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Tourist expectation and their perception towards Service Quality:                                                                  

The case of Baidyanath Dham Jyotirlinga, Deoghar 

 

 

 

Abstract  

 

The purpose of this study is to examine the perceptions and expectations of tourists regarding the Service 

Quality attributes at Baidyanath Dham Jyotirlinga in Deoghar, Jharkhand. The aim is to identify the significant 

areas of shortcomings in the tourist amenities/services offered at the pilgrimage site and suggest ways to 

improve the overall pilgrimage experience. The study used the scale development procedures provided by 

Churchill (1979) and Hinkin (1995) as the initial step in developing a service quality scale. First, a thorough 

literature analysis highlighted six crucial factors: accommodation, information accessibility, transportation, 

safety and security, hygienic food and drink, and temple service. Next, 31 measurement items were created 

and revised using deductive approaches and expert assessments (n = 4) to guarantee content validity. Finally, 

a pilot test with 101 tourists using offline surveys was carried out, resulting in the addition of two items. 

Cronbach's alpha values of 0.830 and 0.937 demonstrated the instrument's reliability. The findings demonstrate 

that a statistically significant difference exists in tourist perceptions and expectations for four dimensions out 

of the six dimensions taken into consideration, namely, Temple Service Quality, Accommodation, Ease of 

Information, and Safety and Security. This study establishes a framework for evaluating service quality at 

pilgrimage sites and identifies major areas for improvement. It provides managers with practical insights to 

improve tourist satisfaction and produces a reliable measurement scale that can be applied to a variety of 

religious tourism contexts, making a substantial contribution to both academic research and practical 

applications. The study also highlights the significant gaps in various service quality dimensions at the 

pilgrimage destination of Baidyanath Dham.  

Keywords – Pilgrimage tourism, Pilgrimage, India, Service Quality, Jyotirlinga 

Paper type – Research paper 

 

Glossary  

1. Shravani Mela: It is one of the longest religious fairs in the world. It begins with the onset of Sawan 

(July-August) and continues for a month. Lakhs of Shiva devotees visit the Baidyanath Dham 

Jyotirlinga during this time per day.  

2. Kanwar: It is a contraption on which decorations and small pots are tied and filled with water. 

Typically, the Ganga is the source of the water, but sometimes its local equivalents will suffice. The 

water is offered to Lord Shiva.  

3. Kanwar Yatra: It is a yearly journey by devotees of Lord Shiva to the pilgrimage sites of Sultanganj 

(Bihar), Gaumukh, Haridwar, and Gangotri (Uttarakhand) to collect Ganges River waters. Millions of 

devotees collect holy water from the Ganga and carry it hundreds of miles to offer in the local Shiva 

shrines, Jyotirlingas, or temples of prominence.  

4. Bol-Bam/ Kanwariya :  Bol Bam are a specific type of tourist who visit the Jyotirlinga barefoot during 

Shravani Mela to offer holy water to the Jyotirlinga. They are normally seen clad in saffron attire. They 

are also called Kanwariya because they carry Kanwar on their shoulders.  

5. Panda: Pandas are priests who help in performing the ritual and pooja. 

 

1. Introduction 

Pilgrimage sites have consistently been significant locations for both spiritual and commercial activities, 

drawing millions of tourists from around the world who participate in a variety of social, religious, and cultural 

activities (Bhardwaj, 1983; Coleman & Eade, 2004; Timothy & Olsen, 2006; Vukonic, 1996). Effective 

management and high-quality services are necessary to safeguard sacred values and ensure the satisfaction of 

tourists at these sites, which is a combination of market activities and religious experiences (Hyde & Harman, 
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2011). Regardless of the significant influence of pilgrimage tourism on global tourism, there is an absence of 

attention paid to the proper assessment of service quality at these significant sites, particularly in India (Verma 

& Sarangi, 2019). Previous studies have demonstrated that pilgrimage sites possess business potential, as they 

function as centres for the purchase and sale of spiritual products and services, which in turn influence the 

experiences of pilgrims and tourists. (Moufahim & Lichrou, 2019) Numerous academic studies have been 

conducted to examine the growth of pilgrimage tourism; however, only a small number of these investigations 

have attempted to develop a specialized scale for evaluating the quality of service in pilgrimage tourism 

(Kumar & Singh, 2015; Verma & Sarangi, 2019; Hsiao-Ming et al., 2020). The SERVQUAL model was used 

in the majority of studies that examined the quality of service in pilgrimage tourism. The SERVQUAL scale 

is not a specific scale, which results in significant gaps in the research (Ladhari, 2009). In order to understand 

and improve the experiences of pilgrims and tourists, it is important to evaluate the character of service at 

pilgrimage sites. While Debasish Batabyal et al. (2023) developed a service quality model for temples using 

online reviews for twelve jyotirlingas, there is still a need for research that combines real-time evaluations with 

tourists' perceptions. Meeting the religious and spiritual requirements of tourists is essential for enhancing their 

satisfaction, as per Weidenfeld (2006).  

The purpose of this research is to address the gaps in service quality at Baidyanath Dham by addressing 

the methodological flaws in previous studies and filling the literature deficiencies through identified factors. 

India is a perfect location for this research, as it is home to the world's largest Hindu population, which is 966 

million individuals (Census Report | National Portal of India, 2011). India has been designated as a "religious 

outlier" and a substantial ‘Hindu bloc’ by the World Economic Forum (Jacobs, 2019). The Indian government's 

initiatives, such as the PRASAD scheme, which has a combined value of over Rs. 6925.04 crore, highlight the 

importance of developing these pilgrimage sites responsibly and ecologically (Reddy, 2024). The objective of 

these initiatives is to enhance the religious tourism experience and encourage domestic tourism, which is 

essential for the expansion of India's tourism sector (Pande & Shi, 2023). It is important to conduct academic 

research on the service quality at pilgrimage sites in order to guarantee their ongoing growth and sustainability 

in accordance with these factors. The objective of this pilot study is to evaluate the identified variables that are 

associated with the quality of service at Baidyanath Dham. The results will contribute to the development of a 

scale (PILQUAL) for assessing the quality of service at pilgrimage sites, which can be adapted and 

implemented at other religious sites worldwide. Assessing service quality provides practical insights that can 

enhance tourist satisfaction, improve management processes, and strategically allocate resources, aligning with 

the government's goals of promoting religious tourism and sustainable development. The significance of this 

study is therefore threefold. At first, it establishes an initial foundation for the evaluation and improvement of 

the tourist experience by identifying variables that can be used to evaluate the quality of service at pilgrimage 

sites. Secondly, it enhances understanding of the service quality deficiencies at Baidyanath Dham, one of the 

most significant Hindu pilgrimage sites. Third, it contributes to the body of service quality studies in the 

disciplines of tourism and hospitality.  

