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ABSTRACT

This thesis proposes a theoretical model that aims to explain the relationship between
staff selection and training based on the principles of Total Quality Management
(TQM) and guest satisfaction in 4-5 star hotels in the USA and Australia and
Thailand. The relationship that is the subject of the present investigation has been
extensively discussed in the literature but has not been subjected to comprehensive
empirical investigation. This exploratory research aims to generate empirical
evidence concerning the relationship between TQM, guest satisfaction and human
resource performance. The chosen methodology compares levels of hotel guest
satisfaction based on the extent to which TQM principles have been applied to staff
selection and training. The perceptions of frontline staff are investigated across three
key operational departments; namely front office, housekeeping and food & beverage.
A range of multivariate statistical techniques was used to analyse the resuits. These
confirmed the proposed relationship and found that staff in “Western” hotels (in
Australia and the USA) expressed a more positive view of TQM staff selection and
training approaches and their connection with guest-orientation quality than was the
case with the staff of the Thai hotels. Though guest satisfaction levels in Thai hotels
were higher than was the case in the comparable Western hotels, the linkage between
staff perceptions of quality as measured in terms of guest-orientation and guest
satisfaction in service quality was found better in the Western hotels than was the case
in the corresponding Thai hotels. These results are consistent with the fact that TQM
principles are longer established in Western hotels. The study identified a range of
significant relationships: between TQM staff selection and guest-orientation quality,
between TQM training and guest-orientation quality and between guest-orientation
quality and guest satisfaction. The research contributes to theoretical knowledge by
providing a convincing evidence for the relationship between TQM, guest satisfaction
and human resource performance, and by being the first of its kind to show the
relationship between TQM, guest satisfaction and staff selection. The study has
significant implications for the hospitality industry in the areas of hospitality
management, service management, total quality management (TQM) and human
resource management. There were recommendations provided for further research in

these areas.
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CHAPTER 1

INTRODUCTION

1.1 BACKGROUND TO THE RESEARCH

The Total Quality Management (TQM) concept has been applied to the hotel industry since the
introduction of the Quality Assurance (QA) teéhnique in the USA by the American Hotel &
Motel Association in the 1982 (Breiter and Bloomquist, 1998). The concept aimed to introduce
quality standards and to implement them through increasing the level of employee participation
in decision-making and problem solving (Glover, Morrison and Briggs, 1984; Records and
Glennie, 1991). Since the introduction of the concept, many hotels have struggled to adjust all of
their operations to TQM requirements, particularly in the case of human resource management
issues (Boella, 1986; Umbreit, 1987, Redman and Mathews, 1995; Roberts, 1995; Go,
Monachello and Baum, 1996; Soriano, 1999). Faced with such challenges, only a few hotels
have become what might be described as “TQM hotels” (Lyons, 1993; Quality Australia, 1993;
Breiter, Tyink and Tuckwell., 1995; Carter, 1996; Partlow, 1996; Breiter and Bloomquist, 1998).
Many hotels did not satisfy the criteria integrated to TQM orelse abandoned any attempt to be a
“TQM hotel”. Roberts (1995) surveyed 75 hospitality companies and found that only 15 percent
consciously adopted the TQM philosophy. Even in the case of so-called TQM hotels, few have
implemented TQM-based human-resource praétices, especially in the case of staff selection,
promotion and career development issues (Partlow, 1996). Despite the apparent lack of TQM
adoption by the industry, many researchers and commentators continue to urge the hotel industry
to place an increased emphasis on people management issues. A recent example involved a
number of reports presented at the 1999 Annual Congress of the International Hotel and
Restaurant Association (Guthrie, 1999; Jenkins, 1999; Rumke 1999; Cassee, 1999). Other
advocates have focussed on case study-based research, which highlights evidence of both good
and bad human resource practices (Dittman, 1999; Enz and Siguaw, 2000; Dube, Enz, Renaghan
and Siguaw, 2000). Some researchers have forecast that the next ten years will be the decade of
human resources for the international hospitality industry (Olsen, 1996; Dittman, 1999). Within

the hotel sector, a number of individual hoteliers have criticised the industry as a whole for its



lack of comprehensive employee training and the inadequate attention that it pays to human

resource management issues (Guthrie, 1999; Worcester, 2000).

1.2  RESEARCH PROBLEM

In the academic literature, many researchers have emphasised the role of TQM as a means of
ensuring and managing customer satisfaction. In TQM organizations, it is argued that every
activity should be focussed on customer-based concepts (Oakland, 1990; Johnson, 1991; Saylor,
1992; Sashkin and Kiser, 1993;‘ Witt, 1994; Stahl, 1995; Tatikonda and Tatikonda, 1996). A
number of questions arise from such observations and assertions. First, what criteria should be
used to measure the extent to which hotels adhere to the principles of TQM, particularly in the
case of staff selection and training issues? Second, are high levels of guest satisfaction prevalent
in some hotels, which do not adhere to TQM principles as they apply staff selection and training?
Third, can it be assumed that customer-oriented staff selection and training is inadequate in the
case of those hotels that have not applied TQM staff selection and training principles (See
Partlow, 1996)? Fourth, do staff selection and training approaches have any effect on customer
satisfaction levels in such non-TQM hotels compared with those which apply a TQM approach
to staff selection and training? Fifth, do hotels that adopt a TQM approach to staff selection and
training have better staff guest relations skills than hotels which do not? Sixth, do the staff of
hotels that apply a TQM approach to staff selection and training perceive the importance of
service quality more highly than their counterparts in the hotels that do not? Finally, hotels in
Western countries generally applied TQM principles prior to those in Asian countries, it maybe
observed that given this different timing, are there significant differences between hotel staff in
perceptions of staff selection, training and guest orientation quality, as well as guest relations
skills? And are there significant differences between hotel guests in their satisfaction with

service quality?

In conducting interviews with TQM hotel management and human-resources directors, Partlow
(1996) found that the latter group have deficient knowledge and awareness of the TQM human
resource area, particularly in the fields of selection and training. This may be a possible reason
for the neglect of the TQM approach (Luchars and Hinkin, 1996; Partlow, 1996; Woods,
Rutherford, Schmidgall and Sciarini, 1998; Soriano, 1999; Worcester, 2000). These findings



were confirmed in a study by Soriano (1999). Another possible barrier to the adoption may be
the fact that many hotel managers believe that the TQM concept is faddish and superficial
(Luchars and Hinkin, 1996; Partlow, 1996; Woods, Rutherford, Schmidgall and Sciarini, 1998).
The hotel industry’s acceptance of TQM applications has been slow across all operational areas,
particularly in the case of human resource management (Luchars and Hinkin, 1996; Worcester,
2000). The present study aims to develop a better understanding of TQM selection and training
practices and to answer the questions noted above. It will also attempt to provide valid evidence
as to whether TQM selection and training are worthwhile in the hotel environment with
particular reference to customer satisfaction levels, as well as to find out any significant
differences between Asian and Western properties. Consideration will also be given to the role
that human resource management may play in increasing customer satisfaction, and enhancing
service quality. The study examines the hotels in four countries: the USA, Australia (Western

countries), Singapore and Thailand (Asian countries).

According to McColl-Kennedy and White (1997), little empirical research has been undertaken
into the relationship between training and customer satisfaction and to service staff/customer
interactions. Research has however investigated the selection of hotel staff on the basis of
biographical information (Stokes, Mumford and Owens, 1994) and personality (Ryan, 1996). A
further approach used by researchers has been the Weighted Application Blank (England, 1971;
Kaak, Feild, Giles and Norris, 1998), which is an analysis of job applicant responses to questions
on standardized job-application forms. These aim to predict the potential of the candidates for
long-term employment. However, there appears to be a lack of empirical research into the
relationship between staff selection and customer satisfaction and between TQM, staff selection

and training and customer satisfaction.

Breiter and Bloomquist (1998) comment that previous research on quality management in the
hotel industry has consisted primarily of case studies and that there has been an absence of
research based on reliable statistical data on hotel business performance and the achievement of
quality management. Redman and Mathews (1995) have also raised interesting questions about

the relationship between TQM and human resource management as follows:



We have been unable to find the convincing empirical or theoretical evidence to support
the notion that HR strategy has direct links with a commitment to quality. There are
many anecdotal pieces of evidence, some case studies and limited survey work. In sum
the advice is largely normative and the links between “good practice” and the quality of

service that the customer receives are typically only inferred (p. 9).

Worsfold (1999) arrives at similar conclusions as follows:

Clearly, there is a need for additional research relating to the hospitality industry. A
future research agenda should seek to examines the link between HRM and service

quality; between commitment to customer service and service behaviour... ( p.346)

Taking into account the comments noted above, the present exploratory study will aim to provide

empirical evidence concerning the relationship between TQM, customer satisfaction, and human

resource performance.

1.3

RESEARCH AIMS

The aims of this study are as follows:

1) To ascertain whether guest satisfaction is the primary objective of training in guest relations

2)

3)

4

skills at hotels included in the sample.

To assess the agreement with and existence of TQM principles in the aspects of staff

selection and training in the sample hotels

To identify any correlation between staff perceptions of selection and training approaches

and collective guest orientation and the prevalence of guest relations skills.

To compare staff perceptions of selection and training approaches and guest-orientation
quality in a sample of the hotels in Western countries (the USA and Australia) and Asian

countries (Singapore and Thailand).



5) To make a comparison of guest contact competency amongst hotel staff in the USA,

Australia (Western countries), Singapore and Thailand (Asian countries).

6) To measure guest satisfaction levels within and between “Western” hotels and “Asian”

hotels.

7) To test the proposition that the closer the adherence to TQM by selection and training
principles, the higher the level of guest satisfaction. '

8) To identify any factors, which influence the relationship between TQM staff selection and
TQM training and guest satisfaction

1.4 SCOPE OF THE STUDY

This study provides an assessment of the relationship between staff selection and training based
on TQM principles and the respective levels of hotel customer satisfaction. To ascertain the
relationship, a comparison of guest satisfaction was made between “Western” hotels and “Asian”

hotels based upon the degree of the application in TQM staff selection and TQM training.

The study focuses on guest satisfaction and not dissatisfaction. The guests were asked to assess
the service performance of frontline staff across three key operational departments, namely front

office, housekeeping and food & beverage.

The total population was 4-5 star hotels in Western countries and Asian countries. A
convenience sample of hotels was drawn up based on the willingness of hotels to participate in
the study and the researcher’s familiarity with the cities selected, namely Washington, DC,
Melbourne, Singapore and Bangkok. A survey of 4-5 star hotels across USA, Australia,
Singapore and Thailand was impossible due to the time and resource limitations of the study.
All of the participating hotels in the 4 cities were city-based hotels at 4-5 star levels charging a
standard room rack rate of US$ 110-120 per night. The rationale for the selection of the four

countries is explained in Section 4.2.1.



1.5 STRUCTURE OF THE THESIS

The context of this research is outlined in Chapter Two. In this chapter, the following concepts
are outlined: TQM and customer satisfaction, TQM human resources management and TQM
staff selection and training. The Chapter examines the existing literature as it "applies to the
concepts mentioned previously and by identifying the differences between TQM staff selection

and training and non-TQM staff selection and training.

Chapter Three proposes a theoretical framework which aims to conceptualise and operationalise
the relationship between customer satisfaction and TQM staff selection and training. An outline
is provided of the service quality concept, theories of staff selection and training which link with
service quality and their relevance to this research. The theory of customer contact competency

is also discussed.

Chapter Four reviews the available techniques for measuring customer satisfaction in relation to
service quality, customer contact competence and frontline staff perception of customer-
orientation quality, staff selection and training. The chosen methodology is outlined including

the development of an appropriate survey instrument.

Chapter Five outlines the survey procedures that have been adopted and provides some
preliminary data analysis. The focus is on the integration of the descriptive analysis, the Mann-

Whitney Test, T-Test, ANOVA and principal components analysis.

Chapter Six is the main data analysis chapter and incorporates the applications of the Structural
Equation Modeling analysis using the AMOS-4 software program, measures of correlation,

ANOVA and T- Test.

The final chapter highlights the key findings of the research in line with the theoretical
framework described in Chapter 3. It presents and discusses the results of the relationship
between TQM staff selection and training and customer satisfaction. The comparisons of
frontline staff perceptions of staff selection, training and guest-orientation quality, as well as the

guest relations skills between the “Western” hotels and the “Asian” hotels are investigated for



the purpose of further exploration. Guest perceptions of service quality in the various hotels are
also explored. The limitations and implications of the findings are considered together with
suggestions for future research in the field of TQM, service quality management, hospitality

management and human resources management.



CHAPTER 2
TQM, CUSTOMER SATISFACTION, STAFF SELECTION AND TRAINING
21 TOTAL QUALITY MANAGEMENT (TQM) AND CUSTOMER SATISFACTION

The expression “Total Quality Management” (TQM) has emerged as an integral part of the
terminology used to describe business processes and has frequently been proposed as an
appropriate tool for bringing about improved customer satisfaction (Gundersen, Heide and
Olsson, 1996). Many researchers define TQM explicitly in terms of customer satisfaction
(Oakland, 1990; Johnson, 1991; Crouch, 1992; Saylor, 1992; Sashkin and Kiser, 1993; Van De
Wiele and Dale, 1993; Bell, Mcbride and Wilson, 1994; Witt, 1994; Stahl, 1995; Tatikonda and
Tatikonda, 1996).

Though its name might suggest otherwise TQM is less concerned with quality than with
customers (Martin, 1993; Partlow, 1993; Sashkin and Kiser, 1993; Partlow, 1996). It is widely
accepted that the single and ultimate goal of TQM is ‘customer focus’ or customer satisfaction
(Juran, 1988; Breiter et. al., 1995; Breiter and Bloomquist, 1998). TQM may be regarded és
“management to achieve customer satisfaction”. According to Tatikonda and Tatikonda (1996),
customer satisfaction is a moving and continuously changing target. However, the authors also
add that to be successful, TQM must be focused on understanding customer expectations and

developing activities to meet and exceed these expectations.

It appears that where customer satisfaction is not regarded as being important or measurable,
TQM procedures and processes based on TQM principles tends to be ignored (Luchars and
Hinkin, 1996; Partlow, 1996). This is particularly evident in the case of service organizations,
such as hotels, where the relatively high degree of staff/customer interaction leads to a greater
emphasis on customer care (Denton, 1989; Hart, Heskett and Sasser, 1991; Waldersee and
Eagleson, 1994; Rees, 1995; Carter, 1996; Gundersen et. al., 1996). According to Luchars and
Hinkin (1996), acceptance of TQM by the hotel industry has been slow possibly because
management has viewed service quality as intangible and immeasurable. High operating costs,

high staff turnover and insufficient TQM guidelines leading to change prevalent in the hotel



sector are major factors leading to the low adoption of TQM (Chung, 1995; Cheung and Law,
1998). As a result of these characteristics, many hotel managers emphasize the significance of
tangible factors such as facilities, furnishings, layouts and uniforms for frontline staff. Relatively
less emphasis is placed on the intangible factors such as the quality of customer service and the
management of human resources (Lyons, 1993; Camison, Flor, Cruz and Kuster, 1996; Guthrie,
1999; Soriano, 1‘999). Such intangible factors are critical to securing and maintaining
competitive advantage into the 21* century for hotel businesses (King, 1984; Tanke, 1990; Fuller
and Smith, 1991; Olsen, 1996 and 1999; Foley, 1997; Dittman, 1999; Jenkins, 1999;
Kandampully and Suhartanto, 2000). In view of their strategic importance, the present study

centres on these particular aspects, as they relate to TQM.

22 THE MANAGEMENT OF HUMAN RESOURCE AND TOTAL QUALITY
MANAGEMENT (TQM)

It seems likely that full implementation of TQM principles will require modifications to the
traditional practice of human resource management (Wilkinson, Allen and Snape, 1991; Bowen
and Lawler, 1992; Redman and Mathews, 1995; Barsky, 1996; Partlow, 1996). Since human
resource practices appear support and reinforce a TQM-based culture and bring about a
commitment to quality, they are important to the achievement of effective TQM (Hart and
Schlesinger, 1991; Wilkinson et. al., 1991; Bowen and Lawler, 1992; Lewis, 1994; McEwan,
1995; Redman and Mathews, 1995; Partlow, 1996). Gundersen et. al. (1996) remark that few
researchers have attempted to identify the critical performance areas which can bring about an
improvement in customer service. This is especially so when the evaluation of quality involves
the need to measure activities such as human resources. As stated by Roberts (1995), a key
challenge to the application of service quality techniques to the operations and culture of hotels

is to change the approach adopted towards the management of peopie.

Roberts (1995) proposes two principles for people management in TQM organizations, as

follows:

* The move away from more traditional, formalized styles of management to a more

open and consultative approach.
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* Recognizing the contribution that employees can make to the benefit of the

organization and its customers (Roberts, 1995, p. 34).

Go, et. al. (1996) identify two common causes of problems in the customer/staff interaction.
First, jobs are often designed with little consideration being given to interaction between
customers and staff. Chefs are an example of this interaction. They are expected to remain in
the kitchen and rarely receive feedback from customers. Second, employees are unable or
unwilling to participate in creative strategies concerning the service process. Often they may
lack the necessary knowledge, flexibility, foresight, or ambition to perform their jobs in ways
that would best suit customers. In theory and in practice, front-line employees are considered to
be central to the principles of TQM because of their critical role in the achievement of customer
satisfaction (Albrecht and Zemke, 1985; Heskett, 1986; Berry, Bennett and Brown, 1989; Brown
and Swartz, 1989; Denton, 1989; Bowen, Chase, Cummings and Associates, 1990; Saleh and
Ryan, 1992; Waryszak and Bauer, 1993; Conrade, Woods and Ninemeier, 1994; Camison, 1996;
Carter, 1996; Go et. al., 1996; Luchars and Hinkin, 1996; Vallen and Vallen, 1996; McColl-
Kennedy and White, 1997; Peccei and Rosenthal, 1998; Worsfold, 1999). It is widely
acknowledged that the interaction between frontline staff and the guest (the “service encounter”
or the “moment of truth”) leads to success or failure in meeting or failing to meet guest
expectations. Such encounters have a more direct impact on the level of customer satisfaction
and overall perception of the organization than most other activities of the business (Go et. al.,
1996; Vallen and Vallen, 1996). It is difficult to correct breakdowns which occur within the
customer/staff interaction once it has gone wrong. By this stage, such occurrences are likely to
have a very strong influence on guest satisfaction both immediately and into the long-term
(Lockwood, 1994). It may also lead to additional costs associated with both labour and lost
business (Vallen and Vallen, 1996; Reichheld and Sasser, 1991). Research has shown that a
customer who has a bad experience tells approximately eleven people about it, while a customer
with a good experience tells just six (Hart ez. al., 1991). The challenge of maintaining high
levels of service increases when the cost of attracting a new customer is about five times more

than retaining an existing customer (Naumann and Giel, 1995).

Human resource management and the management of frontline staff in particular, plays a vital

role in bringing about customer satisfaction in the hotel business (Atkinson, 1988; Johnston,
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1989; Bitner, Booms and Tetreault, 1990; Drummond, 1990; Kelly, 1992; Saleh and Ryan, 1992;
Hartline and Ferrell, 1993; Henkoff, 1994; Samenfink, 1994; SparlES, 1994; Mohr and Bitner,
1995; Rust, Zahorik and Keiningham, 1995; Barsky, 1996; Camison et. al., 1996; Peccei and
Rosenthal, 1998; Worsfold, 1999; Enz and Siguaw, 2000). Based on the findings of Schneider
and Bowen (1985), there is a strong relationship between staff perceptions of human resources
management practice and customer attitudes to the service provided by banks. Schneider and
Bowen’s (1985) studies have been replicated and extended by Tornow and Wiley (1991). Their
research survey in a multinational computer corporation supported Schneider and Bowen’s
(1985) findings. Another study by Zerbe, Dobni and Harel (1998) on aircrews examined the
proposition that staff perceptions of human resource management may be used to predict the
behaviour of aircrew towards their customers. The results indicate that perceptions of human
resource management have an indirect effect on self-reported service behaviour. Other studies
have examined the relationship between human resource management and staff commitment and
performance in service settings. Based on data from three US service companies, Ulrich
Halbrook, Meder, Stuchlik and Thorpe (1991) proposed the existence of a relationship between
employee attachment (equivalent to organizational commitment), customer attachment and
human resource management practices. These findings were confirmed by Pitt Foreman and
Bromfield (1995) in their study of service contact workers in a large industrial service
organization and demonstrated a moderate relationship between organizational commitment and

the delivery of service quality.

It is clearly important to acknowledge that some staff may demonstrate a commitment to
providing quality service without being committed to the organization. In their study in the retail
food sector, Peccei and Rosenthal (1998) demonstrated a clear link between the commitment of
an individual staff to customer service and the staff knowledge and competence. Their findings
highlight the importance of staff selection and training. Previous research in this area has
examined the relationship between customer perceptions of service encounters and the attitudes
and behavioral responses of staff involved in such encounters (Bitner, 1990; Bitner, Booms and
Mohr, 1994; Hartline and Ferrell, 1996; Mattila, 1999). A number of staff responses that have
been investigated include role stress (Singh, 1993; Hartline and Ferrell, 1996); ability,
competence and adaptability (Bitner et al, 1990; Hartline and Ferrell, 1996); and job
satisfaction (Schneider and Bowen, 1985; Hartline and Ferrell, 1996). The present study aims to
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confirm the relationship between staff perceptions of selection and training and guest satisfaction
through the medium of guest-orientation quality, which consists of self-commitment to service

quality, hotel competency in service quality and guest contact competency.

Gundersen et. al. (1996) identified three main operational areas as having the greatest effect on
overall customer satisfaction. These are the front office, housekeeping and food and beverage
departments. Hartline and Jones (1996) found that the performance of front desk staff has the
most profound effect on overall service quality. The only service performance having a direct
effect on word-of-mouth recommendations from hotel guests is the performance of housekeeping
staff. For the food and beverage area, the performance of room service staff also has a significant
effect on overall service quality but less impact than the performance of the front desk staff.
Kandampully and Suhartanto (2000) revealed that customer satisfaction with housekeeping was
found to be significant whilst the study identified no significance in the case of front office and
food and beverage staff. On the other hand, in the investigation of the customers of their best-
practice champions, Dube et. al. (2000) concluded that food and beverage is a visible source of
customer value. In the case of the present study, customer satisfaction is measured on the basis
of the performance of these three departments in order to identify the extent to which the

performance of each of the three departments has an effect on customer satisfaction.

A number of authors have suggested that frontline employees in organizations, which employ

TQM practices, should possess the following essential qualities:

1) The ability to use empowerment efficiently is the ability to make decisions and to solve
problems in order to satisfy customers without time-wasting management approval processes
(Lyons, 1993; Partlow, 1996). This approach requires problem-solving, decision-making and
related skills which were once associated only with managers (Bowen et. al., 1990; Henkoff,
1994).

2) When they are multi-skilled, staff are able to work in alternative roles both within and
outside their existing departments (Teare and Boer, 1991; Carter, 1996, McColl-Kennedy and
White, 1997). To achieve multi-skilling for all employees, Sheraton Towers Southgate
Melbourne and Sheraton Sydney Airport entered into enterprise agreements to give siaff the

competence to perform at least three jobs (Carter, 1996). Using this approach, particular
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roles link into cross-functional work teams to provide immediate solutions to service
problems (Partlow, 1996).

3) The ability to apply the tools and techniques of “quality” may be described as quality skills.
Tools such as flow charts, fishbone diagrams and line graphs, and techniques such as group
brainstorming and quality circles may be helpful to identify and solve quality problems, as
well as make continuous improvements and develop skills for effective teamwork (Partlow,
1996).

4) Customer service should embrace skills such as customer relations, interpersonal relations,
service recovery, communication, language, sales and nonverbal and self-monitoring skills
(Albrecht and Zemke, 1985; Bowen et. al., 1990; Tansik, 1990; Hart et. al., 1991; Teare and
Boer, 1991; Clutterbuck, Clark and Armistead, 1993; Go et. al., 1996; Riley, 1996; Mathews,
2001).

5) Employees in TQM organizations should have the ability to work in a quality team and
participate in quality circles (Carter, 1996; Partlow, 1996; Mathews et. al., 2001).

6) In TQM, employees should possess the skills to lead a team and to initiate and apply

empowerment in an effective manner (Breiter and Bloomquist, 1998).

Human resource management in TQM organizations tends to focus on finding and retaining the
staff with the type of qualifications noted above. According to Kelliher and Johnson (1987,
1997), the main activities of human resource management in hotels were recruitment and
training. In addition, Foley (1997) states that the key issues for gaining competitive advantage
for hotel businesses are recruitment and training. Within the general human resources
management literature, recruitment and selection is frequently identified as essential to bringing
about cultural change and staff commitment, the keys to. TQM success (Guest, 1987; Williams,
Dobson and Walters, 1993; Snape, Wilkinson, Marchington and Redman, 1995; Watson and
D’Annunzio-Green, 1996; McGunnigle and Jameson, 2000). After the recruitment process,
selecting the right staff and training them on a thorough and continuous basis will be one of the
most important factors in retaining good staff and solving the staff turnover problem (Hogan,
1992; Foley, 1997). In addition, Bowen and Lawler (1992) note that staff selection and training
can have a significant impact on quality performance. In addition, these two elements are
important components of the principles of TQM (Soriano, 1999). The present study will

concentrate on staff selection and training,
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23  STAFF SELECTION AND TRAINING AND CUSTOMER SATISFACTION

According to Riley (1996), there are three types of management approach capable of influencing
the guest-staff relationship: selecting the right people, social skills training and information and
environmental design. It is clear from this observation that staff selection and training have a
major influence over customer satisfaction levels. Conrade et. al. (1994) also identify a strong
correlation between training and overall customer perceptions of an organization. Training helps
to attract new employees and eases the recruitment and selection of appropriate staff. According
to Go et. al. (1996), staff selection also has an effect on training. This means that the selection of
rélatively unskilled staff will require greater investment in training than the selection of skilled

staff.
24  TQM STAFF SELECTION AND TRAINING
2.4.1 TQOM STAFF SELECTION

In TQM, the achievement of quality is a key focus of job roles. The selection procedure manuals
for TQM jobs emphasize innovation, creativity, and problem solving aimed at maximizing both
the quality and the quantity of outputs. Individual jobs may be linked to cross-functional work
teams in order to allow on-the-spot identification of short-term quality problems (Partlow, 1996).
A service-oriented job/position description is also an important component of selection
procedure manuals. The involvement of frontline staff in the selection process will increase
efficiency through empowerment and teamwork (Clutterbuck et. al., 1993; Enz and Siguaw,
2000). Managers in some TQM hotels have encouraged their employees to write their own
performance standards in order to gain their involvement and commitment (Comen, 1989;

Breiter and Bloomquist, 1998).

The TQM approach focuses on the selection of employees on the basis of their motivation and
ability to perform effectively in a TQM environment. Hotels that apply TOM principles to staff
selection appear likely to develop selection procedure manuals that facilitate recruitment of staff
with the qualifications as mentioned in Section 3.2. Redman and Mathews (1995) add that TQOM

staff selection focuses on attitudes to flexibility and customer service rather than on skill levels.
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Barsky and Dittman (1990) propose to incorporate customer-service evaluation into employee
selection and orientation through an evaluation of candidate service aptitude using examinations,
interviews, and a review of employment history. These may include approaches such as work
sampling and a guest-relations video test. The interviews place a particular emphasis on the
values of an organization. Enz and Siguaw (2000) describe the approach adopted by one hotel
company to improving the selection process through the use of job-preview sessions. During
these sessions, the hotels observe job applicants working in a department for a half-day prior to

extending a job offer to them.

A reading of the literature as it relates to TQM staff selection activities in hotels (Collins and
Perras, 1990; Hart et. al., 1991; Hogan, 1992; Lyons, 1993; Partlow, 1993; Quality Australia,
1993; Breiter et. al., 1995; Carter, 1996; Partlow, 1996), reveals that these selection activities are
similar to the selection procedures and techniques recommended by Barsky and Dittman (1990),
Clutterbuck et. al. (1993), Redman and Mathews (1995) and Partlow (1996), Enz and Siguaw,
2000.

2.4.2 TQM TRAINING

If successful implementation and operation is to be achieved, training is essential as a support to
TQM (Wally and Kowalski, 1992; Motwani, Frahm and Kathawala, 1994; Kiesow, 1996; Bakka,
1998; Mathews, Ueno, Periara, Silva, Kekale and Repka, 2001). In a service environment such
as a hotel, training appears to place greater emphasis on the “soft” side of TQM, such as
teamwork and interpersonal skills, rather than the “hard” side, such as statistical tools and
techniques (Mathews et. al., 2001). McColl-Kennedy and White (1997) assessed and compared
customer and employee perceptions of customer service quality in hotels. They linked these
with the type of staff. training programs expected by hotel customers in their study, namely the
training programs to bring about personalized service. TQM training in hotels relates closely to
the expectations of customers (Schneider and Bowen, 1985; Schmitt and Allscheid, 1995). It
focuses on training employees to acquire the qualifications as outlined in Section 2.2. Training
courses covering issues such as empowerment, multi-skilling, interpersonal skills, guest-service,
quality and teamwork need to be implemented in the hotels, which apply TQM training

continuously. Denton (1989) stresses that the process of employee orientation is the best place to
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install such courses, since orientation is the key to whether employees become effective service

providers.

Partlow (1996) notes that hotel managers who apply TQM in their operations perceive training as
a crucial step and focus their training efforts on quality. TQM training procedure manuals
include quality concepts and quality control tools and techniques, as well as how to do the job
and how to work together as a team (Partlow, 1993; Witt, 1994). Training needs analysis
focuses on customer service and the real needs expressed by.staff (Bowen and Lawler, 1992;
- Seath, 1992). The growing role of technology also demands greater attention to training and to
the application of standards to maintain the pace of change (Olsen, 1996). The timing of TQM
training is on a “just-in-time” basis and can be applied in the workplace by staff as soon as
possible after the training (Tesluk, Farr, Mathieu and Vance, 1995; Marler, 1998). Quality
training procedures need to be objectively, systematically, and continuously performed with

commitment (Oakland and Sohal, 1996).

Clutterbuck, et. al. (1993) have proposed a range of training procedures that they regard as

effective within the service quality area for the following reasons:

» They are designed to meet the specific requirements of defined customer groups
* They have been developed with the active involvement of managers and other staff
* They have purposefully incorporated with measurement and feedback systems

* They are carried out in teams (p.157-158)

According to the literature, training effectiveness in hotels is measured most accurately using

guest-and-employee satisfaction surveys and guest-comment cards (Partlow, 1996).
2.5 NON-TQM STAFF SELECTION AND TRAINING

Although the literature reviewed below does not refer explicitly to non-TQM selection and
training, the processes and methods described are remarkably different from TQM selection and
training processes and methods as outlined in Section 2.4. Moreover, Juran (1988) and Oakland

(1990) stress that if an organization is to be considered as a TQM organization, all of its
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individual activities should be consistent with TQM principles. The selection and training
activities in the hotels as described below are not consistent with procedures and processes based
on TQM principles. For the purposes of the present research which aim to provide meaningful

comparisons, they may be regarded as non-TQM selection and training activities.

The process of empowering staff may encounter resistance from certain managers in hotels that
have not applied TQM principles since such initiatives provide staff with greater authority and
may be threatening. Such managers may perceive that staff have insufficient competence to use
their authority to put things right for customers (Nankervis, 1990; Quality Australia, 1993; Rees,
1995; Evans, Clark and Knutson, 1996). As a consequence of the prevalence of such attitudes,
Staff selection and training may be impracticable as a way of enhancing staff empowerment in

such hotels.

Such hotel managers may have been reluctant to make a long-term investment in staff because of
the prevailing hotel industry characteristics of reliance on service staff, seasonal and cyclical
demand for products and high labour turnover (Nankervis, 1990; Go et. al., 1996; Watson, 1996;
Soriano, 1999). In their survey of hotels in Australia and Singapore, Nankervis and Debra
(1995) noted that there is little evidence in either country that the roles of personnel/human
resource specialists in such hotels have moved beyond traditional administrative functions
towards more modern strategic practices. This view is supported by a number of other
commentators (Tanke, 1990; Teare and Boer, 1991; Storey, 1992; Lucas, 1995; and McGunnigle
and Jameson (2000).

Some have argued that the human resource management function in hotels is underdeveloped
and lacking in sophistication (Kelliher and Johnson, 1987; Croney, 1988; Price, 1994; Kelliher
and Johnson, 1997). Basing his conclusions on quantitative research in the UK hotel industry,
Hoque (1999) argues that there is increasing interest in human resources management within the
hotel industry and that this may be the case within the hospitality industry as a whole in all
countries. McGunnigle and Jameson’s (2000) UK study takes the opposite view as does Sisson
(1993) who has found that human resources management in hotels is still fragmented and
underdeveloped. Hoque (1999) may have investigated the hotels that are applying TQM

principles in their human resources operations and McGunnigle and Jameson (2000) focused on
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hotels that have not. The present study will explore the present status of human resource
management and the progress of TQM applications in hotels in both western countries (the USA

and Australia) and Asian countries (Singapore and Thailand).

2.5.1 NON-TQM STAFF SELECTION

The research was unable to locate any empirical research about the relationship between staff
selection and customer satisfaction. Only a few studies have focussed on hotel staff selection.
The literature review that follows, relates to the hotel industry in general, though many of the
staff selection processes and methods noted below may be regarded as being typical of non-TQM

staff selection.

According to Breiter and Bloomquist’s study (1998), one of the obstacles to implementing TQM
is an inability to hire good or competent employees. Haupt interviewed general managers in
first-class hotels (1993) and concluded that in their views, it is very difficult to find staff with a
service attitude. Soriano (1999) confirmed this finding. It is evident that in the hospitality
industry, poor selection methods are a major factor in high staff turnover (Tanke, 1990). Many
hotels rely on newspaper advertisements and walk-in applicants to fill positions. The most
frequently used method for hiring is a combination of reference checks and face-to-face
interviews (King, 1996). In particular, there are three types of front office personnel selection
techniques frequently used: application forms, standard interviews, and reference checks
(Waryszak and Bauer, 1993). This classic trio has been considered ineffective and unreliable
(Herriot, 1990; Cook, 1993). There is little evidence of the use of more sophisticated predictive

recruitment and selection methods (McGunnigle and Jameson, 2000).

The traditional selection procedure ignores the question of expectations and how these may be
communicated. Job applicants have little opportunity to learn about the expectations that hotels
have of them or to reveal their own expectations of work. Many authors have been critical of
hotels as being more interested in filling positions as quickly as possible, than in developing
long-term skills (Teare and Boer, 1991; Conrade et. al., 1994; McGunnigle and Jameson, 2000).
The researcher worked in human resources departments within five hotels more than ten years

and over those period experienced that when there was a vacancy in a hotel, the hotel sought to
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- fill the gap as quickly as possible due to the urgent circumstances. Hotels often appear willing to
hire the best of the available applicants, even if he/she is not ideal. The hotel hopes that he/she
will not do anything seriously wrong. This is not in line with TQM principles but is common
business practice. The prevailing attitude appears to be that if the new appointee survives, the
hotel can provide training at a later date. In interviewing a sample of 10-15 hotel general
managers in UK, McGunnigle and Jameson (2000) found that though these general managers
acknowledge the importance of selecting the right staff, they do not view it as a serious problem
if this does not happen. Deliberate selection of committed staff whose personal goals match

those of the hotel was also found to be uncommon.

Roberts (1995) has shown that many hotels have encountered difficulties when job/position
descriptions and person specifications, vital parts of the selection procedure manuals, are rushed
or ignored. His survey of supervisors and managers revealed that 60% of respondents do not
have accurate or up-to-date position descriptions. Cook (1.993) also mentioned two pitfalls in the
preparation of position descriptions. Some are too detailed but fail to identify the importance
and relative priority of duties. Others are vague and full of management jargon. Job
specifications may also suffer from vagueness and management jargon. In addition, Soriano
(1999) found that relative to other industries, the hotel sector is deficient in its approach to

personnel policies.
2.5.2 NON-TQOM TRAINING

According to McColl-Kennedy and White’s (1997) study of five-star hotels, hotel management
does not always support training programs and employees are regularly prevented from taking
time off to join training programs. Training programs generally and customer service training in
particular often fail to focus on customer service areas likely to lead to an increase in
productivity or efficiency. Customer service training in hotels is generally limited (Soriano,

1999).

The following statements, drawn from the relevant literature, exemplify management perceptions

of training in the hotel industry:
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» The costs of training are upfront and obvious, while the benefits appear to be remote and
unmeasurable (Hotel and Catering Training Company, 1994; Clements and Josiam, 1995;
Buick and Muthu, 1997). It is commonplace to make training provision fit budgets, rather
than developing budgets to meet long-term training needs (Tanke, 1990; McGunnigle and
Jameson, 2000).

* Training takes employees away from direct customer service (Roberts, 1995).

* Training makes employees more employable and as a result, well-trained employees will
take their skills to another employer (Roberts, 1995; Weinstein, 1995). Staff turnover is such
that it is difficult to bring about staff commitment to a particular hotel through training
(McGunnigle and Jameson, 2000).

» For new employee training, supervisors or operatives are expected to provide coaching over
and above their operational roles, irrespective of whether they are well trained and willing
(Drummond, 1990; Miller, Porter and Drummond, 1992; Clements and Josiam, 1995;
Roberts, 1995). This creates a vicious circle. Less well-trained staff are coopted, in some
instances reluctantly, to train other less experienced staff who in their turn are required to
train the next group of incumbents. This system becomes self-perpetuating.

e The training function is typically regarded as being as the lowest rung with other operational
functions considered as being more important (Drummond, 1990; Herman and Eller, 1991;
Go et. al., 1996; Buick and Muthu, 1997). It appears that training is provided to staff with a
view to teaching them how to perform their existing technical functions better, when
something goes wrong, when there is a need to fill new positions, or when there is a need to
promote staff (Denton, 1989; Go et. al, 1996; Olsen, 1996; Buick and Muthu, 1997;
McGunnigle and Jameson, 2000).

* Training is treated as a one-off event and not as a continuous process (Buick and Muthu,
1997).

* The tangible components of hotels are easier to manage than intangible aspects such as

training (Saleh and Ryan, 1992).

In case of the hotel managers who have not applied TQM principles, training appears to be

viewed as:
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* an expense, not a long-term investment (Conrade et. al,, 1994; Gilbert and Joshi, 1994;
Roberts, 1995; McGunnigle and Jameson, 2000)

* awaste of time, 50 no time is committed to it (Drummond, 1990; Roberts, 1995)
As a result, non-TQM training is often:

* aneglected function (Drummond, 1990; Go et. al., 1996)

* inappropriate, informal, unplanned and without quality procedures (Herriot, 1990; Herman
and Eller, 1991; Saleh and Ryan, 1992; Schuler, Dowling, Smart and Huber, 1992; Conrade
et. al., 1994; Clements and Josiam, 1995; Roberts, 1995; Baum, 1996; McColl-Kehnedy and
White, 1997)

Many hotels which have not applied TQM principles to training do not offer planned, high
quality training programs and spend less on employee-training activities (Conrade et. al., 1994;
Roberts, 1995). In the absence of evidence of central collation or co-ordination, training plans
are ineffective (McGunnigle and Jameson, 2000). In many cases, line managers are left to make
themselves aware of what training courses are planned and to determine staff participation.
Training needs become the exclusive responsibility of the personnel/human resources department
(McGunnigle and Jameson, 2000). From the researcher’s working experience as a training
manager in three hotels over a period of five years, the training needs are based upon training
managers’ creativity and management’s situational requests. Most training activities are internal
and due to the limited annual training budget involve training undertaken by training managers
or managers. The number of pariicipants in each training program depends on the experiences in
joining previous training programs, willingness of the participants and their supervisors’
permission. Therefore, the main theme of each training program is “enjoyment”. Whether the
participants will gain the knowledge, skills and attitudes as the set objectives or not depends on
training managers’ capabilities in communicating the right things in the right way and in the
right time during the training programs. It is possible that the participants gain little apart from
relaxation and taking time out from normal duties. An essential element is the existence of a
good relationship between the training department and other departments, in particular all
supervisors since tliey are the ones who give permission and encourage their own staff to join the

training programs. One of the success factors for training in hotels is the correct attitude and
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perceptions to training by staff, supervisors and managers. Much training undertaken in hotels
focused exclusively on simple on-the-job techniques (Teare and Boer, 1991) with less emphasis
on off—the'-job training programs or “soft” competencies, such as decision-making and problem
solving (McGunnigle and Jameson, 2000). As a result, most staff within such hotels have been
found to have low skill levels (Schuler et. al., 1992; Lucas, 1995; Baum, 1996; Go et. al., 1996).
They often avoid participation in decision-making and problem solving (Glover et. al., 1984;
Records and Glennie, 1991; Enz and Siguaw, 2000). Bitner et. al., (1990) reported on the 180
instances of staff/customer interaction recorded by the hotels in their study, 38% fell into the
category of unprompted and -unsolicited employee actions which are unrelated to technical
failures or responses to specific guest needs. This implies a lack of staff training in customer

relations skills in these hotels.

Frontline staff in such hotels appear to have received little training. Service training offered to
housekeeping staff in particular is minimal even compared with what provided for front office
and food and beverage staff. As Kandampully and Suhartanto (2000) have noted, housekeeping
is'not acknowledged as a frontline service department by many hotel managers as is regarded as
back-of-house. The training that frontline staff have received tends to be of a mechanical or
technical nature and not geared specifically to providing customer satisfaction. A
disproportionate amount of management time appears to be spent trying to automate, eliminate,
and simplify technical skills rather than developing customer service skills (Denton, 1989;
Barsky and Dittman, 1990; Herriot, 1990; Hart et. al., 1991; McColl-Kennedy and White, 1997).
Even the activities of well-trained staff are confined to the strict parameters of their duties and
job descriptions. Such activities may be viewed as ways of maintaining the status quo

(Go et. al., 1996; McColl-Kennedy and White, 1997). Generally speaking, training procedure
manuals place litile emphasis on customer service. As a result, customer service training
programs in such hotels allow for little flexibility of service delivery (McColl-Kennedy and

White, 1997).

It appears that most hotels that have not applied TQM training, use on-the-job training that lacks
an empbhasis on quality and pay inadequate attention to structure (Conrade et. al., 1994; Clements
and Josiam, 1995). Buick and Muthu (1997) note that the training methods used in the non-TQM

hotels are largely confined to on-the-job training, demonstration and role-playing. In the case of
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training needs analysis, many non-TQM hotels either always, or often, use requests from line
supervisors and managers as well as performance appraisal and informal feedback from the
~ trainee and/or line manager/supervisor is common. Most non-TQM hotels lack proper training
evaluation. In the case of such informal feedback, pressure of time and limited opportunity for
discussion can limit its value. Moreover, Conrade et. al. (1994) note that many training
personnel have no knowledge of quality training materials, indicative of a lack of recognition of

the central principles of TQM.

As indicated previously, the literature is quite critical of the selection and training practices
- prevalent in hotels, which have not applied TQM staff selection and training. The quality of
customer service practices in these hotels is likely to be questionable when staff are not properly

selected or trained to serve customers.

26 SUMMARY

The preceding literature review suggests that staff selection and training in TQM settings may
have better procedures and methods than is the case in non-TQM settings. This may lead to the
assumption that hotels which apply TQM principles to staff-selection and training will have
higher levels of customer satisfaction than those which do not apply TQM principles. The
purpose of this study is to find out the nature of the relationship between staff selection and
training, critical elements of human resource management, and customer satisfaction. The
methodology to be used is a comparison of customer satisfaction in hotels based upon the degree

of the application in TQM staff selection and training.
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CHAPTER 3

CONCEPTUAL FRAMEWORK

3.1  CONCEPTUALISATION OF CUSTOMER SATISFACTION WITH SERVICE
QUALITY AND STAFF SELECTION AND TRAINING

This chapter will present a model of the relationship between TQM staff selection and training
and guest satisfaction in the context of hotel service quality. Based on the model shown in
Figure 3.1 (p.35), the conceptualization and operationalisation of the model are outlined and

discussed.

3.1.1 THE CONCEPTUALIZATION AND OPERATIONALISATION OF CUSTOMER
SATISFACTION AND SERVICE QUALITY

The concept of customer satisfaction and service quality is at the core of Total Quality
Management (TQM) and will be explained first. The concept of customer satisfaction has a long
history in the marketing literature. Since Cardozo’s (1965) initial study of customer effort,
expectations and satisfaction, the relevant literature has expanded enormously. Over the period
1982-1990, more than 900 articles have focused on customer sétisfaction and dissatisfaction and

“complaining behavior (Perkins, 1991). Studies of consumer behavior identify customer
satisfaction as the core element of the postpurchase period (Westbrook and Oliver, 1991). Since
customer satisfaction has been shown to enhance repeat purchase and favorable word-of mouth
communication, the concept is essential for marketers (Cardozo, 1956; Fornell, 1992; Halstead
and Page, 1992).

Customer satisfaction is widely acknowledged as a key factor in ensuring survival in the hotel
business (Olsen, 1996 and 1999; Foley, 1997; Jenkins, 1999; Kandampully and Suhartanto,
2000). A key factor in bringing about customer satisfaction is service quality. The concept of
service quality has emerged the main competitive advantage for the hotel industry in the 21%
century and has received substantial academic attention as a critical point in the hospitality field

(Lewis and Chambers, 1989; Saleh and Ryan, 1991).
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Researchers have defined customer satisfaction as “the customer’s fulfillment response” (Oliver,
1993; Rust and Oliver, 1994) and as “meeting or exceeding customer’s expectations (Oliver,
1977, 1980, 1981; Oliver and DeSarbo, 1988; Tse, Nicosia and Wilton, 1990; Yi, 1990; Kotler
and Armstrong, 1991; Erevelles and Leavitt, 1992). McColl-Kennedy and White (1997) quoted
Gronroos’s (1991) definition of customer satisfaction as “an emotional attitude generated
towards a product, resulting from the comparison of what was expected (pre-purchase
expectations) and what was received (perceived performance)”. Customer satisfaction is a
transitory judgment made on the basis of a specific service encounter (Parasuraman, Zeithaml
and Berry, 1988; Bitner, 1990; Bqlton and Drew, 1991a; Cronin and Taylor, 1992, 1994; Oliver,
1993; Pattersori and Johnson, 1993). Service quality has been described as a long-term attitude,
related but not equivalent to satisfaction, that results from the comparison of expectations with

performance (Parasuraman, et. al., 1988; Bolton and Drew, 1991a).

