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Abstract 

In this study, perception of service quality and its impact on satisfaction were 

examined through a research where Pilgrims  using the refectory within the 

Tirumala tirupati Devasthanams were selected as the sample. In the study, a 

survey questionnaire was used as the data collection technique and Ruetzler's 

(2005) scale, which was developed to measure service quality in a Matrusri 

Tarigonda  Vengamamba  Nithya  Annaprasadam refectory, was used for 

creating the survey form. In the methodology, factor analysis, and multiple 

regression analysis were performed on 150 valid cases of survey data.  

Multiple regression analysis was applied to three dimensions of refectory 

service quality (service, hygiene and atmosphere) that were determined as a 

result of factor analysis and it was found that these dimensions affect 

satisfaction positively in general and at the level of 84%. Among the service 

quality dimensions, it was determined that atmosphere did not have a 

significant effect on satisfaction. It was concluded that hygiene dimension had 

a higher impact on satisfaction than the service dimension. Furthermore, it is 

among remarkable findings of the research that statistically significant 

differences were found between groups in terms of gender, Age group and the 

TTD Administration staff of the respondents as a result of the one-way 

ANOVA tests and the t-tests. 

Keywords: Service Quality, Customer Satisfaction, TTD Annaprasadams 

Refectory 
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INTRODUCTION  

All businesses should attach importance to the quality phenomenon in order to survive 

within the competitive market structure. What is more, beyond this basic level of 

importance attached to the quality concept, it has become necessary to focus on this 

issue carefully. The rationale behind this argument can be expressed as the fact that 

businesses can increase their customers' satisfaction through quality practices that 

may make them different from other competing businesses; the motivation for placing 

emphasis on quality is a reflection of the idea that it is possible to achieve 

improvements in this way. Quality, especially nowadays, beyond the approach that 

businesses could achieve better performance if they implement quality practices, has 

become a value that makes it impossible for the business to survive and consequently 

continue its existence if not implemented. In other words, beyond circumstantial 

decisions concerning quality, it has become a necessity for businesses to embed 

quality into their business processes. 

The high-quality production approach, which has particularly gained importance after 

the World War II, was initially exercised in the manufacturing sector due to needs of 

that time. However, especially in the 1980s, in parallel with the increase of activity in 

the services sector, organizations began to realize the benefits which could be 

obtained by the adoption of quality approach in this area. Because of this, the 

literature witnessed a progressive increase in the research studies and approaches that 

refer to the concept expressed as the service quality.  

However, it was observed that certain distinctions were highlighted in approaches 

developed for service quality because of the fact that a number of characteristics of 

the service sector differ from those of the manufacturing sector. In this case, it is 

possible to mention the effect of characteristics such as the orientation of services 

towards emotional aspects rather than cognitive aspects of the customers, the intensity 

of human-human interactions, and the difficulty in remedying the mistakes which 

occur in presentation.  

Sri Vekateswara Annaprasadam is unique among all donation trusts that are being run 

by TTD. ‘Annam Para Brahma Swarupam’. Food only can support the body to attain 

Dharma, Artha, Kama, Moksha. The person, who participate in this sacred 

Annadanam, by giving generous donations will be blessed by divine Gods. Creatures 

cannot live without food, hence “giving donations to Annaprasadam will serve as 

Pranadanam” to the people who are hungry.  

 

Details of Sri Venkateswara Anna Prasadam Trust 

Programmes of the scheme This was started on a small scale in 1984 and now 

Tirumala Tirupati Devasthanams is providing full meals as "Annaprasadam " on free 
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of cost to all devotees in Tirumala and Tiruchanoor. Every day nearly 2 lakh devotees 

are availing the free Annaprasadam in Matrusri Tarigonda Vengamamba Nithya 

Annaprasadam Complex, PAC-II Tirumala .TTD is also supplying food packets on a 

continuous basis to the pilgrims awaiting for darshan in outside Q-lines and in the 

compartment of VQC-I & II . In Sri Padmavathi Ammavari Temple also nithya 

Annaprasadam facility being provided, daily for about 5000 pilgrims at free of cost. 

