will also be

discussed.

Product quality
The finding that product quality is significantly related to customer perceived value
lends support to the results of recent studies that the physical aspects of a hotel play a
prominent role in determining customers’ value perceptions (Dube ef al, 1999, p.344;
Mattila, 1999, p.46). However, product quality was not found to have a significant
direct relationship with satisfaction. An explanation for this finding is that the quality
of the ‘product’ has already been pre-judged by planners at the decision-making stage
when they are choosing between alternative offerings, and that product quality

therefore functions primarily as the ‘ante into the game’ rather than as a significant

driver of customer satisfaction.
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In addition, three of the eight drivers of customer commitment at the attribute level
were product items: pleasant setting (#1), guestroom furnishing (#3), and clean
facilities (#6). Hotels were found to be performing very well in terms of pleasant
setting and guestroom furnishing. In terms of the cleanliness of the facility, both the
driver and the gap results support the findings of many other studies that the
cleanliness of a hotel is of top importance to its clients (Knutson, 1988; McCleary,
Choi and Weaver, 1998, p.33; Oberoi and Hales, 1990, p.708; Riley and Perogiannis,
1990; Taninecz, 1990). However, the findings of this study indicate that, even in 4 and
5 star hotels and despite the fact that cleanliness was the number one performance

item, in the eyes of meeting planners, hotels could be kept even more clean.

According to the gap results, hotels appear to be performing well overall in the
product they are offering to the meeting market. However, there are a few product
quality areas other than cleanliness that are of concern to meeting planners. Hotel
accessibility had the largest gap of all the product quality items. Hotel properties that
are easily accessible have a competitive advantage that should be exploited in their
promotional strategy to the meeting market. Properties that are not easily accessible
could (1) devise alternative strategies to counteract this shortfall (perhaps by
highlighting other benefits such as a unique setting, the quality of the service, new
experiences or exciting activities) and/or (2) target segments of the meeting market
that might value such benefits. This finding seems to suggest that travel costs and time
involved in reaching a property are important considerations to meeting planners and

an area in which hotels are falling short. This result also supports previous research
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findings that a convenient location is a dominant source of value to meeting planners

(Dube et al, 1999, p.345).

Meeting room furnishing displayed a small gap in the eyes of meeting planners. This
finding was expanded and clarified in the in-depth interviews which also highlighted
the importance of the layout and design of hotel meeting facilities, especially the value
of meeting and breakout rooms being located close together. If the meeting market 1s a
segment that a hotel is interested in, the results of this study seem to indicate that the
needs of the meeting market should be reflected in the design, layout and furnishing
(including technology) of the facilities that the hotel provides to this market. Some
hotels are currently addressing this weakness by offering upgraded meeting room
furnishings to their meeting clients through such programmes as Hilton’s Meeting
2000 which provides dedicated meeting rooms with up-to-date technical equipment
and specially designed chairs, and through the development of purpose-built

conference resorts (Cabanas, 1992).

Service quality
One of the most surprising findings of the study was that, according to the results of
the structural equation modeling, service quality was not significantly related to either
customer satisfaction or perceived value. However, in the gap analysis and the in-
depth interviews, the importance of service quality to meeting planners was evident.
One possible explanation is that, like high standards of product quality, high standards
of service quality are now also being seen as the ‘ante into the game’ in the meeting

market of upscale hotels, and that strong working relationships and effective, pro-
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active problem resolution strategies are becoming the significant factors in the ability
of an upscale hotel to differentiate itself from the competition and to develop higher
levels of post-consumption satisfaction, perceived value and customer commitment.
Ritz-Carlton, two-time winner of the Baldridge Award (see Chapter 2), 1s an example
of a hotel company that has experienced great success in part through the
implementation of effective, pro-active problem resolution strategies and a highly

personalised service strategy.

The results of this study indicate that the area of greatest opportunity for hotels to
improve their offering to the meeting market and thereby increase customer
commitment to booking meetings at their hotel was ‘agreements met’, which was the
number four driver of customer commitment and also displayed a very large negative
gap. This finding was strongly echoed in the in-depth interviews. Several other factors
emerged (such as the accurate recording of meeting requirements, employee attention
to details, and high turnover in top level management) that are related to the ability of

hotels to keep the agreements they make with their meeting clients.

Three further drivers of customer commitment at the attribute level were service
items: professional appearance (#5), food quality (#7), and consistent service (# 8).
According to the results of this study, 4 and 5 star hotels are performing well in the
professional appearance of their staff. However, both food quality and consistent
service displayed very large negative gaps, indicating that there is room for
improvement in these areas. Both of these results were reiterated in the in-depth
interviews. In addition, accurate and understandable bills emerged as an area requiring

attention.
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Finally, although post-event review emerged as a low priority, it is an area that
demonstrated one of the largest gaps. It is therefore possible that the post-event review
represents an unrealised opportunity for hotels to ensure that unresolved problems
encountered during the meeting, as well as other meeting planner concerns such as
inaccurate or unclear bills, could be addressed prior to the meeting planner’s departure
from the hotel. In addition to being an opportunity for the hotel to deal with

unresolved meeting planner problems and concerns, the post-event review could also
represent an opportunity for the hotel to further build its relationship with the meeting
planner, uncover leads for future business and obtain valuable feedback about the

hotel’s own strengths and weaknesses as well as those of the competition.

Relationship quality

The finding that relationship quality is significantly related to both customer
satisfaction and perceived value lends support to the results of recent studies which
indicate that, in certain settings, the interpersonal elements of a company’s offering
can provide benefits apart from product or service benefits that are valued by the
customer (Dube ef al, 1999, p.344; Gwinner ef a/, 1998; Mittal and Lassar, 1996).
Furthermore, in service industries where product and service offerings may be
virtually identical (as is often the case in the upscale hotel market), relationship quality
can provide a significant means for gaining competitive advantage (Gwinner ef al,
1998). The finding that the path from relationship quality to satisfaction was

considerably stronger than the path to value suggests that relational benefits are more

closely associated with the construct of satisfaction which is more affectively oriented
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(‘a pleasurable feeling of fulfillment’), than with the construct of value which is more
cognitively oriented (‘a preferential judgement of the benefits and costs’). The
implication of this finding is that, in the development of longer-term relationships with
customers, it is therefore important for management and staff to be trained and

competent in knowing how to deal with customers’ feelings.

The provision of one contact person to coordinate all the meeting arrangements with
the various departments of the hotel and to act as a point of contact with the hotel
emerged as a benefit that is highly valued by meeting planners and one that has a
powerful influence on their level of commitment. This finding was evident not only in
the results from the questionnaire, but also in the in-depth interviews in which one
meeting planner said, for example, that the CSM ‘makes or breaks the conference’. It
is not surprising that the overwhelming majority (96%) of hotels that meeting planners

are committed to provide such a benefit to the meeting market.

One of the eight drivers of customer commitment was a relationship quality item,
courteous employees, which was driver number two. There was a small negative gap

on this item, indicating that there is room for improvement in this area.

Staff reliability was the number one item in importance to meeting planners according
to the self-report importance ratings. This finding indicates that the reliability of staff
is foremost in the minds of the planners and confirms the findings of previous research
regarding the importance to customers of being able to rely on staff (Parasuraman,

Zeithaml and Berry, 1988). Staff reliability is critical to the building of strong
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relationships and is also connected with the ability of a hotel to keep the agreements

that it makes with meeting planners.

The results of the in-depth interviews indicated that staff turnover was not a priority to
meeting planners in terms of line staff positions (such as waiters, maids, or cooks).
However, according to the results of the in-depth interviews, turnover of upper level
staff, such as the general manager, sales director or convention service was manager,
was an important consideration to meeting planners. Although this distinction was not

evident in the gap results, it became evident in the in-depth interviews.

Extra benefits

The results of this study indicate that extra benefits do not deliver any significant
additional post-consumption value or satisfaction to meeting planners. In fact, meeting
planners were quite forceful in voicing their view that the giving of gifts is frowned on
and can be perceived as a form of bribery. The response to hotel frequent stayer
programmes was also less than enthusiastic. Despite the considerable investment of
hotel resources and the interest from both academic literature and the popular press in
frequent stayer programmes, it was the third least important item to meeting planners
of all 63 items. However, as more and more businesses become involved in providing
extra benefits to their customers, this finding presents a dilemma to management.
Some ways of dealing with this dilemma are to keep extra benefits programmes as
simple as possible so that they are not time consuming (both from the perspective of
the hotel as well as from the customers’ perspective), and to focus on benefits that are

not as costly for the hotel to offer, such as VIP upgrades and complimentary rooms
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according to availability. It seems that the unfortunate state of affairs may be that, if
other hotels are offering frequent stayer programmes to meeting planners, then your
hotel needs to offer such a programme as well, even though it could result in resources
being allocated to a benefit which, according to the results of this and other studies, is
not highly valued by meeting planners and does not contribute in any significant way

to their commitment to booking meetings at your hotel in the future.

The most valued extra benefit was space availability. In order to address this issue,
hotels could make space available to their regular meeting planners on a first right of
refusal basis and thus demonstrate their own commitment to their regular meeting
clients. In order to do this, a good guest history tracking system would need to be in

place.

Problem resolution

Conflicting views have been evident in the literature regarding the impact of effective
problem resolution strategies on a customer’s future intentions with a company. The
results of some studies have indicated that the customer-company bond is weakened
even when problems are effectively resolved (Bolton and Drew, 1992; McDougall and
Levesque, 1998; Zeithaml, Berry and Parasuraman, 1996), while the results of other
studies have indicated that a company’s effective problem resolution efforts can
strengthen that bond (Abrams and Pease, 1993; Hocutt, Chakraborty and Mowen,
1997, Johnston, 1995, p.222; Johnston and Fern, 1999, p.81; McCollough and

Bharadwaj, 1992; Webster and Sundaram, 1998, p.158).
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The findings of the present research indicate that a company’s effective recovery
efforts have a significant positive impact on customer satisfaction and, ultimately,

their commitment. These findings suggest that effective problem resolution is a critical
component that should be included in future models of customer satisfaction and
commitment (loyalty). The managerial implication is that, in the development of
customer satisfaction and commitment, it is advantageous for companies to be pro-
active in the implementation of effective problem resolution strategies. In addition, the
results of this study indicate that empowering employees to solve problems and rectify
errors is more important to customers (meeting planners) than whether employees
have a positive attitude about solving problems. This study thus contributes to our
understanding of the role of effective problem resolution strategies in the development

of customer satisfaction and commitment.

Furthermore, previous research has demonstrated that the majority of customers do not
communicate with a service provider when they encounter problems (Harari, 1992;
Singh and Wilkes, 1996; Spreng, Harrell and Mackoy, 1995; Tax and Brown, 1998b),
thereby leaving the provider ‘in the dark’. However, the results of this study indicate
that committed meeting planners will let a hotel know when they experience a

problem, thus giving the hotel an opportunity not only to resolve the problem but also
to address the underlying factors that caused the problem in the first place and thus

respond proactively in order to prevent it from occurring in the future.

Customer costs

The results of this study indicate that it is important to include an explicit

consideration of customer costs in future models of satisfaction, value and
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commitment (loyalty). Costs were significantly related to both satisfaction and value,
although the relationship to value was negative and the relation to satisfaction was
positive. These findings may be explained by the dual role of price as both an
attraction (a higher price signaling higher quality) and a repellant (as the sacrifice
component of value) (Zeithaml and Bitner, 2000, p.435). These findings also support
the results of other studies that customer costs can have both a negative and a positive
effect simultaneously (Dodds ef al, 1991; Sweeney ef al, 1999). The finding that the
negative impact of customer costs on perceptions of value is much stronger than the
positive impact of customer costs on satisfaction suggests that the significant
antecedents of customer satisfaction (in this case, relationship quality and problem
resolution) must be strong enough to counteract the powerful negative influence that
costs have on customer perceptions of value. These two dimensions (relationship
quality and problem resolution) are more intangible than the dimensions of product
quality or even service quality and are therefore more difficult to manage. The results
of this study suggest that as high product and service standards come to be
increasingly taken for granted, the ability to compete on relationship quality and
effective problem resolution strategies emerges as critical to the development of
customer commitment. The results of this study therefore seem to suggest that if
customers are enjoying strong working relationships with a company and know that
their problems are going to be effectively taken care of, they will not be open to

switching to another service provider even if a better offer comes along.

Approximately half of the committed meeting planners said they were willing to pay a
price premium for the benefits received at the hotel to which they were committed

and, even when booking at 4 and S star hotels, a small percentage are significantly
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constrained by cost considerations, stating that the primary reason they are committed
to booking meetings at the hotel where they have booked the most meetings during the

past 12 months was because of its prices.

The largest gaps of all the 63 performance attributes were two customer costs items,
reasonable prices and no hidden costs. This finding was confirmed in the in-depth
interviews, during which one planner said, for example, “Some hotels price
themselves right out of the market with their room rates and other charges.” Several
planners mentioned that they like all-inclusive package rates and transparency in
billing. It’s natural that businesses try to maximise their total revenue potential by
charging what the market can bear. However, it is critical for businesses to understand
that, in order to obtain committed customers, the price/value relationship must be
maintained, even during potential sell-out periods. The other important managerial
implication is that customer costs for items such as service charges, minimum
guarantees, commissions, room prices, and food and beverage rate structures must be

fully transparent.

CONTRIBUTIONS OF THE STUDY

The objectives of this study were to (1) investigate the outcomes of customer
commitment, (2) determine areas of opportunity to increase the level of customer
commitment, (3) investigate the attribute level drivers of customer commitment, and
(4) develop and test an integrated post-consumption model of customer loyalty (the
relationship between customer commitment, customer satisfaction, and perceived

value) as applied to the meeting market of upscale hotels. Each of these objectives has
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been successfully met. The empirical results of the study have supported the majority
of the hypotheses, thus providing a greater understanding and clarification of the
relationship between customer commitment, satisfaction and perceived value
(including their antecedents) than existed prior to the research. In addition, the study
has provided descriptive results that are operationally relevant to the meeting market
of upscale hotels. This study has therefore made several important contributions both
to the theoretical field of the development of customer commitment (the attitudinal
dimension of loyalty), as well as to the applied field of the meeting market of upscale

hotels. The following sections summarise the major contributions of the study.

Outcomes of commitment

The results of the present study confirm that committed customers (1) are proactive in
their purchase behaviour, (2) are not actively pursuing alternatives, (3) engage in
voluntary behaviour, (4) intend to continue doing business with the company, (5)
spread positive word-of-mouth, and (6) communicate with the company when they
encounter problems. This powerful impact of committed customers is a confirmation
of the importance for a business to know which strategies are the most effective to
pursue in order to increase the level of commitment of their customers. This research

has helped provide such knowledge.

Areas of opportunity

Using gap analysis, five major areas of potential opportunity for hotels to enhance
their offering to the meeting market and thereby increase the level of customer

commitment have been identified: (1) customer costs (reasonable prices, no hidden
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costs, and hassle-free business); (2) post-event review; (3) billing (accurate and
understandable bills); (4) effective problem resolution (empowering employees,
rectifying errors, and resolving problems well); and (5) being able to depend on the
hotel (agreements met, accurate recording of meeting information, and staff
reliability). Specific managerial strategies have been proposed to address these
shortfalls. In addition, the findings of the gap analysis indicated that many of the extra
benefits provided by hotels do not lead to any significant increase in customer
satisfaction or perceptions of value. In particular, this study found that the giving of
gifts (which was the least important of all 63 items with the largest positive gap) may

be construed by meeting planners as a form of bribery.

Attribute drivers of commitment

Using regression analysis, the study has identified eight significant drivers of customer
commitment at the performance attribute level: (1) pleasant setting, (2) courteous
employees, (3) guestroom furnishing, (4) agreements met, (5) professional appearance,
(6) clean facilities, (7) food quality, and (8) consistent service. Combining the results
of the gap analysis with the results of the regression analysis and the in-depth
interviews, the present study indicates that hotels to which meeting planners are
committed should continue their present strategy in the areas of pleasant setting,
guestroom furnishings and the professional appearance of staff. Improvements should
be sought in the areas of courteousness of employees, cleanliness of the facilities, food
quality, and consistency of service. However, the greatest area of opportunity for
hotels to increase the level of meeting planner commitment to booking meetings at

their hotel is in fully meeting the agreements that it makes with the meeting planner,
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with particular care being given to the related issues of staff reliability, low turnover of
top executives, and the accurate recording of meeting requirements. The results of this
study also indicate that the provision of one contact person (e.g., Convention Service
Manager) by the hotel to the meeting planner is a critical factor in the development of
meeting planner commitment, and that failing to provide such a position could result

in the hotel being at a distinct competitive disadvantage.

Theoretical development

Finally, a post-consumption theoretical model of customer loyalty has been proposed
and tested using structural equation modeling. The results help clarify the relationship
between customer perceived value, customer satisfaction and customer commitment
(the attitudinal dimension of loyalty), and thus build on and extend previous work in
the field of services marketing. The study found that both customer satisfaction and
perceived value influence customer commitment directly. In addition, perceived value
was found to influence commitment indirectly through satisfaction. The results of this
research therefore lend support to the theory that customer perceived value is
foundational in the formation of customer satisfaction and commitment, with customer

satisfaction playing a powerful but intermediary role.

The unique features of the model are (1) the inclusion of relationship quality as a
distinct construct from product and service quality, (2) the inclusion of the construct of
effective problem resolution, and (3) the explicit consideration of the relationship of
customer costs to customer satisfaction and perceived value. The results of testing the

model in the meeting market of upscale hotels indicate that (1) relationship quality and
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problem resolution are significant antecedents of customer satisfaction, (2) product
quality and relationship quality are significant antecedents of perceived value, and (3)
customer costs have a negative impact on perceived value but a positive impact on
customer satisfaction. Taken together, these findings suggest that the positive impact
that relationship quality and problem resolution have on customer satisfaction must be
strong enough in the minds of customers to offset the powerful negative impact that
customer costs have on value. In summary, at the construct level (as applied to the
meeting industry), the results of this study indicate that, in order to enhance customer
(meeting planner) value perceptions and satisfaction and thereby increase the level of
customer commitment, hotels need to provide an excellent product at a reasonable
price and establish strong working relationships with effective problem resolution

strategies. In addition, the model is generic in nature and can therefore be tested across

different service industries.

In closing

It must be kept in mind that the results of this research are based on data that relates to
hotels to which meeting planners are committed, which are therefore hotels that can be
considered as having achieved the highest level of meeting planner acceptance in

terms of their offering to the meeting market. The performance of hotels to which
meeting planners are not committed is most likely significantly lower. However, the
relevance of these findings is not limited to hotels to which meeting planners are
committed, but could also be useful for other hotels as a benchmark in evaluating their
offering to the meeting market and in initiating improvement strategies in the above

mentioned areas. Furthermore, these findings could be of value to developers, hotel
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companies, and tourism authorities in their development of managerial and operational

strategies for future hotels and conference venues that desire to have a loyal base of

committed meeting customers.

LIMITATIONS AND IMPLICATIONS FOR FUTURE RESEARCH

Since the domain of the study was restricted to meeting planners who book meetings
at 4 and 5 star hotels, the generalisability of the findings is limited. It is anticipated
that in other service industries the significant antecedents of perceived value and
satisfaction could be different than for the meeting market. Therefore, it is
recommended that the model be tested in other service industries. In addition, as
customer perceived value and satisfaction captured only 33% of the variance in
customer commitment, it appears that there are other significant antecedents of

commitment that were not captured in this model. Future research could investigate

what these factors may be.

The scale for measuring customer commitment presented here, although more
comprehensive than commitment scales used in previous studies, could also benefit
from further development. For example, in order to strengthen the reliability of the
scale, it is recommended that future studies develop multiple-item indicators for the
constructs of satisfaction, value and commitment. In addition, the questionnaire was
highly data intensive and, although the response rate was good for studies of this kind,

a more compact questionnaire might yield a higher response rate.
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The findings of this study support the inclusion of an explicit consideration of
customer costs in future models of customer commitment (loyalty). In agreement with
previous research, the findings of the present study indicate that costs can have both a
negative and a positive effect simultaneously, operating as both an attraction (a higher
price signaling higher quality) and a repellant (as the sacrifice component of value)
(Dodds et al, 1991; Sweeney et al, 1999; Zeithaml and Bitner, 2000, p.435).
Additional research would be helpful in specifying more exactly the relationship of

customer costs with customer satisfaction, perceived value and quality.

