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FOREWORD

Since India is the most religious country, visiting temples and holy
sites is a significant spiritual event for all Indians, particularly Hindus
from times immemorial. In the wake of burgeoning pilgrim population
and attendant demands for pilgrim services at these places, it is a
stupendous task for those saddled in the management of religious
institutions to provide quality services. Unceasing and dedicated
endeavors spanning over half a decade of the author who is bestowed
upon him a rare blend of conceptualization and analysis, has taken the
shape of the present volume which is a must reading for varied publics-
academics and students of services, marketing, managers of religious
tourism and religious institutions, pilgrim consumer groups, etc.

Chapter one of the book is a curtain-raiser conducting the readers
into concepts of service, quality, and service quality models such as
“Expected-Perceived Service Quality” model, “Ideal Point” model and
“Performance-based” model. Scholarly and balanced review, one can
find, of state-of-the-art instruments of service quality measurement.

Backdrop of the book is world-renowned Tirumala-Tirupati
pilgrim complex which is managed by Tirumala Tirupati Devasthanams
(TTD). The author provides at one place a spectrum of sacred and
secular services TTD provides to the pilgrims, which turns to be hand-
book to the potential pilgrims, besides presenting modes of accessing
these services and pilgrim route-map of Tirumala-Tirupati. The author
comes with long-term projections going into 2020 of pilgrims visiting
Tirumala, utilizing tonsure and free meal services, which gears up the
service providers to plan on long-term basis to avert supply-demand
imbalances.

Another interesting theme dealt with by the author with all deftness
is a vivid presentation of profiles of pilgrims along with their
demographic, economic and travel behaviour characteristics. What is
more to the theme is the extent of pilgrim utilization of TTD-provided
sacred and secular services is explained away in terms of these pilgrim
characteristics. The result is the illuminating facts that emanated from
the scientific treatment of pilgrim data as related to utilization of
services.

Ultimately, it is the pilgrim perception of TTD services that counts
much as it reflects their assessment, evaluation and ranking of services.
Pilgrim perceptions reported and narrated in the book, cover



comprehensively both sacred and secular services of TTD. Pilgrims are
categorized along with satisfied-dissatisfied continuum, using
statistically treated perceptual data collected from sample pilgrims
through pretested questionnaire for its reliability and validity. This
entire exercise imparts rigor to the analysis and, indeed, a substantial
value addition to the present volume. Pilgrim perceptions are presented
in well designed tables, distributing pilgrims into different perceptual
categories and giving summary statistics namely mean scores and
standard deviations.

Services provided by TTD on which a reader finds terse
presentation of pilgrim perceptions are; (1) Bus service between Tirupati
and Tirumala, (2) Amenities along walkway, (3) Accommodation,
(4) Tonsure, (5) Darshan, (6) Laddu prasadam, (7) Free meals,
(8) Miscellaneous services, (9) Information dissemination and
(10) Complaint resolution. The above presentation in the book is just
good, catering to the interests of academic professional group, and
laymen who can gain understanding of pilgrims’ degree of satisfaction-
dissatisfaction on each dimension without being bothered about
complexities of statistical techniques. With all authenticities and
solemnity, we vouchsafe reading of the present volume for
comprehending relevant wide-ranging dimensions of services at pilgrim
centers and associated attributes that fall under each dimension. This
knowledge enables service providers to focus on activities and
objectives for maximizing pilgrim satisfaction.

Towards the end of the book, the reader gains a thorough
understanding of the quality of TTD services and pilgrim satisfaction
presented in the presage-process-product framework. “Presage” aspect
is elaborated in the beginning of the volume in terms of demographic,
economic and travel behaviour characteristics. Pilgrims visiting
Tirumala religious center come with these three sets of given
characteristics which are subsumed in a single word “presage”.
“Process” variables, that is, pilgrim perceptions are outcome of
interaction of “presage” variables and TTD administration that provides
sacred and secular services. “Product” aspect is the final outcome, that is,
pilgrim satisfaction. Author of the book deftly handles data, using
advanced statistical tools such as factor analysis and multiple regression
analysis to bring out the variation in dependent variable, pilgrim
satisfaction, as influenced by independent variables, pilgrim perceptions
of TTD services. Presage variables are also related to overall pilgrim
satisfaction, and cause-effect relations are discussed threadbare.



On reading the book from cover to cover, one surely ends up with
the feeling of having read a useful book which is an outcome of long
years of fruitful research efforts spanning over more than half decade in
the area of service quality in general and pilgrim services and pilgrim
satisfaction in special. To sum up, at the end we endorse the book from
the bottom of our heart as a welcome addition in the domain
knowledge–service quality and consumer satisfaction.

Prof. C. Sivarami Reddy
Former Registrar, Yogi Vemana University,

Kadapa, AP. India

Prof. M. Munirami Reddy
Retd. Professor, Dept. of Commerce,

Sri Venkateswara University, Tirupati, AP



PREFACE

Travel for religious purposes, i.e., pilgrimage is an important
aspect of lives of people around the world. India is a land of pilgrimage,
which is the main motivation for majority of domestic tourists in the
country. During such visits, pilgrims require various services at the
pilgrimage destinations. Usually, such services are provided by religious
organizations managing the respective religious centers.

Tirumala, located in eastern ghats in the state of Andhra Pradesh in
India, is a pilgrimage destination of immense religious importance to
Hindus all over the world. It attracts more than 50,000 pilgrims every
day and 100 thousand on peak days. Pilgrims visiting the shrine require
secular services like transportation, accommodation, food, information
dissemination, etc., and sacred services like darshan(seeing the God)
and tonsure(form of vow fulfillment). Tirumala Tirupati Devasthanams,
TTD in short, is the independent trust managing the temple and its
allied activities. While TTD provides the sacred services exclusively,
the secular services are provided by private players as well.

The present study attempts to assess the quality of pilgrim services
provided by the TTD and the satisfaction levels of the pilgrims with the
same. It involves interviewing 500 pilgrims during a three month period
about their demographic and travel behaviour characteristics, extent of
service utilization, and satisfaction with the above mentioned services. The
study also identifies the key dimensions of the services, improvement in
which will have an positive impact on overall pilgrim satisfaction. The
study also analyses the past trends of pilgrim inflows availing different
services and projects the demand for the same in the future.

