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ABSTRACT

STATISTICAL ANALYSIS OF TOTAL SERVICE QUALITY: AN
APPLICATION IN TURKISH TOURISM SECTOR

Tourism industry is the one of the most profitable sector in the world. This in
turn brings about competition. Tourism businesses has worked to improve service quality
to remain in this competitive environment. The aim of this study is to determine the factors
which will be affected on total service quality and conduct the statistical analyses of these
factors. A total of 55 employees were asked questions, 245 employees were reached.
Collected data were purified from the extreme values and outliers. Then, Statistical
methods which were Reliability Analysis, Principal Component Analysis (PCA), Multiple
Regression and Correlation Analysis (MRCA), ANOVA (Factorial Experiments) and
Measure of Association and Correlation (MAC) were used. MRCA and ANOVA analyses
which were interpreted initial (before PCA) and modified (after PCA) were performed
and results were evaluated for two parts. In initial model, public cultural level had
difference on total service quality, and in modified model, it was revealed that company
quality had difference on total service quality. Also in MAC, it was seen that there was a

relationship between gender and total service quality.
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OZET

TOPLAM HIZMET KALITESININ iSTATIKSEL ANALIZi: TURKIYE
TURIZM SEKTORUNDE BIR UYGULAMA

Turizm endiistrisi diinyadaki en karli sektorlerden biri haline gelmistir. Bu da
rekabeti beraberinde getirmektedir. Turizm isletmeleri bu rekabet ortaminda
tutunabilmek igin hizmet kalitesi konusunda iyilestirmeler yapmaktadirlar. Bu ¢alismanin
amact da turizm sektoriinde  toplam hizmet kalitesini etkileyebilecek faktorlerin
belirlenmesi ve bu faktorlerin istatistiksel olarak analizlerinin yapilmasidir. Calisanlara
toplam 55 soru sorulmus olup, 245 calisana ulasilmistir. Oncelikle toplanan veriler u¢
degerlerden arindirilma islemi yapilmistir. Istatiksel metot olarak RA (Giivenirlilik
Analizi), PCA( Asal Bilesenler Ydntemi), Coklu Regresyon ve Korelasyon Analizi
(MRCA) , ANOVA (Faktoriyel Deneyler) ve MAC kullanilmigtir. MRCA ve ANOVA
analizleri baslangi¢c (PCA oncesi) ve degistirilmis (PCA sonrasi) olmak iizere iki kisimda
yapilmis ve ¢ikan sonuglar iki sekilde degerlendirilmistir. Baslangi¢ modelde halkin
kiiltiirel seviyesinin toplam hizmet kalitesi iizerinde bir fark olusturdugu, degistirilmis
modelde ise sirket kalitesinin fark olusturdugu ortaya ¢tknustir. Ayrica MAC analizinde

cinsiyet ile toplam hizmet kalitesi arasinda anlamli bir iliski oldugu goriilmiistiir.



ACKNOWLEDGEMENTS

| would like to thank my advisor, Prof. Dr. Rauf Nurettin Nisel for his support,
valuable advices, and endless patience throughout my study.
| would also like to thank my dear family and my firends for supporting me.



LIST OF TABLE

Page No.
Table 1:What is Total Quality Management? ..........cccovveiiiiiiieieieese e 4
Table 2:Explanations of Ten Dimensions of SERVQUAL ..o 25
Table 3:Popular Models of Measuring Service Quality in the Hospitality industry ................... 29
Table 4:Building Table based 0N PCA FESUILS ........ooiiiiieieee et 43
Table 5:AULtOCOrTElation CrItEITA.......c.coveiiriee e neesne s 49
Table 6:The measurement Of SCAIE TYPE........voiiiiiiieee s 50
Table 7:Reliability StAtISTIC.........cciiiiiie it re st e sreere s 55
Table 8:1eM-TOtal STALISTICS ....vviveiiiiiie et enresres 56
Table 9:Reliability StAtISTIC........ccciiiiiic et se e s re et e sreare s 56
Table 10:1tem-Total StAtISICS .......civiiiie it sreeraenaesnes 57
Table 11:Reliability STALISTIC. ........cceiveieiiiiiie e 57
Table 12:1temM-TOtal StALISTICS .......coveveieieisiee e 57
Table 13:Reliability STALISTIC. ........cccoiveiiieiiire e 58
Table 14:1tem-Total StAtISTICS ......cieieieieirire e 58
Table 15:Reliability STAtISHIC.......cvciiiiiic et ere s 59
Table 16:1tem-Total StAlISTICS .....veivviriie e neenres 59
Table 17:Reliability STAtIStIC.......c.ciiiiiie it ere s 60
Table 18:1tem-Total StAlISTICS .....veiviiiiie et neenres 60
Table 19:Reliability STALISTIC.......c.ciiiiiie it ere s 60
Table 20:1tem-TOotal StAtISTICS ......eoveieieieise e 60
Table 21:KIMO and Bartlett's TSt .......ccviviieeiieiesie e s e e esaeneesnes 62
Table 22:Total Variance EXPIAINEd ...........ccovoiiiiiiie ettt 62
Table 23:Rotated COMPONENT MAITIX.......coiiiiriiiiieieei s 62
Table 24:Classification of variables intdo COMPONENTS ...........cccieiieiiiieeie e 63
Table 25:Correlations Matrix for LINEAritY.......c.cccoeiiiiiiiiiiiiic e 65
Table 26:Test 0f HOMOSCEUASTICITY ........ovveviiiiieiiiesieri e 66
Table 27:Test 0f HOMOSCEAASTICITY .........civiiiiiiiii ettt s 67
Table 28:TeStS O NOIMATILY ......ocvoiviiiieici e 67
Table 29:Levene's Test of Equality of Error VarianCes..........ccocvvveieneieieieieesese e 68
Table 30:Tests of Between-Subjects EFfeCtS.......ccoiiiiiiiiiicic e 68
Table 31:Correlations MatrixX fOr LINEAITLY.........ccccererreriiieiiiiisese s 69
Table 32: Pearson Correlations MatrixX for LINEArity ...........ccoocevvreeiiiiieeierceiere e 70
Table 33: Test Of HOMOSCEUASTICITY .......c.coiiiiriiriiiieieeieie e 71
Table 34: TestS OF NOIMAIITY .....cc.oiviiiieiei s 71
Table 35:Levene's Test of Equality of Error VarianCes..........ccocveeeeieeieninieene e 72
Table 36:Tests of Between-Subjects EFfeCTS........c.cviiiiii s 72
Table 37:Gender * cC CrosStabUIAtION ...........coiiiiiiieie e 73
Table 38:ChI-SQUAIE TOSTS ... iiiieiieiee ettt sttt re et e e stesaeeeeseeereeneeeneas 74



LIST OF FIGURE

Page No
Figure 1:Dimensions of Service QUAlITY ...........ccooiiiiiiiieicceee e 21
Figure 2:Dimensions of Service QUAlITY ..........cccooiiiiiiiieicc e 22
Figure 3: The three-dimensional model of service quality............cccccoviiiiiiiinic s, 22
Figure 4:Model of SErviCe QUANITY ........ocveiviieieieise e 23
Figure 5:Hierarchical Model of Service quality.........ccccoeiiiieiiieciese e 24
Figure 6:Dimensions 0f SERVQUAL ..ot 25
Figure 7:Service Quality Gap MOUTEN ..o 31
Figure 8:A Proposed Conceptual Model For Measuring Total Service Quality .............c.cv...... 38
Figure 9:Modified Research Model(After Performing PCA and RA) .......ccccooviiiiincneneiee, 64
Figure 10:Result of MAC for Finalized Research Model based on demographic variables....... 74
Figure 11: Result of ANOVA for Finalized Research Model (based on initial research model).
..................................................................................................................................................... 75



TQM
LQI
CSR
cC
PCA
KMO
RA
MRCA

MAC

ABBREVIATIONS

Total Quality Management

Lodging Quality Index

Corporate Social Responsibility

Catogerized Core Concept

Principal Component Analysis
Kaiser-Meyer-Olkin

Reliability Analysis

Multiple Regresion and Correlation Analysis

Measure of Association and Correlation

Vi



CONTENTS

LIST OF TABLE ... iv
LIST OF FIGURE ... v
ABBREVIATIONS ... e nn e r e n e nne e nne Vi

1. INTRODUCTION

1.1 The importance 0f the reSEArCH ...........ciii i 1

1.2 The @imM OF the FESEAICI ... ...ttt ettt e e et e e e et e e e s e e ee e reeeeeeseeaaas 1

2. TOTAL QUALITY MANAGEMENT IN TOURISM SECTOR

2.1 ReVIieWs aD0UL TQM ...ttt st re et e ta e reenes 2
2.1.1 Definitions Of TQM.......oociiiiiiiiiie ettt sne e e 3
2.1.2 Philosophy Of TQM.......ooiiiiiiiicc ettt s ae e sre e 4
2.1.3 PrinCiples Of TQM.......cciiiiiieieieie bbb 6

2.1.3.1 CUSLOMEE FOCUS ....vvvviriieeirisieee et nne s 7
2.1.3.2 CUStOMEr SALISTACTION ..ottt 7
2.1. 3.3 EMPIOYEE TraiNiNG .....coveveieiieiiiiiite sttt 8
2.1.3.4 Top management and 1€adership .........ccocveveiiiicie i 8
2.1.3.5. Commitment and Personnel INVOIVEMENL.............coovviiiiiieiice e 9
2.1.3.6. TEAMWOIK ..ottt 9
2.1.3.7 EMPIoyee INVOIVEMENT ......c.ooiiiiiiiiiriiie e 9
2.1.3.8 Continuous Improvement and INNOVALION ...........cocveiiiiiiieniiiee e 10
2.1.3.9 Quality information and performance measurement ...........cooeevevrererenenneneens 10
2.1.4 Tourism relation t0 TQM .....cccoiiiiie e sree s 10
2.1.5 Importance of TQM in TOUIISM SECIOT.......cceiiiiiiiierisie e 11
2.2 TQM PractiCes iN tOUMISM SECLOT ........cvriiuiriirieste ettt 12

vii



2.2.1 The Need for implementation of TQM in tourism SeCtor ........cccccvevvvvivievesieeie e 13
2.2.2 Implementations of TQM in the WOrld ...........ccooiviiiiiiie 15
2.2.3 Implementations of TQM in the TUIKEY ......ccccciiiieiiiiic e 17

3. MEASURING SERVICE QUALITY IN TOURISM SECTOR

3.1 Service Quality in TOUFISIM SECLON ........civiiiiiierieieeeee e 19
3.1.1 Service QUAlItY CONCEPL ...cvvevicieiie ettt re e sreens 20
3.1.2 Service QUAlity DIMENSIONS.......ccuiiiiriiierieieieeeeee sttt 20

3.2 Measuring Service Quality in TOUMISM SECIOT ........ccoiiiiiiiiririeiesieeeee e 29
3.2.1 Measuring Service Quality with HOLSERV Instrument.............cccccvvvivveveneenennnnne 29
3.2.2 Measuring Service Quality with HOTELZOT INStrument............ccceovivviininencnnennns 30
3.2.3 Measuring Service Quality with TSERVQUAL Instrument..........cccoovvvvevereeinennenne 31
3.2.4 Measuring Service Quality with SERVQUAL Instrument..........c.ccccoevvevevvriverienennne 32
3.2.5 Measuring Service Quality with LQI INStrument...........cccooeeveieiie e 33

4. APROPOSED CONCEPTUAL MODEL FOR MEASURING TOTAL SERVICE
QUALITY IN TURKISH TOURISM SECTOR

4.1 Total SErVICE QUAITY ....cceeiiiiiiie e et re e e enes 34
4.2 CUSTOMET LOYAITY .....eiiiiiieieee sttt 34
4.3 Environmental NarmONY .........c.ccvoiiiiiic ittt sttt sre e 35
4.4 MUNICIPAIITY MAIN SEIVICES .....oviiiiiiiitiiiete sttt 35
4.5 PUDIIC CURUIAI LEVEL ... 35
4.6 Corporate Social Responsibility (CSR) .......ccccoviiiiiiiiiiccc e 36
4.7 Brand IMAGE .....ceveiiti ittt ettt bbbttt b bbb b nen e 36
4.8 EMPIOYee SAtISTACTION. ......ceiiiiieii ettt enes 37
4.9 HiStoric LOCALIONS OF CIY......oveiiiiiiiiiiiiiite et 37
4.10 Total Quality ManagemMENT ..........coiiiiieeiee ettt ettt seeenen 37
4.11 Service QUANTEY ........oiiiiiiieieeiee bbb 37
4.12 DemographiC Variables... ..ot 37
4.13 Proposed Conceptual Research Model for Measuring Total Service Quality................. 38

viii



5. METHODOLOGY

5.1 AIM Of the RESEAICN........eiiiiiiii e 39
5.2 Structure of the ReSEaArch Data............cooviiriiiiiiiiiicice e 39
5.2.1 Target population defiNitioN...........cooiiiiiiieee e 39
5.2.2 Characteristics of the SAMPIE .......c.coviieii e 39
5.2.3T0OI Of COIECHION DALA........cveieiiiiiiiiiiiisie e 40
5.3 Adjusted data for the eXtreme ValUe...........c.cceivieeie i 41
5.4 Statistical methods to be used in Research analysis...........c.ccooiviiiiiiiiiiiicee 41
5.4.1 Principal Component ANAIYSIS........ccvciveiiiieieiiie et sie et sre e te e e ens 41
5.4.1.2 Stages of Principal Component ANAIYSIS ..........ccvviiriieniieieieesesese s 42
5.4.2 Reliability ANGIYSIS.......ccoiiieiiieic e e 43
5.4.3 Multiple Regression and Correlation ANalySisS .........ccoeveieiieii e 44
5.4.3. L LINEAIILY ...ttt bbbt 45
5.4.3.2 MUILICOIINEAITLY......cviitiiie ettt s ee e 45
5.4.3.3 HOMOSCEAASTICILY ....veuveeeeieiieiieiisiesie st 46
5.4.3.4 Normality of EFror tEIMS .....ccvciiiecieceiie e 46
R e R T o (- APV RRURRN 47
e o [TV (=1 [ TP 47
5.4.3.7 AUtOCOTTelation ANAIYSIS. ........cviiiiiiiiieiee s 48
R G B T I (11 F PP TRRURRN 49
5.4.3.9 Beta COBTICIENT.......oiviiiiiiicie e 49
5.4.4 Measures of Association and COrrelation ..o 49
5.4.4.1 Analysis of the Relationship between Variables at nominal scale....................... 51
5.4.4.2 Analysis of Relationship between variables at Ordinal and Interval Scale......... 52

6. FINDINGS

6.1 Reliability ANalYSIS (RA)....c. ettt nae e 55
6.1.1 Reliability Analysis for Tangibility INStrument ...........c.ccoco v 55
6.1.2 Reliability Analysis for Reliability INStrument ...........ccooco oo 56
6.1.3 Reliability Analysis for Responsiveness INStrumMent............cooevereeinienenenesesiens 57
6.1.4 Reliability Analysis for Confidence INStrument..........ccocooiverireiiininses e 58



6.1.5 Reliability Analysis for Communication INStrument ............ccccevvveveieiienesceeie e 59

6.1.6 Reliability Analysis for Service Quality INStrument............ccccooeveiiininiineieees 59
6.1.7 Reliability Analysis for Total Quality Management Instrument............c.ccccovevvennane. 60
6.2 Principle Components ANalysiS (PCA) ... s 61
6.2.1 PCA analysis for Total Service Quality INStrument..............cccccevveveiienieneseeie e 61
6.3 Modified Research Model (After performing PCA and RA) ........ccoveiiieiiiincieice 64
6.4 Multiple Regression and Correlation Analysis and ANOVA (Factorial Experiments for
Initial and Modified RESEAICN ..o 65
6.4.1 Multiple Regression and Correlation Analysis (MRCA) for Initial Model ............... 65
6.4.1.1 Findings about linearity for initial research model .............ccccooo i, 65
6.4.1.2 Findings about multicollinearity for initial research model...............cc.cccceoenen. 66
6.4.1.3 Findings about homoscedasticity for initial research model ...............c.ccocue.... 66
6.4.1.4 Findings about Normality Error terms for initial research model ..................... 67
6.4.2 Factorial Experiments (ANOVA) for initial research ...........cccoccooveviiiiiiiiecece, 67
6.4.3 Multiple Regression and Correlation Analysis (MRCA) for Modified Model .......... 68
6.4.3.1 Findings about linearity for modified research model...........c..cccooeeviiiininnnnnn, 69
6.4.3.2 Findings about multicollinearity for modified research model......................... 70
6.4.3.3 Findings about homoscedasticity for modified research model......................... 70
6.4.3.4 Findings about Normality error terms for modified research model.................. 71
6.4.4 Factorial Experiments (ANOVA) for modified research..........ccccoocvvevivvnviivennnennne 71
6.5 Measures for Association and Correlation (MAC) ... 73
6.5.1 Measures for Association and Correlation (MAC) for Gender...........c.ccoovvvvrerennene. 73
6.6 Finalized Research MOdel ............ccooviiiiiiii e 74