In addition, it appears that further research may be needed in order to more accurately
specify the domains of product quality, service quality and relationship quality.
Previous research has provided evidence that relationship issues are important sources
of customer satisfaction and perceived value apar? from the satisfaction and value
customers receive from the product or service (Mittal and Lassar, 1997; Rosen and
Surprenant, 1998, p.111). In the SERVQUAL scale (see Chapter 2), ‘product quality’
is included within the construct of ‘service quality’ as ‘tangibles.” Future research
would be helpful in determining more exactly which aspects of a service provider’s
offering represent the ‘tangible’ elements (product quality), which aspects represent
the ‘process’ elements (service quality), and which represent the ‘interpersonal’
elements (relationship quality). Just as service marketing (service quality) needed to
break free from product marketing (product quality) (Shostack, 1977), perhaps
relationship marketing (relationship quality) needs to break free from service

marketing (service quality).
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l gN/VERSITY OF
TRATHCLYDE
Dear Conference Organiser,

PERCEIVED VALUE & THE MEETING PLANNER

I am writing to request your assistance in an international research project
that is being conducted by Strathclyde University, Glasgow, Scotland and
the University of New Hampshire, USA. The objective of this project is
to investigate the perceived value of products and services provided by
international four and five star hotels to meeting planners and its effect on
their level of loyalty.

Your contribution is vitally important as it will help the hospitality
industry to better understand and serve the needs of the growing and
significant meeting market segment. }

Both personal and company data will remain anonymous and will be
treated with the strictest confidence. The data collected will be analysed
and the consolidated findings presented to industry and academia. We
would greatly appreciate if you would return the completed questionnaire
in the enclosed self-addressed envelope within ten days. The
questionnaire takes approximately 15 minutes to complete. Should you
be interested in receiving a summary of the findings, please include your
business card with the questionnaire.

Thank you very much for your participation. We greatly value your input.

Prof. Udo Schlentrich

)

S
j

- .
HE
SCOTTISH  Curran Building, 94 Cathedral Street, Glasgow G4 OLG Tel: 041-552 4400 Fax: 041-552 2870 Telex: 77472 UNSLIB G

HOTEL Professor of Intemational Tounsm and Head of Department: Carson L Jenktns BSc(Econ) PhD
SCHOOL Professor of Hotel Management: Udo A Schientnch BSc DipSHS DipHA
— Visiting Professors. The Hon Rocco Forte MA FCA, Leonard Lickonsh CBE BA, Graham K L Jeffrey, Eddie | Fnel
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NIVERSITY OF
TRATHCLYDE

Confidential Survey

PERCEIVED VALUE & THE MEETING PLANNER:

Investigating the Drivers of Meeting Planner Loyalty

Professor Udo Schientrich

The Scottish Hotel School Dept. of Hospitality Management
University of Strathclyde University of New Hampshire
94 Cathedral Street 440 McConnell Hall
Glasgow G4 OLG Durham, NH 03824
Scottand USA
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PERCEIVED VALUE AND THE MEETING PLANNER

| PART ONE :BACKGROUND INFORMATION - -

1. Which name best describes your position?

7. When choosing a mew hote! venue, how important are

[0 Corporate travel manager the following sources of information to you?
[ In-house corporate meeting planner {Please circle appropriate numbery
[ Association meeting planner Not Very Extremely
0 Travel agent Important Important
[J Freelance meeting planner ‘Word of mouth 1 2 3 4 5 6 7
0 Other Advertising 12 3 45 67
2. Which word(s) best describe your role as a meeting, Guide books 1 2 3 4 5 67
I ’ Travel agencies 1 2 3 4 5 6 7
O Infiuencer {0 Buyer World Wide Web 1 2 3 4 5 6 7
O Decisionmaker [ Other Trade shows 12 3 45 617
3. How long have you been planming meetings? Hotel sales reps 1 2 3 4 5 6 17
O Lesthan2years [J 6-10years Reservation systems 1 2 3 4 58 67
1 2-Syears O More than 10 yeass Special promotions 1 2 3 4 5 & 7
4 What g8 of your time do you { planni Awards/Starrstings 1 2 3 4 5 6 7
meetings? Prior use of brand i 2 3 4 5 6 7
O fessthan 25% O s0-75% Reputation of botel I 2 3 4 5 67
0O 25-49% O More than75% Hotel pat’lsalesoffices 1 2 3 4 35 6 7
5. How many off-site ings do you plan per year? CD-ROMpresentations 1 2 3 4 S 6 7
O - Hotel videos 1 2 3 4 5 6 7
Less than 10 26 -50 . .
O 10-25 O] More than 50 Convention & Visitors 1 2 3 4 5 6 7
Bureanx
6. What is your gender?
FAM trips i 2 3 4 5 67
0O Make [ Female
[ PART TWQ: HOTEL EVALUATION - Rl l

8. For each of the items listed in the centre column
below, please think abeut the 4 or 5 star hotel where
you have booked the most meetings during the past
12 months and indicate the extent to which you agree
or disagree with cach statement as it refates to this
hotel: (Please circle appropriate number)

9.  For each of the items listed in the centre column

below, please indicate how important each item.
if provided by amy 4 or 5 star hotel. would be to
your level of commitment to booking meetings at
that hotel: (Please circle appropriate number)

Strongly Strongly Not Very Extremely
Disagree Agree PRODUCT QUALITY Important Important
1 2 3 4 5 6 7 -Thehotel is easily accessible. 1 2 3 4 5 6 7
1 2 3 4 5 6 7 -Thehotel’s setting is pleasant, 1 2 3 4 5§58 6 7
1 2 3 4 5 6 7  -Thehotelis visually appealing. 1 2 3 4 5 6 7
1 2 3 4 5 6 7 -Thehotel’s facilities are unique. 1 2 3 4 5 6 7
1 2 3 4 5 6 7 -Thehotel’s facilities are clean. 1 2 3 4 5 6 7
1 2 3 4 § 6 7 -Thehotel has ample car parking. 1 2 3 45 6 7
1 2 3 4 5 6 7 -Thehotel has state-of-the-art technical equipment. 1 2 3 4 5 6 7
1 2 3 4 5 6 7 -Meeting rooms are well-furnished. 1 2 3 45 6 7
1 2 3 4 5 6 7 -Guestrooms are well-furnished. 1 2 3 4 5 6 7
1 2 3 4 5 6 7 -Guestrooms are spacious. 1 2 3 4 5 6 7
1 2 3 4 5 6 7 1 2 3 45 6 7
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SERVI UALITY

- The sales staff are knowledgeabie about meeting
planner requirements.

- The hot.! has an efficient reservation system.

- Mecting spa~: inquiries are answered promptly.

- The botel uses prior meeting information to belp
meeting pianners organise their next function.

- Meeting requirements are accurately recorded.

- Group check-in and check-out is efficient.

- Employees have a professional appearance.

- The hotel is continually improving its offerings.

- Hotel staff have a high level of expertise in handling
mectings.

- Employees pay attention to details.

- There is an excellent variety of food offerings.

- The botel is creative in its food and beverage offerings.

- The food quality is of a high standard.

- Food and beverage functiens arc served on time.

- The hotel is consistent in the delivery of its services.

- The agreements made with the sales department
are fully met by the hotel’s operating departments.

- Bills are easy to understand.

- Bills are accursate,

- The hotel condicts a comprehensive post-cvent
review session with mecting planners.

- The botel is a safe place.

RELATIONSHIP QUALITY

- The hotel is fair during negotiations.

- I hotel staff say they will do something, they do it.

- The relationships that meeting planners have with
the staff at this hotel are based on trust.

- Hotel staff have good working relationships with
meeting planners

- Employees greet regular meeting planners by name,

- Management is easily sccessible.

- The various departments of the hotel work well together.

- Employees are courteous.

- Employees seem to enjoy working at this hotel.

- The hotel has low staff turnover.

- The business that meeting planners bring to this hotel
is appreciated.

- The hotel secks mecting planaers’ advice in order to
improve their service and product offerings.

EXTRA BENEFITS

- During busy periods, the hotel does everything
possible to make space available for the functions
of its regular meeting planners.
- The hote! will provide upgrades for the VIP clients
of its regular mecting planners.
- The hotel has an sttractive frequent stayer programme.
- To show appreciation for mecting planners’ business.
- The hotel mvites its regular meeting planmers to
hospitality events.
- The hotel is willing to customise its services in order to
fulfill the requirements of its regular meeting planners.
- The botel has 2 good reputation with meeting planners.
- Meeting planners take pride in booking meetings at
this hotel.
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th

1 2 3 4 5 & 7 - The bote] has the reputation as a ‘good citizen’ in 1 2 3 4
the local community.

~ The hotel is concerned about the environment. 1

~ The botel’s name/brand stamds for quality. 1

DIRECT AND INDIRECT COSTS

= Prices charged are reasonable.

- There are no hidden costs.

- The tesms of the contract are fair.

- Meeting planners incur kittle risk booking
mectings at this hotel

- Doing business with this hotel is hassle-free. 1

PROBLEM RESOLUTION

- Hotel employees communicate the attitude that 1 2 3 4 5
meeting planner problems are important to them.

- When the hotel makes an error, they are quick to rectify it.

- The hotel resolves problems well

- Employees have the authority to deal with problems. 1
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CONFERENCE SERVICE MANAGER
NO YES - The hotel has a staff member who is responsible for 1 2 3 4 5
communicating meeting requirements to the various
hotel .
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10. Please circle the number that best expresses your agreement or disagreement with the following statements as they
apply to your relationship with this hotel. If a statement does not apply, please tick "Doesn't Apply”.

Strongly Strongly  Doesn't
Disagree Agree Apply
I like to book meetings at this hotel. 1 2 3 4 § 6 7 _
1 have to book meetings at this hotel. 1 2 3 4 5 6 7 .
I am looking to switch hotels. 1 2 3 4 5§ 6 7 _
[ speak positively to others about this hote). H 2 3 4 5 6 7 _
T bave an excellent working relationship with the
staff at this botel 1 2 3 4 5 6 17 _
1 use this hotel for occasions other than meetings. 1 2 3 4 5 6 7 -
I intend io continue booking meetings at this hotel. 1 2 3 4 5 & 7 _
I am willing to pay a higher price than competitors
charge for the benefits I receive at this hotel. 1 2 3 4 5 6 7 _
The primary reason I book meetings st this botel is
becanse it offers the lowest prices. 1 2 3 4 5 6 7 _
If | encounter a probiem at this hotel, 1 let someone
at the hotel know about it. 1 2 3 4 5 6 7 .
When booking meetings in the area, this hotel is
my first chaice. 1 2 3 4 S 6 7 .
11, What do you consider to be vour level of satisfaction Dissatisfied Satisfied
with this hotel? (Please circle) 1 2 3 4 5
12. What do you consider to be the level of value you Poor Excellent
receive at this hotel? (Please circle) 1 2 3 4 5
13. What do you consider to be vour level of commitment Uncommitted Committed
to booking meetings at this hotel? (Please circle) 1 2 3 4 S

Thank you for making your valuable time and expertise available!
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APPENDIX B

Interview guidelines and meeting planner interview sheet
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PERCEIVED VALUE & THE MEETING PLANNER:
The Value Propositions of Hotel Companies

MEETING PLANNER FIELD INTERVIEWS

Objective
Interview a total of 6-8 meeting planners:

1. Corporate
2. Association
3. Independent meeting planners, travel agents, corporate travel managers, etc.

Methodology
1. Qualitative in-depth interviews

2. Semi-structured
3. Laddering method

Arranging Interviews
1. Introductory call to be made by Convention & Visitor Bureau contact or Prof.

Schlentrich who will explain purpose of study (see Cover Letter, "Perceived
Value & The Meeting Planner")

2. Interviewer to follow up with call to make specific appointment

Approximate length of interview - 45 minutes

4. Make note of arrangements made (name of person, position, company, date, time,
place of interview)

wJ

Interviewer Training

1. Literature review
Emory, William C. and Cooper, Donald R. (1991) Business Research
Methods, 4™ Ed. , Irwin, p. 318 - 330
Kinnear, Thomas C. and Taylor, James R. (1991) Marketing Research, 4" Ed.
McGraw-Hill , p. 481-493

2. Conduct trial interview

Interview

Arrive 5 minutes early

Introduce self | from SU

Thank for time and input

Restate purpose of interview/research (see Introductory Letter)
Identities will be kept confidential

Study is non-commercial - of academic and industry interest
Will be asking open-ended and semi-structured questions
Begin questioning ( see attached)

At end of interview, give interviewee a copy of the quantitative questionnaire and
ask them to return it by mail when completed

10. Thank interviewee for valuable time and assistance

V0NN WD
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PERCEIVED VALUE & THE MEETING PLANNER:
The Value Propositions of Hotel Companies

MEETING PLANNER FIELD INTERVIEWS

Note: Company and individual identities will be kept strictly confidential.

228



(3]

PERCEIVED VALUE & THE MEETING PLANNER:
FIEI D INTERVIEWS
(Meeting Planners, Corporate Travel Managers, Travel Agents, etc.)

Name Position

Company

Date Place

Time started Time finished

1. For how many years have you been planning meetings? years
2. What % of your time do you spend planning meetings? %

3. Approximately how many meetings did you book during the past year?

4. Could you please tell me about the kind of meetings you book? [rick]

___ Conventions _ Incentives

__ Exhibitions/Trade shows ___ Shareholder meetings

__ Meetings/Seminars _____ Board meetings
Other

5. What are the main types of venues that you use for the meetings you book? [tick]

__ In-house __ Convention & Exhibition Centres

__ Hotels _ Universities

___ Cruise ships _____ Public facilities, municipal halls, eic.
Other

6. When you book meetings at hotels, what is the type of hotel you primarily use? [tick]
City centre Resort Airport

Suburban Other
229




6. Do you prefer to book meetings at: [fick]
Chain hotels Non-chain hotels No preference

7. If you do have a preference, would you explain your reasons:

8. Do you feel the following methods are "not important ", "important ", or "very
important" in the communication of a hotel's value proposition [offering] to the
meeting market? [circle]

Not Very
Important Important Important
Word of mouth 1 2 3
Advertising 1 2 3
Guide books 1 2 3
Travel agencies 1 2 3
World Wide Web 1 2 3
Trade shows 1 2 3
Hotel sales reps 1 2 3
Reservation systems 1 2 3
Special promotions 1 2 3
Awards/Star ratings 1 2 3
Brand/Image 1 2 3
Hotel nat'l sales office 1 2 3
CD-ROM presentations 1 2 3
Hotel videos 1 2 3
C & V Bureaux 1 2 3
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9. Would you please think about the 4 or 5 star hotel where you have booked the
most meetings during the past 12 months:

a. What is your overall level of satisfaction with this hotel?

b. If someone asked you if you were "committed" to booking meetings at this hotel,
what would the word "committed" mean to you?

¢. Would you say that you are committed to booking meetings at this hotel? [circle]
YES/NO

e [If "YES” ] What are the main reasons you are committed to booking
meetings at this hotel?

e [If "NO"] What are the main reasons you are NOT committed to booking
meetings at this hotel?
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10. Now would you please think about a 4 or 5 star hotel where you have booked
meetings in the past, but where you don't book meetings any longer.

a. What are the main reasons that you don't book meetings there any longer?

11. In order of importance, what are the key factors for you in your overall
evaluation of a 4 or 5 star hotel as a meeting venue?

12. Are there any areas where you often encounter difficulties in the planning or
staging of meetings at 4 or 5 star hotels?

232



13. Now I'd like to ask you some questions about specific areas relating to the
products and services that 4 and 5 star hotels offer to the meeting market that are
most important to you:

a. What are the product attributes (for example, the hotel's setting, facilities,
design features) that are most important to you in booking meetings at a 4 or 5
star hotel?

b. Which aspects of service do you value the most at a 4 or 5 star hotel where you
would book meetings?

c. Which aspects of your working relationships with the hotel's staff and
management are most important to you?
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d. Are there any extra benefits that 4 and 5 star hotels provide to the meeting
market that are particularly valuable to you?

e. Which aspects of a hotel's pricing structure for meetings are important to you?

f.  Are there any indirect costs (like time, effort, convenience) that are particularly
important to you?

g. Which aspects of problem resolution are most important to you?

14. Thinking in general about 4 and 5 star hotels, where do you think hotels could
make the greatest improvement in their offerings to the meeting market?
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15. Are there any emerging trends that you are aware of in the meeting market?

Thank you for your valuable time and assistance!
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APPENDIX C

Outcomes of customer commitment
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Outcomes of Customer Commitment
(n = 60)

Item 1: “I like to book meetings at this hotel”

Rating Frequency Top Box Top 2 Box
DA 2

1 0

2 0

3 1

4 0

5 0

6 11

7 46 + 77% } 95%

Item 2: “I have to beok meetings at this hotel”

Rating Frequency Top Box Top 2 Box
DA 18
1 17
2 6
3 4
4 7
5 5
6 2
7 1 2% } 5%

Item 3: “I am looking to switch hotels"

Rating Frequency Top Box Top 2 Box
DA 16
1 26
2 9
3 4
4 4
5 1
6 0
7 0 + 0% } 0%
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Item 4: “I speak positively to others about this hotel”

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 1

1 0

2 0

3 1

4 2

5 1

6 14

7 41 T+ 68% } 92%

Item 5: I have an excellent working relationship with the staff at this hotel”

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 1

1 0

2 1

3 1

4 1

5 3

6 13

7 40 + 1% } 88%

Item 6: “I use this hotel for occasions other than meetings”

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 19

1 6

2 3

3 1

4 2

5 2

6 10

7 17 T+ 28% } 45%
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Item 7: “I intend to continue booking meetings at this hotel"

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 6

1 0

2 0

3 1

4 1

5 1

6 9

7 42 + 0% } 80%

Item 8: “I am willing to pay a higher price than competitors charge for the
benefits I receive at this hotel”

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 2

1 5

2 6

3 5

4 9

5 8

6 12

7 13 } 22% } 42%

*Item 9: “The primary reason I book meetings at this hotel is because it offers the
lowest prices”

Rating Frequency Top Box Top 2 Boxes
‘Doesn’t Apply’ 4
1 23
2 11
3 5
4 4
5 9
6 3
; . S
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Item 10: “If I encounter a problem at this hotel, I let someone at the hotel
know about it”

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 0

1 0

2 0

3 1

4 0

5 1

6 17

7 41 F oes% } 97%

Item 11: “When booking meetings in the area, this hotel is my first choice”

Rating Frequency Top Box Top 2 Boxes

‘Doesn’t Apply’ 0

1 0

2 0

3 0

4 1

5 2

6 9

7 48 T 80% } 95%
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APPENDIX D

Gap analysis results

1. All items
2. Items by category
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1. All items
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Overall Ranking of Item Means by Performance

