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Abstract

The goal of the research is to analyse the role sigdificance of standardisation and
customisation in services in this case in the Huagahotel sector. The thesis aims to provide
both theoretical and practical results and wantsupport Hungarian hotel companies in
optimising their processes and understanding tleeanod significance of standardisation and

customisation in their everyday operation.

Thesis introduces the most important concepts whiemeeded to understand and later apply
the ideas in practice. The theoretical backgrouedgnts the service concepts and approaches
as the foundation of hotel processes and contimyespecifying the approaches about
standardisation and customisation. Then the custosaisfaction and the applied
performance indicators are being introduced.

During the research a questionnaire and an int@rwas made to be able to gather all the
important data for proving the four hypotheses faud sub hypotheses. The data was further
investigated by using statistical methods: Fishect€en theorem, analysis of variance,
correlation analysis, cross-tabulation analysisngmple component analysis and cluster
analysis. These methods were applied to find oelatiips between different variables:
standardisation, customisation, the hotel charistiess and the level of standardisation,
among the performance indicators and to make grofigstel according to their level of

standardisation and customisation.

The empirical results supported the ideas in cammecwith standardisation and
customisation, that they are not independent bongly dependent from each other. They
showed the role and significance of chain membprshkiotelstars Union membership,
number of rooms and the star rating and the levstamdardisation. With the analysis it the
he most important processes and their effect fortred performance indicators were
determined as well. It has also been proved thghdmni level of standardisation and
customisation goes hand in hand together with mitgwel of performance indicators.

As the result of the research four theses anddobrtheses were created.

Key words:service, standardisation, customisation, perforngamclicators, hotels



Kivonat

A szolgaltatasi folyamat sztenderdizalasa és tesszabasa a magyar szallodakban

A kutatas célja szolgaltatasok sztenderdizalasésalesteszabasanak és ezek jésEgenek
elemzése a magyar szalloda szektorban. A dissigerténd elméleti, mind fontos gyakorlati
eredményekkel is operdl, és segitséget kivan myUgamagyar szallodak szaméra sajat
folyamataik optimalizalasara és a sztenderdiz&aestreszabds megértésére €s mindennapi

alkalmazasara vonatkozoéan.

Az értekezés bemutatja a legfontosabb és leginksiiikséges fogalmakat, melyek a
gyakorlati alkalmazashoz is szikségesek. Az elindiéttérben ismertetésre kerul a
szolgéltatas fogalma és az ezzel kapcsolatos melitdsek, majd a sztenderdizalas és
testreszabas témakorének bemutatdsara is sor &ekiillonbos értelmezések tiszthzasa
erdekében. Mivel a vendégelégedettség kiemelt liiggekap, mind a gyakorlati alkalmazéas
soran, mind a kutatasban, ezért a témaval kaposolaitatasok is ismertetésre kerulnek,
ahogy a teljesitménymérés céljdbdl alkalmazottkidudirok is. A kutatas soran kéis és
interju is készilt az adatok Osszépgse céljabol, és a feldllitott négy hipotézis négy
alhipotézis bizonyitasara. Ezutan kulonbdikonometriai €s statisztikai elemzések kerultek
végrehajtasra: szoérasfelbontas, varianciaanalkostelaciéelemzeés, kereszttdbla elemzeés,
fokomponens analizis és klaszteranalizis. A felsomoftdszerek etsorban a kilonbde
valtozok kozotti osszeflggések feltardsat célozeakenderdizalas és testreszabas kozott, a
szallodai jellemék és a sztenderdizaltsag szintje kozott, a teljesiyindikatorok kozott.
Emellett a szallodak csoportositasara is sor kexidztenderdizalas és testreszabas szintje

alapjan.

Az empirikus kutatds megigitette az élzetes feltételezést a sztenderdizalas és testéeszab
kapcsolatarél, mivel az elemzés szerint a kapcsalgyon efs. Szintén fontos eredményeket
hozott a szallodalanc tagsag, HotelStars Unionataga szobaszam és a csillagbesorolas
valamint a sztenderdizaltsag szintje tekintetébfen.elemzés segitségével a legfontosabb
folyamatok is azonosithatok, melyeknek a legnagya@blieljesitménymutatokhoz valo
hozzajaruladsa, mikor sztenderdizaltak és testrestzdbis. Szintén bizonyitasra kertlt, hogy
magasabb sztenderdizaltsaggal és testreszabottsaggendelked szallodak

teljesitménymutatdi magasabbak.

Kulcsszavakszolgaltatas, sztenderdizalas, testreszabas, i@ljéaymutatok, szalloda
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Auszug

Standardisierung und Kundenanpassung der Dienstleigngen in der Ungarischen
Hotels

Das Ziel der Forschung ist die Standardisierung Kimddenanpassung der Dienstleistungen
und das Analyse von deren Bedeutung in der undmeamstiotelindustrie. Die Dissertation
operiert sowohl mit den theorischen, als auch rait graktischen Ergebnissen und versucht,
fur die ungarischen Hotels Hilfe zu geben, um ibigene Ablaufe optimalisieren zu kénnen
und die Standardisierung und Kundenanpassung imefBeauf der taglichen Nutzung
grundlicher verstehen zu kdénnen. Die These sta@lindchtigsten benutzten Begriffe vor, die
sogar bei der praktischen Benutzung wichtig sinddém theorischen Hintergrund wird das
Begriff von der Dienstleistung und die damit verdanden Absatzen beschrieben. Da auf die
Zufriedenheit der Kunden sowohl in der praktischenvendung, als auch in der Vorschung
in einer grossen Masse Ricksicht genommen wirddevesogar die mit diesen Themen eng
verbunden Vorschungen vorgestellt. Um wahrend deetduchung entsprechende Daten zu
sammeln und die vier Hypothesen zu beweisen, wufdagebogen und Interviews gefertigt.
Danach wurden verschiedene o©konometrische und ststalie Analysen gemacht:
Streuungszerlegung, Varianzanalyse, Korrelation, eukrabellenanalyse,
Hauptkomponentenanalyse, Klasteranalyse. Diese ddethsollten den Zusammenhang
zwischen den verschiedenen Komponenten darstetieischen den Standardisierung und
Kundenanpassung, zwischen den HotelcharateristikStandardisieringsstufe und zwischen
den Leistungsindikatoren. Sogar die Hotels wurdaechrder Stufe der Standardisierung und
Kundenanpassung in verschiedenen Gruppen geteilt.
Die empirische Forschung bestatigte die vorheripmahme von der Verbindung zwischen
den Standardiezierung und Kundenanpassung, daranfi@er Analyse die Verbindung sehr
stark ist. Die Forschung brachte wichtige, nutzlfargebnisse, wenn die Mitgliedschaft zu
einer Hotelkette, zum HotelStars Union, die Zahl Aenmer, die Sterneeinstufung und die
Standardisierungsstufe untersucht wurden. Mit deralyse kdnnen die wichtigsten Ablaufen
identifiziert werden, welche am grof3ten Einflus§ die Leistungsindexen haben, wann diese
standardisiert und kundenangepasst sind. Es wwde lzewiesen, dass die Hotels, die Uber
hohere Standardiesierung und Kundenanpassungsserfigéigen, haben sogar hohere

Leistungsindexe.

Stichworte: die Dienstleistung, die Standardiesierung, die Kamahpassung, die

Leistungsindexe, das Hotel
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1 Introduction

The topic of standardisation and customisation risirgeresting issue which mixes the
elements of service science, service marketingjcmanagement and service quality. This
frontier position explains that every field of stoe has an opinion or perspective about these
two concepts. | think that all of these approadmesworth knowing and understanding but it

is not compulsory to accept them, the way theyparased or formed.

The significance of services and companies progidiervices has increased in the past
decades. According to Teboul (2005) more than 70%he GDP is added by services in the
developed countries and this number is expectepidw in the future. The quality has to be
assured in case of these services and considerany of them it is not an easy task to
accomplish. Standardisation can be the solutiontlig ‘problem’ although it has to be

considered that the service industry is very mugbktamer centred and the guests want

novelty and special treatment. The question is tiegvcontradiction can be solved.

The object of the research is the Hungarian ha&etios. The Hungarian tourism industry is a
very successful source of revenue for the Hunga@momy. In 2012 the balance of tourism
exports and imports was 2,243 million euros, whoduld not have been accomplished
without the Hungarian hotel sector as a significiactor within the tourism infrastructure.

The role of hotels can be explained by the revenpesduced by the Hungarian

accommodations, which was 270.8 billion forintsd drotels contributed to this number by
242.3 billion forints which is 89.5% (HAH, 2012).

According to these facts it can be stated that tthesis analysis an important issue
(standardisation and customisation) in a significegctor which is able to provide work

places, revenue and it can contribute to the GDivedls

1.1 The reasons for choosing the topic

The topic of the thesis was not difficult to chods#t not easy to phrase and put into a

framework which fits the scientific requirements.

| started to think about the role of standardisatod customisation when | had to experience
their practice as an employee of a chain membegl.htising standards belonged to the
everyday life and | had the chance to see how shray are, how they are controlled and what
advantages and disadvantages can be identifiettheAtotel | began to believe that standards

13



make hotel operation much more predictable andytlest can always count on the quality
they expect to receive. At the same time the rbleustomisation came to my mind when the
flexibility of the hotel operation was the questiand a lot of changes were not possible
because of the lack of flexibility or the strictsesf the standards. It was the time when |
decided to prove that these two concepts can i-axid maybe they can even strengthen
each other and contribute to the performance ohttel.

1.2 The goals of the research

After summarising my practical experience and neng several authors’ work, articles and
books considering the concept of service as a bhbketel services and standardisation and
customisation, the following research goals werent.

— How can the level of standardisation and custonoisdie determined?
— What characteristics can influence the level aofdéadisation?

— Are there any connections between standardisatimh castomisation or are they

independent as it is often suggested in the lilee&t
— Are some groups of standards more important thiaers?
— What kind of performance indicators are there itels® How their relations look?

— Is hotel chain membership the only factor which luaefces the level of

standardisation?
— Do standardisation and customisation help hotelease their performance?

These research goals are going to be answered ahthof the thesis.

1.3 The structure of the thesis

The aim of the research is to be able to respansieet above mentioned questions. To fulfil

this goal both the theoretical background and ecaliresearch are needed.

After the Introduction, the theoretical backgroundLiterature review — is going to be
introduced with the aim of presenting and analyshemost important theories related to the
topic. The Definitions and interpretation for sees subchapter describes the areas of

different service ideas and highlights why servieasl products should not be dealt with
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differently, so standardisation is also possiblease of services. Customisation is very close
to the service sector as well. The next subchapt&tandardisation and customisation -
introduces many concepts, theories and ideas othemes and plenty of synonyms used to
explain the same or similar meanings. This parttaioe the models which mix the two
concepts together and the criticisms of them as#me time. After that the author’s opinion
and own model can be found which creates a new afafhinking about the topic. The
following section emphasises the significance oftGmer satisfaction in the whole service
industry and hotels as well by introducing the imaot concepts of customer loyalty and
word-of-mouth. Another subchapter determines anglagxs the Performance indicators
which are applied in the empirical research. Tte $ection of the theoretical background
analyses the current situation of Hungarian hot#igjr most important characteristics,

statistics, indicators and problems.

The next subchapter describes the hypotheses, wdiartis with the research questions

followed by the actual hypotheses.

The following chapter is based on the theoretiakiground and hypotheses and aims to
show the research process, the sample charadgistd the research results. The structure of
testing the hypotheses includes the hypothesesstiees, the presentation of the research
methods, the results of testing and at the enébtineing of the theses.

At the end of the document the Summary of reseashlt can be found with the emphasis on
the contribution to knowledge of the research amal d¢ollection of theses. The thesis is

concluded with the introduction of suggestionsRarther research.
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2 Theoretical background

In the literature review the theoretical backgrowfithe topic is introduced and argued. This
chapter contains the most important theories aedsién connection with the researched

issues.

2.1 Definitions and interpretation for services

The aim of the chapter is to review the differeefimitions of services to determine the

origins of standardisation and customisation confiogn the manufacturing-service industry

distinctions and interpretations. The differentrelateristics, especially variability, called for

the need to standardise and customise the diffeyemvice processes (Kenesei and Kolos,
2007).

2.1.1 The framework of the review

Different eras of service and service managemefihitiens and ideas of researchers are
classified by two of the most important authorstle topic: Gummesson and Grénroos
(2012). Although there are other grouping methamsexample Johnston’s (1999) which
mostly considers operations management as the togin (four stages), however the author
of this thesis uses Gummesson and Gronroos’ (20d2)ping criteria since it explains the
nature and relationship of service and goods (athalohnston’s stages are classified into the
chosen categories):

— The goods paradigm (pre-1970s)

— The service versus goods paradigm concentratingedifferences (1970s-2000s)

— The service paradigm based on the integration lamthterdependency of services and

goods (2000s-).
(Gummesson and Grénroos, 2012 p.482)

The suggested dates of the different eras detedrtayethe European founders of service
management would exclude some important researdhtlaories and therefore the year
limitations are not being considered as relevan¢.hEhe groups will include every author’s
work that belongs to the era according to the cdrtétheir research. This method gives the
chance to show that some of the theories areatitt and applied by different researchers

even though their era passed.
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The end of the chapter will propose a definitionickhwill be used by the author in the
considerations in the following chapters and topildsis definition will be the base of the

guality standardisation and customisation discussio

2.1.2 The Goods paradigm

In service marketing, management and service gutlgre are two distinctive schools of
researchers thinking absolutely differently abdutse topics. The border is between the
United States of America and Europe, mostly then8icevian region. This era was

dominated by American authors inventing and usirgrhost taught and famous theory of the
marketing mix (McVey, 1960; Bowman, McCormick, 19&¥illet, 1963; Groeneveld, 1964;

Miracle, 1965; Webster, 1968; Penn, King, 1968).e3¢éh theories mainly concerned
manufacturing and product marketing, segmentationoosumer behaviour. The middle of

the 1970s marked the change about consideringceendustry as a significant sector

2.1.3 The service versus goods paradigm concentrating dhe differences

After realising that services are worth analysing aesearching because of their importance
for the world economy. This is the period of timkeke Johnston’s (1999) three stages of the
development of operation can be put here. Thedtesie is ‘service awakening’ which is the
beginning of this era when service was startedetoelsognised (Johnston, 1999). His second
stage is called: ‘breaking free from product-basexds’ (Johnston, 1999 p. 108) which means
similar to the statement which has been mentionele first sentence of this subchapter, that
highlight was put on services and the differendsvben service and goods (Johnston, 1999).
Besides the switch of the attention the main foofighe authors was to compare the
characteristics to goods which were already knowihie academic elite. At the same time
Johnston’s (1999) third stage can be classified ihis category since it contained the
integration of different disciplines for example nketing, human resource management and
operations (Johnston, 1999). The testing of thertbg started in this era and although service
became the focus, it was really important to firmbd) solutions in service which could be

useful for production firms (Johnston, 1999).

Table 1 does not attempt to include every theoly throse which are essential for this thesis.
There are other characteristics and important sssiscussed below the chart as well which

relate to the topic.

The definitions created by the researchers indtasare summarised in Table 1.
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Author

Date

Definition for service

Judd

1964

Marketed Services - A market transaction by anrpnte or
entrepreneur where the object of the market trammsars other|
than the transfer of ownership (and title, if ay)a tangible
commodity.

Levitt

1972

Service is presumed to be performed by individdaisother
individuals, generally on a one-to-one basis. Servis
performed ‘out there in the field” by distant andosely
supervised people working under highly variableqd ariten
volatile, conditions.

Juran et al.

1974

The terms are not standardised, the author oniyntriealefine
it to clarify its meaning. ‘Service is a work pemiwed by
someone else. The recipient of the service may detmer.’
p. 47

Lovelock and

Young

1979

Services involve the customer into production, &eour-
intensive, and are time-bound, consumer behaviour.

Quinn and

Gagnon

1986

All those economic activities in which the primaoytput is
neither a product nor a construction. Value is ddtte this
output by means that cannot be inventoried andotliput is
consumed when produced.

Quinn

1988

" The service sector includes activities whose wiutp not a
product or construction, it is generally consumetha time it
is produced, and provides added value in forms h(sas
convenience, amusement, timeliness, comfort, otthjethat
are essentially intangible concerns of its purchape328

Payne

1993

"A service is an activity which has some elements
intangibility associated with it, which involves me
interaction with customers or with property in thedossession
and does not result in a transfer of ownership.hange in
condition may occur and production of the serviaymar may|
not be closely associated with a physical prodycé’

Bateson

1995

Service is: ‘the extent that the benefits are dedid to thg
consumer by a service rather than a good.™ p.8

Zeithaml and

Bitner

1996

"Services are deeds, processes, performances.ic&erare
rather intangible instead of tangible. Services @mided by
manufacturing companies as well as service companie

Hoffman and

Bateson

1997

They agree with the definition, where services deéned as
deeds, effort or performances. The most importaiferdnce
between goods and services is tangibility but ihighlighted
that services and goods can both be called praducts
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Rathmell

1997

Good is a noun, service is a verb. Good is an gbgedevice
and service is a deed, a performance or an effort.

Kurtz and Clow

1998

Services and goods are different in main charatiesiand thig
is the reason their marketing is different. Thesaim
characteristics are: intangibility, perishabilityyseparability,
variability.

Kasper et al

1999

"Services are originally intangible and relativetyuickly
perishable activities whose buying takes placenimngeraction
process aimed at creating customer satisfactiordbung this
interactive consumption this does not always leadnaterial
possession.” p.13

Ruskin-Brown

2005

The best way which helps describe service is tstitate how
different it is from a good.

Bruhn
Georgi

and

2006

Services are processes. Services are intangiblishpble ang
cannot be stored, cannot be transported, are catswand
produced simultaneously, heterogeneous. The
characteristic of the process is the participatibthe custome
as a co-producer of a service.

nmajor

-

Doyle and Stern

2006

Services’ most important feature is that they atarigible. ‘A
service is an act or benefit that does not resuthé custome
owning anything’ p.349 The same characteristicsapmdied.

Bauer et al.

2007

In their definition they emphasise that service tmdapper
according to the customer needs. Service is a (pesioce, g
process which is not physical does not cause aanggh in
ownership.

Lovelock and

Wirtz

2007

They emphasise the concept ‘rent’ in services lsecius in all
services and it helps understand the meaning wicesr differing
from goods. Key words: economic activities, perfances (time
based), desired results for the customers, whooexXpeobtain

value, in exchange for their money, time and effand the valu¢

comes from access to a variety of value/creatiegnehts rathe
than from transfer of ownership. p.15

174

-

Veres

2009

Service is a not physical solution in a service kafing
perspective.

Kotler and

Armstrong

2010

Services are not different from products, they amy
intangibles. There are a lot of theories and pecastiwhich arg
valid for both, but there are some special needsduovices.

Solomon et al.

2012

‘Services are intangible products that are exchardjeectly
between the producer and the customer.’ p.19

Table 1 Service definitions from the perspectivealice vs. goods paradigm
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When academics started to research services andsdhece industry or the service
component of manufacturing company products, thag plenty of misconceptions and
misunderstandings about its role and concept. Q{1i8&8) argued that the added value in the
case of services is not low but significant as @gpoto different opinions. He proves
otherwise, rebutting the low capital intensity myhd the ‘service cannot produce wealth’

point as well.

2.1.3.1 Traditional service characteristics
The most common theory in this era was the distnadf service and goods which became a
popular philosophy (Woodruffe, 1995). Most authdedine services as something new and
different from goods on which the literature ande@rch focused earlier. They determined
four basic characteristics which are still taught aapplied in the present: intangibility,

perishability, inseparability, heterogeneity.

According to Rushton and Carson (1989) it is aaxphat services and goods are different.
The question is in what ways and to what exteny th#er and if it is relevant. They state —
as others do in this topic — that it is inapprojerito state that services are intangible and
goods are tangible because they both contain elsnfim each group, only the ratio is the

different. This proportion determines the necessaayketing and management practices.

The tangibility/ intangibility discussion is one d¢fie most argued issues in the service
literature. As the classification of service liten@ shows, the difference between goods and
service in the intangibility/tangibility dimensioms still relevant according to some

researchers, including the recent account by Hedldsh Gummerus (2012). However they

think that the concept should be changed and masetn

Hoffman and Bateson's (1997) concept of servickides that a product can be a service and
goods as well. They still believe that there shdudda difference made between goods and
services and the most important characteristiangibility or intangibility, although the other
characteristics are mentioned as well. It is attualie that in this sense intangibility can be
the fundamental difference between these two cdacdyecause some of the other

characteristics for example perishability are thesequence of intangibility.

Zeithaml et al. (1985) also found intangibility b® the most important factor since it is
mentioned by every author researching services.ddewy they admit that service companies
can be very different
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Despite the previously mentioned authors, Jan (Rd&fermined heterogeneity as the most
important characteristic of service. This makedlifficult for service providers (in their
research, financial service providers) to ensuraligu and a standardised customer

experience.

Moore et al. (2010) argue that services and pradsicbuld not mean services and goods at
the same time because in his research field — riagke products and services behave
differently and experts and managers need to engghdsow they display different
characteristics and require different strategiesweler, they do not go any further in their
argument because as they say there is not enouwsge sp their book to explain this
phenomenon, so they call services and goods pr@dustell as some other researchers they

do not agree with.

Solomon et al. (2012) state that the most essettimlacteristics of services are intangibility
and inseparability. These two factors are highéghtand the relationship between the service
provider and the customer is emphasised. They piagten to customer satisfaction and the
utility of the product. The other two charactedstiof services appear as well, but the

definition contains only the previously mentionetks.

In 2013 there are still researchers accepting #mesprinciples established in the 1970s.
Brassington and Pettitt (2013) define services wting to their differences from goods. They
still see that there is good and service contergraducts and it is the right perspective to

classify them according to this factor.

The differences between services and manufactuapyear in articles considering other
topics as well, for example in Perrigot (2006), wiilee difference between services and retalil

chains is argued in the French franchising industry

Ruskin and Brown (1995) added some other charatiteyito the agreed four: Performed,
People dominated, No ownership of resources usethdgustomer, Copyable, No second-
hand resale value, Enabling, Impossible to santpen to 'inter-customer’ influence. These

new features contain people domination and giveerearphasis to customers as well.

According to Rathmell (1997) it is useful to digfinsh goods and services, but as his
definition shows it does not have to be complicatdd concentrates on the intangibility

characteristic of the services and that is theareaghy he emphasises: when a good is bought
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the customer purchases an asset contrary to gettsegvice when the buyer only notices the

expense.

Levens (2013) defines services emphasising thefibemaistomers get when they buy and
consume the service. Benefits are the productgyutketermined by the customer. They
decide which product or package they choose aauprid the utility or the benefit. He still
emphasises the products containing goods and serag well and the four above mentioned
characteristics which differentiate goods and sexwi(intangibility, inseparability, variability,
perishability).

The following table (Table 2) contains the charastes of service.

Manufacturing/physical product Service

Tangible Intangible

Inventories Queues

Separated production andnseparable process

consumption process

Can be more standardised Can be more customised

Less random More random (Heterogeneity)

Anywhere available Less access point (Perishapllity
(Except IT services.)

Ownership Only access to the service

Can be stockpiles Cannot be stockpiled

Large region Local needs

Weak connection with customer Strong connectioh witstomer

Rather complex Rather simple

Human-machine system Human-human system

Demand/need changes in long time Demand/need chamghort time

Productivity can be measured easief It is difficutb measure the
productivity

Quiality standards can be determined Hard to dessthib expected quality

Customer has well defined objectivgs  Customer nletays know he/she¢
wants

Process is given in advance Process might charrgegdservice

Little personal contact Intense personal contact

Commerce, trade, long supply chain Direct connactidh customer

Postponed/posterior feedback fronmmediate feedback from customer

customer
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Feedback after question Feedback without question

More rational More emotional

Tool intensive Labour intensive

Change the ownership No change in ownership

Can be sold further Can be sold only once

Produced by only the produces Produced in co-pmtamiu

Production, then consumption In tirr_le parallel pathn a
consumption

Table 2 Comparison of physical production and sewiKovacs and Uden, 2010)

2.1.3.2 Other characteristics and issues
Service is not only characterised by the traditidaetors. There are several researchers who
phrased different synonyms or elements of service.

Levitt (1972) stated that there is no such thing@wice industries; there are only industries
whose service components are greater or less bwme tof other industries. This theory is
supported by Zeithaml and Bitner (1996) who usedketaexamples to show the different

characteristics of services in their article.

Payne (1993) sees products as packages, whichdpsovalue to companies’ customers and
goods and services are only subcategories, twa typproduct. His aim was to include every
service in his definition, and that is the reasdry we used a general definition.

Bateson (1995) started to use benefits as a ke imarase of services and goods and defined
them via a "bundle of benefits™ (p.8) to the custmn

Lovelock and Wirtz (2007) focuses on a concept Wwihias actually mentioned by others but
have not been put in an important context like;thiey have seen ‘rent” as a key in
understanding the nature of services. Because wbeple use a service they are the owners
only temporarily and that is why it is similar tental. They wanted to define services in their
own meaning not in connection with products andrtegferences. They present a diverse

definition, with the most important key words sunmisad in the table.

Solomon et al. (2012) use three categories to gsewmgces:
1. Goods-dominated products: Those companies belornbigotype which mostly sell

tangible products and support services.
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2. Equipment- or facility-based services: Those congswhich sell a mixture of
tangible and intangible elements in their products.
3. People-based services: Those companies which cinatemn unique and different

services.

Services are not only significant in case of ordyge providers but they are incorporated
more and more in manufacturing firms as well (Mazhe! al., 2007). Servitisation is a
method for manufacturing companies to turn to miog service for their customers which
will mean an added value to the core product (Vandeve and Rada, 1988). The aim of this
theory for manufacturing firms is to try to adapetvariable and complex customer needs
(Baines et al., 2009). Demeter and Szasz (2012 csupport the idea determined by the
international researchers as well that in caseurfgdrian manufacturing firms servitisation is
not a dominant phenomenon though more ‘servitisedhpanies tend to sell their packages
for higher prices. They were not able to providggicant evidence that the companies using
servitisation are more profitable (Demeter and $z2812). As servitisation showed there is a
large need for production businesses to turn tacEs. One of the theories helping this cause
is product-service integration which can very walplemented by technology according to
Geum et al. (2011). The same integration is sugdebly Demeter (2010) as well who

provides recipes to avoid the pitfalls of serviiisa.

When service is happening, it is similar to a draantheatrical performance. There are actors,

audiences, settings and an overall performancev@Gebal., 1998).

Irons (2006) believes that there are packages stimgiof service and good elements and
their combination provides the product at the dhelemphasises the large role of services in
the choice of customers as well. In contrast toemwttlefinitions he distinguishes seven
characteristics of a service:

1. Transiency: services do not last; they have todmsemed then and there.
People: the service provider (person) and cons(paeson) cannot be separated.
Perishability: services cannot be stored.

One-off action: difficult to standardise and cohtro

o bk~ 0N

Unsupervised process: cannot be supervised easdyitadepends on individual
reactions.

6. Customer participation: customer has a direct anich@irect influence on the process.
7. Culture: the previous six assumes a service cul{lnans, 2006)
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Shostack (1977) argued that a lot of companiesh ethe service firms, are using
manufacturing methods instead of innovative praegsprocedures and practices designed
and executed by service oriented companies.

Thinking differently and using the service conceg change the situation of any service and
manufacturing companies. In Malcolm’s (1990) aetidervice management instead of
resource management could alter the philosophyogredation of an entire sector (health

system in New Zealand).

Kasper et al (1999) involved customer satisfactionthe service definition as well

highlighting its importance and the customer's ralethe process. Besides customer
satisfaction, interaction appears as a key elenidns. definition contains the previous ones
concentrating on the differences between goods samdices, but also the new era with

customer satisfaction and interactions.

