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ABSTRACT

The purposes of this study is to analyze the impact of marketing mix (7P’s) on the
customer re-visit intention. Revisit intention has been a key focus in tourism research
since it is critical in destination marketing. Studies reveals that in hotel industry,
retaining a customer is ten times profitable than attracting a new customer. Maintdining
a satisfied customer is pivotal to shape their revisit intention as literature proposes in
this field. Marketing mix is critical in any form of attracting and retaining customers
for a destination leading to a successful hospitality service. This research focuses on
service marketing mix elements or the 7P s' including product, price, promotion, place,
process, people and physical evidence and how the marketing mix impact on revisit
intention of customers in hotel industry with special reference to the Hatton zone,

Nuwara Eliya.

By identifying the most influencing marketing mix elements that impact on customer
revisit intention, the stake holders, government, other responsible bodies and policies
can be make effective change for attracting and retaining the visits. A conceptual
framework has been developed based on the 7P’s in service marketing. The stratified
sampling method was used to collect the data from the 144 customers who were
engaged with the hotels The Argyle, Capital O 281 Laa Adams and Dickoya by Jetwing.
univariate analysis and bivariate analysis were used to analyze the data. To increase the
revisit intention level in hotel industry, 7P’s concept can be considered with proper

strategic framework.

The analysis of this research implies that there was a positive relationship between all
the marketing mix factors and customer revisit intention and the results revealed
process, people and physical evidence are highly impact on the customer revisit
intention in Hatton zone, Nuwara-Eliya. Implementing proper hospitality service along
with process of the hotel management system, motivating friendly behavior of staffs
towards customers’, ensuring the pleasant environment, destination management
system, standardized the quality of the destination and standard level of promotion

should be done for retaining the existing visitors are the suggestions of this research.

Key words: Marketing Mix, Customer re-visit Intention, Hotel industry.



TABLE OF CONTENTS

ACKNOWLEDGEMEN T cssssssssmusorssmsomsssmsessnesessnssesossasessusssssssssnssssssnssusssansassnssss I
ABSTRACT c.uuiiiiccnicsnncaressnsssnsssnsssissecssiosssssssssssssssossssssssssssssssssssssessssssassssassassssesses 11
TABLE OF CONTENTS susuensmmsssesssssssmssaessssnenssssssessosssassssesnsssasssanssrsasssvsassssgeon LLL
LIST OF TABLES ssannmouansssasmmmnismvs s s it s s sissassssaisias VII
LIST OF FIGURES ....cccociiiiiiinininisinnscnnesssscssssissssesssssssssessssssssssssssssssasssssssssssssases IX
LIST OF ABBREVIATION usasvassmssnssmsmsmnsssoissesatessssiaissessassesansssasonsasanmississ X
CRAPLET 1 ..coceeiiicnrreciscsnniccssnneccssnossssassssssesssssasssssassessssssssssssssssssssssssssssssssssssssnssssssonsesses 1
INTRODUC TION ossnessssunsenssnnoss sunecsnsssnmsassssssmesssssensssses srrssansuns s iaass stssshsssessrsssensss 1
1.1 Chapter INtroduction.........cccceeiccsercccssnecscsssessscsssrsssssssssssssssssssasssssassssssssssssssssses 1
1.2 Background of the Study wassanomisismomsrsonsomsassmmsemamsmommssssseenns 1
1.3 Researeh Problem wusownasmmmnvnsisirmimmmssmassenes s s e 3
1.4 Research QUESLIONS .....cccceeiceennceneecccsnnseccssssnsssssccssssssssessssssssssessssssssssssssssssssssanss 4
L5 Research OhJectiVes weosmumsimsssnssssssisssansssssonsissensiamssssen sissasssiasamesssssosssssssnss 4
1.6 Significance of the StUAY .....ccccccerrrrrcicsnncccssnesssnnesscnsnsssssecsssnsessnssssssssssssssssssasses 4
1.7 Se0pe DI SO sucmuscsnnnusssssssonnssvonnusssususssssssesssssassusssssssss srssissssuaissosmusos csssvassssss 5
1.8 Organizations of Chapter SUMMATY ......c.ccccceerriisrncsnnsncsncssessasessensanessssssasnces 5
1.9 Chapter SUIMMATY .....ccccceeicnnincniccnsesssissssnsssnsssssssssssssssssssssssssssssssssssssasssssssssssases 6
Chapter D2 cawsonmosissasamassvisssssasass A S ST TR RS S AR RSN S S R NAR 7
LITERATURE REVIEW ....ciniinicinniccsiscsicssesnncssnsssessssssssssesssssssssssssssssssssssssssssess 7
2.1 Chapter IntrOdBCIIONL vsussremmmsmssvonsesssesmansoasssteesonssssssssmsssssssanssussammusss 7