Customer satisfaction generally concerns a specific transaction whereas service quality involves
a long-run overall customer evaluation of service. As an attitude, it is related to but not
equivalent to satisfaction and comes about as a result of the comparison of expectations with
performance (Parasuraman, et. al., 1988; Bitner, 1990; Bolton and Drew, 1991b; Cronin and
Taylor, 1992; Pizam and Ellis, 1999). Quality is a dimension of service and customers take it
into account when making judgments about satisfaction (Cronin and Taylor, 1992; Rust and
Oliver, 1994). Service quality is highly dependent on the interpersonal element of service
performance (Bitner et. al, 1990). . This interpersonal component iscessential in the
determination of customer satisfaction (Bitner et. al., 1990). The quality of human interaction
between customer and service provider in the delivery of a service is an important element in the
assessment of overall satisfaction with service quality (Crosby and Stephens, 1987; Parasuraman
et. al., 1985, 1988). Therefore, the quality of social contact between a hotel guest and a frontline

staff member in the delivery of a service is a vital determinant of guest satisfaction.

Customers assess service quality by comparing what they want or expect with what they perceive
they are getting (Parasuraman and Berry, 1991). The process is similar to the way in which
customer satisfaction is assessed. To earn a reputation for providing quality service, hotel staff
must perform consistently at levels which customers perceive as meeting or surpassing

expectations (McColl-Kennedy and White, 1997). The importance of customer expectations in
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their evaluation of service has been highlighted by a number of researchers (Parasuraman, et. al.,
1985; Brown and Swartz, 1989; Bolton and Drew, 1991a, 1991b; Cronin and Taylor, 1992;
Boulding, Kalra, Staelin and Zeithaml, 1993; Zeithaml, Berry and Parasuraman, 1993).
Considerable attention has been given to the development and testing of measures of service
quality (Fishbein, 1967; Martilla and James, 1977; Oliver, 1980; Churchill and Surprenant, 1982;
Parasuraman, et. al., 1985; Parasuraman, et. al, 1990; Cronin and Taylor, 1992; Brown,

Churchill and Peter, 1993).

‘There are three main research instruments, which have been developed to analyse the concepts of

quality and customer satisfaction. These are:

¢ Importance-performance;
e SERVQUAL,; and
¢ SERVPERF

Importance-performance analysis stems from work by Fishbein (1967) and Matilla and James
(1977). The approach assumes that attitudes are related to beliefs and evaluation. The method
uses the confirmation/disconfirmation concept developed by Oliver (1980) and Churchill and
Surprenant (1982) where customer perceptions of a service either match (confirm) or deviate
from (disconfirm) expectations. The approach has been used in the field of tourism (Scott,
Schewe and Frederick, 1978; Tourism Canada, 1938) but the researcher was unable to identify
any use of the instrument in the hospitality field. It is difficult to see what service industries
have in common due to the diversity among service industries (Gundersen, et. al., 1996), no
exception between the tourism field and the hospitality field. For the purposes of the present
research, the single-minded concentration on a service quality matching customer satisfaction
(confirmation aspect) in hotels has been ruled out. The disconfirmation aspect is considered to

be beyond the scope of the study. -

A service quality theory and model conceptualized by marketing researchers, including
Parasuraman et. al. (1985, 1986, 1988, 1990) and Berry, Zeithaml and Parasuraman (1990)
examined the service transaction and the subjective nature of service quality. This

conceptualization led to the development of the SERVQUAL model of service quality. The -



27

SERVQUAL model has produced two major contributions to the theory of service quality. It
incorporated aspects of customer behaviour into the concept of service quality and it also
proposed a number of dimensions or factors used by both customers and service staff to assess
and evaluate service performance and quality standards. Parasuraman et. al.’s (1985) model of
service quality focused on the gaps that can arise in service quality between the diverging
perceptions and expectations of managers, customers and service staff. The following five

service quality gaps were identified.

GAP 1: The differences between customer expectations and manager perceptions of
customer expectations

GAP 2: The differences between manager perceptions of customer expectations and
service quality specifications

GAP 3: The differences between service quality specifications and the service as delivered

GAP 4: The differences between service delivery and what is communicated to customers
about the service

GAPS: - The differences between customer perceptions and expectations of service

According to Parasuraman et. al. (1985), such gaps impact upon customer evaluations of service
quality. The third gap is relevant to the present research with its focus on the relationship

between TQM staff selection and training and customer satisfaction.

In their SERVQUAL model, Parasuraman et. al. (1985) distinguished the ten most important
criteria in assessing service quality by customers, namely; reliability, responsiveness,
competence, access, courtesy, communication, credibility, security, understanding and knowing
the customers, and tangibles. Since many of these service quality dimensions were dependent,

they were reduced to only five:

TANGIBLES: the appearance of physical facilities, equipment, personnel and
communication materials

RELIABILITY: the ability to perform the promised service dependably and accurately

RESPONSIVENESS: a willingness to help customers and provide prompt service
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ASSURANCE: the knowledge and courtesy of staff and their ability to inspire trust and
confidence
EMPATHY: the extent of caring and individualized attention that the organization

provides to its customers

In Parasuraman et. al.’s (1985) study, customer respondents identified reliability as the most
important of the five dimensions in evaluating service quality. The relative importance attached
to the various service quality dimensions may however differ prior to and after service delivery
because evaluation of service quality is based on the process of service delivery as well as the
outcome of a service (Parasuraman et. al., 1985, 1988). The process by which a service is
delivered is as important as the outcome of the service. The present research will assess the
method by which service is delivered and the extent to which guests are satisfied with the hotel

service quality.

SERVQUAL, presented by Parasuraman, et. al.(1988), is the most widely accepted instrument
measuring service quality . It has been extensively used and cited in the literature including a
range of applications to the hospitality industry (Saleh and Ryan, 1992; Bojanic and Rosen,
1994; Ingram and Daskalakis, 1999). SERVQUAL however has a number of shortcomings,
including the measurement time (Babakus and Boller, 1992; Webster and Hung, 1994),
measuring scale (Lewis and Mitchell, 1990) and service quality dimensions (Carman, 1990; Finn
and Lamb, 1991; Cronin and Taylor, 1992; Brown, Churchill and Peter, 1993; Buttle, 1996).
Nevertheless, SERVQUAL has been supported with an impressive range of empirical research
and provides valuable information on an organization’s service quality (Heung, Wong and Qu,
2000). A number of research findings sup_port“,the SERVQUAL instrument as a valid measure of
service quality (Nel and Pitt, 1993; Pitt, Watson and Kavan, 1995; Pitt, Morris and Osthuizen,
1996). Augustyn and Ho (1998) concluded that the SERVQUAL model was the most useful of

those that they examined for defining customer satisfaction.

Given the shortcomings of SERVQUAL, there is a strong argument both in the satisfaction and
attitude theory and the application that the determinants of overall satisfaction/perceived quality
can be measured by having customers simply assess the performance of the organization’s

business processes (Cronin and Taylor, 1992). An experiment by Churchill and Surprenant .
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(1982) found that performance alone determines whether subjects were satisfied. Cronin and
Taylor’s (1994) empirical work supports these findings. They also developed the performance-
based scale (SERVPERF). This approach is relatively more efficient than the SERVQUAL scale
(Cronin and Taylor, 1992). However, SERVPEREF cannot be found in the hospitality literature
nor the measurement of hotel service performance. According to Gundersen, et. al. (1996), the
measurement scales of hotel guest satisfaction may be different from the other service industries
and the focus of this study is measuring hotel guest satisfaction; therefore SERVPERF was not
selected to use in this research. However, the concept that guest satisfaction can be determined

based on frontline staff performance only is the focus of this research.

Hartline and Jones’s (1996) study identified that the performance of guest-contact staff has a
significant influence over guest perceptions of service quality, value and word-of-mouth
intentions. Cheung and Law (1998) proposed the Improved Service Quality Model (ISQM) as a
means of aligning staff contribution and customer experience as elements of service quality. The
conceptual idea behind an ISQM is to identify service quality components which are critical to
customer experience and staff performance. The proposed formula is ISQM = customer
experience (CE) + employee performance (EP). The strength of the model is its capability to
c'aptufe information from a demand perspective (customers) and a supply perspective (staff). For
the purposes of the present study, the researcher has chosen to measure guest satisfaction by

assessing guest evaluations of frontline staff service performance.

3.1.2 THE CONCEPTUALIZATION AND OPERATIONALISATION OF CUSTOMER
SATISFACTION AND SERVICE QUALITY IN THE HOSPITALITY INDUSTRY

Pizam and Ellis (1999, p.341) indicated that guest satisfaction with a hospitality experience is a
sum total of satisfactions with the individual elements or attributes of all the products and
services that make up the experience. However, research evidence conducted across the tourism
and hospitality industries (Lewis and Chambers, 1989; Mazursky, 1989; Cadotte and Turgeon,
1988) revealed that rather than establishing a minimum level across all important attributes,
customers apply such levels to only one or a few attributes. According to Reuland, Coudrey and
Fagel (1985), a hospitality experience consists of three elements: the material product, the

environment and the behavior and attitude of the staff. Following this observation, it may be
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concluded that the service performance of frontline staff is a key factor in achieving guest

satisfaction with a hospitality experience.

Owing to Pizam and Ellis (1999), the measurement of guest satisfaction by surveying guests in
hospitality industry is to demonstrate that hotels have their interests in communicating with their
guests. By such means, they are able to identify guest needs, pleasures, displeasures and overall
satisfaction. While it is not possible to measure the satisfaction of each customer, those whose
opinions are solicited and others who observe the process, gain a sense of importance and

recognition.

Given the limitations of SERVQUAL, many hospitality studies developed their instruments to
measure guest satisfaction loosely based upon SERVQUAL. A 26-item LODGSERYV scale was
developed by refining the SERVQUAL model to measure guest expectations for service quality
depending on the three different price segments {economy, mid-priced and luxury) of hotels
(Knutson, Stevens, Wullaert, Patton and Yokoyama, 1991; Knutson, Stevens, Patton and
Thompson, 1992). Another study has reused the wording by providing a more specific
application for the hotel industry (Webster and Hung, 1994). Hartline and Ferrell (1996)
restricted the measure to 10 items that specifically assess staff-related aspects of service quality
from 22 items in SERVQUAL. McColl-Kennedy and White (1997) deleted the “tangibles™
items in SERVQUAL with the exception of the statement dealing with the personal appearance
of the frontline staff. The present study will assess guest evaluations of hotel frontline staff
service performance. This evaluation is intended to provide a link with staff assessments of their
own guest service skills. The various studies based on SERVQUAL, are not able to provide the

relevant link with the staff skills in guest contact as this study required.

A number of studies have used their guest satisfaction models and instruments that are not based
upon SERVQUAL. Barsky and Labagh (1992), for example, proposed a customer satisfaction
matrix as a tool for evaluating guest information and attitudes, and for identifying related
strengths and weaknesses. Hartline and Jones (1996) used a single-item scale for each variable
in their model of employee performance cues to perceived service quality, value and word-of-
mouth intentions. In their study, guest respondents are asked to rate siaff performances in front

desk, room service, housekeeping, parking and bell. They are also asked about their perceptions
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of service quality, value and word-of-mouth recommendation in order to find the cues as in their
model. The results indicate that the ‘performance of front desk, housekeeping, and parking staff
has a significant effect on overall quality. Their single-item scale for each variable may however
not be enough to explain the relationship of TQM staff selection and training and customer

satisfaction as required in this study.

Gundersen, et. al. (1996) proposed two models to measure guest satisfaction with hotel
operations. In the first, the various service encounters (or departments) in the hotel operation
including reception, housekeeping and food & beverage are expected to explain the majority of
variation in overall satisfaction. Due to both the tangible and intangible offerings of each
- department in their second model, each department is broken down into these two dimensions.
The authors also tested the models and their results indicate that the tangible aspects of the
housekeeping department and the intangible aspects of reception have the strongest effect on
overall guest satisfaction. Because of the intangible nature of the hotel businesses, guests use
intangible services within hotels, and take no tangible product away with them (Mullins, 1995;
Dwyer, Murray and Mott, 1998). The limitations in physical structure of the tangible factors also
have caused the slow response of hotels to changes in customer satisfaction (Lockwood, 1994).
Many hotels offer similar facilities and are much similar in appearance (Lilley, 1996). Many
researchers and hoteliers, therefore, attach greater importance to the intangible aspect that is
easier to change, such as hotel services as mentioned in Section 2.1 (Nightingale, 1985; Lyons,
1993; Lockwood, 1994; Luchars and Hinkin, 1996). The present study will concentrate on the
intangible components in measuring guest satisfaction in hotels. The exception is tangible

component of the housekeeping, such as neatness and tidiness.

As mentioned in Section 2.2, many researchers have identified that the three main operational
areas with the strongest effect on overall customer satisfaction are front office, housekeeping and
food and beverage (Hartline and Jones, 1996; Gundersen, et. al., 1996; Dube et. al., 2000;
Kandampully and Suhartanto, 2000). In the present study, the service performances of these

departments will be the three key areas for measuring guest satisfaction.

Developed by Tribe and Snaith (1998), HOLSAT is another instrument measuring holiday

satisfaction. This instrument consists of variables in measuring tourist satisfaction with a
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holiday, such as price-based strategy, frontline staff performance in the tourism and hospitality
industry of a holiday destination as a whole, industrial pollution and shopping facilities. For the
purposes of the present study, it was considered to be too broad and there were some variables

irrelevant.

Barsky and Huxley (1992) noted that many guest surveys used in the hospitality industry often
are of dubious value. Nonresponse biases are of particular concern, as they frequently threaten
the représentativehess of the surveys. Mény hotels have howéver improved their guest surveys
and introduced various ways and systems to effectively gather guest data (Spechler, 1993;
Business Korea, 1994; Mattila, 1999; Eccles and Durand, 1997). The examples include Hyatt’s
guest feedback scoring system, Marriott’s customer service tracking system, Forte’s customer
service monitor by a customer service consultancy company and ACCOR’s GEESHA (Gu.est
Evaluation for Excellence in Service and Hospitality Assessment). In order to ensure that the
instrument which measures guest satisfaction is consistent with the hotel industry’s requirements
and theoretical concepts, the present study developed and designed the instrument based upon

several hotel guest surveys and the instruments of the studies concerned.

Based on a review of recent studies including one by Gundersen, et. al. (1996), there appear to
be two main obstacles confronted by managers in the hotel industry in their quality improvement
efforts. Although there is an ample literature on total quality and quality processes, few
empirical studies provide recommendations that can help managers to identify the key areas of
importance to customers. Second, although several measuring instruments for customer
satisfaction have been proposed, these are frequently too general or too ad hoc to ensure relevant,
reliable, and valid measurements for tracking the guests’ quality perceptions. By the lights from
the literature noted above, the instrument for measuring guest satisfaction in the present study
will be developed and designed to be relevant, reliable, valid and applicable to the hotel industry.
The measurement of guest satisfaction will be made by assessing guest evaluations of frontline
staff service performances in the three key operational departments of the hotels: front office,
housekeeping and food & beverage. This measurement can be linked with staff assessments of
their own guest service skills and meet the requirements of the hotel industry and the theoretical

concepts.
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3.1.3 THE RELATIONSHIP BETWEEN STAFF SELECTION AND TRAINING AND
CUSTOMER SATISFACTION WITH SERVICE QUALITY

The evaluation of quality should be based on customers and their personal consfructs. Marketing
researchers frequently assume that customers use the customer-service staff relationship as the
basis for evaluating a service (Czepiel, Solomon, Surprenant and Gutman, 1985; Solomon,
Surprenant, Czepiel and Gutman, 1985; Bateson, 1991). Brown and Swartz (1989) found that
customer and staff expectations and perceptions of the service encounter play an important role
in determining customer evaluations of the service encounter. Singh’§ study confirmed this
notion (1991). In his study on the structure of satisfaction evaluations of healthcare services, he
found that customers use both objects and dimensions when reaching a judgment about
satisfaction. Objects are referred to as elements within the service system with which the
customer can be satisfied; in-Singh’s study, these were the physician, hospital, and service staff.
Dimensions are bundles of attributes in the service offering. In Singh’s study, these were found
to be the expressive, instrumental, and access/cost dimensions. The results of this study showed

that both objects and dimensions may be important sources of variation in overall satisfaction.

Schneider (1980) and Schneider and Bowen (1985) found that there was a significant correlation
between customer attitudes and staff attitudes towards service quality. In contrast, Langeard,
Bateson, Lovelock and Eiglier (1981), Brown and Swartz (1989) and McColl-Kennedy and
White (1997), found considerable differences between the perceptions of customers and those of
service staff. It may well be that customers do not always want what service staff think that they

want (Coulter, Coulter and Taylor, 1989; Zemke, 1989; Mant, 1990; Albrecht, 1993).

Service perception is often referred to as the perception of the interaction between a customer
and a member of the service staff. The hospitality field relies heavily on the development of
' positive perceptions of service staff in ensuring guest service quality. In the model proposed in
Figure 3.1 (p.35), these positive perceptions in customer service are included in the part of Self-
Commitment to Service Quality in the dimension of Guest-Orientation Quality. To be consistent
with TQM concepts in staff management, with flattened hierarchies and heightened expectations
from customers, frontline staff in the hotel industry require the perceptions and the set of skills

once belonging to managers (Bowen et. al., 1990; Henkoff, 1994). Therefore, staff perceptions
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in customer service for the current study is in the equivalence to the manager ones.
Parasuraman, et. al. (1990) developed a four-item scale to measure management commitment to
service quality. Hartline and Ferrell (1996) commented that the scale exhibited low reliability
and that the items measure initiatives rather than affective commitment to an organization. They
adapted Mowday, Steers and Porter’s (1979) nine-item organizational commitment scale
(originally designed to measure affective commitment to an organization) to use in their study to
test the model of customer-contact service staff management in hotels. The items in their study
reflect the affective commitment to service quality as required in the present study. Therefore,
their Management Commitment to Service. quality (MCSQ) is reworded to be Self-Commitment

to Service Quality in the Guest-Orientation Quality corhponent (see Figure 3.1, p.35).

Worsfold (1999) remarks that staff may demonstrate a commitment to providing quality service
without being committed to their organization. In the TQM organization, commitment to the
organization is a critical factor in satisfying both external and internal customers (Oakland, 1989;
Kanji, 1990; Patel, 1993). “Organizational Quality Initiatives/Culture” in the model of Worsfold
(1999) in Figure 3.2 (p.39) is equivalent to “Hotel Competency” in the model of this study.

In the quality management literature, a number of dimensions have been identified for quality
management practices (Saraph, Benson and Schroeder, 1989; Flynn, Schroeder and Sakakibara, -
1994; Ahire, Golhar and Waller, 1996; Rao, Solis and Pan, 1996; Rao, Raghunathan and Solis,
1997). Rao, et. al.(1997) identify nine critical quality management factors: quality leadership,

strategic quality planning, information and analysis, human resources management, quality ° -

assurance, supplier quality, customer orientation, quality citizenship and quality results. They
also developed and tested their instruments in the manufacturing industry. Solis, Rao,
Raghunathan, Chen and Pan (1998) modified this instrument for use in their comparative study
- of quality management practices and quality results between the manufacturing and the service
industries. For the purposes of the present study, the factors of “customer orientation” and
“benchmarking” in the modified instrument were selected to assess the competency of hotels in
service quality management as “Hotel Competency” in the component of Guest-Orientation

Quality (see Figure 3.1, p.35).
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In addition to the competency of hotels in managing service quality, the competency of
service staff in customer contact plays a vital role in determining customer satisfaction
(National Training Council, 1986; Garavan, 1997; Peccei and Rosenthal, 1998). The fact
that current performance adequately captures customer perceptions of the service quality
offered by a specific service staff member puts the emphasis on the importance of the
customer-service staff relationship and the guest contact skills of the service staff. Guest
Contact Competency is a component in the Guest-Orientation Quality dimension noted in

Figure 3.1 (p.35).

Quarry and Ash (1988) identified five frontline service staff selection criteria: good
presentation, a liking for people, quick mindedness, valuing of service and a high
tolerance for customer service. Berry (1995) presented a table of critical service
competencies quoted from Learning International (1991) and Varca (1992). In the table,
Learning International’s (1991) universal competencies for frontline service providers at
- 14 top-service companies were building customer loyalty and confidence, empathizing,
communicating effectively, handling stress, listening actively and demonstrating mental
alertness. Varca’s (1992) critical skills differentiating excellent service agents at a large
communications company consisted of speech clarity, oral fact finding, resilience,
persistence, stress tolerance and empathy. The National Training Council of Australia
(1986) studied interpersonal skills in customer service in the three business sectors:
finance, tourism and government. The study identified ten core customer service skills:
product/service knowledge, presentation, courtesy/politeness, perceiving customer
requirements (listening), clear expression, efficiency/promptness,
willingness/helpfulness, friendliness/warmth, non-verbal congruence (skills) and
satisfying customer while maintaining loyalty to organization. Garavan’s (1997) study
concentrated on the receptionist-guest service quality interaction which was rated by
hotel guests on six dimensions: greeting guests, eye contact, speed of service, degree of

help offered, personal recognition of guests and appreciation for the guests’ business.

The instrument assessing guest contact competency for this study will be consistent with
the TQM frontline staff key qualifications in Section 2.2. Saville & Holdsworth Ltd.
(2001) developed the inventory for the Customer Contact Styles Questionnaire (CCSQ)
in 1993 based on their Occupational Personality Questionnaire (OPQ) model of

personality. This inventory is called “Customer Contact Competency Inventory”. The



37

inventory consists of the four main dimensions of customer service skills: people focus,
information handling, dependability and energy. The majority of the items in the
inventory suit the requirement of the present study. Some items, such as quality
orientation, customer focus and using initiative are the key skills of frontline staff should

possess in the TQM concept.

In addition to the requirement of positive perceptions in guest service quality, service
staff perceptions of human resource management practices are found to have a positive
correlation with customer attitudes to service (Schneider and Bowen, 1985; Tornow and
Wiley, 1991; Conrade et. al., 1994; Zerbe et. al., 1998). The TQM Staff Selection and
TQM Training components in Figure 3.1 (p.35), therefore, are linked to the Guest-
Orientation Quality component. As indicated in Section 2.3, a number of studies have
pointed out that there is a relationship between staff selection and training (Conrade, et.
al., 1994; Go, et. al., 1996). However, this relationship is beyond the scope of the present
study, which concentrates on the relationship between TQM staff selection and customer

satisfaction and between TQM training and customer satisfaction.

The perceptions of TQM staff selection and TQM training in this study will be
operationalized based upon the concepts noted in Section 2.4.1 and Section 2.4.2 since
no specific instruments assessing these perceptions in the concept of TQM seem to exist

in the literature.

A number of studies have examined the relationship between service staff managemént,
commitment and performance in service settings. Ulrich et. al. (1991) suggested that
there is a relationship between staff attachment (equivalent to organizational
commitment), customer attachment and human resource management practices.
Schneider, White and Paul (1998) have empirically produced and tested a model to
describe the relationship between human resource management and service climate.
They demonstrated a causal relationship between a number of activities identified as
Work Facilitation and Global Service Climate. In turn Global Service Climate is related
to overall customer perception of service quality. Work Facilitation includes such
activities as efforts toward removing obstacles to work, supportive supervision,

participation and training.
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Another model presenting this relationship is from a study by Peccei and Rosenthal
(1998). Their proposed model considers Commitment to Customer Service (CCS) to be a
function of Employee Willingness and Employee Capacity to engage in continuous
improvement and expend effort on behalf of customers. Employee Willingness is
conceptualized as the service provider’s affective, normative, calculative (Etzioni, 1988)
and altruistic orientation (equivalent to organizational commitment) to customer service.
Employee Capacity is measured along seven variables relating to employee knowledge
ahd competence, empoweﬁnent, and resource availability. Their results demonstrate a
clear link between the Commitment to Customer Service and the Employee Capacity

variables relating to employee knowledge and competence.

Worsfold (1999) presented two models adapted from the studies of Schneider and Bowen
(1985), Zerbe et. al. (1998) and Peccei and Rosenthal (1998) as shown in Figure 3.2
(p-39) and Figure 3.3 (p.40). In Worsfold’s (1999) model, as shown in Figure 3.2
(p-39), Employee Perception of Human Resource Management (in this study only TQM
Staff Selection and TQM Training) is linked to Service Behaviour and Service Culture
Concern for Customers (equivalent to Guest-Orientation Quality in this study). Service
Behaviour is related to Customer Perception of Service Quality (equivalent to Guest
Satisfaction of Service Quality in the current study). The second model in Figure 3.3
(p-40) attempts to show how Staff Selection is linked to Willingness (equivalent to Self-
Commitment to Service quality in Guest-Orientation Quality in the context of the present
study). In the model, it is assumed that training is one of the components of HRM
practices. Training is related in turn to Capacity, which comprises employee knowledge
and awareness of the activities of their employer organizations (equivalent to Hotel
Competency in Guest-Orientation Quality in the study) and employee competence
(equivalent to Guest Contact Competency in Guest-Orientation Quality in this study).
There is a further link between Commitment and Customer Service (equivalent to Guest-
Orientation Quality in the present study). This in turn leads to employee Service
Behavior or service performance. From Service Behavior as outlined in Figure 3.3
(p.40), there is a link to Customer Perception of Service Quality. In the présent study, the
researcher combines employees’ Service Behavior and Customer Perception of Service
Quality with Guest Satisfaction in service quality. This approach is adjusted on the basis
that the guest respondents are the one who assess the service performance of the service

staff.
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The model shown in Figure 3.1 (p.35) is an adaption of Worsfold’s (1999) two model. It
aims to clarify the relationship between TQM staff selection and TQM training in guest
contact competency and guest satisfaction with service quality in hotel settings.
According to Peccei and Rosenthal (1998), the qualities of Willingness and Capacity lead
to Commitment to Customer Service as shown in Figure 3.3 (p.40). In the present study
model, TQM Staff Selection and Training are linked to Guest-Orientation Quality, which
comprises Self-Commitment to Service quality (equivalent to Willingness) and Guest
Contact Competency (equivalent to Capacity) and Hotel Competency (equivalent to
Organizational Quality Initiatives/Culture). From there, there is a link to Guest
Satisfaction with Service Quality in the three hotel operational departments: Front Office,

Housekeeping and Food & Beverage.
3.2  JUSTIFICATION OF THE MODEL

The concepts and model of the present study confront the challenge currently facing the
fields of quality management, service management and human resource management in a

hospitality context. The model aims to undertake the following:
1) Examine the links between:

a) TQM staff selection and self-commitment to service quality

b) TQM training and hotel competency in service quality management

¢) TQM training and guest contact competency and "

d) Guest-orientation quality and guest satisfaction with service quality

e) TOM human resource management with particular reference to staff

selection and training and guest satisfaction with service quality

2) Analyze the variables relating to the links as a system, by describing their mutual

influence and interrelationships

3) Investigate the prospects for further research into the areas of quality
management, hospitality management, service management and human resource

management
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4) Provide practical implications and recommendations for hotel management in
assessing their service quality management and human resource management with

reference to the major determinants used in the present study
3.3  HYPOTHESES

As indicated in Figure 3.1 (p.35), it is assumed that the theoretical concepts are
interconnected. The present section proposes a series of hypotheses which will test these

linkages as follows:

H.1: TQM staff selection is correlated with self-commitment to service quality which

in turn leads to guest satisfaction with service quality.

The better TQM-based staff selection procedures and processes the hotel staff perceive,
the better the perception of the self-commitment to service quality the hotel staff possess

and the higher level of guest satisfaction the hotels achieve.

H. 2: TQM training correlates with hotel competency and guest contact

competency which leads to guest satisfaction with service quality.

H.2.1) The better TQM-based training procedures and processes the hotel staff perceive,
the better the perception of the hotel competency in service quality the hotel staff possess

and the higher level of guest satisfaction the hotels achieve.

H.2.2) The better TQM—based training procedures and processes the hotel staff perceive,
the more competent in guest relations skills the hotel staff are and the higher level of

guest satisfaction the hotels achieve.
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H. 3: There are significant differences in frontline staff perceptions of TQM staff
selection, TQM training and guest-orientation quality between the hotels in Western
countries such as the USA and Australia and the hotels in Asia, specifically

Singapore and Thailand.

The TQM concept was applied in the hotel industry in the Western countries before it
reached the Asian countries (Glover, et. al., 1984; Records and Glennie, 1991). Though
the Western-based transnationals with properties in Asian countries use Western models -
with all of their properties, the awareness and knowledge of TQM is possible to be slower
and.less perceived by the properties in Asian countries. This is because the Western-
based headquarters generally set the broad hotel management policies and allow their
properties to set their own strategies and action plans. The procedures and processes in
each of their properties are likely to be different. It therefore can be assumed that the
hotels in Western countries, such as the USA and Australia are likely to have better
frontline staff perceptions of TOM operations and guest service quality than the hotels in

Asian countries, in particular Singapore and Thailand.

H. 4: There are significant differences between Western and Asian hotels in guest
satisfaction assessment of the frontline staff performance in three departments:

front office, housekeeping and food & beverage.

As was indicated in the literature review in Section 2.2, hotel guests assess the
performance of frontline staff in the three departments differently and the extent to which
it impacts upon the guest satisfaction. There are significant differences between Western

and Asian hotels, resulting from the service performances of the three departments.

H.5: Based on TQM principles, there are significant differences between Western

and Asian hotels in the terms of staff selection, training, and guest satisfaction.

According to H.1 — H.4, it appears likely that the relationship between TQM staff
selection and TQM training and guest satisfaction in Western hotels will be significantly

stronger than is the case in Asian hotels.
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3.4 SUMMARY

This chapter has focused on the extent to which customers are satisfied with service
quality. It has also investigated the connections between the adequacy of staff selection
and training and the extent to which customers are satisfied with service quality. It is
intended to develop a model of the relationship between TQM staff selection and TQM
training and guest satisfaction with service quality. A range of theories which underpin
the proposed model have been reviewed and discussed. Based on these theories, the
model of the relationship between TQM staff selection and TQOM training and guest
satisfaction in hotels has been developed. A concept based on the model has been
operationalised with a view to testing the hypotheses. In the next chapter, the
development of research instruments and the pilot tests of these instruments will be

described.
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CHAPTER 4
METHODOLOGY

The range of methodologies are proposed to address the aims outlined in Chapter 1 as
well as to test the model and the hypotheses in Chapter 3. This Chapter focuses on the
development of the relevant instrument, based on the concepts and the model presented in
Chapter 3. The rationale will be discussed explaining the type of research design
selected, sampling technique, method of data collection and data management. It will

also outline the methodological problems that occur in multi-national research.
4.1  TYPE OF RESEARCH DESIGN

This study can be described as exploratory research with a substantial causal component.
The study aims to gain insights into the relationship between TQM staff selection and
training and guest satisfaction and any factors affecting this relationship. An attempt is
made to identify, predict and assess any cause-and-effect relationships. This approach is
adapted with a view to clarifying concepts associated with the relationship, to
establishing the appropriate causal order with the intervening factor (quality orientation
which comprises guest-orientation quality, TQM staff selection, TQM training and guest
contact competency). Subsequently an attempt will be made to measure the concomitant
variation between the TQM staff selection and training as the presumed cause and the
guest satisfaction as the presumed effect. The cause and effect were measured
simultaneously and on a single occasion. The relevant data were collected from guest
and staff samples in the hotels in the USA, Australia, Singapore and Thailand. The

research is an example of multiple cross-sectional approach.

42  DEVELOPMENT OF THE INSTRUMENTS

The study required the development of instruments which could 1) measure perceptions
of TOM staff selection and training, self-commitment to service quality, hotel
competency in service quality, guest contact competency and guest satisfaction with hotel
service quality; 2) allow for the identification of any differences across the variables

between the hotels in the Western and the Asian countries; and 3) obtain a description of
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characteristics belonging to the hotel frontline staff and the hotel guests in the Western
and the Asian countries. It was important that the measuring instrument was a) reliable;
b) valid; c) economical in terms of cost, time and effort; d) concise enough to avoid
reluctance from respondents, in particular hotel guests; €) easily understood; and f) easily

scored and interpreted.

The development of the two staff questionnaires will be described first and followed by a
description of the development of the guest questionnaire. The sequence is based upon

the study model in Figure 3.1 (p.35) of Chapter 3.
4.2.1 DEVELOPMENT OF QUALITY ORIENTATION QUESTIONNAIRE (Q0Q)

There are 3 sections in this questionnaire, namely “guest-orientation quality”, “staff -
selection” and “training”(see Appendix 1). The sequence of the questionnaire starts
from general and less intrusive items in the “guest-orientation quality” section before
moving to more specific and more sensitive items in the “staff selection” and “training”
s;actions. These latter two sections include items which may be considered as critical and
negative concerning the human resources department’s performances in each

participating hotel.
4.2.1.1 Guest-orientation quality dimension

Self-commitment by staff to service quality and hotel competency in service quality are
aggregated into a single section of the questionnaire since they relate respondent

perceptions of service quality and hotel performance with respect to service quality.

Self-commitment to service quality, the first component in the questionnaire, was adapted
from Hartline and Ferrell’s (1996) nine-item Management Commitment to Service
Quality Measure (MCSQ). One of the original items, “I explain to all of my employees
the importance of providing high quality services to our customers” was deleted since the
respondents in this study (the frontline staff) have typically not be involved in staff
supervision. Furthermore, there is a similar item included in the section on TQM

training. This item in Hartline and Ferrell’s study was also dropped during confirmatory
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factor analysis because of a nonsignificant t-value. All of the items in this component are

exhibited in Item no.1 to Item no.8 in Appendix 1.

The respondents were asked to indicate their agreement with each item through a five-
point scale ranging from “strongly disagree” to “strongly agree”, the same scale used by
Hartline and Ferrell (1996). Higher scores generally indicate a stronger commitment to
service quality. Though the measure was slightly skewed (-1.11) in Hartline and Ferrell’s

study, they did not regard the skewedness as sufficient to cause a bias in the responses.

As shown in Appendix 1 (Item no.9 — Item no.27), the next component in the
aggregation with self-commitment to service quality is hotel competency in service
quality. For the purposes of the present study, the factor of “customer orientation” in
Solis, Rao, Raghu-Nathan, Chen and Pan’s (1998) study was modified to assess the
competency of hotels in service quality management. In this study, “customer

orientation” was viewed in terms of:

e An organization’s commitment to satisfying customers

e The integration of customer satisfaction into the vision and goals of the company
e Knowledge of customer needs and expectations

o Use of customer feedback in new product design

e Monitoring of customer satisfaction

e Responsiveness to customer complaints

e The level of interaction with customers

Another study by Rao, Solis and Raghu-Nathan (1999), this factor became 2 constructs: a
“customer orientation” construct and a “benchmarking” construct. For the present study,
their “customer orientation” construct became “guest-orientation” construct in Item no. 9
to Item no.22 and their “benchmarking” construct was in Item no. 23 to Item no. 27 by

the same name.

The first modification involved a rewording of the items to make them more suited for
use in a hotel setting. For examples, “my company” was changed to be “my hotel” and
“the customers” was reworded to be “the guests”. The second was the scale used in this

study. Solis, et. al. (1998) used a ﬁve-point scale: 1 = very low, 2 = low, 3 = medium,
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4 = high and 5 = very high to assess the extent to which the participating companies
applied each quality management factor. The present study used the same five-point
scale but ranging from “strongly disagree” to “strongly agree” to assess the perceptions
of hotel frontline staff and managers in the acceptance of TQM concepts. It also asked
them to assess if hotels applied some or all of the TQM principles in their operations.
The instrument was also used in the hotels that did not consider themselves to be TQM
properties but may have adhered to some or all of the TQM principles. The study did not
measure the extent to which TQM principles were applied. It assessed the extent of the
agreement and the existence of TQM principles in hotels as stated by Wood and Peccei
(1995):

The greater the perceived emphasis on quality within the organization, the greater
the likelihood of the development of a high level of quality consciousness among

employees. (p.54)

The final modification involved the addition of three items: Item no.14) “Guests are often
asked to sit in on product design or service planning meetings to give their insights,
reactions, and advice”; Item no.17) “My hotel constantly track guest satisfaction in
hotel’s products and services” and Item no.22) “It is the hotel policy to follow up with
each guest after check out, to check on satisfaction and determine whether there are any
problems”. A range of literature about TQM hotels (Kenneth, 1992; Spechler, 1993,
Partlow, 1996) has indicated that the standard methods and procedures used to check
guest needs, and to identify whether and when guests need change to take place. These
are regarded as vitally important for TQM hotels. Though there were already some items
of Solis, et. al. (1998) that measured these overall concepts, the three items identified
specifically if the participating hotels include these guest satisfaction tracking and guest

involvement activities in their guest-orientation quality management.

The next two sections focus on TQM staff selection and training. The contents of these
two sections were developed primarily from the literature review in Sections 2.4 and 2.5.
The examples for TQM staff selection are the concept of TQM staff selection focus on
customer service rather than on skill levels belonging to Redman and Mathews’s (1995)
and the concept of involving the frontline staff in the staff selection process according to

Clutterbuck er. al. (1993) and Enz and Siguaw (2000). As the examples of TQM
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training, Clutterbuck et. al.’s(1993) concept of TQM training procedures and the concept
of “just-in-time” basis training belonging to Tesluk ez. al. (1995) and Marler (1998) were
used. Due to the lack of relevant empirical work, particularly in the case of TQM staff
selection, these two sections were developed independently by the researcher. A decision
was made to use the terms “Staff selection” and “training” instead of “TQM staff
selection” and “TQM training” since the participating hotels were not TQM hotels. The
use of the label “TQM” could be leading cues and cause respondent bias, by prompting

move to positive answers.
4.2.1.2 Staff selection dimension

In the “staff selection” section, the five-point scale measures 15 items. As in the first
section of the questionnaire, the scale ranges from “strongly disagree” to “strongly
agree”. With a view to ascertain the real perceptions and awareness of staff selection
procedures and processes in the hotels and to avoid skewedness of the measure causing a

bias in the responses, most of the items (11 items) are negative.

The design of the 15 items was based upon the literature noted in Sections 2.4.1 and

2.5.1. They were grouped into three factors:

Staff selection manual: Item no. 28 - 30
Staff selection process: Items no. 31-36 and Items no. 40-42

Communication between the hotels and applicants: Items no. 37-39

According to Tanke (1990), poor selection methods are a major factor in high staff
turnover in the hospitality industry. To address this issue and to assess the quality of staff
selection process in the hotels, Item no. 31, “Voluntary separations of staff from the hotel

(staff turnover) has increased” was included in the staff selection process factor.
4.2.1.3 Training dimension
There are two similarities between the “training” and “staff selection” sections. These

are the measuring scale and the use of negative items. Of the 28 items which comprise

the “training” section, there are 17 negative items and 11 positive items. The reasons for
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using negative items were similar to the item design in the “staff selection” section. All
the items were designed based on the literature review in the Sections 2.4.2 and 2.5.2.

The grouping of these items was:

Commitment to training: Items no.43-46, Item no.48, Items no.50-53,

Item no.68

TQM training needs assessment: Items no.54-56, Item no.59

TQM training design: Item no.47, Item no.49, Items no.57-58, Items no.60-65, Items
n0.69-70

Training result in guest contact competency: Items no.66-67

This grouping was based upon the various eleménts in the quality training cycle as noted
by Oakland (1989). They consisted of:

e Ensure training is a part of the quality policy = Commitment in training
e Allocate responsibilities for training = TQM training design

e Define training objectives = TQM training design

e Establish training organization = Commitment in training

o Specify quality training needs = TQM training needs assessment

e Prepare training programmes and materials = TQM training design

e Implement and monitor training = TQM training design

e Assess the results = Training result in guest contact competency

e Review the overall effectiveness = Training result in guest contact competency

42.2 DEVELOPMENT OF GUEST CONTACT COMPETENCY QUESTIONNAIRE
(GCC)

According to Saville & Holdsworth’s website (1999), competencies are clusters of skills
and behaviours which form the basis of successful performance. Their Customer Contact
Competency Inventory (Table 4.1, p.51) was based on extensive research to establish the
essential areas of performance in sales and customer service roles. According to Section
2.2, one of the key qualifications of frontline staff in a TQM environment is customer
service including sales skills, quality orientation and customer focus. These were

included in this inventory indicating suitability for the purpose of this study.
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AREA

COMPETENCY

People Focus

Relating to customer

| Convincing

Communicating orally
Communicating in writing

Team working

Information Handl~ing

Fact finding
Problem solving

Business awareness

Specialist knowledge
Dependability Quality orientation
Organisation
Reliability
Energy Customer focus

Resilient
Results driven

Using initiative

Source: Saville & Holdsworth (1999)

Remarks: Customer Contact Competency Inventory is copyrighted by

Saville & Holdsworth Ltd. in 1997. Used with permission of Saville & Holdsworth Ltd.

All rights reserved.
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The “Customer Contact Competency Inventory” provides a direct rating of an
individual’s performance broken down by the 16 customer contact competencies. The
competency scale descriptions are shown in Appendix 4. Respondents use a 5-point
likert scale to rate the frequency with which the person being rated exhibits those
behaviours (from “hardly ever” to “always”). In addition, each respondent ranks which is
most and least typical of the person being rated, providing a further 3 points: most, not

marked and least.

The length of Saville & Holdsworth’s (1999) questionnaire was viewed as an
impediment. It consists of 32 sets of 4 items, totaling 128 items and “most” and “least”
ratings. It was considered too long for potential respondents in the present study. A
lengthy questionnaire was considered undesirable because it might cause frustration
among respondents and result in lower response rates (Carman, 1990; Gundersen, et. al.,
1996). When reckoning in completing the previous questionnaire which comprises “self-
commitment to service quality” (8 items), “hotel competency in service quality” (19
items), “TQM staff selection” (15 items) and “training” (28 items), the Customer Contact
Competency Inventory was instead modified and reworded to become the questionnaire

by using the same scale with “most” and “least” ratings.

The researcher reworded the title from “Customer Contact Competency Inventory” to
“Guest Contact Competency Questionnaire” (GCC). The questionnaire was reworded in
order to be appropriate for use in a hotel setting and also for use with the targeted
population (hotel frontline staff). The questionnaire is shown in Appendix 1 and the Thai

version in Appendix 2.

The questionnaire used in the present study has 14 items with 4 pairs of “most” and
“least” ratings. One item (communicating in writing) in the Customer Contact
Competency model was eliminated since this stu:dy concentrates on face-to-face
interactions between guests and frontline staff. The other item (business awareness) was
also deleted because it was considered unrelated to the hotel frontline staff qualification

requirements in guest contact.

In addition, the staff questionnaire included staff profile items including length of

employment with the hotel, experience in the hotel industry, position, department and
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staff identification (I.D.) number. These were the subjects of the data analysis and data

follow up.

4.2.3 DEVELOPMENT OF HOTEL GUEST SATISFACTION SURVEY (GSS)

In the case of cross-sectional studies, Cronin and Taylor (1992) suggest that
performance-based measures better reflect long-term service quality attitudes. Cheung
and Law (1998) commented that the major problem of the service quality model was its
exclusive focus on customer and management measurement and failure to acknowledge
the contribution of staff performance to service quality. In recognition of this, the present
study measured hotel guest satisfaction by assessing guest evaluations of frontline staff
service skills. Frontline staff were also asked to assess their own service skills by
completing the GCC. In order to link the guest evaluations and staff assessments in
service skills, the present study design guest satisfaction measurement instrument was

based upon the guest contact competency inventory noted in Table 4.1 (p.51).

In order to find a relevant, réliable_ and valid instrument applicable to the hotel industry,
the researcher undertook an exhaustive search of the literature in the area of service
quality with a view to identifying all possible items that might be included in the
instrument. A systematic and thorough examination of relevant textbooks and keywords
was undertaken, a total of 40 service quality instruments used to measure guest
satisfaction were identified, including one by Parasuraman, et. al. (1986) which indicated

30 items that could represent the criteria of service quality.

To achieve content validity, each item was ascribed the leading subject, “The hotel staff”.
These items were grouped into four of the main dimensions noted in Saville &
Holdsworta’s (1999) “Customer Contact Competency Inventory”. The grouping was
based on the definitions of the four dimensions described in the model in Table 4.2
(p.54) and the competency scale déscriptions shown in Appendix 4. Having determined
the most likely dimensions/attributes for measurement purposes, it was likely that the
total number of items in the questionnaire would be excessive. As recommended in the
work of Vavra (1997) and Pizam and Ellis (1999), the list of items would need to be

reduced after the conduct of two pilot studies.



TABLE 4.2 A COMPARISON OF THE HOTEL GUEST SATISFACTION
SURVEY WITH CUSTOMER CONTACT COMPETENCY

INVENTORY
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GUEST SATISFACTION SURVEY

CUSTOMER CONTACT COMPETENCY
INVENTORY

- Greet guests

- Have eye contact with guests

- Are courteous and friendly

- Make a personal recognition

- Give individual attention

- Treat as a valued guest

- Are able to make you feel important

People Focus

Relating to customers

- Have good standard of English in
communication

Communicating orally

- Are always available

Team working

- Provide information about services and
activities

Information Handling

Fact finding

- Are able to handle guests’ problems and
complaints alone

Problem solving

- Serve you right at the first time
- Are consistent in giving good service
standard '

- Have knowledge in hotel products and Specialist knowledge
services
- Are competent and professional
- Show neatness and tidiness in work :
' Dependability

Quality orientation

- Are helpful

- Are sympathetic/ reassuring

- Have your best interests at heart
- Feel appreciated for the guests’
businesses

- Understand your needs

- Are willing to provide service

- Are always available Organisation
- Show neatness and tidiness in work
- Are dependable Reliability
- Respond to guests’ needs
- Give service when promised
- Are trustworthy
- Provide extras on request
Energy

Customer focus

- Deliver prompt service

Results driven
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A number of components in each main dimension cannot be assessed directly and easily
by hotel guests. These include communicating in writing (in particular when assessing
housekeeping and food & beverage staff), convincing, business awareness, resilience and
using initiative. On this basis, these items were excluded from the Hotel Guest
Satisfaction Survey and the customer contact competency instrument. A number of
researchers have indicated that customers judge quality on the basis of specific quality-
related attributes (Oliver, 1993; Taylor and Baker, 1994; Hartline and Ferrell, 1996).
Therefore, the intent of the present study was to measure a single attribute: the quality of
service skills delivered by frontline staff that are capable of being assessed by hotel

guests.

