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ABSTRACT
This study is based on the international tourists' satisfaction with regard to the houseboat
concept in Kerala, India. The research is carried out on the houseboat tourism industry which is
becoming a prominent tourist attraction among foreign tourists visiting the southern part of India.
The objectives of the research are to study international tourists' demographic profile affecting their
satisfaction and also to study the products and service attributes concerning the houseboat concept
and their relationship with the international tourists' satisfaction.
The demographic factors like age, gender, income, nationality and length of stay were
considered as independent variables in order to identify the differences in the level of satisfaction
among the international tourists. The researcher also tried to determine the strength of relationship
which exists between the product and service attributes as independent variables, namely variety of
menu, food quality, atmosphere and convenience with the satisfaction level of international tourists.
Nine hypotheses statements were formulated and the data was collected using 400
questiormaires, distributed among the international tourists as respondents who were selected using
non-probability convenience sampling. The data was analyzed using the Kruskal - Wallis and the
Marm-Whitney U tests for the demographic variables. Spearman Rank Correlation was used to find
out the relationship between the satisfaction level and the product and service attributes.
The researcher found that except for gender, all remaining variables like age, income level,
nationality and length of stay were found to have differences with the level of satisfaction among
international tourists. The correlation tests however, indicated that all the product and services
attributes had moderate to strong positive relationship with the level of satisfaction among
international tourists using the houseboat concept in the backwaters of Kerala, India. From the test
it was found that out of the four products and service attributes, the menu variety was the highest in
rank with respect to the relation to the satisfaction level of the international tourists.
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CHAPTER I
GENERALITIES OF THE STUDY

1.1 Introduction of the Study
India for ages has been a fascinating place for its social and cultural significance.
All through the history it has been ruled by many political tycoons both from within and
outside the country, because of its geographical positioning. The country has a strategic
position with water on three sides covering most of its land and thus creating an easy
access for explorers and traders. The history dates back to 1498 when Vasco De Gama, a
trader from Portugal landed in Kappad in the present day Calicut, Kerala. Ever since, India
has hosted a myriad of traders from Portugal, Spain, France, Italy, England (Britain) and
the Middle East. Some of them later went on to become the rulers of the country for more
than a century until it got independence from the British on 15•h August, 1947. In the study
carried out here, the researcher has tried to find out the growing possibilities of reinventing
the lost charisma of the Indian subcontinent as a location, which has mesmerized so many
tourists throughout the world. The tourism has not been a significant industry .and has
never got the attention it needed in any part of India especially in Kerala
(www.myvisionet.netfirms.com last accessed on 12/06/04).

Indian Tourism - A brief profile

India has never taken this industry as an economic heavy weight because of many
reasons, some of them being climate and the attitude of the people towards tourists. But
now with the changing phase of tourism, India seems to be determined to explore its
potential in the tourism industry. The central and state governments have started adopting
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effective marketing strategies to lure tourists to this land bestowed upon with snow filled
mountains, deserts, beaches, thick forests, lakes and streams. The number of foreign
tourists visiting India has been increasing for the last couple of years, even though there
has been trepidity in the global economy and the lifestyle of people has changed
drastically.
Table l.!Key census statistics of India (Census 2001)
32,87,263 Square Kilometers
Population
1,060,000,000(l.06 billion)
324 per Square Kilometers.
Density
35
States
Districts
593
Towns
1,392
Literacy rate 65.4%
Source: www.goidirectory.nic.in last accessed on 03106104
A brief introduction with the important statistics of the country understudy will
help us to know the overall vibes of the industry under research (Table!.!). The last census
statistics published by the Indian government was in 200 I and some of the vital statistics
are given above. According to the latest report the population has crossed 1,065,070,607
(Central Intelligence Agency, July 2004).
Table 1.2 Foreign tourist arrivals in India
Month
January
February
March
April
May
June
Total

Foreign Tourist Arrivals
2002
2003
2004
228150
274213
322474
241133
276773
341538
216839
220308
282439
159789
167778
218782
144571
144860
189043
134566
171571
206056
1125048
1255503
1560328

Percentage Change
2003-02 2004-03
17.6
20.2
14.8
23.4
1.6
28.2
5.0
30.4
0.2
30.5
27.5
20.l
11.6
24.3

Source: www.fhrai.com last accessed on 11/06/04
Table 1.2 shows that the number of foreign tourist travels has seen a significant
growth in the Indian subcontinent, even though growth has been negligible at times

especially during the months of May 2002-2003. But the overall growth indicates a vibrant
future for the Indian tourism industry, especially with the double-digit positive percentage
change in the years 2003-2004.
Table 1.3 Foreign exchange earnings (in US$ Million)

Foreign Exchange Earnings

% Change

Month
January
February
March
April
May
June

2002
253.04
266.58
242.38
225.34
193.52

2003
312.93
305.64
249.43
258.85
211.99

2004

363.53
299.17

185.14

258.16

336.22

Total

1366.00

1597.00

2167.39

395.36
425.02
348.09

2002/03 2003/04
23.7
26.3
14.7
39.1
2.9
39.6
14.9
40.4
9.5
41.1
30.2
39.4
16.9

35.7

Source: www.fhrai.com last accessed on 11/06/04
Table 1.3 reveals that for the past three years there has always been positive growth
in the tourism industry both in the number of travelers and the foreign earnings exchange.
The point to be noted is that the global economy and the overall industrial sector including
the travel industry were going through one of the worst scenarios. The terrorists attack
aftermath followed by the SARS (Severe Acute Respiratory Syndrome) out break had
battered and impoverished many tour operators.

Table 1.4 shows India's stand on the world tourism scenario. This brings to light
that India needs to restructure its outlook towards the tourism industry and has to grow a
lot in this flourishing industry. With impetus to tourism it is possibie to generate 44 million
jobs in India by 2007 as against 18 million at present.
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Table 1.4 India's share of world tourism
Year

World Tourists arrived in India (Millions)% Share oflndia
(Millions)
2000 701.9
2.64
0.38
1999 668.5
2.48
0.37
1998 635.1
2.36
0.37
1997 612.8
2.37
0.39
1996 594.8
2.29
0.39
1995 567.0
2.12
0.37
Source: www.nri-worldwide.com last accessed on 04105104
Table 1.5 below shows the gradual positive growth in the foreign exchange
earnings of the country in the last three years during the period from January to May.
There has been a rapid growth from 2003 to 2004.
Table 1.5 Comparative foreign exchange earnings of India
Year

%

US Dollars
(Million)

Change

2002(Jan-May)
1180.96
2003(Jan-May)
1338.84
13.4
2004(Jan-May)
1831.17
36.8
Source: www.nri-worldwide.com last accessed on 04/05/04
All these figures depict the growth of the tourism industry, but give a vague picture
of the country's position in the global market. Tourism is one of the world's largest and
fastest growing industries. In 2000, there were 699 million international tourist arrivals
throughout the world, an increase of7.4% over the preceding year and international tourist
receipts reached US $ 476 billion, a 4.5% increase from 1999. There has been strong
growth in foreign travel to developing countries during the recent years and this trend is
expected to continue.
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Table 1.6 Earnings from tourism
Year
World (US $ Billions)
India (US $ Billions) Share of India
2000
475.8
0.66%
3.16
1999
454.7
3.00
0.66%
1998
439.4
2.94
0.67%
1997
443.8
3.00
0.68%
1995
404.0
2.96
0.73%
Source: www.nri-worldwide.com last accessed on 04/05/04

In the table 1.6, the studies reveal that there has been an increase in the number of
tourists and the earnings, but the share remains more or less the same, which shows that the
global market is also increasing simultaneously. India has not looked upon tourism as an
industry and so, the governrnent as well as the people needs to rework on their tourism
plans so that a market presence is felt on the global market. The market share of India is so
meager taking into account its landscape and population. There is also an expanding
market of the tourism industry that has not been taken into account by the tourism
authorities of the country.
Kerala -A kaleidoscopic view

Kerala renowned as the land of "God's own country" has an enchanting
background with its rich and valuable tradition. Kerala was initially the princely states of
Travancore and Cochin, which was first, combined in 1949 and later came to be known as
"THIRU-COCHI". On November 1, 1955 'Travancore-Cochin and parts of 'Malabar',
which was formerly part of Madras presidency merged to form a new state called
'KERALA'. Kerala is one of the smallest states in India along the Malabar Coast of the
Arabian Sea (www.kerala-history.nrk.com last accessed on 04/05/04). Kerala is a narrow
strip of land measuring about 15,000 square miles that stretch 75 miles at its broadest and
only 20 miles wide at certain points in the north and south. It is different from the north of
India where large rivers, and planes and scrubby lands welcome visitors. Kerala is a
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distinct region separated from the adjoining states of India by 'Western Ghats' mountains
which run parallel to the sea for about 85 miles along the shores of the Arabian Sea. The
plains are very humid and warm with an average temperature of 85 degrees Fahrenheit.
Two annual monsoons provide adequate precipitation, the south west monsoon from mid
June to September and the northeast monsoon from October to the end of November while
the rest of the year is dry with occasional showers (www.travel-kerala.com last accessed
on 15/08/04).

N
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Figure 1.1 Tourist map of Kerala
Source: www.mapsofindia.com last accessed on 12/05/04
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While Kerala has the densest population in India, it has a literacy rate of almost
I 00%. All communities in Kerala share a common language, Malayalam which is a
mixture of Tamil, Sanskrit and its own elements. The state is one of the most advanced
states in India in the fields of education, transportation, communication and health care
delivery since independence. Industrial development has lagged behind in the state due to
labor unrest, lack of power resources and government ineptitude. Vast pools of highly
trained technical people from Kerala are serving elsewhere in India or overseas. Profound
economic changes are taking place in India and there is no doubt Kerala too is very eager
to be part of that development with major initiatives in a variety of fields such as airports,
electronics and power development (www.kerala.indianvisit.com last accessed on
21/03/04).

Kerala tourism
Kerala Tourism has recorded remarkable growth in the last few years. The revenue
generated in the economy of Kerala due to tourism is estimated to be nearly Indian rupees
(Rs) 40 billion which is 6.29% of the state's GDP. Tourism has generated employment in
Kerala to the tune of nearly 700,000 (based on a study by Tata Consultancy Services). As
per the official estimates, the Kerala tourism sector contributed revenue of Rs.59,380
million to the state in 2003. The foreign exchange earnings alone amounted to about
Rs.9,830 million. Around 300,000 tourists are reported to have visited the state in 2003
(www.keralatourism.org last accessed on 16/10/04). Kerala has 18% of the international
arrivals in south India. The top 5 destinations for international travelers to Kerala are
Thiruvananthapuram (gateway to Kerala/beach), Ernakulam (Kochi, heritage, nature, and
backwaters), Kottayam (Backwaters), Idukki (nature, wildlife, adventure) and Alappuzha
(backwaters). It pre-dominantly attracts international tourists interested in nature tourism,
beaches and backwaters. Also, Kerala is famous for its ayurveda treatments. The global
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trends in the tourism industry, such as the increasing need for the creation of an
experience, the growing importance of "ethnic" tourism and the increasing environmental
consciousness of target markets, are an opportunity for Kerala to develop its tourism
industry in a sustainable way, diminishing negative impacts and to remain attractive for
many generations to come. The Kerala tourism vision statement is "To make Kerala, the
God's own country, an up-market high quality tourist destination through rational
utilization of resources with focus on integrated development of infrastructure sector
conserving and preserving the heritage and environment and enhancing productivity,
income, creating employment opportunities, alleviating poverty thereby making tourism
the most important sector for the socio-economic development and environment protection
of the state."

Table 1. 7 Foreign tourist arrivals in Kerala (1999-2003)
Tourist Arrival

1999

2000

2001

2002

2003

Foreign tourists

202,173

209,933

208,830

232,564

294,621

Percentage of
variation over
previous years.

6.44

3.80

-0.53

11.37

26.68

Source: Statistics booklet Department of Tourism, Kerala, 2004

Table I. 7 above shows that arrival of international tourists has increased by more
than 25%, Kerala has come a long way. With this, the result was that the southern Indian
state's share of the country's total arrivals increased from 5.6 per cent to 8.1 per cent. More
significantly, preliminary results for 2002 suggest that, while India's arrivals declined by
6.6 per cent - the second consecutive year of decline - Kerala's rose by 11.4 per cent,
taking its share to as much as 9.8 per cent of India's total count. A major contributor to
Kerala's tourism growth in the last few years has been the development and refinement of

8

its Ayurveda tourism product. The growing demand for health I fitness holidays - whether
to test the ayurvedic medicine's claims to rejuvenate mind and body, or simply for
regeneration and relaxation - has come from both Western and Asian markets. Europe is
an important source of tourism for India -accounting for 35 per cent of arrivals as against
40 per cent from within Asia and 17 per cent from the Americas. Kerala has certainly
benefited from India's reputation as a fascinating tourism destination, rich in natural and
cultural attractions. But Kerala's appeal for foreign tourists is also due to its own unique
attractions, such as its magnificent beaches and its quiet backwaters, offering opportunities
for houseboat cruising. Today, some houseboats have all the creature comforts of a good
hotel (World travel & tourism council report, 2003).

The World Travel & Tourism Council (WTTC) which is the forum for global
business leader in travel and tourism comprising the presidents, chairpersons and CEOs
of the world's 100 foremost companies, is the only body representing the private sector in
all parts of this worldwide industry. The council has accorded Kerala the status of
'Partner State' in the firm recognition of the state's tremendous potential in the tourism
sector. Kerala travel and tourism demand is expected to grow by 11.6% per annum over
the coming decade. This is the highest recorded growth rate in the world eclipsing
WTTC's fastest growing country (Turkey- 10.2%) as well as India (9.7%) which is the
second highest in the world. These figures show high levels of consumption of the
tourism product in the state by both domestic I foreign tourists. The state has registered a
record growth of 23 .5% in terms of visitor exports or external account earnings from
Travel & Tourism over the next ten years (Vogels, 2002). India's estimates for the next
ten-year period are 14.3% while the world average is only 6.5%. Significantly, in 2001,
while India's visitor exports suffered a decline of 4.8% as a result of 9/11 events, Kerala
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visitor exports actually increased by 11 % over the 2000 results. This underlines the point
that visitors feel more secure in Kerala than other parts of the country. Government
expenditure at US$ 25.4 million (Rs. 127 millions) was an abysmal I% of total
expenditure. Even over the next decades this is expected to grow only to I. I % of the
total, reflecting the apathetic attitude of government towards investing in travel and
tourism.

WTTC has pointed out that, while India's expenditure is below I%, other

countries are spending much higher amounts (World travel and tourism council,
December 2002).

Over the next ten years the WTTC forecasts suggest, Kerala will nearly triple its
current level of travel and tourism economy employment from 6,93,000 to 2.0 million in
2012. This has enormous significance for the state since creation of job opportunities is the
single most important area of priority for the government. Increased investment in travel
and tourism will obviously have enormous spin off results for the economy and the people
(www.keralatourism.org last accessed on 16/10/04).

Tourism policy ofKerala
The Kerala tourism department has formulated a policy for the development of the
tourism industry and in this regard has published a small notification for the public interest.
The major points are as follows:
I.

To elevate tourism as the economic and employment priority of the state by
using tourism as the vehicle of growth for physical, social and economic
development of the state.

2.

To ensure quality services in all the areas of tourism in the form of regulation,
classification and monitoring.
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To develop Infrastructure through the private sector and private-public
partnership with the government acting as a facilitator and catalyst.

4.

To develop and promote tourism products with continuous focus on backwaters,
ayurveda, performing arts, pilgrim centres, cuisines and eco-tourism. While
promoting ayurveda: the value of naturopathy, herbal medicines and tribal
medicines will also be given due importance.

5.

To concentrate on the development of basic infrastructure by coordinating all
line departments.

6.

To create sufficient quality human resources in the field of tourism within the
state and strengthen the institutional mechanism.

7.

To strengthen the institutional mechanism

8.

To develop and promote the souvenir, handicrafts, artifacts & shopping industry

9.

To enact proper legislation to sustain the industry and to regulate
tourism

activities

through

Government,

industry

and

PR!

collaboration.
I 0.

To explore and develop new markets for Kerala tourism products at domestic
and international levels.

11.

To conserve and preserve the unique cultural heritage of the state

12.

To ensure the safety and security of tourists

Source: www.keralatourism.org last accessed on 06/08/04
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Awards and Recognitions for Kerala

The first state in India to be accorded the status of "Partner State" by the World
Travel & Tourism Council in 2000.
Outlook Traveler and the Travel Agents Association of India's "Best State" award
that promoted tourism in the country, 2001.
PATA Grand Award for Heritage for Fort Kochi, 2002.
Pacific Area Travel Writers Association (PATWA) Award for a Unique Leisure
Tourism Destination, 2002.
Best International Exhibitor Award at Destination Sri Lanka Trade Fair, 2003.
Best Debut Exhibitor Award at OTDYKH- LEISURE Trade Fair Moscow, 2003.
"Best Tourism State" award from the Indian Government for 3 consecutive years.
Most Eco-friendly Destination Award from the Government oflndia, 2003.
Pacific Asia Travel Association (PATA) Gold Award for Destination Marketing,
2003.
Federation of Indian Chamber of Commerce and Industry (FICCI) for 'Best
Marketing' and 'Best use ofIT in Tourism', 2003.
The National Geographic Traveler magazine describes Kerala as one of the 50
paradises in the world April, 2004.
The Pacific Asia Travel Association (PATA) gold award for environmental/eco
tourism, CD-ROM and heritage and culture categories, 2004.
Source: www.keralatourism.org last accessed on 06/08/04.
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Houseboats of Kerala

Kerala offers a wide variety of tourist attractions and Kerala's small land area gives
it the added advantage of being the best venture for 'multi destination tourism'. Houseboat
holidays in the 900 kilometers (kms) of tranquil and Ayurvedic rejuvenation packages are
two experiences that have no parallel elsewhere. Kerala's almost 600 kms long shoreline
has gifted it with some of the most charming beaches in the country. The government has
brought many projects for the infrastructure development. The Department of Tourism has
given stress in developing tourism infrastructure and basic amenities needed for the
development of tourism in the state. The following were the major infrastructure projects
undertaken by the government during the last few years.

The Department of Tourism has been giving thrust for the development of basic
infrastructure along the backwaters of the state for tourism promotion. The projects under
implementation included a world class houseboat terminal at major backwater nodes,
integrated development of Ashtarnudi backwaters, dispersal of backwater based tourism
activities, development for houseboat operations and development of transit points along
the cruise routes. The construction of house boat terminals have been initiated at major
backwater nodes at Alappuzha. Construction of Gateway, water sports activities, etc. are
being taken up as part of the integrated development of backwaters. Houseboats have been
sanctioned to other areas as a part of dispersing the backwater based activities to Malabar
area. Studies are being undertaken by NATPAC on the development of basic infrastructure
along the potential cruise routes in Malabar. Detailed study has been carried on Kovalarn Kollarn waterway out through NATPAC for the development of waterway for houseboat
operation.
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The country houseboat in Kerala is referred to as 'Kettuvallam' in the local language.
These eco-friendly houseboats are made from eco friendly materials like bamboo poles,
coconut fiber, ropes, bamboo mats, carpets etc. Usually houseboats ('boat with knots') are
the giant country crafts that are as long as 60 to 70 feet and were so called because the
entire boat was held together with coir knots only - not even a single nail is used during the
construction. The boat is made of planks of jack-wood joined together with coir which is
then coated with a caustic black resin made from boiled cashew kernels and with careful
maintenance, a houseboats can last for generations. A portion of the houseboat is covered
with bamboo and coir to serve as a restroom and kitchen for the crew. Meals would be
cooked on board and supplemented with fresh fish from the backwaters according to the
customer's choice (www.kerala.indianvisit.com last accessed on 21/03/04).