Item Performance Importance Difference
Clean Facilities 6.36 6.59 -0.23
On-time F&B Functions 6.17 6.61 -0.44
Courteous Employees 6.15 6.47 -0.32
Professional Appearance 6.05 6.11 -0.06
Staff Reliability 6.04 6.72 -0.68
Knowledgeable Sales Staff 6.01 6.40 -0.39
Staff Expertise 6.01 6.48 -0.47
Guest Room Furnishing 6.00 6.02 -0.02
Pleasant Setting 5.98 5.90 0.08
Good Working Relationships 5.98 6.35 -0.37
Problems Resolved Well 5.96 6.64 -0.68
Food Quality 5.94 6.44 -0.50
Consistent Service Delivery 5.94 6.47 -0.53
Hotel Safety 5.93 6.42 -0.49
Agreements Met 593 6.64 -0.71
Visually Appealing 5.92 5.66 0.26
Attention to Details 592 6.57 -0.65
Fair Contract Terms 5.90 6.54 -0.64
Accurate Recording 5.89 6.57 -0.68
Problem Solving Attitude 5.87 6.38 -0.51
Errors Quickly Rectified 5.87 6.58 -0.71
Meeting Room Furnishing 5.86 6.09 -0.23
Relationships of Trust 5.84 6.10 -0.26
Fair Negotiations 5.84 6.43 -0.59
Business Appreciated 5.81 6.06 -0.25
Quality Name/Brand 5.80 6.07 -0.27
Employees Enjoy Work 5.77 591 -0.14
No Hidden Costs 5.77 6.68 -0.91
Prompt Answers 5.76 6.38 -0.62
Little Risk 5.76 6.38 -0.62
Departmental Teamwork 5.75 6.35 -0.60
Empowered Employees 5.74 6.50 -0.76
Accurate Bills 5.73 6.53 -0.80
Efficient Check-in/out 5.69 6.28 -0.59
Accessible Management 5.69 6.18 -0.49
Hotel Accessibility 5.68 6.05 -0.37
Efficient Reservation System 5.68 6.08 -0.40
Hassle-Free Business 5.64 6.52 -0.88
Hotel Reputation 5.62 6.03 -0.41
VIP Upgrades 5.61 5.79 -0.18
Variety of Food 5.59 6.00 -0.41
Continuous Improvement 5.58 5.89 -0.31
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Spacious Guest Rooms 5.54 5.52 0.02
Understandable Bills 5.54 6.25 -0.71
Space Availability 5.49 6.08 -0.59
F & B Creativity 547 5.94 -0.47
Reasonable Prices 544 6.43 -0.99
Meeting Planners Take Pride 5.43 5.74 -0.31
Personalized Greeting 5.42 5.31 0.11
5.27 5.88
Service Customisation 527 5.88 -0.61
Ample Parking 5.26 5.12 0.14
Low Staff Turnover 5.19 5.48 -0.29
Prior Information Used 5.17 5.50 -0.33
Leisure Facilities 5.16 5.08 0.08
Technical Equipment 5.14 5.26 -0.12
MP Advice Sought 5.04 5.69 -0.65
Good Citizen 4.98 4.91 0.07
Environmental Concern 488 4.94 -0.06
Unique Facilities 4.74 4.73 0.01
Post-event Review 433 5.16 -0.83
Frequent Stayer Programme 4.29 4.39 -0.10
Hospitality Events 4.23 3.97 0.26
Gifts Given 3.83 3.47 0.36

Overall Ranking of Item Means by Importance

Item Performance Importance Difference
Staff Reliability 6.04 6.72 -0.68
No Hidden Costs 5.77 6.68 -0.91
Problems Resolved Well 5.96 6.64 -0.68
Agreements Met 593 6.64 -0.71
On-time F & B Functions 6.17 6.61 -0.44
Clean Facilities 6.36 6.5y -0.23
Errors Quickly Rectified 5.87 6.58 -0.71
Attention to Details 5.92 6.57 -0.65
Accurate Recording 5.89 6.57 -0.68
Fair Contract Terms 5.90 6.54 -0.64
Accurate Bills 5.73 6.53 -0.80
Hassle-Free Business 5.64 6.52 -0.88
Empowered Employees 5.74 6.50 -0.76
Staff Expertise 6.01 6.48 -0.47
Courteous Employees 6.15 6.47 -0.32
Consistent Service Delivery 5.94 6.47 -0.53
Food Quality 5.94 6.44 -0.50
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Fair Negotiations
Reasonable Prices

Hotel Safety
Knowledgeable Sales Staff
Problem Solving Attitude
Prompt Answers

Little Risk

Good Working Relationships
Departmental Teamwork
Efficient Check-in/out
Understandable Bills
Accessible Management
Professional Appearance
Relationships of Trust
Meeting Room Furnishing
Efficient Reservation System
Space Availability

Quality Name/Brand
Business Appreciated
Hotel Accessibility

Hotel Reputation

Guest Room Furnishing
Variety of Food

F & B Creativity
Employees Enjoy Work
Pleasant Setting
Continuous Improvement
Service Customisation
VIP Upgrades

MPs Take Pride

MP Advice Sought
Visually Appealing
Spacious Guest Rooms
Prior Information Used
Low Staff Turnover
Personalised Greeting
Technical Equipment
Post-event Review

Ample Parking

Leisure Facilities
Environmental Concern
Good Citizen

Unique Facilities

Frequent Stayer Programme
Hospitality Events

Gifts Given

5.84
5.44
5.93
6.01
5.87
5.76
5.76
5.98
5.75
5.69
5.54
3.69
6.05
5.84
5.86
5.68
5.49
5.80
5.81
5.68
5.62
6.00
5.59
5.47
5.77
5.98
5.58
5.27
5.61
5.43
5.04
5.92
5.54
5.17
5.19
5.42
5.14
4.33
5.26
5.16
4.88
4.98
474
4.29
423
3.83
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6.43
6.43
6.42
6.40
6.38
6.38
6.38
6.35
6.35
6.28
6.25
6.18
6.11
6.10
6.09
6.08
6.08
6.07
6.06
6.05
6.03
6.02
6.00
5.94
5.91
5.90
5.89
5.88
5.79
5.74
5.69
5.66
5.52
5.50
5.48
531
5.26
5.16
5.12
5.08
4.94
491
4.73
439
3.97
3.47

-0.59
-0.99
-0.49
-0.39
-0.51
-0.62
-0.62
-0.37
-0.60
-0.59
-0.71
-0.49
-0.06
-0.26
-0.23
-0.40
-0.59
-0.27
-0.25
-0.37
-0.41
-0.02
-0.41
-0.47
-0.14
0.08
-0.31
-0.61
-0.18
-0.31
-0.65
0.26
0.02
-0.33
-0.29
0.11
-0.12
-0.83
0.14
0.08
-0.06
0.07
0.01
-0.10
0.26
0.36



O\'{_éﬁll Ranking of Item Means by Difference

Item Performance Importance Difference
Reasonable Prices 5.44 6.43 -0.99
No Hidden Costs 5.77 6.68 -0.91
Hassle-Free Business 5.64 6.52 -0.88
Post-event Review 433 5.16 -0.83
Accurate Bills 573 6.53 -0.80
Empowered Employees 5.74 6.50 -0.76
Agreements Met 5.93 6.64 -0.71
Errors Quickly Rectified 5.87 6.58 -0.71
Understandable Bills 5.54 6.25 -0.71
Staff Reliability 6.04 6.72 -0.68
Accurate Recording 5.89 6.57 -0.68
Problems Resolved Well 5.96 6.64 -0.68
Attention to Details 5.92 6.57 -0.65
MP Advice Sought 5.04 5.69 -0.65
Fair Contract Terms 5.90 6.54 -0.64
Prompt Answers 5.76 6.38 -0.62
Little Risk 5.76 6.38 -0.62
Service Customisation 527 5.88 -0.61
Departmental Teamwork 5.75 6.35 -0.60
Fair Negotiations 5.84 6.43 -0.59
Efficient Check-in/out 5.69 6.28 -0.59
Space Availability 5.49 6.08 -0.59
Consistent Service Delivery 5.94 6.47 -0.53
Problem Solving Attitude 5.87 6.38 -0.51
Food Quality 5.94 6.44 -0.50
Hotel Safety 5.93 6.42 -0.49
Accessible Management 5.69 6.18 -0.49
Staff Expertise 6.01 6.48 -0.47
F & B Creativity 547 5.94 -0.47
On-time F & B Functions 6.17 6.61 -0.44
Hotel Reputation 5.62 6.03 -0.41
Variety of Food 5.59 6.00 -0.41
Efficient Reservation System 5.68 6.08 -0.40
Knowledgeable Sales Staff’ 6.01 6.40 -0.39
Good Working Relationships 5.98 6.35 -0.37
Hotel Accessibility 5.68 6.05 -0.37
Prior Information Used 5.17 5.50 -0.33
Courteous Employees 6.15 6.47 -0.32
Continuous Improvement 5.58 5.89 -0.31
MPs Take Pride 5.43 5.74 -0.31
Low Staff Turnover 5.19 5.48 -0.29
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Quality Name/Brand
Relationships of Trust
Business Appreciated
Clean Facilities

Meeting Room Furnishing
VIP Upgrades
Employees Enjoy Work
Technical Equipment
Frequent Stayer Programme
Professional Appearance
Environmental Concern
Guest Room Furnishing
Unique Facilities
Spacious Guest Rooms
Good Citizen

Pleasant Setting

Leisure Facilities
Personalised Greeting
Ample Parking

Visually Appealing
Hospitality Events

Gifts Given

5.80
5.84
5.81
6.36
5.86
5.61
5.77
5.14
4.29
6.05
4.88
6.00
4.74
5.54
4.98
5.98
5.16
542
5.26
5.92
4.23
3.83
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6.07
6.10
6.06
6.59
6.09
5.79
591
5.26
439
6.11
4.94
6.02
4.73
5.52
491
5.90
5.08
5.31
5.12
5.66
3.97
3.47

-0.27
-0.26
-0.25
-0.23
-0.23
-0.18
-0.14
-0.12
-0.10
-0.06
-0.06
-0.02
0.01
0.02
0.07
0.08
0.08
0.11
0.14
0.26
0.26
0.36




2. Items by category
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Ranking of Item Means for Product Quality

By Performance

ltem Performance Importance Difference
Clean Facilities 6.36 6.59 -0.23
Guest Room Furnishing 6.00 6.02 -0.02
Pleasant Setting 598 5.90 0.08
Visually Appealing 5.92 5.66 0.26
Meeting Room Furnishing 5.86 6.09 -0.23
Hotel Accessibility 5.68 6.05 -0.37
Spacious Guest Rooms 5.54 5.52 0.02
Ample Parking 5.26 5.12 0.14
Leisure Facilities 5.16 5.08 0.08
Technical Equipment 5.14 5.26 0.12
Unique Facilities 474 473 0.01
By Importance

ltem Performance Importance Differcnce
Clean Facilities 6.36 6.59 -0.23
Meeting Roomn Furnishing 5.86 6.09 -0.23
Hotel Accessibility 5.68 6.05 -0.37
Guest Room Furnishing 6.00 6.02 -0.02
Pleasant Setting 5.98 5.90 0.08
Visually Appealing 5.92 5.66 0.26
Spacious Guest Rooms 5.54 5.52 0.02
Technical Equipment 5.14 5.26 0.14
Ample Parking 5.26 5.12 0.14
Leisure Facilities 5.16 5.08 0.08
Unique Facilities 474 473 0.01
By Difference

Item Performance Importance Diffcrence
Hotel Accessibility 5.68 6.05 -0.37
Meeting Room Furnishing 5.86 6.09 . -0.23
Clean Facilities 6.36 6.59 -0.23
Technical Equipment 5.14 5.26 0.12
Guest Room Furnishing 6.00 6.02 -0.02
Unique Facilities 4.74 4.73 0.01
Spacious Guest Rooms 5.54 5.52 0.02
Leisure Facilities 5.16 5.08 0.08
Pleasant Setting 5.98 5.90 0.08
Ample Parking 5.26 5.12 0.14
Visually Appealing 5.92 5.66 0.26
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Ranking of Item Means for Service Quality

By Performance

Item Performance Importance Difference

On-time F & B Service 6.17 6.61 -0.44
Professional Appearance 6.05 6.11 -0.06
Knowledgeable Sales Staff 6.01 6.40 -0.39
Staff Expertise 6.01 6.48 -0.47
Food Quality 5.94 6.44 -0.50
Consistent Service Delivery 5.94 6.47 -0.53
Agreements Met 5.93 6.64 -0.71
Hotel Safety 5.93 642 -0.49
Attention to Details 5.92 6.57 0.65
Accurate Recording 5.89 6.57 -0.68
Prompt Answers 5.76 6.38 -0.62
Accurate Bills 573 6.53 -0.80
Efficient Check-in/out 5.69 6.28 -0.59
Efficient Reservation System 5.68 6.08 -0.40
Variety of Food 5.59 6.00 -0.41
Continuous Improvement 5.58 5.89 -0.31
Understandable Bills 5.54 6.25 0.71
F & B Creativity 5.47 5.94 047
Prior Information Used 5.17 5.50 0.33
Post-event Review 433 5.16 -0.83
By Importance

Item Performance Importance Difference
Agreements Met 5.93 6.64 -0.71
On-time F & B Service 6.17 6.61 0.44
Attention to Details 5.92 6.57 -0.65
Accurate Recording 5.89 6.57 -0.68
Accurate Bills 5.73 6.53 -0.80
Staff Expertise 6.01 6.48 -0.47
Consistent Service Delivery 5.94 6.47 -0.53
Food Quality 5.94 6.44 -0.50
Hotel Safety 593 6.42 -0.49
Knowledgeabie Sales Staff 6.01 6.40 -0.39
Prompt Answers 5.76 6.38 -0.62
Efficient Check-in/out 5.69 6.28 -0.59
Understandabie Bilis 5.54 6.25 -0.71
Professional appearance 6.05 6.11 - -0.06
Efficient Reservation System 5.68 6.08 -0.40
Variety of Food 5.59 6.00 -0.41
F & B Creativity 5.47 5.94 -0.47
Continuous Improvement 5.58 5.89 -0.31
Prior Information Used 5.17 5.50 -0.33
Post-event Review 4.33 5.16 -0.83
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Ranking of Item Means for Service Quality (cont.)

By Difference

Item Performance Importance Difference
Post-event Review 4.33 5.16 -0.83
Accurate Bills 5.73 6.33 -0.80
Understandable Bills 5.54 6.25 -0.71
Agreements Mct 5.93 6.04 -0.71
Accurate Recording 5.89 6.57 -0.68
Attention to Details 5.92 6.57 -0.65
Prompt Answers 5.76 6.38 -0.62
Efficient Check-in/out 5.69 6.28 -0.59
Consistent Service Delivery 5.94 6.47 -0.53
Food Quality 5.94 6.44 -0.50
Hotel Safety 5.93 6.42 0.49
F & B Creativity 5.47 5.94 0.47
Staff Expertise 6.01 6.48 -0.47
On-time F & B Functions 6.17 6.61 0.44
Variety of Food 5.59 6.00 041
Efficient Reservation System 5.68 6.08 -0.40
Knowledgeable Sales Staff 6.01 6.40 -0.39
Prior Meeting Information 5.17 5.50 -0.33
Continuous Improvement 5.58 5.89 -0.31
Professional Appearance 6.05 6.11 -0.06
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' Ranking of Item Means for Relationship Quality

By Performance

Item Performance Importance Difference
Courteous Employees 6.15 6.47 -0.32
Staff Reliability 6.04 6.72 -0.68
Good Working Relationships 5.98 6.35 -0.37
Fair Negotiations 5.84 6.43 -0.59
Relationships of Trust 5.84 6.10 -0.26
Business Appreciated 5.81 6.06 -0.25
Employees Enjoy Work 5.77 5.91 -0.14
Departmental Teamwork 5.75 6.35 -0.60
Accessible Management 5.69 6.18 -0.49
Personalised Greeting 542 5.31 0.11
Low Staff Turnover 5.19 5.48 -0.29
MP Advice Sought 5.04 5.69 -0.65
By Importance
Item Performance Importance Difference
Staff Reliability 6.04 6.72 -0.68
Courteous Employees 6.15 6.47 -0.32
Fair Negotiations 5.84 6.43 -0.59
Good Working Relationships 5.98 6.35 -0.37
Departmental Teamwork 5.75 6.35 -0.60
Management Accessibility 5.69 6.18 -0.49
Relationships of Trust 5.84 6.10 -0.26
Business Appreciated 5.81 6.06 -0.25
Employees Enjoy Work 5717 591 -0.14
MP Advice Sought 5.04 5.69 -0.65
Low Staff Turnover 5.19 5.48 -0.29
Personalised Greeting 542 5.31 0.11
By Difference
Item Performance Importance Difference
Staff Reliability 6.04 6.72 -0.68
MP Advice Sought 5.04 5.69 -0.65
Departmental Teamwork 5.75 6.35 -0.60
Fair Negotiations 5.84 6.43 -0.59
Management Accessibility 5.69 6.18 -0.49
Good Working Relationships 5.98 6.35 -0.37
Courteous Employees 6.15 6.47 -0.32
Low Staff Turnover 5.19 5.48 -0.29
Relationships of Trust 5.84 6.10 -0.26
Business Appreciated 5.81 6.06 -0.25
Employees Enjoy Work 5.77 5.91 -0.14
Personalised Greeting 5.42 5.31 0.11
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Rankings of Item Means for Extra Benefits

By Performance

Item Performance Importance Difference
Quality Name/Brand 5.80 6.07 -0.27
Hotel Reputation 5.62 6.03 -0.41
VIP Upgrades 5.61 5.79 0.18
Space Availability 5.49 6.08 -0.59
MPs Take Pride 5.43 5.74 -0.31
Service Customisation 5.27 5.88 -0.61
Good Citizen 4.98 4.91] 0.07
Environmental Concern 4.88 4.94 -0.06
Frequent Stayer Programme 4.29 439 -0.10
Hospitality Events 423 3.97 0.26
Gifts Given 3.83 3.47 0.36
By Importance

Item Performance Importance Difference
Space Availability 5.49 6.08 -0.59
Quality Name/Brand 5.80 6.07 -0.27
Hotel Reputation 5.62 6.03 -0.41
Service Customisation 5.27 5.88 -0.61
VIP Upgrades 5.61 5.79 -0.18
MPs Take Pride 543 5.74 0.31
Environmental Concern 4.88 4.94 -0.06
Good Citizen 498 491 0.07
Frequent Stayer Programme 429 439 .10
Hospitality Events 4.23 3.97 0.26
Gifts Given 3.83 3.47 0.36
By Difference

Item Performance Importance Difference
Service Customisation 5.27 5.88 -0.61
Space Availability 5.49 6.08 -0.59
Hotel Reputation 5.62 6.03 -0.41
MPs Take Pride 5.43 5.74 -0.31
Quality Name/Brand 5.80 6.07 -0.27
VIP Upgrades 5.61 5.79 -0.18
Frequent Stayer Programme 429 439 -0.10
Environmental Concern 4.88 4.94 -0.06
Good Citizen 498 4.91 0.07
Hospitality Events 423 3.97 0.26
Gifts Given 3.83 347 0.36
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Rankings of Item Means for Problem Resolution

By Performance

Item Performance Importance Difference
Problem Solving Attitnde 5.87 6.38 0.51
Errors Quickly Rectified 5.87 6.58 -0.71
Problems Resolved Well 5.96 6.64 0.68
Empowered Employees 5.74 6.50 -0.76
By Importance

Item Performance Importance Difference
Problems Resolved Well 5.96 6.64 -0.68
Errors Quickly Rectified 587 6.58 0.71
Empowered Employees 574 6.50 0.76
Problem Solving Attitnde 5.87 6.38 -0.51
By Difference

Item Performance Importance Difference
Empowered Employees 5.74 6.50 -0.76
Errors Quickly Rectified 5.87 6.58 071
Problems Resolved Well 5.96 6.64 0.68
Problem Solving Attitude 5.87 6.38 0.51
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Rankings of Item Means for Customer Costs

By Performance

Item Performance Importance Difference
Fair Contract Terms 5.90 6.54 0.64
No Hidden Costs 5.77 6.68 ~0.91
Little Risk 5.76 6.38 -0.62
Hassle-Free Business 5.64 6.52 -0.88
Reasonable Prices 544 6.43 -0.99
By Importance

Item Performance Importance Difference
No Hidden Costs 5.77 6.68 091
Fair Contract Terms 5.90 6.54 0.64
Hassle-Free Business 5.64 6.52 -0.88
Reasonable Prices 5.44 6.43 0.99
Little Risk 5.7¢6 6.38 -0.62
By Difference

Item Performance Importance Difference
Reasonable Prices 5.44 6.43 0.99
No Hidden Costs 5.77 6.68 -0.91
Hassle-Free Business 5.64 6.52 -0.88
Fair Contract Terms 5.90 6.54 0.64
Little Risk 5.76 6.38 .62
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APPENDIX E

Drivers of customer commitment
(regression analysis)
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8