The hotel guests in this study assessed the overall service performance of the frontline
staff in the three departments: front Office, housekeeping and food & beverage, rather
~ than any one specific frontline staff member. The components in the measurement
concentrated on intangibles which constitute the key service skills of frontline staff. The
tangible components included in the study were confined to those relating to the service
performance of the hotel frontline staff member. These tangible items were “greet
guests”, “have eye contact with guests”, “ are courteous and friendly”, “show neatness
and tidiness in work” (this item was designed to measure the way the frontline staff
perform their service for guests, in particular for measurement of housekeeping staff

performance), “provide information about services and activities”, “have good standard

of English in speaking” and “provide extras on request”.

To enable systematic measurement, hotel guests were asked to rate each item, using a
five-point scale ranging from “1 = poor” to “5 = outstanding” in assessing service skills
of frontline staff with the Faces Scale (from smiling face to unhappy face) to ensure guest
satisfaction in each item. Generally higher scores were reflective of higher perceived
service quality. The five-point scale was easier for respondents to use and has been
widely used in previous comparable studies (Lewis, 1987; Saleh and Ryan, 1992;
Webster and Hung, 1994; Hartline and Jones, 1996; Min and Min, 1997; Tribe and
Snaith, 1998; Kandampully and Suhartanto, 2000; Spinelli and- Canavos, 2000). To
reduce the poténtial bias of prompting forced responses, an option marked “9 = no idea”
was included for each item. It was acknowledged that hotel guests may stay in hotels

without making use of the food and beverage services.
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Two items were included for the purpose of assessing the construct validity by
correlating each indicator with the overall measure. These were “make contribution to
enjoyment of stay” and “share overall quality of service”. “Make contribution to
enjoyment of stay” was included to measure the overall emotional judgment of guests
(How happy are the guests with the service performance of each department?). This item
could subsequently identify which department had the strongest effect on making guests
happy with their service perfornance. “Share overall quality of service” measured the
intellectual judgment of guests on the overall quality of service performance for each
department. The department that delivered the “best” service might not be the one that

made guests feel “happiest” in their stay.

In addition to measuring guest satisfaction with service skills of the frontline staff, some
blank spaces were included to allow guests to write additional comments on quality of
service. These additional comments were targeted at two groups of respondents:
extremely satisfied guests and extremely dissatisfied guests; therefore, they were not used
for analysis in this study, but for the use of the hotels only. As recommended by Pizam
and Ellis (1999), the questionnaire also included items related to guest profiles. These
consisted of basic demographics (i.e. gender, age and nationality), length of stay and

main purpose of visit.
43  PILOT STUDY

Two pilot studies were conducted to test the validity and reliability of the survey
instruments. The first pilot study was conducted in a four-star hotel in Melbourne,
* Australia between May - June 30, 1999 and the second pilot study was conducted in a
four-star hotel in Bangkok, Thailand between July - September, 1999. For the first pilot
test in the Australian hotel, 50 staff (10 from front office, 20 from housekeeping and 20
from food & beverage) and 41 guests participated in the study. In the Thai hotel as the
second pilot test, 50 staff (10 from front office, 20 from housekeeping and 20 from food
& beverage) and 39 guests participated. Guest respondents in both hotels assessed the
frontline staff in 3 departments (front office, housekeeping and food & beverage). Since
the questionnaire allowed guests to record “9” as “no idea”, the number of respondents in
each item was different. The pilot survey responses were analyzed using SPSS/PC+

software.
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44  RELIABILITY ANALYSIS OF THE INSTRUMENTS
44.1 INTER-ITEM CORRELATION OF THE THREE QUESTIONNAIRES

The measures of reliability are based on the level of consistency or correlation
coefficients (r). This is an index of the relationship between two attempts to measure the
same construct and the assessment of the proportion of the true variance in the total
observed variance (r?) (Kidder and Judd, 1986). The reliability coefficient (r) ranges
from O to 1. A desirable reliability coefficient is between 0.80 and 0.90, though for

exploratory research, 0.50 and 0.60 is an acceptable range.

The reliability coefficient (r) and the relationship of the individual item to the total scale
in each instrument are exhibited in Table 4.3 (p. 58 -59). The table summarizes the inter-
item correlation and reveals a moderate level of aggregate correlation between items in
both hotels. Most of the variables in each scale of the two hotels were found to correlate
with other variables, indicating homogeneity in the scale. In the two hotels, the
correlation values of each scale were substantially similar. This suggests that the three

questionnaires were reliable measurement tools.

It can be noticeable that the majority of the correlation values in the guest satisfaction
scale were quite high (above 0.6). In order to cope with multi-collinearity, Malhotra,
Hall, Shaw and Crisp (1996) recommended a simple procedure using only one of the
variables in a highly correlated set of variables. The selection of that variable in each set

was based on the result of coefficient alpha values as described in Section 4.4.3.

When examining the relationships of the individual items with the total scale of guest
satisfaction, only one item did not correlate well with the scale: “Have good standard of
English in communication”. The deletion of this item was based on the result of the

coefficient alpha values as in Section 4.4.3.
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TABLE 43 THE INTER-ITEM CORRELATION SUMMARY OF THE THREE

QUESTIONNAIRES
DIMENSION INTER-ITEM CORRELATION
AUSTRALIAN HOTEL | THAT HOTEL
CORRELATIONS | PAIRS | % | CORRELATIONS | PAIRS | %
QUALITY
ORIENTATION
QUESTIONNAIRE
-SELF-COMMITMENT | BELOW 0.3 2 56 | BELOWO0.3 13 36.1
TO SERVICE QUALITY | RANGE0.3-0.6 25 69.4 | RANGE0.3-0.6 11 30.6
SCALE ABOVE 0.6 9 |25 ABOVE 0.6 12 33.3
TOTAL 36 100 | TOTAL 36 100
“HOTEL COMPETENCY
IN SERVICE QUALITY
1) GUEST BELOW 0.3 19 18.1 | BELOW 0.3 20 19.1
ORIENTATION SCALE | RANGE 0.3 -0.6 64 |60.9 | RANGEO.3-0.6 56 53.3
ABOVE 0.6 2 |21 ABOVE 0.6 29 27.6
TOTAL 105 100 | TOTAL 190 100
2) BENCHMARKING BELOW 0.3 . - BELOW 0.3 . ;
SCALE RANGE 0.3 -0.6 3 20 RANGE 0.3 - 0.6 7 46.7
ABOVE 0.6 12 |80 ABOVE 0.6 8 53.3
TOTAL 15 100 | TOTAL 15 | 100
~TQM STAFF
SELECTION
1) STAFF SELECTION BELOW 0.3 ; - BELOW 0.3 - ;
MANUAL SCALE RANGE 0.3 -0.6 - - RANGE 0.3 -0.6 2 333
ABOVE 0.6 6 100 | ABOVE 0.6 4 66.7
TOTAL 6 100 | TOTAL 6 100
2) STAFF SELECTION BELOW 0.3 27 |60 BELOW 0.3 21 | 467
PROCESS SCALE RANGE 0.3 -0.6 9 |20 RANGE 0.3 - 0.6 15 | 333
ABOVE 0.6 9 |20 ABOVE 0.6 9 |20
TOTAL 45 100 | TOTAL 45 | 100
3) SCALE OF BELOW 0.3 - - BELOW 0.3 - -
COMMUNICATION RANGE 0.3-0.6 1 167 | RANGE 0.3-0.6 2 | 333
BETWEEN THE HOTEL | ABOVE 0.6 5 833 | ABOVEO0.6 4 | 66.7
AND ITS APPLICANTS | TOTAL 6 100 | TOTAL 6 | 100
-TQM TRAINING
1) SCALE OF BELOW 0.3 24 | 436 | BELOWO.3 21 38.2
COMMITMENT TO RANGE 0.3 -0.6 17 | 309 | RANGEO0.3-0.6 23 41.8
TRAINING ABOVE 0.6 14 | 255 | ABOVEO.6 11 20
TOTAL 55 100 | TOTAL 55 100
2) SCALE OF TQM BELOW 0.3 2 |20 BELOW 0.3 3 30
TRAINING NEEDS RANGE 0.3 -0.6 4 |40 RANGE 0.3 -0.6 3 30
ASSESSMENT ABOVE 0.6 4 |40 ABOVE 0.6 4 40
TOTAL 10 100 | TOTAL 10 100
3) SCALE OF TQM BELOW 0.3 36 | 461 | BELOWO.3 36 462
TRAINING DESIGN RANGE 0.3 -0.6 29 | 372 | RANGE0.3-06 26 333
ABOVE 0.6 1 13 16.7 | ABOVE 0.6 16 20.5
TOTAL 78 100 | TOTAL 78 100
4) SCALE OF TRAINING | BELOW 0.3 . - BELOW 0.3 - .
RESULT IN GUEST RANGE 0.3 -0.6 1 333 | RANGE0.3-0.6 1 333
CONTACT ABOVE 0.6 2 66.7 | ABOVE 0.6 2 66.7
COMPETENCY TOTAL 3 100 | TOTAL 3 100

CONTINUE P.59




59

TABLE 4.3 THE INTER-ITEM CORRELATION SUMMARY OF THE THREE
QUESTIONNAIRES (CONTINUED) '

DIMENSION INTER-ITEM CORRELATION
AUSTRALIAN HOTEL | THAI HOTEL
CORRELATIONS | PAIRS % CORRELATIONS | PAIRS %
GUEST CONTACT
COMPETENCY
QUESTIONNAIRE
1) PEOPLE FOCUS BELOW 0.3 2 20 BELOW 0.3 2 20
SCALE RANGE 0.3 -0.6 4 40 RANGE 0.3 -0.6 3 30
ABOVE 0.6 4 40 ABOVE 0.6 5 50
TOTAL 10 100 TOTAL 10 100
2) INFORMATION BELOW 0.3 - - BELOW 0.3 1 16.7
HANDLING SCALE RANGE 0.3 -0.6 3 50 RANGE 0.3-0.6 2 333
ABOVE 0.6 3 50 ABOVE 0.6 3 50
TOTAL 6 100 TOTAL 6 100
3) DEPENDABILITY BELOW 0.3 1 16.7 | BELOW 0.3 - -
SCALE RANGE 0.3-0.6 2 333 | RANGE0.3-0.6 3 50
ABOVE 0.6 3 50 ABOVE 0.6 3 50
TOTAL 6 100 TOTAL 6 100
4) ENERGY SCALE BELOW 0.3 2 20 BELOW 0.3 1 10
RANGE 0.3-0.6 3 30 RANGE 0.3 -0.6 4 40
ABOVE 0.6 5 50 ABOVE 0.6 5 50
TOTAL 10 100 TOTAL 10 100
GUEST SATISFACTION
SURVEY
1) PEOPLE FOCUS BELOW 0.3 - - BELOW 0.3 - -
SCALE RANGE 0.3 -0.6 13 289 | RANGE0.3-0.6" 8 17.8
ABOVE 0.6 32 711 | ABOVEO0.6 37 82.2
TOTAL 45 100 TOTAL 45 100
2) INFORMATION BELOW 0.3 - - BELOW 0.3 - -
HANDLING SCALE RANGE 0.3-0.6 4 26.7 | RANGE 0.3-0.6 - -
ABOVE 0.6 11 733 | ABOVEO0.6 15 100
TOTAL 15 100 TOTAL 15 100
3) DEPENDABILITY BELOW 0.3 - - BELOW 0.3 - -
SCALE RANGE 0.3 -0.6 14 31.1 RANGE 0.3 -0.6 - -
ABOVE 0.6 31 68.9 | ABOVEO0.6 45 100
TOTAL 45 100 TOTAL 45 100
4) ENERGY SCALE BELOW 0.3 - - BELOW 0.3 - -
RANGE 0.3 - 0.6 - - RANGE 0.3 -0.6 - -
ABOVE 0.6 28 100 ABOVE 0.6 28 100
TOTAL 28 100 TOTAL 28 100
5) OVERALL MEASURE
SCALE
- make contribution to BELOW 0.3 - - BELOW 0.3 - -
enjoyment of stay RANGE 0.3 - 0.6 4 6.8 RANGE 0.3 -0.6 2 34
ABOVE 0.6 55 93.2 | ABOVEO0.6 57 96.6
TOTAL 59 100 TOTAL 59 100
- share overall quality of | BELOW 0.3 - - BELOW 0.3 - -
service RANGE 0.3-0.6 8 13.6 | RANGE0.3-0.6 1 1.7
ABOVE 0.6 51 86.4 | ABOVEO.6 58 98.3
TOTAL 59 100 | TOTAL 59 100
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4.4.2 COEFFICIENT ALPHA VALUES OF THE THREE QUESTIONNAIRES

In order to measure the reliability of all the instruments used in the present study, the
Coefficient Alpha (also known as Cronbach Alpha) was chosen. Coefficient Alpha
estimafes reliability based on internal consistency of the instruments (inter-item
reliability), that is, the extent to which the different items in the test measure the same
trait. Thus, this formula assesses homogeneity among the test items. Coefficient Alpha
measures the correlation between the scale and all other item scales measuring the same
concept and is “the preferred measure of internal consistency reliability” (Judd, Smith
and Kidder, 1991, p.52). Garson (2001) recommended that an Alpha value of at least
0.70 should be considered acceptable as the minimum estimate of reliability for basic
research and when alpha is 0.70, the standard error of measurement will be over half
(0.55) a standard deviation. In the present exploratory study, only Coefficient Alphas

greater or equal to 0.70 were accepted.

The results of Coefficient Alpha values in the three questionnaires are presented in Table
4.4. Most of the coefficient alpha values in the three questionnaires between the two
hotels were quite high (between 0.70 — 0.90) and in the acceptable range according to
Garson (2001).

TABLE 4.4 COEFFICIENT ALPHA VALUES OF THE THREE
QUESTIONNAIRES IN THE OVERALL SCALE

DIMENSIONS COEFFICIENT ALPHA

NO. AUSTRALIAN HOTEL NO. THAI HOTEL
QUALITY ORIENTATION 44 ALPHA =0.82 48 ALPHA =0.85
QUESTIONNAIRE CASES SD =9.17 CASES SD =9.65
STAFF SELECTION
SCALE (15 items)
TRAINING SCALE 44 ALPHA =0.83 46 ALPHA = 0.85
(28 items) CASES SD =12.81 CASES SD =12.97
SELF-COMMITMENT 47 ALPHA =0.85 48
TO SERVICE QUALITY CASES SD =5.01 CASES ALPHA =0.70
SCALE (8 items) SD =3.59
HOTEL COMPETENCY 47 ALPHA = 0.93 49 ALPHA =0.91
IN SERVICE QUALITY CASES SD =11.78 CASES SD =9.77
SCALE (19 items)
GUEST CONTACT 50 ALPHA =0.78 48 ALPHA =0.80
COMPETENCY CASES SD =6.81 CASES SD =17.36
QUESTIONNAIRE (14 items)
HOTEL GUEST 83 ALPHA =0.98 - 96 ALPHA =0.99
SATISFACTION SURVEY CASES STD = 18.16 CASES SD =13.70
(30 items)
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As a result of the high Coefficient Alpha values and moderate inter-item correlations of
the two questionnaires (Quality Orientation Questionnaire and Guest Contact
Competency Questionnaire), no changes were made to the two questionnaires following

the two pilot tests.

For the Hotel Guest Satisfaction Survey, the inter-item correlations and the Coefficient
Alpha values in overall scale were quite high. The high Coefficient Alpha values of each
scale in the questionnairé (between 0.86 and 0.98) indicated multi-collinearity. In order
to cope with mult.i-collinearity, Alphas if items deleted were used to select the variables

in each set that are too highly correlated for deletion.

4.4.3 ALPHAS IF ITEM DELETED OF THE HOTEL GUEST SATISFACTION
SURVEY (GSS)

Table 4.5 (p. 62) exhibits the Alpha if the item was deleted for each of the 30 items in the
Hotel Guest Satisfaction Survey (the overall scale) in the Australian hotel and in the Thai
hotel. Based upon the Alpha-if-item-deleted finding, seven items were deleted: “serve
you right at the first time” (0.9800 in the Australian hotel), “ greet guests” (0.9801 in the
Australian hotel), “are trustworthy” (0.9801 in the Australian hotel), “are able to make
you feel important” (0.9801 in the Australian hotel), “have knowledge in hotel products
and services” (0.9801 in the Australian hotel), “have good standard of English in
communication” (0.9804 in the Australian hotel and 0.9905 in the Thai hotel) and “Make

a personal recognition” (0.9805 in the Australian hotel).

Although the Alpha of the deleted item “provide information about services and
activities” was 0;9803 in the Australian .hotel and was supposed to be deleted, the item
was retained in the present study since one of the main duties of hotel frontline staff is
providing information about services and activities to guests. This item was also
included in many of the previous instruments used to measure service quality, such as

SERVQUAL (Parasuraman, et. al., 1986) and SERVPERF (Cronin and Taylor, 1992).

According to Section 2.2, one of the key qualiﬁcations of frontline staff based on TQM
principles is the ability to make decisions and to solve problems without a time-wasting

management approval processes. Although the item “are able to handle guests’
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TABLE 4.5 THE ALPHAS IF ITEM DELETED OF THE 30 ITEMS IN THE HOTEL
GUEST SATISFACTION SURVEY IN THE OVERALL SCALE

VARIABLES ALPHA IFITEM DELETED
| AUSTRALIAN HOTEL THAI HOTEL
- Greet guests* 0.9801 0.9875
- Are courteous and friendly 0.9798 0.9873
- Have eye contact with guests 0.9796 0.9876
- Show neatness and tidiness in work 0.9799 0.9874
- Are competent and professional 0.9795 0.9869
- Deliver prompt service 0.9797 - 0.9875
- Serve you right at the first time* _ 0.9800 0.9871
- Are consistent in giving good service
standard 0.9797 . 0.9871
- Are willing to provide service* 0.9796 0.9872
- Are helpful 0.9794 0.9873
- Feel appreciated for the guests’
businesses - 0.9793 0.9873
- Are sympathetic/ reassuring 0.9794 0.9873
- Make a personal recognition* 0.9805 0.9875
- Treat as a valued guest -0.9795 . 0.9873
- Are able to make you feel important* 0.9801 0.9873
- Have your best interests at heart* 0.9795 ’ 0.9873
- Understand your needs* 0.9797 0.9873
- Give individual attention 0.9794 0.9873
- Are always available 0.9794 0.9871
- Provide extras on request* 0.9799 0.9869
- Give service when promised 0.9797 0.9871
- Respond to guests’ needs 0.9798 0.9871
- Are trustworthy* 0.9801 ' 0.9871
- Are dependable 0.9795 0.9871
- Have good standard of English in
communication* 0.9804 0.9905
- Provide information about services and
activities 0.9803 0.9871
- Have knowledge in hotel products and .
services* 0.9801 0.9875
- Are able to handle guests’ problems and
complaints alone 0.9802 0.9875
- Make contribution to enjoyment of stay ©0.9792 0.9872
- Share overall quality of service ©0.9792 0.9870

Remarks: The items with * were deleted based on the alphas if items deleted.
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problems and complaints alone” was required to delete owing to the Alpha measure, this item
was still needed in order to fully cover the measurement of guest satisfaction with frontline
staff service skills on the basis of TQM concepts. It was found that this item was the one most
frequently ignored by the guests, in both the Australian hotel (29.4% missing) and the Thai
hotel (7.6% missing). This might be because most of the guests did not have any complaints
during their hotel stay. This was as the comments in the blank space completed by 5 guests in
both hotels. To respond with these comments and to maintain this item, the researcher divided
this item into two separate items: “are able to solve guests’ problems alone” and “are able to

handle guests’ complaints™.

The researcher examined the Alpha only if the item deleted in the set of \"ariable-s for each
construct consisted of more than 2 variables as shown in Table 4.6 (p.64 - 65). This was
because some constructs had only o.ne variable. For example, the Results Driven construct
only had “deliver prompt service”. Deleting variables in the set of more than 2 variables in the

constructs was more reasonable than deletion of only one variable in the constructs.

4 items were deleted as shown by Table 4.6 (p.64 - 65): “Provide extras on request”,
“understand your needs”, “are willing to provide service” and “have your best interests at
heart”. Hence, after item deletion, the Hotel Guest Satisfaction Survey (GSS) consisted of 20

items as in Appendix 3.
45  VALIDITY OF THE INSTRUMENTS
4.5.1 CONTENT VALIDITY OF THE THREE QUESTIONNAIRES

Zikmund (1997) defined content validity as the subjective agreement among profgssionals- that
a scale logically appears to reflect accurately what it purports to measure. To achieve content
validity of the three questionnaires, a group of hotel experts was approached to review and

validate them. This group consisted of two hotel consultants (one in USA and one in Thailand) |
and three corporate hotel executives from three hotel chains (one in USA, one in Australia and
one in Thailand). The meeting was organized through teleconferencing in a function room of a
hotel in Bangkok. Each member of the group received a copy of the three questionnaires 1

week before the meeting. As a result of the meeting, several changes
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were made in wording, phrasing and overall presentation of the questionnaires. To confirm the
result of the meeting, the general managers and the human resources managers of the
participating hotels also validated the three questionnaires. There were only minor changes
undertaken during this validation, such as appropriate wording for use in the hotels in each
country. Since the two pilot tests should see whether test respondents had any problems with
completing the questionnaires, the results of the pilot tests in the two hotels confirmed that the
three questionnaires were valid for use with frontline staff and guests in the target Western and
Thai hotels. Hence, the instruments used in the present study received professional agreement
that the measures provided adequate coverage of the concept and had clear and understandable
questions. Additionally, the instruments for this study were developed and designed considering

the literature review in Chapter 2; therefore, they were considered theoretical valid.

The study instruments were originally designed in English. As a result, they could be used with
hotel guests and frontline staff in Western countries as well as the hotel guests in Asian countries.
In general, guests in four to five-star hotels like the present study are international travellers who
have a good command of English. For the hotel frontline staff in Asian countries, such as
Thailand, English should be translated into Thai to acquire the true perceptions and to provide
convenience for the respondents. The two questionnaires used with the hotel frontline staff
(quality orientation questionnaire and guest contact competency questionnaire) had a Thai version
which is exhibited in Appendix 2. Equivalence in meanings between the English version and the
Thai version were obtained through a translation/backtranslation method. A committee of 5
translators, each of whom is fluent in these two languages, translated and back translated these
questionnaires. The three translators, whose native languége is Thai, translated English into Thai
independently and the results were subsequently compared and discussed. Modifications were
made until consensus was reached. After that the two translators, whose native language is
English, translated back from the Thai version into English in order to avoid translation mistakes
and linguistic errors. The final consensus ascertained the adequacy of the questionnaires in the
Thai version. It was expected that the hotel frontline staff in Singapore have a good command in

4

English; therefore no translation was made.
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4.5.2 CONVERGENT VALIDITY OF THE THREE QUESTIONNAIRES

Convergent validity is a type of construct validity. According to Garson (2001), it refers to the
principle that the indicators for a given construct should be at least moderately correlated among
themselves. As shown in Table 4.3 (p.58 -59), the inter-item correlation values of the indicators
in each scale were in the moderate level for the three questionnaires. Hence, it can be concluded

that the instruments of the present study have convergent validity.

In particular, the inter-item correlation values were in the high level for each scale in the Hotel
Guest Satisfaction Survey (GSS), indicating high convergent validity. This was confirmed by the
two items (“make contribution to enjoyment of stay” and “share overall quality of service”)
assessing the convergent validity by correlating each indicator with the overall measure of guest
satisfaction in service quality. As shown in Table 4.3 (p.58 - 59), the majority of the indicators

(above 80%) correlated quite well with these two items.

In conclusion, the results of the two pilot tests in the Australian hotel and the Thai hotel, showed
the validity and the reliability of the three questionnaires, for measuring values used in further

investigation.
4.6 SAMPLE POPULATION AND DATA COLLECTION
4.6.1 SAMPLE

In order to achieve the aims of the present study, the total population investigated in this study
consisted of four to five--star rating hotels in Western and Asian countries, with the sampling
element being the individual hotel. The TQM concept was first applied to the hotel industry in
the USA (Glover et. al., 1984; Records and Glennie, 1991). According to the literature and
information included on the websites of the target hotel sample (Haupt, 1993, Ritz-Carlton, 1999,
Marriott.com, 1999), for Australia, it can be assumed that TQM principles were adopted in the
hotel industry since the opening of the Ritz-Carlton Hotel in Sydney in 1990. The Ritz-Carlton
Hotel Company was the first and only hotel company that achieved the Malcolm Baldridge
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National Quality Award in 1992 and in 1999 (an American award for companies that have
successes in applying TQM). Six years later in January 1996, The Ritz-Carlton, Millenia
Singapore was opened. It is likely that this was the start of TQM adoption in the Singaporean
hotel industry. This was followed by Thailand in 1997. TQM concepts are reported to have
begun in the Thai hotel industry with the opening of the J.W. Marriott Hotel in Bangkok.
According to Spechler (1993), the Marriott Corporation has adopted TQM principles in their
hotels and resorts in 1990. It may be assumed that hotels in Western countries adopted TQM
principles before their counterparts in Asian countries. The comparisons of the causal variables,
the effect variable and the variables affecting the relationship between TQM staff selection and
TQM training and guest satisfaction between the hotels in these two zones were required for the

purpose of predicting the relationship and assessing their causality.

- The best-suited sampling technique for the purposes of the study is nonprobability sampling,
where units of the sample are selected on the basis of personal judgment or convenience.
Therefore, convenience sampling and judgment or purposive sampling, are used in this study.
Since it was impossible to survey the entire population, sampling was confined to the hotels in
San Francisco, Washington DC, Virginia and Maryland in the USA, Melbourne and Sydney in
Australia, Singapore City in Singapore, and Bangkok in Thailand. The choice of the country and
city samples was made on the bases of a comparison of Western and Eastern hotels and also the
researcher’s familiarity with the countries and cities selected, as well as accessibility of hotel
contact names and addresses in the websites through the internet (Topaz Hotel Services, 1999,
Waiviata International Limited, 1998, Cable News Network, Inc., 1998, RealMetros.com, Inc.,
1996, Tourism Authority of Thailand, 1997).

The rationale for selecting four to five-star rating city-centre hotels was the inclination to apply
TQM concepts in their operations, in particular human resource management, more than is the
case with smaller hotels (Kelliher and Johnson, 1987; Price, 1994; Lucas, 1995; Hoque, 1999).
Moreover, from the hotel guests’ point of view, a four or five-star rating cannot guarantee the
level of service (Lipcer and Shaw, 1990). Ingram and Daskalakis (1999) found from their study
that the expectations of the four-star hotel guests were higher than the expectations of the five-star

hotel guests and four-star hotel guests expressed greater satisfaciion with the service quality
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provided to them than the five-star hotel guests. Therefore, the four and five-star rating level in

this case was considered equivalent.

However, the final sample was selected and determined on the basis of accessibility to the hotels
and the targeted respondents. From the websites noted above, the researcher approached the
targeted hotels outlined below in Table 4.7 via fax. An appointment was made with the hotel
general managers or human resources directors/managers in order to discuss in detail the intended

surveys and to find out if they have adopted TQM principles in their hotel operations:

TABLE 4.7 LOCATION AND NUMBER OF THE HOTELS CONTACTED FOR DATA

COLLECTION
LOCATION OF HOTELS NUMBER OF HOTELS
MARYLAND, USA : 10
SAN FRANCISCO, USA 20
VIRGINIA, USA 10
WASHINGTON DC, USA ' 10
MELBOURNE, AUSTRALIA 30
| SYDNEY, AUSTRALIA 12
BANGKOK, THAILAND 50
SINGAPORE CITY, SINGAPORE 12
TOTAL 154

From the 154 hotels contacted, 47 hotels agreed to meet the researcher while 12 hotels refused
through the fax and e-mail messages and the other 95 hotels gave no response. The reasons for

refusal of the 12 hotels were as the follows:

* The hotel had other postgraduate students from another university studying the hotel on a
long-term basis (1 hotel).

* The hotel already had tools for measuring both guest and staff satisfaction (1 hotel).

* The hotel kept the information concerning guests and staff confidential according to the
headquarter company’s policy (1 hotel).

* The timing was inappropriate (1 hotel).
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* General Managers/ Managing Directors would take leave and be absent from the hotel
(1 hotel).

* The hotel did not have a need to do a survey on this topic (1 hotel).

* The hotel limited their assistance to current employees who are studying and doing
research in hotel management (1 hotel).

* The hotel had management changes (1 hotel).

* The hotel had other projects and work commitments (1 hotel).

* The hotel was not ready for the survey (1 hotel).

* The hotels gave no reason (2 hotels).

The accepted 47 hotels were grouped according to the adoption of TQM concepts, cities and

countries as in Table 4.8.

TABLE 4.8 LOCATION, TQM ORIENTATION AND NUMBER OF THE HOTELS
ACCEPTED TO MEET THE RESEARCHER AND DISCUSS ABOUT THE

SURVEYS
CITY/COUNTRY NUMBER OF TQM HOTELS | NUMBER OF NON-TQM HOTELS

MARYLAND, USA 1 NONE
SAN FRANCISCO, USA 1 3
VIRGINIA, USA 2 1
WASHINGTON DC, USA 2 3
MELBOURNE, AUSTRALIA NONE 3
SYDNEY, AUSTRALIA 5 6
BANGKOK, THAILAND 2 15
SINGAPORE CITY, 1 2
SINGAPORE

TOTAL 14 33

After the meetings with the managers of these 47 hotels were completed, 12 hotels agreed to
participate in the study and were ready to do the surveys (one in Washington DC, USA, one in
Melbourne, Australia, two in Sydney, Australia, one in Singapore and seven in Bangkok,
Thailand). These 12 hotels were non-TQM hotels only. The reasons for refusal of the other 36

hotels were:
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* The hotels had contracts with outside consulting companies to survey guest satisfaction
and staff satisfaction in jobs. The contracts did not allow any other surveys within the
hotels (14 TQM hotels).

* The management would not give permission to do the surveys with their guests

(22 non-TQM hotels).

It is noteworthy that most of the agreements from the 12 hotels that accepted came from meetings
with the general managers of those hotels (six hotels). This implies that an approach to do
surveys in hotels will be more effective if direct contact with general managers of the hotels can
be made. In addition, it was found later from the surveys that these general- managers were

influential in helping to collect guest data.

-Originally there was only one participating hotel in Singapore. This property subsequently
refused to collect the data from the staff and the guests after postponing several times from one
"month to three months and lastly to six months. After follow-up contact via e-mails, long-
distance phone calls and personal visits, the hotel human resources coordinator confessed that
they were stuck with other projects and could not process the data collection for this study.
Therefore, the number of participating hotels dropped to 11 hotels, without the Singaporean hotel.
The number of the samples in these 11 hotels, however, was statistically sufficient for the present

study to make a comparison between Western and Thai hotels in the view of TQM.
4.6.2 SURVEY PROCEDURES

The study was conducted in four cities in three countries from October 15, 1999 until October 15,
2000. The required data for the study consisted of two major groups: staff data and guest data.

The survey procedures for these two groups of data were:
1) Collection of staff data

The data was collected in the 11 participating hotels by the researcher. Since these hotels were in.

three countries, the researcher could not collect the data at the same time in each country. The
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duration for collection of staff data from these hotels, took three months (one month per country).
The target number of frontline staff was 50 staff per hotel (550 in total). In approximate terms,
the number of 50 staff requested was regarded as one-third of the population of frontline guest-
contact staff in the three departments of a hotel. These 50 frontline staff consisted of 10 front
office staff, 20 housekeeping staff and 20 food & beverage staff. Only guest-contact staff were
required for this study and these staff worked in three shifts; therefore the researcher requested
involvement from only one shift of the frontline staff from the three departments whose duties
concerned guest contact. However, the humber of staff in each hotel participating in this study
depended on the availability and willingness of the staff. Some hotels gave incentives for their
staff to join in this study, such as background music and a free buffet lunch in the hotel function

rooimms.

' Those staff taking part in the study from each hotel, were assembled in the hotel function rooms
or training rooms and the researcher distributed the two questionnaires: the Quality Orientation
Questionnaire (QOQ) and the Guest Contact Competency Questionnaire (GCC). The researcher
explained the format and the method of answering each item and answered all the queries raised
by the respondents regarding the instrument. At the same time, the researcher assured the
respondents of their anonymity and that answering such questions would have no effect on the
security of their jobs. The respondents were given the option of either completing the
questionnaires at the time of introduction or were given the option of having the researcher return
the following day to collect the completed questionnaire. The latter option was offered to the
respondents to minimize their effort and to avoid interference with the normal performance of
their jobs. Most of the respondents completed the questionnaires immediately, while the
remaining (10 staff from 3 hotels) requested the second option. Since the researcher was the only
one who collected all these questionnaires, confidentiality was assured as was the completeness

of the filled questionnaires.

The total number of frontline staff who completed the questionnaires in the three departments in
11 hotels in three countries was 492. The details of the number in each country and each

department are shown in Table 4.9 (p.73).
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TABLE 4.9: NUMBER OF FRONTLINE STAFF PARTICIPATING IN THE STUDY
ACCORDING TO DEPARTMENT

HOTEL NO.OF NO. OF NO. OF TOTAL
FRONT OFFICE | HOUSEKEEPING | FOOD & NO. OF
STAFF STAFF BEVERAGE | STAFF
STAFF
BANGKOK,
THAILAND
HOTEL 1 19 9 A 17 45
HOTEL 2 10 20 21 51
HOTEL 3 10 20 20 50
HOTEL 4 10 20 20 50
HOTEL 5 10 20 20 50
HOTEL 6 10 20 20 50
HOTEL 7 4 16 26 46
MELBOURNE,
AUSTRALIA
HOTEL 1 14 24 16 54
SYDNEY,
AUSTRALIA
HOTEL 1
8 17 17 42
HOTEL 2 0 16 10 26
WASHINGTON,
DC, USA
HOTEL 1 7 12 9 28
TOTAL 102 194 196 492
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All the staff questionnaires were useable since the researcher was there to collect the data. The

response rate was quite satisfactory at 89.4 % (492 from 550 staff).
2) Collection of guest data

In order to collect guest data, the researcher was not allowed to contact guests directly in the same
way as for the collection of staff data. The researcher, therefore, had to rely on the hotels to
distribute the guest questionnaires. It took one year to collect sufficient data for the data analysis.
There were approximately 200 — 400 guestrooms in these 11 hotels. The expected target sample
was 100 guests per hotel and this should be around one third of the total population in each hotel.

Therefore, 11 hotels should provide a total of 1,100 guest questionnaires.

The definition of the sampling frame was “all guests staying in one of the hotels for at least two
nights would be included in the study during the data collection period”. The guests were
expected to assess the frontline staff in the three departments: front office, housekeeping and food
& beverage. In order for it to be possible for the guests to assess the staff in the three
departments, in particular in housekeeping and food & beverage, only the guests who stayed in
the hotels at least two nights were considered sufficiently exposed to services to answer the

questions.

According to Mattila (1999), different services are provided over the length of the hotel stay
which make it difficult for ihe guests to form an overall judgment until the end of the visit.
Based upon this fact, the researcher requested the participating -hotels to distribute_ the
questionnaires via the front desk staff when their guests checked out. All guests staying in the
hotels were requested to complete the one-page questionnaire with a cover letter (see Appendix
1) and an incentive. Eight hotels used the researcher’s incentive, which is a Thai style key ring
and one hotel offered their own incentive by giving the guests a voucher for a free soft drink

during checking out while the other.two hotels offered notning.
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4.6.3 THE RESPONSE RATE

As mentioned above, the response rate of the staff questionnaires was high at 89.4 % (492 from
550 staff). The response rate of the guest questionnaire was quite low and took a lot of time and
follow-ups through e-mails, long-distance phone calls and personal visits. Of 11 hotels, only four
hotels achieved the expected response rate: one in Washington, DC, USA (143 guest
questionnaires), one in Melbourne, Australia (160 guest questionnaires) and two in Bangkok,
Thailand (hotel 1 = 130 guest questionnaires and hotel 2 = 125 guest questionnaires). The -
American hotel and the two Thai hotels are in the same hotel chain. The other seven hotels had

the following difficulties in collecting the guest questionnaires:

Five hotels in Bangkok, Thailand:

* General managers of two hotels changed their minds and directors of human resources
could not process the collection of the guest questionnaires.

* The hotel employed a new general manager after collecting 31 guest questionnaires and
discontinued the data collection (one hotel).

* Two hotels did not seriously distribute the guest questionnaires to their guests and the

response rates were low (hotel 1 = 8 and hotel 2 = 14).
Two hotels in Sydney, Australia:

* The hotel was too busy to collect the guest questionnaires since they had other guest
questionnaires to distribute at the same time (one hotel). However, this hotel collected
47 guest questionnaires for this study.

* The hotel did not seriously distribute the guest questionnaires to their guests and the

response rate was low (5 guest questionnaires).

Due to the difficulty in achieving the target number of the completed guest questionnaires in these

seven hotels, the collected staff questionnaires of these hotels became unusable in the study. The |
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relationship between TQM staff selection and TQM training and guest satisfaction in these hotels

could not be assessed without having the data from the guests related to guest satisfaction.

4.6.4 USEABLE SAMPLE

According to Hartline and Ferrell (1996), a cross-sectional study incorporating multiple sample
groups is quite difficult to execute. This became more difficult when the multiple sample groups
- were in multiple countries and it was out of the researcher’s control to direct collection of guest

data.

The useable samples, after employing missing value analysis are shown in Table 4.10. In the
three countries, the total staff sample group was 183 and the total guest sample group was 1,339
(guests assessing front office = 524, housekeeping = 421 and food & beverages = 394). The staff -
sample in the Western hotels was 82 and the staff sample in the Thai hotels was 101. For the
guest samples, the sample in the Western hotels was 667 and the sample in the Thai hotels was

672.

TABLE 4.10 SAMPLE DISTRIBUTION OF FRONTLINE STAFF AND GUESTS IN
THE FOUR HOTELS IN THE STUDY

SAMPLE AUSTRALIAN AMERICAN THAI HOTEL1 THAI HOTEL2

HOTEL HOTEL NO. NO.
- NO. NO.

STAFF

FRONT OFFICE 14 7 10 10

HOUSEKEEPING 24 12 20 20

FOOD&BEVERAGE 16 9 20 21

TOTAL _ 54 28 50 51

GUESTS

FRONT OFFICE 151 133 118 122

HOUSEKEEPING 79 122 113 107

FOOD&BEVERAGE 98 ' 84 112 100

TOTAL 328 339 343 329

There were no unused questionnaires for the staff data whereas there were a number of unused-

questionnaires for the guest data: 5.6 % for the Australian hotel, 7% for the American hotel, 5.6%
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for the Thai hotel 1 and 6.1% for the Thai hotel 2. These percentages for the unused guest

questionnaires were considered to be acceptable.

The sample sizes in all three countries are not large enough to permit overall generalizations for
all hotels. However, the data of the useable samples were sufficient to justify statistical analysis

of key zone differences (Western and Thai hotels) and to achieve the aims of the study.

In addition, the question of an adequate sample size relates to the degree of sampling error.
According to Tilley (1990), the larger the sample size, the smaller the error. The absolute error
cannot be.-directly reduced with an increase in sample size as the relationship is not linear. Any
sample size, small or large, provides estimates of population parameters subject to error. It is
impossible to eliminate error entirely because the sample by itself never represents -the
- population’s parameters if the variance is greater than zero. Also, there is a scope for non-
sampling error to occur during such a research process. While sampling errors are caused by
improper sampling procedures, non-sampling errors are caused by faulty methodological
procedures which can effect the total error. Thus, the question about the right sample size relates
to.the accuracy with which the sample reflects the population from which it is drawn. to achieve a
minimum degree of absolute error (right methodology.and right sampling technique) as much as
to the physical measurement of the sample size. Consequently, in order to evaluate the adequacy
of the sample size in the present study, the study methodology and sampling technique were

assessed as shown in Table 4.11 (p.78).

Data were checked for missing values, omissions, ambiguity, inconsistencies and any other errors
in the responses. The data have been examined to ensure that all the desirable variables to be
used in the analysis were included. Two data sets were created (one-list for a survey of guest
sample and one for a survey of staff sample) for all the questionnaires. Since the questionnaires
were structured and the coding of variables was planned in advance, the questionnaires had
categories that had already been built into the answers. A coding book was constructed which
contained general instructions on how each variable was coded. The coded data was rechecked

visually for the detection of any possible clerical errors.
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47  DATA ANALYSIS

With respect to the physical size of the sample, statistical theory does provide some tools and a
structure with which to address the question of sample size. The minimum sample'size needed

for various statistical techniques used in data analysis is presented in the Table 4.11 below.

TABLE 4.11 THE STATISTICAL ANALYSIS TECHNIQUES USED IN THE STUDY
AND THEIR MINIMUM SAMPLE SIZE REQUIRED

STATISTICAL ANALYSIS MINIMUM SAMPLE SIZE

Mann-Whitney Test : Same size of the two samples allowing small

deviations (Siegel, 1956)

T-test ' - | <30 recommended; however, possible for use with

larger samples (Garson, 2001)

'TANOVA (Analysis of Variance) Larger sample size, more reliable. (Garson, 2001).

Correlations Larger sample size, significance testing should be

employed according to the central limit theorem

Factor Analysis 5 observations for each parameter
| (Hair, Anderson, Tatham and Black, 1987; -
Tabachnik and Fidell, 1989)

Structural Equation Model (SEM) 100 - 200 (Hair, Anderson, Tatham and Black, 1995)

When'dividing sample into groups 100 or more in each group (Sudman, 1976)

When comparing between major groups | 20 — 50 in each group (Aaker and Day, 1990)

The Mann-Whitney Test and T-test were used to assess whether there were differences in each
dimensions of the study model (see Figure 3.1, p. 35) between the two Thai hotels and between
the American and the Australian hotel for the purpose of grouping these hotels into a Western
hotel sample group and a Thai hotel sample group. These two techniques were again used to find
the differences between the Western hotel sample group and the Thai hotel sample group in each

variable of each questionnaire.
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ANOVA was used to identify the differences of the guest assessments across the three
departments in all of the hotels, in the Western hotel sample and in the Thai hotel sample. In
order to reduce the number of variables in each section of the questionnaires and to group these
variables into key factors, Principle Components Analysis, a method of factor analysis was used.
The Structural Equation Mdel (SEM) and measures of correlation were applied to test the causal
links in the study- model. Since the variables in the Quality Orientation Questionnaire involved
different concepts from the variables in the guest satisfaction survey, T-test and ANOVA were
reused to find out if guest satisfaction was higher or lower when compared with the staff factors:

in the Quality Orientation Questionnaire.

The Western hotel sample (82 for the staff sample group and 667 in total for the guest sample
group) and the Thai hotel sample (101 for the staff sample group and 672 in total for the gﬁest
sample group) are sufficiently large. The size of the sample used in this study is as Aaker and
Day’s (1990) requirement that a minimum size of 20 — 50 in each group be reached -for -
comparative purposes. For Sudman’s (1976) .requirement, only the staff sample group in the
Western hotel sample is insufficient though it is close to the .required number. The sample size
used in this study also reaches the Mann-Whitney Test requirement. For the guest sample group,
the standard deviation between Western hotels and Thai hotels is 0.5002 and 0.4987 is the
standard deviation of the staff sample group between Western hotels and Thai hotels. The use of
the T-test for a sample larger than 30 was applied in this study. For the requirements of ANOVA,
the sample sizes of the number of the guests assessing the three departments were large enough as
shown in Table 4.12 (p.80). As to the requirements of factor analysis, there were 1,339 cases
with 20 variables in the guest sample and this translates into approximately 66.95 cases per
variable or dividing the guest sample group into three department assessment groups, for 20

variables, the approximate cases per variable per department are shown in Table 4.12 (p.80).

When examining the staff sample, there are 183 cases in total with 8 variables of self-
commitment in service quality, 19 variables of hotel competency in service quality, 15 variables
of staff selection, 28 variables of training and 14 variables of guest contact competency. The

number of approximate cases per variable per hotel zone is shown in Table 4.13 (p.80).



80

TABLE 4.12 THE NUMBER OF CASES PER VARIABLE PER DEPARTMENT FOR
THE HOTEL GUEST SATISFACTION SURVEY (GSS)

HOTEL ZONE “TOTAL FRONT OFFICE | HOUSEKEEPING | FOOD & BEVERAGE
N [CASES | N CASES | N CASES
WESTERN HOTELS 667 284|142 | 201 1005 | 182 91
THAI HOTELS 672 290 | 12 720 11 12 106

TABLE 4.13 THE NUMBER OF CASES PER VARIABLE PER HOTEL ZONE FOR
THE QUALITY ORIENTATION QUESTIONNAIRE (QOQ)

THAI HOTELS

DIMENSION HOTELS TOTAL
N | CASES
SELF-COMMITMENT IN SERVICE WESTERN HOTELS 8 102
QUALITY (8 ITEMS) THAI HOTELS 101 12.6
HOTEL COMPETENCY IN SERVICE WESTERN HOTELS 82 43
QUALITY (19 ITEMS) THAI HOTELS 101 5.3
STAFF SELECTION TWESTERN HOTELS 82 53
(15 ITEMS) THAI HOTELS 101 6.7
TRAINING WESTERN HOTELS 82 X
(28 ITEMS) THAI HOTELS 101 3.6
GUEST CONTACT COMPETENCY WESTERN HOTELS 82 58
| (14 ITEMS) 101 72

TOTAL

183




81

The number of cases per variable in the training section in both the Western hotel sample and in
the Thai hotel sample was insufficient according to the guidelines of Tabachnik and Fidell (1989).
In the section of hotel competency in service quality, there was also an insufficient number of
cases per variable in the Western hotel sample. However, these numbers were regarded as
acceptable in light of the difficulties experienced during the data collection and because of the

exploratory nature of the study.

In terms of the Structural Equation Model, the guest sample size satisfied Hair et. al.’s (1995)
requirement for a range of 100 and 200. For the total staff sample size, 183 staff was in this
range. Upon division into the Western hotel sample group and the Thai hotel sample group, the.
number of Thai hotel sample reached the requirement (101 staff) while the number in the Western
 hotel sample was insufficient but close to the minimum requirement of 100. ‘A final evaluation of
the sample size will depend on the final variable and group size choices. The correlation matrices

of the variables will be analyzed and the results presented in subsequent chapters. -

Two statistical packages were used for data input and analysis, namely the Statistical Package for
Social Sciences (SPSS) for windows Release 2000 and the Analysis of Moment Structures
' (Amos) attached to the SPSS package for visualizing Structural Equation Modeling (SEM). Data
spreadsheets were created in SPSS. There were two files: one guest file for the guest satisfaction
survey and one staff file aggregating the data from the two questionnaires (the Quality orientation
questionnaire and the guest contact competency questionnaire). The guest file recorded 1,339 -
cases with a dummy variable called “hotel zone” to divide the data into Western hotels and Thai
hotels (Coding 1 for Western hotels and 2 for Thai hotels). The staff files recorded 138 cases
with a dummy variable called “hotel zone” to divide the data from the Western hotels and the
Thai hotels (Coding 1 for Western hotels and 2 for Thai hotels). The stored data were subjected

to final screening for completeness, consistency and accuracy.

