CHAPTER -V

PROBLEMS AND PROSPECTSOF HOTEL INDUSTRY

INTRODUCTION

This chapter highlights the problems and prospettsotel industry. Customers are
kings in the market place. Nowadays, modern margeis consumer oriented. So, to
satisfy the customers needs and to capture theetniagrkne of the vital tasks to the hotel
service providers. At the same time the marketaes hectic competition too. Here, the
researcher analyses the problems and various ssrpiovided by the hotel owners

to their guest for its prospects.

Majority of the hotels taken for the study are stategory approved hotels which
provide catering and restaurant facilities, etclyQihese star hotels could provide
various facilities and services to the tourists atiters. The hotel owners use various
advertising media, sales promotion tools and otaeitities to attract their customers

for the prospects of the hotel industry.

HOTEL INDUSTRY

Hotel industry being an important constituent o€ ttourism sector, offers
customer services by means of a well organizecesysThe service of hotels embrace
the organized system of apparatus, appliances amglogees for supplying some
accommodation and activities required by the pufllee service rendered by the hotels

for that matter by any service organization is sabfo certain inherent attributes and
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these posses problems in their marketing. Thesécesr are intangible and precise
standardization is difficult. Since they cannotifdeentories they are perishable in nature.
Owing to the peculiar feature of services adoptdifferent marketing strategy is

inevitable for the prospects of the hotel industry.

FINANCIAL ASSISTANCE PROVIDED TO HOTEL INDUSTRY
Finance plays the most crucial role in the develept of hotels .Funds for the
development of hotels are blocked in the fornnéfastructure facilities such as land,

building ,furnishing, fixtures and fittings etc.

“As far as financing is concerned, the hotel induseeds to be put on the same
floating, for loans from financial institution antanks as other primary priority
industries, conductive investment climate must beated for the hotel industry to
prosper®
Tourism Finance Corporation of India

TFCI was incorporated as a Public Limited Compamgar the Companies Act
1956 on 27th January 1989 and has became opefatithaffect from 1st February
1989. TFCI provides financial assistance to enteegrfor setting up and for
development of tourism-related projects, facilitte®l services, especially to Hotels,

Restaurants, Holiday Resorts and tourists actsitie

1-Industrial times 21.9(1971)
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It assist in the creation, operation ,expansion anaddernization of such
enterprises and promotes private public ownerghipuich enterprises. Assistance from
TFCl is in the form of rupees, foreign currencygipunderwriting or direct subscription
shares/debentures, guarantee for deferred paymémguipment finance, equipment
leasing and supplying credit. TFCI is also expectedprovide merchant banking,
Advisory services carry out activities of coordingtand formulating and finance of all
projects in tourism industry and tourism relatingtivaties facilities such as Hotels,
Restaurants, Holiday Resorts ,Amusement Parks,idrauEmporia etc. Since its
inception, TFCI provides high-quality research &whsultancy services to the tourism
industry in general and to the investors in tourisdustry in particular. TFCI's range of
activities in the Consultancy Division covers teanirelated studies, surveys and project-

related services
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FINANCIAL ASSISTANCE PROVIDED BY TOURISM FINANCE

CORPORATION OF INDIA LIMITED

TABLE : 5.1
Type of project wise and purpose wise classificatiof financial assistance

sanctioned (2010-2011)

(Rs” in Lakhs)

. Ren/ Eq. Exp/Reno/
Purpose New Expansion Finance Acq / Restre Total
Type of Project No., Amount Na.Amount| No.| Amount | No.| Amount| No.| Amount
3 12600 0 0 0 0 3 9500 6 22100
5 Star Hotel - .
75 | 134875| 16 17876 15 6808 19 30777 125 190836
2 8800 0 0 0 0 0 0 2 8800
4 Star Hotel
41 50746 6 7457 5 1995 4 159( 56 61788
3 8700 0 0 0 0 1 3000 4 11700
3 Star Hotel 1
245 | 130892| 22 12587, 11 3743 36 21277 314 168499
2 3740 0 0 0 0 0 0 2 3740
2 Star Hotel
23 9138 1 388 1 90 2 323 2 9939
. 0 0 0 0 0 0 0 0 0 0
Heritage _
17 3764 3 1030 2 425 2 586 24 58056
o 0 0 0 0 0 0 0 0 0 0
Un Classified
2 1210 0 0 1 24 1 56 1290
Amusement Part / 2 4040 0 0 0 0 0 0 2 4040
Shopping Complex
Cum-Ent centre /
Water Part / Multipley 33 | 28683 | 3 190 0 0 3 1267] 39 3014
/ Activity Centre .
Integrated
0 0 0 0 0 0 1 1500 1 1500
Restaurant
16 5544 3 1835 3 109 2 1805 24 9293
Tourists Cars / 0 0 0 0 0 0 1 5000 1 5000
Coaches 2 241 3 1326 2 600 1 5000 & 7167
RTDC / Palace on 0 0 0 0 0 0 0 0 0 0
Wheels 2 2150 0 0 1 1000 1 500 4 365(
Others 0 0 0 0 1 5000 3 10000 4 15000
32 36585 3 3600 3 5273 7 13820 45 59287
. 0 0 0 0 0 0 0 0 0 0
Infrastructure Projects
2 6300 1 3000 0 0 2 4500 5 13800
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Source:Annual report of TFCI (2010-2011)

The table 5.1 shows that the TFCI has providedrgeldinance assistance of
168499 lakhs and 190336 lakhs to 3 star and atagory hotels respectively.
Industrial Finance Corporation in India

IFCI is the First National Level Development Bargtablished in India in 1948
under the Industrial Finance Corporation Act 1948h the basic objectives of making
medium and long term credit more readily availabléndustrial concerns in India. 50%
of IFCI share capital is held by IDBI and the rlegtnationalized and the other scheduled
bank, cooperative bank, insurance company and timesd trust. Financial assistance is
available concerns in the corporate and cooperair@ors as per section 2(c) of
industrial finance act 1948 for new units and afso expansion , diverfication,
modernization of existing units. Financial servicteslude merchant banking and allied
service equipment financing and leasing and supaltid buyer credit scheme. Promotion
service chiefly cover funds support for techniaahsultancy, risk capital venture, capital
technology development, tourism and tourism relaiedities. The service and facilities
offered by the IFCI at present includes projectaficing, financial services and

promotional services.

IFCI has sanctioned financial assistance of RsBi®n to 5955 concerns and
has disbursed Rs 672 billion since its inceptByway of illustration, IFCI’s assistance
has helped create production capacities of 22,16l hooms and 5,544 hospital beds.
The direct employment generated as a result dfintancial assistance is estimated to

benefit at 1 million persons almdst.
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TABLE 5.2

AMOUNT SANCTIONED TO HOTEL INDUSTRY BY IFCI

Amount sanctioned to

Amount sanctioned to

Share of hotel industry to

Year hotel industry (in all industry (In crores) the total amount
crores) y sanctioned
1996 1759.8 39419.6 4.46
2000 185.0 18584.6 1.00
2010 66.71 11400.04 0.60

Source: Annual Report of IFCI

1996 was 1759.8 crores and in 2010 it was only lfiofes. Its total financial
contribution to hotel industry has decreased t&0i6 2010 . The reason behind it had

been analysed. IFCI had assisiting more financgsistance for tourism and allied

industries products than hotel industry

2-www.ifciltd./aboutus/indianeconomyand ifci.aspx
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FINANCIAL ASSISTANCE SANCTIONED BY STATE GOVERNMENT
Financial assistance is also one of the impor&etbfs to run the hotels.
Depending upon the size and number of rooms, thetemance expenses vary. Hence
financial assistance sanctioned by the state gowemhalso varies.
TABLE 5.3
FINANCIAL ASSISTANCE SANCTIONED BY STATE GOVERNMENT TO

HOTEL INDUSTRY

Year Amount

2006-2007 63.57 Crores
2007-2008 51.53 Crores
2008-2009 62.00 Crores
2009-10 62.00 Crores

Source: Ministry of Tourism, Government of TamilNadu

The table 5.3 shows that 62.00 Crores was sancibyeState government at
2009-2010 to hotel industry against 63.57 crorestsaned in 2006-2007. The decline in
financial assistance by state government is todiedn Hence, the researcher suggests

separate financial assistance especially to thel hatustry.
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TAMILNADU TOURISM DEVELOPMENT CORPORATION (TTDC)

TTDC was incorporated into tourism ministry duridgly 1971 under the
Companies Act 1956. The entire share capital of@¥&khs has been subscribed by the
State Government. TTDC was formed with the object¥ promoting tourism in Tamil
Nadu by providing infrastructure facilities in tsgport and accommodation. To fulfill this
objective, TTDC has expanded its activities intceéhmain operations, namely, Hotels,
Transport and Fairs. Hotels of TTDC at present h&®eutlets. Out of the 54 hotels
under the control of TTDC, two hotel units haverbbéanded over on long term lease of
30 years during the year 1995. The Government aifilfiadu has already approved the
proposal of franchising 30 hotel units and 7 Resists of TTDC. Efforts are being taken
to franchise these hotels on a term basis of 1@sywah respect to small hotels with 5
rooms and 15 years with respect to other hotelandfising of the hotel units would
improve the overall profitability of the hotels diion and help TTDC to concentrate on
the major hotels at Ooty, Kodaikanal, Yercaud, MaguThanjavur, Coimbatore,

Rameswaram, Kanniyakumari and Mamallapufam.