The study contributes to the handful of research available on
evaluation of service quality in pilgrim services. It brings to light the
dimensions underlying pilgrim service quality of religious organizations,
and their relative importance in contributing to pilgrim’s overall
satisfaction. As far as practitioners’ interests are concerned, the study
helps religious organisations like TTD to evaluate the quality of the
pilgrim services they offer to understand the current satisfaction levels
of pilgrims and the areas that need improvement. Implementation of the
recommendations of the study in actual practice at such destinations will
be of much help to achieve a higher level of pilgrim satisfaction thereby,
making their pilgrimage a pleasurable one.

Author
G.Vamshi
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1.0 INTRODUCTION
Tourism is a vibrant subsector of India contributing significantly to

employment and income generation and foreign exchange earnings.
Besides, expenditure on tourism has multiple ripple effects of far-
reaching nature along its value chain, which conduces economic growth
having a favourable impact on poverty alleviation. Tourism is an
umbrella concept in which are subsumed sightseeing, holidaying,
education, attending important events, business, etc. Apart from its
economic ramifications, it has a social purpose of bringing people
together from diverse cultures across the globe, promoting cross-cultural
relationships and understanding.

Taking into account tourism’s combined impact - direct, indirect
and induced - on Indian economy its share in 2011 was 6.4% in GDP,
7.8% in employment, 5.1% in investment, and 3.8% in exports. The
forecast for next ten years is; rise of 7.7% in GDP, 1.7% in jobs, 5.2% in
exports, and 7.5% in investment (23). According to ministry of tourism,
the number of foreign tourist arrivals in India in 2011 was 6.29 million
with an annual growth rate of 8.29 per cent over the previous year,
which is higher than UNWTO’s projected growth rate of 4% to 5% for
the world and 7% to 9% for Asia and Pacific. The foreign exchange
earnings from tourism in 2011 was ` 77591 crores with an annual
growth rate of 19.6%, over those 2010(21). Thus, tourism is a
substantial contributor to the Indian economy.

1.1 RELIGIOUS TOURISM
Religious tourism is considered to be a specific type of tourism

where tourists’ motives are many and varied, either partially or
exclusively religious-motivated, and are connected with holiday-making.

IntroductionChapter 1
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The key aspects of pilgrimage, such as motivation for the trip, and a
visit to sacred destinations are used to explain religious tourism,
whereas leisure and holiday activities occur as supplementary
opportunities. Most theorists opine that religious tourism is multi-
layered concept and involves multifunctional and multi-purpose trips.
Olsen and Timothy identified three broad sub-themes of religious
tourism: differentiating pilgrim from tourist or pilgrim-tourist
dichotomy, the demographic and travel behavior characteristics of
pilgrims, and economics of religious tourism. Religious tourism is
usually undertaken for one or more of the following purposes: (a) to
perform pilgrimage as an act of worship; (b) to express gratitude,
confess a sin, and to fulfill a vow; (c) to achieve social and spiritual
salvation; and (d) to commemorate and celebrate certain religious events.

1.1.1 RELIGIOUS TOURISM IN INDIA

The world tourism market is no longer about “one shoe fitting all”.
Each region of the world is seeking to project its major attractions.
India’s major advantage in the religious tourism lies in its unique
religious heritage and culture. India is a land of pilgrimage, and travel
for religious purposes has been inherent in its culture from the ancient
times. All the religions - Hinduism, Buddhism, Jainism, Sikhism - have
major and minor religious centers in different parts of the country.
Famous Hindu pilgrimage centers are Vaishno Devi (Jammu and
Kashmir), Varanasi (Uttar Pradesh), Shirdi (Maharashtra), Tirumala
(Andhra Pradesh), and Shabarimala (Kerala), .

1.1.2 CONTRIBUTION OF RELIGIOUS TOURISM IN
INDIA

The Domestic Tourism Survey conducted in 2002–03, by the
Ministry of Tourism, brought out that travel for religious purpose and
pilgrimage formed the most significant component in domestic tourism
with more than 100 million people travelling to various religious events,
temples and pilgrimage sites. Further, it revealed that the short-term
trips by middle- and upper-income groups contributed a substantial
share of travel to sacred sites nearly 50% of package tours, and almost
20% of one-day trips are for religious and pilgrimage purposes(22).
This clearly demonstrates that religious tourism has a major role in the
Indian tourism industry.
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1.1.3 PILGRIM SERVICES IN RELIGIOUS TOURISM

Pilgrims' socio-economic characteristics, and the specific time and
purpose of pilgrimage determine their needs for transport,
accommodation, food, catering, etc., during their visits to the pilgrimage
destinations. Thus, pilgrimage destination and religious centres should
have and offer all such facilities meeting the pilgrim's religious and
spiritual needs as well as their secular needs to retain their desire to visit
the destination time and again. Provision of pilgrim services is a
continuous process of planned action for the development, improvement,
maintenance, monitoring, assessment and control of such services.
Such an effort becomes very challenging and demanding due to bouts
of pilgrim flux, and heavy and ever changing nature and extent of needs
backed up by their burgeoning purchasing power and conceptual
reinterpretation of the pilgrimage tourism.

Pilgrims being from different sociocultural backgrounds should be
satisfied with quality services which should be regularly evaluated and
improved upon based on customer feedback. Issues relating to the
internal and external provisioning of pilgrim services should carefully
address present service strategies be carefully adjusted to meet the
changing needs of the pilgrims. In the light of the aforesaid discussion,
the major focus in religious centers’ service strategy is on pilgrim
satisfaction with respect to pilgrimage-related products and services like
religious services, accommodation, food, transportation, infrastructure
facilities and information dissemination.

There is a vague feeling that the pilgrim services at pilgrim
destinations fall short of pilgrim requirements and expectations. Since
the assessment of pilgrim service quality in religious organizations is an
under-researched area, the present study has been undertaken to evaluate
the quality of services provided by Tirumala Tirupati Devasthanams to
pilgrims. Capturing their present experiences in availing various
services, improvements can be suggested in the delivery of pilgrim
services by TTD in order to make their trip a pleasurable and
memorable one.