Univariate descriptive statistics were inspected for accuracy of input:

a) The range of each variable was checked for out-of-range values.

b) Frequency counts were performed
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c¢) The distribution of each variable was analyzed to detect irregular answers, outliers, and

cases with extreme values

d) The means and standard deviations were computed.

To assess normality of the distribution, the skewness of each factor in each questionnaire was

computed. The results of the above analysis are presented in the next chapter.

4.8 SUMMARY

This chapter has presented the methods used in the research, including the development,
reliability and validity of the instruments, the piiot tests, data collection and the data analysis
process. The research instruments were pre-tested twice, once 'in an Australian hotel and the
other in a Thai hotel. The instruments consisted of two staff questionnaires and one guest
questionnaire. The instruments for the hotel frontline staff measured their percepiion of staff
selection, training and guest-orientation quality as well as their self-assessment in guest contact
competency. For the hotel guests, the instrument assessed their satisfaction with guest contact
competency of the frontline staff. These instruments were shown to be reliable and valid after the

two pilot tests.

The data collection section included a discussion of the sample used, the survey procedure, the
response rate, the useable sample and problems encountered in collecting data. In the data
analysis section, the statistical techniques used in data analysis were examined for the minimum
sample size requirements and its purpose of uses for this study. This section also included how to
organize the data and to check the errors. The results of the data analysis via these statistical

techniques will be discussed in the chapters five and six.
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CHAPTER §

PRELIMINARY ANALYSIS

INTRODUCTION

The following are the objectives of this chapter:

1)

2)

3)

4)

To describe the variables measured in the study. Since the guest and staff data files
‘contain two separate components of measurement for the purpose of 'testing all the
hypotheses in Chapter three, thé preliminary descriptive analysis of the variables
associated with each of these two components are presented.® The individuai
descriptors of the twc components are: hotel frontline staff and guest

sociodemographic characteristics.

To present the results of the descriptive analysis of the guest contact competency

 questionnaire with respect to the “most” and “least” ratings, whereby each staff

member ranks which skill is most and least typical. This comparison of guest
relatidn‘s skills of hotel staff in Western and Thai hotels is consistent with aim five

in Chapter one.

To assess the normality of the distribution for each variable in the study model for

the methodological validity.

To test if there are significant differences between the two Thai hotels and between
the American hotel and the Australian hotel, as well as between the sample in the
Western hotels and the sample in the Thai hotels. The findings of the tests will
confirm the validity of grouping the Western hotels and the Thai hotels, with a view
to testing the significant differences of the frontline staff perceptions in hypothesis

three in Chapter three.
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5) To find if there are significant differences in guest assessments of the staff in the
three departments: front office, housekeeping and food & beverage. The findings

will test hypothesis four in Chapter three.

6) To identify groupings of TQM staff selection, TQM training, self-commitment in
service quality, hotel competency in service quality, guest contact competency and
guest satisfaction. These groupings will be used for the Structural Equation Model
(SEM) in testing the existence of relationships between TQM staff selection, TQM
training and guest satisfaction (hypotheses. one, two and five and aim seven), as

well as finding out the factors that affect the relationship (aim eight).

The descriptive analysis of the hotel frontline staff sociodemographic characteristics will
precede the comparable descriptive analysis of the guests’ sociodemographic

characteristics. The sequence is based upon the study model in Chapter three.
52 DESCRIPTIVE ANALYSIS OF THE INDIVIDUAL VARIABLES: STAFF

For the staff descriptors, the analysis focussed on length of employment in the hotel and
experience in the hotel industry as shown in Table 5.1 (p.85). These two descriptors of the
- staff were the main factors in explaining the guest contact competency and perceptions of
the staff in hotel operations, and in particular staff selection, training and guest-orientation

quality in the findings and discussion in the final chapter.

According to Table 5.1 (p.85), it is noticeable that the staff in the Thai hotels remained with
the hotels longer than their colleagues in Australian and American hotels. For the Thai
hotels, most of the staff (42.6%) have worked for the hotels around one to three years while
in the Australian hotel, the staff (38.9%) have worked for the hotel for only four months to
one year. When comparing each department in turn, the Thai staff also exhibited the
greatest longevity, except in the case of the housekeeping department where the American
housekeeping staff stayed longest. Similarly, Thai staff were the most experienced in the
hotel industry (for five to ten years = 31.7 %). Most of the Australian staff and the
American staff had experience in the hotel industry for ohly 1 to 3 years (35.2% for
Australian staff and 29.6% for thé American staff). When examining each department,
most of the Thai staff were also more experienced in working for the hotel industry than

most of their colleagues in the Australian and American hotels.



TABLE 5.1 SOCIODEMOGRAPHIC CHARACTERISTICS OF THE
FRONTLINE STAFF IN THE THREE DEPARTMENTS OF THE
SAMPLE HOTELS IN THE THREE COUNTRIES

CHARACTERISTICS ‘ AUSTRALIAN | AMERICAN THAI
OF HOTEL FRONTLINE STAFF HOTEL HOTEL HOTELS
N % N % N %
LENGTH OF WORK IN THE HOTEL.:
+ * FRONT OFFICE STAFF
1) <4 MONTHS 4 28.6 3 429 1 5.0
2) 4 MONTHS -1 YEAR 7 50.0 2 28.6 2 10.0
3) >1YEAR-3 YEARS 2 14.3 2 28.6 11 55.0
4) >3 YEARS -5 YEARS - - - - 6 30.0
5) >5 YEARS -10 YEARS UP 1 7.1 - - - -
TOTAL 14 100 100 20 100
¢  HOUSEKEEPING STAFF
1) <4 MONTHS 10 41.7 1 9.1 1 2.5
2) 4 MONTHS -1 YEAR 7 29.2 2 1822 4 10.0
3) >1YEAR-3 YEARS 7 29.2 1 9.1 18 450
4) >3 YEARS -5 YEARS - 3 27.3 8 20.0
5) >5YEARS-10 YEARS UP - - 4 36.4 9 22.5
TOTAL 24 100 11 100 40 100
e FOOD & BEVERAGE STAFF '
1) <4 MONTHS 3 18.8 5 55.6 2 49
2) 4MONTHS -1 YEAR 7 438 - - 5 12.2
3) >1YEAR-3 YEARS 6 375 3 333 14 34.1
4) >3 YEARS -5 YEARS - - - - 14 34.1
5) >S5 YEARS-10 YEARS UP - - 1 111 6 14.6
_ TOTAL 16 100 9 100 41 100
EXPERIENCE IN THE HOTEL INDUSTRY:
*  FRONT OFFICE STAFF
1) <4 MONTHS 1 7.1 1 14.3 - -
2) 4 MONTHS -1 YEAR 3 214 - - 1 5.0
3) >1YEAR-3YEARS 4 28.6 4 571 11 55.0
4) >3 YEARS -5 YEARS 3 214 1 14.3 3 15.0
S) >S5 YEARS -10 YEARS UP 3 214 1. 143 5 25.0
TOTAL 14 100 7 100 20 100
*  HOUSEKEEPING STAFF
1) <4 MONTHS 5 20.8 1 9.1 1 2.5
2) 4 MONTHS -1 YEAR 7 29.2 - - 2 5.0
3) >1YEAR-3 YEARS 9 37.5 1 9.1 7 17.5
4) >3 YEARS -5 YEARS 1 4.2 4 36.4 11 27.5
S) >5YEARS -10 YEARS UP 2 8.4 5 45.5 19 475
TOTAL 24 100 11 100 40 100
* FOOD & BEVERAGE STAFF
1) <4 MONTHS 2 12.5 3 333 1 2.4
2) 4 MONTHS -1 YEAR 2 12.5 - - 1 2.4
3) >1YEAR-3 YEARS 6 375 3 333 12 29.3
4) >3 YEARS -5 YEARS 5 31.3 1 11.1 14 34.1
5) >S5 YEARS-10 YEARS UP 1 6.3 2 222 13 31.7
TOTAL 16 100 9 100 41 100




86

53  DESCRIPTIVE ANALYSIS OF THE INDIVIDUAL VARIABLES: GUESTS

An examination of the characteristics of the guests in each country was made on the basis of
gender, age, country of origin, length of stay and main purpose of visit as exhibited in Table
5.2 (p-87). ' To prove hypothesis three in Chapter three, these descriptors were main
factors in explaining the comparative differences of guest satisfaction in service quality

between the Western hotels and the Thai hotels.

As is evident in Table 5.2 (p.87), the majority of the guests in the Thai and Australian
hotels are male (THAI =73.9%, AUSTRALIA = 52.7%). To the contrary, the percentage of
female guests in the case of the American hotel (50.8%) is slightly higher than the
- percentage of male guests (49.2%). For age, the majority of guests in the Australian and
American hotels was in the range 36-45 (AUSTRALIAN HOTEL= 31.5%, AMERICAN
HOTEL = 37.3%) while the guests in the Thai hotels were younger in the range of 26-35
(31.2%). When totaling the percentages of the guests in the age ranges of 26-35 and 36-45
in all the hotels in the three countries, they are distinctively higher than the other age ranges
(29% + 31.5% = 60.5%). This indicates that the age range of the people who are likely to
stay in the 4-5 star hotels in Australia, Thailand and the USA., falls between 26-45.

For the descriptor “length of stay”, the majority of the guests in the three hotels
(AUSTRALIAN HOTEL.= 83.6 %, THAI HOTELS = 67.1 %, AMERICAN HOTEL =
- 86.1 %) stayed in the hotels for two to four days. The percentage of guesfs who stayed
longer than one week or more in the Thai hotels (21.9 + 10.1 + 0.8 = 32.8 %) is much
higher than in the hotels in the other two countries (AUSTRALIAN HOTEL = 7.5 + 6.8 +
2.1 = 16.4 %, AMERICAN HOTEL = 13.1 + 0.8 = 13.9%).Qt is apparent that guests are

more likely to stay longer in the hotels in Thailand more than in Australia and the USA.

The majority of guests in the Australian hotel were Australians and New Zealanders
(72.2%). This is quite similar to the American hotel. The majority of the guests in the
American hotel (40.6%) were from the North America Continent (Canada, USA. and
Bahamas). On the other hand, the highest percentage of guests in the Thai hotels (32.5%)
was European. If grouped into main market segments, it can be seen that the Thai hotels
had a more multinafional market than the other two hotels. Since all of the hotels in the
study were city-centre hotels, the highest percentage of guests (45.7 %) visited the hotels for

business purposes.
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TABLE 5.2 SOCIODEMOGRAPHIC CHARACTERISTICS OF THE GUESTS IN
THE SAMPLE HOTELS IN THE THREE COUNTRIES

CHARACTERISTICS AUSTRALIAN | AMERICAN THAI
OF HOTEL GUESTS HOTEL HOTEL HOTELS
N % N % N %
GENDER:
6) MALE 78 52.7 62 49.2 173 73.9
7) FEMALE 70 47.3 64 50.8 61 26.1
AGE:
1) <18 4 2.7 - - 2 0.9
2) 18-25 ' 9 6.2 6 59 19 8.1
3) 26-35 41 28.1 26 25.5 73 31.2
4) 36-45 46 31.5 38 373 68 29.1
5) 46-55 _ 33 22.6 14 13.7 49 20.9
6) 56 -65 9 6.2 13 12.7 17 73
7) > 66 4 2.7 5 4.9 6 2.6
COUNTRY OF ORIGIN:
1) AUSTRALIA & 109 72.2 - - 13 54
NEW ZEALAND ' :
2) EUROPE 18 11.9 15 113 78 325
3) NORTH AMERICA 18 119 54 40.6 36 15.0
4) SOUTH AMERICA - - 5 3.8 1 0.4
5) JAPAN 2 1.3 - - 44 18.3
6) SOUTHEAST ASIA 1 0.7 - - 37 154
7) OTHER ASIAS - - - - 19 7.9
8) OTHERS 1 0.7 4 3.0 4 1.7
9) MISSING - 2 1.3 55 41.4 8 33
LENGTH OF HOTEL STAY:
1) 2-4 DAYS 122 83.6 105 86.1 159 67.1
2) 5S—-7DAYS 11 7.5 16 13.1 52 219
3) >1-4 WEEKS 10 6.8 1 0.8 24 10.1
4) >1 MONTH 3 2.1 - - 2 0.8
MAIN PURPOSE OF VISIT:
1) BUSINESS 34 24.1 63 56.8 120 53.8
2) PLEASURE 79 56.0 27 243 78 35.0
3) GROUP 1 0.7 7 6.3 9 4.0
4) CONFERENCE/MEETING 8 5.7 10 9.0 8 3.6

5) 2PURPOSES : 19 13.4 4 36 | 8 3.6
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All of the guest characteristics were similar in both the Western hotels and the Thaij hotels.
These similar characteristics were gender (male), age (around 26 — 45), ethnic background
(Westerners), length of stay in the hotels (two to four days) and main purpose of visit
(business travel). These key similar characteristics made the study, in the section of guest
satisfaction in service quality, more reliable since the samples in both groups had similar

characteristics.

54  DESCRIPTIVE ANALYSIS OF GUEST CONTACT COMPETENCY
QUESTIONNAIRE: MOST AND LEAST RATING

In one part of the guest contact competency questionnaire (Appendix A), there are “most

competent” and “least compétent” ratings after each of the four areas containing 3 — 4 items
~ of skills. The descriptive analysis results for these ratings are used to test hypothesis two in

finding the differences in guest contact competency of the staff between the Western hotels

and the Thai hotels. The results are summarized in Table 5.3 (p.89-90) for the overall staff

and in Table 5.4. (p. 91 - 92) for the staff in the three departments.

The first area of guest contact competency is a people focus based upon four skills: relating
to guests, convincing, communicating orally and team working. The most competent skill
in the people focus factor for all the hotel frontline staff in the three countries was team
working (Australian hotel = 55.6 %, Thai hotels = 71.3 % and American hotel = 64.3 %)
and the least competent skill in this case was convincing (Australian hotel = 64.8 %, Thai
hotels = 51.5 % and American hotel = 53.6 %). When examining.the staff in the three
departments, it can be clearly seen that the Thai staff were considered to be less competent
in communicating orally than their colleagues in the Western hotels. This may relate to

language barriers.

The second area of guest contact competency, information handling, consists of three skills:
fact finding, problem solving and specialist knowledge. In this area, most of the staff

in the Western hotels (AUSTRALIAN HOTEL = 38.9 %, AMERICAN HOTEL = 35.7%)
were weak in specialist knowledge whereas the majority of the staff in the Thai hotels
(62.4%) were strong in specialist knowledge. On the other hand, the staff in the Western
hotels were more competent in problem solving and fact finding skills than the Thai staff

when each department was compared.
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The third area of guest contact competency is dependability. There are three skills in this
area: quality orientation, organization and reliability. When comparing the most competent
- skills in this area, the percentages of the staff in the Western hotels (AUSTRALIAN
HOTEL = 24.1 %, AMERICAN HOTEL = 28.6 %) were higher in the quality orientation
skill than the percentage in the Thai hotels (11.9 %). In addition, the quality orientation

skill was the least competent skill for most of the Thai staff.

For the last area of guest contact competency, energy consists of four skills: guest focus,
resilient, results driven and using initiative. Resilient was the most competent skill for most
of the Thai staff (52.5 %) whereas the staff in the Western hotels felt weaker in this skill
(AUSTRALIAN HOTEL = 25.9 %, AMERICAN HOTEL = 42.9 %). When comparing the
least competent skills in this area, the majority of the Thai staff (60.4 %) were less
competent in using initiative than their colleagues in the Western hotels (AUSTRALIAN
HOTEL = 31.5 %, AMERICAN HOTEL = 46.4 %).

55 ASSESSMENT OF DISTRIBUTION NORMALITY

The assessment of distribution normality was made to meet the requirement of using
structural equation modeling (Kline, 1998) that assumes multivariate normality. A test of
normality for each dimension in the study model was produced through the assessment of
the data skewedness and kurtosis. Malhotra, Hall, Shaw and Crisp (1996) defined
skewedness as the tendency of the deviations from the mean to be larger in one direction
than in the other. It may be tHought of as the tendency for one tail of the distribution to be
heavier than the other (p. 409). Kurtosis is definited as a measure of the relative peakedness
or flatness of the curve defined by the frequeﬁcy distributioh (p-409). According to Garson
(2001), skew and kurtosis should be within the +2 to —2 range when the data are normally

distributed. Negative skew is left-leaning while positive skew is right-leaning.

Table 5.5 (p.94) demonstrates the assessment.results of the distribution normality for the
means of each dimension in the study model. Since there are so many variables in each
dimension, using the mean of each dimension was considered a convenient and appropriate
method for this assessment. Most of the skewedness and kurtosis results were in the
acceptable range of —2 to +2 as required by Garson (2001), except for the kurtosis results of

guest satisfaction in all the hotels and in the Western hotels.
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Since some data were not normally distributed, the question was posed as to the need for

data transformation. As a rule, when outliers have been sampled from a target population,

thg@l?}&lﬂd be transformed into z scores to reduce the outliers influence and to

—

change the shape of the data distribution to be more nearly normal. Transformation is
undertaken when the distribution is skewed and the mean is not a good indicator for the
central tendency of the scores in the distribution. According to Tabachnik and Fidell (1989,
p. 84), when some data are skewed and others are.not, or data are skewed very differently,
transformation can -substantially improve the results of analysis. They recommend using a

log transformation if the distribution differs substantially from normal.

Although data transformation was suggested as a remedy for outliers and for failures of

normality, it is not universally recommended. This is because an analysis is interpreted

.. from the data, and transformed data are harder to interpret. For instance, the logarithm of

scores may not be as easily interpreted as the raw scores. The degree of difficulty in
interpreting the results depends also on the scale in which the data are measured. If the
scale is meaningful, transformation often hinders interpretation of the data. Furthermore, if
all the data are skewed to about the same moderate extent, improvement of analysis is only
marginal. Moreover, if the population from which the sample has been drawn produces
some skewed data, transforming them in the sample will interfere with their inter-
correlations in multivariate analysis, and hence change the final interpretation of results.
Therefore, although transformation has to be considered in all situations, because it may
have improved the analysis and reduced the influence of outliers, it s_h_quld not be_pe_rfo_r_med

outcome of the anal_ysis.

automatically as it may influence the

The fact that it is almost impossible to find data that are exactly normally distributed
(Norusis, 1993) and it is sufficient that the majority of the data are approximately normally
distributed, the interpretation of the final results based on the interpretation of the real data
made the outcomes of the study more reliable and valid. Hence _the-parametric T-test of
WS sclcctcd.&chcrthcless, to solve the norrnalrdisrtrributioﬁ p'roblem,
avnq_n_-p;aggn}ctx_ig&gx_l;mgé'ij Test was also used in this study. The results of the
Mann-Whitney U test will be discussed first and followed by the results of the T-test in the

next section.
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5.6 THE MANN-WHITNEY U TEST RESULTS

According to Hypotheses three and four, the significant differences in all the dimensions
of the study models between the Western hotels and the Thai hotels had to be tested. In this
study, the Mann-Whitney U Tests were used to find out if the Australian hotel and the
American hotel were from the same population (the Western hotels) and the two Thai hotels
were from the same population (the Thai hotels). It was also appropriate to use the Mann-
Whitney U Tests to compare the criterion variables for two independent samples. When
grouping the hotels in the study to the Western hotels and the Thai hotels, the Mann-
Whitney U Tests also produced the comparison results of all the criterion variables of each
dimension in the study model between the Western hotels and the Thai hotels. The
summary of the results of the Mann-Whitney U Test is shown in Table 5.6. (p.97) and the

details of the comparison results are shown in Table 5.7 — 5.11 in Appendix 5.

The Mann-Whitney U Test is one of the most powerful non-parametric tests and a most
‘useful alternative to the parametric T-test. This test avoids the T-test assumptions by not

interval scale; an ordinal scale is sufficient. Since some of the data in this study were
skewed and the majority was not, the Mann-Whitney U test was selected to test the
significant differences in more _d;tail with each variable in the dimension while the T-test in
the next section was used to test the significant differences in the general in the form of the

grand means to confirm the results of the Mann-Whitney U test.

A_(i(_:?_rgi‘rig _t_o“IableWS.ﬁ_ (9.97), when comparing the total number of the significant
differences by the Mann-Whitney U Test, the number of the significant differences between
the Western hotels and the Thai hotels was 51 of 104 (49%), more than the number of the
significant differences between the Australian hotel and the American hotel (22 of 104 =
21.1%), as well as a larger number of significant differences between the two Thai hotels
(40 of 104 = 38.5 %). Therefore, the grouping into the Western hotels and the Thai hotels

was statistically accepted by the Mann-Whitney U Test results.



97

1s

POt -

oy

1412

(44

14114

TVIOL

¢

0¢

02

02

ALI'TVNO d0IAYAS
NI NOLLOVASILYS LS4NO

S

14!

149

14"

ADNHIAdINOD
JOVINOD 189ND

S

61

61

61

ALI'TVNO JOIA YIS
NI AONHLIdNOD THLOH

£

8

[4

8

8

ALI'TVNO dDIAYES
OL INFWLINWOD-4TdS

4!

8¢

91

8¢

£

8¢

DONINIVI.L WO.L

9

St

[4

St

I

ST

NOLLOFTES J4V.IS WOL

JId'OISd0O N

J1d OIS A0 N SINHITAO N SWALIAON | dId "OISJO N SINHLI 40 N
STALOH IVHL ¢'TdLOH IVHL THLOH NVOIIHINV
% 1'THLOH IVHL ¥ TALOH NVI'TVHLSAV

NOISNHANWIA

® STHLOH NYILSIM

: SLINSTY LSHL AINLIHM-NNVIA HH.L
NOYI NOISNAWIA HOVA NI SHONTITAAIA INVIIIINDIS 40 SYIGINNN HHL JO NOSTIVAINOD  9°§ H'TIdV.L




98

5.7  THE T-TEST RESULTS

To ascertain if the results of the Mann-Whitney U Test were reliable, the T-test was used.
The T-test is a parametric test assuming a normal distribution. It is one of the most useful
parametric tests to test the hypothesis whether two independent groups come from the same
population. The T-test results identified significant differences between the two groups.

These differences are shown in Table 5.12 (p.99).

The significant differences between the Western hotels and the Thai hotels were noted in
the dimensions of guest satisfaction, guest contact competency and self-commitment to
service quality. For the other three dimensions, there were no differences found between
the Western hotels and the Thai hotels (see Table 5.12, p.99). Between the Australian hotel
and the American hotel, the significant differences were found in the dimension of guest
satisfaction and guest contact competency. The other four dimensions had similar means.
The two significant differences between the two Thai hotels were found in the dimensions
of guest contact competency and hotel competency in service quality. There were no

significant differences in the other four dimensions.

For the comparison of the number of the significant differences in Table 5.12 (p.99), it can
be seen clearly that there were more significant differences between the Western hotels and
the Thai hotels than between the Australian hotel and the American hotel and between the
two Thai hotels. Hence the results of the T-test were similar to the results of the Mann-
Whitney U Test and the grouping into the “Western” hotels and the “Thai” hotels” was
taken to the next analysis stage. The findings of the Mann-Whitney U Test and the T-test
results testing hypotheses three and four are that there are significant differences between
the Western hotels and the Thai hotels both in the frontline staff sample and the guest

sample.

After finding significant differences between the Western hotels and the Thai hotels, the
next step is to assess the significance of differences in the three departments (front office,

housekeeping and food & beverage) by the one-way ANOVA.



99

" 10070 > dews 100> des S0°0> dx

*xxCIV'S 16¢°1- +8366°1 ALI'TVNO FDIAYES

: NI NOILOVASILVS LS3NO

*%x909°C xxxPOL'C »xx0ETY ADNALAINOOD

: JOVINOD LSHND

8S8°0- *£t9°C" y£9°0- ALI'TVNO dDIAYES

NI AONHILHIdNOD Td.LOH

*1€C'T <pe'l- ssT'o ALI'TVNO dDIAYES

. . OL INFA.LININOD-d1dS

LOT 0 L1S0- 6£S°0 ONINIVYI.L WOL

LIS0 885°0- 68’1 NOILLDTTIFS JIV.IS NOL
dNTVA-L ANTVA-L AATVA-L

ST410H IVHL T4LOH NVOIIdAVY
¥ STALOH NYA.LSIMm Z THLOH IVHL % T THLOH IVHL % T4.LOH NVITVILSNV NOISNANIA
(SASVO

LSANO 67 ANV dIVIS 1S = 7 TALOH IVHL ANV SHSVD ISAND €€ ANV AIVLS 0S = T THLOH IVHL ‘SASVD LSAND 6€¢€
ANV JAVLS 87 = TALOH NVORIAY ‘SASYD LSAND 87€ ANV JAVIS ¥S = TALOH NVITVILSNY)
STITVNNOLLSANO ATIHL FHL NI STALOH NFIMLIAF SLTINSTY LSHL-L HHL 40 NOSTIVAINOD  TI'Ss H'T4dV.L




100

58  THE ONE-WAY ANOVA RESULTS

In order to test hypothesis four in finding if there were significant differences in guest
satisfaction assessment of the frontline staff performance in the three departments in the
Western hotels and in the Thai hotels, a one-way ANOVA was used to examine the
significant differences among means for the three groups of guests assessing the frontline
staff in the three departments: front office, housekeeping and food & beverage. In addition,
the assessment of the significant differences among means in each dimension of the model
for the frontline staff in the three departments was made through the use of one-way
ANOVA to test hypothesis three, to find out if there are significant differences in frontline
staff perceptions of TQM staff selection, TQM training and guest-orientation quality.

According to Zikmund (1997, p.597), Analysis of Variance (ANOVA) is an analysis of the
effects of one treatment variable on an interval-scaled or ratio-scaled dependent variable; a
technique to determine if statistically significant differences of means occur between two or
more groups. When the means of more than two groups or populations are to be compared,
one-way ANOVA is the appropriate statistical tool. This bivariate statistical technique is
referred to as “one-way” because there is only one independent variable for assessing the
significant mean differences of more than two groups at each time. The key statistic in
ANOVA is the F-test of difference of group means, testing if the means of the groups
formed by values of the independent variable or combinations of values for multiple
independent variables (as in this study) are different enough not to have occurred by chance.
The results of the F-test in ANOVA are presented in summary in Table 5.13 (p. 101) and
the details of the results are shown in Tables 5.14 — 5.18 in Appendix 6.

From the results of the one-way ANOVA, it is clearly seen that the number of the
significant differences between the three groups based on the three departments in all the
hotels in the study was fairly high (51 out of 104 = 49%), as well as in the Western hotels
(22 out of 104 = 21.1 %) and in the Thai hotels (22 out of 104 = 21.1 %). These results test
hypotheses three and four and show that there are significant differences between the
Western hotels and the Thai hotels in guest satisfaction assessment of the frontline staff
performances in the three departments and in the perceptions of frontline staff in the three

departments concerning TQM staff selection, TQM training and guest-orientation quality.
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TABLE 5.13 COMPARISON OF THE NUMBERS OF SIGNIFICANT DIFFERENCES IN
EACH DIMENSION BETWEEN THE THREE GROUPS BASED ON THE
THREE DEPARTMENTS FROM THE ANOVA TEST RESULTS

THAI HOTELS

DIMENSION ALL HOTELS WESTERN HOTELS
N OF N OF N OF N OF N OF N OF SIG.
ITEMS SIG.DIF | ITEMS | SIG.DIF ITEMS DIF
TQM STAFF 15 7 15 2 15 2
SELECTION
TQM TRAINING 28 12 28 4 28 2
SELF-
COMMITMENT TO 8 1 8 1 8 -
SERVICE QUALITY
HOTEL
COMPETENCY IN 19 4 19 3 19 2
SERVICE QUALITY
GUEST CONTACT
COMPETENCY 14 7 14 1 14 3
GUEST .
SATISFACTION IN 20 20 20 11 20 17
SERVICE QUALITY
TOTAL 104 51 104 22 104 22

All the identified differences between the Western hotels and the Thai hotels were taken to

the next process of a Principal Components Analysis.
59  PRINCIPAL COMPONENTS ANALYSIS

Principal Components Analysis was used to reduce the analyzed variables to a smaller
number of variables for the sake of creating a set of common underlying factors in each
dimension of the study model. This would be useful for modeling purposes in the SEM and
to compare and describe the key factors in the differences in each dimension between the
Western hotels and the Thai hotels.

There were two factor analysis techniques used in this study. The first one, the
confirmatory factor analysis technique was used in order to assess the degree to which the
data meet the expected structure developed prior to the analysis on a basis of theoretical
support or previous research. This technique is employed in the data that comprised the
guest-orientation quality and guest satisfaction dimensions. Secondly, an exploratory factor
analysis technique is used to find structure among a set of analyzed variables and to achieve
data reduction in the dimensions of TQM staff seléction and TQM training. For the factor

analysis data modes, Q-mode factor analysis was employed to analyze relationships among
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the variables and to identify groups of variables forming unobserved latent dimensions

(factors).

Principal Components Analysis (PCA) is a method of classification that derives dimensions
among a set of variables measuring the same population (using samples of the same size).
The result of the analysis is a new set of variables, which show a set of interrelated variable
relationships. PCA is recommended when the primary concern is to determine the
minimum number of factors that will account for maximum variance in the data for use in

subsequent multivariate analysis (Malhotra et. al., 1996).
In order to achieve the purposes in using the PCA, the following objectives were set:
1) To identify the structure of the relationships among a large number of variables

2) To reduce a large number of variables to a smaller number of factors for modeling
purposes in the SEM, where the large number of variables precludes modeling all

the measures individually

3) To select a subset of variables from a larger set, based on which original variables

have the highest correlations with the principal component factors.

4) To create a set of factors to be treated as uncorrelated variables as one approach to
handling multi-collinearity (a state of very high intercorrelations among independent

variables).

5) To validate an index by demonstrating that its constituent items load on the same
factor, and to drop the items which cross-load on more than one factor for the

purpose of identifying each key variable in each factor.

It is possible to compute as many principal components as there are variables, but no
parsimony is gained. Several procedures have been suggested for determining the number
of factors that should be used in the analysis (Malhotra et. al., 1996). These include a priori
determination and approaches based on eigenvalues, percentage of variance accounted for,

split-half reliability and significance tests.
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1) A priori determination

Because of prior knowledge based on the theoretical concepts being measured, the
researcher knows how many factors to expect and thus can specify the number of factors
to be extracted beforehand. The extraction of factors ceases when the desired number of
factors has been extracted. In this case, the data of the guest-orientation quality and
guest satisfaction dimensions have already been grouped according to the previous

mentioned research in Chapter four.
2) Determination based or eigenvalues

~In this approach, only factors with eigenvalues greater than 1.0 are retained; the other
factors are not included in the model. An eigenvalue represents the amount of variance
associated with the factor. Hence, only factors with a variance greater than 1.0 are

included. Factors with variance less than 1.0 are no better than a single variable.
3) Determination based on percentage of variance

In this approach, the number of factors extracted is determined so that the cumulative
percentage of variance extracted by the factors reaches a satisfactory level. It is
recommended that the factors extracted should account for at least 60 % of the variance

(Hair et. al., 1995).
4) Determination based on split-half reliability

The sample is split in half and factor analysis is performed on each half. Only factors
with high correspondence of factor loadings across the two subsamples are retained.
For.this study, the sample was grouped into Western hotels and Thai hotels. Splitting
the sample in half was considered a poor choice of method as it would be difficult to

justify which sample elements should be split.
5) Determination based on significant tests

It is possible to determine the statistical significance of the separate eigenvalues and

retain only those factors that are statistically significant. A drawback is that with large
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samples (size greater than 200), many factors are likely to be statistically significant,
although from a practical viewpoint, many of these factors account for only a small

proportion of the total variance.

The key statistics associated with factor analysis and used in the present study are as

follows:

* Bartlett’s test of sphericity is a test statistic used to examine the hypothesis that the
variables are uncorrelated in the population. In other words, the population
correlation matrix is an identity matrix; each variable correlates perfectly with itself
(r = 1) but has no correlation with the other variables (r =0). Tabachnik and Fidell
(1989) recommend to use this test when there are less than five cases per variable
and these are the cases in the staff sample of the Western hotels in the dimension of
hotel competency -in service quality and in both of the staff sample groups in the
Western hotels and in the Thai hotels for the dimension of TQM training. And it
should be noted that Bartlett’s test is sensitive to sample size and has a tendency to

give significant results with large samples even when correlations are very low.

* Correlation matrix is a lower triangle matrix showing the simple correlations (r)
between all possible pairs of variables included in the analysis. A visual inspection
of all the correlation matrices revealed a substantial number of statistically
significant correlations greater than 0.30 providing an adequate basis for factor

analysis, as the appropriate technique to be used in the study.
* Eigenvalue as explained in the above procedures.

* Factor loadings are simple correlations between the variables and the factors.
According to Dunteman (1989), common social science practice uses a minimum
cut-off of 0.30 or 0.35. Another rule-of-thumb terms loadings as “weak” if less than
0.40, “strong” if more than 0.60, and otherwise as “moderate”. However, for Likert
scales like this study, a 0.60 value is considered “high” and “significant”. This
translates to (0.6)° = 36 percent of the variance accounted for by the factor. Hair et.
al. (1995) suggested that loadings in excess of 0.63 (40 % of overlapping variance)

are very good and above 0.70 (50 % of overlapping variance) are excellent. High
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loadings of 0.80 and above are evaluated with caution, since the factor loadings have

substantially large standard errors.

* Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is an index used to
examine the appropriateness of factor analysis. KMO varies from 0 to 1.0 and KMO

overall is recommended to be 0.60 or higher to proceed with factor analysis (Garson,
2001).

* Percentage of variance as explained in the above procedures.

Although the initial .or unrotated factor matrix indicates the relationship between the factors
and individual variables, it seldom results in factors, which can be interpreted. The reason
is that the factors are correlated with so many variables. Hence, through rotation, the factor

matrix is transformed into a simpler one that is easier to interpret.

Rotation" was applied in an attempt to simplify the factor structures and to improve the
factor interpretation. Orthogonal rotation was chosen as the study objective in this chapter;
because the purpose is to reduce the number of variables to a smaller set of independent
factors, regardless of how meaningful the resulting factors might be. The varimax approach
was used to reach the maximum possible simplification of the factor matrices columns.
This was to maximize the variance of factor loadings across variables and make high
loadings higher and low ones lower for each factor. The objective is to achieve a clearer
separation of the factors and to identify the variables most representative of these factors

(with the highest loadings).

As a result of the orthogonal varimax rotation, the total amount of variance extracted in the
varimax rotated factor solutions is the same as the unrotated solutions. However, two major
differences are obvious: the variance is redistributed more evenly among factors so that the
factor loading patterns are different and the percentage of variance for each of the factors
differs. Significant loadings are found, and a clear number of factors are determinable. The
accepted level for considering a loading to be significant can be reduced due to the large
sample size and the number of variables analyzed (Hair et. al., 1995). However, the large |
number of factors extracted in all the samples creates a need to accept larger sizes of the

loadings to be considered significant on lesser loading factors.
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As a result of the orthogonal varimax factor rotation, many factors have been defined very
well by several variables, which loaded significantly on those factors. A rule of thumb
identifies that a factor should have at least three high, interpretable loadings (Garson, 2001).
In some instances, only two variables define one factor. When the two variables that loaded
highly on one factor are highly correlated with each other and relatively uncorrelated with
other variables, the factor is assessed as reliable. The variables that do not load very high
on factors and do not reach the accepted levels of explanation by other variables are
eliminated from the analysis. Thus, the final analysis focuses only on the factors that are

defined by several variables and with which interpretation is clear.

The analysis commenced with the total sample group to find the best model, which
comprises a reasonable number of factors with the most appropriate variables. After that
the model was tested in the Western hotel sample group and in the Thai hotel sample group

for reliability assessment and a model compatibility test.
5.9.1 PRINCIPAL COMPONENTS ANALYSIS OF TOM STAFF SELECTION

From 15 variables in the TQM staff selection dimension, the total frontline staff sample size
of 183 provided an adequate basis for the analysis with a 12-to-1 ratio of observations,
which fell within acceptable limits of having at least five times as many observations as
variables to analyze. The cases-per-variable ratios were also sufficient for the Western
hotel staff sample size of 82 (5.5 cases per variable) and the Thai hotel staff sample size of
101 (7 cases per variable). On the other hand, the cases-per-variable ratios were insufficient
when dividing the total staff sample, the Western hotel staff sample and the Thai hotel staff
sample into the three department sample groups: total front office staff = 3 cases per
variable, total housekeeping staff = 5 cases per variable, total food & beverage staff = 4
cases per variable, the front office staff of the Western hotels = 1 case per variable, the
housekeeping staff of the Western hotels = 2 cases per variable, the food & beverage staff
of the Western hotels = 2 cases per variable, the front office staff of the Thai hotels = 1 case
- per variable, the housekeeping staff of the Thai hotels = 3 cases per variable and the food &
beverage staff of the Thai hotels = 3 cases per variable. The sample deficiency of these
sample groups could increase the chances of “overfitting” the data, which was deriving
factor§ that were sample specific with little generalizability. For this reason, these sample

groups were not used in the Principal Components Analysis.
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Commencing with the total staff sample group, the unrotated factor solution extracted 5
factors from 15 variables. These 5 factors accounted for 61.6 % of the total variance, with
the first factor explaining 26.8 % (see Table 5.19, p.108). The orthogonal varimax rotated
factor matrix of 15 variables indicated that out of five factors extracted, three factors could
be retained. The final pattern of loadings, factor structure and factor interpretation are
shown in Table 5.20 (p.108). The final factors were the composite of variables with
significant factor loadings above 0.60. Reliability tests on the two first factors yielded
Cronbach Alpha coefficients above 0.75. For the remaining factor, Cronbach Alpha was
only 0.42. Although the alpha value was not high for this factor, it was still kept for further
analysis since it has significant theoretical implications in TQM staff selection concepts as
part of the TQM staff selection process. The results of these tests indicated that the 3-factor

solution for the 15 variables could be accepted.

Close inspection of Table 5.20 (p.108) reveals that the variables loaded significantly, and
were very well defined for the above 3 factors that accounted for 64.5 % of the total
variance with Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.800 and Bartlett
Test of Sphericity = 458.902 and significance = 0.000. These factors were kept for further
analysis. The variables that loaded on these factors were correlated with each other and
were relatively uncorrelated with other variables: r of factor 1 between 0.37 and 0.69, r of
factor 2 between 0.40 and 0.62. Only one factor was defined by two variables and these
variables were significantly correlated with each other (1-tailed sig. = 0.000 with r = 0.27).

This factor was also accepted as reliable.

For the six variables that were deleted, the factor loadings of five variables (staff turnover,
only human resources department ixi the staff selection process, position filling, selection
focus on attitude and staff joining in new staff selection process) were under 0.60 and lowly
correlated with other variables (r = 0.00 — 0.36). The remaining sixth variable (past
experience focus) had a negative factor loading. In Q-mode factor analysis like this study, a
negative loading does not have a clear meaning. One common approach is to consider all
cases with negative loadings as being in a cluster of their own. In this case, there was only
one negative factor loading variable and this variable did not correlate well with the other
variables. Therefore, this variable is eliminated from the analysis as well as the five low

factor loading variables.
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TABLE 5.19 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
- TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE
15 VARIABLES OF TQM STAFF SELECTION DIMENSION

Factor Eigenvalue % of variance Cumulative
%
1 4.014 26.759 26.759
2 1.862 12413 39.172
3 1.305 8.702 47.874
4 1.055 7.033 54.906
5 1.001 6.673 61.579
KMO = 0.778

BARTLETT'S TEST = 683.077 WITH SIGNIFICANCE = 0.000

TABLE 5.20 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE 15
VARIABLES OF TQM STAFF SELECTION DIMENSION

FACTOR 1 FACTOR FACTOR 2 FACTOR FACTOR 3 FACTOR
' : LOADING MANUAL LOADING PROCESS LOADING
COMMUNICATION
Hotel’s expectation Out of date JD and Guest-oriented
learning 0.814 job spec 0.841 staff selection 0.823
Own expectation Rushed or ignored Matching
reveal 0.791 JD and job spec 0.813 goals with the 0.760
hotel
Vague JD and job
Interpersonal skills 0.782 spec 0.675
Hotels and jobs ideas 0.613
Reliability
Cronbach Alpha 0.792 0.751 0.421
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The three factors with nine variables in Table 5.20 (p.108) were used for the analysis of the
Western hotel staff sample and the Thai hotel staff sample. The unrotated three-factor
solution for the nine variables accounted for 72.14 % of the total variance in the Western
hotels staff sample, with the first factor accounting for 44.98 % (see Table 5.21, p.110)
whereas the 3 factors accounted for 59.3 % of the total variance in the Thai hotels staff

sample, with the first factor explaining 32.5 % (see Table 5.21, p.110).

From Table 5.21 (p.110) for the Western hotels sample, the actual factor solution accounted
for 62.3% of the total variance with only two factors and for the Thai hotels sample in
Table 5.21 (p.110), the actual factor solution accounted for 70.4% of the total variance with
four factors. Due to the differences in the samples between the Western hotels and the Thai
hotels as determined by the T-test and Mann-Whitney U test, the factor modification into
three factors was acceptable in order to find the best model of the TQM staff selection
dimension that could match with both of the samples. The perfect model that could fit both
of the samples exactly was quite impossible. Additionally, the grouping of the variables in
the actual rotated factors was either not too crowded or only one variable in one factor.
Therefore, the three factors in the dimension. of TQM staff selection were appropriate to
keep for further analysis. The pattern of loadings, factor structures and factor
interpretations are shown in Table 5.22 (p.110) for the sample in the Western hotels and
Table 5.23 (p.110) for the sample in the Thai hotels.

These three factors for the sample of the Western hotels were very well defined by their
variable loadings, except “vague JD and job spec” that had moderate factor loading (0.59).
The variables that loaded on the 3 factors were better correlated with each other and were
relatively uncorrelated with other variables: r of factor 1 between 0.40 and 0.73, r of factor 2
between 0.48 and 0.72 and r of factor 3 = 0.49. Reliability tests of each of the 3 factors
showed Alpha Cronbach between 0.66 and 0.84 indicating that the 3-factor solution for the

Western hotel sample was highly reliable.

From Table 5.23 (p.110), the variables in the three factors for the sample in the Thai hotels
were significantly correlated with each other: r of factor 1 between 0.27 and 0.67 (1-tailed
sig. = 0.000 — 0.003), r of factor 2 between 0.21 and 0.50 (1-tailéd sig. = 0.000 — 0.001) and
r of factor 3 = 0.17 (1-tailed sig. = 0.040). The reliability Alpha of the first two factors was
above 0.60, except for factor 3 (only 0.30). The reason for keeping this factor is the same as

the total sample with this factor, the variable has strong theoretical reasons to be included.
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TABLE 5.21 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
FRONTLINE STAFF SAMPLE OF THE WESTERN AND THE THAI
HOTELS FOR THE 9 VARIABLES OF TQM STAFF SELECTION

DIMENSION
STAFF SAMPLE STAFF SAMPLE
IN THE WESTERN HOTELS IN THE THAI HOTELS
Factor | Eigenvalue % of Cumulative Factor Eigenvalue % of | Cumulative
variance % variance %

1 4.049 44.984 44.984 1 2.930 32.554 32.554
2 1.560 17.333 62.318 2 1.245 13.835 46.389

3 1.164 12.929 59.318

4 1.005 11.163 70.480

KMO = 0.750 KMO = 0.724

BARTLETT'S TEST = 323.231
WITH SIGNIFICANCE = 0.000

BARTLETT'S TEST = 192.384
WITH SIGNIFICANCE = 0.000

TABLE 5.22 RESULTS OF VARIMAX ROTATED FACT OR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE WESTERN HOTELS FOR
THE 9 VARIABLES OF TQM STAFF SELECTION DIMENSION

FACTOR 1 FACTOR FACTOR 2 FACTOR FACTOR 3 FACTOR
COMMUNICATION | LOADING MANUAL LOADING PROCESS LOADING
Own expectation Rushed or ignored Guest-oriented
reveal 0.850 JD and job spec 0.905 staff selection 0.854
Hotel’s expectation Out of date JD and Matching
learning 0.831 job spec 0.820 goals with the 0.844

hotel
Vague JD and
Interpersonal skills 0.685 job spec 0.587
Hotels and jobs ideas 0.667
Reliability _
Cronbach Alpha 0.810 0.836 0.656

TABLE 5.23 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE THAI HOTELS FOR THE
9 VARIABLES OF TQM STAFF SELECTION DIMENSION

FACTOR 1 FACTOR FACTOR 2 FACTOR FACTOR 3 FACTOR
LOADING MANUAL LOADING PROCESS | LOADING

COMMUNICATION

Hotel’s expectation Out of date JD and Guest-oriented

learning 0.832 job spec 0.818 staff selection 0.786
Rushed or ignored Matching

Interpersonal skills 0.783 JD and job spec 0.756 goals with the 0.730

hotel

Vague JD and job

Own expectation 0.780 spec 0.569

reveal

Hotels and jobs ideas 0.621

Reliability

Cronbach Alpha 0.774 0.607 0.295
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In the final result, the three-factor solution with the nine variables was accepted. The three

factors kept for further analysis were:

Factor 1 communication reflects the communication between the hotels and their applicants
about the expectations of the two sides and ideas about the hotels and hotel jobs. There are
4 variables in this factor: hotel’s expectation learning, own expectation reveal, interpersonal

skills and hotel and jobs ideas.

Factor 2 manual consists of 3 variables that reflect the cues associated with the staff
selection manual: out of date JD and job spec, rushed or ignored JD and job spec and vague

JD and job spec.

Factor 3 process describes the staff selection processes of the hotels in TQM. This factor

consists of 2 variables: guest-oriented staff selection and matching goals with the hotel.

Presented below is a comparison of TQM staff selection dimension in the staff samples

between the Western hotels and the Thai hotels.