Classifications

Kerala has introduced a lot of new houseboat mainly aiming at the European and
American markets to promote 'Kaya! or backwater Tourism' in the State. The cost is
usually Rs 200,000 for a luxuriously furnished two bedroom air-conditioned houseboat.
One-fifth ofKerala from north to south comprises of water and historically, the traditional
houseboat played an integral part of the communication transporting system. It made sense
to use such boats to travel and trade to the length and breadth of Kerala. The houseboat has
been designed to meet the Gold Star/ Green Palm/ Silver Star certifications by the
Department of Tourism, Government of Kerala, which has recently enacted regulations,
stipulating standards of houseboats. Accordingly, the houseboats conform fully to certain
additional requirements listed as optional to get the Green Palm/ Gold Star certification.
Luxury, safety and environmental concerns are the essentials that are adequately taken care
of in floating the new designer houseboat. With the aim of sustaining the unique tourism
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project of Kerala, the department has defined the guidelines for classification for
houseboats. According to the scheme a house boat fulfilling all the essential conditions
prescribed by the department and another five of the ten optional conditions will be
awarded the status of 'Gold Star'. In a 'gold star' houseboat there are two bedrooms, of
which one has twin beds and the other has a double bed to meet the different guest needs.
The houseboat comprises fantastically crafted multi-purpose living area with facilities for
seating, eating and lively conversations. Those fulfilling some of the essential conditions
will be awarded 'Silver Star'. Houseboats which satisfy the essential conditions and
adhering to eco-friendly measures prescribed by the department will be awarded the
'Green Palm' certificate (www.houseboatskerala.net last accessed on 13/06/04).

Houseboats are a unique way to experience the beauty of kaleidoscopic Kerala.
Transportation of men and material using houseboats is nothing new in Kerala though the
concept of staying in houseboats is gaining popularity now. The houseboats glide on the
backwaters of Kerala, with panoramic views passing by. There are various luxury
houseboats like budget, economy, exotic, romantic, wooden, eco-friendly, country, single
apartment, standard, superior, traditional, twin/double, and static houseboats in Kerala,
which cater to the needs of the tourists. The Tourism Department introduced ratings such
as 'gold star', 'silver star' and 'green palm' for houseboats last year based on the facilities
offered and around 25 houseboats have been awarded 'golden star'. Meanwhile efforts are
on to raise the standards of more houseboats. The different packages that are available to
the tourists are nature tours, photography tours, Coir making tour, culinary tour, cultural
tour, honeymoon and heritage tour on houseboats of Kerala (www.houseboatskerala.net
last accessed on 13/06/04).
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Facilities and Activities

The houseboats of Kerala offer an innovative holiday idea besides being a unique
cultural heritage. While aboard the houseboat in Kerala you may enjoy the facilities of a
star categorized hotel. Usually the houseboats are well appointed with an open lounge, one
or more bath attached bedrooms and a kitchenette. A houseboat in Kerala is usually,
manned by three persons, comprising of a cook, a guide and an oarsman. The latest
innovation in the industry is a very big houseboat with a conference hall having a seating
capacity of 150 and several bedrooms. Traditional lanterns take up the place of electricity
on the houseboats in Kerala. On the houseboats you may eajoy the serene surroundings
along with savoring the traditional specialties of Kerala. Fresh seafood adds to the
sumptuous meals available on the houseboats (www.keralam.com last accessed on
22/05/04).

Lazing and relaxing on the sun decks is one of the most popular activities on the
houseboats in Kerala. The industry provides direct and indirect employment to around 500
and 2000 persons respectively. From two boats in the early nineties, the number of
houseboats has now gone up to about 200 with an average of I 0 new houseboats launched
every year. The small single - room houseboat has been replaced by large houseboat with
several rooms that are air - conditioned. During the season, which was extended from
December to March, 2003 the number of tourists exceeded 6000. Earlier a majority of the
peoples who hired boats were foreign tourists, but of late the number of tourists from
northern India as well as from Kerala has steeply increased (www.keralagreenary.org last
accessed on 15/07/04).
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Alappuzha Houseboat Industry

Alappuzha (Figurel.2) is known to the international tourists as "Alleppey" and is
one of the most important tourist centers in the state, with a large network of inland canals
earning it the sobriquet "Venice of the east". The large network of canals provide Alleppey
its lifeline, as it was one of the busiest centers of trade in the past with one of the best
known ports along the Malabar coast. Even today it retains its charm as the centre for coir
carpet industries and prawn farming (www.alappuzha.com last accessed on 02/05/04).
Alappuzha has many nearby tourist destinations which attract tourists because of their
distinctive features. One of them is 'Kuttanad' popularly known as the rice bowl ofKerala.
There are other near-by places called Q,S,T & R Block backwaters which remind the
tourists of the famous dikes of Holland. A striking example of the indigenous agricultural
engineering know-how, here cultivation and habitation are made possible at four to ten feet
below the sea level. For this purpose extensive land has been reclaimed from the
backwaters and is protected by dikes built around it (www.destinationsindia.com last
accessed on 12/07/04).

In no time, Alappuzha has emerged as a hub of the houseboat industry with a
majority of them operating from here. The boat cruise along the backwaters of Alleppey
give one first hand experience of the life style; toddy tapping, fishing for small fry, Coirmaking, prawn farming etc., which remains more or less unchanged over the years. The
backwaters act as a vital waterway for the transport of goods, people and their products.
They are often the only link between isolated villages and crowded towns.
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Figure 1.2 Map of Alappuzha
Source: www.travelskerala.com last accessed on 16/07/04.
In Kerala, the total expanse of backwater stretches over 1500 kms, with a network
of 44 rivers, lagoons and lakes from north to south. Alleppey, which forms the main part of
this network, has the peculiar geographical feature of having the water in level with the
land. This gives the advantage of getting a closer look at the village life on shore while on
a backwater ride (www.destinationsindia.com last accessed on 12/07/04).
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A glide in a Houseboat through the enchanting backwaters of Alleppey along with
palm fringed narrow canals winding through the vast expanse of paddy fields and the neat
tiny hamlets lined up along either sides of the canals are panoramic sights one can never
forget. The Chinese fishing nets, the reminiscent of our past trade links, are also found on
the way. Flocks of ducks swimming around the banks and tiny birds flying across the sky
remain as enduring pictures reflecting the charm of this unique land. The sparkling water
and the caressing cool wind is a temptation too strong to resist. Country boats of various
types crisscross the path with passengers from all walks of Kerala's rural life ranging from
milkman and newspaper boy to local politicians, priests and wedding parties. It is a unique
experience as this is as close as one can gets to feel the vibrant life in the countryside of
god's own country (www.eindiatourism.com last accessed on 03/04/04).

The place is the ideal headquarters for backwater tourism as well as for the famous
for its historic Aranmula Snake Boat Race, which is an annual event. Alleppey is also
known for its spectacular snake - boat races held on the second Saturday of August, every
year. The event is a tremendous success with tourists and the local population
(www.artkerala.com last accessed on 02/07/04).

Houseboat Cruise Packages

Most houseboats are situated on the banks of the lakes, and can be accessed directly
from land without the help of a boat ride, while some require it. Most houseboats are
situated in long straggling rows; while others are situated singly or in groups of two and
three. Each houseboat has anything between two and four bedrooms in it with attached
bathrooms and a common sitting and dining room. The charges of a houseboat always
include all meals and a certain number of crossings by small boats to and from the
houseboat. Houseboats offer far more personalized service than hotels because of the far

higher host guest ratio. On the other hand, fellow guests at the same houseboat tend to
interact much more than if they were staying at the same hotel. Each houseboat has
anything between two and four bedrooms in it with attached bathrooms and a common
sitting and dining room (www.houseboatskerala.net last accessed on 13/06/04).

Houseboats offer far more personalized service than hotels because of the far
higher host guest ratio. The location of a houseboat tells us nothing about its class, but
before checking into one, there are a few factors, which one may like to consider. A
honeymoon couple may want to be away from it all, and may choose a houseboat with few,
if any, close neighbors. To them, it will be an advantage to stay in the interior of the lake,
accessible by a half-hour long boat ride. A family with young children on the other hand
may find themselves better served in an area, which overlooks the boulevard where a
crossing takes just five minutes. When a houseboat is in a busy area, it is enjoyable just to
sit on the balcony and watch the world row by.

A 24-hour stay costs somewhere in the range of Rs. 6000. There are cheaper ones
including dormitories and one bedroom. About 250 boats operate along the backwaters.
Cheaper boats are available for much less but it is a cheaper experience too. At the
dockside, called Finishing Point at Alappuzha, the town of houseboat operators and the
starting point for backwater journeys, the boats are available for even Rs 500 to Rs 1,000
per day. There are different customer tailored packages apart from the standard ones of
which some are: Short cruise in & around Alleppey & Kollam, Overnight cruise from
Alleppey to Kumarakom, Alleppey to Thottappilly, Short Cruise from Kollam-Alleppey
Round, Alleppey to Kumarakom, Alleppey to Thottappilly 2 Nights Cruise Alleppey Alumkadavu (www.klresort.com last accessed on 17/08/04).
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1.2 Statement of the Problem

Kerala, known as the "God's own country" has never been able to exploit its
resources as far as tourism industry is concerned. The landscape, which is one of the best
of its type, is left untapped due to many social, psychological and economic factors. The ill
favored social attitude and administrative bureaucracy for the tourism industry need to be
revamped so that the state as well as its people can make progress in their economical and
financial positions there by improving their lifestyle. The information with respect to the
satisfaction level of tourists' visiting Kerala needs to be recorded and analyzed. It should
be interpreted to plan the future projects in the tourism industry. From two boats in the
early nineties, the number of houseboats has now gone up to about 200. Meanwhile, the
small single - room houseboat has been replaced by large houseboats with several rooms of
which many of the present houseboats are air - conditioned. The industry provides direct
employment to around 500 persons now whereas the number of persons being provided
indirect employment is more than 2,000. There are more than I 0 new houseboats that are
launched every year, which shows that competition among the houseboat operators is
growing and the need for identifying tourist's area of interest has been important as never
before. Since the international tourists visiting these houseboats are from different social,
economical, cultural and geographical backgrounds little has been recorded regarding their
satisfaction level. It has also been found that very little feedback has been available about
the satisfaction of international tourists regarding the product and service attributes
available in the houseboats. This research will try to find out the following:

•

Are there any differences pertaining to satisfaction level of international tourists
with respect to the demographic characteristics like age, gender, income,
nationality and length of stay?
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•

Whether there is any relationship between the product and service attributes
constituting the houseboat concept, to the level of satisfaction among the
international tourists?

1.3 Research Objectives
In the present scenario one of the major determinants for a successful business is to
know the need of its customer. In order to measure that one has to know who its customers
are, what are their area of interest, how can we improve customers' satisfaction and so on.
An efficient organization should forecast the need of its customers, which will be acquired
by constant interaction and market survey of its salient features. This research is conducted
among international tourists who visit the houseboats of Kerala. The objectives of this
research are as follows:

•

To examine the international tourists' demographic characteristics I profile I factors
affecting their satisfaction regarding the houseboat concept in Kerala, India

•

To examine product and service attributes, concerning the house boat concept and
their relationship with the international tourists' satisfaction in Kerala, India

1.4 Scope and Limitation of the Research
The researcher intends to carry out the survey using questionnaires to collect the
information. The survey instrument was administered to the respondents when they
checked out from the houseboats. The target respondents are all international tourists who
are above 25 years old. The time limit has been fixed as 2 months as it will be sufficient
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time to get the required number of responses. There are some limitations for this research,
which are stated as follows.

•

The study focuses on houseboats that operate inside Alappuzha district I province
only and so the findings cannot be generalized for houseboats operating outside this
district.

•

The term 'satisfaction' in this research does not measure satisfaction through gap
theory. It mainly relies on respondents feeling either about good or bad at the
moment of asking questions.

•

Unlike general assumption of using Kruskal-Wallis which measures pattern of
distribution of population, this research the satisfaction is slightly modified
purposively measure certain characteristics of the sample collected.

•

The study focuses on the satisfaction level of the international tourists using the
houseboats that are classified under the 'golden star' category and so cannot be
generalized for other category houseboats.

•

Selected product and service attributes have been formulated depending on the
facilities offered in the houseboats and so cannot be generalized for any other food
and beverage outlet, lodging facility or cruise line segment.

•

The study will be carried out within 2 months so the preferences and responses of
the respondents at another period of time might be different.

1.5 Significance of the Study
The result of this study will help the Kerala tourism development and other
government entities to identify the international tourists visiting the houseboats based on
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their demographic classifications and also to discern the satisfactory level with regard to
the services and facilities offered. A study like this, where the tourists can reveal their
preferences is a step towards understanding and providing higher levels of customer
satisfaction. This research intends to assist the houseboat operators to conduct a SWOT
analysis in order to improve their marketing strategies so as to increase the flow of tourists
and also foreign exchange which plays a significant role in the state's as well as the
country's economy.

1.6 Definition of Key Terms
Atmosphere

The overall mood of a service area, determined by both practical and aesthetic elements
such as lighting, artwork, noise levels, aroma and temperature (Costas & Thomas, 1999).
In this research the service area is the houseboat, constituting internal as well as external
ambience the landscape, decor and theme, cleanliness of backwaters and staff attributes.
Backwaters

This is water backed up in its course by an obstruction or an opposing current or tide
usually from the sea. It can also be referred as a body of water, which is an inlet, or
tributary that is out of the main current of a larger body
Convenience

The attribute of service organizations emphasizing on having more branches/ outlets/ sites,
and more favorable opening hours for outlets which are more convenient in terms of
accessibility (Kasper, Piet & Wouter, 1999). In the research this attribute is included in the
product and services, which determines the accessibility for the tourists to the location of
the houseboat. It also includes the overall size of the houseboat, space of individual rooms
and sitting area.
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Houseboat
A boat 60-70 feet long, made from eco friendly materials, fitted up for living in for days
which consists of a living room, kitchen, bed room with a bathroom, manned by three
persons which comprises a cook, a guide and an oarsman. It usually travels through inland
water (www.houseboatskerala.net last accessed on 22/08/04)

International tourists
These are the group of travelers largely made up of middle- income people including the
more prosperous minority of the working class, who normally live in large cities and earn
their living in managerial, professional, white collar, supervisory and skilled occupation
(Goeldner, Ritchie & Mckintosh, 2000).

Product & Services
Product is anything that can be offered to a guest or tourist for use or consumption that
might satisfy a want or need (Kotler & Armstrong, 2001). Service is an intangible product,
consisting of activities or benefits, which one party offers to another (Brymer, 2002). In the
research all the features in the houseboats available to the tourists are categorized as
product and services.

Satisfaction
Satisfaction refers to the buyer's state of being adequately rewarded in a buying situation
for the sacrifice he has made (Loudon & Della Bitta, 1993).
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CHAPTER II
REVIEW OF LITERATURE AND RELATED STUDIES

This chapter confines the variables definition and features along with the some of
the theories used in this research. Critical analysis and relationship between the variables
are also discussed later in this chapter. The empirical study has been mentioned in this
chapter to form a foundation on the research work and also tries to justify the need for this
research or in some cases tries to substantiate the usage of the mentioned variables. The
basic objective of this research as denominated earlier is to study the demographic profile
and the relationship between the services attributes to the satisfaction level of the
international tourists visiting Kerala and using the houseboat concept. Theories and studies
related to the main independent variables mainly consist of demographic and product and
services attributes.

2.1. Demographic Profile
This is premeditated as the independent variable, as there are many researchers who
take demographic profile into consideration for determining the satisfaction level of its
customers. Demographics play an important role in market dominance; segmentation and
marketing mix decisions (Hawkins, Coney & Best, 1983). Market potential for any product
is equivalent to the number of people who want or need it and also have the necessary
resource to buy it. Hence, it is necessary to evaluate the demographic characteristics of
both present and potential buyers. The most widely used demographic factors are age,
gender, family size, income, occupation, education and social class (Engel, Blackwell &
Miniard, 1993). The tourism operators have always been left predicting which consumers
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will be among the first to adopt an innovative product or service, which is a difficult task
but is valuable in allowing effective and efficient use of marketing resources. The
demographic field is important to consumer researchers because these are characteristics
used, to delineate the nature of market segments, in this case international tourists. In

addition, demographic trends can raise or lower the number of people in an industry's
target market, substantially altering the demand for a product or service (Powers &
Barrows, 2003).

2.1.1 Age
Product needs and interest often vary with consumer's age. Many marketers have
found age to be a particularly useful demographic variable for market segmentation and so
have carved them a niche market place by concentrating on a specific age segment (Kanuk
& Schiffman, 2004). Recently, the behavior of senior travelers has become an important

area of interest because of its market size and potential for growth. There are studies which
describes that six market segments are used to highlight the differences that exist in terms
of holiday attractions, travel motivations, and information sources used among senior
travelers when planning and choosing a holiday. Seniors are shown not to be a uniform
conservative market, which has implications for marketing and product development
(Horneman, et.al, 2002).

2.1.2 Gender
Gender is quite frequently a distinguishing segmentation variable. In the tourism
industry there are many weekend break packages and conference partner progranunes,
based with relation to gender. It has been shown that females have a lower level of
satisfaction with their bodies than do males of a comparable age. The literature in sex-role
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socialization suggests that the socialization process in western culture is a contributing
factor to the lower body-image for women (Venkat & Ogden, 2002).

2.1.3 Income
Income has been an important variable for distinguishing between market segments.
Marketers commonly segment markets on the basis of income because they feel that it is a
strong indicator of the ability or inability to pay for a product or a specific model of the
product (Kanuk & Schiffman, 2004). Satisfaction tends to be higher as education and
income increase. Hogarth and English (1997 as cited in Reiboldt, 2003) found that
consumers who were better educated and had a higher income were more satisfied with the
result of their complaint. In a more recent study, those with more than a high school
education were only slightly more likely to be satisfied than those with a high school
degree or less.

2.1.4 Nationality
According to the American immigration glossary, nationality is defined as the
country of a person's citizenship or country in which the person is deemed a national.
Demographic features like nationality merely describes the characteristics of a population
of people. The reason why a marketer might speak of an Asian, African - American
culture as a demographic characteristic is that it describes a group of people who may have
similar behavior patterns (Mowen, 1993). Also this has a significant role in the economic
position of the customer's nationality, the degree of urbanization and the overall quality of
life. The development of value for money in Britain was the main reason for the large
numbers of British people traveling overseas on holiday packages, resulting in strong
outbound tourism (Swarbrooke & Homer, 1999).
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2.1.5 Length of Stay

Hotel guests stay longer during their leisure stays. Over the last couple of years,
the percentage of one-night stays in hotels has decreased dramatically. Stays of two, three
and even four or more nights have accounted for a substantially higher mix of hotel stays
over this period. Couples and families account for more than two-thirds of leisure hotel
room nights. The most-consistent increases in average lengths of stay can be traced back to
leisure room nights spent for general vacations and visiting friends/relatives, as opposed to
getaway weekends, special events or other personal leisure room nights. Several activities
are associated with the longer lengths of stay, including: boating/sailing; snow skiing;
theme and amusement park visitation and golf. The longer length of stay among leisure
guests is important for hotels to consider because longer stays generate more room revenue
per guest. This increases marketing efficiency, as fewer marketing dollars can be spent per
guest and produces a higher return on investment. The activities associated with longer
stays represent an avenue for hotels to take advantage of the increased leverage these
guests offer (Bhatia & Shifflet, 1998).

2.2 Product and Services
Tourism is a service rather than a product, which may have a considerable effect
on consumer behavior. Services have been defined as any activity or benefit that one party
can offer to another that is essentially intangible and does not result in the ownership of
anything. Its production may or may not be tied to a physical product (Kotler & Armstrong,
2001). Tourism involves the consumer in a high-risk decision-making process. They
involve committing large sums of money to something, which cannot be seen or evaluated
before purchase. The opportunity cost of a failed holiday is irreversible. If a holiday goes
wrong that is it for another year. Most people do not have the additional vacation time or
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money to make good the holiday that went wrong (Seaton, 1994 as cited in Swarbrooke &
Homer, 1999).

An understanding of the complexity of the product-service concept is an essential
prerequisite for successful business. This is because the emphasis is increasingly placed on
the service provider to develop a deeper understanding of the linkages that correspond to
consumer benefits sought and the nature of the service delivery system itself. Due to their
varying nature, services are more difficult to provide than traditionally manufactured
products (Victor & Denis, 1998). In tourism, hospitality and leisure products they are
dealing with a service product that has specific characteristics that set the product apart
from the more general goods sold in the market place. Products can be placed along the
continuum of services and goods, with most products being a combination of the two.
Some products will have more of service content if they have a more potency towards the
service rather than the goods (Cooper & Fletcher, 2000).

