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W ABSTRACT:

The present seseaech foces on service qualty In bourtsm accommmmodaion, Mmeas-
weedd using & combiration of the Servqual model which measres gualty froe the
wnersdturist's perspective, and the S-gagn moded, in an attempt 1o account for the
discrepancy between cliint expectations and perceptions. The measurement allows
wn b infer & senvice quality shortfall given that expectations exceed perceptions. A
qualy shortfall was noted In both seasors. Moreover, differences in avietsge Serv-
qual scores were found ta exist only among the user grongn defirsd by ther level of
education and eamngs

Keywords: service quality, tourtm, Servgqual model, five gaps moded

W RESUMEN:

La peesente inwestigackdn sobre la cobdad del servicio turisticn, wtiizando una com-
binacion del moadelc de Serviual que rride la calidad de L perspectiva del usuariof
turista, y o modelo § brechas, en un iento de exphicar |2 discrepanca entee las ex-
pectativas y las percapciones de los ciemes. La medicion permite gue deduscamos
un dédcit de calichac def servicio dado que fas expectatives sobrepasan lay peroep-
dones. Un déhcn de calidad fue notado en ambas termporadins de turisma Ademds,
las chferenciss en los resudtadas proevedias del modedo Serwqual solo se encontraron
entre los grupos de uisa fos definidos por su nivel de educacan e ingresos.

Polabras claves cafidad cel servicio, turisma, modelo de Servqual, modelo de s on-
oo breches

| This paper is part of M.C. Morillo-Moreno Docsorsd Desertation (July,
20104; affibacion: University of Los Andes, Mérda, Veneaaeke M. DiaePores
and M* BethencourtCejos served as advisors of M.C. Morllo-Mareno Doctaral

Dissertatsan: alfiliaton: University ol la Laguana.
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InThobuction

In the context of the current Venezuelan (Ménda State) develop-
ment strategees, many advocate strengthening tourism o comple-
ment the country’s existing economic structure, particularly given
tourism’s employment and growth potential.

In order o be competitve in the wurism sector and o put In
place actions and strategies to improve service quality, one first needs
15 10 obtain information using models (or measuring service quality
in tourist accommodation. To that end, research was carried out o
analyse the quality of tourism accommodation services in Mérida,
using the Servqual model for measuring service quality and the serv
ice quality gap model, for the purpose of formulating strategies 0
help radse, maintain and monitor quality during and after service
delivery.

This work i arganised as followed: first, literature abour quality
conceptualization and its measurement is presented; second, meth-
odology that inchades objectives and hypotheses, data collection pro-
cedure and statistic analysis s applied; third, resulis; and finally, it
ends with some conclusions and recommendations.

Bacxsrounp

Given that service quality is concepmalized from the customer
perspective, so too must its measurement. While acknowledging,
as Cant (2006) does, that the imangible aspects of service cannot
be quantified readily or fully, it Is equally true that client expec-
tations are commonly misinterpreted. Nevertheless, this situation
should not serve as a pretext o avold measuring expectations, On
the contrary, as Denton (1991) and Pride and Ferrell (1997) argue,
measurement is essential for service providers since it helps them
knonw how they are evaluated by clients and why clients prefer some
providers ahead of others. For Albercht (199%0) and Denton (1991),
evaliating service means closing the circle with a comprehensive
feedback system that reinforces service quality, helping managers
and employees take remedial action and constantly aim o increase
the levels of quality,. Ouo and Ritchie (1996), for their PR, argue

n 669‘ 15416581 FORLIM EMPRESARIAL Yol 141 IMaYD 2001)

Cowr Ohoorrmoses: Eercranosed s oo Accomwonancm Somcrs...

weasuring service quadity contributes to an understanding of
W sanshacnon,

Lortain chanmcteristizs of servces aan, according o Deming
M), e measured casily (tme taken 1o deal with a customer en-
Wy, smber of compiaints and employees, spaciousness ol facili-
b can aspects or characteristics of basic manufactured goods:
Sanhle aspects, o wse Canni's term (2006). One advantage of meas-
Wiy senvice quality in e opinion of Deming (1986) is that custom-
oo et immediately 1o what they perceive 10 be good or bad serv-
e, whereas with angibe products this reaction comes with a delay,
given the delivery and strage processes involved. However, serace’s
ik characteristics Gneangibility, heterogeneity, simultaneity of
consumpiion and production, and perish ability) necessitate differ
et customer evaluaton processes 10 those used 1o evaluate goods.