We start with a brief literature review that concentrates on the identified service quality variables. A 

discussion of the significance and legends of Baidyanath Dham follows. Subsequently, we examine the 

methodology and provide a detailed explanation of the methods used to measure these variables. The research 

identified service quality gaps, which are detailed in the findings section. In conclusion, the paper concludes 

with a concentrated discussion of the gaps in service quality as well as a broader discussion and conclusion 

regarding the potential of these identified variables to develop a comprehensive scale for measuring service 

quality at pilgrimage sites. 

2. Literature Review 

2.1 Attributes of Service Quality 

In recent years, academic researchers in higher education have prioritised studying quality improvement. 

(Lassar, Manolis, & Winsor, 2000; Barnes & Vidgen, 2003; Avdjieva & Wilson, 2002). As compared to the 
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quality of things, which can be easily tested with some degree of autonomy, the quality of a service is 

immaterial, cannot be touched, and is intangible. Service quality measurement is a tedious task because of the 

intangibility, interpretability, and diversity of services. Also, the quality of services is not yet clearly defined. 

Therefore, several studies have provided different definitions. Some quality experts feel that service quality is 

strongly related to customer expectations. As a result, it is measurable by looking at customer expectations. 

(Lewis, 1991; Jabonoun & Al Tamimi, 2003; Cronin & Taylor, 1992). Other studies have suggested that service 

quality is a measure of customer perceptions. Therefore, it has nothing to do with customer expectations. 

(Saravanon & Roak, 2007). Given the difficulty of objectively assessing quality, it is important to consider 

how customers feel about the quality of service they receive, and to use that information to pinpoint areas for 

improvement. This gives way for constructing a scale that can measure the quality of service and explain the 

shortcomings in service.  

Parasuraman, Zeithaml, and Berry (1988) stated that measuring the quality of a service requires 

comparing the client's pre-delivery expectations with their actual assessment of the service. This was the most 

specific explanation at the time, and it was also thought to be the most relevant by other scholars. In defining 

service quality, O'Neill and Palmer (2004) also stressed the significance of expectations and perceptions. The 

Parasuraman, Zeithaml, and Berry (PZB) model stated that if customer expectations are greater than their 

perceptions, there exists a service quality gap, i.e., low service quality, and vice versa. Bronchado (2009) 

supported the research findings of PZB and showed that reliability, responsiveness, assurance, empathy, and 

tangibility are the top indicators of service quality. The PZB definition established the significance of expected 

and perceived service quality in establishing overall service quality. The hypotheses of the study were required 

to determine whether or not there exists a significant relationship between the expected quality of service and 

perceived quality, as well as the overall service quality, based on past findings. PZB established the concept of 

a service quality gap as well. They argued that a service quality gap exists if expectations are higher or lower 

than perceptions (i.e., if expectations are higher than perceptions, this indicates poor service quality, and vice 

versa). Previous studies have concluded that the SERVQUAL scale is a highly generalised scale that can’t be 

directly applied to the tourism sector. Also, the attributes of service quality that were discussed in the 

SERVQUAL model might not be the best approach to define the idea of service quality in its entirety. (Fick & 

Brent Ritchie, 1991).  Bhat (2012), in their study, reframed the “SERVQUAL model” to measure service 

quality in tourism. In their study, Verma and Sarangi (2019) proposed a model to demonstrate the relationship 

between satisfaction, service quality, safety and motivation. Pai et al., (2013) stated that accommodation, 

infrastructure, transportation, and room rental infrastructure are the three most essential aspects for pilgrims. 

Attributes and their importance 

1. Accommodation 

Accommodation is a key component of any travel spending plan, considerably influencing tourists' experiences 

at pilgrimage sites. According to Ryan (2007), effective management of pilgrimage sites benefits 

accommodation houses, which provide employment and financial assistance to local populations. To ensure 

tourist and pilgrim satisfaction, accommodation alternatives such as hotels, inns, and public shelters must meet 

their expectations. Lois-González and Santos (2014) note that public shelters, which are typically a popular 

alternative owing to their low cost, play an important role in meeting the needs of pilgrims. However, many 

pilgrimage sites, particularly in the Himalayas, lack proper and adequate lodging, worsening the problem 

during busy seasons (Sati, 2018). According to Baker and Crompton (2000) and (Žabkar et al., 2010), the 

quality of lodging is a key outcome of services that has a direct impact on tourist satisfaction. 

2. Ease of Information 

Effective pilgrimage site management includes providing clear and accessible information, which is essential 

to improving the visitor experience by allowing tourists to simply explore the site and acquire significant 
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insights into its significance. According to Eid (2012), gaps in pilgrims' perceptions and expectations are 

frequently the result of a lack of information about facilities and services. As a result, boosting service quality 

requires providing easy access to information through well-placed signage, informative pamphlets, and 

educated guides. Despite attempts, many pilgrimage sites still lack adequate tourist information centers and 

qualified guides, causing visitor uncertainty and dissatisfaction (Sati, 2018). 

3. Transportation 

Transportation is another important factor that can impact the overall visitor experience at pilgrimage sites. 

Hyde and Harman (2011) state that religious pilgrims require transportation to and from sacred sites, as well 

as within the pilgrimage destination. Efficient and dependable transportation systems are required to suit the 

needs of pilgrims and visitors, reducing inconvenience and improving their traveling experience. Eid (2012) 

emphasizes the necessity of quality transportation networks, roads, and modes of communication in meeting 

pilgrim expectations, making mobility an essential factor in service quality assessment. Transportation 

concerns are especially acute in areas like the Himalayas, where narrow, poorly maintained roads cause major 

pain and delays for pilgrims (Sati, 2018). Furthermore, total transportation accessibility, including public 

transit and ease of movement in crowds, is essential for tourist satisfaction (Gassiot Melian et al., 2016). 

4. Safety and Security 

Tourists and pilgrims visiting sacred sites are most concerned about their safety and security. Ryan (2007) 

addresses the importance of good pilgrimage site management, including visitor safety and security. Frequent 

visits create economic opportunities, resulting in fast urbanization and the introduction of numerous services 

(Rinschede, 1992). However, proper safety precautions are required to protect tourists. Filingeri et al. (2017) 

underlines the need to research tourists' safety experiences, such as navigating through crowds, waiting in lines, 

and accessing public transportation. Providing a safe and secure environment is critical for improving tourist 

perceptions and satisfaction; hence, it is an important variable in service quality. 

5. Hygienic Food and Water 

The provision of safe food and water is essential for the health and well-being of tourists and pilgrims. Saayman 

et al. (2016) note that typical tourism expenditures include meals; therefore, the quality of food and water is an 

important aspect of visitors' experiences. Ensuring that food and water satisfy hygiene standards helps to 

prevent health problems and contributes to a positive image of the pilgrimage destination. This measure is 

essential for assessing service quality since it has a direct impact on tourist satisfaction and the likelihood of 

returning. The need to respect religious dietary regulations, such as Kashrut, and note that food must be 

prepared in certain ways to meet the demands of visitors is highlighted (Weidenfeld, 2006). Many pilgrimage 

locations in the Himalayas struggle to provide appropriate food and water amenities, worsening the difficulties 

faced by tourists. 

