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ABSTRACT

Given the scarcity of research ascertaining the relationship between tourists’
foodservice experiences and holiday satisfaction and its implications for destinations, this
study primarily set out to provide guidelines on ways in which tourists' foodservice
experiences and holiday satisfaction can be assessed and enhanced.

The present study consisted of three interdependent phases, and questionnaire-
based surveys were employed to test the research hypotheses. A combination of different
qualitative techniques was utilised in order to shortlist the relevant attributes to be included
in each research instrument. These instruments were then subjected to further tests in order
to ensure their adequacy and appropnateness. The first research phase ascertained the
relative validity and reliability of the existing satisfaction measurement frameworks and
was implemented in a chain restaurant in Sheffield. This phase aimed to identify the most
reliable and valid operational framework to be utilised in the subsequent phases of the
research. The second phase explored tourist satisfaction dimensions and ascertained the
relative contribution of each dimension, particularly that of the foodservice experience, to
holiday satisfaction and future behavioural intentions among visitors to South West

Turkey. The final phase specifically examined what matters most in tourists’ foodservice
evaluations, and explored whether different dining segments developed their satisfaction

and behavioural intention judgements based on different service attributes in non-fast-food
restaurants situated in South West Turkey.

The results of the first phase indicated that a more direct measure of percetved
performance might be a better predictor of customer satisfaction than more complex
composite measures of disconfirmation of expectations. The perceived-performance only

model, out-performed the disparity models, which involved a comparison between a
predetermined standard and the perceived performance (the Expectancy Disconfirmation

Paradigm), and the multiplication models, where performance was weighted by the
attribute importance, in predicting customer satisfaction and behavioural intentions.

The results of the second phase revealed that tourist satisfaction was multi-
dimensional. Among the identified holiday components, tourists' impressions of
foodservice experiences were found to be an important factor in tourists’ holiday

satisfaction and behavioural intention judgements. While positive tourists’ impressions of
foodservice experiences were found to enhance holiday satisfaction, the negative

impressions were found to have potential to override well-executed quality in other areas.

The results of the final phase demonstrated that there were numerous factors
affecting tourist foodservice experiences and that the manner in which the restaurant
product 1s delivered was found to account for the greatest impact on tourist dining
satisfaction and return intentions. Analysing the benefits sought from non-fast food resort
restaurants by tourists, the research identified five distinct dining segments, including; the
Value-Seekers, the Service-Seekers, the Adventurous Food-Seekers, the Healthy Food-
Seekers, and the Atmosphere-Seekers. These segments were found to develop their
satisfaction and return intention judgements based on different restaurant attributes.

Overall, the study findings provided strong support for the research hypotheses and
showed that tourist foodservice experiences may lay the foundation for, and shape the

nature of tourist holiday experience. Marketing and management implications of the study
findings are discussed and recommendations for future research are provided.
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CHAPTER 1

Introduction to the Research




1. Introduction

Intense competition within the world tourism market combined with the need to
maintain market share has led numerous destinations, including Turkey, to becoming
more aware of the significance of ensuring that tourists leave the destination satisfied.
The Turkish tourism authorities have recently recognised the low-quality image,
which characterised Turkish tourism during the late 1980s and early 1990s (Travel
and Tourism Intelligence [TTI] 1997), as one of the barriers in achieving a higher
market share and product competitiveness (Bulut 1998; Korzay 1994; Manav 1998;
Unutulmaz and Varinli 1995). Thus, the latest (the seventh) Five-Year-Development-

Plan (FYDP) sets out a series of new programmes in order to improve the level of

quality and competitiveness of Turkish tourism products and services (State Planning
Department [SPD] 1993).

The delivery of a quality and competitive product for tourists begins with an

understanding of the components of a satisfactory holiday experience which are of
most importance to tourists. At present, the Turkish tourism authorities, however, lack
such diagnostic information, as tourist satisfaction research is still in its infancy in
Turkey (Unutulmaz and Varinli 1995). Thus, although the quality objective, included
in the seventh FYDP, indicates government awareness of the importance of quality
improvement for successful tourism, it is yet unclear how this task 1s going to be
attained without the necessary information. In order to realise this task, the tourism
authorities need information which encourages the identification of the service
components that are essential to the destination’s success, and those components,
which inhibit its success. This process would elucidate the areas that are in need of
improvement, and would highlight the areas that have the greatest potential for
differentiating the destination from its competitors. The development of an analytical
framework 1s, therefore, essential in order to provide guidelines on ways in which

destination components can be managed to increase tourist satisfaction.