The remainder of this chapter is divided into the following sections.
First, the literature on service quality in general, and pilgrim service
quality in particular is reviewed. Next, the methodology adopted for the
study is presented.
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1.2 LITERATURE REVIEW
This section presents a comprehensive review of topic-relevant

literature to research into pilgrim service quality concept and its
evaluation. An attempt is now made to present the literature pertaining
to the concepts of service, quality, and service quality evaluation.

Service sector is a dominant, competitive and high-growth sector.
As such, service quality has emerged as a significant dimension and has
drawn much attention since the deregulation in India of many service
industries such as banking, telecommunications and utilities initiated in
1990s. High levels of service quality are needed in many a business for
their survival, let alone for success. Service quality has emerged as a
significant one that companies have gone to great extent to evaluate and
keep high levels of service quality.

Added dimension to service quality is a referral and repeat
customers perspective. Service providers not performing up to the
expectations of the customers receive negative service quality ratings
which, in turn, cause negative word-of-mouth communications to run
rampant. Conversely, service providers’ performance meeting or
surpassing the customers’ expectations can have a spread of positive
word-of-mouth which ultimately results in repeat customers and
referrals.

Service quality survey instruments developed to measure the
quality of services of a company are conducive to bring an
improvement in the quality of services, based on the results of these
surveys. Thus, the better the organizations understand how their
customers evaluate their services, the better they provide what their
customers desire and need.

Different models developed in this area have taken approaches in
presenting the ways users evaluate service quality, are validated and
accepted using rigorous scientific analysis and testing across service
settings. One thing common in almost all the models is that service
quality should be evaluated from the customer’s viewpoint, not from the
providers’. Therefore, all the service quality models ensued from data
collected from questionnaire, a research instrument, developed and
administered to end-user sample respondents to elicit their opinions on
service quality. Responses, thus, collected were analysed to understand
the current levels of customers’ perceptions of the quality of service
offered, and identifying the areas in which service quality improvements
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were required. Hence, service quality models help practitioners to
evaluate their service offerings.

1.2.1 CONCEPT OF QUALITY

Literature on the subject is mostly conceptual with a little, if any,
empirical support. Further, most of the published works prior to the late
1980s came from practitioner sources rather than academic research.
According to Zeithaml, academic research on quality heavily leaned on
unidimensional rating scales which allow the respondents to interpret
quality in any way they choose, and end - users’ interpretation of the
quality was missing. Even those researchers who did attempt to define
quality were quick to comment on how difficult it was to define quality.
As Williams and Zigli note, “Conceptually, it is not hard to grasp the
meaning of quality. However, when it comes to writing an operational
definition of quality, certain technical and perceptual problems lead to
ambiguity and misunderstanding”(20).

1.2.2 QUALITY DEFINED

Many definitions of quality have been proposed in the literature.
Following is the list of definitions most commonly referenced in the
literature.

1. Quality is (1) a peculiar and essential character; a distinctive
inherent feature; (2) degree of excellence or degree of
conformance to a standard; (3) inherent or intrinsic excellence
of character or type; superiority in kind;…. (4) a special or
distinguishing attribute”. (Webster’s Third New International
Dictionary, 1986)(14). This definition has exclusive reference
to product attributes and characteristics.

2. “The totality of features and characteristics of a product or
service that bears on its ability to satisfy given needs.”
(ANSI/ASQC, 1978)(2). This definition brings to bear on the
ability of the product on need satisfaction. Thus, it has external
reference to the satisfaction of given wants with requisite
characteristics.

3. “A simple definition of quality is ‘fitness for use’. That
definition must be quickly enlarged, because there are many
uses and users.” (Juran., 1988)(10). This definition is focused
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on use-suitability of the product, suggesting the need for
enlargement of uses and users of the product.

4. Quality has to be defined as conformance to requirements. This
definition places the organisation in the position of operating to
something other than opinion and experience. It means that the
best brains and most useful knowledge will be invested in
establishing the requirements in the first place. They will not be
used in determining what can be done to smooth over the rough
places. (Crosby, 1984)(5).

5. “Quality is the degree to which a product or service conforms to
a set of predetermined standards related to the characteristics
that determine its value in the marketplace and its performance
of the function for which it was designed.” (Adam, Hershauer,
and Ruch 1986)(1).This definition brings forth the conformance
aspects of the product or service characteristics, to the prior-
set standards, which are the determinants of market value and
functional performance of the product or service.

6. “The quality of a product is the degree of conformance of all of
the relevant features and characteristics of the product to all of
the aspects of a customer’s need, limited by the price and
delivery he or she will accept.” (Groocock, 1986)(8). This
definition focuses on customer need aspects along with
conformance elements of the product characteristics, subject to
its price and delivery the customers will accept.

7. “Quality is the index that reflects the extent to which the
customer feels that his need, the product, and his expectations
for the product overlap. The relevant measure of quality does
not reside in the product. It resides between the customer’s
ears.” (Thurston, 1985)(19). The quality of the product is what
the customer feels with regard to overlap of his need, products
and his expectations. Thus quality of the product resides in the
consumer mind.

8. “Products have characteristics that describe their performance
relative to customer requirements or expectations…The quality
of a product is measured in terms of these characteristics.
Quality is related to the loss to society caused by a product
during its life cycle i.e., Taguchi Loss Function.” (Ross,
1988)(17). This definition is extended one roping in loss
society suffers during use - life cycle of the product.



Introduction 7

9. “Quality is a judgment by customer or users of a product or
service: it is the extent to which the customers or users believe
the product or service surpasses their needs and expectations.”
(Gitlow, Gitlow, Oppenheim, and Oppenheim, 1989)(6). This
definition brings to the central stage the users’ expectations.
Quality, thus, is the extent to which the product or service
surpasses users’ expectations.

10. “Quality is an assessment of the general goodness of a product.
It is the sum total of all the ingredients or components that
compose the product and that contribute to the values it adds.
(Hanan and Karp. 1989)(9). It is value-based definition.
Product is good in quality when its ingredients contribute to its
value.

11. “Quality is the distinctive tangible and intangible properties of a
product and/or service that is perceived by the customer as
being better than the competitor.” (Collier, 1990)(3). This is
the relative measure of quality of product or service as
perceived by the customer, comparing the tangible and
intangible properties of the given product/service with those of
the competitive product/service in the market place.