43 Wednesday, July 12, 2000

14

The SAS System

id q1 q2 q2p1 g2p2 q2p3 q2p4 q3 q3a g4 gd4a q5 g5a q6 q7p1 q7p2 q7p3 q7p4 q7p5 q7p6 q7p7 q7p8 q7p9 q7pi10

Obs

32 5

1

2 45 7
3 60 8

4 74 5
5 83 8
6 88 6
7 92 5

8 94 8
9 104 §
10 110 8

11 113 8
12 121
13 131

5
8

14 138 8
16 141 10
16 145 8
17 155 8

264

18 207 7

19 217 5
20 219 5

0

21 226 §
22 237 6

23 242 7

24 249 7

25 256 7
26 257 7
27 262 8



9

43 Wednesday, July 12, 2000

14

The SAS System

Obs q7p11 q7p12 q7p13 q7p14 gq7p15 q7p16 q7pi17 g8p1 8p2 q8p3 qB8p4 q8p5 qB8p6 qBp7 q8p8 qBp9 q8p10 q8p11 q9pi

10

12
13
14

15
16
17
18
19
20
21

265

22
23

24

25

26
27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs q9p2 q9p3 q9p4 q9p5 qI9p6 q9p7 g9p8 q9p9 q9p10 g9pi11 g8s1 qBs2 qBs3 qBs4 gB8s5 8s6 q8s7 q8s8 qB8s9 8s10

10

11

12
13
14
15
16

266

19
20
21

22

23
24
25

7

26
27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs g8s11 qBs12 g8s13 q8si4 q8s15 g8s16 8517 q8s18 qB8s19 qB8s20 9s1 qUs2 q9s3 g9s4 q9s5 q9s6 qIs7 qIs8 q9s9

[}

10
11
12
13
14
15
16

(o]

267

17
18
19
20
21

22
23

24
25

26

27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs q9s10 g9s11 q9s12 q9s13 q9s14 q9s15 q9s16 q9s17 q9s18 q9s19 q9s20 q8r1 qB8r2 g8r3 q8r4 q8r5 q8r6 q8r7 g8rs

10

12
13
14

15
16
17

268

18
19
20
21

22
23
24
25

26
27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs g8r9 g8r10 g8ri1 gq8r12 q9ri1 q9r2 q9r3 q9r4 q9rS q9r6 q9r7 q9r8 q9r9 q9r10 g9ri1 q9r12 g8xt1 q8x2 q8x3 qB8x4

10
11
12
13
14

15
16
17

269

18
19
20
21

22
23
24

25

26
27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs gBx5 QB8x6 qBx7 qBx8 8x9 g8x10 g8x11 g9x1 g9Ix2 q9x3 q9x4 qIx5 qIx6 q9x7 q9x8 q9x8 q9x10 q9x11 g8d1 qBd2

10

11

12
13
14
15
16

270

17
18
19
20
21

22
23

24

25

26
27



15

43 Wednesday, July 12, 2000

14

The SAS System

Obs q8d3 qB8d4 q8d5 q9d1 q9d2 q9d3 q9d4 q9d5 qB8el qBe2 gBe3 g8e4 q9el q9e2 q9e3 9e4 g8csm q9csm qi0pi1 q10p2

7

10

1

12
13
14

15
16

271

17
18
19
20
21
22

23
24
25

26
27
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43 Wednesday, .July 12, 2000

14

The SAS System

Obs g10p3 qi0p4 q10p5 qi0Op6 q10p7 q10p8 q10p9 qi10p10 gi0pt1 q11 q12 q13 country role q10p2p qiop3p q10p9p

<

10
11
12
13
14
15
16

~

N w N

272

17
18
19
20
21

22
23
24

25
26
27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs q8d1p q8d2p gBd3p gBd4p q8dSp V15 V16 V17 V18 V19 V20 V21 V22 V23 V24 V25 V26 V27 V28 V29 V30 V31 V32

.

10
11
12
13
14

1§
16
17
18
19
20

273

21

22
23
24
25

26
27



43 Wednesday, July 12, 2000

14

The SAS System

Obs V33 V34 V35 V36 V37 V38 V30 V40 V41 V42 V43 V44 V45 V46 V47 V48 V48 V50 V51 V62 V53 V54 V55 V56 V57 V5B

10

11

12
13

14

15
16
17

274

20

21

22

23
24
25

26
27
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43 Wednesday, July 12, 2000

14

The SAS System

Obs V59 V60 V61 V62 V63 V64 VBS V66 V67 VE8 V73 V74 V75 V768 V77 V69 V70 V71 V72 V1 V2 V3 V4 V5 V6 V7 V8 V9

6 4 7

6 7 4 7 6 .

8

7 . 6 6 6
4 2 7

4 6 6

1

4 7 7 4 3 7

5§ 6 5 5 5 3 4

6

. 5 8 7

3

4

3
2 5 4 6 6 7 5 3
§ 3 4 6 5

7

7 5 5

4

5

1

5
5

4

6

10
11
12

1

6 4

6 6 5 3

6 4 5 § 6

6

13

5 7 7
5 6§ 7
5 3 8§
7 6 85

6 7 7 6 5

6

14

6 .
1

5
5 4 §

15
16
17

275

6

6

1
1

4 3 6

1

4

4 3 6 4 3

20
21

5 2 7

6
5
6

7 5 6 4 7 6 7 4 5
6 3 7 7 7 2 7 6 6
6 5 4 6 5 3 5 2 7

22
23

3

24
25

i1 7 3 35 5 1 3
5 5 6 5 3 4
7 3 5 6 6 7

3
5

.

26
27

4



SL62L°0
460060
v8eeL’ 0
¢ELL8 0
81860°0
51820°0
L2S8S°0
2¢sgLl o
2es10°0
65600°0
02905°0
eLvi8°0
€9620°0
69626°0
861L1L°0
LYEZO'O
60219°0
0991070
v£10°0
8882y 0
62886 °0
9061 °0
€0520°0
61810°0
£2008°0
4SS10°0
9.506°0

antead

08081°0
08091°0
08091°0
08091 °0
08091 °0
08091°0
08091°0
08091°0
08091 °0
08091 °0
080910
0809170
08091°0
08091°0
08091 °0
08091 °0
08091°0
08091°0
08091°'0
08091°0
ngost o
L3091°0
08091°0
08081°0
08091°0
08091 °0
0809170

430300y

g
91
9t
gt
91
Si
gt
9t
13
9t
9
:23
1
9
91
9
9t
13
9t
91
g4
13
91
gt
213
9i
gt

d

0z 0002 ‘gt AInp ‘Aepseupopm

661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
661
66}
661
661
661
661

Ev:bL

ézZese o
€6¢10°0
2ELLE O
LLBEL"0
S8YP9° 1
ELEQL b~
11909°0-
690v€E°0
§688¢°¢c-
816€5° 2~
14909°0
2es8e°0
6210L° 1~
€6€10°0-
E9LPE" |
B16€5°¢
£9955°0-
L62E8° |-
£8600°2-
0SEBL 0~
S9€80°0-
LLOLY L~
G5982°¢
S082h ¢
6.£51°0
LSvi6° k-
000000~

SaJ40asu

66SYE°0
19v21°0
88€5€°0
(41 X
§2299° 1
1Bete ¢
899vS°0-
6609€°0
veLby -
€0819°2-
60999°0
02v0s°0
Lec6l e~
9£880°0
821LE° L
06b82°2
¥8005°0-
FA:7A S A
¥866€°¢C-
88264 °0-
69v10°0-
LSELE" L~
85652°¢
ceEse’e-
evese o
LLiby c-
9s8L1°0

FTEL RN

cLioe’o
20s8L 0
L1824°0
2L591°0
eveoe o
628€1°0
61512°0
£5191°0
ev90tL 0
8SiLL’o
ELLZL0
06841°0
9046170
98284 °0
64v21°0
74 Y]
18v91°0
8yeEIZ 0
6.880°0
69122°0
I8i8L"0
LeZLL'O
G52Z1°0
88G5.0°0
99241°0
12V91°0
ZLi6L°0

y

walsAs svS 8yl

€99%€°0
€1921°0
B8S6SE°0
£89€2°0
0s56¢9° L
£5892°¢2-
»Sevso-
050.€°0
L8L¥S°2-
6loLL 2~
¥0649°0
8841570
aLpze-e-
89060°0
¢/88¢€° |
Geoey e
é821s"0-
vicge'e-
6lbes e-
18282°0-
06¥10°0-
€062€° 4 -
21574 A% 4
10S25°2-
29.Gc°0
[AZA 1 Ax A
GS64L°0

Aa

PAA TN
LBELOV
cvove 9
CIEQE"S
0S0SE’S
€5890°S
1437 4
0S628°€
1BLYB°E
6101S°S
96026 v
2i889°¢
9iveh9
¢EBOS 'S
g2L19°'s
S.69S°Y
[4: 14 YA 4
vie9L’s
61¥2E°S
18286 ¥
06¥19°S
€062S°S
S9.EL°V
2062€°S
8ESVE"S
evise’s
sb0BY°S

Ad

00 LDONOUNDRDDINCOONNDOITNNDCTOD OONQ
MANWMANNTUHOTNNSTNENANDSTTOHONFTTANDDNST WD

o™
>

DO ENODNDNNODOODLOLONOODODOND OODNLW
UMM T OUODTNTETNANMNMNMNMNODOSNSNNMNMNMNGDTS O ODOST LW

ELA

OOoONWOODODOLONOOODO WO-®®®OOVONOWON®
WMhNTUOULODOLOLTAESNSRENDODOODNDOD SN NSW

<
>

T W O~
NN Ny

LT N~NNNDN
- o
NN

SO ON®~NDN
=) o
~ o«

NONMNIDENODBLDOLONNNOLNNO

MR NMNMMENONNYTNDODOONNNOG
OO -NHTOONDO
-

N TDON~D

LIA OLA SQO

276



APPENDIX F

Structural equation modeling
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Original manifest variables

PRODUCT QUALITY
Hotel accessibility

Pleasant setting
Visually appealing
Unique facilities
Clean facilities
Ample parking
Technical equipment

Meeting room furnishing
Guest room furnishing
Spacious guest rooms
Leisure facilities

SERVICE QUALITY
Knowledgeable sales staff

Efficient reservation system

Prompt answers
Prior information used

Accurate recording
Efficient check-in/out
Professional appearance
Continuous improvement

Staff expertise
Attention to details
Variety of food

F & B creativity

Food quality
On-time F & B functions

Consistent service delivery
Agreements met
Understandable bills
Accurate bills

Post-event review

Hotel safety

V15- The hotel is easily accessible.

V16- The hotel’s setting is pleasant.

V17- The hotel is visually appealing.

V18- The hotel’s facilities are unique.

'V19- The hotel’s facilities are clean.

V20- The hotel has ample car parking.

V21- The hotel has state-of-the-art technical
equipment.

V22- Meeting rooms are well-furnished.

V23- Guest rooms are well-furnished.

V24- Guest rooms are spacious.

V25- The hotel has good facilities for group leisure
activities.

V26- The sales staff are knowledgeable about meeting
planner requirements.

V27- The hotel has an efficient reservation system.

V28- Meeting space inquiries are answered promptly.

V29- The hotel uses prior meeting information to
help meeting planners organise their next
function.

V30- Meeting requirements are accurately recorded.

V31- Group check-in and check-out is efficient.

V32- Employees have a professional appearance.

V33- The hotel is continually improving its
offerings.

V34- Hotel staff have a high level of expertise in

handling meetings.

V35- Employees pay attention to details.

V36- There is an excellent variety of food offerings.

V37- The hotel is creative in its food and beverage
offerings.

'V38- The food quality is of a high standard.

V39- Food and beverage functions are served on

time.

V40- The hotel is consistent in the delivery of its

services.

V41- The agreements made with the sales
department are fully met by the hotel’s
operating departments.

V42- Bills are easy to understand.

V43- Bills are accurate.

V44- The hotel conducts a comprehensive post-event

review session with meeting planners.

V45- The hotel is a safe place.
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RELATIONSHIP QUALITY

Fair negotiations
Staff reliability
Relationships of trust

Good working relationships

Personalised greeting
Accessible management
Departmental teamwork

Courteous employees
Employees enjoy work
Low staff turnover
Business appreciated

MP advice sought

EXTRA BENEFITS
Space availability

VIP upgrades

Frequent stayer programme
Gifts given

Hospitality events

Service customisation

Hotel reputation
MPs take pride
Good citizen

Environmental concern
Quality name/brand

V46- The hotel is fair during negotiations.

V47- If hotel staff say they will do something, they do it.

V48- The relationships that meeting planners have with the
staff at this hotel are based on trust.

V49- Hotel staff have good working relationships with
meeting planners.

V50- Employees greet regular meeting planners by name.

V51- Management is easily accessible.

V52- The various departments of the hotel work well
together.

V53- Employees are courteous.

V54- Employees seem to enjoy working at this hotel.

V55- The hotel has low staff turnover.

V56- The business that meeting planners bring to this hotel
is appreciated.

V57- The hotel seeks meeting planners’ advice in order
to improve their service and product offerings.

V58- During busy periods, the hotel does everything
possible to make space available for the functions
of its regular meeting planners.

V59- The hotel will provide upgrades for the VIP clients of
its regular meeting planners.

V60- The hotel has an attractive frequent stayer

programme.

V61- To show appreciation for meeting planners’ business,
the hotel occasionally gives them gifts.

V62- The hotel invites its regular meeting planners to

hospitality events.

V63- The hotel is willing to customise its services in order
to fulfill the requirements of its regular meeting
planners.

V64- The hotel has a good reputation with meeting
planners.

V65- Meeting planners take pride in booking meetings at
this hotel.

V66- The hotel has the reputation as a ‘good citizen’ in
the local community.

V67- The hotel is concerned about the environment.

V68- The hotel’s name/brand stands for quality.
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PROBLEM RESOLUTION

Problem solving attitude

Errors quickly rectified

Problems resolved well
Empowered employees

CUSTOMER COSTS
Reasonable prices

No hidden costs

Fair contract terms
Little risk

Hassle-free business

V69- Hotel employees communicate the attitude
that meeting planner problems are important
to them.

V70- When the hotel makes an error, they are quick to
rectify it.

V71- The hotel resolves problems well.

V72- Employees have the authority to deal with problems.

V73- Prices charged are reasonable.

V74- There are no hidden costs.

V75- The terms of the contract are fair.

V76- Meeting planners incur little risk booking
meetings at this hotel.

V77-Doing business with this hotel is hassle-free.
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Goodness-of-fit Indexes

The chi-square value for the model was not statistically significant since +
(8)=12.1124, p-value=0.1463. When the proper assumptions are met, this chi-square
statistic may be used to test the null hypothesis that the model fits the data. In practice,
however, the statistic is very sensitive to sample size and will very often result in the
rejection of a well-fitting model. Therefore, reliance on the chi-square test as the sole
measure of fit is not recommended (Bagozzi and Foxall, 1996). Hair et a/ (1998)
discuss an alternative to this, called the normed chi-square, which is the ratio of the
chi-square divided by the degrees of freedom. The ideal normed chi-square is between
1 and 2. A model that may be ‘overfitted’ and may capitalize on chance characteristics
of the sample has a normed chi-square less than 1.0. A model that is not representative
of the observed data and needs improvement has a normed chi-square greater than 2.

The normed chi- square for this model was 1.51405, which is within the bounds.

Bentler and Bonett’s (1980) normed-fit index (NFI) has been proposed as another
alternative to the chi-square test. According to Hair ef al (1998), the normed-fit index
(NFI) is a relative comparison of the proposed model to the null model. Values of this
index range from O to 1, with values over 0.90 indicative of an acceptable fit. For this
model, the NFI was 0.9846. The non-normed fit index (NNFI) has been shown to
better reflect model fit at all sample sizes (Bentler, 1989; Anderson and Gerbing,

1988; Marsh, Balla and McDonald, 1988). NNFI values over 0.9 are viewed

favorably. For this model, the NNFI was 0.9753. Bentler’s (1989) comparative fit
index (CFI) provides an accurate assessment of fit regardless of sample size. Values

over 0.9 indicate a relatively good fit. For this model, the CFI was 0.9945.
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The parsimony ratio (PR) is a measure of a model’s parsimony, which refers to a
model’s simplicity. The principal of parsimony states that when several theoretical
explanations are equally satisfactory in accounting for some phenomenon, the
preferred explanation is the one that is least complicated (the one that makes the
fewest assumptions). The parsimony ratio (PR) for the initial theoretical model is 0.22.
When choosing between two models that display an acceptable and similar fit, the
more desirable model will be the one with the higher parsimony ratio. The
parsimonious fit index (PNFI) simultaneously reflects both the fit and the parsimony
of the model. Higher values of the PNFI indicate a more desirable model. The
parsimonious fit index (PNFI) for our model is 0.2188. All together, these indices

provide evidence that the structural model fit the data fairly well.

However, some of SAS’s modification indices indicated that the model could be
improved. Therefore, the model was modified and the final model was obtained
(Figure 4.5). In this final model, * (12)=12.2467, p-value=0.4261, NFI=0.9844,
NNFI=0.9990, and CFI=0.9997. In addition, another measure of absolute fit was
considered, the goodness-of-fit index (GFI). It is a measure ranging in value from 0
(poor fit) to 1.0 (perfect fit). It represents the overall degree of fit but is not adjusted
for the degrees of freedom. Higher values of the GFI indicate better fit. The adjusted
goodness-of-fit index (AGFI) is an extension of the GFI, adjusted by the degrees of
freedom. A recommended acceptance level is a value greater than or equal to 0.90.

The GFI and AGFI for the final model were 0.9873 and 0.9525, respectively.
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Standardized factor loadings for the indicator variables of the final model are also
presented in Figure 4.5. The SAS System’s CALIS procedure provides approximate
standard errors for these coefficients which allow large-sample t tests of the
population. T tests determine if the items are good indicators of a particular scale
(convergent validity). The t scores obtained for the coefficients in the final model
range from 1.4938 through 10.0356, indicating that all factor loadings were significant
(p <.10). This finding provides evidence supporting the convergent validity of the
indicators (Anderson and Gerbing, 1988). None of the standard errors for the factor
loadings and path coefficients are near zero. In addition, the Parsimony Ratio (PR)

was 0.3333 and the Parsimonious Fit Index (PFI) was 0.3281.

283



fung
YO0W HJW B3N DUW DSW DAW PIA-ZIA HYA
{44094400=d1n0 qoudou sSTWoOU p=BIBP J10D 304d

fPLALELA=00W

CLLA+OLA=HAW

{EIN+6SA+BSA=93N

. {6UA+BYA+OPA=DHW
'SYA+YYA+HEVA+SYA=OSN

(ULA+LLA+9 LA=DAW

£.69,=.PT 4T
£.29,=.pT T

f.2,=.pT 4T
¢ L=aT0a 4T

. fatou

Aaaunos gi1b g¢b 11b 11dotb otdotb sdotb gdoib zdoib g9doib sdoib vdoirb gdaib
2dotb 1doib wsogb wsogb pash gagb gasb Leeb $agb gagb zagb tagb spsb vpgb
epeb zpeb Lpeb gpgb vpab cpgb zpeb peb Li1xeb 01xeb 6x6b 8xeb sxeb gxeb gxeb
vxeb exeb 2xeb [xeb Li1xgb 01x8b exgb gxgb zxgb gxgb gxgb pxgb gxgb zxgb |xgb
2tasb 1146b oLueb 646b Bugb 2u6b 9ueb sueb puasb £ueb zueb Ldaeb ziugb |Lugb
olLJgb 648b gugb zagb gugb gugb pugb gugb gugb pugb ogseb 61s6b grseb z1seb
g1seb g1seb p1seb eiseb giseb L1seb 01seb 6s6b 8seb sseb 9seb sseb pyseb gsgb
2seb tseb 0zssb 61ssb gisgb 21sgb g91s8b g1sgb pi1sab gysgb 21s8b ||sgb grsgb
6sgb gsgb ssgb gsgb gsgb psgb gsgb zsgb sgb t1deb oldeb edeb gdeb sdeb gdgb
cdgb pdeb edeb z2deb tdeb 1|dgb oidgb gdgb gdgb ;dgb gdgb sdgb pdgb gdgb zdgb
rdgb 21dzb gidzb qpdzb pdzb g1dzb 2i1dsb yidzb opdzb gdzb gdsb 2dsb gdsb
gdsb pdzb gdgb zdzb 1dzb ob egbh gb vyb $b egb gb pdzb edzb gdzb 1dgb gb b pr 1indut

{00S=10347 HANOSSIW X,60,= WIG .1ep-eutebe\ia, aTTJUT
f1p elep

{0L1=82TS8UTT m:oﬂumo

284



'24540=24 54
‘94549=94 54

“24¥40=24 A
‘94v40=94 ¥4
‘G4v40=54 b

‘24€40=24 €4
‘94€40=y4 €4
‘G4€40=51 €4
‘v4e40=v4 e4
‘24249=24 24
‘94249=94 24
‘64249=64 24
‘v4240=pvd 24
‘€4249=€4 24

AOQD .