For Lovelock and Wirtz (2008) and Zeithaml, Parasuraman and
Berry (1985), the proncers of service quality evaluation, costomer-
otwnted performance measurements offer several advantages,
although the same authors wam that the process is complex and
multidimensional grven that dients” judgement (perceptions) incoe-
porates aspects assockated with the service outcome and the deliv-
ery process. Accordingh, the inclusion of client expectations in the
measurement has its risks because, if a client has Jow expectations of
aservice, any perception of the service will surpass his expectatdons
even though this does 10t necessarily mean the service is of high
quality, Morcover, evaluations of services which offer high credibik
ity for clients may never succeed in knowing or evaluating whether
the work was performec well due to the complex nature of the serv-
e, For this reason, clients use other dimenssons {functional quak
ity) which are casily measured but can differ greatly from the real
outcome (technical quadity).

Despite the above civeats, Lovelock (1997) notes thae it is impos-
sihle o control somethbyg thar cannot be measured. Without meas-
urement, managers caanot identify the current position of their
company, which s why Canui (2006) and Denton (1991) view meas-
urement as the basis fos improvement.

For experts such as Cannid (2006), Diaz, F. et al. (2006), Gutiér-
rex (2001), Hoffman and Bateson (2002), service quality analysis

ISSN 3480y | 27
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comprises 2 series of conceptual models and bnserwments that allow
these models 10 be implemented for the purpose ol evialuating serw
ice quality, including in tourist accommodation.

The prewent rescarch focuses on service quality in tourism accons
modation, measured using a combination of the Servqual model,
which measures quality from the user//tourkst perspective, and the
Sgaps mocel, in an attempt to account for the discrepancy between
client expectations and perceptions, In effect, these discrepancies
are stanstaally evaluated by a factonial analysis of variance (ANOVA),
which allows measure not only individual but also combined effect
of wo or nore factors (independent variables) over a quantitative
vanable (dependent) characterized by the difference between cus
tomer expectations and perceptions

Exprcrarnns-Pencrenons Gar Moot

Service quality can be measured by considering the difference or
gap betwean the value the client expects and that which he perceives,
as conceptaalized by Santomd (2004) in his study of hotel quality
in & numbzr of Ewropean ctes®. Following Diaz, F et al, (2006),
service quality can be measured quantitatively using the coefficient
shown in Fgure 1 below:

Figure 1= Service quality coefficient
| Q- Quality peresived / Quality espect |

Source: Fram Dz, F.oet al, (2006, p. 2549)

In this approach Diaz, F. et al. (2006) and Santomi (2004) indi
cate that the quality coefficient can produce three possible outcomes:
quality 15 optimal when perceptions match expectations, giving a co-
efficient of 1, A coefficient below | indicates a quality shorfall: in
the mind of the client the services are not gquality services and he is

% As 2 geners mile, the following equation is used: Quality = Perception - Expecty:
tons (Sansomd, 200M)

28 ISSNISA-A50) FORUM EMPRESARIAL Vol 16,1 (MAYOD 201 1)
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Wy beciese be has not recelved whist he expected, that is, his
Viee expectations excecded his perceptions. Conversely, a coeffi-
ot abwove Findicates an excess of quality, which is not expected or

Based om their extensive research, Zeithaml, Parasusaman and
By (1985) identified 10 servicespaality criteria or dimensions
torvdhibility, conrtesy, communications, access, tangibles, security, re-
spomsiveness, competence, reliability and understanding/ knowing
the client). A high degree of comrelation was discovered between
these variables, which were subsequently condensed into five more
practical dimensions (tangibles, empathy, assurance, responsivencss
wd reliability) for use by tonrist organizations.

Tangibles cover “he aspects and physical appearance of all the ek
cments involved im service delivery, These elements are extremely
important given inangibility or lack of a physical product in the clk-
CHLIRNSacrons.

