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Abstract 

"Assessment of Tourists Satisfaction: The Case of Hawassa City Reso rt Hotels, 

Hawassa, Ethiopia II 

Ayinalem l{ebede 

Addis Ababa University, 2014 

One of the biggest contemporary challenges of management in tourism service industries 

is providing and maintaining tourist satisfaction. This study focuses on the tourist's 

satisfaction in resort hotels categories in Hawassa city. The content analysis is 

determining Ihe exlent of the lourist's salis faction wilh Ihe value of resorl hotels 

industries and also Ihe way of delivelY for the tOllrisl. The overwhelming lourists demand 

for quality products and services has become in recent years increasingly evident to the 

professionals in Ihe tourism and resort holels indllSllY. Among all lourisls' demands, 

product and service quality has been increasingly recognized as a critical factor in the 

success of any tourism business. In Ihis study, Ihe researcher has IIsed analYlical 

descriplive type of research (qualilative and quanlilative research approach) and 

differenl dala colleclion inslruments (like queslionnaire, interview, and parlicipant 

observalion) methods Ihal can give effeclive relevanl inforll1alion. To analyze Ihe data 

series, servequalmodel was IIsed for expeClalion of service quality and perceived service 

quality measurement with relationship of determining factors for the level of tourisl 's 

salisfaclion in resort hOlels 10 be drawn allention in 10 this. Finally Ihe researcher 

conclude Ihal in Ihe cily of Hawassa resort hotels 10llrisls are satisfied through product 

and quality service of the resort hOlels because Ihe perceived product and quality service 

amollnt was greater than 10llrist expectation and also resort hotels standard factors are 

highly affected tourists satisfaction. 

Keywords: Tourists, satis/aclions, Perceived, Expeclalion, Products and service qualily 

with relalionship. 
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"Assessment ofTollrists satisfaction: The Case of Hawassa City Resort Hotels, Hawassa, Ethiopia" 

CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

Tourism has become the largest industry and important export sector in the world. 

Expenditure on tourism has risen fivefold, corresponding to an annual growth rate of 

about 8% and that it accounts for 12 % of the world's Gross National Product. (Eunice 

Fay Amissah, 2013). Ethiopia was strategically important country in the Horn of Africa 

for most countries therefore; many international meetings and conferences are held in 

Ethiopia. This creates a huge demand for accommodation at international standard and 

even increase in such a demand was expected in the future because the importance of 

Ethiopia also growing and many international organizations have been continuously 

strengthening their institutions and augment ing their personnel in Ethiopia (Embassy of 

Japan in Eth iopia, 2008). The success of the resort hotel business was directly linked to 

customer's satisfaction. The costumer's satisfaction was business philosophies that seek 

to create value for customers provides and manages the ir expectations and demonstrates 

the ability to meet their needs. One of the most important elements for quality assurance 

in the resort hotels was the knowledge of the needs and desires of guests. (Radosavljevic, 

2007). 

Resort hotels offer many facilities to enrich tourist's stay in Hawassa city. A selection of 

top class facilities like laundry service/dry cleaning, restaurant, tours, family room, Wi-Fi 

in public arcas can be enjoyed at the resort hotels. In addition; full complimentary 

service, balcony/terrace, shower, and coffee/tea maker to please even the most discerning 

guest. The resort hotel's gardens are ideal places to relax and unwind after a busy day. 

Hawassa were well served resort hotels and restaurants, bars and clubs, Delicious 

traditional foods compete for tourists appetite's attention with superb western dishes, 

while both the best local and international wines are available to digest; especially in 

resort hotels tourist's get more standard foods with quality delivery System. Tourist ' s 
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satisfaction was a key performance indicator for the resort hotels business. Tourist's 

demands and expectations are ever increasing and altering at a rapid rate in the resort 

hotels industry. 

1.2 Statement of the Problem 

Understanding what drives satisfaction for a tourist's was one of the most relevant areas 

of research for tourism industry (Petrick, 2001),as satisfied tourists tends to transmit their 

positive experience to other and to repeat their visit(Allan, 2004).The literature reveals 

that the tourists satisfaction with a particular trip is the result of different 

factors(Chon&0Isen,1991)which was generally assessed as a comparison between 

tourist's perception of the product and service tourist receives the expectations generated 

before and during his trip (Barsky & labagh, 1992). Globally, there was an increasing 

demand for better quality products and services including resort hotels services. Resort 

hotels customers are becoming much more discerning and demanding. Making the 

delivery of product and quality service was one of the challenges facing the tourism 

industry especially the Resort hotel sub-sector. As such tourist's satisfaction was a key 

survival and success of the resort hotels industry. Therefore, resort hotels need to 

differentiate their products and service offerings by meeting the needs of their tourist's 

better, improving tourist's satisfaction and delivering quality service that was higher than 

that provided by competitors. Tourist's and product service qualities have received much 

attention from practitioners and researchers. However, studies have been concentrated on 

developed countries with limited empirical studies in Ghana A number of studies 

identified a positive relationship between tourists satisfaction and tourists loyalty as well 

as between TS and positive word-of-mouth. Consequently, one of the key strategies for 

customer focused firms was to measure and monitor products and service quality and 

tourists satisfaction. In measuring service quality and tourists satisf.1ction, it was 

important to understand the different issues involved in product and service quality, 

tourists satisfaction and revisits intentions and the interactions of these issues. To provide 

Costumers satisfaction, organizations must identify tourist's needs, desires and 

expectations (Eunice fay Amissah, 2013). 
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This paper seeks to fill the gap in product and service quality and tourists satisfaction 

studies in a developing country particularly Ethiopia Hawassa city also provide useful 

knowledge for resort hotel managers to improve their product and services for the tourists 

satisfaction in reso rt hotels categories. 

The aim of the study was to evaluate the overall factors that influence overall satisfaction 

of tourist' s in resort hotels and to examine the relationship between overall product and 

service quality with tour ist's expectation about the reso rt hotels product and service 

quality provision of resort hotels. Moreover, it fill s the gap for lack of additiona l 

literature regarding tour ist's sat isfact ion in reso rt hotels categories and also raises 

information about the factor that affects the tourist's sat isfact ion in resort hotels like 

resort hotel standard, hote l facil ity, internet access, and other factors assessed on this 

study. 