12. “Quality is a word used by an individual to describe whether his
or her perception of a product or service has reached a
satisfactory level of excellence.” (Senior and Akehurst,
1991)(13). This is customer perception-based definition with
reference to satisfactory level of excellence a product or
service reaches.
So far discussion is centerd round quality without specific
reference to the unique characteristics of services.

1.2.3 SERVICE DEFINED

It is very difficult to define the nature of service itself due to two
reasons. First, most customers have trouble separating goods and
services in their own minds. As Sasser et al observed, “almost all
purchases of goods are accompanied by facilitating services, and almost
every service purchase is accompanied by a facilitating good”(12).
Second, according to Gronroos, “service is a complicated phenomenon
with meanings ranging from service as a product to personal service”(7).
For aforesaid reasons definitions of services are shrouded with
ambiguity.
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Of the several definitions of service extant in the literature, the
following two appear best to overcome these complexities. The first
definition is by Sasser et al., where services are defined as “the
organised system of apparatus, appliances, and/or employees for
supplying some accommodation and activities required by the public or
the performance of any duties or work for another” (17). The second
definition is by Gronroos where he states that “A service is an activity or
series of activities of more or less intangible nature that normally, but
not necessarily, take place in interactions between the customer and
(1) service employees and/or (2) physical resources or goods and/or
(3) systems of the service provider which are provided as solutions to
customer problems”(9).

From the above two definitions a number of characteristics unique
to services emerge. First, as noted by Mills, “services entail doing
something for someone who is unable, unwilling, or incapable of doing
it himself or herself”(11). Second, a service represents an “activity,” as
distinguished from a good which is a “thing”. Third, as noted by Collier,
a service, being an activity, can take many forms such as “an idea,
entertainment, information, knowledge, change in the customer’s
appearance, health, social innovational circumstance (being in right
place at right time), convenience, security”(4).

And finally, as noted by Evans and Lindsay, “the design of service
can best be compared to the design of a process (i.e. , an activity) rather
than the design of a thing”.

Using these insights into the meaning of a service it can be said
that the following four characteristics of services distinguish them from
goods: (1) Intangibility, (2) Heterogeneity, (3) Inseparability of
Production and Consumption and (4) Perishability. These unique
characteristics of services that affect the measurement, management,
and evaluation of service quality, necessitated the development of new
tools and methods of measurement of service quality.

1.2.4. CONCEPT OF SERVICE QUALITY

Study and understanding of services and service quality has lagged
behind the understanding of physical goods and their quality.
According to estimate by Gummesson, quality management of goods
started sixty years earlier than the equivalent effort to manage and
understand service quality.
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1.2.5. SERVICE QUALITY DEFINED

Gronroos observed that most of the service quality research and
theory development is founded on the perceived service quality
approach. This approach to defining service quality is most commonly
based on a comparison of (1) a customer’s pre-encounter expectations
for the service with (2) the customer’s post–encounter perceptions of the
service received. This approach was advocated by Sasser et al., when
they noted that “the more intangible the service the more weight the
buyer’s perception carries”. Gronroos noted the need to add the
“expectations” component when he observed that “quality of the service
is dependent on two variables: expected service and perceived service”
(16). Hence, it can be said that service quality is a function of the
difference between what each customer expects from a service and what
that customer perceives the service actually provided. Zeithaml et al.,
observes “Service quality, as perceived by customers, can be defined as
the extent of discrepancy between customers’ expectations or desires
and their perceptions”(15).

1.2.6 SERVICE QUALITY MODELS

Though there are many models for measuring service quality, only
those models which assess the quality from the customer’s viewpoint
are taken for the purpose of the present study.

1.2.6.1 Expected - Perceived (E-P) Service Quality Model

Gronroos (1984) conceptualised a service quality model where he
identified the two variables of quality, expected service and perceived
service. The expected service is built up through the promotional
activities of the firm, past experience of the customer with the service,
word-of-mouth communication and the need of the customer.The
perceived service, on the other hand, is the result of a customer's view of
a bundle of service dimensions, some of which are technical and others
functional in nature, thus, covering both the process as well as outcome
of the service. Gronroos observed that the discrepancy between
expectations and perceptions is the primary determinant of customers'
service quality assessment

The study has emphasised the need to match the expected service
with perceived service to achieve customer satisfaction. Its unique
contribution lies in the fact that this was the first attempt to
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conceptualise the service quality from the customers' perspective and
formed the base for future studies on service quality.

1.2.6.2 Perceptions-Expectations Model of Service Quality

One of the most systematic research programs in service quality
was conducted by Parasuraman, Berry and Zeithaml (1985, 1988a,
1988b, 1988c, 1988d, 1991, 1994a, 1994b). Parasuraman et al., (1985)
developed a conceptual model which defines service quality from the
customers' perspective and identifies key service-provider gaps
potentially responsible for poor service.

The five gaps conceptualized in the model are: Gap 1: difference
between consumers’ expectation and management's perceptions of those
expectations, i.e., not knowing what consumers expect. Gap 2:
difference between management's perceptions of consumer's
expectations and service quality specifications, i.e., improper service-
quality standards. Gap 3: difference between service quality
specifications and service actually delivered, i.e., the service
performance gap. Gap 4: difference between service delivery and the
communications to consumers about service delivery, i.e., whether
promises match delivery? Gap 5: difference between consumer's
expectation and perceived service. This gap depends on size and
direction of the four gaps associated with the delivery of service quality
on the marketer's side. According to this model, the service quality is a
function of perception and expectations. In other words, perceived
service quality was defined as the degree and direction of discrepancy
between consumers' perceptions and expectations.

In this model perceptions (P) were defined as consumers’ post-trial
beliefs about the levels of different attributes in a service.
Expectations(E) were defined as desires or wants of consumers, i.e.,
what they feel a service provider should offer. Added to this is another
definition which defined the expectations concept as “normative
expectations or ideal standards of performance.

Through qualitative research they identified a set of ten
determinants of service quality:

1. Reliability,
2. Responsiveness,
3. Competence,
4. Access,



Introduction 11

5. Courtesy,
6. Communication,
7. Credibility,
8. Security,
9. Understanding,

10. Tangibles.
Having developed a conceptual model, Parasuraman, Zeithaml, and

Berry (1988) also developed a scale, called SERVQUAL, to measure
the construct of service quality. Their study ultimately condensed the
above ten determinants into five dimensions with twenty two items.