The Characteristics of the Service Product
Intangibility

Services have the characteristics of being intangible in that they cannot be seen,
tasted or smelled before purchase. The service product is intangible which means it cannot
be easily evaluated or demonstrated in advance for its purchase. In fact, most of the sale in
tourism and hospitality is related to the promise of safe and timely delivery of the
individuals, which is carried by transport companies or comfort and good services by
accommodation companies. Only a ticket or a voucher is exchanged at the time of
purchase. There are a lot of difficulties faced by the marketers of tourism and hospitality
products because of the fixed time .and space constraints by which they cannot easily

30

demonstrate the benefits of the products they are selling. The problem for the tourism
service marketer is to overcome a range of printed literature, videos or other means of
providing clues as to the type of product on offer in an attempt to increase tangibility.
There is also a need to ensure marketing which provides clear and well managed branding
of accommodation (Cooper & Fletcher, 2000). The services marketing literature suggests
that services are complex offerings, because they are intangible and are often delivered by
several different service providers (Lovelock, 1983). Shostack (1977 as cited in Mattila &
Cathy, 2002) suggested a molecular model of service entities, which may be a useful
framework for developing a model of the structure of satisfaction decisions of hotel
operations. In this model, the service entity consists of discrete elements that are linked
together in molecular-like wholes. Elements may be either tangible or intangible dominant.
A hotel-entity will, according to this model, consist of both tangible and intangible
elements that are all important to the guest's experience when visiting the hotel (Gunderson,
1996).

Perishability

The expression perishability means that service products such as tourism, unlike
goods, cannot be stored for a sale on a future occasion. An airline seat unsold is revenue
that can never be recouped which leads to the high-risk nature of the tourism industry.
Marketers in the tourism and hospitality sector have to devise complex pricing promotion
policies in an attempt to sell off-season periods and create greater synchronization of
staffing levels and supply with demand patterns.

The reaction to perishability is for

marketers to try to smooth out demand curves by careful use of the marketing mix (Cooper
& Fletcher, 2000). The element of perishability also helps to explain why airlines and other

businesses make offers such as the last minute club offer, the last minute sales or standby
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rates at drastically reduced prices. While they will not obtain as much profit from their
clients, at least some revenue can be recouped at minimal extra cost (Weaver & Lawton,
2002).

Inseparability

Service products are often referred to as being inseparable, which means the
product is often produced and consumed simultaneously. There is less opportunity to precheck a tourism or hospitality product as it can vary in the standard of its service delivery,
which is referred to as heterogeneity. The tourism sector offers an amalgam of services,
which make up the delivery of the product as this occurs in a fragmented system where
different organizations may have responsibility for the level of service delivery. Variance
occurs because of the inseparable nature of the products delivered when the customer is
part of the production system. The simultaneous process of production and consumption
can lead to situations where it is difficult to ensure the overall satisfaction of consumers
(Cooper & Fletcher, 2000). In the tourism industry and other service industries, staff
training is thus especially important for front line employees such as airline attendants and
front desk clerks who work on the product I consumption interface. The nature of these
interactions has a major impact on customer satisfaction levels because the consumers and
producers of these products are in frequent contact (Weaver & Lawton, 2002).

Lack of Ownership

The consumer only has access to the activity or facility when he or she buys the
service. The consumer never owns anything at the end of the transaction. Service often
leads to feeling of satisfaction rather than ownership of a tangible item (Swarbrooke &
Horner, 1999).
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Variability
Tourism services have a high level of variability, meaning that each producer I
consumer interaction is a unique experience that is influenced by a large number of oftenunpredictable 'human element' factors. These include the mood and expectations of each
participant at the particular time during which the service encounter talces place (Weaver &
Lawton, 2002).

2.3 Product & Service Attributes
The tourism market has become a diverse market to cater but still the hotel has
become a complicated product, a conglomeration of great many parts. The hotel offers
accommodation with varying standards and varying service levels. A growing category of
products are offered in close cooperation with travel agencies and tour operators:
conferences, courses, group journeys, low budget weekends and package offers of various
kinds. Several hotel marketers have mentioned location, service, personnel and the image
of the hotel as the most important qualities. The hotel's evaluation of its qualities should be
compared with the values and needs of the guests. It is important to know what each guest
is in reality looking for. When planning and marketing one section of the hotel, it is
necessary tom look at the total product (Witt & Moutinho, 1989). The process of
attribution has explained the satisfaction concept. An attribution definition of satisfaction
refers to positive or negative disconfirmation of expectations. A negative disconfirmation
happens when actual attribution is not as expected which results in dissatisfaction.
Simultaneously a positive disconfirmation happens when actual is better than expected
which results in satisfaction (Hunt, 1991). Due to customers evaluating the quality of
product or service by considering several important quality attributes, firms must talce
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improvement actions on the important attributes that have a lower satisfaction level (Yang,
2003).

2.3.1 Menu
Menu is the basic game plan for a restaurant and is the tool used to meet the needs
and wants of customers. The concept and theme can be expressed through the menu, the
restaurant's decor, service style and servers uniform (Reynolds, 2004). The starting point
for every food service facility is determining the type of food that is going to b served
which is communicated to the dinning public through the menu, the one printed advertising
piece that will be read by the customer. Its design will influence what a customer will order
and how much he/she will end up spending. The menu should communicate a restaurant's
personality to the public. The menu planning and design process must be approached with
seriousness and diligence, as it will determine a large part of the success for a restaurant
(Rutherford, 2002).

2.3.2 Food Quality
The quality of the food plays a major role in a food and beverage outlet. Among the
findings of the survey on the customers of Spanish restaurants it was found that the
importance of the motivation of pleasure that makes people go to restaurants, is necessary
to create a favorable ambience of quality the customers will want to come back to. In the
survey it has been found that the perception of quality of food determines the degree of
satisfaction as well as the quality of the establishment (Soriano, 2003). In any food and
beverage outlet the kitchen staff must be able to prepare the food on the menu. The kitchen
must have the equipment needed to cook the type of food the restaurant will serve and also
they should be able to prepare the food in the stipulated time. A variety of food production
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methods should be used. Qualities in the method of cooking as well as in the ingredients
used are the main characteristics that must be indicated on a food specification. There are
many other factors which decide the quality of the food like the taste, texture, flavor,
appearance, service and method of cooking (Reynolds, 2004).

2.3.3 Atmosphere
Atmosphere is referred as a 'servicescape' when describing a service business such
as hospital, bank, or restaurant (Bitner, 1992). _The communication skill of the employees
which is also included in this category plays a vital role in leading to the satisfaction of the
tourists. In this research, the researcher mainly concentrates on the personal selling as the
backbone of communication in this service industry. Especially for providers of
customized services in a small regional market, personal selling is a frequently used tool.
Industrial service representatives should be in general, people oriented, responsive,
knowledgeable and hard to ruffle (Kasper, Helsdingen & Vries, 1999). Tourism businesses
have much the same reasons for controlling pollution and managing waste as any other
form of industry (Middleton & Hawkins, 1998). The atmosphere awareness can be
classified depending on vision, touch, sound, smell, taste, temperature and motion (Costas
& Thomas, 1999).

Vision- exterior signage and fayade, high or low light levels, bright or subdued colors, use
of partitions (either portable or fixed), height of ceilings, art on walls, window coverings,
positioning of tables are the points to be noted.

Touch- floors, tile carpet or wood, chairs of wood, metal, leather, or fabric, seats
cushioned or not cushioned, table linens or bare surfaces, chunky or dainty tableware

Smell- Smells of carpet, fabrics, linens, rest room air fresheners and exterior aroma
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Taste- A cool drink, a crisp onion ring, a hot curried dish
Temperature- The thermostat setting in a room, heat from the kitchen, breeze created by
ceiling fans, breeze when seated directly below an open window, direct sunlight or use of
window coverings, hot food served hot or cold food served cold

Motion- Outside activity as viewed by guests (Costas & Thomas, 1999)

2.3.4 Convenience
Most resort hotels are based on the leisure attractions of water both as a visual
setting and recreational amenity. The hotel sites with front beaches, lagoons or lakes may
directly provide elevated views with convenient access to the water front activities.
Visibility, convenience of access and first impressions are important considerations
(Lawson, 1995). Hawthorn Suites Hotels which is based in Waltham, Massachusetts, is a
modest-sized company with modest growth projections. Some 54% of Hawthorn's guests
are extended-stay guests. Hawthorn maintains its size and the personal touch with them by
offering the conveniences of home, such as separate bedrooms, fully equipped kitchens,
and fitness rooms. By offering these amenities, Hawthorn comes across with customers as
a better value than a similarly priced hotel (Troy, 1994).

2.4 Tourists Satisfaction
The term 'tourists' is a terminology that has been defined as persons traveling to
and staying in places outside their usual environment for not more that one consecutive
year for leisure, business and other purposes. The term 'usual environment' is intended to
exclude trips within the area of usual residence, frequent and regular trips between the
domicile and the workplace, and other community trips of a routine character (WTO,
1993).
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The concept of customer satisfaction has a long history in marketing thought.
Studies of consumer behavior emphasize customer satisfaction as the core of the post
purchase period (Westbrook & Oliver, 1991). Because customer satisfaction presumably
leads to repeat purchases and favorable word-of-mouth publicity the concept is essential to
marketers (Cardozo, 1965; Fornell, 1992; Halstead & Page, 1992 as cited in Wirtz &
Bateson, 1999). !il saturated markets, customer satisfaction is thought to be one of the most
valuable assets of a firm. Customer satisfaction serves as an exit barrier, thereby helping
the firm to retain its customers (Spreng & Page, 200 I). The impact of loyal customers is
considerable; for many industries, the profitability of a firm increases proportionally with
the number of loyal customers, and up to 60% of sales to new customers can be attributed
to word-of-mouth referrals (Ranaweera & Prabhu, 2003).

The interest in customer satisfaction with tourism products and services is fairly
recent. For all service firms, and the travel and tourism industry in particular, the provision
and delivery of high quality service has become a requisite for competing effectively.
There is always a notion that improvement in performance quality and satisfaction will
result in retention or expansion of tourist numbers, more vociferous and active tourism
support, and ultimately enhance profitability and political support. It seems intuitively
logical that there should be a casual link between quality of a tourism supplier's
performance, level of consumer satisfaction, and the organization's success. Higher quality
of performance and levels of satisfaction are perceived to result in increased loyalty and
future visitation, greater tolerance of price increases, and an enhanced reputation. The
latter is critical as both are used for attracting new tourists through positive word-of-mouth
and media acclaim. In the case of publicly owned amenities, for enhancing or retaining
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level of public tax investment in the amenity, higher quality of performance and levels of
satisfaction are perceived (Baker & Crompton, 2000).

According to (Bultena & Klessig, 1969; La page J963 as cited in Baker &
Crompton, 2000) the primary managerial criterion for success in the tourism and recreation
filed should be defined in terms of level of satisfaction. Satisfaction is the difference
between the amount of some value outcome a person receives and the amount of that
outcome he feels he should receive (Porter, Lawler & Hackman, 1975 as cited in Gannon,
1979).

Parasuraman (1990) introduced the key premise that customer satisfaction is the
pre-requisite understanding of customers' expectations. The satisfaction is forecasted and
delivering of superior service is followed. This is because customers compare perceptions
with expectations when judging a firm's service. One of the key influences of customers'
expectations is price and they believe that the more they pay, the better the service should
be. Nonetheless, low price with high quality adds to their satisfaction if the customers
perceive value of the products I services to be higher than what they pay. This premise
however depends on the communication, image of the firm, the flow of information to the
customers and the delivery of the promise the firm made to the market. Consumer
satisfaction may be defined as the attitude for need towards a goods or service as a result of
its purchase. It is a post-choice evaluative judgment resulting from a specific purchase
selection (Maven, 1993). There are other definitions for this concept as satisfaction is an
important element in the evaluation stage. Customer satisfaction is an attitude formed
towards a purchase. It refers to the buyer's state of being adequately rewarded in a buying
situation for the sacrifice he has made. Adequacy of satisfaction is a result of matching
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actual past purchase and consumption experience with the expected reward from the brand
in terms of its anticipated potential to satisfy the consumer's motives (Laudon & Bitta,
1993). Satisfaction is a criterion of effectiveness that refers to the organization's ability to
gratify the needs of its participants (Gibson, Ivancevich & Donnelly, 1994). Customer
satisfaction has emerged as an important component in the bottom-line success of service
businesses.

Satisfying customers is especially important because it encourages repeat business
and fosters word-of-mouth advertising (Dawn, 2000). Szymanski & Henard (2001)
explored the linkages between satisfaction, customer retention, and market share and the
findings indicated that customer satisfaction may be sequentially linked to customer
loyalty, customer retention and profitability The satisfaction depends not on the absolute
levels of performance on various attributes but rather on how the actual performance
compares with the expected performance (Sheth & Bhanwari, 2004 ). The objective of all
marketing efforts should be to maximize customer satisfaction. Marketers must be certain
to provide the best possible product for the money and to avoid raising consumer
expectations for product or service performance beyond what the product can deliver
(Kanuk & Schiffman, 2004).

2.5 Push and Pull factors
The push and pull factors are those attributes that act as a catalyst in the promotion
of the concept under study. The factors discussed in the study are mainly the service
attributes that go into the successful completion of the houseboat experience and decides
the satisfaction of the international tourists and in turn increases the revenue for this
industry. Increased level of satisfaction leads to retention of the existing clients or
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customers and also highlights the features described in the service quality gap theory. The
marketers usually choose from two basic promotion mix strategies. A push strategy
involves 'pushing' the product or service through the distribution channel to the final
consumers. The producer directs its marketing activities (primarily personal selling and
trade promotion) toward channel members to induce them to carry the product and to
promote it to final consumers. The retailers and wholesalers in tum carry out different
marketing activities like personal selling, advertising, sales promotion to the consumers.
The pull strategy on the other hand directs the final consumers to induce them to buy the
product from the channel members. The producer directs its marketing activities primarily
advertising and consumer promotion in this direction. If the pull strategy is effective
consumers will then demand the product from channel members, who will in tum demand
from its producers. Thus under a pull strategy, consumer demands 'pulls' the product
through the channels (Kotler & Armstrong, 200 I).

In the service industry there is a small variation in the outlook of these push and
pull factors. In the service industry when an organization gives importance to the product
features more than the client target group then push strategy is used. The product driven
organization always starts from a product focus. It seeks to define from a technical point of
view a special product range by offering simple ands or standardized services. It
concentrates on product features. Customer value is created by means of a low price and
standardized performance. Typically these companies are cost driven and apply a push
concept to get their services on to the market. On the other hand there are a group of
service providers who are driven by the demand of the product or services. The demand
driven incumbents mostly focus on client needs. They provide a combination of
customized and standardized services to meet the specific needs of their well defined target
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group. This is the consequences of their market driven orientation resulting in a pull
concept (Kasper, Helsdingen & Vries, 1999). In the research conducted in this study the
push and pull factors are differentiated based on the product features or client needs. The
variety of menu and the quality of the food are the attributes featured in the houseboat
concept which can be included as push factors. They are the factors that can be highlighted
to the customers as the product range of offering. The other factors of the product and
service attributes like atmosphere and convenience are those factors catered to meet the
specific needs of the well defined target group. So they check the satisfaction level of the
customers and indicate their changing needs.

2.6 Empirical Study
The researchers have during the recent times become increasingly interested in
customer satisfaction and service quality issues. The cruise line industry, which is among
the fastest growing sectors of the leisure market, has hardly received any research attention.
Victor & Denis, (1998) did a research on the importance of the cruise product and service
delivery within the context of some of the unique characteristics of the cruise line industry,
and presented the result of an explanatory study which examined passenger satisfaction
with a number of cruise product and service delivery components. The results of the study
show that, overall, passengers' expectations were met or exceeded but there were key
product and service delivery areas which provided cruise ship guests with the most
satisfaction.

There was another research on the tourist satisfaction and food service experience
by Rimmington & Yuksel (1998). The main aim of the study was to ascertain causes of
tourist satisfaction specifically to investigate whether food service experience hold any
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significant effect in determining satisfaction and behavioral intentions. Tourist's perception
of the facilities and services that they have experienced were assessed in order to determine
what brings satisfaction, intention to recommend, intention to return and the impacts on
dissatisfaction. The result indicated that holiday satisfaction is a multi-faced concept
consisting of 16 dimensions. The results further revealed that the food service experience is
a critical factor, which is a salient factor in its potential to cause both satisfaction and
dissatisfaction. The study concluded that the food service experience represents both a
threat and an opportunity for destination managers as it has the capability of promoting as
well as damaging a destinations image.

There were other researches conducted in tourism topics like tourist perception.
Simon, (2000) conducted a research on tourist perception about the front line employees of
three service encounters (front office, housekeeping and food & beverage) in Hong Kong.
An attempt was carried out to investigate whether any significant differences existed

between the tourists' demographic variables using independent T - test and anova analysis
with four dimensions namely, infringement of guests' property, unethical behavior,
benefiting at the expense of guest supplementary service and working against company
rules. It was found that gender exerted significant difference, while age, education,
nationality and purpose of stay scored differently in some factors. Overall a clearer
understanding of tourists' perception of hotel frontline employees was achieved and
recommendations to hotel practitioners were given in the areas of protecting guests'
privacy, ethical education, disciplinary rules and equitable rewards to cater to tourist needs.

The majority of previous satisfaction studies, however, treated the subject as if they
were a single aggregate market. The assumption that variables identified in a research such
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as food quality, cleanliness, value, price, convenience, speed of service, courtesy, menu
variety and atmosphere would have an identical influence on satisfaction judgments of all
customers is debatable. No two individuals are alike and so different customers may have
different perceptions about what contributes to a satisfactory experience such as business
traveler versus pleasure traveler. Tourists from different cultural backgrounds may
perceive destination attributes differently or base their evaluation on different aspects of
the destination (Atila & Fisen, 2002). In this study they reported that different segments of
visitors (in this case repeat and first-time visitors) to Turkey developed their satisfaction
judgments based on different aspects of the holiday destination. Oh and Mount (1996)
reported a similar finding in research on repeat purchase behavior within the hospitality
industry.

The results of many studies suggest that transferring the focus of satisfaction
research from aggregate market level to market segment level is needed. This would
increase the prediction power of satisfaction models and the contribution of customer
satisfaction relation to management. Much of the guest satisfaction literature focuses on
the mechanisms of error reduction and quality management. Rather than concentrate on
reducing errors in all areas, the important matter in customer satisfaction is to determine
the attributes that guests consider important and focus on those attributes. Customer
satisfaction can be defined as a guest's post consumption judgment of a product or service
that can, in turn, be measured by assessing the guest's evaluations of performance on
specific attributes. Using 18-item, likert-type questionnaire, the researchers gauged
Norwegian business travelers' assessments of the tangible and intangible aspects of 3 hotel
departments: front desk, food and beverage, and housekeeping. A statistical analysis
showed that this sample of 315 business travelers was most concerned with the tangible
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aspects of housekeeping such as comfort and amenities of the guest room and the
intangible attributes of the front desk such as the receptionists' willingness to provide
service and speed at check-in. This implies that the three departments (reception, food and
beverage, and housekeeping) are expected be a major source of variation in overall
satisfaction with the hotel operation.

The variables for the research have been adopted from a study on a customer's
perception of Singapore's theme restaurants.

The survey comprised of 300 self

administered questionnaires designed to identify the respondent's perception of the four
theme restaurants in which survey participants were randomly selected using a mall
intercept approach. They also arranged for personal interviews with managers to obtain
background information about those restaurants and their operating strategies. The
questionnaire was divided into two sections. The first section asked about the perception of
theme restaurants in general and the second section asked to rate on a five-point likert scale,
nine attributes for all the four theme restaurants taken under study. The nine attributes were
theme concept, quality of service, quality of food, menu, atmosphere, convenience, value,
produce merchandise and pricing. At-test and friedman test were used to analyze the study
(Donald and Tanya, 2000).