Empathy is the cypacity to put oneself in the customer’s shoes, o
experience the feelings of another person (client) as if they were
our own; it means ‘not lorgetting how the customer feels’ through
pensonalized attengion, the accessibility of the services for the client
anel good commumcation with the latter,

Assurance reflects the knowledge and skills required o provide
the service, as well as the courtesy, credibility, honesty and integrity
ol the sexrvice prosider, along with security in the transactions, ex-
pressed in the forr of the absence of risk or danger.
Responsiveness refers toa responsive attitude, puncruality, prompi-
ness and service vacation, as well as the capacity to respond 1o gque-
ries and deliver seyvice, demonsirating a preparedness to do so.
Reliability refers to the ability or capacity w0 provide the
promised service dependably and accurately, with consistency of
performance,

1SN 15411981 | P
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Gar Mookt of Service Quaurry

Quality has been studied concepeually in terms of the gaps beoween
the expectations and perceptions not just of cliemts bt o.f service
cmplovees and managers also. This & the conce st of service queal-
ity put forward hy Parasuraman, Zeithaml and Berry in their 1985
work A Conceptual Model of Serwice Quality and Jts fmepications for Futune
Research and, lates, in Delivering Quality Service (1990). The model has
been studied and considered since then by a broad range of experts
in tourism, marketing and services, including Hoffman and Bateson
(2002), Kotler et al. (2005}, Lovelock (1997), and Zeithaml and Bat-
ner (2002). .

According to Santoma (2004), even when a client’s expectations
are fully known and the service is designed 1o rneet said expecta
tions, service quality can often fall shoet due to the difference bo
tween expectations and perceptions, a sinmation Known as the dient
gap, in which diverse factors play a part.

The second gap arises as a result of the failure to select the cor
rect service design and standards. The third gap exists where the
expectations of the clients have been understood clearly and the re-
quired design and standards have been putin pluc..hul the syssems,
processes and individuals do not guarantee service implementation
equal to (or above) the standards {Zeitham! and Bitner, 2002). The
fourth gap arises when the seevice delivered fails to match what has
been promised 1o the client.

METHODOLOGY
OniscTIVES aND HyroTHESES

Objective 1 To establish the discrepancies which exist between
wer expectations and perceptions {user gap), when using the di-
mensions that determine quality in wurism accommodation services
in Mérida State, in order to assess the quality of the services.

Specific objective 2: To determine the role of wser income level,
education, age and sex, when assessing discrepancies between ex-
pectations and perceptions, during high and low tounsm seasons.

W) | 1SSN 15418500 FORUM EMPRESATIAL Vol 765 (MAYO 2011)

Tow Usin Gow (Pecerinones- Exrec ianose) o Tousrst Accosmoownon Seswss.,

Hypothesis 1D User expectations with respect to tourism accom-
modation services in Mérida Stare are surpassed by the perceptions
ol the service received, and hence these can be considered quality
services.

Hypotheiss 2: Independent variables: income level, education,
sex, and age of users affect the value reached by those discrepancies
between astomer expectations and percepions during high and
low tourism seascns,

Dara couseriom

In line with the objectives and hypotheses of the research, and the
background, which s strictly linked to the vartables contained in the
objectives and hypotheses, the section which follows will outhine the
methodological aspects aimed at identifiing, collecting and process-
ing the information required to verify the aforementioned obgec-
tives and hypotheses,

TARGET POPIRANION

For the purpose of collecting the required data 1o study the reality
outlined above and 10 achieve the oljectives of the research and test
the stated hypotbeses, two targer populations were defined: tourist
accommodation and users,

Asa prior step “o the study of the arger populatons (accommoda-
tion and users), personal interviews were carried out with experts in
the wurist sector. The informaton obtained assisted with the prepa-
ration of the definitive questionnalres. It should be noted that the
content of questionnaires used are based on the Senvual scale, 1-
gether witha section of userdemographic data, Although Cronin &
Tavlor (1992 and 1994), question how long and recurring Senvqual
15, bessdes that expectations are worthless, it is abo considered thae
perceptions do neot report the customer goals and values, or priority-
service areas; thesefore the use of Servqual responded (o the need of
knowing quantitatively the wser expectations, and of studying con
prehensively che service process.