Besides this T.T.D. is providing free food to the pedestrian Pilgrim in the Alipiri foot 

path near Narasimhaswamy Temple.TTD started distribution of Annaprasadams at 

Srinivasam and Vishnu Nivasam complexes, Tirupati with effect from 11.1.2014 to 

10,000 pilgrims twice a day.  

In this study, we empirically investigated the perception of quality of a catering firm, 

which provided services to pilgrims and staff in a TTD annaprasadams  and studied 

the impact of pilgrims’ perceptions on the overall satisfaction. However, in the 

research, it was deemed appropriate to consult the views of only the pilgrims since 

they are the key subject of TTD. In another aspect, the fact that the perception of the 

pilgrims was more determinative for deciding whether the firm should continue its 

food service in the TTD was also effective in selecting the sample from this 

population. The motivation for conducting this research is two-fold; both being able 

to measure the pilgrims' perception about the service quality of the food served in the 

refectory and initiating the necessary actions with regards to the service offering by 

means of sharing the results of the research with the TTD refectory unit and the TTD  

management. In the study, initially, we aimed at theoretically establishing service, 

quality, service quality, and the relationship between service quality and satisfaction.  

In this part of the research, we also examined the service quality within the context of 

food and beverage industry as well as food and beverage services offered at TTD. In 

the following section, we provided information about the application stage of the 

research and presented our findings. Finally, we discussed the findings obtained from 

the research in the conclusions section and provided recommendations for the future. 

 

REVIEW OF LITERATURE  

Customers' expectations and perceptions of service will determine the quality of 

service. If the provided service does not meet or exceed the expectations of the 

customer, then the service quality will be perceived to be low; if it does exceed the 

expectations, then the service quality will be perceived to be high (Almanza,, 1994: 

163-164). Based on this approach, service quality can be defined as the difference 

between the customer's expectations about the service performance prior to the 

service provision and the customer's perceptions of the service provided 

(Asubontenget al., 1996: 64).  

Parasuraman, Zeithaml & Berry (1985: 42) described service quality as the 
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comparison of expected service and perceived service performance and they 

developed the SERVQUAL measurement technique to measure the service quality as 

such. While service quality is defined by Edvardsson (1998: 142) as the degree of 

being able to meet the customers’ expectations and to determine their needs and 

wants, Kandampully (1998: 433) gave a similar definition of satisfying the customer's 

expectations with the service provided. On the other hand, Teas (1993: 27) defined 

service quality as the comparison of performance with ideal standards.  

As can be seen from this review, service quality definitions are often focused on the 

customer. However, what customer says should not be considered sufficient at all 

times. Particularly, unspoken customer needs and expectations should be revealed and 

identified (Atilgan, 2001; 27). Measurement of service quality constitutes the first 

phase of service quality improvement and development process. If a business is able 

to obtain access to accurate information about the current quality level, then they can 

take the necessary steps about what needs to be done more effectively (Usta & 

Memis, 2009: 90). A business that desires to improve the quality of their services 

should initially determine its position and then should set out what needs to be done in 

order to improve the quality of service (Asubonteng, P., McClearly, K.J. and Swan, 

J.E. (1996). 

Researchers have suggested various dimensions in order to determine the quality of 

the service provided and have tried various approaches. Parasuraman et al.(1988) built 

the service quality gap model in their study and identified 10 general dimensions of 

service in order to determine the difference between customer expectations and 

perceptions. This and other ongoing work of Parasuraman et al. have been used by 

many service quality researchers and they have become prominent in the 

measurement of service quality.  