6.7 Model Construction based on differences (Factorial Experiments) for initial research.... 75

6.8 Model Construction based on differences (Factorial Experiments) for modified research.

................................................................................................................................................. 75

7. CONCLUSION. ...ttt b e bttt s bt e sar e s be e beesbeesbeenrne s 76
8. LIMITATION L.ttt et e e sbe e sre e sreesrae e nbe e beenbaenteenneeas 77
9. REFERENGES ...ttt b e sttt sbe e beesbeesene s 78
10. APPENDICES ... oottt bttt sttt b et ab e nbe e e nbe e 84
00 O L 1 O I TSRS 84
10.1.1 Reliability ANalysiS OULPULS .......cceiieiiieiiie ettt 84
10.1.1.1 Tangibility INSTFUMENT.......cc.ooiiiiiiiriece s 84
10.1.1.2 Responsiveness INSIFUMENT. .........ooui it 84



10.1.1.3 Confidence INSTFUMENT .....eciiveiie ittt st e s s e e s st r e s e e e s sareeeessreeeesaares 85

10.1.1.4 Communication INSEIUMENT..........cccoiiiiiriireieie e 86
10.1.1.5 Service Quality INSTFUMENT.........c.coeiiiieiiie e e 87
10.1.1.6 Total Quality Management INSErUMENT ...........cooiviiiineieneee e 88
10.1.2 Principal Component Analysis QUIPULS .........ccccveveiieieieie e 89
10.1.3 Multiple Regression and Correlation Analysis OULPULS...........ccccovevveinininenenienne. 90
10.1.4 Measure of Association and Correlation Analysis OUEPULS ...........ccceoveirirereriennen. 93
10.1.4.1 GENUET ...ttt 93
10.1.4.2 MAITEAL SEATUS.........eiviieiieiieieeese et 94
10.2.4.3YEAr OF SLUAY ....ocvveiicie ettt ens 95
050 O o o SRR 96
L0.1.4.5 AR oot b et re e nre e 97
10.1.4.6 NEE INCOME ....oviiieieieee et r e sreenes 99
10.1.4.7 EQUCALION ...ttt 101
10.1.4.8 DEPENAANTS. ......ccuviitiiiieie ettt te et sre s be e be s be e e s be s te e besbeeeesreereestesres 102
10.2 QUESTIONNAIRE ...ttt sttt be bbb nabe s 104

Xi



CHAPTER 1

1. INTRODUCTION
1.1 The importance of the research

Nowadays, every company tries to survive against growing competition. This
situation is not different in tourism sector. As tourism industry is labor intensive sector,
tourism businesses especially hotels are affected several factors. For this reason hotel
companies wants to receive precaution against these factors. Since total service quality
can affect the tourism industry, this concept is important for tourism. Also this study
includes the employees’ perspective. This perspective can offer valuable outcomes for

hotel managers.

1.2 The aim of the research

The main purpose of this study is to find out the relationship or difference
between total service quality (dependent variable) and external variables (service quality,
total quality management, public cultural level, historic location of city, customer loyalty,
employee satisfaction, brand image, municipality main services, social responsibility) and
demographic variables (gender, job, age, dependants, net income, marital status,
education, year of study) on five stars hotel with employees’ perspective through the

statistical analysis.



CHAPTER 2

2. TOTAL QUALITY MANAGEMENT IN TOURISM SECTOR

In this section, overview, the importance and implementation of Total Quality

Management in Tourism sector were mentioned below.
2.1 Reviews about TQM

In modern meaning, the origins of TQM go back to the pioneer work of several
quality leaders, namely W. Edward Deming, Joseph M. Duran, Armand Feigenbaum and
countless other people that have studied and practiced (http://www.tqe.com/TQM.html,
2013).

In the early 1980s when W. Edward Deming first introduced TQM to adopt
philosophy in Japan manufacturing industry, In West organisations did not expect
successful result, thus they rejected Deming’s principles. After the following years,
Japanese manufacturing industry managed quality and production successfully with TQM
principles. Yet even in 1995, decade years after Hewlett-Packard's abrupt introduction of
TQM to the USA, domestic companies were still struggling with the theory and practical
use of TQM. That is not to say TQM has not been successful. The magazine
Electronic Business in 1992 conducted a survey for a report showed that there were not
any companies contacted that could have ended their TQM program, more than 90 percent
of 70 companies using TQM had indicated that their quality had improved when
compared with their competitors (Talha, 2004, p.15).

After that many organizations in the West started to be seriously interested in
quality management there were many attempts to suggest models and frameworks to
improve the quality (Oakland, 2003, p.18).



2.1.1 Definitions of TQM

Total quality management has been given definitions by many authors. A first

definition provided by John S. Oakland in his book Total Quality Management follows:

TQM is an approach to improving the competitiveness, effectiveness and flexibility of
a whole organization. It is essentially a way of planning, organizing and understanding
each activity, and depends on each individual at each level. For an organization to be
truly effective, each part of it must work properly together towards the same goals,
recognizing that each person and each activity affect and in turn are affected by others.
TQM is also a way of ridding people’s lives of wasted effort by bringing everyone into
the processes of improvement, so that results are achieved in less time (Oakland, 2003,
p.30).

Miller (1996, p.157) defined TQM as:

An going process whereby top management takes whatever steps necessary to enable
everyone in the organization in the course of performing all duties to establish and
achieve standards which meet or exceed the needs and expectations of their customers,

both external and internal.

Mishra and Sandilya (2009, p.142) described it as “a culture/philosophy advocating
total commitment to customer satisfaction through continuous improvement and

innovation in all aspect of business”

With a similar definition from Bhat (2010, p.54) is “Total Quality Management
(TQM) is a philosophy that involves everyone in an organization in a continual effort to

improve quality and achieve customer satisfaction.”

Mishra and Sandilya (2009, p.143) noted that “TQM is a combination of social-
technical process towards doing the right things (externally everything right (internally),



first time and all the time with economic availability considered at each state of each

process.”
The following Table 1 summarizes the TQM

Table 1: What is Total Quality Management?

o Intense focus on the customer- both external and internal customers.

o Concern for continuous improvement — quality can always be improved.

o Improvement in the quality of everything the organization does -not
only related to final product, but also to services, response to complaints and the like.

o Accurate measurement of every critical performance variable in the
company’s operations.

o Empowerment of employees — TQM involves the people on the line in

the improvement process. Teams are empowered for finding and solving problems.

Source: (Bhat, 2010, p.55)
2.1.2 Philosophy of TQM

Even Though TQM will probably continue to developing and presenting new
concepts and principles but the fundamental principles of quality Gurus such as Deming,
Juran, and others will still have an important role in building quality culture. The several

philosophies are explained as under:

W. Edward Deming believed that the implementations of 14 points are
numerous, to small-sized companies as well as to large ones, to the service industry as
well as to manufacturing. They apply to a division within a company. Deming's laws, the
nature of laws are found in many manufacturing and service sectors, and these laws are

applied. Therefore, these substances should not be neglected.

Deming’s 14 points as follows:



10.

11a.

b.

12a.

13.

14.

“Create constancy of purpose toward improvement of product and service, with
the aim to become competitive and to stay in business, and to provide jobs.
Adopt the new philosophy. We are in a new economic age. Western
management must awaken to the challenge, must learn their responsibilities, and
take on leadership for change.

Cease dependence on inspection to achieve quality. Eliminate the need for
inspection on mass basis by building quality into the product in the first place.
End the practice of awarding business on the basis of price tag. Instead,
minimize total cost. Move toward a single supplier for any one item, on a long-
term relationship of loyalty and trust.

Improve constantly and forever the system of production and service, to
improve quality and productivity, and thus constantly decrease costs.

Institute training on the job.

Institute leadership. The aim of supervision should be to help people and
machines and gadgets to do a better job. Supervision of management is in need
of overhaul, as well as supervision of production workers.

Drive out fear, so that everyone may work effectively for the company.

Break down barriers between departments. People in research, design, sales, and
production must work as a team, to foresee problems of production and in use
that may be encountered with the product or service.

Eliminate slogans, exhortations, and targets for the work force asking for zero
defects and new levels of productivity. Such exhortations only create
adversarial relationships, as the bulk of the causes of low quality and low

productivity belong to the system and thus lie beyond the power of work force.
Eliminate work standards (quotas) on the factory floor. Substitute leadership.

Eliminate management by objective. Eliminate management by numbers,

numerical goals. Substitute leadership.

Remove barriers that rob people in management and in engineering of their right
to pride of workmanship. This means, inter alia, abolishment of the annual or

merit rating and of management by objective.
Institute a vigorous program of education and self-improvement.

Put everybody in the company to work to accomplish the transformation. The

transformation is everybody’s job.



(Deming, 1992, p.24)
Juran’s ten steps are importance as Deming’s 14 points in the organizations.
“Juran’s ten steps to quality improvement were:

1. Start with building awareness of the need and opportunity for improvement.

2. Set realistic goals for improvement.

w

Organize to achieve goals through quality council, identification of problems
and further remedial actions.

Train personnel.

Continue the projects to solve the problem if any.

Monitor progress.

Recognize the achievers.

Communicate results to all concerned.

© oo N o g A~

Maintain records.

10.  Continue the improvement for the success of company.
(Mishra and Sandilya, 2009, p.144)

Deming and Juran have numerous similar total quality management approaches.
‘They both identify training as being important and they advocate continuous
improvement, but Juran is in favor of setting goals and monitoring scores, which is
favored by public sector leisure providers.” The opposite view of Deming: he advocates
elimination of numerical quotas and goals along with targets and slogans. (Williams and
Buswell, 2003, p.41)

2.1.3 Principles of TQM

There is no agreement for principles of TQM which quality proponent identifies
with. Though, many researchers have summarized and set apart the quality principles and
concept, the major principles of TQM are controversial matter. An investigation of TQM
involving research published between 1989 and 2000 in all different kinds of industries
was done by Sila and Ebrahimpour. They found many critical nine success factors for

implementation. These are identified below:



o Customer focus

o Customer satisfaction

J Employee training

o Top management and leadership

J Commitment and personnel involvement
o Teamwork

o Employee involvement

. Continuous improvement and innovation

o Quality information and performance measurement
(Sila and Embrahimpour, 2002, p.923)

In the view of literature, the meaning of these concepts that the above explained

below.
2.1.3.1 Customer Focus

The initial, and most important, principle of TQM is the company’s center on its
customers. Quality is defined as meeting or exceeding customer expectations. The aim is
to first identify and afterward meet customer necessities. Hence, we can say that quality
is customer driven. Nevertheless, it is not always easy to decide what the customer needs,
since sensitivities and preferences change. Organizations are necessary to repetitively
gather information with focus groups, market surveys, and consumer interviews to stay

in tune with what customers need (Reid and Sanders, 2005, p.147).

Zairi (2000, p.393) stated that customer focus means that through focusing on
our customers, we can detect our strengths and drawbacks and consider our performance

from a competitive perception.
2.1.3.2 Customer Satisfaction

Choppin (1995, p.48) noted that Long-standing satisfaction of customer needs

will be an aim of any total quality organizations.



Organizations to seek to ensure customer satisfaction and repeat business has to
add value to its customers. Once is not enough to sell to the customer, organizations
should consider the long-term will do. Some organizations which do not take into
consideration this, thus customers who are not satisfied will pass rival firms or respond

to requests for products or services will find (Seetharaman and Sreenivasan, 2006, p.692).

Customer satisfaction is a relative concept, this concept vary from customer to
customer. In addition to this, Customer satisfaction may even change on a daily basis. For
instance, while one customer may consider some product or service completely
satisfactory, another may not. Each individual defines quality with regard to customer
requirements and means at particular point of time (Bhat, 2010, p.56).

2.1.3.3 Employee Training

Each employee is given responsibility of quality, not just basically

knowledgeable of what is expected.

Employees must be shaped in accordance with the company's philosophy of
commitment to continuous improvement, be informed about goals of company, and be
made to feel a part of the company. Proper training contains, all owned by the company's

values and the properties of the product or service quality (Motwani, 2001, p.298).
2.1.3.4 Top management and leadership

Top management is responsible for providing information and explaining quality
objectives and policies to the employees of companies. In addition, in the quality
management process the participation of top management can motivate employees to take
a more active role in quality studies (Kumar, Garg and Garg, 2011, p.41).

The top management of companies set a task to reach a common vision for
overall company. Employees can be more motivated in the process of achieving
companies goals, thus they should establish and maintain internal working order (Lal,
2008, p.148).



Leaders oversee the interests of company for a purpose and establish direction
of the company for this purpose. At same time they should provide a comfortable working
environment for employees and ensure the full participation in the organizations. This
may be allowed to carry out the objectives set by the organizations (Mishra and Sandilya,
2009, p.138).

2.1.3.5. Commitment and Personnel Involvement

Each level of employees forms the basis of organizations. As long as the benefit
of the organization and the employees' ability to use their full involvement makes it
possible (Lal, 2008, p.149).

2.1.3.6. Teamwork
According to Dean and Bowen (1994, s.395):

Teamwork is partnership between leaders and nonleaders, between tasks, and
between consumers and providers. The primary type of teamwork is centered on the
familiar supposition that nonmanagerial staffs can make critical roles to organizations
once they have the authority and essential preparation. Teamwork among functions is
based on the idea that organizations terms cannot be effective if subunits stress their own
results over those of others. The norm of collaboration with customers and suppliers is

centered on the perceived benefits (e.g., synergy, loyalty) of partnerships.
2.1.3.7 Employee Involvement

Employee involvement in quality management is crucial in achieving and
sustaining high levels of quality. Employee may have to be permitted to take
precautionary and if essential corrective actions without management support. Employees
must be involved in quality management by encouraging them to use quality control tools
and techniques to track performance and detect areas necessitating enhancement (Bhat,
2010, p.56).



2.1.3.8 Continuous Improvement and Innovation

Total quality management involves constant and assessable improvement at
entirely points of the organization, extending from company performance to individual
employee performance, such that continuous process improvement, endlessly, becomes a

crucial component of success (Choppin, 1995, p.49).

2.1.3.9 Quality information and performance measurement

As a process, performance measurement is not solely oriented collecting data
associated with a presumed performance goal or standard. Performance measurement is
better thought of as a total management system including prevention and detection aimed
at succeeding conformance of the work product or service to your customer's needs.
Furthermore, it is concerned with process optimization over improved efficiency and
effectiveness of the process or service. These activities occur in a continuous cycle,
allowing preferences for growth and improvement of the employment process or product
as better systems are determined and implemented
(http://www.orau.gov/pbm/handbook/1-1.pdf, 2013).

2.1.4 Tourism relation to TQM

The tourism sector has not ignored quality issues. Actually, quality tourism has
become one of the future global tourism policy issues with regard to the rapid enlargement
of the tourism industry, which is to become one of the most important economic sectors.
Numbers of public and private organizations at all points: international, national,
regional and entrepreneurial has demonstrated worries about quality tourism.
Nevertheless, the rising number of dissatisfied tourists shows that the recent programs
meant quality development in hospitality have not been valuable. This leads to recent
quality problems in tourism, and possible methods of quality development in tourism. To
resolve these issues, it is initially essential to observe various ideas aimed at quality

enhancement in tourism (Augustyn, 1998, p.145).

10


http://www.orau.gov/pbm/handbook/1-1.pdf

2.1.5 Importance of TQM in Tourism Sector

Quality is not static as the wishes and needs of tourists and hospitality customers
vary, partially owing to continuous socioeconomic environmental activities. Additional
resources possibly needed to cope with new demands, and problems that have not come
about before may arise. Every situation with regard to quality should be defined uniquely
and will necessitate different approaches to satisfy guests and optimize the business
functions and improvements. Quality may have a start point. Nonetheless, there is no end
point. If a destination, hospitality or leisure business does not improve its quality, it will
be in arrears as well as lose competitiveness in view of the fact that competitors make
continuous improvements. The only method to be competitive and continue to exist is
through having a philosophy of continuous developments, and pursuing and

implementing that philosophy (Editor, 2000, p11).

The theories of TQM are as essential to any organization as they are to
manufacturing, since competing in the universal market more effectively has become a
great concern for almost all modern organizations. Service organizations covering a very
wide range of distinguished organizations such as health care, education, banking,
insurance, hotels, transport, etc., to name only a few, involve an extremely great number
of people in a diversity of work processes. Such a system most often makes direct
interaction with a very large diversity of customers. The diversity of customers is
perceived by common attributes such as cultural, economic, religious, etc. and is
classified in terms of pluralistic hopes in relation to the service. The various requirements
and conflicting priorities offered by diversified customers, and efforts taken by the system
under the same class to meet these requirements, also differ both spatially and temporally.
Since the community becomes highly developed reasonably, matured culturally, and
knowledgeable educationally, the communal demands for quality services raise (Lahke
and Mohanthy, 1995, p.139).

The total quality management of a tourism product is both possible and
necessary. By means of tourist demands becoming increasingly complicated, the aim of
the tourism industry should be to satisfy and exceed tourist expectations. Building on the
example and good results of the manufacturing sectors, the service sector has accepted
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the rule of business by which productivity, quality and profit represent a singular unity.
This has provided the motive for the improvement and development of quality tourism
services (Holjevac, 2008, p.1032-1033).