A number of researchers have studied components of experiences which contribute to

tourist satisfaction within different tourism and hospitality contexts (Dorfman 1979;



Danaher and Arweiler 1996; Chadee and Mattsson 1996; Haber and Lerner, 1999;
Pi1zam, Neuman and Reichel, 1978; Tribe and Snaith, 1998; Weber 1997). Although

these researchers have 1dentified different sets of components affecting satisfaction,
the results of these studies share the similar notion that tourist satisfaction is a
multidimensional concept. According to these studies, tourists interact with many

different components of the destination product, which is a package of diverse

attributes that includes not only the historical sites and spectacular scenery, but also

services and facilities, catering to the everyday needs of tourists (Hu and Ritchie
1993). The quality of these interactions and experiences with numerous encounters in
the total holiday experience, each holding varying degrees of importance in tourist
service evaluations, form the bastis for overall holiday dis/satisfaction and future

travel decisions (Teare 1998; Weilermair 1994).

Some studies indicate that destination pull factors, such as the natural environment,
the scenery, the culture, the climate, and other general features (for example, the
cleanliness of beach and sea, and the availability of activities, facilities, and
entertainment) might be among the prime determinants of tourist satisfaction (Hu and
Ritchie 1993; Pizam and Milman 1993). Others emphasise that holiday satisfaction
does not only come from beautiful sights but also from the behaviour one encounters,
from the information one gets, and from the efficiency with which needs are served
(Ohja 1982; Stringer 1981; Sharpley 1994, Pearce 1982; Reisinger and Turner 1997).
Tourist impressions of tourist-host interaction may become a significant element in
holiday satisfaction because hosts (or service providers) are the first contact point for

tourists and remain in direct contact through an entire holiday (Krippendorf 1987;

Reisinger and Turner 1997). Authentic interpersonal experiences between hosts and

tourists may lead to psychological comfort in satisfying tourists’ needs (Stringer
1981).

The provision of both physically and psychologically comforting accommodation
facilities 1s also suggested to be instrumental to the generation of quality holiday
experiences (Lounsburry and Hoopes 1985;Tribe and Snaith 1998). The service
quality delivered in lodging and other tourist facilities, the responsiveness of service

personnel to tourist requests and complaints, and resolution of problems in a proper

manner may contribute substantially to tourist satisfaction (Bitner ef al 1990; Huang



and Smith 1996; Reisinger and Waryszack 1996). Moreover, studies have also shown
that the prices of services, the price and value relationship, and the extent of

commercialisation in the area may become important factors affecting tourist
evaluations (Bojanic 1996; Pizam et al 1978; Reisinger and Turner 1997). Research
also suggests tourist communication with local people and service providers may
foster empathy and a feeling of safety (Reisinger and Waryszack 1996), and this may
affect tourist enjoyment of the host environment and their future destination selection
decisions (Sirakaya, Sheppard and McLennan 1997; Pizam, Tarlow and Bloom 1997).

Efficiency of airport services may also play part in tourist evaluations, as airport
service encounter is generally the nitial and the last experience the tourist has with

the destination (Laws 199J).

A number of studies have also pointed out that availability of quality restaurants and
the quality of services in these facilities are among the preconditions for a satisfactory
holiday experience (Chadee and Mattsson 1995; Lounsburry and Hoopes 1985; Pizam
et al 1978; Tribe and Snaith 1998). Marris (1986: 17) observes that “for many people

in the world, and for most of the time, 1t is true that people eat to live, just to stay
alive, but other times especially for people on holiday, there are occasions when
people really do live to eat”. Foodservice experiences are a memorable part of holiday
experience, as tourists tend to spend considerable time on choosing the restaurant
where the meal will be an experience to be enjoyed and to be remembered with
satisfaction. When managed well, the product consumed in restaurants may have the
potential to enhance overall holiday satisfaction; however, when handled improperly,

the product can significantly mar the entire holiday experience through poor

performance (Hanszuch 1991). This may have important implications for
destinations. Dissatisfied tourists are likely to share their negative experiences with
other people (Dube et al 1994; Pearce and Moscardo 1983), and that personal
communication 1s considered to be more credible than marketer-based information.

Thus, the negative tourist impressions of foodservice experience may damage a

destination’s image and act as a deterring agent curtailing potential visits.

Moreover, while restaurants 1n tourist destinations are generally assumed to be in the

business of selling food only, serving to the physiological needs of tourists, they are

in fact the prime retailers of one of the authentic cultural experiences that tourists may



have on their holiday (Robson 1999; Muller 1999). The restaurant industry may play

an important role in augmenting and diversifying the overall tourist product, and the

food characteristics of a destination may represent a competitive strength over other
destinations with similar natural beauty and other general features (Kaspar 1986;
Kruczala 1986). In addition, the restaurant industry is also a powerhouse in terms of
generating employment especially for young people (Elmont 1995). It accounts for

one quarter of the tourist travel budget and is one of the largest earners of receipts in

the entire travel and tourism industry (Belisle 1983; Elmont 1995; Fox and Sheldon
1986). Another important consideration is that the multiplier impact of the income

earned in the catering sector might be greater than that of many other sectors, such as

the accommodation, the tour operators, and the airlines which are run by

multinational corporations. The majority of catering establishments are small to

medium sized enterprises, locally owned and run, and the revenue generated in this

sector may not leak out of the local economy substantially.