2.1.4 The service paradigm based on the integration andhé interdependency of
services and goods

It would be almost impossible to determine when trext era started. Gronroos and

Gummesson (2012) ascertained that the year of ehanag 2000 but it is easy to realise that

this kind of change does not happen in any minuts,a process, which started in the 1980s,

when authors stopped emphasising the differenogeeet service and goods and started to

deal with them as integrated and interdependerdegis.

This era was called ‘return to roots’ by Johnstd®90) who emphasised that the traditional
operational issues and approaches are still valil lsas to be considered and applicable

methods and tools has to be found out.

Author Date Definition for service

Irons 1996 “Service is a significant part of the expendityrerceptions of
reason for choice on the part of customers.” p.12

Wright 1999 ‘A service organisation is when two or more people
engaged in a systematic effort to provide servitesa
customer, the objective being to serve a customet.”

Johns 1999 Service can be defined very different ways by odfe
researchers. It can be an industry, an offeringrooutput or g
process. But a qualifying word needs to be usechwhsearcher
try to define service to make it more understanglabl

[72)
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Demeter and

Gelei

2002

Service is a way of applying resources with theppae of
changing the condition of the consumer or a goati@onduce
added value in the process.

Gilmore

2003

Service is described as an act, a process andf@rmance.

Services are widely described as economic actévttiat create
‘added value' and provide benefits for customeyagemers of

organisations).

14

Papp

2003

Services are results of activities which enablenttaéntenance
transmission,  storing, completion, development
transformation of a person, knowledge, an objecomnetimes
a process without changing its basic features.

and

Fitzsimmons
and
Fitzsimmons

2006

‘A service is a time-perishable, intangible expece
performed for customers acting in the role of coeuorcers.’ p.4

Kenesei and

Kolos

2007

Service is an intangible performance, series of,atproces
which does not cause any alteration in the ownprshimost
cases.

)

Blythe

2008

There are clearly products where the service eleplays the
major part of the cost. The difference between iser
marketing and the marketing of physical goods igible.

v

Palmer

2011

"The production of an essentially intangible beneither in its
own right or as a significant element of a tangipleduct,
which through some form of exchange, satisfiesdamtified
need.” p.2

Johnston et al.

2012

A service is an activity — a process or set of stgmlike a
product which is a thing) — which involves the treant of a
customer (or user) or something belonging to thehere the
customer is also involved, and performs some rale-
production), in the service process.

Levens

2012

‘Services are activities that deliver benefits ttmsumers of

businesses.’ p.163

Armstrong et al.

2012

"Services are a form of products that consists ativities,
benefits or satisfactions offered for sale that assentially
intangible and do not result in the ownership ofthimg.”
p.227

Harris

2013

Customer service can be anything companies andedogfor
the customers that help increase their experiennd
satisfaction.

Table 3 Service definitions from the perspectiventégration and interdependency
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In 1986 Lockyer made a very unusual statement adenices. He wanted to break out of the
framework of determining the differences betweeadgoand services. In his opinion it is not
essential to make this distinction; the line shdwavever be between financial profit making

and non-financial profit making institutions (Loaky 1986).

Later Gronroos (1991) explained and analysed thediblé&school’s accomplishments in his
article. Their advantage lay with the fact thatytidéd not have to fit into any paradigm, they
had the chance to find out the new theory, whictdimentally changed everything.

According to Wright (1995) the fundamental diffeces between goods and services simplify
the whole phenomenon of service. Services are dggaeous which makes it difficult to
formulate a marketing or management framework apple for every service provider. The
differences between good and services became nariawd it is not easy to distinguish them
anymore. Instead of examining the differences rebeas should focus on the similarities
between different types of service providers andufecturing companies to group them and
attempt to find marketing and management techniqoesmprove their operation and

marketing.

According to Schmenner (1995) the line betweeniserand manufacturing is blurred and is
expected to blur more in the future. It is verycdcao decide which company belongs to
service and which belongs to manufacturing or adfice. This theory is verified by Vargo
and Lusch (2004) almost ten years later.

In his definition of the service organisation, Wiig(1999) defines service as well,

highlighting the meaning of service which is segvilme customer. This statement contains
the customer as well as the company which aim detver a proper service for its customer.
The author applies the intensity of interactiorthe book, which characterises services and

helps classify them into groups.

Johns (1999) researched and reviewed the diffesentice theories and definitions and
determined their differences. The ‘tree’ figureJohns (1999) summarises the theories and
puts them into a framework. He also thought tharehis no hard distinction between
manufacturing and service. His final conclusiorthiat: ‘service, interaction, service quality
and value are common to both the provider and tmomer’. This thesis deals with
interaction and service quality as two importaensnts.
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Fitzsimmons and Fitzsimmons (2006) emphasiseddieeaf the customer as co-producer in
their definition, which highlights the interestirggue of involving the customer in the process

and makes the operation more cost-effective antboused at the same time.

Hoffman and Bateson (2006) explained the theoiyiglier and Langeard (1987), which they
called the Servuction model, which shows all treédes influencing the customer experience.
Three elements of this model are visible (othertamsrs, servicescape and the contact
personnel, service providers) for the customer @malis hidden (invisible organisations and
system). The model emphasises the important roleeophysical environment, the front line
employees, the invisible but influential organisai and systems. The model only considers
the operational issues in the factors but in thédhei only the customer can be found without
any operational results. But the importance ofgbe/uction model stands with the fact that

all the factors are integrated in a model.
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Figure 2 Servuction model (Eiglier and Langeard7)9

Palmer (2011) states in his definition that mostdpicts are mixtures of services and goods,
sometimes they contain more good elements sometmus service elements. The other
factors that are emphasised in the definition aokh@nge and customer satisfaction which are

not part of the traditional service definitions.

Armstrong et al (2012) defines services as produtd they concentrate on the ownership
and intangibility criterion. However, the authore atill thinking about goods and services as

two ends of a continuum, they recognise productaiaiire of services and goods.

Despite ‘Services are deeds, processes and perfoenaas a generally accepted definition
for services, Kowalkowski (2011) argued a more stmi approach containing the service
function in case of industrial firms which provideore than after sale services. The words
performance and process appears in Kenesei anad’K@l@07) definition as well. Although
they use two of the traditional characteristicseivice (lack of ownership and intangibility),
they state that there is no difference betweenicem@and goods in case of company goals,

they all want to satisfy customers’ needs (KenasadiKolos, 2007).

Harris (2013) concentrates on customer servicecaistomer satisfaction in her definition.
She considers services in a customer oriented Wais opinion is very close to the
perspective of this research because in the hadeisiry everything has to happen with the

goal of satisfying the customers™ needs and enhgribeir experience in the hotel.

Vargo and Lusch in their controversial article i002 argued that there is no need to

determine the difference between service and gbedause the whole aim and meaning of
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marketing strategy should change. They emphassethie firm needs to concentrate on its
customer service instead of product making andssalhich increases the role of the
customer in the service or manufacturing procedseyTalso suggest that firms should
outsource every manufacturing task and concentmatservices. Vargo and Lusch in their
several articles (2006, 2007, 2008) declared thagible goods only assist in the service
provision, help the customer own or apply the ssrvBervice-Dominant logic revolutionised
the way of thinking about services. Although thiedry does not cover the whole marketing
area, it directed the focus on different compangisien areas for example the issue of the
mutual and commonly created added value (Veres4)2Qintil then it is used in different

fields like tourism as well (FitzPatrick et al.,12).

2.1.5 Conclusion

As this critical review has demonstrated, the serViterature is not unified or integrated.
There is a chance to define different eras accgrttirthe different dominant theories but it is
important to mention that all the theories usednfrine 1960s are still alive and applied by

other authors and pay significant roles in todag&search as well.

The significance of defining services for this ikasas to find the hidden values in different
theories and practices and determine where theoapipes of the authors to standardisation
and customisation differ. This chapter provided distinct theories and concepts which are

essential to consider before going on to the neapter.

It is easy to see that in the goods paradigm &xagdardisation was a commonly used concept
and its application was popular among manufactufings which were the subject of

research.

In the next era which concentrated more on theedifices between goods and services,
standardisation became a characteristic which & argued could not be applied for services
because of their intangibility, heterogeneity, peability and inseparability. Because of the
paradigm shift the authors in this period of timeemetimes even now — attempted to state
what methods can be used in case of service amdsgbhowever they do not have an interest
trying to determine the different meanings of tame tools considering services. There were
attempts to use ‘goods techniques’ in the senndestry however there were no changes in
the concepts or the application methods, theirwaas only to industrialise service for more

productivity.
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Despite the previous era the latest one broke bthieoproduct cage and started to consider
services as the leading sector in the world whi@kes it compulsory to put forward. The
most important authors — Gronroos, Gummesson, Vdrgsch etc. — came from the USA
and Scandinavia with two similar paradigm concdimtgaon services as the way to satisfy the
customer and as the one and only task of the filmy suggested that the industrialisation of
services has to be forgotten and every servicesnete customised according to the needs
of the consumer. That is the reason why they emgdghe role of the customer in the
‘production’ process as well, they stated that¢hstomer is the co-producer of the product
and the value co-creation is inevitable (Vargo &ndch, 2004, Vargo et al., 2008). The
involvement of customers has been put into focuSampson and Froehle (2006) as well.
They invented the Unified Services Theory whictb&sed on the inputs coming from the
customers (Sampson and Froehle, 2006). They agttalie that this defines services and that
is the reason why the managerial issues are sgecisé¢rvices (Sampson and Froehle, 2006).
In their own definition Demeter and Gelei (2002smlemphasise the involvement of
consumers in the process, since they state thaenvices there is often a change in the
consumers’ conditions and that fact generates addie. Frei (2008) writes that there is a
big debate about the difference between produeti@hservice but it is important to see that
the most essential issues are similar althougtase of service the customer involvement as

an option has emerged.

The author of this current thesis accepts the mdiffees of the new logic of service and service
management, marketing but suggests that not oelgenvice concept should be evolved but
other concepts related to or originating from piidun or service management as well. The
author is presenting a new theory of standardisatial customisation in this thesis, using the
definitions listed above concentrating on custosaisfaction, process, benefits, the activity
characteristics and labour intensity which will étion as basics.

Service is a labour intensive activity, a procesen® the aim is to provide benefit for the

customer to satisfy their needs with involving thienthe service process itself.

The definition highlights the most essential featuof service for this thesis’ point of view.
The author considers service as an activity orcegss because the idea is that hotels and
other service providers should concentrate moréherservice process than the output itself
because this is the way to improve the qualityhaf $ervice through customer satisfaction
which will be determined in the next chapters. Labmntensity in services are already
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mentioned in definitions (Lovelock and Young, 1978)s highly emphasised in tourism

literature as well (Baum, 2007; Joppe, 2012).

This definition is being meant in the following gters when the word ‘service’ is used.

2.2 Standardisation and customisation

The aim of the following section is to define angblain the two concepts which are the main
actors of this thesis. The two ideas are presdmtdteir definition from different researchers
who mostly phrased them differently and used otv@ds trying to express the slight or more

significant distinctions between the concepts.

2.2.1 The different concepts of standardisation and custaisation

This subchapter shows the authors different ideasonnection with standardisation and
customisation. These researchers are experts fieratit topics for example marketing or
management, because the concepts of standardisattbicustomisation can be essential in

researching several problems.

Date Standardisation Customisation
Sasser 1978 | Mass production Professional
Surprenant, Solomon | 1987 | Predictability Personalization
Juran 1988 Meeting customer needs Freedom from deficienc|es
Normann 1991 Negative circle Positive circle
Kimes, Mutkoski 1991 Procedural dimension Conviviality dimension
Lovelock 1992 Operation Marketing
Baalbaki, Malhotra 1993 Globalisation Localisation
Upton 1994 Uniformity Customization
McCutcheon et al. 1994 | Responsiveness Customization
Lovelock 1995 Cycle of Mediocrity Cycle of Success
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Lampel, Mintzberg 1996 Aggregation Individualization

Anderson et al. 1997 Productivity Customer satisfaction

Silvestro et al. 1997 | Mass service Professional service

Irons 1997 Threshold values Incremental values

Kurtz, Clow 1998 Cost efficiency Service quality

Van Mesdag 1999 [ Globalisation, Adaptation
standardisation

Gronroos 2000 Technical qualityl Functional quality
dimension dimension

Ritzer 2001 McDonaldization Sneakerization

Tether et al. 2001 Economy of scale Economy of scope

Sundbo 2002 Economics off Economics of expectationg
productibility

van Looy et al. 2003 | Execution Diagnosis

Cloninger, Swaidan 2007 | Homogeneous Heterogeneous

Veres 2009 Undifferentiated  market Adaptation, one-to-on
influence marketing

Kotler 2010 Productivity Differentiation

Heppel 2010 Systemise! Personalise!

Nordin et al. 2011 Transferability acrosg Specific benefits fo
markets individual end-users

Johnston et al. 2012 | Inside-out Outside in

Johnston et al. 2012 | Commodity Capability

Table 4 The different phrasing of standardisatiot eustomisation
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2.2.2 Definitions, advantages and disadvantages of stanahsation and customisation

This subchapter presents the different perspectifetandardisation and customisation using
the ideas of the authors mentioned in Table 4. dy@roaches are going to be interpreted

according to this thesis’ perspective and the ideagyoing to be debated.

2.2.2.1 The definition and synonyms of standardisation andustomisation
This part of the thesis is going to discuss theicbaefinitions of standardisation and
customisation and some of their synonyms which wereduced in Table 4.

Standardisation is the situation where the serpic®uct is the same every time (like a
McDonald’s hamburger). Customisation means thatsihgle customer receives individual
service. Customisation is the situation where twise product is created in the concrete
situation as an individual solution to the customepecific problem (‘tailor made’, as when a
carpenter comes to your house to repair the winfild®sndbo, 2002). Bettencourt and
Gwinner (1996) says that service offering adaptatiefers to tailoring or creating a unique
bundle of service attributes or benefits basedromaividual consumer’s needs. According to
Sundbo (2002) standardisation is a mean of decrgasists, thus increasing productivity and
lowering prices. Standardisation can be explaimettims of classic economic logic, which
may be characterised as an economy of productiVifithin this logic, only prices and
guantities exist and consumers are supposed tgsatise quality of a product and compare
the price of it with the price of similar productadividual customer care is useless because
the customers themselves have the knowledge taifglabe product (whether service or
good) according to type and quality, and when th@ye done so, only price counts (Sundbo,
1994).

Standardisation implies high production volumes aelatively distant relations with the
customer (since little information is required froin@ consumer to specify the product).

It is likely that standardised services tend t@eaiin price sensitive markets where there are
economies of scale, and where production is routuith high costs of adaptation, and which
involve standard or inflexible technologies andektively low cost labour force (which is
likely to be a labour force with a relatively loevel of educational attainment) (Tether et al,
2001).

Customisation takes place within another economgic| namely, the service management
and marketing logic, which has created a specmitcléor service production. This logic is

based on the axiom that a service product cannstdred and therefore it must be consumed
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in the moment of production and the consumer maestlro-producer. This tradition has
emphasised the solving of the single customer’'sviddal problem, and thus customisation.
Whether this is a real individual service as pratlby a tradesman or servant, or it is just an
individualisation of a smaller detail of a standaetvice, is a little difficult to say. The
customisation tendency is thus driven by this lagfiservice marketing, which economically
is the logic of old-fashioned servants. This wasmational productivity logic, but a logic of
luxury — servants did not produce much that waduliskbut they were nice to have and the
nobleman could afford this luxury. Contemporary t@as economies can be seen as luxury
economies; there are large surpluses over whataded just to survive. Therefore, buyers of
services can afford, and will look for, quality atite kind of service over price (Sundbo,
1994). Customised services are more ambiguousr Phnevision will depend on, amongst
other things, economies of scope and the costsciagsd with customisation (and the
existence and use of flexible technologies to redihese), as well as the extent to which
customers are prepared to pay (or can be persuadealy) different amounts for different
variants. This permits discriminatory pricing. Ceqgaently, when there are significant
economies of scope, the cost of customisationwsalod where customers are prepared to pay
different amounts for the similar service variantastomised services will in general be
provided. (Tether et al., 2001)

Kimes and Mustkoski (1991) analysed the customatamb in restaurants. In their study they
distinguished two roles which exist in restauramte is the procedural dimension which can
fit standardisation because its most important igiefficiency and efficient service delivery.
The other one is the conviviality dimension whiclust like customisation - provides the

extra value; make sure that the customer is coatftatand satisfied.

According to Normann (1991) there is a positive andegative circle a company can find
itself in. The positive circle suggests that whée turnover falls a service firm should
improve employee care and through that, customes, ¢a increase the perceived service
quality for the customer. The negative circle metrat if the turnover falls the company
starts cutting costs. The first one is closer tst@misation because it makes more focus on
customer care. The second one and standardisagoa mvatched only because one of the
most important aim of standardisation is cuttingtspbut it not the only one as it could be
seen in Sundbo’s theory. As it is going to be sstggein the following research these two has

to be mixed and both points should be paid attantio
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Gronroos (2000) as one of the most important astlrservice marketing and especially
service quality has a quality model with two tyjpésjuality; one is technical quality, which is
the quality of the core service delivered; anotlgethe functional quality, which is the
customer’s perception of how the service is deéderincluding extras, or peripheral
services). This approach had a great impact ondédwelopment of theories and practical
management in the late 1980s and early 90s. Tihaitsd quality of the outcome is what the
customer is left with, when the service processignbuyer-seller interactions are over. This
dimension can be measured relatively and objegtive®y customers, because of its
characteristic as a technical solution to a problelowever, there are a lot of interactions
between the service provider and the customemdnog various series of moments of truth,
the technical quality dimension will not count fte total quality which the customer
perceives they have received. The customer wiliasly also be influenced by the way in
which the technical quality is transferred to hio. the customer is also influenced by how he
receives the service and how he experiences theltameous production and consumption
process. This is called the functional quality feé process. The functional process cannot be
evaluated as objectively as the technical dimensivaquently it is perceived very
subjectively (Gronroos, 2000). Because of the nremsent and the objectivity technical
guality was defined as standardisation and funatigoality as customisation because of the
interaction with the guests. Although it is impoittdo mention that in the hotel industry,

standards are widely used in guest interactiongedis

As Sasseret al. (1978) observe the mass-production firm has beaterstood as mainly
serving private customers covering the categorgasfsumers service above. But no exact
identity between the two categories exists sincanegs firms also buy mass services. The
secondtype produces services which demand highly qudlifpersonnel, typically pro-
fessionals. The services are often complex ansteecomplicated needs, and the service is
individual, formulated to satisfy the individualstamer by solving his actual problem. Sasser
et al. (1978) describe the organization in the gssibnal type as loosely coupled, the
production process as unsystematic, and manageaselat communicative and motivating
management. The terms Sasser used are a compldth w#h standardisation and

customisation.

Cloninger and Swaidan (2007) defined two concegpltéch are similar to standardisation and
customisation. Heterogeneity is conceptualized,tasteéd, as a continuum on which a firm’s

output, whether a service, a good, or more commeangpmbination of service and good, can
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be ranked from highly homogeneous (standardizedh wiery little adaptation or

heterogeneity) to highly heterogeneous (partiailjotally customized).

McDonaldization, first used by Ritzer (1997), cam & synonym for standardisation since
these two terms both have the same meaning ancigles. Although McDonalds was not the
first company to standardise its products and @®E® in case of services and the food
industry it made the concept known and popular. gitreciples of McDonaldization are low
price (due to low costs), low quality, fast servidelivery and predictability all over the
world. Ritzer (2001) states that sneakerizatiothésopposite of McDonaldization because it
focuses on different perpectives of the productioservice delivery process. Sneakerization
does not believe that there is only one or fewestyf sneakers, it concentrates more on
hundreds of different styles which are producedniche markets, which contains only few
people who have special needs in sneakers or &thdrof products or services. Weaver
(2005) criticised Ritzer’s theory stating that theory itself is valid although there are some
important questions missing such as the custonegygrience and the employee satisfaction

in a highly standardised environment.

Kotler and Armstrong (2010) saw differentiation as opportunity, a breaking point, which

leads the company out from the price competitiavdaly in the Hungarian hotel industry the
prices are low and there is a very strong competith the business (more information about
the topic can be found in Chapter 2.5).

Achieving better productivity is another reachasikeiation for companies. They are able to
do that in many ways, one of them is standardisatio industrialization of some parts of

services (Kotler, Armstrong, 2010).

It is generally accepted that businesses wouldepréd maximize the benefits from

standardisation through globalisation, but thas thésire is stymied by the need to develop
products or services that will suit the foreign hker (van Mesdag, 1999).

Standardisation/customisation theories are commadgd in international perspectives.
Schmid and Kotulla (2010) aimed to find the neces$actors determining the success of
international standardisation and adaptation. Samiel. (2003) also considered international
standardisation focusing on advertising. They dt#tat the standardisation of advertising is
only possible when the two countries have a losiofilarities. The other criterion was the

size of the company, they explained that biggesslidxies of multinational companies tend
to standardise their advertising activities. Quested Conduit (1996) also researched
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multinational companies attempting to find any evice of the positive relationship between
standardisation and centralisation which was sugdes the literature. They actually found
the opposite of that statement which has to makkimational companies’ managers think

about their strategies in the future.

According to Gilpin and Kalafatis (1995) arguedngsexamples from the UK leisure industry
that services can successfully be standardisdteitbmpany’s positioning strategy is clear.
They stated that standardisation in leisure firrep$ assuring consistent quality and cost

effectiveness at the same time.

Zeithaml and Bitner (1996) found out the methodglag Gaps where gap 2 considers
standardisation as a key element. They want toysaaif the company understand the
expectation of customers and worked out standarcsrading to them. The authors state that
many managers do not think that services can Inglatdised because they are intangible and
hard to measure although there are a large nunfbeyutine tasks which are used in the
service companies even in case of highly custonssedces. Routine exercises can be easily
standardised and with this method made more efedZeithaml and Bitner,1996). They
determined three forms of service standardisati@echnological aspect, work method
improvement and combination of the above mentidnedforms. The technological aspect is
useful when the company want to substitute humamolwement with a technology for
example computerised check in, the work method avgment standardise the routine tasks
of a service employee. This thesis focuses on¢hersl form when the interactions and the
routine tasks in a hotel are standardised. Theoauth this thesis accepts Zeithaml and
Bitner's (1996) statement and opinion about stasglavhich are necessary and do not mean
that the interaction with the customer is happenimga mechanical way. However this
research does not contain the examination of thigoehtion of the hotel process standards, it
is important to add that these standards have tcedtablished according to customer
expectations. Two types of standards can be idedtiHard customer-defined standards and
soft customer-defined standards. Hard customeneeéfistandards are easier to measure,
control and audit from time to time. These typestaindards operate in connection with the
response time of the employee, the waiting timeteetervice and the punctual delivery as
well. It contains the flawless service deliveryvasll which means that Crosby's (1996) zero
defect strategy is a key to the hard standardg. cestomer-defined standards are harder to
measure since they depend on the opinion of thdoyeg The only way to use this very

useful information is to talk to the front line fta
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Moore et al. (2010) supports the idea that compah#e to find the right balance between
standardisation and customisation (standardisatiiaptation) in their international marketing
activities. Michell et al. (1998) dealt with thigpic as well examining the standardisation of
the marketing mix in different countries in casestdndardising and adapting firms. They
could not find any evidence that the marketing roix an industrial product is more
standardised than a consumer product. Although tbegd out the price and distribution

policy of the marketing mix is more adapted thamdldvertising one.

2.2.2.2 The advantages and disadvantages of standardisati@md customisation

The following subchapter aims to summarise the ahges of standardisation and
customisation which needs to be concentrated onddsespaying attention to the

disadvantages at the same time.

Advantages Standardisation Customisation
Customer satisfaction | Expectations Individual needs
Quality assurance Zero failure Perceived quality
More profit Cost reduction Higher prices
Innovation Systemised Customer-near

Table 5 Common advantages of standardisation astdrmisation (based on Sundbo,
1994)

As Table 5 shows standardisation and customisétwme common advantages, which can be
reached with the help of the two strategies althaihg tools can be different.

Customer satisfaction is considered to be an imporgoal in case of services (which is
proved by the amount of articles related to custogagsfaction only recently: Shi et al, 2014,
Rashid et al, 2014, Chopra, 2014, Terpstra and eétem, 2014, Chow, 2014) as it can be
seen in Chapter 2.3). This can be achieved by tmtleepts: standardisation can provide the
product or service that they expect to get (Sundbé4). At the same time customisation will
make the company able to satisfy the individuabsee

Assuring quality is essential for service compar{@snitriadis et al, 2014, Youngdahl and
Kellogg, 1997, Chrysochou et al., 2012) and hasslsvell (Nasution and Mavondo, 2008).
Standardisation ensures quality through the zeharéastrategy (Sundbo, 1994) developed by
Crosby (1996)Standards make sure that the processes are rebaladeif they are kept, no
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mistakes can happen. In leisure firms especialigndardisation is able to help assuring
consistant quality (Gilpin and Kalafatis, 1998)n the other hand customisation represents
the customer side of quality and connects it totausr satisfaction emphasising the
perception of the guests which is helped by theiap&reatment for each customers (Sundbo,
1994).

Both concepts are able to support the goal of dmepanies to earn profit and be successful.
Standardisation can reduce costs (Sundbo, 1994udhr controlling the processes and
provide the same service to the guests. Gilpinkaaldfatis (1995) state that standardisation
can assure cost effectiveness as well as provichngistent quality. Customisation however
is able to increase the price of the product oviser(Sundbo, 1994) since customers are
willing to pay more for special treatments and outes (Sedmak and Mihalic, 2008). Sundbo
(1994) also adds that with the help of customisaiios easy to expand the sold man-hours,
because the task is rarely defined and the custooutd always be served better.

The last common advantage is innovation which carsipported by standardisation and
customisation as well. Innovation is needed in ¥ise company according to Kotler and
Armstrong who state that innovation in the sendedivery has to concentrate on the ideal
delivery process and the best people working tligler and Armstrong, 2010). It has
already been proved that innovation and standdioiisdo not exclude each other (Kondo,
2000), in a standardised company innovation isesyatised (Sundbo, 1994), that is how the
continuous improvement can be assured. Although at good method in a short run, it can
cause problems related to the innovation potenétdr (Kotler and Armstrong, 2010).
Innovation and standardisation and their connecippear in Williams and Shaw’s (2011)
article as well and they are both necessary for dhecessful internationalisation of a
company. With customisation innovation can be ausienear, which means that new ideas

come from the customers and that is a guarantesufmess (Sundbo, 1994).

Author Date Advantage of standardisation

Kimes and Mutkoski 1991 Efficiency, efficient service delivery

Sundbo 1994 Increased productivity

Ritzer 2004 Efficiency, calculability, predictability, ctwol

through nonhuman technology

Heppel 2010 Fast, predictable, perfect service

Table 6 Other advantages of standardisation acogtdidifferent authors
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Table 6 shows other special advantages of appstengdardisation in service firms.

Kimes and Mutkosky (1991) identified two importasims of standardisation when they
analysed restaurant customer contacts: efficiencg afficient service delivery. They
explained that these goals can be reached by sthsal@on or procedural dimension as it was
previously explained. Efficiency is mentioned bytzer (2004) as well when he phrased the
dimensions of the term McDonaldisation. This adagetis listed with others: calculability,
predictability and control through nonhuman tecbgygl Predictability which actually is the
customer expectation is stated by Heppel (2010yelswho determined the advantages of
standardisation as being able to provide a fastjiptable and perfect service for the customer
which according to him are the most important issueorder to deliver high quality service.
The last important advantage is productivity inseeavhich has good possibility in a service
firm if they are using standardisation (Sundbo, 4)99Bateson (1985) also mentions
productivity as one of the most important goals@inpanies and adds that these firms have
to consider the self-service option as well. Statidation is essential for introducing and
applying self-service in a hotel. Self-service banimplemented by using IT (Oh et al., 2013)
which helps the following advantages of standatitiea effectiveness, higher productivity

and customer satisfaction (Chathoth, 2006).