2.2 TQM practices in tourism sector

Quality management initiatives of enterprises producing goods, tourism has
entered the field later. The main reason for this is, on the understanding that the difficulty
of measuring and controlling the quality of service. However, the development of tools
to measure the quality of service has brought dynamism of quality management in the
tourism sector (Kurgun, 1999, p.27).

On the implementation of quality management in the tourism sector and sub-
sectors of the industry in general is seen that an understanding of the spread, especially
large enterprises have developed rapidly TQM practices. American Malcolm Baldridge
National Quality Award in 1993, the Ritz-Carlton and the most important and successful
example has been in the field of tourism management. Ritz-Carlton and other
international chain hotels, this group has developed the following applications in the field
of hospitality, samples are taken from all over the world. Turkey in the mid-90s in the
hospitality sector entrepreneurs in the world of quality management practices undertaken
by some of the following are examples. This is the first time in many years in Turkey;
Turkish chain TURTEL, TQM in coastal areas has been built. After these years, the sector
on the implementation of TQM in the richness of an increased awareness and
implementation has begun to occur. In the same period, the period for which they are
adapted to the management of the quality of travel businesses. For example, in 1996, a
Turkish tour operator market as Austria Vasco tourism started work, system design,
quality management, quality manual, as measurement of consumer satisfaction
measurement applications. Turkish Airlines also has set quality objectives by the year
1995, and his staff started to provide training in that direction (Pirnar, 2002, p.113-114).

Managing to Quality of tourism enterprises requires the use of different
instruments. However, beyond that, all the resources of the business to manage a strategic

perspective require a considered and planned way. This is necessary for the
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competitiveness refers to a systematic approach to all applications. Furthermore,
improving the ability to adapt elements of the external environment is the objectives and
outputs of quality management. This point of view will be created with the quality system,
necessary for the implementation of quality management organizational structure,

responsibilities, and resources, a set of principles (Kurgun, 1999, p.11).
2.2.1 The Need for implementation of TQM in tourism sector

To stay alive on the market an organization must think about the survival of the
corporation, ensuring profitability on short period and long period. Following studies in
some company in Romania, it was found that the quality costs, with regard to the earnings
are as high as or higher than profit. In the hospitality industry, by means of practicing and
certificating the quality management systems and food safety, the units get initial the
employees and managers satisfaction. Therefore, is obtained customer satisfaction, for
the reason that merely satisfied people can provide a real hospitality. The importance of
quality management results from its major purpose, to attain in efficient and effective
conditions only products that meet all customer needs. They are obliged to abide by the
society necessities, through applied standards and specifications, to take into account all
parts concerning customer and environment security (Stan and others, 2009, p.1515-
15186).

Quality management in hospitality industry depends on the survival of some

principles such as (Stoichitoiu, 2006):
To Top management:

. My priority customers are the staff.
o The main power source is confidence.

o I am the model for my staff.
For Employees:

o Consumer problem is my problem as well.
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. I don’t suggest my services continually, but I’m always enthusiastic to be
helpful.

. I do not serve, I’m not unskilled, and I’m in service to assist.
(Stan and others, 2009, p.1516).

Su and Long stated their study on quality improvement of tourism in China by
implementing Total Quality Management. It should initially consider the need of
implementing TQM in tourism industry in China prior to “planning” detailed four

implementing strategies. These are:

a.  Modernizing Tourism Industry via TQM

b.  Balancing Industry Profits with Social Responsibilities

c.  Solving Serious Quality Problems involved in Tourism Industry
d.  Satisfying Demand of Tourism Consumers”

(Su and Long, 2009, p.1644).

Total quality management is known to practice the following advantages. The
advantages a company can expand by introducing a TQM system have been confirmed

in reality. These consist of:

. Improved quality of products and services

o Greater customer satisfaction

. Better competitive ability and market strength
o Reduced business costs

o Increased business profits

o Greater employee satisfaction

o Enhanced management quality
o Better company reputation and reliability
o Increased social responsibility and ethics.

(Holjevac, 2008, p.1030).
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2.2.2 Implementations of TQM in the world

PMT Hotels implemented benchmarking and definition and implementation of
Quality Standards elaborated according to hotels’ organizational and structural
constraints, control of quality standards respect through a mystery guest program and also
implemented an online guest satisfaction survey (PMT Hotels, 2013).

(Motwani and Kumar, 1996, p.9-10) has summarized the implementation of total

quality management in tourism industry as following:

ANA Hotel San Francisco implemented a quality improvement training
programme that vigilantly balances the customer’s position of view with the hotel’s

tactical planning requirements.

Avant Hotel (UK) was the first hotel recipient of the British Quality Standard
5750. With the aim of receiving this certification, the management established quality
requirement for each product, determined assignable causes of error and identified ways

of improving product performance.

Choice Hotels initiated a satisfaction guarantee programme at all its Sleep Inn
brand properties. Field education, with a special emphasis on empowerment, has been the

programmes foundation.

Country Lodging by Carlson has sustained its Absolute Guest Satisfaction
programme with an “I Promise” campaign which will advance empower employees to

offer quality service.

Day’s Inn Sunburst to help innkeepers and owners keep up with Sunburst
necessities, Days has introduced a QA certificate programme and in print a training

manual and management guide.

English Lakes Hotels rooted in a four-day training experience in the Disney
University at Orlando, the directors developed their own expectation policy and method

for communicating a quality service philosophy for their employees.
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Four Seasons At this organization, the approach to achieving quality is derived
from seven essential principles, named the seven Cs: comprehension, corporate culture,

compromise, credibility, control of quality standards, creativity and continuity.

Hampton Inn In 1989 launched its 100 Percent Satisfaction Guarantee
programme, promising high-quality accommodations, friendly and efficient service and
clean, relaxed environment. Other quality efforts contain: guest satisfaction rating system,
guest assistance and quality index. The personal commitment of top management to

ensure understanding of its guarantee at the property spaced it out.

Hilton Hotels Corp. to improve its quality of service upgraded its reservation
systems and implemented an express check-in service system. The company offers a Zip

in Check in to all credit-card-paying guests when they book a hotel reservation.

Howard Johnson in the area of quality, the chain began providing consumers

with internal quality guarantee ratings of its properties since autumn 1994,

Marriott-Copley Plaza Boston, to increase the quality of their service, delivery
efficiency, and guest satisfaction, the hotel has assigned one person the task of setting the

room table, therefore eliminating second trips to correct mistakes on initial deliveries.

Novotel Group has designed a five-part guest satisfaction programme in order to
provide a zero-defect service for guests.

Opryland bases greatly on its employee-training programme to arise a
positive guest experience. All new hotel employees are essential to attend a 15.5-

hour orientation programme, which focuses on customer relations and standards.

Ramada Franchise Systems declared a tightening of quality assurance standards,
raising the level of acceptance scores for all its 800-plus properties from 370 to 400 (out

of 500 possible points)

Red Lion Hotels & Inns Vancouver provided a four-step hospitality checklist to

all its staff as a method to remember the company’s customer-service aims.

16



The gold quality standards at Ritz-Carlton includes a credo, motto, three steps
of service, and 20 Ritz-Carlton Basics. The basics are an integral part of the company’s
daily quality improvement communication to staff to improve its guests satisfaction
programme, the hotel is focusing on four key areas: hiring the right people, orientation,
teaching essential skills and inculcating proper manners.

Scott’s Hotels Ltd as part of their quality system implementation, the company
invested between 40 to 60 hours per employee in training. An important aim was to ensure
that every employee understood the following total quality principles: all employees have
a role to play, listening to the customer is vital, and changes were needed in the way in
which the total quality was practiced in order to sustain continuous improvements.

Sofitel introduced the Golden Key Quality Challenge, which pits its seven US
hotels against each other; employees at the winning property each win a color television
set. Awards are based on cumulative positive notations on guest-comment cards, guest

surveys and internal quality-check audits.

Travel Lodge enhanced advertising programme to reflect Travel Lodge’s system
wide commitment to guest satisfaction. Its new slogan, “Stay satisfied, stay with Travel
Lodge” reflects the organization’s approach towards quality. Also, quantified its quality
assurance standards for all its properties.

Waldorf-Astoria initiated a quality-focused, problem-solving team process called

TIGRE (Teams Improving Guest-Related Experience) (Motwani and Kumar, 1996, p.9-10).
2.2.3 Implementations of TQM in the Turkey

Turtel top management has the authority and responsibility to create quality
policies. Quality policies set by the top management in the following format:

e Produce high quality products and services
e Satisfying Customers
e Design, implement and present the product and service rightly, monitor

procedures and introductions and train employees for this.
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e Instantly fix error.
e Continuous improvement

e Awareness of social responsibility to contribute to society.
Limak International Hotels Resorts management TQM practices are as follows:

e Food Safety

e Safety of Employees and Guests

e Sustainability

e Environmental protection systems

e Recommendation systems for employees
¢ No changing the shape of work

e Continuous improvement

e Attempts to establish a single system.

Limak hotel managers using the above-mentioned applications have expressed

that they minimize loss of manpower and system failures (Saatgioglu, 2001).
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CHAPTER 3

3. MEASURING SERVICE QUALITY IN TOURISM SECTOR

In this part, the definition of service quality, dimensions and measurement
techniques are presented. Total quality management in tourism was mentioned in the
previous section. Since tourism is service sector, the service quality should be considered.
In addition, as total quality management is often applied concrete concepts .To adapt to

tourism sector, firstly service quality for tourism should be examined.
3.1 Service Quality in Tourism Sector

Due to understanding of service quality in tourism, the characteristic of service
for tourism should be described. Many researcher and practitioner recognized that
tourism, hospitality, and leisure services have several characteristics that differentiate
them to physical goods.

As it is compared between tourism industries and manufacturing industry, the
meaning of product in manufacturing is physical good, but in tourism industry is itself.
Service in tourism have many parts which are related to the appearance and
nonappearance sides. Appearance side can be service offering. The other side can be

background workings which are unseen to customer (Kandampully, 2001, p. 15-16).

Moreover, Saunders and Graham (1992, p.245) stated that “major distinctions
between service and manufacturing organizations are that the product: is tangible and
ephemeral; is perishable; frequently involves the customer in the delivery of product; is
not perceived as a product by employees”. Therefore, the service product has major
characteristics which are mentioned by (Kandampully, 2001) are intangibility which is
described as untouched, unseen, untasted, unheard or unsmelled characteristics such as
for tourism catering as well as the atmosphere of a lobby. Inseparability of production

and consumption, heterogeneity, consistency, perishability.

This is reflected in the concepts examined in terms of tourism services that there

are problems which occur more or less.
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3.1.1 Service Quality Concept

The diversity of conceptions in the services, Researchers and practitioners reveal
the complexity in developing a single adequate model that explains all aspects of service
quality. After all, it is difficult to discover a single model allows every aspect of
something as complex as how people make a subjective assessment of a personal
knowledge. Furthermore this is what service quality is basically all about —the subjective

assessment of complex human experience (Kandampully, 2007, p.77).

Hoffman (2008, p.319) defined this concept as “service quality is an attitude

formed by a long-term, overall evaluation of firm’s performance.”

Kordupleski, Rust and Zahorik (1993, p. 85) gave a suitable definition of service
quality as the “extent to which the service, the service process and the service organization

can satisfy the expectations of the user.”

Parasuraman, Berry and Zeithaml (1985, p.42) defined service quality as a
“measure of how well the service level delivered matches customer expectations.
Delivering quality service means conforming to customer expectations on a consistent

basis.”
Bhat (2010, p.640) stated that,

“The definitions of quality that apply to manufactured products apply equally to
service products. The very nature of service implies that it must respond to the needs of

the customer the service must meet or exceed customer expectations."
3.1.2 Service Quality Dimensions

Kandampally (2001) realized that service quality is the result of a complex
association of a number of dimensions. Through the years, researchers have been on a
quest to identify the most significant components of service quality. A variety of factors

have been identified as contributing to service quality (Kandampally, 2001, p.54).
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Many researchers and practitioners investigated service quality dimensions at
several ways. Then, they found different ways. In common dimensions are mentioned

below:

Gronroos (1984) identified three components of service quality respectively;

technical quality, functional quality and the corporate image.

Figure 1: Dimensions of Service Quality

Perceived Service Quality
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SERVICE SERVICE
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Source: (Gronroos, 1984, p.40)

1)  Technical Quality: what the consumer receives as a result of his
interactions with a service firm

2)  Functional Quality: How he gets the technical outcome—or technical
quality—functionally, is also important to him and to his view of the service he has
received.

3) Corporate Image: is the result of how the consumers perceive the firm.

(Gronroos, 1984, p.38-39)

Then, Haywood and Farmer (1988) argue that three dimensions of service

quality. These are professional judgment, physical processes and people’s behavior.
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Figure 2: Dimensions of Service Quality

Professional
judgement

Physical People's
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Source: (Haywood and Farmer, 1988, p.23)

However, these dimensions are based on only behavioral terms. This is

restriction of the understanding of service quality.

Rust and Oliver (1994) suggested a simple three dimensional model. They
said that overall perception of service quality is based on the customer’s perception of
service quality is based on the customer’s evolution of three dimensions of the service
interface:

o Service product
. Service delivery
o Service environment
(Kandampully, 2007, p.89)

Figure 3: The three-dimensional model of service quality

Service
Quality
A
Service Service Service
Product Delivery Environment
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Source: Brady and Cronin (2001, p.35)

As their study is simple, their perception of service quality has only service

product, service delivery and service environment.

Dabholkar and various colleagues (2000) developed a multilevel model of retail
service quality relating primary dimensions and subdimensions. In accordance with them,
the primary dimensions contain physical aspects, reliability, and personal interaction,
whilst the subdimensions cover appearance, convenience, promise, “doing it right,

“inspiring confidence, and being courteous and helpful (Kandampully, 2007, p. 90)

Figure 4: Model of service quality
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Correspondingly, Brady and Cronin (2001, p.38-39) proposed a hierarchical
model to conceptualize perceived service quality. Their model recommended three
primary levels of service quality-interaction quality, physical environment quality, and

outcome quality. In turn, each of these was conceived to have three subdimensions;

o Interaction quality consists of attitude, behavior and expertise
o Physical environment quality was made up of the subdimensions of

ambient conditions, design, and social factors; and



. Outcome quality was conceived as being made up of the subdimensions

of waiting time, tangibles, and valence (variable personal factors that affect experience)

Figure 5: Hierarchical Model of Service quality
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As Dabholkar and other colleagues (2000) and Brand and Cronin (2001)
determined service quality dimensions and divided those into subdimensions, these

dimensions are more complicated than the earlier work except SERVQUAL.

Parasuraman, Zeithaml, and Berry are among the most recognized researchers
in the area of service quality. Their development and refinement of the SERVQUAL
battery has produced a generic measure of service quality through the examination of

twenty-two service items, which factor into ten dimensions of service quality.

24



Figure 6: Dimensions of SERVQUAL
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Source: Parasuraman, Zeithaml and Berry (1985, p.48)

Ten Dimensions of Service Quality are explained in detail below:

Table 2: Explanations of Ten Dimensions of SERVQUAL

RELIABILITY involves consistency of performance and dependability. It
means that the firm performs the service right the first time. It also means that the firm

honors its promises. Specifically, it involves:
-accuracy in billing;
-keeping records correctly;

-performing the service at the designated time.
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RESPONSIVENESS concerns the willingness or readiness of employees to

provide service. It involves timeliness of service:
-mailing a transaction slip immediately;
-calling the customer back quickly;
-giving prompt service (e.g., setting up appointments quickly).

COMPETENCE means possession of the required skills and knowledge to

perform the service. It involves:
-knowledge and skill of the contact personnel;
-knowledge and skill of operational support personnel;
-research capability of the organization, e.g., securities brokerage firm.
ACCESS involves approachability and ease of contact. It means:

-the service is easily accessible by telephone (lines are not busy and they don't
put you on hold);

-waiting time to receive service (e.g., at a bank) is not extensive;
-convenient hours of operation;
-convenient location of service facility.

COURTESY involves politeness, respect, consideration, and friendliness of

contact personnel (including receptionists, telephone operators, etc.). It includes:
-consideration for the consumer's property (e.g., no muddy shoes on the carpet);
- clean and neat appearance of public contact personnel.
COMMUNICATION means keeping customers informed in language they can

understand and listening to them. It may mean that the company has to adjust its language
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for different consumers-increasing the level of sophistication with a well-educated

customer and speaking simply and plainly with a novice. It involves:
-explaining the service itself;
-explaining how much the service will cost;
-explaining the trade-offs between service and cost;
-assuring the consumer that a problem will be handled.

CREDIBILITY involves trustworthiness, believability, honesty. It involves

having the customer's best interests at heart.
Contributing to credibility are:
-company name;
- company reputation;
- personal characteristics of the contact personnel;
- the degree of hard sell involved in interactions with the customer.
SECURITY is the freedom from danger, risk, or doubt. It involves:
-physical safety (Will I get mugged at the automatic teller machine?);
-financial security (Does the company know where my stock certificate is?);
-confidentiality (Are my dealings with the company private?).