Parasuraman et al. progressively applied the 10 dimensions comprised of 

physical/tangible features, reliability, responsiveness, competence, courtesy, 

credibility, security/safety, convenience, communication, and understanding the 

consumer on four different service sectors (banking, telephone companies, credit 

cards, and product repair and maintenance services) in their 1988 study and 

consequently developed the SERVQUAL scale which consists of 22 propositions in 

five dimensions. These dimensions are (Parasuraman et al. 1988).  

 Tangible/Physical Features: Appearance of buildings, tools and equipment, 

and personnel during the service provision of the business, 

 Reliability: The ability to provide the promised service in an accurate and 

reliable manner, 

 Responsiveness: Willingness to help the customer and to provide prompt 

service, 
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 Assurance: The employees are courteous, knowledgeable and able to create a 

sense of confidence in the customers, 

 Empathy: The business puts itself in the customers' shoes, pays individual 

attention to customers, and shows personal interest in customers. 

 

The Relationship between Service Quality and Customer Satisfaction 

The relationship between perception of quality and customer satisfaction is of great 

importance especially for the service sector. It could be suggested that this is because 

customers are not only interested in the tangible aspects of the products offered to 

them in the service sector but also the intangible aspects of these products in the 

provision process. To give an example form the catering businesses assessed within 

the scope of the service sector that constitutes the research field of this study, 

customers purchasing the food and beverage offered by these businesses are likely to 

consider certain other factors that determine quality in addition to the quality of food 

and beverage; other factors such as the atmosphere of the business, hygiene of the 

space and the food and beverage, attitudes and behaviors of service personnel, and 

perception of the value of the price paid for the products and services offered.   

Moreover, owing to the concurrency factor, which is a characteristic of the service 

provision, it becomes even more difficult for service businesses to compensate for the 

lack of quality that may occur in relation to products and services offered to the 

customers and the resulting dissatisfaction. Therefore, it could be suggested that in 

order for the catering businesses to increase the level of customer satisfaction and 

consequently assure their competitiveness in the market, they should place more 

importance on, and pay greater attention to improving the service quality. 

 

METHODOLOGY 

The Purpose and Importance of the Study 

The main aim of this research is to determine TTD annaprasadams in  pilgrims' 

perceptions of quality dimensions for catering services and to find out whether these 

perceptions have an impact on their satisfaction from the service. pilgrims' general 

satisfaction perceptions about their TTD annaprasadams ( its call us free meals) are 

formed as a result of the interaction between many factors.  

Although the quality of food is at the forefront of these factors, it is possible to assert 

that some other factors could also be effective on the pilgrims' satisfaction. Among 

these factors in question, the potential of the quality of catering services to affect 

pilgrims satisfaction should not be ignored. At TTD offering services to their pilgrims 

in many different areas, the perception of quality about certain areas could be 

considered to affect the perception developed about other areas of service provision. 
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Considering this matter in terms of the image of TTD, it could be asserted that the 

ability to provide services at high quality has importance for both its likely positive 

impact on existing pilgrims' satisfaction and its possibility to increase the prilgrim 

potential. In this context, it could be suggested that perception of catering services as 

high quality is likely to have a positive impact on the TTD's image and consequently 

on the pilgrims. 

 

The Sample of the Study and Data Collection 

The research is intended for the measurement of the quality of supper service offered 

to pilgrims in TTD refectories. The research site is designated as Tirumala Tirupathi 

Devasthanams refectory. The refectory, where the data of the research were collected, 

provides supper service to pilgrims 24X7. According to the information received from 

the refectory Executive officer, the area where service is provided is 100000 m² and 

has a capacity to dine 20,000 Pilgrims eat at a time. Furthermore, it was indicated that 

approximately 2,00,000 pilgrims  per day dined in the refectory while the supper 

service was provided in circulation in the 2016-2017  Financial year. Survey 

technique has been used in the research as a means of data collection. 

Research data were collected using the simple random sampling method. Assuming a 

95% confidence interval and e = 4% margin of error, the sample size is calculated as 

n=150 (Othman, M., Nadzirah B. S., Mohd. Shahrim A. K., and Hazrina G. (2013). 