‘TLIH+ELA ELAVIAd+ 24 ZAVIAd 494 94VIAd  +bd bAVIAd =ViA
‘€13+ 24 Z4EIAd+ 24 24AELAd+bd VAELAD=EIA
‘T3 +VIA PLAZLADHELA ELAZLAG=Z LA

‘O0W3 +14 ZE1¥6988° 0=00W
‘HdWI +94 2806SHE6 " O=HdIW
‘Q3IN3 +Sd4 6vSL6Y8 0=a3N
‘OHNI +¥d S9LZL006 0=DHW
‘OSN3 +Ed4 91 12v888° 0=DSHW
‘OdN3 +24 /892€68° 0=0dW

S03INIT
£000001=HALIXVN NOILVOI4IAOW TYNAISIH HHOD IONVIHVAQD JJ004409=ElEpP SITvD O0Hd

285



INNY

{00 HAW 83N OHW OSW DA PLA-ZIA HVA

‘P13UYA-213HYA=Y I3 -3 13
‘LAUVA-ZAHVA=L4-24
‘5192962 =003
‘229291509 0=HdW3
‘gZ695e.L " 2=83n3
‘Ev9688% ° =buna
‘6¥9v£L " £=DSWI
‘668Y6P6° L=DJINI

ais

286



9966€°0~ veoes o

9601v°0- §9€96°0

48€8Y°0- ELIES O

EEBLL0- bisve 0

858€€°0- L0tes°0

9851570~ L6SLYV 0

1692270 v1€82°0

30N HdiW

00000 °b1
00000 vt
00000° 12
00000° 12
00000°82
00000° 12
00000 2
00000° L
00uD0"Z

wNUTXeN

JOW HdW

L 0002 ‘21 AInp ‘Aepsaupam gs:ivpl

00000°

84625°0

¥S825°0

v20€€°0

LEviv-0

PSIEE 0

2960£°0

a3

00000°2
00000°2
00000°9
00000° 2
00000 " |}
00000°9
00008°¢
0000 ")
0000% L

WNWTUTY

93N

8L645°0

000007 ¢

9429S°0

8€252°0

€646V°0

§S91y°0

ShE0E" 0

ouw

vSBas o vL0EE°Q

9.895°0 8£25¢°0

00000t ovozZe’ 0

ovoze o 00000° ¢

6526€°0 ¥35¢€€°0

b0vY9e° 0 ¢SEoy "0

1g51¢2°0 €1181°0

Osw QdwW

IEvIY 0 bSLEE"O

£646v°0 §68iv 0

6S26€°0 vOb9E" 0

v9See 0 25€e0v 0

00000+ £9268°0

£9269°0 00000°1

§9855°0 6S06¢°0

PiA

EtA

902 = N ‘S1Uar9T}480) UOTIETAJIJIO0) UOSJRAY

00000 ° 466
acye
£9¢e
SE9E
6EPY
giLve
vsel
8611
1904

wng

OdW

84Npajnodd HYHOO 8yyi

walsAs SvS suy

6692 89018t
28981°2 SBPEB"§ )
86624 '€ ¥252€°91
89108°2 £9SY9° 21
16012°V vSevsS-ie
50901 °¢ £2265°91)
28256°0 2€680°9
95480 ° 1 8v.18°S
99v4S° 1 v98LL"S
AdQ P1S uBap

$2T}sT}elg ardurs

DSKW OdnW vIA

90¢
90z
90¢
902
902
90¢
802
902
902

EiA CIA

2960e°0

Sbede 0

Leste’o

€LI8L°GC

§92585°0

65060

00000° 1

CIA

OON
UdW
Rl
OHNW
OSW
0dW
VIA
LA
CLA

atqetaen

rsafqersen

93w

OHW

[ ]

OdW

ViA

ELA

CLA

287



00000° 1 91$95°0- 9966€°0- 960ty °"0- 18€8Y°0- £EB21°0- 8S8EE "0~ 98515°0- 1s922°0- Q0N
91v95°0- 00000 "} veoe: ‘0 G9E9S O €LiES' O 1259270 201250 16Siv° 0 vLEBZ O HdW
O0N HdW a3n OHW asw Ddi ViA ELA 2LA
902 = N ‘S1U3TIT44300) UOTIBTAJLI0D uoSaERd
a.npadadd HUWoo BylL

000z ‘zI ATnp 'Aepsaupspm £S:v1 waisfg sys ayy

288



€

vi3 €13 213 OOW3 HdW3 B3W3 OuW3 DSW3 O

24

94 E] b4

€4

satqgelsepn snouabox3 g1 ayy

J0W HdW 83W oUW

OSW  OdW VIA

EIA

sarqetJea snouaBopul 6 ayl

OIHLIINNAS
YWKYOSD3
¢ ISNNIWI v1348S03
NOI133713S

St
St
144
ve

su

Sl
ve
144

wnto) SMoYy

TIHd
VAWVO
“vi3a

13s

XTJ3en

juswalels TApoOW SDANIT

dn3
ed

CIA

- nNme

Joda3
1ualen
1saTuRy

wale
1s84TUEH

| wia)

SanTeA TBYITUl Pue UJ3}IBd :STSATRBUY 8JNIINJLS 20UBTJIEAGD

oooz ‘2t AInr ‘Aepsaupam £5:vl

84Npadosd SITVI 8yl

waisAs Svs eyl

289



v

€13HUVYA EN3
N CLAUVA 4%
9296¢° | Q0W3
9{609°0 HdW3
69%¢.L°2 433
9688t | DHW3
SOvEL € DSW3
6P6P6° 1 0dW3
' LAHVA 24
' 94HYA 94
' SAUVA S4
) v4HVA bd
: €44vA €4
* CHAHVA 24
81euwTls3 Jalaweded aTQeTJBA

satqetsep snouabox3y Jo saaouetaep

L4P1IAd S4viAd
v13 0000° L + L’ + 9"
LAELAd
€13 0000°) + Lde’
¢t3 00007}

o0n3
HdW3
93W3
e} E ]
0sSw3
0dw3

baviAd

+

b4

Y4ELAd

L£]

PIACIAd
VLA

+

0000t
0000° L
0000+
0000°}
0000° }
0000}

¥

*

+ o+ o+ o+

24

94

Gd

vd

ed

24

ELAVLIAd
€A

Z4EINd
2

ELAZIAd
EHAx

S3)}BWI}SI TBIITUI YITM suoTienbl aTqeTJeA 1sajTuew

SanTeA TeT1Tul pue uJalled :STSATeuUy 34N10NJIYS 2JUBTJIEAOD
34NP330I4 STIWVD 8L

000z ‘2t Arar ‘Aepsaupem £Sivi

waysAs svs a8yl

6988°0
9vEG'0
26v8°0
¢006°'0
S888°0
E££68°0

OON
HdW
q3In
oUW
DSW
OdW

ViA

€LlA

CLA

290



44940 /24 94
: 44540 24 Sd
) £3v40 L4 vd
) 44840 24 F|
L4240 L4 ed
' 94640 94 Sd
94940 94 vd
' 94840 94 €4
: 94240 94 ed
§4$40 64 £}
S4€40 S4 €4
§4240 sS4 cd
v4€40 b4 >F}
. v4240 vd ed
£d4ed40 ed 24

ajewrlsy J318WeURd ZJBA |LJBA

saf1qetseA snouabox3 Buowy sesuerdeac)

° Y 13UVA 4%
81BWTISY Jelaueled 8TQeRTJEA
saTqeTJeA snouafiox3 JO S3JUBTJEA

S8NTBA TETITUI puUB uualled :STSATEBUY 8JNIONJ1S S8JUEBTJBAC)H
ednpanoud SIVI aylL

5 0002 ‘gt ATnp ‘Aepsaupsm €S:pi walsAs gvs a8yl

291



9

812.v220°6G-
86..6068 v
£2S0EL56°9
ISLECBES "9
9EBLLIEL L}
B8.229061 "
6V6LIPLS7 1
91295299°1
BEEBELZY "L

OSW

29008E£G59€° | -
61.556899° |
B89681€112 €
85852961 "2
082229061 ¢
9E16¥SLb9°6
S€1.69266°0
B806SSE6SE” |
v20288588°0

OdW

66¥9Y°2
£8981°¢
8652l °¢€
89108°2
t6olz vy
50901 °€
22dS6°0
9sv80° 1
99vLG° 1

Aag pis

v ' saoT
I s

UOT1BWT1S] paoyTTey

0002 ‘gt ATnp ‘Aepsaupam £G:vi

859P1LV6L°0
910850580° }
L0S9veeee 1
BEIZ6EBEE " |
E6V6LIVLS |
GE1.69266°0
859¥12906°0
96b60ESIL 0
8288H9828°0

PiA

S3JUBTJRADY)

89018° ¢
SE6VEB |}
vesze 9l
£9Sv9° L1
»S8YS 12
£226S5°914
cE680°9
BYLIB'S
vo8LL"S

ueay

sJajaweded [T

Jien Tapow 6
wial Tapow 302

VLEVLIBLE |-
2.02s.821° L
815vboveE L
6525€2692° 1
091295299° 1
B06SSEGSE " |
96¥60ESIL°0
S.p822921° 4
€0S8£8.€B°0

EIA

NI
HdW
g3W
0HN
OSW
OdW
PLA
ELA
CiA

aTqeT.ea

ELPSBL6LB 0~
0BOV66YL6°0
066£50v25° |
96¢vGEL8EE" L
LLEEBELEY ")
¥20288588°0
8288v9828°0
€0SBEALER O
8SSIPS6LY 2

CIA

suoTlewsojuy
SaTQRTIJEA
SUOT}BAJBSQO

I17 wnwgxey :STSATBUY 8JN10NJYS 8JOUBTJEAO)
84Npasodd SIvI 3yl

wa1sAg Svs ayl

J0W
HdW
EL
OHW
osw
DdW
VIA
EIA
[,

292



"Poulaw §7 abeys-omy Aq paindwoo sayewtisa Terivur awos :310N

*sTsATeue uoloey aaTiewyxosdde Aq paindwos sajewtysa TETITUY Bwos :3J10N

256966 ° 6 ul 65612 JuBUTWJIBYaAQ
2.0821920°9 LL1SSSLLvO €~ 126285640 €~ 9€eBvIBER 2~ Q0N
LLSSSLLYO"E- £6128€28L°p 61218BE95G € 8EL12VESY € HdW
12648S6.0°¢- 61L1BE9S5°E Lv66vLLLL 6 20v2v92v0° G 93w
9¢eayiIBeEs "2 8ELLEPESY '€ 20v2v92v0°§ yy861v6P8° L OUW
9212.veen"S- 8/6..6068° b €£250€.66°9 60S.€26€9°9 ]3]
29008ES3¢E " ¢ - 612556899 89681EL1E € v85852961 "¢ DdW
859V ILP6L°0- 910850580 ¢ 2059¢2EEe " | geieeenee” ) VIA
viEYLIBLE L - 2.L0gs.821° ) g1sbrovert 662SE£2592" 1 EIA
€1pS81628°0- 080v66VL6°0 066€£S0v2S° 1 96VSELBEE "1 CLA
Q0N HdW a3n OUW
S3OUBTJBAOD

UOTIBWTIS] POOYTTENT WNWTXEW :STSATEUY 3unlONJ1S SJUEBTIEAD)
aJdnpasald SIWDI 8yt

L 0002 'zl ATnr ‘Aepsaupam g5:pi waysAs svg aul

293



[eL:€1] IHd :AJ3u3 XTa3ew 9129L°} Z13HVA e
[9:9) THd™ :As3u3z xTu3EN 82.SE°6 24HVA og,
{5:9171IHd :A43u3 xTIIEN 21289°¢ 14949 62
[¥:9) IHd :Aa3u3 XTJ3BEW 0L912° L~ 24549 82
[£:9] IHd™ :4AJ2u3 xTajen 612E8° €~ £4v49 e
[2:9] IHd™ :Au43u3 XTa3EN 059220~ 24€40 92
[1:9]7THA™ :Ad3ul xTa3eW 08€86°0- 24249 s2
[5:617IHd™ :AJ3u3 XTJ3EW 69220°¢€ 94HYA (&4
[$:6] THd™ :Au43ul xTJa3BW 1SeEvL 0 945490 €z
[€:6] IHd™ :Au3u3 xTalEp 15686°2- 94v40 22
[2:6171Hd™ :Ad3ul xTJ3EN 1£02€°0- 94€£40 12
[1:6]7IHd™ :Aa3u3d XTJ3BW £2959°0- 94240 02
{#:9]17IHd™ :A43u3 XTJ1BW 102£2°9 S4UVA 61
[e:p) THd :Au3ulz xjayep L6091 L S4¥40 8l
{2:v)7IHd™ iAd3u3 xTO3EW L60EV'0 S4€40 L1
[1:p) THd™ :Aa3u3 xTJlEW EI1SeP 0 54249 9l
[€:€) IHd™ :AJ43u3 XxyJdlew 0695V "L ¥ 3HYA Si
[2:€17IHd™ :A43u3 xTa3BW 6E812°0 v4€40 vl
[1:e17IHd™ :AJ43u3 xTJ3EN S€619°0 v4249 et
[2:2] IHd~ :A43u3 xTJa3ley v68EG I £4HVA 2l
[1:2) IHd™ :Aa3u3 xTJiew $2910°0 £4249 L
[1:1)7IHd™ :Au2u3 xTd3en 00£00°6 24HVA oL

T [9:e] vwvo  :Auauz xTalew SYBYS 0 L4VIAd 6

{g:e] WAWvD ™ :AJ3ul XTJIEW £6599°0- 94¥ IAd 9

[e:el viwvD™ :Aa1u3 XTJIEN £9855°0 vAVIAd L

[9:2) vwwve  :Ad3ul xFaiew 8£991°0- LAEIAd 9

fe:2] vAwvo  :AJlug XTJIBW ~ 8b520°0 v4EIAd S

(1221 vwAv9™ :A43u3 XTJ3EW 6v2vL-0 C4AELAd 12

[2:8] v13g~ :AJ43u3 xyJ3EN 20se8" t EIAVIAd €

[e:1]17vi3a™ :A03U3 XTJ4IBW Ly020° ) PLAZLAd [

[2:117viag™ :Aaaug xtaaew 85160°0- EIACIAD i
adA) alBwTlsy Jalsaweded

sajBwr)s3 TETITUL JO J0338A

UOTIBWT1S3 POOYTTOYT] WNWTXEN :STSATEUY 84N1ONJLS 3IUBTIBAOD
aJnpasodd SIAVO 8yl

8 000z ‘2l ATnp ‘Aepsaupam £S§:pl walskg SvS 8yl

294



6

0002

. {St:51] IHd :A91u3 xTIIEN 000(0°0 Y LIHVA €e
[vi:pt] IHd™ :£03u3 xyaien 8£900°2 £13HVA 2¢
adAy 81BUTYS] JalsweJded

Salewrlsy TETITUI JO 401387

UDTIBWTIS] POOYTTBNT] WNWTXEN :STSATRUY 8UN}INJLS 8IUBTIBAQD
aunpesoJd SITVI ayy

‘2L Atnp fAepseupsy €5:p) walsAs sys 8L

295



SPRIEILBIO} afueyy paud JanQ TeEN3OV
1-326L99S8"' v JUBWaTI JUBTPBUY SQY XBW
0 SIUTBUISUOD @ATIOY
¥} STTED uoTioung
S}TNSay uot
61071 1] 2-3vS8° v L1-365°9 y2650°0
€20° 1 0 +¥10000°0 6-3242°§ v.L650°0
S04 0 SE0000° 0 9-3686°¢ v.6S0°0
101 0 2eL00°0 62200°0 ¥2650°0
[3:] A% 0 cLp0°0 [AYAN!] v0290°0
sbe g 0 L6€9°0 6105°2 E2EEC’0
62€°0 6€20°0 9812°0 6220°€ L1GEL'C
2170 (/] 8S60°€ Svvv'e 60808°§
afueys epque) juauwaTty abueyn uotoun
pBIOTPaJY juatpedy uoTIouUN aatyoal
pue sqQy XeW aAT1oalqo
Tenloy
uaamiag
0TlEeH
96.GES18S° L} snipey
2€026E92ST "8 uoTiaung aAt123{qo
lJels uotl
514 (suot

ee

(8261) @J0W jo

0 epquen
¢8866€.650°0 uoT31ouNg aatroalqo
6 STTB) ueIqoOdE[
8 suotTleasyt

1ezTwrldo

p=t

OO0 o0oO00o0OoOOoOCO0O
NM LW O N~NDDO
O o0OO0O0OOCcCOoOOoOo
N MOT 0O N

4 sjuteJisuo) STTeD $].1B}SaH 1811
Qo BATIOY uoTioung

S0vSeveoy e #cwEme.u:mﬂume SqQy xXew
Q SIUTBIISUO) BATIOV

eztwrido

1BAJ3SQQ) SUOTIOUN4
S91BWTIS3 JalaweJded

eyepdn Buiteos

uotrlezruwtido 1pJenbaey-bBaaquenar

UOT1B8WT1S POOYTTANTT WNWTXBW :
aJ4npasodd

STSATEUY 84N310NJ1S AJUETJIBAO)
SITvD eyl

oL 0002 ‘gL ATnp ‘Aspsaupam e£S:vi walsAs Svs aylL

296



(23

0002

9212v£080°9
I1SE0L60L0°€-
20..400.496° 2~
v9eeevioge-
SLivovess v~
§2060069€° | -
6102€5862°0-
YOveELOLLE L~
2viSESYS6°0-

ISE0L60L0° €~
¥8960608L° v
LSEESOVLS E
vLivGR29SYy '€
8v6882€06° v
2881€0S69° |
062+95€50°" |
280282¥90° |
8691662€0° 1

XTJIEW TOPON P3l0TPadd

oM HdW
Livobess v~ S2060069€ " 1 -
S6882£06° ¥ 2¢881E0S69° |
£250€£.4S6°9 G6EL816VI°E
¥1505829°9 £89v.p912°2
9EBLLIEL L) 606625860 " ¥
16625860°v . 0ESEVYEL99°6
2v6.08S9° 1 9191502.6°0
926104i6" L eclezaove’ L
LL2Eu869° | 606298090 |
DSH OdW PIA

XTJIBN TAPOW P8IDTP3.Jd

6102£586L°0"
062¥9S£S0° 1
S166206v2° |
LELLSYVRE |
£ev6L0859° )
9191602826°0
42869.006°0 -
8929846020
89¢596¢¢8°0

¢0..00L96°2-
LSEESOV.S'E
IWEEVLLLL 6
YEL6Y10S0°S
£E€250£.56°9
S6ELBLGYIE
G166.06v2° 1
1GL16E962° |
LpL00LGET" |

L

s

€A

8202£v0000°0

syInsay uvofiezTwyldo

vaveliozze" -
480282v90° 4
1GL16€962° L
0Z.682822° |
192610816° 1
éclezgeove-t
B89298.60.°0
S.iv8le9ii’ L
¢lL0201vE8°0

v92cer198°eg-
|72 4°1:14 1) 2 >
ve16v10S0°S
ECEBBEOYB L
0b150S829°9
€89v.2v912°2
LELLSYYCE" |
02.68282¢2" |
92060959¢2° ¢