22 IVIATIEORING IVIEX s osminsssis 5w s a5 s 55 4% A HR 5 5 S G RS SRS S R ARS RSN H3 7

2.3 Marketing Mix EI€ments .........ccccceecncncnncscnisinncssnnissnicssnicsnssssssnnsssnsessssssssnces 8

PR Y Lo g 1o L L T R —— 16

2.5 Hypothesis Development s sisacmssssasisassimmsnasss 17

2.6 Chapter SUMMATY .....ccceeecscnsnesssnncsssssssssssssssssssesssssssssasssssssssassssssssssssssassssnss 19
CRAPEET TEY snsnssarvnsmmsusonsnssnss s ssmassn s s smsiss s s s nvas s S maw s s AR AR AR AR CrES 20
CONCEPTUALIZATION AND OPERATIONALIZATION ....cccceceeesnecrenccansance 20
el INtEadUebion »omcsmmmsmmsmansormesemsom s 20
3.2 Conceptualization Framework. . uvaaamsamsonassessmsssrssensavssssnssensss 21
3.3 Variables Relevant to the Conceptual Model ...........ccccevueecuerncesueccnccsanccnncenes 22
3:3.1 ProfQuel cosssmamemsmaommmsesssmamomnisssems e s sasins s esssssanss s 22
B3 L PrICE ciciccciacccceesresscresseassusssasuasassasarssnsssssansonssssmssoseniniinss iisistsnissdoisshiusnhibsats 23

3.3.3 PrOMIOTION ceeeeeeeeeeerennneeecssereosenseesesessenssssssssssssossssssessssssssssasssssesssssassessssansases 24



3,304 PIACE c.oeerrrnnenecrsssneeencscassanensessssssassssscsssssssscsssssssassssssnnssssssssssssnassssssssssasssssssse 25

e S T | (SNSRI ————————_vS_————— 26
3.3.6 ProOCESS cocccueeeccniccnnessnncssnncsanssnecssoncssssnssssnssssssssssnsssassssansssasssasssssassssasssaassnnes 27
3.3.7 Phiysical eVidenee cunassanmmsremseassavssssnssssmsesssesivospsvarssssessansrasassninaseunevess 28
3.3.8 Marketing and Revisit INtention .......cc..ccceeeeevsernsnncssnnissncssencesncssancesancnees 28
3.4 OperationAliZAtioN . comausessnssssmssssusssssnassssvassesnsssranssonsssyasssnssnssnsyeessanessassssons. .29
3.4.1 Summary of OperationaliZation......cccccccevveessucrssnnnscnncsnncssancssascssaeccsancneee 30
3.5 Chapter SUMMATY .....cccccceeccenecsancssseesssneessssasssassssassssassssassesssssssssssssssanssssasessnsass 31
CHAPTEY 04 sccisssaissnvismumsissasisssssssossnmssss s o amsssy oo ases xass s s nasss GHarms SRR R SRER S Vw535 32
RESEARCH METHODOLOGY ...uuciiviininiiicniecssnncssnsecsssssssnsssssssassessasssssssssssesscss 32
4.1 Introduction with research ObjJectives.......ccceceercrurnssnerssnssnnssnncssencssaccsencanes 32
4.2 Research Philosophy ... sssassosvasssimmisvns 32
43 RESearihi APProath o mmomosomonemmemsemussonmsssssosssammmmenasvssonsussrssasssvesen 33
4.4 Research BIrategy.usnivssasmismoaumsssmsssssssimassiussinssssimssenssasysmsssvmssomsass 34
4.5 Methodological choice............ccceecueecrnecsnneccnencnensnnscnsasannes fissoserparosasmmswestaiidiais 35
4.6 Tiine HOPIZO0M s nmsnmnsnmnssmmnmssssmssnmsssssssrmmsvessanmsssissesssmseassasssssssssass 36
4.7 Research site/ Ares Selection .........ccaiinumnsinismimsassossssssssmasmssaiives 36
4.8 Population of the Study......ccccccuseessssensesensosssnssssssssasssasssssnsssnssssssassessssssssnssnane 37
4.9 Sampling Methods and Techniques.........cccocceevverervncnsnnenssncsnccsneessncesanccsanessens 37
4.10 SAMPIE cccceeeriiicniiiniissnnisnnsssansssessssessssassssssessssssssnssssasssssssssssssasssssasssassssasessassses 38
4.10.1 Sampling DistribUtion.....ccccoesecosessnnsssssessssssssenssssessssessssncssnsessasssanssssassssasnas 38
4.11 Method of Data Collection and SOUICE ........ccceeersnicssnntrnsansssneecssaneeccssasenns 40
4.12 Research INStrument........ccceeeereccccseecccsnnnecsssnnecsssnarossanassssnsssssnssssssnsessssnasasans 41
4.12.1 Questionnaire Formation wsasssasssssossasssassissonsivasssomsssnsssassusssassessans 42
IR (000 o 111 1) St —— R ———— 42
4,14 THE PHIOE STUAY vrrrrreeerrrrsssseereessesssemsesssssssseesessssssseeeessssssoeressssssssssssssssssses 43
4.14:1 Analysis of Reliabilify . usuanseossmesnsssssssssmssssassssvssssrnnsmnssnsnssssuassans 43
4.15 Validity and Reliability of InStruments........cccceecceeesssnrressnncicneecssnceccsnnecnnes 44
4.15.1 Reliability ANQIYSIS ssssemmsssansmsnsvammnsransmsssassssaussnsnssscesnsnssnpapmmasvaussavanssoss A