6. Temple Service 

Temple service, which includes rites, ceremonies, and temple management, is an essential part of the 

pilgrimage experience. To increase religious fulfillment, service providers must recognize and address 

pilgrims' spiritual requirements (Eid, 2012). Effective temple service includes not just the quality of religious 

rites but also the management of facilities, including seating, cleanliness, and accessibility. Providing high-

quality temple services ensures that pilgrims have an enriching and fulfilling spiritual experience. This includes 

the availability of prasad, pooja items, wheelchair access for the elderly and disabled, and participation in aarti 

ceremonies (Buzinde et al., 2014). Darshan, the act of seeing and being seen by the deity, is still a major 

motivator for pilgrims and must be successfully managed to suit their expectations (Eck, 1998; Kaur, 1984). 

Furthermore, factors such as physical architecture, cleanliness, and site-specific spiritual activities influence 

4

Journal of Tourism Insights, Vol. 14 [], Iss. 1, Art. 22

https://scholarworks.gvsu.edu/jti/vol14/iss1/22
DOI: 10.9707/2328-0824.1373



visitors' experiences at religious places (Rivera et al., 2009). In conclusion, these six service quality variables—

accommodation, ease of information, transportation, safety and security, hygienic food and drink, and temple 

service—are critical for improving pilgrims' and tourists' overall experiences at religious places. By 

concentrating on these criteria, pilgrimage site administrators can close the gap between expectations and 

perceptions, resulting in higher service quality and tourist happiness. Hence, the dimensions used in this paper 

were derived from different authors through an extensive literature review on pilgrimage tourism.  The authors 

are given in Table 1.  

Table 1 : Sources of selected dimensions 

Dimensions Authors  

Accommodation Kumar & Singh, 2015; Darfoon, 2013; Sadibekova, et al., 2021 

Ease of Information Hsiao-Ming, et al., 2020; Verma & Sarangi, 2019; Balaji & Venkatesan, 

2015; Tripathi, et al., 2010 

Transportation Patwal & Agarwl, 2013; Pai et al., 2013 

Safety and Security Balaji & Venkatesan, 2015; Shah, 2013; Kumar & Singh, 2015; Verma & 

Sarangi, 2019). 

Hygienic Food and Water Tripathi et al., 2010; Vijayanand, 2012; Patwal & Agarwal, 2013) 

Temple Service Canny, 2012 ; Bhat, 2012 ; Vidhya & Selvam, 2020 

Source:  Authors' Compilation through Literature Review 

2.2 Baidyanath Dham, Jharkhand  

Deoghar, or “abode of Gods,” is a holy city in the state of Jharkhand. It is also known as Baidyanath, Baba 

Dham, Hridya Peeth, Ketaki Vana, and Chita Bhoomi (Nair, 2010). 

 

The Legend  

Ravan, the ruler of Lanka, is mentioned in the Shiva Purana as a devoted follower of Lord Shiva (Sivkishen, 

2014). He intended to bring Lord Shiva to his realm. Shiva advised Ravan to take one of his twelve jyotirlingas, 

which were just as powerful as his own presence. However, Lord Shiva specified that Ravan was forbidden to 

keep the Jyotirlinga anywhere on Earth on the way to Lanka. The other gods were opposed to Ravan taking 

the lingam to the kingdom of devils. As a result, Varun God (the God of Water) entered Ravan's stomach, 

forcing him to halt on Earth to relieve himself. Ravan asked a Brahmin (who was truly God Vishnu) to hold 

the Jyotirlinga for a few minutes on his behalf. Vishnu remained at the location and vanished. Following that, 

the Jyotirlinga could not be uprooted. Ravan couldn't bring the lingam with him to Lanka, so he came every 

day to pray there. The location became known as Vaidyanath Dham. 

Significance 

Baidyanath Jyotirlinga is also called ‘Manokamna Linga’, and worshipping at this Jyotirlinga is known to 

fulfill all the wishes of the devotee. This is the only Jyotirlinga out of the twelve Jyotirlinga where ‘Sparsh 

Pooja’ is allowed. ‘Sparsh-Puja’ means worshipping by touching the Jyotirlinga. The devotees can touch the 

Jyotirlinga and apply sandalwood, curd, or any other offering. This isn’t allowed in any other Jyotirlinga. There 

is an exception to the Sparsh Puja. During Shravani Mela, when lakhs of devotees visit per day, an ‘Argha 

system’ is introduced every year since the COVID-19 pandemic. In this system, devotees are not allowed to 

touch the Jyotirlinga. A long tunnel-like structure is placed at the entry of the shrine to the lingam, where the 

devotees can pour milk, and water as offerings to the Lord Shiva, and the Pandas drag the offering through the 

tunnel to the top of the lingam. Thousands of devotees visit the Jyotirlinga every day during Shravani Mela. 

During this period, the city of Deoghar is flooded with Kanwariyas clad in orange, who walk 108 kilometers 

barefoot, from Sultanganj in Bihar to fetch water from the Ganga and pour it on the Jyotirlinga in Deoghar. 

They carry Kanwars on their necks, and the chant of "Bol-Bam" is heard everywhere. This location is also one 
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of the 52 Shakti Peeths. Goddess Sati's heart is said to have fallen here while her immolated body was being 

borne by Lord Shiva.  

 

7. Hypotheses 

The conceptual framework is depicted in Figure 1. The dependent variable is service quality, while the 

independent variables are expectations and perceptions.  

 

Figure 1: Conceptual Framework 

 
Source: Authors’ compilation 

The following hypotheses are formed based on the conceptual framework: 

 

Ho1: There exists no significant difference between the expectation and perception of the tourists regarding 

the accommodation variable of service quality (P>.005).  

Ha1: There exists a significant difference between the expectation and perception of the tourists regarding the 

accommodation variable of service quality (P<.005). 

Ho2: There exists no significant difference between the expectation and perception of the tourists regarding 

the ease of information variable of service quality (P>.005).  

Ha2: There exists a significant difference between the expectation and perception of the tourists regarding the 

ease of information variable of service quality (P<.005). 

Ho3: There exists no significant difference between the expectation and perception of the tourists regarding 

the transportation variable of service quality (P>.005).  

Ha3: There exists a significant difference between the expectation and perception of the tourists regarding the 

transportation variable of service quality (P<.005). 

Ho4: There exists no significant difference between the expectation and perception of the tourists regarding 

the safety and security variable of service quality (P>.005).  

Ha4: There exists a significant difference between the expectation and perception of the tourists regarding the 

safety and security variable of service quality (P<.005). 

Ho5: There exists no significant difference between the expectation and perception of the tourists regarding 

the hygienic food and water variable of service quality (P>.005).  

Ha5: There exists a significant difference between the expectation and perception of the tourists regarding the 

hygienic food and water variable of service quality (P<.005). 

Ho6: There exists no significant difference between the expectation and perception of the tourists regarding 

the temple service quality variable (P>.005).  