While the performance delivered by the restaurant industry may not be a sufficient
condition on its own to create repeat business for destinations or tourist loyalty, it can,

however, become a determinant of failure to achieve a satisfactory holiday experience.
Despite the obvious relationship between tourism and the catering industry, the
potential contribution of the foodservice experiences to further development and
competitiveness of tourist destinations seems to have received no or inadequate
attention from researchers and destination managers (Elmont 1995). There has been
relatively little research undertaken on tourist foodservice experiences, ascertaining

the aspects responsible for dis/satisfactory tourist foodservice experiences. The

majority of past restaurant studies have focused on fast food operations and were
conducted with domestic customers, while only a few have scrutinised tourist dining
satisfaction 1n more traditional restaurants (Kivela, Inbakaran and Reece 1999).
Moreover, many of the past studies have not related the relative importance of service
dimensions to certain key performance criterion such as dining satisfaction or

repurchase intention. Consequently, at present there exists relatively inadequate

information with regard to what brings satisfaction, what service aspects are
considered important in repeat visit judgements, and what may discourage such repeat
business to restaurants at holiday destinations. Thus, considering its powerhouse role

in terms of job generation and its supporting and complementary role in destination



attractiveness, the nature of tourist experiences within destination restaurants should

be investigated, with the ultimate purpose of improving the quality of foodservice

experiences.

1.1 The Study Context

The dynamic nature of tourism, governmental support, and incentives for tourism
investment and developments in addition to the pro-active marketing of Turkey have
contributed to a boom in Turkish tourism since the 1980s. The expanding tourism
industry has contributed 3.3 % to the Gross National Product in the last decade
(Turkish Tourism Ministry [TTM] 1995). Tourism revenues have increased by more
than 1,500 percent over the past two decades ($ 411 million in 1983 to $8 billion in
1998). The number of tourists to Turkey has increased from 1.2 million in 1983 t0o 9
million in 1998 and the Turkish tourism market share in relation to world tourism, has
expanded from 0.5 percent in 1981 to 1.3 percent in 1995. In spite of the expansion 1n
arrivals and revenue, however, the Turkish tourism product is regarded generally as
being poorly planned, based on low technology, with a low-price and low-quality

image (Travel and Tourism Intelligence [TTI] 1997).

From a general viewpoint, this low-quality image may have arisen from two main

factors:

1. Inthe early 1980s, when the tourism development priority was first initiated
through the Tourism Encouragement Decree in 1980 and the Tourism
Encouragement Law 1n 1982, very few people, particularly those in authority,
thought of planning for the future, through widening its appeal and its capacities
by improving the product quality. During this time no attempt was made to devise
performance monitoring schemes, as increased international travel had made

Turkey, like many other destinations, very popular without there being a need to

improve the level of tourism services and products.

2. No attempt was made to analyse the tourist experience phenomenon because the

major concern was to attract tourists in high volume. This "high-volume-growth"



orientation was emphasised in the fifth five-year development plan that covered
the period between 1985 and 1989 (Kan 1992). The 5™ FTDP encouraged the
development of mass tourism, which has proven to be an incorrect strategy for

maintaining product quality and competitiveness (Sezer and Harrison 1994).

Turkey, like many other mass-tourist destinations, has experienced rapid growth but 1s

now facing a potential decline in market share and revenue as a result of changes that
have occurred in the world tourism market. In the traditional tourist generating
countries tourist demand has become mature and saturated, and experienced tourists
are becoming quality conscious (World Tourism Organisation [WTO] 1995; 1998).
There has been a substantial increase in customer product/service knowledge, with a
corresponding growth in consumer demand and expectations, and customers are
becoming increasingly sensitive to the price/quality ratio (Augustyn and Ho 1998;
Panton 1999). Over the past years, a number of new tourist destinations have
emerged, and are still emerging, which offer attractions and services similar to those
in traditional destinations (WTO 1998). However, these new destinations emphasise
quality as a way of competing with established destinations. Moreover, repeat demand

is increasingly coming not only from experienced travellers but also from ageing

travellers, now a booming market, who are sensitive to quality (Handszuch 1996).

A growing number of holiday destinations offering similar products and services,
along with increasing consumer awareness, means that the concept of tourist
satisfaction is vital to a destination’s success. Studies consistently suggest that the

successful application of this concept may potentially provide a destination with a

competitive advantage by generating benefits such as differentiation, increased
customer retention, and word-of-mouth recommendations (Arrebola 1995; Augustyn
and Ho 1998; Kandampully 1997; Keyser and Vanhove 1997; Lanquar 1995; Mackay
1996; Matilda 1999; Postma and Jenkins 1997; Ryan 1995; Weber 1997; WTO 1988).