5.9.1.1 Comparison of TQM staff selection dimension identified in the staff samples

between the Western hotels and the Thai hotels

Comparing the dimension of TQM staff selection in the frontline staff samples between the
Western hotels and the Thai hotels is demonstrated in Table 5.22 and Table 5.23 (p.110).
The two tables (p.110) identify that both the staff samples in the Western hotels and in the
Thai hotels shared the same three factors in the same sequence. In particular, factor 3 had
exactly the same sequence of two variables. The differences found were the rank orders of
the variables in factor 1 and factor 2.  For the staff in the Western hotels, “own expectation
reveal” came first, followed by “hotel’s expectation learning” and “interpersonal skills”
whereas the staff in the Thai hotels ranked “hotel’s expectation learning” as first, and
“interpersonal skills” as second; and “own expectation reveal” as third. This can be
explained in the light of cultural differences. Most Westerners believe in “individualism”
and give importance to self-awareness. Hence, staff in the Western hotels preferred their
TQM staff selection in the aspect that they can reveal themselves and their own
expectations in working with the hotels, before learning the hotels’ expectations of them,

and testing their interpersonal skills later. Most Thai people are taught to be submissive,
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particularly to the elderly and higher rank people. Therefore, the staff in the Thai hotels
viewed the TQM staff selection to mean they should learn the hotels’ expectations from
them first, and let the hotels test their interpersonal skills before they can reveal themselves
and their expectations to the hotels. Factor 2 reflected the views of the hotel staff in the
staff selection manual. The staff in the Western hotels thought that “rushed or ignored JD
and job spec” were most frequently occurring situation in the hotels whereas “out of date JD

and job spec” was in the view of the Thai staff.

In the following section, the views of the frontline staff sample in all the hotels, the Western

hotels and in the Thai hotels about TQM training are presented.

5.9.2 PRINCIPAL COMPONENTS ANALYSIS OF TOM TRAINING

The analysis concentrated on the 28 variables and the unrotated factor solution extracted 8
factors, which accounted for 61.5 % of the tota! variance, with the first factor explaining
19.3 % (see the below Table 5.24).

TABLE 5.24 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE
28 VARIABLES OF TQM TRAINING DIMENSION

Factor Eigenvalue % of variance Cumulative
%
1 5417 19.345 19.345
2 3.931 14.040 33.385
3 1.715 6.123 39.509
4 1.429 5.104 44.612
5 1.324 4.727 49.339
6 . 1.278 4.565 53.904
7 1.118 3.993 57.897
8 1.015 3.626 61.523
KMO = 0.795

BARTLETT'S TEST = 1615.646 WITH SIGNIFICANCE = 0.000

With the orthogonal varimax rotated factor matrix of 28 variables, an inspection of the
variables loading significantly on the 8 factors shows that 2 factors (factor 1 and factor 2)
were well defined by several variables. Reliability tests on these 2 factors yielded Cronbach
Alpha coefficients for factor 1 = 0.80 and for factor 2 = 0.72. These factors were kept for
further analysis. Three factors (factor 3 — 5) were defined by two variables each. The
variables that loaded on these factors were correlated with each other and were relatively

uncorrelated with other variables: factor 3 (r = 0.44 with Cronbach Alpha coefficients =
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0.61), factor 4 (r = 0.46 with Cronbach Alpha coefficients = 0.62) and factor 5 (r = 0.42
with Cronbach Alpha coefficients = 0.59). These factors were assessed as reliable, except
for factor 5. Therefore, this fifth factor was eliminated. The other 3 factors (factor 6 - 8)
were only defined by one variable each, and these variables did not correlate well with the
other variables (r = 0.04 — 0.39), therefore the 3 factors were eliminated. The 4-factor
solution with 12 variables was kept for further analysis. The pattern of loadings, factor

structure and factor interpretation are shown in Table 5.25.

TABLE 5.25 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE 28
VARIABLES OF TQM TRAINING DIMENSION

FACTOR 1 Factor FACTOR 2 Factor FACTOR 3 Factor FACTOR 4 Factor
DESIGN Loading COMMITMENT Loading NEEDS Loading RESULT Loadin
Helping Solve | 0.843 Training costs | 0.807 Filling new | 0.832 Guest 0.907
problems and and benefits positions relations

improve work skills

processes

Opportunities 0.836 Expense, not 0.759 Something | 0.807 Managers’ 0.740
in training long-term wrong satisfaction

investment in staff guest
relations
skills

Seminars and 0.751 Taking off 0.711

meetings about direct guest

quality service

Only on-the- 0.687 Single event, 0.633

job training not process

Reliability 0.805 0.718 0.611 0.625
Cronbach

Alpha

FACTOR 5 | Factor FACTOR 6 | Factor FACTOR 7 | Factor FACTOR 8 | Factor
ACTION | Loading | NEW STAFF | Loading JOB Loading | EMPLOY Loading

Frontline staff | 0.840 New staff 0.781 Doing jobs -0.561 More 0.769 ‘
training coaching better employable
Management’s | 0.632

actions in

ining

Reliability | 0.594

Cronbach
Alpha

Consequently, the 4-factor solution with 12 variables in the dimension of TQM training was

accepted for further analysis. These 4 factors were:

Factor 1 design reflects the cues that explain TQM training design. The variables in this
factor are: helping solve problems and improve work processes, opportunities in training,

seminars and meetings about quality, and only on-the-job training.
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Factor 2 commitment describes the commitment in training. There are 4 variables in this
factor: training costs and benefits, expense, not long-term investment, taking off direct guest

service and single event, not process.

Factor 3 needs consists of the variables that reflect how the hotels find and assess their

training needs. These 2 variables are: filling new position and something wrong.

Factor 4 result reflects the results of the training in guest relations skills. The variables in

this factor are: guest relations skills and managers’ satisfaction in staff guest relations skills.

The 4 factors with 12 variables were taken for further analysis in the frontline staff samples
of the Western hotels and the Thai hotels. For the sample in the Western hotels, the
unrotated factor solution accounted for 69.5% of the total variance, with the first factor
accounting for 23.5% (see Table 5.26). Although the last factor had an eigenvalue of only
0.876, the 4-factor model for the Western hotel sample was still acceptable since it was the
best model in the analysis to match the total sample and the Thai hotel sample. The
unrotated factor solution for the sample in the Thai hotels accounted for 64 % of the total

variance, with the first factor explaining 28.2% (see Table 5.26).

TABLE 5.26 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
FRONTLINE STAFF SAMPLE OF THE WESTERN AND THE THAI
HOTELS FOR THE 12 VARIABLES OF TQM TRAINING

DIMENSION -
STAFF SAMPLE STAFF SAMPLE
IN THE WESTERN HOTELS ' IN THE THAI HOTELS
Factor | Eigenvalue | % of Cumulative Factor Eigenvalue % of | Cumulative
| variance % variance %
1 3.193 26.609 76.600 1 3.382 .28.184 28.184
2 2.831 23.590 50.199 2 . - 1.826 15.217 43.401
3 1.436 11.965 62.164 3 1.456 » 12.134 | 55.535
7 0.876 7299 | 69.463 7 1025 8541 | 64075
KMO = 0.713 KMO = 0.696
BARTLETT'S TEST = 329.719 BARTLETT'S TEST = 301.890
WITH SIGNIFICANCE = 0.000 WITH SIGNIFICANCE = 0.000

The orthogonal varimax rotated factor matrix of 12 variables for the Western hotel sample
is shown in Table 5.27 (p.116) with the pattern of loadings, factor structure and factor

interpretation. The 4 factors consist of variables with significant factor loadings above 0.60,
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except “guest relations skills” (factor loading = 0.58). The Alpha Cronbach reliability of
the factors was above 0.56 and indicated that the 4 factors could be accepted. For the Thaj
hotel sample, the orthogonal varimax rotated factor matrix demonstrated, with the pattern of

loadings, the factor structure and factor interpretation in Table 5.28 (p.116).

The majority of the variables loaded on the 4 factors were significant above 0.60. There
were two variables: “only on-the-job training” with factor loading = 0.47 and “taking off
direct guest service” with factor loading = 0.48. - Two variables, “single event, not process”
and “taking off direct guest service” loaded on 2 factors. The first had the factor loadings
in factor 2 = 0.50 and in factor 4 = -0.68 and the second one loaded on factor 2 = 0.60 and
factor 4 = 0.48. The negative loading of the first variable in factor 4 was deleted since it
was negative and had an unclear meaning on this factor and the loading in factor 2 was
accepted. For the second one, the loading in factor 2 was accepted and the loading in factor
4 was deleted since it had an unclear meaning on factor 4. One variable was also deleted
since it loaded on the wrong factor (“something wrong”). Reliability tests on each of the
factors indicated Cronbach Alpha coefficients above 0.54. This means that the 4-factor

solution could also be accepted.

5.9.2.1 Comparison of TQM training dimension identified in the staff samples between the

Western hotels and the Thai hotels

The TQM training dimensions identified in the frontline staff samples of the Western hotels
and the Thai hotels are compared by examining Table 5.27 and Table 5.28 (p.116).
According to the two tables (p.116), both of the samples in the Western hotels and the Thai
hotels shared two similar factors: factor 1 (design) and factor 2 (commitment). In the case
of factor 1, the Western hotels ranked opportunities in training as the first aspect and
helping solve problems and improve work processes as the last one. On the contrary, the
Thai hotels ranked helping solve problems and improve work processes as their first aspect
and opportunities in training as the second last. Their last aspect was only on-the-job
training. For factor 2, when both of the samples referred to commitment in training, the first
and the second aspects for the Thai samples were training costs and benefits and expense,
not long-term investment. For the Western samples, the first aspect was single event, not
‘processes. This might imply that the samples in Thai hotels indicated more concern about

the budgets invested in training whereas the samples in the Western hotels indicated more
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TABLE 5.27 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE WESTERN HOTELS FOR
THE 12 VARIABLES OF TQM TRAINING DIMENSION

FACTOR 1 Factor FACTOR 2 Factor | FACTOR3 | Factor FACTOR 4 | Factor
DESIGN Loading | COMMITMENT | Loading NEEDS Loading | RESULT Loading
Opportunities | 0.824 Single event, not | 0.786 Something 0.921 Managers’ 0.805
in training process wrong satisfaction

in staff guest

relations

skills
Seminars and 0.777 Expense, not 0.757 Filling new | 0.714 Guest 0.577
meetings about long-term positions relations
quality investment skills
Only on-the- 0.773 Training costs 0.742
job training and benefits
Helping Solve | 0.742 Taking off direct | 0.703
problems and guest service
improve work
processes
Reliability 0.822 0.779 0.711 0.557
Cronbach ‘
Alpha

TABLE 5.28 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE THAI HOTELS FOR THE 12
VARIABLES OF TQM TRAINING DIMENSION

FACTOR 1 Factor FACTOR 2 Factor FACTOR 3 | Factor | FACTOR 4 | Factor
DESIGN Loading | COMMITMENT | Loading RESULT | Loading | NEEDS Loadin
Helping Solve | 0.805 Training costs 0.777 Managers’ 0.832 Filling new 0.729
problems and and benefits satisfaction positions
improve work in staff guest
processes relations
skills
Seminars and | 0.796 Expense, not 0.768 Guest 0.807
meetings about long-term relations
uality investment skills
Opportunities | 0.718 Taking off direct | 0.604
in training guest service
Only on-the- 0.469 Single event, not | 0.502
job training process
Reliability 0.727 0.648 0.689
Cronbach
Alpha
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concern about the continuity of training as a long-term process. However, the Western hotel
sample’s concern about the budgets invested in training was shown in the second and the
third aspects. This can be concluded that both of the Western and the Thai hotel samples
indicated concern about the budgets invested in training. The last rank for the Western
hotel sample was taking off direct guest service and for the Thai hotel sample was single

event, not process.

Factors 3 and 4 were switched between the two samples. The sample in the Western hotels
indicated finding and assessing training needs before evaluating training results while the
sample in the Thai hotels indicated training results went before training needs. Also the
order sequence is different where factor 3 of the Western hotel sample started with
“something wrong” and ended with “filling new position”, while in the Thai hotel sample,
this became factor 4 and had only one variable, “filling new positions”. It can be
interpreted that for the Western hotel sample, training will be in actions when something is
wrong, followed by when new positions are filled. On the other hand, for the Thai hotel
- sample, training will occur only when new positions are filled. Factor 4 of the Western
hotel sample began with “guest relations skills” and was followed by “managers’
satisfaction in staff guest relations skills”. Whereas factor 3 for the Thai hotel sample, had
the first ranking variable as “managers’ satisfaction in staff guest relations skills” followed
by “guest relations skills”. This can be explained by the different aspect of the cultures.
The “individualism” of the Western hotels sample suggests staff rate their own guest
relations skills before allowing managers to evaluate them. And the “submissiveness” of
the Thai hotels sample suggests staff allow the managers to assess their guest relations skills

before they rate themselves.

After the analysis of the samples’ perception of TQM training, their self-commitment to

service quality will be analysed in the next section.

5.9.3 PRINCIPAL COMPONENTS ANALYSIS OF SELF-COMMITMENT TO
SERVICE QUALITY DIMENSION

This dimension consisted of only 8 variables. Principal Components Analysis was used in
this dimension to determine the rank order of the variables as a requirement of this study.
The unrotated factor solution for the 8 variables extracted 2 factors that account for 48.5%

of the total variance, with the first factor explaining 32.8% (see Table 5.29, p.118).
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TABLE 5.29 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE FOR THE
8 VARIABLES OF SELF-COMMITMENT TO SERVICE QUALITY

DIMENSION
Factor Eigenvalue % of variance Cumulative
%
1 2.627 32.838 32.838
2 1.255 15.684 48.522
KMO = 0.770

BARTLETT'S TEST = 210.339 WITH SIGNIFICANCE = 0.000)

TABLE 5.30 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE 8
VARIABLES OF SELF- COMMITMENT TO SERVICE QUALITY

DIMENSION
FACTOR 1 FACTOR FACTOR 2 FACTOR
QUALITY FOCUS LOADING QUALITY CARE LOADING
Same quality feeling with the hotel 0.719 Enjoy discussing quality 0.761
Quality priority 0.702 Discuss with people outside 0.630
Effort in quality delivery 0.700
Reliability Cronbach Alpha 0.602 0.335

TABLE 5.31 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE

FRONTLINE STAFF SAMPLE OF THE WESTERN HOTELS FOR
THE 8 VARIABLES OF SELF-COMMITMENT TO SERVICE
QUALITY DIMENSION

FACTOR 1 FACTOR FACTOR 2 FACTOR
QUALITY FOCUS LOADING QUALITY CARE LOADING
Effort in quality delivery 0.803 Discuss with people outside 0.828
Same quality feeling with the hotel 0.762 Enjoy discussing quality 0.710
Quality priority 0.626
Reliability Cronbach Alpha 0.583 0.358

TABLE 5.32 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE THAI HOTELS FOR THE 8
VARIABLES OF SELF-COMMITMENT TO SERVICE QUALITY

DIMENSION
FACTOR 1 FACTOR FACTOR 2 FACTOR
QUALITY FOCUS LOADING QUALITY CARE LOADING
Same quality feeling with the hotel 0.795 Discuss with people outside 0.772
Quality priority 0.761 Enjoy discussing quality 0.739
Effort in quality delivery 0.748
Reliability Cronbach Alpha 0.637 0.289
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The percentage of variance was not high at 48.5% as the requirement is 60% of the total
variance (Hair et. al., 1995). However, after the orthogonal varimax rotation, the 2 factors
with 5 variables accounted for 60.4% of the total variance, with the first factor explaining
36.6 % with Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.770 and Barlett Test
of Sphericity = 210.339 and significance = 0.000.

The pattern of loadings, factor structure and factor interpretation of the rotated factors are
given in Table 5.30 (p.118). The two factors contained variables with significant factor
loadings above 0.70. - The Alpha Cronbach reliability of the factors was 0.60 for factor 1 |
and 0.34 for factor 2. This indicates that the 2-factor model could be accepted. There were

3 variables deleted from further analysis because they loaded under 0.60 on the 2 factors.
In the final result, these 2 factors with 5 variables were:

Factor 1 quality focus consists of the 3 variables that reflect to what extent the hotel
frontline staff focus.upon service quality: quality priority, effort in quality delivery and

same quality feeling with the hotel.

Factor 2 quality care reflects how the hotel frontline staff express their feelings of care
about quality of service. The 2 variables in this factor are: enjoy discussing quality within

their hotels and discuss with people outside.

The 2-factor model with 5 variables was taken to compare with the samples in the Western
hotels and the Thai hotels. The unrotated factor solution for the Western hotel sample
accounted for 61.6 % of the total variance, with the first factor accounting for 37.6 % with
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.586 and Barlett Test of Sphericity
= 49.222 and significance = 0.000. For the Thai hotel sample, the unrotated factor solution
accounted for 60.2 % of the total variance, with the first factor explaining 36 % with Kaiser-
Meyer-Olkin Measure of Sampling Adequacy = 0.637 and Barlett Test of Sphericity =
49.858 and significance = 0.000.

The orthogonal varimax rotated factor matrices for both of the samples in the Western
hotels and the Thai hotels indicated that this 2-factor model with 5 variables could be
accepted for further analysis. The pattern loadings, factor structures” and factor

interpretations are shown in Table 5.31 (p.118) for the sample in the Western hotels and
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Table 5.32 (p.118) for the sample in the Thai hotels. The factors were very well defined by
the varlables with significant loadings above 0.63 for the Western hotel sample and above
0.74 for the Thai hotel sample. The reliability Alpha of factor 1 was 0.58 and factor 2 was
0.36 for the samples in the Western hotels. For the Thai hotel sample, the reliability Alpha
of factor 1 was 0.64 and factor 2 was 0.29. It can be noticeable that the Alpha Cronbach
reliability coefficients of Factor 2 as shown in Table 5.30, 5.31 and 5.32 were 0.33,0.36 and
0.29 respectively. Although Factor 2 of each sample had quite low reliability coefficients
obtained in the study, this factor was still kept since it has significant theoretical
implications in self-commitment to service quality as the part of Employee willingness
(Etzioni, 1988) in Figure 3.3. If this factor was deleted, there would be only one factor
(Factor 1) left in this dimension and only one extracted factor could not be possible to
account for at least 60% of the variance as the PCA’s requirement. These were the
indicators to confirm that the 2-factor model with 5 variables could be retained for further

analysis.

In the dimension of Management Comumitment to Service Quality (MCSQ) of Hartline and
Ferrell’s (1996) study, there was one-factor model with 6 significant loaded variables: feel
quality, enjoy discussing quality, sense of personal accomplishment, effort in quality
delivery, same quality feeling with the hotel and service quality care. When comparing
between their study and the present study, there were 3 similar significant loaded variables:
enjoy discussing quality, effort in quality delivery and same quality feeling with the hotel.
In view of the fact that Hartline and Ferrell tested this dimension with the hotel managers in
their study whereas the assessors of this dimension in this study were the hotel frontline
staff. Hence, the results between the two studies could not be compared. However, the
results of their study and the present study with 3 similar significant loading variables may
imply that there were 3 similar ideas about commitment to service quality between the hotel

managers in their study and the hotel frontline staff in the present study.

5.9.3.1 Comparison of self-commitment to service quality dimension identified in the staff

samples between the Western hotels and the Thai hotels

Table 5.31 (p.118) and Table 5.32 (p.118) compare the dimension of self-commitment to
service quality in the frontline staff samples between the Western hotels and the Thai hotels.
The sequence of the factors was the same in both of the samples in the Western hotels and

the Thai hotels. Factor 2 for both of the hotel samples was also exactly similar. This means
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the samples in both of the hotels had the same concepts in expressing their quality care.
The samples enjoy discussing quality with people outside more than discussing quality
within their hotels since they rated “discuss with people outside” in the first rank before
“enjoy discussing quality”. In factor 1, the “individualism” of the staff sample in the
Western hotels was implied in the variable ranking. Western staff put their efforts into
delivering high quality service to their guests before having the same quality feeling with
the hotels, and the last issue of interest was the hotels’ actions in having quality as the
number one priority of the hotels. On the other hand, the “submissiveness” of the staff
sample in the Thai hotels was expressed in their choice of the variable ranking. Thai staff
prefer to have the same quality feeling with their hotels first, then the hotels should set the
service quality to be number one priority, before staff put their own efforts into serving

guests.

5.9.4 PRINCIPAL COMPONENTS ANALYSIS OF THE DIMENSION OF HOTEL
- COMPETENCY IN SERVICE QUALITY

The unrotated factor solution for the 19 variables extracted 3 factors, which accounted for
53.6% of the total variance, with the first factor accounting for 38.9% (see Table 5.33, p.
122). The percentage of variance was not high at 53.6% as the requirement is 60% of the
total variance (Hair e. al., 1995). However, after the orthogonal varimax rotation, out of 19
variables, 11 variables could be retained in the 3 factors. And the percentage of variance of
the 11 variables improved to.be 64 % of the total variance, with the first factor explaining
41.5 % with Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.830 and Barlett Test
of Sphericity = 765.024 and significance = 0.000.

The pattern of loadings, factor structure and factor interpretation are demonstrated in Table
5.34 (p. 122). Most of the factors had variables with significant factor loadings above 0.70,
except “guest satisfaction tracking” in factor 3 with the factor loading = 0.57. However,
this variable was still kept for further analysis since it has been one of the key factors in
measuring hotel competency in service quality in the aspect of monitoring guest
satisfaction. There were 3 variables (meetings with guests, guests’ perception of quality and
knowledge of staff in services) eliminated from further 'analysis since they had unclear
meanings in the factors and their factor loadings were below 0.60. Five variables were also
deleted because their factor loadings were below 0.55. The Alpha Cronbach reliability of

the factors is above 0.61 and indicates that the 3-factor model could be accepted.
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TABLE 5.33 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE 19
VARIABLES OF HOTEL COMPETENCY IN SERVICE QUALITY

DIMENSION
Factor Eigenvalue % of variance Cumulative
%
1 7.384 38.861 38.801
2 1.531 8.058 46919
3 1.267 6.668 53.587
KMO = 0.885

BARTLETT'S TEST = 1487.933 WITH SIGNIFICANCE = 0.000

TABLE 5.34 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
TOTAL HOTEL FRONTLINE
VARIABLES OF HOTEL COMPETENCY IN SERVICE QUALITY

STAFF SAMPLE FOR THE 19

DIMENSION
FACTOR 1 FACTOR "FACTOR 2 FACTOR FACTOR 3 FACTOR
BENCHMARKING | LOADING | COMMITMENT | LOADING MONITOR LOADING
Current quality 0.818 Satisfied guest 0.828 Guests’ feedback 0.827
compared with world commitment
leaders
Process quality 0.811 Managers’ 0.723 Guest complaint 0.720
compared with world actions monitor
leaders '
Best practices 0.801 Hotel’s goals 0.660 Guest 0.566
satisfaction
tracking
Process quality 0.717
compared with
competitors
Current quality 0.703
compared with the
competitors
Reliability 0.870 0.698 0.610
Cronbach Alpha
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The 3-factor solution can be summarized as follows:

Factor 1 benchmarking defined as the search for industry best practice that can lead to
superior performance according to Rao, Solis and Raghunathan (1999, p.1052). This factor
consists of 5 variables: current quality compared with world leaders, process quality

compared with world leaders, current quality compared with the competitors, process

quality compared with competitors and best practices.

Factor 2 commitment consists of the 3 variables that reflect the hotels’ commitment in

service quality: hotel’s goals, satisfied guest commitment and managers’ actions.

Factor 3 monitor describes how the hotels monitor guest satisfaction. There are 3 variables

in this factor: guests’ feedback, guest complaint monitor and guest satisfaction tracking.

In Solis, Rao, Raghunathan, Chen and Pan’s (1998) study, there was a one-factor model
with 10 significantly loaded variables: satisfied customer commitment, information from
customers in designing products and services, customers’ perception of the company’s
quality, contacts of top management with customers, resolved customers’ complaints, best
practices, current quality compared with world leaders, process -quality compared with
world leaders, current quality compared with the competitors and process quality compared
with competitors. When comparing their study with the present study, there are 6 similar
variables with significant factor loadings: satisfied customer commitment = satisfied guest
commitment and the other 5 variables in benchmarking. According to their former study
(Rao, Raghunathan and Solis, 1997), this dimension was separated to be 2 dimensions:
customer orientation dimension and benchmarking dimension and these 5 variables were
loaded in the benchmarking dimension. In addition, their respondents were senior
executives of the manufacturing and service companies whereas the hotel frontline staff
- were the respondents of the present study. Therefore, with the 6 similar variables, in
particular the variables in benchmarking, a 3-factor model is indicated with 11 variables, as

reliable for further analysis.

The 3-factor model with 11 variables was used to the compare the staff samples between the
Western hotels and the Thai hotels. For the sample in the Western hotels, the unrotated
factor solution for the 11 variables confirmed the 3 factors, which accounted for 71.4 % of

the total variance, with the first factor explaining 47.5 % with Kaiser-Meyer-Olkin Measure
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of Sampling Adequacy = 0.832 and Barlett Test of Sphericity = 504.851 and significance =
0.000. The unrotated factor solution for the sample in the Thai hotels also confirmed the 3
factors, which accounted for 58.9 % of the total variance, with the first factor accounting for

37.3 % with Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.794 and Barlett Test
of Sphericity = 327.544 and significance = 0.000.

The orthogonal varimax rotated factor matrices for both of the samples in the Western
hotels and the Thai hotels indicate that this 3-factor model with 11 variables could be
accepted for further analysis. The pattern loadings, factor structures and factor
interpretations are shown in Table 5.35 (p.125) for the sample in the Western hotels and
Table 5.36 (p.125) for the sample in the Thai hotels. The majority of factors are very well
defined by the loading variables with significant loadings above 0.66 for the sample in the
Western hotels, except “guest satisfaction tracking” (loading = 0.37). For the sample in the
Thai hotels, the factors were defined by the variables with loadings above 0.47. The
reliability Alpha was above 0.62 for the samples in the Western hotels. For the Thai hotel
sample, the reliability Alpha was above 0.58. These results indicate that the 3-factor model

with 11 variables can be retained for further analysis.

5.9.4.1 Comparison of hotel competency in service quality dimension identified in the staff

samples between the Western hotels and the Thai hotels

The dimension of hotel competency in service quality was used in the comparison in the
frontline staff samples between the Western hotels and the Thai hotels. This comparison
was démonstrated in Table 5.35 and Table 5.36 (p.125). As shown in the two tables
(p.125), factor 1 for both of the samples in the Western hotels and the Thai hotels was the
same but the sequence of the variables in this factor was different. Both of the samples
have benchmarking as first rank comparing their hotels’ quality with world leaders. The
Western hotel sample indicates competitors are more important for the comparison of
current process quality, before studying best practices of other hotels and comparing the
current quality levels of their products and services with their competitors. The Thai hotel
sample indicates the study of best practices of other hotels is more important than
comparing quality with their competitors. For the samples of the Westem hotels, a hotel’s
commitment to service quality came before monitoring guest satisfaction. At the same time
as moniforing guest satisfaction came before hotels’ commitment in service quality for the

Thai hotel sample. In the factor of commitment for the Western hotel sample, commitment
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TABLE 5.35 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE WESTERN HOTELS FOR
THE 11 VARIABLES OF HOTEL COMPETENCY IN SERVICE

QUALITY DIMENSION
FACTOR 1 FACTOR FACTOR 2 FACTOR FACTOR 3 FACTOR
BENCHMARKING | LOADING | COMMITMENT | LOADING MONITOR LOADING

Current quality 0.868 Satisfied guest 0.892 Guest complaint 0.840
compared with world commitment monitor
leaders
Process quality 0.829 Managers’ 0.814 Guests’ feedback 0.839
compared with world actions
leaders
Process quality 0.820 Hotel’s goals 0.664 Guest 0372
compared with satisfaction '
competitors tracking
Best practices 0.819
Current quality 0.800
compared with the
competitors’
Reliability 0.919 0.780 0.616
Cronbach Alpha '

TABLE 5.36 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE

FRONTLINE STAFF SAMPLE OF THE THAI HOTELS FOR

THE 11 VARIABLES OF HOTEL COMPETENCY IN SERVICE

QUALITY DIMENSION
FACTOR 1 FACTOR FACTOR 2 FACTOR FACTOR 3 FACTOR
BENCHMARKING | LOADING MONITOR LOADING | COMMITMEN LOADING
T
Current quality 0.834 Guests’ feedback 0.853 Satisfied guest 0.808
compared with world commitment
leaders
Process quality 0.817 Guest 0.689 Hotel’s goals 0.597
compared with world satisfaction
leaders tracking
Best practices 0.734 Guest complaint 0.465 Managers’ 0.575
monitor actions

Process quality 0.564
compared with
competitors
Current quality 0.530
compared with the
competitors
Reliability 0.815 0.605 0.581

Cronbach Alpha
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of the hotels in creating satisfied guests came before managers’ actions in placing
importance in guest satisfaction, followed by the hotels’ goals exceeding guests’
expectations. The Thai hotel sample also indicated the commitment of the hotels in creating
satisfied guests as first rank, but the next rank became the hotels’ goals exceeding guests’
expectations, followed by managers’ actions in giving importance to guest satisfaction.
There are different viewpoints in the factor monitor as well. For the samples in the Western
hotels, the hotels should monitor the guests’ complaints first, then acquire guest feedback
before tracking guest satisfaction. For the samples in Thai hotels, the hotels should
askguests for feedback before tracking their satisfaction and later monitor their complaints.
It is apparent that the Western hotels place more importance in guests’ complaints whereas

the Thai hotels emphasize guest feedback.

5.9.5 PRINCIPAL COMPONENTS ANALYSIS OF GUEST CONTACT COMPETENCY
DIMENSION

The purpose of using Principél. Components Analysis in this dimension was to confirm the
Customer Contact Competency Inventory (p.51) as outlined in Chapter 4. The unrotated
factor solution for the 14 variables confirmed the 4 factors of the customer contact
competency model. These 4 factors accounted for 60.5 % of the total variance, with the
first factor explaining 33.8% (see Table 5.37, p.127). The orthogonal varimax rotated
factor matrix of 14 variables also confirmed the 4-factor model. The pattern loadings,
factor structure and factor interpretation are shown in Table 5.38 (p.127). Table 5.38
(p.127) indicates that 4 factors were well defined by several variables, except factor 4.
Factor 4 was only defined by two variables. The variables were correlated with each other
with r = 0.44 and were relatively uncorrelated with other variables. Hence, factor 4 was
assessed as reliable. The majority of the factors consisted of variables with significant
factor loadings above 0.60, except “resilient” (loading = 0.59) énd “quality orientation”
(loading = 0.53) and “specialist knowledge”(loading = 0.40). These variables were kept for
further analysis because they were key qualifications for frontline staff in TQM concepts as
mentioned in Section 2.2 in Chapter2. The Alpha Cronbach reliability for the factors was

above 0.61. This means the 4-factor model for the 14 variables could be accepted.
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TABLE 5.37 RESULTS OF THE UNROTATED FACTOR EXTRACTION IN THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE 14
VARIABLES OF GUEST CONTACT COMPETENCY DIMENSION

Factor Eigenvalue | % of variance | Cumulative
%
1 4.729 33.780 33.780
2 1.469 10.492 44272
3 1.254 8.955 53.228
4 1.015 7.248 60.476
' KMO =0.855

- BARTLETT'S TEST = 741.220 WITH SIGNIFICANCE = 0.000

TABLE 5.38 RESULTS OF VARIMAX ROTATED FACTOR MATRIX Ii\l THE
TOTAL HOTEL FRONTLINE STAFF SAMPLE FOR THE 14
VARIABLES OF GUEST CONTACT COMPETENCY DIMENSION

FACTOR 1 | Factor FACTOR 2 | Factor FACTOR 3 Factor FACTOR 4 Factor
Information Loading Energy Loading ‘People Loading | Dependability | Loading
Handling Focus
Using 0.783 Guest focus | 0.751 Relating to 0.739 Reliability 0.838
initiative guests
Fact finding 0.672 Team 0.649 Convincing 0.666 Organization 0.826

working

Problem 0.663 Resilient 0.588 Communicating | 0.665 .
solving orally
Results driven | 0.656 Quality 0.526

' orientation
Specialist 0.401
knowledge
Reliability 0.769 0.661 0.690 0.606
Cronbach
Alpha
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The 4-factor solution can be summarized as follows:

Factor 1 information handling reflects the abilities of the hotel frontline staff in handling,
acquiring and giving information to guests. This factor consists of 5 variables: using

initiative, fact finding, problem solving, results driven and specialist knowledge.

Factor 2 energy consists of the variables that reflect the cues associated with the use of

energy in serving guests: guest focus, team working, resilient and quality orientation.

Factor 3 people focus reflects the interaction abilities with guests. The variables in this

factor are: relating to guests, convincing and communicating orally.

Factor 4 dependability consists of the 2 variables that reflect the cues associated with the

ability to make guests feel secure and have trust: reliability and organization.

When comparing with the customer contact competency model of Saville & Holdsworth
(1999) in Section 4.1.2, the 4-factor model with 14 variables was similar. Also there were
10 similar variables loading on the same factors. The other 4 variables were loaded on
different factors: using initiative, results driven, team working and quality orientation. With
the majority 10 similar variables (71.4%), the model of this study could be accepted for
further analysis.

The model was used for further comparison on the safﬁples of the Western hotels and the
Thai hotels. The unrotated factor solutions for both of the samples confirmed the 4 factors.
For the Western hotel sample, the 4 factors accounted for 60.9 % of the total variance, with
the first factor explaining 30.3 % with Kaiser-Meyer-Olkin Measure of Sampling Adequacy
=(.756 and Barlett Test of Sphericity = 324.331 and signiﬁcance. =0.000. The 4 factors of
the Thai hotel sample accounted for 62.7%, with the first factor accounting for 36.1% with
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.839 and Barlett Test of Sphericity
=487.528 and significance = 0.000.

Using an orthogonal varimax rotation, the pattern of loadings, factor structure and factor
interpretation are given in Table 5.39 (p.129) for the sample in the Western hotels and in
Table 5.40 (p.129) for the Thai hotels. ‘The factors were defined by variables with loadings

above 0.46 for the Western hotel sample. One variable, “communicating orally” loaded in
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TABLE 5.39 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE WESTERN HOTELS FOR
THE 14 VARIABLES OF GUEST CONTACT COMPETENCY

DIMENSION

FACTOR 1 Factor FACTOR 2 | Factor FACTOR 3 | Factor FACTOR 4 Factor
Information Loading Energy Loading People Loading | Dependability | Loading
Handling Focus
Using initiative 0.797 Guest focus | 0.844 Specialist 0.774 Organization 0.862

knowledge
Fact finding 0.788 Team 0.707 Relating to 0.670 Reliability 0.856
working | guests

Problem solving | 0.594 Resilient 0.461 Convincin, 0.588
Results driven 0.590 '
Reliability 0.737 0.575 0.604 0.695
Cronbach
Alpha

TABLE 5.40 RESULTS OF VARIMAX ROTATED FACTOR MATRIX IN THE
FRONTLINE STAFF SAMPLE OF THE THAI HOTELS FOR THE
14 VARIABLES OF GUEST CONTACT COMPETENCY

DIMENSION

FACTOR 1 | Factor FACTOR 2 Factor FACTOR 3 | Factor | FACTOR 4 Factor
Information | Loading People Loading Energy Loading | Dependability | Loading
Handling - Focus
Results 0.749 Communicating | 0.830 Guest focus | 0.709 Reliability 0.852
driven orally
Using 0.618 Convincing 0.782 Team 0.605 Organization 0.717
initiative working
Problem 0.613 Relating to 0.566 Resilient 0.547
solving guests
Fact finding | 0.539
Reliability | 0.790 0.721 0.564 0.483
Cronbach
Alpha
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the wrong factor as the theoretical requirement in Table 4.1 (p.51) with a low loading
(0.59); therefore it was deleted from further analysis. For the Thai hotel sample, the factors
were defined by the variables with loadings above 0.54. | One variable, “specialist
knowledge” was eliminated from further analysis because of its loading below 0.40.
Another one variable, “quality orientation” loaded in the wrong factor as the theoretical
requirement in Table 4.1 (p.51) and was only in the second rank on that factor, so it was

also deleted. The reliability Alpha was above 0.58 for the sample in the Western hotels.
For the Thai hotel sample, the reliability Alpha was above 0.48. These results indicate that

the 4-factor model with 14 variables could be retained for further analysis.

5.9.5.1 Comparison of guest contact competency dimension identified in the staff samples

between the Western hotels and the Thai hotels

Table 5.39 and Table 5.40 (p.129) present a comparison of the gu;esz contact competency |
dimension 1dentified in the samples between the Western hotels and the Thai hotels. Factor

1 and factor 4 were the same for the both samples in The Western hotels and the Thai

hotels. This means for both samples, information handling skilis were the most importémt

skills in contacting guests, and dependability skills were the least important. For the sample

in the Western hotels, factor 2 was energy and factor 3 was people focus. For the sample in
the Thai hotels, factor 2 was people focus and factor 3 was energy. This can be. interpreted

that the sample in the Western hotels put the emphasis on the efforts to serve guests before
building a relationship with guests whereas the sample in the Thai hotels built the
relationship with guests before putting in effort to serve guests. Only the energy factor in
both of the samples had the same sequences for the 3 variables indicating similar

approaches in the use of energy in serving guests. The other three faétors had different |
sequences of variables. For the sample in the Western hotels, the first rank in hand.ling
information (factor 1) is using initiative before finding facts, then solving problems and at
last getting results. For the sample in the Thai hotels, the first rank was getting results, then
using initiative before solving problems and at last finding facts. For the people focus
factor, the sample in the Western hotels used their specialist knowledge before building
relationships with guests and finally convincing them. The sample in the Thai hotels
communicated orally with guests, then convinced them and after that built relationships
with guests. For the dependability factor, the sample in the Western hotels made their
guests feel dependent on them by organizing time and prioritizing work before being

reliable and showing commitment to the hotels and task completion. The sample in the
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Thai hotels were in the opposite direction, making themselves reliable in guests’ eyes first,

then organizing time and prioritizing work later.

As can be seen by reference to Section 5.3 in Chapter 5, the number of the guest samples
were much higher than the requirement for factor analysis. Hence, the next analysis is done
in the dimension of guest satisfaction with the total guest samples in three groups assessing
the frontline staff in the three departments: front office, housekeeping and food & beverage.

Also there is a comparison analysis of these three groups of guests in the Western hotels and
in the Thai hotels.

5.9.6 PRINCIPAL COMPONENTS ANALYSIS OF GUEST SATISFACTION DIMENSION

Analysis' concentrated on the 20 variables of the guest satisfaction dimension in the total
guest sample. The unrotated factor solution extracted only one factor, which accounted for
71.9% of the total variance and the eigenvalue was 14.372. The Kaiser-Meyer-Olkin
Measure of Sampling Adequacy was 0.979 and the Barlette’s Test of sphericity was
30324.782 and significance = 0.000. Only one component was extracted, so the solution
cannot be rotated. The factor was very well defined by the 20 variables with significant
leadings above 0.74 and the correlations between variables were quite lugh above 0.57 with
significance = 0.000. The reliability test indicated Cronbach Alpha coefficient was 0.98,
quite high. This means that the one-factor solution for the 20 vanables could be accepted.

The pattern loadings, factor structure and factor interpretation are shown in Table 5.41.

TABLE 5.41 RESULTS OF UNROTATED FACTOR MATRIX IN THE
TOTALGUEST SAMPLE FOR THE 20 VARIABLES OF GUEST
SATISFACTION DIMENSION (ONLY THE FACTOR LOADINGS

ABOVE 0.87)
FACTOR 1 FACTOR LOADING

Guest Satisfaction

Make contribution to enjoyment of stay 0.887
Share overall quality of service 0.884
Are sympathetic/reassuring 0.882
Give individual attention 0.881
Feel appreciated for the guest’s business - 0.878
Treat as a valued guest 0.871
Are able to handle guests’ complaint 0.870
Are dependable 0.870
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According to Section 4.1.1 in Chapter 4, it may be noted from Table 5.41 (p. 131) that
after the first two variables measuring the overall views of the service, the following
variables were in the energy and people focus dimensions when grouping based on
“Customer Contact Competency Inventory”. “Are sympathetic/reassuring” and “Feel
appreciated for the guest’s business” were in the energy dimension as well as “Give
individual attention” and “Treat as a valued guest” were in the people focus dimension. For
the other two last variables, “Are able to handle guests’ complaint” was in the information

handling dimension and “Are dependable” was in the dependability dimension.

It can be clearly seen that the two variables that are “make contribution to enjoyment of
stay” and “share overall quality of service” for the purpose of assessing the construct
validity, are in the two top ranks on the factor. Hence, it is confirmed that the study’s hotel
guest satisfaction survey is valid. In order to assess the real view of guest satisfaction with

service quality, the study eliminated these two variables for further analysis.

The analysis concentrated on the 18 variables of the guest satisfaction dimension in the total
guest sample. The unrotated factor solution extracted only one factor, which accounted for
- 71.3% of the total variance and the eigenvalue was 12.836. The Kaiser-Meyer-Olkin
Measure of Sampling Adequacy was 0.976 and the Barlette’s Test of sphericity was
26212.623 and significance was 0.000. Only one component was extracted, so the solution
cannot be rotated. The factor was very well defined by the 18 variables with significant
loadings above 0.75 and the correlations between variables were quite high above 0.57 with
significance = 0.000. The reliability test indicated Cronbach Alpha coefficient was 0.98.
This means that the one-factor solution for the 18 variables could be accepted. The pattern

loadings, factor structure and factor interpretation are shown in Table 5.42.

TABLE 5.42 RESULTS OF UNROTATED FACTOR MATRIX IN THE TOTAL
GUEST SAMPLE FOR THE 18 VARIABLES OF GUEST
SATISFACTION DIMENSION (ONLY THE FACTOR LOADINGS

ABOVE 0.87)
FACTOR 1 FACTOR LOADING

Guest Satisfaction

Are sympathetic/reassuring 0.885
Feel appreciated for the guest’s business 0.879
Give individual attention 0.878
Are able to handle guests’ complaint 0.874
Treat as a valued guest 0.870
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When dividing the total guest sample into three groups assessing the frontline staff in the
three departments, the unrotated factor solution for the guest sample assessing front office
staff extracted only 1 factor, which accounted for 66.7% of the total variance and the
eigenvalue was 12.013. The Kaiser-Meyer-Olkin Measure of Sampling Adequacy was
0.971 and the Barlette’s Test of sphericity was 8902.533 and significance was 0.000. The
factor was very well defined by the 18 variables with significant loadings above 0.74 and
the correlations between variables were quite high above 0.53 with significance = 0.000.
The reliability test indicated Cronbach Alpha coefficient was 0.97. For the guest sample
assessing housekeeping staff, the unrotated factor solution also extracted only one factor,
which accounted for 71.3% of the total variance and the eigenvalue was 12.844. The
Kaiser-Meyer-Olkin Measure bf Sampling Adequacy was 0.968 and the Barlette’s Test of
sphericity was 8474.073 and significance was 0.000. The factor was very well defined by
the 18 variables with significant loadings above 0.70 and the correlations between variables
were quite high above 0.49 with significance = 0.000. The reliability test indicated
Cronbach Alpha coefficient was 0.98. For the guest sample assessing food & beverage
staff, the unrotated factor solution also extracted only one factor, which accounted for
75.2% of the tota]l variance and the eigenvalue was 13.532. The Kaiser-Meyer-Olkin
Measure of Sampling Adequacy was 0.969 and the Barlette’s Test of sphericity was
8834.284 and significance was 0.000. The factor was very well defined by the 18 variables
with significant loadings above 0.78 and the correlations between variables were quite high
above 0.61 with significance = 0.000. The reliability test indicated Cronbach Alpha
coefficient was 0.98. This indicates that the one-factor solution for the three groups of the
guests assessing the three departments could be accepted. The pattern loadings, factor
structure and factor interpretation for the three groups of guests assessing the three

departments are shown in Table 5.43 (p.134).

As may be noted in Table 5.43 (p.134), the sequences of the variables in the factor were
different in the three groups of the guest sample in their assessment of the three
departments. This indicated that the guests rated the frontline staff in the three departments
from different perspectives. When the guests assessed the front office staff, the first
criterion was individual attention, then sympathy and reassurance skills of the staff,
followed by treatment as a valued guest and appreciation for the guest’s business. For the
housekeeping staff, the guests rated sympathy and reassurance skill of the staff first, then
availability of staff before appreciation for the guest’s business. The first aspect for the -

guests assessed in the case of food & beverage staff was sympathy and reassurance skills of
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TABLE 5.43 RESULTS OF UNROTATED FACTOR MATRIX IN THE THREE
GROUPS OF GUESTS ASSESSING THE THREE DEPARTMENTS
FOR THE 18 VARIABLES OF GUEST SATISFACTION DIMENSION
(ONLY THE FIRST-RANKING 6 VARIABLES)

GUEST SAMPLE ASSESSING GUEST SAMPLE ASSESSING GUEST SAMPLE ASSESSING
FRONT OFFICE STAFF HOUSEKEEPING STAFF FOOD & BEVERAGE STAFF
FACTOR | FACTOR FACTOR 1 FACTOR FACTOR 1 FACTOR
GUEST LOADING | GUES1 LOADING | GUEST LOADING
SATISFACTION SATISFACTION  SATISFACTION
Give individual 0.867 Are sympathetic/ 0.889 Are sympathetic/ 0.906
attention reassuring reassuring
Are sympathetic/ 0.859 Are always 0.885 Are able to handle 0.906
reassuring available guests’ complaints
Treat as 0.855 Feel appreciated for 0.877 Feel appreciated 0.899
a valued guest - the guest’s business for the guest’s

business
Feel appreciated 0.855 Are able to solve 0.866 Are dependable 0.899
for the guest’s ' guests” problems
business by him/herself
Are able to handle 0.851 Treat as 0.865 Give individual 0.898
guests’ complaints a valued guest | attention

the staff and the second was complaint handling skills, followed by appreciation for the

guest’s business.