AMOUNT SANCTIONED TO TTDC HOTELS IN TAMILNADU
In hotel industries financial assistance is on¢hefimportant activities, because
the main aim of the hotel industries is to proviuaspitality oriented services to its

customers. Public sector hotels provide the hdgpitervices at nominal charges.

3- www. tamilnadutourism.org/hotels/hotelsmain.aspx
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Hence growth and prospects of TTDC hotels catehéoneeds of the tourists.
Only boarding and lodging hotels provide cateringl aestaurant services to their
customers. The amount sanctioned to the State ohoied for the prospects of the hotel
industry are given below:
TABLE :5.4

AMOUNT SANCTIONED TO TTDC HOTELS BY STATE GOVERNMEN T OF

TAMILNADU
Amount Sanctioned
Year
(crores)
2004-2005 30.35
2005-2006 32.42
2006-2007 46.04
2007-2008 59.41
2008-2009 70.25
2009-2010 28 15
2010-2011 92.13
2011-2012 101.60

Source :Ministry of Tourism, Government Of Tamilnadu
The above survey reveals that the financial assistaanctioned to TTDC hotels
by Tamilnadu government. It has been found thatatmeunt sanctioned in 2011-2012

was 101.60 crores against 30.35 crores in 2004-208H,il Nadu government had
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realized the potential and importance of hotel stdufor tourism development in the
state. It had increased the financial assistancineostate owned hotel in the budget.
Thus, increase in financial assistance helps ipthspects of hotel industry
PROBLEM FACED BY THE HOTEL INDUSTRY
1. NON AVAILABILTY OF LAND

The availability of land is the overall requirenhdar the development of the
hotel industry. It is true that the best suite thoe hotel is generally the best suite in the
locality and probably the most expendiveThe Entrepreneurs often shirk the idea of
mobilising capital for setting up a hotel because magnitude of capital required to set
up hotels, especially in large and medium sectorhigh. The investment in
accommodation units is primarily an investmentaind and building and the bulk of their
capital is permanently sunk in fixed assets. kasbecause, hotels compete for sites in
town centres and other stations where land valeehigh.

Non availability of land makes it a highly capitatensive industry. For the
success of tourism, hotels are to be located atopppte centres where the demand
exceeds the supply. The availability of land is tbeerall requirement for the

development of the hotel industry.

4-Anand M.M :"Tourism and hotel industry in indiaA studying management Prentice

Hall Pvt Ltd, Newdelhi, 1976 , p-138
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2. CAPITAL LOCKED IN FIXED ASSESTS

Hotel industry is not only capital intensive bupital is also locked up in fixed
assets. Extensive studies done in Switzerland aexdnény reveal that in the hotel
industry the proportion of fixed assets is probahigher than in any other industry5.
High fixed costs mean high gross profit marginsisTih turn means that each addition to
total revenue results in a substantial rise inpmefit. The higher the percentage of fixed
costs the more difficult it is to maintain adequatefitability through cost manipulation.
Most of the financial capital is locked in fixedsass.
3. LONG GESTATION PERIOD

Compared to other industries, the destgeriod in the hotel industry is

long. The long pay back period demands the long ferance for the land and building
and medium finance for interior assets . Sinceitgr@fre slow coming, the investment
proposition is difficult for an entrepreneur, Iretpast, lending institutions recognised the
hotel and catering industry as a high risk induskigwever, as hotels form an integral
part of the overall tourism activity in the counttheir growth is important from many
angles. Hence the financial institutions should emate their attitudes. They, should
besides extending long term loans, underwrite tlagornty of the shares of the hotel

entrepreneurs , especially of a new inexperienced o

5-Centre For Monitoring Indian Economy, Corporateaice, Industry aggregate,

November 1994, 18 HAI today 5.4, 2000 , p-12
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In order to overcome the infrastructural short augsi a substantial injection of
funds is necessary. This long pay back period adtiadrance in procuring long term

finance to the hotel industry.

4. THE COST OF MAINTENANCE

A hotel starts deteriorating, the daysitcompleted and with the passage of time
deterioration rate grows faster. The cost of maiatee is the maximum in the hotel and
its rate of obsolescence is also the highest. @Qmisig hotels as per the requirement is
not an easy matter. With the passing of year, caggising to more exorbitant levels.
ITDC originally spent mere Rs.1.5 crore to estdibbAshok Hotel in 1956. In 1983, it had
to spend Rs.5 crore to renovate the same The @reeso high that anyone who builds a

hotel automatically becomes an multinational conypan

5. OTHER TAXES
In India the foreign tourists are subjected tceotvariety of taxes at the airport
.They include international departure tax, custduty, service tax etc. These taxes are

assessed even if other taxes are collected

VARIOUS TAX PROBLEMS FACED BY HOTEL INDUSTRY

“The tax element on the hotel and restaurant imgustindia is the highest in the
world”. All hotels survey have expressed that thegervation on imposing various taxes.
Tax is the great source of revenue to the goverhni@overnment imposes various

taxes on the hotel industry”. The various taxesasga on hotel industry are given below
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1.There is a 10% as luxury tax and 10.3% as c®itex on all hotel rooms in
India and Value Added Tax (VAT) of 12.5% to 20%fond and beverage purchases.

2.The service tax of 10.2% is exempted on Food Bederage served in
conferences and banquets in hotels under the setaiccategories of mandap keepers
and convention services.
TAX IMPOSED BY THE CENTRAL GOVERNMENT

Only hotel industry has all types of taxes levied the central and state
governments The major tax imposed by the centraégonent is expenditure tax and
central sales tax. The respective state governteeptuxury tax and sales tax at various
rate. Apart from these taxes collected from thetamusrs, taxes are also levied on
hoteliers such as income tax, wealth tax, etc, @y ¢entral government. Similarly

property tax and other taxes are levied by theeesge state Government.

SALES TAX

Sales tax is the important source of mexee Sales tax is levied on the sales of
various items including sale of food and beveraigehotels. The central sales tax is
levied by the central government. The states hi@avewn sales tax procedure. In the case
of inter state transaction, obviously sales tards applicable to the hotel industry. The
tax rate varies among various states in India. Chennai is charging 12.5% as sales tax
on the food and beverage sale. uniformitive of shées tax would simplify the tax
computation process. This has been repeatedly pedpoy the hotelier at different times.
The request is not considered by the governmehndiw. Even though some state

express reservation on the issue of having a unikales tax law, they state that it would
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likely erode the administrative power and wouldeeff less of revenue to the
government.
JUDGMENT OF THE HONOURABLE SUPREME COURT:

In the famous case of northern India cater anchfiseciated hotelier of India the
supreme court stated that the service providedddyl ltannot be taxed. “The historical
case judgment in the case of the associated hoftétglia supreme court went a further
step and held that even in the case of the restquteere is no sale of food because
providing food is a part of the overall activityo Berve food in a proper atmosphere, the
atmosphere and the elements could not be taxedrélenue therefore was not entitled
to split up the transaction into two parts: oneftorfood stuff served to the tourist and
other for the service of the charge by the hoteligth a view to bring the latter under the
act”. Quoting the view of the supreme court “wheavéllers by plane or by steam
purchase his or her passage ticket, the transastimme for his passage from one place to
another place. If in the course of carrying out tinansaction, the travellers is supplied
with drinks or meals or cigarettes. No one shouilicik that the transaction involved
separate sales of such items any of those thingglisupplied, the transaction is essential
one for carrying the performance of the contradhefcarriage, some thing is supplied to
them. Such supply is not only incidental to thatvee and not changing either the
pattern or the nature of the contract. Similarlyewtclothes are given for washing to a
laundry there is a transaction which essentiallyolives work or service and if the
laundry man stitches the button to a garment whauth fallen off, there is no sale of the

button and the thread. A number of such cases can
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be citied and none of them can be said to involgala as a part of the main transaction.
The transaction between the hotelier and a visdgahis hotel is thus once essential of
man’s service in the performance of which and astagf the amenities incidental to that
service, the hotelier serve meals of that statestshd hus the supply of food or drinks to
customer staying in a hotel does not partake irctisacter of a sale of goofsience
the hotel industries, constitutes a distinct positio which the ordinary goods act would
not apply. But government has brought about an dment in the legislation
LUXURY TAX

Luxury tax has been subjected to staigdiction. It depends upon the number of
rooms rented. It varies in accordance with theestBihe star hotel in chennai charge only
10% as luxury tax in 2008 compared to luxury taR@®3. The luxury tax that existed in
2003 was 20% on rooms whose tariff was less thd@® ¥Qpees and 25 % on rooms
whose tariff was greater than 1000 Rupees. TamduN& the leading state in the
collection of luxury tax. The decrease in luxurx t@nd incentives provided by state
government of Tamil Nadu acts as window for thespexts and development of hotel
industry.
SERVICE TAX

With a view to stopping the evil practice of tipgimhich is humiliating for the
receiver and taxing the donor, the alternativergiasing a service charge was introduced
in India a few year ago.
6-The state of Himachal Pradesh and others vs Assduotel limited,(1972) 29 .s.t.c, p-

479
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Soon after its introduction, it was combined witptng and the result was the payment
of service charges along with the tips. Despiteehsign-boards in hotels, the practice has
continued to this day. In Japan there is neitheriee charge nor tipping. In the U.S.A,
there are no service charges but only tips. Thasecharges-cum tipping is disliked by
most of the visitors. Whatever is talked againgpitig/service charges the attitude of the
hoteliers still remains in favour of tipping, saththey can manage to get ample workers

at less wages.