Therefore, many destinations are now striving to differentiate themselves from the
competition by delivering a quality service, and thus increasing the level of customer
satisfaction. For example, in order to ameliorate the structural problems and loss of
competitiveness, which characterised Spanish tourism in the late 1980s, the Spanish

authorities included the improvement of quality tourism in their national tourism

policy objectives in the early 1990s (Arrebola 1995; Mir, Zornozo and Zornozo 1996;



OECD 1992; Valenzuela 1998). Different measures and policies, which have been
adopted to raise the quality standards, especially in services rendered, eventually
improved the competitiveness and increased Spanish tourism market share (WTO
1996). The Spanish example indicates that quality and satisfaction enhancement is a

necessary and winning strategy in the tourism industry for the new millennium
(Augustyn and Ho 1998).

With regard to this fact, both the Turkish government and the tourism industry leaders
have recently realised that it is important to move the pnmary focus from volume
growth to a selective development programme which is targeted to improve the quality
of the tourist holiday experience, and thus tourist satisfaction and tourist loyalty (TTI
1997). The authorities have come to consider the improvement of the quality of the
tourist experience (the tounst product) as a precondition to survive in a highly
competitive market. Thus, in order to take up the challenges presented by its
competitors in the world market and in order that it can continue to be a successful
tourist destination, service/product quality improvement has been incorporated into the
latest five-year tourism development plan objectives in Turkey (SPD 1995). The 7"
FYDP covers the period between 1996 and 2000 and endorses a programme to
improve the quality of both the infrastructure and superstructure and also to introduce

a new certification system to enhance the service quality in the sector (OECD 1996;
TTM 1995).

However, although those involved in the tourism industry have started to recognise the
importance of quality improvement in a strategy for making Turkish tourism more
competitive (TTM 1994), the authorities do not have a comprehensive method to
assess and to ensure the development of tourist satisfaction, as research of tourist
satisfaction and holiday experience is in its infancy in Turkey (Unutulmaz and Varinli
1995). As a consequence, although the managers of tourist businesses are expected to

enhance tourist experience, satisfaction, and tourist loyalty, they are given little

guidance on how to determine whether they have provided a satisfactory service

experience.

Two major obstacles might prompt the difficulties faced by managers:



1. Achievement of total product quality and competitiveness depends on the
collective actions of those involved in the supply side of the tourism and
hospitality industry (Bratwait 1992). Management of different sectors in Turkey
(for example, the catering, the lodging, the transportation, the entertainment etc.),
however, seems to have failed to undertake a collective and co-ordinated approach
to improve the total product quality. Holiday experience is an assemblage of
numerous products and services, and thus, it is reasonable to assume that

satisfaction with a holiday may be based on the sum of satisfaction with individual
products and services that compose the holiday experience. Thus, in order to
provide a competitive tourist experience, destination managers need to know
which service components matter most in tourist satisfaction and repeat patronage

and how they can be best combined. However, there exists a lack of understanding
about the holistic nature of the tourist experience and particularly the extent of the

effect of individual components on the development of overall holiday satisfaction.

2. Managers do not appear to have reliable, valid and straightforward instruments for
gauging tourist satisfaction. The Turkish Tourism Ministry (TTM) used to gather
Information by annually distributed surveys, mostly at exit gates of airports, up

until 1993 (Korca 1998). The chief objective of this survey was to obtain basic

information about tourist expenditure, accommodation type, duration of stay,

reasons for visiting, and to obtain information on the overall performance provided
by Turkey's lodging, catering, transportation and entertainment facilities (see
Appendix I, p.442). This annual survey is however far from being effective in

providing managerial and actionable information to entrepreneurs and managers.

The survey fails to establish the influence of each holiday component on the
development of tourist satisfaction and repeat business, which greatly inhibits
managers from developing appropriate performance improvement or quality
assurance programmes. Another major limitation of the survey is that it does not
provide comparative information, which would allow destination managers to
make informed decisions. There is also no information available for management
use relating to which holiday components are salient in their potential to create
satisfaction/ dissatisfaction and repeat business/ defection. It is likely that

satisfaction or dissatisfaction with one of the components may lead to satisfaction

or dissatisfaction with the total holiday.



Another important aspect that the Turkish authorities seem to have overlooked in the
development of tourism in Turkey, is the potential contribution of the foodservice
experience to the total product competitiveness. There has been no specific
programme developed to assess and improve the quality of the products and services
rendered in the foodservice industry, although there 1s some evidence to suggest that

low service quality delivered in this sector accounts for a high proportion of tourist

complaints (www.hurriyet.com.tr/tourist/hur/turk/99/07/19/yasam/ 03yas.htm, 1999;

Dogan 1986; Garner 1999). Inadequate attention placed on the potential contribution
of foodservice to Turkish tourism competitiveness is curious for a number of reasons.
First, the food itself may not be a major element in the choice of destination, though
in some cases it might be (Westering 1999). However, the food characteristics of the
destination may provide tourists with a cultural experience (Hudman 1986; Reynolds
1994). Foodservice experience may therefore be a critical element in generating a
differential edge over other competing destinations (Kaspar 1986). Secondly,
foodservice experience is an inseparable part of the holiday experience, and thus, 1t
may become instrumental and important in engendering tourist satisfaction, tourist
loyalty, and word-of-mouth recommendations. A one-week holiday involves almost
21 foodservice encounters, and failure to meet physiological and social needs

effectively during these encounters may inhibit the enjoyment of subsequent activities

that follow the meal (for example, a trip to a historical site).