Taking into account the possibility of incorrect and / or incomplete surveys, 300 

surveys were distributed. Among the surveys collected, 150 were deemed valid and 

included in the analyses.  

The scale developed and validated by Ruetzler (2005) was adapted and used in the 

research. Keeping faithful to the meanings of questions in Ruetzler's scale, some 

items were arranged so as to appeal to the pilgrims comprising the sample of the 

research. Four questions on overall satisfaction were added to this scale, which is 

comprised of 37 questions and used for measuring service quality in TTD refectories. 

A 5-point Likert scale was used to assess the statements in the scale where 1 

corresponded to "strongly disagree" and 5 corresponded to "strongly agree". In 

addition to these questions in the scale, 11 supplementary questions aimed at 

determining demographic and individual characteristics of the sample were included 

in the survey. These questions are gender, age, residence, the level of education, 

membership in a group, and source of information. 

 

Analyses of the Research and Interpretation of the findings  

Personnel profile of the pilgrim respondents 

In order to reveal the personnel structure of the sample, initially a frequency table was 
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created using the data obtained from the survey. Accordingly, percentile values of the 

demographic structure of the sample are given in Table 1. 

 

Table : 1  Demographic characteristic of the sample respondents 

Demographic variables F % 

Gender   

Male  62 41.33 

Female  88 58.67 

Age    

20- 30 Years 13 8.67 

31-40  Years 61 40.67 

41 – 50 Years 24 16.00 

51-60 Years 31 20.67 

Above 60 years 21 14.00 

State   

Within AP 88 58.67 

Out of AP 54 36.00 

Out of India 8 5.33 

Education level    

Below graduates  82 54.67 

Graduates  43 28.67 

Degree & above  25 16.67 

Occupation level.   

Professional  24 16.00 

Job holders  59 39.33 

Business  46 30.67 

Formers /landlords  21 14.00 

Family Income    

Below Rs. 20000 69 46.00 

Rs.20001- Rs.40000 48 32.00 

Above  Rs.40000 33 22.00 

 

The demographic characteristics of the respondents are shown in Table 1. The gender 

distribution of the respondents was quite even, with 58.67% female respondents and 
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41.3% male respondents. The dominant age group of the respondents was 31 to 40 

years (40.67%), followed by 51 to 60 years (20.7%), 41 to 50 years (16%), and 60 

years and older (14%), whereas 20 to 30 years (8.67%) made up the smallest group, 

representing below 10% of the respondents. 

Most of the respondents (58.7%) reported that they pilgrims within state of the andhra 

pradesh, and 36 % of the respondents pilgrims out of state from Andhra Pradesh , 

whereas 5.3% of the respondents were out of country.  

In terms of level of education, almost 55% of the respondents had a below graduate; 

29% of the respondents had a graduate education, and 17% of the respondents had a 

university education level. No respondent in the research study was at the primary 

level or below. The result shows the relatively high educational attainment of the 

respondents.  

With regard to respondents' annual household income, the largest group included 

those with an annual household income of below 20,000 (46%), followed by 

Rs.20,000 to Rs.40,000(32%), and above Rs.40000 (22%). With regard to respondent 

occupation, the largest group are employees 39.33 followed by business persons 

(30.37), and professional 16%. Only 14 % of the respondents had a formers/ landlords 

in the research.  

 

Factor Analysis and Reliability Analysis 

In this part of the study, statistical values obtained after the factor analysis conducted 

on both the satisfaction statements which were identified based on the studies in the 

literature and the scale which was developed by Ruetzler (2005) to determine the 

perception of quality in the TTD refectory services are presented.  

The  reason for conducting factor analysis on the scale is that the sample is from a 

different culture. In addition, based on the idea that the sample of this research has a 

different culture, some statements in the scale have been changed. Moreover, 

reliability analysis was conducted to test the internal consistency of the statements in 

both the refectory service quality and satisfaction dimension. The results are shown in 

Table 2. 