A similar study has been carried out by Pimpawat (2002) on the customer
satisfaction toward the KFC restaurants in Bangkok. The variables used were based on a
new concept adopted by the management for improving the satisfaction level of its
customers. The statistics used were paired sample test, independent T-test and anova.
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2. 7 Conclusion
According to Victor & Denis, 1998 descriptive statistics carried out to study the
importance of the cruise product & service delivery within the context of some of the
unique characteristics of the cruise line industry found that overall passenger's
expectations were met or exceeded and there were key product and service delivery areas
which provided cruise ship guests with the most satisfaction. Another research done by
Rimmington & Yuksel, 1998 to ascertain causes of tourist's satisfaction or dissatisfaction
and also to investigate the significance of food service experience in determining
satisfaction and behavioral intentions found that holiday satisfaction is a multifaceted
concept consisting of 16 dimensions. They also found that food service experience is a
critical factor to cause both satisfaction and dissatisfaction. The statistics used in this
research were Pearson correlation and multiple regression analysis. Donald & Tanya, 2000
conducted research on consumer's perceptions of two eastern-theme restaurants in
Singapore and those of two eateries that are based on or affiliated with western themes.
They proved that theme restaurants are considered trendy & appeal more to teenagers and
young adults than to older adults. The tests used by these researchers were T -test and
Friedman test (which checks for differences within the groups). Therefore the researcher
has adapted the variables for the study from the empirical study conducted on the hotel and
restaurants industries. The test has been finalized on the basis of the level of measurement
and the objective of the study.
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CHAPTER III
RESEARCH FRAMEWORK

This chapter focuses on the theoretical framework, conceptual framework, which
includes the independent variables and the dependent variables. There is also the statement
of the hypothesis along with the operationalization table that summarizes the variables by
definition, operational components and the scale used for measuring each variable.

3.1 Theoretical Framework
The theoretical framework has been adopted in this study from an empirical study
which takes into consideration three principal variables which are demographic factors,
products and attributes and level of customer's satisfaction. The objectives of the research
was to study the international tourists' demographic characteristics or profile or factors
affecting their satisfaction and to study product and service attributes concept and their
relationship with the international tourists' satisfaction concerning house boat in Kerala,
India. The study was also to study the prevailing level of customer satisfaction in the
houseboat concept and also designed to explore new dimensions of customer satisfaction.

3.2 Expected Outcome
The expected outcome was to confirm the difference in relationship between each
demographic profile feature and the tourist satisfaction level towards the houseboat
concept in Kerala. The researcher tries to strengthen the canon that the demographic
factors like age, gender, income level and nationality do play an important role in deciding
the satisfaction level of the tourist. This research also tries to establish a relationship
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between the product and service level provided at the houseboat to the level of satisfaction
level of the tourist.

3.3 Conceptual Framework
The development of a conceptual framework is arguably the most important part of
any research project and the most difficult. A conceptual framework involves concepts,
which are general representations of the phenomena to be studied. A conceptual
framework indicates how the researcher views the concepts involved in a study, especially
the relationships between concepts. The concepts identified and the framework within
which they are set, determine the whole course of the study.

The development of a conceptual framework involves four elements; identification
of concepts, definition of concepts, exploration of relationships between concepts and
operationalisation of the concepts. The operationalisation of concepts involves deciding
how they might be measured, if quantitative in nature. The identification of concepts is
usually the starting point, but the exercise generally involves going backwards and
forwards between the various elements until a satisfactory outcome is reached (Ticehurst &
Veal, 2000).
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1dependent variables

Dependent variables

Independent variables

Demographic Factors

• Age

Satisfaction of International
Tourists

• Gender

us mg

Houseboat

Product & Service
attributes

Concept

• Income level

• Variety of menu

• Nationality

• Food quality

• Length of stay

• Atmosphere
• Convenience

Figure 3. I Conceptual framework
Source: Model adopted from Donald and Tanya, 2000

3.4 Research Hypothesis
The best expression of a research objective is a well-formed, testable research hypothesis.
A hypothesis is a statement that can be refuted or supported by empirical data. Once the
hypothesis has been developed, researchers are ready to select a research design. A
hypothesis is a proposition that is empirically testable. It is an empirical statement
concerned with the relationship among variables (Zikmund, 2003).
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Ho I: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by age groups in Kerala, India
Hal: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by age groups in Kerala, India

Ho2: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by gender in Kerala, India
Ha2: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by gender in Kerala, India

Ho3:

There is no difference in the level of satisfaction of the international tourists about

the houseboat concept classified by income level in Kerala, India
Ha3: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by income level in Kerala, India

Ho4: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by nationality in Kerala, India
Ha4:

There is difference in the level of satisfaction of the international tourists about the

houseboat concept classified by nationality in Kerala, India

Ho5: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by duration of stay in Kerala, India
Ha5: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by duration of stay in Kerala, India
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Ho6: There is no relationship between variety of menu and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha6:

There is relationship between variety of menu and the international tourist's

satisfaction on the houseboat concept in Kerala, India

Ho7: There is no relationship between food quality and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha7: There is relationship between food quality and the international tourist's satisfaction
on the houseboat concept in Kerala, India

Ho&: There is no relationship between atmosphere and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha&: There is relationship between atmosphere and the international tourist's satisfaction
on the houseboat concept in Kerala, India

Ho9: There is no relationship between convenience and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha9: There is relationship between convenience and the international tourist's satisfaction
on the houseboat concept in Kerala, India
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3.50perationalisation of the Independent and Dependent Variables
Table 3.1 follows the information on how to translate into action the different
variables for the main independent variable. This is done in statement similar to that of the
questionnaire.
Table 3.1 Operationalisation Table of the Independent and Dependent variables

Independent

Conceptual

Operational

Level of

Question

variable

defmition

component

measurement

Number

Ages are given

Age

years

Age refers to the

in

with

length of time

intervals

elapsed since a

below 25 years

person's birth in

old

years (Sheth, 2004).

45,46-55,56-65,

from
Ordinal

26-35,36-

above 65 years
old.

Gender

Gender is a group

Gender

trait that divides

respondent

customer into 2

male or female.

of the
as

Nominal

2

sexual categories.
Monthly income
stated

Income level

in

us

Amount of

dollars

with

monetary earnings

intervals

from

that a person

Below or equal

receives

to 5000, 5001-

periodically on a

10000,

10001-

more or less regular

15000,

15001-

basis.

20000,

20001-

25000, above or
equal to 25001.
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Ordinal

3

An1

Independent

Conceptual

Operational

Level of

Question

variable

definition

component

measurement

Number

Nominal

4

Ordinal

5

Ordinal

6-8

Ordinal

9-12

Permanent
allegiance to a state
by which a person is Classified into 5

Nationality

internationally

groups.

known (Swan,
1990).
The period of time The number of
which people spend days
Length of stay

m

a

destination from

(Wall, 2000).

ranging
!day

to

7days or more.

Menu refers to the
"bill of fare" which
Variety
menu

is an important

-Menu design

in selling tool for any

-Menu items

food service

-Food names

operation
(Anderson,
Blakemore, 1991 ).
The degree of
excellence of food,
which encompasses
Food quality

taste, aroma,

-Taste of food

texture, appearance

-Appearance

and nutritional

-Food quantity

content as well as

-Food variety

factors that
determine the safety
of food (Bennion,
1980).
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Independent

Conceptual

Operational

Level of

Question

variable

defmition

component

measurement

Number

Designed

-Landscape

environments

-Decor & theme

created to reinforce

-Water
Ordinal

13-17

Ordinal

18-21

Ordinal

22

Atmosphere

the buyers leaning cleanliness
towards purchasing -Communication
a product (Kotler,

skill

2003).

-Employee
uniform

Convenience

Fitness or suitability

-Length of boat

for performing an

-Sitting space

action or fulfilling a

- Accessibility

requirement.

- Location

Individual's

Ranges

perception
Satisfaction

of the highly

performance of the to

from
satisfied
highly

service in relation to dissatisfied
his expectation.
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CHAPTER IV
RESEARCH METHODOLOGY

This chapter provides an overview of methodology that was used in the study
in order to understand how data collected for this research was analyzed for future
conclusion. This study procedure includes source of data, research instrument, target
population and sampling procedure, data collection, pretest questionnaire, data
measurement and data analysis.

4.1 Research Methods
The research conducted was a descriptive study which is an approach merely
to describe, not to prove new relationships or to demonstrate the value of new
practices. Data on rooms rented, revenues obtained, cost of maintenance and other
facts are determined to describe the characteristics of the business (Clare, 1994 as
cited in Ritchie & Goeldner, 1994).

The data was collected by survey methods which were studies of large and small
populations conducted by selecting and studying samples from the population to
discover the relative incidence, distribution and interrelations of variables (Kerlinger,
1992). Sample surveys are conducted when the study of the population is impossible,
difficult or costly (Pizam, 1994 as cited in Ritchie & Goeldner, 1994). The research
objectives were accomplished using a cross sectional research which will be the
study of a particular phenomenon at a particular time (Saunders, Lewis, Thornhill,
2000). The data will be gathered just once, perhaps over a period of days or weeks or
months, in order to answer a research question (Sekaran, 2000).

•

The researcher conducted a pilot study on 30 international tourists at the
District Tourism Promotional Council (DTPC) Boat jetty to test the reliability
and consistency of the questionnaires using cronbach's alpha.

•

Redundant variables were grouped, the grammar corrected and other
corrections were made until the questionnaire was considered reliable.

•

Responses from qualified respondents were interpreted using the statistical
package for social sciences (SPSS), and all the demographic information were
summarized for analysis.

4.2 Research Instruments
The researcher used the questionnaire to collect the information from the
respondents. The questionnaire has been divided into three parts which consists of the
personal details on the first, followed by the independent variable related questions.
The dependent variable features the last part of the questionnaire. The questionnaire
was attached in appendix while the outline of each was shown below:
Part I

The demographic questionnaire was designed to provide information including
age, gender, income level, nationality, length of stay and source of information. This
part contains 6 multiple choice questions.
Part II

This part of the questionnaire attempts to measure the significance of
difference among the different product and service attributes to the satisfaction level
of the international tourists. The four product and service attributes, have been
subdivided so as to assist the respondents in classifying their level of satisfaction with
utmost accuracy.
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Partm

The last part of the questionnaire tries to measure the level of satisfaction in
one statement among the respondents about the houseboat concept.

4.3 Sampling Design
4.3.1 Target Population

The target population in this study were the international tourists possessing
various citizenships and residing in different countries visiting Alappuzha district,
Kerala and who have stayed in the 'golden star' category houseboats. The average
number of international tourists visiting the district in 2003 was found to be
approximately 2000 per month. From the statistics published by the tourism
department, the ratio between domestic and international tourists was found to be 3 :50
in 2003. According to Zikmund (2003), the target population was the specific,
complete group relevant to the research project.

4.3.2 Respondents

In the study undertaken the respondents were all international tourists who had
experienced the journey in a 'golden star' category houseboat in Alappuzha, Kerala at
the specific period of time. The person who answers an interviewer's questions or
provides answers to written questions in a self administered survey is termed as a
respondent. Whenever direct contact is made with a respondent, the researcher should
discuss the study's benefits, being careful to neither overstate nor understate the
benefits (Cooper & Schindler, 2003).
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4.3.3 Sampling Procedure
The researcher had used the non probability sampling as the sampling design.
Convenience sampling was the sampling technique employed in this research.
Convenient sampling also called the haphazard or accidental sampling refers to the
sampling obtained by units or people who are most conveniently available (Zikmund,
2003).

4.3.4 Sampling Element
In the study the sampling unit was taken among the international tourists using the
houseboat concept at the Finishing point boat jetty whereby normally 'golden star'
houseboats are embarked. The researcher used the convenience sampling method and
a screening question was asked before handing the questionnaire to the intended
respondents. Sampling element is a single member of the population (Sekaran, 2000).
The sampling unit is a single element or group of elements subject to selection in the
sample (Zikmund, 2003). The screening question was

•

Have you experienced the houseboat concept during your visit to Kerala?

4.3.5 Time Frame for Data Collection
The survey was done on weekdays and weekends from 25•h September to I o•h
October between 0900hrs and I 700hrs at the Finishing Point boat jetty.

4.3.6 Sample Size
We know that the larger the sample, the more accurate the research as
increasing the sample size decreases the width of the confidence interval at a given
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confidence level. A sample must be large or representative and also should bear some
proportional relationship to the size of the population from which it was drawn. The
greater the dispersion or variance within the population, the larger the sample must be
to provide estimation precision (Cooper & Schindler, 2003). Sample size refers to the
number of elements to be included in the study. The target population for the study
were the international tourists who used the houseboat concept of Kerala, India. Since
the researcher had taken Alappuzha as the area under study and the exact number of
tourists were unknown, a formula was used for finding the sample size when the
target population is unknown. The sample size is determined by estimating the
proportion. Respondents are chosen, with 95% confidence level and 5 % sampling
error, there fore sample size can be estimated by the following way (Malhotra, 2004).
Z2 x pq

Sample size

e2
Sample size

=

z2

x p(l-q)

e2
Sample size

=

(1.96)2 x (0.5)(1-0.5)
0.05

Sample size

Where Z

=

2
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= score based on desired level of confidence. The researcher has set

at 95% confidence level, Therefore standard score of Z associated with the above
mentioned confidence level is equal to 1.96.

p

the population proportion for the research calculated by the

percentage of respondent. It is assumed to 0.5 (50%).

q

=

1-p;

e

=

the allowable error (precision), it is 0.05.
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4.4 Data Collection
Primary Data
In this research the primary data were collected by a self administered

questionnaire. The questionnaires were handed face to face to the respondents and
filled out by them without any help from the investigator. In the questionnaires, the
information obtained is limited to the written responses of respondents to prearranged
questions (Pizam, 1994 as cited in Ritchie & Goeldner, 1994). Primary data are
gathered and assembled specifically for the project at hand. There are certain types of
researches, such as studying perceptions and attitudes of employees, which are best
obtained by talking to the respondents, by observing events, people and objects or by
administering questionnaires to individuals (Sekaran, 2000).

Secondary Data
Secondary data or historical data are those that were previously collected and
assembled for some project other than the one at hand. Secondary data can be found
inside the company, in the library, on the internet, or they can be purchased from
firms that specialize in providing information such as economic forecasts, that is
useful to organizations. Secondary data have had at least one level of interpretation
inserted between the event and the recording. No matter which of the data collection
techniques are used, an investigator has the responsibility to analyze the validity,
reliability and sensitivity of his or her instruments before using them (Pizam, 1994 as
cited in Ritchie & Goeldner, 1994). In this research, the secondary data has been
gathered from the internet, journals, tourism research and management, consumer
behaviour, marketing and business research text books.
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4.5 Pretest
A pretest of the questionnaire was necessary for research using primary data.
The pretest checked if the wordings of the questionnaire were appropriate. A
reliability test is often conducted to test the internal consistency of a multi-item
measurement. The researcher conducted the pretest in order to test the reliability of
the questionnaire by distributing to the randomly selected respondents.

Reliability

The researcher conducted the pretest so as to test whether the questions
described the same idea to all respondents. The researcher used the questionnaire to
measure the level of satisfaction and the demographic profile of the respondents. The
researcher used the Cronbach's coefficient alpha scales to test the reliability of the test.
The result of the test is as follows:

Table .4.1 Result of the Reliability Test
Part

Number of items

Cronbach's alpha Score

Menu

3

.7648

Food Quality

4

.7685

Atmosphere

5

.7134

Convenience

4

.8629

Total

17

.9141

The questionnaires pre-tested using Cronbach's alpha coefficient was found at
more than 0.6. In this case the question was considered to be reliable. The closer the
Cronbach's alpha was to I, the higher the internal consistency and reliability. This
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was done in order to find out possible problems such as lack of instructions or change
in structural design. Preliminary retest was done with 30 questions from a total of 430
questionnaires, which were used for this study. The 30 questionnaires were distributed
and collected by Mr. Amit George (MBA Student of Rajagiri College) from 29
August - 2 September, 2004 between 11 am to 2pm. The locations of distributing the
questionnaires were at "DTPC boat jetty" and "Finishing point".

4.6 Data Analysis
This section describes the method for the hypothesis testing. A table of testing
method was recommended with the left column for the hypothesis to be tested and the
right column for the testing methods which were used. There is also a brief
description on the testing methods used, especially the rule of accepting or rejecting
the hypothesis, the assumptions based on which the methods were used.

4.6.1 Descriptive Statistics
The frequency and percents were used to describe the samples' characteristics
in terms of gender, age monthly income, nationality, length of stay and source of
information.

4.6.2 The Mann-Whitney U test
Many tests of group differences concern comparing two sample means to
determine if there is a statistically significant difference between the two population
means. The Mann-Whitney (or ranked-sum) test allows for testing group differences
when the populations are not normally distributed or when it cannot be assumed that
the samples are from populations that are equal in variability. It was an alternative to
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the t-test for two independent samples. The researchers always let n 1 and n2 denote the
sizes of the two sample sizes. Thus, R represents the sum of the ranks n 1• If both
groups are of equal size, then either one is called n, and R represents the sum of the
ranks of this group. Statistical theory states that if both n 1 and n2 are large enough
(each equal to 8 or more), then the distribution of R can be approximated by a normal
distribution. The test statistic is given by the formula:

z

=

R
O"R

This is the most widely used non-parametric test of significance. It is
particularly used in tests involving nominal data but can be used for higher scales.
Using this technique we can test for significant differences between the observed
distribution of data among categories and the expected distribution based on the null
hypothesis. Mann-Whitney test is used to test the hypothesis stating that the mean
scores on some interval or ratio scaled variable will be significantly different for two
independent sample or groups. To use Mann-Whitney test for difference of means, it
is assumed the two samples are drawn from not normal distributions. Using a 0.05
level of significance, we can reject hypothesis of equal means if Z > 1.96 or Z < - 1.96.
Statisticians have constructed tables that give the appropriate critical values when
both sample sizes n 1 and ni are smaller than 8.

4.6.3 The Kruskal- Wallis test
The statistical method for testing the null hypothesis where the means of
several populations are not equal is Kruskal-Wallis. The Kruskal-Wallis method uses
the appropriate statistical technique when there is a comparison between three or more
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groups of populations aud the data are ordinal. This test may be thought of as a nonparametric equivalent of aualysis of variauce. However as with all non-parametric
tests, the assumptions are less restricting. We do not have to assume that the
underlying populations are normally distributed or that equal variauces are shared by
each group. The Kruskal-Wallis test is a technique to determine if all the populations
have the same distribution shape and dispersion. The test requires that the data be
ranked from lowest to highest or that the original data be converted to that of
numerical rank may be assigned to every observation. If two observations have the
same rank the meau rank score was assigned to both of the observations. The KruskalWallis test statistic was the H statistic aud was calculated as follows:
H

=

12
n (n+l)

o::ru2

)

-

3(n=l)

n;

where

R;

=

sum of the ranks of the i'h group

n;

=

sample size of the i'h group

n

combined sample sizes of all groups

In reality when the sample sizes (n;) from each group or population exceeds 4,
'H' is approximately the same as X2 with degrees of freedom equal to K-1, where K is
the number of groups. The total deviation of auy particular data point may be
partitioned into inter groups variauce aud within groups variauce. The inter groups
variauce represents the effect of the treatment or factor. The differences between
group meaus imply that each group is treated differently aud the treatment will appear
as deviations of the sample meaus from the grand meau. Even if this were not so,
there would still be some natural variability among subjects aud some variability

63

attributable to sampling. The within groups variance describes the deviations of the
data points within each group from the sample mean.

4.6.4 The Spearman Correlation Test

The degree of relationship is expressed as a correlation coefficient, which is
computed based on the two sets of scores. If two variables are highly related, a
correlation coefficient near + I (or - I) will be obtained; if two variables are not
related, a coefficient near .00 will be obtained. The "Spearman rho" is the most
appropriate measure of correlation when the sets of data to be correlated do not
represent either interval scales or ratio scales. Like the mean and the standard
deviation, the Spearman (r,) takes into account each and every score or figure in both
distributions; it is also the most stable measure of correlation.