1.3 Objective of the Study 

General Objective 

The general objective of the study is "Assessment ofTo Llrists Satisfaction: in Hawassa 

City Resort Hotels, Hawassa, Ethiopia" 

Specific Objectives 

I. To identify the products and services available in resOit hotels in Hawassa city. 

2. To assess quality of products and services in resort hotels in Hawassa city. 

3. To examine tourists expectation and satisfaction with products and serv ices in resort 

hotels in I-Iawassa city. 

4. To identify the factors that affects the level of satisfaction in resort hotels in Hawassa 

city. 
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1.4 Research Questions 

1. What are the products and services available in resort hotels of Haw ass a City? 

2. What are quality of products and services in resort hotels of Haw ass a city? 

3. Do the tourist's expectation of products and services in resort hotels affect tourist's 

satisfaction? 

4. What are the factors that affect the tourist's satisfaction in resort hotels of Hawassa 

city? 

1.5 Limitation of the Study 

[n this study, there are few restrictions and various challenges have been faced especially 

on the data collection process. Firstly, seasonality of tourist's flow in Hawassa city 

during the time of data collection, secondly facing budget constraint, thirdly inactive co­

operation of responsible bodies like managers o f resort hotels and employees regarding 

data collection time and lack of vo lunteer nous fi'om the tourist's. Likewise, meeting each 

tourist in different seasons, managing their rejection, diplomatic way of talking had been 

really a big limitation. 

1.6 Significance of the Stndy 

To gai n a comparative advantage for Hawassa city resort hotels and resort hotel 

managers to provide quality service and meet their expectations. 

To motivate the respo nsible bodies as to improve the service sector especially 

resort hotels. 

To show the current leve l of tourists satisfaction with product and service 

provisions of Hawassa resort hotel industry. 

Serve as a bench mark to people who want to undertake on similar area of 

interest . 
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1. 7 Scope of the Study 

Geographically the scope of this study is restricted in the Southern Nations Nationalit ies 

and Peoples Regional State of Hawassa city related with "Assessment of Tourists 

Satisfaction: The Case of Haw ass a City Resort Hote ls, Hawassa, Ethiopia". 

1.8 Definition of Key Terms 

Resort Hotel: A resort hotel is a full -service lodging facility that provides access to or 

offers a range of amenities and recreation facilities to emphasize a leisure experience. 

Resorts hotels serve as the primary provider of the guests' experience, often provide 

services for business or meetings, and are characteristically located in vacation-oriented 

settings (Parasuraman, 1985). 

Tourist's: A person who is supposed to leave hi s/her hometown (permanent place) on 

temporary basis for the purpose of seeking new experiences, having fun & entertaining, 

doing sports, see ing cultural & historical places (attractive) etc. On the condition that 

she/he should stay no less than 1 day and no longer than 12 months, makc use of a 

tourists facility for accommodation and spend her/his own Money through their 

holiday(Laws E.1995). 

Domestic tourist's: A person who comes from Ethiopia to the city of Haw ass a for 

Business, vis iting friend s and relative, meeting and education sand stay more than one 

day and less than a year(l-Iaffman K D, 1997). 

International Tourist's: A person who comes fi'om abroad to the city of Hawassa city 

for pleasure, business, visiting jj-iends and relatives, and education and stayed more than 

one day and less than a yea r(WTO, 1985). 

Tourist's satisfaction: This is a psychological concept that involves the feeling of well­

being and pleasure that resu lts fi'om obtaining what one hopes for and expects from an 

appealing product and/o r service and Tourists can be customers but customers cannot be 

tourists (WTO, 1985). 
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Banglodge: A type of House that is constructed li ke Sidema traditional House structure 

with fili i resOll hotels facility inside of the room. (SN PRS, 2010, Tourists guide book) 

Expected service: It is the same idea l service which is desired by a Customers 

(Garvin.D.A,1987). 

Quality: It consists ofa co llection of specifications ofa product or a serv ice which meets 

expectations of a customers and are indicated by the customer neither the producer nor a 

serv ice company (Barsky, J, 1996). 

Service quality: the difference between customer's expectations and that of his 

perceived concept of real performance of service (zethaml, V,2006) 

Sen'qual model: generic instrument scale for measuring product and service quality 

across a broad range of serv ice sectors ( Parasuraman, 1985) . 
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CHAPTER TWO 

REVIEW OF LITERATURE 

2.1 Resort Hotel 

A resort hotel caters primari ly to vacationers and tourists and typ ically offers more 

recreational amenit ies and services in a more aesthetically pleasing setting, than other 

hotels. These resort hotels are located in attractive and natural tourism destinations and 

their clientele are groups and couples that like adventure with sophistication and comfort. 

The attractions vary depending on the region and some might offer go lf, tennis, scuba 

diving and, depending on the natural surroundings, may also arrange other recreational 

activities. (Hughes. Karen, 1991) 

2.2 Customer/ T ravelers Satisfaction 

Tourists satisfact ion is a psychological concept that involves the feeling of we ll-being 

and pleasure that results fi'om obtaining what one hopes for and expccts from an 

appealing product and/or service (WTO, 1985) .While there are a variety of approaches to 

the explanation of tourists sat isfact ion/dissatisfaction, the most wide ly used is the one 

proposed by Richard Oliver who has developed the expectancy disconfirmation theory 

(Oliver, 1980) Accord ing to this theory, which has been tested and confirmed in several 

studies (O liver and Desarbo,1988)tourist ' s purchase goods and services with pre­

purchases expectations about anticipated performance. Once the product or service has 

been purchased and used, outcomes are compared aga inst expectations, when outcome 

matches expectations, confirmation occur. 