Hanszuch (1991: 1 1), the chief executive of the WTO, observes that "as far as tourists
are concerned, the quality of their trip, their mental health and fitness, and hence their
ability to adapt, learn and enjoy depends primarily on what they eat". This suggests
that all the joy, thrills, and other expectations of the holiday, may disappear if the
tourist becomes ill due to the food eaten or if the tourist is upset because of a low
service quality delivery. Tourists on holiday require places where the meal will be an
experience to be enjoyed, an experience to be anticipated with excitement, to be

relished in the fulfilment and to be remembered with satisfaction (Marris 1986). Not
knowing and overlooking the possible shortcomings in tourists' foodservice
experiences may induce future business loss to the destination, as it will bring about
negative publicity (Pearce and Caltabiano 1983; Jackson, White and Schmiere 1994).

Thirdly, the foodservice industry 1s one of the prime generators of jobs and income

and accounts for one quarter of the tourists’ travel budget (Belisle 1983; Elmont 1995;



Fox and Sheldon 1986). For example, in 1998 $1.116 billion was spent on eating out
in Turkey, accounting for almost a quarter of total tourist expenditure
(www.hurriyet.com.tr/ turizm/turk/99/06/ 15/turizm.htm, 1999). This suggests that
while authorities in Turkey are making tourism development and image improvement
a priority, they should not underestimate the importance of foodservice as part of

tourism development.

Attainment of a quality image and competitiveness 1s not a matter of chance, as it
requires a deliberate policy (WTO 1988). In order to realise the objective of quality
improvement, managers must be in possession of all the facts which allows them to
make informed decisions. Destination managers in Turkey must know, with some
degree of confidence, what destination components matter most in tourist satisfaction
and repeat business, and they must be able to identify the destination components that
cause the most trouble. Destination management also needs to be able to elucidate the
components in need of improvement and identify the components that have the
greatest potential for differentiating the destination from its competitors. This calls for
the development of a well thought out customer satisfaction assessment framework

that yields accurate and actionable information.

1.2 Research Aims and Objectives

Given the paucity of research on the relationship between foodservice experience and
holiday satisfaction, this study intends to develop an analytical framework in order to
ascertain the nature and extent of influence of the tourists’ foodservice experience on
tourist satisfaction and future behavioural intentions; and to establish an analytical
framework in order to address how tourists' foodservice experiences can be enhanced.

More specifically, this study sets out to:

» examine which of the existing customer satisfaction measurement frameworks is a

more satisfactory framework for measuring customer satisfaction with hospitality
and tourism services;

» jdentify destination service components contributing to tourist satisfaction,
repurchase intentions, and word-of-mouth recommendations;

10



» explore the nature and the extent of influence of the foodservice experience on
tourist satisfaction, repurchase intentions and word-of-mouth recommendations;

» ascertain what brings satisfaction, return patronage and word-of-mouth
recommendations and what discourages return business in non-fast-food
restaurants at Turkish destinations;

» examine whether tourists can be clustered into distinct groups based on their
restaurant selection criteria; and

= jdentify the sources of satisfaction within each resultant cluster.

In order to address the study aims and objectives, a three-step interdependent

investigation has been undertaken (Figure 1).

Figure 1. Steps Undertaken in the Research

| Validity and
Reliability

Holiday Dimensions
and Their Extent of
Influence

Tourist Foodservice
Experiences

The first step of the research ascertains the relative
validity and reliability of the existing satisfaction
measurement frameworks, in order to identify the most
reliable and valid operational framework to be utilised in
the assessment of tourist satisfaction with foodservice
experiences in Turkey.

The second step of the research identifies tourist
satisfaction dimensions and ascertains the relative
significance of each dimension, particularly that of the
foodservice experience, on overall holiday satisfaction
and future behavioural intentions. This step of the
research explores the role of foodservice experience in
creating tourist complaints and compliments. This step
also investigates the relative strengths and weaknesses
of the Turkish tourism product in comparison to its
competitors, and looks into whether different segments

develop their satisfaction and return intention
judgements, based on different destination components.

The third step of the research examines the nature and
extent of influence of service components on the
formation of tourist dining satisfaction, of particular
concern of this final step is the investigation of whether
there are different dining segments who are seeking
difterent benefits, and whether sources of satisfaction

and dissatisfaction differ between these identified dining
segments.
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The specific research objectives pertaining to each research step are presented below.