When analysing these three groups of guests in the Western hotels, the unrotated factor
solution for the guest sample assessing front office staff extracted only 1 factor, which
accounted for 67.4% of the total variance and the eigenvalue was 12.125. The Kaiser-
Meyer-Olkin Measure of Sampling Adequacy was 0.962 and the Barlette’s Test of
sphericity was 5016.887 and significance was 0.000. The factor was very well defined by
the 18 variables with significant loadings above 0.76 and the correlations between variables
were quite high above 0.51 with significance = 0.000. The reliability test indicated
Cronbach Alpha coefficient of 0.97. For the guest sample assessing housekeeping staff, the
unrotated factor solution also extracted only one factor, which accounted for 65.4% of the
total variance and the eigenvalue was 11.781. The Kaiser-Meyer-Olkin Measure of
Sampling Adequacy was 0.951 and the Barlette’s Test of sphericity was 3616.900 and

significance was 0.000. The factor was very well defined by the 18 variables with
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significant loadings above 0.70 and the correlations between variables were quite high
above 0.40 with significance = 0.000. The reliability test indicated Cronbach Alpha
coefficient was 0.97. For the guest sample assessing food & beverage staff, the unrotated
factor solution also extracted only one factor, which accounted for 70.1 % of the total
variance and the eigenvalue was 12.621. The Kaiser-Meyer-Olkin Measure of Sampling
Adequacy was 0.948 and the Barlette’s Test of sphericity was 3661.546 and significance
was 0.000. The factor was very well defined by the 18 variables with significant loadings
above 0.72 and the correlations between variables were quite high above 0.50 with
significance = 0.000. The reliability test indicated Cronbach Alpha coefficient was 0.97.
This indicated that the one-factor solutions for the three groups of the guests assessing the
three departments in the Western hotels could be accepted. The pattern loadings, factor
structure and factor. interpretation for the three groups of guests assessing the three
departments are shov;/n in Table 5.44 (p.136).

In the Western hotels, the guests assessed the front office staff by individual attention first.
Then they required appreciation for the guest’s business from the staff as the second and
rated the treatment as a valued guest later. It is noticeable that the guests rated both the
housekeeping staff and the food and beverage staff by their sympathy and reassurance skills
first. Then the guests evaluated the housekeeping staff for the appreciation for the guest’s
business as the second rank and the third rank was treatment as a valued guest. For the food
& beverage staff, the second rank that the guests assessed was treatment as a valued guest

and the third was the appreciation for the guest’s business (see Table 5.44, p.136).

When assessing these three groups of guests in the Thai hotels, the unrotated factor solution
for the guest sample assessing front office staff extracted only 1 factor, which accounted for
65.7% of the total variance and the eigenvalue was 11.822. The Kaiser-Meyer-Olkin
Measure of Sampling Adequacy was 0.961 and the Barlette’s Test of sphericity was
4030.454 and significance was 0.000. The factor was very well defined by the 18 variables
with significant loadings above 0.71 and the correlations between variables were quite high
above (.48 with significance = 0.000. The reliability test indicates Cronbach Alpha
co_efﬁcient of 0.97. For the guest sample assessing housekeeping staff, the unrotated factor
solution also extracted only one factor, which accounted for 74.1 % of the total variance and
the eigenvalue was 13.342. The Kaiser-Meyer-Olkin Measure of Sampﬁng Adequacy was
0.964 and the Barlette’s Test of sphericity was 4774.815 and significance was 0.000. The

factor was very well defined by the 18 variables with significant loadings above 0.69 and
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TABLE 5.44 RESULTS OF UNROTATED FACTOR MATRIX IN THE THREE
GROUPS OF GUESTS ASSESSING THE THREE DEPARTMENTS
IN THE WESTERN HOTELS FOR THE 18 VARIABLES OF GUEST
SATISFACTION DIMENSION (ONLY THE FIRST-RANKING

6 VARIABLES)
GUEST SAMPLE ASSESSING GUEST SAMPLE ASSESSING GUEST SAMPLE ASSESSING
FRONT OFFICE STAFF HOUSEKEEPING STAFF FOOD & BEVERAGE STAFF
FACTOR 1 FACTOR FACTOR 1 FACTOR FACTOR 1 FACTOR
GUEST LOADING | GUEST ) LOADING | GUEST LOADING
SATISFACTION SATISFACTION SATISFACTION
Give individual 0.877 Are sympathetic/ 0.896 Are sympathetic/ 0.902
attention reassuring reassuring
Feel appreciated 0.859 Feel appreciated 0.860 Treatas 0.388
for the guest’s for the guest’s a valued guest
business business
Treat as 0.856 Treat as 0.858 Feel appreciated 0.887
avalued guest a valued guest for the guest’s
business
Are able to handle 0.852 Are able to handle 0.848 Give individual 0.882
guests’ complaints guests’ complaints attention
Are dependable 0.850 Are helpful 0.842 Are able to handle 0.881
guests’ complaints
Are sympathetic/ 0.850 | Are always 0.841 Are dependable 0.869
reassuring available

TABLE 5.45 RESULTS OF UNROTATED FACTOR MATRIX IN THE THREE
GROUPS OF GUESTS ASSESSING THE THREE DEPARTMENTS
IN THE THAI HOTELS FOR THE 18 VARIABLES OF GUEST
SATISFACTION DIMENSION (ONLY THE FIRST-RANKING

6 VARIABLES)
GUEST SAMPLE ASSESSING GUEST SAMPLE ASSESSING GUEST SAMPLE ASSESSING
FRONT OFFICE STAFF HOUSEKEEPING STAFF FOOD & BEVERAGE STAFF
FACTOR 1 FACTOR FACTOR 1 FACTOR FACTOR 1 FACTOR
GUEST LOADING | GUEST LOADING | GUEST LOADING
SATISFACTION : SATISFACTION SATISFACTION
Are sympathetic/ 0.868 Are always 0.907 Are able to handle 0.919
reassuring available ests’ complaints
Give individual 0.852 Are consistent in 0.897 Are consistent in 0918
attention giving good service giving good service
standard standard
Treat as 0.851 Give individual 0.895 Are dependable 0916
a valued guest attention
[ Feel appreciated 0.847 Are able to solve 0.887 Are helpful 0913
for the guest’s guests’ problems
business by him/herself
Are able to handle 0.847 Are competent and 0.882 Are able to solve 0.912
guests’ complaints professional guests’ problems
: by him/herself
Are able to solve 0.841 Feel appreciated 0.881 Give individual 0.909
guests’ problems for the guest’s attention
| by himvherself business
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the correlations between variables were quite high above 0.50 with significance = 0.000.
The reliability test indicates Cronbach Alpha coefficient of 0.98. For the guest sample
assessing food & beverage staff, the unrotated factor solution also extracted only one factor,
which accounted for 78.3% of the total variance and the eigenvalue was 14.100. The
Kaiser-Meyer-Olkin Measure of Sampling Adequacy was 0.973 and the Barlette’s Test of
sphericity was 5144.909 and significance was 0.000. The factor was very well defined by
the 18 variables with significant loadings above 0.79 and the correlations between variables
were quite high above 0.62 with significance = 0.000. The reliability test indicated
Cronbach Alpha coefficient of 0.98. This indicates that the one-factor solutions for the
three groups of the guests assessing the three departments in the Thai hotels can be
accepted. The pattern loadings, factor structure and factor interpretation for the three

groups of guests assessing the three departments are shown in Table 5.45 (p.136).

In the Thai hotels, the guests rated frent office staff in the aspect of sympathy and
reassuraﬁce skills first. For the second rank, the guests assessed individual attention in the
front office staff, followéd by treatment as a valued guest as the third rank. For the
housekeeping staff, the guests rated the availability of staff as the first priority. The second
rank that the guests assessed the housekeeping staff was consistency of standards and the
third was individual attention. For the food and béverage staff, the guests evaluated
complaint handling skills as the first rank and consistency of standards as the second rank,

followed by dependability skills (see Table 5.45, p.136).

5.9.6.1 Comparison of guest satisfaction dimension identified in the guest samples between

the Western hotels and the Thai hotels

The comparison of the guest satisfaction dimension in the three groups cf guest sample
assessing the three departments between the Western hotels and the Thai hotels is shown in
Table 5.44 and Table 5.45 (p.136). From the two tables (p.136), it is clearly seen that there
were different guest expeétations and viewpoints between the Western hotels and the Thai
hotels. In the Western hotels, the guests expected sympathy and reassurance skills of the
housekeeping and the food and beverage staff as first rank. For the front office staff, they
rated individual attention first. On the other hand, the guests in the Thai hotels evaluated
sympathy and reassurance skills of the front office staff. For the housekeeping staff, the
availability of staff was the number one rank that the guests expected. For the food and

beverage staff, the guests rated the ability to handle guests’ complaints as the first rank.
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510 SUMMARY

This chapter started with the descriptive analysis of the individual descriptors belonging to
the guest sample and the staff sample. More than half of the guests were male for the
Australian hotel and the Thai hotels whereas the number of the guests in the American hotel
was nearly equal between male and female. The age range of the guests staying in all the
hotels in the study fell between 26-45, in the working age. The majority of the guests in the
Australia hotel and the American hotel were from the same countries that the hotels were
located. On the contrary, most of the guests in the Thai hotels were from European
countries. Therefore, most of the guests:in all the hotels of the present study are Western.
The length of stay for the majority of the guests in all of the hotels was in the range of 2-4

day and the purpose of the visit was business traveling.

For the staff sample, the study found that most of the Thai staff have worked for the hotels
longer than most of their American and Australian colleagues. They also have more
experience in working in the hotel industry. When inspecting the three groups of staff in the
three departments, the results are still the same, except the housekeeping staff. The highest
percentage of housekeeping staff falls to the staff working for the hotel in the range of 5 to
10 years, in the American hotel. The results suggest that the staff turnover in the Thai

hotels maybe lower than the staff turnover in Western hotels.

Due to a longer period of work and more working experience in the hote] industry, the Thai
staff are more multi-skilled than the Western staff according to the results of the descriptive
analysis in the guest contact competency questionnaire. However, it is also apparent that
the Thai staff are in more need of training in multi-skills. The results also show that the
American staff have the most confidence in their skills. When specifying only the skills in
need, the Australian and the American staff lacked specialist knowledge owing to their
shorter length of working in the hotels and less experience in the hotel industry. This means
they need more on-the-job training. The Thai staff need more skills in quality orientation,
which suggést more training about quality. When comparing the most competent and the
least competent skills among the hotel staff in the three countries, the American staff’s most
competent skill is team working and the least competent skill is convincing. For the
Australian staff, their most competent skill is organization and their least competent skill is

convincing. The most competent skill belonging to the Thai staff is team working and the
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Jeast competent skill is using initiative. All of these results may give clues to needed

training directions.

After the descriptive analysis results, normality tests were done for the variables on all the
questionnaires. The results demonstrate that the majority of the data in all of the
questionnaires are normally distributed. Some data are skewed; therefore, the Mann-
Whitney U test and the T-test of the grand means are used. Both of the tests indicate the
degree of similarity of the samples in the Austfalia hotel and the American hotel, as well as
in the two Thai hotels. The results of these tests also included the significant differences of
the samples between the Western hotels and the Thai hotels. Hence, the grouping the
samples into the Western hotel sample and the Thai hotel sample was statistically justified.
The significant differences between the samples of staff in the three departments, and the
samples of guests assessing the staff in the three departments, were aiso identified in all of

the dimensions by using ANOVA tests.

In order to reduce the number of the variables in each dimension and to create a set of
factors for further analysis, Principal Components Analysis was used. The results indicate
the most appropriate model with few accepted variables for each of the dimensions in the
study. In addition, a comparison of results between the Western hotels and the Thai hotels
on each of the dimensions is made. In the guest satisfaction dimension, this comparison
was further made on the three groups of guests assessing the staff in the three departments.
The results indicate the differences of guests’ expectations and requirements between the

Western hotels and the Thai hotels.

Further analysis will be presented in Chapter 6 to assess the relationship between the staff
dimensions and the guest’s dimension as the core of this study according to the study model

in Chapter 3.
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CHAPTER 6
RELATIONSHIP ANALYSIS

6.1 INTRODUCTION

The purpose of this chapter is to examine the nature of the relationship between the

following dimensions:

* TQM staff selection and self-commitment to service quality

* TQM training and hotel competency in service quality

* TQM training and gue'st contact competency

* self-commitment to service quality and guest satisfaction of service quality
* hotel competency in service quality and guést satisfaction of service quality

* guest contact competency and guest satisfaction of service quality

and the significant indicators of these dimensions. The following aims of this chapter are
to test the study aims in Chapter 1 and to test the hypotheses in Chapter 3 in regard to

the existence of relationships between each dimension of the study model:

1) to assess if these dimensions have a causal relationship with each other in order to
test whether there is a relationship between staff selection and training based on

TQM principles and guest satisfaction

2) in the case that a relationship exists, to examine which dimensions and their
indicators are the most critical in comparing this relationship in the staff samples

and the guest samples between the Western hotels and the Thai hotels

3) to decide which TQM dimensions and indicators, as well as which key
operational departments should be particularly emphasized in the Western and the
Thai hospitality human resource strategies to increase guest satisfaction and

repeat stays, in the most effective and efficient way.
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For the purposes of this chapter, Structural Equation Modeling (SEM), measures of
correlations, T-tests and one-way ANOVA tests will be used. For the staff sample, the
SEM is used to assess the relationship: between the TQM staff selection dimension and
the dimension of guest-orientation quality in the aspect of self-commitment in service
quality; between the TQM training dimension and the dimension of guest-orientation
quality in the aspect of hotel competency in service quality; between the TQM training
and the dimension of guest-orientation quality in the aspect of guest contact competency.
The assessment is made with the overall staff sample, the staff sample in the Western
hotels and the staff sample in the Thai hotels. For the guest sample, the SEM is used to
confirm the one-factor model as the result of a Principal Components Analysis (PCA) in
the overall guest sample and to compare this model between the guest sample in the
Western hotels and the guest sample in the Thai hotels. For examining staff samples by
department in the Western hotels and in the Thai hotels, a measure of correlation seemed
to be the most appropriate statistical technique for this study in the assessment of the
same relationship as made in the SEM. For the relationship between the dimension of
guest-orientation quality and the dimension of guest satisfaction in service quality, the
directional T-test is used to find out if guest satisfaction in service quality was higher or
lower when compared against staff factors in-the dimension of guest-orientation quality.
In order to confirm the results of the T-test and the relationship between the guest-
orientation quality dimension (staff factors) and the dimension of guest satisfaction in

service quality, a one-way analysis of variance (ANOVA) is used.
62 STRUTURAL EQUATION MODELLING (SEM)

The reason why Structural Equation Modeling (SEM) has been applied in so many
disciplines is its ability to solve the research problems related to causal relationships
between latent constructs, which are measured by observed variables. Many important
marketing, psychological or cultural conecepts are latent constructs, with unknown
reliability, measured by multiple observed variables. The lower the measurement
reliability, the more difficult it is to observe relationships between the latent constructs
and other variables. By using SEM, the important latent constructs can be modeled,
while taking into account the unreliability of the indicators. Also, many latent constructs

in this study, such as perceptions, evaluation, satisfaction or behavior measures have low
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reliability. The SEM considers unknown teliability of the measures and ranks the

measures in terms of their importance (Bacon, Bacon & associates and SPSS Inc., 1998).

The SEM was used in this study aims to achieve two major objectives:

1) To examine a series of interrelated relationships simultaneously between the
analysed dimensions (referred to as non-measurable latent constructs),
represented by multiple variables (referred to as measurable manifest variables) or

-indicators of the latent constructs,

2) To confirm the theoretical relationships in every model between the latent
constructs, and the latent constructs and their indicators, as well as to assess their

statistical significance,

3) To compare the causal relationships in every model between the samples in the

Western hotels and the Thai hotels
The aims of the study were not to:

1) Improve the tested models through modifications of the structural and/or

measurement models,
2) Compare alternative models in order to find the “best” model with a better fit.

The objective of the research is to find out and understand the pattern of the causal
relationships between constructs, but not to explain the total variance of constructs and
develop a perfect model, as this would exceed the scope of the research framework. The
PCA, which was used in Chapter 5 as an exploratory technique, had limited control over
which variables were indicators of which dimensions. In contrast, the SEM is a
confirmatory technique and it has control over the specification of indicators for each
dimension. It provides a statistical test of the goodness-of-fit for the confirmatory factor

solution, which is not possible with the PCA.
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The SEM is used here because of its capacity to measure the causal relationships between
sets of unobserved (latent) variables. The SEM model specifies the causal relationships
among the latent variables whilst describing the amount of unexplained variance.
Further, variables described in this study contain potentially sizeable measurement errors
and SEM takes these errors into account. The SEM method estimates the unknown
coefficients in a set of linear structural equations. Variables in the equation system may
be either direétly observed variables (results of the survey questions) or unmeasured
latent variables (principal components) that are not directly observed, but relate to the
observed variables. The model assumes a causal relationship among a set of latent

variables, and that the observed variables are indicators of the latent variables.

Clearly, in this study the causal relationships are complex and the number of observed
variables is large. Consequently, only latent variables, which are strongly defined by the
PCA and the theoretical concepts, and observed variables that loaded moderately and
strongly on these latent dimensions are used. Nevertheless, it goes almost without
saying, that the strength of the hypothesized models rests very much on the underlying
theoretical structure of each structural equation model, itself represented by a path
diagram. Consequently, if a reasonably strong model is confirmed to exist statistically,
and the structural model has not undergone significant modification from the original
theory for that to happen, then it can be reasonably concluded that the hypothetical

structure does have significance.

In this primary form of analysis, SEM is similar to combining multiple regression and
factor analysis. As such the SEM expresses the linear causal relationship between two
separate sets of latent constructs (which have been derived by two separate factor
analyses). ~When using SEM, these latent constructs are termed “exogeneous”
(independent) constructs and “endogeneous” (dependent) constructs. The SEMs include
one or more linear regression equations that describe how the endogeneous constructs
depend upon the exogeneous constructs. Their coefficients are called path coefficients,

or sometimes regression weights.

A separate set of structural equation models is run for the dimensions of TQM staff
selection and TQM training to account for guest-orientation quality, and for guest-

 orientation quality to account for guest satisfaction of service quality based on the study
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model (p.35). The Analysis of Moment Structures 4.0 (AMOS 4.0) computing program
(Arbuckle and Wothke, 1999) linked to SPSS was used to conduct the SEM analysis.
Although most researchers have considered LISREL as the flagship SEM program, it has
memory allocation problems, design flaws and difficulty in use. AMOS has already been
linked with SPSS and Windows, so it becomes the most widely and easily used package.
AMOS also can fit multiple models into a single analysis. A multiple-group analysis is
also possible, even with different models for different groups as are many models in this

study.

Before evaluating the goodness-of-fit between the data and model, several assumptions of
SEM have to be met. These are independent variables, random sampling, linearity of all
relationships, multivariate normality of distribution, no kurtosis and no skewness,
correlations between variables above 0.4 or 0.45, appropriate data measured on interval
or ratio scale, sample size 100 — 400 and an exploratory purpose of the study. This study
met the requirements, except for the normality of distribution and skewness. The use of
AMOS provides a test of multivariate normality for each observed variable and attempts
to detect outliers. The bootstrap simulations in AMOS are powerful tools to diagnose the
presence of distribution problems in the data and to gauge their effects on the parameter

estimates.

In order to meet the assumption of distribution normality and apply SEM, the variables
were standardized and all parameters were free. According to Diamantopoulos (1994),
free parameters have unknown values, are not constrained to be equal to any other
parameters and need to be estimated by the program. In the non-standardized solution,
the first parameter for each dimension is fixed., Fixed parameters specify a certain value
a priori and they are not estimated as parts‘of‘ the model. The non-standardized estimates
are tied to the measurement units of the variables they represent and any change in the
measurement unit for a variable also changes the value and comparability of other
parameters. Consequently, the standardized solution was used rather than the non-

standardized one.

Lack of normality could inflate the Chi-square statistics and create upward bias for
determining significance of the coefficients, as was the case in this study. However, use

of Chi-square is not valid in most applications (Joreskog and Sorbom, 1989). Although
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the Chi-square measure maybe viewed theoretically as a test statistic for testing the
hypothesis, the statistical problem was not one of testing a hypothesis (which a priori
might be considered false), but rather one of fitting the model to the data, and deciding
whether the fit is adequate or not. Joreskog and Sorbom (1989) explain that in most
empirical work, models are only experimental and only regarded as an approximation to

reality, and for this reason the Chi-square should not be used.

Other reasons for not using a Chi-square as a criterion for judging the adequacy of the
model include the sensitivity of the Chi-square to departures from multivariate normality,
sample size and problems related to the power of the test. Large sample sizes (the largest
data set was 1,339) and departures from normality usually tend to increase the Chi-
square, as was the case in this study. In light of the above, the Chi-square measure-of-fit
sho;lld not be taken a priori as the best indicator of the model fit. However, as the main
objective was to test if there are relationships between variables rather than the fit of the
data to the model, the influence of a normality lack on the Chi-square statistics became

insignificant.

Although the assessment of the goodness-of-fit was not the objective, it was performed in
order to see whether all relationships in the paired dimensions were well defined (good
fit) or poorly defined (poor fit) and find out which relationship paths should be
eliminated. The absolute fit measurés were evaluated by the following (see Figure 6.1

for illustrative purposes in p.148):

* Likelihood ratios of Chi-square to the degrees of freedom: the acceptable range is
between of 0.05 and 0.10 - 0.20. A large value of Chi-square indicates a poor fit

of the model to the data, a small value indicates a good fit.

* Sample sizes: these were within the acceptable range of 100 — 200

(Hair et. al., 1995) for applications.

* Goodness-of-Fit Index(GFI): this is an indicator of the relative amount of
variances and covariances jointly accounted for by the model; shows how closely

the proposed model comes to a perfect one. It takes values between 0 and 1 and
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the closer to unity (1), the better the model fit. A marginal acceptance level is
0.90.

* Adjusted for the degrees of freedom Goodness-of-Fit Index (AGFI): The criteria
are the same as GFI. If there is a drop in AGFI as compared to GFI, the overall fit
of the model can be questioned (Hair et. al., 1995).

* Root-mean-square error of approximation (RMSEA): It is one measure of model
adequacy based on the population discrepancy. The closer it is to zero, the better
the fit of the model is. Browne and Cudeck (1993) recommend that the RMSEA
measures should not exceed 0.10 and ideally lie between 0.05 and 0.08 given that

at least some errors can be expected.

As shown in Figure 6.1 (p.148), the single headed arrows have been presented as linear
dependencies, so that they indicate the extent to which one variable is dependent on
another variable. Each of them corresponds to a regression weight. The double-headed
arrows connect variables that maybe correlated with each other. They include the
predictor variables. The variable “error” is enclosed in a circle because it is not directly

¢ O A
observed. “Error” represents much more than random fluctuations in the dependent

variable scores due to measurement error. It also represents a c:)-mposite of the possible
other variables on which the dependent variables may depend, but which was not
measured in this study. This variable is essential because the path diagram is supposed to
show all variables that affect the dependent variable scores. Without the circle, the path
vdiagram would make the implausible claim that the dependent variable is an exact linear
combination of the variables in the study models. It is a fundamental assumption in
linear regression that error is uncorrelated with every other predictor variable. Hence,
there was an absence of a double-headed arrow connecting error with any other variables

in the study. The dependent variables were also not connected to any other variables by a

double-headed arrow because they depended upon the other variables.

The critical ratio (C.R.) is an observation on a random variable thai hgmproxxmate
standard normal distribution. Thus, using a significance level of 0.05, any critical ratio in

the regression weights that exceeds 1.96 in magnitude is called significant. However,
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because there is a need to constrain one variable connected to each latent variable in
order to achieve identification of the model, and because the choice of the variable was
arbitrary (the first variable on the list), and because with changes in the choice of
variables constrained, the critical values change markedly; it was determined that such
critical ratios are not reliable. Values listed above the latent and exogenous variables are

multiple squared coefficients.

According to Bentler and Chou (1987), a model should contain at most 20 variables in

5 — 6 constructs. Three to four variable indicators measures each construct. The
interpretation of the results and their statistical significance becomes difficult as the
number of concepts becomes large like this study. Therefore, the developed models will
be presented as one model for each pair of the dimensions with the total set of the

strongest and most significant relationship paths.

6.2.1 MODEL FOR THE RELATIONSHIP BETWEEN TQM STAFF SELECTION AND
SELF-COMMITMENT TO SERVICE QUALITY

This section is for the purpose of testing hypothesis one (p.42) to find out if TQM staff
selection is correlated with self-commitment to service quality that leads to guest
satisfaction of service quality. For the dimension of TQM staff selection, the Principal
Components Analysis identified a | three-factor soluiion with 9 wvariables: 1)
communication; 2) ménual; and 3) process. For the dimension of self-commitment to

service quality, there is two-factor solution with 5 variables: 1) focus; and 2) care.

When the SEM shown in Figure 6.1 (p.148) is used, all of these factors in both
dimensions are identified as the key factors; therefore none of them are eliminated. The

strongest relationships are noticed between the following dimensions and their indicators:
DIMENSION OF TQM STAFF SELECTION:

1) Communication and its four indicators: hotel’s expectation learning
(HOTEL), own expectation reveal (OWN), interpersonal skills (SKILL) and
hotels and jobs ideas (IDEA)



GFl = .94
AGFI = .90
RMSEA = .05

FIGURE 6.1 RELATIONSHIP BETWEEN TQM STAFF SELECTION AND
SELF-COMMITMENT TO SERVICE QUALITY
IN ALL THE HOTELS IN THE STUDY

148
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2) Manual and its three indicators: out of date job descriptions and job
specifications (OUT), rushed or ignored job descriptions and job
specifications (RUSH) and vague job descriptions and job specifications
(VAG)

3) Process and its two indicators: guest-oriented staff selection (GORIEN) and
matching goals with the hotel (GOAL)

DIMENSION OF SELF-COMMITMENT TO SERVICE QUALITY:

1) Quality focus and its three indicators: same quality feeling with the hotel
(FEEL), quality priority (PRIO) and effort in quality delivery (EFFO)

2) Quality care and its two indicators: enjoy discussing quality (ENJO) and
discuss with people outside (DISC)

All of the observed variables had a near-equal standardized regression weight in the
range between 0.38 and 0.85. They were moderately related to their respective latent
unobserved variables with loadings ranging between 0.30 and 0.70, with four variables
(hotels and jobs ideas = 0.28, guest-oriented staff selection = 0.14, quality priority = 0.20
and discuss with people outside = 0.17) particularly low. However, these low loading
variables as the last factor in their constructs, except “guest-oriented staff selection”, are
sequentially accounting for the least explained variance (the order of the latent variables
presented in each path diagram is from top to bottom). It can be argued that the overall
fit might be improved by removing these variables from the path diagram. However, no
modifications have been made to any of the structural models because the constructs of
these variables contain only 2 — 4 variables and this might weaken the constructs if any of
their variables were deleted. For the variable, “guest-oriented staff selection”, it was in
the first rank of the construct according to the Principal Components Analysis (PCA) and
it should be the most explained variance of the TQM staff selection process factor.
However, there was an addition of one more constraint in this construct in order to
achieve the identification of the model. This means both of the variables in this construct

were constrained and they had a similar degree of explained variance in the factor.
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Apparently, “matching goals with the hotel”, instead of “guest-oriented staff selection”,

became the most explained variance of this factor (0.48).

There is a significant strong covariance between the dimension of TQM staff selection:
“communication” and “manual” (0.62 with C.R. = 5.28). This can be interpreted that the
higher quality the hotels have in their staff selection manuals, the more likely do the
hotels communicate with their applicants about the hotels, jobs and expectations. Due to
the complex nature and the large number of the variables in this study, it was possible for
these variables to overlap in their measurement of the different aspects in the hotel

frontline staff perceptions. However, these measurement overlaps could be accepted
 because they provide some rational remarkable aspects for the.study. As can be seen

there are some correlations between the following observed variables:

* significantly between “hotels-and jobs ideas” and “vague job descriptions and job
speciﬁcations” (0.18 with C.R. = 2.26). This suggests that the more vague the job
descriptions and job specifications are, the more eager the applicants want to know

about the hotels and the jobs they are applying (in the viewpoints of the hotel staff).

* between “own expectation reveal” and “vague job descriptions and job
specifications” (0.13). This can be assumed that the more vague the job descriptions
and job specifications are, the more the applicants try to reveal their own
expectations. This may happen when the applicants try to find out if their
expectations in working for the hotels can be met by revealing their own expectations

through their questions about jobs and hotels (in the viewpoints of the hotel staff).

« between “rushed or ignored job descriptions and job specifications” and
“matching goals with the hotel”(0.13). This can be explained that the more
rushed or ignored job descriptions and job specifications are, the more likely the
‘hotel staff attempt to find out the hotel job standards in order to set and achieve

their own goals and the hotel’s goals.

* between “same quality feeling with the hotel” and “discuss with people outside”

(-0.14). This negative correlation suggests that the more similar quality feeling
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with the hotel the staff have, the less possible they discuss about quality with
people outside the hotel due to one of the hotel’s rules and regulations. Most
hotels considered that the information about their service quality is confidential
due to the competitive advantage and any staff reveal or discuss it with the public,
they will be dismissed. On the contrary, if the staff do not have the same quality
feeling with the hotel and feel stressed, it is possible that they will speak out and

discuss it with people outside more than with the insiders.

In addition, there is a causal relationship found between the latent unobserved variables:
quality focus factor did cause quality care factor (0.34). This indicates that when the
hotel staff have the same quality feeling with the hotel, put their all efforts in delivering
service and take the service quality as their priority, then they will feel care about service

quality as a result.

In Figure 6.1 (p.148), it can be seen that there was an overall explanation of the
dimension of self-commitment to service quality by the dimension of TQM staff
selection: “quality focus” (0.20) and “quality care” (0.18). There was only one
significant strong causal relationship between the TQM staff selection process factor and
the quality focus factor (0.42 with Critical Ratio = 2.40). This indicates that in overall
hotel frontline staff viewpoints, TQM staff selection does cause their perceptions of self-
commitment to service quality, in particular TQM staff selection process and their focus

on quality.

In summary, for the hotel frontline staff, TQM staff selection means communication
between the hotels and the applicants as the first stance, quality staff selection manual as
the second stance and quality staff selection process as the last stance. And their TQM
staff selection variously determines their self-commitment to service quality: quality
focus and quality care. Therefore, there is the existence of the correlation between TQM

staff selection and self-commitment in service quality supporting hypothesis one (p.42).

The model of the relationship between TQM staff selection and self-commitment to
service quality did fit very well with the GFI = 0.94, AGFI = 0.90 and RMSEA = 0.05.
Hence, it was taken for the comparison analysis between the staff sample in the Western

hotels and the staff sample in the Thai hotels.
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6.2.1.1 Model comparison of the relatiopnship between TQM Staff selection and self-
commitment to service quality which differed in the staff samples between the

Western hotels and the Thai hotels

In order to compare the staff perceptions of TQM staff selection approaches and guest-
orientation quality in the Western hotels and the Thai hotels (aim four, p.5 and
hypothesis three, p.43), the model comparison of the relationship between TQM staff
selection and self-commitment to service quality was made. The models of the
relationship between TQM staff selection and self-commitment to service quality are
presented in Figure 6.2 (p.153) for the frontline staff sample in the Western hotels and
Figure 6.3 (p.153) for the frontline staff sample in the Thai hotels.

For Figure 6.2 (p.153), the GFI was 0.84, AGFI was 0.75 and RMSEA was 0.09. This
indicates that the model fitted fairly well for the staff sample in the Western hotels.
Although the RMSEA was quite high but it is still in the acceptable range (not over 0.10).
For the staff sample in the Thai hotels in Figure 6.3 (p.153), the GFI was 0.92, AGFI was
0.87 and RMSEA was 0.00, suggesting that the model did fit extremely well and no
errors could be found. Hence, it can be concluded that the model of the relationship
between TQM staff selection and self-commitment to service quality fitted well with both
the samples in the Western hotels and in the Thai hotels and was considered to be a

reliable model.

Although the model of the relationship did fit better in the case of the Thai hotels rather
than in the Western hotels, the overall explanation of self-commitment to service quality
by TQM staff selection in the Western hotels sample was much better than in the Thai
hotels sample. In the Western hotels, TQM staff selection did cause self-commitment to
service quality in the factors of quality focus by 51% (0.51) and quality care by 64%
(0.64). TQM staff selection in the Thai hotels caused self-commitment to service quality
in the factors of quality focus by only 9% (0.09) and quality care by 36% (0.36).
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There are 3 significant correlations and 4 significant covariances in the model of the

Western hotels:

- focus and communication (causal, 0.59 with C.R. = 2.79)

- communication and care (causal, -0.80 with C.R. = -2.09)

- process and focus (causal, 0.46 with C.R. = 2.79)

- communication and manual (covariance, 0.68 with C.R. = 3.83)

- own expectation reveal and vague job descriptions and job specifications
(covariance, 0.44 with C.R. = 2.73)

- hotels and jobs ideas and vague job descriptions and job specifications
(covariance, 0.26 with C.R. = 2.11)

- rushed or ignored job descriptions and job specifications and matching goals

with the hotel (covariance, 0.77 with C.R. = 2.89)

For the model of the Thai hotels, there is only one significant covariance relationship:
communication and manual (covariance, 0.50 with C.R. = 3.59). It can be also clearly
seen that the values of the covariances and correlations in the Western hotels were
higher with more significances than these values in the Thai hotels. In addition, the
observed variables in the Western hotel sample (with loadings ranging between 0.30
and 0.80 except 4 variables with loadings less than 0.30) were more strongly related
to their respective latent unobserved variables than the observed variables in the Thai
hotel sample (with loadings ranging between 0.30 and 0.70 except 6 variables with
loadings less than 0.30). For these reasons, it can be concluded that TQM staff
selection is more strongly related to self-commitment to service quality in the Western

hotels than in the Thai hotels.

The most critical factors of the relationship differences between the Western hotels

and the Thai hotels are noted as follows:

* In the Western hotels, communication between the hotels and the applicants had
the positively significant causal relationship with quality focus (0.59 with
significance = 2.79) in the viewpoints of their frontline staff. On the contrary,

communication between the hotels and the applicants had the negative causal
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relationship with quality focus (-0.14) in the viewpoints of the frontline staff in the
Thai hotels. This can be explained that in the Western hotels, the more the hotels
communicate with their applicants about the hotels, jobs and expectations, the
clearer views the applicants have in focusing on the service quality that the hotels
require. On the other hand, this situation in the Thai hotels was different. The
more the hotels communicate with their applicants about the hotels, the jobs and
expectations, the less focus on service quality the applicants have. This may be
because they feel confused with the big loads of the information and do not know
where and how to focus on service quality. This can be explained by the cultural
differences, the Westerners dare to ask when they do not understand but for the
Thais, it means saving face is more important than better understanding.
Therefore, even they do not understand, they will keep silent or inform that they

do understand in order to save face.

Communication between the Western hotels and the applicants caused very strong
negative significant feeling about quality care (-0.81 with significance = -2.09)
whereas communication between the Thai hotels and their applicants caused
positive feeling about quality care (0.15) (in the viewpoints of the frontline staff).
This means the more the Western hotels communicate with their applicants, the
less care about the service quality the applicants feel. In the different point of
view, the more the Thai hotels communicate with the applicants, the more feeling
of quality care the applicants have. This is because the applicants feel that the
hotels care for them and communicate with them satisfactorily. Therefore, they
also care about the hotels’ service quality as the hotels care. For the Western
hotels, it can be explained according to Worsfold (1999) that the staff may
demonstrate a commitment fo providing quality service as the previous result
(communication between the hotels and the applicants had the positively
significant causal relationship with quality focus) without being committed to

their hotels and feeling care about the hotels’ service quality.

TQM staff selection process in the Western hotels had a positive causal

relationship with quality care (0.16) while TQM staff selection process in the Thai
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hotels had a negative causal relationship with quality care (-0.39). The possible
explanation is that in the Western hotels, the frontline staff have more knowledge
about TQM and for them, the higher quality does the staff selection process have,
the more care about the service quality of the hotels they feel. On the contrary,
the frontline staff in the Thai hotels feel less care about the hotels’ service quality
even the higher quality is their staff selection process. This is because they think

they have no involvement in the staff selection process.

* In the Western hotels, the more rushed or ignored the job descriptions and job
specifications are, the easier the applicants match their common experiences,
values and personal goals with the hotels’ ones (0.77 with significance = 2.89). In
the opposite way, the more rushed or ignored the job descriptions and job
specifications are, the less p-ossible that the applicants match their common

experiences, values and personal goals with the hotels’ ones (-0.05).

.In summary, the research aim four (p.5) to compare the staff perceptions of TQM
staff selection approaches and guest-orientation quality in a sample of the hotels in
Western countries and the hotels in Thailand was achieved -and hypothesis three
(p-43) to find out the significant differences in the frontline staff pefceptions of TQM
staff selection and guest-orientation quality between the Western hotels in Western

countries and the Thai hotels was supported.

6.2.2 MODEL FOR THE RELATIONSHIP OF TOM TRAINING AND HOTEL
COMPETENCY IN SERVICE QUALITY

In order to test hypothesis two @.43) if TQM training is correlated with hotel
competency in service quality, the SEM was used to find the model for this
relationship based on the results of the PCA. For the dimension of TQM training, the
Principal Components Analysis identified a four-factor solution with 12 variables: 1)
design; 2) commitment; 3) needs and 4) results. For the dimension of hotel
competency in service quality, there is a three-factor solution with 11 variables: 1)
benchmarking; 2) commitment and 3) monitor. In the benchmarking factor, there are

five variables and this exceeded the required number of the indicators m one construct
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(3-4 indicators per construct). Therefore, the last rank variable (current quality
compared with the competitors) in that factor was deleted. This made the total
number of the variables in this dimension decrease to be 10 variables within three
factors. When the SEM was used shown in Figure 6.4 (p.158), all of these factors in
the both dimensions were identified as the key factors; therefore none of them were
eliminated. ~ The strongest relationships were noticed between the following

dimensions and their indicators:
DIMENSION OF TQM TRAINING:

1) Design and its four indicators: helping solve problems and improve
work processes (SOLVE), opportunities in training (OPP), seminars
and meetings about quality (MEET) and only on-the-job training (OJT)

2) Commitment and its four indicators: training costs and benefits
(COST), expense, not long-term investment ( EXP), taking off direct
guest service (DUTY) and single event, not process (EVENT)

3) Needs and its two indicators: filling new positions (NEW) and
something wrong (WRONG)

4) Result and its two indicators: guest relations skills (GRS) and

managers’ satisfaction in staff guest relations skills (MGR)
DIMENSION OF HOTEL COMPETENCY IN SERVICE QUALITY:

1) Benchmarking and its three indicators: current quality compared with
world leaders (QUAL), process quality compared with world leaders
(PROC), best practices (BEST) and process quality compared with
competitors (COMP)
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2) Hotel commitment and its three indicators: satisfied guest
commitment (COMM), managers’ actions (ACT) and hotel’s goals
(GOAL)

3) Monitor guest satisfaction and its three indicators: guests’ feedback
(FEED), guest complaint monitor (MONI) and guest satisfaction
tracking (TRAC)

All of the observed variables had high standardized regression weights in the range
between 0.49 and 0.89, and were explained by between 0.30 and 0.70 squared
multiple correlations, by their respective latent variables. However, some variables
were poorly accounted for: “single event, not process” (0.26), “something wrong”
(0.24) and “guest complaint monitor” (0.28). In order to avoid weakening the
constructs of these variables, there was no deletion of these variables although they

were in the second or last rank in the construct.

There were some significant covariances between the factors in the dimension of

TQM training:

* between design and result (0.45 with C.R. = 3.43). This indicates that the more

quality-based the training design is, the better training results the hotels gain.

* between needs and result (-0.26 with C.R. = -2.36). This can be explained that the
more training needs the hotels find, the lower training results the hotels achieve.
This is because the hotels have too many training needs, so it is quite difficult to
achieve all the results of these training needs. This suggests the hotels to
emphasize only in the key training needs in order to gain the training results

required.

* between design and needs (-0.25 with C.R. = -2.61). This implies that the more
training needs the hotels find, the less quality training design the hotels have. Too
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many training needs make it difficult and too confused to design the training

programs.

There were also some significant covariances between the observed variables:

* between “opportunities in training” and “ training costs and benefits” (0.31 with
C.R. = 2.99). The higher the opportunities in training the staff have, the more

training costs and benefits the hotels have to spend.

* between “only on-the-job training” and “expense, not long-term investment”
(-0.21 with C.R. = -2.38). The more on-the-job training programs the hotels have,

the less expense and the less investment the hotels have to pay.

* between “single event, not process” and “managers’ satisfaction in staff guest
relations skills” (.21 with C.R. = 2.12). The more training as a single event, not
continuous process is, the higher the managers feel satisfied in the staff guest
relations skills. This suggests that the managers count on the quantity of training,

not quality.

* between “ something wrong” and “managers’ satisfaction in staff guest relations
skills” (-0.31 with C.R. = -2.99). The more errors and mistakes in the hotels there

are, the less satisfied the managers feel in staff guest relations skills.

* between “process quality compared with- world leaders” and “guest complaint
monitor” (0.25 with C.R. = 2.76). The more the process quality of the hotels is
compared with the world leaders, the more actions in guest complaint monitor the

hotels take.

*  between “process quality compared with competitors” and “guests’ feedback™
(-0.25 with C.R. = -2.54). The more the process quality of the hotels is compared
with the competitors, the less the hotels gain the guests’ feedback. When the

hotels continuously improve and update their process quality to compete with
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their competitors, the service in the hotels will also improve and less feedback will

come from the hotel guests.

The overall strong explanation of hotel competency in service quality by TQM
training was in the factors of benchmarking (47% or 0.47), hotel commitment (66% or
0.66) and monitor (28% or 0.28). The linkages between these two dimensions
through the factors varied significantly. There were significant strong paths between

the following factors:

* Training design significantly caused benchmarking by 43 % (0.43 with C.R. =
4.49).

* Training commitment significantly caused hotel commitment in service quality by
18% (0.18 with C.R. = 2.18).

* Training design significantly caused hotel commitment in service quality by 58 %
(0.58 with C.R. =5.18).

* Training design significantly caused monitoring guest satisfaction by 28 % (0.28
with C.R. = 2.39).

* Training result significantly caused benchmarking by 27 % (0.27 with CR. =
2.69).

* Training result significantly caused hotel commitment in service quality by 31 %
(0.31 with C.R. = 2.80).

* Training result significantly caused monitoring guest satisfaction by 25 % (0.25
with C.R. = 2.02).

The GFI of the model was 0.87, AGFI was 0.82 and RMSEA was 0.06. This
indicates that the model of the relationship between TQM training and hotel
competency in service quality fitted fairly well. Consequently, it can be concluded
that in overall, TQM staff selection does cause hotel competency in service quality as
a support for hypothesis two (p.43). TQM training for the hotel frontline staff means
training design, commitment in training, training needs and training results

respectively. Hotel competency in service quality means benchmarking as the first,
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hotel commitment in service quality as the second and monitoring guest satisfaction

as the third.

Due to the well-fitted model, it was taken for the comparison analysis in the staff

samples between the Western hotels and the Thai hotels in the next section.

6.2.2.1 Model comparison of the relationship between TQM training and hotel
competency in service quality which differed in the staff samples between the

Western hotels and the Thai hotels

In order to compare the staff perceptions of TQM training approaches and guest-
orientation quality in the Western hotels and the Thai hotels (aim four, p.5 and
hypothesis three, p.43), the model comparison of the relationship between TQM
~ training and hotel competency in service quality was made. The models of the
relationship between TQM training and hotel competency in service quality are
presented in Figure 6.5 (p.163) for the Western hotels and Figure 6.6 (p.163) for the
That hotels.

For Figure 6.5 (p.163), the GFI was 0.79, the AGFI was 0.72 and the RMSEA was
0.08. This indicates that the model fitted fairly well for the staff sample in the
Western hotels. For the staff sample in the Thai hotels in Figure 6.6 (p.163), the GFI
was 0.80, the AGFI was 0.73 and the RMSEA was 0.08, suggesting that the model did
fit fairly well. Hence, it can be concluded that the model of the relationship between
TQM training and hotel competency in service quality fitted well with both the
samples in the Western hotels and in the Thai hotels and was considered to be a

reliable model.

Although the model of the relationship did fit slightly better in the Thai hotels than in
the Western hotels, the overall explanation of hotel competency in service quality by
TQM training in the Western hotels sample was slightly better than in the Thai hotels
sample, except in the factor of monitoring guest satisfaction. In the Western hotels,
TQM training did cause hotel competency in service quality in the factors of

benchmarking by 55% (0.55), hotel commitment in service quality by 72% (0.72) and
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monitoring guest satisfaction by 18% (0.18). TQM training in the Thai hotels caused
hotel competency in service quality in the factors of benchmarking by 48% (0.48),
hotel commitment by 70% (0.70) and monitoring guest satisfaction by 83% (0.83).

There were 3 significant correlations and 4 significant covariances in the model of the

Western hotels:

- design and benchmarking (causal, 0.78 with C.R. = 4.99)

- commitment and hotel commitment (causal, 0.23 with C.R. = 2.29)

- design and hotel commitment (causal, 0.62 with C.R. = 3.99)

- design and result (covariance, 0.59 with C.R. = 2.24)

- design and needs (covariance, -0.16 with C.R. = -2.17)

- process quality compared with world leaders and guest complaint monitor
(covariance, 0.30 with C.R. = 2.18)

- process quality compared with competitors and guests’ feedback (covariance,

-0.52 with C.R. = -2.87)

For Figure 6.5 (p.163), the GFI was 0.79, the AGFI was 0.72 and the RMSEA was
0.08. This indicates that the model fitted fairly well for the staff sample in the
Western hotels. For the staff sample in the Thai hotels in Figure 6.6 (p.163), the GFI
was 0.80, the AGFI was 0.73 and the RMSEA was 0.08, suggesting that the model did
fit fairly well. Hence, it can be concluded that the model of the relationship between
TQM training and hotel competency in service quality fitted well with both the
samples in the Western hotels and in the Thai hotels and was considered to be a

reliable model.

Although the model of the relationship did fit slightly better in the Thai hotels than in
the Western hotels, the overall explanation of hotel competency in service quality by
TQM training in the Western hotels sample .was slightly better than in the Thai hotels
sample, except in the factor of monitoring guest satisfaction. In the Western hotels,
TQM training did cause hotel competency in service quality in the factors of
benchmarking by 55% (0.55), hotel commitment in service quality by 72% (0.72) and
monitoring guest satisfaction by 18% (0.18). TQM training in the Thai hotels caused



165

hotel competency in service quality in the factors of benchmarking by 48% (0.48),
hotel commitment by 70% (0.70) and monitoring guest satisfaction by 83% (0.83).