UNDERSTANDING/KNOWING THE CUSTOMER involves making the

effort to understand the customer's needs. It involves:
-learning the customer's specific requirements;

-providing individualized attention;
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-recognizing the regular customer.

TANGIBLES include the physical evidence of the service:
-physical facilities;

-appearance of personnel;

-tools or equipment used to provide the service;

-physical representations of the service, such as a plastic credit card or a bank

statement;

-other customers in the service facility

Source: (Parasuraman, Zeithaml, Berry, 1985, p.47)

Based on the study of literature review on service quality, the researchers point
out that the core dimensions of service quality may be reduced to five general dimensions;
tangibles, reliability, responsiveness, assurance and empathy.(Parasuraman 1988, p23)

Tangibles: Physical facilities, equipment, and appearance of personnel
Reliability: Ability to perform the promised service dependably and accurately
Responsiveness: Willingness to help customers and provide prompt service

Assurance: Knowledge and courtesy of employees and their ability to inspire

trust and confidence
Empathy: Caring, individualized attention the firm provides its customers

(Parasuraman 1988, p23)
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3.2 Measuring Service Quality in Tourism Sector

In this part of this section, it is determined by adapting especially SERVQUAL
and some of the other measurements improving service quality in the hospitality industry
In the international arena, the literature on models of service quality measurement

applied to tourism businesses that have been identified by many studies.

Available literature provides plenty of service quality measurement methods
proposed by various researchers. In recent years, numerous studies have focused on
service quality in the hotel industry. The outcomes of these studies have produced several
contributions in relation to understanding the dimensional structure of service quality of
hotels (Akbaba, 2006, p.172).

To measure the quality of service in the tourism industry is following models,
these models will be described by specifying the characteristics and dimensions of the

sides of examining and incomplete.

Table 3: Popular Models of Measuring Service Quality in the Hospitality industry

NO MODEL RESEARCHER

1 Holserv Mei, Dean and White,
1999

2 Hotelzot Nadiri and Hussain, 2005

3 TourServQual Eraqi, 2006

4 The Lodging Quality Index (LQI) Getty and Getty, 2003

5 Servqual Parasuraman, Zeithaml and
Berry, 1985, 1988, 1991,

3.2.1 Measuring Service Quality with HOLSERYV Instrument

Mei, Dean and White (1999) described that definition of service quality and its
measurement for hospitality industry. Their study is based on SERVQUAL instrument
which is proposed by Parasuraman, Zeithaml and Berry (1985).

As they have made some changes for applying service quality dimensions for
hospitality industry, an original assurance item: “Guests feel safe in their transactions

with employees”, an item which was unclear meaning of “transactions”, they replaced by
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“Guests feel safe in the delivery of service". As we look at the whole picture, they
modified or deleted eight items to the SERVQUAL scale, leaving a total of 27 items and
5 dimensions. They measured the questionnaire items with seven point scale which is
consistent with the prior work of Parasuraman and others (1985). Moreover for measuring
overall service quality, a single rating ten-point scale (1 = very poor, and 10 = excellent)
were used to enable identification of the best predictor of overall service quality (Mei,
Dean and White, 1999, p.138).

They found that three dimensions of service quality in hospitality industry in
Australia consist of “employees, tangibles and reliability” with ordering high relation to
service quality. HOLSERYV is not a final model and this should be developing for more
reliable conclusion. Since HOLSERYV is one-column questionnaire format, this makes

more suitable comparing to SERVQUAL which includes two-column format.
3.2.2 Measuring Service Quality with HOTELZOT Instrument

Nadiri and Hussain (2005) found empirical support for HOTELZOT instrument
in service quality. They also focused on service quality in island destinations (Northern
Cyprus) and their study explains service quality in terms of the zone of tolerance in the

hospitality industry.

They used the questionnaire which was based on service expectations
(“adequate” and “desired”) and service perceptions. It had a three-column format. There
were 23 items in all — 22 items for measuring according to the SERVQUAL scale
(adopted from Parasuraman et al., 1991), and one item for measuring customer
satisfaction. A five-point Likert scale was used for data collection — with 1 being “strongly

disagree” and 5 being “strongly agree”.
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Figure 7: Service Quality Gap Model

4>[ Desired Service ]
Service Quality Gap:

Perceived Service
Superiority Zone of
Tolerance
Pt Adequate Service ]4—[ Predicted Service ]
Service Quality Gap:

Perceived Service
Adequacy Customer

Satisfaction
:t[ Perceived Service }4

Source: Nadiri and Hussain (2005), p.264

The gap of this study was defined as follows:

o The zone of tolerance for hotels was calculated as the difference between
the desired service and the adequate service.

. The MSS (measure of service superiority) was calculated as the
difference between the desired service and the perceived service.

. The MSA (measure of service adequacy) was defined as the difference

between adequate service and perceived service.

The application of HOTELZOT is complex measurement and is used the model
on only island destination, so we have not known this model is relevant applicability on
hospitality industry. Also this empirical study is not common usage or knowledge in the
literature. However the HOTELZOT instrument should be study in the hospitality
industry and if result is favorable, then it can be used.

3.2.3 Measuring Service Quality with TSERVQUAL Instrument

Eraqi (2006) determined that internal customers (staff) and external customers,
operating in the Egypt on business and the environment through a survey of the service
quality of three titles which are tourism organization management attitudes towards

quality, the health of tourism business environment, offering suitable opportunities for
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training and a fair mechanism for performance measurements and 15 propositions, were
asked to evaluate with Likert scale: 1-5 (strongly disagree-strongly agree). To measure
the external customer satisfaction it was used Likert scale and it has been suggested three

options (good, fair, and weak) for each question/statement (Eraqi, 2006, p. 484).

He stated that for improving tourism service quality it is necessary to achieve

three requirements:

o internal customer satisfaction (employee satisfaction)
o external customer satisfaction (tourists satisfaction)

. the efficiency of processes.

He also added that tourism industry in Egypt does not support the internal
customer satisfaction as the lack of an appropriate system for encouraging people to be
creative and innovative. Further, he explained that in the area of the external customer
satisfaction is still a need for things to be done such as the environmental conditions
improvements, internal transport quality enhancement, increasing people awareness, and

improving the level of safety and security conditions (Eraqi, 2006, p.469).

Since this instrument considered only internal customer satisfaction, external
customer satisfaction and the efficiency of process, the model ignore the SERVQUAL
dimensions which are mostly accepted for many researchers. Therefore, the usability of
TSERVQUAL is not sufficient for service quality due to the lack of completeness.

3.2.4 Measuring Service Quality with SERVQUAL Instrument

SERVQUAL part was mentioned in service quality dimensions section. Shortly
sum up SERVQUAL, one of the most widely used instruments to measure service quality
is the SERVQUAL scale developed by Parasuraman (1985), and then refined in 1988 and
1991. The model on which SERVQUAL is based proposes that customers evaluate the
quality of service on 22 items (proposition) and five distinct dimensions: reliability,

responsiveness, assurance, empathy and tangibles (Mei, 1999, p. 137).
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Several researches show that SERVQUAL is most popular measurement of
service quality. And according to many research, SERVQUAL continuous to play
important role for measuring the service quality. Due to the complexity of hospitality

industry, the measurement should be adapted for hospitality industry.
3.2.5 Measuring Service Quality with LQI Instrument

Getty and Getty (2003) argued that the purpose of their study was to produce a
quality perception scale that can be adapted to the individual lodging property. And they

also stated that LQI can serve as a benchmark on which improvements can be assessed.

They determined that lodging quality index (LQI) ,which is based on
SERVQUAL instrument and was used ten dimensions of SERVQUAL, has 26 items and
5 dimensions which are consisting of tangibility, reliability (includes original reliability
and credibility dimensions), responsiveness, confidence (includes original competence,
courtesy, security, and access dimensions) and communication (includes original

communication and understanding dimensions).

Since LQI is adaptation of SERVQUAL for lodging industry, it can be used in
the hospitality industry instead of SERVQUAL. The other reason is SERVQUAL is not
adequate for measuring hospitality or lodging industry, but LQI is likely to use for
measuring service quality in hospitality industry. And it is more suitable to evaluate some

unique features of hospitality industry.
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CHAPTER 4

4. APROPOSED CONCEPTUAL MODEL FOR MEASURING TOTAL
SERVICE QUALITY IN TURKISH TOURISM SECTOR

In this chapter, we can suggest that factors which is influenced on total service

quality. Then definition of these factors and impact on total service quality are explained.

Due to the lack of sufficient source about effectiveness of the total service quality
in the literature, we need a construction model for measuring effectiveness of total service
quality in hospitality industry which can cover the insufficient models of service quality.
As Lodging Quality Index (LQI) is more advantages than the other service quality

measurement, it is used to measure service quality.

The following subsections or factors can be thought that is effect on total service
quality. In other words, it is believed that the external variables which are customer
loyalty, environmental harmony, municipality main services, public cultural level,
corporate responsibility, employee satisfaction, historic locations of city and total quality

management has an effect on effectiveness of total service quality.
4.1 Total Service Quality

According to Wilkins et al. (2007) described total service quality as for hotel
industry "the sum of the physical, service and quality food and beverage components".
He also added that concept of total quality facilitates monitoring hotel performance over

time.
4.2 Customer Loyalty

Definition of customer loyalty is complex. There is generally three different

ways which are behavioral, attitudinal, composite measurements.
As it is explained for these approaches below:

The definition of customer with behavior approach is meant “consistent,

repetitious repurchase behavior as an indicator of loyalty” Moreover, the definition of
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customer loyalty with attitudinal approach is meant “attitudinal data to reflect the
emotional and psychological attachment inherent in loyalty. In addition to this, the
definition of customer loyalty with composite measurement is meant “combine the
attitudinal and behavioral approaches and measure loyalty by customers’ product
preferences, tendency of brand-switching, frequency of purchase, recency of purchase
and total amount of purchase” ( Bowen and Chen, 2001, p.213-214).

As customer in hotel is tourist, customer loyalty in tourism sector means tourist
loyalty. It can be defined as repurchasing intentions or staying same hotel. Since tourist

loyalty has positive meaning, it can be affect total service quality positively.
4.3 Environmental harmony

To make the definition of environmental harmony, harmony is necessary to
know the definition. Generally, harmony is perceived as beauty. Environmental
harmony can be defined as environment beauty which is the symmetry or attractive
appearance, etc... For example, the overall image of the city to be symmetrical, that the
city attracts people from environmental harmony to be made. Other aspect of this issue

is perceived, to be less of CO2, as well as to have a certain level of noise can be detected.
4.4 Municipality main services

From Wikipedia definition of municipal services refers to basic services that
residents of a city expect the city government to provide in exchange for the taxes which
citizen pay. Municipality main services includes sanitation, water, streets, schools, fire
department, transportation, etc. (http://en.wikipedia.org/wiki/Municipal_services,
2013). Those services are fundamental needs for people. If some of these services does
not exist, then many dissatisfaction people increases in the city. For example, when
tourist came to city, they faced some municipality main service problem. This affects

their perception of the total service quality negatively.
4.5 Public Cultural Level

The Oxford Dictionary culture definition is "the arts and other manifestations of

human intellectual achievement regarded collectively” and the other its definitions is
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more understandable “the ideas, customs, and social behavior of a particular people or
society” It can be thought culture means people's social behavior to anyone.
(http://oxforddictionaries.com/definition/english/culture, 2013). Public cultural level can
be defined as the level of the social behavior of human. This affects tourist perception of

city or country. The greater cultural level can make the better experience of hospitality.
4.6 Corporate Social Responsibility (CSR)

Social responsibility has become one of the key business trends. Corporate
responsibility is a concept which has been constantly evolving from its emergence as
method for companies to make charitable donations and show their societies (Banerjee
and Shastri, p.1).

CSR can be generally defined as "actions that appear to further some social good,
beyond the interests of the firm and that is required by law" (McWilliams and Siegal,
2001, p. 117).

CSR has many benefits for tourism sector. Social responsibility projects in hotel

industry are supposed to be make knowledge of hotel positively.
4.7 Brand Image

Brand image can be defined as “the current view of the customers about brand”.
And also definition of brand image is “it is set of beliefs held about a specific brand.”
Summarize these definitions means that “Brand image is the customer’s net extract from
the brand” (http://www.managementstudyguide.com/brand-image.htm, 2013). Gronroos

(1984) described brand image as the result of how the consumers perceive the firm.

Brand image is vital importance for tourism sector especially hotels and
hospitality. For example, when tourist prefers a hotel in the catalog, the one of the criteria
of tourist is brand image of hotel. Also the brand image of hotel can be negative or positive

impact on employees.
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4.8 Employee Satisfaction

Employee satisfaction is the terminology used to describe whether employees
are happy and fulfilling their desires and needs at work. Many measures support that
employee satisfaction is a factor in employee motivation, employee goal achievement
and positive employee morale in work place (Sageer, Rafat and Agarwal, 2012, p.32).

As employees in the hospitality industry are not satisfied, the hotel business
generally is affected. Employee satisfaction is main attentions for hospitality management

or total service quality.
4.9 Historic Locations of city

It is widely known that tourist come to city for some reasons. They have many
reasons such as sun, sand, sea, sightseeing ...etc. Also historical places attract tourist to
city. Many tourists want to learn and travel history of city. This is also a positive effect

on the overall perspective of the services (total service quality) offered.
4.10 Total Quality Management

In chapter 2, since to extent to which total quality management were examined

and defined, we are not repeatedly explained these dimensions.

4.11 Service Quality

Service quality and its dimensions were mentioned in Chapter 3. For this reason,

we are not discussed these dimensions.

4.12 Demographic Variables

Demographic variables are determined as net income, gender, age, marital status,

education, job and the year of study.
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4.13 Proposed Conceptual Research Model for Measuring Total Service

Quiality

After explaining all of the constructs, the figure below that summarizes the

theoretical model of this study is constituted

Figure 8: A Proposed Conceptual Model for Measuring Total Service Quality

External Variables
1) Service Quality

-Tangibility

-Reliability

-Responsiveness

-Confidence

-Communication

2) Environmental harmony
3) Municipality main services

4) Historic Locations of city

5) Public Cultural Level

6) Social Responsibility

7) Brand Image

8) Customer Loyalty

9) Employee Satisfaction

10) Total Quality Management

-Customer focus
-Customer satisfaction
-Employee training

-Top management
-Leadership
-Commitment

-Personnel involvement
-Teamwork

-Employee involvement
-Continuous improvement
-Innovation

-Quality information
-Performance measurement
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5. METHODOLOGY

5.1 Aim of the Research

This research aims on the achieving to identify and analyze which factors are
more effective impact total service quality. The research was conducted in Alanya and
Antalya six five star hotels among the employees. Two of them are in Alanya and the

other four is in Antalya.
5.2 Structure of the Research Data
5.2.1 Target population definition

In our research the target population is employees in the five star hotels. The
sample unit of target population is total service quality. Our sampling unit is five star
hotels. Our research covers the Alanya and Antalya. The survey period is in between 21"
of May 2013 and 21th of June 2013.

5.2.2 Characteristics of the sample
Our sample data has 245 employees. The demographic variables are following:

Gender, Marital Status, Age, The year of study, job, dependants, education, net

income.

For gender characteristic, the number male is 148 (70.5%) and the number of

female is 53 (25.2%). This means for our data that male employees are more than females.

For marital status, single number which is 117 (49.4%) is more than married 120
(50.6%).We examined for the year of study.

The mean of the year of study is 6.5113 means that in general employees are

experienced.
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When it has been determined, the highest number of department of job is Food
and Beverage and its number 120 (49.0%), lowest number of department is personnel

which has 4 employees (1.6 %)

When we consider the age of the employees, mean of the age is 29.6411. Then
it can be said that in general the employee is in middle ages. The youngest employee is
16 and eldest employee is 55 years old.

Then, the education level is volatile, but high value condensed in High School
category .It consists of 80 employees. (32.7%). The lowest category is master degree

whose number is 7 (2.9 %).

The mean of net income is 1518 TL which is more than the minimum wage.
The high percentage value is 9.4 % which is 1100 TL.

5.2.3 Tool of Collection Data

To collect the data, the questionnaire is used in our research. The questionnaire
based on 55 questions which are prepared for the five stars hotels in Alanya and Antalya.
In the distribution of questionnaire it was used three ways which are mail, online survey

and the post. And the research data were collected.

Likert-type scale (with 5 scale points) was used in our research. Our
questionnaire consisted of two sections. One is core concept and external variables
questionnaire. The other section involves demographic questions. The 47 of 55 questions

has external and core concept. The rest of 8 questions are demographic.
The demographic variables involves interval, nominal and ordinal scale.