1.2.1 Part One: Satisfaction Measurement Frameworks

In an attempt to provide theoretical explanations of customer satisfaction, researchers
seem to have focused largely on the conceptual 1ssues and underlying processes of
satisfaction, and seem to have neglected the more pragmatic tasks of measuring and

improving customer satisfaction. Researchers, for instance, have been greatly
concerned with the identification of the antecedents of customer satisfaction (for
example expectations, performance, and disconfirmation). As a consequence, several

frameworks have been developed to gauge the concept (for example, The Expectancy-

Disconfirmation Paradigm, the Dissonance Theory, the Comparison Level Theory, the

Evaluative Congruity Theory), however, no consensus has been reached on which
framework is best suited to assess customer satisfaction. Some researchers argue that
customer satisfaction measures should incorporate expectations and performance

perception constructs (Pizam and Milman 1993; Oliver 1980), while other researchers

suggest that customer satisfaction measurement should be concerned with perceived

performance only (Dorfman 1979; Gundersen, Heide and Olsson 1996). Others
maintain that weighted importance-disconfirmation models should be favoured in the

assessment of customer satisfaction (Barsky 1992; Barsky and Labagh 1992; Carman

1990; Kivela 1998).

There appears to be a dearth of research in the tourism and hospitality literature,
which scrutinises the reliability and validity of existing customer satisfaction models,
particularly of the most widely applied model- the Expectancy/Disconfirmation
Paradigm. Given the limited research in this area, a comparative study of the
predictive power and reliability of the existing methodologies is warranted in order to

advance this research field. This investigation is essential because hospitality and

tourism managers need to build management and marketing strategies on customer
satisfaction research, which is based on a reliable and a valid framework. Scrutiny of
the reliability and validity of the existing measurement frameworks is fundamental in
this study, as the framework to be used in the remaining research is to be determined

in the light of this step’s findings.

12



More specifically, this part of the research sets out to:

= investigate whether the performance only framework is a more satisfactory
framework for measuring customer satisfaction than the six other alternatives;

» examine whether weighting performance and direct disconfirmation scores by
importance makes any substantial improvement on the predictive validity of these
methodologies;

= explore whether customer satisfaction and service quality constructs are
distinguishable; and

» ascertain whether the use of different comparison standards yields different results
in terms of customer satisfaction.

1.2.2 Part Two: Tourist Satisfaction and Foodservice Experience

Researchers have attempted to examine sources or components of tourist satisfaction.
Though the results of these studies indicate that satisfaction is a multifaceted concept,

consisting of a number of independent components or dimensions, there is a lack of

understanding about the holiday components, which are most influential to tourist
satisfaction. As the majority of past studies have not related the relative importance of
destination service dimensions to certain key performance criterion variables such as,
tourist satisfaction or tourist repurchase intentions, the relationship between individual

factors and their extent of influence on repeat patronage/defection and word-of-mouth
recommendation within a tourism context, remains equivocal. Destination

management must know the elements of a satisfactory holiday experience in order to
implement a programme to attain and maintain a high level of quality and satisfactory
service (Miner and Wain 1992). Destinations that are oblivious of their shortcoming
stand to loose their market share. Thus, assessment of destination components

affecting tourist satisfaction is warranted.

Considering the multidimensional nature of the tourism product, destination managers

need to be aware of the fact that if one link in the chain, for example the foodservice
experience- an instrumental part of the holiday experience, is faulty, then the total

product image may suffer significantly. Interestingly however, despite the fact that the

foodservice experience may contribute extensively to tourist satisfaction within the
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entire holiday and thus may be instrumental and important in engendering tourist
loyalty and ensuring word-of-mouth recommendations, this area of academic research
seems to have received inadequate attention from researchers. An investigation into
the nature and extent of influence of the foodservice experience on holiday
satisfaction and repeat business is warranted because it may be a critical factor in
differentiating between various destinations of comparable natural beauty and other

general features.

Another interesting theoretical lacuna in the tourist satisfaction literature is the lack of
research on relative performance assessment. In an intensely competitive market, both
the short and long-term success of destinations depends not only on performance in

- absolute terms but also on performance relative to competitors. Surprisingly however,
the role that relative performance may play in influencing satisfaction and generating
repeat business has not been incorporated into tourist satisfaction investigations.
Understanding performance relative to competitors, can help destination managers

develop a better focus 1n catching-up and differentiating strategies.

In order to improve the understanding and the management of the satisfaction

concept, this part of the research sets out to:

* 1identify factors contributing to tourist satisfaction, repurchase intentions, and
word-of-mouth recommendations;

= explore the extent of individual factor’s influence on tourist satisfaction and
behavioural intentions;

= examine whether high (low) tourist satisfaction with the foodservice experience

increases (decreases) the overall satisfaction with the holiday, return intentions,
and word-of-mouth recommendations;

» ascertain the extent to which the foodservice experience leads to tourist
complaints and compliments;

» examine whether sources of holiday satisfaction are different from sources of

dissatisfaction and whether first-time and repeat visitors base their return intention
and satisfaction judgements on different aspects of the holiday;

= explore the extent of influence of the relative performance on the formation of

satisfaction and behavioural intention, and identify the strengths and weaknesses
of Turkish tourism product; and
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* find out whether the performance alone framework is a valid and reliable
framework to assess tourist satisfaction with destination services.