Although in case of standardisation some decismtur that should be considered. With
applying standardisation the organisation beconmesr rigid hierarchy (Sasser et al, 1978)
which is not always the best solution in hotels thydsecause the management style in that
case is not consultative which would be more ned@exery and Jago, 2001; Kara et al,
2013). That is the reason whieppel (2010) suggests that only the routine pseEesan be
standardised to reach the above mentioned advangjthaml and Bitner (1996) agree with
him and add that those companies that are suctassfieir performance and known for high
quality level are likely to establish operationargtards to help their employees and guide
them through their service providing activities i(daml et al 2009).In my opinion Irons’
(1997a) ‘tending the orchard’ theory is the ansteghe debate and it could be used in hotels.
He says that the aim is to get rid of strict ancchamistic standards and concentrate on the
framework of the service company; and formulateamnework which reflects on customers’
needs and founded on values and unambiguity. Kédege(2010) agrees with this thinking
since he also denies that standardisation needdate to a tight, bureaucratic control system
and he states that using standardisation can mephasise family as well which makes it
suitable for small, family hotels.
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Since customisation is variable, intangible andeasy to phrase either, Table 7 contains the

advantages and at the same time the disadvantagpplging customisation.

Advantages of customisation Disadvantage of custogation
Higher prices More costs
Special needs Only a few people
Added value Higher operational risk
Less strategic and financial risk

Table 7 The advantages and disadvantages of cisstbhom

The customer is willing to pay more for the serviicé provides something more for them
Sedmak and Mihalic (2008). They analysed the atitignof seaside resort and found if the
authenticity is harmed the number of tourists deseeand those tourist interested in culture
and nature could pay more for services althougheaticity is equally important for all
income segments. Although Heskett (1986) agreds this statement he highlights the role
of costs in using customisation. He also adds ¢hatomisation only costs a little and it is
worth fitting to the customer needs and expectatOther researchers like Nordin et al.
(2011) mention the risk of high costs mostly beeaokthe alteration of the characteristics
from time to time. There is no argument in customisation being ablesdtisfy special
customer needs and create added value to the cerstwith finding the exceptions and
dealing with them differently (Heppel, 2010), altigh it is essential to add that only a few
people are going to be interested in the specralcge(Ritzer, 2001). These thoughts suggest
that customisation represents higher operatiorsd but less strategic and financial risk
(Nordin et al. (2011).

2.2.2.3 Standards
Service providers need to establish standards éwige satisfaction for guests. Service
standards could include the time parameters, thptdor a technically correct performance,
and prescriptions for appropriate style and demaafioovelock and Wirtz, 2007). Setting
standards and using them as management contrd t®olery important in service and
manufacturing firms as well according to Kulvém akthttson (1994). They show the
appropriate ways for employees and help manageasune their performance. Hard and soft
standards, both used, but as the size of the comgranws, standards are likely to be more
formalised. Service quality and productivity areotaides of the same coin (Lovelock, Wirtz,
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2007).They cannot focus on only productivity or lgyaecause in this case operation and
marketing are separated and there is no long teeneflh in that strategy, they have to
cooperate (Lovelock, Wright, 2002). Improving protivuty means saving time and costs,
although in the front stage it can cause largelprob in the long run, if there are not enough

employees processes are slower and not proper lerfbogelock et al, 1996).

Quiality standards were originally found out anddusemanufacturing and production. They
focused on the quality and the conformance of tloelyct. Now assuring quality does not
only contain operation and production but everyeottiepartment for example marketing as
well. The most important issue nowadays is to meaand control performance which is the
reason why processes and procedures have to kdasleed to make company managers

able to decide and evaluate the success of thearoyyrgnd the employees (Woodruffe, 1995).

According to Blind and Hipp (2003) quality standardre appropriate for ‘signalling the
guality of products and services’. They state dqualtandards are highly needed in services
because of two factors:

1. Intangibility of services

2. Information asymmetries between management ansktivice providers
They also explained that in service standardisatiamimportant to consider that the product
almost always consists of processes. In this dade icompany processes are standardised,

the product is standardised.

Horovitz (2004) states that there should be no ntlbaa 50 standards in a company level
which results about 1000-2000 lines for bigger amake complex service providers as a
theme park. The more experienced the staff, thee demndards they need, although for new
employees they still function as great help. Héedastandards "a safety net” which explains
perfectly why they are needed at service compasanuch as in manufacturing companies.
Horovitz (2004) explained that the most importasuies in the case of standards are that they
need to be explicit, established by the best eng@syeveryone in the team needs to know
them, they should be used in the induction procsissuld always have a role in internal

communication and they need to be reviewed at Basty two years.

Barrett (1994) suggested to companies that theyldhask the question: "Does the standard
actually help firms manage the quality of their Wweffectively?” (Barrett, 1994 p.207). He
says if the answer is no or undecided they shoegearch and develop to be able to create

important standards for the company and the cuseame
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According to Schmenner (1995) four types of stadslaan be identified. The first three are

regulated by hotel standards as well and that \sarhexample was assigned to each.

Type of standards Definition, examples

Time Easy to measure, used in certain situations. A |hexample:
Reservation confirmation must be delivered via défaai no later

than 24 hours following the reservation.

Productivity Norm, which has to be ready or served or providetth@ end of the
day. A hotel example: standards help determinirgy namber of

rooms has to be cleaned by a room attendant.

Quality More subjective, less measurable, the measuremeithioch is audits

A} %4

reviews. A hotel example: During the entire resgovaprocess thg

associate must be friendly and spirited.

Cost The amount of labour costs, inventories.

Demand The number of customers in a period of time.

Table 8 Type of standards based on Schmenner (1995)

Liston's (1999) book focused on the quality anch@sads in case of higher education but
since education is one of the most important sesviber statements could be applied in hotel
businesses as well.

She classified standards into different groups (@ 8

Type of standards Definition

Norm-referenced A group of examiners set the norms or standards

Task-referenced They are stated according to the objectives.

Criterion-referenced | The performance is playing an important role is tase.

Table 9 Type of standards based on Liston (1999)
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Standards can be grouped into four types accordindgNesheim (1990) who mainly
concentrated on the organisational design and waaténd the best coordination mechanism

for different service firms. The four groups arelfle 10:

Type of standards Hotel example

Standardisation of work processes Room cleaning process and the number of ropms

or output which needs to be done until the end of the day

Standardisation of work processes| Reservation process

Standardisation of output The arrangement of the rooms when the guests arfive

Cultural control The process of welcoming guests on arrival

Table 10 Type of standards based on Nesheim (1990)

In this research the second and the fourth categ@ie relevant. However, there can be a
connection between the standardisation of processesultural control - which is the reason

why they are not treated separately in this thessiltural control means the standardisation
of the norms and values in the company, which ghbelthe base of standardisation of these

processes.

Standards such as dress code standards can ctetolthe marketing activity of the service
firm (Easterling et al., 1992).

There are researchers emphasising that standagdsoarimportant anymore for example
Bharadwaj et al. (2009) suggested that people (expad customers in their article) have to
choose standardisation or customisation and indds®e they preferred customisatidinere
are other authors stating similar theories: Irar®97b,Lampel and Mintzberg, 1996. They
sometimes forget that there are operational isas&gell which have to be kept in the mind of
the managers and that when customers want a claeh they will not know how and by
what steps the hotel became clean. They cannot kvioat kind of very specific standards

assure that every room has the same cleanlines#, &xad comfort.
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2.2.2.4 Customisation
Gilmore and Pine (1997) state that customisatias foar forms according to two factors:
customisation of the product and the customisatiaepresentation.

— Adaptive customisation: Low product and low repréaBon customisation. It is a
standard product which can be used in differentsway the customers themselves
(choice).

— Transparent customisation: High product and lowesgntation customisation. The
product is altered according to researched customeds but they most likely do not
know about it only using it this way.

— Cosmetic customisation: Low product and high regméstion customisation. Only the
product representation, for example the packagiagchanged according to the
customers' need.

— Collaborative customisation: High product and repregation customisation. Both
factors are adjusted to customer needs with custparécipation.

Although these are distinct categories, Gilmore Bimge (1997) think that companies can use
more of them at the same time to find the fit witle customer and create a unique added

value for them.

Reisinger and Steiner (2005) argue very strongly sluthenticity (as a factor or synonym of
customisation) is not relevant Since different amshdo not have a common ground in the

topic, objective authenticity, cannot be a starpognt for further research.

Jin et al. (2011) identified two categories of ousisation analysing the product
customisation in travel agencies: upgrading and mdpading. They determine that
customisation influences loyalty and most custoncli®ose upgrading because it starts with
an economy package and continuously gets closiettuxury package and they can stop in
any phase they want to. It proves the price ortetaof the customers. Additive and
subtractive customisation (Park et al. 2000, Wangl.e2013 ) or building up, scaling down
processes (Levin et al, 2002) mean the same d¢tagsh only using different names and
they are not only applied for the travel agencystdy. However, Levin’s, 2002 results show
that in case of pizza topping customers prefersttading down process which provides more

revenue for the company as well.

Wang (1999) suggest the use of authenticity butcthrecept can explain a wider range of

tourism than as it was defined before.
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McCutcheon et al. (1994) states that customers resggbnsiveness and customisation. They
define responsiveness as the speed of serviceedelwhich is the reason why it became
related to standardisation and customisation thaites the service delivery slower. They
think that these concepts will exist at the sammetiat firms (they mostly analysed
manufacturing companies) and managers need to rprépa that. This squeeze that they
suggested was addressed by Trentin et al. (201theicomputer industry by using product

configurations.

According to Nordin et al. (2011) companies havefitml the perfect balance between
standardisation and customisation with their wat@dssferability across markets and specific
benefits for individual end-users’ (Nordin et aRpll p.392). As a disadvantage of
customisation they mentioned the risk of high caststly because of the alteration of the
characteristics from time to time. They also amalgsndling as a good solution for mixing
the advantages of standardisation and customisakiogir findings show that customisation
represents higher operational risk but less sti@tagd financial risk, which illustrates how

much customisation is needed and cannot be ignorte long run.

As Huffman and Kahn (1998) suggested it can besadsiantage for the company if it is too
customised and there are too many choices custdmgesto consider. In this case they need
attributes fitting their needs instead of all tipgions.

Bettencourt and Gwinner (1996) emphasised theabfentline employees in customisation
and highlighted the connection between customesfaation and customisation which was
mentioned earlier by Solomon et al. (1995) and Tibson (1989).

The front line staff of hotels have to be mentiomedonnection with empowerment as well.
The level of customisation has a relationship whik level of empowerment (Lashley, 1998,
Ueno, 2008) which makes it impossible not to mentlas concept as well although it is not
the exact topic of this thesis. Conger and Kanuii@&8) state that empowerment sometimes
equals delegation in science and practice but $senee of the concept is to enable rather
than delegate. It means that employees are enabladthorised to decide in case of solving
guest problems without having to ask for permisgiea and Chen, 2011). According to the
definition, it is easy to see that customisationncd happen without empowerment. Of course
the employees have to feel empowered not only kabaut it (Ro and Chen, 2011) and this

is influenced by several factors for example thecation of the employee (Jones and Davies,
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1991), the nationality of the manager (Littrell,0ZQ, customer orientation of the employees
(Ro and Chen, 2011).

2.2.3 ‘Mixing’ standardisation and customisation

This subchapter presents the theories which magiléatandardisation and customisation as

independent ideas but they identified more categanixing the two concepts.

Heskett (1986) realised that in the market (he ussdrance as example) they started to use
standardisation and customisation as well; if th&t@mer wanted it they altered the service a
little. He stated that customisation only costgtkeland it is worth fitting the customer needs

and expectation.

Liu et al. (2008) delivered an integrative servioedel, which puts processes and

standardisation and customisation into a framew®his model emphasises the need of co-
creation and the role of customer feedback inh&ldompany processes and different places.
Standardisation and customisation can be foundeénprocess box and takes place in the

middle of the model.

Kondo (2000) proved that standardisation and intiomado not exclude each other. He dealt
with work standards and he stated that both stdisddion and creativity is needed for
employees to be able to work well and effectivélg. mentions Herzberg’s theory of the two
motivation factors: diminishing dissatisfiers ana\ding satisfiers, which is very close to
the theory used by the author of this thesis. Bmesphilosophy is used as a base by Mount
and Mattila (2009) who researched the topic offmlity and recovery and their relationship
with customer satisfaction and return intent. leitharticle reliability — establishing the basis
of hotel operation - can fit this thesis’ standaatiion and recovery — since it means a creative
problem solving — means customisation. In theieaesh it is obvious that the customers are

satisfied and intend to go back to the hotel itthwvo values are high.

The idea of industrialisation can be transferreth&oservice sector but the techniques have to
be altered to fit the different characteristics (&u Clow, 1998). The authors state that there
are three operational positions where services lsanclassified into: cost efficiency,
customisation and service quality. In this typologgst efficiency means that the company
wants to emphasise standardisation and its gdal ieduce the capital investments, labour
and operation costs. Service quality means therswpevel of service quality. Customisation
on the other hand means that the design of theatipermeets the individual customer's
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needs (Kurtz and Clow, 1998). This theory handlessise quality as an independent
dimension from customisation and standardisati@hibdoes not consider many other factors
which are parts of service quality as well. Therapenal point of view is very useful for this

research although it deals with quality in a too@e way not considering the real meaning of

service quality.

Cost efficienc

Service Customisation
quality

Figure 3 Kurtz and Clow’s (1998) theory about stedisation, customisation and service

quality

High
Professional
service
Medium Service shop
Mass services
Low

Figure 4 Number of customers processed by a typmalper day (Silvestro et al, (1997)

Figure 4 shows the three groups Silvestro et &97] classified the different services. The
grouping happened based on six factors in the coimepa People, Contact time,
Customisation, Discretion, Front Office and Procédse theory considers standardisation

(mass service) and customisation (professionaliG®nas two different ends of a line or a
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curve although it uses another category which mikReswo main concepts. Here it is called
service shop and its position is in the middlere tigure showing that it consists the main

two's characteristics in a moderate level.

Van Looy et al. (2003) quoted Maister (1996) anédubealth services as examples for
standardised and customised processes. They ththaghstandardisation and customisation
are independent dimensions and one more factoused in their theory: the degree of client
contact. According to these two dimensions (stahidation-customisation and low degree of
client contact-high degree of client contact) tdeyermined four categories:

1. Standardised process-low degree of client conthigt:is a group identified by others
as well, which emphasises the productive, costciefit and quality assuring
characteristics of this group.

2. Customised process-high degree of client conthi:group is mentioned by others as
well. For solving complex problems customer invohent is necessary and to fit to
customer needs the high contact with clients cabhaa@voided.

Although these two groups represent the exact mganiof standardisation and

customisation, they established two others.

3. Customised process-low degree of client contags ¢htegory cannot exist in the
hotel industry. Customisation of a hotel processinca happen without the
involvement of the customer and their opinion agdds.

4. Standardised process-high degree of client conthid: is the group this research
focuses on. This category represents the phenomehen a standardised process can

be customised at the same time to the customeesisne

Irons (1997b) does not support standards. He ledighat in case of service companies
standards hinder the customer oriented processefiolever writes about standards which
represent threshold values for the customers amdctmpany. If these values are not
accomplished or followed, customers are not satisfalthough if these values are achieved,
they will not be satisfied they will only be not satisfied. This can be the definition for

standardisation in this research. On the othed haaremental values give the necessary
added value to the customer, which is the exaahitieh for customisation. In addition these

two concepts live together in Irons’ (1997a) staay in this research as well.

Lampel and Mintzberg (1996) predicted the end efdtandardisation era and the beginning

of customisation as a corporate strategy. Thelieppggregation which can be connected to
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standardisation and individualization to custonisat The authors mostly used examples
from manufacturing to support their idea. In aggtean the corporate processes are dealt as
one as well as the group of customers; in casendividualization they segmented the
consumers into groups and proved products andcesrVor them differently. However, they
emphasised other possibilities which mix the twdremes together and enhance the
advantages. They determined five strategies:

1. Pure standardisation: In this case there is nocehbetween different types of
products, the customers belong to one group ang dheneed the same product or
service, although they are not able to give angllfaek to the firm.

2. Segmented standardisation: However, the produstilisstandardised there are some
variables possible for different customer groupsnei¥ they do not have any influence
on the product itself.

3. Customised standardisation: This strategy provaesomers the choice to assemble
their own products from standardised elements. dpmortunity makes it possible for
customers to express their needs to the company.

4. Tailored customisation: The customers’ feedbackhés beginning of the process in
this strategy. A prototype product is manufactuaed altered to the customers’ needs.

5. Pure customisation: This strategy means that custand producers are partners and
every process starts by considering the needsafdhsumers and ends with it.

Although it is obvious that Lampel and Mintzberg996) considered only product
standardisation and customisation, they stateckréift applications of the two strategies

mixed together, which is the most important pathis thesis’ point of view.

Standardisation and customisation can happen aatine time of service firms. According to

Palmer and Cole (1995) there are companies whesgeeidsier and more common to make
quality control checks which allow assuring higlideservice. But in the service sector there
is a big focus on customisation as well since ia #ector the customer is usually part of the
production process. The authors said that thesedintensions of variability” are interrelated

(Palmer, Cole, 1995). However they have not gote details in case of the examples they
used for the different sections but they put hetalices into the box where standardisation
and customisation are both high. It suggests tl@bperation of the hotel companies can be
standardised and customised at the same time. éathier hand the university lecture is not

on its right place according to the current authdineory. A university lecture according to its
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content can be standardised in the topics whicllisrssed but can be customised as well in

the style and behaviour of the lecturer. It shdagdn the middle of the figure.

This research supports the idea of process orientatvhich explains the application of

standardisation and customisation at the same #recess-orientation according to Karlof
and Lovingsson (2005) focuses on the customer lameffectiveness of the service delivery
as much as possible. In this definition the custosatisfaction and the effectiveness of the

process is linked and both of them have to be irgao

Johns (1993) stated that hotels aim ergonomicieffay for employees to make their work
easier and more efficient which will mean less @ghe same time. Mixing the appropriate
design which is desirable for the target segmeut productivity mean the application of

standardisation and customisation.

More researchers tried to find a solution to wdilihe advantages of both. One solution is
modularity introduced by Davis (1989) and applieg Bundbo (2002) for services.
Modularity is a technique when the parts are statisiad but the outcome is customised by
the customer or guest themselves since they dedidsh elements they would like to use to
actually produce the final product (Davis, 198%eTessence of modularity can be explained
with the following sentence: ‘Every buy is custordz every sale is standardized.” (Davis,
1989 p.18). Modularity is a very commonly used &ptan theory and practice as well to mix
the advantages of standardisation and customisddimrever, according to Bask et al. (2010)

the service applications are limited.

Frei's (2008) service model can be called a ‘mixadegory’ since it integrates different
functions, characteristics of service. He states the four things which are essential to be
taken care of are the offering, funding mechanismployee management system and the
customer management system (Frei, 2008). All obaghpics are detailed in this thesis
because of their contribution to the different tspimostly standardisation and customisation.
In the offering part Frei (2008) mentions the vallity of the products and their fit to the
customer needs which can refer to customisatioe. fllhding mechanisms are important as
much as the offering according to Frei (2008), inipleasises the need to develop those kinds
of processes which contributes to operational gmvand value-added services (Frei, 2008).
The other two factors: employee and customer mamage systems are mostly cited in
connection with quality and make it able for companto assure quality and fit customer

needs with controlling costs at the same time.
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The other possibility is elaborated by Lehrer arehiBan (2009) as programmability. This
concept ‘reconciles standardization and adaptdiyomcorporating into products the ability
to adapt to a multiplicity of market settings.’ (lrer Behman, 2009 p. 282)

Author Date Theory
Heskett 1986 Alteration of the product
Hertzberg 1987 Diminishing dissatisfiers and providing satis
Johns 1993 Mixing the design and productivity
Palmer and Cole 1995 Being able to keep standards: high, being table

customise to the guests’ needs: high

Maister 1996 Customised process-low degree of client cgontac

standardised process-high degree of client contact

Lampel and 1996 Segmented standardisation, customised
Mintzberg standardisation
Silvestro et al. 1997 Service shop
Irons 1997 Threshold values, incremental values
Kondo 2000 Standardisation and creativity in the empleyee
work
Sundbo 2002 Modularity
Frei 2008 Service model
Liu et al. 2008 Standardisation and customisation in the raiddll
Mount and Mattila 2009 Reliability and recovery
Lehrer and 2009 Programmability
Behman

Table 11 Summary of different ‘mix’ models

2.2.3.1 Mass customisation

Mass customisation revolutionised the thinking od&sng standardisation and
customisation. This subchapter introduces this epnicstrategy and tool since its aim is to
mix the advantages of the two concepts and exfileibenefits, which is concentrated on by
this thesis. Mass customisation became such anriemgdopic, a subchapter is dedicated for
the discussion.
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According to the relevant literatures Kovacs (20€8@ssifies the outcomes of production and
service as Figure 5 shows. He emphasizes the iamumtof flexibility in the case of

customised mass products.

Customized Mixed Standard
Customized
mass

Figure 5 The appearance of customisation and stadisd&ion (Kovacs, 2007)

Mass customisation once was seen as an oxymoratdéRand Louw, 1999, Duray, 2002)
but Davis (1989) showed that it is not impossilolertix the two and change the direction of
company strategies and planning systems. Foglkted. (2012) define mass customisation
as ‘a production strategy focused on the broadigimv of personalized products and services
mostly through modularized product/service desiflaxible processes, and integration
between supply chain members’ (p. 15).

Flexibility is a crucial factor in mass customisati(Hart, 1995, Radder and Louw, 1999,
Kovacs, 2007) which can be reached by advancechaémdly, mostly with computerised
systems (Davis, 1989, Hart, 1995). Flexibility amseto be essential in Pine et al. (1993) as
well. They also emphasise that besides flexibijiyck responsiveness is needed in a highly
changeable environment where the outcome has @itéed to fit customer needs (Pine et
al., 1993). In the case of how to apply mass cus@aimon he suggests that the commodity
should be standardised but the service which sod®iut should be customised (Davis, 1989).

Hart (1995) defined mass customisation in two dife ways. One of them is a more
theoretical concept: ‘the ability to provide yowstomers with anything they want profitably,
any time they want it, anywhere they want it, argywhey want it.’ (p.1) The other definition
is more achievable: ‘the use of flexible procesaed organizational structures to produce
varied and often individually customized productsd aservices at the low cost of a
standardized, mass production system.” (p. 1) Hgs ghat mass customisation is for

enlightened companies who almost always have atgggstem.
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Point of Modularity type

customer Design Fabrication Assembly Use
involvement

Design Fabricators Involvers

Fabrication

Assembly Modularizers Assemblers

Use

Table 12 Type of mass customisers by Duray (2002)

Companies do not use mass customisation the sameDumay (2002) defined different

types of mass customisers (Table 12) accordingvtogerspectives: the point of customer
involvement and the type of modularity which is de@ for mass customisation according to
her. This classification fabricators and involveepresent a higher level of customisation
since they involve customers in early stages aodige them choices as well. Modularizers
and assemblers are more significant in manufagubecause they provide solutions
(standard modules to choose from) for customershmyt are only involved in later phases
Duray (2002). Although this model was meant for usenanufacturing firms, | think the

different attitudes can be applied to service meks as well.

2.2.4 Conclusion

Summarising the two concepts is not an easy taskidering the different phrasing and
wording of the authors listed in Table 4 and préseérn the whole chapter. Although there

are common characteristics of both which are mapticr understood by almost everybody.

In the case of standardisation the understandirtbeotoncept is much more similar than in
the case of customisation. Standardisation is aafaifying the processes or the outcome
or both (however, it is essential to mention tiat thesis only deals with the standardisation
of processes) which aims the assurance of qu#tig/reduction of costs and the increase of
productivity. Customisation is harder to define lewery author agreed that the role of the
customer and their needs are significant in expigithe concept. In customisation flexibility
is very important that is the reason why it is oftalled adaptation (to the circumstances or
different needs).

The subchapter presented those ideas that staotigider the two concepts as independent

variables and those perspectives, which are alreddy to ‘mix’ the two and create new
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categories, from these one of the most importantass customisation. Table X contains the

results of this category and this author’s opiramd argument in connection with each.

This thesis is committed to a mixing approach antsdo prove the connection between the
two concepts and the significant of the applicatadnthem at the same time at the same

company, in this research: Hungarian hotels.
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Author Date Theory Remarks
Hertzberg 1987 Diminishing dissatisfiers and providing sa¢isf | This author agrees with Hertzberg's theory
aims to use this thinking in the research.
Heskett 1986 Alteration of the product Changing the prodadimited and it is true fo
manufacturing. In services processes should be
considered and they should not be changed but a
value should be added.
Johns 1993 Mixing the design and productivity This theamly considers the design but there
are other opportunities to customise although
a good start.
Palmer and Cole 1995 Being able to keep standards: high, being tablélotels are in the right place although it suggests
customise to the guests’ needs: high that it is sometimes impossible to keep stand
or customise the service which this aut
disagrees with.
Maister 1996 Customised process-low degree of client contddhe second mixed category explains the theorny of
standardised process-high degree of client contids thesis as well but the first one is imposs
to deliver in a hotel.
Lampel and 1996 Segmented standardisation, customiseds theory is a good mixture although it refers
Mintzberg standardisation manufacturing more and only concentrates on

outcome (product) instead of the delivery.

the




Silvestro et al.

1997

Service shop

This concept contains standaiahisaand

customisation in a high level.

Irons

1997

Threshold values, incremental values

The autdgrees with the classification b

disagrees with the other statements of Irons w

any more.

Kondo

2000

Standardisation and creativity in the empley

work

edaking it possible for employees to be creat
in their work is welcomed by this author althou

the standards should be kept.

Davis
Sundbo

1989
2002

Modularity

The elements are highly standardised ttennot
be changed, only their order is possible to alye

the customer.

customisation as well but only in a moderate

level. It cannot image both standardisation and

ut

hen

he explains that standardisation is not important

ive

gh

Frei

2008

Service model

Very close to the author’s pofntiew, although
it uses four characteristics but they are a
connection with standardisation a

customisation.

nd

Liu et al.

2008

Standardisation and customisation in the raidc

Il The two concepts are dealt with as proce

although the relationship is not entirely clear.

SSes
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t to
the

Mount and Mattila 2009 Reliability and recovery These two concepés\vaary close to this thesis
the problem is that recovery only concentrates on
problem solving not giving added value.

Lehrer and 2009 Programmability Mostly true for products sitlsey produce those
Behman kind of outcomes which themselves can adap
different circumstances. It does not concern
delivery process.
Davis 1989 Mass customisation Flexibility and technolage both essential i

nowadays hotels, they can make the proce
quicker although not every hotel and hotel gu
is fond of technology. It is very good to ha
choices although they are limited and creati

cannot work that well.

SSEeS
est

ve

ity

Table 13 Summary and the argument of mixed categori
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2.3 Developing the model

The previous section introduced the theories ofddedisation and customisation and the
critic of the different ideas are mentioned. Coumitiig this way of thinking this subchapter
introduces the author’s opinion how these two cptxeactually work. The first section

describes the traditional model of standardisafod customisation using the theories of
Teboul. The next subchapter presents the theowy ttinesis is based on and is being

researched.

2.3.1 The traditional model

The generally accepted approach of service stamsddimh and customisation (as it was
described earlier in Chapter 2.2) can be presens#dg Teboul's work (Teboul, 2005).
Traditionally standardisation and customisationtageextreme points of a continuum where

they share the characteristics of processes acdmoes.

< >

Limited and standard

Varied, customised _ :
service or solution

service or solution

Figure 6 Standardisation and customisation contm(ileboul, 2005)

According to Teboul, standardisation and custongsaare the two ends of a continuum
(Figure 6), which means that the service provides to choose between standardisation and
customisation; they cannot use both on the sand. lkvsuggests that firms — their leaders,
general managers - have to decide whether they dothemselves to standardisation or to

customisation.



Customisation

Standardisation

Figure 7 Standardisation and customisation illtstr@another way

This figure (Figure 7) demonstrates that these ¢ancepts are mutually exclusive, which
means that standardisation and customisation aregposite of each other; they cannot exist

at the same time in case of a process.