Tangibles Physical facilities, equipment and appearance of the
personnel.

Reliability Ability to perform the perceived service dependably and
accurately

Responsiveness Willingness to help customers and provide prompt
service.

Assurance Knowledge and courtesy of employees and their ability
to inspire trust and confidence.

Empathy Caring individualized attention the firm provides to its
customers.

They also found reliability to be the most critical dimension in
determining service quality followed by responsiveness, tangibles being
the least.

The SERVQUAL scale was refined by Parasuraman, Zeithaml and
Berry in 1991, making two changes in the original SERVQUAL scale.
The first refinement was the use of “would” instead of the word
“should”, as the latter led the respondents to assign unrealistically high
values for expectations. The second refinement involved a change in
the wording of the scale. The original SERVQUAL had some items
negatively worded and others positively worded in accordance with the
scale development guidelines of Churchill (1979). However, this
practice of including negatively worded items amidst positively worded
items in a long-scale like SERVQUAL lead to respondent confusion, to
avoid which Parasuraman, Zeithmal, and Berry (1991) changed all the
negatively worded items to positive ones. In addition to this empirical
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research, the authors characterized and further delineated the four gaps
identified in their research of 1985, which led to extended service
quality model. According to this extended model most factors involve
communication and control process implemented in organizations to
manage employees.
1.2.6.2.1 Operationalising the Model

The perceptions minus expectations model operationalises service
quality as the difference between customers’ perceptions of performance
and expectations. Semantically, the model states that service quality is
the difference between perceptions of performance and expectations
scores of individual attributes multiplied by their importance weights,
summed over the entire range of attributes.

1.2.6.3 Attribute Service Quality Model

Haywood-Farmer, 1988, developed a model of service quality in
which they argue that a service organization has “high quality” if it
meets customer preferences and expectations consistently. They
classified service quality attributes into three groups: physical facilities
and processes, people's behaviour and professional judgment. Too
much concentration on any one of these elements to the exclusion of
other may be inappropriate as it may lead to disaster, e.g., over-
emphasizing procedures may give an impression to the customer that he
will be processed as per his sequence.

They further proposed classification schemes for service operations
based on their relative degrees of labour intensity, process and product
customisation, and contact and interaction between the customer and the
service organization. For example, services which are low in terms of
customers' contact, customization and labor intensity (transportation,
accommodation, etc.), are closer to physical facility and process
attribute of the model. Thus, special care must be taken in this instant to
provide reliable and user-friendly equipment and simple processes for
using the service.

1.2.6.4 Synthesised Model of Service Quality

Brogowicz et al., in 1990, developed a synthesised service quality
model which presents the overall service quality gap as a result of both
technical and functional quality gaps. The model considers three factors,
viz., company image, external influences and traditional marketing
activities as the factors influencing technical(what) and functional(how)
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quality expectations. The uniqueness of the model is that it argues that
service quality gap may exist even when a customer has not yet
experienced the service but learned through word-of-mouth, promotion
or through other media communications. Thus, there is a need to
incorporate potential as well as actual customers' perceptions of service
quality experienced. Management must plan, implement and control the
service offering to limit, reduce, or eliminate service quality gaps.

1.2.6.5 Ideal Point Model of Service Quality

The ideal point model developed by Teas in 1993, for explaining
customers’ perceptions of service quality is an alternative to P-E model.
Teas (1993), developed “ideal point model” to overcome incompatibility
of the P-E model when expectations for an attribute are interpreted as
ideal points. The incompatibility occurs due to the different ways the
customers process vector and ideal point attributes of the service.

In the case of vector attributes, there is a positive monotonic
relationship between perceptions of performance and quality evaluation.
In contrast, in the case of ideal point attributes there exists only a
positive monotonic relationship between perceptions of performance
and quality evaluation when performance is less than or equal to the
ideal point. In the case of performance exceeding the ideal point, this
relationship becomes a negative monotonic relationship, indicating that
customers negatively evaluate performance once the ideal point is
exceeded. This negative monotonic relationship beyond the ideal point
is the distinguishing feature of the ideal point attribute of the service
quality.

As noted earlier, the P-E model treats all service attributes as
vector attributes in measuring customers’ perceptions of service quality,
but in reality the attributes are ideal point attributes, which makes the
model incompatible with the actual evaluation process. Hence, when
expectations are treated as ideal points, a model congruent with the
customers’ evaluation process is necessary to measure service quality.
1.2.6.5.1 Operationalising the Model

The ideal point model operationalises service quality as negatively
related to the absolute value of the difference between perceptions of
performance and ideal point of expectations. Semantically the model
states that service quality is inversely related to the absolute value of the
difference between perceptions of performance and ideal point
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expectations of individual attributes multiplied by their importance
weights, summed over the entire range of attributes.
1.2.6.6 Performance-based Model of Service Quality

The performance-based model of service quality was formulated
by Cronin and Taylor (1992). According to this model, service quality
depends on two factors: 1) Customers beliefs about the levels of
different attributes present in a service, and 2) importance weights of
attributes as assigned by the customers.
1.2.6.6.1 Operationalising the Model

The performance-based model operationalises service quality as
directly related to customers’ perceptions of performances and the
importance weights of various attributes given by them. Semantically,
the model states that service quality is the product of perceptions of
performance scores of individual attributes multiplied by their
importance weights, summed over the entire range of attributes.

1.2.6.7 PCP Model of Service Quality

Philip and Hazlett (1997) proposed a model that takes the form of a
hierarchical structure based on three main classes of attributes – pivotal,
core and peripheral. According to the model, every service consists of
three, albeit overlapping, areas where the vast majority of the
dimensions and concepts which have thus far been used to define
service quality. These levels are defined as – pivotal (outputs), core
and peripheral (jointly representing inputs and processes).

The pivotal attributes are considered collectively to be the single
most determining influence on why the consumer decided to approach a
particular organization and exert the greatest influence on the
satisfaction levels. They are defined as the “end-product” or “output”
from the service encounter; in other words, what the consumer expects
to achieve and receive, perhaps even take away, when the service
process is duly completed.