Labels of scale points are based on degree of intensity (Disagree, Slightly Agree,
Moderately Agree, Strongly Agree, and Definitely Agree). As we can see the appendix

in questionnaire, it is ordered from negative to positive label.
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5.3 Adjusted data for the extreme value

In our analysis the data need to be purified the extreme values and outliers,
because these values causes biased results. The other reason is that these values negatively

affects the normality and homoscedasticity test and homogeneity.
5.4 Statistical methods to be used in Research analysis

Following methods are to be used in different stages of the analysis. At the first
stage MRCA and ANOVA will be performed for initial research model. At the second
stage PCA, RA will be performed to construct the modified research model in order to
reduce independent (external) variables to an optimum number in order to perform
MRCA more effectively. The MRCA and ANOVA will be performed for modified
research model. And at the final stage MAC will be performed in order to analyze the

effect of demographic variables on the core concept of our Research model.
5.4.1 Principal Component Analysis

Principal Component Analysis (PCA) is a method of factor analysis. The main
objective of principal components analysis (PCA) is to reduce the dimension of the
observations (Hérdle and Simar, 2012, p250). PCA is also used when the objective is to
summarize most of the original information (variance) in a minimum number of factors

for prediction purposes (Hair, Black, Babin and Anderson, 2010, p.98).
Component factor analysis is most appropriate when:

* Data reduction is a primary concern, focusing on the minimum number of
factors needed to account for the maximum portion of the total variance represented in

the original set of variables, and

* Prior knowledge suggests that specific and error variance represent a relatively

small proportion of the total variance. (Hair, Black, Babin and Anderson, 2010, p.98).

In our thesis the reason of the preferring exploratory method is that the number
of external variables which cannot be predicted and assumed independent each other
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through PCA categorize with determining new component and purpose to generate less
number of component model.

PCA categorizes variables instead of omitting variables. After the result of PCA,
these categorized external variables have grouped and each of them generates multi-item
instrument which cannot have single item.

As the above paragraph, since variables or items are divided into groups or
instruments by categorizing by PCA, instruments which are used in PCA must have more
than items. PCA variables categorize instead of omitting. After performing PCA, these
variables are divided non single instruments. Thanks to PCA, we have captured new
profiles.

To summarize PCA,

o Reduces the number of variables by categorizing,
o Orders categories according to their important positions

o Sort in order of importance is attached to the variables within the category.
5.4.1.2 Stages of Principal Component Analysis

1) Measure of sampling adequacy (MSA)

MSA is to quantify the degree of intercorrelations among the variables and
the appropriateness of factor analysis. This index ranges from 0 to 1, reaching 1 when
each variable is perfectly predicted without error by the other variables. The measure can
be interpreted with the following guidelines: 0.80 or above, meritorious; 0.70 or above,
middling; 0.60 or above, mediocre; 0.50 or above, miserable; and below 0.50,
unacceptable. The researcher should always have an overall MSA value of above 0.50
before proceeding with factor analysis (Hair, Black, Babin and Anderson, p.103).

2) Bartlett Test of Spherecity
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Method of determining the appropriateness of factor analysis examines the
entire correlation matrix. The Bartlett test of sphericity, a statistical test for the presence
of correlations among the variables, is one such measure. It provides the statistical
significance that the correlation matrix has significant correlations among at least some
of the variables. The increasing the sample size causes the Bartlett test to become more
sensitive in detecting correlations among the variables (Hair, Black, Babin and Anderson,
p.103).

Table 4: Building Table based on PCA results

Number of Component C1 Cc2 C3 Cn TOTAL

% of explained variation

Labels of components

Composition of variables within each

component

5.4.2 Reliability Analysis

The reliability of a measure indicates the extent to which it is without bias (error
free) and ensures consistent measurement across time and across the various items in the
instrument. In other words, the reliability of a measure is an indication of the stability and
consistency with which the instrument measures the concept and helps to assess the

"goodness" of a measure (Sakeran and Bougie, 2010, p.181).

One common type of measure is a scale in which the participants' scores are
based on the sum (or mean) of their responses to a set of items. In cross-sectional studies
in which the measures are collected on a single occasion, the most commonly used
measure of reliability (internal consistency) is coefficient alpha (Cronbach, 1951).
Coefficient alpha represents the mean of the correlations between all of the different
possible splits of the scale into number of halves. (Cohen, Cohen, West and Aiken, 2003,
p.129)

43



RA is used to measure both internal consistency and stability. Internal
consistency refers to the consistency between items in multi-item instruments. To be
consistency instruments, relationship between items according to Cronbach's a
(Cronbach, 1951). The generally agreed upon lower limit for Cronbach's alpha is 0.70,
although it may decrease to 0.60 (Hair, Black, Babin and Anderson, 2010, p. 124)

Stability means that the ability of a measure to remain the same over time-
despite uncontrollable testing conditions or the state of the respondents themselves - is
indicative of its stability and low vulnerability to changes in the situation. Two tests of
stability are test-retest reliability and parallel-form reliability. The reliability coefficient
obtained by repetition of the same measure on a second occasion is called test-retest
reliability. The parallel-form reliability means that when responses on two comparable
sets of measures tapping the same construct are highly correlated (Sekaran and Bougie
p.181-182).

5.4.3 Multiple Regression and Correlation Analysis

The reason of conducting Multiple Regression and Correlation Analysis
(MRCA) is that whether relationship between external variable and core concept and in
situation of finding of this relationship is valid , what is the contribution of which is to
determine the magnitude of the external variables.

MRCA has 5 stages:

1)  Linearity

2)  Multicollinearity

3)  Homoscedasticity

4)  Normality of error terms
5)  F-test and Adjusted r?

6)  Autocorrelation Analysis
7)  t-test and Beta Coefficient

These stages or assumptions will be explained below.
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5.4.3.1 Linearity

Linearity of the relationship between dependent and independent variables
represents the degree to which the change in the dependent variable is associated with the
independent variable. The concept of correlation is based on a linear relationship, thus
making it a critical issue in regression analysis (Hair, Black, Babin and Anderson, 2010,
p.180).

Checking the linearity assumption in simple regression is easy because the
validity of this assumption can be determined by examining the scatter plot of Y
(dependent variable) versus X (independent variable). A linear scatter plot ensures
linearity. When the linearity assumption does not hold, transformation of the data can

sometimes lead to linearity (Chatterjee and Hadi, 2006, p.86).
5.4.3.2 Multicollinearity

Multicollinearity is a key issue in interpreting the regression variable is the
correlation among the independent variable. The simplest and most obvious means of
identifying collinearity is an examination of the correlation matrix for the independent
variables. The presence of high correlations is the first indication of substantial
collinearity. Lack of any high correlation values, however, does not ensure a lack of
collinearity. Collinearity may be due to the combined effect of two or more other

independent variables which is termed multicollinearity.

The two most common measures for assessing both pairwise and multiple

variable collinearity are tolerance and its inverse, the variance inflation factor.

A direct measure of multicollinearity is tolerance, which is defined as the
amount of variability of the selected independent variable not explained by the other
independent variables. The tolerance value should be high, which means a small degree
of multicollinearity (i.e., the other independent variables do not collectively have any
substantial amount of shared variance).A second measure of multicollinearity is the
variance of inflation factor (VIF), which is calculated simply the inverse of the tolerance
value. The VIF value should be low (Hair, Black, Babin and Anderson, 2010, p.197-198).
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5.4.3.3 Homoscedasticity

Homoscedasticity is called constant variance. The graphical examination of the
residuals suggests that the form of the regression model was properly specified, but the
variance of the residual is not constant (heteroscedasticy). The estimation of regression
coefficient are unbiased in this situation, but that the standard errors may be inaccurate
(Cohen, Cohen, West and Aiken, 2003, p.145).

Besides examination of residual graphics, there is several tests used to determine
absolutely whether variation of homoscedasticity is or not. Among this tests, Spearman
rho can be considered and tested correlation between absolute error terms and
independent variable (Orhunbilge, 2002, p.232).

Spearman rho correlation coefficient

6y D?

=1 -—="
s N(NZ—1)

is calculated above formula In the formula, N means population size or sample
size, D? represents that square of the difference of rank of each two variables
(Orhunbilge, 2002, p.206).

5.4.3.4 Normality of Error terms

Normality of error terms is that for any value of the independent variable, the
residuals around the regression line are assumed to have a normal distribution. Violations
of the normality assumption do not lead to bias in estimates of the regression coefficients.
The effect of violation of the normality assumption on significance tests and confidence
intervals depends on the sample size, with problems occurring in small samples. In large
samples, nonnormality of the residuals does not lead to serious problems with the
interpretation of either significance tests or confidence intervals (Cohen, Cohen, West
and Aiken, 2003, p.120).

Specific statistical tests for normality are also available in all the statistical

programs. The two most common are the Shapiro-Wilks test and a modification of the
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Kolmogorov-Smirnov test. Each calculates the level of significance for the differences
from a normal distribution (Hair, Black, Babin and Anderson, 2010, p.72).

5.4.3.5 F-test

F-test is common in regression analysis to determine the overall significance of
the model. In multiple regression, this test determines whether at least one of the

regression coefficients is different from zero. F-test for overall significance are
Hy:p1 =0
Ha: ﬁl * O

The F value is computed directly by

SSreg/
_ dfreg _ MSreg
SS@TT/ MSe;,

d err

F

Where df,eq = k
dferr=n-k-1
k=the number of the independent variables

The values of the sum of squares (SS), degrees of freedom (df), and mean
squares (MS) are obtained from the analysis of variance table, which is produced with
other regression statistics as standard output from statistical software packages (Black,
2010, p.493).

5.4.3.6 Adjusted r?

Adjusted r? is also called adjusted coefficient of determination. This measure
involves an adjustment based on the number of independent variables relative to the
sample size. In this way, adding nonsignificant variables just to increase the r? can be

discounted in a systematic manner. The adjusted r? - not only reflects overfitting, but also
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the addition of variables that do not contribute significantly to predictive accuracy (Hair,
Black, Babin and Anderson, 2010, p.190).

5.4.3.7 Autocorrelation Analysis

Autocorrelation analysis is performed if F-test is significant. A problem that
arises in regression analysis when the data occur over time and the error terms are

correlated; also called serial correlation (Black, 2010, p.815).

When autocorrelation occurs in a regression analysis, several possible problems
might arise. First, the estimates of the regression coefficients no longer have the minimum
variance property and may be inefficient. Second, the variance of the error terms may be
greatly underestimated by the mean square error value. Third, the true standard deviation
of the estimated regression coefficient may be seriously underestimated. Fourth, the
confidence intervals and tests using the t and F distributions are no longer strictly
applicable (Black, 2010, p.617).

One way to test to determine whether autocorrelation is present by using Durbin-

Watson test.

In the Durbin-Watson test, D is the observed value of the Durbin-Watson
statistic using the residuals from the regression analysis. A critical value for D can be
obtained from the values of a, n, and k by using Durbin-Watson Statics Table, where a is
the level of significance, n is the number of data items, and k is the number of predictors.
The Durbin-Watson tables include values for dU and dL. These values range from 0 to 4.
If the observed value of D is above dU, we fail to reject the null hypothesis and there is
no significant autocorrelation. If the observed value of D is below dL, the null hypothesis
is rejected and there is autocorrelation. Sometimes the observed statistic, D, is between
the values of dU and dL. In this case, the Durbin-Watson test is inconclusive (Black,
2010, p.617).
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Table 5: Autocorrelation Criteria

c c
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5.4.3.8 T-test

The t value of variables in the equation, as just calculated, measures the
significance of the partial correlation of the variable reflected in the regression coefficient
As such, it indicates whether the researcher can confidently say, with a stated level of
error, that the coefficient is not equal to zero (Hair, Black, Babin and Anderson, 2010,
p.209).

5.4.3.9 Beta Coefficient

Beta coefficient is standardized regression coefficient that allows for a direct
comparison between coefficients as to their relative explanatory power of the dependent
variable. Whereas regression coefficients are expressed in terms of the units of the
associated variable, thereby making comparisons inappropriate, beta coefficients use
standardized data and can be directly compared (Hair, Black, Babin and Anderson, 2010,
p.153).

5.4.4 Measures of Association and Correlation

MAC is used to determine whether there is a relationship between core concept
and demographic variables. For determining of the relationships, It is necessary to be

same scale levels for each variables If the relationship between two variables with
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different scale levels any of them, higher scale level variables is transformed to lower

level scale.

More information about the scales in the table below:

Table 6: The measurement of scale type

Descriptive Inferential
Defining Reliability Validity
characteristic
Power | Typeof of the scale | Typeof measure | Typeof | Typeof Type of
of Scale Test data method
Scale
Low Nominal (1) Equivalance | ¢  Mod e Chi- Qualitative | NonParametr
— Cat _ e Cramer’s V square ic Methods
(Cgaer) T
Ordinal (1) Equivalance | ¢  Medyan e Kendal | Qualitative | NonParametr
(0 p d) @ Less th e Kendall’s Tau | Test ic Methods
raere ess an
' Spearman’s o {-test
data ¢ °p
more than Rou
Interval (1) e Aritmetic e t-test Quantitati | Parametric
Equivalance Mean e z-test |Ve
, Methods
e Pearson’sr o [-test
(2) Less than,
more than
(3) Known
distance
Ratio 1) e Geometric e z-test | Quantitati | Parametric
Equivalance Mean o f-test ve
e Pearson’sr Methods
(2) Less than,
more than
High (3) Known
distance
(4) Known ratio

University, 2012
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Power of scale is measured by following 2 properties:
1) The accuracy of validity
2) Informative feature

Since demographic variables which are used in model measure different scale
levels, in the first stage, scale levels of all of the demographic variables are determined.
The reason of measuring Likert-type scale of core concept, scale level is determined
interval scale. When relationship between core concept and nominal scaled demographic
variable is investigated, the core concept needs to transform to nominal scale. SPSS
transforms automatically when relationship between ordinal scale variable and high level
scaled (interval or ratio) variable are determined by categorizing. And it is reduced to
ordinal scale level. For this reason, in ordinal scale level relationship analysis, there is no

transforming process in SPSS.

If scale level variables are nominal or ordinal, measurement of this relationship
is defined "association”. To put it more generally, relationship between qualitative

variables are measured by association measures.

If scale levels of variables are interval or ratio, in other words if variables are

quantitative measures of relationship are called correlation.
5.4.4.1 Analysis of the Relationship between Variables at nominal scale

One way to determine whether there is a statistical relationship between two
variables is to use the chi square test for independence. A cross classification table is used
to obtain the expected number of cases under the assumption of no relationship between
the two variables. The chi square based measures of association are often used to

determine the strength of relationships where at least one of the variables is nominal.

Cramer's V coefficient is the preferred measure among X2 based measures. It
generally has a maximum value of 1 when there is a very strong relationship between two

variables.
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Phi coefficient which is the measure of association is a measure which adjusts

the chi square statistics by the sample size. Phi is most easily defined as

XZ
d= |—
n

Both these coefficients are based on x? (chi-square) test of independence
(Gingrich, 2004, p.774). The SPSS computer program gives the significance level for
these measures of association when these measures are requested. If in chi-square test
Sig. < 0.05, then it means that there is a relationship. If Sig. > 0.05 whatever correlation

coefficients is valued, this concludes that there is no relationship.

If contingency table is 2x2 table, Fischer-Exact test is alternatively used when
Chi-square test are not interpreted. This test is used for only 2x2 tables. As can be
considered this, the designing of more than two categories, in order to reduce the
frequency per category and small sample size exceeds %20 limit, thus Chi-square test is

not interpreted.

5.4.4.2 Analysis of Relationship between variables at Ordinal and Interval Scale
While there are many measures of association for variables which are measured
at the ordinal or higher level of measurement, correlation is the most commonly used
approach. The correlation coefficient usually given the symbol r and it ranges from -1 to
+1 (Gingrich, 2004, p.795).

A correlation coefficient can be produced for ordinal, interval or ratio level
variables, but has little meaning for variables which are measured on a scale which is no
more than nominal. Spearman's rho is calculated for ordinal scales. For interval and ratio
levels, the most commonly used correlation coefficient is Pearson's r (Gingrich, 2004,
p.796).

5.4.5 ANOVA (Factorial Experiments)

Factorial Experiments are experiments that investigate the effects of two or more

factors or input parameters on the output response of a process. Factorial experiment

52



design, or simply factorial design, is a systematic method for formulating the steps needed
to successfully implement a factorial experiment. Estimating the effects of various factors
on the output of a process with a minimal number of observations is crucial to being able
to optimize the output of the process. In a factorial experiment, the effects of varying the
levels of the various factors affecting the process output are investigated. Each complete
trial or replication of the experiment takes into account all the possible combinations of

the varying levels of these factors (Batra and Jaggi, 2003, p.1).
If no interactions are present, the next step is the analysis of the main effects.

The reason to perform the Factorial Experiments (ANOVA) is that regression
analysis is not capable of the measuring nominal scale. And also interaction of the
external variable is not determined in MRCA. In addition, MRCA is based on relationship
between independent variable and dependent variable and the contribution of the
demographic variable is not considered in MRCA. The analysis is based on one to one
relationship between independent and dependent variable, but Factorial Experiments
(ANOVA) have advantages for these issues.