Customisation Standardisation

High
intensity

Low
Intensity

Figure 8 Service intensity matrix using the exangfléccor (Teboul, 2005)

Figure 8 shows how to position a hotel companytehchains into a matrix. The author uses
Accor hotels as an example which is tffebBggest hotel group in the world with about 3500
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establishments hftp://www.hotelnewsresource.com/article70429.hti/1/2013). In the

model the horizontal continuum represents the abovementioned
standardisation/customisation theory; the vertma¢ shows the intensity of interaction in
these hotel chains. It says that Sofitel is wholigtomised and there is no standardisation in
case of this hotel chain. At the bottom of the imaEormula 1 hotels are fully standardised,

there is no place for customisation in their cases.

2.3.2 The new theory

According to the approach proposed here, custoimisaand standardisation are not
independent and not opposites. Hotels do not haadwiays choose between standardisation
and customisation. Also the role of standardisaisamot only to replace customisation or vice

versa.

Figure 8 is not correct because it argues thadsataisation and customisation are opposites
but as is shown in Figure 9 the opposite of statidation is no standardisation and nor does
standardisation not equal customisation, becauséhdf processes of a hotel are not
standardised it does not mean it will operate atingrto the customers’ needs. This way of
thinking actually works in case of customisation vasll. If the hotel processes are not

customised it does not mean that they are starsgmtdnstead, they only do not meet the
customers’ needs. The result of no standardisaiorsecurity and variance which means that
the processes are not specified and the employedsamed to execute them properly so this
unexpected service is going to be provided to thests who are once served this way the
other time another way. If there is no customigsatimd guests require the personal touch,
they will surely be unsatisfied with the automasiervice, which is not different from a

machine serving them.

This kind of thinking requires a shift in the apach to the topic. If standardisation and
customisation are seen in a quality perspectives, @asy to recognise that both of them are

needed at the same time.
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No
standardisation
(insecurity,

variance

Standardisation
(minimal quality
level)

Figure 9 The opposite of standardisation is nodsedisation

Standardisation in a quality context can providaiaimal quality level to the hotel but no
standardisation on the other hand can only provwideecurity and variance as it was
mentioned before. According to this theory standatbn is necessary for a hotel to be able

to ensure a certain quality level and satisfy thersts’ needs.

Customisation (quality)

Standardisation
(minimal quality level)

Figure 10 Customisation is based on standardisation
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Customisation fits this theory because it represémé ‘real’ quality in this model. While

standardisation stands for the minimal quality hlo¢el has to provide for the guests not to

complain about the hotel service, customisatiosamething more than that, as the hotel

already ensures that the customer is not dissatisfiustomisation is an added value which a

hotel can offer to its guests to make them pledsgd| and frequent visitors: satisfied guests.

As Figure 10 shows there is no customisation withgtandardisation in a successful firm.

The minimal level of quality has to be assuredtfiesidd then hotels can deal with

customisation. It can mean that they need to osgathieir own operation before turning to the

guests and satisfy their needs. In the figure éiaisy to see that in the cases where the level of

standardisation drops the reliability of custom@aidecreases at the same time. If a minimal

level of quality, the basis of the service (stad@aation), is not firm, it is not possible to go

on to the next level (customisation).

Ad hoc

Customisation

Standardisation

Formula 1

Figure 11 Presenting Accor brands according tondve theory

Sofitel

This theory requires another figure for the Accoartlls which can be seen on Figure 11. In

Sofitel it is clear that customisation has a bigg#e than in Formula 1 hotels - given their

different target segments - but standardisationsifi needed and the amount of

standardisation should be larger because theseylinatels always have much more types of
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services which should be standardised. It is dgtuabie that in Formula 1 hotels
customisation is not needed because of its budget &tatus — although there can be special
requests - but it is not correct to think that>auly hotel does not have to be standardised.

Ad hoc activity means incidental solutions with lawareness where customisation and
standardisation questions are not raised. Theseadem events which do not aim to assure
quality or provide customer satisfaction only happecause of the front staff’'s attitude or

mood. This ad hoc section is not going to be exeechin this thesis.

2.3.3 Conclusion

As it can be seen in this subchapter the curretfioasees standardisation and customisation
in a quality way. These concepts are consideredbetonecessary for service providers
especially for hotels to make sure that the custagyats what they expected.

In Teboul's theory, the so-called ‘traditional méd¢named by the current author)
standardisation and customisation are two endaafidinuum which would mean that hotels
should choose which they prefer. In this authogsmn they do not have to choose and they
actually should not choose, they need to use hatheassame time because they enhance each
other and their strength. Since the aim of the dhigategories introduced in the previous
subchapter (2.2) the aim of this way of thinkinghie same, to exploit the advantages of both

concepts.

2.4 Customer satisfaction

As one of the aims of this thesis is to show theeffies of standardisation and customisation,
one of the most important goals of the hotels basetintroduced and later examined; this is
customer satisfaction, which can influence the ienafjthe company as well. In this section
the relationship between customer satisfaction s@vice quality, the role of customer

retention (loyal guests) and the word-of mouth lz@eng introduced. The last two concepts

(and their values) are going to be used in the Boapresearch as indicators.

2.4.1 Customer satisfaction, service quality and customeatetention

However, the percent and the added value of thacgeindustry to national economies have
risen, there were significant service failures tealdwith (Cina, 1989). He made the
connection between customer satisfaction and custeetention, when he claimed if the

customer gets more of what they ‘paid’ for, theyl Wiy again. The author states that quality
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is defined by the customers of the company andreield by the employees, whose role is

essential in this thesis as well. Cina (1989) negistimoments of truth as the contact between
customers and employees and emphasises the r@mmpdwerment in a service company

since managers in these cases cannot solve thiem®mstantly. He distinguishes two types

of quality concepts:

- Minimum requirements: these contain all the eleméin¢ customer see as necessary,
these are the ‘must’ part of the service offerittgmay vary by customers and
industries but there is a core which can easilydbegermined. It is important to
remember that satisfying this need does not makémer ultimately satisfied but
does not make them unsatisfied (can be standaohsatcording to the categorisation
of the previous chapter).

- Value-added services: the companies who cannot prdyide the minimum but
something more are able to have a competitive eflggn be considered
customisation).

(Cina, 1989)
This article determines 5 steps to create an @ffecustomer satisfaction program, which
contains: customer satisfaction audits, servicategly development, employee relations,
implementing tactics, maintenance and feedbacthdse steps he highlights the management

commitment and learning customer needs and opinions

Customer satisfaction was always important for $irm measure. One way to execute this
task is using artificial neural networks which s@m®ved to be more efficient than multiple

regressions (Gronholdt and Martensen, 2005).

Thinking about customer satisfaction the differebetveen customers often comes up. There
are important indicators influencing satisfactiordane of them was the centre of Brady et
al. (2001) researches: cultural differences. Inrtilséudy they state that Latin-American
customers placed more emphasis on satisfactionNloatih-Americans meaning that for the
first group emotional judgement of customer satifm is more important than the actual
value for the price. They highlight the fact tharsce quality is a strong determinant of

customer satisfaction as well (Brady et al., 2001).

According to Cronin et al. (2000) quality is mucloma complex, than it was suggested by the
previous authors. Besides customer satisfaction sewice quality they suggest that
consumer behavioural intention should be examireedell. These three factors need to be
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analysed individually and altogether also (Crortimle 2000). However, this thesis does not
concentrate on the guest behaviour and guest decmiking, customer satisfaction and
service quality play a great part. A similar exaation was made by Saha and Theingi (2009)
who wanted to find the answer to the financial loskw cost airlines in Thailand. They saw
that the cause — besides other factors influeneuregy player in every country for example
increasing fuel prices — was not improving quality.case of behavioural intentions they
analysed word-of-mouth, feedback and repurchasention. The authors found positive
correlations except for the feedback factor. Thislg highlights the importance of quality in
whole sectors and emphasises its role as a solitiacompanies’ financial problems. There
are different models explaining the factors inflciey quality according to Brady (2005). The
first model puts the value in the centre of the el@hd makes it the most influential factor of
behavioural intention. The second one changes lde pf service quality and satisfaction
and that is the way they put service quality inte focus and determined its effect on
behavioural intention. The third model switched kbabe places and concentrated on
satisfaction. The last one is a complex model daltee comprehensive model where almost

every factor has an effect on behavioural intenéicept for sacrifice (Brady, 2005).

Frimpong and Wilson (2013) goal was to find conimecbetween employee performance and
satisfaction using the two factor theory (hygiemel anotivation factors). They made their
research among banks in a developing country. Hewekiey could not significantly prove

their hypothesis concerning these factors, but thegyd a slight connection between them.

Van Riel et al. (2012) examined one of the elemenfisiencing customer satisfaction:

waiting for service. They assumed that the satisfa®f consumers is directly and negatively
affected by waiting. They were able to prove thgipothesis and suggested that the waiting
time and the waiting environment should be managkith makes hotel standards in this

topic necessary.

The connection between customer orientation empbddiy several researchers for a while
(Mouritsen, 1997; Brady and Cronin, 2001; Korunk@07 ) and just recently (Grissemann et
al., 2013; Lee et al., 2013; Khong et al., 2013u&tg and Lin, 2013; Lee et al., 2012; Lee et
al., 2011) and customer satisfaction was provedshyzoli et al. (2013) through internal

quality. Their research was important becauseatduso variables to find and examine the
connection. The significant role of the front listaff is emphasised by Yeh (2013) whose aim

was to identify the factors influencing the satt$ifan of employees working on the front line.
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The author thinks that the front line staff haveracial role in customer satisfaction because

of the intensity of interaction which is an essaintharacteristic of services.

The other main topic considering customer satigfads the satisfaction of employees. This
issue has been researched by many authors, inglB8mhardt et al. (2000), Snipes et al.
(2005), Chi and Gursoy (2009), Jung and Yoon (20%8)pes et al. (2005) aimed to identify
the most important factors influencing employee anstomer satisfaction. They emphasise
the role of empowerment in job satisfaction whiglessential in any kind of service and raise
the attention of managers to a more complex rewgstiem for their employees. Chi and
Gursoy (2009) highlighted that employee satisfarctias no direct influence on financial
performance only indirect through customer satigfacwhich is the same thing suggested by
Berhardt et al. (2000). The same mediator roleustamer satisfaction is identified by Jung
and Yoon (2013) when they proved that employeesfsation has an indirect effect on
customer loyalty through customer satisfaction.aAsonclusion it is important to state that
there is a strong relationship between employeecastbmer satisfaction.

Measuring customer satisfaction is usually hapggewria questionnaires in hotel. However,
there are much more effective methods for examipée American Customer Satisfaction
Index used by Hsu, 2008; Yazdanpanah et al., 2808;and Kim, 2013; Kim et al., 2013;
Deng et al., 2013 etc. and Hotel Customer Satisiadhdex suggested by Deng et al., 2013

as a method which would be much better to usettimquestionnaires.

Customer
Complaints

Service
Quality

Perceived
Value

Consumption
emotions

Customer
Loyalty

Figure 12 Modified customer satisfaction index (Bet al., 2013)

All the correlations are positive according to Himve mentioned researchers except for the
relationship between customer complaints and ovA@EIl where the correlation is negative
(Figure 12). Deng et al. (2013) used Customer faatisn Index instead of the American
Customer Satisfaction Index, the difference is thet model contains consumption emotions

and not customer expectations and service qualgtead of perceived quality. They believe
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that emotions are crucial and influence customéabeur which is essential in the process.
The authors managed to find positive connectionvéet consumption emotions and
customer satisfaction as well as with customerltgydhey highlighted the role of emotions
in the hotel sector.

Ease of
evaluating
quality

Expectations

Negative
disconfirm
antion

Repurchase
intention:

Satisfaction

Positive
disconfirm
ation

Perceived
quality

Figure 13 Anderson and Sullivan’s model (1993)

Anderson and Sullivan (1993) created an analytiGahework to be able to describe the
different factors’ effect to satisfaction and itgrther influence on repurchase intentions
(Figure 13). They introduced a new mediator betwperceived and expected quality and
satisfaction: disconfirmation (positive or negajiv&@hey believe that expectations do not
have a direct effect on satisfaction only througdtanfirmation. The authors found evidence
of the connection between the ease of evaluatiraitguand customer satisfaction through
positive disconfirmation. They suggest if customarsew the product and can evaluate it they
will be more satisfied (Anderson and Sullivan, 199is theory contains a lot of new and
special ideas containing the above mentioned pes#nd negative disconfirmation and the
ease of evaluating quality which give guidelinesnt@nagers and raise attention to the

importance to inform customers about the produdt@ovide authentic information.
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Customer satisfaction is not only important in teor and hospitality service but in other
service areas as well. Hospitals abroad have toertrate on patients’ satisfaction but the
guestion is what the indicators of this satisfattave. Khudair and Raza (2013) identified
these features in the analysed hospitals: servioeniiness, attitude of the pharmacists,
medical counselling, location and comfort of theiting area. These factors are very
important to mention because the standards usédtey chains cover all these areas because

they are aware of the effect on customer satisfacti

Tourist Tourist
Expectations \ Complaints
Tour Quality Tourist
Satisfaction

Tourist / \ Tourist Loyalty

Motivations

Figure 14 Research model by Lee et al. (2011)

In their research model Lee et al. (2011) managedentify the positive connection between
tourist satisfaction and loyalty as well as in gase of total quality and customer satisfaction
(Figure 14). However they raised the attention o flact that tourist expectations have a
negative effect on the quality of the tour whichsh® make managers think of the

communication of the product and quality.

The customer is always the focus of service quality planning service processes. However,
according to Nasution and Mavondo (2008) the pdimemf managers about customer value
is not the same as the way that customers seeathe ®pic. They examined the different

perspectives of the two stakeholders in case déréifit hotel categories: prime, standard
(medium level) and budget hotels. They suggesthbtdls differ in case of quality, value and

prestige and they support their theory by the a®alyquestionnaires as well. When they were
examining the hotel types, they were able to find that the managers’ and customers’
opinion is significantly more different in case memium hotels than standard hotels. This

means that in case of standard hotels it is e&siknow what the managers and customers
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can expect than in the extremes as premium or lbuaigels. This makes hotel classification
as a factor in customer satisfaction and expectatize of the key factors influencing the

customers’ opinion.

As the above discussion demonstrated there is eeemgnt about the connection between
customer retention, customer satisfaction and semyuality, the percentage of loyal guests in

hotel could be a good indicator showing the satigfa of the hotel guests.

2.4.2 Word of mouth

In recent years the number of complaints has gnapidly which represent a new challenge
for service employees (Wu, 2013). These complalataot contain any physical contact only
happen in the virtual world (Wu, 2013). Nowadays tbhenomenon has entirely changed,
satisfied and dissatisfied guests have the chaacexpress their ideas and problems
immediately and other people will see their commexttonce (Ekiz et al., 2012). Researches
show that 70% of hotel prefers these sites whestomers share their opinion instead of
professional product introductions (Stringam andrd8s, 2012). Melian-Gonzalez et al

(2013) suggests that firms should pay attentioaniine review sites, because they influence
the consumer’s decision of choosing a product. Trifeience of reviews to potential

customers is higher when they are provided by &lhigredible source (Bambauer-Sachse
and Mangold, 2013). Park and Allen (2013) encoutamjel general managers to respond to
the comments not only read them and apply themhe dperation of the hotel. These

statements are supported by Juhasz (2011b) asmivellresearched the influence factors of
the hotel choice. He found that hotel choice i®@#d by word of mouth or as he phrases

personal recommendations by 66% which is the high#tsencing factor (Juhasz, 2011b).

However the significance and the usefulness of etheites are rising there are some
limitations worth considering. These sites canlgd® manipulated by the competitors or the
employees of the hotel (Dellarocas, 2006). Thesduations are read by the customers but

hopefully they are not able to alter the potergiasts’ opinion.

As it is obvious that almost every hotel measunestamer satisfaction in different ways,
there is no national summary of the results whimhiat be used by researchers (Juhasz, 2008).
This is the reason why these two hotel evaluati@bsites were selected to be used as
performance indicators in the current researchh Batve different advantages why they were
selected.
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2.4.2.1 Tripadvisor
Tripadvisor reviews are commonly analysed by pleoityresearchers in different field of
studies (Vasquez, 2011; Jeacle and Carter, 2014urdasondjaja, 2012). This is the world’s
largest travel site with more than 260 million tass monthly and over 125 million reviews.
The site contains more than 3.1 million accommauieti restaurants and attractions and

operates sites in 34 countriebttp://www.tripadvisor.com/PressCenter-c6-About Hirsl

10/1/2014. This review site was selected for being the ddriggest website, where every

guest can share their opinion.

2.4.2.2 Booking.com
This site is the world leader in online bookingaacommodation. More than 550000 rooms
are reserved through this site every day by theinbas and leisure guests as well.
Booking.com offers more than 418000 accommodatioms 193 countries

(http://www.booking.com/content 10/1/2014The most important aim of this website is to

make it easy and able for customers to book theractdations online. The reviews on this
site help them select the ideal service providely@he former guests — who had booking —
can write a review about the hotel or other kindhofommodation. This website is available

in Hungarian as well.

These two review sites (and their ratings) weresehoto complete the customer opinion
section of the research and to define the levetudtomer satisfaction in the analysed

Hungarian hotels.

2.4.3 Conclusion

The aim of this subchapter was to determine thogmitant issues which consider service
guality in hotels. The findings of the literatueview suggest that different variables have to
be investigated and measured later in the resqahof the thesis. It has been proven by
authors for example Anderson and Sullivan (1993) laee et al (2011) that service quality,

customer satisfaction and customer retention hasatagionship so they can influence each
other. That is the reason why these concepts camndeft out of the research. Customer
satisfaction will be measured by the two site eatuns which are able to mediate the
customer opinions (Booking.com and TripAdvisor).s@mer retention is represented by the

loyal guest percentage of the examined hotels.
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2.5 Performance indicators

This subchapter contains the selected hotel pedocen indicators which are being measured

and applied in the research and analysis.

2.5.1 RevPar

The revenue per available rooms is the most comimalnof measuring the output of a hotel
(Brown and Dev, 1999). Counting RevPar is very easy it can show the performance of a

hotel in a period of time.

The formula for revenue per available room is (Bass and Powers, 2009):
RevPar = Rooms revenue/Available rooms or

RevPar = Paid Occupancy Percentage x ADR (Averaily Bate)

RevPar is measured by most hotels and they arereeqgto provide the data to the KSH

(Hungarian Statistics Office).

According to Barrows and Powers (2009) for meaguhiotel performance RevPar is the

ideal tool, although they raise the attention #® ieed to analyse why RevPar increased. If it
ascended due to the raise of the occupancy rateeains that the costs increased as well.
Because of this fact the goal of hotels is to ré&Bd&R — the other component of RevPar — to

get rid of the negative effects.

Although applying RevPar seems very popular inhbtel industry and considered to be a
basic indicator, there are some limitations comsideits value. It contains only the room
revenue and does not consider the food and beveesgaue and it does not contain costs
(Brown and Dev, 1999).

Oppose to the limitations, RevPar is usually appéie a key indicator of reducing investment
risk in the hotel industry. Ismail et al. (2002)nma this indicator as a good key factor in
reducing investment risk. The reason for this & thince stock returns and other objective
numbers — used and suggested by Zeithaml, 200@;eRak, 2002; Sun and Kim, 2013a — are
not available for single hotels (in case they bgldo a chain), RevPar can provide

information about the hotel itself.

In Cruz’s article the data provided by a hotel adtisg firm to the hotel management at the

end of each month contains RevPar, Occupancy Patefage daily rate, sales by main
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segments and seat turnover. This consulting fires tise first three indicators to compare the

performance of hotels and make analyses.

2.5.2 Occupancy rate

According to Barrows and Powers (2009) the formalaount the occupancy rate is:
Occupancy percentage=Rooms sold/Total rooms availab

As Orfila-Sintes and Mattsson (2009) state theeecartain organisational factors influencing
the performance of hotels. These indicators aretiaddl services, customer bookings
through tour operators, hotel chain membershipthadotel manager the same person as the
hotel owner (Orfila-Sintes and Mattsson, 2009). iTlséudy only examined the occupancy
rate as a key performance indicator however thex@tner numbers worth considering since

occupancy rate does not show the revenue of th@aom

According to Tseng et al. (2008) hotel performahes to be measured via non financial
indicators as well as financial ones. They suppbthe occupancy rate as an indicator but
used sales growth as another one but included rogsteatisfaction as well into their model

as an independent indicator.

2.5.3 ADR

The formula of determining average daily rate iarfBws and Powers, 2009):
Average rate=Dollar sales/Number of rooms sold

Average daily rate is an important indicator in gweryday operation of hotels. As it can be
seen in the formula, the rate shows how much thel eas able to sell its rooms and how

much guests were willing to pay to stay at the Ihote

2.5.4 Star rating
As lIsraeli (2002) states the star rating of hotelg/ell-known and has a tradition in Europe

and as the authors proved stars are in connecitbritve price premium as well.

Juhész (2011b) claims that choosing a hotel canfheenced by several factors. He had the
result that star rating influences the hotel chdigel0%, which is the second most important

factor in finding the ideal hotel for the stay.
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Nunez-Serrano et al. (2014) do not consider starga good quality measurement category
because there many overlapping which mostly corom fthe fact that they examined the
Spanish market where 17 different regulations eetatthe rating of hotels. In Hungary the
situation is better because there is only one asgéion which can evaluate hotels and give

star ratings, Hotelstars Union, which is going ¢oittroduced in the next section.

2.5.5 Conclusion

Besides these above mentioned and explained indscéRevPar, OCC, ADR) other numbers
can be used but it is important to remember theddldata are considered confidential in a lot
of hotels even though they have to provide the remp the Hungarian Statistics Office, so
they are very hard to collect. The other reasosghedicators were chosen was that they are

known in the Hungarian hotel industry and theyragasured by all hotels in the sample.

2.6 Hotel service in Hungary

This chapter introduces hotels as the objects isf ridsearch. The definition and the most
important characteristics of hotels are going tonbeduced as well as the recent situation of

Hungarian hotels and the issues effecting theiraipm.

2.6.1 Definition for hotels

Hotels are part of the accommodation sector ancbeatietermined as the largest group in it
(the other members of the accommodation sectorbeaseen in Appendix 1). A simple
definition for hotels says that these establishsesd#rve accommodation and food and
beverage services at the same time. (Hassanielh 2010) Hotels are very heterogeneous
(Hassanien et al, 2010), they can be small ancklamrgd they can be classified by the
following features:
— Type: from bed and breakfast hotel through airpatels to conference centres (the
type of hotels in Hungary is classified by the goweent with a regulation: 54/2003
GKM)
— Service levels: from budget hotels to full serviaels
— Brand Segmentation: from economy to premium lwhotels
(Pizam and Holcomb, 2008)
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Hotels are distinguished by ratings mostly deteediby the government of the country they
are situated. (Pizam and Holcomb, 2008) The star @snbol is most commonly applied by
these systems, although it is essential to merthiahthese rating standards are not globally
harmonised. (Hassanien et al, 2010) In Hungarysthes are provided and controlled by the
Hotelstars Union system in cooperation with the ¢uran Hotel & Restaurant Association.
Hotelstars Union have 15 member countries whene si@ndards are applied for the hotels.
Hungary was one of the first countries to enteo ititis international system. In these
countries the classification of hotels is harmodised they use the common standards and
procedures. This system is supported by HOTRECegIHpoRestaurants and Cafés in Europe)
and their aim is to deliver a unified standard tfog European hotels and bring transparency

and security for guestshtfp://www.hotelstars.eut/1/2014)

2.6.2 Hotel chains

The Collins Dictionary provides the following defion for a hotel chain: ‘a group of hotels
which belong to the same company or owner, or asso@ated in some way.’
(http://www.collinsdictionary.com/dictionary/engliétotel-chain 4/1/2014Brotherton, 2008

gives a more detailed definition for the same cphapioting Peng and Littlejohn, 1997:
‘Multi-unit service organizations; in which unitperate under a system of decision-making
permitting coherent policies and a common stratdggugh one or more decision-making
centres, and where hotel units and corporate fomstare linked to add value to each other by
ownership or contractual relationships.’
Hotels have more possibilities to enter into a haitain:
— Licensing: buying the licence to produce the sapmeduct’ in the licensee’s country
for a so called licence fee
— Franchising: this form is not very different fromdnsing only franchising is a longer
term agreement and the franchisor does not onlgrate what “product” the
company produces but it will define how the compsahguld work
— Joint ventures: when two companies own a compaggther mostly with 50-50%
share
— Wholly owned subsidiaries: it happens when the gacempany owns 100% of the
subsidiary
(Hill and Jones, 2010)
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More of the above mentioned strategies can be usadhotel chain for example company

owned and franchise units, which is called a plarghnisation. (Brookes and Roper, 2012)

Joining hotel chains have several advantages fohtand proved by O’Neill and Carlback
(2011) among others. They compared the performahdadependent and chain hotels —
analysing 51000 hotel establishments - and fouatlttie occupancy rate of chain hotels are
higher than independent hotels and their ADR (AgerBaily Rate and RevPar) are not much
lower. Considering the amount of money chain mesbeawve to pay for the know-how and
the licence these data suggest that their othésatats are higher or equal to the independent
hotels. However in case of economic recession Q'’deid Carlback (2011) were able to

prove that hotel chains are more successful théependent hotels.

2.6.3 Situation of Hotels in Hungary

There were 3,175 commercial accommodations in Hyngacording to the Hungarian
Statistical Office in 2012. The number of thesalkshments increased in 2002 (3377) and
2003 (3517) and decreased from then. Most of thstblishments are hotels or inns (can be
called bed and breakfast as well), with 997 hoaeld 1097 inns in 2012). It is important to
mention however that the number of hotels aregiswvery year (in 2011-2012 from 993-997)
These numbers show that there are more inns in &fyrigan hotels however later it is going
to be proved that the significance (most imporfarformance indicators) of hotels are much
more than in case of inns. Throughout the year msistolishment (hotels) are open in august
(1005 in 2012 and 1032 in 2013). The fact is theesen case of available rooms: 56132 in
2012 and 59509 in 2013. To overview of the situatid hotels in Hungary it is important to
note that almost 29 percent (in February 2013) of these kinds of acoodation
establishments are in the Budapest Region. As Thablaresents the second in this rank is the
West-Danubian Region and after that the Balatondreg

! The number was 25 percent in August 2013 duegsdasonal hotels.
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Buda- | Northern| Northern | Lake | Southern | Central Lake Southern | Western

pest | Hungary | Hungarian| Tisza | Hungarian| Trans- Balaton| Trans- Trans-

Plains Plains Danubian Danubian| Danubian

2013 259 109 98| 15 91 67 188 75 130
August

Table 14 Number of Hotels in Different HungariamgRas

Table 14 describes the best month from the peadoseand the worst from the low season
considering the open establishments. The Tablehdws the level of seasonality as well in
the different tourism regions. It can be easilyicext that the percentage of seasonal hotels is
the highest in the Balaton Region and the loweghenBudapest Region and the Western
Trans-Danubian Region where the demand is the staiske.

Occupancy rate (%) | Occupancy rate by beds (%)

2009 43.5 33.6

2011 45.9 34.5

2012 August 63.3 52.9
Table 15 Occupancy rates of Hungarian hotels bet\2868 and 2012

Table 15 shows that the occupancy rate of Hungdrtdals started to rise back to the level
before the economic crisis. However it has notmedcthe same percentage, yet. For hotels
the room occupancy is more important than the caeoy by beds because ‘double room for
single use price’ makes up for the empty bed. ldbtm is to sell their rooms not the beds

because there are more costs in connection witfothra not with the bed.