OUW

ClA

UOTIBWTISI POOUTTANT wnuixey :STSATEUY 8JNIONILS BIUBTUBAOD
8JNPadodd SITvI 8yt

‘zZ1 Atne ‘Aepsaupam g£5:viL

wa3ysAs SvSs ayl

J0K
HdW
:EL
OHW
DSW
DdW
LA
ELA
[4%))

evLSESYSE0-
B691662E0° 1
ZvL00LS€2° 1
920609582° 1
£9/22€8969° L
606298090° L
8925962280
2.02019€8°0
2gielsviv e

*pPaTLISTIES UOTJ83TJO_aduabianuos

OOW
HdW
a3
OHW
OSW
OdW
vIA
ein
SiA

ANOD9

sn¥ped

297



cl

v16290° 0} ul i5vee «:mrmELmPED

UOTIBWTISY POOYTTEYT] WNWTXEW :STSATEUY BUN1INJLS BOUBTIEAQY
aunpPasosd SITYD Byl

000z ‘gt ATnp ‘Aepsaupsm g5:py wayskg sys aylL

298



€l

£SE N TEeDT3TJ4D (E861) S,481780H

2666°0 2e1TaQ Xxa8pul pawJou-uoN (8861) uariod
2€S6°0 toyy xapul pawJoN (9861) uattog
1981°0 (1€61) A3J8)TTH ® UOSTIM 40 153)-Z
182€°0 I4N snotuowTsdaed (2861) 33asg B ‘NTeTnw 'sauwep
vv86°0 I4N (0861) s.1iauog 3 JaTiuag
0666°0 xapul pawdou-uoN (086L) S,3lauog 3 JeTiuag
v666°0 Ai1TRJ1U8) (6861) S,PTEUCAON
8189716~ UOTJ83TJ) UBTSBAEE S,ZJBMYIS
8.89°€9- 21vD (z861) s,ueBopzog
EESL L)~ UOTJI81ITJ) UOTIBWJIOIUT S,3YTEYY
2828 1} aaenbs-Tys g7 paiybramay Auoayl Tewson
L666°0 X9pul 3IT4 8ATIeaedwo) s,da3Tiuag
»S6L°0 114 8soT) JO A1TTTqEqO.d
6090 ITWT] 8duaptiuoy Ja3ddn %06 IAI3I
: ITWT] 20UaPTJUCD JBMOT %06 IAD3I
. ¢B86E°0 31BWTIST IAD3
22.0°0 JTWI 8duapTiuoy Jaddn %06 VISWH
: ITWT] 90UaPTIUOD J3MOT %06 VISWY
0010°0 81ewT1S3 YISWY
9g 40 aJenbs-Ty) T[8pow asuapuadapul
1S p8L aJenbg-Tyg TapoW aouapuadapul
192v°0 aJenbs-T4g < ud
2l 4a 8Jenbs-Tyo
L9ve-el asenbsg-Tyd
162€°0 (6861 ‘YTETNW) I49 snoTuowTsJed
v680°0 {ywy) Tenprsay aJsenbg ueaw 100Y
5256°0 (149v) wopaadd jo saaubag 40y paisnfpy 149
£/86°0 {149) xapuy 31T4 40 SSaupoo)
LB6S0°0 uoTloungd 114

UOT1BWT1S] POOYTTANT wAWTXeW :STSATEUY 84N1ONJLS 8IUBTJRAGD
aJnpasodd SITvI 8yl

0002 ‘2t ATnp ‘Aepsaupam €S:vL walsAg svs aul

299



vi

898190°0
222050°0

VESOY9IP00° -  6VLLb
6V.IpS5.620°0 £80SZ
169208524 L -  2ZBESI

91908006€4 " - 20160
1£96829€00°0 62919

QoW Hdii

91908006€1°- 1E96829€00°0
L0L601E210° - 6291920920° -
000000000Q°0  Z2L5181290°0
169E2EL010°0 2660943020° -
0000000000°0 S028260260°0
§028260260°0 LVEEYELEIQ" -
8626668E£80° - 98155v9020°0
Ol0LLGpSS2° - POBISEL6I0°0
206E6GbvILE - SVYEBOBGVLL" -

OSH 0dn

UOTIEWT1S3 POOYTTaxT] wWhuyxsey :SYSATERUY 8.4N1dnJls

o000z ‘21 AIne ‘Aepssupam £5:vl

Tenpysay eynTosqy Teuobeyp- 40 @bedaay
1enpysey 8Injosqy ebesasy

G2620°0 16920085211 - 6.20v82€20°0 QOW
Lv100°0 2BESIZDZ10°- 9SELZEQBSO0° -  HdW
49210°- 0000000000°0 992.106200° - Q3aN
6420v82E20°0 S9SELE98200°- 992.105200° - 212SIEY200°0 OUW
V€210° - 00D0ODDODOD 0 VEDE2E2010°0 DSKW
L0920° - 12.S1€1290°0 2660912020 - OdW
BO9EZIBEO0'0 6S2LE6VIE0°0 LIBOVEEBSIO - PLOPPEGEOO O bIA
€606001200° - 6YB669VP90°0 EEEETLVESLL” - LEESSPYLED 0 €A
YBZEOSESL0°0 0819.66450°- O0EY2ES6882°0 20.b9ZIELO°0 ZIA

:EL L) ]

XTJIBW TeNnpTsay mey

B09EZ18E00°0 €£606001200° -
6SZLEBGPIED"0 6VB6E69VYO0°0
1BOVPEEBSIO '~ EEEBZZVESLL -
VLOPYEGEDD O Z6ESSKPLED O
8626668€80° - 010kL5p5Se° -
8815569020°0 $8812E1610°0
Y0e8yy6S00°0 22222235500°0
Ll@.225S00°0 00N0000000 0
€095€89500°0 LIEVOELEND D

vIA ELA

XTIl TENpPYSay mey

aJnpadodd SI1vg 8yl

walsAg Svs auyL

¥B2E05€520°0
0B19£66450° -
DEPCESE8B2° 0D
20.p921€£20°0
206EBYVILE " -
SPEBOBEYLL -
€095€89500°0
LIEYOELEDO O
v9.E696Vv00° 0

CLA

8JueTJaEAO0)

aoW
HdW
83N
OUNW
osw
DdW
VIA
ELA
ClA

300



S£5.0°0 ZLA DIW
06£80°0- PLA OSW
: 60260°0 OdW osW
8sz2lL1°0- a3 A
L06EL "0~ OSW 20W
SE221°0- EIA aIn
86VLL 0" ZIA DdN
9¥SSZ 0- cLA osw
svize o-. 2IA OSW
G6882°0 ZLA a3n
TEenpisay uwnNTo9 moy

sTenptsay mey 1sabueq gL 8yl Jo uapJyg Ruey

UOT1EWT]IS] POOYTTINT] WNWIXEW :STSATEUY 8IN1ONJ1S SJUBTIBAD)
8unp8doLd SIv) 8yl

51 0002 ‘2L ATnr ‘Aepsaupam £S:v) waisAs gys 8yl

301



2S6.LL°0
E0E0EL 0

6606982220~
815962026°0
69858£89L° 1 -
2LL11659S5° 1
1S66.28E9° 1~
+10v0£020°0
L¥Si90bve 0
2DSOEE6OL "0
' 6688¥0V6€ 0

Tenprssy pazripJepuels Teuoberp-yi0 abeasay
Tenprsay pazypJepuels abeuaay

816964026°0
L8LG99V 11670
025.20v28°0-
6290€EELB2 0"
885926¥SY°0-
02ev2e9eL 0
001060S08°0
20G€12268°0
09bZ9€CEE "0~

69858€£89.° |-
0252/.0¥.8°0-
000000000°0
€6502.212°0-
0000000000
9GB6ECI0G"
6ECIYSEYL O~
9G20SEL0S "} -
82869v290° |

SLL1LI6S9S" L
6280E€482°0-
£65022212°0-
v6L0SPSLL 0
258094.22°0
LLPSL1I88Y0-
20S9v8ELL 0
29pb1gbbvb 1L

00N
HdW
43N
OHW
osw
odn
VIA
€A

Q0N

1G66428E9° |-
885926vSh0-
000000000°0
25808222270
000000000° 0
96v18.5/9°}
£9¥€600.S°0-
vOIEBLSL9 |-
OLPSIELPL D~

OSW

HdW

a3n

OYW

22G298€EE 0 [

XTJ1BW TenpIsay pazrpJepuels >AHmowu0uaE>m<

110¥0€0£0°0

022v2e9eL 0~
9SB6EEI0S " ¢
LivSiiagy 0~
96184529}
28Sv.8100°2-
LVIEEE981"0
6vv888100°2
80¥9L1559°0-

OdW

LyS190vve o
004060508 °0
6ECLYSEYI 0~
20S9v8EeL1 0
299£60045°0-
LY IEEETBL 0
LSSIPENLLT0
2209venLsL 0
4S82ve0LL™0

viA

20S0EE60L "0~
L0SE£12268°0
9520S€10S° L~
FA: 14X 4444 A"
YOLEBLSL9 ™} -
6vv888100°¢
2209vE0.LL°0
000000000°0
SY09YEDLL™O

EIA

6688Y0V6E°0
0942962€€°0-
B2869¢¥290° 1
2cS298ELE" 0
0LvSiELPL 0-
80¥9£1559°0-
cSBChEDNLL™ O
SPO9YEDLL O
LLSEYE0LL™O

(47

XTJ1B) Tenprssy pazipJepuels AT(eoriojduAsy

UOT1BWTISI] POOYTTANT] wnNWixel :STSATEUY 84NIINUIS 3DUBTIBAOD
a.4npasodd SIvI 8yl

91 0002 ‘g1 AInp ‘Aepssupspm £S:piL

waysAS Sys aut

J0W
HdW
:EL
OHW
OSW
OdW
VIA
ELA
CLA

302



(444401 EIA Ot
. YEL0S OdW 93N
SE10S° L~ EIA 3IN
16595 ° 1 DHW J0W
B82BE9 "L - OSW J0W
815297} OdW OSW
64529} - ELA OSW
6E89L" - :EL] Q0N
Z8100°¢2- DdW 0dW
68100°¢2 ELA DdW
Tenpisay uuntod Moy

STeNpPTsay paztpJsepuels Arrearloldudsy isabuen o1 ayl jo aapupg duey

UOTIEBWT1S] POOYTTSNT) WNWIXeW :STSATeuy aunlandisS aduBTJBAOD
8J4npadsodd SITVI ayl

t1 o002 ‘2l ATne ‘Aepsaupam ES:p| walsAs svs auyl

303



8l

XY
*
v

Yrysryrnae

4

AR E TR RN R XY
reey

rrun

LXYTY

.

oy

®

gg'e
00°'0
£9°9
gé'e
¢g'e
00°0e
00°0
L2484
ge'ee
68°8
68°8
68°'8
écé'a
00°0
00°0
L9°9
éc'e
gc'e

juasaad

(=)
-v—mco-vvtremom-v-w -

bayy

000s2°2
000002
00052t
0000S° 1
000s2"
00000° 1
000S2°0
0000S°0
000520
0

000s2°0-
00005°0-
00052°0-
00000° 1 -
00052} -
0000S " |-
000SL" L -
00000 °2-

sTenpTsay | sjuasaaday x Yoe3

00000°2
00052°1
00006+
00052t
00000 ¢
000sL°0
000050
00052°0
0

000s2°0-
0000G°0-
000S.°0-
00000° 1 -
000s2 " |-
0000S " |-
0Q0SL" |-
00000°2-
000s2°2-

sTenprsay pazipJepuels ATTeoTY01dwASy $0 UOTINQTIJIISTQ

UOTIBWTISI POOYTTANT] WNWIXEW :STSATBUY 84N3IIONUIS DIUBTJUBAOD

0002 ‘2t ATnp ‘Aepssupam es:vl

a.npasodd SITvYO aul

walsAs SyS a3yl

304



61

672
$8°8
0g.
0z's8
66° 2
80°8
anTep 1
8912°¢
L3bLAd YSED"O
¥13 0000° L + L4xBELL 0
€13 0000}

695eL°¢

9688Y |

SoveEL €

6v6v6° |
60£9.°0 Lv180°8
£90pS° 0 0L08L° Y
968EE " | SLiLLL'6
9€966°0 [12°12: A2
£2812°¢2 BZIEL L
LGS6L° L v8¥99°6
Jo4J3 a)EeWTyS
paepueyg

saTqetJep snouaboxy

2i01'€E

9dbIAd ELVD°0

+ 944082170
LLE2°S-

LAELAd SPEQTO

+ L4+8.61°0-

213 0000°}

g3n3
OHWI
[V E]
OdW3
ZAHYA Ld
94HVA 94
S4HVYA G4
vaHvA b4
3 €4HVA ed
24HVA 24
3 Jalaweled ayqQeTJep
40 S3duBTJEA
O0W3 0000t + 14 6988°0
HdW3 0000t + 94 9vE6°0
g93W3 0000°Y + S4 ¢6b8°0
OHW3 0000° L + v4 2006°0
OSW3 0000° 1 + €4 G888°0
DdW3 0000°L + 24 €€68°0
v9G66°2 9G€£0° 0t
vdvIAd £920°0 ELAYLAD 9ES0°0
+ b4+6820°0 + E1A«2BES O
8EBY ° | 2595 v
v4€IAd 80E0°0 C4EIAd PESO°O
+ p4«09v0°0 + C4+2901°0
€451°S5 8029°¢
VIACIAd 2iEL°0 ELACIAd 8BVILO
+ PLA+9949°'0C + ELA«600€°0

S81BWTISI U1TM SuoTienb3 ayqetrdep 1S3ajTuepn

UOTIBWT]S] POOYITANT] WNWTIXBN :STSATBUY 3JN10NJLS 33UBTJIBAGY

oooz ‘gt ATnp ‘Aepsaupam es:pi

a84npaandd SI7

walsAs Svs

vO ayl

ayl

0K
ddw
a3n
OUR
OSW
Odw
anTep 3
443 ms
VIA
anTea 1
443 pas
ELA
anTeA 1
443 pig
CLA

305



L GEIZS 0 89¢v0L €~ 44940 43 9d

21°6- 921920 9v6E6°E- 14549 24 S4
8v°s- BLES9°0 966856~ L1440 2d ¥4
£1-9- 8210t Z1L61°9- L4840 14 €4
gs°2- 92€89°0 Y6L2L 1" 14240 24 ed
¥9°9 2€829°0 £SE0S " b 94540 94 64
v0° L v2€85°0 tegoL ‘v 94v40 94 v
£2°9 18928°0 ¥0506°S 94€49 94 €4
FA AR 9pv8S ‘0 LEOED 2 94240 94 24
o1 av3e6’0 18909°9 EELIER] Sd [ Z]
69°9 ce8le’ oliea 6 G440 F [°F ]
FA A8 4 068€£6°0 [N 104 64240 S £}
20° 2 viogL’l G6.282°8 : 4€40 vd €4
yS° € 048L42°0 8v9ss e 4249 | & ] ed
62 v 00s0e ¢t 02yolL’s £4240 °F | cd
anTea 1 J0Ju3 mHmEHHmm Jalaweaed gJdep (JBA
pJepuels

sarqerdep snouafox3y Buowy S8JUBTJEAOD

20°6 086£0°0 S809€°0 v L3HVA via

86°8 26L40°0 219v9°0 E€13HVA €13

2l ot 991 °0 y8998° | 2 13HvA 23

9¢962° | a0w3

91609°0 HdW3

anTeA 1 Joau3 @1ewT1S3 J91aweled aTQETJEA
pJepuelsg

sayqeTJep snouabox3l JO SaoueTJEA

UOT1BWT1S3 POAUTTEXT] WNWIXEW :STSATEBUV 8JN10NJILS 8JUBTJIBAOD
a.unpasodd SIv) auyl

oz ooz ‘=i AXnr ‘AepsSaupam €SIeL waisAs Svs aul

306



8982°0 +£080°9 9c96ea° L 0N
veLB 0 1608L° Y 91509°0 HdW
t1eL° 90 S2142°6 69%¢L°2 a3n
galg o 669¢v8° L 9688V ° 1 o4n
v68.°0 821€4° L1 GaveL e osw
28620 pEIQ9°6 6616 ° | OdWN
¥665°0 210060 SB09E "0 vLA
20Sv°0 T4 VA B 219v9°0 ELA
$92¢°0 25bivte $8999° ¢ 49,
ausenbs-y aoueTJIBA ajuetdep . BYqQETJEA
1e10] 40443 .
SUOT1ETaJII0) aTdTITNW paJenbg
QN3 219470
HdW3 8SGE"0
8303 182S°0
DHW3 9Sev 0
DSWI 685y °0
D43 26vb 0
24PLAd g4V iAd P3viNd
v13 62E9°0 + Ld«8562°0 + 94+6v62°0 + v4.82€2°0
LAELAd v4ELAd
€13 2lbL°0 + L4+860P°0- + v4.6811°0
VIAZIAG
213 £028°0 + vLIALZ280V°0

+ + o+ o+ 4

+

N MMTWONMNDODO

24
94
E|
vd
ed
24
ELAVIAd

0.88°0
SPEE "0
2a6ve’0
1006°0
S888°0
pE6B 0

E1Ax0519°0

¢delAd

24.090£°0

EIACIAd

ELA¥L02°0

S31BWT1S3 PazIpJepuels YITM SUOT1ENbI 8TQBYJIEA 1S9 TUEW

UCTIBWT1SY POOYTTISNT) WNWTIXEW :STSATEUY 8UN1ONJYS SOUBTIBAOD

12 0002 ‘21 AInr ‘Aepsaupam es:vl

8.4Nnpadodd STvD sul

walshAs sys ayL

R
udw
ELY
Oun
osw
Odw

YA

€A

2iA

307



20.89°0- £4943 44 94

£0LI5 0" 14640 24 64
£8091S°0- 23¥40 24 vd
£2965°0- 24840 244 €4
6£522°0- 14249 14 24
06859° 0 94543 94 g4
82049°0 94v49 94 b4

’ 9E1p9° 0 9440 94 g4
0.862°0 94249 a4 £)
2SY52°0 S4v40  S4 b4
150020 64849 §4  ed
12220°0 §4240 S§4 24
$920L°0 VIO b4 £4
vS9LE"0 v4240 b4 24
BYYEE 0 £4240 €4 24
8lewtlsy Jalaweaed gJaep LJBA

saTqetJep snouaBox3 Buowy suotiersdao)

UOTIBWT1ST POOYTTANT] WNWTXEW :STSATEUY 8UN1DNILS 3OUBTIBAGH
aJ4npadoJdd SIv) 8yl

2z 0002 ‘zi ATnp ‘Aepsaupam g5:pt walsAs sys syl

308



buts {24949) {91tvAl [94549) [9440] [84€40]

. 100" | - R . . ; .

. 62620 . . . . .

: vsep' 1 0S6v°0S SY61 8L 0620 vy L1€S 6Y 09s€° St
Buts 124549) [94549) [6dHvAl {s4v40} {S4e40)

: 086"} : : : ' ’

: 0291°0 . . . . ,

: 6606° + 6622°92 0620 pv 2¢62'€es £v62° 1S LEQL bP
Burs [WETER] (g4v49) {64v49) [paHVAl [v4e40]

’ Ligy-2- . . ' : .

. 98%1°0 . . . .

: v980°2 1160°0€ LIES 6V £Y62° 1S EE1E'29 802g°6v
burs {24220} f94€401 fg4€49] {vaed40] {€4uvA)

. Liizez . . . . .

: 0221°0 : : : : :

: 9gze'z . 92557 48 09SE" Gt LE9L by 802¢ "6V 0028°€9
Guts {24249] (942431 {g4243) {v3249) fedz401

: §850°21- . . . . .