The designation r, symbolizes a group of correlation measures that deals with
rank order data. When the researcher wishes to determine the agreement, or
correlation between the two groups the Spearman rank order correlation can be
computed to accomplish this purpose. Correlation coefficient reveals the magnitude
and direction of relationships. The coefficient's sign signifies the direction of the
relationship and the direction tells us whether large values on one variable are
associated with large values on the other. When the values correspond this way, the
two variables have a positive relationship. As one increases, the other also increases.
The absence of a relationship was expressed by a coefficient of approximately zero
(Zikmund, 2003).
The formula for calculating the Spearman rank order correlation coefficient is:
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n

r,

=

6Z:d;2

1

i=l
3

n -n

where

d; =the difference between the ranks given to the i'h brand by each group.
n = the number of respondents.

Table 4.2 Interpretation of Correlation
Coefficient Range

Interpretation of correlation

1.00

High positive correlation

0.95

Strongly positive correlation

0.50

Moderate positive correlation

0.10

Weak positive correlation

0.00

No correlation

-0.10

Weak negative correlation

-0.50

Moderate negative correlation

-0.95

Strongly negative correlation

-1.00

High negative correlation

Source: Siegel and Morgan, 1996.

Table 4.2 describes the meaning of the correlation coefficient obtained from
the Spearman rank order correlation. The value of the correlation coefficient ranges
from -1 to 1 and the interpretation ranges from high negative correlation to high
positive correlation respectively.
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Table 4.3 Statistical method used for each of the hypotheses:
Hypothesis Statement

Question

Statistical

Number

Test

I

Kruskal

Ho I: There is no difference in the level of satisfaction of
the international tourists about the houseboat concept
classified by age groups in Kerala, India
Hal: There is difference in the level of satisfaction of

Wallis test

the international tourists about the houseboat concept
classified by age groups in Kerala, India
Ho2: There is no difference in the level of satisfaction of
the international tourists about the houseboat concept
classified by gender in Kerala, India
Ha2:

2

There is difference in the level of satisfaction of

Mann

Whitney test

the international tourists about the houseboat concept
classified by gender in Kerala, India
Ho3:

There is no difference in the level of satisfaction

of the international tourists about the houseboat concept
classified by income level in Kerala, India

3

Ha3: There is difference in the level of satisfaction of

Kruskal
Wallis test

the international tourists about the houseboat concept
classified by income level in Kerala, India
Ho4: There is no difference in the level of satisfaction
of the international tourists about the houseboat concept
classified by nationality in Kerala, India
Ha4:

4

There is difference in the level of satisfaction of

Kruskal
Wallis test

the international tourists about the houseboat concept
classified by nationality in Kerala, India
Hos: There is no difference in the level of satisfaction
of the international tourists about the houseboat concept
classified by duration of stay in Kerala, India
Ha5: There is difference in the level of satisfaction of
the international tourists about the houseboat concept
classified by duration of stay in Kerala, India
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5

Kruskal
Wallis test

Table 4.3 Statistical method used for each of the hypotheses: (Continued)
Hypothesis Statement

Question

Statistical

Number

Test

6-8

Spearman

Ho6: There is no relationship between variety of menu
and the international tourist's satisfaction on the
houseboat concept in Kerala, India
Ha6: There is relationship between variety of menu and

Correlation

the international tourist's satisfaction on the houseboat

analysis

concept in Kerala, India
Ho7: There is no relationship between food quality and
the international tourist's satisfaction on the houseboat
9-12

concept in Kerala, India

Spearman

Ha7: There is relationship between food quality and the

Correlation

international tourist's satisfaction on the houseboat

analysis

concept in Kerala, India
Ho8: There is no relationship between atmosphere and
the international tourist's satisfaction on the houseboat
13-17

concept in Kerala, India

Spearman

Ha8: There is relationship between atmosphere and the

Correlation

international tourist's satisfaction on the houseboat

analysis

concept in Kerala, India
Ho9: There is no relationship between convenience and
the international tourist's satisfaction on the houseboat
18-21

concept in Kerala, India

Spearman

Ha9: There is relationship between convenience and the

Correlation

international tourist's satisfaction on the houseboat

analysis

concept in Kerala, India
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CHAPTERV

DATA ANALYSIS

After data have been collected from a representative sample of the population the
next step is to analyze them to test the research hypotheses. In data analysis the data
obtained from questionnaires are being summarized, analyzed and presented as SPSS
outputs. The focus will be on the descriptive statistics in the form of frequency tables and
testing the hypotheses developed for the research. The descriptive statistics gives
preliminary ideas on how good the scales are, how well the coding and entering of data
have been done, and so on. When an item is improperly coded or entered, this will be
highlighted by the maximum values on the descriptive statistics and the error can be
rectified. The second objective, hypotheses testing is achieved by choosing the appropriate
menus of the software programs, to test each of the hypotheses using the relevant statistical
test. The result of these tests determines whether or not the hypotheses are substantiated.

5.1 Descriptive Analysis
It is always prudent to obtain the frequency distributions for the demographic
variables, the mean and standard deviation on the other dependent and independent
variables and an inter correlation matrix of the variables, irrespective of whether or not the
hypotheses are directly related to these analyses. In other words, examination of the
measure of central tendency, and how clustered or dispersed the variables are, gives a good
idea of how well the questions were framed for tapping the concept. Frequency
distributions were obtained for all the personal data or classification variables. The
frequencies for all the respondents of the research are given below:
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.Table 5.1 Frequency Table of Respondent's Age:
Age

Frequency

Percent

Valid Percent

<=25
26-35
36-45
46-55
56-65
Total

67

16.8
23.8
31.8
23.8
4.0
100.0

16.8
23.8
31.8
23.8
4.0
100.0

95
127

95
16
400

Cumulative
Percent
16.8
40.5

72.3
96.0
100.0

Table 5.1 shows that out of the 400 respondents, 127 (or 31.8%) are in the age range
between 36-45 years old. This is followed by the age group which ranges between 26-35
and 46-55 years old both having 95 (or 23.8%) respondents each. The respondents who are
below the age group of 25 and the group ranging from 56-65 years old are 67 (or 16.8%)
and 16 (or 4%) respectively. Therefore, it can be concluded that most of the respondents
are in the age range between 36-45 years old.

Table 5.2 Frequency Table of Respondent's Gender:
Gender

Frequency

Percent

Valid Percent

Male
Female
Total

240
160
400

60.0
40.0
100.0

60.0
40.0
100.0

Cumulative
Percent
60.0
100.0

Table 5.2 shows that out of the 400 respondents, there are 240 (or 60%) males while the
rest 160 respondents (or 40%) are females. Therefore, it can be concluded that the majority
of the respondents are male.
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Table 5.3 Frequency table of Respondent's Income:
Income
=<5000
5001-10000
10001-15000
15001-20000
Total

Frequency
97
113
140
50
400

Percent

Valid Percent

24.3
28.3
35.0
12.5
100.0

24.3
28.3
35.0
12.5
100.0

Cumulative
Percent
24.3
52.5
87.5
100.0

Table 5.3 shows that most of the respondents are in the income range of $10,001-15,000
per month. Their nwnber comes near 140 (or 35%). This is followed by the respondent's
income group ranging from $5,001-10,000 and people who earn below or equal to $5,000
per month which are 113 (or 28.3%) and 97 (or 24.3%) respectively. The last is the
respondent's income group of 15,001-20,000 which has only 50 (or 12.5%) only.
Therefore, it can be concluded that most of the respondents are in the income range of $
10,000-15,000 per month.

Table 5.4 Frequency table of Respondent's Nationality:
Nationality
British
German
French
American
Others
Total

Frequency

Percent

Valid Percent

107
75
75
77
66
400

26.8
18.8
18.8
19.3
16.5
100.0

26.8
18.8
18.8
19.3
16.5
100.0

Cumulative
Percent
26.8
45.5
64.3
83.5
100.0

Table 5.4 shows that out of the 400 respondents 107 (or 26.8%) are British. This is
followed by the respondents from America which forms 77 (or 19.3%). There are 75 (or
18.8%) respondents each out of 400 hailing from France and Germany. The last group
'others' include nationalities which are other than those mentioned, are 66 in nwnber and
constitute 16.5% of the total. Therefore, it can be concluded that most of the respondents
are British who visit the houseboat concept of Kerala, India.
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Table 5.5 Frequency table of Respondent's Length of Stay:
Length of Stay

Frequency

Percent

Valid Percent

1-2 days
3-4days
5-6days.
Total

IOI
215
84
400

25.3
53.8
21.0
100.0

25.J
53.8
21.0
100.0

Cumulative
Percent
25.3
79.0
100.0

Table 5.5 shows that out of the 400 respondents, 215 respondents or 53.8% are in the
category of staying 3-4 days in the houseboats. This is followed by the respondent's group
who stayed in the houseboats for 1-2 days and 5-6 days represented by IOI (or 25.3%) and
84 (or 21 %) respectively.

Therefore, the majority of the respondents are the people who

have stayed for 3-4 days in the houseboats.

Table 5.6 Frequency Table of Respondent's Source of Information:
Frequency

Percent

Valid
Percent

Cumulative
Percent

Books/Brochures

127

31.8

31.8

31.8

Friends I Word-of-mouth

238

59.5

59.5

91.3

Travel agents
Total

35
400

8.8
100.0

8.8
100.0

100.0

Source oflnformation

Table 5.6 shows that the majority of the respondents consider friends/word-of-mouth as
their source of information about houseboats in Kerala. Their number is 238 (or 59.5%)
which is followed by the 127 respondents (or 31.8%) who consider books /brochures as the
source of information for the houseboat concept. There are 35 respondents (or 8.8%) out of
400 who collected information regarding the houseboats concept through travel agents.
Therefore, it can be concluded that the majority of the respondents consider friends I wordof-mouth as their source of information regarding the houseboats in Kerala.
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Frequency Distribution of the Independent Variables:
The independent variables are the product and service attributes offered in the houseboat
concept. The respondents were asked to grade in a 5 point likert scale from highly satisfied
to highly dissatisfied. The variables variety of the menu, food quality, atmosphere and
convenience were measured using different questions. The frequency distributions of the
independent variables are given below.

Table 5. 7 Frequency Table for the Independent Variables:
N

Minimum Maximum Median Mean

Std.
Deviation

Menu variety

400

2.00

5.00

3.6667

3.6333

.79050

Food quality

400

2.50

5.00

4.2500

4.2163

.56953

Atmosphere

400

2.80

4.80

4.000

3.9235

.54515

Convenience

400

3.00

5.00

4.000

3.9569

.58101

In the above mentioned table 5.7 the mean for the food quality is the highest (4.2) followed
by the convenience (3.95) and atmosphere (3.92). The mean for variety of menu is the
lowest (3.63). The median for variety of menu, food quality, atmosphere and convenience
are 3.66, 4.25, 4 and 4 respectively. The standard deviation is lowest for atmosphere which
is 0.54 followed by food quality at 0.56. Convenience and variety of menu standard
deviation is 0.58 and 0.79 respectively.
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Table 5.8 Frequency Table of the International Tourist's satisfaction with
Attractiveness of Menu Design:
Attractiveness
of menu design

Frequency

Percent

Valid
Percent

Cumulative Percent

Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

110
32
188
70
400

27.5
8.0
47.0
17.5
100.0

27.5
8.0
47.0
17.5
100.0

27.5
35.5
82.5
100.0

Table 5.8 exhibits that most of the respondents were satisfied with the attractiveness of the
menu design. The satisfied respondents were found to be 188 (or 4 7%) followed by 110 (or
27.5%) dissatisfied, 70 (or 17.5%) highly satisfied and 32 (or 8%) neutral respondents
respectively. Therefore it can be concluded that the majority of the international tourists'
were satisfied with the attractiveness of the menu design. It is also apparent that there was
no respondent who reported attractiveness of menu design to be highly dissatisfied.

Table· 5.9 Frequency Table of the International Tourist's Satisfaction with
Explanation of Menu Items:
Explanation of
menu items
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid
Percent

Cumulative
Percent

60
17
288
35
400

15.0
4.3
72.0
8.8
100.0

15.0
4.3
72.0
8.8
100.0

15.0
19.3
91.3
100.0

Table 5.9 exhibits that most of the respondents are satisfied with the explanation of the
menu items which has the highest number of 288 (or 72%) respondents followed by 60
respondents (or 15%) dissatisfied, 35 (or 8.8%) highly satisfied and 17 (or 4.3%) neutral
respondents. Therefore it can be concluded that the majority of the international tourists'
are satisfied with the explanation of menu items. It is also apparent that there was no
respondent who reported explanation of menu items to be highly dissatisfied.
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Table 5.10 Frequency Table of the International Tourist's Satisfaction with
Appropriateness of Food Names:
Appropriateness
of food names
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid
Percent

Cumulative
Percent

47
97
221
35
400

11.8
24.3
55.3
8.8
100.0

11.8
24.3
55.3
8.8
100.0

11.8
36.0
91.3
100.0

Table 5.10 exhibits that most of the respondents are satisfied with the appropriateness of
the food names, as it has the highest number of221 respondents (or 55.3%) followed by 97
respondents (or 24.3%) neutral, 47 (or 11.8%) dissatisfied and 35 (or 8.8%) highly
satisfied respondents respectively. Therefore it can be concluded that the majority of the
international tourists' are satisfied with the appropriateness of the food names. There was
no respondent who reported highly dissatisfied with the appropriateness of food names.

Table 5.11 Frequency Table of the International Tourist's Satisfaction with Taste of
Food:
Taste of food
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid
Percent

Cumulative
Percent

4
7
208
181
400

1.0
1.8
52.0
45.3
100.0

1.0
1.8
52.0
45.3
100.0

1.0
2.8
54.8
100.0

Table 5.11 exhibits that most of the respondents are satisfied with the taste of food
constituting 208 respondents (or 52%) followed by 181 (or 45.3%) highly satisfied, 7 (or
1.8%) neutral and 4 (or 1%) dissatisfied respondents respectively. Therefore it can be
concluded that the majority of the international tourists' are satisfied with the taste of food.
Also there was no respondent who reported high dissatisfaction with the taste of food.
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Table 5.12 Frequency Table of the International Tourist's Satisfaction with
Appearance of Food:
Appearance of
food
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid
Percent

Cumulative
Percent

30
49
239
82
400

7.5
12.3
59.8
20.5
100.0

7.5
12.3
59.8
20.5
100.0

7.5
19.8
79.5
100.0

Table 5.12 exhibits that most of the respondents are satisfied with the appearance of food
which has the highest number of 239 (or 59.8%) followed by 82 (or 20.5%) highly
satisfied, 49 (or 12.3%) neutral and 30 (or 7.5%) dissatisfied respondents respectively.
Therefore it can be concluded that the majority of the international tourists' are satisfied
with the taste of food. It is apparent that no respondent reported high dissatisfaction with
the appearance of food served.

Table 5.13 Frequency Table of the International Tourist's Satisfaction with Food
Quantity:
Food quantity
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid
Percent

Cumulative
Percent

31
162
207
400

7.8
40.5
51.8
100.0

7.8
40.5
51.8
100.0

7.8
48.3
100.0

Table 5.13 exhibits that most of the respondents are highly satisfied with the food quantity
which has the highest number of 207 respondents (or 51.8%) followed by 162 (or 40.5%)
satisfied and 31 (or 7.8%) neutral respondents. Therefore it can be concluded that the
majority of the international tourists' are highly satisfied with the food quantity. It can also
be noted from the frequency table that no respondent was dissatisfied or highly dissatisfied
with the quantity of the food served in the houseboat.

~
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Table 5.14 Frequency Table of the International Tourist's Satisfaction with Food
Variety:
Food variety
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid Percent

30
77
125
168
400

7.5
19.3
31.3
42.0
100.0

7.5
19.3
31.3
42.0
100.0

Cumulative
Percent
7.5
26.8
58.0
100.0

Table 5.14 exhibits that most of the respondents are highly satisfied with the food variety
which has the highest number of 168 (or 42%) followed by 125 (or 31.3%) satisfied, 77 (or
19.3%) neutral and 30 (or 7.5%) dissatisfied respondents respectively. Therefore it can be
concluded that the majority of the international tourists' are highly satisfied with the food
variety. There was no description of highly dissatisfied among the respondents with regard
to the food variety.

Table 5.15 Frequency Table of the International Tourist's Satisfaction with
Landscape:
Landscape
Satisfied
Highly satisfied
Total

Frequency

Percent

76
324
400

19.0
81.0
100.0

Valid
Percent
19.0
81.0
100.0

Cumulative
Percent
19.0
100.0

Table 5 .15 exhibits that a vast majority of the respondents are highly satisfied with the
landscape which has the highest number of 324 (or 81 %) followed by 76 (or 19%) satisfied.
Therefore it can be concluded that the majority of the international tourists' are highly
satisfied with the landscape of the backwaters. There was no description of neutral,
dissatisfied or highly dissatisfied tourists among the respondents with regard to the
landscape.
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Table 5.16 Frequency Table of the International Tourist's Satisfaction with Decor
and Theme:
Decor and theme

Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

Valid Percent

30
107
263
400

7.5
26.8
65.8
100.0

7.5
26.8
65.8
100.0

Cumulative
Percent
7.5
34.3
100.0

Table 5.16 exhibits that most of the respondents are highly satisfied with the decor and
theme which has the highest nwnber of 263 respondents (or 65 .8%) followed by 107 (or
6.8%) satisfied and 30 (or 7.5%) neutral respondents respectively. Therefore it can be
concluded that the majority of the international tourists' are highly satisfied with the decor
and theme. There was no respondent who reported 'dissatisfied' or 'highly dissatisfied'
with the decor and theme of the houseboat.

Table 5.17 Frequency Table of the International Tourist's Satisfaction with
Cleanliness of Backwaters:
Cleanliness of backwaters

Highly dissatisfied
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

30
47
156
116
51
400

7.5
11.8
39.0
29.0
12.8
100.0

Valid
Percent

7.5
11.8
39.0
29.0
12.8
100.0

Cumulative
Percent
7.5
19.3
58.3
87.3
100.0

Table 5.17 exhibits that most of the respondents are neutral to this question. They were
found to be 156 respondents (or 39%) respondents who expressed neutral. It was also
found that 116 (or 29%) respondents were satisfied with the cleanliness of backwaters
followed by 51 (or 12.8%) highly satisfied, 47 (or 11.8%) dissatisfied and 30 (or 7.5%)
highly dissatisfied respondents. Therefore it can be concluded that the majority of the
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international tourists' (41.8%) are either satisfied or highly satisfied with cleanliness of
backwaters.

Table 5.18 Frequency Table of the International Tourist's Satisfaction with
Communication Skill of Employees:
Communication skill of
employees
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

30
112
205
53
400

7.5
28.0
51.3
13.3
100.0

Valid
Percent
7.5
28.0
51.3
13.3
100.0

Cumulative
Percent
7.5
35.5
86.8
100.0

Table 5.18 exhibits that the majority of the respondents are satisfied with the
communication skill of the employees which has the highest number of 205 (or 51.3%)
followed by 112 (or 28%) neutral, 53 (or 13.3%) highly satisfied and 30 (or 7.5%)
dissatisfied respondents respectively. Therefore it can be concluded that the majority of the
international tourists' are satisfied with the communication skill of the employees. There
was no description of highly dissatisfied among the respondents with regard to the
communication skill of the employees.

Table 5.19 Frequency Table of the International Tourist's Satisfaction with Uniform
of Employees:
Uniform of employees
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

62
194
128
16
400

15.5
48.5
32.0
4.0
100.0

Valid
Percent
15.5
48.5
32.0
4.0
100.0

Cumulative
Percent
15.5
64.0
96.0
100.0

Table 5.19 exhibits that most of the respondents are neutral with the uniform of the
employees, as it has the highest number of 194 respondents (or 48.5%) followed by 128
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respondents (or 48.5%) satisfied, 62 (or 15.5%) dissatisfied and 16 (or 4%) highly satisfied
respondents respectively. Therefore it can be concluded that the majority of the
international tourists' are satisfied with the uniform of employees. There was no
respondent who reported highly dissatisfied with the uniform of employees.