The principal components factor method was used to generate the initial solution. The 

eigenvalues suggested that a four- factor solution explained 35.25% of the overall 

variance before the rotation. The factors with eigenvalues greater than or equal to 1.0 

and attributes with factor loadings greater than 0.4 were reported. Table 2 illustrates 

the results of the factor analysis. The four factors were: service, hygiene, atmosphere 

and satisfaction factor and its variables. 

The overall significance of the correlation matrix was 0.000, with a Bartlett test of 

sphericity value of 2934.883. The statistical probability and the test indicated that 
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there was a significant correlation between the variables, and the use of factor analysis 

was appropriate. The Kaiser-Meyer-Olkin overall measure of sampling adequacy was 

0.782, which was meritorious (Hair, Anderson, and Black 1999). 

From the varimax-rotated factor matrix, four factors with 18 variables were defined 

by the original 19 variables that loaded most heavily on them (loading >0.4) (see 

Table 2). one attribute were dropped due to the failure of loading on any factor at the 

level of 0.40(or higher). These were ” The services provided by this refectory free 

meals  meet my expectations The services provided by this refectory free meals  meet 

my expectations” .  

 

Table : 2  Factor analysis and interpretation 

Factor 1 - Service Factor 

Loading  

Eigen  

Value  

Variance 

explained 

(%) 

Cronbach’s  

Alpha 

Mean 

Meals are served at the appropriate 

temperature 

0.806 8.567 19.038 0.823 3.73 

Meals offered appeal to my palate 0.780 

I am satisfied with the variety of 

meals items offered 

0.779 

Movement of queue in a systematic 

manner 

0.751 

Comfortable seating arrangements in 

dinning complex 

0.745 

I am satisfied with the quality of 

meals offered 

0.631 

Meals that would make me feel home 

are offered here 

0.579 

Refectory staff are able to answer my 

questions 

0.530 

The TTD authories food service unit 

takes into account the views of the 

pilgrims  

0.431 

Display free meal time outside the 

NAC 

0.427 

Factor 2 - Hygiene       

The dining area is clean 0.612 3.254 7.23 0.796 3.59 
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Courteous behaviour of employees 

serving the food 

0.584 

Food receiving points are clean 0.556 

Factor -3Atmosphere      

Dining room is inconveniently 

crowded 

0.591 2.125 4.721 0.812 3.61 

Dining room is inconveniently noisy 0.551 

Factor-4 Satisfaction Factor and its 

Variables  

     

In general, I am satisfied with the 

services offered at this refectory 

0.585 1.907 4.238 0.711 3.17 

I will choose to dine in this refectory 

until with complete darshanam   

0.582 

I will suggest this refectory to my 

Other pilgrims friends 

0.455 

The services provided by this 

refectory free meals  meet my 

expectations 

0.372 

Note: Extraction Method – Principal Component Analysis  

Rotation Method – Varimax with Kaiser Normalization  

KMO (Kaiser-Meyer-Olkim Measure of Sampling Adequacy) = 0.782  

Bartlett’s Test of Sphericity: p = 0.000 (x
2 

= 2934.883, df = 378) 

Hotelling’s T-Squared Test  = 1107.922, F = 136.387, df1 =8 df2 = 454, P =0.000** 

 

To test the reliability and internal consistency of each factor, the Cronbach’s alpha of 

each was determined. The results showed that the alpha coefficients ranged from 

0.711 to 0.823 for the four factors. The results were considered more than reliable, 

since 0.50 is the minimum value for accepting the reliability test (Nunnally, 1967). 

The four factors underlying pilgrims’ perceptions of annaprasadams attributes in the 

Tirumala Tirupati Devesthanams  refectory services were as follows.  