ADR (HUF) [ RevPar (HUF) | Total Revenue (Thousand HUF)

2009 14,913 6,423 111,257,877

2011 14,235 6,540 124,211,717

2012 August 13,911 8,803 16,023,02

Table 16 Income indicators of Hungarian hotels

On Table 16 some chosen indicators of hotel incarae be seen. Hungarian Central
Statistical Office (KSH) collects the data for theerage room rate, revenue per available
room and total revenue from hotels besides othmiiskof numbers considering the revenue
originates from catering and other services pravidg the accommodation establishment.
This thesis does not concentrate on the food amdrage part of the operation, the author
considers hotel as a whole firm where the aim isetbthe rooms with all the extra services
together in a package. There are two other indisateeasured by KSH which can be useful
for researchers: accommodation fee per tourist asmwbmmodation fee per tourist night.
However it is important to mention that these nurabare not applied in the everyday
operation and management of hotel as my experiandeersonal interviews suggest that is
why they were not involved in Table 16.

Analysing Table 16 it becomes obvious that aftex #tonomic recession these essential
income indicators decreased but they have stastedd back to the same level in 2011. Total
revenue of the hotels in Hungary managed to readheaceed the numbers which could be
measured in 2008, although the ARR and RevPar amfi still fail to deliver the same
results.

Although it is not illustrated in Table 16, it ismportant to note that the revenue coming from
international guest is double than the income patgs from domestic guests, which means
(according to these data) that those hotels coraterg on foreign tourists have more revenue

than the same hotels with Hungarian guests.
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2012 1 Star | 2 Stars 3 Stars 4 Stars 5 Stars

Total revenue 350,637| 1,765,060 28,409,904 67,799,257 33,025,847

Average revenue per
_ 17,532 16,343 58,337 270,117| 1,501,175
establishment

RevPar 1540 1969 3953 7938 21302

Table 17 Income indicators of Hungarian hotels tiayss

Table 17 illustrates the difference between hoéelsording to their quality measured with
stars mentioned in the previous subchapter. To stimvdifferent significance of hotels
grouped by Hotelstars Union the percentage of tb@mtribution to the total revenue hotels
earned in 2012 was calculated. Then using the nuofobestablishments the average revenue
an establishment reached last year was determiméddlungary most of the hotels belong to
the 3 star category, after that the 4 star categimgre is almost the same number of 5 star
and 1 star hotels, although a lot of 1 star esthbients were closed in the past 10 years. The
data in Table 17 clearly shows that the signifieant 3, 4 and 5 star hotels is much higher
than 1 and 2 star hotels. If the average revenuegiablishment is considered, it is easy to
see that the number a 5 star hotel delivers is stisi@ times higher than a 4 star hotel and
almost hundred times higher than a 2 or 1 starlhé& it could be expected the lowest
average daily rate and revenue per available raomeached by 1 star hotels and most
significant numbers are earned by 5 star hotelsage of RevPar it is almost three times
higher than four star hotels, in ADR the numbeesraore than two times higher.

2.6.4 Problems in the Hungarian hotel sector

In this subchapter the most important challengethefHungarian hotel sector is listed and
described.

According to Gyrffy (2010) the following categories can be ideetif as the most pressing
matters in the Hungarian hotels sector.



Prices

The prices of Hungarian hotels can be claimed tlmlwecomparing all the costs in connection
with operating a hotel. The low level of prices mehat there is a slight difference between
the price of a 5 or 4 star hotel but guests expegter quality in a 5 star establishment. The
low level of rates aimed to increase the occupaatg;, although it is only about 50%. In the
author’sopinion the price issue can be noticedasecof 3 and 4 star hotels even more. The
consequence of the decreased prices is that theme money left for maintenance which
results that hotels cannot provide quality equiphienthe guests or work with any. It makes
it even harder for the staff to satisfy the guestds because they have to make up for the

mistakes and deficiencies of the intangibles.q@y, 2010)
Liabilities

The low price is not the only problem holding dowhe revenue flow and worsening the
profit (if there is any) of hotels in Hungary. Hsteworking capital level is almost zero, they
have to take more and more liabilities to be ablértance their operation but they have to
pay the interests of these liabilities as well. ¢@fy, 2010) This fact also leads to the lack of
revenue in the hotel industry and puts hotels wiceus circle, where they only concentrate

on prices instead of the quality they need to mtevor their guests.
Cooperation

As this situation makes it hard for hotels to depeiheir service and innovate, it has to rely
on its environment more than usual. The establisimeeds to make the cooperation with
the city government much tighter as well as withtestand the destination. As it is known
tourists tend to choose the destination first drehtthe hotel in the chosen city or village.
(Gyorffy, 2010)

Human Resource

The bigger role of the staff has already been roaeti before but it has to be emphasised
again. The workers in the hotel — whatever joby the — need to know they all are sales and
marketing people as Lavenson (1973) claimed asametind other important human resource
innovations. Gyrffy (2010) also suggested that the staff has tprbgided with a plan for the

future to make it easier for them to accomplishgbals of the company. Nowadays there is a

new trend among hotel managers: they keep asditi¢act with the guests as possible, which
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worsens the atmosphere at the workplace. As Lavefi€iy3) suggested the general manager
has to make time to talk to their guests and ligtetheir complaints and opinions. Since
hotels need to reduce their costs to be able t&,vemme of them use outsourcing as a tool,

although this method can also have a negativetesfequality and atmosphere in the hotel.
Marketing mix

Another significant problem - originates from theeyiously mentioned ones - is the lack of
complex application of marketing mix. As it hasealdy been mentioned before, hotels only
concentrate on prices (the second P of the marketix). They want to compete with others
only with low room rates; they do not optimise thgales channels (the ratio of direct sales is
low) and communication channels &@#fy (2010). The sales channel recently includes -
sometimes only includes - the couponing websitégrd are about 60 sites in Hungary and
hotels use then as sales and communication chaaselgll. The role of these couponing
companies has risen to be so significant that thegidrian Hotel & Restaurant Association
had to stand up and warn hotels about the dandersing these sites as the main tool to sell
their rooms. They emphasise that couponing only lmanwvell used as a communication
channel but they are not able to provide higheemeres for hotels.
(http://www.hah.hu/aktualitasok/allasfoglalasokrdgsok-szallodak-reszere-a-kuponos-
kedvezmenyes-portalokkal-k/ 8/1/2014)

As Gyrffy (2010) suggested there is a problem with tlegcentage of loyal guests in
Hungarian hotels as well because it is mostly udd86 Gyrffy (2010). It can be seen as a

quality or a revenue issue.

The above mentioned problems show that the cusiamtion of hotels has to be altered or
many of them are going to go bankrupt and be take by a bank or close. Hungarian
hotels has to break out of the vicious circle aftaeduction and put the emphasis on quality
improvements through the optimisation of their owperation and delivering services
according to their guests' needs. As it has bdestridted in the analysis of the Hungarian
statistics data the number of hotels has risemtoch but considering the problems it did not
include higher quality or a competitive edge.
(http://www.hah.hu/files/2213/5272/1421/Szallodaigeelyzetertekelese 2007 _2012.pdf
8/1/2014)

These problems are essential however Juhasz (200§jests that they are only the

consequences of a larger issue: lack of market segtion or bad segmentation. In his recent
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article (Juhasz, 2014), he raises the attentiotherprocess which starts with wrong target
segments, which is followed by guest dissatisfactiess demand, less revenue and employee
dissatisfaction which puts the operation of theshotto a negative circle. As an example of
bad market segmentation there can be seen to benplete lack of recognition of young
people as important segments (Juhasz, 2011a)slrekearch he found out that the 31% of
the sample (young people) use hotels as accommadastead of youth hostels (8%) which
are actually built on their demand. Of course #agment cannot be the main target segment

although they could be counted on. (Juhasz, 2011b)

Now if hotel managers want their hotel to operatethe future they have to change the
paradigm mentioned in this subchapter and turnutdity. The aim of this thesis is to prove
that the know-how to be able to use standardisatt@hcustomisation to reach their different

goals.
2.6.5 Conclusion

The aim of this section was to introduce the spethiaracteristics of the Hungarian hotel
sector and highlight the problems which can beesblr helped by the theory which is being
tested throughout this thesis. The analysis shbassthe three-, four and five-star hotels are
much more successful in every number than otheat Ehthe reason why they have been
chosen for sample in this current research. Frasngitoup it is still obvious according to the
data that five-star hotels have the best occupaaieg and revenue as well. The problems of
the Hungarian hotel sector do not make their sinaas hard as in case of other hotels. The
mentioned issues are all in connection with quatitthe author’s opinion and the method and

theory of this thesis can help with dealing withga difficulties.
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3 Research objectives and hypotheses

The following chapter contains the research objestiand the hypotheses the author

determined and undertook the research to examuh@r@ve or reject them.

3.1 Research objectives

According to the previously mentioned logic thepgmse of the research has been phrased:

— The aim of the research is to prove the relatigndfetween standardisation and
customisation and use this as a starting point @onew theory in the service
management and service quality fields.

— At the same time it is important to identify thdsetel characteristics which have an
influence on the level of standardisation.

— The other goal is to determine the group of stat&land customised processes which
have a strong, moderate and weak relationshiptivéhnotel performance indicators.

— Another aim is to determine the performance indiatvhich belong together.

— The other purpose of the research is to examineftbet of the membership of a hotel
chain to the standardisation of the hotel or indéeat hotels can be standardised as
well.

— The final goal of the research is to prove thaséhbotels which are standardised and
customised in a high or medium level can reachebgtérformance indicators than

those which only choose between standardisatiorcasidmisation.

3.2 Research guestions

The conceptual background of the research has ibteduced and the theoretical literature

has been reviewed which led to the following resleguestions.

Q1 Is there a relationship between standardisatimhcustomisation? If so, how strongly are

they connected?
Q2 Which hotel characteristics influence the lefedtandardisation in a hotel?

Q3 Which groups of standards have weak, medium stnahg relationships with the
performance indicators (RevPar, Occupancy rateyagedaily rate, Tripadvisor evaluation,

Booking evaluation, Foreign guest percentage, Lgyalst percentage)?
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Q4 Which performance indicators can be broughtttageto improve the analysis of hotels?

What kind of performance groups can be identified?

Q5 Is there a relationship between the standardisand customisation level of the hotel and
the performance indicator it reaches?

3.3 Hypotheses

The hypotheses are built on the research queséindscontain my assumptions about the
phenomenon explored by the current thesis.

Hypothesis 1

There is a relationship between the different hatbhracteristics and the level of
standardisation in the Hungarian hotel industry.

Hypothesis la There is a relationship between chmgmbership and the level of

standardisation.

Hypothesis 1b There is a relationship between Htaed Union membership and the level of

standardisation.

Hypothesis 1c There is a relationship between timeber of rooms in the hotel and the level

of standardisation.

Hypthesis 1d There is a relationship between the mstting of the hotel and the level of

standardisation.

Hotel chain
membership
Hotelstars
Union
Standardisation/ membership
High \ Number of
Medium rooms
Low Star rating

Figure 15 The illustration of Hypothesis 1
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The first hypothesis aims to find out if there isrelationship between different hotel
characteristics and the level of standardisatiah the extent of the influence of hotel chain
membership to the level of standardisation in aafsklungarian hotels. Since the author’s
experience and hotel standardisation documentsdigrconfidentially) proved that hotel
chains assure quality through the standardisatidineoservice delivery which is supported by
the hotel management bookslayes and Ninemaier, 2003, Harris and Mongiell00&,
Rutherford and O’Fallon, 2007,) as well and namasita reason to enter into a hotel chain.
This hypothesis aims to demontrate that independwtels can use the strategy of
standardisation as well; it is not only a hoteliohmember’s characteristic. The hypothesis
also assumes that those hotels which are alreadybers of the Hotelstars Union
organisation are more likely to have their own dtads as well. For those hotels which have
their own standard system can adapt easier to tteldtiars Union requirement. The other
aim of this hypothesis is to see if there is aelé#hce between the level of standardisation in
case of the different star rated hotels. The sasgeiis asked in case of the different size of
the hotels. The author assumes that bigger hotelsnare interested in standards and it is

more obvious for them to use the standards thail botals.
Hypothesis 2

There is a relationship between standardisation @arsiomisation in the Hungarian hotel
sector.

Standardisation Customisation
High High
Medium Medium
Low Low

Figure 16 The illustration of Hypothesis 2

Most of the reviewed literatures (for example Chg@r and Swaidan, 2007, Ritzer, 1997,
Schmid and Kotulla, 2010, Samiee et al.,, 2003, &tanj et al., 2009) suggest that
standardisation and customisation are two stragdgiehoose from; they do not suggest that
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they should be mixed or used at the same timeeaddme firm, in this case a hotel, so general
managers have to choose between the two stratégilbers mention a possibility to apply
both at the same time but for different procestasekample Kimes and Mutkoski, 1991, Liu
et al., 2008, Moore et al.,, 2010) but there areh@st who consider dealing with
standardisation and customisation at the same se c& the same process (for example
Heskett, 1986, Kondo, 2000, Mount and Mattila, 200chere were also researchers who
started to develop new theories which somehow hextivo and create another category (for
example Sundbo, 2002, Gilmore and Pine, 1997) hisstopic is not agreed in the literature
one of the most important aims of this thesis iprimve that there is a relationship between
standardisation and customisation so they can b&stles each other which would mean that
they both have their roles in the life of the comypa

Hypothesis 3

A group of processes/standard groups can be idshtifhich have the most influence on the
performance indicators when they are standardisdadcastomised and at the same time when

they are only standardised or customised.

One of the most important aims of the thesis ikdtp hotels optimise or create their own
standardised, customised or standardised and cisetprocesses. This hypothesis supports
their process management and raise their attetgitime most urgent and important topics to
consider. The illustration of this hypothesis woble hard to see through because of the 44

standard groups and all their relations with théquenance indicators.
Hypothesis 4

The performance indicators (revenue per availabben;, occupancy rate, average daily rate,
stars, foreign guest percentage, loyal guest pexgen booking evaluations, Tripadvisor

evaluations) can be grouped into two factors: dpmrgerformance, guest performance.
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Operational
performance

RevPar

OoCC

ARR

Stars

Guest

performance

Frequent guest

percentage

[

Foreign  gues

percentage

|

Tripadvisor

Booking

Figure 17 The illustration of Hypothesis 4

Hypothesis 4 is searching for grouping the variglaled reducing their numbers. In this thesis

the goal of grouping the variables and finding thetir relations is more essential than

reducing the number of variables. The logic suggdbat the operational performance

indicators belong together and guest performandiators contain all the numbers coming

from guest satisfaction and the number of foreigresgs which role was introduced in

Chapter 2.6.

Hypothesis 5

The average value of the performance indicatordigher in case of higher level of

standardisation and customisation in Hungarianlote
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Highest

Highest

Standardisation Customisation

Highest
Medium Medium Highest loyal
Low Low %

Highest

foreign guest

Highest
Tripadvisor

Highest

PDOOKINQ

Figure 18 The illustration of Hypothesis 5

Hypothesis 5 is assuming that higher performandeators can be detected in those hotels
which have higher standardisation and customisagieels. This proof would be important to
get because it could help convince hotel generahagers about the significance of
standardisation and customisation levels.
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4 Empirical research

The following chapter contains the empirical reskain the topic of standardisation and

customisation and the results of testing the hygs®h and the analysis of the research results.

4.1 The research process

This chapter introduces the process of collectirgglater analysed data from defining
the population to different selection criteria atiet methods used to get the data from

appropriate sources for the research.

4.1.1 Determining the population

For the research it was essential to determineoapgof hotels which could be
analysed. The most important issue in connectigh shoosing these hotels is that they have
to be comparable. The regulation aiming the clasgion of hotels is now clear although not
all hotels in Hungary are categorised. This puseaechers into an uncomfortable situation
when we are analysing statistics. Because of tress®ons another common feature had to be
found. Since there is an organisation in Hungaricwhepresents hotels — MSZESZ or HAH
(Hungarian Hotel & Restaurant Association) — thmembers have to be the right group of
hotels because they are conscious about the situafi the hotel sector and want to be
represented. HAH has a database containing the ersittigpe, category and contacts which
helps the research process. The 2012 databasdarmbok from HAH which contains the
most important data about member hotels was udeel.database includes the organisation
group hotels according to their quality level (measl by the stars) and the region they are
located. The name of the hotels can be found q@vhtivw.hah.hu/tagjaink/szallodak.

The next task was to decide if all hotels from tis¢ should be asked to fill out the
guestionnaire. As it became obvious in the statidtine indicators (occupancy rate, RevPar,
average daily rate) of three-, four- and five-$tatels are much higher than in case of one- or
two-star hotels and their contribution to the grosgenue produced by hotels in Hungary.
Furthermore the Hungarian Hotel & Restaurant Asgamn database only contains 3 one-star
hotels and 13 two-star hotels which would not hanided relevant data.

It was also essential to identify who was able tsweer the questions. The topic of
standardisation and customisation involves eveny phthe organisation although every
department knows and uses different standardstohesncentrate on solving different kinds
of problems. This means that a front desk cler&ware of the check-in, check-out standards

but does not know anything about the housekeepargdards. It is true for the department
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managers (middle managers) as well, despite tlegt plossess a significant position in the
organisation and as Csepregi (2011) states thegl@se to the actual operation of a firm, but
in this topic they are too much involved in thewrodepartment’s tasks to be able to see the
whole organisation. These reasons made it compulsorask hotel general or operation
managers to fill out the questionnaire, which caogtéd the execution of the survey.
Consequently the population is determined as theethfour- and five-star hotels (through
their general managers), which are members of thmghrian Hotel & Restaurant

Association, 366 establishments. The sample chaisiits can be seen in Chapter 4.2.

4.1.2 The interview and validation

The interview had two important goals. One wasvidledation of the standard groups

and the other was to find out if the standard gscugove different values or weights.

4.1.2.1 The sample

To define the different importance of the standgnalips and the weight of oral and written
standardisation and to make the validation of taadard groups, 6 interviews were made to
distinguish the processes according to the neatiattdardise them. The six interviews were
organised with hotel general managers who met dtiewfing strict criteria. The chosen
leader had to have the experience of managinged Wwbich is a member of hotel chain using
standards in its operation. As it has been mentighé&otel general managers were selected
who are still working as a hotel managers in sigaift hotel chain member hotels which have
more than one unit in Hungary. To be suitable & interview it did not matter if the hotel
chain member hotel is affiliated with chain viarfchise, owned or management contract,
although the chosen hotels were connected to thteeceia ownership or franchise.

4.1.2.2 Validation

The aim of the validation process was to ask thelhmofessionals if they know what the

different standard groups mean and what kind aiadctandards can be listed below them.
This process can be classified into the memberkohgdype of validation (Creswell, 2007).

This kind of validation makes it possible for rembgrs to show the participants preliminary
examinations and ideas and they can share theiromgi about the understanding of the topic
and maybe what is missing from the list (Cresw29i07). In this process the participants had
to give examples to the given standard groups whieke it clear for the author that they

understood the content of the processes. It washeadim of this investigation to list all the
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standards belonging to the standard groups bedhasexact standards can be different in
case of the different hotel chains or independene¢ls. The goal was to identify what the

groups mean and see if there is anything missimg.eShe standard groups are transferred
from actual hotel standardisation documentatiom, pinocesses covered the whole hotel
operation, and the participants have not identibegg more. There was a general manager
who asked for the list because he realised that llage not standardised all the processes,
yet. The standard groups, since they have a veauifisant name, did not make any

difficulties for the chosen general managers, tt@yld define all of them and give examples

which fit the content of the process.

4.1.2.3 The interview

The interview can be classified as a structuredriw because its aim was to collect
guantitative data (Saunders et al., 2009), in¢hse to match weights to the standard groups
and explore the different power of oral and writttéandardisation. Besides the weight values,
the interview contained 7 open questions as caseba in Appendix 2. The issues discussed
there were used as the foundation for the preparati the questionnaire and wanted to find
out more about the standardisation and customisatiactices of hotel chains.

The interviews were carried out personally and tel@phone which made it possible to
explain the aim of the research and mostly the ephoof customisation because
standardisation and standard groups were cledhéonterviewee.

The weights of standard groups were measured bikexrtlscale as well as the difference

between oral and written standards.

4.1.3 The questionnaire

The following subchapter introduces the questiamnapplied for the research to be
able to provide the data proving the hypotheses.
The questionnaire can be divided into three parts:

— General questions: this section contained the gprestonsidering the size, the type
and other characteristics of the hotel. This phathe questionnaire included the topics
considering the performance of the company: Rev®atupancy rate, Average daily
rate, the loyal guest percentage, Hungarian guweseptage.

— Standardisation questions: this part of the questoe aims to map the quality

systems and certifications used by the hotels a@hkdifaeach process one by one is
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regulated or not. If it is regulated, it is onlycastom agreed by the staff and the
managers or it is written down to a book of staddar
— Customisation questions: this section follows thdeo of the previous group of
questions. It starts with some general issues aboest handling practices of the
hotels for example early check-in and late chedkemdl finishes with examining the
same processes mentioned earlier in the standaodisguestions. The aim of this
question was to find out how much the service cafobmed according to the guests’
needs.
The questionnaire includes closed and open qusestidre closed questions aimed to collect
all the quantitative information which was neededbe able to determine the different
standardisation and customisation levels and makgossible to compare them to the
performance indicators determined to prove the esgof the company. The open questions
want to find out the different practices and stadation, customisation practices of the
firm. Among the closed questions there were simpés/no questions and more complicated
Likert-scale or ranking questions, although it vabsays a very important issue to phrase the
tasks or questions as simple as possible and daseotery long and complicated sentences
as it was suggested by Saris and Gallhofer (200 .questionnaire can be seen in Appendix
11.

4.1.3.1 Pilot questionnaire
Before launching the final questionnaire it wasassary to test its reliability, validity
and look for errors in it (Brace, 2008). The pilesting was delivered in spring 2012. More

forms of pilot testing were used: informal pilobgnitive interviewing.

The informal pilot is usually carried out by askiagsmall number of colleagues (Brace,
2008), in this case the interviews were made whh help of two staff members at the
University of Pannonia. In informal pilot colleagueither has to meet the criteria to be in the
sample or pretend to be (Brace, 2008). The tasggtandents of this questionnaire were to be
hotel general managers, so the staff members whe agked to take part in the pilot testing
only could pretend to be general managers. Althoughimportant to mention that they both
have a research topic considering hotels and hradd had the chance to make interviews
with hotel general managers before this test wasedaout. The aim of the informal pilot was
to determine the length of time the answers woweddnas well as identifying any wording
and rooting errors. Besides this, the interviewemdd add their experience and their advice

as well; considering the way of questioning, theduay of the questions and the grouping of
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the answers. This informal pilot phase resultedlight changes in the questionnaire such as
checking the spelling, wording and notes aboutdlmpgestions which needed to be explained
more or phrased another way.

Cognitive testing was applied after the alteraticagied out due to the results of the informal
pilot. In this phase 22 interviews were made tdysgathe understanding of the questions and
reasons for giving the exact answers. In this tteste hotel general managers were chosen
who fall into the potential respondents’ group. Brsce (2008) suggested this method makes
it possible for the researcher to find out the amfortable’ topics, the abstract questions,
vocabulary problems and the order of the questidi® ‘uncomfortable’ questions were
mostly in connection with the exact statistics dalated to the performance of the hotel they
run. It varied which data was considered to be fidemtial’, the occupancy rate, the revenue
per available room or the average daily rate. Tyym get rid of these issues the cover letter
contained a section about the privacy policy amicat behaviour about the data they share.
To avoid vocabulary problems there were some wdrdnges for example instead of
standards, regulations was used as a synonym atdnusation was put into a sentence
which helped understand its meaning. Besides th@ob benefits of the cognitive testing,
the respondents were able to eliminate two questwinich were not relevant according to
their judgement. These questions aimed to find eddfice between the need for
standardisation in different departments and geoydes. In the exact exercise hotel managers
should have ranked the departments (Front Officeuddkeeping, Food and Beverage,
Maintenance, Sales and Marketing, Spa and Kitcheagording to the importance of
standardising them. The task would have been time sa case of the guest cycle (Pre-arrival,
Arrival, Stay, and Departure). Hotel managers ermjslea that this question puts them in an
impossible situation because these categories lakerg important and wide at the same
time, quality has to be assured in all departmant$ guest cycles so it was thought to be
unrealistic for them to decide the ranking. Thatesnent helped to understand their point of
view considering standards and proved that stamsdgion is a complex phenomenon and

guestions should be asked only to investigate tbegsses of the hotels.

4.1.3.2 Collecting the sample
After the pilot tests, the questionnaire was fisedi and the actual survey started in June 2013
and closed in November. Approximately 20 percenthef questionnaires were answered by
an interviewee personally. As Saris and Gallho2807) claimed, it can be noted that these

personal meetings made it possible to observedhevarbal reactions of the interviewee and
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they were more willing to make time to answer thegjions this way. Unfortunately personal
surveys have a disadvantage; they are very codtighwmade it impossible to get all the
results personally. Due to this fact the online sie&naire was preferred. The link to the
online questionnaire was sent to the email addsesc866 hotel general managers (though
the direct email addresses of every one of the rgemeanagers were not available). The
covering letter which included the link informecetgeneral managers about the purpose of
the research and the ethical issues in connectibntiae data they were providing besides the
personal contact they can use if they have anytigmssabout the questions. Besides the
printable version of the questionnaire was attacttethe letter because as the pilot test
revealed there are several hotel general managepvefer a tangible document.

The research process was planned, tested and ededoube able to get good quality data and
make it easier and faster for hotel general masagecomplete the questionnaire and provide
information. The main consequences from the ingsvgiand the pilot testing helped a lot in
amending the questionnaire and think about phrasiednypotheses and providing important
and useful methods and results for the hotel imgwast well.

4.2 Sample characteristics

The following subchapter contains the charactesstif the collected sample. The tables in
the section illustrate the exact numbers and p&ges considering the most important
features of hotels who answered to the questioenaine frequency tables from the applied
SPSS program can be found in Appendix 3.

Region

Budapest

Southern Transdanubian

Eastern Region

HAH | Percentage

122

to all

33.33

Sample

Percentage

to all

17.28

Percentage
of HAH

11.48

24.14

17.14

Table 18 The ratio of hotels in HAH database anthéxsample according to the region
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Table 18 shows the percentage of hotels in the Biigag regions. The aim of the table is to
compare the sample with the population and introduthe different shares of the regions in
operating hotel capacity. HAH represents the HuagaHotel & Restaurant Association’
database (2012) and the summarisation of the hiotdtgging to the regions. The categories
only contain three-, four- and five-star hotels.eTéecond column shows the comparison
between the number of all hotels (3, 4 and 5 dteipnging to the Hungarian Hotel &
Restaurant Association and the hotels in each medibe fourth column illustrates the same
issue only comparing the data in the sample. Thesecolumns represent the differences
between the ration of the hotels in the sample ianthe original database. The numbers
indicate that the following regions were strongepresented in the sample than in HAH
database: Balaton and the Western Region; the grextp of regions are approximately
equally represented in the two databases: Soufhemsdanubian and Eastern Region; the
final group contains those regions where the peagenof hotels are less than in the original
database: Budapest, Southern Hungarian Plainghardorthern Region.

Hotel type Number | Percentage

Boutique hotel 7 8.6

Medical hotel 3 3.7

Conference hotel 7 8.6

City hotel 24.7

Table 19 Hotel types and their representation énstimple

Table 19 shows the different hotel types and thember in the sample. The table shows
clearly that most of the hotels which data and nmiation were used in the sample are city
hotels. The second most represented group is @rferand spa hotel and the third is
medical and spa hotel. It has to be notes thabadh most hotel belong to the city hotel
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group, if hotel with spa in their type added toget(87), it becomes obvious that 45.6 percent
of the hotels in the sample are somehow claim tedaehotels. Unfortunately there was one
category which was not chosen by any hotel gemeaslagers, budget hotels. However, it is
important to note that the Hungarian phrase ‘Gaaii§’ which was translated here as budget
hotel is not a preferred title in Hungary; it istrso popular among hotel general managers as
budget hotel is in western countries.