As the factorial experiments are used for measuring demographic and external
variables on dependent variable, factors and covariate variables have been determined
In our study, external variables (which consist of service quality, environmental
harmony, municipality main services, historic locations of city, public cultural level,
social responsibility, brand image, customer loyalty, employee satisfaction, total quality
management ), age ,education, net income, year of study , dependants are considered as
covariate variables as their scale is interval. Since gender and marital status and job are

nominal scale, they are considered as factor variables.
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5.4.6 Proposed Research Model for ANOVA (Factorial Experiments)

Factors
Gender
Marital Status

Job

Covariate

Age

Net income Dependent variable

Education Effectiveness of Total Service
Quality

A 4

Year of study

Dependants

Service Quality
Environment Harmony
Municipality main services
Historic locations of city
Public cultural level

Social responsibility
Brand Image

Customer loyalty
Employee satisfaction

Total quality management
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6. FINDINGS

In this part of the study, the collected data is to find out with determined research

methods.
6.1 Reliability Analysis (RA)

We begin to analyze our collected data by applying reliability analysis because
of having dimensions of service quality and its subgroup total quality management

questionnaires.

Firstly the subgroup of service quality which are tangibility, reliability,
responsiveness, communication and confidence are examined. After that total quality

management dimensions are determined.
6.1.1 Reliability Analysis for Tangibility Instrument

As we mentioned before, tangibility has 8 items which are "Internal
decorations”, " Staff appearance& tidiness”, "Attractiveness(external)”, " Hotel
facilities", the RA must be conducted. Our desirable result is Cronbach alpha is greater
than 0.70. When it was performed the tangibility items, internal decoration and

attractiveness (external) items are extracted from model.

Table 7: Reliability Statistic

Cronbach's N of Items
Alpha
.825 7

Source: SPSS Software, RA output
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Table 8: Item-Total Statistics

Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted

taniD1 21.7746 26.657 479 .820
tanSAT 20.9108 28.478 465 .818
tanlD2 21.5258 25.109 .650 .788
tanHotelfacl 21.9390 27.227 .530 .808
tanHOTfac2 21.1596 26.408 .649 .789
tanHOTfac3 21.1784 25.704 .665 .785
tanHOTfac4 20.8920 28.050 574 .802

As it can be seen in the table, Cronbach's Alpha = 0.825 > 0.70 which is
reliability criteria. Thus, the internal consistency of tangibility items is satisfied.
According to the table, internal decorationl is high, but hotel facility4 is lowest variable

in tangible items. The tangibility subgroups are combined and the label is named

"Tangibility".

Source: SPSS Software, RA output

6.1.2 Reliability Analysis for Reliability Instrument

Reliability has 4 items which are "Orders done by staff”, "Facilities of rooms",
"Timely accommodation”, "Rooms delivered to customers". After performing RA, due to

the reducing Cronbach's Alpha, "timely accommodation” is omitted from our model.

Moreover, the remaining items constitute the new "Reliability"” item.

Table 9: Reliability Statistic

Cronbach's

Alpha

N of Items

714

4

Source: SPSS Software, RA output
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Table 10: Item-Total Statistics

Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
relta 11.7260 6.944 464 .675
RelRDTcust 11.6442 6.984 .534 .634
relFOR 11.8798 6.415 .530 .635
relODBS 11.4231 7.385 484 .663

Since the result of our Cronbach's Alpha value (0.721) is greater than 0.70, the
internal consistency of reliability item is fulfilled.

Source: SPSS Software, RA output

6.1.3 Reliability Analysis for Responsiveness Instrument

We early mentioned that the responsiveness has 3 items. As we reminded these

items, these are "Respond for requests”, "Speed of Service", "Giving information offering

service".

According to our RA results of Responsiveness Scale, Cronbach's Alpha (0.802)

is greater than 0.7 0 which is reliability criteria. Speed of Servicel and Speed of Service3

is eliminated due to RA results.

Table 11: Reliability Statistic

Cronbach's

Alpha

N of Items

.802

3

Source: SPSS Software, RA output

Table 12: Item-Total Statistics

Scale Mean if Scale Variance if | Corrected Iltem- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
respSOS2 8.5110 3.216 .630 .750
respGIOS 8.5683 3.123 .627 .753
respRFR 8.5683 2.990 .690 .686

Source: SPSS Software, RA output
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The leading factor of Responsiveness is "Speed of Service2" and lowest item is
"Respond for requests”. New responsiveness components are obtained by summated the
items which are "Speed of Service2", "Giving information offering service™ and

"Respond for requests".
6.1.4 Reliability Analysis for Confidence Instrument

As the confidence scale has 5 items which are "Security"”, "Competence”, "Staff
of politeness™, "Courtesy™ and "Access", the RA is also conducted whether our scale has
internal consistency or not. RA result is that due to the fact that Cronbach’s Alpha value

(0.710) is greater than 0.70, the internal consistency of confidence scale is obtained.

Table 13: Reliability Statistic

Cronbach's N of Items
Alpha
.710 2

Source: SPSS Software, RA ouput

Table 14: Item-Total Statistics

Item-Total Statistics

Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
confSOP 4.4573 927 551
confCOUR 4.5385 .842 .551

reliability model assumptions. You may want to check item codings.

a. The value is negative due to a negative average covariance among items. This violates

"o

"Access",

RA. The remaining items which are Staff of politeness, Courtesy are summed and named

"Confidence".

Source: SPSS Software, RA output
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6.1.5 Reliability Analysis for Communication Instrument

As the confidence scale has 4 items which are “Communication”,

“Understanding1”, ”Understanding2” and “Understanding3”, RA is also conducted
whether our scale because of internal consistency . RA result is that due to the fact that
Cronbach’s Alpha value (0.723) is greater than 0.70, the internal consistency of

communication scale is obtained.

Table 15: Reliability Statistic

Cronbach's N of ltems

Alpha

723 2
Source: SPSS Software, RA output

Table 16: Item-Total Statistics

Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
commUND3 4.0179 1.108 575
CommUND1 4.4215 176 575
a. The value is negative due to a negative average covariance among items. This violates
reliability model assumptions. You may want to check item codings.

Source: SPSS Software, RA output

"Communication" and “Understanding2” items are eliminated after performing
RA. The remaining items which are Understandingl and Understanding3 are summed

and named "Communication".
6.1.6 Reliability Analysis for Service Quality Instrument

As service quality scale has 5 items are previously obtained from RA which are
“Tangibility”, “Reliability”, “Responsiveness”, “Confidence”, “Communication”, RA is

conducted for internal consistency. RA result is that due to the fact that Cronbach’s Alpha
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obtained.

Table 17: Reliability Statistic

Cronbach's

Alpha

N of ltems

.827

3

Source: SPSS Software, RA output

Table 18: Item-Total Statistics

value (0.827) is greater than 0.70, the internal consistency of service quality scale is

Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted
Responsiveness 17.5381 8.192 .814 .667
Confidence 21.3619 14.758 .695 g74
Communication 21.9095 14.657 .652 .802

Source: SPSS Software, RA output

“Tangibility”, “Reliability” are omitted after conducting RA. The remaining

items are summated and named “Service Quality”.
6.1.7 Reliability Analysis for Total Quality Management Instrument

As total quality management scale has 10 items which are “Tangibility”,
“Reliability”, “Responsiveness”, “Confidence”, “Communication”, RA is conducted for

internal consistency. RA result is that due to the fact that Cronbach’s Alpha value (0.935)

is greater than 0.70, the internal consistency of total quality management scale is obtained.

Table 19: Reliability Statistic

Cronbach's N of Items

Alpha

.891 11
Source: SPSS Software, RA output

Table 20: Item-Total Statistics
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Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted

perfmea 40.9198 59.913 518 .889
CustSat 40.4118 61.856 .596 .882
emptra 40.8663 59.590 .628 .880
teamw 40.6684 60.169 .593 .883
quainf 40.7594 60.678 .635 .880
empinv 40.8235 59.286 .645 .879
innov 40.4064 59.802 .720 .875
Leadershiip 40.2674 61.842 .678 .879
Commitment 40.2353 62.977 .597 .883
TopManagement 40.4920 60.058 .630 .880
contimp 40.7807 61.237 578 .883

Source: SPSS Software, RA output

“Customer Focus” item is omitted after conducting RA. The remaining items are

summated and named “Total Quality Management”.
Since all external variables are obtained single-item, we conduct PCA analysis.
6.2 Principle Components Analysis (PCA)

We analyze our collected data by applying factor analysis on total service quality
questions. In factor analysis Principal Component Method and Varimax Rotation were

performed.

To conduct the PCA, Bartlett Test results must be desirable level. Thus KMO >
0.50 and Bartlett Test result must be Sig. < (o= 0.05).

6.2.1 PCA analysis for Total Service Quality Instrument

If there is more number of external variables, this number can be reduced by
performing PCA. As our data has 8 external variables and 2 of them is eliminated by

extreme values and outlier criteria, external variables are summated and labeled.
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As KMO = 0.464 < 0.50 and Bartlett test is significant Sig. 0.000 < (a = 0.05),
PCA stages have undesirable results. As we can see the correlation matrix, "Total Quality
Management™ has high interrelation with the service quality, thus, “Total Quality
Management “variable is eliminated. KMO increased from 0.464 to 0.576. Then new

component is following:

Table 21: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adeguacy. 576
Bartlett's Test of Sphericity Approx. Chi-Square 89.978
df 21
Sig. .000

Source: SPSS Software, PCA output

Table 22: Total Variance Explained

Initial Eigenvalues Rotation Sums of Squared Loadings
Comp Total % of Variance Cumulative % Total % of Variance Cumulative %
onent
1 2.338 33.400 33.400 2.107 30.102 30.102
2 1.253 17.905 51.305 1.399 19.983 50.085
3 1.059 15.130 66.435 1.144 16.350 66.435
4 .932 13.309 79.744
5 .649 9.270 89.014
6 .506 7.231 96.245
7 .263 3.755 100.000
Extraction Method: Principal Component Analysis.

Source: SPSS Software, PCA output

Table 23: Rotated Component Matrix

Rotated Component Matrix?
Component
1 2 3
newbraima .849 137 .004
newcustloy .812 .060 -.060
servqual 717 .168 .066
newsocaRes .060 .870 -.061
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newhisloc .354 .670 .038
municima -.173 .186 .816
publicc .233 -.330 .682

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations.

Source: SPSS Software, PCA output

The following conclusion is obtained by using above two tables.

Table 24: Classification of variables into components

Number of C1 Cc2 C3 TOTAL
Component
% of 30.102 19.983 16.350 66.435
explained
variation
Labels of Company Quality Social Public Facilities
components Facilities
Composition e Brand Image Social Municipality
of variables e Customer Responsibility main
within each loyalty Historic services
component e Service Quality Locations of Public
City cultural
level

There is said to be leading of C1 (30.102) is greatest explanation and lowest is C3 (16.350).
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6.3 Modified Research Model (After performing PCA and RA)

After performing RA and PCA, Our research model is modified as we can see in

the following table:

Figure 9: Modified Research Model (After Performing PCA and RA)

External Variables

Core Concept
C1- Company Quality

1) Service Quality Effectiveness of Total Service
% Responsiveness > Quality

e Respond for requests

e Speed of Service2

e Giving information

offering service X

% Confidence

o Competence Demographic Variables

o Staff of politeness

¢ Courtesy -Net income

R/
0.0

Communication
e Understandingl
e Understanding3 -Age
2) Brand Image
3) Customer loyalty
C2- Social Facilities
e Social Responsibility
e Historical Location of City -Job
C3- Public Facilities
e Public Cultural Level

e Municipality main services -The number of dependents

-Gender

-Marital Status

-Education

-Year of study
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6.4 Multiple Regression and Correlation Analysis and ANOVA (Factorial

Experiments for Initial and Modified Research

In this part of our study, MRCA and ANOVA (Factorial Experiments) will be
performed and the results will be interpreted in terms of relationship and difference for
initial and modified research model.

6.4.1 Multiple Regression and Correlation Analysis (MRCA) for Initial
Model

In this part of our study, the findings about MRCA for initial model will be
discussed.

MRCA is carried out to test the initial research model. Since the initial model
which means that PCA is not performed has two (2) independent variables (public cultural
level and municipality main services). MRCA is performed for testing the relationship
between independent variables and dependent variable (total service quality). The
assumptions of MRCA will be checked.

6.4.1.1 Findings about linearity for initial research model

The linearity assumption is tested and the result is given above correlation matrix
table.

Table 25:Correlations Matrix for Linearity

Correlations
Totalservicequal municima publicc
Pearson Correlation | Totalservicequal 1.000 .163 .298
municima .163 1.000 129
publicc .298 129 1.000
Sig. (1-tailed) Totalservicequal . .057 .002
municima .057 . 107
publicc .002 .107
N Totalservicequal 95 95 95
municima 95 95 95
publicc 95 95 95

Source: SPSS Software, MRCA output
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The above table shows that all independent variables does not hold the linearity
criteria, since the all components is lower than 0.70. The linearity assumption can be

tolerated, so we will continue to perform the next assumption.
6.4.1.2 Findings about multicollinearity for initial research model

Since the correlation between two independent variables is lower than 0.70

(0.129) Thus, there is no multicollinearity.
6.4.1.3 Findings about homoscedasticity for initial research model

The third assumption is homoscedasticity. As it can be seen in Test of
homoscedasticity table. Public cultural level (0.052 > 0.05), but municipality main
services has lower than 0.05, so municipality main services is extracted and MRCA is

performed again.

Table 26:Test of Homoscedasticity

Correlations
absoluteresidual municima publicc

Spearman's rho | absoluteresidual | Correlation Coefficient 1.000 -.262" -.200
Sig. (2-tailed) . .010 .052
N 95 95 95
municima Correlation Coefficient -.262" 1.000 .105
Sig. (2-tailed) .010 . 291
N 95 111 103
publicc Correlation Coefficient -.200 .105 1.000
Sig. (2-tailed) .052 291 .
N 95 103 122

*. Correlation is significant at the 0.05 level (2-tailed).

Source: SPSS Software, MRCA output

After performing MRCA again, the test of homoscedasticity is given below:
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Table 27:Test of Homoscedasticity

Correlations
absoluteresidual | publicc
Spearman's rho | absoluteresidual | Correlation Coefficient 1.000 -.200
Sig. (2-tailed) . .052
N 95 95
publicc Correlation Coefficient -.200 1.000
Sig. (2-tailed) .052 .
N 95 122

Source: SPSS Software, MRCA output

As we can see homoscedasticity assumption is held from the above table. (Sig.
0.052 > 0.05), the other assumptions will be checked.

6.4.1.4 Findings about Normality Error terms for initial research model

The fourth assumption is Normality Error terms. To check this assumption,
Kolmogorov-Smirnov test is used. As the result of test is insignificant (0.000 < 0.05) from
the below Test for Normality which is undesirable situation, the normality assumptions
does not hold. Public cultural variable is extracted from the model and the other

assumptions are not performed.

Table 28:Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Unstandardized Residual .162 114 .000 .898 114 .000
a. Lilliefors Significance Correction

Source: SPSS Software, MRCA output

6.4.2 Factorial Experiments (ANOVA) for initial research

The first assumption of Factorial experiments is that Levene’s test must be
insignificant. Levene's Test value is insignificant result from the table which is desirable
situation, since Sig. 0.763 is greater than 0.05 for initial research. ANOVA can be

interpreted for initial research.
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Dependent Variable: Totalservicequal

F

dfl

df2

Sig.

.091

1

88

.763

Tests the null hypothesis that the error variance of the

dependent variable is equal across groups.

a. Design: Intercept + municima + publicc + Gender

Source: SPSS Software, ANOVA output

Table 29:Levene's Test of Equality of Error Variances

As we can see from the Test of Between-Subjects Table, the main effect of covariate

variable (public cultural level) has difference on total service quality due to the result of
(Sig. 0.002 <0.05).

Table 30: Tests of Between-Subjects Effects

Dependent Variable: Totalservicequal

Source Type Il Sum of df Mean F Sig. Noncent | Observe
Squares Square d
Paramet | Power®
er

Corrected Model 14.4142 3 4.805 4.230 .008 | 12.690 .844

Intercept 82.699 1 82.699 | 72.806 .000 | 72.806 1.000

municima 732 1 732 .645 424 .645 125

publicc 11.653 1 11.653 | 10.259 .002 | 10.259 .886

Gender .084 1 .084 .074 .786 .074 .058

Error 97.686 86 1.136

Total 1625.000 90

Corrected Total 112.100 89

a. R Squared = .129 (Adjusted R Squared = .098)

b. Computed using alpha = .05

Source: SPSS Software, ANOVA output

Since the interactions of factors and covariate are not significant result, the table is not

shown.

6.4.3 Multiple Regression and Correlation Analysis (MRCA) for Modified

Model
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To test our modified research model we performed multiple regression analysis.

When we conducted multiple regression analysis for total service quality, to
understand the relationship between total service quality and components which are
company quality (C1) and social facilities (C2), public facilities (C3) constituted after the
results of PCA and RA.

6.4.3.1 Findings about linearity for modified research model

In MRCA, First assumption is linearity. As we can see the correlations matrix,
linearity criteria between total service quality and C1, C2 and C3 are calculated. Due to
correlation coefficients which are respectively (0.599 < 0.70 and Sig. 0.00 < 0.05), (0.045
< 0.70 and Sig.0.359 > 0.05) and (0.178 < 0.70 and Sig. 0.00 > 0.05). These means that
there is only relationship between total service quality and C1, because the correlation of
C1 is significant. For this reason C2 and C3 are extracted from our model. Although C1
variable (0.599) is less than 0.70, the linearity assumption can be tolerated. The MRCA
is performed again without C2 and C3 components.