1.2.3 Part Three: Determinants of Foodservice Experience

In spite of the advances achieved in consumer satisfaction research, particularly in
North America and Europe, there seems to be a profound lack of knowledge in terms
of understanding the consumer satisfaction concept particularly in the restaurant

sector in Turkey. This could be attributed to the fact that there has been no study
undertaken thoroughly in Turkey, particularly in the non-fast food restaurant market.

Consequently, it could be said that restaurateurs lack consumer behaviour knowledge,

which in turn substantially hampers their ability to target specific restaurant attributes

that attract, satisfy, and retain customers. Given that no prior research has been carried

out on this subject in Turkey, this study primarily aims to yield important insights into

what brings satisfaction, return patronage and word-of-mouth recommendations and

what discourages return business in non-fast food restaurants at Turkish destinations.

It is important to note that the majority of past studies seem to have explored tourist
satisfaction at either an aggregate or an individual level, while little emphasis has
been placed on the scrutiny of satisfaction at a segment level. Inadequate attention
paid to segment-specific satisfaction analysis is curious because understanding the
formation and structure of satisfaction among tourist segments is critical to devising

effective market-specific resource deployment strategies to enhance profits. It is true

that if managers try to satisfy all customers by targeting all market segments, they are
likely to become every customer's second choice (Yesawich 1987). Understanding

what specific market segments require, and developing focused management
strategies to satisfy these specific requirements is the ultimate key to penetrate
growing markets and to maintaining a repeat customer base. Segmentation, when
done properly, can actually enhance sales and profits because it allows the
organisation to target segments that are much more likely to patronise the
organisation's facilities (Reid 1983). Research into segment-specific satisfaction

measurement can promote better marketing and management of hospitality and

tourism services.
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Given the paucity of research on this subject, the final part of the study aims to extend
the limited body of knowledge within the customer satisfaction field by providing
insights into the development of satisfaction within each customer segment. More

specifically, this part of the research sets out to:

» ascertain the reliability and validity of the performance only model in assessing

tournst satisfaction within independent restaurant (non-hotel restaurant) services in
Turkish destinations;

» identify factors determining tourist satisfaction with restaurant services in Turkey;

= explore the extent of individual factor’s influence on the overall dining
satisfaction and behavioural intentions;

» identify factors that are considered important by tourists when selecting
restaurants on holidays;

s cluster tourists into groups based on their restaurant selection factors;

= examine the development of customer satisfaction within each resultant cluster;
and

= explore patterns of restaurant selection criteria and their potential impact on
satisfaction.

1.3 Structure of the Thesis

This thesis is divided into three main sections; (1) the literature review, (2) the

methodology, and (3) the results and discussion section. Following this Introductory
Chapter, an extensive and a critical review of the literature is presented in order to
develop the theoretical rationale of the research problem, and to identify what

research has and has not been undertaken on the research problem.

Considering the length of the unsettled discussions that exist in the customer
satisfaction literature, the presentation of the Literature Review is divided into five
chapters. In the first part of the review (Chapter Two), the debates concerning the
definitions of the satisfaction concept are presented. This is followed by a discussion
of the differences/similarities between satisfaction and the service quality concept, as

recognising the similarity and differences between these two concepts is imperative to

advance understanding of the satisfaction concept. The second part of the review
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(Chapter Three) presents satisfaction theories that have been applied in marketing
literature in general and in hospitality and tourism research in particular. More
specifically, the Expectancy-Disconfirmation Paradigm (EDP), the Comparison Level
Theory, The Importance-Performance model, the Contrast Theory, the Dissonance

Theory, the Attribution Theory, the Equity Theory, and the Person-Situation fit theory

are explicated.

The next part of the review (Chapter Four) is devoted to the debates pertaining to the
use of different standards in explaining customer satisfaction, as the issue of
comparison standards holds a central role in almost all of the satisfaction theories.
Chapter Five deals with methodological and theoretical shortcomings of the EDP, the
most widely applied satisfaction measurement framework, and discusses the model’s
applicability. This chapter also presents debates pertaining to the Perceived-
Performance-Only and the Weighted-Importance models, and Servqual. Chapter Six
discusses the tourist satisfaction concept in relation to the role of the foodservice
experience in the formation of holiday satisfaction. This chapter also reviews the
issues and discussions pertaining to what constitutes foodservice satisfaction with

restaurant services and the concept of customer segmentation.

Following the review of the literature, the Methodology Chapter (Chapter Seven) 1s

presented, which outlines the six-step procedure adopted by the researcher in
addressing the research objectives. These steps include; the research problem
formulation, the research design, the data surfacing and gathering, the data

management and process, the data examination, and the writing-up of the thesis. More
specifically, the Methodology Chapter outlines the research design, the specification
of the data required, the selection of the data collection technique, the development of
the research instruments, pilot testing of the research instruments, the determination of

the sampling technique, the selection of the data analysis techniques, and the

problems encountered in the main research implementation.