Stars

4 star

HAH

175

Percentage to
all

47.81

Sample

49

Percentage
to all

60.5

Percentage
of HAH

28

Table 20 The ratio of hotels in HAH database anthénsample according to their quality

(stars)

Table 20 illustrates the number of hotels fromedight categories (stars) which data has been
analysed. Most of the hotels belong to the four-s&egory in the Hungarian Hotel &
Restaurant Association and it is the same in tinepky although their percentage is much
higher in this research than in the database. i; gsample the three-star hotels are less
represented than in the HAH database which male®sttier two more dominant. The last
column shows the exact percentage of the diffesemthotels in the sample comparing to the
number in the existing database. It can be seenfitestar hotels reached the highest
percentage (35%) and the second is the four-staishoomparing to the popularity given by
the HAH.

Year of opening | Number of hotels| Percentage (%)

1982-1992 14 17.28

2001-2005 17 20.99

Table 21 The age split of hotels in the sample

The table (Table 21) shows the hotels and theiniogeyears which are being analysed. It is

clear from the results that most of the hotelsamgle opened after 2001, more than 50% of
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the establishments. It proves the fact that thebmrmf competitors increased as it is said in
the statistics chapter and the investments aswieth makes the situation harder for hotels
to have guests in their accommodation facility.sTowersupply led to the low prices as well,
although there are other strategies which can Ipéeab The most productive year in hotel

opening - for these hotels in the sample — was 2@%&n 8 hotels were launched, but 1996,

2001 and 2007 were significant years as well witiotel openings.

Hotelstars Union | Number of hotels | Percentage (%)

Not classified 24 29.6

Table 22 The number and ratio of hotels accordmfpeir Hotelstars Union membership

One would assume that those hotels who are merobéin® Hungarian Hotel & Restaurant
Association have already been classified by theeltars Union, because the system is
highly supported by the organisation and their mensib- hotel general managers — take part
in the evaluation as inspectors. The results shiablé 22) that more than two-third of the
hotels are members of the Hotelstars Union as welligh the other less than one-third of
them are not classifies, yet. It is however impurtéo add that the evaluation and
classification is compulsory from June 2012 buelot hotel general managers and owners -
can decide if they choose to be an unrated hoteichvdoes not allow using star, or they
apply for an evaluation. According to my experierased survey which was carried out
personally, most of these unevaluated hotels aeady in the process of inspection and
classification, which actually takes time to prep#or because it is very common that they do
not have all supply to put them in the hotel roanshey have to change or procure furniture
or computers or any other elements. It also takes to consider which category they want to
belong to and which category they are ready torgbvehat they have to alter to belong to the
desired category.

The subchapter contained the characteristics ofdh@ple collected for this research. Most of
the hotels which got into the sample are city olivess hotels, the establishments are from
the Balaton and Western Regions and most of thenfoar-star hotels which were opened

after 2001 and more than 70% of them are clasdifjetthe Hotelstars Union.
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4.3 Testing the hypotheses

4.3.1 The analysis of hotel characteristics and the levelf standardisation (Hypotheses
1)

Hypothesis 1

There is a relationship between the different hatelracteristics and the level of

standardisation in the Hungarian hotel industry.

Hypothesis 1a There is a relationship between chaiembership and the level of

standardisation.

Hypothesis 1b There is a relationship between Btaed Union membership and the level of

standardisation.

Hypothesis 1c There is a relationship between tirabrer of rooms in the hotel and the level

of standardisation.

Hypothesis 1d There is a relationship between the rating of the hotel and the level of

standardisation.

For proving the hypothesis a methodology had ta®esloped. At first the standardisation
level of the analysed hotel had to be identified. tAis is a special type of research with a
different aims than those mentioned in the litaateview. These all explain the need for a

new kind of approach.

4.3.1.1 The weight of the standard groups

For the determination of the standardisation levebllection of standards was used which is
found out and applied by one of the biggest intigonal hotel chains — the exact name of the
hotel chain cannot be mentioned because of theidmrifality of these documents. The

‘book’ contains all the standards referring to gvaectivity which can happen in a hotel

concentrating on processes in connection with thestg or only affect employees and their
contact. | referred to these rules as a ‘book’ #msl was not a coincidence considering the
size of this document, so using it for researclppses, it had to be shortened. It is not a valid
method to leave out some processes which is naidered important by the researcher, so a

more professional strategy had to be applied. Tdredards fortunately were grouped into — as
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| call them — standard groups, which representettact rules under the title of the different
sections. In the questionnaire and the analysgetbategories have been used as indicators by
which the standardisation level of each hotel cduddmeasured. The list of the standard

groups can be seen in Appendix 12.

As it was stated before, my experience suggestaidttie importance of standards differ in
case every standard groups, which made it computsaget to know the different weights of

the standard groups. For finding out the exact rem6 interviews were made — as it has
been mentioned in the previous chapter. Thesevieteees had to determine the importance
of standardising the list of processes (standawdpg) in Likert scale from 1 to 7. The results

of these evaluations can be seen on Figure 19.
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The weight of the different standard groups

Service elevators cleanlint
Employee work areas cleanlin
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Figure19 The weight of different standard groups
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As it can be seen on Figure 19 the different stahdeoups are not weighted the same, there
are some processes which are deemed more imptotatdndardise than others. Figure 19
illustrates all the 44 standard groups.

The first five standard groups which are evaluaedessential to standardise contain three
which can be classified as hygienic processes. Meryeit has to be mentioned that
cleanliness occurs in case of several other stdrgtaup names, the hygiene and condition of
the guest bathroom is a deal breaker accordingeadbtel experts. The other two standard
groups ranked on the first and fifth place are g@astandards and staff appearances. The
importance of graphic standards come from thetfeatt hotel chains strictly specify the rule
considering the logo and the design of the docuspehe way the name of the hotel is
phrased and designed. These documents are monibyrétie centre of the hotel chain
through mystery shoppers (Williams and Buswell, 300and inspectors (Williams and
Buswell, 2003).

The last five — the processes which are less irapbtb standardise — standard groups contain
mostly those processes and activities which areaggon in the staff area and are not in
connection with the guests. There is one excegtmm this, restaurant equipment can be in
connection with the customers of the hotel. Althodige opinions of the respondents suggest
that the restaurant can work effectively and tledf stan serve the guests even without the
standardisation of the equipment.

These weights have been evaluated by the choseh éxqierts who have experience using
standards in the everyday operation of the hoy tlan or are still running. These results
then were used to help determine the level of stahsihtion in the hotels which are in the

sample.

The coefficient of variation (CV) has been appli€de formula of CV compares the ratio of
the standard deviation to the mean. The lower tmahber (percentage) is the smaller the
difference between the points determined by theeggdmanagers (Barna and Molnar, 2005).
This approach allowed the measurement of how mieh imterviewees agreed on the
evaluation of the different standard groups anddtermine an exact number for the above
mentioned topic. The standard groups the hotehopamneral managers most agreed on can be
seen on Table 23, and those groups which are abtstiilarly evaluated can be found in
Table 24.
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Standard groups (homogeneous) Cv Rank

Guest bathroom conditions 5.97 2

Guest bathroom cleanliness 7.75 3

Guest room cleanliness 8.43 4

Table 23 Standard groups with a coefficient of at@on under 10%

Standard groups (heterogeneous) Cv Rank

Wake-up call 30.62 26

Service elevators cleanliness 32.97 44

Table 24 Standard groups with a coefficient of a@on above 30%

The two tables (Table 23 and 24) show the extremhéise decisions made by the hotel chain
general managers. According to Barna and Molna@%p@hese extremes are if the CV is
under 10% meaning that they are homogeneous ane @86 when they are heterogeneous.
The last column of the tables present the finakirepaccording to the means can be found.
According to the percentages it can be easily $banhthe interviewed general managers
agreed on the most important (according to thearydgird groups which need to be regulated.
Although they highly argued on the last two itemsl &vo more which can be determined to
be less essential to standardise.

4.3.1.2 Written or not written?

In independent hotels and in the case of some ¢chambers as well it cannot be expected to
have a standard ‘book’, or documentation contairathghe rules or standards. It raises the
guestion to determine if there is a difference leetvthe efficiency of written and oral

standards or regulations. The same hotel chainrgen@nagers had to evaluate the effect

along a 1 to 7 Likert scale as well.

103



The weight of written and oral standards

Oral

Written

Figure 20The efficiency evaluation of oral and written stardi

Figure 20shows the difference between the efficiency of hlo¢el standards if they a
documented, written down and if they are customagoeed but cannot beund in a book or
a documentThe hotel experts who evaluatthe two ways compared the effect and

complianceof the specified regulatior As it can be seen in Figured 2he difference in
efficiency between the standard written down ory@adreed anused is considerablThese
weights were then used to determine the level afddrdisation in the examined hot
together with the weights matched to the differstaindard groups. This method give

complex assessment about a hotel’s standardidevel and practices.

4.3.1.3 Determining the level of standardisatiol

Although specifying the current situation of thedis in the sample it had to be investige
whetherthe 44 processes/stand groups are standardised or not and if they arelatdise:
the question was if the rulese set as the result of an agreement which becoroestam ol
they are collected and written down as a ‘bookregjulations. The questionnaire contair
table with the 44 standard groups and the hotekral managers — o fit the samplin
criteria and were able to fill out the questiona~ had to mark if they standardise the

processes and if there are oral or written starsdemdsidering the process

After collecting the results, the analysis methas o be eborated.For this reason an
indicator has been develop&number has been assigned to difeerent answer options, ¢
if the hotel does not have a service or processtioreed by the 44 indicatorit got no
number. An example for this is the busineentre cleanlinessbecause it is obvious tr

examples whera hotel does not have any business centre theimgegmocess of it i

104



impossible to standardise. If the hotel does hhae gervice but is not standardised any way,
it got the 1. If the standard group exists in tlgehand it standardised but not written down
only agreed on, so it is standardised orally, ttthe number 2. The highest category was the
following: if the process existed in the hotel, #®y provided that service and it was

regulated and written down so documented, the lyoteh 3 for that standard group.

The numbers then were put into an excel table, evtier vertical column contained the name
of the standard groups listed below each other.Wéights were put next to them to be able
to match these two together. The numbers of thel$atere inserted in the horizontal lines so
the different evaluations (1, 2 or 3) were listedler them to match the standard groups they
belong to. The weights of written and oral standawdre put below the large table containing
the rest of the data. In Attachment 5 there isctupg of one piece of the excel table which

could fit the page.

At first the point given to a standard group by tiitéel general managers has been multiplied
by the weight determined by the hotel experts & phevious interviews. This method is
carried on for every standard group — all the 4he by one. The product firstly is defined by
these two indicators. Then the different signifioaf the form of standards — oral or written
— is used as an alteration, the formula is muétplby the weight determined by the hotel
experts for the compliance of the standard by thpleyees. After calculating every product
for every standard group the formula sums up thedymts. Then the result had to be
transformed into a percentage to be able to deterritie level of standardisation for each
hotels. Firstly the sum was divided by the sumhef weights and then the maximum of the
written/oral weights which equals the evaluationtechang the written standard. The result
became a percentage which is able to describeetled bf standardisation in the analysed
hotels. This number makes it able to compare tHerdnt hotels with each other and allow
further calculations. The result at the end cansben as the percentage the hotel is
standardised. These numbers are going to be useskting Hypothesis 1 and the further
hypotheses as the level of standardisation anmeélagonship with other factors and indicators

which are being mentioned later.

4.3.1.4 The method of testing Hypothesis 1

The empirical method had to be chosen to fit thep@se of the research, the framing of the
hypothesis and is able to deal with the data gathby the survey.
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As Hypothesis 1 suggests a relationship is searfdrdzbtween the different characteristics of
the standardisation level of the hotels. For amadyshis topic different methods had to be
applied.

Hypothesis la

Since this sub hypothesis deals with the relatignsatween chain membership and the level
of standardisation, at first the chain member dedihdependent hotels had to be separated
and their influence had to be determined by thdiegdge method.

The analysis of variance was chosen because thisoohés able to make ‘inferences about
the mean values of a variety of random variablBe'sg, 2010 p.503). From one or two-factor
ANOVA, one-factor was picked, because it meanstti@atvariable depend on only one factor
the mean of a variable depends on only a singterfaactually the sample which it belongs to
(Ross, 2010).

For testing the hypothesis the aim was to be ablgite a number which will say the exact
contribution of chain membership to the level @mstardisation in hotels. This aim explains
that a special method of the analysis of variaremktb be chosen, it was the Fisher-Cochran
theorem. The method is a useful way to find ouifferent treatments or conditions might
influence some continuous measurements or responsessgnificantly
(http://www.math.bme.hu/~marib/tvgazd/tv7.@28/12/2013).

Hypothesis 1b

This hypothesis wants to find out the relationdb@ween the Hotelstars Union membership
and the level of standardisation in the Hungariatels. To determine the relationship the
analysis of variance (one-way ANOVA) has been cho$be method examines the influence
of a factor to the dependent variable, in this ¢aseHotelstars Union membership to the level

of standardisation (Huzsvai and Vincze, 2012).
Hypothesis 1c

This sub hypothesis searches for the relationséipreen the number of rooms the hotel has
and the level of standardisation. To investigate mlature of the relationship, correlation
analysis has been chosen. The value of the cooelabefficient can be between 1.00 and

0.00 although it can be negative and positive, eim&gative means that one of the variables
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increases when the other decreases and positivesntieat both variables behave the same

way (Norris et al, 2012).
Hypothesis 1d

The aim of the current hypothesis is to find tcedetine if there is a relationship between the
star rating of the hotel and the level of standaion. For finding out the expected
relationship the analysis of variance has beeniegpbecause it is able to compare ‘the
means of a minimum of two (unrelated) groups bun@st commonly used when there are
three or more mean scores to compare’ (Norris,e2Cd2 p.199) After the result a post hoc

analysis has been applied to find out more abautifierences between the groups.

4.3.1.5 The results of analysing Hypothesis 1

Hypothesis la

As it has already been mentioned the sample hadetseparated to chain member and
independent hotels. The level of standardisati@ncgnt) was assigned to every hotel in the
sample. Then chain member hotels got the numbedlile independents number 2, which
made it possible to organise them according tontimabers. After that the mean and the
deviation of the two groups were counted. Thenrttean of the whole sample had to be
determined, where the means of the different graug® weighted by the number of hotels
belonged to them (chain 19, not chain 62) and thelevproduct was divided by the number
of all elements (81). The total mean of the grasgzeing used to count further and determine
the two sub-variances with which help the variarate® within and between groups will be

able to be defined.

Chain member | Not a chain member| Altogether

Variance ratio between groups| 5.0362447

Variance ratio (H) 0.2244158
Table 25 The results of testing Hypothesis 1

There is definitely a relationship 0.22 between ichenembership and the level of
standardisation of the hotels (Table 25). Althoughs important to mention that the

relationship can only be determined as weak, becthes number is between 0.00 — 0.4 and
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according to Barna and Molnar (2005) it can beechliveak. The percentage of the
standardisation level of hotels is explained byircilmembership can be seen in the Variance
ratio between groupsection and it shows that 5% of the level of statidation at a hotel can
be explained by the chain membership. It suggéstisa5% of the standardisation level is a
consequence of other characteristics at the hdted importance of the finding is that
independent hotels can be nearly as standardisedcha;m member hotels where
standardisation and keeping the regulations is cisopy. It also follows that the general
manager of independent hotels think that standaidis is important and worth using,

although there can be some exceptions as well.

During the personal surveys | had the chance konalre with the general managers and the
information | got and the results of the analysispnted before make it unavoidable to make
further research in the topic. It would be impottanfind out what other indicators (besides

chain membership) contribute to the level of stadidation in a hotel. The interviews suggest

that the personality, the experience and the agéhe@fhotel general managers could be
important indicators in the issue. However, thespeal details of the hotel leaders were not
the topic of this current thesis.

Hypothesis 1b

The members of the Hotelstars Union were givenrthmber 1 and those who are not
members got the number 2. For analysis one way AN®¥s been applied, where the
dependent variable was the level of standardisatiod factor was Hotelstars Union

membership.

Since variance homogeneity is a precondition is Kind of method, a Levene test has been

made at the same time (Huzsvai and Vincze, 2012).

Levene test

Table 26 Test of Homogeneity of Variance
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The precondition of evaluating and explaining teeults of the analysis of variance is the
homogeneity of variance which is only valid if thevene test is not significant (Table 26). In
case of Hypothesis 1b this result is accompliseedhe analysis can be continued.

One-way ANOVA

Sum of
Squares

4896016.510 61974.893

Table 27 The result of one-way ANOVA in case of digesis 1b

The result shows (Table 27) that there is a diffeee between groups in case of the
standardisation level, so it can be stated thaglstars Union membership have a relationship
with the level of standardisation in Hungarian lhete

Hypothesis 1c
To test Hypothesis 1c correlation analysis wasiagpl

Correlation analysis

Level of
standardisation

Pearson
Correlation

Table 28 The result of correlation analysis in aaiSdypothesis 1c
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The results show (Table 28) that there is a sigaifi relationship between the number of
rooms and the level of standardisation in the hdteé relationship is significant because it is
under 0.05 (0.03) and there is a weak relationshipe the correlation coefficient is 0.33
which suggests an existing but weak relation (Bamé Molnar, 2005). Since the correlation
is positive it can be stated that in case of bidggeels, the level of standardisation is higher.

Hypothesis 1d

The last sub hypothesis, which belongs to Hyposh&siexamines the relationship between
the star rating of the hotel and the level of stadbation. A one-way ANOVA test was
applied to find out if there is a difference betwelkfferent star ratings.

Test of Homogeneity of Variance

Table 29 The test of homogeneity of variance ireaddHypothesis 1d

The Levene test shows the data is appropriated@ne-way ANOVA and the analysis can
be continued (Table 29).

One-way ANOVA

Sum of
Squares

4937788.632 63304.982

Table 30 The result of one-way ANOVA in case of dijpesis 1d

The result of the analysis of variance can be seehable 30. The output shows that there is
a significant difference between hotels with difetr star rating. To get to know which groups
are responsible for the difference, the analysistbde continued.
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Post hoc analysis

Lower

Bound

101.664 . -368.67

101.664 - -36.13

Table 31 LSD analysis for Hypothesis 1d

I- 107.591 l -487.50

The analysis Table 31 contains shows a significhiférence between three and five star
hotels in case of the level of standardisation.

4.3.1.6 Thesis 1

Thesis 1a

It has been confirmed that there is a weak relaignbetween hotel chain membership and
the level of standardisation in the Hungarian haotdustry. It has also been stated that there
are other possible factors affecting the standatidis level of a hotel.

Thesis 1b

It has been determined that there is a relationseizveen Hotelstars Union membership and
the level of standardisation.

Thesis 1c

It has been proven that there is a positive, wesktionship between the number of rooms in
the hotel and the level of standardisation.
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Thesis 1d

It has been found that there is a relationship betwthe star rating of the hotel and the level

of standardisation and the difference is betwessetistar and five-star hotels.

4.3.2 Searching for the relationship between standardisan and customisation
(Hypothesis 2)

Hypothesis 2

There is a relationship between the level of statidation and customisation in Hungarian

hotels.

The aim of Hypothesis 2 is to find out if standaadion and customisation could happen at
the same time in a hotel. The most important igsre is to prove that the two concepts are
not independent and hotels are using all of thetheir everyday operations. This issue is the
conceptual basis of the whole thesis and one ofibgt important sources of the novelty the
research will provide. The methodology applied tove this hypothesis follows the
previously mentioned one but uses other researthate and several forms of analysis to be
able to examine the problem and support Hypottesis

4.3.2.1 Determining the level of customisation

The level of standardisation is calculated accaydm the previously mentioned processes.
Determining the level of customisation had to fallthe logic created for standardisation to
be able to compare them. That is the reason whmiéas excel table was applied to define
the level of customisation. The 44 standard grampprocesses were listed in this table as
well, since they include all the processes whiah e€ast in a hotel, so it is able to provide a
comprehensive result. The difference between thruledion of the level of standardisation
and customisation is the weights which have alrelaglgn detailed earlier in the previous
subchapter. Since standardisation is proved todeel by hotel chain member hotels and
known by their general managers (as it is writtewid and evaluated at least once a year by a
mystery shopper or inspector), customisation is féangible’ and it cannot be definitely
determined in which processes customisation is etenhd that is why weights were not

assigned to the 44 processes.

As customisation can work in a different way thtandardisation, the question containing the

written and oral regulation could not be used h&iaece the approach of the subject was

112



altered, the question which is asked had to begdwas well. Although the answer options
in the customisation topic contained an elementlviwvas common with the standardisation
part, with the no service option. As it has beenntie@ed before it was important to
distinguish if a hotel does not standardise a serdr the process does not exist in the
establishment. This issue also has a crucial rot@ase of customisation, so the answer option
remained. The other opportunities are quite diffefeom the standardisation section. The
aim of the question was to find out if the hotdbaks customisation and if they do only
partially or the whole process can be changed doupito the customer needs. So the other
response opportunities in case of each processwé# ‘it is not possible to change the
process at all’, ‘the process can only partiallydostomised to the guests’ needs’ and ‘the
process can entirely be altered if the guest wantbange them’.

Analysing the responses, numbers were assignedhdéo4# processes similar to the
standardisation section. If the hotel does not liageprocess/service a 1 is given to the listed
indicator. If the hotel policy or the hotel genenadnager or any other regulation or customs
do not allow customising the process accordinght duests’ needs at all, it got 2. If the
customisation of the process is possible but oalially, it got a 3 and if the service/process
could be fully customised to whatever need thearust has, a 4 was assigned. After coding
the answers, the result was summarised, whichrdeted the whole sum of customisation at
the hotel. After that those processes and theirevalere excluded from the calculation, which
do not exist in the hotel and the ratio of cust@t could be identified. Then the whole
product was divided by the maximum reachable vétwedefining the percentage/level of
customisation in the hotel. The previous produets loe used to compare the data, although

the percentages are much easier to understandyidieand compare.

4.3.2.2 The method of testing Hypothesis 2

As the results of the analysis spreadsheet, thel t#vstandardisation and customisation are
handled as categorical variables, the method dinteshad to be chosen to fit this
characteristic. This fact limited the options ofspible methods. The other differential issue
was that a certain type of analysis had to be walewhich can determine not only the
relationship between the two concept (level of iggnce) but the strength of the
relationship as well. These facts led to the apgibnn of Cross Tabulations Analysis and

Cramer’s V statistics.
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Cross-tabulation analysis

The Cross tabulation analysis is one of the mopufas and commonly used analytical tools
in researches because it is easy to understan@xidin for researchers and customers as
well (Sajtos and Mitev, 2007). It is estimated thatiable frequency analysis and cross —
tabulation analysis appears and is used in mor@ ®@% of all research analysis
(http://qualtrics.com/wp-content/uploads/2013/0543rd abulation-Theory.pdf27/12/2013).

With this analysis the researcher is able provbefe is a relationship between two or more

variables and compare the results. Cross-tabulagio@lysis most often use categorical
(nominal measurement scale) data. The researckea kiary important role in case of these
analyses because the results will not show thetibre of the relationship, it only proves the

existence of the relationship, the researcherdasalyse it further and show the nature of the

relationship and the meaning of it (JAnosa, 2011).

From the cross-tabulation analyses the Cramer'salisics were chosen as the appropriate
tool for investigating the issue. Cramer’s V is éxdh®on chi-square and it is a very popular
method to examine nominal associations becausees @ number as a result between 0 and
1 and it can be applied to any kind of cross t&agt¢s and Mitev, 2007).

Lambda

Lambda is another cross-tabulation analysis toathvis able to provide an indication about
the strength of the relationship between indepeinded dependent variables. The value of
the indicator varies conditionally on which variabs considered to be the dependent one
(Sajtos and Mitev, 2007). This method can not atdyermine the relationship between the
variables but it is able to define the influencelw# variables on each other and which could
be the dependent variable. Lambda shows the skresfgthe relationship in a percentage

which makes it very clear to investigate the catieh (Sajtos and Mitev, 2007).

Cluster analysis

After determining the relationship between standattbn and customisation a cluster
analysis is carried out. The aim of the methodoixreate homogeneous groups of hotels
according to the two variables the level of staddation and customisation. The hotels
belonging to the same cluster should have commaturfes but there are differences between
those hotels which got into other clusters. Theae tavo different approaches which the

researcher can choose from: hierarchical methods martitioning methods (Mooi and
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Sarstedt, 2011). There are two types of hierartkioatering which can be applied. The first
one is the agglomerative and the second one iglitheive form. The difference between
them is the way they start the process, agglonveratiustering begins by handling every
object as an individual cluster and ends by everg of them belong to one cluster, the
divisive mode turn the process upside down (Noru&d.2). The aim here is to be able to
identify the objects which belong together but adow to the results and the graphs, the
researcher has to decide where they stop. The tuharof clustering which is going to be
applied in this thesis is K-means clustering. ffeds from the previously mentioned one,
because the number of clusters has to be defingbebyesearcher before the whole process
begins (Norusis, 2012). Although in case of laggnples hierarchical clustering can be hard
to understand and see through (according to J42644, a 70-object sample can already be
problematic in this context), this makes K-meanstering a good solution for this problem.
As this sample contains 81 data the results oKtmeeans method was easier to analyse and
explain. Four clusters were set to create becausase of two variables four clusters were

meant to describe the whole phenomenon.

4.3.2.3 The results of analysing Hypothesis 2

This hypothesis aimed to find the relationship et the two important concepts,
standardisation and customisation; using an exgjsish of processes and the weights given by
the experts and with these data determined thé ¢éwtandardisation and customisation.

Cramer V

Cases

.~ vaid  Missing
- N [ Percent N | Percent N

Table 32 Case Processing Summary

Table 32 shows the case processing summary whidtrdtes that there is no missing value
in the analysis and all the responses are valigtwiniakes the researcher able to evaluate the
results of the method. The first column shows ttieg analysis took place between
customisation and standardisation.
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Value | Approx.
Sig.

| cramersv [ 9sa] 000}

Table 33 The value of Cramer’s V in case of statidation and customisation

Table 33 illustrates that the result is significdbgcause it is under 0.05 and the correlation is
very strong, since it is very close to 1. It metret the standardisation and customisation of
processes in a hotel is related and they are &gnify not independent. This finding suggests
that theory of the relationship between standatidisaand customisation stands and

contradicts a lot of theories which were mentiobetbre (Chapter 2.2).

Lambda

The other test executed was a Lambda measure, wiilichelp proving the correlation and

the effect of the variables on each other; it ik db tell which one of them has a stronger

influence on the other one.

Nominal Lambda Symmetric

by Custom
Nominal Dependent
Standard

Dependent

Table 34 The results of Lambda test
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The results of the Lambda test illustrated in Ta®desupports the previously detailed idea
which was already be proved by Cramer’s V as Wélese results in Table 34 show that the
correlation between standardisation and custoroisas very high, they have very strong
relationship with each other since Lambda is messur a 0-1 scale and the result is 0.907.
The other aim of testing Lambda was to determin&hvkiariable has stronger influence on
the other. The value of Lambda makes it clear twh of the variables have the same
influence on each other which means according jm$&and Mitev (2007) that they both can

be independent and dependent variables.

Cluster analysis

To get to know and be able to explain the resuttisister analysis was performed. The aim of
the cluster analysis was to determine groups adli@iccording to the level of standardisation

and customisation and observe how these two canegpit next to each other.
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Figure 21 The illustration of cluster analysis fesu
Figure 21 presents the clusters provided by thed&ms clustering method. The figure shows
what kind of groups can be created from the andlgsenple according to the variables, the

level of standardisation and customisation. It ésyvclear on the picture that the level of
standardisation and customisation exist togethethensame level or similar level in the
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hotels. In case of three of the four groups theievalf the two variables are the same (low-
low, medium-medium, high-high) and there is one nghihe difference between the levels
made it a mixed category (medium-high). To expkama name the clusters the mean of the
standardisation and customisation level were cauied compared to each other. The
numbers are as follow:

T ~. The average level of standardisation is 0.64, texame level of
X \. customisation is 0.62, which made this categorylalelow cluster

N -~ compared to the others. Number of objects belontnitpis group:

14

The second category is the medium-medium clustdrerav the
Medium-

. average level of standardisation is 0.71, and therage level of
Medium

customisation is 0.75. Number of objects belongmthis group: 16

The third cluster, the final unmixed category ie thigh-high group,
where the average level of standardisation is @9 the average
level of customisation is 0.91. Number of object$ohbging to this

group: 13

Those objects belong to the last group which hdsgh level of
Medium-

High standardisation (mean: 0.94) and a medium levatustomisation
g

(mean: 0.67). Number of objects belonging to thaug: 38

It can be stated according to the results that mmb8te elements belong to the medium-high
group, so almost half of the hotels in the survpglya standardisation and customisation as
well at the same time but the average level ofausation is lower than standardisation.
Although it is important to add, that in case ofremdhan half of the hotels the level of

standardisation and customisation is the samergrsimmilar.