Table 5.20 Frequency Table of the International Tourist's Satisfaction with Space of
Sitting Area:
Space of sitting area
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

65
222
113
400

16.3
55.5
28.3
100.0

Valid
Percent
16.3
55.5
28.3
100.0

Cumulative
Percent
16.3
71.8
100.0

Table 5.20 exhibits that the majority of the respondents are satisfied with the space of
sitting area which has the highest number of222 respondents (or 55.5%) followed by 113
(or 28.3%) highly satisfied and 65 (or 16.3%) neutral respondents respectively. Therefore
it can be concluded that the majority of the international tourists' are satisfied with the
space of the sitting area in the houseboat. There was no respondent who reported
'dissatisfied' or 'highly dissatisfied' with the sitting area in the houseboat.

Table 5.21 Frequency Table of the International Tourist's Satisfaction with Length of
the Houseboat:
Length of houseboat
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

51
222
127
400

12.8
55.5
31.8
100.0

Valid
Percent
12.8
55.5
31.8
100.0

Cumulative
Percent
12.8
68.3
100.0

Table 5.21 exhibits that the majority of the respondents are satisfied with the length of the
houseboat which has the highest number of 222 respondents (or 55.5%) followed by 127
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(or 31.8%) highly satisfied and 51 (or 12.8%) neutral respondents. Therefore it can be
concluded that the majority of the international tourists' are satisfied with the length of the
houseboat. There was no respondent who reported 'dissatisfied' or 'highly dissatisfied'
with the length of the houseboat.

Table 5.22 Frequency Table of the International Tourist's Satisfaction with the
Aaccessibility to the Houseboat:
Accessibility to the
houseboat
Dissatisfied
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

78
35
234
53
400

19.5
8.8
58.5
13.3
100.0

Valid
Percent

Cumulative
Percent
19.5
28.3
86.8
100.0

19.5
8.8
58.5
13.3
100.0

Table 5.22 exhibits that the majority of the respondents are satisfied with the accessibility
to the houseboat, as it has the highest number of 234 respondents (or 58.5%) followed by
78 respondents (or19.5%) dissatisfied, 53 (or 13.3%) highly satisfied and 35 (or 8.8%)
neutral respondents respectively. Therefore it can be concluded that the majority of the
international tourists' are satisfied with the accessibility to the houseboat. There was no
respondent who reported highly dissatisfied with the accessibility to the houseboat.

Table 5.23 Frequency Table of the International Tourist's Satisfaction with Location
of the Houseboat:
Location of the
houseboat
Neutral
Satisfied
Highly satisfied
Total

Frequency

Percent

108
239
53
400

27.0
59.8
13.3
100.0
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Valid
Percent
27.0
59.8
13.3
100.0

Cumulative
Percent
27.0
86.8
100.0

Table 5.23 exhibits that the majority of the respondents are satisfied with the location of
the houseboat which has the highest number of 239 respondents (or 59.8%) followed by
108 (or 27%) neutral and 53 (or 13.3%) highly satisfied respondents respectively.
Therefore it can be concluded that the majority of the international tourists' are satisfied
with the location of the houseboat. There was no respondent who reported 'dissatisfied' or
'highly dissatisfied' with respect to the location of the houseboat.

5.2 Analysis of Hypotheses Testing
The hypotheses were generated to check whether any difference or relation does
exist in the satisfaction level with regard to the demographic characteristics or profile and
also with regard to the products and service attributes. Five hypotheses were generated in
this research. This calls forthe use of the Kruskal-Wallis test (for hypothesis!, 3, 4 and 5),
the Mann-Whitney test (for hypothesis 2) and Spearman "Rho" (for hypothesis 6, 7, 8 and
9). The result of these tests and their interpretation are discussed below.
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Hypothesis 1

Ho I: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by age groups in Kerala, India
Hal: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by age groups in Kerala, India
Decision rule: Reject Ho!; p < 0.05

As presented in Table 5.24, the null hypothesis (Ho I) is evaluated by using KruskalWallis to test the difference in the level of satisfaction of the international tourists about
the houseboat concept classified by age groups.
Table 5.24 Kruskal- Wallis test for Hypothesis 1

Test Statistics (a, b)
OVERALLS
Chi-Square

50.934

Df

4

Asymp. Sig.

.000

a) Kruskal Wallis Test
b) Grouping Variable: AGE

Table 5 .24 shows the result of testing whether there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by age
groups. It indicates a two-tailed significance at 0.000 which is less that 0.05. This indicates
H

that the null hypothesis needs to be rejected. It means there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by age
groups in Kerala, India.

-
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Hypothesis 2

Ho2: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by gender in Kerala, India
Ha2: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by gender in Kerala, India
Decision rule: Reject Ho2; p < 0.05

As presented in Table 5.25, the null hypothesis (Ho2) is evaluated by using Mann-Whitney
U to test the difference in the level of satisfaction of the international tourists about the
houseboat concept classified by gender.
Table5.25 Mann-Whitney U-test for Hypothesis 2

Test Statistics (a)
OVERALLS
Mann-Whitney U

18130.000

Wilcoxon W

47050.000

z

-.947

Asymp. Sig. (2-tailed)

.344

a) Grouping Variable: GENDER

Table 5.25 shows the result of testing whether there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by gender
groups. It indicates a two-tailed significance at 0.344 which is higher that 0.05. This
indicates that the null hypothesis failed to reject. It means there is no difference in the level
of satisfaction of the international tourists about the houseboat concept classified by gender
in Kerala, India.
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Hypothesis 3

Ho3:

There is no difference in the level of satisfaction of the international tourists about

the houseboat concept classified by income level in Kerala, India
Ha3: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by income level in Kerala, India
Decision rule: Reject Ho3; p < 0.05

As presented in Table 5.26, the null hypothesis (Ho3) is evaluated by using KruskalWallis to test the difference in the level of satisfaction of the international tourists about
the houseboat concept classified by income groups.
Table 5.26 Kruskal- Wallis test for Hypothesis 3

Test Statistics (a, b)
OVERALLS
Chi-Square

20.161

Df

3

Asymp. Sig.

.000

a) Kruskal Wallis Test
b) Grouping Variable: INCOME

Table 5.26 shows the result of testing whether there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by income
levels. It indicates a two-tailed significance at 0.000 which is less that 0.05. This indicates
that the null hypothesis needs to be rejected. It means there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by income
levels in Kerala, India.
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Hypothesis 4
Ho4: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by nationality in Kerala, India
Ha4: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by nationality in Kerala, India

Decision rule: Reject Ho4; p < 0.05
As presented in Table 5.27, the null hypothesis (Ho4) is evaluated by using KruskalWallis to test the difference in the level of satisfaction of the international tourists about
the houseboat concept classified by nationality.

Table 5.27 Kruskal- Wallis test for Hypothesis 4
Test Statistics (a, b)
OVERALLS
Chi-Square

197.680

Df

4

Asymp. Sig.

.000

a) Kruskal Wallis Test
b) Grouping Variable: NATIONAL

Table 5.27 shows the result of testing whether there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by
nationality. It indicates a two-tailed significance at 0.000 which is less that 0.05. This
indicates that the null hypothesis needs to be rejected. It means there is a difference in the
level of satisfaction of the international tourists about the houseboat concept classified by
nationality in Kerala, India.
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Hypothesis 5
Ho5: There is no difference in the level of satisfaction of the international tourists about
the houseboat concept classified by duration of stay in Kerala, India
Ha5: There is difference in the level of satisfaction of the international tourists about the
houseboat concept classified by duration of stay in Kerala, India

Decision rule: Reject Ho5; p < 0.05
As presented in Table 5.28, the null hypothesis (Ho5) is evaluated by using KruskalWallis to test the difference in the level of satisfaction of the international tourists about
the houseboat concept classified by duration of stay.

Table 5.28 Kruskal- Wallis test for Hypothesis 5
Test Statistics (a, b)
OVERALLS
Chi-Square

89.248

Df

2

Asymp. Sig.

.000

a) Kruskal Wallis Test
b) Grouping Variable: STAY

Table 5.28 shows the result of testing whether there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by duration
of stay. It indicates a two-tailed significance at 0.000 which is less that 0.05. This indicates
that the null hypothesis needs to be rejected. It means there is a difference in the level of
satisfaction of the international tourists about the houseboat concept classified by duration
of stay in Kerala, India.
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Hypothesis 6
Ho6: There is no relationship between variety of menu and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha6: There is relationship between variety of menu and the international tourist's
satisfaction on the houseboat concept in Kerala, India

Decision rule: Reject Ho6; u < 0.05. (Strength of relationship refer to page 65)
As presented in Table 5.29, the null hypothesis (Ho6) is evaluated by using correlation
analysis to test the relationship between variety of menu and the international tourist's
satisfaction on the houseboat concept.

Table 5.29 Spearman Correlation Test for Hypothesis 6

Spearman's rho

Variety of Menu

Satisfaction level

Correlation
Coefficient
Sig. (2-tailed)
N
Correlation
Coefficient
Sig. (2-tailed)
N

Variety of
Menu

Satisfaction
level

1.000

.826(**)

400
.826(**)

.000
400
1.000

.000
400

400

** Correlation is statistically significant at the O.Ol level (2-tailed).
Table 5.29 illustrates the result of the Spearman correlation test to determine the
relationship between variety of menu and the international tourist's satisfaction. The
bivariate test shows the significant value of 0.000 which is less than 0.05 (0.000<0.05),
which means the null hypothesis is rejected. The result also shows that Spearman value
(0.826) which is positive indicating that there is a positive relationship. The symbol **
means that the correlation is significant at the 0.01 level under 2-tailed test and the result
will by chance, create I% error. The result shows that there is a moderate to strong positive
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relationship between variety of menu and the international tourist's satisfaction on the
houseboat concept in Kerala, India.

Hypothesis 7
Ho7: There is no relationship between food quality and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha7: There is relationship between food quality and the international tourist's satisfaction
on the houseboat concept in Kerala, India
As presented in Table 5.30, the null hypothesis (Ho7) is evaluated by using correlation
analysis to test the relationship between food quality and the international tourist's
satisfaction on the houseboat concept.

Table 5.30 Spearman Correlation Test for Hypothesis 7

Spearman's rho

Food quality

Satisfaction level

Correlation
Coefficient
Sig. (2-tailed)
N
Correlation
Coefficient
Sig. (2-tailed)
N

Food
quality

Satisfaction
level

1.000

.699(**)

400
.699(**)

.000
400
1.000

.000
400

400

** Correlation is statistically significant at the O.Ol level (2-tailed).
Table 5.30 illustrates the result of the Spearman correlation test to determine the
relationship between food quality and the international tourist's satisfaction. The bivariate
test shows the significant value of 0.000 which is less than 0.05 (0.000<0.05), which
means the null hypothesis is rejected. The result also shows that Spearman value (0.699)
which is positive indicating that there is a positive relationship. The symbol ** means that
the correlation is significant at the 0.01 level under 2-tailed test and the result will by
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chance, create I% error. The result shows that there is a moderate to strong positive
relationship between food quality and international tourist's satisfaction on houseboat
concept in Kerala, India.

Hypothesill 8
Ho8: There is no relationship between atmosphere and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha8: There is relationship between atmosphere and the international tourist's satisfaction
on the houseboat concept in Kerala, India
As presented in Table 5.31, the null hypothesis (Ho8) is evaluated by using correlation
analysis to test the relationship between atmosphere and the international tourist's
satisfaction on the houseboat concept.

Table 5.31 Spearman Correlation Test for Hypothesis 8

Spearman's rho

Atmosphere

Satisfaction level

Correlation
Coefficient
Sig. (2-tailed)
N
Correlation
Coefficient
Sig. (2-tailed)
N

Atmosphere

Satisfaction
level

1.000

.695(**)

400
.695(**)

.000
400
1.000

.000
400

400

** Correlation is statistically significant at the 0.01 level (2-tailed).
Table 5.31 illustrates the result of the Spearman correlation test to determine the
relationship between atmosphere and the international tourist's satisfaction. The bivariate
test shows the significant value of 0.000 which is less than 0.05 (0.000<0.05), which
means the null hypothesis is rejected. The result also shows that Spearman value (0.695)
which is positive indicating that there is a positive relationship. The symbol ** means that
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the correlation is significant at the 0.01 level under 2-tailed test and the result will by
chance, create I% error. The result shows that there is a moderate to strong positive
relationship between atmosphere and the international tourist's satisfaction on the
houseboat concept in Kerala, India.

Hypothesis 9

Ho9: There is no relationship between convenience and the international tourist's
satisfaction on the houseboat concept in Kerala, India
Ha9: There is relationship between convenience and the international tourist's satisfaction
on the houseboat concept in Kerala, India
As presented in Table 5.32, the null hypothesis (Ho9) is evaluated by using correlation
analysis to test the relationship between convenience and the international tourist's
satisfaction on the houseboat concept.
Table 5.32 Spearman Correlation Test for Hypothesis 9

Speannan's rho

Convenience

Satisfaction level

Convenience

Satisfaction
level

Correlation
Coefficient
Sig. (2-tailed)

1.000

.715(**)

N

400
.715(**)

.000
400
1.000

.000
400

400

Correlation
Coefficient
Sig. (2-tailed)
N

** Correlation is statistically significant at the O.Ol level (2-tailed).
Table 5.32 illustrates the resnlt of the Speannan correlation test to determine the
relationship between convenience and the international tourist's satisfaction. The bivariate
test shows the significant value of 0.000 which is less than 0.05 (0.000<0.05), which
means the null hypothesis is rejected. The result also shows that Spearman value (0.715)
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which is positive indicating that there is a positive relationship. The symbol

** means that

the correlation is significant at the 0.01 level under 2-tailed test and the result will by
chance, create I% error. The result shows that there is a moderate to strong positive
relationship between convenience and the international tourist's satisfaction on the
houseboat concept in Kerala, India.
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5.3 Summary of the Hypotheses Tests
Table 5.33 Summary of the Kruskal Wallis & Mann Whitney tests:
Hypothesis Statement

Statistical
Test

Ho I: There is no difference in the level of
satisfaction of the international tourists about
the houseboat concept classified by age groups
!(ruskal
in Kerala, India
Hal: There is difference in the level of Wallis test
satisfaction of the international tourists about
the houseboat concept classified by age groups
in Kerala, India
Ho2: There is no difference in the level of
satisfaction of the international tourists about
the houseboat concept classified by gender in
Kerala, India
Mann
Ha2:
There is difference in the level of Whitney test
satisfaction of the international tourists about
the houseboat concept classified by gender in
Kerala, India
Ho3: There is no difference in the level of
satisfaction of the international tourists about
the houseboat concept classified by income
!(ruskal
level in Kerala, India
Ha3: There is difference in the level of Wallis test
satisfaction of the international tourists about
the houseboat concept classified by income
level in Kerala, India
Ho4: There is no difference in the level of
satisfaction of the international tourists about
the houseboat concept classified by nationality
!(ruskal
in Kerala, India
Ha4:
There is difference in the level of Wallis test
satisfaction of the international tourists about
the houseboat concept classified by nationality
in Kerala, India
HoS: There is no difference in the level of
satisfaction of the international tourists about
the houseboat concept classified by duration of
!(ruskal
stay in Kerala, India
HaS: There is difference in the 1eve! of Wallis test
satisfaction of the international tourists about
the houseboat concept classified by duration of
stay in Kerala, India
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Significant
Value
(2-tailed)

Result

0.000

Reject
Ho!

0.344

Failed to
reject
Ho2

0.000

Reject
Ho3

0.000

Reject
Ho4

0.000

Reject
Hos

Table 5.34 Summary of the Spearman correlation tests:
Hypothesis
Ho6: There is no relationship
between variety of menu and the
international tourist's satisfaction
on the houseboat concept in Kerala,
India
Ha6: There is relationship between
variety
and
the
of menu
tourist's
satisfaction
international
on the houseboat concept in Kerala,
India
Ho7: There IS no relationship
between food quality and the
international tourist's satisfaction
on the houseboat concept in Kerala,
India
Ha7: There is relationship between
food quality and the international
satisfaction on the
tourist's
houseboat concept in Kerala, India
Ho8: There is no relationship
between atmosphere and the
international tourist's satisfaction
on the houseboat concept in Kerala,
India
Ha8: There is relationship between
atmosphere and the international
satisfaction on the
tourist's
houseboat concept in Kerala, India
Ho9: There is no relationship
between convenience and the
international tourist's satisfaction
on the houseboat concept in Kerala,
India
Ha9: There is relationship between
convenience and the international
tourist's
satisfaction on the
houseboat concept in Kerala, India

Statistic
Test

Correlation Significant
Value
coefficient
{2-tailedl

Result

Spearman
Correlation
analysis

0.826

0.000

Reject
Ho6

Spearman
Correlation
analysis

0.699

0.000

Reject
Ho7

Spearman
Correlation
analysis

0.695

0.000

Reject
Ho8

Spearman
Correlation
analysis

0.715

0.000

Reject
Ho9
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CHAPTER VI
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

This chapter provides the summary and conclusion of the research results along
with the recommendations for this study. It comprises four sections. The first section is the
summary of the results of the research hypotheses testing. The second section will include
the discussion about findings of the research study. The third section discusses the
implications and recommendations. The last section is the suggestions for further research.

6.1 Summary of Findings
This study is aimed at identifying differences and the relationships in the level of
satisfaction among the international tourists using the houseboat concept of Kerala, India.
The hypothesis was divided into two sections. The first part was to check the differences in
the level of satisfaction of the international tourists depending upon their demographic
factors. The non-parametric tests of Kruskal-Wallis were used for the determining
significant differences between demographic factors (age, income level, nationality) and
level of satisfaction among the international tourists. Mann-Whitney test was carried out to
find the difference between the gender and the level of satisfaction among the international
tourists. The second part checked the strength of the relationship and the rank of the
correlation existing between the product and services attributes and the level of satisfaction
of the international tourist using the houseboat concept. The Spearman Correlation Test
which was carried out to find the ranking of the satisfaction level with regard to the
product and service attributes which constitutes the full experience of the houseboat
concept. Moreover, this study included the general information of the international
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tourists' length of stay and the source of information which can be subjected to data
mining and well interpreted to plan new strategies.

Table 6.1 Maximum Percentages of the Individual Demographic Characteristics:

Description

Demographic variables

Percentage of the
respondents (N=400)

Age

36-45 years old

31.8%

Gender

Male

60%

Income level I month

US$10,001-15,000

35%

Nationality

British

26.8%

Length of stay

3-4 days

53.8%

Source of information

Friends & word-of-mouth

59.5%

Table 6.1 shows from the research that with regard to the 400 respondents from
whom the data was collected, most of them were in the age group of 36-45 years old
(31.8%) and were males (60%). Furthermore, most of them fell in the income level of
10,001-15,000 dollars per month (35%), holding a British citizenship (26.8%). For the
general information of the international tourists' behavior, most of them stayed for 3-4days
(53.8%) and a majority of them came to know about the houseboat concept through their
friends or through word of mouth (59.5%) respectively.

The four 'product and service' attributes were measured with the help of subvariables and the grading of these sub-variables as done using a five point liker! scale. The
maximum respondents were satisfied with the attractiveness of the menu design (4 7%) and
explanation of the menu items (72% ). The general trend of satisfaction continued with
appropriateness of food names (55%) and taste of food (52%). The appearance of food and
the food quality had the majority of satisfied respondents of (59.8%), and (51.8%)
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respectively. Most of the respondents found variety of the food served as well as the decor
and theme of the houseboats to be highly satisfied (42%) and (65.8%) respectively. The
respondents found cleanliness of the water to be difficult to grade and so most of them had
given a neutral (39%) level of satisfaction. Moreover, based on their experience in the
houseboat, the respondents graded food quality as the most satisfied product and service
attributes. This was followed by convenience, atmosphere and variety of the menu. The
product and service attributes which were basically divided into four were subdivided
taking into consideration the features portrayed in the service area.

The analysis of the first set of hypotheses result listed on Table 5.33 indicated that
there is a difference in the level of satisfaction of the international tourists about the
houseboat concept classified by age groups. The second hypothesis which considers gender
with level of satisfaction proves that there is no difference in the level of satisfaction of the
international tourists about the houseboat concept classified by gender. The third
hypothesis testing shows that there is a difference in the level of satisfaction of
international tourists about houseboat concept classified by income level.