G54 15418561 ¥)
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ToursT ACCOMNODATION

To determine he sample size for the hrst trget population to be
studied (tourist accommacdation ), the minimum number of units of
analysis needed fir a sample (n) was calculated 10 ensure a standard
deviation, at wont, of 5% or less. For a total population of 346 ac-
commodation esablishments, the sample size selected was 136

Having established the sample size, the next step was (o detenmine
the sampling procedure, bearing in mind that the studied popula-
tion comprises virious sub-groups of establishments, each with their
own characteristes (different categories of toarist hotel, inns, mo-
tels, special estdlishments and othess). For cach of these levels,
subdevels (geognphical location) were identified to ensure full rep-
resentation of esablishments throughout the State of Mérida. Sim-
ple mandom probability sampling was used for the final selection of
sampling clemerts within each layer,

Users

The following criteria were followed as regards the size and selec-
tion of the sample of tourist accommaodation users; first, two tme pe-
riods were considered for the data collection (high and low season),
and, second, the visitor numbers in each season were considered.

Bearing in mind that the tourist population in Mérida State dur
ing high season (Camival, Easter, school holidays and Christrnas)
exceeds 100,000 visitors (Infinite population size), the maximum
vartance criterion (Herndndez et al., 2006; Scheaffer et al, 1997)
was used to calatlate the sample and a sample size of 400 subjects
was established.

To determine the size of the low-season user sample it was consid-
ered that the nunber of tourists visiting Mérida Sae in the scason is
below 100,000 (Table 1) (Finite population size), Accordingly, it was
established that the minkmum number of units of analysis required
for a sample (n) guaranteeing a standard ermor of 3% or less was 397
users.

32 IssNOsE FORUM EMPRESARIAL Yol 16,1 (MAYD 2013}
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Table 1; Average number of visitors to Mérida Seate according 1o season

SEASONS /Years 2000 2001
January - February

40

AT NSP! N7 5585 AW

[H43 3885

136,870

111087 928,83
20,560

101 554

B4 041

20668 25800 G359 BOH4

4218

45522 00 55400 007

March - Apdfl

2408

ZBATI  INS0 W0 A0 2974 190064 203217
51857 ME6S B4 A M3 WAT

56 BvEM 1N

170,461

Ageil - Ny

4354350

T1AE

waE 16254

e - Ay

2024

M4i268 2397%
AT 50K 50T 4BTTE

School Hobdars
16 Sapt. - Ociober

Norssmber - 14 Oec.

223.64 184985 236610

493

46583 16

K258
2

94212 9577 115862 y 63457 66

&2 san

140,651

A1

0006 185310 213070 22763 Z2dANT

106,046

BALOES  O0BE4 TOOTIS 1100321 1175561 1163222

TOTALS

Source: Compiled from Conmetar data (2005, 2006, 20075). * Figure noa avaahible,
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Table 2: Descriptive Statistics for Level of Expectations and Perceptions

Expectations

Perceptions

Tourism seasons

High

Low

High

Low

Servgual Scale ltems

NValid Md  NValid Md  NValid  Md

Reliability:

When the firm promisas to do sometning by a ceran tma, they
should do so

g

397

g

2

37

4§

Vﬁmmmashmaaoumufmwshowmere
interest in resolving it

a7

)

The firm should perform the sendos well habitually

397

The fim should perform the sendce at the agreed fime

388

The firm should keep fheir reconds accurale’y

o7

28| 8

mlion| en

Responsiveness:

MMMD&G«WmMMmMamn
formation o0 &l condiions of tha sarvics®

7

» |nje |

It is not realistic for all guests Yo expect prompt service fom e
firn's employoes ”