4.3.2.4 Thesis 2

It has been proved that there is a very strongetairon between the standardisation and
customisation level of the Hungarian hotels. The twncepts are not independent from each
other and they influence each other in the samte leigl.
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4.3.3 Determining the most important standards

Hypothesis 3

A group of processes/standard groups can be idedti’hich has the most influence on the
performance indicators when they are standardisad austomised and at the same time

when they are only standardised or customised.

The goal of the hypothesis is to determine thoardstrd groups which have more influence
on the different performance indicators when theg atandardised or customised and
standardised and customised. The most importam isscase of this hypothesis is to analyse
the 44 processes or standard groups if they shbeldstandardised or customised or

standardised and customised at the same timefiiathel hotel’'s business goal or goals.

4.3.3.1 The method of testing Hypothesis 3

For analysing Hypothesis 3 a method had to be eghp¥hich is able to compare two different
scaled variables and can provide the informatioouaithe independent variable’s influence
on the dependent. This case the variables cary desiifferentiated because the relationship
is searched for between each processes/standanosgrad the performance indicators.

The method which was chosen has already been nsethlysing Hypothesis 1 and was able
to determine the effect of chain membership tdekrel of standardisation. The task in testing

the current hypothesis was similar, so the saméades being applied.

The analysis of variance, Fisher-Cochran theoreas @hosen to elaborate the relationship.
As Barna and Molnar (2005) state, with calculatihg variance ratio between groups the
researcher is able to determine the influence efitidependent variable on the dependent
variable. After that the variance ratio H can berded as well which helps identifying the

strength of the relationship between the variables.

The analysis was carried out using only the infaromaabout the existence of standardisation
and customisation, if the process or standard gveagonot standardised in the hotel it got a 1
and if it was standardised (in any way) it got aTBe same method was used in case of
customisation as well, so only that data mattefethe process or standard group was

customised (2) or not (1).

In this hypothesis the relationship between all fhrecesses or standard groups and

performance indicators were measured, becausdliprevide more information for hotels

119



with different business plans and goals. The airthisf thesis was not to limit the number of
variables but to examine them all and leave thacehtm hotel general managers to decide
which they think is most important for their hoteMdthough it is important to realise that
some of the dependent variables stick togetherhané a relationship with each other. This
topic is going to be examined in Hypothesis 4.

4.3.3.2 The results of analysing Hypothesis 3

The following section is introducing the resultstloé analysis using the method mentioned in
the previous subchapter. The tables do not inclodeesults for all 44 processes or standard
groups, as they only contain those which have @mfbe which is determined as having more
than 1% result in the second column. The valuéis ¢olumn equals to the variance ratio

between groups and can define the dependent vesiabhe first rows of the tables present

those standard groups or processes which haveendéu on the analysed performance

indicator even though they are standardised ooaused. The next rows show those groups
which have a relationship with standardisation #rellast section introduces the processes
which have effect on the performance indicatothefy are customised.

RevPar

The first performance indicator which is being exasd is revenue per available room as one
of the most important hotel performance measuretoeht

Standardisation : Customisation :
_ _ Variance _ _ Variance
RevPar (variance ratio : (variance ratio :
ratio (H) ratio (H)
between groups) between groups)

Business centre
: 0.26 4.24 0.21
cleanliness

Wake-up call 1.3 0.11 5.9 0.24

Table 35 The effect of standardisation and custatis of these groups on RevPar
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Standardised and customised processes

The processes which have influence on revpar amh\ley are standardised and customised
are all the groups of activities which are in castrm with the guests but have a role in the
company efficiency as well. The bell staff haverac@l role in satisfying the guests which is
the reason why their work processes have to belatdised which makes it predictable and
customised as well because the guests can havalspEpiests or they need special care.
This statement is also true for the wake-up cdflictv has a procedure although the implied
customer needs can lead to a different way of pgpthe service. The business centre and the
guest elevators are two places which are visiteeven used by guests, so the cleanliness is
important not only for the hygiene but the aesthpbint of view as well. Although the time
of cleaning has to be determined according to tlsotners’ needs so as not to disturb them
and serve their satisfaction.

Standardised processes

Among the groups which have influence on revparwtieey are standardised 6 cleaning
processes can be identified as it can be seen pempx 4. These processes contain guest
areas but staff areas as well which means thatarewpt only have a relationship with the
front stage but the back stage as well. From tbanthg standard groups the locker rooms and
the pool cleanliness have to be highlighted becdbs& value is the highest and their
standardisation has the strongest relationship thighvalue of revpar. As it has already been
mentioned, most of the hotels in the sample weeehsyiels where pools and guest lockers
have significant roles, which can explain the nurab@&he condition of the guest rooms and
the wellness department are obviously critical ssuaing quality and provide proper
performance. The airport transportation howevehictv was translated as any transportation
service the hotel provides for the guests — istinat obvious as it seems the standard group
and revpar has a weak relationship. Graphic stasdarhich was the most important group to
standardise by the interviewed hotel general masdues a slight influence according to this

research as well.
Customised processes

The processes which have a relationship with rewgdaen they are customised contain 6
cleaning groups as it can be seen in Appendix 4s $hould be surprising however it is

important to see that in those very basic and éssgrocesses can be customised to the
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guests’ needs for example by timing. There areiapesquests from guests about the exact
time of the room and bathroom cleaning or in cateanferences entrance, restaurant
cleaning. These needs have to and can be fulBiéedrding to the results as well. In this list
those processes can be also found which requirest quarticipation: beverage services,
check-in, check-out, reservation, restaurant sesvamd room service. These processes should

be customised to the guests needs because thephaviuence on revpar.

In case of the analysis it can easily be seentlieatelations of these processes either they are
standardised or customised or both have only welakionship with revpar, although one by

one they are only one little part of the operatba complex organisation.

Occupancy rate

The next performance indicator is the occupanay wdtich is reviewed by hotel managers in
a daily basis and considered to be one of the nmsmonly used indicators, which is easy to

measure and to understand.

- Variance ratio - Variance ratio
Occupancy rate Standardisation Customisation

(H) (H)

Beverage service 3.43 0.19 4.36 0.21

Table 36 The effect of standardisation and custatis of these groups on occupancy rate
Standardised and customised processes

Two processes were determined to have influenceéhenoccupancy rate when they are
standardised and customised (Table 36). Accordnthe results airport transportation and
beverage service have relationships with the ocuupaate when they are standardised so
there is a regular service with regulation as te lkeaactly it should happen but the customers
can change the service or require another (newg kinbeverage or another type of car

providing transportation.
Standardised processes

Appendix 5 the table shows 12 processes which laavenfluence on the occupancy rate
which are in connection with the cleanliness anadagon of different places and services in
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the hotel. The role of cleanliness in hotels i@l this is the basic expectation of the guests
to stay in a safe and clean room, where every dewmrks, so not to dissatisfy them, these
processes should be standardised. The graphicastlndere mentioned in the case of revpar

as well and it also has an influence on occupaatey r
Customised processes

The customised processes which have influence @rotoupancy rate of the hotel contain
some cleaning procedures as it can be seen in Appé&n This means that the time and
maybe even the cleaning material can be changeordicg to guest need, for example
changing the scent in the room or bathroom. Theroservices involving the guests in the
procedures can be altered on the spot and expauwdedding to the customers’ request. The
role of room service has to be emphasised bectaigééct — when it is customised - on the
occupancy rate of the hotel is not weak but medsmmroom service is worth reviewing and

developing.

Average daily rate

The average daily rate measures the price the sellslthe room and it indicates the success

of the firm.

. L Variance - Variance
Average daily rate Standardisation _ Customisation _
ratio (H) ratio (H)

Meeting room
_ 1.31 0.11 1.86 0.14
cleanliness

Table 37 The effect of standardisation and custatois of these groups on average daily rate

There are several common processes which weredglreantioned in case of the influence

on revpar and occupancy rate.
Standardised and customised processes

The standardisation and customisation of businesfe cleanliness and wake-up call have
already been explained in case of revpar, but tiem@nother process which has a slight
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influence on the average daily rate if it is staddsed and customised. The meeting room
cleanliness has to be assured but the banquettéyaof hotels is a very unique activity and
it can involve the customisation of even the clegrprocess for example the time of cleaning

or an environmental friendly cleaning material (lEa®7).
Standardised processes

Apart from the almost usual airport transportataod graphic standards, the cleanliness and
condition processes rule the category as it casela in Appendix 6. The standardisation of
these standard groups has a stronger relationstiigive average daily rate. The most crucial
processes are the guest elevator cleanliness, velmebst have a medium relationship with
the average daily rate as well as the guest lockems/restrooms cleanliness. There is
another significant process which shows a weakioglship but a greater number, this is the
cleanliness of the laundry room which suggestsibabonly the front stage but the back has

to be considered as influencing average daily rate.
Customised processes

The processes which have an influence on averagerdee if they are customised include
only those services which the guests meet as Appehdshows. Apart from the above
mentioned cleanliness and condition groups the él@eping and restaurant services appear.
These processes are obviously able to be alteredstomers’ needs, which is actually their

essence.

Foreign guest percentage

The next performance indicator is the foreign gyestentage, which can be an important

aim of certain hotels to reach.

Foreign guest - Variance - Variance
Standardisation _ Customisation _
percentage ratio (H) ratio (H)

Table 38 The effect of standardisation and custatis of these groups on foreign guest

percentage
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Standardised and customised processes

It is obvious that the standardisation of guestramndition can be an important factor in
foreign guest percentage but the results showtligatustomisation of the same process has
an influence on the indicator as well. Although 8teength of the relationship is higher in
case of standardisation, the customisation apprbasho be considered as well for example
the bed linen could be chosen or if they need aoserohairs in the room it could be managed
(Table 38).

Standardised processes

In case of this performance indicator, the alreathntioned cleanliness processes and the
condition of the guest bathrooms play importanesobs well as in other performance
indicators as it can be seen in Appendix 7. Indage of foreign guest percentage the most
important standardised group is the bell staffiserwhich has medium relationship with this
performance indicator. The wake-up call, the brasik&ervice and the room service have

slight influence as well.
Customised processes

The customisation of two processes has an influemcéoreign guest percentage: airport
transportation and housekeeping services as Appé&hdhows. These two groups should be
formed according to the guests needs for examplérémsportation can happen with a driver

and a translator or a guest relation specialiputting bathrobes in the room every day.

Loyal guest percentage

The next table (Table 39) contains those procesdgesh have an influence on the loyal

(satisfied) guest percentage in the hotels.
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- Variance - Variance
Loyal guest percentagg Standardisation _ Customisation _
ratio (H) ratio (H)

Business centre
: 11 0.33 1.29 0.11
cleanliness

Table 39 The effect of standardisation and custatis of these groups on the loyal guest

percentage
Standardised and customised processes

The loyal guest percentage is influenced by thedstadised and customised breakfast service,
business centre cleanliness and internet usagde(B8h. The breakfast service appeared in
earlier tables but it is important to emphasiserdie and the need to standardise it (for
example the number of cereals) but it should béocuised as well (for example cooking the
guest’s favourite dish for breakfast). The stanattbn and customisation of the internet
usage has an effect as well. The customisationtefriet usage can be for example setting up

parental control for families.
Standardised processes

The most influence on loyal guest percentage iveleld by the standardised guest elevator
cleanliness and the room service, the bell staffise and the wake-up call as it can be seen
in Appendix 8. These services have to be standatdis assure their quality for the loyal
guests who already know what they can expect frben Hotel. The others contain the
cleanliness and condition processes, which nayuiafluence the loyal (satisfied) guest

percentage.
Customised processes

The customised processes which have effect on lgyest percentage contain front office
processes like check-in, check-out, message seavidereservation as Appendix 8 shows.
Loyal guests are known at the company so theirrvaten process can be different from
other guests in case of the tone, the length obteking and the information given to the

guest. The check-in, check-out can be much morébfeas well as the message service. The
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housekeeping already knows the guest so the rodmimng prepared according to the guest
need.
Booking evaluation

This section contains those processes which stdisddon or customisation or

standardisation and customisation have an influenatie guest evaluation on booking.com.

, L Variance - Variance
Booking Standardisation _ Customisation _
ratio (H) ratio (H)

Business centre
1.12 0.11 1.58 0.13

cleanliness

Table 40 The effect of standardisation and custatois of these groups on booking

evaluations
Standardised and customised processes

There are three processes influencing the evaluatiothe website booking.com when they
are standardised and customised at the same tiltm@ugh the effect of these groups on the
booking evaluation is almost the minimum, it is gested that they should be reviewed
according to the results (Table 40).

Standardised processes

It can be stated that the customisation of thege®ees have more influence on the evaluations
because the standardisation is only measured m @apool cleanliness which is surely a

crucial process as it ca be easily seen in Appeadix
Customised processes

The biggest influence of the customised processelsooking evaluations is brought by the
room service which customisation is understandablg obvious, the same as the message
service (whose message should reach the guestry@maethe breakfast service as Appendix

9 shows. The customisation of the cleanliness adliton processes has already been
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mentioned. The beverage service, the housekeepivirss and the internet usage can be

easily customised with the examples presented &efor

Tripadvisor evaluation

The following table contains the groups which hawveinfluence (if they are standardised,
customised or standardised and customised) on ubkst gevaluations on the international

Tripadvisor website.

_ _ - Variance - Variance
Tripadvisor Standardisation _ Customisation _
ratio (H) ratio (H)
Internet usage 4.83 0.22 1.06 0.1

Table 41 The effect of standardisation and custatiis of these groups on Tripadvisor

evaluations
Standardised and customised processes

The beverage service which was worth customisinthénprevious section considering the
booking evaluations has an important influence o Tripadvisor evaluations when it is
standardised and a slight influence when it isamused. The internet usage has the same
characteristics. The message service although hagar influence if it is customised but the

standardisation is important to consider. (Table 41
Standardised processes

The cleanliness and the condition of the differsetvices play a significant role in the
Tripadvisor evaluations and the bell staff and remance service are both worth

standardising as well as it can be seen in Appeb@ix
Customised processes

Room service has the strongest effect on the Tvipadevaluations when it is customised, so
the processes should be reviewed and altered aegai@ the customers’ need in hotels as
Appendix 10. The other processes have already oradibefore with examples which can

also stand here.
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4.3.3.3 Thesis 3

A group of standards can be identified which has tiost important influence on each

performance indicators when they are standardigetstomised or standardised and
customised. The cleanliness and condition procesmgesot only standardised but customised
as well. The guest participation services are nbt oustomised but standardised as well.

4.3.4 Grouping the performance indicators

Hypothesis 4

The performance indicators (revenue per availalolemn, occupancy rate, average daily rate,
stars, foreign guest percentage, loyal guest pdegpgr booking evaluations, Tripadvisor

evaluations) can be grouped into two factors: operaperformance, guest performance.

The aim of this hypothesis is to classify the Malea into two groups considering their
relations with each other. The assumption is tha¢ of the groups will contain those
variables which measure the operational performafé®tel and the other one measures the

performance of the company which directly in cortimgcwith their guests.

4.3.4.1 The method of testing Hypothesis 4

Since the aim of the hypothesis was to group thiabkes according to the relations with each
other the application of principle component anglywas obvious. Factor analysis and
principle component analysis can reduce the nurabgariables and explore their relations
(Sajtos and Mitev, 2007) this method has been chdenciple component analysis is much
more popular, explainable and supported by morearebers (Pallant, 2010) so this method

is going to be applied.
4.3.4.2 The results of analysing Hypothesis 4

The result of the principle component analysisamg presented in this section.

4.3.4.3 Finding relationship between the cluster membershipand the performance
indicators

The result of principle component analysis is beimgoduced in this subchapter and the

place of variables is going to be determined.
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Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

Table 42 The result of the KMO and Bartlett’s test

Table 42 shows that the principal component analyan be carried out and a good result can
be expected. The Kaiser-Meyer-Olkin index needset@bove .6 (Pallant, 2010) and in case
of the current sample it reaches the value .652. Bértlett's test has to be significant so the
significance level should be under .05 and in tlaise it is .00. These tests reached more than

the minimum value of a good principal componentysig, so the testing can continue.

In the analysis only those variables were consdlevhich eigenvalue was more than 1.0
(Kaiser’s criterion). At first the analysis revedl8 components but since the third one only
contained one variable and the total variance éxgthwas almost 55% after the second
factor, the decision was made that only two faceme needed. These factors explain the
35.5% and the 19.6% of the variance. The two corapttogether explain 55.1% of the total

variance.

Table 43 The results of principle component analgsid the place of variables
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Table 43 shows that the variable, booking evaluatibelongs to another component and
could not be listed under either component. Althotlge other components had a number of

strong loadings and the variables clearly belondp¢éogroups they were put in.

Considering the hypothesis it can be easily seanttie results do not entirely support the
phrased Hypothesis 4. According to the hypothdssvariables would have been shared in
two components: operational performance and guesdbnmance. The table (Table 43)

however, presents another kind of relationship betwthe variables. It is important to note
that the operational performance indicators (RevRBIR, Stars, Occupancy rate) have been
put into the same factor but there is another bégiavhich belong to them and this is the

Tripadvisor evaluations. According to the resulie fTripadvisor guest evaluations have a
relationship with the important operational perfamoe indicators. The consequence of this
fact should make hotel general managers think alieeit operation and guest relation

activities. According to this logic Booking evali@t should also have a relationship with the
operational performance indicators but it was pid ianother component alone and it had a
very weak relationship with the other two composefithis result would suggest that the

Tripadvisor evaluations are more useful for theelsobecause of their relationship with the
operational performance indicators than booking.cdire second component contains two
variables the foreign guest percentage of the siaetl loyal guest percentage. This result
suggests that there is a correlation between theeptages of foreign and loyal guests in the
hotels and one variable influence the other. Asag already been mentioned in Chapter 2.6,
there is a significant problem in Hungary, pricdueing and couponing which does not result

in loyal guestsHttp://www.hah.hu/aktualitasok/allasfoglalasok/#gaok-szallodak-reszere-a-

kuponos-kedvezmenyes-portalokkal28/12/2013). These couponing sites are in Hungaria

and provide service for Hungarian guests. Due ftesahfacts the results of principle
component analysis should raise attention to thee gbraising the number of foreign guests

in the hotels.

4.3.4.4 Finding

As the hypothesis could not be proved accordingh® results of principle component

analysis, only a conclusion can be stated. Accgrtlinthe analysis, there can be two factors
created one is dealing with the operational peréoroe indicators and the Tripadvisor

evaluations and the other one suggests a relatpph&tween the percentages of loyal and
foreign guests.
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4.3.5 The role of the level of standardisation and custoisation and the performance
indicators

Hypothesis 5

The average value of the performance indicatorshigher in case of higher level of
standardisation and customisation in Hungarian kete

The hypothesis wants to find out if a hotel hasighér customisation and standardisation
level, it has better performance indicators as.wiélis statement can be a persuasive tool to
motivate hotel general managers to standardise€astdmise their processes.

4.3.5.1 The method of testing Hypothesis 5

To test the above presented hypothesis, the resutiuster analysis has to be further
investigated.

4.3.5.2 The results of analysing Hypothesis 5

As the result of the K-means cluster analysis fdusters could be created:
1. Low standardisation — Low customisation
2. High standardisation — High customisation
3. High standardisation — Medium customisation
4. Medium standardisation — Medium customisation

Now, the characteristics of these groups are beiagarched and the results are summarised
in Table 44.

Low-Low Medium- High-High Medium-high

medium

Loyal guest 0.22 0.27 0.3 0.24

percentage

Occupancy 0.54
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Foreign guest 0.63 0.53 0.6 0.66
percentage

Stars 3.64 3.75 3.54 3.92

Table 44 Performance indicators in the differenstdrs

Table 44 shows the different performance indicaiargshe rows and the clusters in the
column presented not according to the cluster nubbemore related to their meaning. The
average value of performance indicators are ligteithe middle of the table highlighted the
highest numbers.

RevPar

Table 30 shows the average value of revpar inoalt €lusters and it can be determined that
the highest value of revenue per available room lmammeasured in cluster 3: Medium

customisation and high standardisation. It meaasttiose hotels which belong to this cluster
have the highest average revpar, although it hée tooted, that there is slight difference in
the value of revpar between the low-low and theiomaehigh category.

Loyal guest percentage

The loyal guest percentage is the highest in ca$®tels with high level of standardisation
and high customisation. This means that those s©itiglong to cluster 2 have the most loyal
guests comparing to the number of all guests ina@ee This result does not show the number
of the guests only the percentage of the loyal igumsall guests. However, it is important to
mention that this number is only 27% of the guestikh cannot be considered a high number
in the hotel industry.

Booking evaluation

The value of Booking reviews can be seen in the rex. Those hotels which got the highest
booking evaluation on average belong to clustevigre those hotels can be found where the
level of customisation is medium and level of s&nddsation is high.
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Occupancy rate

There are no big differences in the occupancy ratdabe different clusters, but the highest
occupancy rate belonged to cluster two, wheredtiel lof customisation and standardisation
is high.

Tripadvisor evaluation

Tripadvisor evaluation is done on a 0-100 scalethadighest average reviews were given to
hotels in cluster 2. These hotels have high lef/etandardisation and customisation as well.
Foreign guest percentage

The difference between the average percentagesreifyjh guests is not great between the
clusters. The highest foreign guest percentageeliseded by cluster 3, where the level of
customisation is medium and the level of standatatia is high.

Average daily rate

There is a bigger difference in case of the valfeaverage daily rate, because the highest
average values have been made by the hotels betptmicluster 3 (medium customisation
and high standardisation). This value is almost02BDhigher than the number produced by

group 3 (medium customisation and medium standardis)

Stars

In case of stars the question is what level ofamsation and standardisation results in more
stars for the hotel. According to Table 30 thoséelsowhich belong to cluster 3 (medium
customisation and high standardisation) have makerage stars’ than hotels in other

clusters.
According to the explained results, a thesis caphrased.

4.3.5.3 Thesis 5

The average value of the performance indicatotsgiser in case of medium or high level of

customisation and high level of standardisation.
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5 Research result summary

The research was able to present another perspediout standardisation and customisation

and show new theoretical and practical applicatfionshe above mentioned topic.

| made a methodology to measure the standardisatidncustomisation level of the hotels.
Then the effect of hotel chain membership to theellef standardisation was able to be
determined. Besides hotel chain membership otharacteristics were tested and their
relationship with the level of standardisation vesated. These features were the number of

rooms, the Hotelstars Union membership and theratiang of the hotel.

| found a strong relationship between the concepstandardisation and customisation in the
practice of hotels and | could contradict seveedearches (Chapter 2.2) claiming that
standardisation and customisation are independemt €ach other. After this | classified the
hotels into different clusters and found out timacase of three groups of four similar level of
standardisation and customisation can be obsemnedhecase of the other cluster the level of

customisation was medium and the level of standatidin was high.

In the next finding | wanted to support hotels imeit standardisation customisation
optimisation. | could identify those standard grewghich have more effect on the different
performance indicators when they are standardisedustomised or standardised and

customised.

The next result showed how variables are conndatezhch other and what groups can be
made. | found that Tripadvisor had a relationshifh\the operational performance indicators,

booking did not belong to either group and foreggiests are likely to be loyal guests.

In the last section | was able to compare the aeeprformance indicators in all clusters and
found out the highest performance indicators acelgpeed by those hotels which have higher

customisation and higher standardisation.

Summarising the research it can be stated thatahie is worth further researching in a
theoretical and practical perspective as well admel rresults can be useful for hotels in

optimising their processes.
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5.1 Novelty of the research

There

below:

are several aspects of the research whiclbeawonsidered as novel. They are listed

| determined the level of standardisation and augation in hotels is not yet applied
by anybody else. The methodology which made it dbledentify the levels was

carried out and tested by me.

The relationship between standardisation and cusation was only a theoretical
category before but | was able to prove empirictidt these two concepts are related

very strongly.

| tested the relationship between the differentehaharacteristics and the level of
standardisation and found out that room numbeseltstars membership and the star

rating influences the standardisation level oftibeel.

| was able to identify the group of standards whiokels have to concentrate in order
to improve their performance indicators which tisy practically help hotel general

managers to optimise their operations.

| also put hotels into different categories acaogdip their level of standardisation and
customisation and could determine that higher lefeboth concepts goes hand in

hand with high level of performance.

5.2 Collection of theses

Thesis 1

Thesis 1a

It has been confirmed that there is a weak relatignbetween hotel chain membership and

the level of standardisation in the Hungarian hotdustry. It has also been stated that there

are other possible factors affecting the standatidis level of a hotel.

Thesis 1b

It has been determined that there is a relationseipveen Hotelstars Union membership and

the level of standardisation.
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Thesis 1c

It has been proven that there is a positive, wetkionship between the number of rooms in

the hotel and the level of standardisation.
Thesis 1d

It has been found that there is a relationship betwthe star rating of the hotel and the level

of standardisation and the difference is betwessetistar and five-star hotels.

0,05 Hotel chain
/ membership
— 0,06
Standardisation Hotelstars
: Union
High 033 | membership
Medium
Number of
Low 0,03 | rooms
Star rating

Figure 22 lllustration of Thesis 1

The thesis showed that not only the chain membgidbiermines the level of standardisation
(5%) but there are other factors (95%) which cdwdgle an influence on the standardisation
level of a hotel.

Thesis 2

It has been proved that there is a very strongetairon between the standardisation and
customisation level of the Hungarian hotels. The twncepts are not independent from each

other and they influence each other in the samte leigl.
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0,95

Standardisation Customisation

High High
High Medium
Medium Medium
Low Low

Figure 23 lllustration of Thesis 2

The thesis proved a very important issue that stalshtion and customisation are strongly

affecting each other and there are four clusteisiwtan be created according to their level.

Thesis 3

A group of standards can be identified which hasrttost important influence on each of the
performance indicators when they are standardisedtomised or standardised and
customised. The cleanliness and condition procesmsesot only standardised but customised

as well. The guest participation services are nbt customised but standardised as well.

This thesis raise the attention to those proces$rgsh standardisation or customisation or
standardisation and customisation has to be caesidey the hotel because of their effect on

the performance indicators.
Finding 4

As the hypothesis could not be proved accordingh® results of principle component
analysis, only a conclusion can be stated. Accgrtnthe analysis, there can be two factors
created one is dealing with the operational peréoroe indicators and the Tripadvisor
evaluations and the other one suggests a relatprisiween the percentages of loyal a

foreign guests.
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[

Tripadvisor

Figure 24 lllustration of Finding 4

This finding suggests that the contribution of &dpisor reviews to the performance

indicators is worth considering and that frequeoegis or loyal guest percentage is in

relationship with the percentage of foreign guesthe hotel.

Thesis 5

The average value of the performance indicatorkigher for medium or high level of

customisation and high level of standardisation.
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High High «~_
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Medium Medium

Low Low
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Figure 25 lllustration of Thesis 5

This thesis shows that those hotels which prodhbeehighest performance indicators have a

]
4
7
'
7

Highest

Highest
occupancy

Highest
average daily

Highest loyal
guest

Highest
foreign guest

Highest
Tripadvisor

Highest
booking

Highest star

medium or high level of customisation and high lefestandardisation.

5.3 Further research

The role and significance of standardisation anstauisation can be measured — with the

developed method — in other countries as well,d@parison between the results would

provide valuable information for the researchers laotels as well.