Customer satisfact ion can also be defined as sa tisfaction based on an outcome or a 

process (Vavra's,1997).outcome defin it ion of customer satisfaction characterizes 

satisfact ion as the end state result ing fi'om the experience of consumption. Varvara also 

puts forth a definition of costumers sat isfaction based as a process, emphasiz ing the 

perceptual, evaluative and psycho logical processes contributing to CS in the definition, 

assessment of satisfaction is made during the service delivery process. The focus on 
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understanding happiness is directly related to satisfaction. Overall satisfaction has been 

measured and conceptual ized in many ways (Taplin, 2012). A widely cited instrument 

developed to measure satisfact ion with serv ice product and quality in the retail industry is 

Servqual(Parasuraman,Zeithaml,1988).Sat isfaction can be conceptualized using an 

expectancy disconfinnation paradigm, where satisfaction results from perceived 

outcomes exceed ing expectations, Although satisfaction has been measured using gaps 

between perfo rmance and expectations (BradyM.k, 2002). 

2.3 Satisfaction Levels 

According to Mmjo Tuomi Customer Satisfactio n, Case Farm-2009, the customer 

sat isfaction levels can be divided into different categor ies according to how strongly and 

to which direction the customers have reacted. The fir st three categories are: negatively 

surprised, expectat ions fulfilled and the last one is positively surprised. The negatively 

surprised category can be further divided into two subcategories: great disappointments 

and mild disappo intments. Also the positively surpri sed category can be divided in the 

same way into two subcategories: mild positive su rprises and great positive surprises. 

• Greatly disappointed customers 

These customers usua ll y complain right away, they might break the customer relationship 

and spread the negat ive word about the company. The customer relationship breakage 

and the negat ive word of mouth occur most likely if the company does not take action 

when the customer complai ns.(M3Ijo Tuomi,2009) 

• Mildly disappointed clls tomers 

This customer type does not react straight away; instead the next time they go shopping 

they choose another product. If asked about thi s negatively surprised company, these 

customers are also ready to recommend using another company. (Ibid) 
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• Experience according to expectations 

Depending on the customer's expectations level consequences are slightly different. In 

high expectations case the customer relationship is strengthened because the customer 

had very high expectations and the company could fulfill these high expectations. [n 

average expectations situation, even though the company performs according to 

customer's expectations it does not necessarily improve or weaken the customer 

relationship. In this situation it is poss ible for the competitor to make a better offer for the 

customer and this way 'steal 'the customer. But without the competitor's offer there is 

every chance to continue the customer relat ionsh ip with these existing customers. In low 

expectations situation, when the expectations are fulfilled, you can't really describe the 

customer as satisfied; the customer just found out that the company answered his/her low 

expectations. Without any good alternatives the customer relationship can continue if the 

relationship is based on personal acq uaintance. (Ibid) 

• Mildly positively surprised 

These customers do not usually give feedback on their posit ive experiences. But one way 

to experience their sat isfaction is that they stay customers and they are ready to 

recommend this company or product to their friends. This mildly positively surprised 

group is the most committed customer group.(Ibid) 

• Greatly positively surprised customers 

Customers fee l great ly surprised when: 

- They have a very low expectatio n level and the company performs in an exemplary 

way. 

- Some part of company's actions or the who le process worked in such a fine level that 

the customer is not used to. Such st rongly positively surprises do not happen that often, 

but when they do happen the customer will on hi s own thank for the treatment he got. 

(Rope Timo, Polltinen Jouni, 1994). 
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2.4 Tourists satisfaction 

Tourist's sat isfact ion is very important for destination marketing, as it is very influential 

in the choice of dest inations, the consumption of products and services, and the tourist's 

decision to return .Genera lly, tourists who fee ls sati sfied with the visit in a destination 

uses reso rt hotels service means that tourist' s enjoy their time. The TS and enjoyment at 

a certain destination with product qua lity service provider will increase the possibility of 

likelihood to revisit the destination in the future . In other perspective, TS can define as 

the one of the key judgments of consumers by evaluating the tourism service. 

Furthermore, TS is the resu lt of two things. First, fi'om the expectation of tourist's about 

the destination service based their previous images of the destination (norms or reference 

points), second, from their assessment of the outcome of their experience at the service 

area. Although there are many definition of sat isfaction it is generally recognized as a 

post-purchase construct that is related to how much a consumer likes or dislikes a service 

or product after experiencing it (Woodside, 1989) . In terms of travel, (Moutinho,1987) 

notes that this post-purchase construct is primarily a funct ion of pre-travel 

expectations and travel experiences. Similarly, Pizam, I \In, define as the results of the 

comparison between "a tou rist' s exper ience at the destination visited and the 

expectations about the dest ination resort hotels facilities However, this perspective has 

been criticized for assuming that expectations play a pivotal role in determining 

satisfaction. For example (Markovic,2005) suggest that the most satisfactory experiences 

may be those that are not expected. (Miller, 1997) demonstrated that the image of a 

destinat ion region is a critical factor in the destination reso rt hotel choice process. 

Product and Service quality provides major symbols and images for the presentation of 

destinations to the public (Leiper, 1990). A set of natural or man-made product and 

service quality or 'something interesting or unusual to see or to do' is typically demanded 

by tourist's (Ferrario, 1979). Tourists therefore eventually choose their reso rt hotels 

destination based on perce ived images of the prod uct and quality service. These all form 

palt of what we commonly think of as expectations. Given their role in motivation, it 

seems log ica l that they would al so affect the tourist's assessment of their experience. 
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There has been an enormous amount of research looking at the nature of satisfaction and 

its relationship to other constructs such as product and service quality. It is generally 

recognized that service quality impacts on satisfaction directly hence if service quality is 

improved, satisfaction will be improved (Soutar, 2001).I-lowever research has suggested 

that service quality may be only one of the factors influencing satisfactions, Claim that a 

customer's overall sat isfaction may be related to their assessment of not only service 

quality (e.g. COllitesy, responsiveness, etc.), But also product features (e.g. size of hotel 

room, age of hotel, number of employee etc.) and price. 

In a similar view Souter (2001) suggests that satisfact ion may be affected by both product 

and service quality and value. This may be particularly important in the case of resort 

hotels destinations where the costs of visitation are known to differ markedly. Any 

measure of sat isfaction therefore needs to be able to take this into account. Satisfaction is 

thus a multi-k1ceted concept and is even more comp lex when the focus is on a product 

quality rather than an individual service provider. In the case of destinations resort hotels, 

satisfaction is assessed by reference to the many individual aspects of the holiday 

encounter, including the services and tacilities used . In this way, both a measure of 

overall satisfaction and a diagnostic for sat isfaction may be obtained. In summary, 

satisfaction has genera ll y been found to be the outcome of the comparison between 

expectations and experiences the difference between expectat ions and perceived 

performance, and the 'fit' between tourist's expectations and host resort hotels destinat ion 

attributes or factors. 