Service tax is fast turning out to be an importaot of revenue collection for the
central government. The directorate of service bagan with a modest collection of 410
crores in 1994-95. It expected to mop up nearlP®,ores in 2001-2002 but collected
twice the amount expected. Service tax is leviedjuests by the hotelier. Generally
10.03 % is taxed as service tax on hotel with éffieen 1.5.2011.

GENERAL PROBLEMS OF HOSPITALITY INDUSTRY

The Indian hotel industry, like any other industiy,facing changes in policy,
technology, and customer aspirations. Locationhef hotel plays a vital role for the
success of hotels. The cost of land situated inogzamic location with transporting
facilities, hygiene, drinking water, power and athenenities, etc will be higher than the
industrial location. The generptoblems faced by theospitalityindustry are as follows:
(1) Problems relating to finance (2) SeasonalijyMailtiplicity of products (4) Cycle of
operation(5) Marketing (6) Package Tour (7) Extefaators (8) Excessive tax burden

aspect.

166



* One of the greatest challenges plaguing the hdispitadustry is the non
availability of quality in workforce in differenelels of skills.

* Retention of the workforce through training and elepment in the hotel
industry is a problem and attrition levels are kigh. One of the reasons for
this is unattractive wage packages.

* The hotel industry is facing heavy shortage of reothis estimated that the
current requirement is 1, 50,000 rooms. Though rtee investment plan
would add 53,000 rooms by 2011, the shortage paiisist.

* The industry is witnessing heightened competitiothwhe arrival of new
players, new products and new systems. The congeefiiom neighbouring
countries and negative perceptions about Indiamisiou constrains the
growth of tourism. The image of India as a courdmerrun by poverty,
political instability, safety concerns and diseabasm the tourism industry
further.

* As India is emerging as a destination on the gltiaakel map, expectations of
customers are rising. The companies have to foousustomer loyalty and
repeat purchases.

* Some of the services required in the tourism artélhondustries are highly
personalized, and no amount of automation can sutesfor personal service
providers. India is focusing more on white collabg. The shortage of blue

collar employees will pose various threats to ticstry.

One of the chief trends witnessed in the Indiarehotdustry is the increasing

competition. Too many hotels are being construetithl a rapid increase in the metros
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and as a result of which supply would outpace deimAnlocations like Mumbai, Delhi,
Chennai, and Khajuraho, existing capacity outp#oeslemand as a result of which there
are empty rooms available round the year. Many pmjects in the country are being
delayed or are stalled due to cash crunch. The neason for the cash flow problem is
that the investor’s confidence in big hotel progeistvery low, mainly because of the fear
of increased supply; whereas in smaller townsetliera dearth of quality hotels in the

mid-priced segment

For the prospects of the hotel industry the reductf import duties on capital
goods will have a positive impact on the capitastcof constructing new hotels and
renovating existing hotels. This will encourage nieetels to come up and enthuse the
existing ones to undertake major renovations regulin improved services. The
government may declare certain areas suitabledweeldpment as tourists areas and fix
prices for land to prevent speculation . Those sateave to be properly projected and
publicised in the potential markets. The governmesh go into collaboration with
promoters and developers to establish hotels odkes of land offerings. Land can be

taken on long term leases and construction of saimh be done on the leased land.
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STATE GOVERNMENT INTIATIVE ON TAXES FOR THE PROSPEC TS OF
HOTEL INDUSTRY IN CHENNAI

The Chief Minister of Tamil Nadu at the annual cention of the Federation of
Hotel and Restaurant Association of India said Bhaennai would soon have a new
master plan to allow more hotels. Making note & tiotel industry's long-standing
demand to reduce luxury tax on hotels in Tamil Natle Chief Minister added that her
Government would bring down the tax substantiailyhie year 2013 to facilitate the tax
payers. To promote further tax reduction, she gatlmajor investment decisions would
be taken in Chennai. She believed that the “badrastructures” would be provided to
promote Hotel and Restaurants in the service seetach would increase the demand

for hotel industry in the near future.

Tamil Nadu is promoting lesser-known destinationke | Chettinad and
Coimbatore. Efforts are now on to establish a ¢actiSouthern Splendour” tourists

train, to promote the development of hotel indugtryamil Nadu’

7-www consumercourt.in/product—services /316984gmlitha —promises — hotels

— industry-more-city-space.html
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OPINION OF DOMESTIC TOURISTS ABOUT TAXES AND ROOM RENT

The hotels are subjected to various taxes and shai@ collecting these taxes
from customers of their hotel. It is helpful foretthotel owners to run their business
profitably. The researcher in this theses has c@ltethe opinion of domestic and foreign

tourists about taxes and room rent .

TABLE 5.5

OPINION OF DOMESTIC TOURISTS ABOUT VARIOUS TAXES

Parameters| High | Moderate| Low Total

Sales Tax| 63(63%) 29(29%) | 8(8) | 100(100%)

Luxury 100(100%)
62(62%)| 30(30%) | 8(8)
Tax

Services | 46(46%)| 17(17%) | 37(37)
100(100%)
tax

Table 5.5 reveals the opinion of the domestic &isniegarding the various taxes
and room rent. 63%, 62% and 46% of the respondemiedtic tourists have graded the
hotel sales tax, luxury taxes and service tax gis.h29%, 30% and 17% of the domestic
tourists have graded the sales tax, luxury taxdssarvice tax as moderate. 8%, 8% and
37% of the domestic tourists have graded servicasdow.

Thus, 63%, 62% and 46% of the respondent domestigsts have graded the

hotel sales tax, luxury taxes and service tax @is. hi
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DISTRIBUTION OF OPINION OF FOREIGN TOURISTS ABOUT V ARIOUS
TAXES AND ROOM RENT
The researcher in this thesis has collected theiapiof foreign tourists about
taxes and room rent. The researchers has fountathtthat the domestic and foreign
tourists have graded sales taxes, luxury taxesaruice tax as high.
TABLE 5.6

DISTRIBUTION OF OPINION OF FOREIGN TOURISTS ABOUT V ARIOUS

TAXES
Parameter | High | Average| Low Total
Sales tax | 64 64%)| 34(34%) 2(2%) | 100(100%)
Luxury tax | 43(43%)| 55(55%)| 2(2%) | 100(100%)
Services | 34(34%)| 24(24%)| 42(42%)
100(100%)
tax

The table 5.6 shows that 64%, 43% and 34 % ofdh&idn tourists have graded
sales taxes, luxury taxes and service tax as Bigfh, 55% and 24% of the tourists have
graded sales taxes, luxury taxes and service tavesge. 2%, 2%, 42 %of the tourists
have graded sales taxes, luxury taxes and semsicastlow

Thus, 64%, 43% and 34 % of the respondent forengnidts have graded sales

taxes, luxury taxes and service tax are high.
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SUGGESTION OF TOURISTS ABOUT VARIOUS TAXES
The opinion of tourists plays a predominant role tiee survival of the hotel
industry. Most of the domestic tourists and foretgorists who come and stay in the

hotels have given their suggestion and idea alheutaixes levied in the hotel industry

TABLE 5.7

SUGGESTION OF TOURISTS ABOUT VARIOUS TAXES

Domestic tourists Foreign tourists
Opinion No of Percentage No of Percentage
tourists 9 tourists 9
Reduction
of Rate of 37 37 41 41
Tax
Abolishing
63 63 59 59
of Tax
Total 100 100 100 100

The table 5.7 shows that 63% and 59% of tourigthe opinion of abolishing
of sales taxes, luxury tax and service tax. 37% 4?0 of tourists are of the opinion that
the sales tax, luxury tax and service tax haveeemlreduced.