There were 3 significant correlations and 4 significant covariances in the model of the

Western hotels:

- design and benchmarking (causal, 0.78 with C.R. = 4.99)

- commitment and hotel commitment (causal, 0.23 with C.R. = 2.29)

- design and hotel commitment (causal, 0.62 with C.R. = 3.99)

- design and result (covariance, 0.59 with C.R. = 2.24)

- design and needs (covariance, -0.16 with C.R. = -2.17)

- process quality compared with world leaders and guest complaint monitor
(covariance, 0.30 with C.R. = 2.18)

- process quality compared with competitors and guests’ feedback (covariance,

-0.52 with CR. = -2.87)

For the model of the Thai hotels, there were 2 significant correlations and 5

significant covariances:

- design and hotel commitment (causal, 1.19 with C.R. = 2.04)

- result and benchmarking (causal, 1.04 with C.R. = 2.00)

- design and result (covariance, 0.39 with C.R. = 2.38)

- design and needs (covariance, -0.72 with C.R. = -2.70)

- needs and result (covariance, -0.83 with C.R. = -2.87)

- process quality compared with world leaders and guest complaint monitor
(covariance, 0.25 with C.R. = 2.06)

- opportunities in training and training costs and benefits (covariance, 0.60 with

C.R. = 2.06)

The number of significant correlations and covariances in the Western hotels were
equal to the number in the Thai hotels. However, there were more number of
significant correlations in the model of the Western hotels and the observed variables

(with loadings ranging between 0.30 and 3.02 except 2 variables with loadings less



166

than 0.30) were more strongly relatéd to their respective latent unobserved variables
than the observed variables in the Thai hotels sample (with loadings ranging between
0.30 and 0.90 except 7 variables with loadings less than 0.30). For these reasons, it
can be concluded that the TQM staff selection is more strongly related to self-

commitment to service quality in the Western hotels than in the Thai hotels.

The most critical factors of the relationship differences between the Western hotels

and the Thai hotels are noted as follows:

* In the Western hotels, trainihg needs had the negative causal relationship with
monitoring guest satisfaction (-0.04) in the viewpoints of their frontline staff. On
the contrary, training needs had the positive causal relationship with quality focus
(1.98) in the viewpoints of the frontline staff in the Thai hotels. This can be
explained that in the Western hotels, the more the hotels find the training needs,
the less the hotels monitor guest satisfaction in their hotels. On the other hand,
this situation in the Thai hotels was different. The more the hotels find the
training needs, the more the hotels monitor their guest satisfaction. That is why
TQM training in the Thai hotels could explain more in the factor of monitoring

guest satisfaction than TQM training in the Western hotels.

* Training commitment in the Western hotels had the negative causal relationship
with benchmarking (-0.14). This means that the more commitment in training the
hotels have, the less benchmarking the hotels perform. Maybe the hotels feel
confidence in their quality after putting more commitment in training, so they
suppose they do not need to benchmark the quality from their competitors and the
world leaders. On the opposite side, training commitment in the Thai hotels had
the positive causal with benchmarking (0.08). The more the hotels commit in
training, the more benchmarking the hotels perform. This means the hotels still

- need more knowledge about quality and benchmark it from their competitors and

world leaders while putting more commitment in training.
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In the western hotels, commitment in training had the negative causal relationship
with monitoring guest satisfaction in the hotels (-0.03). This same degree of the
relationship was also found in the Thai hotels but in the positive way (0.03). This
can be explained that the Western hotels have so much confidence when they have
more commitment in training that they less monitor their guest satisfaction. On
the other hand, the Thai hotels put more emphasis on monitoring guest satisfaction
in their hotels when they put more commitment in training in order to see the

training results in guest satisfaction.

The more the Western hotels learn and benchmark the quality from their
competitors and world leaders, the less training needs they find from this
benchmarking (-0.02). This may be because the Western hotels have already had
some ideas about quality and performed some quality activities. However, this
was absolutely different in the Thai hotels. When the Thai hotel learn and
benchmark from their competitors and the world leaders, they suppose to find
more training needs from the benchmarking (0.90) since they still lacks
knowledge about quality.

The more training needs the Western hotels have, the less committed in service
quality the hotels are (-0.04). This may be because the Western hotels prefer to
have only key specific training needs to design their training programs. The more
training needs for them means more confusion. On the contrary, the more training
needs the Thai hotels have, the more commitment in service quality they put
(1.37). Training needs for the Thai hotels suppose to be problems that they have
to solve; therefore they put more efforts and commitment in solving them in order

to improve their service quality.

The more training results the Western hotels gain, the less benchmarking the
hotels perform (-0.10) due to their high confidence about their high quality
service. This is opposite with the Thai hotels. The more training results the Thai
hotels have, the more benchmarking they perform (1.04) due to the lack of the

service quality knowledge.



168

+ For the Western hotels, the more on-the-job training the hotels have, the less ideas
about training as an expense, not a long-term investment the staff have (-0.16).
This result was consistent with the descriptive data analysis results in the
dimension of guest contact competency in Section 6.4. Most of the Western staff
(38..9% of the Australian staff and 35.7% of the American hotels) still lack the
specialist knowledge. Therefore, more on-the-job training make them feel better
about training. On the other hand, the Thai staff have more perceptions of training
as an expense, not long-term investment when the hotels have more on-the-job
training programs for them (0.08). Most Thai staff are very keen on specialist
knowledge (62.4%), so they do not need more on-the-job training. They suppose
to think that the hotels do not invest in training because on-the-job training spends

less budgets than the other training methods.

In summary, the research aim four (p.5) to compare the staff perceptions of TQM
training approaches and guest-orientation quality in a sample of the hotels in Western
countries and the hotels in Thailand was achieved and hypothesis three (p.43) to find
out the significant differences in the frontline staff perceptions of TQM training and
guest-orientation quality between the Western hotels and the Thai hotels was

supported.

6.2.3 MODEL FOR THE RELATIONSHIP OF TQM TRAINING AND GUEST
CONTACT COMPETENCY

In order to test hypothesis two (p.43) if TQM training has the correlation with guest
contact competency, the SEM was used to find out the model of this relationship
based on the results of the PCA. For the dimension of TQM training, the details of its
factors and the indicators are already presented in the above Section 7.2.3. For the
dimension of guest contact competency, there was four-factor solution with 14
variables: 1) information handling; 2) energy; 3) people focus and 4) dependability.
In information handling factor, there were five variables and this exceeded the
required number of the indicators in one construct (3-4 indicators per construct).
Therefore, the last rank variable (specialist knowledge) in that factor was deleted.

This made the total number of the variables in this dimension decrease to be 13
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variables within four factors. When the SEM was used shown in Figure 6.7 (p.170),
all of these factors in the both dimensions were identified as the key factors; therefore
none of them were eliminated. The strongest relationships were noticed between the

following dimensions and their indicators:
DIMENSION OF GUEST CONTACT COMPETENCY:

1) Information handling and its four indicators: using initiative (INIT),
fact finding (FACT), problem solving (PROB) and results driven
(DRIVE)

2) Energy and its four indicators: guest focus (GFO), team working
(TEAM), resilient (RSL) and quality orientation (QUO)

3) People focus and its three indicators: relating to guests (RELA),
convincing (CONV) and communicating orally (ORAL)

4) Dependability and its two indicators: reliability (RELY) and
organisation (ORG)

All The observed variables had a high standardized regression weight in the range
between 0.46 and 0.88, and were explained by between 0.20 and 0.77 squared
multiple correlations, by their respective latent variables. However, some variables
were poorly accounted for: “single event, not process” (0.26), “guest relations skills”
(0.28), “relating to guests” (0.21), “results driven” (0.28), “reliability” (0.25) and
“team working” (0.17). In order to avoid weakening the constructs of these variables,
there was no deletion of these variables although some of them were in the last

loading rank in the construct.
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There were some covariances between the factors in the dimension of TQM training:

* between commitment and needs (0.21). The more training needs the hotels find,

the more commitment in training the hotels have.

* between commitment and design (0.18). The more committed in training the

hotels are, the more quality-based training design the hotels have.

There were also some covariances between the observed variables:

* between “something wrong” and “managers’ satisfaction in staff guest relations
skills” (-0.40 with C.R. = -2.76). The more “something wrong” happen in the
service quality process, the less satisfied the hotel managers feel with their staff

guest relations skills.

* between “using initiative” and “relating to guests” (-0.26 with C.R. = -3.17). The
more competent in relating to guests the staff are, the less chance for the staff in

using initiative there is.

* between “guest focus” and “ relating to guests” (0.15). The higher guest focus
skills the hotel frontline staff have, the more competent in relating to guests they

are.

* between “seminars and meetings about quality” and “guest relations skills” (0.08).
The more seminars and meetings about quality the hotel staff attend, the higher

guest relations skills they have.

Two causal relationships were identified between the factors in the dimension of guest

contact competency as follows:

* Information handling significantly caused People focus by 86% (0.86 with C.R. =
4.46). People focus skills are mainly developed from information handling skills.
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* Dependability skills significantly caused energy skills by 33% (0.33 with C.R. =
2.61).

The distinct overall explanation of guest contact competency by TQM training was in
the factors of people focus (75% or 0.75), dependability (16% or 0.16), energy (14%
or 0.14) and information handling (11% or 0.11). There were two significant paths

between the following factors:

* Training design had significant causal relationship with dependability skills in the
negative way by 26 % (-0.26 with C.R. = -2.16). In general, training design is in
the responsibilities of training department and hotel managers, staff are not
allowed to get involved in training design (Buick and Muthu, 1997). Therefore,
they feel that training design constrains their dependability skills.

* Training commitment had significantly causal relationship with information
handling skills in the positive way by 30% (0.30 with C.R. = 2.77).

The GFI of the model was 0.85, AGFI was 0.81 and RMSEA was 0.06. This
indicates that the model of the relationship between TQM training and hotel
competency in service quality fitted fairly well. Consequently, it can be concluded
that in overall, TQM training does cause guest contact competency supporting
hypothesis two (p.43). TQM training for the hotel frontline staff means training
design, commitment in training, training needs and training results respectively.
Guest contact competency for the staff means information handling skills as the first,
energy skills as the second, people focus skills as the third and dcpehdability skills as
the last. |

Due to the well-fitted model, it was taken for the comparison analysis in the staff

samples between the Western hotels and the Thai hotels in the next section.
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6.2.3.1 Model comparison of the relationship between TQM training and guest
contact competency which differed in the staff samples between the Western

hotels and the Thai Hotels

In order to compare the staff perceptions of TQM training approaches and guest-
orientation quality in the Western hotels and the Thai hotels (aim four, p.5 and
hypothesis three, p.43), the model comparison of the relationship between TQM
training and guest contact competency was made. The models of the relationship
between TQM training and guest contact competency are presented in Figure 6.8

(p-174) for the Western hotels and Figure 6.9 (p.174) for the Thai hotels.

For Figure 6.8 (p.174), the GFI was 0_.75, the AGFI was 0.68 and the RMSEA was
0.08. This indicates that the model fitted fairly well for the staff sample in the
Western hotels. For the staff sample in the Thai hotels in Figure 6.9 (p.174), the GFI
was 0.78, the AGFI was 0.72 and the RMSEA was 0.07, suggesting that the model did
fit well. Hence, it can be concluded that the model of the relationship between TQM
fraining and guest contact competency fitted well with both the samples in the

Western hotels and in the Thai hotels and was considered to be a reliable model.

The model of the relationship did fit better in the Thai hotels than in the Western
hotels and the overall explanation of hotel competency in service quality by TQM
training in the Thai hotels sample was better than in the Western hotels sample,
except in the factor of people focus. In the Western hotels, TQM training did cause
guest contact competency in the factors of information handling by 6% (0.06), energy
by 8% (0.08), people focus by 104% (1.04) and dependébility by 4% (0.04). TOM
training in the Thai hotels caused guest contact competency in the factors of.
information handling by 86% (0.86), energy by 74% (0.74), people focus by 71%
(0.71) and dependability by 6% (0.06).
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There were 2 significant correlations and 1 significant covariance for the model of the

Western hotels:

- commitment and people focus (causal, -0.42 with C.R. = -2.37)
- people focus and information handling (causal, 0.96 with C.R. = 3.01)

- “using initiative” and “relating to guests”(covariance, -0.41 with C.R. = -3.15)

For the model of the Thai hotels, there were 3 significant correlations and

4 significant covariances:

commitment and information handling (causal, 0.29 with C.R. = 2.11)

- result and information handling (causal, -0.88 with C.R. =-1.96)

- result and energy (causal, -0.83 with C.R. = -2.02)

- commitment and design (covariance, 0.33 with C.R. = 2.40)

- “something wrong” and “managers’ satisfaction in staff guest relations skills”
(covariance, -0.37 with C.R. = -3.45)

- “guest focus” and “relating to guests” (covariance, 0.31 with C.R. = 2.68)

- “seminars and meetings about quality” and “guest relations skills”(covariance,

0.26 with C.R. = 2.34)

The number of the significant covariances and correlations in the Thai hotels were
higher than the number in the Western hotels. However, the observed variables in the
Western hotels sample (with loadings ranging between 0.42 and 1.31) were more
strongly related to their respective latent unobserved variables than the observed
variables in the Thai hotels sample (with loadings ranging between 0.30 and 1.87
except 4 variables with loadings less than 0.30).

The majority of differences were the type of the relationships (positive/negative) and
the degree of the relationships. Based upon the most critical factors of the relationship
differences between the Western hotels and the Thai hotels, it can be summarized as

the following;:
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» Training design caused positive perception for the Western hotel staff in
increasing their people focus skills by 23% and energy skills by 20% whereas it
caused negative perception in decreasing their information handling skills by 8%
and dependability skills by 11%. For the Thai hotel staff, training design had no
effects on their energy skills (0.00) but lessen information handling skills by 11%,
people focus skills by 8% and dependability skills by 11%. Therefore, in order to
avoid negative perceptions from the frontline staff, the Western hotels are not
necessary to stress their training design in information handling skills and
dependability skills, but they can stress in people focus skills and energy skills.
For the Thai hotels, maybe most of the Thai staff are so experienced and have
been trained in guest relations skills several times as shown in the results of the
descriptive data analysis of guest contact competency in Section 5.4; therefore,
the Thai hotels should put less emphasis on training design in guest relations
skills.

* Commitment in training did cause positive perception for the Western hotel staff
in boosting their information handling skills by 23% and dependability skills by
14% but it caused negative perception in decreasing their energy skills by 3% and
people focus skills by 42%. For the Thai hotel staff, commitment in training helps
increasing their information handling skills by 29%, dependability skills by 6%
and energy skills by 24% but it lessen people focus skills by 17%. With these
indicators, the Western hotels and the Thai hotels are required to enhance the

frontline staff perception in training commitment in order to heighten their guest
contact competency but put less emphasis on the training commitment in their

people focus skills.

* Training needs had positive relationships in the Western hotel staff perception
with their people focus skills by 25%, energy skills by 16% and information
handling by 4% but it caused the negative perception in lessening their
dependability skills by 16% and dependability skills by 8%. For the Thai hotel
staff perception, training needs increases their people focus skills by 12% and

energy skills by 6% but it decreases their information handling by 4% and
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dependability skills by 8%. Due to no involvement of staff in finding training
needs in the hotels, the staff in both the Western hotels and the Thai hotels feel
that training needs lessen their dependability skills. Hence, the involvement of

staff in finding training needs is recommended.

* Training result caused positive perceptions for the Western hotel staff in
increasing only energy skills by 11%, as well as for the Thai hotel staff in
enhancing only people focus skills by 54%. Howéver, training results caused
negative perception for the staff in decreasing the other three guest contact

competency factors in both the Western hotels and the Thai hotels:

- Information handling skills by 1% for the Western hotels staff and by 88% for
the Thai hotels staff,

- dependability skills by 4% for the Western hotels staff and 22% for the Thai
hotels staff,

- energy skills by 83% for the Thai hotels staff, and

- people focus skills by 28% for the Western hotels staff

This can be explained that the hotel staff may suppose training results as one of
their performance appraisals from their managers, so they feel constrained about
training results. Therefore, the hotels should loose the knots about training results

and make training results more attractive and challenging.

With the higher overall explanation and the better fit of the model, it may be
concluded that TQM training is more strongly related to self-commitment to service

quality in the Thai hotels than in the Western hotels.

In summary, research aim four (p.5) to compare the staff perceptions of TQM
training approaches and guest-orientation quality in a sample of the hotels in Western
‘countries and the hotels in Thailand was achieved and hypothesis three (p.43) to find
out the significant differences in the frontline staff perceptions of TQM training and
guest-orientation quality between the Western hotels and the Thai hotels was

supported.



178

All the above sections using the SEM, are the models of the relationships between the
dimensions but the next section will be the confirmation of the model identified by the
principal components analysis in the dimension of guest satisfaction in service
quality. Therefore, the Chi-square values, the degrees of freedom and the probability
levels were used to assess the model fit. Byrne (2001) indicates that for the goodness-
of-fit of a confirmatory factor analytic model, the higher the probability level is, the

closer is the fit between the model and the perfect fit.
6.2.4 MODEL FOR GUEST SATISFACTION WITH SERVICE QUALITY

The SEM was used to find out the overall model of guest satisfaction with service
quality before this model was taken to measure guest satisfaction levels within and
between “Western” hotels and “Asian” hotels to achieve the research aim six (p.5).
For the dimension of guest satisfaction with service quality, the Principal Components
Analysis identified only one factor with all the 20 variables. When the SEM was used
as shown in Figure 6.10 (p.179), all of these 20 variables were identified only the
four highest loading variables in the factor; therefore there were four indicators in the
model. The SEM was used in this dimension to confirm the results of this dimension
in the Principal Components Analysis. The variances and the factor loadings are as

follows:
DIMENSION OF GUEST SATISFACTION WITH SERVICE QUALITY:

1) Guest  satisfaction and its four indicators:  are
sympathetic/reassuring (SYMPATHY), feel appreciated for the
guést’s business (APPRECIATE), give individual attention
(ATTENTION) and are able to. handle guests’ complaints
(COMPLAINT)

All of the observed variables had high factor loadings in the range between 0.87 and
0.91, and their variances were accounted for by the variance in guest satisfaction with

service quality of between 76% and 82%. This indicates that guest satisfaction was
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FIGURE 6.10 GUEST SATISFACTION IN ALL THE HOTELS IN THE STUDY

179



180

rated by the hotel frontline staff’s sympathy/reassuring by 91%, appreciation in
guest’s business by 88%, individual attention by 88% and guest complaint handling
by 87%.

There was a significant covariance between the observed variables in the dimension
of guest satisfaction with service quality: “give individual attention” and “are able to
handle guests’ complaints” (-0.15 with C.R. = -3.50). This means that the more
individual attention the staff give to guests, the less complaints from guests the staff

have to handle, so the staff use less skills in guest complaint handling.

The GFI of the model was 0.99, AGFI was 0.99 and RMSEA was 0.00. This
indicates that the model of guest satisfaction in service quality fitted nearly perfect.
The Chi-square was 0.01, the degree of freedom was 1 and the probability level was
0.92. Consequently, it can be concluded that in overall guest satisfaction in service
quality, the | hotel guests give the importance to the frontline staff’s
sympathy/reassuring, appreciation in guest’s business, individual attention and guests’

complaints handling respectively.

Due to the well-fitted model, it was taken for the comparison analysis between the
guest samples rating the frontline staff in the three key operational departments in the

next section.

6.2.4.1 Model comparison of the dimension of guest satisfaction with service quality

which differed in the three departments

The model comparison was made in order to find out if there }were significant
differences in the guest satisfaction assessment of frontline staff in the three
departments: front office, housekeeping and food & beverage which leaded to the
comparison in this assessment between the Western hotels and the Thai hotels to test
hypothesis four (p.43) in the next section. The models of guest satisfaction with
service quality are presented in Figure 6.11 (p.181) for the front office staff, Figure
6.12 (p.181) for the housekeeping staff and Figure 6.13 (p.181) for the food &

beverage staff.
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For Figure 6.11 (p.181), the GFI was 1.00, the AGFI was 1.00, the RMSEA was 0.00,
the Chi-square was 0.02, the degree of freedom was 1 and the probability level was
0.89. This indicates that the model fitted perfectly for the guest satisfaction with the
front office staff service performance. For the housekeeping staff in Figure 6.12
(p.181), the GFI was 1.00, the AGFI was 0.99, the RMSEA was 0.00, the Chi-square
was 0.12, the degree of freedom was 1 and the probability level was 0.73, suggesting
that the model did fit nearly perfect. For the food & beverage staff in Figure 6.13
(p-181), the GFI was 1.00, the AGFI was 0.99, the RMSEA was 0.00, the Chi-square
was 0.34, the degree of freedom was 1 and the probability level was 0.56, indicating
that the model was also nearly perfect. When comparing these three rﬁodels, the
model of guest satisfaction with front office staff service performance fitted the best
with the highest probability by 89%, followed by the model of guest satisfaction with
housekeeping staff service performance with probability level of 73% and the model
of guest satisfaction with food & beverage staff service performance as the last one
with the probability level of 56%. Hence, it can be concluded that the model of guest
satisfaction with service quality fitted perfectly well with the three guest samples
rating the frontline staff in the three departments and was considered to be a reliable

model.

The best overall explanation of guest satisfaction with service quality by the
indicators was with the food & beverage staff service performance, followed by the
housekeeping staff service performance and the front office staff service performance
as the last one. Guest satisfaction with service quality of the front office staff was
rated by individual attention by 88% (0.88), sympathy/reassuring by 87% (0.87),
guests’ complaints handling by 85% (0.85) and appreciation in guest’s business by
84% (0.84). Guest satisfaction in service quality of the housekeeping staff is rated by
sympathy/reassuring by 92% (0.92), appreciation in guest’s business by 88% (0.88),
guests’ complaints handling by 86% (0.86) and individual attention by 84% (0.84).

The variances of the observed variables were accounted for by the variance in guest
satisfaction with front office staff service performance by between 71% and 78%.
The highest variance was the variance of “give individual attention” (0.78). For the

housekeeping staff, the variances were between 0.70 and 0.84 and the highest
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variance was the variance of “are sympathetic/reassuring”(0.84). The guest
satisfaction in food & beverage staff service performance accounted for the variances
of the observed variables between 0.81 and 0.87 and the highest variance was the

variance of “are sympathetic/reassuring”(0.87).

Refer to the results of the factor loadings and the variances, it can be concluded that
the hotels should stress on individual attention with their front office staff and being
sympathetic and reassuring with their housekeeping and food & beverage staff since
these skills have the strong effects on guest satisfaction in service quality of the
hotels. It is noticeable that the value of the only one covariance (between “give
individual attention” and “are able to handle guests’ complaints”) in these three
departments was different: for guest satisfaction with front office staff service
performance, the covariance value was —0.19 with significance (C.R. = -2.42), for
guest satisfaction with housekeeping staff service performance, the covariance value
was —0.16 with significance (C.R. = -2.40) and for guest satisfaction with food &
beverage staff service performance, the covariance value was -0.10 with no
significance. This suggests that the guests will give fewer complaints when the
frontline staff give them individual attention, in particular front office and

housekeeping staff.

In summary, there were differences of guest assessments in the service performance
of the frontline staff in the three departments leading to the comparison of the models

by department between the Western hotels and the Thai hotels in the next section.

6.2.4.2 Model comparison of the dimension of guest satisfaction with service quality
of the frontline staff in the three departments which differed between the
Western hotels and the Thai hotels

In order to test hypothesis four (p.43) in determining whether there are significant
differences between Western and Thai hotels in terms of guest satisfaction assessment
of the frontline staff performance in three departments: front office, housekeeping and
food & beverage, the model comparison was made. The models of guest satisfaction

with service quality of the front office staff are presented in Figure 6.14 (p.185) for
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the Western hotels and Figure 6.15 (p.185) for the Thai hotels, the housekeeping staff
in Figure 6.16 (p.186) for the Western hotels and Figure 6.17 (p.186) for the Thai
hotels and the food & beverage staff in Figure 6.18 (p.187) for the Western hotels
and Figure 6.19 (p.187) for the Thai hotels.

For Figure 6.14 (p.185), the GFI was 0.99, the AGFI was 0.96, the RMSEA was 0.07,
the Chi-square was 2.39, the degree of freedom was 1 and the probability level was
0.12. This indicates that the model fitted well for the guest satisfaction with front
office staff service performance in the Western hotels. For the guest satisfaction with
front office staff service performance in the Thai hotels in Figure 6.15 (p.185), the
GFI was 0.99, the AGFI was 0.98, the RMSEA was 0.00, the Chi-square was 1.00,
the degree of freedom was 1 and the probability level was 0.32, suggesting that the
model did fit better than the model of the Western hotels. For the housekeeping staff
of the Western hotels in Figure 6.16 (p.186), the GFI was 0.99, the AGFI was 0.99,
the RMSEA was 0.00, the Chi-square was 0.38, the degree of freedom was 1 and the
probability level was 0.54, suggesting that the model did fit nearly perfect. From
Figure 6.17 (p.186) for the housekeeping staff in the Thai hotels, the GFI was 1.00,
the AGFI was 0.99, the RMSEA was 0.00, the Chi-square was 0.15, the degree of
freedom was 1 and the probability level was 0.69, identifying that the model of the
Thai hotels fitted better than the model of the Western hotels. For the food &
beverage staff of the Western hotels in Figure 6.18 (p.187), the GFI was 1.00, the
AGFI was 1.00, the RMSEA was 0.00, the Chi-square was 0.00, the degree of
freedom was 1 and the probability level was 0.99, indicating that the model was
perfect. Figure 6.19 (p.187) for the food & beverage staff in the Thai hotels gave the
following results in the model fit: the GFI was 0.99, the AGFI was 0.99, the RMSEA
was 0.00, the Chi-square was 0.34, the degree of freedom was 1 and the probability -
level was 0.56. This indicates that the model of guest satisfaction with food &
beverage staff service performance in the Western hotels did fit better than the model
of the Thai hotels. Hence, it can be concluded that the model of guest satisfaction in
service quality did fit better in the Thai hotels than in the Western hotels when
assessing front office staff and housekeeping staff. For the food & beverage staff, on

the contrary, the model fitted better in the Western hotels than in the Thai hotels.
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For the Western hotels, guest satisfaction with front office staff service performance
was rated by appreciatioh in guest’s business by 89% (0.89) with variance by 79%,
individual attention by 89% (0.89) with variance by 78%, sympathy/reassuring by
86% (0.86) with variance by 74% and guests’ complaints handling by 86% (0.86)
with variahce by 74%. Guest satisfaction with front office staff service performance
in the Thai hotels was rated by individual attention by 91% (0.91) with variance by
82%, empathy/reassuring by 87% (0.87) with variance by 75%, guests’ complaints
handling by 85% (0.85) with variance by 73%, and appreciation in guest’s business
by 81% (0.81) with variance by 66%. When comparing guest satisfaction in front
office staff between the Western hotels and the Thai hotels, it was equal. The
differences found were that the Western hotels were better in appreciation for guests’
business and handling guests’ complaints whereas the Thai hotels were better in
sympathy/reassuring and individual attention. And the covariance between “give
individual attention” and “are able to handle guests’ complaints” in the model
belonging to Thai hotels (-0.41 with C.R. = -3.04) was higher than in the Thai hotels
(-0.11). This implies that in order to lessen the guests’ complaints, the guests require
more individual attention from the front office staff in the Thai hotels than in the

Western hotels.

Guest satisfaction with housekeeping staff service performance in the Western hotels
was rated by sympathy/reassuring by 94% (0.94) with variance by 88%, appreciation
in guest’s business by 89% (0.89) with variance by 79%, individual attention by 85%
(0.85) with variance by 72% and guests’ complaints handling by 82% (0.82) with
variance by 67%. For the Thai hotels, guest satisfaction with housekeeping staff
service performance was rated by empathy/reassuring by 92% (0.92) with variance by
84%, appreciation in guest’s business by 89% (0.89) with variance by 80%, individual
attention by 86% (0.86) with variance by 75%, and guests’ complaints handling by
86% (0.86) with variance by 73%. This suggests that guest satisfaction with
housekeeping staff service performance in the Thai hotels was better than in the
Western hotels. However, the covariance between “give individual attention” and

“are able to handle guests’ complaints” in the model belonging to Western hotels



189

(-0.20 with C.R. = _-2.27) was higher than in the Thai hotels (-0.07). This suggests
that the guests expect more individual attention from the housekeeping staff in the

Western hotels than in the Thai hotels in order to decrease their complaints.

For the Western hotels, guest satisfaction with food & beverage staff service
performance was rated by sympathy/reassuring by 90% (0.90) with variance by 82%,
guests’ complaints handling by 88% (0.88) with variance by 77%, individual attention
by 87% (0.87) with variance by 75% and appreciation in guest’s business by 86%
(0.86) with variance by 74%. Guest satisfaction with food & beverage staff service
performance in the Thai hotels was rated by sympathy/reassuring by 94% (0.94) with
variance by 88%, individual attention by 91% (0.91) with variance by 83%, guests’
complaints handling by 91% (0.91) with variance by 83% and appreciation in guest’s
business by 89% (0.89) with variance by 79%. The results identified that guest
satisfaction with food & beverage staff service performance in the Thai hotels was
better than in the Western hotels. Also the covariance between “give individual
attention” and “are able to handle guests’ complaints” in the model belonging to Thai
hotels (-0.18) was higher than in the Western hotels (0.00). This means in case of
decreasing the guests’ complaints, the guests require some individual attention from
the food & beverage staff in the Thai hotels but they do not expect this individual

attention from the staff in the Western hotels.

In summary, guest satisfaction in service quality of the Thai hotels was higher than
guest satisfaction in service quality in the Western hotels. This result was consistent

with the PCA result in Section 5.9.6.

The results of the AMOS and all measures-of-fit suggested that the developed models
for each pair of dimensions fitted the data moderately to highly well. The objectives
of the SEM were achieved. The existence of the relationships between the variables
was identified in all the samples. The fit of each pair of dimensions and their
indicators showed how well the relationship paths were defined. For the purposes of
examining the relationships between the dimensions of TQM staff selection and
guest-orientation quality and between the dimensioné of TQM training and guest-

orientation quality in the staff samples in the three departments as in hypotheses
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three and four (p.43), the calculation of the correlations between the variables was
used and the results were in the next section. The comparisons of these relationships
between the Western hotels and the Thai hotels were also made with the staff samples

in the three departments.

6.3 CORRELATIONS BETWEEN THE DIMENSIONS OF TQM STAFF
SELECTION AND GUEST ORIENTATION QUALITY AND BETWEEN
TOQM TRAINING AND GUEST ORIENTATION QUALITY IN THE
THREE STAFF SAMPLES OF THE THREE DEPARTMENTS

When dividing the staff samples into three departments of the Western hotels and the
Thai hotels, the sample size was quite small between 20 and 41. This was because the
staff who work in one of the three shifts of the hotels in each department were not in a
large number as the requirements. In addition, the two Western hotels in the study
allowed the staff in at least two shifts joined this study as far as the researcher knew.
According to Aaker and Day (1990), when comparing between major groups like
these sample groups, only 20 — 50 sample size in each group is required. Therefore,
the staff sample of this study could be accepted as representative of the staff

population in the three departments.

Due to the inadequacy of the sample size, SEM and multiple regression analysis could
not be used. The SEM requires 100-200 sample size according to Hair et. al. (1995)
and the multiple regression analysis requires more than 50 sample size as the
recommendation E)f Chambers (1991) for the accuracy of the analysis. In order to
solve the problem, the measure of correlation was used. Only the variables identified
by the Principal Components Analysis and the SEM were used and the measure of the
correlations was made two factors by two factors. Each factor had 2-4 variable
indicators. With the sample size between 20 and 41 of this study, it provided 2.5 to 5
cases per 4 to 8 variables of two factors. However, the interpretation of findings

requires caution due to the small sample size.

Correlation is a bivariate measure of association (strength) of the relationship between

two variables. It varies from O (random relationship) to 1 (perfect positive linear
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relationship) or —1 (perfect negative linear relationship). For the current study, the
product moment correlation or Pearson correlation (r) was used. Owing to the small
sample size, the interpretation of the correlation results was based on the significance
of the correlations: p <0.05 meant weak correlations; p <0.01 meant moderate
correlation; p <0.001 meant strong correlation. The results of the correlations
between the dimensions through the factors are as exhibited in Table 6.1 (p.192 -
194) and the comparison of the results between the Western hotels and the Thai hotels

are as the below subsections.

6.3.1 THE COMPARISON OF THE CORRELATIONS BETWEEN THE
DIMENSIONS OF TOM STAFF SELECTION AND SELF-COMMITMENT
TO SERVICE QUALITY DIFFERED BETWEEN THE WESTERN HOTELS
AND THE THAI HOTELS

The measure of correlation between the dimensions of TQM staff selection and self-
commitment to service quality was made in the staff samples in the three departments
of the Western hotels and the Thai hotels. The results are shown in Table 6.1 (p.192).
From the table, it can be noticed that the Western hotels had higher 13 correlation
values than the Thai hotels and the Thai hotels had only higher 5 values than the
Western hotels. Also the number of the correlation significances in the Western
hotels (19 significances) was higher than the ones in the Thai hotels (8 significances).
This confirmed the results of the PCA and SEM that TQM staff selection is more
strongly related to self-commitment to service quality in the Western hotels than in

the Thai hotels.

When comparing by departments, the correlation results for the front office staff were
equal in both the Western hotels and the Thai hotels. The Western hotels had 3 higher
values in the factors between communication and quality focus, between process and
quality focus and between process and quality care whereas the Thai hotels were
higher in 3 factor correlations between communication and quality care, between
manual and quality focus and between manual and quality care. For the housekeeping
staff, the number of the higher correlation values in the Western botels (5 higher

values) was greater than the ones in the Thai hotels (only one higher value). And for
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the food & beverage staff, the situation was exactly similar to the housekeeping staff
that the Western hotels had 5 higher correlation values while the Thai hotels had only

one higher value.

Due to the small sample, only the correlations that were significant at p<0.01
(moderate correlation with **) and p<0.001 (strong correlation with ***) were
considered. For the Western hotels, the correlation that was significant in the front
office staff sample was “matching goals with the hotel” and “effort in quality
delivery” (r = 0.68**). In the housekeeping staff sample, the significant correlations
were found between: “matching goals with the hotel” and “enjoy discussing quality”
(r = 0.46**); “matching goals with the hotel” and “same quality feeling with the
hotel” (r = 0.49**); “own expectation reveal” and “effort in quality delivery” (r =
0.44**); “hotel and jobs ideas” and “effort in quality delivery” (r = 0.47**); “hotel
and jobs ideas” and “same quality feeling with the hotel” (r = 0.43**). The

144

significant correlations in the food & beverage staff sample were between: “own
expectation reveal” and “effort in quality delivery” (r = 0.65***); “hotel and jobs
ideas” and “same quality feeling with the hotel” (r = 0.57**). Only one significant
correlation was found in the Thai hotels in the front office staff sample: “hotel and

jobs ideas” and “discuss with people outside” (r = 0.58**)

It can be concluded that the correlations between TQM staff selection and self-
commitment in service quality in the Western hotels were stronger and more

significant than the correlations in the Thai hotels when compared by department.

6.3.2 THE COMPARISON OF THE CORRELATIONS BETWEEN THE
DIMENSIONS OF TQM TRAINING AND HOTEL COMPETENCY IN
SERVICE QUALITY DIFFERED BETWEEN THE WESTERN HOTELS AND
THE THAI HOTELS

The comparison of the correlations between the dimensions of TQM training and
hotel competency in service quality was made in the staff samples in the three
departments of the Western hotels and the Thai hotels. The results are shown in
Table 6.1 (p.192 -193). According to Table 6.1 (p.192 - 193), the Western hotels had
higher 22 correlation values than the Thai hotels and the Thai hotels had only higher
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14 values than the Western hotels. Also the number of the correlation significances in

the Western hotels (94 significances) was higher than the ones in the Thai hotels (70

significances).

When comparing by departments, the correlation results for the fromt office staff in
the Western hotels were better than in the Thai hotels. The Western hotels had 7
higher values of correlations whereas the Thai hotels were higher in 5 factor
correlations. On the contrary, for the housekeeping staff, the number of the higher
correlation values in the Thai hotels (7 higher values) was greater than the ones in the
Western hotels (5 higher values). The Western hotels became to be better again for
the food & beverage staff. They had 10 higher correlation values while the Thai
hotels had only 2 higher values. N

Given that there were so many pairs of correlations in this section, only the strong
correlations that were significant at p <0.001 were in the conmsideration. The
significant strong correlations for the Western hotels in the front office staff sample
were between: “only-on-the-job training” and “process quality compared with
competitors” (r = 0.66***); “only-on-the-job training” and “guest satisfaction
tracking” (r = 0.72***); “managers’ satisfaction in staff guest relations skills” and
“satisfied guest commitment” (r = 0.75***); “managers’ satisfaction in staff guest
relations skills” and “hotel’s goals” (r = 0.71***); “managers’ satisfaction in staff

guest relations skills” and “managers’ actions” (r = 0.73***).

For the housekeeping staff sample in the Western hotels, the significant strong
correlations were found between: “helping solve problems and improve work
processes” and “current quality compared with world leaders” (r = 0.58***); “helping
solve problems and improve work processes” and “managers’ actions” (r = 0.56***);
“seminars and meetings about quality” and “managers’ actions” (r = 0.70%**);
“opportunities in training” and “best practices” ( 1 = 0.53***); “opportunities in

training” and “managers’ actions” ( 1 = 0.60***).

The significant strong correlations found in the food & beverage staff samples of the

Western hotels were between: “helping solve problems and improve work processes”
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and “hotel’s goals” (r = 0.63***); “seminars and meetings about quality” and
“process quality compared with competitors” (r = 0.66***); “seminars and meetings
about quality” and “satisfied guest commitment” (r = 0.73***); “seminars and
meetings about quality” and “managers’ actions” (r = 0.60***); “opportunities in
training” and “process quality compared with competitors” (r - 0.66";.**);

“opportunities in training” and “managers’ actions” (r = 0.63***).

For the Thai hotels, the significant strong correlations were found in the front office
staff sample between: “filling new position” and “current quality compared with
world leaders” (r = -0.76***); “filling new position” and “process quality compared
with world leaders” (r = -0.66***); “helping solve problems and improve work
processes” and “best practices” (r = 0.61***), “helping solve problems and improve
work processes” and “guests’ feedback” (r = 0.57***); “seminars and meetings about

quality” and “best practices” ( r = 0.55***).

The significant strong correlations in the housekeeping staff sample in the Thai hotels
were between: “seminars and meetings about quality” and “guest complaint monitor”
(r = 0.49***); “opportunities in training” and “guest complaint monitor” (r =
0.49%**); “bnly-on-the-job training” and “best practices” (r = 0.61***); “expense, not
long-term investment” and “current quality compared with world leaders” (r =
0.52***); “something wrong” and “process quality compared with world leaders” (r =
-0.49***); “guest relations skills” and “current quality compared with world leaders”
(r = 0.50%**); “guest relations skills” and “process quality compared with

competitors” (r = 0.52***).

For the food & beverage staff sample in the Thai hotels, the significant strong
correlations were between: “helping solve problems and improve work processes” and
“satisfied guest commitment” (r = 0.57***); “opportunities in training” and
“managers’ actions” (r = 0.58***). This confirmed the results of the PCA and SEM
that TQM training was more strongly related to hotel competency in service quality in
the Western hotels than the relationship in the Thai hotels when compared by

department.
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6.3.3 THE COMPARISON OF THE CORRELATIONS BETWEEN THE
DIMENSIONS OF TOM TRAINING AND GUEST CONTACT
COMPETENCY DIFFERED BETWEEN THE WESTERN HOTELS AND THE
THAI HOTELS

The comparison of the correlations between the dimensions of TQM training and
guest contact competency was made in the staff samples in the three departments of
the Western hotels and the Thai hotels. The results are shown in Table 6.1 (p.193 -
194). With reference to Table 6.1 (p. 193 -194), the Western hotels had quite higher
37 correlation values than the Thai hotels and the Thai hotels had only higher 11
values than the Western hotels. Also the number of the correlation significances in
the Western hotels (41 significances) was higher than the one in the Thai hotels (27

significances).

When comparing by departments, the correlation results for the front office staff in
the Western hotels were much better ;chan in the Thai hotels. The Western hotels had
13 higher values of correlations whereas the Thai hotels were higher in 3 factor
correlations. For the housekeeping staff, the number of the higher correlation values
in the Western hotels (12 higher values) was also greater than the ones in the Thai
hotels (4 higher values). The Western hotels were better again for the food &
beverage staff. They had 12 higher correlation values while the Thai hotels had only

4 higher values.

In this section, only the correlations that were significant at p<0.01 (moderate
correlation with **) and p<0.001 (strong correlation with ***) were considered due to
the small sample. For the Western hotels, the significant correlations were found in
the front office staff sample between: “only on-the-job training” and “ problem
solving” (r = -0.56**); “ training costs and benefits” and “ team worldng” (r =
0.55**). In the housekeeping staff sample, the only one significant correlation was
between “helping solve problems and improve work processes” and “fact finding” (r
= 0.44**). The significant correlations found in the food & beverage staff sample
were between: “helping solve problems and improve work processes” and “using
initiative” (r = 0.51**); “seminars and meetings about quality” and “using initiative”

(r =-0.74***); “seminars and meetings about quality” and “fact finding” (r =
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-0.59**); “seminars and meetings about quality” and “problem solving” (r = -0.51**);
“opportunities in training” and “using initiative” (r = -0.59**); “managers’
satisfaction in staff guest relations skills” and “using initiative” (r = -0.56**);
“managers’ satisfaction in staff guest relations skills” and “quality orientation” (r =

-0.51**); “managers’ satisfaction in staff guest relations skills” and “communicating

orally” (r = -0.56**).

For the Thai hotels, the significant correlations found in the front office staff sample
were between: “single event, not process” and “communicating orally” (r = -0.76***);
“managers’ satisfaction in staff guest relations skills” and “problem solving” (r =

-0.56**); “guest relations skills” and “communicating orally” (r = -0.56**);
“managers’ satisfaction in staff guest relations skills” and “communicating orally” (r
=-0.62**). In the housekeeping staff sample, the only one significant correlation was
between: “filling new positions” and “quality orientation” (r = 0.41**). For the food
& beverage staff sample, there was also only one significant correlation found

between “opportunities in training” and “using initiative” (r = 0.44**),

This confirmed the results of the PCA and SEM that TQM training is more strongly
related to guest contact competency in the Western hotels than in the Thai hotels

when compared by department.

6.4 DIRECTIONAL T-TESTS OF THE DIMENSION OF GUEST
SATISFACTION WITH SERVICE QUALITY COMPARING WITH THE
DIMENSION OF GUEST-ORIENTATION QUALITY ~

The purpose of using directional T-tests was to see if guest satisfaction is higher or
lower wher compared against guest-orientation quality (the staff factors). The
directional T-test option was the best possible way for the present study to assess the
relationship between the guest-orientation quality dimension and the dimension of
guest satisfaction in service quality in order to achieve the aims of the study. This
was because the variables and the samples were different between these two
dimensions. The guest-orientation quality dimension included the frontline staff

samples and the variables in self-commitment in service quality, hotel competency
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and guest contact competency whereas the dimension of guest satisfaction in service
quality consisted of the hotel guest samples and the variables in guest satisfaction in
service quality. Also the sample sizes were different: 183 total frontline staff sample

and 1,339 total hotel guest sample.

In order to address possible queries about the variance differences due to the huge
differences of the sample size, 'Mann-Whitney U test as one of the non-parametric
tests was also performed in this study and the results confirmed the T-test results.
Therefore, the T-test results of this study were proved to be valid. However, the data
interpretation still needs the caution. The T-test results in each factor in details are

exhibited in Table 6.2 —6.13 in Appendix 6.

The validity of the T-test results was also strengthened by the skewedness result of
each variable used in the T-tests. The skewedness results were between —1.08 and
-1.35 meeting the requirement of Garson (2001) that the skew should be within the
+2 to -2 range when the data are normally distributed. Hence, this confirms the

normal distribution of the data in each variable as the T-test requirement.

The comparison summary of the comparison between the staff factors and the guest
satisfaction is as Table 6.14 (p.201). As clearly shown in Table 6.14 (p.201), the
number of significantly higher guest satisfaction values in the Western hotels when
compared against the staff factors was higher than the one in the Thai hotels both
overall and by department. When comparing each department of the Western hotels,
the number of the significantly higher guest satisfaction values was the highest in
housekeeping (106), closely followed by front office (105) and food & beverage as
the last (99). On the other hand, this number in the Thai hotels was the highest in
front office (88), followed by housekeeping (80) and food & beverage as the last (69).
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TABLE 6.14 THE DIRECTIONAL T-TEST OF GUEST SATISFACTION
COMPARING WITH THE STAFF FACTORS

SAMPLE NO. OF SIGNIFICANTLY | NO. OF SIGNIFICANTLY
HIGHER GUEST _ LOWER GUEST
SATISFACTION VALUES | SATISFACTION VALUES
ALL THE HOTELS 114 40
FRONT OFFICE/ALL HOTELS 105 8
HOUSEKEEPING/ALL HOTELS 98 18
FOOD & BEVERAGE/ALL HOTELS 91 22
WESTERN HOTELS 112 6
THAI HOTELS 101 26
FRONT OFFICE/WESTERN HOTELS 105 2
HOUSEKEEPING/WESTERN HOTELS 106 4
FOOD & BEVERAGE/WESTERN HOTELS 99 8
FRONT OFFICE/THAI HOTELS 88 10
HOUSEKEEPING/THAI HOTELS 80 19
FOOD & BEVERAGE/THAI HOTELS 69 24

When examining each variable of the staff factors, the variables that had significant
effects on higher guest satisfaction in all the hotels were: “same quality feeling with
the hotel”, “enjoy discussing quality”, “discuss with people outside”, “current quality
compared with world leaders”, “process quality compared with world leaders”,
“process quality compared with competitors”, “best practices”, “ hotel’s goals”,
“results driven”, “using initiative”, “fact finding”, “problem solving”, “resilient”,
“convincing”, “communicating orally”, “organization” and “reliability”. For the
variables that had the significant effects on lower guest satisfaction were: “quality

priority”, “effort in quality delivery”, “satisfied guest commitment”, “guest complaint

monitor” and “quality orientation”.