308

Hotel employees do nol always need to be wiling 1o help
custamers *

E| &8 |58\8| 8

395

397

It s not impoctant if they are oo busy I respond to cuslomer
requests prompth’*

o~
2

387

37

10

Cuslomers showid ba abla to trust employees of the firm

397

1

mmmuummwwmhmmm
the frm's empioyees

336

12

The employees should always be poile

347

13

n\oempto)oesmwwusuppodmmﬁmb
do ther jobs wel

S|8| 8|8

3

sla|lg|g8|&8|8|8|& |8 & E| S

SYIE)-LHNODNIHLIG / ONFHOW-OTIHOW CLONCHOD) / Z383d-2¥0



Empathy. The fim should not be expected o gve customers indhvidua-
1 izsd ffaior’ 400 ) 400 7
Employees of the fem should not be expected to gve cuslom-
15 “ shenton 400 37 R 3
Itis unrealstic to expact employees 1o know whal the nesds of
16 o gty 400 37 40) 3
ItIs unraabstic to axpact he employees of the frm 1o have te
17 ousbomers best iarsats ol et 400 37 400 37
The firm should not be expected to have operating hours
h convenient to the diflarent typas of customar * " W = L
Tangibles: " zmwummmmmmmm 0 W 19 W
ot The firm's physical facl8es shoukd be comfortablo and visualy o 3 1 4
appeaing .
21 The employees shoukd be wel dressed and appeer noat 400 3 400 305
Tha matenal elements and documentation associated with the
2 sarvice offared shoud be vsually eppaaing ” . » %

Source: Compiled using data collected by the author. Md: Median. 5 Entively agree. 4: Moderately agree, $; Neither agree nor disa-

gree. 2: Moderately disagree. 1: Disagree entirely,
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Table 3 Likert Scale for Measaring User Service

tapednﬂoundhmpﬁom
(%} = [ S -/ — - =
ot Lkt Sl Wy tgd  Vocesisyhgh Indte  Medwaklylw  Veykw B |
und perceptors @6 perEphIn ud poagies  Ond paroepons E : %ﬁ 7 3 2
Ckert S, 8 8 | B |s g
B e o2t 10248
E ] =
Uivarts Scors. “ G = § |8 |-
Meragé w6 % : ¥ -
_Paregtions g i g §3 -
Souree Bsed on data from Hernander ef al. (2006} am! da collecied by the author % s ! E
Inn order to further confirm the above and test Hypothesis 1.a T F FSRR E z g i
~~

test was performed for dependent samples (twoway hypothesis con-

trast) in each of the (WO LOUFISI SEASONS O infer differences between =
the average expectations and perceptions of Table 2. As the results F E g A g 3 E g B
g 2y

given in Table 4 show, it can be stated with 96% confidence thas
significant differences exist between the average scores for expecta-
tions and perceptions, given that the critical value of the test is below
0.05 (p= 0.05) and the aull hypothesis that assumes equal averages
can therefore be rejecied, The confidence interval values for the
inferred difference show with 95% confidence that the expectations
wore is higher than the perceptions score (quality shorifall).

Sandard
Geviahon
959

Table 4; Independent Samples T Test

Total Lioarl sy expactaion scor and Tosal Lt user peronpien sccre
Tolal Lt wser capactaion soom and Tosf Liked usar percepsion ssore
Nean
1306

T kel scle ser expociison 5557

Ralsted sample comelations
Par 1Mgh

Saswn

Part

Toted Likert scale voey povuapdan scue
Totyl weer sapoctations soore - Total

Relatod sample statistics
gt Season
Pak 1
Low Sasson
Retrted Samples lest
USRI ECENIO0S sooee

Par 1

8381 A195 0B 36 A0

251

Tod user aapectations score - Towl
LSRT PRMSQAnNS S0

Par?

Source: Based on datas collectod by the author and processed with SPS susiaicos suite, vemvion 15

Low
Soason
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Table 7: T test for one Sample

High Season Total Servqual score 400 AT00 A450 022
Low Season Total Servoual score w7 - 1200 30 018
_High Sesson Servqual score for the Refiabiity Dimension 365 -A43%) J51 0365
Servgual score for the Respersiveness Dimension 397 - 239 4580 (228
Senvgual scare for the Assurance Dimansion 366 1086 5438 0273
Servoual score for the Empalhy Dimen sion 368 - 5408 6195 0340
Servaua soom for the Tangihlas Nimersion 307 A507 5000 0250
Low Season Servgual score for the Relabilly Dimension 333 0015 6556 0330
Servqual scoee for the Respansiveness Dimensian 392 - 022 317 072
Servquel score for the Assurance Dimension 3 1390 4245 213
Servqual score for the Empathy Dimension 397 - 4691 5428 2n2
Servqual score for the Tangies Dimension 355 - (643 520 (085