Thus, 63% and 59% of the respondent tourists eedlire opinion of abolition of

sales taxes, luxury tax and service tax.
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One way anova f test
Null hypothesis

There is no significant difference between purpafsstay in indian tourist of the

respondents and their opinion about sales, luxndys&rvice taxes

Tourist Mean | S.D SS Df| MS | Statistical inference

Q4.1 Sales Taxes

Between Groups 124433 | 4.158

Business (n=30) 1.40 .724 F=14.115

Official (n=39) 1.85| .587 1000<0.05

Pleasure trip (n=27) 1.00 .000 Significant

Others (n=4) 1.00, .00D

Within Groups 28.277 96 | .295

Q4.2 Luxury Taxes

Between Groups 6.130 3 2.043

Business (n=30) 140 .724

Official (n=39) 1.74| 637 F=5.651

Pleasure trip (n=27) 1.19 .396 001<0.05
Significant

Others (n=4) 1.00[ .00D

Within Groups 34.710 96 | .362

Q4.3 Service Taxes

Between Groups 52.2903 | 17.430

Business (n=30) 153 .730

Official (n=39) 2.79| .522 F=55.963

Pleasure trip (n=27) 1.19 .396 .000<0.05

Others (n=4) 1.00| .00D Significant

Within Groups 29.900 96 | .311

Findings

As, the calculated value is less than table vgis®.05) we reject the null
hypothesis. There is a significant difference betwpurpose of stay in indian tourist of

the respondents and their opinion about salesyyuxid service taxes.
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Oneway anova ‘f' test
Null hypothesis

There is no significant difference between purpafsgtay in foreign tourist of the

respondents and their opinion about sales, luxndys&rvice taxes

Purpose of Stay in Foreign | Mean | S.D SS Df| MS isrtglrsetrl:ﬁ

Sales Taxes

Between Groups 17.0843 | 5.695

Business (n=6) 1.33 .816 F=52 183

Official (n=42) 1.86 | .417 1000<0.05

Pleasure trip (n=43) 1.00 .000 Significant

Others (n=9) 1.00; .00Q0

Within Groups 10476 96 | .109

Luxury taxes

Between Groups 6.279 3 2.093

Business (n=6 1.33 .816

Official (n=42) 1.83| 437 F=9.170

Pleasure trip (n=43) 1.51 .506 '900.50'05
Significant

Others (n=9) 1.00; .00

Within Groups 2191196 | .228

Service taxes

Between Groups 60.1403 | 20.047

Business (n=6) 1.50 .837

Official (n=42) 298| .15 F=126.440

Pleasure trip (n=43) 1.51 .506 '(.)OO.<.O'05
Significant

Others (n=9) 1.00; .00

Within Groups 15.220 96 | .159

Findings

As, the calculated value is less than table vgis® .05) we reject the null
hypothesis. There is a significant difference betwpurpose of stay in foreign tourist of

the respondents and their opinion about salesyyuxiod service.
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Student ‘T’ test
Null hypothesis
There is no significant difference between Indiad #oreign tourist of the respondents

and their opinion about sales, luxury and sendces$

Tourist Mean S.D Statistical inference
Sales Taxes
Indian (n=100) 1.45 642 T=.843 Df=198
: .400>0.05
Forelgn (n=100) 1.38 528 Not Signiﬁcant
Luxury Taxes
Indian (n=100) 1.46 642 T=-1.557 Df=198
: .121 >0.05
Sales Taxes
Indian (n=100) 1.91 911 T=-1.348 Di=198
.179 >0.05
Foreign (n=100) 2.08 872 Not significant
Findings

As, the calculated value is greater than the tedliee (p>0.05) we accept the null
hypothesis. There is a no significant differencenveen Indian and foreign tourist of the

respondents and their opinion about sales, luxndysgrvice taxes
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OPINION OF TOURISTS ABOUT THE PRICE OF FOOD, ROOM A ND
BEVERAGE

The cost of accommodation, food and beverage iggedabased on the level of
services provided, and the category of hotels.riebrpeople the cost appears to be low

cost and for average people the cost appearstighbe

TABLE 5.8

TOURISTS OPINION ABOUT THE PRICE OF FOOD, ROOM AND

BEVERAGE
Indian Foreign
Grade No of Percentage No of Percentage
Customer g Customer 9
High 58 58 26 26
Moderate| 26 26 56 56
Low 16 16 18 18
Total 100 100 100 100

The table 5.8 shows that 58% and 26% of the domestd foreign tourists
consider the price of room, food and beverage gis. [26% and 56%of the domestic and
foreign tourists consider the price of rooms, feodl beverage as moderate. Only 16%
and 18% of the domestic and foreign tourists cardide food and beverage cost as low.

Thus, 58% and 26% of the respondent tourists denshe price of rooms, food

and beverage as high
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Student t test
Null hypotheses

There is no significant difference between indiad &reign tourist of the

respondents and their opinion about food , beveaageaccommodation.

Tourist Mean S.D Statistical inference

Q16.1 Food

Indian (n=100) 1.46 501 T=-4.913 Df=198
.000<0.05

Foreign (n=100) 1.78 416 Significant

Q16.2 Beverage

Indian (n=100) 1.56 499 T=-4.929 Df=198
.000 <0.05

Foreign (n=100) 1.86 .349 Significant

Q16.3 Accommodation

Indian (n=100) 1.35 479 T=-.147 Df=198
.883 >0.05

Foreign (n=100) 1.36 482 Not Signiﬁcant

Findings

As, the calculated value is greater than tablee/gpr0.05) we accept the null
hypotheses. There is no significant difference ketwindian and foreign tourist of the

respondents and their opinion about accommodation.

As, the calculated value is less than table value0.05) we reject the null
hypotheses. There is a significant difference betwmdian and foreign tourist of the

respondents and their opinion about food and bgeera
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Oneway Anova ‘f’ test
Null hypothesis
There is no significant difference between purpaisstay in indian tourist of the

respondents and their opinion about food, beveaageaccommodation

Purpose of Stay in Indian ioti
p y Mean | S.D ss pil  Ms _Statlstlcal

Tourists inference

Food

Between Groups 4.592 3 1.581

Business (n=30) 1.40 .498

Official (n=39) 1.64| 486 F=7.256

.000<0.05

i = q [«

Pleasure trip (n=27) 1.19 .396 Significant

Others (n=4) 2.00 2.00

Within Groups 20.248 96 | .211

Beverage

Between Groups 12.0023 | 4.001

Business (n=30) 1.33 .479

Official (n=39) 1.95| 223 F=30.389

.000<0.05

i = q [«

Pleasure trip (n=27) 1.19 .396 Significant

Others (n=4) 2.00 .000

Within Groups 12.638 96 | .132

Accommodation

Between Groups 7109 3 2370 E=14544

Business (n=30) 1.33 479 :000<0.05
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Official (n=39) 1.64| .486 Significant
Pleasure trip (n=27) 1.00 .000

Others (n=4) 1.00; .000D

Within Groups 15.641 96 | .163

Findings

As, the calculated value is less than the tablee/§h<0.05) we reject the null
hypothesis. There is a significant difference befwpurpose of stay in indian tourist of

the respondents and their opinion about food, lageand accommodation.
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oneway anova ‘f’ test

Null hypothesis: There is no significant difference between purpostay in foreign

tourist of the respondents and their opinion alfood, beverage and accommodation

Purpose _Icp; ﬁ;[ias)tlsln Foreign Mean| S.D SS Dfl  Ms iSr'l[faet|rsetr|](i:ael

Food

Between Groups 1676 3 .559

Business (n=6) 1.33 .516 F=3.464

Official (n=42) 1.81| .397 1019<0.05

Pleasure trip (n=43) 177  .427 Significant

Others (n=9) 2.00[ .000

Within Groups 15484 96 | .161

Beverage

Between Groups 3.032 3 1.011

Business (n=6) 1.33 .516

Official (n=42) 2.00| .000 F=10.772

Pleasure trip (n=43) 1.77 427 'QOO.<.0'05

Significant

Others (n=9) 2.00 .000

Within Groups 9.008 96 .094

Accommodation

Between Groups 15.2303 | 5.077

Business (n=6) 1.33 .516

Official (n=42) 181 .397 F=62.408
, .000<0.05

Pleasure trip (n=43) 1.00 .000 Significant

Others (n=9) 1.00] .000

Within Groups 7.810 96 .081
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Findings

As, the calculated value is less than the tablee/§h<0.05) we reject the null
hypothesis. There is a significant difference betvpurpose of stay in foreign tourist of

the respondents and their opinion about food, lz@eeand accommodation.

TASTE AND VARIETY OF FOOD

The attractiveness of a hotel to a great extenémlgp on the taste and variety of
food served by it. This in turn depends on the sodkence cooks are paid attractive
salaries. In big hotels, a few experts in cookingovare professionally qualified and
experienced take charge of the section and a nuofbeooks to assist them are also

appointed.

OPINION OF THE DOMESTIC TOURISTS ABOUT TASTE AND VA RIETY OF
FOOD

Based on the variety of items and taste of foodigesl by the hotels the opinion
of tourists varies from good to moderate. Mosthaf lomestic tourists state that the taste

of food and variety of items as good.
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TABLE 5.9

OPINION OF THE DOMESTIC TOURISTS ABOUT TASTE AND VA RIETY OF

FOOD
Parameter Good Average | Poor Total
Taste of
69(69%) 27(27%) | 4(4%)100(100%)
Food
Variety of
T74(74%) 21(21%) | 5(5%)100(100%)
Food

The table 5.9 shows that 69% and 74 % of domestidsts have graded both
taste of food and variety of food as good. 27% 21 of domestic tourists have graded
the taste and variety of food as average. 4% an@fd6mestic tourists have graded the

taste and variety of food as poor

Thus, 69% and 74 % of the respondent domestigstsuthave graded both the

taste of food and variety of food in star hotelswgelelicious.
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OPINION OF THE FOREIGN TOURISTS ABOUT THE TASTE AND VARIETY
OF FOOD

The researcher has obtained the opiofoforeign tourists about the variety of
items and the taste of food provided by Indian IsofEhe opinion of tourists varies from
good to moderate. Most of the foreign touristsesthe taste of food and variety of items

as good.
TABLE 5.10

OPINION OF THE FOREIGN TOURISTS ABOUT TASTE AND VAR IETY

OF FOOD
Parameter | Good Moderate | Poor Total
:;isc':e of 65(65%) 34(34%) 1(19%) 100(100%
X;ﬁew " 52(5206)| 22(%%) | 22(2206)| 100(100%)

Table 5.10 shows that 65 % and 52 % of foreignisteihave graded the taste and
variety of food as good. 34 % and 26 % of foreigarists have graded the taste and
variety of food as moderate. 1% and 22 % of fordmurists have graded the taste and

variety of food as poor.