Core attributes can best be described as the amalgamation of the
people, processes and the service organizational structure through which
consumers must interact and/or negotiate so that they can
achieve/receive the pivotal attribute. The third level of model focuses on
the peripheral attributes which can be defined as the “incidental extras”
or frills designed to add a “roundness” to the service encounter and
make the whole experience for the consumer a complete delight.
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All these attributes have impact on the service quality outcome of
an organization. When a consumer makes an evaluation of any service
encounter, he is satisfied if the pivotal attributes are achieved, but as the
service is used more frequently the core and peripheral attributes may
begin to gain importance. If the pivotal feature of the service delivered
is of consistently high standard, then the consumer will begin to look
more rigorously and thoroughly at the core and peripheral features to
see if they also come up to the same high standard. The challenge
facing any service, therefore, is to delight the customer in all three
areas – pivotal, core and peripheral attributes – so that the service
becomes 100 per cent satisfactory.

All the above studies discussed so far were exploratory researches
tested in many businesses around the world. Though each of these
models has some limitations, every model is unique as it suits a
particular setting better than the other.

1.2.7 SERVICE QUALITY IN RELIGIOUS
ORGANISATIONS

Despite the importance of services of religious organisations and
religious tourism, researchers have paid scant attention to the religious
services and the key determinants of their quality at a religious center.
If the administration of religious organisation recognises and identifies
the critical factors that influence satisfaction of pilgrims, it can initiate
necessary steps in providing and improving services to the pilgrims. In
fact, worldwide a clear understanding of key factors influencing the
pilgrim satisfaction with services is awfully inadequate in spite of a
large body of literature on service quality evolved from research studies
conducted in various other sectors.

1.2.7.1 Definition of a Pilgrim

According to G. Sridhar et al., “A tourist can be called a pilgrim
if the purpose of travel to a place is to perform rituals driven by religion
or spirituality, and not any activity remunerative in nature” (18). They
also state that a pilgrim can visit any of the following four types of
attractions: (1) natural attractions, (2) man-made objects created for
purpose other than attracting pilgrims and eventually become attractions,
(3) sights constructed from the beginning as attractions and cultural
events, and (4) religious events. Pilgrimage to sacred place as an act of
religious devotion is an age old tradition followed by religions all over
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the world, especially in India. Pilgrimage involves travelling,
sightseeing, visiting different places, in some cases, voyaging by air or
sea, etc., and buying the local memorabilia.

1.2.7.2 Pilgrim Satisfaction

Dr. G. Sridhar et al., made a study, “Pilgrim Satisfaction with
Religious Event” wherein they evaluated the pilgrim satisfaction with a
Budist religious event in India. They defined pilgrim satisfaction as “the
outcome of the pilgrims’ subjective comparison of the expected and
actual services and facilities provided by religious organisation” (18).
Thus, satisfaction with religious centers indicates the quality of services
rendered by the organisation, and prevents negative evaluation and
unfavourable word-of-mouth. Their study revealed four dimensions of
pilgrim service quality, viz., basic facilities, support facilities, enhancers,
and concerns, with basic facilities being the highest contributor to
overall satisfaction.

1.2.7.3 Operationalisation of Satisfaction Construct in
Pilgrim Services

Sridhar et al., operationalised service quality on the basis of
performance evaluation, excluding the expectation concept. Many a
scholar has attempted to measure attribute satisfaction so as to identify
the extent of consumer satisfaction with products and services. Attribute
satisfaction refers to individual assessment of the degree to which a
service performance is perceived to have met or exceeded desires and
expectations.

Evaluation of service quality is usually made at two levels,
transaction level and cumilative level. With regard to pilgrim
satisfaction, transaction-specific service quality is a post-experience
evaluative judgment of specific transaction the pilgrim would have
encountered with each of the attributes of the services provided by the
organisation. Cumulative satisfaction, on the other hand, is the overall
evaluation, based on the entire experience of the pilgrims with respect to
all the services provided by the organisation.

The present study adopted “service quality in pilgrim
organizations” as operationalised by G. Sridhar et al., It considers
service quality of individual attributes of the various services provided
by TTD, takes into account the cumulative satisfaction, and attempts to
establish the relationship between the two.
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1.3 EARLIER PILGRIM-FOCUSED STUDIES
IN TTD
This section reviews the earlier studies on pilgrim services in TTD,

and explains the methodology adopted in each of them.

1.3.1 STRATEGIES TO HANDLE PILGRIM POPULATION
IN TIRUMALA: A STUDY BY INDIAN INSTITUTE OF
MANAGEMENT, AHEMDABAD

In 1998, a research team from IIMA, on a request from TTD
management, made a study by name “Strategies to Handle Pilgrim
Population in Tirumala” wherein it studied how to regulate the pilgrim
flows at Tirumala. It classified the services at Tirumala into darshanam,
arjitha sevas, temple-related services which include tonsuring at KKC,
free meals at NAC, sale of Laddu Prasadam, transportation service
carrying pilgrims between Tirupati and Tirumala, and accommodation
services at Tirupati and Tirumala. This study documented the various
pilgrim flows and processes, segment-wise pilgrim traffic,
accommodation, distribution of prasadams and other major allied
activities, ways to increase pilgrim throughput, strategies to regulate the
inflow of pilgrims in peak periods and slack periods, and strategies to
improve the quality of waiting time. The team, analysing the secondary
data pertaining to pilgrims’ utilisation of various TTD services collected
from the registers at different service points of TTD, studied past and
present trends, and came with future projections. It also made
questionnaire survey, collecting pilgrims’ preferences and priorities as
to utilisation of TTD services. It also compared services at Tirumala
with those at three important shrines in India namely Shabarimalai in
Kerala, Shirdi in Maharashtra, and Vaishno Devi temple in Jammu and
Kashmir.