Ha6: There exists a significant difference between the expectation and perception of the tourists regarding the 

temple service quality variable (P<.005). 

 

8. Research methodology 
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Since this study was the first step to developing a scale for measuring service quality, we followed the scale 

development approaches recommended by Churchill (1979) and Hinkin (1995). The first three steps, as 

suggested by Churchill (1979), were followed in the study, as shown in Table 2. We complied with the scale 

development methodologies recommended by Churchill (1979) and Hinkin (1995), as this study was the initial 

phase in the development of a scale for evaluating service quality. The study adhered to the original three steps 

recommended by Churchill (1979). 

Table 2 : Steps for scale development 

Process Methodology Findings 

Identifying Construct Domains Literature review 

- searching preexisting scales 

- defining construct 

Accommodation, Ease of 

Information, Temple Service, 

Transportation, Safety and 

Security and Hygienic food and 

water (6 factors were identified) 

Generating and Refining 

Measurement Items 

Deductive approaches 

- literature review on 

measurement of service quality at 

pilgrimage sites 

Item refinement 

- content validity: experts (n = 

4) 

31 items were identified 

Collect data for a pilot study Pilot test (n = 101) 

- survey: offline 

Two items added to the 

instrument post the pilot survey. 

Reliability using Cronbach’s 

alpha was 0.830 and 0.937.  

Source: Derived from Churchill (1979) 

Step 1: Identifying Construct Domains 

In accordance with Churchill's (1979) recommendation, a comprehensive literature review was conducted to 

determine the factors necessary for scale development. A review of the literature on service quality at 

pilgrimage tourism destinations was conducted to address this step. Based on the literature review, service 

quality studies on pilgrimage tourism and religious tourism sites were taken into consideration. Additionally, 

an initial pool of 31 items was generated by incorporating six factors that were identified in the literature: 

hygienic food and water, safety and security, temple service, transportation, accommodation, and ease of 

information. 

Step 2: Generating and Refining Measurement Items 

The next stage was generating the initial items in order to capture the salient dimensions mentioned earlier 

(Churchill, 1979). Deductive methods for developing scales were used to generate items based on theoretical 

frameworks and existing scales; these techniques yielded sufficient data to create a preliminary pool of items 

(Hinkin, 1995). Thirty-one items encompassing six constructs were initially identified as shown in table 3. 

Table 3 : Sources of items used in the instrument 

Item Original item Adapted from 

Presence of security (police/forces) 

at the destination 

‘Personal safety and security’ (Bhat, 2012) 
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Availability of proper prevention 

measures for hazardous situation 

(fire exit, fire extinguisher). 

‘Availability of medical & first-aid 

facilities’  

(Kumar & Singh, 2015) 

Expect to be safe while waiting in 

the queue at the pilgrimage 

destination 

‘You feel comfortable and secure 

during your visit in the temple’ 

(Canny, 2012) 

Necessary first aid to be available at 

the destination 

‘Availability of first aid’ (Vukonić, 1996) 

(Vidhya & Selvam, 

2020) 

Emergency medical facilities 

available 

‘Availability of medical & first-aid 

facilities’  

(Vukonić, 1996) 

(Kumar & Singh, 2015) 

Priest performs pooja as per the 

rituals 

‘Insisting on error-free service’ (Bhat, 2012) 

Wheelchair facility for sick/old age 

citizens/PWD 

‘Modern and technologically relevant 

vehicles’ 

‘Access for elderly people and less able 

visitors’ 

(Bhat, 2012) 

(Frochot & Hughes, 

2000) 

Availability of Prasad and other 

necessary Pooja items 

Suggested by experts since Availability 

of Prasad and other necessary Pooja 

items is a significant part of visiting a 

pilgrimage site. 

Suggested by experts 

Jyotirlinga Darshan ‘Allowed to have good Darshan’ (Vidhya & Selvam, 

2020) 

Participation in the Aarti in the 

temple 

Self-addition inspired by the above item since aarti is a significant 

part of visiting a pilgrimage site. 

Facility to keep footwear ‘Facility was available to keep 

footwear’ 

(Verma & Sarangi, 

2019) 

Availability of locker facility ‘Cloak room & locker facilities’ / 

‘Locker Facilities were available to 

keep valuable’ 

(Kumar & Singh, 2015) 

(Verma & Sarangi, 

2019) 

Proper queue management at the 

temple 

‘You no longer queue at the entrance 

gate, because the ticket admission 

office deftly and swiftly addresses the 

line of visitors at the temple’/ 

‘Queue management’ 

(Canny, 2012) 

  

Clear direction regarding public 

facilities 

‘Public facilities that are provided by 

the temple authority agency 

management is well managed (i.e. rest 

room, parking lot, rest area etc.)’  / 

‘Availability of public utilities 

(drinking water, bathroom & toilets 

arrangements)’ / ‘Information about 

toilets was easily available / 

Information about money 

exchange/ATM was easily available’ 

(Canny, 2012) 

(Kumar & Singh, 2015)  

(Verma & Sarangi, 

2019) 

Information about the protocols 

inside the destination 

‘The temple authority agency 

management provide information and 

directions that are easily understood by 

you’ 

(Canny, 2012) 
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Easy communication with presence 

of guides 

‘Clarity of information conveyed’ / 

‘Good info services (info desk)’ 

(Romadhoni et al., 

2020)  
Proper management of street 

vendors 

‘The temple authority agency 

management can manage well the 

street vendors, kiosks and souvenir 

stalls for more orderly selling around 

the temple area’. 

(Canny, 2012) 

Temple management addresses 

pilgrim’s grievance quicky 

‘Responsibility to deal with complaints 

from pilgrims prompt response to 

requests’ 

(Romadhoni et al., 

2020) 

Availability of accommodation near 

the destination 

‘Availability of accommodation 

services at the destination’ 

(Kumar & Singh, 2015) 

Fair price of the accommodation 

available 

‘Price of the accommodation charged’ (Kumar & Singh, 2015) 

Availability of clean toilet and 

washroom in the accommodation 

‘This hotel bathroom and toilet are 

clean’ 

(Balaji & Venkatesan, 

2015) 

Credible and courteous staff in the 

accommodation 

‘Employees are credible and courteous 

with tourists’ / ‘Friendliness of service 

at accommodation’ 

(Bhat, 2012) (Latiff  & 

Imm, 2015) 

Staff responds to tourists’ requests 

quickly 

‘The staff responds to tourists’ requests 

quickly’ / ‘Responsiveness of staff 

towards request’ 

(Bhat, 2012) 

(Latiff & Imm, 2015) 

Staff meets the needs, wants and 

complaints of tourists 

‘Employee readiness in meeting the 

needs, wants and complaints of 

pilgrims’ 

‘Responsiveness of staff towards 

complaints’ 

(Romadhoni et al., 

2020) 

(Latiff & Imm, 2015) 

Easy availability of means of 

transportation 

‘Availability of transportation services 

from destination to bus stand/railway 

station’  

(Tsitsiloni et al., 2012)  

(Vukonić, 1996) 

(Kumar & Singh, 2015) 

Fare price to be charged for 

transportation 

‘Fare of transportation’ (Romadhoni et al., 

2020)  

(Vidhya & Selvam, 

2020) 

Cordial attitude and behavior of the 

transporters 

‘Serious and friendly service’ (Romadhoni et al., 

2020) 

Good conditioned motorable road ‘Condition of roads and display of sign 

boards’   

(Kumar & Singh, 2015) 

Hygiene to be maintained in terms 

of food 

‘High-quality meals’. / ‘Hygienic 

preparation of food’ / ‘Quality of food 

& drink served’ / ‘Food & beverage are 

of high quality’. 