Thus, 65 % and 52 % of respondent foreign touhatse graded both the taste of

food and variety of food as Good
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STUDENT ‘T" TEST

Null hypotheses

There is no significant difference between indiad &reign tourist of the

respondents and their opinion about taste andtyasfdoods

Tourist Mean S.D Statistical inference

Taste of Foods

Indian (n=100) 1.35 557 T=-.133 Df=198
.894>0.05

Not significant

Foreign (n=100) 1.36 .503

Variety of Foods

Indian (n=100) 1.31 563 T=-3.952 Df=198
.000 <0.05
Foreign (n=100) 1.70 .810 significant
Findings

As, the calculated value is greater than tableesghr0.05) we accept the null
hypotheses. There is no significant difference lketwindian and foreign tourist of the

respondents and their opinion about taste of foods.

As, the calculated value is less than table vgis® .05) we reject the null
hypotheses. There is a significant difference betwiadian and foreign tourist of the

respondents and their opinion about variety of food
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Oneway anova f test

NULL HYPOTHESIS

There is no significant difference between purpafsgtay in indian tourist of the

respondents and their opinion about taste andtyasfdoods

Purpqse of st:.:\y n Mean | S.D SS Df | MS Statistical inference
Indian tourist
Taste of Food
Between Groups 5.591 3 | 1.864
Business (n=30) 1.47 | .730
— F=7.111
Official (n=39) 1.54 | .505 1000<0.05
Pleasure trip (n=27) 1.00 | .000 Significant
Others (n=4) 1.00 | .000
Within Groups 25.159 | 96 | .262
Variety of Foods
Between Groups 5.504 3 |1.835
Business (n=30) 1.00 | .000
Official (n=39) 1.44 | 502 F=6.804
I - 5 13 ” .000<0.05
Pleasure trip (n=27) 37 | .7 Significant
Others (n=4) 2.00 | .000
Within Groups 25.886 | 96 | .270
Findings

As, the calculated value less than table value.(i0ve reject the null
hypotheses. There is a significant difference betwgurpose of stay in indian tourist of

the respondents and their opinion about taste andty of foods
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Oneway anova ‘f' test

NULL HYPOTHESES

There is no significant difference between purpafsgtay in foreign tourist of the

respondents and their opinion about taste andtyasfdoods

Purpose of Stay in Foreign Mean | S.D SS Df | MS ?tatlstlcal
inference
Taste of foods
Between Groups 14469 | 3 | 4.823
Business (n=6) 1.50 | .837
— F=43.797
Official (n=42) 1.79 | .415 1000<0.05
Pleasure trip (n=43) 1.00 | .000 Significant
Others (n=9) 1.00 | .000
Within Groups 10.571 | 96 | .110
Variety of Foods
Between Groups 11.904 | 3 | 3.968
Business (n=6) 1.00 | .000
Official (n=42) 1.40 | .497 F=7.174
I - 3 202 | 1012 .000<0.05
Pleasure trip (n=43) . . Significant
Others (n=9) 2.00 | .000
Within Groups 53.096 | 96 | .553
Findings

As, the calculated value is less than table vgis® .(05) we reject the null
hypotheses. There is a significant difference betwgurpose of stay in foreign tourist of

the respondents and their opinion about taste aridty of foods.
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FURNITURE AND FURNISHING OF THE HOTEL

Hotels cannot maintain a competitive position usléiseir guests and public
rooms are clean and attractive. The furniture aampets are to be maintained in good
conditiorf.The room must be warm with comfortable furnituegordinated with
carpenting, drapes and spreads. Furniture shosidle durable, movable and replicable.

The guest should be happy to arrive sorry to lemgeeager to retutn
TABLE 5.11

OPINION OF THE TOURISTS ABOUT ROOM AREA, FURNITURE AND

FURNITURE IN HOTELS OF THEIR STAY

Domestic Tourists Foreign Tourists

Grade Ng ™ of No of
Percentage Percentage

tourists tourists
Good 69 69 55 55
Average| 23 23 18 18
Poor 08 08 27 27
Total 100 100 100 100
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Table 5.11 shows the tourists opinion of furnitared furnishing of the hotels.
69% and 55% of domestic tourists and foreign tésirfieave graded the furniture and
room area as good. 23% and 18% of domestic towisdsforeign tourists have graded
the furniture and room area as average. 8% and @7é8omestic tourists and foreign

tourists opinion have graded the furniture and r@oea as poor.

Thus, 69% and 55% of respondent foreign and dooiestrists have graded the

furniture and room area as good

8-William S. Gray and Salvatore c.liquior: “Hotetd Motel Management and operation,

Prentice Hall inc, London 1980, p-171

9-Sibal D.P “Furnishing, Furniture and Décor”, ladihotel keepers and travellers,May

1987, p-44.
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Oneway ANOVA ‘f’ test

Null hypothesis

There is no significant difference between purpafsstay in Indian tourist of the

respondents and their opinion about room areaitéwenand furnishing in this hotel

Opinion about room area, Statistical
furniture and furnishing in | Mean | S.D SS Df | MS .

. inference

this hotel
Between Groups 8.636 3 |2.879
Business (n=30) 1.27 | .691
— F=8.870

Official (n=39) 1.74 | .637 1000<0.05
Pleasure trip (n=27) 1.07 | .267 Significant
Others (n=4) 1.00 | .000
Within Groups 31.154 | 96 | .325

Findings

As, the calculated value is less than table value0.05) we reject the null
hypotheses. There is a significant difference betwpurpose of stay in Indian tourist of
the respondents and their opinion about room &weaiture and furnishing in the hotel of

stay.
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Oneway ANOVA ‘f’ test

Null hypothesis

There is no significant difference between purpafsgtay in foreign tourist of the

respondents and their opinion about room areaitéwenand furnishing in this hotel

Opinion about room area, Statistical
furniture and furnishing in Mean | S.D SS Df | MS .
. inference
this hotel
Between Groups 18940 | 3 | 6.313
Business (n=6) 1.00 | .000
— F=10.975
Official (n=42) 2.19 | .740 1000<0.05
Pleasure trip (n=43) 1.51 | .883 Significant
Others (n=9) 1.00 |.000
Within Groups 55.220 | 96 | .575
Findings

As, the calculated value less than table value .JixOwe reject the null
hypotheses. There is a significant difference betwgurpose of stay in foreign tourist of

the respondents and their opinion about room dweaiture and furnishing in the stay

hotel.
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OPINION OF DOMESTIC TOURISTS ABOUT BEHAVIOUR AND SE RVICES
OF STAFF

The opinion of tourists about behaviour and ses/mfestaff are one of the
important factors for running hotels successfull§thout tourists satisfaction the hotels
do not earn profit, Hence the researchers has fthatdvithout hospitality and service of
the receptionist and room boy, a hotel will notaadt the customers irrespective of the

star status.

TABLE: 5.12
OPINION OF DOMESTIC TOURISTS ABOUT BEHAVIOUR AND
SERVICES OF STAFF

Staff

. Good Poor Total
Categories Moderate
Receptionist 88(88%) 8(8%) 4(4% 100
(100%)
Room boys 81(81%) 17(17%) 2(2% 100
(100%)

The table 5.12 shows that 88% and 81% of domestiasts have graded the
service of receptionist and room boy as good. 8% 1at% of the domestic tourists have
graded the service of receptionist and room bayaderate. 4% and 2% of the domestic

tourists have graded the service of the room bgoas.

Thus, 88% and 81% of the respondent domestic tsunsve graded the service

of receptionist and room boy as Good.
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OPINION OF FOREIGN TOURISTS ABOUT BEHAVIOUR AND SER VICES OF
STAFF

The researchers has collected the opinion of fartgrists about the service of
receptionist and staff. It had been found out thast of the foreign tourists have graded
the service of receptionist and room boy as gBaded upon the star status of the hotels

the behaviour and services of the staff varies.

TABLE 5.13

OPINION OF FOREIGN TOURISTS ABOUT BEHAVIOR AND

SERVICES OF STAFF

Staff Moderate
Good Poor | Total
categories

Receptionist 83(83%)| 16(16%) | 1(1%) 100(100%)

Room boy | 60(60%) 40(40%) | - 100(100%

The table 5.13 shows that 83% and 60% of the far&grists have graded the
service of receptionist and room boy as good. 3% &b of the foreign tourists have
graded the service receptionist and room boy asratel 5% of the tourists have graded

the service of the room boy as poor.