Service (Factor 1) contained ten attributes and explained 19.038% of the variance in 

the data, with an eigenvalue of 8.567 and a reliability of 82.3%. The attributes 

associated with this factor dealt with the service items, including “Meals are served at 

the appropriate temperature,” “Meals offered appeal to my palate,” “I am satisfied 

with the variety of meals items offered,” etc., Hygiene (Factor 2) accounted for 

7.23% of the variance, with an eigenvalue of 3.254, and a reliability of 79.6%. This 
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factor was loaded with three attributes that referred to Hygiene factor. Atmosphere 

(Factor 3) loaded with two attributes. This factor accounted for 4.72% of the 

variance, with an eigenvalue of 2.125, and a reliability of 81.2%. These attributes 

were related to atmosphere of refectory. Satisfaction Factor and its Variables 

(Factor 4) contained four attributes that referred to satisfaction of annaprasadhams 

refectory. This factor explained 4.238% of the variance, with an eigenvalue of 1.908, 

and a reliability of 71.1%. These attributes were related to pilgrim satisfaction.  

 

Results of Regression Analysis 

In this part of the study, regression analysis was conducted in order to reveal the 

impact of service, hygiene, and atmosphere dimensions that constitute the service 

quality in the refectory on satisfaction. The values obtained from the analysis are 

presented in Table 3. 

 

Table 3. Regression Analysis Results for the Impact of Refectory Service Quality on 

Satisfaction 

Model  R2   F Std. Beta t Sig. 

Service   

0.772 

 

14.732 

0.421 17.002 0.000** 

Hygiene 0.594 23.121 0.000** 

Atmosphere 0.366 4.186 0.014** 

Note: Independent Variables: Service, Hygiene and Atmosphere; Dependent 

Variable: Satisfaction; *p<.001 

 

When the values in Table 3 are examined, it is observed that the effect of refectory 

service quality perception is at 77 % level as is indicated by the R² value as well. In 

other words, perception of refectory service quality explains 77.2 % of the pilgrims' 

satisfaction from the service. In another aspect, the standardized beta values were 

considered in order to determine the degree of influence of each refectory service 

quality sub-dimension on satisfaction.  

Accordingly, service, hygiene and Atmosphere sub-dimensions have a significant and 

positive effect on satisfaction. Moreover, as demonstrated by the beta values, the 

effect of hygiene sub-dimension on satisfaction is higher than that of service & 

atmosphere sub-dimension. It was concluded that the effect of atmosphere sub-

dimension was statistically significant at 0.05 level. It could be regarded an expected 

outcome that service quality significantly affects satisfaction. The stronger effect of 

hygiene dimension on satisfaction can be explained by the fact that the sample of the 
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study comprised Pilgrims in higher Satisfaction level.  That is because; it can be 

asserted that Pilgrims in higher satisfied attach great importance to the hygiene of the 

food they consume and the environment where the service is offered.  

When the statements included in the scale within the scope of the service dimension, 

which is the other dimension with significant impact on satisfaction, are examined, it 

is observed that there are statements about the quality of food in this dimension in 

addition to the presentation of service. Considering the fact that meeting their 

nutrition requirements is among the main purposes of Pilgrims health prospective who 

use refectory services available on TTD. It could be concluded that the significant 

effect of service dimension on satisfaction is an expected outcome. The fact that main 

objectives of TTD,  pilgrims in using the refectory on dining hall are  consuming 

healthy and high quality food might have had an effect on the result that atmosphere 

dimension did have a significant effect on satisfaction. In other words, it could be 

concluded that the pilgrims do not consider the atmosphere of the refectory a 

prominent factor for high quality service provision. However, it could be stated that a 

significant result is obtained in the context of the atmosphere dimension. It was 

observed in the responses given to the open ended question "If you have further 

comments, you may specify here" in the survey for Pilgrims to indicate their views and 

suggestions that the pilgrims particularly complained about the discomfort induced by 

sounds & nosey in the refectory. 