2.5 Determinants of Tourists satisfaction 

Given the critical role of Tourists satisfactions is not surprising that a number of studies 

have been devoted to investigating the determinants of satisfaction. Satisfaction can be 

influenced by subjective (e.g. Customer needs and emotions) and objective factors (e.g. 

Product and service features). Applying this to the hospitality industry, there have been 

numerous studies that examine attributes that travelers find important regarding tourists 

satisfaction.(Atkinson, A, 1988) founei out that cleanliness, security, value for money and 

courtesy of staff determin ists of tourists satisfaction'. (Knutson B, 1998), Revealed that 
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room cleanliness and comfort, convenience and location, prompt service safety and 

security and friendliness of employee are important to guests.(Barsky,j 

&lagagh.R, 1992),stated that emplo yee attitude, location and rooms are likely to influence 

travelers' satist;1ction. A su rvey conducted by (Akan p,1995) different researchers 

indicated that the primary determinants of resorts hotel guest satisfaction are the behavior 

of employees, cleanliness and timeliness customer loyalty measures the degree of 

commitment based on obligation or tourists preferences, and degree of satisfaction. It is 

the tendency of a tourists to choose One business or product over another for a particular 

need.(choi T,2001) conclude that Staff qual ity, room qualities and value are the top three 

resol1 hote l factors that determine trave lers' sat isfaction. 

Mei,A.Mandwhite.c,1999,found There are three dimensions relating to employees 

(behavior and appearance),tangibles and reliability but the best predictor overalls product 

and serv ice qual ity is the employee dimension.(Shahin,A & Dabtestani.r,20 I 0) revealed 

that price and co mmunication were important .A study by Uuwacheer,T.d ,2004) 

indicated that satisfact ion is mainly derived fi'om the reliability factor while 

(yilmaz,p,2009)tound empathy to be the most important dimension in predicting Reso rts 

hotel customers' sat isfaction.(Nadiri,h.and Hussain,k,2005)also revealed that tangibles 

and intangibles exert a significant positive effect on customer satisfaction. (Markovoc, 

201O)Identify reliability, empathy and competence of staff, accessibility and 'tang ibles ' 

as the key factors influenc ing sat isfaction. A stud y conducted by (Akaba, A, 2006) 

Revealed that business travelers had the highest expectations for the dimension of 

' convenience' followed by 'assurance', 'tangibles' , adequacy in service supply, and 

'understanding and caring' . (Eunice Fay Amissah, 2013). 
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2.6 Measurement of Tourists Satisfaction 

Tourists perceptions are important to successful destination Resorts hotel marketing 

because they innuence the choice of destination (Ahmed S.S, 1986) the consumption of 

goods and services while a holiday, and the decision to return .The majority of tourist's 

have experiences with other destinations, and their perceptions are influenced by 

comparisons among facilities, attractions, and service standards (Laws E, 1995). 

Customer satisfaction and product service quality, both their nature and how to measure 

them, abound within the recent marketing literature (Gronroos.C,1990). A review of the 

related literature shows an increase in the number of articles dealing with different 

aspects of Tourists satisfaction in resort hotel, hosp itality, and recreation. For example, 

Reichheld, F. E, 1990) considered satisfaction with tour guides; Hughes (1991) investigated 

satisfaction with cultural tours studied satisfaction with daily tours. Tourists satisfaction 

with restaurants was reported by (Cronin, 1. J 2000),The tourists satisfaction with the 

behavior of local people .Research on TS with destination resort hotels also has increased 

(Chon and Olsen, 1991 ).The marketing literature has mainly reflected two approaches to 

customer satisfaction research. The Nordic school, led by Oh and Parks (1997) brings a 

completely different perception to measuring tourist's satisfaction by stating that it is 

only an outcome of the actual quality ofpertormance and its perception by tourists. There 

had been extensive debate in the marketing literature regarding the nature and 

determinants of tourist's satisfaction and how it is best measured. 

2.7 Components of Good Service 

Good service consists offour different components. These are: service producing, service 

package, service quality and service culture. 

• Service producing 

Service producing includes the served customer, service surroundings, the contact 

personnel and other customers. The customer must be served as an individual since the 

customer is judging the service during the whole service process. The service producer 
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must keep in mind the 3 rule; the customer can be a recommender. The service 

surroundings should be cozy (comfortable) and neat. Carefully planned surroundings 

can create an atmosphere where the customer is more likely to buy. The contact 

personnel are probably the most important feature that affects the customer. The 

personnel should have high profess ional skills, be willing to serve and have empathy. 

Other customers can tell about their experiences to other potential customers and this has 

a huge impact on people.( Alegre J, Garau J. ,2010). 

• Service package 

Service packages are service entireties formed of several services. These product and 

service entireties sat isfy the customer needs. Service entireties are gathered around a core 

service. Around this core service you build a group of additional services that interest 

customers and benefits them. A core product and service requires basic professional 

ability and producing additional services requires tailored service ability. (Ibid) 

• Service qualities 

Pre-expectations, service experience and the company image affect the experienced 

product and service quality. When a customer is forming his/her opinion about the 

service quality they compare the expectations, the serv ice they got and the company 

image. All of these three aspects: expectations, received product, service and company 

image are connected to each other. The qualities of interaction relationships, the quality 

of the outcome or result and service surroundings all affect the experienced service 

quality. (Ibid) 

• SCI-vicc culture 

Service culture means the product and service commun ity's atmosphere that reflects the 

values of the community. It is also silent agreement what 's allowed, forbidden and hoped. 