Thus 97% and 98% of respondent foreign tourisige lgraded the service of

receptionist and room boy as good
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Oneway anova f tests
Null hypothesis
There is no significant difference between purpo$estay in Indian tourist of the

respondents and their opinion about room boy aceptéeonist

Tourist Mean | S.D SS Df| MS| Statistical inference

Room Boy

Between Groups 1.134 3 .3¥8

Business (n=30) 1.27 .583 F=1864

Official (n=39) 1.10 | .307 141>0.05

Pleasure trip (n=27) 1.33 .480 Not significant

Others (n=4) 1.00, .00D

Within Groups 19.456 96 | .203

Receptionist

Between Groups 2650 3 .883

Business (n=30) 1.40 724

Official (n=39) 1.10| .307 F=4.514

Pleasure trip (n=27) 1.00 .000 '(.)04.<.0'05
Significant

Others (n=4) 1.00; .00D

Within Groups 18.790 96 | .196

Findings
As, the calculated value is greater than tablee/gpr0.05) we accept the null
hypotheses. There is no significant difference kbetwpurpose of stay in indian tourist of

the respondents and their opinion about room boy.
As, the calculated value is less than table vale0.05) we reject the null

hypotheses the above table shows that there gndisant difference between purpose of

stay in indian tourist of the respondents and tbpinion about receptionist.
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Oneway Anova f tests
Null hypothesis
There is no significant difference between purpafsgtay in foreign tourist of the

respondents and their opinion about room boy aceptéeonist

istical
Purpose of Stay in Foreign Mean | S.D SS Df | MS ?tatlstlca
inference
Room Boy
Between Groups 2.564 | 3 .855
Business (n=6) 1.17 | .408 F=3.828
Pleasure trip (n=43) 1.53 | .505 Significant
Others (n=9) 1.00 | .000
Within Groups 21.436 | 96 | .223
Receptionist
Between Groups 3.522 3 |1.174
Business (n=6) 1.33 | .816
.. F=8.513
Official (n=42) 1.38 | .492
) .000<0.05
Pleasure trip (n=43) 1.00 | .000 o
Significant
Others (n=9) 1.00 | .000
Within Groups 13.238 | 96 | .138
Findings

As, the calculated value is less than tadue (p<0.05) we reject the null
hypotheses. There is a significant difference betwgurpose of stay in indian tourist of

the respondents and their opinion about receptianid room boy.

194



FACTOR GOVERNING FOR SELECTING OF HOTEL BY DOMESTIC AND

TABLE 5.14

FOREIGN TOURISTS

Domestic tourists

Foreign tourists

Factors | mportant

(%;) Unimportant (%) | Important (%) | Unimportant (%)
Location 73(73%) 27(27%) 75(75%) 25(25%)
Hotel Image 66(66%) 34(34%) 73(73%) 27(27%)
Cleanliness 100(100%) - 100(100% -
World Wide
Network 43(43%) 57(57%) 61(61%) 39(39%)
Reservation
Room Rent T77(77%) 23(23%) 73(73%) 27(27%)
Conference

48(48%) 32(32%) 59(59%) 41(41%)

Hall

The table 5.14 shows that 100% of both domesticigtsuand foreign tourists

consider cleanliness as an important governingfdot the selection of a hotels. 77%

and 73% of the domestic and foreign tourists carsidom rent as an important factor
73% and 75% of the domestic and foreign touristssicier location as an important

factor. 66% and 73% of the domestic and foreigrristal consider hotel image as an

important factor. 43% and 61% of the domestic amdi§n tourists consider World Wide
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Network reservation as least important factor. 48%@ 59% of the Domestic and foreign

tourists consider Conference Hall as important guwneg factor.

Thus, 100% of both domestic tourists and foreaurists consider cleanliness as

an most important governing factor for the selectiba hotel.

DISTRIBUTION OF THE SUGGESTION OF THE TOURISTS REG ARDING

THE FACILITIES & ACTIVITIES

Customer satisfaction and suggestion of the taurist the critical strategic
weapon and backbone beyond for any type of orgdoizaOne of the biggest
contemporary challenges of management in servaigsinies is providing facilities to the
tourists of their hotel and maintaining custometiséaction. Providing facilities and
customer satisfaction have increasingly been ifiedtas the key factors in the battle for
competitive differentiation and customer retentioithe hotelier claims that
overwhelming customer demand for facilities and/isess in recent years have become
increasingly evident to professionals in the tauriand hotel. The researchers has
collected the suggestion of the tourists aboufah#gities and service for the prospects of

the hotel industry
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TABLE: 5.15
DISTRIBUTION OF THE SUGGESTION OF THE TOURISTS

REGARDING THE FACILITIES & ACTIVITIES

Facility/Activity of Domestic Suggestion of the Domestic tourists
tourists Improved To beimproved
Accommodation 65 (65%) 35(35%)

Food 54(54%) 44(44%)
Beverage 44(44%) 48(48%)
Facility/Activity of Foreign Suggestion of the Foreign tourists
tourists Improved To beimproved
Accommodation 52(52%) 48(48%)
Food 48(48%) 52(52%)
Beverage 36(36%) 54(54%)

The table 5.15 shows that 65%, 56% and 44% of dbomeourists say the
accommodation facilities, food and beverage faedlihas improved. 52% of the foreign
tourists say the accommodation facilities of abowentioned parameter has improved.
48% and 36% of foreign tourists say food and beyeracilities of above mentioned
parameter is to be improved.

Thus, 65% and 52% of respondent domestic touaistsforeign tourists say the

accommodation facilities has improved
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PROSPECTS IN HOSPITALITY SECTOR

Travel and technology have become inseparable.nbéot)y is making its own
advances with high-tech video conferencing faetlitiweb cameras and virtual reality
mode of conferencing, on-line bookings, e-ticketing-Fi Internet connectivity, easy
access to information, etc. are just a few areasevtechnology has completely changed
the way we travel. This new trends in technologg adlvancement has changed the

hospitality sector to its prospects path.

SEASONALITY

Tourism affects the demand for hotels to a grea¢rex Seasonality is highly
unstable and unpredictable. This presents a prohienrelation to employment
opportunities and financial performance in hotallustry. Therefore the problem of
seasonality requires immediate attention and cargt lme taken to minimize the impact

of seasonality in the hotel business.

OCCUPANCY RATIO

The occupancy rate is calculated as the ratioatélhrooms occupied by the
tourists to the total rooms available in the holehas been found that the occupancy
ratio is affected by seasons, duration of tourstés/, hotel image, star category, tariff

rate, location and facilities available in the hote
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AVERAGE ROOM OCCUPANCY OF 4-5 STAR HOTEL DURING
NORMAL SEASONS

The researcher has collected the average room agcyfrom 4- 5 star category

during normal season.

Table 5.16

AVERAGE ROOM OCCUPANCY OF 4-5 STAR HOTEL DURING NOR MAL

SEASONS
Room occupancy Percentage
No of hotels
(Percentage)
51-53 2 13.33
54-55 6 40.00
56-58 7 46.67
Total 15 100.00

Table 5.16 shows that 51-53 % is the room occupan@yhotels, 54-55% is the
room occupancy in 6 hotels, 56-58% is the room panay in 7 hotels .
Thus, It has been found that majority of 4- 5 dfategory star hotels have the

room occupancy of 54-58 %
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AVERAGE ROOM OCCUPANCY OF 1-3 STAR HOTEL DURING NOR MAL
SEASONS
The researcher has collected the average room acypatio of respondent star
hotels during normal season in 1-3 star categotgiho
TABLE 5.17
AVERAGE ROOM OCCUPANCY DURING NORMAL SEASONS

1-3 STAR CATEGORY HOTELS

Room Occupancy
No of hotels Percentage
(Percentage)
50-53 9 47.37
54-57 6 31.58
58-61 4 21.05
Total 19 100.00

Table 5.17 reveal that 50-53% is the room occupam® hotels, 54-57% is the
room occupancy in 6 hotels, 58-61 % is the roonupaaocy in 4 hotels .
Thus, It has been found that majority of 1- 3 sttegory star hotels have the

room occupancy range between 50-53 %
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AVERAGE ROOM OCCUPANCY OF 4-5 STAR CATEGORY HOTELS
DURING PEAK SEASONS
The researcher has collected and tabulated thage/eoom occupancy ratio of

respondent star hotels during peak season frorstdrTategory hotels.

TABLE 5.18
AVERAGE ROOM OCCUPANCY OF 4-5 STAR CATEGORY HOTELS

DURING PEAK SEASONS

Room Occupancy
No of hotels Percentage
(Percentage)
80-82 2 13.33
83-85 6 40.00
86-88 7 46.67
Total 15 100.00

Table 5.18 reveals that 80-82 % is the room occeypan?2 hotels, 83-85% is the
room occupancy in 6 hotels, 86-88% is the room panay in 7 hotels .

Thus, It has been found that majority of 4-5 sttegory star hotels have the

room occupancy range between 83 - 88 %.
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AVERAGE ROOM OCCUPANCY OF 1-3 STAR CATEGORY HOTELS
DURING PEAK SEASONS
The researcher has collected the average room acypatio of respondent star
hotels during peak season in 1-3 star categoryote
TABLE 5.19
AVERAGE ROOM OCCUPANCY OF 1-3 STAR CATEGORY HOTELS

DURING PEAK SEASONS

Room occupancy
No of hotels
(In percentage) Percentage
80-83 4 21.05
83-86 6 31.58
86-89 9 47.37
Total 19 100.00

Table 5.19 reveals the average room occupancy cdtr@spondent star hotels
during peak seasons in 1-3 star category hotel838% is the room occupancy in 4
hotels, 83-86 % is the room occupancy in 6 ho&#s89% is the room occupancy in 9

hotels .