1.3.2. DEVOTEE SATISFACTION SURVEY BY CENTER
FOR MEDIA STUDIES, DELHI

Center for Media Studies, New Delhi, in 2000, made a devotee-
satisfaction survey at Tirumala with the overall objective of capturing
devotees' perceptions, preferences and satisfaction with various services
and facilities provided by TTD, and priorities in utilising the offerings
made by them. Questionnaire instrument was used in the study for
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collecting primary data from devotees. Questionnaires were
administered to a) devotees at Tirumala requiring them to rate their
overall satisfaction with the TTD-provided services and their
satisfaction levels with different individual services; b) to devotees at
other important shrines across the country like Birla Mandir
(Hyderabad), KanakaDurga temple (Vijayawada), Meenakshi temple
(Madurai), Rameswaram, Kasi Vishwanath temple, Shirdi, Akshardham
temple (Delhi), Poori Jaganath temple, Vaishno Devi temple (J&K), etc.,
requiring them to rate their satisfaction with the services at the
respective shrines keeping in view the quality of services at Tirumala
when they visited Tirumala; and (c) to donors of different schemes of
TTD requiring them to rate their satisfaction with the functioning of
TTD with respect to utilisation of the pilgrim-offered funds.

The questionnaire consisted of various aspects of pilgrims’
satisfaction–overall satisfaction, connectivity from other cities,
connectivity between downhill and hilltop, accommodation facilities,
employees' behaviour, darshanam, prasadam, utilisation of funds,
corruption issues, perception about TTD services.

Though, there were some other studies conducted by TUDA, TCS
and Andhra Pradesh Tourism Development Corporation, access couldn’t
be gained to those studies.

1.4 STATEMENT OF THE PROBLEM
Evaluation of service quality has become paramount for all the

organisations in all industries both in the public and the private sectors.
Though service quality has been evaluated in industries so diverse as
banking, hospitals, electric utility, telephones, car rentals, dry cleaning,
etc., till date there is hardly any study to evaluate quality of services of
religious organisations with the pilgrim focus.

Tirumala Venkateswara temple is the most visited Hindu temple in
the world with the annual pilgrim inflow of 2,43,89,291 in 2009,
averaging 66,820 pilgrims a day. On peak days the daily average shoots
up to 1,00,000; as a result the devotees hardly get a few seconds of
darshan.

One of the vernacular newspaper by name “Vartha” has been
reporting the experiences of pilgrims at Tirumala on a weekly basis for
the past few years. Content-analysis made on about 100 articles of this
sort unraveled both positive and negative feelings of pilgrims about the
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services provided by TTD, focusing on pilgrims’ priorities,
expectations, experiences, difficulties and their suggestions to TTD.
From this, it was felt that there are some problems either unaddressed or
improperly addressed in the earlier studies. There is a dire need for
scientific evaluation of TTD services from the pilgrims’ viewpoint,
adopting a managerial approach.

1.5 NEED FOR THE STUDY
First, since TTD spends huge amount of money every year in

providing services to pilgrims, it is to be judiciously spent for which the
knowledge of pilgrim satisfaction is imperative. If the key factors
influencing the pilgrim satisfaction are identified, focused-spending can
be resorted to. Second, TTD, besides providing services on daily basis,
organises various mega periodical events like Brahmautsavams which
are attended by large number of pilgrims from near and far. Usually
these event-occurrence periods form the pilgrim peak flows. Pilgrims, if
satisfied with the arrangements, spread positive word-of-mouth, and the
repeat visits and referral visits to Tirumala abound. Third, pilgrim
satisfaction is a reflection of the quality of services TTD provides,
which serves as a yardstick for measuring the success of TTD in
provision of best possible amenities to the pilgrims.

Though TTD provides wide-ranging services to Tirumala-visiting
pilgrims, no comprehensive, analytical study has been carried out with
scientific insight. Hence, to the best of our knowledge, the present study
is first of its kind, evaluating quality of TTD-provided services from the
pilgrims’ perspective.

1.6 RESEARCH METHODOLOGY
This section explains the objectives, model specification of the

study, hypotheses, sample, data collection, tools of data analysis, and
finally the organisation of the thesis.

1.6.1 OBJECTIVES

The following are the specific objectives of the study:
1. To study the growth trends of pilgrims availing different types

of darshanams, tonsure and free-meal services;
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2. To analyse the demographic, economic, and travel behaviour
characteristics of the pilgrims to Tirumala;

3. To study the extent of utilisation of TTD provided services by
the pilgrims;

4. To identify dimensions of the service quality of pilgrim
services of TTD as perceived by the pilgrims;

5. To evaluate the pilgrim perceptions of quality of TTD-provided
services;

6. To study the relationship between TTD services’ attributes and
the overall satisfaction of the pilgrims; and

7. To identify the differences in the overall satisfaction of the
pilgrims in terms of their demographic, economic, and travel
behaviour characteristics.

1.6.2 MODEL SPECIFICATION OF THE PRESENT STUDY

The present study is an empirical research involving testing of pre-
set hypotheses. First, the study attempts to investigate the relationship
amongst pilgrims’ demographic, economic, and travel behaviour
characteristics, and further the relationship between these characteristics
and extent of utilisation of TTD-provided services by the pilgrims.
Second, the study aims at identifying the key factors that influence
pilgrim satisfaction of TTD-provided services, and the relationship
between satisfaction with individual services and pilgrims’ overall
satisfaction. Third, the study sought to identify the relative contribution
to the pilgrims’ overall satisfaction of pilgrims’ demographic, economic,
and travel behaviour characteristics.

HH
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Fig.1.1: Model Depicting Hypothesis 1 and 2
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TTD-provided pilgrim services evaluated in the present study
include bus service between Tirupati and Tirumala, amenities along the
walk way to pedestrians, accommodation service at Tirupati and
Tirumala, tonsure, darshan, laddu prasadam, free meals, and other
miscellaneous services. Attributes of different TTD-provided services
considered in the current study include waiting time and speed of
delivery, employee behaviour, procedures, physical characteristics,
expertise, convenience, price, and information dissemination.

1.6.3 HYPOTHESES

The following null hypotheses are posited for testing in the study.
1(a). There is no relationship between the incomes of pilgrim groups

and the expenditures they incurred at Tirupati and Tirumala on
TTD services.

1(b). There is no relationship between the incomes of pilgrim groups
and the expenditures they incurred in the entire trip.

2 (a). There is no relationship between annual incomes of the pilgrim
groups and their utilisation of free- and paid- TTD
accommodation.

(b) There is no relationship between annual incomes of the pilgrim
groups and their utilisation of free- and paid- darshan.

3. There is no relationship between the attributes of the TTD-
provided services and the overall pilgrims’ satisfaction.

4 (a) There is no significant difference in overall satisfaction of
pilgrim groups across demographic categories.