Table 31:Correlations Matrix for Linearity

Correlations
Totalservicequal | C1 C2 C3
Pearson Correlation | Totalservicequal 1.000 .599 .045 178
C1 .599 1.000 .360 .021
c2 .045 .360 1.000 -.068
C3 178 .021 -.068 1.000
Sig. (1-tailed) Totalservicequal . .000 .359 .077
C1 .000 . .001 433
c2 .359 .001 . .294
C3 .077 433 .294 .
N Totalservicequal 66 66 66 66
C1 66 66 66 66
c2 66 66 66 66
C3 66 66 66 66

Source: SPSS Software, MRCA output
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MRCA is performed with C1 variable. The linearity assumptions of C1 is
rechecked from correlations matrix.

Table 32: Pearson Correlations Matrix for Linearity

Correlations
Totalservicequal Ccl

Pearson Correlation | Totalservicequal 1.000 541

c1 541 1.000
Sig. (1-tailed) Totalservicequal . .000

c1 .000
N Totalservicequal 89 89

Cl 89 89

Source: SPSS Software, MRCA output

The linearity does not hold due to the value 0.541 is lower than 0.70 from the

correlations matrix, but we can tolerate the linearity assumption.
6.4.3.2 Findings about multicollinearity for modified research model

Since C1 (Company Quality) is single variable, there is no multicollinearity
issues. Thus, the multicollinearity assumption is satisfied.

6.4.3.3 Findings about homoscedasticity for modified research model

The third assumption is homoscedasticity. As it can be seen in Test of
homoscedasticity table. Spearman's rho has insignificant result (0.113 > 0.05), this means
that there is a homoscedasticity which is desirable result.
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Table 33: Test of Homoscedasticity

Correlations
absolute Ccl

Spearman'srho | absolute | Correlation Coefficient 1.000 -.169
Sig. (2-tailed) . 113

N 89 89

Ccl Correlation Coefficient -.169 1.000

Sig. (2-tailed) 113 .

N 89 92

Source: SPSS Software, Correlation output
Thus, now we will continue to check the next assumptions.
6.4.3.4 Findings about Normality error terms for modified research model

As we can see in Test of Normality, the normality assumption does not hold due
to the Kolmogorov-Smirnov (Sig.0.000 < 0.05) which is undesirable result. The other

assumptions are not checked.

Table 34: Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Unstandardized Residual .196 89 .000 .852 89 .000

a. Lilliefors Significance Correction

Source: SPSS Software, MRCA output

6.4.4 Factorial Experiments (ANOVA) for modified research

From the below Levene's Test of Equality Error Variances table, the test result
is insignificant (0.500 > 0.05) which is desirable situation. This means that the variances

have homogeneity.
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Table 35:Levene’s Test of Equality of Error Variances

Dependent Variable: Totalservicequal

F

dfl

df2

Sig.

460

1

63

.500

Tests the null hypothesis that the error variance of the

dependent variable is equal across groups.

a. Design: Intercept + C1 + C2 + C3 + Gender

Source: SPSS Software, ANOVA output

Levene's Test is insignificant and the main effects of covariate C1 (Company Quality)

has significant results (Sig. 0.000 < 0.05). The main effects of covariate C2 (Social

facilities) and C3 (Public facilities) and gender which are respectively (Sig. 0.113 >
0.05), (Sig. 0.972 > 0.05) is insignificant

Table 36:Tests of Between-Subjects Effects

Dependent Variable: Totalservicequal

Source Type Il Sum of df Mean Square F Sig. Noncent. Observed
Squares Parameter Power®
Corrected Model 28.2522 4 7.063 10.645 .000 42.580 1.000
Intercept .578 1 578 871 .354 871 151
C1 25.353 1 25.353 38.211 .000 38.211 1.000
c2 1.719 1 1.719 2.591 113 2.591 .354
C3 1.606 1 1.606 2421 125 2421 .334
Gender .001 1 .001 .001 972 .001 .050
Error 39.810 60 .663
Total 1240.000 65
Corrected Total 68.062 64

a. R Squared = .415 (Adjusted R Squared = .376)

b. Computed using alpha = .05

Source: SPSS Software, ANOVA output

For this reason, the main effect of covariate C1 (Company Quality) makes

difference or influence on total service quality.
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6.5 Measures for Association and Correlation (MAC)

MAC is to examine the relationship (correlations or associations) between
dependent variable (core concept) and demographic variable. The scale types of
demographic variables are determined. Gender, marital status and job are examined as
nominal scale. Year of study, net income, age, dependants are determined as interval

scale. Education is ordinal scale.

To analyze between nominal scaled demographic variables and core concept
(dependent variable), firstly core concept is categorized by median in our data is 3 (1-5
scale). If value is lower than 3 and equal (n < 3), then the new value is assigned 1 and
If value is greater than 3, then the new value is assigned 2.Thus, the new core concept

which is labeled “cc” which is recoded from interval to nominal scale.
6.5.1 Measures for Association and Correlation (MAC) for Gender

As gender is in nominal scale, the transformation of Core concept is needed, the
categorized core concept is used for this analysis. In other words, it is used “cc” in our
analysis. We used chi-square test because our test result showed that number of cells
which have expected frequency less than 5 per cell does not exceed the 20% of total

number of cells in contingency table

The result of Pearson Chi-Square is significant from the following Chi-Square
table due to the fact that the Sig. 0.002 is lower than 0.05.Thus; there is a significant

relationship between total service quality and gender.

Table 37: Gender * cc Crosstabulation

Count

cc

Total

1.00 2.00
Gender | 1.00 23 125 148
2.00 19 34 53
Total 42 159 201

Source: SPSS Software, MAC output
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Table 38:Chi-Square Tests

Value df Asymp. Sig. (2- Exact Sig. (2- Exact Sig. (1-
sided) sided) sided)
Pearson Chi-Square 9.7372 .002
Continuity Correction® 8.548 .003
N of Valid Cases 201

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 11.07.

b. Computed only for a 2x2 table

Source: SPSS Software, MAC output

To summarize the findings about MAC, there is only one significant relationship

between gender and total service quality and the other demographic variables which are

year of study, dependants, age, net income, education, marital status, job is insignificant.

6.6 Finalized Research Model

After performing MRCA, MAC and Factorial Experiments, the following model

is obtained:

Figure 10: Result of MAC for Finalized Research Model based on demographic
variables

Demographic
Variable

Gender
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6.7 Model Construction based on differences (Factorial Experiments) for

initial research

Figure 11: Result of ANOVA for Finalized Research Model (based on
initial research model)

Covariate Dependent variable

Public Cultural Level Effectiveness of Total
Service Quality

A\ 4

6.8 Model Construction based on differences (Factorial Experiments) for

modified research

Figure 12: Result of ANOVA for Finalized Research Model (based on

modified research model)

Covariate Dependent variable

C1(Company Quality) Effectiveness of Total
Service Quality
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7. CONCLUSION

In our study effectiveness of total service quality in tourism sector (five star
hotels) was to be measured based on variables taken place in our proposed model obtained
after extensive literature review. Survey was prepared and conducted in five star hotels
in Alanya and Antalya and the number of employees were reached 245. 55 questions were
used to measure the effectiveness of total service quality. Collected data or surveys were

purified from extreme values and outliers.

Multiple Regression and Correlation Analyses (MRCA) and ANOVA (Factorial

Experiments) were discussed in terms of initial and modified research model.

In MRCA for initial model, as the normality assumptions did not hold, it was not
found any relationship between independent variables (public cultural level and

municipality main services) and total service quality.

Then, for the interpretation of difference ANOVA (factorial experiments) for
initial model was conducted. It was seen that public cultural level had significant

differences on dependent variable (Total service quality).

Further, In MRCA for modified model, after Principal Component Analysis
(PCA) and Reliability Analysis (RA), the external variables are determined as service
quality, brand image, corporate social responsibility, customer loyalty, historical
locations of city, public cultural level and municipality main services. These variables
were divided into three components which are ordered and labeled C1 (Company
Quality), C2 (Social Facilities) and C3 (Public Facilities). As a result of perceiving the
total quality management and service quality were same from PCA correlations table,
total quality management was eliminated. These components formed the modified
research model. The results of internal consistency of these components were significant
level. Further, in the result of MRCA, Since C3 (Public facilities) and C2 (Social
Facilities) had multicollinearity issue, these components had no contribution to
effectiveness of total service quality. They were extracted from data. And MRCA was
conducted again without C2 (Social facilities) and C3 (Public facilities). But the result of

normality of error terms. Thus it was said that model was invalid and C1 (Company
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Quality) also was extracted from model. It was not found any relationship between

components (C1, C2, and C3) and total service quality.

Then another model was constructed based on differences not relationship.
Validation of this model ANOVA (factorial experiments) was performed. The main effect
of covariate C1 (Company Quality) was found to be significant and made differences on

total service quality.

After Multiple Regression and Correlation Analysis (MRCA) and ANOVA
(Factorial Experiments) performing for initial and modified research models, Measure of
Associations and Correlations (MAC) was performed due to the analysis of demographic
variables. The result of MAC showed that there was a significant relationship between
gender and total service quality. Also, it was found that female employees perceived
effectiveness of total service quality higher than male. This may be result from the male
employees worry about losing their job. One perspective is that female employees may
be more relaxed than male. Another is that male employees may work more difficult

conditions.

Although there was no relationship between total service quality and
independent variable or components for initial and modified MRCA model, it was
considered that covariate public cultural level and C1(Company Quality) covariate
variables separately made difference on total service quality. This can be interpreted as
in case of high public cultural level, perception of effectiveness of total service quality
was high. When C1 (Company Quality) was high, the effectiveness of total service quality
was perceived high.

8. LIMITATION

In our study, as homogeneity and normality test did not hold original data, the
purification of data was conducted. In other words, the extraction of extreme and outlier values
made our data more reliable results for performing Multiple Regression and Correlation Analysis
(MRCA) and ANOVA (Factorial Experiments).
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10. APPENDICES

10.1 OUTPUTS

10.1.1 Reliability Analysis Outputs

10.1.1.1 Tangibility Instrument

Reliability Statistics

Cronbach's

Alpha

N of Items

795

Item-Total Statistics

Scale Mean if Scale Variance if | Corrected ltem- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
taniD1 25.7333 29.804 456 781
tanID2 25.4667 27.513 .678 741
tanSAT 24.8571 32.046 414 .785
newtanATTR 24.9476 34.184 .198 .818
tanHotelfacl 25.9000 30.282 515 770
tanHOTfac2 25.1143 29.518 .625 754
tanHOTfac3 25.1381 28.550 .664 746
tanHOTfac4 24.8429 31.530 525 770
10.1.1.2 Responsiveness Instrument
Reliability Statistics
Cronbach's N of Items
Alpha
.676 5
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Iltem- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted

respSOS2 16.6186 8.209 574 .567
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newrespSOS 16.6791 9.256 .183 754
respGIOS 16.6651 8.420 516 591
respRFR 16.6698 7.979 .602 .553
respSOS3 17.1256 8.615 .387 .645
Reliability Statistics
Cronbach's N of Items
Alpha
773 4
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
respSOS2 12.2752 6.256 .598 .708
respGIlOS 12.3257 6.036 .618 .696
respRFR 12.3257 5.870 .675 .667
respSOS3 12.7936 6.432 434 .798
10.1.1.3 Confidence Instrument
Reliability Statistics
Cronbach's N of Items
Alpha
429 5
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted
newConfSEC 16.6373 7.326 .070 498
confCOMP. 16.8186 6.632 .290 .325
confSOP 16.2304 6.819 426 .266
confCOUR 16.2941 6.514 .459 234
confACCS 17.3137 6.896 .060 .533

85




Reliability Statistics

Cronbach's

Alpha

N of ltems

574

Item-Total Statistics

Scale Mean if Scale Variance if | Corrected ltem- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
newConfSEC 13.0599 4.908 .199 .663
confCOMP. 13.2535 4.783 351 .508
confSOP 12.6406 5.176 463 443
confCOUR 12.7373 4.741 .502 .398
Reliability Statistics
Cronbach's N of ltems
Alpha
.701 3
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
confCOMP 9.0304 2.702 435 .740
confSOP 8.4130 3.073 571 .560
confCOUR 8.5130 2.810 575 .539

10.1.1.4 Communication Instrument

Reliability Statistics

Cronbach's

Alpha

N of Items

313
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Item-Total Statistics
Scale Mean if Scale Variance if | Corrected ltem- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted
newcommCOMM1 12.2626 5.494 -.083 .674
commUND3 11.0556 5.586 341 .113
CommUND2 11.6010 5.205 247 .159
CommUND1 11.4596 5.042 .358 .052
Reliability Statistics
Cronbach's N of Items
Alpha
.720 3
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
commUND3 7.9224 3.540 .552 .634
CommUND2 8.4475 2.936 .480 .720
CommUND1 8.3333 2.810 .615 .535
10.1.1.5 Service Quality Instrument
Reliability Statistics
Cronbach's N of ltems
Alpha
784 5
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
tang 45.8877 57.606 .695 .809
rel 55.3743 93.494 J71 .669
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res 57.8984 113.350 .707 718
conf 61.7380 133.216 .562 775
comm 62.2460 128.928 .683 757
Reliability Statistics
Cronbach's N of ltems
Alpha
.808 4
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if ltem
Deleted
rel 30.5330 24.209 .626 .831
res 33.1320 29.819 .798 .670
conf 36.9949 41.505 .633 781
comm 37.4924 40.159 .695 .760
10.1.1.6 Total Quality Management Instrument
Reliability Statistics
Cronbach's N of ltems
Alpha
.887 12
Item-Total Statistics
Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted
perfmea 45.7772 63.639 525 .883
CustSat 45.2826 65.253 .617 .877
emptra 45.7283 63.215 .627 .876
teamw 45.5217 64.043 .588 .878
quainf 45.6359 64.331 .632 .876
empinv 45.6739 63.445 .624 .876
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contimp 45.6630 64.706 .586 .878
innov 45.2717 63.445 726 871
newCustFoc 44.8370 71.711 279 .892
Leader 45.1250 65.804 .686 .874
VAR00085 45.0978 66.821 .600 .878
VAR00084 45.3641 63.555 .636 .875
10.1.2 Principal Component Analysis Outputs
Correlation Matrix
municima publicc newbraima newhisloc newsocaRes newcustloy servqual totalqual
Correlation | municima 1.000 .109 .226 -.169 -.018 .064 -.259 -.145
publicc .109 1.000 .017 -.064 -.276 .095 .301 .323
newbraima .226 .017 1.000 -.093 -.095 795 -.057 -.107
newhisloc -.169 -.064 -.093 1.000 .254 .015 .170 221
newsocaRes -.018 -.276 -.095 .254 1.000 -.021 -.010 .104
newcustloy .064 .095 .795 .015 -.021 1.000 -.081 -.025
servqual -.259 .301 -.057 .170 -.010 -.081 1.000 737
totalqual -.145 .323 -.107 221 .104 -.025 737 1.000
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 464
Bartlett's Test of Sphericity Approx. Chi-Square 110.227
df 28
Sig. .000
Rotated Component Matrix?
Component
1 2 3
servqual .885 -.061 .093
totalqual 877 -.032 .158
publicc .581 .088 -.541
newcustloy .017 .940 .023
newbraima -.063 .938 -.091
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newsocaRes -.087 -.002 .748
newhisloc .253 .028 671
municima -.266 .233 -.368

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 4 iterations.