Next, the findings and discussions pertaining to three interdependent investigations

are presented separately in the Results and Discussions Chapter (Chapter Eight). The

first part of this chapter presents the results and discussions of the comparative study

undertaken to examine the validity and reliability of the seven different customer
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satisfaction measurement frameworks. The measurement frameworks that are
compared and contrasted are the performance only; the performance weighted by
importance; the importance minus performance; the direct dis/confirmation; the direct
dis/confirmation weighted by importance; the performance minus predictive
expectations, and the performance minus should expectations. This section also

presents the results and discussions concerning the similarities and differences

between consumer satisfaction and service quality constructs. Finally, this first part of

the Results Chapter presents the findings relating to the ability of two comparison
standards- the predictive and should expectations- in determining customer

satisfaction.

The second section of the Results Chapter presents the findings of an investigation,
undertaken with 400 tourists departing from an international airport in Turkey,
designed to ascertain the nature and extent of the influence of foodservice experience

on holiday satisfaction and behavioural intentions. This section further presents the

results of an analysis carried out to establish whether there are any destination

attributes which are salient in their potential to generate satisfaction and/or

dissatisfaction. Next, this section presents the results of an analysis undertaken to

identify the strengths and weaknesses of the tourism product relative to competitors.

The final section of the Results Chapter presents the results and discussions pertaining
to the survey undertaken with 500 tourists, geared to identifying the sources of dining

satisfaction and future behavioural intentions. This section further presents the results

of the comparative qualitative data analysis undertaken to verify the findings emerged

through the quantitative data analysis. Next, findings pertaining to the market
segmentation analysis, based on the dining benefits sought by tourists on holiday, and
sources of tourist dining satisfaction within each resultant segment, are presented. The
final section of this chapter also presents the results of an analysis undertaken to
highlight whether tourists’ pre-visit and post-visit judgements concerning restaurant
services are identical. Finally, the Conclusion Chapter (Chapter Nine) discusses the

overall findings of the three-step investigation and presents the implications of the

research findings and recommendations for future research.
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14 Summary

In order to clarify the gaps that exist in the tournist satisfaction literature and provide
guidelines on ways in which tourist foodservice experiences and holiday satisfaction
can be assessed and enhanced in Turkey, a three-step interdependent investigation has
been undertaken. The first stage of the research 1s designed to identify the
measurement framework to be used in the subsequent stages of the research, and
involved the comparison of reliability and validity of seven alternative measurement
frameworks. The second stage of the research, using the framework determined by the
previous stage, aims to identify the underlying factors of tourist satisfaction within a
destination and to examine the extent to which each individual factor, particularly the

food service experience, influences overall holiday satisfaction, return intentions and

word-of-mouth recommendations. The second investigation also examines the
potential of incorporating relative performance assessment into satisfaction
investigation in identifying relative product strengths and weaknesses. The third stage

of the research project aims to provide insights into what brings satisfaction, return

patronage and word-of-mouth recommendations and what discourages return business

in non-fast-food restaurants in Turkey. This step also explores patterns of restaurant

selection criteria and their potential impact on satisfaction and scrutinises whether

sources of satisfaction differ between resultant segments.
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CHAPTER 11

Consumer Satisfaction: Definition




2.1 Introduction

The provision of tourist satisfaction and a quality tourism experience are fundamental

1ssues for destinations to consider for a number of reasons. First, satisfaction
"reinforces positive attitudes toward a brand, leading to a greater likelihood that the
same brand will be purchased again...dissatisfaction creates a negative attitude toward

a brand and lessens the likelihood of buying the same brand again" (Assael 1987: 47).
Depending on the degree of their dis/satisfaction, tourists may either return,
recommend a destination to other tourists, or may not return and express negative
comments that may damage the reputation of the destination (Pearce 1988).
Destination managers need to focus on the provision of high quality tourist

experiences as "the consequences of customer dissatisfaction can be sudden and harsh"
(Maddox 1985: 2). Moreover, tourists may respond to negative (unsatisfactory)

experiences "in a more physically destructive way, and various acts of vandalism,

notably, property damage, theft and graffiti may be seen as an extreme expression of

visitor dissatisfaction" (Pearce and Moscardo 1984: 21).

Second, the generation of satisfaction, and hence customer loyalty is a cost-effective
approach to maintaining a business (Murray 1992). Recent studies have revealed that
it is highly likely that a dissatisfied customer never returns (Dube, Reneghan and
Miller 1994), and to get a new customer costs more than to keep an existing one
(Stevens, Knutson and Patton 1995). For instance, while it costs about $10 in

advertising, public relations, price incentives and other promotions to get a new

customer, the cost to keep a satisfied customer is only about $1 (ibid.). Similarly,
other studies suggest that it costs three to five times as much to attract a new customer
as it does to retain an old customer (Fierman 1994; La Boeuf 1987). Capturing new
customers from competitors is costly because a greater degree of service improvement

is needed to induce customers to switch from a competitor (Anderson and Sulvian

1990). In the hospitality industry, Callan (1994a: 496), for instance, observes that

"it 1s beyond dispute that years ahead will be a period when hospitality operators
will serve on increasingly discerning public, who wi<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>