(Bhat, 2012)  

(Balaji & Venkatesan, 

2015) 

(Latiff & Imm, 2015) 

(Kumar & Singh, 2015) 

Availability of clean drinking water 

at the destination 

‘Quality of food and beverage’ (Bhat, 2012) (Balaji & 

Venkatesan, 2015) 

(Latiff & Imm, 2015) 

Availability of preferred Choices of 

food items 

‘Availability of preferred dishes’ (Bhat, 2012) 

(Latiff & Imm, 2015) 

Source:  Authors' Compilation through Literature Review 
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 To assess content validity, three tourism subject matter experts, five tourists, and two temple management 

members from the one selected pilgrimage site evaluated the initial pool of items for construct and content 

validity. Overall, their remarks focused on the survey's length, difficulty level, question order, the suitability 

of the seven-point Likert scale, and whether or not the questions were related to service quality requirements 

necessary at pilgrimage sites. 

Step 3: Data Collection for the Pilot Study 

After receiving expert feedback, we modified the initial set of 31 items designed to assess service quality at 

pilgrimage sites. This improved pool was pilot-tested with 150 tourists to ensure understanding and clarity. To 

obtain data, we used a survey method, handing out structured questionnaires to tourists visiting Baidyanath 

Dham Jyotirlinga. 

The target population of the study comprises all the tourists to the Baidyanath Dham Jyotirlinga. Both 

domestic and foreign visitors have been considered. The tourists for this purpose constitute only those who 

have stayed in the city for at least one day. The Kanwariyas (Bolbam) were not included in the sample 

population. This is because those specific types of pilgrims have no expectations while they visit the 

Jyotirlinga. They neither eat, nor drink, nor stay in any accommodation while they visit.  

The present study adopted the non-probability technique of sampling due to the unavailability of a 

sampling frame. According to Malhotra and Dash (2019), non-probability sampling does not rely on the chance 

selection of samples. Instead, they rely on the researcher’s personal judgment. A combination of judgment, 

and convenience sampling has been used. Judgment sampling was used to select the survey locations. Though 

the temple premise is brimming with tourists, they don’t normally respond to the survey at the temple due to 

the heavy crowd and their hurry to worship. Hence, apart from the temple premise, the hotels, guest houses, 

and dharmshalas in a radius of 2 kilometres from the temple were selected for surveying the tourists. The 

locations were selected because they register many of the footfalls among all the other locations and 

accommodations far from the temple. Judgement was also exercised while determining the sampling element 

since only adult tourists were considered for the survey. Further, only those tourists were considered who 

stayed for at least one day in the city.  

The questionnaire took around 5-7 minutes for visitors to complete. Our research focused on comparing 

data collected before and after tourists' visits. By contrasting visitors' expectations prior to their visit with their 

perceptions following it, we were able to analyse the site's level of service quality. During the data cleaning 

process, we deleted questionnaires with missing data, yielding a more accurate dataset. The total number of 

final respondents was 101. Table 4 shows the distribution of the respondents. Cronbach's alpha was used to 

test the instrument's reliability, and the value of 0.830 indicated high reliability. It is important to highlight that 

our approach to measuring service quality took into account both expectations and perceptions. This 

comparison showed how tourists’ expectations and perceptions of Baidyanath Dham differed, which was 

important in analysing and understanding the service quality at this important pilgrimage destination.  

Depending on the data that is collected, there are three possible outcomes for the perceived service 

quality: 

If perceptions get exceeded, E<P leads to quality surprise: In this scenario, the temple must keep things as they 

are and has no reason to push for improvement initiatives. 

If expectations are met, E=P is satisfactory quality: This being the scenario, the temple must make every effort  

to provide services of the highest performance possible.  

If expectations are not met, E>P is unacceptable quality: In this stage, the temple must exercise caution and 

attention when formulating policies for the enhancement of quality. They have to work hard to achieve the 

highest level of excellence so that they can meet the requirements of tourists.  

Reliability analysis and the paired t-test were the statistical techniques used to analyse the data.  

 

9. Findings 

Descriptive Analysis  
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Of the 101 people who answered the questionnaire, 74.3% were between the ages of 21 and 40, 24.8% were 

41 or older, and only 1% were younger than 20. 43% of the people who responded were men, and 58% were 

women. About 63.4% of the people who responded were college graduates, and 24.8% were post-graduates. 

 

Table 4 : Demographic Profile 

Variables Category of variables Count Percentage 

Age <20 1 1.0 

 21-40 75 74.3 

 41-60 25 24.8 

Gender M 43 42.6 

 F 58 57.4 

Education Secondary (10th) 1 1.0 

 High Secondary (12th) 5 5.0 

 Diploma 3 3.0 

 Graduate (Bachelors) 64 63.4 

 Post Graduate (Masters) 25 24.8 

 Ph. D 3 3.0 

Average monthly 

income per annum 

< Rs 10000 12 11.9 

 Rs 25000- Rs 50000 23 22.8 

 Rs 10000- Rs 25000 25 24.8 

 Rs 50000- Rs 75000 22 21.8 

 > Rs 75000 19 18.8 

Source:  Authors' Compilation 

There are various purposes for which tourists visit the Baidyanath Jyotirlinga as shown in table 5. 56.4% of 

the tourists visit the Jyotirlinga ‘To perform a specific Puja’, 21.8% visit for Pilgrimage (Jatra), whereas 

14.9% visit for Votive offering. The study shows that very few tourists visit for Meditation or mental peace 

(2%), Leisure & Relaxation (2%) and Education/Research purposes (3%).  