The fourth

hypothesis testing shows that there is a difference in the level of satisfaction of the
international tourists about the houseboat concept classified by nationality. The fifth
hypothesis testing shows that there is a difference in the level of satisfaction of the
international tourists about the houseboat concept classified by the duration of stay.

The second set of the hypotheses testing result on Table 5.34 tries to determine the
strength of the relationship between the different product and service attributes and the
level of satisfaction. The Spearman Rank Correlation Test has been used for this study.
The sixth hypothesis testing shows that there is a relationship between variety of. menu and
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the international tourist's satisfaction on the houseboat concept. The seventh hypothesis
testing shows that there is a relationship between food quality and the international
tourist's satisfaction on the houseboat concept. The eighth hypothesis testing shows that
there is a relationship between atmosphere and the international tourist's satisfaction on the
houseboat concept. The ninth hypothesis testing shows that there is a relationship between
convenience and the international tourist's satisfaction on the houseboat concept. From the
test it was found that out of the four products and service attributes menu variety; which
features the attractiveness with respect to the design of the menu, explanation of the menu
items and appropriateness of the food names is the highest in rank with respect to the
relation to the satisfaction level of the international tourists.

6.2 Discussions about Findings
6.2.l Demographic Factors
In the research, it was found that there existed a difference in the respondent's level
of satisfaction with regard to the difference in the age groups. It was clear from the results
that no respondent below the age group 25 years old was highly satisfied with regard to the
level of satisfaction. This was congenial to the group of 56-65 years old, who were also
found to be satisfied even though very few tourists were from that age group. Many of the
younger respondents (below 25 years old) were not satisfied whereas the mature people
(46-55 years old) were highly satisfied. The need for concentrating on various marketing
strategies needs to be carried out in order to attract customers with different age groups.
Activities based for the middle aged (36-45 years old) should be promoted in order to
attract this group of tourists, especially for a tourist destination like this.
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The gender which was also taken as a demographic profile and the hypothesis
testing revealed that there is not much of a difference in the level of satisfaction among
respondents. This implies that the satisfaction level with respect to the houseboat concept
was not different for males and females as they usually came in family groups rather than
individually and it is suggested that this equilibrium should be maintained.

The income levels of the international tourists were taken and in the hypothesis
testing it was confirmed that there is a difference in the level of satisfaction with respect to
the income levels among international tourists using the houseboat concept. The researcher
found that most of the people with an income range ofUS$10,000-!5001 were found to be
satisfied. This implies that the houseboat concept is normally for exclusive high earning
people. It was also found that many of these people were found to be less satisfied which
means that there is a room for lot of improvement required in the houseboats in order to
attract the high income international tourists. With regard to respondents from the average
monthly earning group, they were found to be less satisfied even though they were less in
number. The facilities and other features in the houseboat need to be revised for the
satisfaction of these groups of tourists.

The findings depict that differences were identified with the level of satisfaction
among the international tourists with respect to nationality. It was found that Americans
were less satisfied with regard to the houseboat concept compared to the Germans and
French. The British, who were in maximum number, were generally satisfied with the
houseboat concept. The reason to this can be India, being a former British colony and still
having lot of the tradition and culture left over by the British.
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The length of stay has been a major factor in analyzing the satisfaction level of the
tourists using the concept of the houseboats. It has been found that the majority of the
respondents staying in the houseboats for a duration of 3-4 days, were found to be satisfied.
It was also found that not many tourists stayed in these houseboats for more than 1 week.

As part of tour packages and with the paucity of time most of the international tourists visit
India covering generally five to seven destinations, either in one state or adjoining states
falling under north, east, west and south of India. Tourists availing package tours follow a
tour itinerary and do not stay for more than 2-3 days at a destination.

6.2.2 Product and Service Attributes

The second set of hypotheses is based on the product and services attributes of the
research study. It was found using the rank correlation that the variety of menu was having
the highest correlation with the level of satisfaction, followed by the convenience, food
quality and the atmosphere.

Variety of Menu

The variety of menu which was the first product and service attribute, was graded
with the help of three different sub-variables. The variable was found to be having the
strongest positive correlation with the level of satisfaction among international tourists. It
was also found that the variety of menu was the least satisfied 'product and service
attribute' taken for study. Even though the menu was found to be a blend of ethnic and
continental cuisine, the former was predominant which had a depressing effect on the
satisfaction level. It can be concluded that a guest staying for 3-4 days on the houseboats
need not be enthusiastic in the local dishes, so the right mix of continental and local cuisine
should be sustained. Further analysis indicated that explanation of menu items was found
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to be satisfied by the majority of the respondents followed by attractiveness of menu
design and appropriateness of the food names. Further more, the researcher has identified
that any sort of improvements in the explanation of the menu items will contribute much to
the level of satisfaction more than a change in the food names or attractiveness of menu
design.

Food Quality

The respondents graded the food quality with the help of four different subvariables. The variable was found to be having a strong positive correlation with the level
of satisfaction among international tourists. It was also found that food quality was the
most satisfied 'product and service attribute' taken for study. Further analysis indicated
that food quantity was found to be satisfied by the majority of the respondents followed by
taste, variety and appearance of food. Further more, the researcher has identified that any
sort of improvements with regard to the appearance of food will contribute more to the
level of satisfaction than a change in the taste, variety and quantity of the food served in
the houseboats.

Atmosphere

The respondents graded the atmosphere of the houseboat with the help of five
different sub-variables. The variable was found to be having a strong positive correlation
with the level of satisfaction among international tourists. It was also found that the
atmosphere prevailing in the houseboat was a satisfied 'product and service attribute' taken
for study. Further analysis indicated that landscape was found to be satisfied by the
majority of the respondents followed by decor and theme, communication skill of
employees, cleanliness of backwaters and uniform of employees. Further more, the
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researcher has identified that any sort of improvements with regard to the communication
skill of the employees will contribute more to the level of satisfaction than a change in the
decor and theme or uniform of employees working in the houseboats. The required training
can be given to the staff in order to overcome this problem.

Convenience

The respondents graded convenience experienced by the tourists with the help of
four different sub-variables. The variable was found to be having a strong positive
correlation with the level of satisfaction among international tourists. It was also found that
convenience experienced in the houseboat concept was a satisfied 'product and service
attribute' taken for study. Further analysis indicated that the length of the houseboat was
found to be satisfied by the majority of the respondents followed by space of sitting area,
location and accessibility. Further more, the researcher has identified that any sort of
improvements with regard to the space of sitting area will contribute more to the level of
satisfaction than a change in the accessibility to the houseboats or location and length of
the houseboats.

6.3 Implications of the Study
The main outcome of this study is that the international tourist's level of
satisfaction differs with the demographic factors and also there is a relation which exists
between the product and services mentioned in the study and the level of satisfaction
among the international tourists using the houseboat concept in Kerala, India. The service
providers should assume that satisfying their guests will ensure repeat purchases. There has
been some revelation with regard to the product and services offered in the houseboats. For
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example, as per the correlation table 'variety of menu' and 'convenience' have been shown
to be the primary drivers of satisfaction.
Houseboat operators might better serve their own financial interests by diverting
millions currently spent on other programs in order to develop more innovative and
comfortable features in the houseboats with regard to these areas which in tum, will create
more memorable guest experiences. The managers can continue to focus on their food
quality and the service employees with the necessary training, who exude the appropriate
attitude toward service which are invaluable in keeping guests. This is to keep the guests
involved in the purchase decision, so that they are actively pursuing information that would
show-case the houseboat's benefits over those of alternative properties. Viewed
sequentially, members of the houseboat staff heighten guest perception, which then
produces greater attitudinal satisfaction. Finally, although little work has been conducted
on the effects of demographics and satisfaction, the initial findings of the study suggest
that the managers should not overlook demographic factors. Instead, managers need to
analyze their own guests to gain an understanding of how these guests differ by gender,
age, nationality, income, and duration of stay on the level of satisfaction. Furthermore, the
widespread assumption that international travelers are the best guests to be attracted by
internet is challenged by this study's findings. Thus, it might be better for those in the
lodging industry to reconsider their extensive efforts to attract those guests who, on
average, are going to be extremely difficult to satisfy and the least likely to return.

6.4 Recommendations of the Study
From the facts based on the findings of this research, the researcher would like to
make the following recommendations to be carried out by the houseboat operators in order
to develop their revenue. Some of the recommendations which are classified under the
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demographic factors and product and service attributes featuring in the houseboat concept
are given below:

6.4.1 Demographic Factors

Target segmentation can be done in order to carry out proper marketing of the
product and service advertising. The target customers are high earning couples who are
interested in spending their vacation in a tranquil place. The specialty of the houseboat
concept is the tranquilness that the customers will experience during the course of the
journey through the backwaters. The target customers are the residents of European
countries who live in major cities and earning more than the average monthly income.
Apart from the books and brochures all components of integrated marketing
communications should be used for effective advertising of the houseboat industry. The
average length of stay of international tourists can be increased as it is economical to
maintain the same customer rather than locating new customers. There can be a thorough
verification into the reason for the dissatisfaction caused among the American and British
tourists. More and more avenues need to be opened to attract couples between the age
group of 36-45 years old as currently they form the majority of the international tourists
visiting the houseboats. There can be more health related programs introduced in order to
cater for these age segment.

6.4.2 Product and Service Attributes

The study has been successful in finding the most important factor that constitutes
the highest level of satisfaction among the international tourists. It has been found that
'variety of menu' tops the rank correlation among the product and service attributes. This
indicates that the slightest improvement in this area will cause a major uplift of the
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satisfaction level among the international tourists using the houseboats in the backwaters of
Kerala. The respondents ranked explanation of the menu items higher than attractiveness
of the menu design and the appropriateness of the food names. More care is needed in the
menu compilation of the menu, so that explanation of the menu items and the
attractiveness of the menu desigrn are at par with the international standards. The
appropriateness of the food names needs to be refurbished. The menu design can be
changed according to the season.

The quality of the food needs to be checked frequently. From the research, it has
been found that appearance of the food has been mostly satisfactory, followed by taste of
food, food quantity and food variety. The food variety needs to be rechecked. This can be
done by using other similar destinations which can be kept for benclunarking. Introduction
of more local ethic cuisines can be done. Since the tourists stay in the same boat for a
longer time, the appearance, taste and quantity of the food is very important. Any sort of
repugnance can be avoided.

The atmosphere plays a major role in attracting tourists to these kinds of
destinations. In the study it was brought to light that tourists enjoyed the landscape and
were highly satisfied with the product attributes. There are many alterations that can be
brought in order to improve the decor and theme of the houseboats. The cleanliness of the
backwaters is an alarming issue for the environmentalists and so needs to be solved as soon
as possible. This needs a collective effort from all the locals and it is time consuming as
well. The uniform of the employees can be improved, as this will incur a very low expense
and the tourists may be satisfied with this initiative. The staff can be rendered necessary
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training, so that they will carry out their duties with utmost professionalism and also the
communication gap between the employees and the tourists can be brought to minimum.

The houseboat has a space for the tourists to sit and enjoy the sight seeing while
gliding through the backwaters. The space for the sitting area seems to be satisfactory, but
the accessibility from the city to the houseboat needs to be improved. There have been
some comments about increasing the length of the houseboats which needs to be studied
carefully. General approach towards the location of the houseboat has been satisfactory.

6.5 Further studies
As this research focuses on the level of satisfaction of international tourists using the
houseboat concept in Kerala, India, there are other studies that should be investigated in
the future as follows:

I. The research conducted is concerned only with 'golden star'; further study can be
extended to all categories of the houseboats namely 'silver star' and 'green palm'.
2.

This research is concerned only with Alappuzha district only; further study can be
extended to other backwater tourist destinations also.

3. The research carried out is concerned only with international tourists and so there is
a scope of the study being extended to domestic tourists as well.
4.

The study conducted has been limited to most of the product and services available
in the houseboats concept. This can be extended to a general review of its service
providers and the people of Kerala and the government of Kerala. The Kerala
tourism policies and other government procedures can be refurbished with the data
collected and the research carried out. This information can be used to change the
tourism scenario of the state as well as the country in the changing millennium.
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This questionnaire is designed to study about
"The International Tourist's Satisfaction with the
Houseboat concept in backwaters of Kerala, India".
The questionnaire is a requirement as a partial fulfillment for
the course of 'Master's thesis' in the Graduate School of
Business, Master of Business Administration in Assumption
University, Thailand. This survey will be serving as a
reference for educational purposes only. Please be assured
that your responses to the questionnaire will be kept
confidential. Thank you for your cooperation.

1) Are you a foreign national visiting Kerala as a tourist?
-Yes (Continue)

- No (Thanks)

2) Did you have an overnight stay in houseboat during your recent visit to
Kerala?
-Yes (Continue)
- No (Thanks)
Please tick ( .J) the one, which represents most in your opinion.
Part 1
1) Which age level do you belong?
Below 25 years old
36-45 years old
56-65 years old

26-35 years old
46-55years old
Above 65 years old

2) What is your gender?
Male

Female

3) What is your monthly income? (Equivalent to US dollars*)
5001-10000
Below or equal 5000
15001-20000
10001-15000
Above or equal 25001
20001-25000
*(1 US$= 45 INR)
4) Which Nationality do you belong to?
American
German
Others (Please specify ................ )
5) How many days did you stay in the houseboat?
1-2days
5-6 days

British
French

3- 4 days
7 or more than week

6) How did you come to know about the houseboat concept in Kerala?
Internet
Books I Brochures I Travel guides
Travel agents
Friends I Word - of-mouth
Others

-
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Part2
How would you grade your level of satisfaction during your stay in the houseboat
with respect to following?

Variety of
menu:
6)
7)
8)

9)

Taste of food

10)
11)

Appearance of
food
Food quantity

12)

Food variety

Atmosphere:
13)

Landscape

14)

Decor
and
theme
Cleanliness of
backwaters
Communication
skill of
employees
Uniform of
employees

16)

17)

Convenience:

20)

Space of sitting
area
Length of the
houseboat
Accessibility

21)

Location

18)
19)

Satisfied

Neutral

Dissatisfied

Attractiveness of
menu design
Explanation of
the menu items
Appropriateness
of the food
names

Food quality:

15)

Highly
Satisfied

Highly
Dissatisfied

·'

Highly
Satisfied

Satisfied

Neutral

Dissatisfied

Highly
Dissatisfied

Highly
Satisfied

Satisfied

Neutral

Dissatisfied

Highly
Dissatisfied

Highly
Satisfied

Satisfied

Neutral

Dissatisfied

Highly
Dissatisfied
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Part3
22) In one statement how would you express your satisfaction level with experience
of houseboat concept? (Tick one only)

OHighly
satisfied

OSatisfied

ONeutral

Thank you

117

DDissatisfied

·. OHighly
dissatisfied

APPENDIX-B
(Test for Reliability)
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R E LI A B I LIT Y A N A LY S I S - S CA L E (A L P H A)

* * * Warning * * * Determinant of matrix is zero
Statistics based on inverse matrix for scale ALPHA
are meaningless and printed as
N of Cases ;
Item Means

30.0

Mean Minimum Maximum
Range Max/Min Variance
4.1333
3.0000 4.8000
1.8000 1.6000
.2033

Item-total Statistics
Scale
Mean
if Item
Deleted

Scale
Corrected
ItemVariance
Squared
Alpha
Total
if Item
Multiple
if Item
Deleted Correlation Correlation
Deleted

66.5333
ATTRACT!
EXPLAIN
66.2667
NAMES
66.3333
65.8000
TASTE
66.1000
APPEAR
65.8000
QUANTITY
65.9000
VARIETY
65.4667
LANDSCAP
65.6667
DECOR
66.8667
CLEAN
66.4000
COMSKILL
UNIFORM
67.2667
SPACE
65.9333
65.9333
LENGTH
66.0333
ACCESS
LOCATION
66.1667
SATISFY
65.8000

40;0506
39.4437
41.0575
39.9586
39.6793
40.1655
38.9897
41.6368
41.6782
38.6023
41.6276
38.1333
39.3057
39.4437
40.0333
37.5230
40.2345

.5304
.7631
.4490
.7074
.6333
.4381
.5850
.5622
.3793
.6256
.3366
.6166
.8680
.5379
.8332
.9221
.6621

.9110
.9050
.9131
.9066
.9080
.9148
.9097
.9107
.9148
.9084
.9166
.9091
.9032
.9112
.9050
.8994
.9077

Page 2

R E L I A B I L IT Y A N A LY SI S - S CA L E (A L P H A)

Analysis of Variance
Source of Variation

Sum of Sq.

DF

Mean Square

F

Prob.

2.6326
Between People
76.3451
29
.4221
Within People
202.5882
480
6.1000
26.9592 .0000
Between Measures
97.6000
16
.2263
Residual
104.9882
464
1.1003
4.9036 .0273
Nonadditivity
1.1003
1
.2244
Balance
103.8880
463
.5480
Total
278.9333
509
Grand Mean
4.1333

Tukey estimate of power to which observations
must be raised to achieve additivity
=
2.1343

Reliability Coefficients
Alpha = .9141

17 items
Standardized item alpha =

.9226

Reliability
****** Method 2 (covariance matrix) will be used for this analysis******
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R E L I A B I LI TY A N A LY S I S • S CA L E (A L P H A)

N of Cases =
Item Means

30.0
Mean

3.8889

Minimum

3.7333

Maximum

4.0000

Range

.2667

Max/Min Variance

1.0714

.0193

Item-total Statistics
Scale
Mean
if Item
Deleted
ATTRAcn
EXPLAIN
NAMES

7.9333
7.6667
7.7333

Scale
Corrected
Squared
Alpha
Variance
Itemif Item
Total
Multiple
· If Item
Deleted Correlation Correlation
Deleted

.8920
1.1264
1.0989

.6545
.6186
.5339

.4444
.4052
.2864

.6186
.6694
.7531

Analysis of Variance
Source of Variation

Sum of Sq.

DF

Mean Square

F

Prob.

20.2222
29
.6973
Between People
.1778
10.6667
60
Within People
.5778
3.5234 .0360
1.1556
2
Between Measures
.1640
9.5111
58
Residual
.2540
1.5638 .2162
.2540
1
Nonadditivity
.1624
9.2571
57
Balance
30.8889
89
.3471
Total
3.8889
Grand Mean
Tukey estimate of power to which observations
must be raised to achieve additivity
=
4.8462

Reliability Coefficients
Alpha =

.7648

3 items
Standardized item alpha = .7674

Reliability
******Method 2 (covariance matrix) will be used for this analysis******
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R E LI A B I LIT Y A N A LY S I S -

N of Cases =
Item Means

S CA L E (A L P H A)

30.0

Mean Minimum Maximum
4.3667
4.1667
4.4667
.3000

Range Max/Min Variance
1.0720
.0200

Item-total Statistics
Scale
Mean
if Item
Deleted
TASTE
APPEAR
QUANTITY
VARIETY

Scale
Corrected
Variance
ItemSquared
Alpha
If Item
Total
Multiple
. If Item
Deleted Correlation Correlation
Deleted

13.0000
13.3000
13.0000
13.1000

2.3448
2.9069
2.0000
2.2310

.8432
.324S
.6678
.5431

.7754
.5712
.6228
.4866

.6044
.8256
.6569
.7326

Analysis of Variance
Source of Variation

Sum of Sq.

DF

28.3667
29
Between People
90
21.5000
Within People
1.8000
3
Between Measures
19.7000
87
Residual
.7502
Nonaddltivity
1
86
18.9498
Balance
49.8667
119
Total
4.3667
Grand Mean

Mean Square

F

Prob.

.9782
.2389
2.6497 .0538
.6000
.2264
.7502
3.4048 .0684
.2203
.4190

T ukey estimate of power to which observations
must be raised to achieve additivity
=
-4.7983

Reliability Coefficients
Alpha =

.7685

4 Items
Standardized item alpha =

.7842

Reliability
****** Method 2 (covariance matrix) will be used for this analysis******
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30.0

N of Cases =
Item Means

S CA L E (A L P H A)

Mean

3.9333

Minimum

3.0000

Maximum

4.8000

Range

1.8000

Max/Min Variance

1.6000

.5889

Item-total Statistics
Scale
Mean
if Item
Deleted
LANDSCAP
DECOR
CLEAN
COMSKILL
UNIFORM

Scale
Corrected
variance
ItemSquared
Alpha
if Item
· if Item
Total
Multiple
Deleted Correlation Correlation
Deleted

14.8667
15.0667
16.2667
15.8000
16.6667

3.6368
3.2368
2.9609
3.7517
2.5747

.5867
.5717
.4927
.2322
.6001

.5937
.5115
.4904
.3080
.4456

.6523
.6307
.6584
.7549
.6071

Analysis of Variance
Source of Variation

Sum of Sq.