C L BET - PSS ————————_——————_rp—p— 44
4.17 Method of Data AnalysiS.......ccceeccniecccnniccscsnenesssenncsssansesssanessansessansssssassessanees 45
4.17.1 Method of Analysis for First Objective .......ccoccerurecensnnsniicncssncsnnccecsanens 45
4.17.2 Method of Analysis for Second Objective ......c..cceevuersurcsurrcsnsscneensnnenns 45
4.17.3 Method of Analysis for Third Objective........cceeerrrrnnseecsercssaccssnacesancenes 45
4,18.1 Univariate ANalysiSaiuansamuommamsnssssmmnssosnssmsiosssimms s 46



4.18.2 Bivariate ANalySiS......ccccceeceesncssncssncssnessacssanssacssacesansanssancssssssscssassssessssssssans 47

4.19 Data Presentation .......ccoceisseccscssssnicssansssnsesssssesascssonsssnssssasssssssssansssanessssessases 49
4.20 Ethical Consideration ..........ccccececcseessnenssnnssnessancosaccssasessasesssssssasssssssssnsens 49
4.21 Hypothesis TeSting ....c.cccceruesurscecsanssacsaneseesaesncssssassassessnssarsnsssnosscsssssassassasanse 50
4.22 Chapter SUMMATY ....cccccevesuessecsansansssesasassssasssnssassassssssssnsssssssssssssasssssssassassassnse 51
(0] 1:1111) ol |~ J O PR :...52
DATA PRESENTATION AND ANALYSIS...cccntininnneccnisncsancsnesnnssasssasessassnsssas 52
5.1 INtrOdUCTION «.cceercerissecsessesesisssnesssnessasesssnesssnssssnsssancsssnsesasessasassanssssassssasssssssssssss 52
5.2 Analysis of Reliability ......ccocccceeruniurinncruensnesnensnnsnccencsacsassassnsssssanssassacsssncscssnsans 52
5.3 Personal Information of Respondents ........cccoccuiecccneccraneecccnnniccssanscsssnncscscnsces 53
5.3.1 Distribution of GeNder ........cccceceeeuresrcsaeessnnsnesnnesansanessaeesanssanssassssassssssnses S3
5.3.2 DiStribution 0f AZe ......ccccceereeisnennsnninsnisssnnessacessnssasessnsssassssnsssssnsssassses 53
5.3.3 Distribution Marital Status........cccceceeesnerrsnncceeccsaccsnneenssnicssnnissansssnsesescens 54
5.3.4 Distribution of ViSit PUIPOSE ....ccccerceresuressnicsanecssnissascssancssasssscsrsscnsessacnne 54
5.3.5 Distribution of previous visit eXperience........cccceeeeeces AR URRRR— 54