When the studies investigating the relationship between service quality and 

satisfaction are reviewed, it is possible to observe that various dimensions of quality 

have changing degrees of effect on satisfaction. In the studies of Zeithmal, V.A., and 

Bitner, M. J. (2000), about the subject, service quality was determined to be a factor 

that had a significant effect on satisfaction. In the study of Dollah et al. (2012) as 

well, it was determined that sample respondents found the quality of food insufficient 

and this situation was effective in the low levels of satisfaction from services.  

Furthermore, it is observed that, contrary to one of the findings of this research, there 

are several research studies where atmosphere was found to be effective on 

satisfaction (Donkoh et al., 2012). Therefore, it could be asserted that annadanam  

refectories located on tirumala are important for the pilgrims in terms of devotional 

purpose and thus they should not be ignored. 

 

Conclusions and recommendations  

This study investigated the pilgrims' perceptions of service quality and their impact on 

satisfaction on the basis of the service offered by a company which is the provider of 

refectory services in Tirumala that is located in the province of Lord Venkateswara 

Swamy. It was found that although the Pilgrims' perceptions of hygiene factor among 

the components of the service offered in the refectory were not very high; still they 
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were higher than other service components; namely, service and atmosphere. 

Therefore, it is possible to suggest that it is important for the contractor company 

undertaking the refectory services to take into account this finding while continuing 

its service provision in terms of maintaining its quality perception at high levels for 

prolonged periods. In another aspect, it could be stated that the university 

administration should pay attention to service provision under hygienic conditions 

while managing the current management of Tirumala Tirupati Devasthanams and 

determining the future annaprasadam canteen which will be providing refectory 

services in the following periods.  

The results of the regression analysis indicate that the most important factor affecting 

the satisfaction levels of the pilgrims is hygiene perception and that is why, particular 

attention and importance should be placed on this point.  Moreover, it is possible to 

assert that keeping the TTD pilgrims right to dine in healthy conditions at the 

forefront is another point which should be addressed within the scope of the necessity 

to anna prasadams with an understanding of social service orientated in TTD.  As a 

result of the regression analysis, atmosphere was found to have a significant effect on 

satisfaction; this may have originated from the fact that pilgrims prefer to meet their 

basic food and Jalaprasadams (Water) needs under hygienic conditions over enjoying 

their time in a comfortable environment in the refectory.  

Finally, it is deemed appropriate to put forward some suggestions considering several 

points in line with the results of this research. Quoting from the study of Dibb, S., 

Simkin, L., Pride, W.M. andFerrell (1994: 36) conducted on the subject: "As is well 

known, vegetables supplier are procured through public tenders which are held 

annually. In this context, continuous entry of new firms into the sector or TTD 

marketing wing result in disruptions in food service and service quality assurance; 

consequently, this necessitates frequent repetition of such studies". Therefore, the 

TTD’s undertaking this type of research studies periodically throughout the year with 

regards to the services provide to vendors by including both pilgrims and 

administrative personnel for auditing purposes is likely to provide positive 

contribution to service delivery at a higher quality. Moreover, formation of a general 

perception that the TTDs refectory services are of high quality would increase the 

preference for the annaprasadams to other hotels. In addition, this study was carried 

out only using the data obtained from the TTDs refectory unit. It could be mentioned 

that studies to be conducted in various areas of the TTD canteens would make it 

possible to increase the generalizability of the results obtained. In the table presenting 

demographic characteristics of the sample, to the central refectory building. However, 

the fact that some faculties are far from this area may lead to the result that pilgrims 

of these faculties prefer units providing catering services that are close to their 

faculties over the central refectory. Therefore, the fact that pilgrims from other 

faculties are not represented with a higher number in the sample could be considered a 
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major limitation of this research. 

In any case, it is considered that using different scales in similar studies to be 

conducted on this subject may be beneficial to researchers in this field in terms of 

making comparative assessments. 
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