Table 5 : Purpose of Visit 

Main Purpose Of Visit Frequency Percent 

To perform a specific Puja at this place 57 56.4 

Pilgrimage (Jatra) 22 21.8 

Votive/Votive offering/Special offering 15 14.9 

Meditation or mental peace 2 2.0 

Leisure & Relaxation 2 2.0 

Education/Research 3 3.0 

Total 101 100.0 

Source:  Authors' Compilation 

Reliability analysis 

Cronbach’s alpha was used to test the reliability of the questionnaire using SPSS 27.0. As shown in table 6, 

the reliability of the questionnaire was .937 and .830 for the expectation and perception scales, respectively, 

which indicates high reliability. On the expectation scale, it is observed that all six attributes have high 

reliability, with Temple Service Statements, Accommodation, and Safety and Security having a reliability of 

more than 0.8. Though the overall reliability of the perception statement is higher, the variables have a 

comparatively lower reliability, with only safety and security statements having a reliability < 0.7. 
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Table 6: Reliability Analysis Expectation and Perception Statements 

 Expectation Statements Perception Statements 

Statements Value of 

Cronbach's Alpha  

No. of 

Items 

Value of 

Cronbach's Alpha  

No. of 

Items 

Accommodation Statements .826 6 .608 6 

Ease of information statements  

 

.785 3 .597 3 

Transportation Statements  .742 4 .491 4 

Safety and security Statements 

 

.817 5 .717 5 

Food and Water Statements   

 

.762 3 .407 3 

Temple Service Statements 

 

.826 10 .583 10 

Overall Reliability  .937 31 .830 31 

Source:  Authors' Compilation 

Gap Analysis 

First, the reliability analysis was done, and then the paired t-test was applied to statistically analyse the data. 

The t value with α = 0.05 and the degree of freedom (100) is 1.984. The results from the Paired T-test are 

shown in table 7. 

 

Table 7: Paired Sample T-test statistics (N=101, d.f. = 100) 

 Percep

tion 

Mean 

Expec

tation 

Mean 

Gap 

Mean 

(P-E) 

t Sig. 

(2-

taile

d) 

95% 

Confidence 

Interval of the 

Difference 

Remarks 

Lowe

r 

Upp

er 

Accommodation 5.12 5.39 -.26 -2.39 .019 -0.48 -0.04 Unacceptable 

quality 

Ease of 

information 

4.05 5.58 -1.52 -8.49 .000 -1.88 -1.16 Unacceptable 

quality 

Transportation 5.32 5.41 -.08 -0.90 .369 -0.27 0.10 Not 

Significant 

Safety and 

security 

5.09 5.53 -.44 -3.35 .001 -0.71 -0.18 Unacceptable 

quality 

Hygienic food 

and water 

5.14 5.26 -.12 -1.01 .313 -0.37 0.11 Not 

Significant 

Temple service 4.52 5.52 -1.00 -10.31 .000 -1.19 -0.80 Unacceptable 

quality 

Source:  Authors' Compilation 

Both expectations and perceptions were rated on a 7-point Likert scale, with higher scores indicating a more 

positive rating. In most of the cases, tourist perception ratings showed that the actual service they received fell 

short of expectations. This resulted in a negative gap score (perception – expectation). According to 

Parasuraman et al., (1988) it is, however, common for tourists’ expectations to exceed the actual service 

perceived, and this signifies that there is always a need for improvement. Gap scores are the difference between 

the mean perception and mean expectation scores, and these gap scores measure service quality. The more 

perceptions are close to expectations, the higher the perceived level of quality.  
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The items with the largest gaps were ‘Availability of locker facility’ (-3.535), ‘Wheelchair facility for 

sick/old age citizens/PWD (-2.970)’, ‘Facility to keep footwear (-2.604)’, ‘Easy communication with presence 

of guides’ (-2.465), ‘Proper queue management at the temple’ (-1.446), ‘Emergency medical facilities 

available (-1.356) ‘, ‘Clear direction regarding public facilities (-1.287)’. Because of this, the Baidyanath 

Jyotirlinga temple administration should set up a place for tourists to keep their valuables (a locker facility), a 

place to keep their footwear safely, appoint a guide to facilitate communication with tourists, an organised 

system for efficiently moving people through the temple's lines, accessibility of emergency medical care at all 

times, and a help desk to provide clear direction of where to find the public facilities for the tourists. 

 

Table 8: Gap mean differences (n=101) 

Attributes Perception 

Mean 

Expectation 

mean 

Gap Score 

(P-E) 

T value* 

Accommodation 

Availability of accommodation near the 

destination 

5.88 5.50 0.376 2.611 

Fair price of the accommodation available 5.33 5.37 -.040 -.275 

Availability of clean toilet and washroom in 

the accommodation 

4.53 5.42 -.881 -4.743 

Credible and courteous staff in the 

accommodation 

4.98 5.34 -.356 -1.957 

Staff responds to tourists’ requests quickly 5.10 5.28 -.178 -1.006 

Staff meets the needs, wants and complaints of 

tourists 

4.94 5.45 -.505 -2.924 

Ease of Information 

Easy communication with presence of guides 2.84 5.31 -2.465 -10.349 

Information about the protocols inside the 

destination 

4.80 5.62 -.822 -3.551 

Clear direction regarding public facilities 4.52 5.81 -1.287 -6.248 

Transportation 

Easy availability of means of transportation 5.98 5.56 0.416 3.219 

Fare price to be charged for transportation 5.14 5.27 -.129 -.780 

Cordial attitude and behavior of the 

transporters 

4.56 5.24 -.673 -4.013 

Good conditioned motorable road 5.61 5.57 0.040 .261 

Safety and Security 

Presence of security (police/forces) at the 

destination 

6.41 5.78 0.624 4.650 

Availability of proper prevention measures for 

hazardous situation 

5.34 5.51 -.178 -.985 

Expect to be safe while waiting in the queue at 

the pilgrimage destination 

4.88 5.74 -.861 -4.275 

Necessary first aid to be available at the 

destination Perception 

5.08 5.54 -.465 -2.329 

Emergency medical facilities available 3.75 5.11 -1.356 -6.404 

Hygienic Food and Water 

Hygiene to be maintained in terms of food 4.78 5.35 -.564 -3.128 

Availability of clean drinking water at the 

destination 

4.85 5.33 -.475 -2.617 

Availability of preferred Choices of food items 5.79 5.13 .663 4.469 

Temple Service Quality 
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Priest performs pooja as per the rituals 5.67 5.63 .040 .248 

Wheelchair facility for sick/old age 

citizens/PWD 

1.69 4.66 -2.970 -15.713 

Availability of Prasad and other necessary 

Pooja items 

6.38 5.85 .525 3.314 

Jyotirlinga Darshan 6.47 5.62 .842 6.497 

Participation in the Aarti in the temple 5.05 5.61 -.564 -2.466 

Facility to keep footwear 3.01 5.61 -2.604 -11.366 

Availability of locker facility 1.95 5.49 -3.535 -21.262 

Proper queue management at the temple 4.35 5.79 -1.446 -6.723 

Proper management of street vendors 5.52 5.38 .149 .943 

Temple management addresses pilgrim’s 

grievance quicky 

5.13 5.56 -.436 -2.491 

Source:  Authors' Compilation                                                   Notes: *t-test two-tailed probability < 0.05 

Accommodation variables of service quality   

The test statistic is t = 2.391, with 100 d.f. and p <0.19. Since the p value is less than α <0.05 and the test 

statistic value is greater than the t value at d.f. 100, i.e., 1.984, we reject the null hypothesis and state that there 

is a difference between tourist expectation and tourist perception of the accommodation variable of service 

quality. The mean values indicate that the expectation of the tourist before visiting (M= 5.39) the Baidyanath 

Jyotirlinga was significantly higher than perception after the visit. (M=5.12). 