Sh0l11y sa id service culture means customer orientation.(Ibid) 
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2.8 Service Quality and Customer Satisfaction 
rA1IIJ)IS ABABA UNIVERSITY 

!A'IAKl CAMPUS LIBRARY 

M inazz i, R, (2 00 8) high I ig hted that cu stomer sa t r~~mrtr ., ,,!,tre' .. ~ ..,,,=o,,u[l',,, ,ihvO'»f---c::tm'l'l'li'i\;o n 

between customers 'expectations and customers ' perceptions. In other words customer 

satisfaction is seen as difference between expected quality of service and customers 

experience or percept ions after receiving the service. Customer sat isfaction depends on 

such dimensions as reliab ility, respons iveness, assurance, empathy and tangibles and on 

additional elements like price, personal and situationa l facto rs that may occur during 

the service su pply. (Brady M. K,2002).Without doubt, service quality is an important 

factor of customer satisfaction. However, in lodging industry measuring of product 

service quali ty is complicated, because serv ice itse lf is an intangible product which can 

be evaluated different ly by each indiv idual. Acco rding to Erto and Vanacore, 2002 the 

customer is actively participating in serv ice process, and furthermore he is seen as a 

consumer of a serv ice as we ll as an eva luator of service rece ived. The most impOlt ant 

goal of resort hotel industry is to ana lyze futu re customers" requirements and attitudes 

and after identifying them it is needed to translate them into resort hotels service 

elements. Services are often 'invisib le' and thus difficult for supplier to exp la in and for 

customer to access. Created expectat ions by marketing affect the customers ' perceptions 

of the outcome. Mo nitoring quality is significant fo r a resort hotel success. Customer 

behavior, everyth ing that seems logical and va luable in customers 'opinion must be taken 

into account that perception of customer is crucial for qua lity. 

Whatever the customer receives as qua lity is defined as quality. It is imposs ible to control 

the who le process in which the service is produced; however, it is necessary to create the 

best poss ible prereq uis ites fo r a good customer outcome. Highlighted that customer is the 

rec ipient and judge of the service in terms of added value and quality. Furthermore, the 

customer's total perception of a certain service is based on his perception of the outcome 

and process. In case the quality are constant ly improved this, in turn, wi ll have affection 

on customers ' loyalty and sat isfaction. In many cases the company's profile or image acts 

as a 'filter', meaning that if a company has a positive image, for the customer is it much 

eas ier to overlook small mistakes and it w ill not have a huge effect on companies 'images 

!:. the eyes of the customer, and the customer may simp ly regard mistakes as temporary 
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disturbances. (Townsend P 1986) speak of ' quality in fact' and ' quality in perception ' . 

The general concept io n o f quality in fact is that established specifications have been met. 

On the other hand, quality in perception stands for customer's fee ling of rece iving the 

quality he expected. Consequently, if quality in perception is not achieved, it does not 

suffice to attain quality in fact. 

2.9 Sen'qual M odel 

Servq ual can be widely applied, not only 111 science but a lso in practice in various 

serv ices. The a im of the sc ient ists is to wo rk out and test use fu l instruments for managers 

in order to he lp them determine those organizat ional variables (po licy, sta ff, structure, 

techno logy, processes) that will guarantee the best service quality with minima l costs. 

This methodo logy can assist resort hote ls manager in assess ing the position o f the resort 

hotels regard ing its competition and strategic and operative dec ision mak ing. In resort 

hotels industry, product and serv ice quali ty, as an extremely subjective category, is 

crucial to the satisfaction of the cl ient. It is therefore imperative fo r managers in resort 

hotels industry to apply the Servqual model fo r the measurement service quality in their 

own reso rts hote l company, in order to satisfy the guest' s expectations and ensure a 

position on the growing globa l tourists market. 

The resu lts of the quantitat ive appl icat ion o f Servqual instrument show that this mode l 

can prov ide managers w ith useful informat ion fo r thc assessment of expectations and 

perception of resorts hotel touris t's with the a im of learning abo ut gaps in individual 

service quality d imensions need fo r the application o f Servq ual model in resort hote l 

industry is confirmed by the fact that, in the observed samp le, resort hotels managers do 

not know the expectations o f the ir tourist 's because the dimensio ns of service qua lity 

they consider most important, do not match those that are most important for the c lients, 

which is confirmed by the total Scrvq ual gap. Serv ice management literature argues that 

customer sat isfact ion is the result of a customer's perception o f the value received in a 

transaction or relationship where va lue equals perce ived service quality relat ive to price 

and cu stomer acqui s itio n costs (Blanchard R. 1994) re lative to the value expected ITom 

transactions or relationshi ps w ith compet ing ve ndo rs (Zeitham l et ai, 1990). 
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In order to achieve customer satisfaction, it is important to recognize and to anticipate 

customers' needs and to be able to satisfy them. Enterprises which are able to rapidly 

understand and satisfy customers' needs, make greater profits than those wh ich fail to 

understand and satisfy those (Barsky, 1 992).Nowadays one of the biggest challenges for 

managers in the resorts hotel industry is to provide and sustain customer satisfact ion. 

Customer's requirement for quality products and service in the resort hotel industry has 

become increasingly evident to professionals (Joseph 1992) Customer satisfaction has 

been a popular topic in marketing practice and academic research initial study of 

customer effort, expectations and satisfaction. 

Despite many attempts to measure and explain customer sat isfact ion, there still does not 

appear to be a consensus regard ing its definition Customer satisfaction is typically 

defined as post consumption evaluative judgments concerning a specific product or 

service (Hollowell, J, Robinson, C,1996) It is the result of an evaluative process that 

contrasts pre purchase expectations with perceptions of perfonnance during and after the 

consumption experience. The most widely accepted conceptualizat ion of the customer 

satisfaction concept is the expectancy disconlirmation theory was developed by Oliver 

(1980), who proposed that sat isfaction is a result of the difference between expected and 

perceived performance. Satisfaction (positive disconfirmation) occurs when product or 

service is better than expected, the performance worse than expected results with 

dissatisfaction (negative disconfirmation).Customers judge service quality on severa l 

factors. In this research, the author uses five service qua lity dimensions as stated below: 

Tangibles: It refers to the appearance ot'phys ical facil ities, equipment, personnel and 

communication materials. Tangibles physically represent the service quality that 

customers evaluate. This dimension is especially important when it comes to new 

customers. Tangibles might be used to enhance the company image, provide 

continu ity and signal quality to the customers but often tangib les have to be paired 

with another service dimension. For example, ifno attent ion is paid to the appearance 

of tangibles such as the physical facilities. (Zeithaml, Bitner & Gremler 2006). 
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• Reliability: It is the company's abil ity to perform the service dependably, accurately 

and consistently keeping given promises on del ivery, service provision, problem 

resolution and pricing. Keeping promises about service outcomes and core service 

attributes is the most significant factor in the eyes of the customers. Reliability is 

performing the serv ice right the first time as promised (Ibid). 