(b) There is no significant difference in overall satisfaction of
pilgrims across categories based on economic characteristics.

(c). There is no significant difference in overall satisfaction of
pilgrims across categories based on travel behaviour
characteristics.
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Fig .1.2: Model Depicting Hypothesis 3 and 4

1.6.4 DATA SOURCES

The study is based on both primary and secondary data. Secondary
data was culled out from the TTD records pertaining to pilgrim flows to
Tirumala for the past few years and pilgrims’ utilisation of tonsure,
darshan and free-meal services provided by TTD. Primary data were
collected through structured schedule to interview sample pilgrims at
pilgrim service points at Tirumala and Tirupati. The survey was
conducted over a 4-month period from September 2009 to December
2009, covering pilgrim peaks of Bramhauthsavam in September 2009,
Vaikunta Ekadashi in December 2009, January 1st 2010, and a slack
pilgrim season of November 2009.

1.6.4.1 Interview Schedule: A Research Tool used for
Generating Primary Data

The schedule used in the study was developed, reviewing instant
literature on service quality, instruments developed and used in the past
studies on TTD services, pilgrims’ experiences reported in articles
published in dailies, and relying on intuition knowledge of the
researcher.

The schedule consisted of 3 sections. Section-A collected data on
respondents’ demographic characteristics (group size, age of the



Introduction 23

respondent, education level, occupation, and place of origin), economic
variables (family income and expenditure incurred in the pilgrimage)
and travel behaviour characteristics (purpose of visit, timing of visit,
lead time preparing to travel, number of earlier visits, length of stay at
Tirumala and Tirupati). These were the first set of independent
variables of the study.

Section-B elicited pilgrims’ perceptions about the TTD-provided
services. Respondents were first requested to rate their overall
satisfaction with TTD services on a 7-point scale ranging from
extremely dissatisfied (1) to extremely satisfied (7). Then pilgrims’
perception scores with the attributes of different TTD-provided
individual pilgrim services were recorded on a 5-point Likert-type scale
ranging from very dissatisfied (1) to very satisfied (5). Bus service
between Tirupati and Tirumala, amenities along the walkway of
reaching Tirumala from Tirupati, accommodation provided by TTD at
Tirupati and Tirumala, tonsure service at Tirumala, different types of
darshans, laddu prasadam, free-meal, and some other miscellaneous
services were the ones evaluated by the pilgrims. Factors generated
out of pilgrim perceptions of attributes of TTD-provided services
formed the second set of independent variables of the study. Overall
satisfaction associated with the pilgrims’ perceptions of utilised services,
is dependent variable in the study. Section-C captured the problems
faced by pilgrims while availing TTD-provided services like grease
money demanded at different service points, and other problems like
long waits, jostling in queues, employees’ discourteous behaviour, etc.

1.6.5 SAMPLE

The sample respondent population of this research study are the heads
of pilgrim groups who visited Tirumala from September to December
2009. As the total population of pilgrims is difficult to estimate, sample
size is calculated assuming that it being infinite.

The formula applied is: s = (z/e)2

Where,
s = the sample size
z = is the number relating to the degree of confidence one

wishes to have in the result.
Since 95% confidence level is most frequently used and accepted,

this has been taken as confidence* level. The value of ‘z’ is 1.96 for
95% confidence level
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e = the error that one is prepared to accept and is measured as a
proportion of the standard deviation (accuracy), which is taken as 10%.

s = (1.96 / 0.1)2

s = 384.16

In other words, a minimum of 385 heads of pilgrim-groups need to
be interviewed to meet the criterion. As the daily average number of
pilgrims visiting the shrine is around 50,000, the sample size taken was
500 for the current study which constitutes 1% of the daily average.

Since characteristics of pilgrims were not prior known, which
defies the use of any stratified sampling technique, pilgrims were
selected and interviewed at different times of the day.

1.6.6 DATA ANALYSIS TOOLS

Statistical tools such as percentages, averages, trend values, chi-
square test, factor analysis, correlation analysis, multiple regression, and
analysis of variance (ANOVA) were used for analysing primary and
secondary data.

Time series data were used to project future trends of pilgrims’
utilisation of TTD services on the basis of the past data, on the
assumption that the future is extension of past.

Chi-square test was conducted to study the relationship amongst
the pilgrims’ demographic, economic, travel behaviour characteristics
and their extent of service utilisation.

Factor analysis was conducted to create correlated variable
composites from the TTD-provided services’ attributes and identify a
smaller set of dimensions, or factors that explain most of the variances
between the attributes. The derived factor scores were then applied in
subsequent correlation and regression analyses.

Multiple regression and correlation were used to study the
relationship of the attributes of TTD services with the overall
satisfaction.

Analysis of variance (ANOVA) was used to identify the
differences in the overall satisfaction of pilgrims in terms of pilgrims’
demographic, economic, and travel behaviour characteristics.
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1.6.7 ORGANISATION OF THE THESIS

The thesis comprises the following seven chapters.

Chapter one explains the importance of evaluation of service
quality, definitions of the concepts of service, quality, and service
quality, reviews existing literature pertaining to measurement of service
quality, and presents the research methodology adopted in the study.

Chapter two enumerates and describes the different services
provided by Tirumala Tirupati Devasthanams to the pilgrims, draws a
flow chart showing the route map taken by the pilgrims while availing
TTD services, and documents the past trends, enlists the types of
darshanams, free meals and tonsure services pilgrims availed, and
projects the future trends of pilgrim-users of these services.

Chapter three analyses the demographic, economic and travel
behaviour characteristics of the pilgrims, and studies the relationship
amongst these variables.

Chapter four studies the extent of utilisation of different TTD-
provided services by the pilgrims, and the relationship between
pilgrims’ demographic, economic, and travel behaviour characteristics
and the extent of service utilisation.

Chapter five evaluates the pilgrims’ perceptions about the quality
of TTD services attributes, analyses the waiting time of pilgrims for
availing TTD services, and presents the problems pilgrims faced while
availing TTD services.

Chapter six tests the hypotheses proposed in the study and presents
inferences drawn therefrom.

Chapter seven is a summary presentation of the findings and
conclusions and suggestions of the present research study, its limitations,
and sets directions for the future studies in this area of research.
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