Cnebmpleat — T

Means

I dl _ Sg(24ayl difiecance ﬁ h
High Seasan Tolal Servqual soore T840 kKL -, 7000 210 - 1300
Low Season Total Servqual score 6473 366 =120 - 1600 -0900

354

or

. Servaual score for the Assurance Dimension
s-ram’e_mum
Servaual soore for the Tangibles Dimension

£.497 ]
17220 G 5T - A1S
3193 B S £ Y

Source: Based on data collected by the author.
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Table 8: Total and percentage distribution of users by Servgual Score
According 0 Tourism Season and Servgual Seale Dimension

Nss B -2.00 ] 1 9
e  ——
Diversion foam 200 -1 20 r N 2
{roupe) a4% 518 1%
an-1.0 0240 132 M 218
0% 2195 A%
¥om 0.3 0 0.40 160 175 m
W% "N QN
geaater fan 040 bl 3 L1
16.7% 8% 1%
Total sy _m ™
0o 100.0% 100.0%
-~ ) T —— T 3 ] £
19¢ Resporewenass 20% L 1%
Dimassion P 131 0 082 3 & 100
(poeped) i 1L 0% 135:
e R N0E 4 -
Mm% N nrs
greaks Ter 04 1] C NZ
(17 1.2% 16.5%
Totw W 3
00 0% 0% 100 0%
Tovea B L ks 110 12 ! 15
Dtnarske “Foo T -T gﬁ [ m__
igeopod) " AN ‘?_
RO a1 2M o |
HI% 53% 45 5%
T ] U W 133 )
1% 30N W%
Towd P . %0
S 00.0% 100.0% 0%
\
Sernqed woew b an 200 ¢ 1
or e Tangiias ) - TR
Dreren fom 200 1 -1 18 5 1 e
Jyragest 1L3% 2E% 0%
Nt i aX 43 [ "8
S 105% 187% RoLL
Yon 43 13 0.8 F) 2657 43
e mes 312%
Gomaee Do .44 12 [ L8]
- A% 06% 5%
Toml w w v
100.0% 100.0% 100.0%

Source: Based an data collected by the asthos
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The statistical tsis performed, which reveal differences between ex-
pectations and perceptions, allow us o reject Hypotbesis 1, concern-
ing equality of exoectations and perceptions. The test results point 1o
acceptance of the allermate hypothesis, namely, that differences exist
hetween users’ expectations and peroeptions with respect o service
quality and that their expeciations are higher than their perceptions.
As i resuldt, a shorfall in sersice quality & deemed 10 exist.

In order to establish which tourism season produced the highest
Servqual scores (Table 8), the confidence intervals which estimate
the level of score differences (Table 7) were examined closely, The
examination allows us to infer that, with 95% confidence, the reli-
ability dimensior in high season produces more negative or least
favourable scores, i.e. the Servgual score in low season is higher than
in high season. On the other hand, the tangibles dimension in high
SCASON presents a more pos tive Servgueal score than in low season.

Hypothesis 2: Independent varmables: income level, education,
sex, and age of wers affect che value reached by those discrepancies
hetween customer expectaions and perceptions during high and
low tourism seasans,

Factorial Analysis of Variamce for Servqual Seores. In order 1o o detect
discrepancies in the Servgual scores between different user groups
(Table 9), a facwriad ANOYVA® was carried out for each of the two
TOUMSM Seasons.

As the ANOVA shows, the critical level of statistic F (p= 0 < 0.05)
indicates that the model explains a significant pordon of the vasia-
ton seen in the Servqual scores (independent variable), for both
the high and low seasons, Specifically, the model indicates that a
discrepancy exists only between the average Servqual score in user
groups with ditferent levels of earnings and education, and the aver
age of that score is similar among thase users grouped according 1o
their age and sex. It indicases also that there is no interaction effect
between the independent variables, given that the criteal value of
the test statisae is greater than 0.05 (Table 10).