• Responsiveness: It is the wil lingness (0 help customers and to provide prompt 

service. Responsiveness fi'om the customer's view means how attentive to customer 

requests, questions, complaints and problems the company 's personnel are the level 

of responsiveness is judged based on the t ime these issues are dealt with. If the 

customers feel they have to wait a long time, the perception of responsiveness is 

weakened, This dimension ofservice also includes flexibility and ability to customize 

to a part icular customer's needs (Ibid). 

• Assurance: It is the knowledge and courtesy of employees and their ability to inspire 

o trust and confidence. The emp loyees need to have a certain level of knowledge and 

skill to treat customers with respect and make them feel that they can trust their 

business to the company (Ibid). 

o 

Empathy:-It is providing caring, individua lized attention to customers. Providing 

individual and personal attention to specific customers portrays empathy and lets the 

customers know their needs are understood. Companies that provide this personal 

service are able to have a competitive edge against other companies that do not treat 

the customers as individua ls (Ibid). 

For each dimension, the Servqual scale provides a score for Tourists expectations (E) and 

a score for Tourist's percept ions (P) of service prov iders' performances. Customer 

expectations are 'wants or desires of customer' (Mi ller, 1977), what they fee l the 

providers should provide or it can be the prediction of future events. They appear before 

using service. Whi le customer perceptions are measured directly within and after their 

experience in using product and serv ice. They reveal the eva luat ions of customers about 

what they ga in fi'om service. 
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According to Parasuraman el al,(1995) the difference between the two scores is product 

and service quality (Q). 

Q=P-E 

The key to opt imizing service qua lity is to maximize this positive gap score. The negative 

va lue of this gap score revea ls the dissatisfaction of customers. The input to calculate 

this score is customers' feedbacks. Because each dimension has the different influence to 

the service quality, to calculate the overall product service quality each dimension need to 

be weighted correspond ing with its importance. Those weights can be different between 

resort hotels in one country as well as in different countries. It depends on the policy of 

resort hotels and the cu lture of each region. 
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2.10 Tourist's Ar riva ls Da ta (2010-2014) 

Table- I : Haile Reso rt Hotel tourist's arrivals data (20 I 0-20 14) 

Haile Resort Hotel- 2010 

Month Domestic Foreign Total Revenue 

tourist's tourist ' s 

November 797 2143 3046 1.6mil 

December 1492 903 2395 2.1 mi l 

Hai le Resort Hotel- 2011 

January 47 1 698 1169 1,573,563,73 

February 469 562 1031 1,104,141,926 

March 478 372 850 1,243,689,40 

Apri l 1316 690 2006 1,924,840,90 

May 1374 558 1912 1,706,94 1,32 
o 

June 1401 471 1872 5,482,992 

Ju ly 2051 1789 3840 2.7mil 

August 4761 293 1 7692 2.943,731,59 

September 1459 867 2326 5.6mil 

October 1305 977 2282 2,500,000,000 

November 197 1 145 1 3422 3,505,00,000 
o December 1996 1370 3366 2.800,00 

Haile Resort Hotel- 2012 

January 12967 3948 16915 3.3 mi l 

February 16700 5300 22000 4. l mil 

March 560 1 3966 9300 3.9mil 

Apri l 4950 3000 7950 7.7 mil 

May 2767 1936 4703 3.1mil 

June 5777 4373 10150 3.4mi l 

Ju ly 8790 3940 12730 3.3mil 

August 5966 2727 8678 3.1 mil 
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September 3966 2123 6089 2,697,321,46 

October 4766 2941 7707 2,567, 103,73 

November 10966 4892 15858 4 mil 

December 11671 7683 19354 3,2 mil 

Haile Resort Hotel- 2013 

January 2860 1355 4215 4,000,000 

February 1001 692 1693 1,410,851 

March 863 433 1296 5,2612 

April 842 431 1273 9,327,00 

May 48 1 962 1443 1,370,830 

June 1071 836 1907 1,870,525 

July 1240 934 2174 1,803,781 

August 1594 1284 2878 20,333,12 

September 2766 1672 4438 3.4 mil 

October 2983 1576 4959 3.6 mi l 

November 348 1 2359 5840 3.7 mil 

December 2767 1250 4017 3.5 mil 

Haile Resort Hotcl- 2014 

September 1050 1070 2120 2,032,139 

October 1046 1153 2 199 1,406,239 

November 1275 1496 2771 1.4 569,97 

December 11 70 1650 2820 1,567,232 

Source: Southern Nat ions Natio nalities and Peop les Regional state, culture and tourism 

bureau, 2013/2014. 
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Table-2: Lewi Resort Hotel tourist 's arrivals data (20 I 0-2014) 

c 
Lewi Resort Hotcl- 201O 

Month Domestic Fore ign Total Revenue 

tourist 's tourist's 

November 132 187 319 1,845,790 

December 165 241 406 2,450,675 

Lewi Resort Hotel- 2011 

January 155 230 385 2,368,600 

February 14 1 206 347 2,074,90 

March 120 208 328 2,000,498 

April 207 252 459 2,576,679 

May 160 239 399 2,390,969 

June 139 
() 

186 325 1,807,978 

July 161 276 337 2,701,679 

August 158 268 426 2,608,690 

September 163 240 403 2,401 ,733 

October 14O 225 365 2,354,90 

November 171 245 426 2,680,670 

December 168 270 433 2,611,619 
o 

Lewi Resort Hotel- 2012 

January 285 428 713 3,045,049 

February 287 426 713 3,034,150 

March 286 429 7 15 3,054,40 1,2 

April 288 432 720 3,042,044 

May 289 433 722 3,022,055 

June 293 434 727 3,033,66 

July 292 437 729 3,04 1,046 

August 296 439 735 3,05 1,22 

September 295 438 733 3,033,567 
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October 298 445 743 3,054,566 