: £3v0°0 . : ' :

. SL00° ¥ B8S6E°9 0890°¢} GE4S 6L poeg et 999¢- 81
0OSK3 DdW3 24 94 54 vd €4

anTeA Jo abueys xouddy / A1TTTQRqatd / Xapul prem JO JBTTATITNN abuesBeq
SIUTEJSISUO) juelsuo) 403 sisay 81eT-/BATUN
XT4lew o7433uwAg
[S1:51) 1Hd™ S@aTpul 31sal PTEM pue JatTdryTnw abuesfiey

UOT1BWT1SI POOUTTaNT] wnwixew :SYSATeuy a4n3aNJ1S 3JUEBTJIBAQY
aanpadsoud SIyo ayy

g2 000z ‘2t AInr ‘Aepsaupeam e£S5:v1 wa31sAS SVS sy

{91249)

0890°2t

{32401

GEG5 6}

{v4240])

roes al

[e3240)

999¢g° 81

[24yvAl

pLIE"S9

]

94

Sd

LE]

€4

cd

309



§56¢2°0- s02L'0 80b1°0- S009°0
0¢9e’0 szeeo0 LS9€°0 S6L1°0
80€8°Q vGev 'y 1818°0 BI0B"}
€660°0 2L0EC°0- €bLv 0 L.86°0-
€12y o 0494°0 2950°0 9e0tL-a
99+9°0 6606° 1 6v99°€ y6v9°2
v9G1°0- S062°0 9€€0°0 082e" |
vLSE'O 98v1L°0 (4574 M) £080°0
69v8°0 p980°2 §520°0 £050°€
t1S0°0 6€2€°0- B8961°0- T4
Svvl'0 0z21°'0 BEES'0 16vL°0
c¢o0l 0 98¢E’2 128€°0 Ligo-2
€510°0- 60bb "1 2.82°0- +v026°0
§226°0 £5Y0°0 18b€°0 edev o
6600°0 5200 ¢ €6:8°0 Lep9°0
bi3 €13 ci3 O0W3

ve

6951 °2
129€°0
£0€8°0

LpeL 0"
€i2y°0
99v9°0

91pLy
S/GE°0
89v8°0

lELE°0-
SvvL°0
€90t 0

SLIL'O
§226°0
$600°0

HdW3

g3n3

8290°
B9ES”
vige’

clEe’
2158°
6vED "

LELE’
Spse -
geeo”’

legr”
8p9s°
S680°

elLie:
65.8°
veeo”

OuW3

anTeA jo aBuey) xouddy / A3}T1TQBQOUd / X3pul prem 4O 4atTdTiTNW abueaBeq

SIUTEJISUO) JUBISUOD 404 SIS 81BTIBATUN

XTJIEN OTL13WWAg

[S1:S117IHd seoTpul 31sal prem Pue JarTdriTny abuedsben

UOT1BWT3S] pooyTTayI] wnuwtxeyw :STSATeuy sunloNJly sauETJBAOg

84npasodd SIVI ayl

oooz ‘2t ATnr ‘Aepsaupap £S5:p)

walsAs svs auy

1-
0
0

0-
0
0

0
0
0

0
0

o

94

S4

vd

£d

ed

310



Buts Butg Butg putg Buts Buts Buts

. 56£9° 1 . . . . . .

N ONQP -o . - . - . . .

. 6606+ : : ’ : ’ .
£82¥°0 5966°0- S1.8°0- 8290° - Z.e2°0- LELE"O V{1 2L22°0-
8¥9L°0 ¥20€°0 ££82°0 89€5°0 115870 SPS8°0 892°Q 6528°0
S680°0 9€90° 1 9620°0 p1BE 0 6VE0"O 9€€0°0 $680°0 vv20°0
Buts Buts Buts puts Buts Buts BuTg

o 80b°2 : : . : : ‘

. 02210 . . . . . .

. 98zE 2 . . . . . .
L8002 64LL°0L~ €612°0 1800° |- LOEG "} LIEP 2~ L2 6850°91 -
0/21°0 £SY0°0 0EL6°0 5Ze2 0 0491°0 98y1°0 Q2240 £560°0
9g2e° 2 S.00'V . ozio'o pGev i 6606 ° | vg980°2 9gZe’R 5200° v
burs - [24uvA) [24949] (24540} {z4v40] {24843 (242491

. €612°0 . . : ) : :

: 0€16°0 : : : . ’ ’

: 0210°0 LE1G'E9 0S6%°0S 6642792 L150°0€ 9265 L¢e 8956€°9
osH3 0dn3 Vx| 94 gd vd €4 24

anTeA 4o abueyy xouddy / A1TTIqERqOJd / Xapul PTEM JO J3TTATATny 8fuesBeq
S1UTEJISUO) juelsuod J0J S1S8]| aleTJeATUN
XTJ1BH afa38WHAS
[S1:6L1 TH4 - s@orpul 31say PTem pue Ja1TdTITnW 8buedfig

UOT}eWTIS] POOYTTONT) wnuyrxepw ;sTSATRUY 8JN1ONJIS 8OUBT jgAO0)
aanpasoJd SITvO 8uL

sz o000z ‘zt ATnr ‘Aepsaupam gg:ip) wo3sAg SVS Ayl

23n3

DHW3

osw3

0di3

Ld

311



€v80°0 6S61°0- 820t 0 1BE£8°0- pSL9°0- . y102°0-

e12r 0 az8t°0 2950°'0 9€0L "0 €120 : 1168°0

99v9°0 6606 " | 6vv9° € v6p9°'2 qg9v9°0 ) 6vE€0°Q CELE]

oyt 0- 0092°0 {200 S166°0 88SZ 0 $102°0- 6€L42°0

LSSE°0 sovto 5506°0 [ZAY ] 88EL°0 21S8°0 1098°0

€558°0 80172 Lr10°0 12sv°e 2L’ 0 BYED D 80€£0°0 IR
Buis

vSb0°0 8.82°0- avsi Q- 8886°0- SLEE O~ : £682v°0

Spbl°0 0L2L°0 BEES 0 16¥1L°Q Shpl 0 ' av9s° D

2904°0 ggze-e 1280 1180°2 290170 : S680°0 DSW3

8400°0- : 128271 v8y2 0- S16p°0 8EES°'0- s6€9° 4 G966°0-

Y6Y6°0 £Sv0°0 EBLE O 0s2s°0 £08€°0 08170 p20E° 0

ovo0° 0 SL00° " 8566 °0 R 869L°'0 6606° 1 9£90° L 0dW3
BuTs

08840 2920°0- (WA ] yvie 0~ szie - : S1/B°0-

0429°0 6216°0 21v6°0 268L°0 0228°0 : £EBL'D

29€2°0 0zZl0°0 €£500°0 12£0°0 . 29e2°0 . 9620°0 4

v13 €13 213 20K3 HdiW3a aand OuN3

anfepn jo0 abueyn xouddy [ AyrTrqeEqodd / X3pul prem Jo JarydriTnN afueuabBeq
o SIUTEBJIISUO) JUELSUOD JO4 sisay ayeysesTupn
XTJSIBN OTJ1BWWAS
[S1:61) IHd™ SBOTpUT 1531 PTEM pue JatTdTiTnW abuesBen

UOTIBWIIST POOYTTANT] WNuTXel :STsATeuy aisnionuslyS aohey-BADY
a4np8oodd S1vD ayL

9z 000z ‘Zt ATnp ‘Aepssupam £s:vt we1sAS SV eyl

312



ySv0°'0 8.00°0- 08810 G562°0- £660°0 $9G1°0- Lis0'0

SvvL 0 v6v6°0 0429°0 029€°0 I FATM] t5€°0 Sbhvs 0
2904°0 0v00°0 29820 80€8°0 99v9°0 69¢8°0 29010
8.82°0- 1282° L 2920°0- s02L°0 L0820~ 5062°0 6£2E°0-
0L21°0 £5v0°0 6216°0 sze2 0 029170 ggvi o 0210
2g2¢° 2 5200 ¢ 0zZ10°0 T T4} 6606° + ¥980°2 982£°'2
8blL 0- »8b2°0- 1Z10°0 80b1°0- evLy 0 9e€0°0 8961 °0-
BEES 0 €81€°0 LLb6°0 LS9E°0 2950°0 2628°0 8E£€S°0
128€°0 BS66°0 £500°0 1818°0 6vb9°¢ 5520°0 128€°0
8686 °0- SI16%'0 iz o- S009°'0 2.86°0" ogze’ ! 621L"}-
1691°0 0635°0 - 288270 S6L1°0 9gat'0 2080°0 16bL-Q
1180°2 Ir0p 0 1220°0 8108° 1t v6p9' 2 £0S0°€ 1180°2
S1EE°0- 8€ES°0- G2.8°}- 6951 °2 2v2L°0- gipL-} 1elg-0-
ShPLT0 £0BE"Q 0£29°0 129£°0 £12v’o 526¢°0 Svvs0
290170 89470 28E2°0 2L0€8°0 99¥9° 0 goye 0 29010
OSH3 Ddii3 JE 94 °F} vd £4

antep jo afiueyn xouaddy /) A1TT1qeRqosd [/ %8Pul prem Jo JACTATITNW abusabeq
SIUTBJISUOD luBlSUQ] JOy S1sa) areragATun .
XTJlEW aTJiauwddg
[51:5L)TIHd™ SOOTPUT 3sal PTEM pUe JeTTAYITIW dSPuesBED

UOTIBWTI153 POOYTTANT) wiwIxey :STSAfbuy aunlonslS 23uerdBAcy
aJnpa’oud SITVY Byl

22 o000z ‘21 Ainp ‘Aepssupam £5:vt wsysAs svs 2yl

£€510°0-
§226°0
S600°0

60vb " 4
€5v0°0
SL00° ¢

248270~
i8v€°0
£8.8°0

v0e6°'0
ceer'o
Ibb9°0

Stito
See6'o0
S600°0

24

i3

€13

213

J0W3

ddwa

313



8e

[vi3dvAl

$610°0- 5b10°0- 6560°0 1922°0- €van'g oyt 0-
: $598°0 ZEL6'0 69vL°0 029¢€°0 glevo 156E°0
998} '28 1820°0 6110°0 1p0L°0 80€8°0 99v9°0 £558°0 ¥i3
[e13uval
¥610°0- . 2ELO'O tvi0°0- €vLL 0 6561°0- 0092'0
$598°0 : 68Y5°0 19v6°0 25220 0.91°0 G9v1°0
2820°0 LyLL 08 265€°0 9v00° 0 201" 4 6606 | g201°2 €13
(213uvAl
Spi0°0- 2€L0°0 : L190°0 selL o- 820v 0 £120°0
2E16°0 68vS°0 : €66L°0 £20v°0 2950°0 §506°0
61100 26SE°0 0005201 .avg90°0 . 9989'0 697 ¢ 11070 213
6560°0 Lp10°0- L1¥0°0 vv02°0- 6825°0 28EBQ- S166°0
69v2°0 19v6°0 €66.°0 161870 2e0z'o 9e01'0 vlLL0
tb01°0 95000 9v90°0 6150°0 v619° L ,pE¥9 e 12sv-e 20W3
1922°0- eyLL 0 S2LL0- 6825°0 85102 $ygt9°Q- BBS5Z°0
029€°D 2522°0 £L0¥°0 2e02°0 029¢°0 €1ar’qQ 88EL°0
80€8°0 02v° L 99890 v619° | 80€8°0 99¥9°Q , ero Hdw3
13 £13 213 20n3 HdW3 gan3d oHW3

antea jo abuey) xouddy / AITTIQEQOJd [/ XB8pul prem Jo JaTTdTIIng 8bug y6eq
SIUTBJISUO) JUBISUO] JOJ S}S3) BIBTJIBATUN
XTJIEN ITJIawwAS
{S4:51) IHd  S8OTpul 3S3aL PTEM Pue JaTTdTITNW abuesBer

UOTIENWTIST POQUTTaYT] wnwixew :STSATeUY aunloanueig aouet-BAoy
aunpadodd SIW) a3yjy

oppz ‘21 ATnpe ‘Aepsaupam es:vi walsAS SvS aulL

314



viya
9€0) 0
8€01°'0
L000'0
2040°0
29500
egvo‘o
£qv0‘0
ESYD’0
€evn‘o

bBETUS < Jg¢

Hd™ Uy s1aFTdritnw abue8ey 1uef487) 0) bYY JO 4BPIO NUUH

HOTIOWEIRT POOUTTENE ] GAWTXUA SHFSALDHY BUNTIN 11 BIUUTIRAGY

62 0002 ‘'zl ATne ‘Aupusupom £6iv)

91esv'¢
2veve ¢
gvavy ‘e
$é050'¢e
£6vv0' ¢
£eevro e
euL00 v
£9400°'y
¥8L00'
a49400'y

papnbg 1149

DUWT
9304
G4
vd
21w
§4
(]
OJ3
ed
a3

uwnta9

aJnpPadn g 8L WD Byt

wo18Ag 8vg Ou4

00W3
QW3
Q0W1
QW
€17
¢13
DdW3
Ddi)
€13
BHI

Moy

315



(]

Buts

[24p1Ad]

08ve°01

[£4E1Ad]

FA QY A

c120°0
6189°0
0891°0

14

Buts Burs butg Buts . futs

Butg Buts
629€°0- 00£9°0 : 2ISy°0 :
Livb 0 Sbiro : 06.20°0 :
YE6S'0 916v°'2 : 8v80°¢ :
[94vtAd) [¥av1Ad)

. ¥0€0°0 : SL10°0 2£00°0
: . 099£°0 : £965°0 $598°0
5029°6 12180 50v2°8 1082°0 1820°0

[pdeiAd] {24e1Ad]
vEVO "0 €540°0- : 6€50°0- ’
Livb 0 SpLL0 : 0620°0 :
PEBS 0 916v°2 516272 8v80°¢ vive-o2
9920°0- BEED' 0 vEL0 0 8200°0- 0S20°0-
8£29°0 . 168E°0 1652°0 G28L°0 £105°0
sove 0 00vL°0 0v60°0 29.0°0 225v°0
94 Sd b4 £d 24

antep 10 abuey) xouddy / AATTTIQEqOJd [ XBpul prem 40 J3TTdTITnW abBuedsben
SIUTEJISUOD 1UBISUGD JO) S1SBL 81BTJBATUN
XTJ1EN TBJBUBY
[8:6] wWWvD S82Tpul 1S8| prem pue JaTTdIITnw ebueubeq

UOTIBWTIS] POOYTTaRT) WNWTXEW :STSATEUY BINIINJ}S BOUBTJIBADD
a4npadodd SITvd 3yl

0002 ‘2t Atnp ‘Aepsaupam £5:v| wa}sAg §vs 8yl

DSW

Odi

vin

ELA

CLA

316



e

0620°0
0640°0D
€590°0

bsTyo < ud

08v80°€ ed
+8v80°€ ed
SE96E°€E Sd
aJsBnbs-tyo uwnyos

OdW
ELA
0N

Moy

“WAWvD uT sJattdritny abBuesBe }sabaen 0} 8yl jo aepd

Buts Buts
: ¥¥6L°0 LELE"O- .
: vy o €590°0 :
: vEBS "0 €96E'€ .
Buts Buts Buts
’ : 22228 0- .
) : 099€°0 .
: : 1218°0 .
buts Buts Buts Buts
Buts Buts
. 2.v8°0- £080°0- :
. Libb 0 0818°0 :
: SE65°0 6250°0 :
¥} 94 S4 ¥4

8061 °0-
8180°0
82€0°E

1€80°0-
L965°0
(Q01: 1A

Buts

S660°0
e098°0
0I€E0°0

€d

0 juey

6v2c0°0-
v598°0
4820°0

y€20°0-
¥598°0
,820°0

Buts

S9£0°0-
v698°0
4820°0

24

anTeA 40 afusy)y xouddy / A1TTTQEQOJ4d / Xapul pTem Jo J8TTdTITnw abueuben
SIUTBJISUO) JuBISUOD JO) S1S81 3IBTJIBATUN

[9:6] VWNvD S@2Tpul 3sei piem pue JaTTdYITNW 8Bueabeq

XTJ1lEN [BJBUBY

UOTIBWT1S3 POOYTTANT] WNWIXEW :STSATEBUY B4N1ONJ1S BIUBTIEAOD

000z ‘2l ATnp ‘Aepsaupam €Sivi

84npedn.dd SITvd 8yl

wa}sAs Svs 8ul

HdW

a3

DHW

317



Livb -0 arees ‘0 94 OUW
468€°0 666EL°0 G4 TIA
099" 0 0L218°0 E] Haw
0g9g9¢e°0 lt218°0 S4 VIA
SviL 0 €9i6p°'2 S4 DdW
SviLo y916v°2 *F] €A
9180°0 v8zen'e €4 0w
bsTug < ag aasenbs-tyg uwnto) Moy

TWNWNYD ug $48TTdTITNK abBueabeq 3sabaeq gi ayy 10 1apuQ juey
UOTIBWTISI POOUTTENTT WNWTXeW :STSATBUY aunyjonuig 82UBTIBA0Y)
84Npaosodd STIVD ayL

€ 0002 ‘2V AInp ‘Aepsaupay gg:pi walsAs gys auyy

318



butg Burg

829L°0- 244¥5°0- * 2282'0 ) a8€3 " 1 bS8 "0~ vSyv 0~ €0S1°0
16¥L°0 SkbL0 N 8v9L°0Q : 0L24°0 2S9S°0 02210 P6IEQ
802 28010 : S680°0 : 988¢°¢2 1698°0 9Qze°2 S166°0
buys
26.€'0 1608°0- osve"Q 2699°0- 0062°0 * 0520°0 0266° 1 Q€L 0"
062S°'0 688€°0 €EE€L°0 v20e°0 8€60°0 ' v028°0 €5¢0°0 Sveb o
461 eevi 0 ovse‘'e 9£90° | €808°2 * Si1S0°0 9200t 64€9°Q
Buts letAtiad]
0v20°0 £95v°0- S410°0 19600~ 8900°0 8100°'0 ' ' 18000~
69%2°0 029€°0 $28E°0 1SGE"0 26v9°0 1160 . : 2el6°0
P01 0 60E8°0 0vs2'0 £668°0 0202°0 G2lo0°'0 : 2E4L°001 611070
furs
6010°'0- 26£0°0 21v0°0- 9vL1"0 LvE0°0- 2099°0 29200 : S890°0
19v6°0 689€°0 EEEL0 9g9v1°0 8€60°0 £Sp0°0 6652°0 te S215°'0Q
av00°'0 S408°0 ovse‘e 8012 £808°2 9200V $€£60°0 : 68ip°0

[vingiad)  [€1A21Ad]  Butg

v910°0 §820°0- 9vv0°0 1010°0 8600°0- 200" : ' '
100470 29SS°0 0581 °0 0982°'0 L€£89°0 [ 23420} ) ' :
b8bl 0 egve’n 1826 ¢ LELD'O 099170 2L.8°0 916S°9¢ £898°9 '
JOW HdW EL] OHW OSKW OdW PLA CIA 2IA

antea 30 abueyg xouaddy / A3T[TQEQO4d / X2apul PTEM JO JaTTdYiTnw abue.aBeq
SIUTEIISUOD JUBISUO) JD) 53S8] BIBTJBATUN
XTJ1BW TOPOW 8SJaAUT-SNUIW-AITIUGP]
XTJlEN Teaauag
(6:6)7v138” s99TpUI 3581 PTEM PuB JBTTATITnW abueaben