Thus, It has been found that the majority of $t&8 category star hotels have the

room occupancy range between 86-89 %
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AVERAGE ROOM OCCUPANCY OF 4-5 STAR CATEGORY HOTELS
DURING LEAN SEASONS
The researcher has collected the average room acypatio of respondent star
hotels during lean season in 4-5 star categorysiote
TABLE 5.20
AVERAGE ROOM OCCUPANCY OF 4-5 STAR CATEGORY HOTELS

DURING LEAN SEASONS

Room Occupancy
No of hotels Percentage
(in percentage)
34-36 1 06.66
37-39 4 26.67
39-41 4 26.67
42-45 3 20.00
46-49 3 20.00
Total 15 100.00

Table 5.20 reveals that 34-36% is the average @mrupancy in 1 hotel, 37-39%
is the average room occupancy in 4 hotels, 39-&l#te average room occupancy in 4
hotels, 42-45 % is the average room occupancyhot8ls, 46-49% is the average room
occupancy in 3 hotels.

Thus, It has been found that majority of 4-5 stegory star hotel have the room

occupancy range between 37-41 %
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AVERAGE ROOM OCCUPANCY OF 1-3 STAR CATEGORY HOTELS
DURING LEAN SEASONS
The researcher has collected the average room acypatio of respondent star
hotels during lean season in 1-3 star categorysiote
TABLE 5.21
AVERAGE ROOM OCCUPANCY OF 1-3 STAR CATEGORY HOTELS

DURING LEAN SEASONS

Room Occupancy (in
No of hotels Percentage
percentage)
25-30 3 15.79
30-35 7 36.84
35-40 5 26.32
40-45 4 21.05
Total 19 100.00

Table 5.21 reveal the average room occupancy ditiespondent star hotels
during lean seasons in 1-3 star category hotel802% is the average room occupancy
ratio in 3 hotels, 30-35 % is the average room paaoay ratio in 7 hotels, 35-40 % is the
average room occupancy ratio in 5 hotels, 40-4% %he average room occupancy ratio
in 4 hotels.

Thus, It has been found that majority of 1- 3 sttegory star hotels have the

average room occupancy of range between 30-35 %
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AVERAGE ANNUAL ROOM OCCUPANCY OF STAR CATEGORY HOTE LS
The researcher has collected the average room acypatio of respondent star
hotels during all seasons in all star categorylhote
TABLE 5.22

PERCENTAGE OF ANNUAL ROOM OCCUPANCY

IN 2010-2011
Percentage of room
No of hotels Percentage
occupancy
60-62 1 02.94
63-65 10 29.41
66-68 6 17.64
69-71 8 23.33
72-74 9 26.47
Total 34 100.00

Table 5.22 reveals the percentage of annual roampanicy ratio of respondent
star category hotels during 2010-2011. It has Beend that 60-62% is the annual room
occupancy in 1 hotels, 63-65 % is the annual rogoupancy in 10 hotels, 66-68 % is
the annual room occupancy in 6 hotels, 69-71 ¥aesannual room occupancy in 8
hotels, 72 -74 % is the annual room occupancyhot@ls

Thus, it has been found that 63-65 % of star catestar hotels have the room
occupancy of range between
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ADVERTISING MEDIA USED FOR THE PROMOTION OF HOTEL
Advertising is one of the promotional mixes to ilmype the marketing of hotel
services. The hotel owners use print media, braadosedia and telecast media to
advertise their services.
TABLE : 5.23

PROMOTION OF THE HOTELS

Promotion methods| Star category hotel| Percentage
Press Advertisement 31 91.2
Sign board 31 91.2
Travel agent 31 91.2
Tourists officers 28 88.4

“Promotion method is an attempt to move peoplenfeostate of un awareness to
one of awareness from liking to preference (or)nfroonvicting to purchase about the
product™®. It is generally used to make them purchase fireiuct from their preference

of choice.

10-Ram.j.martin “Marketing”, John willey and sohNgw york,1989, p-445
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Table 5.23 shows the promotion methods adoptedaligus star hotels 91.2 % of
star hotels use press advertisement, travel agehtSggn board as promotion method.
88.4% of star hotels adapt sales tourists offiasrpromotion method.

Thus, 91.2 % of star hotels adopt press advertisgrtravel agent and Sign board

as promotion method where else 88.4% of star hateltourist officers as the various

promotion method .

MEDIA ATTRACTION

Most of the tourists are attracted by various Medidhey are print media, sign

board, travel agent, sales, electronic media, #inek®. These Medias are very helpful for

the customers to select the hotel.

Table-5.24
MEDIA ATTRACTION
No. of
S.No. Particulars Percentage
Respondents
1. Travel agent 52 26
2. Press media 46 23
3. Electronic media 78 39
4. Sign board 24 12
Total 200 100
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Table 5.24 portrays the information regarding tyygetof media that the respondents
were attracted to hotels. 26% of the respondente a#racted by travel agent, 23% of
the respondents were attracted by press media,d33P& respondents were attracted by

electronic media, 12% of the respondents werecatiticby Sign board.

Thus, 39% of the respondents were attracted byrefec media (Internet), because
this media attracts all types of people and ivsilable to people in their home and in the
neighborhood through internet .

Oneway Anova f test
Null Hypothesis

There is no significant difference between typéatel of the respondents and

their Opinion about Press Media, Travel agent, ®igard and tourist officers.

Type of Hotel Mean| S.D SS Df MS IStatlstlcaI

nference

Press Media

Between Groups 211 5 .042

1 Star (n=3) 1.00| .00(@

2 Star (n=3) 1.00| .00(@

3 Star (n=12) 117| .38¢ F=.469
.796>0.05

4 Star (n=7) 1.14| .378 Not Significant

5 Star (n=5) 1.00 .000

5 Star Deluxe (n=4) 1.00 .000

Within groups 2.524 28 .090

Tourist Officers

Between Groups 2.691 5 .538

1 Star (n=3) 2.00| .00d F=6.698
.000<0.05

2 Star (n=3) 1.00| .00(@ Significant

3 Star (n=12) 1.25 4572
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4 Star (n=7) 1.00 .000

5 Star (n=5) 1.00 .00d

5 Star Deluxe (n=4) 1.00 .000

Within groups 2.250 28 .080

Travel Agent

Between Groups 402 5 .08

1 Star (n=3) 1.33 577

2 Star (n=3) 1.00 .00d

3 Star (n=12) 117| .38¢ F=.965
.456>0.05

4 Star (n=7) 1.00 .000 Not Significant

5 Star (n=5) 1.00 .000

5 Star Deluxe (n=4) 1.00 .000

Within groups 2.333 28 .083

Sign Board

Between Groups 402 5 .08

1 Star (n=3) 1.33 577

2 Star (n=3) 1.00 .000

3 Star (n=12) 1.17| .38¢ F=.965
.456>0.05

4 Star (n=7) 1.00 .000 Not Significant

5 Star (n=5) 1.00 .000

5 Star Deluxe (n=4) 1.00 .000

Within groups 2.333 28 .083

Findings

As, the calculated value is greater than tablee/gpr0.05) we accept the null

hypothesis. There is no significant difference le=w type of hotel of the respondents

and their Opinion about Press Media, Travel agedt3ign board.
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As, the calculated value is less than table vgis® .05) we reject the null
hypothesis. There is a significant difference lestwtype of hotel of the respondents and

their Opinion about tourist officers.

LOAN REPAYMENT AND GRACE PERIOD SATISFACTION BY HOT ELIERS

In the modern world, most of the hotels repay thean within the grace period
provided by the financial institution. It acts agr@at financial source for the hotelier to
upgrade the existing hotel and new investor to shikeir money in this industry. The
researchers has collected data from the hotel@utabeir promptness in loan repayment
and their satisfaction in grace period. The stuglyeals that the financial institution is
helpful for the hotelier in modernization of theisting rooms and for the construction of
addition rooms, star category up gradation androfhalities for improvement to the

guest
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TABLE : 5.25

LOAN REPAYMENT AND GRACE PERIOD SATISFACTION BY

HOTELIERS
Star
Opinion Percentage
Category
Satisfied 24 70.6
Not satisfied 10 29.4

Table 5.25 reveals the satisfaction of repaymedtgrace period. 70.6 % of the 1
to 5 star category hoteliers are satisfied witmlogpayment and grace period and 29 %
of the 1 to 5 star hoteliers are not satisfied \Wn repayment and grace period

Thus, 70 % of the 1 to 5 star hoteliers are satisWith loan repayment and grace
period. The basic reasons behind for the dissatiefa has been analyzed by the
researchers. It has been found that it is not tscatinon operation, but because of the

mismanagement, misuse and misallocation of thesflaydhe hotelier
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Chi-square test
Null hypothesis

There is no significant association between typleatél of the respondents and
their Opinion about Grace Period and Loan repayropmion in getting assistance from

financial institution .