November 290 446 736 3,545,568 

December 291 448 739 3,054,572 

Lewi Resort Hote1- 2013 

January 284 417 701 3.122.701 

February 287 428 715 3.1 32.8 11 

March 285 426 711 3,033,450 1 

April 256 434 720 3, 124,418 

May 289 437 726 3,164,610 

June 288 438 726 3,144,322 

July 294 436 730 3,181 ,162 

August 296 440 736 3, 154,626 

September 297 435 732 3,178,8 171 

October 298 433 731 3,182, 151 

November 290 431 721 3,02587,1 

December 292 439 73 1 3,025,869 

Lewi Resort Hotel- 2014 

January 307 493 800 2.88 1.754 

February 308 497 805 2.881.358 

March 3 18 498 816 2.881.639 

Source: Southern Nations Natio nalities and Peoples Regional state, culture and tourism 

bureau, 2013/2014. 
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Table-3 : Gezahegn and E lfnesh Resort Hotel tourist 's arrivals data (2014) 

Gezahegn and Elfnesh Resort Hotel- 2014 

Month Domestic Foreign Total Revenue 

tourist 's tourist' s 

November 178 8 186 203,656 

December 255 23 278 309,822 

January 303 28 330 375,735 

Source: Southern Nations National ities and Peo ples Reg io nal state, culture and tourism 

bureau, 20 13/2014, 

Researcher: Ayinalem Kebede, 2013/2014 Page 24 



o 

o 

o 

"Assessment of Tourists satisfaction: The Case of Hawassa City Resort Hotels, Hawassa, Ethiopian 

2.11 Conceptual Framework 

Figure- I: conceptual frame work about tourists satisfactions in resort hotels 

Expected satisfaction 

Perceived Satisfactions ... 
Tourist's satisfactions 

Source: researcher's framework, 2013/2014 

Researcher: Ayinalem Kebede, 2013/2014 
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Figure- 2: Servqual Gap product and service quality measurements method 

Dimension of product 

and service quality 

(Servqual) 

-Tangibility 

-Reliability 

-Responsiveness 

- Assurance 

-Empathy 

Product and service quality 

Source: researcher's framework, 2013/2014 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Research methodology enabled the researcher to investigate tourist's sat isfaction of resort 

hotels located in Southern Nat ions Nat ionali ties and Peoples Regional state, Hawasa city, 

Ethiopia. Therefore, it includes; research design, data type and source, sampling design, 

data collection procedures and data analysis techniques applied in the research. 

3.1 Description of the Stud y Area 

Hawassa is an active town in Ethiopia found at the heart of the Rift Valley. It is the head 

quarter of the Sidama zone Administration as we ll the capital city of the Southern 

Nations National ities and Peoples Regional state. Over 50 var ious nation nationalities 

made Hawassa their home with their own traditions, languages, dress, dance, and culture. 

Th~ town has been named after the lake that stands next to it. Hawassa city is attaining a 

continuous growth; and daily attractions tourist' s, has opened its doors widely to 

investors. It is at a distance of275km fi'om Addis Ababa, founded on 1959.The study had 

conducted on resort Hotels which are found in the city of Southern Nations, Nationalities 

and People's Regional State of Haw as sa. Based on the tourist's satisfaction in resort 

hotels, Haile resort hotel, Lewi reso rt hotel and Gezhagen and Elfnesh resort hotel which 

is located in Hawassa city, Eth iopia. (SNNPRS, 20 I 0, Tourists guide book) 
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Figure -3: Location ofthe study area 

Ethiopian Regions 

. .. . . . . . ...... . .( ... 

Source: Ethio-GIS, 2007, data and Google earth image 

Researcher: Ayinalem Kebede, 2013/2014 
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3.2 Research Design 

The research design of this study was analytical descriptive type of research. Analytical 

descriptive research design methods used to describe with comparison in the resort hotels 

in the city of Hawassa on the tourists satisfaction of resort hotels. (Kothari 2004), for 

analytical descriptive research, survey design was appropriate. This study aimed at 

finding out the prevalence ofa phenomenon, situation, and problem. The researcher used 

both methods of design qualitative (interview, participatory observation) and quantitative 

(questioners was analyzed through SSPS) research methods. Concerning the qualitative 

research design, this study used interview for the reason that it aims to understand 

tourist's satisfactions from the side of resort hotels mangers, Hawassa city. 

3.3 Data Sources and Collecting Methods 

The researcher used combination of the following secondary and primary data collection 

methods. The primary data was col lected from different kind of tourist's. That is 

domestic and international, through structured questionnaires prepared for the study 

which measured the items on five point sca le. In addition to that, resOit hotels managers 

had interviews and the way of product and service delivery system were evaluated by 

employees of the resort hotels, informal discussions and participant observations have 

been done by the researcher. Secondary sources of data from relevant literature were 

important to construct a theoretical framework in the literature review PaIt and to write 

statement of the problem before conducting field work. Moreover, the literatures were 

impOitant to collect the necessary information regard ing the study area. Secondary data 

like: books, official reports, brochures, magazines, newsletter archival documents, etc are 

reviewed to substant iate the findings. The data were very important since it helped the 

researcher to cross check the validity of the gathered data. The researcher got this 

information fi'om Culture, Tourism and Government Communication offices of Haw as sa. 
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3.4 Respondents 

The subjects for this study are tourists who came fi-om different countries of the world 

that is international and domestic tourist' s, who have been using the resort hotels service 

as part of the subject of the research. In addition to that, in order to evaluate the service 

quality with the way of delivery system for tourists satisfactions employees of the resort 

hotels have been part of this stud y and interview were done with mangers of resort hotels_ 

3.5 Sampling Techniques and Sam ple Size 

3.5.1 Sampling Technique 

The researcher used non- probabi lity sampl ing technique. Based on this sampling 

technique, the researcher has distributed quest ionnaires to all domestic and international 

tourists who were using resort hotels service as representative of others and equally to be 

taken in-to the sample, Ii-om non-probability sampling technique (particularly purposive 

sampling technique and incidental sampling technique). The reason why the researcher 

se lected non-probabi lity sampling technique particularly purposive and incidental 

sampling technique is that, since the subject of th is study are tourists who are using 

service of resort hotels, so the researcher assess the tourists satisfactions in resort hotels 

through incidental quest ion; on the other hand the researcher has assess the hoteliers and 

the employees of the resort hotels. So, they can respond based on their knowledge or 

information regarding the tourists sat isfactions based on their quality service delivery. 