For the assessment by department in both the staff group and the guest group of all the
hotels, there was significant higher guest satisfaction when against the following
variables in the front office sample: “discuss with people outside”, “current quality
compared with world leaders”, “process quality compared with world leaders”,

“process quality compared with competitors”,” “best practices”, “ hotel’s goals”,

2 &

“results driven”, “using initiative”, “fact finding”, “problem solving”, “resilient”,
“quality orientation”, “relating to guests”, “convincing”, “communicating orally” and
“organization”. There was only one variable that had significant effect on lower guest

satisfaction in the front office sample: “quality priority”.
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In the housekeeping sample, there was significant higher guest satisfaction when
against the following variables: “same quality feeling with the hotel”, “enjoy
discussing quality”, “discuss with people outside”, “current quality compared with
world leaders”, “process quality compared with world leaders”, “ hotel’s goals”,
“results driven”, “using initiative”, “fact finding”, “problem solving”, “resilient”,
“quality orientation”, “relating to guests”, “convincing”, “communicating orally” and
“organization”. There were two variables that had significant effects on lower guest

satisfaction: “quality priority” and “satisfied guest commitment”.

The variables that had the significant effects on higher guest satisfaction in the food &
beverage sample were: “same quality feeling with the hotel”, “discuss with people
outside”, “current quality compared with world leaders”, “process quality compared
with world leaders”, “results driven”, “using initiative”, “fact finding”, “problem
solving”, “resilient”, “quality orientation”, “relating to guests”, “convincing”,
“communicating orally” and “organization”. There were three variables that had the
significant effects on lower guest satisfaction: “quality priority”, “effort in quality

delivery” and “satisfied guest commitment”.

When comparing among the three depértments in all of the hotels, front office and
housekeeping had the equal number of the variables with higher guest satisfaction
(16) whereas food & beverage had only 14. It can be noticed that front office had the
highest number of the variables with higher guest satisfaction in the dimension of
hotel competency in service quality than the other two departments. This means front
office staff had better perception of hotel competency in service quality having an

impact on higher guest satisfaction.

For the staff and guest samples in the Western hotels, there was significant higher
guest satisfaction when against the following 18 variables: “same quality feeling with
the hotel”, “discuss with people outside”, “current quality compared with world
leaders”, “process quality compared with world leaders”, “process quality compared
with competitors”, “best practices”, “ hotel’s goals”, “guest complaint monitor”,
“results driven”, “using initiative”, “fact finding”, “problem solving”, “resilient”,

K »” K«

“quality orientation”, “relating to guests”, “convincing”, “communicating orally” and
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“organization”. There was only one variable that had the significant effect on lower

guest satisfaction: “quality priority”.

In the staff and guest samples of the Thai hotels, the following 17 variables did have
the significant effects on higher guest satisfaction: “same quality feeling with the
hotel”, “enjoy discussing quality”, “discuss with people outside”, “current quality
compared with world leaders”, “process quality compared with world leaders”, “
hotel’s goals”, “guest complaint monitor”, “results driven”, “using initiative”, “fact
finding”, “problem solving”, “resilient”, “convincing”, “communicating orally”,
“organization” and “reliability”. There were four variables that had the significant

effects on lower guest satisfaction: “quality priority”, “effort in quality delivery”,

“satisfied guest commitment” and “managers’ actions”

When comparing by department between the Western hotels and the Thai hotels, the
front office sample in the Western hotels had the following 17 variables having the
significant effects on higher guest satisfaction: “discuss with people outside”, “current
quality compared with world leaders”, “process quality compared with world
leaders”, “process quality compared with competitors”, “best practices”, “ hotel’s
goals”, “guest complaint monitor”, “results driven”, “using initiative”, “fact finding”,
“problem solving”, “resilient”, “quality orientation”, “relating to guests”,
“convincing”, “communicating orally” and “organization”. There was none of the
variables having the significant effects on lower guest satisfaction. For the front
office sample in the Thai hotels, there was significant higher guest satisfaction when
against the following 13 variables: “discuss with people outside”, “current quality
compared with world leaders”, “process quality compared with world leaders”, “best
practices”, “ hotel’s goals”, “results driven”, “using initiative”, “fact finding”,
“problem solving”, “relating to guests”, “convincing”, “communicating orally” and
“organization”. There was only one variable that had the significant effect on lower

guest satisfaction: “quality priority”.

In the housekeeping sample of the Western hotels, there was significant higher guest
satisfaction when against the following 16 variables: “enjoy discussing quality”,

“discuss with people outside”, “current quality compared with world leaders”,
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“process quality compared with world leaders”, “best practices”, “ hotel’s goals”,
“results driven”, “using initiative”, “fact finding”, “problem solving”, “resilient”,
“quality orientation”, “relating to guests”, “convincing”, “communicating orally” and
“organization”. There was none of the variables having the significant effects on
lower guest satisfaction. The housekeeping sample of the Thai hotels had the
following 12 variables having the significant effects on higher guest satisfaction:
“discuss with people outside”, “results driven”, “using initiative”, “fact finding”,
“problem solving”, “resilient”, “quality orientation”, “relating to guests”,
“convincing”, “communicating orally”, “organization” and “reliability”. There were
two variables that had significant effects on lower guest satisfaction: “quality priority”

and “satisfied guest commitment”.

The food & beverage sample of the Western hotels had the following 16 variables
having the significant effects on higher guest satisfaction: “same quality feeling with
‘the hotel”, “discuss with people outside”, “current quality compared with world

» < » <«

leaders”, “process quality compared with world leaders”, “process quality compared
with competitors”, “best practices”, “results driven”, “using initiative”, “fact finding”,
“problem solving”, “resilient”, “quality orientation”, “relating to guests”,
“convincing”, “communicating orally” and “organization”. There was only one
variable that had the significant effect on lower guest satisfaction: “quality priority”.
For the food & beverage sample of the Thai hotels, the following 10 variables did
have the significant effects on higher guest satisfaction: “discuss with people outside”,
“results driven”, “using initiative”, “fact finding”, “problem solving”, “quality
orientation”, “relating to guests”, “convincing”, “communicating orally” and
“organization”. There were four variables that had the significant effects on lower

guest satisfaction: “quality priority”, “effort in quality delivery”, “satisfied guest

commitment” and “managers’ actions”

The comparison of the item, “make contribution to enjoyment of stay” in the Hotel
Guest Satisfaction Survey (GSS) between the three departments, through the overall
emotional judgment of the guest sample in the Western hotels, identified that
housekeeping staff service performance made the guests feel happy in their hotel stay.

The number of the variables with significant higher guest satisfaction for the front
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office staff was 18 variables, for the housekeeping staff was 19 and for the food &
beverage staff was 15. For the guest sample in the Thai hotels, front office staff
service performance became the first in the guests’ judgment that made them happy.
The number of the variables with significant higher guest satisfaction for the front
office staff was 15 variables, for the housekeeping staff was 12 and for the food &
beverage staff was 12. Another item that measured the intellectual judgment of guests
in overall quality of service performance of the three departments was “share overall
quality of service”. When comparing this item between the three departments, the
guests in the Western hotels rated the service performance of front office staff and
housekeeping staff better than food & beverage staff. The number of the variables
with significant higher guest satisfaction for the front office staff was 19 variables, for
the housekeeping staff was 19 and for the food & beverage staff was 16. The guests
in the Thai hotels had the similar judgment on the service quality of the three
departments. The number of the variables with significant higher guest satisfaction
for the front office staff was 16 variables, for the housekeeping staff was 16 and for

the food & beverage staff was 13.

For the comparison between the Western hotels and the Thai hotels overall and in
each department, the Western hotels had more variables with higher guest
satisfaction. The exception was in the dimension of guest contact competency that
housekeeping of the Thai hotels had more variables with higher guest satisfaction than

housekeeping of the Western hotels.

In order to confirm the results of T-tests and the relationship between the guest-
orientation quality (the staff factors) and the guest satisfaction, the one-way Analysis

of Variance (ANOVA) was selected to use in this case.

6.5 THE ONE-WAY ANOVA RESULTS OF THE RELATIONSHIP BETWEEN
GUEST-ORIENTATION QUALITY AND GUEST SATISFACTION

Analysis of Variance (ANOVA) was used to uncover the main effects of categorical
independent variables (factors) on an interval dependent variable. A “main effect” is

the direct effect of an independent variable on the dependent variable. In this study,
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they are main effects of the staff factors (guest-orientation quality) on the guest

satisfaction variables.

One-way ANOVA was selected to tests the differences between the hotel frontline
staff groups and the hotel guest groups. If the two groups seem different, then it can
be concluded that the staff factors have effects on the guest satisfaction. The F-test of
difference of group means is the key statistic in this case. If F is significant, then
there are differences in the group means, indicating that the independent variable in

the staff factors has an effect on the dependent variable in guest satisfaction.

Owing to the unequal sample sizes of the staff group and the guest group, this may
cause confound interpretation of main effects. Therefore, the non-parametric test like
Kruskal-Wallis Test was performed and the results confirmed the one-way ANOVA
results, which was exhibited in Table 6.15 — Table 6.26 in Appendix 8. The
numbers of the significant F values in different sample groups are summarized in the
below Table 6.27. It is noticeable that the number of significant F values beldnging
to housekeeping was higher than the other two departments in overall, in the Western
hotels and in the Thai hotels. This suggests that housekeeping staff have the strongest

effect on guest satisfaction in overall, in the Western hotels and in the Thai hotels.

TABLE 6.27 THE NUMBERS OF SIGNIFICANT F VALUES IN ONE-WAY
ANOVA TESTS BETWEEN GUEST-ORIENTATION QUALITY
(HOTEL FRONTLINE STAFF GROUP) AND GUEST
SATISFACTION (HOTEL GUEST GROUP)

SAMPLE NO. OF SIGNIFICANT
F VALUES
ALL THE HOTELS 141
FRONT OFFICE/ALL HOTELS 113
HOUSEKEEPING/ALL HOTELS 116
FOOD & BEVERAGE/ALL HOTELS 114
WESTERN HOTELS 118
THAI HOTELS 127
FRONT OFFICE/WESTERN HOTELS 106
HOUSEKEEPING/WESTERN HOTELS 110
FOOD & BEVERAGE/WESTERN HOTELS 107
FRONT OFFICE/THAI HOTELS 98
HOUSEKEEPING/THAT HOTELS 100
FOOD & BEVERAGE/THAI HOTELS 93
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When comparing between the Western hotels and the Thai hotels in overall, the
number of significance F values was higher in the Thai hotels than in the Western
hotels. However, when examining department by department, the number of
significant F values of each department in the Western hotels was much higher than
the one in the Thai hotels. When combining the results of T-tests and one-way
ANOVA, it can be concluded that guest-orientation quality in the Western hotels is

more strongly related to guest satisfaction in service quality than in the Thai hotels.
6.6 SUMMARY

The results of the final data analysis of this chapter have indicated that there is a
relationship between TQM staff selection and TQM training and guest satisfaction
through guest-orientation quality in the aspects of self-commitment to service quality,
hotel competency in service quality and guest contact competency. The comparison
between the Western hotels and the Thai hotels in the three key operational

departments had the following results:

1) The relationship between TQM staff selection and self-commitment in service
quality: the Western hotels had stronger relationship than the Thai hotels.

2) The relationship between TQM training and hotel competency in service
quality: the Western hotels had stronger relationship than the Thai hotels.

3) The relationship between TQM training and guest contact competency:
the Thai hotels had stronger relationship than the Western hotels.

4) The relationship between guest-orientation quality and guest satisfaction:

the Western hotels had stronger relationship than the Thai hotels.

Although the Thai hotels had higher guest satisfaction and stronger relationship
between TQM training and guest contact competency than the Western hotels,
according to the results above, it can be concluded that the Western hotels had
stronger relationship between TQM staff selection and TQM training and guest
satisfaction than the Thai hotels. Hence, the proposition in the research aims that the
more closely that hotel staff selection and training procedures and processes adhere to

the principles of TQM, the higher level of guest satisfaction occur, was proven
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statistically accepted. The most critical dimensions and their indicators in comparing
this relationship in the staff samples and the guest samples between the Western
hotels and the Thai hotels were also highlighted to achieve the research aim eight,
“To identify the factors, which affect the relationship between TQM staff selection
and TQM training and guest satisfaction”. The next chapter will be the summary of
the findings and the discussion about the implications for the hospitality industry, as
well as the contribution of the study, the limitations of the study and the

recommendations for future research.
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CHAPTER 7
FINDINGS AND DISCUSSION
71 INTRODUCTION

The purpose of this final chapter is to summarise the study findings, discuss their implications for
the hospitality industry along with the contribution of the study. The limitations of the study and

directions for future research are also-presented.
7.2 SUMMARY OF THE STUDY FINDINGS

The results of the data analysis from Chapter S and Chapter 6 are summarised in Figure 7.1
(p-210) and Figure 7.2 (p.211) based on the study model in Chapter 3. Figure 7.1 presents the
framework of the relationship between TQM staff selection and TQM training and guest
satisfaction with service quality in the Western hotels and Figure 7.2 exhibits the framework of

this relationship in the Thai hotels.

The purpose of this study was to provide convincing empirical evidence as to the relationship
between TQM, guest satisfaction and human resource performances, in the aspects of staff
selection and training. The methodology applied to ascertain the relationship, was the
comparison of guest satisfaction in the hotels based upon the degree of the application in TQM
staff selection and TQM training through the perceptions of the hotel frontline staff in the three

key operational departments: front office, housekeeping and food & beverage.

The descriptive analysis of the sociodemographic characteristics belonging to the guest sample
revealed that the majority of guests in both the Western hotels and the Thai hotels were Western
males within the age range 26 to 45. The length of stay in the hotels was around 2 - 4 days and
the purpose of visit was business travel. The findings made the study more reliable due to the

similar characteristics of the guest samples in the Western hotels and in the Thai hotels.
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For the descriptive analysis of the sociodemographic characteristics belonging to the frontline
staff sample, it was found that most of the Thai staff have worked for the hotels for longer and
more experienced in the hotel industry than the Western staff. Due to the longer period of work
and more working experience in the hotel industry, Thai staff were more multi-skilled than
Western staff according to the results of -the descriptive analysis in the Guest Contact
Competency Questionnaire (GCC). When identifying the skills in greatest need, Western staff
need more skills in specialist knowledge and convincing whereas the Thai staff needed more

skills in quality orientation, initiative using and oral communication.

Mann-Whitney U test and T-test proved the similarities in all the study model dimensions of the
frontline staff samples and the guest samples in the Australian hotels and the American hotels, as
well as in the two Thai hotels. The results of these tests also included the significant differences
of the samples when forming groupings into the Western hotels and the Thai hotels in each
dimension. Grouping into Western hotels and Thai hotels was valid. The one-way ANOVA
identified significant differences in all the dimensions between the staff samples in the three
departments and the samples of guests assessing the staff in the three departments. Hence, doing
further analyses in the three staff samples in the three departments and the samples of guests

assessing the staff in the three departments were also valid.

Further, the Principal Components Analysis (PCA) identified groupings of each dimension in the
study model as shown in Figure 7.1 (p. 210) and Figure 7.2 (p. 211). For TQM staff selection,
there were three factors: 1) communication 2) manual and 3) process. " There were no
differences in the sequence of the factors between the Western hotels and the Thai hotels. In the
TQM training dimension, there were four factors: 1) design 2) commitment 3) needs and 4)
result. The differences between the Western hotels and the Thai hotels were found in the
sequence of Factor 3 and Factor 4. For the Western hotels, needs was Factor 3 and result was
Factor 4 whereas result was Factor 3 and needs was Factor 4 for the Thai hotels. The dimension
of self-commitment to service quality identified two factors: 1) quality focus and 2) quality care.
No differences in the sequence of the factors were found in this dimension. For the dimension of
hotel competency in service quality, there were three factors: 1) benchmarking 2) commitment

and 3) monitor. The differences between the Western hotels and the Thai hotels were found in
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the sequence of Factor 2 and Factor 3: commitment was Factor 2 and monitor was factor 3 for
the Western hotels whereas monitor was Factor 2 and commitment was Factor 3 for the Thai
hotels. The guest contact competency dimension consisted of 4 dimensions: 1) information
handling 2) energy 3) people focus and 4) dependability. The differences between the Western
hotels and the Thai hotels were found in the sequence of Factor 2 and Factor 3: energy was
Factor 2 and people focus was Factor 3 for the Western hotels whereas people focus was Factor
2 and energy was Factor 3 for the Thai hotels. For the dimension of guest satisfaction with
service quality, the PCA identified only one factor. In overall, the guests rated front office staff
in individual attention first, housekeeping staff in sympathy/reassuring first and food &
beverage staff in sympathy/reassuring first. However, the difference between the Western
hotels and the Thai hotels is the hotel guests’ different assessment in the frontline staff of the
three departments. For the frent office staff, the guests in the Western hotels ranked individual
attention as the first whereas the guests in the Thai hotels assessed sympathy/reassuring first.
For the housekeeping staff, sympathy/reassuring was the first that the guests rated in the
Western hotels whereas the guests assessed availability of staff in the Thai hotels first. For the
food & beverage staff, the guests in the Western hotels required sympathy/reassuring from the
staff as the first but the guests in the Thai hotels rated the staff for the complaint handling skill
as the first. In addition, it was found that guest satisfaction with service quality of the Thai hotels
was higher than guest satisfaction with service quality of the Western hotels. The possible
reasons of higher guest satisfaction in the Thai hotels than in the Western hotels are that the Thai
staff have more multi-skills of guest contact competency and a natural ability to be sincerely
hospitable, based on their religion and upbringing (Selwitz, 1992; Meyer and Geary, 1993,
Panmunin, 1993).

The Structural Equation Modelling (SEM) with AMOS revealed the similar result that the Thai
hotels had higher guest satisfaction than the Western hbtels. Furthermore, the SEM also
identified the exactly similar most critical indiéators in the guest satisfaction dimension in each
department in overall as the PCA. However, when examining in ¢ach department between the
Western hotels and the Thai hotels, the results were quite different. For th_e front office staff, the
guests in the Western hotels rated appreciaﬁon for the guest’s business as the first whereas the

guests in the Thai hotels assessed individual attention as the first. For the housekeeping staff
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and food & beverage staff, the guests in both the hotel groups ranked sympathy/reassuring as
the first. The remarkable findings were that the guests required more individual attention from
the front office staff (41%) and the food & beverage staff (18%) in the Thai hotels than in the
Western hotels (front office staff = 11% and food & beverage staff = 0%) in order to lessen their
complaints. For the housekeeping staff, the guests required more individual attention from the
staff in the Western hotels (20%) than in the Thai hotels (7%) in order to decrease their

complaints.

The SEM also identified the most critical factors of the differences in each relationship of the
dimensions of the study model between the Western hotels and the Thai hotels. These differences
are exhibited in Figure 7.1 (p.210) and Figure 7.2 (p.211). The most critical factor in the
relationship between TQM staff selection and self-commitment in' service quality in both the
Western hotels and the Thai hotels was quality care. The difference between the Western hotels
and the Thai hotels found in this relationship was that the degree that TQM staff selection caused
self-commitment in service quality in the Western hotels was much higher in both of the factors
(for the Western hotels, quality focus = 51% and quality care = 64%,; for the Thai hotels, quality
focus = 9% and quality care = 36%). For the relationship between TQM training and hotel
competency in service quality, the most critical factor was hotel commitment (72%) for the
Western hotels whereas the most critical factor for the Thai hotels was monitoring guest
satisfaction (83%). The degree that TQM training caused the perception of hotel competency in
service quality in the Western hotels was also higher in the two factors, except monitoring guest
satisfaction (for the Western hotels, benchmarking = 55%, hotel commitment = 72% and
~ monitoring guest satisfaction = 18%; for the Thai hotels, benchmarking = 48%, hotel
commitment = 70% and monitoring guest satisfaction = 83%). The most critical factor in the
relationship between TQM training and guest contact competency in the Western hotels was
people focus (104%) whereas the most critical factor for the Thai hotels was information
handling (86%). Except people focus, the degree that TQM training caused guest contact
competency in the Thai hotels was higher in the three factors (for the Western hotels, people
focus = 104%, information handling = 6%, dependability = 4% and energy = 8%; for the Thai
hotels, people focus = 71%, information handling = 86%, dependability = 6% and energy = 74%).
When comparing these relationships by department between the Western hotels and the Thai
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hotels, the results of the correlations between the dimensions revealed that in all the three

departments, the Western hotels had the higher correlations between the dimensions than the Thai

hotels.

For the relationship between guest-orientation quality and guest satisfaction with service quality,
the directional T-tests gave the results of the number of significant higher guest satisfaction when
compared against guest orientation quality (the staff factors) as shown in Figure 7.1 (p.210) for
the Western hotels and Figure 7.2 (p.211) for the Thai hotels. The most critical dimension in the
relationship in both of the hotel groups was guest contact competency (10 significant values).
The differences between the Western hotels and the Thai hotels were that self-commitment to
service quality in the Thai hotels (3 significant values) had the effect on more number of
significant higher guest satisfaction in service quality than in the Western hotels (2 significant
~ values) whereas hotel competency in service quality of the Western hotels (6 significant values)
had the effect on more number of significant higher guest satisfaction than in the Thai hotels (4
significant values). When comparing by department, the Western hotels still had more number of
variables with significant higher guest satisfaction than in the Thai hotels, except in the dimension
of guest contact competency in the housekeeping sample. From the comparison of the items,
“make contribution to enjoyment of stay” and “share overall quality of service”, it was found that
the guests felt happiest with the service performance of housekeeping staff in the Western hotels
and front office staff in the Thai hotels. The best service quality in the eyes of the guests
belonged to front office staff and housekeeping staff of both the Western hotels and the Thai

hotels.

The one-way ANOVA results of the relationship between guest-orientation quality and guest
satisfaction with service quality identified that the number of significant F values in each
department of the Western hotels was much higher than the Thai hotels. It is also found that the
number of significant F values belonging to the housekeeping sample was higher than the other
samples in the two departments in overall, in the Western hotels and in the Thai hotels. The
result is consistent with the results of the study belonging to Kandampully and Suhartanto (2000)
that guest satisfaction with housekeeping was found to be the only significant factor that

determined guest loyalty when compared with front office and food & beverage.
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The present study achieved its eight aims of the study. The first aim was to ascertain that guest
satisfaction is one of the main objectives of training in guest relations skills in the sample hotels.
The models of the relationship between TQM training and guest contact competency and the
results of directional T-tests in the dimensions of guest contact competency and guest satisfaction
in the Western hotels (see Figure 7.1, p.210) and in the Thai hotels (see Figure 7.2, p.211)
identified that guest contact competency was the most critical dimension leading to higher guest

satisfaction (10 significant higher guest satisfaction).

The second aim was to assess the agreement and existence of TQM principles in the aspects of
staff selection and training in the sample hotels. The relationship between TQM staff selection
and TQM training and guest satisfaction was compared between the Western hotels and the Thai
hotels as shown in Figure 7.1 (p.210) and Figure 7.2 (p.211) and the results of the comparisdn in
~ each dimension- have proved the agreement with and the existence of TQM staff selection and

training in the hotels.

The third aim was to identify any correlations between perceptions of staff selection and training
approaches and guest-orientation quality. The SEM models of the relationship between TQM
-staff selection and self-commitment in service quality, between TQM training and hotel
competency in service quality and between TQM training and guest contact competency, as well
as the results of correlations between these dimensions fulfilled the third aim. The fourth aim to
compare the staff perceptions of staff selection and training approaches and guest-orientation
quélityl in the Western hotels and in the Thai hotels was achieved by the SEM models and the
results of the correlations. It can be concluded that the Western hotels had stronger relationship
between the perceptions of staff selection and training approaches and guest-orientation quality

than the Thai hotels.

The fifth aim was to make a comparison of guest relations skills belonging to the hotel frontline
staff between the Western hotels and the Thai hotels. The comparison results of descriptive
analysis in Guest Contact Competency Questionnaire (GCC) and the comparison models of the
relationship between TQM training and guest contact competency revealed that the frontline staff

in the Thai hotels were more multi-skilled in guest contact competency areas and training in the
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Thai hotels was more strongly related to guest contact competency. This can be explained by the
results of the descriptive analysis of the sociodemographic characteristics of the staff that most of
the staff in the Thai hotels had longer period of working for the hotels and more experiences in
the hotel industry. Therefore, they have been trained in more sessions of guest relations skills

than the staff in the Western hotels.

The sixth aim to measure guest satisfaction levels within and between the Western hotels and the
Thai hotels was achieved by the PCA results and the SEM models of guest satisfaction with

service quality.

The seventh and the eight aims were fulfilled with the comparison between the framework of the
Western hotels in Figure 7.1 (p.210) and the framework of the Thai hotels in Figure 7.2 (p.211).
It can be concluded that there is a relationship between TQM staff selection and TQM training
and guest satisfaction in the hotel setting and the refined model of this relationship based on the

study model in Chapter 3 is shown in Figure 7.3 (p.218).

Five hypotheses were also tested. The first hypothesis was that TQM staff selection is correlated
with self-commitment to service quality that leads to guest satisfaction with service quality. This
was supported by the SEM modeis of the relationship between TQM staff ‘selection and self-
commitment in service quality in all the hotels, in the Western hotels and in the Thai hotels.
Based on the comparison between the Western hotels and the Thai hotels in Figure 7.1 (p.210)
and Figure 7.2 (p.211), although the relationship between TQM staff selection and self-
commitment in service quality in the Western hotels was stronger than this relationship in the
Thai hotels, the number of variables with significant higher guest satisfaction in the Thai hotels (3
significant higher values) was higher than in the Western hotels (2 significant higher values).
However, when comparing this relationship by department between the Western hotels and the
Thai hotels, The number of variables with significant higher guest satisfaction in the Western
hotels was higher than in the Thai hotels (Western hotels: front office = 1 variable, housekeeping
= 2 variables and food & beverage = 2 variables; Thai hotels: front office = 1 variable,
housekeeping = 1 variable and food & beverage = 1 variable). Moreover, the number of the

variables with significant lower guest satisfaction in the Thai hotels was much higher than in the
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Western hotels (Western hotel: front office and housekeeping = 0, food & beverage = 1; Thai
hotels: front office = 1, housekeeping = 1 and food & beverage = 2). Hence, “the more TQM-
based staff selection procedures and processes the hotel staff perceive, the better the perception of
self-commitment to service quality the hotel staff possess and the higher level of guest

satisfaction the hotels achieve” was accepted.

TQM training correlates with hotel competency in service quality and guest contact competency,
which leads to guest satisfaction with service quality (the second hypothesis). This was supported
- by the models of the relationship between TQM training and guest satisfaction with service
quality-in all the hotels, in the Western hotels and in the Thai hotels and the hypothesis was
accepted. “The more TQM based training procedures and processes the hotel staff perceive, the
better the perception of hotel competency in service quality the hotel staff possess and the higher
- level of guest satisfaction the hotels achieve” was proved acceptable by the comparison between
the Western hotels and the Thai hotels as shown in Figure 7.1 (p.210) and Figure 7.2 (p.211).
The Western hotels had stronger relationship between TQM training and hotel competency in
service quality than the Thai hotels and this led to the greater number of variables with significant
higher guest satisfaction in the Western hotels (6 significant higher values) than in the Thai hotels
(4 significant higher values). Although the Thai hotels had stronger relationship between TQM
training and guest contact competency than the Western hotels, the number of the staff variables
with significant higher guest satisfaction was equal in both of the hotel groups (10 significant
higher values). Moreover, when comparing by department, the Western hotels had more number
of variables with higher significant guest satisfaction than the Thai hotels (Western hotels: front
office = 10 variables, housekeeping = 10 variables and food & beverage = 10 variables; Thai
hotels: front office = 8 variables, housekeeping = 11 variables and food & beverage = 9
variables). Hence, “The more TQM based training procedures and processes the hotel staff
perceive, the more competent in guest relations skills the hotel staff are” was accepted but the
assumption that this will lead to higher levels of guest satisfaction with service quality was

rejected.

The third hypothesis that there are significant differences in the staff perceptions of TQM staff
selection, TQM training and guest-orientation quality between the Western hotels and the Thai
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hotels. This was accepted based on the results of the Mann-Whitney U test and the T-test. The
assumption that the hotels in the Western countries are likely to have better staff perceptions of
TQM operations and guest service quality than the hotels in the Asian countries, was accepted in
_the dimensions of TQM staff selection, TQM training, self~commitment in service quality and
hotel competency, but it was not accepted in the dimension of guest contact competency as the
evidence of stronger relationship between TQM training and guest contact competency in the

Thai hotels.

“There are significant differences between the Western hotels and the Thai hotels in guest
satisfaction assessment of the frontline staff performance in the three departments” (the fourth
hypothesis) was accepted based on the results of the PCA and the SEM models. It was found that
- the guest satisfaction levels in the Thai hotels were higher than in the Western hotels. The
possible reason was bécause guest contact competency was the most critical dimension in the
relationship between guest-orientation quality and guest satisfaction and the Thai hotels had
stronger relationship between TQM training and guest contact competency than the Western
hotels.

The fifth hypothesis. that there are significant differences between the Western hotels and the Thai -
- hotels in the relationship between TQM principles, in the aspects of staff selection and training
and guest satisfaction with service quality was proved by the comparison of the relationship
between TQM staff selection and TQM training and guest satisfaction with service quality
between the Western hotels (see Figure 7.1, p.210) and the Thai hotels (see Figure 7.2, p.211).

This relationship was stronger in the Western hotels than in the Thai hotels.
73 IMPLICATIONS FOR THE HOSPITALITY INDUSTRY
This study has many important implications for the hospitality industry, particularly with respect

to human resource management. These implications will be described through the relationship of

the dimensions in the model (see Figure 7.3, p.218).



221

73.1 TOM STAFF SELECTION AND SELF-COMMITMENT TO SERVICE QUALITY

The key staff selection strategies for hotels were developed on the basis of the three factors and
their critical indicators in order to increase the frontline staff perception of self-commitment to
service quality that leading to guest satisfaction with service quality. This was based on the
relationship between TQM staff selection and self-commitment to service quality, which differed
between the hotels in the Western countries, such as USA and Australia and the hotels in the
Asian countries, specifically Thailand. Based on TQM principles, these strategies are the
following: '

1) COMMUNICATION BETWEEN THE HOTELS AND THEIR APPLICANTS
(Key indicators: hotel’s expectation learning, own expectation reveal, interpersonal skills, hotels

and jobs ideas)

The communication between the hotels and their applicants should involve two-way
communication. Applicants should have an opportunity to know about the hotels’ expectations of
them as prospective staff and reveal their own expectations about working for the hotels. This
will also test the interpersonal skills of the applicants at the same time through the communication
process. . The hotels should give the applicants ideas about the hotels and the jobs for which they
are applying. Job previews to show how the job will be performed and the standard of the job
will give the clear picture for the applicants and help the hotels to select the right staff who have
the right attitudes to undertake the relevant roles.

Western hotels should emphasize such communication because it has significant effect on the
perception of quality focus. In particular, it would be useful to ask applicants to reveal their
expectations and personal goals. However, the communication can cause negative feeling in
quality care, therefore the information and the way to communicate should be impressive and
create the feeling of care in the hotels’ service quality. For Thai hotels, this communication can
create the perception of quality care. Nevertheless, it can cause negative feéling with respect to
quality focus. Hence, the information and the way to communicate it should be clear, impressive

and easy to understand to avoid confusions, since Thai applicants may pretend to understand in
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order to save face and to create the good impression with the hotels. Making queries back to the
applicants about the hotels and the jobs they are applying including the hotels’ expectations will

solve this communication barrier and create positive feeling in quality focus to the applicants.

2)  STAFF SELECTION MANUAL
(Key indicators: out-of-date job descriptions and job specifications, rushed or ignored job

descriptions and job specifications, vague job descriptions and job specifications)

Both Western hotels and Thai hotels should make sure that their job descriptions and their job
specifications are updated, clear and complete. Staff selection manuals have a significant effect
on communication between hotels and applicants. Such manuals can also have positive effect on
the perception of quality care. This means that the higher quality there are in staff selection
- manuals of the hotels, the better the hotels can communicate with their applicants and the better

feeling of care in the hotels’ quality the applicants have.

3) STAFF SELECTION PROCESS
(Key indicators: guest-oriented staff selection, matching goals with the hotels)

The process of staff selection in hotels should be directed towards guest-orientation. The
criterion in selecting staff should be based more on guest service attitudes rather than the job
skills. Guest relations skills should be tested. Matching the personal goals of the applicants with
the goals of the hotels will help the hotels to select the right staff who are likely to work for the

hotels as their long-term careers.

Western hotels should stress this TQM staff selection process because it has a significant effect
on the perception of quality focus and a positive downstream effect on quality care. For Thai
hotels, the process has a positive effect on quality focus but it causes negative feeling of quality
care due to the lack of TQM knowledge and the absence of involvement by staff in the staff
selection process. Thus, training programs in TQM and having staff involved in the staff

selection process will help to reduce this negative feeling.
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732 TOM TRAINING & HOTEL COMPETENCY IN SERVICE QUALITY &
GUEST CONTACT COMPETENCY

The four factors of TQM training and their critical indicators were taken to develop the key
training strategies for hotels. This was undertaken in order to enhance the frontline staff
perception of hotel competency in service quality and to increase the frontline staff competency
in guest contacts, Which leads to guest satisfaction with service quality. This was based on the
relationship between TQM training and hotel competency in service quality and between TQM
training and guest contact competency. These differed between the Western hotels and the Thai

hotels. Based on TQM principles, these strategies are the following:

1)  TRAINING DESIGN
(Key indicators: helping solve problems.and improve work processes, opportunities in training,

seminars and meetings about quality, only on-the-job training)

The design of training programs and activities should attach importance to quality issues. The
emphasis should be on helping to solve problems and on improving work processes. Seminars
and meetings about quality can give such a clearer picture to staff about quality and opportunities

to attend training programs should be extended to all staff and managers.

On-the-job training is considered important in case the staff still lack relevant job knowledge.
Western hotels have been in this situation so they should put the emphasis in on-the-job training.
More training opportunities, in particular on-the-job training are recommended for provision to
staff in Western hotels.- In the case of skilled staff in Thai hotels, only on-the-job training will
cause negative perceptions of the hotels. This may express insufficient support from the top
management in training budgets and untrue care of managers in staff. Training programs in
quality issues, using initiative, convincing skills and oral communication, in particular English
language are in need for the staff in the Thai hotels. For the staff in the Western hotels,
convincing skills, resilient skills and on-the-job skills are recommended to include in the hotels’

training programs.
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The more importance that Western hotels attach to TQM training design, the better perceptions of
the hotels’ benchmarking, hotel commitment in service quality, training results and training needs
the frontline staff have. This means that staff will feel more committed to their hotels. Similarly
for the Thai hotels, TQM training design will improve staff perceptions of hotel commitment in

service quality, training results and training needs.

The design of training programs and activities for frontline staff to increase guest relations skills
should emphasize people focus and energy skills for Western hotels. For Thai hotels, training in
guest relations skills should involve activities, rather than formal training programs because most

of the Thai staff have been already received substantial training in these programs.

2) HOTEL COMMITMENT IN TRAINING
(Key indicators: training costs and benefits, expense, not long-term investment, taking off direct

guest service, single event, not process)

A commitment to training by hotels can create a positive perception of commitment to service
quality. According to the findings of the study, to improve perceptions that hotels are really
committed to service quality will be achieved by 72% in the case of Western hotels and 70% in
case of Thai hotels. The hotels can express their true commitment to service quality through their

commitment in training.

Proving a commitment to training involves reducing the following negative perceptions of
training: upfront and obvious training costs but remote and immeasurable benefits, expense, not
long-term investment, taking the staff off direct guest service and only a single event, not process.
In transforming such a commitment into action, the hotels should have long-term training plans
with real investment in training and measurable training results. Each staff member should have
his or her own long-term training plan, maybe designed by him- or herself with supervisors and
managers and these plans should be updated annually. This will prevent the boredom of the staff
in attending the similar training programs several times and the waste of budgets and time for the
hotels. The hotels’ overall long-term training plans should be based on the individual staff

training plans.
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For guest contact competency, commitment to training creates a positive staff perception in
boosting their information handling skills and dependability skills for the Western hotels.
Commitment in training for the Thai staff increases their information handling skills,

dependability skills and energy skills.

3) HOTEL TRAINING NEEDS

(Key indicators: filling new position and something wrong)

Finding right training needs cause much better perceptions of the hotels’ benchmarking, guest
satisfaction monitor and commitment in service quality and have the significant effects on the
perceptions of training design and training results. Hotels should find and assess the training
needs based on the individual staff long-term training plans, not only for filling new positions and
the occurrences of something wrong. The involvement of staff in finding their training needs can
help to decrease the negative perceptions of training design and training results, as well as the
perception of lessening. their dependability skills for both the Western hotels and the Thai hotels

and can help increasing the positive perceptions of the hotel competency in service quality.

Training needs can stress in people focus skills, energy skills and information handling skills in

the Western hotels and people focus skills and energy skills in the Thai hotels.

4) TRAINING RESULTS

(Key indicators: guest relations skills, managers’ satisfaction in staff guest relations skills)

Results of training for hotels should be measured by guest relations skills belonging to the
frontline staff and managers’ satisfaction in staff guest relations skills. These training results
Cause much better perceptions of hotel competency in service quality, particularly in the case of
Thai hotels. Training results are correlated with training design and training needs. Therefore,

the higher the quality of training design and training needs, the better results of training.

Positive staff perceptions that training results cause in guest relations skills are confined to energy

skills in case of Western hotels and people focus skills in case of Thai hotels. Training results
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should be presented in ways that create an impressive, fair and challenging feeling for hotel staff
and decrease the perception that training results are a type of performance appraisals by

management. Training results that are managed in groups or teams are recommended.

73.3 GUEST-ORIENTATION QUALITY AND GUEST SATISFACTION WITH SERVICE
QUALITY

Guest-orientation quality has significant effects on higher or lower guest satisfaction with service
quality. For Western hotels, the staff perception is that there should be more attention to “quality
as the number one priority of the hotels” since this perception causes the effect on significant
lower guest satisfaction. For the Thai hotels, there are four staff perceptions that should be
concentrated to minimize due to their effects on significant lower guest satisfaction: “quality as
the number one priority of the hotels”, “extra effort in quality delivery”, “satisfied guest

commitment by the hotels” and “managers’ actions in guest satisfaction”.

The department that had the strongest effect on guest satisfaction in the study was housekeeping.
Thus, giving the importance to the housekeeping staff perceptions in guest-orientation quality

should be a major concern.

Hotels should concentrate on guest services associated with their frontline staff as follows:
individual attention from front office staff, sympathy and reassurance from housekeeping staff
and food & beverage staff. These two skills are included in people focus skills and energy skills.
In the case of Western hotels, guests appear to require from front office staff individual attention
and appreciation of the guests’ interests, from housekeeping staff and food & beverage staff
sympathy and reassurance. Thai hotels should stress the following guest services: individual
attention and sympathy and reassurance from front office staff, availability of staff and sympathy
and reassurance from housekeeping staff and complaint handling and sympathy and reassurance
from food & beverage staff. In order to reduce the incidence of guest complaints, guests require
greater individual attention from front office staff and food & beverage staff in Thai hotels. In
case of Western hotels, guests are likely to complain less when they are given greater individual

attention by housekeeping staff.
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734 TOM STAFF SELECTION AND TQM TRAINING & GUEST SATISFACTION WITH
SERVICE QUALITY

~ The relationship that has been established between TQM staff selection and training and guest
satisfaction with service quality emphasizes the importance of TQM and human resource
management effecting guest satisfaction with service quality. The hospitality industry should
devote greater attention to the application of TQM, particularly in the case of human resource
management since the study has made it clear that this aspect has impacts upon guest satisfaction

with service quality.
74  CONTRIBUTION OF THE STUDY

Several conclusions can be drawn from the findings of the present study. Firstly, based upon the
results, the study supported the theoretical notion that there is the existence of TQM staff
selection and training and guest satisfaction with service quality through the comparison of guest
satisfaction in the hotels based upon the degree of the application in TQM staff selection and
TQM training. Importantly, the study provided convincing empirical evidence as to the
relationship between TQM, guest satisfaction and human resource performance. Although this
relationship has been extensively discussed theoretically in the literature, it has not been subjected
to thorough empirical research. Consequently, the study contributes to the body of knowledge

concerning TQM, guest satisfaction and human resource management.

Secondly, the unique contribution of the study has been made to theoretical knowledge in being
the first study to demonstrate a relationship between TQM, guest satisfaction and staff selection.
Little research has been carried out on staff selection and until now, no research has been

identified on staff selection based upon TQM principles.

Thirdly, the study identified significant differences between Western and Thai hotels in terms of
staff perceptions of staff selection, training, self-commitment to service quality, hotel competency
in service quality and guest contact competency, as well as guest satisfaction with service quality.

In addition, the relationships of these perceptions were also found to be significantly different.



228

These different perceptions and their relationships are useful constructs for explaining human

resource performance and guest satisfaction.

Fourthly, the study has modelled the relationship between TQM staff selection and training and
guest satisfaction. These models can be used in future research on TQM, human resource
management, hospitality management and service management. The use and effectiveness of the
models have been confirmed through the accuracy of the research methodology and the conduct
of an extensive literature review. As is appropriate for investigating complex concepts, the study
has used multivariate statistical techniques to investigate perceptions, behaviors and satisfaction.

This combination of methods has proven very helpful in identifying the relationship.

Fifthly, most of the instruments used in this study were developed specifically to assess the
relationship between TQM staff selection, TQM training and guest satisfaction with service
quality: Quality Orientation Questionnaire (QOQ) in the sections of staff selection and training as
well as Guest Contact Competency Questionnaire (GCC) and Hotel Guest Satisfaction Survey
(GSS). These instruments can be used in future research in the areas of TQM, human resource

management, hospitality management and service management.

Sixthly, the research was multidimensional and multinational. It combined theories from various
disciplines, such as total quality management, hospitality management, service management,
behavioral sciences and psychology. The surveys have been undertaken in USA, Australia and
Thailand. This approach has enabled the researcher to cope with the diversity of the phenomena
under study. This diversity is beneficial for further research in these fields and in these countries.
In particular, it is notable that very little research has been undertaken in the hospitality industry

of Thailand.

Lastly, as mentioned in Section 7.3, the study provided several key implications for the
hospitality industry and has demonstrated that it is worthwhile to apply TQM principles in the
hospitality industry, particularly in human resource management. The specific areas of staff
selection and training based on TQM principles that should be in the attention are identified in

this study for both the Western hotels and the Thai hotels. The critical staff perceptions of guest-
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orientation quality in the aspects of self-commitment to service quality, hotel competency in
service quality and guest contact competency are also included. Importantly, the finding that
hotel guests assessed the frontline staff in the three departments differently is useful for
hospitality managers in determining the appropriate plans and strategies to improve their guest
service. The specific service quality areas and skills needed for the frontline staff are also
recommended for both Western and Thai hotels to improve their service quality and guest

relations skills.
75 LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH

Although many significant relationships were found in this study, there were several limitations
that can be improved upon in future studies. The sizes of the staff samples in the Western and
Thai hotels were too small when undertaking specific analysis by department. This analysis had
to be done in correlational way, so the direction of causality for each of the three departments in
the hotels was not demonstrated. The relatively small number of staff in each department
prevented the use of causal modeling techniques such as path analysis. Future studies in the
similar theme as the present study should attempt to include larger number of staff in each of the
three departments to allow for the application of multivariate analyses such as multiple regression

and structural equation modeling.

Another limitation was that the hotel samples in this study were selected on a nonrandom basis.
As a consequence, hotels, frontline staff and guests may not be representative of the entire
population. However, the possibility to cover all the population in the studies like this one is
unseen. For the present study, the American hotel and the two Thai hotels are in the same hotel
chain and the findings revealed the significant differences in the guest and staff samples. Future
research might concentrate on a single hotel chain with more hotels in more countries or make

comparisons across a number of hotel chains.

The original intention of the study to compare TQM hotels with Non-TQM hotels was
unsuccessful due to the refusal of TQM hotels to participate. The main reason for the refusal was

the contracts that exist between the hotels and various consulting companies. Nevertheless,
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further research would be useful to include TQM hotels in their studies to gain clearer insights
about applying TQM in hotels. Another alternative is the conduct of qualitative research. In
approaching hotels to encourage their participation in the current study, the researcher found that
TQM hotels were more receptive to participation in qualitative studies. This can be done in the
form of interviewing their human resource managers by using checklists of staff selection and

training processes and procedures based on TQM principles.

The present survey covered only hotels in Thailand to represent hotels in the Asian countries.
There are likely to be differences with other Asian countries which have not been identified in the
survey. This research should be seen as a starting point rather than as definitive. It is also
recommended that hotels in other Western countries or in other regions be included in future

studies.

Other human resource management areas still need to be explored. For example, employee
relations based on TQM principles may be worthy for future research. Although they needs
further refinement, the instruments of measurement used and developed for the present study has
promising properties in terms of both reliability and validity. Further research should deploy
these instruments for use in replication studies with the same target population to refine the
instruments or in studies with other target populations, such as hotel managers and hotel owners.
Specifically, Guest Contact Competency Questionnaire (GCC) is possible for the evaluation of
applicants for customer service positions and new customer service staff before and after the
probation. As some wordings in the questionnaire may however have to be modified. In
addition, this questionnaire was linked with Hotel Guest Satisfaction Survey (GSS), so the model
comparison between guests, staff and supervisors or managers will be interesting for the purposes
of further research. Quality Orientation Questionnaire (QOQ) for future research can be used by
deploying only the indicator variables of the factors extracted by the PCA instead of using all the
items like this study.

The findings of this research cannot automatically be generalized beyond the specific setting of
the study. To assess the external validity of the findings, the study should be replicated and

conducted in other settings such as the other service industries.
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Although the statistical tests were conducted to confirm the reliability of the individual scales in
all the hotels in the three countries, it is possible that there may be stronger and different
underlying models in each country. Therefore, further research should explore the identified
models, analyze their overall goodness-of-fit results, modify them if necessary, and determine the
final model for each country in order to support the initially identified mociéls. However, the
modifications that may improve the model results can be made only if theoretically justified. The
models should be tested on new data or new sample group to ensure the generalization for uses
across multiple samples. The model of the relationship between TQM training and guest contact

competency might be tested by supervisors or managers.

Finally, the study used multivariate statistical techniques that may be useful to other researchers
and may form the basis for future research in the similar fields in analyzing data. TQM and
human resource management stills have been a long journey for the hospitality industry and

future research in these fields are needed to enlighten the industry.
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