5.4 Data Presentation and Analysis of Research Objectives .....ccccceceeveccuiincnas 35
5.4.1 ODjective OMe.....ccereerurseessancsaissaccsanesaessanssassasssssssasssssssssssssssssssasssssssssssanse 56
5.4.2 ODjJECtiVe TWO ..ccceeereecsensuecsunessnssnnesancssnesansssnssassassssssssssssossssssssssesssasssasssasse 64
5.4.3 Objective THIee......ccoeeursurrcecsunssnnsansansnnesacsassnissnssnssassassasssnssssssssnsssnssasnsas 70

5.5 Chapter SUMMATY ....ccceerveeceecsaressanie AR N APV SR S SRR F USSR 80
CRAPLET — 00 ..c.oeeicuiiinisinsnnsnnsnnsansansnnssnsssnsssssnsessssassssssssssssassassssssssansasssssessessassasssasssasss 81
DISCUSSION OF FINDINGS ...ccccceiiveicsnnssnicssnssaessasssassancssassnssansssnssssssssssssnssssssssseses 81
6.1 INtrOAUCTION .cccveeeessensrarcscssessnessanecsssnasssnessansssnnessasssansssasssasasssnssssssssssssssssssssssses 81
6.2 Discussion of Personal Information.........ceeceeersecssneccsnccsanceccancsssnnsscsessssasssacees 81
6.3 Discussion of Research Information .......cccccceeeieeccssnecssnneeccssnsansscsscocsssanncnes 82
6.3.1 Discussion - Objective ONe ......cocceeerseecsanecsseccsnsecsncssasscssansssansossssessansesaces 8.2
6.3.2 Discussion - Objective TWo . ...ccceecererenrcsserccsarcsanecscanssasesssansssssnssstessassssancses 84
6.3.3 Discussion - Objective TRree ......ccccevveeersncssnrcccsnissnncscnncssescssnscssasessaccsas 86

6.4 Chapter SUIMIMATY ...c.cccceiesecesessanssnssscssessassassanesasssssssssassassassssssssssssssssassassassnses 91
CHAPTER — 017 cccccsissisissssmsraninismssmsssssmmmssssssssesonsssinssssssrsssssasesesssassssnssesasrassasasassyares 92
CONCLUSIONS AND RECOMMENDATIONS.....cccctenuenuessnicsaecsanasansancssasssnssnsse 92
7.1 INtroduiCtion sissssssumssssrsrassmnsssnsnensansssnsnassrsssasnsasnssannensussanssssonssnsnasnssnanssonsoissass 92
7.2 Conclusions of the Research Objectives......cccevceiecccaninsneeccsnnnesssnnicsscnssicsnnses 92
7.2.1 Conclusion of Objective ONe ......ccccerveerssnnisnnecssarsacssnsssanssssassssssssssssessens 92
7.2.2 Conclusion of Objective TWo ...cccueieiieeecsninsencssanssancscanossesssssenssssscsascnns 93



7.2.3 Conclusion of Objective Three ........ccocicciinieicseicssnicssnnsssesssarsssesssssssasons 93

7.3 Praetical Contribntions .oveossmsammesmmeamsmmnonmsoueasmsmseonmmimsessmuey 93
74 RecommMendAtI0NE suswimsssasmmssssmmsvmsracsasmimssmsissianssimisisms isisiissanss 94
7.5 Limitations of the Study ........cccceeveeccccrnniicssnecsssenscscnnecsesssecssnsessossasssssssessassons 95
7.6 Areas of future research ... iviinnisisisiiisssssnsasssnsssnsssesssssnnsesess 95
7.7 Chapter Summary96
ROTRTEITEE v smmamonosmevsmms s s R s 3 S N S RSN AR S SR SR NS A SRR 97
APPOIAIE A vssasaennanssosunsnmusmsinsnsmnnanss oo aesmse s memsm o GRS ASEOR e 106
DN 0] 0151 T .G S TR 107

\