Hence, the difference between the means is statistically significant. The largest gaps (≥0.5) were Availability 

of clean toilets and washrooms in the accommodation (–0.881), Staff meets the needs, wants and complaints 

of tourists (-0.505).  

Ease of Information variables of service quality 

The test statistic is t = 8.5, with 100 d.f. and p = .000. Since the p value is less than α = 0.05 and the test statistic 

value is greater than the t value at d.f. 100, i.e., 1.984, we reject the null hypothesis and state that there is a 

difference between tourist expectation and tourist perception of ease of information variable of service quality. 

The mean values indicate that the expectation of the tourist before visiting (M= 5.58) the Baidyanath Jyotirlinga 

was significantly higher than perception after the visit. (M=4.05). 

Hence, the difference between the means is statistically significant. The largest gaps were ‘Easy 

communication with the presence of guides’ (-2.465) because there is no presence of guides in the Jyotirlinga. 

The pandas guide the tourists towards the various parts of the temple. 

Transportation variables of service quality 

The test statistic is t = 0.9, with 100 d.f. and p >0.369. Since the p value is greater than α = 0.05 and the test 

statistic value is less than the t value at d.f. 100, i.e., 1.984, we accept the null hypothesis and state that there 

is no statistically significant difference between tourist expectation and tourist perception of transportation 

variable of service quality. The mean values denote there is no statistically significant difference between the 

overall expectation of the tourist regarding the transportation variable of service quality before visiting (M= 

5.41) the Baidyanath Jyotirlinga and their perception after the visit. (M=5.32). The largest gaps were ‘Cordial 

attitude and behaviour of the transporters’ (-0.673) and ‘Fare price to be charged for transportation’ (-0.129). 

The reason for this gap might be the inconsistent fare charged by the transporters, as it keeps changing with 

the onset of tourists. The fare varies most during peak tourist seasons or peak tourist days. 

Safety and Security variables of service quality 

The test statistic is t = 3.3, with 100 d.f. and p <0.00. Since the p value is less than α = 0.05 and the test statistic 

value is greater than the t value at d.f. 100, i.e., 1.984, we reject the null hypothesis and state that there is a 

difference between tourist expectation and tourist perception of the safety and security variable of service 

quality. The mean values indicate that the expectation of the tourist before visiting (M= 5.53) the Baidyanath 
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Jyotirlinga was significantly higher than perception after the visit. (M=5.09). Hence, the difference between 

the means is statistically significant. The largest gap was ‘Emergency medical facilities available’ (-1.356). 

During the Shravani Mela, Jharkhand Tourism and other organizations like Patanjali, Art of Living, and various 

other private philanthropists set up health camps to provide Kanwars with food, water, and essential first aid. 

But they are absent on other days. The temple management needs to investigate this matter as the Baidyanath 

Jyotirlinga is brimming with tourists and locals mostly all day of the year.   

Hygienic food and water variables of service quality 

The test statistic is t = 1.01, with 100 d.f. and p >.313. Since the p value is greater than α = 0.05 and the test 

statistic value is less than the t value at d.f. 100, i.e., 1.984, we accept the null hypothesis and state that there 

is no statistically significant difference between tourist expectation and tourist perception of hygienic food and 

water variables of service quality.  The mean values denote that there is no statistically significant difference 

between the expectation of the tourist regarding the hygienic food and water variables of service quality before 

visiting (M= 5.26) the Baidyanath Jyotirlinga and their perception after the visit. (M=5.14). This might be 

because of the easy availability of dhabas, hotels, and restaurants in the city near the temple area. The item 

where the gap score was positive, implying that tourist perception was better than their expectation, was 

‘Availability of preferred choices of food items’ (5.79). The items with negative gap scores are ‘Hygiene to be 

maintained in terms of food’ (-0.564) and ‘Availability of clean drinking water at the destination’ (-0.475). 

This might be because every individual has their own perception of hygiene and cleanliness. 

Temple Service Quality of Service Quality 

The test statistic is t = 10.31, with 100 d.f. and p = 0.00. Since the p value is less than α = 0.05 and the test 

statistic value is greater than the t value at d.f. 100, i.e., 1.984, we reject the null hypothesis and state that there 

is a difference between tourist expectation and tourist perception of temple service quality variables. The mean 

values indicate that the expectations of the tourist before visiting (M = 5.52) the Baidyanath Jyotirlinga was 

significantly higher than perception after the visit. (M = 4.52). Hence, the difference between the means is 

statistically significant. The largest gaps were ‘Availability of locker facility’ (-3.535), ‘Wheelchair facility for 

sick/old age citizens/PWD’ (-2.97), ‘Facility to keep footwear’ (-2.604), ‘Proper queue management at the 

temple’ (1.446), and ‘Participation in the Aarti in the temple’ (-0.564).  

 

Overall Perceived Quality of Service  

It can be seen from Table 9 that the visitors to the Baidyanath Jyotirlinga in Jharkhand have higher expectations 

than what the temple provides to them. The negative mean score (-0.616) shows that the expectations of tourists 

are higher than their perceptions regarding the services offered in Baidyanath Dham Jyotirlinga. 

 

Table 9: Overall Service Quality Paired t-test 

 Overall 

Perception 

Mean 

Overall 

Expectation 

Mean 

Gap 

Mean 

(P-E) 

t Sig. 

(2-

tailed) 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Service 

Quality 

4.849 5.466 -.616 -7.206 .000 -.786 -.446 

Source:  Authors' Compilation 

10. Discussion 

The primary motive for conducting this paper was to measure the gaps in service quality in the services being 

offered at the Baidyanath Jyotirlinga. The study found that, on a scale of 1 to 7, the overall expectation of 

tourists is 5.466. This is considerably higher than the average, which indicates the high expectations of tourists 

from the Baidyanath Jyotirlinga. The analysis of dimensions separately reveals that the tourists have higher 

expectations from the ease of information variable (5.580), safety and security variable (5.538), and temple 

service variable (5.521), with an expectation score <5.5. In general, the expectations are quite high because 
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they are all greater than 5. According to Parasuraman et al. (1985), tourist satisfaction increases when perceived 

service quality is high. This is in line with the suggestion of Saravanan & Rao, (2007), who stated that the level 

of service quality given by the service provider determines satisfaction. Satisfaction and service quality are 

positively correlated; hence, a higher perception signifies more satisfaction (Fen & Meillian, 2007). This means 

that variables with higher perception ratings represent higher tourist satisfaction, while variables with lower 

perception scores represent lower tourist satisfaction. The data analysis implies that tourists are barely satisfied 

because the total perception mean is 4.849, indicating that the services surrounding the temple 

require improvement. The gap score was proposed by Parasuraman et al. (1985, 1988) to quantify service 

quality, and quality was found as a driver of service quality. It can be concluded that the tourists visiting 

Baidyanath Jyotirlinga are not satisfied with the level of service being offered because it falls short of their 

expectations. In summary, the obtained results indicate that tourists perceive service quality to be low across 

all variables, indicating that their expectations are not met at the pilgrimage site.  