UOTIBWTISY POOYTTBYT] WALIXEeW :STSATRUY 2JN12N I11S BOUBT.JEAQD
24NpadoJd SIWI auL

€€ 0002 ‘21 AInp ‘Aepsaupam g5:vt wa3sAs Sys aui

DSW

OdW

ELA

ClA

319



esv0’o SS200°p DdW ELA
€500°0 85.00°v ElA 0dW

bSTYo < J4d atenbs-Tyn uwnTo) MOH

“w13g~ ur saarTdriTnw afiueaBeq isafisey 04 8y} 10 JapJp yuey

Buts
N 2a8t ‘o 9S.1°0- 6599°0 12ci o~ 9800°0 LB60°0 09€0°0-
* 2.5€°0 0L.0°0 viLL°0 Y101 0 obv6° 0 cL08°0 6216°0
* 62v8°0 €.21°¢ [X4°1 A ove9-e 6v00°'0 9650°0 a2i0-o
Buts
180p°0 * 942170~ 8eL1'0 96v0°0- £0S0°0- | ZAY AN [AJ AN ]
2€02'0 . izee 0 8BEL"0 2669°0 G1569°0 8S6€°0 S2E2'Q
v619° L - ov9L°0 2t 0 0202°0 G961 °0 L2L°0 psev - |
futg Burg
02¥9°'0- 6910° 4~ N csel"0- ‘ oLve o CEE0°0- ce0E 0~
9c01L"0 elev’'o * L1S8°0 . 049¢°0 1G88°'0 0491°0
649" ¢ 99v9°0 : 6v€0°0 : 6606 " | 2020°Q 66061
fuis
6v9L°0 +502°0- 8EFO°O- : LGEQ 0 8S880°0- 85S0°0 LpOv ' 0
viLL o 6844°0 SIlEB'0 : 6618°0 §529°0 (ar421: ] a8yl 0
[ X4°] A4 62800 €SY0°0 : 68150°'0 £8ee’' 0 20E0’'O +980°¢
JOW Hd ! |3 Oun DSW OdW vIA ELA

antepn jo abueyp xouddy / A1TTrgRAodd / XBpUI PTEM JO J48TTdTy[nW abBuedben
SIUTBJISUO) JUEBISUO) JOj S158) B)ETJBATLN
XTJIEN TIPOW 8SIBAUT-SNUTH-A1TIUEp]
XTJlel Teaauan
[6:6]17v138~ Sasfpul 1531 pieM PuB JOTTATITNW abBuesbeq

UOT1BWTIS] POOYTTAHT] WNNTXEW :STSATRBUY 84N}INIYS BOUBTIEAD)
84npadoad SI1IVI aul

vE 0002 ‘ZL AInp ‘Aepsaupam es:vi walsAS Svs ayl

vazgo-o
£28L°0
€9.0°0

ZLEQTO-
122970
LT ]

tv84°0
8ivi°0
2S60°¢

gieo’0
996270
196070

2iA

0N

YdW

a3n

[o}.14]

320



P4 =153 1] 2siee e

bgTIyg < 44 asenbg -Tyn
--JUBWaJOUT BIBTJBATU()- -

1sal

0210
LZAN 1]
vi11°0
SE01°0
viol o
BE60°0D
BEGD'0
02.0°0

bsTyg < ud

(4514 1] 3

bsTU) < ag 40

[4°13 YAk 4

aJenbs-Tyo

..... SOT1STiElS aATIETAWNG------

PTeM 8)BTJBATITIN astmdals

6S82e°e ELA
802sy e 20W
viesv'e Oouw
GE6v9° e oowW
€0p89-2 DSW
12808°2 osy
228082 OSKW
l2lgl ¢ EL]
aaenbg-Tyg uwnyon

OSW
DHW
Q0K
a3In
fe2ell]
OdW
EIA
Jon

Moy

v4EILAd

J3jawedey

“vi38" ut saatidraTnw sbuesben 1sabuey 01 8yl Jo Japug Muey

UOTIBWTIS] POOYTT3NTT WNWIXEW :STSATBUY 3JN}ONJIS BOUBTJEAQ]
2.4npadadd SIMvy ayl

SE 000z ‘2t ATnp ‘Aepsaupap g5:p)

walsAs svyS ayy

321



APPENDIX G

In-depth interviews



MEETING PLANNER FIELD INTERVIEWS

Position* Company

A. Conference Manager UK international accounting and consulting firm
B. Conference Planner UK international consumer product company

C. Sales Office Manager UK international pharmaceutical company

D. Convention Manager UK trade association

E. Meeting Director American association

F. Corporate Training Manager =~ American international postal company

G. Meeting Manager American international insurance corporation

H. Corporate Meeting Planner American international information technology company
* All positions are headquarter-based

Date
Interviews were conducted between January 1998 and February 2000

Place
Some interviews were conducted in person. Most were conducted by phone.

Time
Interviews lasted from half an hour to an hour and 15 minutes.

Years as meeting planner % of time Meetings per year
A. 23 years 85% 85
B. 28 years 100% +200
C. 14 years 20% 15
D. 24 years ) 90% 48
E. 6years 80% 12
F. 8years 10% 45
G. 18 years 100% 350
H. 9years 100% 70

Could vou please tell me about the kind of meetings vou book?

Conventions B D E G
Exhibitions/Trade shows C D E G
Meetings/Seminars A B C D E F G
Incentives C G
Shareholder meetings B G
Board meetings D G
Other (dinner events) B
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What are the main types of venues that you use for the meetings vou book?

In-house A B C F G H
Hotels A B C D E F G H
Cruise ships

Convention Centres A D

Universities F G H
Public facilities. G

Other

When you book meetings at hotels, what is the type of hotel you primarily use?
City centre A B C D E G H
Resort B C D E G H
Airport C F G H
Suburban B F G H
Other

Comments:

C. Uses resorts for incentives

F. Likes locations away from city centres

G. Increasingly uses hotels that belong to International Conference and Convention
Association

Do you prefer to book meetings at:

Chain hotels A B C D G
Non-chain hotels B C D
No preference E F H

If you do have a preference, would you explain your reasons:

A. Chain Reputation
Recourse to national Sales Manager in case of problems
Ability to build on existing relationship with chain

B. Non-chain Prefers high quality country hotels

C. Chain Known high standard of service and product quality
Non-chain Prefers Leading hautels and Preferred hotels (same reason)

G. Chain Relationships with corporate Sales and Marketing department
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Do you feel the following methods are "not important " "important ", or "very

important" in the communication of a hotel's value proposition [offering] to the

meeting market?

Word of mouth
Advertising

Guide books

Travel agencies
World Wide Web
Trade shows

Hotel sales reps
Reservation systems
Special promotions
Awards/Star ratings
Brand/Image

Hotel nat'l sales office
CD-ROM presentations
Hotel videos

C & V Bureaux

Comments:
B. Special promotions
C & V Bureaux

Not Very

Important Important Important
F E ABCDGH
EFG ABCDH
FH BDE A
BDEFGH A C*
ACDF BH EG
CFH ABDG E
BCD AEH FG
BFH CDEG A
ABCDEFGH
BCEFH ADG
BEH ACDFG
BEF CDH AG
ADEFH BCG
ACDEG BFH
CF ABEGH D

Prefers one-on-one on-site meetings.
Only used for out-of-town events




If someone asked you if you were "committed" to booking meetings at this hotel.,

what would the word "committed' mean to you?

A. To actively seek to place meetings at a venue of choice.
Use venue as benchmark for other venues.
Feel confident in recommending a venue to colleagues.

B. Close working relationship with hotel's management and staff.
Hotel provides added value in terms of quality of service and facilities.

m o 0

it

Hotel is first choice when booking meetings in this region.
Excellent facilities and service.
Receiving a consistently high standard of service.

Excellent relationship with management and key staff.

G. Long term working relationship.

H. Trusting relationship and close working relationship with sales department.

Would vou say that vou are committed to booking meetings at this hotel?

A. No

B. Yes

C. Yes

Degree of complacency among certain members of conference and
banquet staff.

A number of requests had been mis-communicated.

Some staff showed great commitment but this was not reflected in all
areas.

Events are handled to my satisfaction.
High quality conference space.
Responsive service.

Easy to do business with.

Understand professional meeting planner's needs.
"Speak the same language".

Efficient level of service (check-in, food served on time).
They are proactive

"I don't have to ask - they know."



D. Yes

E. Yes

F. Yes

G. Yes

H. Yes

Excellent facilities.
Good mix of break-out rooms.
Professional service standards.

Overall high standards of facilities and services.

Partnership.

We're not just a number.

Consistent service. :

Value - we're willing to pay more but we want quality for our money.

High quality service.

Professional sales and conference services departments.
General manager gets involved.

Long-term relationships.

Low staff turnover - have dealt with same Sales Manager for years.
High quality of facilities - especially upkeep.

Flexible in pricing - willing to make offers in low season.

High ratio of staff to customers.

Now would vou please think about a 4 or 5 star hotel where you have booked
meetings in the past, but where you don't book meetings any longer.

What are the main reasons that you don't book meetings there any longer?

A. Lack of quality space.
Complacency of staff and management.

B. Lack of consistency.
Food and meeting breaks not served on time.
Poor quality of food and service standards.
Agreements made by sales staff not met by hotel.

C. Unprofessional staff.
Everything has to be asked for and detailed.
Lack of accountability by operating staff.
Unreliability.

D. Low service and food standards.
Run down facilities.
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E. Hotel made promises they didn't live up to.
Overall bad attitude.

F. Agreements made were broken (added charges later).
Our business was not valued.
Frequent changes in management and key department heads.
New staff did not understand our needs.

G. Unreliable, weak Convention Service Manager.
Did not receive what was promised.
Unsatisfactory service.

H. Poor service.
Extra charges added after signing of contract.

In order of importance. what are the key factors for you in your overall evaluation of
a 4 or 5 star hotel as a meeting venue? ’

A. Meeting facilities that match conference requirements.
Flexibility in understanding of organiser's viewpoint.
Clear and strong communication lines to all involved to ensure smooth running.
Continued and consistent commitment from all staff to high levels of service.

B. Quality of meeting space.
One staff member assigned to co-ordinate all aspects of meeting, providing
continuity.

C. Venue understands meetings and meeting planner needs.
Flexibility of hotel, allowing meeting planner to make changes without hassle.
Same person with whom meeting arrangements were made is in charge of
handling meeting co-ordination (9 out of 10 times, this is not the case).

D. Quality of facilities and service staff.
Professional support services (A/V).
Dedicated Conference Co-ordinator.

E. Quality of service.
Convenient location.
Quality of guest and meeting rooms.
Conference Co-ordinator and concierge service.
Excellent amenities.

F. Adequate high quality meeting space.
Well furnished and decorated guest rooms.
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G. Hotel must pass unannounced inspection.
Satisfy quality standards (overall appearance, rooms, food and service).
Pass risk assessment (questionnaire filled out by hotel in form of a check list
regarding life safety systems, security, etc.)

H. Overall high standards.
Value for money.

Are there any areas where you often encounter difficulties in the planning or staging
of meetings at 4 or 5 star hotels?

A. Sales staff has insufficient knowledge and details about technical capabilities of
meeting rooms.
Site inspections are conducted without F & B staff being present.
Incorrect posting of invoices.
Reservation department often in the dark regarding finer points about rooms
(non-smoking, suite configurations).
Information provided about meeting facilities (sizes, capacity, etc) on brochures
is often incorrect.
Venues should seek advice from meeting planners and production companies
when planning meeting spaces.

B. Overall quality of space and design.
Inadequate lighting,

C. Bills can be difficult to decipher.
Person who made booking and meeting arrangements at the hotel is usually not
the same person who handles the actual meeting (9 times out of 10).
Meeting planner therefore needs to go over the details again.

D. Lack of sufficient breakout space and informal lounge to allow for networking.
Frequent staff turnover.

E. Once booking has been made, response time from convention co-ordinator is too
long.

F. Larger, more flexible meeting spaces are required.
For training sessions lasting more than a week, guest rooms should be larger and
better equipped (coffee making, small refrigerator, improved technology).

G. Indifferent staff.
. Lack of professional training.

H. High hotel staff turnover.
Inflexibility in pricing (meeting planner must demonstrate value to the client).



Now I'd like to ask you some questions about specific areas relating to the products
and services that 4 and 5 star hotels offer to the meeting market that are most

important to you:
What are the product attributes (for example, the hotel's setting, facilities, design

features) that are most important to vou in booking meetings at a 4 or 5 star hotel?

A. Quality of meeting facilities.
Décor and state of repair.
Hotel setting.
Standard of hotel bedroom facilities.

B. Daylight in meeting rooms.
Comfortable chairs.(standard banquet chairs are not good enough).
Square meeting rooms.
Dedicated areas for meeting breakouts.

C. Hotels should custom design meeting rooms and breakout areas.
Facilities are often inefficient and do not provide sufficient flexibility.
Up-to-date technical and audiovisual equipment is often lacking.
Informal room required to meet, relax, play games, etc.
Guest rooms don't need to provide over-the-top amenities but should be spacious
and comfortable.

D. Purpose-built conference and meeting facilities should be designed with the input
of meeting planners. :
Even many new facilities are inefficient and do not reflect client requirements
(layout, décor, technology).

E. All meeting rooms should be on the same floor and near each other.
There should be choices for dining.
There should be a casual, informal bar / lounge.
Need high uniform standards.
Need flexible business centre providing support services (fax, computer, message
centre).

F. Larger meeting rooms.
Better designed guest rooms and suites (with small refrigerator).
Well equipped exercise facilities.

G. All breakout rooms on same floor.
Meeting rooms with daylight.
High quality up-to-date technology.

H. Meeting rooms fully equipped with state-of-the-art technology.



Guest rooms with two telephone lines, computer jack, large writing desk (with

second telephone and good lighting).
Informal bar / lounge (where women feel comfortable) for networking and

informal gatherings.
Staffed business centre.

Which aspects of service do_you value the most at a 4 or 5 star hotel where vou
would book meetings?
A. Prompt reaction from F & B staff.

Consideration towards delegates from all staff.
Flexibility (responsive to last minute changes).

B. Dedicated conference service desk (fax, messages, overheads, etc.).
Well-serviced coffee break area.

C. Qualified staff.
Sufficient number of staff present to service function.

D. High level of staff professionalism.
Low staff tumover.

E. Experienced convention co-ordinator.
Overall 'can-do' attitude of staff and management.
Recognition of meeting planner needs and overall client requirements.

Ability to respond to special requests.

F. Responsiveness of hotel staff.
Efficiency of staff - no hassle.

G. Conference Service Manager makes or breaks conference.

H. Professional, experienced Conference Co-ordinator.
Experienced staff in handling conference technology.
Airport shuttle service.

Which aspects of vour working relationships with the hotel's staff and management

are most important to you?

A. Honest and frank discussion regarding what can and can't be achieved.

Prompt to response to planning queries.
Genuine sense of teamwork between meeting planner and hotel to achieve

meeting success.

B. Continuity of hotel contact.
Low staff turnover.
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C. What was promised / agreed is delivered (this is often not thé case).
Good internal hotel communication between the different departments (this is

often a major weakness).

D. Flexibility in pricing arr ngements. [pricing]
Reliable, stable relationships.

E. Professionalism and positive attitude of Sales Manager and CSM.

F. Commitment is to the people at the hotel, not the facility itself.
Most important to have a trusting relationship between meeting planner and hotel

management. Two examples:
1) Company had a nation wide strike and had to cancel a confirmed booking

on short notice. Hotel did not invoice cancellation fees because of long-

term relationship with company.
2) The same hotel was once badly overbooked. Meeting planner agreed to
move his group (48 people) for two days to another property, thus helping

out the hotel.

G. Excellent relationship with General Manager and CSM.

H. Trustworthy relationship with hotel management.
One contact person for all meeting arrangements and on-site service co-

ordination..

Are there any extra benefits that 4 and 5 star hotels provide to the meeting market
that are particularly valuable to you?

A. None

B. None.
Meeting planner feels that they are an indirect bribe.

Upgrade to a suite for conference leader or VIP is seen as acceptable.

C. Doesn't like frequent stayer bonus points.
Prefers straight negotiations.

D. None.
Prefers fair pricing to benefits.

E. 50% discount on guest rooms for meeting planner and staff working the event.
Upgrade to VIP suite for association President.

F. Not the main issue.
Nice to have (such as frequent stayer programme).
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U. INOne.
Have ethical problems with extra benefits and 'goodies' for meeting planners.

H. VIP upgrades.
Frequent stayer programme

Which aspects of a hotel's pricing structure for meetings are important to you?

A. Pricing of meeting room hire, F & B charges and accommodation charges should
be negotiable.

B. Prefer package: all-inclusive with guest rooms, F & B, meeting rooms and A/V.

C. Likes 24-hour daily delegate rate.
Clarity in pricing.
Billing should be easy to understand and 'up-front'.

Have had problems with beverage charges - insist on payment based on
consumption.

Must be able to trust in billing.

D. Transparency in billing.
Hotels should reduce room and F & B rates for larger functions.

E. Many hotels price themselves out of the magkei with their room rates.

F. Like one-price package but still want flexibility (for example, when own
technology equipment is used).

Like to have an itemised breakdown of charges.

G. One package rate is great for standard meetings.
Company insists on a satisfaction guarantee with a penalty clause if 20% or more
of conference attendees are not satisfied with hotel's products or services.

H. One package price.
Standard banquet meals are too expensive.

Does not like the automatic service charge added to F & B functions (sometimes
as high as 20%).

Are there any indirect costs (like time, effort. convenience) that are particularly
important to you?

A. Meeting planner is careful not to book meetings at hotels where travel time and
transportation costs are too high for delegates.



. r10T€ls WNal We USe Consisiently snoula have a recora ot all our meeting
requirements so that we don't have to start from scratch each time (detailed

meeting history).

C. We will to deal with people who understand conference and meeting planner

needs.
A hotel should have customer data base.
Hotel should be prepared for next meeting (like a tailor who has taken your

measurements).

D. Toll-free telephone number.
Efficient, cost-effective dealings with Sales and Conference Co-ordinator.

E. Lack of CSM.
Staff is sometimes unprofessional.

F. Working with the same hotel (they know what I want).
Reduces hassle, easy to do business with.
Likes long-term relationships.

G. Often a result of hotels that are not prepared ahead of time for meeting
negotiations and planning.
Meeting planner now sends a Meeting Profile Check List ahead of time to the
hotel, listing detailed requirements.

H. Often a result of inefficient Sales and Marketing department.
Hassle in straightening out inaccurate bills or late bills.

Which aspects of problem resolution are most important to you?

A. Gaining a sense of teamwork with hotel contacts.
Having constant and immediate access to relevant staff.
Open and honest discussions / communication.

B. Immediate problem resolution.
No hassle.
Hotels should improve employee empowerment down to the lowest level.

C. Staff at all levels should have the authority to solve problems.

D. On the spot problem resolution.
"Can do" attitude.

E. Proactive CSM with problem solving skills.
F. Positive attitude.

Not 'you' or T' have a problem, but ‘we' have a problem. Let's solve it as partners.
Direct line to GM with invitation to call even at home if needed.
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G. All are important.
Immediate attention is required to solve problems.

H. CSM must have the authority to make on-the-spot decisions (i.e. price
corrections).

Thinking in general about 4 and 5 star hotels. where do vou think hotels could make
the greatest improvement in their offerings to the meeting market?

A. Accuracy of publicity material.
Greater flexibility with option dates.

B. Front-line staff sufficiently trained.
Hotels request feedback from meeting participants, but don't seem to be
responsive in taking corrective actions.

C. Improvements in overall quality of product and facilities.
One dedicated hotel contact person.
Empowerment of staff.

D. Improvement in meeting facility design and layout.
Improvement in professionalism of staff through continuous training.

E. Up-keep of facilities (will not use one of the well-known hotel chains beca_lusé
their facilities are increasingly run-down).
Quality and standards of service.

F. Improvements in technology in guest rooms, meeting rooms and breakout rooms.
Proper design and size of meeting rooms.
Providing lighter, healthier food.

G. Hotels should be more interested in what the objectives of a meeting are.

H. Lower staff turnover.
More sophisticated technology.

Are there any emerging trends that vou are aware of in the meeting market?
A. Improvements in technology.

B. Increased sophistication of A/V presentations.
Lighter food with more choice.

C. Hotels should be more up-to-date on emerging technologies. [improvement]

D. Improvements in technology and hotel's ability to provide technological services.



E. Communicating with hotels via electronic means to make meeting arrangements,
finalise bookings, last minute changes, rooming lists, etc.

F. Purpose-designed meeting facilities. The old banquet rooms will not suffice any

longer.
More professionally run meetings.

G. Healthier food.
Improved technology in all rooms.
Meetings more efficiently run.

H. State-of-the-art technology in meeting and guestrooms.
Purpose-built, fully equipped amphitheatre appropriately furnished.
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