Cross tabulation

Hotel Items

.. 5 Star

OP::IfIOI‘I 1 Star 2 Star 3 Star 4 Star 5 Star Deluxe Total statistical

Hotelier (n=3) (n=3) (n=12) (n=7) (n=5) (n=3) (n=34) Inference

Satisfied 3(100%) | 2(66.7%) | 7(58.3%) | 5(71.4%) | 4(80%) | 3(75%) | 24(70.6%) | X’=2.393
Df=5
.792>0.05

Not satisfied 0 1(33.3%) | 5(41.7%) 2(28.6%) 1(20%) 1(25%) 10(29.4%) Not
Significant

Findings

As, the calculated value is greater than tableevgh»0.05) the null hypothesis is
accepted. There is no significant association eetwtype of hotel of the respondents
and their Opinion about facing problem in gettirggiatance from financial institution,

Grace Period and Loan repayment opinion providethbeyinancial institution
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COST AND TARIFF OF HOTEL INDUSTRY
Factors Governing Room Tariff:

Price fixation in hotel industry is an importananagerial activity and it requires
much care and planning. The cost of the servianésof the major factors determining
the price. However, there are certain other infeamal external factors influencing the
rates to be charged for the services providedd@tlests.

1. Price fixation has been determined dependingn tipe location, profit margin,
etc. It also covers the administrative expensdayysaincentives, remuneration paid to

employees .

2. Room revenue is the most important and a msgarce of revenue for the
hotel industry. From the room revenue, the managémarns sufficient profit, after
meeting direct and indirect expenses. To get aalideal return, at least 50% of the

entire cubic capacity of the area is deduced toraccodation.

3. Room rate is influenced by factors such aatlons of the hotel, services and
facilities provided to the guest, average occupamatyp hotel, construction cost, land

cost, managerial expenses, etc.,

4. As the revenue from room rent is concernedlogsn’t lend itself to direct

computation of gross profit margin. It includes ragerial cost and operating cost etc.

5. Revenue from beverages forms another signifisanrces of revenue next to
revenue from food. Beverage includes soft drinkegrs, liquors, wines, etc, The costs of
these beverages are not stable. Rooms divisionrgeserevenue from various sources

and are discussed below
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REVENUES TO HOTEL INDUSTRY

. Rooms are the biggest source of revenue. roossiriéd various types each with

their own price range.

. Most of the hotels recognize rooms as the paiknfirevenue from the business
sector and cannot overlook it. The business cergrebe basic with a secretary, office
with computer and basic office automation. Morelssticated business centres can have
meeting rooms, teleconferencing facilities, muffieees and the latest office automation.

There is a good potential for revenues from thislifst.

. Health clubs are put under the charges of thensodivision, with an increasing

population of health conscious travelers this fgcgromise good revenue.

. Miscellaneous revenues can come from the sabmsihge, safety deposit lockers
left luggage, additional services provided to tbem like baby-sitting, extra beds, cribs

etc.
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The summary of total income is provided in the edtxtlow

TABLE 5.26

REVENUES TO HOTEL INDUSTRY

Year Ended
Particulars % change
March 21, 2009 March 31, 2008

Room Income 843.19 978.71 (24)
Food & Beverage Income 508.99 585.32 (23)
Other operating Income 267.39 200.48 33
Non-operating Income 86.95 58.65 48
Total Income 1706.52 1823.16 (6)
Statistical Information
Average Room Rate 10504 10674 (2)
(Rupees)
Occupancy (%) 66 73| -7% pts

Source :Report from ITC
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FACTORS INFLUENCING THE SOURCE OF REVENUE TO HOTEL

INDUSTRY

1.Room sales were mainly driven by Average Roorte Reeing maintained at

previous year levels orbit a drop in occupancysate

2.Reduction in Food and Beverages sales due terlmom occupancy.

3.0ther operating income mainly includes incomemfrananagement fees,
insurance claim on account of business interruptiod other operating income from
hotels. Other operating Income for the year incllR&e85.54 crores for claim for
Business Interruption field on account of closuife Taj Mahal palace and Tower

following the terrorist attack on November 26, 2008

4.Non-operating income was higher mainly due toidd@ad Income earned on

Surplus Rights Issue proceeds invested with vamoutsial funds.

PERCENTAGES OF OVERALL REVENUE INCOME TO TOTAL INCO ME

The majority of star Categories hotels room incasn®843.19 lakhs as on March

21, 2009 compared to previous year of income of A7 &khs as on March 31, 2008

OPERATING EXPENSES

The operating expenses increased by 8% from R&8.414rores to Rs.1247.57
crores. The increase was mainly on account of playrdkeep in line with competition
and industry, wages settlement and reduction ierést rates leading to higher gratuity

liabilities, increase in advertisement and genadxhinistrative expenses. The increased
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advertisement expenses are an endeavour to makea Tgpbal brand and create
awareness of its rapid international expansion.r@agtion for the year was higher due
to addition of Vivanta, Bangalore and capital exgiire incurred to upgrade our

properties.

PROFIT BEFORE INTERESTAND TAX (PBIT)

The PBIT was Rs.458.95 as compared t6Ms/5 crores reflecting are reduction

by 32%.

INTEREST COSTS

Interest cost at Rs.90.44 crores for the yearceondaviarch 31, 2009 as compared
to Rs.94.28 crores in the previous year. In viewthsd increase in debt levels, gross
interest cost increased to Rs.122.21 crores as a@uo Rs.101.30 crores. Net interest

costs were lower on account of interest earnednomilized rights issue proceeds.

PROFIT BEFORE TAX

Profit before tax, was Rs.362.30 crores@mpared to Rs.580.47 crores achieved
in the previous year. Traditionally, Indian hotekve been room oriented. The Taj group
has a 35:65 food and beverage to rooms ratio. TherdD properties in New Delhi and
Mumbai also have a similar ratio. Room revenueoissa@lered to be the most important
source of a hotel’'s profitability, representing &ercent of total revenue across all

hotels.
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CONCLUSION
In the present scenario social — economics theabtée hotel industry plays a

very significant role. Thus it is becoming necegdaranalyze the prospective issues of
the hotel industry and the significant role of tha&tel industry in the area of the study
concerned. The study in this chapter presents withew to understand the financial

background highlighting the problem of the hotelustry faced in present status. The
opinion of the tourists about the facilities andve=es available in the hotel industry,

information about support schemes available aligr@ng to the units located in chennai
are collected. Thus, this chapter highlights theous facts of the problem faced by the
hotel industry and prospects of the hotel indusiigre by generating the employment
opportunities, alleviate unemployment problem anthg desirable changes in the

society.

OVERALL FINDINGS
The TFCI had provided large finance assistance3if198 lakhs and 109465

lakhs to 3 star and 5 star category hotels. Tta sainctioned amount to hotel industry by
IFCIl in 1996 was 1759.8 crores and in 2010 it wa3 Bcrores. It is to be noted that total
financial contribution to hotel industry had de@eé to 0.6% at 2010. The State
Government of Tamil Nadu has sanctioned Rupee$962r0res as financial assistance in
2009-2010 to hotel industry. 63%, 62% and 46% efdbmestic tourists have graded the
hotel sales tax, luxury taxes and service tax gh.h64%, 43% and 34 % of foreign

tourists have graded sales taxes, luxury taxesarnce tax as high. 37% and 41% of the
tourists wished the abolition of sales taxes, lyxtax and service tax. 58% of the

domestic tourists stated that the price of room faodl are found as high. 56% of the

foreign tourists stated that the price of room foutl are found as average. 58% and 26%
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of the domestic and foreign tourists consider afgof beverage to be high. 100% of
domestic and foreign tourists consider cleanlireessn important factor in the selection
of a hotel. 83% and 60% of foreign tourists havadgd the service of receptionists and
room boy as good. 88% and 81% of domestic toufistge graded the service of
receptionist and room boy as good. 69 % and 74%oofestic tourists have graded the
taste of food as good. 65 % and 52 % of foreigmistaihave graded the taste and variety
of food as good. 55% of domestic and 64% of thesifpr tourists says that the
accommodation facilities of above mentioned paraméias improved. 39% of the
tourists were attracted by electronic media. 60% &i@% of foreign tourists and
domestic tourists have graded the furniture andracea as good. 70 % of the 1 to 5 star
hotelier are satisfied with loan repayment and gaeriod. 100% of 1 to 3 star hotels are
using electronic media as promotion method. 92.®f%4 to 5 star hotels use press
advertisement, sign board, sales promotion anctlti@yent as promotion method. It has
been found out that 71.3 % of one star categorglei@nd 70.25% of 4 star category
hotels is the average room occupancy ratio of mred@at star category hotels at Chennai.
86-87% is the average room occupancy ratio of medgat star 1-3 star category hotels
during peak seasons. 86-88% is the average rooapancy ratio for 4-5 respondent star
hotels during peak seasons. 56-58% is the roompacay the average room occupancy
ratio of respondent 4-5 star category hotel steegmy hotels during normal seasons. 50-
53% is the average room occupancy ratio of respuntle8 star category hotels star
category during normal seasons. 37-41% is the geeraom occupancy ratio of
respondent star hotels during lean period in 486 d¢luxe category hotel. 30-35% is the

room occupancy ratio of respondent 1-3 star categfar hotels during lean period .
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