DF

Between People
27 .3333
29
Within People
102.0000
120
70.6667
4
Between Measures
Residual
31.3333
116
Nonadditivlty
1.6880
1
Balance
29.6453
115
Total
129.3333
149
Grand Mean
3.9333

Mean Square

F

Prob.

.9425
.8500
17 .6667 65.4043 .0000
.2701
1.6880
6.5480 .0118
.2578
.8680

Tukey estimate of power to which observations
=
2.4241
must be raised to achieve additivity

Reliability Coefficients
Alpha =

.7134

5 items
Standardized item alpha

=

.7351

Reliability
******Method 2 (covariance matrix) will be used for this analysis******
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R E LI A B I L IT Y A N ALY S I S - S CA LE (A L P HA)

N of Cases =
Item Means

30.0

Mean Minimum Maximum
4.2500
4.1000
4.3333
.2333

Range Max/Min Variance
1.0569
.0122

Item-total Statistics
Scale
Mean
If Item
Deleted
SPACE
LENGTH
ACCESS
LOCATION

Corrected
Scale
Variance
ItemSquared
Alpha
Total
Multiple
· if Item
if Item
Deleted Correlation Correlation
Deleted

12.6667
12.6667
12.7667
12.9000

2.2299
1.9540
2.3920
2.0241

.6348.
.6012
.8103
.7302

.7120
.4S45
.7637
.7009

.7871
.8982
.8073
.8177

Analysis of Variance
Source of Variation

Sum of Sq.

DF

26.5000
29
Between People
12.0000
90
Within People
1.1000
3
Between Measures
87
10.9000
Residual
.0003
1
Nonadditlvity
10.8997
86
Balance
38.5000
119
Total
4.2500
Grand Mean

Mean Square

F

Prob.

.9138
.1333
2.9266 .0382
.3667
.1253
.0023 .9622
.0003
.1267
.3235

Tukey estimate of power to which observations
must be raised to achieve additivity
=
1.1458

Reliability Coefficients
Alpha =

.8629

4 items
Standardized item alpha =

.8890
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APPENDIX-C
(Frequency Tables)
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Statistics

AGE
400
N Valid
Missing
0

AGE LEVEL
Frequency Percent Valid Percent Cumulative Percent
Valid <=25
26-35
36-45
46-55
56-65
Total

16.8
23.8
31.8
23.8
4.0
100.0

67
95
127
95
16
400

16.8
23.8
31.8
23.8
4.0
100.0

16.8
40.5
72.3
96.0
100.0

Statistics

GENDER
N

Valid 400
Missing 0

GENDER
Frequency Percent Valid Percent Cumulative Percent
Valid male
female
Total

240
160
400

60.0
40.0
100.0

60.0
40.0
100.0

60.0
100.0

Statistics
INCOME
N Valid 400
Missing 0

INCOME
Frequency Percent Valid Percent Cumulative Percent
Valid =<5000
5001-10000
10001-15000
15001-20000
Total

97
113
140
50
400

24.3
28.3
35.0
12.5
100.0
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24.3
28.3
35.0
12.5
100.0

24.3
52.5
87.5
100.0

Statistics
N

NATIONAL
Valid
400
Missing
0

NATIONAL
Frequency Percent Valid Percent Cumulative Percent
107
75
75
77
66
400

Valid british
germ an
french
amen can
others
Total

26.8
18.8
18.8
19.3
16.5
100.0

26.8
18.8
18.8
19.3
16.5
100.0

26.8
45.5
64.3
83.5
100.0

Statistics
N

STAY
Valid
400
Missing
0

STAY
Frequency Percent Valid Percent Cumulative Percent
Valid

1-2 days
3-4days
5-6days
Total

101
215
84
400

25.3
53.8
21.0
100.0

25.3
53.8
21.0
100.0

25.3
79.0
100.0

Statistics
CONCEPT
N Valid
400
Missing
0

CONCEPT
Frequency Percent
Valid books/brochures
friends I Word-ofmouth
travel agents
Total

127
238

31.8
59.5

35
400

8.8
100.0
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Valid
Percent
31.8
59.5
8.8
100.0·

Cumulative
Percent
31.8
91.3
100.0

Attractiveness of menu design
Frequency Percent Valid Percent Cumulative Percent
Valid

dissatisfied
neutral
satisfied
highly satisfied
Total

110
32
188
70
400

27.5
27.5
8.0
8.0
47.0
47.0
17.5 .... ..... J7.5
100.0
100.0

27.5
35.5
82.5
100.0

Explanation of the menu items
Frequency Percent Valid Percent Cumulative Percent

60
17
288
35
400

Valid dissatisfied
neutral
satisfied
highly satisfied
Total

15.0
4.3
72.0
8.8
100.0

15.0
4.3
72.0
8.8
100.0

15.0
19.3
91.3
100.0

Appropriateness of the food names
Frequency Percent Valid Percent Cumulative Percent
Valid

Dissatisfied
Neutral
Satisfied
highly satisfied
Total

47
97
221
35
400

11.8
24.3
55.3
8.8
100.0

11.8
24.3
55.3
8.8
100.0

I 1.8
36.0
91.3
100.0

Taste of food
Frequency Percent Valid Percent Cumulative Percent
Valid

Dissatisfied
Neutral
Satisfied
highly satisfied
Total

4
7
208
181
400

1.0
1.8
52.0
45.3
100.0

1.0
1.8
52.0
45.3
100.0

1.0
2.8
54.8
100.0

Appearance of food
Frequency Percent Valid Percent Cumulative Percent
Valid

dissatisfied
neutral
satisfied
highly satisfied
Total

30
49
239
82
400

7.5
12.3
59.8
20.5
100.0
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7.5
12.3
59.8
20.5
100.0

7.5
19.8
79.5
100.0

Food quantity
Frequency Percent Valid Percent Cumulative Percent
Valid

neutral
satisfied
highly satisfied
Total

31
162
207
400

7.8
40.5
51.8
100.0

7.8
40.5
51.8
100.0

7.8
48.3
100.0
.

Food variety
Frequency Percent Valid Percent Cumulative Percent
Valid

dissatisfied
neutral
satisfied
highly satisfied
Total

30
77
125
168
400

7.5
19.3
31.3
42.0
100.0

7.5
19.3
31.3
42.0
100.0

7.5
26.8
58.0
100.0

Landscape
Frequency Percent Valid Percent Cumulative Percent
Valid

satisfied
highly satisfied
Total

76
324
400

19.0
81.0
100.0

19.0
81.0
100.0

19.0
100.0

Decor and theme
Frequency Percent
Valid

neutral
satisfied
highly satisfied
Total

30
107
263
400

7.5
26.8
65.8
100.0

Valid Percent Cumulative Percent
7.5
26.8
65.8
100.0

7.5
34.3
100.0

Cleanliness of backwaters
Frequency Percent
Valid

highly
dissatisfied
dissatisfied
neutral
satisfied
highly satisfied
Total

30

7.5

Valid
Percent
7.5

47
156
116
51
400

11.8
39.0
29.0
12.8
100.0

11.8
39.0
29.0
12.8
100.0
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Cumulative
Percent
7.5
19.3
58.3
87.3
100.0

Communication skill of employees
Frequency Percent Valid Percent Cumulative Percent
Valid

dissatisfied
neutral
satisfied
highly satisfied
Total

30
112
205
53
400

7.5
28.0
51.3
13.3
100.0

7.5
28.0
51.3
13.3
100.0

7.5
35.5
86.8
100.0

Uniform of employees
Frequency Percent Valid Percent Cumulative Percent
Valid

dissatisfied
neutral
satisfied
highly satisfied
Total

62
194
128
16
400

15.5
48.5
32.0
4.0
100.0

15.5
48.5
32.0
4.0
100.0

15.5
64.0
96.0
100.0

Space of sitting area
Frequency Percent Valid Percent Cumulative Percent
Valid

neutral
satisfied
highly satisfied
Total

65
222
113
400

16.3 .
55.5
28.3
100.0

16.3
55.5
28.3
100.0

16.3
71.8
100.0

Length of the houseboat
Frequency Percent Valid Percent Cumulative Percent
Valid

neutral
satisfied
highly satisfied
Total

51
222
127
400

12.8
55.5
31.8
100.0

12.8
55.5
31.8
100.0

12.8
68.3
100.0

Accessibility
Frequency Percent Valid Percent Cumulative Percent
Valid

dissatisfied
neutral
satisfied
highly satisfied
Total

78
35
234
53
400

19.5
8.8
58.5
13.3
100.0

124

19.5
8.8
58.5
13.3
100.0

19.5
28.3
86.8
100.0

Location
Frequency Percent Valid Percent Cumulative Percent
Valid

.

neutral
satisfied
highly satisfied
Total

108
239
53
400

27.0
59.8
13.3
100.0

125

27.0
59.8
13.3
100.0

27.0
86.8
100.0

APPENDIX-D
(Hypothesis Testing)
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Ranks
AGE
N Mean Rank
Overall <=25 67
225.15
151.57
26-35
95
36-45 127
248.51
165.84
46-55
95
212.50
16
56-65
Total 400
Test Statistics(a,b)

Overalls
50.934
Chi-Square
df
4
.000
Asymp. Sig.
a Kruskal Wallis Test
b Grouping Variable: AGE

Ranks
GENDER N Mean Rank Sum of Ranks
240
196.04
47050.00
Overall Male
female
160
207.19
33150.00
Total
400
Test Statistics(a)

Overall
Mann-Whitney U
Wilcoxon W

18130.000
47050.000
z
-.947
Asymp. Sig. (2-tailed)
.344
a Grouping Variable: GENDER
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SL Gabriel's Library, Au

Ranks
Overall

INCOME
N Mean Rank
97
238.87
=<5000
5001-10000 113
183.80
10001-15000 140
202.81
15001-20000 50
157.36
400
Total
Test Statistics(a,b)

Overall
Chi-Square 20.161
df
3
Asvmp. Sig.
.000
a Kruskal Wallis Test
b Grouping Variable: INCOME

Ranks
Overalls

NATIONAL N Mean Rank
british
212.65
107
german
75
259.28
235.81
french
75
39.00
american
77
others
66
262.29
Total
400
Test Statistics(a,b)

Overalls
Chi-Square 197 .680
df
4
Asymp. Sig.
.000
a Kruskal Wallis Test
b Grouping Variable: NATIONAL
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Ranks

Overalls

STAY
N Mean Rank
1-2 days IOI
290.19
3-4days 215
181.63
140.95
5-6days 84
Total
400
Test Statistics(a,b)

Overalls
Chi-Square
89.248
df
2
Asymp. Sig.
.000
a Kruskal Wallis Test
b Grouping Variable: STAY

Correlations

Satisfaction
level

Variety of
menu
Spearman's
rho

Variety of
menu

Correlation
1.000
Coefficient
Sig. (2-tailed)
N
400
Satisfaction
.826(**)
Correlation
level
Coefficient
Sig. (2-tailed)
.000
N
400
** Correlat10n 1s significant at the O.Ol level (2-tailed).

.826(**)
.000
400
1.000

400

Correlations

Food quality
Spearman'
s rho

Food quality

Satisfaction level

Correlation
1.000
.699(**)
Coefficient
Sig. (2-tailed)
.000
N
400
400
Satisfaction
Correlation
1.000
.699(**)
level
Coefficient
Sig. (2-tailed)
.000
N
400
400
** Correlat10n 1s s1gmficant at the 0.01 level (2-tailed).
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Correlations

Speanna
n's rho

Atmosphere

Satisfaction
level

Atmosphere

Satisfaction
level

Correlation
Coefficient
Sig. (2-tailed)

1.000

.695(**)

N

400
.695(**)

.000
400
1.000

Correlation
Coefficient
Sig. (2-tailed)

.000
400
N
** Correlat10n is significant at the 0.01 level (2-tailed).

400

Correlations
Convenience
Speannan's
rho

1.000
Correlation
Coefficient
Sig. (2-tailed)
N
400
· Correlation
.715(**)
Satisfaction
Coefficient
level
.000
Sig. (2-tailed)
400
N
** Correlation is significant at the 0.01 level (2-tailed).
Convenience
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Satisfaction
level
.715(**)
.000
400
1.000

400

APPENDIXE
(Tourism statistics)
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APPENDIX-E
Purpose of visit for domestic and foreign tourists
Purpose of visit
Domestic tourists Foreign tourists
Vacation/relaxation
60.9%
81.6%
Business trip
14.65
4.2%
Passing through
3.8%
3.4%
Pilgrimage
11 %
0%
Special interest (ayurveda, yoga, culture etc.) 5.5%
7.6%
Others
4.26%
3.2%
Source: "Economic Benefits of Tourism Sector in Kerala" prepared by TATA
consultancy services

Tourist arrivals from top fifteen countries 2002-2003
Country
No: of tourists in 2002
U.K
45,252
France
24,634
U.S.A
32,397
Germany
17,971
Maldives
18,265
~Y

v~

Switzerland
7,385
Srilanka
13,183
Netherlands
5,658
Israel
3,222
Japan
4,650
Australia
5,604
Canada
3,777
Spain
3,261
Sweden
3,121
Source: Statistics booklet Department of Tourism, Kerala

No: of tourists in 2003
50,363
30,225
25,933
21,347
16,333
10,291
10,260
10,109
9,379
7,585
7,463
7,017
5,570
5,554
4,613

Domestic and foreign tourists preferred tourist destination
Tourists destination
Domestic tourist Foreign tourist
Kochi
18.3%
29.4%
Kovalam
30%
18.3%
Thiruvananthapuram
24.9%
17.5%
Kumarakam I alappuzha
12.5%
18%
Thekkady
12.5%
14.2%
Source: "Economic Benefits of Tourism Sector in Kerala" prepared by TATA
consultancy services
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Foreign and domestic tourist arrivals 1992-2001
1992
1994
1996
1998
Foreign
90,635
1,04,568
I, 76,855
1,89,941
tourists
anivals
Domestic 9,94,140
12,84,375 44,03,002 44,82,714
tourists
arrivals
Total
10,84,775 13,88,943 45,79,857 46,71,655
tourists
arrivals
Source: Statistics booklet Department of Tourism, Kerala

2000
2,09,933

2001
2,08,830

50,13,221

52,39,692

52,23,154

54,48,522

Rates of different houseboats
House Boat (Kettuvallam)
Tariff: 2004 - 2005
(Rates in INR includes welcome drinks,
lunch, evening tea, dinner and breakfast)
Cruise
Type I Pax
Night
In and around Alleppey
1 Room I 2
I
In and around Alleppey
2 Room I 4
1
In and around Alleppey
3 Room I 6
1
I
In and around Alleppey
4 Room I 8
Alleppeyto
Kumarakom/Thottapilly/Nedumudi
Alleppey to
Kumarakom/Thottapilly/Nedumudi
Alleppey to
Kumarakom/Thottapilly/Nedumudi
Alleppey to
Kumarakom/Thottapilly/Nedumudi

Rate
5,000
7,500
10,350
15,000

1 Room/2

I

5,750

2Room/4

1

8,050

3 Room/6

I

10,900

4 Room/8

1

15,250

Alleppey to Alumkadavu
1 Room I 2
1
Alleppey to Alumkadavu
2 Room I 4
1
Alleppey to Alumkadavu
3 Room I 6
1
Extra Bed with Food (Per Night/Pax):Rs. 850
Check In Time: 12.00 P.M.
Check Out Time:l0.00 A.M
Source: www.houseboatskerala.com
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8,600
10,900
14,400

Description
5 Bed Rooms A/C
+ Conference Hall
+ Food
Conference Hall +
Food
Conference hall
only
Conference hall
only
Conference hall +
food
Conference hall
only

5 Bed Rooms A/C with Conference Hall
(Tariff : 2004 - 2005)
Type/Pax
Night
150pax
I

Rate
46,000

150pax

I

34,500

150pax

I

23,000

100

3

11,500

50

5

28,750

50

5

20,125

Palace on Waves - Packages
Tariff: 2004 - 2005
(Rates includes welcome drinks,
lunch, evening tea, dinner and breakfast)
Description
Type I Pax Night Rate
1
11,500
Bed rooms AJC !Room I 2
Bed rooms AJC 2Room I 4
1
17,250
Bed rooms A/C 3Room I 6
I
23,000
Bed rooms A/C 4Room I 8
I
28,750
1
34,500
Bed rooms AJC 5Room I I 0
Extra Bed with Food (Per Night/Pax):Rs. 1,000
Check In Time:
12.00 P.M.
Check Out Time: 10.00 A.M.

Source:www.houseboatskerala.com
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Rates of Backwater Cruises

Backwater Cruise: One Night
Finishing point - Canals - Villages - Paddy Fields - Ancient Church - Temple
Euro 96
Two Pax One Bedroom
Four Pax Two Bedroom
Euro 167
Alleppey - Thottappilly: One Night
Finishing point - Ambalappuzha - Karurnadi - Alumkadavu - Thottappilly
Euro 111
Two Pax One Bedroom
Four Pax Two Bedroom
Euro 167
Alleppey - Kumarakom: One Night
Finishing point - Kumarakom
Two Pax One Bedroom
Four Pax Two Bedroom

Euro ll l
Euro 167

Alleppey - Kidangara (Changanassery ): One Night
Finishing point - R - block - Champakulam - Moncompu - Kidangara
Euro 111
Two Pax One Bedroom
Four Pax Two Bedroom
Euro 167
Alleppey - Alumkadavu: One Night
Finishing point - Ambalappuzha - Karurnadi - Kayamkulam - Alurnkadavu
Euro 172
Two Pax One Bedroom
Four Pax Two Bedroom
Euro 253
Kumarakom - Kidangara: Two Nights
Kumarakom - Vattakayal - Champakulam, Ambalappuzha - Karumadi Kayamkulam - Alumkadavu
Two Pax One Bedroom
Euro 232
Four Pax Two Bedroom
Euro 298
Kumarakom - Alumkadavu: Two Nights
Finishing point - Vattakayal - Chavara - Champakulam - Snake Boat - Church Temple - Karurnadi - Kayamkulam - 1000 Thengu - Alumkadavu
Euro 278
Two Pax One Bedroom
Euro 338
Four Pax Two Bedroom
Alleppey - Kottayam: One Night
Two Pax One Bedroom
Four Pax Two Bedroom

Euro 126
Euro 197

Alleppey - Kochi: Two Nights
Two Pax One Bedroom
Four Pax Two Bedroom

Euro 258
Euro 328
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Alleppey - Kollam: Three Nights
Two Pax One Bedroom
Four Pax Two Bedroom

Euro 370
Euro 460

Alleppey - Kollam: Two Nights
Two Pax One Bedroom
Four Pax Two Bedroom

Euro 308
Euro400

Alleppey - Kochi : Three Nights
Two Pax One Bedroom
Four Pax Two Bedroom

Euro 308
Euro 390

One Room for one night
Two Double Rooms for one night
Day cruise one room
Day cruise Double room
Y, day cruise one room
Yi day cruise Double room

2pax
4pax
2pax
4pax
2pax
4pax

Source: Somatheeram Resorts
From 1st October to 31 March

Package- I
Best Of The Backwaters
One night at Kayaloram Resort &
Rs.7777.00
One night on a house boat for 2 persons
full board
Package-2
Backwater Retreat
Two night at Kayaloram Resort &
One night on a
house boat

Rs.I 1111. 00

EURO
160.00

USD
160.00

EURO
230.00

USD
230.00

Extra USD 25.00 will be charged as New Year supplementary charges from
December 21st to January 5th

Taj Kumarakom Resort
2 Pax: Single Bedroom AP: Rs.9000.00 (Up to November 30th 2003)
2 Pax: Single Bedroom AP: 11000 (I st December 2003 to 15 January 2004)
Taxes Extra (Source: Taj Kumarakom Resort)