¥ According 1w Pareo and Ruiz (9002}, factorial ANOVAS evabuate the indi-
vdual and combine ! effect of mo or more facioos (casegorical independent
variables) oo a quanittive dependent variable.
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In order to identify which group of independent variables (user
education and earnings) produced the highest scores, an ad hoc
comparison was performed as part of the ANOVA and 4 profile chant
generated, This revealed that, in order of importance, users with a
university or higher technical education level presented the highest
Servgual scores, followed by those with basic or secondary educaton
and, thirdly, users with postgradusate studies (Table 11).

Table 9: Categorized Independent Variables of the ANOVA

1T —

“Gender Make
Fartal

MM 35 or befiom

Over 35
Mamym

Lorsot of sducation (grouped)

University of higher ehnical educaton
Posiyracusn ity educaton

Lewel of mosthly samings (groupec) Less than Bs. 2000.00

Moss than Bs. 2000.00

Saurce: Based on data collecied by the auchoc Bs Bolivar, Venezue lan cunrency.
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Table 10: Factorial ANOVA for Mean Servqual Scores
Intersubject effect eests. Dependent variable: Total Servqual Score
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Table 11: Post Hoc Test. Multiple comparisons. Dependent variable: Total Servqual score

Difference

High Season: (1) Education (orouped) () Education {grouped) batween mears s‘m‘” Sinifcance  95% Confidence Intenval

T ——

Low Season () Education (grouped)

BTN Basic or secondary educaion

Note. Compiled by author. (*) Significant for =0 5 0.05,
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Regarding the behaviour of the Servqual scores among users with
different earnings levels, the average scores in both seasons are seen
to be lower for the group carning less than Bs. 2,000.00 compared
to that earning more than Bs. 2,000.00. This behaviour is similar in
the user groups regardless of their educational backgrounds, as indi-
cated by the lack of interaction between the variables (Figure 5).

Thus, it can be inferred that hypothesis 2 concerning the influence
of the variables (tourists” earnings and education) on the discrepan-
cies observed between expectations and perceptions is fulfilled.

ConcLusions AND RECOMENDATIONS

In the first part of the analysis presented here, the Servqual scale
methodology was used to measure service quality in terms of the
discrepancies between the expectations and perceptions of users
(user gap) with respect to tourism accommodation in Mérida State
(specific objective 1). The measurement allows us to infer a service
quality shortfall given that expectations exceed perceptions.

5() | ISSN 1541-8561 FORUM EMPRESARIAL Vol. 16,1 (MAYO 2011)
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Figare 5. Average Servgqual scores by Education
and Earniags for High and Low Seasons.

Low Soason
Estmated marginal maans of ot Sarvgqual score
Estimated marg ing means
Morily
(growped)
020 4 Loss than Bs 2000 00
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000
Q20
Q40
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DAY highar Iachnic!
Education loved [grouped)
Nexy — s limadsie msire 00t shown
High Season
Exymasted marging! medns of 10lal Seevwgusdl soove
Estimalted margnal means
Monbly eamings
= ipmpes
- than 8s 200000
~Morm than 8s 2000.00
o0
Q30
.40

Source! Based on slata collected by anthos
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Figure 6. Average Expectations in High and Low Tourism Seasoas.

Frwabavy wamnnu; PU——— Ermpatty
Servqual Scake Dissessicny
BHoh OlLow

Source: Based on date collersed by suthor.

Measurement vas carried out in several ways: using the Servgual
scale as a Liken scale: calculating the total Servqual score; and the
Servqual score for the service dimensions. Hypothesis tests (based
on the Student tstatistic wst) show that users' expectations exceed
their perceptions i both tourist seasons.

A factoral ANCVA was used o study the behaviour of the Servqual
scores in conjunction with other factors (independent variables)
such as the characteristics of the service wsers. In addition, as praart of
the factorial ANONVA, intersubject effects rests and future COMpar-
sons (post hoc) were performed, This analysis allowed analvzing the
impact of variables such as income level, education, sex and age of
users (independent vasiables) at the expectations and perceptions
level of the same or Servqual scores (dependent variable). Specifi-
cally, it was demonstrated that different age and sex users hase simi-
lar levels of Senvpual scores; differences in average Servgpaal scores
were found to exist only among the user groups defined by their lev-
el of education an earnings (objective 2): the mast highly educated
(posigradizate tnrersity studies) and highest-caming users present
the lowest Servquel scores, given that their expectations are higher
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