10.1.3 Multiple Regression and Correlation Analysis Outputs

Correlations

Totalservicequal Ccl Cc2 Cc3
Pearson Correlation | Totalservicequal 1.000 .599 .045 .178
C1 .599 1.000 .360 .021
c2 .045 .360 1.000 -.068
C3 178 .021 -.068 1.000
Sig. (1-tailed) Totalservicequal .000 .359 .077
C1 .000 .001 433
c2 .359 .001 .294
C3 .077 433 294
N Totalservicequal 66 66 66 66
C1 66 66 66 66
c2 66 66 66 66
C3 66 66 66 66
Model Summary®
Model R R Square Adjusted R Std. Error of the Durbin-Watson
Square Estimate
1 .6442 414 .386 .80209 2.034
a. Predictors: (Constant), C3, C1, C2
b. Dependent Variable: Totalservicequal

ANOVAP

Model

Sum of Squares df

Mean Square

F

Sig.
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1 Regression 28.234 3 9411 14.629 .0002
Residual 39.887 62 .643
Total 68.121 65
a. Predictors: (Constant), Cc3, Ccl, Cc2
b. Dependent Variable: Totalservicequal
Coefficients?
Model Unstandardized Coefficients Standardized Sig. Collinearity Statistics
Coefficients
B Std. Error Beta Tolerance | VIF
1 (Constant) -.768 .822 -.934 .354
Ccl 124 .020 .661 6.340 .000 .868 1.152
Cc2 -.077 .044 -.183 -1.750 .085 .864 1.157
Cc3 .075 .048 151 1.563 126 .993 1.007
a. Dependent Variable: Totalservicequal
Collinearity Diaghostics?
Model Dimen | Eigenvalue Condition Index | Variance Proportions
sion (Constant) Ccl Cc2 Cc3
1 1 3.858 1.000 .00 .00 .00 .01
2 .096 6.343 .00 .00 .28 .59
3 .038 10.085 .09 .09 .69 .37
4 .008 22.051 91 91 .02 .03
a. Dependent Variable: Totalservicequal
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Before extraction of outlier and extreme values
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After extraction of outlier and extreme values
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10.1.4 Measure of Association and Correlation Analysis Outputs
10.1.4.1 Gender
Statistics
Gender
N Valid 201
Missing 9
Gender
Frequency Percent Valid Percent Cumulative
Percent
Valid 1.00 148 70.5 73.6 73.6
2.00 53 25.2 26.4 100.0
Total 201 95.7 100.0
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Missing | System 4.3

Total 210 100.0

Symmetric Measures
Value Approx. Sig.
Nominal by Nominal | Phi -.220 .002
Cramer's V .220 .002
N of Valid Cases 201
10.1.4.2 Marital Status
Statistics
Martialstatus
N Valid 237
Missing 8
Martialstatus
Frequency Percent Valid Percent Cumulative
Percent
Valid 1.00 117 47.8 49.4 494
2.00 120 49.0 50.6 100.0
Total 237 96.7 100.0
Missing | System 8 3.3
Total 245 100.0
Chi-Square Tests
Value df Asymp. Sig. (2- Exact Sig. (2- Exact Sig. (1-
sided) sided) sided)
Pearson Chi-Square 2.1182 .146
Continuity Correction® 1.523 217
Likelihood Ratio 2.176 .140
Fisher's Exact Test .186 .108
Linear-by-Linear Association 2.102 1 147
N of Valid Cases 129
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a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 11.29.

b. Computed only for a 2x2 table

10.1.4.3 Year of Study
Statistics
Yearofstudy
N Valid 221
Missing 24
Mean 6.5113
Yearofstudy
Frequency Percent Valid Percent Cumulative
Percent
Valid 1.00 26 10.6 11.8 11.8
2.00 34 13.9 15.4 27.1
3.00 29 11.8 13.1 40.3
4.00 25 10.2 11.3 51.6
5.00 16 6.5 7.2 58.8
6.00 12 4.9 54 64.3
7.00 7 2.9 3.2 67.4
8.00 21 8.6 9.5 76.9
9.00 3 1.2 1.4 78.3
10.00 5 2.0 2.3 80.5
11.00 3 12 14 81.9
12.00 2 8 9 82.8
13.00 6 24 2.7 85.5
14.00 2 .8 9 86.4
15.00 7 2.9 3.2 89.6
16.00 7 2.9 3.2 92.8
17.00 1 A4 5 93.2
18.00 2 .8 9 94.1
19.00 3 1.2 14 95.5
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20.00 6 2.4 2.7 98.2
22.00 2 .8 9 99.1
26.00 1 A4 5 99.5
32.00 1 A4 5 100.0
Total 221 90.2 100.0
Missing | System 24 9.8
Total 245 100.0
Correlations
Totalservicequal | Yearofstudy
Totalservicequal | Pearson Correlation 1 .095
Sig. (2-tailed) 324
N 126 110
Yearofstudy Pearson Correlation .095 1
Sig. (2-tailed) .324
N 110 119
10.1.4.4 Job
Statistics
Job
N Valid 223
Missing 22
Mean 3.1704
Job
Frequency Percent Valid Percent Cumulative
Percent
Valid .00 1 4 A4 A4
1.00 23 9.4 10.3 10.8
2.00 120 49.0 53.8 64.6
3.00 23 9.4 10.3 74.9
4.00 5 2.0 2.2 77.1
5.00 12 4.9 54 82.5
6.00 4 1.6 1.8 84.3
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10.1.4.5 Age

7.00 9 3.7 4.0 88.3
8.00 26 10.6 11.7 100.0
Total 223 91.0 100.0
Missing | System 22 9.0
Total 245 100.0
Chi-Square Tests
Value df Asymp. Sig. (2-
sided)
Pearson Chi-Square 12.2992 .138
Likelihood Ratio 14.111 .079
Linear-by-Linear Association 2.161 142
N of Valid Cases 117
a. 13 cells (72.2%) have expected count less than 5. The minimum expected
count is .18.

Symmetric Measures

Value Approx. Sig.
Nominal by Nominal | Phi 324 .138
Cramer's V .324 .138
N of Valid Cases 117
Statistics
Age
N Valid 209
Missing 36
Mean 29.6411
Age
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Frequency Percent Valid Percent Cumulative
Percent

Valid 1.00 1 A4 5 5
16.00 3 1.2 14 1.9
17.00 2 .8 1.0 29
18.00 3 1.2 1.4 4.3
19.00 5 2.0 2.4 6.7
20.00 7 2.9 3.3 10.0
21.00 5 2.0 2.4 12.4
22.00 5 2.0 2.4 14.8
23.00 15 6.1 7.2 22.0
24.00 11 4.5 5.3 27.3
25.00 13 5.3 6.2 33.5
26.00 14 5.7 6.7 40.2
27.00 13 5.3 6.2 46.4
28.00 12 4.9 5.7 52.2
29.00 3.7 4.3 56.5
30.00 3.7 4.3 60.8
31.00 1.2 14 62.2
32.00 11 4.5 5.3 67.5
33.00 7 2.9 3.3 70.8
34.00 7 2.9 3.3 74.2
35.00 7 2.9 3.3 77.5
36.00 3 1.2 1.4 78.9
37.00 6 24 2.9 81.8
38.00 9 3.7 4.3 86.1
39.00 4 1.6 1.9 88.0
40.00 6 2.4 2.9 90.9
42.00 4 1.6 1.9 92.8
43.00 2 .8 1.0 93.8
44.00 4 1.6 1.9 95.7
45.00 2 8 1.0 96.7
47.00 2 .8 1.0 97.6
48.00 2 .8 1.0 98.6
50.00 2 .8 1.0 99.5
55.00 1 A4 5 100.0
Total 209 85.3 100.0

Missing | System 36 14.7

Total 245 100.0
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Correlations

10.1.4.6 Net Income

Age Totalservicequal
Age Pearson Correlation 1 174
Sig. (2-tailed) .083
N 109 100
Totalservicequal Pearson Correlation 174 1
Sig. (2-tailed) .083
N 100 126
Statistics
Netincome
N Valid 149
Missing 96
Mean 1518.3188
Netincome
Frequency Percent Valid Percent Cumulative
Percent
Valid 1.50 1 A4 g T
500.00 1 4 N 1.3
600.00 4 1.6 2.7 4.0
640.00 2 .8 1.3 54
680.00 1 A4 Y4 6.0
700.00 1 4 N 6.7
725.00 1 A4 g 7.4
770.00 1 A4 g 8.1
773.00 4 1.6 2.7 10.7
780.00 2 .8 1.3 12.1
800.00 5 2.0 3.4 15.4
850.00 4 1.6 2.7 18.1
870.00 1 4 N 18.8
900.00 2 .8 1.3 20.1
901.00 1 A4 Y4 20.8

99




930.00 1 21.5
940.00 4 1.6 2.7 24.2
960.00 1 4 24.8
980.00 1 4 N 25.5
1000.00 10 4.1 6.7 32.2
1045.00 1 4 7 32.9
1050.00 1.2 2.0 34.9
1070.00 4 N 35.6
1078.00 1 4 7 36.2
1100.00 14 5.7 9.4 45.6
1110.00 1 4 N4 46.3
1111.00 1 4 N4 47.0
1158.00 1 4 N 47.7
1165.00 1 4 N 48.3
1200.00 5 2.0 3.4 51.7
1245.00 1 4 N4 52.3
1250.00 2 .8 1.3 53.7
1300.00 4 1.6 2.7 56.4
1340.00 2 1.3 57.7
1350.00 3 1.2 2.0 59.7
1400.00 3 1.2 2.0 61.7
1405.00 3 1.2 2.0 63.8
1450.00 2 .8 1.3 65.1
1460.00 3 1.2 2.0 67.1
1475.00 1 4 N 67.8
1500.00 4 1.6 2.7 70.5
1523.00 1 4 N4 71.1
1600.00 1 A4 7 71.8
1650.00 1 4 N 72.5
1670.00 1 4 N 73.2
1700.00 1 4 N4 73.8
1750.00 2 .8 1.3 75.2
1800.00 6 2.4 4.0 79.2
1850.00 1 4 N 79.9
1930.00 1 4 7 80.5
2000.00 7 2.9 4.7 85.2
2040.00 1 4 7 85.9
2385.00 1 4 7 86.6
2450.00 1 4 N4 87.2
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101

2500.00 4 1.6 2.7 89.9
2550.00 1 4 N4 90.6
3000.00 2 .8 1.3 91.9
3200.00 1 A4 g 92.6
3250.00 1 4 N4 93.3
3500.00 3 1.2 2.0 95.3
3600.00 1 A4 g 96.0
4000.00 2 .8 1.3 97.3
4590.00 1 4 N4 98.0
5000.00 2 .8 1.3 99.3
7000.00 1 A Y4 100.0
Total 149 60.8 100.0
Missing | System 96 39.2
Total 245 100.0
Correlations
Totalservicequal Netlncome
Totalservicequal | Pearson Correlation 1 174
Sig. (2-tailed) .135
N 126 75
Netincome Pearson Correlation 174 1
Sig. (2-tailed) .135
N 75 80
10.1.4.7 Education
Statistics
Education
N Valid 233
Missing 12
Mean 2.4464



Education
Frequency Percent Valid Percent Cumulative
Percent
Valid .00 1 4 4 4
1.00 55 224 23.6 24.0
2.00 80 32.7 34.3 58.4
3.00 40 16.3 17.2 75.5
4.00 50 204 21.5 97.0
5.00 7 2.9 3.0 100.0
Total 233 95.1 100.0
Missing | System 12 4.9
Total 245 100.0

Correlations
Totalservicequal Education
Spearman's tho | Totalservicequal | Correlation Coefficient 1.000 .049
Sig. (2-tailed) . .601
N 126 116
Education Correlation Coefficient .049 1.000
Sig. (2-tailed) .601
N 116 125

10.1.4.8 Dependants

Statistics
Dependants
N Valid 167
Missing 78
Mean 1.6527
Dependants
Frequency Percent Valid Percent Cumulative
Percent
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Valid .00 53 21.6 31.7 31.7
1.00 20 8.2 12.0 43.7
2.00 48 19.6 28.7 72.5
3.00 33 13.5 19.8 92.2
4.00 3.3 4.8 97.0
5.00 1.2 1.8 98.8
6.00 A4 .6 994
8.00 A4 .6 100.0
Total 167 68.2 100.0
Missing | System 78 31.8
Total 245 100.0
Correlations
Totalservicequal Dependants
Totalservicequal | Pearson Correlation 1 .022
Sig. (2-tailed) .847
N 126 81
Dependants Pearson Correlation .022 1
Sig. (2-tailed) .847
N 81 87

103




10.2 QUESTIONNAIRE

ANKET FORMU
Degerli Personel,

Asagidaki calisma Marmara Universitesi Isletme- Sayisal Yontemler(ING) Anabilim Dalinda
yiiriitiilmekte olan " Toplam hizmet kalitesinin istatiksel analizi: Tiirkiye turizm sektdriinde bir
uygulama" isimli yiliksek lisans tezinin arastirmasi olup, sonuglar1 sadece bilimsel amagh
kullanilacaktir. Sorular eksiksiz doldurmanizi rica eder, yardiminiz i¢in tesekkiir ederiz.

Yiiksek Lisans Ogrencisi: Tez Danigsmant:
Ars. Gor.Mehmet Kasim Yagiz Prof.Dr. Rauf Nisel
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LUTFEN HER SORU ICIN TEK BIR SIK ISARETLEYINIZ. § FIE 5 5»

1) Tangibility-Internal decorationsl)
Otelimizin 6n biirosu gorsel olarak son derece dikkat ¢ekicidir.

2) Performance measurement)
Otelimizde performans degerlendirmesi yapilir.

3) Relability-Timely accomodation
Miisterilerimizin rezervasyonlar etkili bicimde yapilir.

4) Environmental harmony
Otelimizin ¢evreyle uyumu kotiidiir.

5)  Municipality main services
Otelimiz belediyenin hizmetlerini yeterli goriir.

6) Tangibility- Staff appearance& tidiness
Caligma arkadaglarim diizgiin ve temiz goriiniisliidiir.

7)  Effectiveness of Total Service Quality
Otelimizin toplam hizmet kalitesi son derece yeterlidir.

8) Public Cultural Level
Sehirdeki yerel halkin kiiltiirel seviyesi yiiksektir.

9) Tangibility-Attractiveness(external)
Otelin dis ¢ehresi gorsel olarak kotiidiir.

10) Tangibility-Internal decorations2
Restorantimizin genel goriiniisii cok giizeldir.

11) Confidence-Security
Otelimiz giivenli bir ¢evrede degildir.

12) Customer Satisfaction
Otelimiz miigterinin memnuniyetini saglar.

13) Tangibility- Hotel facilitiesl
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Otelimizde bulunan aligveris yerleri ¢ekicidir.

14) Employee Training
Otelimizde egitime tabi tutulurum.

15) Confidence-Competence
Yerel gezilecek yerleri bilirim.

16) Communication-Communicationl
Miisterilerimizin faturalaryla ilgili agiklama yapilmaz.

17) Social Responsibility
Miisterilerimizin odasi tam zamaninda hazirlanir.

18) Confidence-Staff of politeness
Miisterilerimize ¢ok saygili davranirim.

19) Brand Image
Otelimiz ¢gevrede pek taninmaz.

20) Confidence-Courtesy
Miisterilerimizin sorunlarina cevap verirken son derece nazigimdir.

21) Tangibility-Hotel facilities2
Otelimizin aydinlatilmasi ¢ok iyidir.

22) Responsiveness- Speed of Service2
Miisterilerin sorunlarini hizlica ¢ozerim.

23) Employee Satisfaction
Otelde ¢alismaktan memnun degilim.

24) Relability-Facilities of rooms
Otelimizde TV, radyo, 1siklar ve diger mekanik aletler diizgiin sekilde calisir.

25) Teamwork
Otelimizde takim galigmasi vardir.

26) Responsiveness-Speed of Service
Miisterilerimizin isteklerine gecikmeli cevap veririz.

27) Quality information
Otelimizde kalite ile ilgili bilgilendirme yapilir.

28) Tangibility-Hotel facilities3
Otelimizin i¢i ve dis1 iyi muhafaza edilmistir.

29) Employee Involvement
Otelimizde goriisiimiiz alinir.

30) Relability-Orders done by staff
Miisterilerimize 6dedikleri hizmetleri eksiksiz sunariz.

31) Historic Locations of City
Miisterilerimiz i¢in tarihi yerlerin bir 6nemi yoktur.

32) Tangibility-Hotel facilities4
Otelimiz ¢ok temizdir.

33) Responsiveness-Giving information offering service
Miisterilerimize otelimiz hakkinda gerekli bilgiler veririz.

34) Social Responsibility
Otelimizin sosyal sorumluluk projeleri yoktur.

35) Confidence-Access
Otelimiz etkinlikler agisindan uygundur.

36) Continuous improvement
Otelimizde her alanda stirekli bir sekilde iyilestirme yapar.

37) Customer Loyalty
Otelimizin miisteri sadakati diisiiktiir.
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38) Communication-Understanding3
Miisterinin isteklerine kars1 saygi gosteririm.

39) Innovation
Otelimiz yeniliklere agiktir.

40) Responsiveness-Respond for requests
Miisterilerin sorularina cevap vermede ¢ok istekliyim.

41) Customer Focus
Otelimiz miisteriyle ilgilenmez.

42) Communication-Understanding2
Rezervasyon yapan personel miisterinin 6zel isteklerini yerine getirir.

43) Responsiveness-Speed of Service3
Oda servisimiz ¢ok hizlidir.

44) Communication-Understandingl
Miisterilerimize resepsiyonda tek tek ilgi gosteririz.

45) Leadership
Otelimizin yonetimiyle iyi ge¢inirim.

46) Commitment
Otelimize son derece bagliyimdir.

47) Top Management
Otelimizin iist yonetimi son derece yeterlidir.

1) Cinsiyetiniz: Erkek Kadin
O O

2) Medeni Durumunuz: Evli Bekar
O ([l

3) Yasimz:

4) Ogrenim Durumunuz: ko gretim Lise Onlisans
O O O

5) Otel isletmelerinde kag yildir

¢alistyorsunuz? ...

6) Hangi departmanda Yiyecek Kat

calistyorsunuz? On Biiro Icecek hizmetleri
O ([l (|

Muhasebe Personel  Teknik Servis

O O O

7) Aylik Net Gelirinizz ...

8) Bakmakla yiikiimlii oldugunuz kisi sayisi (siz harig):
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Lisans
O

Satis ve
Pazarlama

O

Diger
(belirtiniz):

Yiiksek Lisans
O