In further research it would be important to uses tinethod in other service providers not

only in hotels but in tourism or other service sest
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My other aim is to be able to observe the usagaarfdardisation and customisation in hotels
and determine which standards — not only the 4d4ggdut the whole book of standards — are

easier or more difficult to keep and use.

| would like to research more about the role of Eyges in the success of standardisation
and customisation and determine suggestions falsabout what they should do to improve

their processes and use the abilities the emplgyessess.

Considering hotels and the tourism sector it wdadda benefit to ask customers what their
perceptions are and if they can recognise the atdadand which are more and less important

for them.
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7 Appendix

Appendix 1 The accommodation sectofHassanien et al., 2010)

Hotels

Bed &
Breakfast

Accommoda
tion
Sector

Boarding
Schools

Student
Accommoda
tion

Events
Accommoda
tion

Welfare
Accommoda
tion
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Appendix 2 The interview

Interview : Hotel standardisation and customisation

Please score the importance of these activitieglatdisation in the operation of hotels. Score
1 means that they are not important at all, scaree@ns it is necessary for the hotel to be able

to operate.

Staff appearance

Entrances/Vehicles cleanliness

Business Centre cleanliness

Check-in

Check-out

Wake-up call

Restaurant equipment

Restaurant services

Fitness room/health club cleanliness

Corridors cleanliness

Graphic standards

N

w
I

»

Housekeeping services

Internet usage

Office cleanliness

gl u;

Beverage services

Maintenance services

Meeting room cleanliness

Meeting room conditions

Kitchen cleanliness

Building exterior cleanliness

All stairwell cleanliness

NNl NN o ] N N

N BN NN

O x| g A x| o o

@ o 9 9 o o o @ °

Guest elevators cleanliness

Lobby/registration conditions

N

w
I

»

Lobby/registration cleanliness
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Bell Staff service

Pool cleanliness

Public restroom conditions

Public restroom cleanliness

Storages and equipment cleanliness

Breakfast service

Reservation call

Retail shops cleanliness

Service elevators cleanliness

Employee work areas cleanliness

Room service

Document standards

Airport transportation

Message service

Guest bathroom conditions

Guest bathroom cleanliness

Guest locker rooms/restrooms cleanliness

Guest room condition

Guest room cleanliness

Wellness department conditions

Please score what kind of power oral and writtandardisation has. Score 1 means that it

does not matter to the employees, score 7 means thaeally strong and it must be

followed.

Written standard

Oral standard
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On which functional fields service customisatioppens in the hotel?

What kind of service is customised in the hotel?

How do you know/ how can you find customisatiorhatels?

How often are standards reviewed?

What is the reason for the review?

Are the opinions of member hotels considered?

Has it ever happened that you initiated the chaagev?
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Appendix 3 Frequency tables

Statistics
Region Opening Hotel type Star rating Hotelstars
N Valid 81 81 81 81 81
Missing 0 0 0 0 0
Percentiles 25 2,50 1989,50 5,00 3,00 1,00
50 6,00 2001,00 7,00 4,00 1,00
75 7,00 2007,00 10,00 4,00 2,00
Region
Cumulative
Frequency Percent Valid Percent Percent

Valid 1 18 22,2 22,2 22,2

2 2 2,5 2,5 24,7

3 7 8,6 8,6 33,3

4 6 7,4 7,4 40,7

5 4 4,9 4,9 45,7

6 16 19,8 19,8 65,4

7 14 17,3 17,3 82,7

8 14 17,3 17,3 100,0

Total 81 100,0 100,0
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Opening

Cumulative
Frequency Percent Valid Percent Percent

Valid 1894 1 1,2 1,2 1,2
1904 1 1,2 1,2 2,5
1929 1 1,2 1,2 3,7
1963 1 1,2 1,2 4,9
1965 1 1,2 1,2 6,2
1969 2 2,5 2,5 8,6
1971 1 1,2 1,2 9,9
1978 1 1,2 1,2 11,1
1980 1 1,2 1,2 12,3
1982 1 1,2 1,2 13,6
1983 2 2,5 2,5 16,0
1984 1 1,2 1,2 17,3
1985 1 1,2 1,2 18,5
1986 1 1,2 1,2 19,8
1988 2 2,5 2,5 22,2
1989 2 2,5 2,5 24,7
1990 3 3,7 3,7 28,4
1992 1 1,2 1,2 29,6
1996 5 6,2 6,2 35,8
1997 3 3,7 3,7 39,5
1998 1 1,2 1,2 40,7
1999 2 2,5 2,5 43,2
2000 2 2,5 2,5 45,7
2001 5 6,2 6,2 51,9
2002 3 3,7 3,7 55,6
2003 1 1,2 1,2 56,8
2004 4 4,9 4,9 61,7
2005 4 4,9 4,9 66,7
2006 3 3,7 3,7 70,4
2007 5 6,2 6,2 76,5
2008 8 9,9 9,9 86,4
2009 4 4,9 4,9 91,4
2010 2 2,5 2,5 93,8
2011 2 2,5 2,5 96,3
2012 3 3,7 3,7 100,0
Total 81 100,0 100,0
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Hotel type

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 2 2,5 2,5 2,5
2 7 8,6 8,6 11,1
4 3 3,7 3,7 14,8
5 13 16,0 16,0 30,9
6 7 8,6 8,6 39,5
7 15 18,5 18,5 58,0
8 1 1,2 1,2 59,3
9 4 4,9 4,9 64,2
10 20 24,7 24,7 88,9
11 9 11,1 11,1 100,0
Total 81 100,0 100,0
Star rating
Cumulative
Frequency Percent [ Valid Percent Percent
Valid 3 25 30,9 30,9 30,9
4 49 60,5 60,5 91,4
5 7 8,6 8,6 100,0
Total 81 100,0 100,0
Hotelstars
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 57 70,4 70,4 70,4
2 24 29,6 29,6 100,0
Total 81 100,0 100,0
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Appendix 4 Tables for Hypothesis 3: RevPar

RevPar

Graphic standards

Guest locker rooms/restrooms

cleanliness

Laundry room cleanliness

Pool cleanliness

Storages and equipment cleanlin

Standardisation

(variance ratio between groups)

Variance ratio

(H)

RevPar

Check-in. Check-out

Guest room cleanliness

Maintenance services

Reservation

Restaurant services

Room service

Fitness room/health club cleanline

Customisation

(variance ratio between groups)

5.65

4.49

5.21

2.06

2.65

5.59

5.01

Variance ratio

(H)

0.24

0.21

0.23

0.14

0.16

0.24

0.22
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Appendix 5 Tables for Hypothesis 3: Occupancy Rate

Occupancy rate Standardisation | Variance ratio (H)

Graphic standards 2.74 0.17

Guest locker rooms/restrooms cleanlin 1.8 0.13

Kitchen cleanliness 2.35 0.15

Lobby/registration conditions 3.28 0.18

Pool cleanliness 1.3 0.11

Service elevator cleanliness 8.18 0.29

Occupancy rate Customisation | Variance ratio (H)

Business centre cleanliness 1.2 0.11

Guest bathroom cleanliness 4.86 0.22

Message service 1.11 0.11

Room service 17.89 0.42
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Appendix 6 Tables for Hypothesis 3: Average Daily Rte

Variance

Average daily rate Standardisation _
ratio (H)

Graphic standards 2.05 0.14

Guest locker rooms/restrooms cleanline 13.92 0.37

Guest room conditions 2.95 0.17

Pools cleanliness 13.14 0.36

Storage and equipment cleanliness 1.26 0.11

Variance

Average daily rate Customisation :
ratio (H)

Entrances/Vehicles cleanliness 3.76 0.19

Guest bathroom cleanliness 4.37 0.21

Housekeeping service 2.11 0.15

Restaurant services 11.32 0.34
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Appendix 6 Tables for Hypothesis 3: Foreign Guestétcentage

Variance

Foreign guest percentage Standardisation _
ratio (H)

Bell staff service 23.8 0.49

Building exterior cleanliness 2.23 0.15

Guest locker rooms/restrooms cleanling 7.48 0.27

Room service 1.13 0.11

Foreign guest - Variance
Customisation :
percentage ratio (H)

Housekeeping service 1.24 0.11
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Appendix 7 Tables for Hypothesis 3: Loyal Guest Peentage

Loyal guest percentage

Beverage service

Guest elevator cleanliness

Guest room conditions

Maintenance service

Room service

Standardisation

3.15

10.82

2.3

1.84

11.39

Variance
ratio (H)

0.18

0.33

0.15

0.14

0.34

Loyal guest percentage

Check-in. Check-out

Message service

Customisation

1.05

1.55

Variance
ratio (H)

0.1

0.12
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Appendix 7 Tables for Hypothesis 3: Booking Evaluabn
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Appendix 8 Tables for Hypothesis 3: TripAdvisor Evduation

Tripadvisor

Breakfast service

Guest bathroom conditions

Guest room conditions

1.82

5.4

6.65

Standardisation

Variance
ratio (H)

0.13

0.23

0.26

Meeting room conditions

Restaurant service

Wake-up call

Guest bathroom cleanlines 3.03

1.12

2.08

2.82

Meeting room cleanliness 2.9 0.17
_ _ o Variance
Tripadvisor Customisation _
ratio (H)

0.17

0.1

0.14

0.17

176




Appendix 11 The questionnaire

Appendix 12 Analysis spreadsheet
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2013.10.15.

Kérdoiv a szalloda sztenderdizalas, testreszabas és

LimeSurwey - Kérddiv a szalloda sztenderdizalas, testreszabas és innovaciorél

innovaciorol

Gyuracz-Németh Petra PhD hallgatd vagyok, a Pannon Egyetem Turizmus Tanszékének munkatarsa. Jelen kutatdsom célja a szallodai
szolgaltatasok feltérképezése sztenderdizalas, testreszabas és innovacié szempontjabdl. Készondm, hogy id6t szan kutatdsom segitésére!

68 kérdés van ebben a kérdbivben

Altalanos kérdések

1 Mi a szalloda elsodleges profilja? Milyen tipusba tudna leginkabb besorolni a szallodat?
Amennyiben a szallodanak osszetett profilja van, kérem jelolje meg a megjegyzésben, hogy

melyiket tartja er6sebbnek. *

Kérem, valasszon egyet az alabbiak kozul:

ON®

COQCOO0O0O0O0O0

Apartmanhotel

Boutique hotel

Garniszalloda

Gyégyszalloda

Gyogy- és wellness szalloda
Konferenciaszalloda

Konferencia és wellness szalloda
Repulétéri szalloda

Udiilé- és sportszalloda

Varosi szalloda

Wellness szalloda

Az 6n megjegyzése ehhez:

2 Tagja-e szallodalancnak? *

Kérem, valasszon egyet az alabbiak kdzul:

O Igen
) Nem

kerdoiv.g tk uni-pannon.hu/admin/admin.php?action=showprintablesurvey&sid=77646
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3

Kérem valassza ki a szallodalancot, melynek tagja a szalloda!

Only answer this question if the following conditions are met:
° Answer was 'lgen’ at question 2 [Q2]' (Tagja-e szallodalancnak?)

Kérem, valasszon egyet az alabbiak kozul:

O

Best Western
Corinthia
Danubius

Four Seasons
Hilton

Holiday Inn
Hunguest

Ibis
Intercontinental
Kempinski

Le Meridien
Marriott
Mellow Mood Group
Mercure
Nowotel
Radisson
Ramada
Sofitel

Zara Hotels

CO0O000000O0CO0OCOOCOOCO0O0O0OO0O

Egyéb

4 Mennyire fontos az egyedi megjelenés (dizajn), egyedi stilus az Onok szallodajaban? Kérem,
osztalyozza a dizajn fontossagat 1-7 skalan, ahol 1- legkevésbé sem fontos és 7- nagyon
meghatarozé. *

Kérem, jel6ljon meg egy megfeleld valaszt minden felsorolt elem szamara:

1 2 3 4 5 6 7
A dizajn fontossaga a
O O O O O O O

szallodaban

5 Az Onok szallodajanal hany szazalékos volt 2012-ben az éves atlagos foglaltsag? *

Kérem, irja ide a valaszat:

6 Mennyi volt a szallodaban a magyar vendégek aranya 2012-ben (szazalékban kifejezve)?

Kérem, irja ide a valaszat:
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7 Kérem, adja meg szazalékosan a torzsvendégek aranyat az 6sszes vendéghez viszonyitva! *

Kérem, irja ide a valaszat:

8 Kérem, adja meg alkalmazottainak aktualis szamat! *

Kérem, irja ide a valaszat:

9 Kérem, adja meg a szalloda szobainak szamat! *

Kérem, irja ide a valaszat:

10 Kérem, jeldlje be a szalloda minéségi besorolasat! *

Kérem, valasszon egyet az alabbiak kozil:

O

* és superior
O *es superior
(O ** &s superior
(0w gs superior
O

*ERr @s superior

11 Kérem, jeldlje be, hogy a szalloda megkapta-e mar a Hotelstars Union szerinti besorolast?

Kérem, valasszon egyet az alabbiak kozul:

O Igen
O Nem

12 Kérem, adja meg a szalloda 2012 éves atlagarat! *

Kérem, irja ide a valaszat:

13

Kérem, adja meg a szalloda 2012 éves RevPar mutatészamat! *

Kérem, irja ide a valaszat:

14 Kérem, adja meg a szdlloda 2012 éves TRevPar mutatéjat!

Kérem, irja ide a valaszat:
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15 Kérem, jelolje be, hogy melyik régiéban talalhatoé a szalloda! *

Kérem, valasszon egyet az alabbiak kozil:

(O Balaton

Dél-Alfdld

Dél-Dunantul
Eszak-Alfdld és Tisza-to
Eszak-Magyarorszag
K6zép-Dunantul

Kobzép-Magyarorszag

OHONONORNORONG

Nyugat-Dunantul

16 Kérem, adja meg a szalloda nyitasanak évét!

Kérem, irja ide a valaszat:
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Sztenderdizalassal kapcsolatos kérdések

17 Rendelkezik-e az Onok szallodaja formalizalt minéségbiztositasi rendszerrel (ISO, HACCP stb.)?
£ 3

Kérem, valasszon egyet az alabbiak kozil:

O Igen
) Nem

18 Ha igen, milyennel (tobbet is felsorolhat)?

Only answer this question if the following conditions are met:
° Answer was 'lgen’ at question '17 [Q3] (Rendelkezik-e az Onok szallodaja formalizalt mindségbiztositasi rendszerrel (ISO, HACCP stb.)?)

Kérem, irja ide a valaszat:

19 Rendelkezik-e az On6k szallodaja minéségbiztositasi tanasitvannyal (pl. TUV)? *
Kérem, valasszon egyet az alabbiak kdzul:

O Igen
) Nem

20 Ha igen, milyennel?

Only answer this question if the following conditions are met:
° Answer was 'lgen’ at question '19 [Q4] (Rendelkezik-e az Onok szallodaja mindségbiztositasi tanusitvannyal (pl. TUV)?)

Kérem, irja ide a valaszat:
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21 Rendelkezik-e az On szallodaja sztenderdizaciés dokumentummal? *

Kérem, valasszon egyet az alabbiak kozil:

O Igen
2 Nem

22 Milyen gyakran keriil sor a sztenderdek feliilvizsgalatara? *

Only answer this question if the following conditions are met:
° Answer was 'Igen’ at question 21 [Q7] (Rendelkezik-e az On szallodaja sztenderdizaciés dokumentummal?)

Kérem, valasszon egyet az alabbiak kozul:

O Naponta
Hetente
Hawonta
Negyedévente
Félévente
Evente

Ritkabban

OHONONORONS

23 Sorolja fel az On szerint a napi miikédést befolyasolé legfontosabb
szabvanyokat/szokasokat/sztenderdeket! (Maximum 3-at)

Kérem, irja ide a valaszat:

24

Milyen intézkedés koveti az ezektdl vald eltérést? Van-e esetleg erre vonatkozo
sztenderd/szabvany/hazirend/szokas?

Kérem, irja ide a valaszat:
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25 Kik hozzak/hozhatjak létre és modositjak/ moédosithatjak a szabvanyokat a szallodaban? *

Kérem, irja ide a valaszat:

26

Kérem jelolje be, hogy a kovetkezo szallodai tevékenységekre/szolgaltatasokra van-e szabaly a
szallodaban? *

Kérem, jel6ljon meg egy megfeleld valaszt minden felsorolt elem szamara:

Igen, irasbeli Igen, szébeli
szabaly vonatkozik utasitas vonatkozik Nincs ilyen
ra. ra. Nincs. szolgéltatasunk.
Alkalmazottak megjelenése O O O O
Bejaratok, jarmivek
takJaritésa : o O O O
Business Center takaritasa O O O O
Check-
in/bejelentkezés/regisztracio e O O O
Check-out O O O O
Ebresztszolgalat O O O O
Etterem felszereltsége O O O O
Ettermi szolgaltatasok O O O O
Fitness termek takaritasa O @) O O
Folyosdk takaritasa O O O O
Grafika (pl. logo) O O @ O
Housekeepin
szolgéltatgso?( c O O O
Internet hasznélat O O O O
Irodak takaritasa O O O O
ltalszolgaltatasok O O O O
Karbantarté szolgaltatasok O O O O
Konferencia- és baltermek
takaritasa O O O O
Konferenciatermek
felszereltsége o O O O
Konyha takaritasa O O O Q
Klsé teriiletek takaritasa @ O O O
Lépcséhazak takaritasa O O O O
Liftek takaritasa O O O O
Lobby felszereltsége @) O O O
Lobby takaritasa O O O O
Londineri szolgalat O O O O
Medenceék takaritasa 0 O O O
Mosoda takaritasa O O @ O
Public terdleti
mosdohelyiségek takaritasa O O O O
Raktarak megléte és
takaritasa o e O O O
Reggeliztetés O O O O
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Rezenacié O O O O
Széllodaban |év boltok

takaritas c O O O
Személyzeti lift takaritasa O O O O
Személyzeti terliletek

takaritasa G O O O
Szobaszeniz O O O O
Szikséges dokumentumok

megléte o O O O
Transzfer szolgaltatasok O O O O
Uzenetfelvétel és atadas O O O O
Vendégdfiirdészoba

felszereltsége e O O O
Vendégfirdészoba

takaritasa o O O O
Vendégsltdzok takaritasa O O O Q
Vendégszoba felszereltsége O O O O
Vendégszoba takaritasa O O O O
Wellness részleg O O O O

felszereltsége

27 Kinek a feladata a szabalyok/ el6irasok feliilvizsgalata? *
Kérem, valasszon egyet az alabbiak kozil:
(2 Quality menedzser (Minéséguigyi vezets)

O Széllodaigazgato

(O Egyéb

”wr

28 Milyen gyakran keriil sor a szabalyok/el6irasok betartasanak ellenorzésére hazon beliil? *

Kérem, valasszon egyet az alabbiak kozil:

Naponta
Hetente
Hawonta
Negyedévente
Félévente
Evente

Ritkabban

CHONONORONONS

”wr

29 Kinek a feladata a szabalyok/elbirasok/sztenderdek betartasanak ellen6rzése hazon beliil? *
Kérem, valasszon egyet az alabbiak kozul:
O Quality menedzser (Min8ségligyi vezetd)

O Szaéllodaigazgat6

O Ugyeletes menedzser

(O Egyéb
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s

30 Milyen médokon kdzvetitik a szabalyokat/ eléirasokat/sztenderdeket az alkalmazottak felé?
Kérem, valaszzon ki mindent, ami érvényes:

[ ] Betanitas

[l Elsadasok

O Tréningek

[ Egyeb:

kerdoiv.g tk.uni-pannon.hu/admin/admin.php?action=showprintablesurvey&sid=77646 9/22



2013.10.15. LimeSurwey - Kérddiv a szalloda sztenderdizalas, testreszabas és innovaciorél

Testreszabas

58 Van-e a szallodaban vendégelégedettségi kérdoiv? *

Kérem, valasszon egyet az alabbiak kozul:

O Igen
O Nem

59 A tartézkodas soran atlagosan hanyszor kérdezik meg a vendéget arrél, hogy elégedett-e
(akar széban, akar irasban)?

Kérem, irja ide a valaszat:

60 Van-e lehet6ség elozetes szobavalasztasra (példaul konkrét szoba meghatarozasara 101 vagy
a zold szoba)? *

Kérem, valasszon egyet az alabbiak kozil:

O Igen
) Nem

61 Van-e lehet6ség Late Check Out-ra? *
Kérem, valasszon egyet az alabbiak kozul:

O Igen
O Nem

62 Ha igen, mennyibe keriil (Ft)?

Only answer this question if the following conditions are met:
° Answer was 'lgen' at question '61 [T5]' (Van-e lehet6ség Late Check Out-ra?)

Kérem, irja ide a valaszat:

63 Van-e lehet6ség Early Check In-re? *
Kérem, valasszon egyet az alabbiak kozul:

O Igen
O Nem

64 Ha igen, mennyibe keriil (Ft)?

Only answer this question if the following conditions are met:
° Answer was 'lgen' at question '63 [T6]' (Van-e lehet6ség Early Check In-re?)

Kérem, irja ide a valaszat:
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65 Van lehet6sége a vendégnek szobacserére a szallodaban? *

Kérem, valasszon egyet az alabbiak kozil:

O Igen
2 Nem

66 Milyen esetekben van lehetoség szobacserére? *

Only answer this question if the following conditions are met:
° Answer was 'lgen' at question '65 [T7]' ( Van lehetésége a vendégnek szobacserére a szallodaban?)

Kérem, irja ide a valaszat:

67 Milyen koltségekkel jar a szobacsere a vendégnek? *

Only answer this question if the following conditions are met:
° Answer was 'lgen' at question '65 [T7]' ( Van lehetésége a vendégnek szobacserére a szallodaban?)

Kérem, irja ide a valaszat:

68

Kérem jelolje be, hogy a kovetkezo szallodai tevékenységek/szolgaltatasok esetében van-e
lehet6ség testreszabasra (a folyamatok/tevékenységek vendégkérések szerinti médositasara)? *

Kérem, jel6ljon meg egy megfeleld valaszt minden felsorolt elem szamara:

Nem, a
Igen, a vendég Igen, részben meghatarozott
kérése szerint teljesitjuk a vendég folyamaton nem Nincs ilyen
alakitunk mindent. kéréseit. lehet valtoztatni. szolgaltatasunk.

Alkalmazottak kinézete @ O O

Bejaratok, jarmivek
takaritasa

Business Center takaritasa

Check-
in/bejelentkezés/regisztracio

Check-out
Ebresztészolgalat
Etterem felszereltsége
Ettermi szolgaltatasok
Fitness termek takaritasa
Folyosok takaritasa
Grafika (pl. logo)

Housekeeping
szolgaltatasok

Internet hasznalat

Irodak takaritasa

ltals7olaAltatasok

200 O OCCOC00O C O
200 O OCCOC00O C O
200 O 0000000 O O
200 O 0OCCOC00O0 OO OO0
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Vendégoltozok takaritasa
Vendégszoba felszereltsége
Vendégszoba takaritasa

Wellness részleg
felszereltsége

Karbantarté szolgaltatasok @ O @ O
Konferencia- és baltermek
takaritasa C o O O
Konferenciatermek
felszereltsége e o O O
Konyha takaritasa O O O O
Kiilsd teriiletek takaritasa O O O O
Lépcsbhazak takaritasa O O O O
Liftek takaritasa O O O O
Lobby felszereltsége O O O O
Lobby takaritasa O O O O
Londineri szolgalat O O O O
Medencék takaritasa O O O O
Mosoda takaritasa O O O O
Public teruleti
mosdohelyiségek takaritasa e e o o
Raktarak megléte és
takaritasa o O O O
Reggeliztetés O O O O
Rezervacié O O O O
Szallodaban 1évd boltok
takaritas e o O O
Személyzeti lift takaritasa O O O O
Személyzeti terliletek
takaritasa o o O O
Szobaszeniz @] O O O
Szilkséges dokumentumok
megléte o C O O
Transzfer szolgaltatasok O O O O
Uzenetfelvétel és atadas O O O O
Vendégfirdészoba
felszereltsége C o O O
Vendégdfiirdészoba
takaritasa e o O O
O O O O
O O O O
O O O O
O O O O
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01.01.1970-01:00

Kérddiv elkuldése
Kdszonjik, hogy kitdltotte a kérdGivet.
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szall_mod_suly_input

Standard group Hotels 1 2 3
Weight

Staff appearance 6,25 3| 42,1875 3| 42,1875 2 28,125
Entrances/Vehicles cleanliness 5,75 3| 38,8125 3| 38,8125 3| 38,8125
Business Center cleanliness 5,33 3 36 0 3 36
Check-in 6,13 2| 27,5625 3| 41,34375 3| 41,34375
Check-out 6,13 2| 27,5625 3| 41,34375 3| 41,34375
Wake-up call 5,13 2| 23,0625 3| 34,59375 2| 23,0625
Restaurant equipments 5,14 3| 34,71429 3| 34,71429 3| 34,71429
Restaurant services 6,13 3| 41,34375 3| 41,34375 3| 41,34375
Fitness room/health club cleanliness 5,14 1 0 3| 34,71429 3| 34,71429
Corridors cleanliness 5,13 2| 23,0625 3| 34,59375 3| 34,59375
Graphic standards 6,63 3| 44,71875 3| 44,71875 3| 44,71875
Housekeeping services 6,38 3| 43,03125 3| 43,03125 3| 43,03125
Internet usage 6,00 2 27 2 27 2 27
Office cleanliness 4,50 1 0 3] 30,375 3 30,375
Beverage services 5,63 3| 37,96875 3| 37,96875 2| 25,3125
Maintenance services 5,00 3 33,75 3 33,75 3 33,75
Meeting room cleanliness 5,50 2 24,75 3 37,125 1 0
Meeting room conditions 5,38 1 0 3| 36,28125 2| 24,1875
Kitchen cleanliness 6,13 3| 41,34375 3| 41,34375 3| 41,34375
Building exterior cleanliness 5,25 2| 23,625 3| 35,4375 2 23,625
All stairwell cleanliness 4,88 2| 21,9375 3| 32,90625 3| 32,90625
Guest elevators cleanliness 5,75 2| 25,875 0 3] 38,8125
Lobby/registration conditions 5,00 2 22,5 2 22,5 2 22,5
Lobby/registration cleanliness 5,75 2| 25,875 3| 38,8125 3| 38,8125
Bell Staff service 5,50 1 0 0 1 0
Pool cleanliness 6,25 3| 42,1875 0 3| 42,1875
Public restroom conditions 5,13 2| 23,0625 0 3| 34,59375
Public restroom cleanliness 6,25 3| 42,1875 0 3| 42,1875
Storages and equipment cleanliness 5,13 3| 34,59375 3| 34,59375 3| 34,59375
Breakfast service 6,25 3| 42,1875 3| 42,1875 3| 42,1875
Reservation call 6,13 3| 41,34375 3| 41,34375 3| 41,34375
Retail shops cleanliness 4,86 1 0 0 1 0
Service elevators cleanliness 4,43 1 0 0 1 0
Employee work areas cleanliness 4,63 1 0 3| 31,21875 3| 31,21875
Room service 571 3| 38,57143 3| 38,57143 1 0
Document standards 6,25 3| 42,1875 3| 42,1875 3| 42,1875
Airport transportation 4,75 1 0 0 2 21,375
Message service 5,50 2 24,75 3] 37,125 2 24,75
Guest bathroom conditions 6,75 3| 45,5625 3| 45,5625 3| 45,5625
Guest bathroom cleanliness 6,75 2| 30,375 3| 45,5625 3| 45,5625
Guest locker rooms/restrooms cleanliness 6,00 2 27 0 3 40,5
Guest room condition 6,38 3| 43,03125 3| 43,03125 3| 43,03125
Guest room cleanliness 6,63 2| 29,8125 3| 44,71875 3| 44,71875
Wellness department conditions 5,25 2| 23,625 3| 35,4375 3] 35,4375

248,494] 1197,161 194,25| 1286,438| 248,494| 1391,866
Not standardised 0 4,817664 6,622587 5,601205
Oral 4,5 0,713728 0,981124 0,829808
Written 6,75

1. oldal