Since the variables reveal a negative difference between the perceived quality and expected quality at 

Baidyanath Dham, it is essential that the temple make improvements in all aspects to bridge the gap and 

enhance tourist satisfaction. 

 

11. Service quality gaps in Baidyanath Dham 

The study conducted on service quality at Baidyanath Dham Jyotirlinga reveals several significant gaps 

between tourist expectations and perceptions across various service quality variables. These gaps highlight 

areas where improvements are necessary to enhance the overall visitor experience. 

Accommodation 

The analysis shows a significant difference between tourists' expectations and perceptions regarding 

accommodation. The mean expectation before visiting was 5.39, while the perception after the visit was 5.12. 

The largest gaps were found in the availability of clean toilets and washrooms (-0.881) and staff responsiveness 

to tourists' needs and complaints (-0.505). These findings suggest that accommodation facilities need to be 

better maintained and staffed to meet tourist expectations. 

Ease of Information 

There is a substantial gap in the ease of information provided to tourists, with the expectation mean at 5.58 and 

the perception mean at 4.05. The most significant gap was in 'Easy communication with the presence of guides' 

(-2.465), as there is a notable absence of guides in the Jyotirlinga, with local Pandas informally guiding tourists. 

This indicates a need for official guides and better informational resources. 

Transportation 

The transportation variable did not show a statistically significant difference between expectation and 

perception, with means of 5.41 and 5.32, respectively. However, there were notable gaps in the 'Cordial attitude 

and behavior of the transporters' (-0.673) and 'Fare price to be charged for transportation' (-0.129). These gaps 

suggest that while overall transportation meets expectations, specific aspects like consistent pricing and 

transporter behavior need improvement. 

Safety and Security 

A significant gap was found in the safety and security variables, with expectations at 5.53 and perceptions at 

5.09. The largest gap was in 'Emergency medical facilities available' (-1.356), indicating that while temporary 

health camps are set up during peak times, there is a need for permanent medical facilities to ensure year-round 

safety for tourists. 

Hygienic Food and Water 

The study found no statistically significant difference in the hygienic food and water variables, with expectation 

and perception means at 5.26 and 5.14, respectively. However, gaps were noted in 'Hygiene to be maintained 

in terms of food' (-0.564) and 'Availability of clean drinking water' (-0.475), suggesting a need for better food 

hygiene practices and clean drinking water facilities. 

Temple Service 

The most substantial gaps were observed in the temple service variable, with expectations at 5.52 and 

perceptions at 4.52. Key areas with significant gaps include 'Availability of locker facility' (-3.535), 

'Wheelchair facility for sick/old age citizens/PWD' (-2.97), 'Facility to keep footwear' (-2.604), 'Proper queue 
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management' (-1.446), and 'Participation in the Aarti' (-0.564). These gaps highlight the need for better 

infrastructure and management within the temple to cater to the needs of diverse visitors. 

Overall Perceived Quality of Service 

The overall perceived quality of service at Baidyanath Jyotirlinga shows that tourist expectations exceed the 

services provided, with a negative mean score of -0.616. This indicates a general need for improvement across 

various service quality dimensions to meet and exceed tourist expectations. 

In summary, addressing these service quality gaps at Baidyanath Dham is crucial for improving the visitor 

experience and ensuring that the site can effectively cater to the needs of its diverse and growing number of 

pilgrims and tourists. 

12. Implications of the Study 

This study has profound implications for both academic research and practical implementation in the field of 

pilgrimage tourism. 

1. Improved Understanding of Service Quality: This study identifies and measures variables to have a better 

understanding of service quality at pilgrimage destinations. The findings show the differences between tourists' 

expectations and their actual experiences, providing useful information for enhancing service quality. 

2. Practical Improvements for Pilgrimage Sites: The findings can assist managers and service providers at 

pilgrimage sites such as Baidyanath Dham in improving their offerings. By addressing particular areas where 

service quality falls short, these venues can increase overall tourist satisfaction, potentially encouraging return 

visits and recruiting new visitors. 

3. Development of a Comprehensive Scale: The identification of characteristics unique to pilgrimage sites 

paves the way for the creation of an extensive scale  to assess service quality at various religious sites around 

the world. This scale can be modified and applied to a variety of scenarios, helping to provide a systematic 

approach to analyzing and improving service quality in religious tourism. 

4. Policy and Management Strategies: The study's findings can help inform policymaking and strategic 

planning at both the local and national levels. Government programs, like the PRASAD scheme and Swadesh 

Darshan 2.0, can benefit from this research by incorporating the findings into existing frameworks to promote 

sustainable development and improve religious tourism experiences. 

5. Contribution to Academic Literature: This research addresses a large vacuum in the academic literature 

on service quality in pilgrimage tourism. It contributes to the body of knowledge by giving empirical data and 

a methodological framework on which future scholars might build. 

6. Broader Application to Other Areas: This study's methodology and conclusions can be applied beyond 

pilgrimage tourism to other areas of the hospitality and tourism industry. Understanding service quality gaps 

and tourist perceptions can help different tourism sites enhance their services and better fulfill visitor 

expectations. 

In summary, this study not only improves our understanding of service quality at pilgrimage sites, but it also 

makes practical recommendations for improvement, adds to academic research, and lays the groundwork for 

the development of standardized assessment tools that can be applied across multiple contexts. 

13. Conclusion 

A concise summary of our findings has been provided. In this section, we explore the study's shortcomings, 

and future research directions. The data analysis conducted helps in understanding how tourists perceive 

service quality in Baidyanath Jyotirlinga. The negative gap score reveals that perceived service quality is 
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considerably low. Therefore, the temple administration needs to enhance service quality across all dimensions 

to increase tourist satisfaction. Tourists expect more than what this pilgrimage site provides. This will allow 

the site to attract more tourists. This study also has a few drawbacks that should be addressed. The methods in 

this study can be applied to studies conducted in similar conditions, but due to the non-probability sampling 

technique, the results cannot be generalised to a wide range of similar temple-related scenarios. Carrying out 

this research on temples of various sizes, in different states, or of different significance may be a constraint 

because tourists may expect more from bigger and more significant pilgrimage destinations than smaller 

temples. Also, this research is limited to one jyotirlinga. The outcomes may differ depending on the service 

provided at the various other pilgrimage or religious locations. However, the following limitations are 

insignificant in comparison to the importance of conducting this type of research. A survey of this type should 

be undertaken on a regular basis to evaluate service quality and determine tourist satisfaction levels, allowing 

essential changes to be made in the event of any shortcomings. Finally, since this study is a pilot study in the 

scale development process, subsequent steps should be taken to further refine these variables into a valid scale 

(PILQUAL) to measure service quality at pilgrimage sites.  
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