3.5.2 Sample Size 

The researcher distributed questionnaires to 100 respondents of tourist's who came fi'om 

deferent countries; international and domestic tourists, who were using the service of 

resort hotels. The distr ibutions of questionnaires for each resorts was based on the 

performance of resort hotels (room occupancy, room rent, total number of tourists 

arrivals) and 10 employees fi-om each resort hOlel , in order to assess the quality service 

and delivery methods. In addition, interview and participant observation data collection 

process was taken equal ly in all resorts, located in Hawassa city. 
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Sample size formula 

For simple random: N = N 2 
(1+N)e 

N= sample size, N= population, e= acceptable amount of sampling error 

. 25978 
For tOUrists: N = ( ) 2 

1+25978 0.05 

=394 

599 
For employees: N = ( ) 2 

1+599 0.05 

=240 

The calculated number of samp le size for the tourist's and employees of the resort hotels 

394 and 240 respectively; this number was very big to take it as a sample in spite of 

shortage of time and budget 100 tourist's and 30 employees from three resort hotels in 

the city of Hawassa were taken respectively, exceeding 10% of minima for reasonable 

representation according to Feiedman et ai, 1998. 

3.6. Data Collection Instrum ent 

This research used participatory observation, interv iew with service providers mangers of 

resort hotels and questionnaires, both cloth and open ended type, for both domestics and 

international tourists as an instrument. The questionnaires are composed of four parts of 

questions: part I: question on demographic character istics of respondents, part 2: 

question on level of tourist' s expectations about service quality, part 3: perceived service 

quality sat isfactions and part 4: Factors that affect tourist's sat isfaction. 
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Measurement Scale 

Level of tourist's satisfact ion had measured by rating scale of 1-5 level 

Excellent - 5 Poor-2 

Good -4 Not use-I 

Fair-3 

3.7 Methods of Data Ana lysis 

Data were organized, coded, ver ified, checked for inconsistency and miss ing data then 

entered in SPSS software and fin ally ana lyzed. In add ition, other relevant means score 

techniques are used for ana lyzing, interpret ing and make general ization with percentage 

and frequency. 
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CHAPTER FOUR 

DATA ANAL YSrS AND INTEREPRETA TrONS 

This chapter deals with data analysis and interpretations obtained from respondents 

through questionnaire, interview and observation. Survey methods were used, 

questionnaire to the tourists (domestic and international), questionnaire to the employees 

of resort hotels, interview with resorts hotel managers and researcher observation was 

conducted in order to gather primary data. As far as sampling is concerned non­

probability (purposive and incidental sampling techniques) were used to obtain 

representative sample to complete the questionnaire. 

4.1 Product and Service of Resort Hotels ill Hawassa city. 

Table- 4: products and services in Haile resort hotel 

products and services available in Haile Resort Hotel 

No of room 112rooms Classic garden 

No of beds 114beds Memorable 

- Twin garden 
Cl) ...... 
0 Family lake 
~ 

t: Tip su ite 
0 
UJ 

Presidential suite Cl) 

~ 
Cl) - Connected .-ro 
~ Hand y capped 

Meeting room, Screen, 

Meeting Hall 4 Meeting Halls 
Telephone, Fax, Projectors, 
camera ,Microphones and 
speakers, Air 
conditioner(Full meeting 
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Activ ities 

Eden, The 
Spa 

package service) 

Boat trip, Swimming pool, Mini go lf, Horse Riding, 
Tennis, Bicycling(for kids& more)others 

Spa service, Massage Therapy, Fitness Center, Sauna, 
Steam, Jacuzzi, Hair care 

Dine &Wine Sho lla grill, Trad itiona l restaurant, Class ic Haike, 

Hawassa Breeze, Breakfast & Patisserie, Lobby bar& 

lounge, Club, Night bar 

Source: Hai le resort hotel data, 2013/2014 

Table- 5: products and services in Lew i resort hotel 

products and services available in Lewi Resort Hotel 

-v .... 
:l§ 
t 
0 
U) 

v 
~ .-
~ 
v 

.....l 

No of room 

No of beds 

No meet ing Ha ll 

76 rooms 

145 beds 

3 Meet ing 
I-I alls 

Researcher: Ayinalem Kebede, 2013/2014 

14 Banglodge 

I Pres idential suite 

7 Deluxe 

21 Deluxe lake view 

7 Large garden view 

6 King garden view 

3 c lean garden 

6 family suite 

6 Connective suite 

Meeting room .Screen, Telephone, 
Fax, Projectors, camera ,Microphones 
and speakers, Air conditioner 
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Resort Hotel 
serv ice 

Sport Facilities 

Cuisine 

Beauty & 

Wellness 

Accommodation(Food and Beverage Service),Room 
Service, Conference service, Recreational activities 

Table tennis, Outdoor swimming pool, Billiards, 
Bicycle rental, Surfrental, Fitness center 

Organic food , International cuisine, Fresh farm 
products, Loca l spec ialties 

Jacuzzi, Classic Massage, Steam bath 

Source: Lewi resort hotel data, 20 13/2014 

Table -6: products and services in Gezhagen and Elfilesh Resort Hotel 

products and services available in Gezhagen and Elfnesh Resort Hotel 

No of room 68 rooms Banglodge 

- No of beds liS beds Presidential suite 
<I.l ..... 
~ Vil la 

t: 
0 Deluxe 
CIl 

~ Family villa .c 
CIl 
<I.l 

Green Garden cE -W 
Connected "0 

t:: 
(';j 

Meeting room .White Screen, t:: 
<I.l Telephone, Fax, Projectors, camera 0 1) 
(';j meeting 3 Meeting Halls ,Microphones and speakers, Air .c 
N Hall co ncl itioner <I.l 

Cj 

Resort Disco, Garden, WiFi, Playground ,Private parking,24 
hotel Receptions, Tv Loungc, Newspaper service ,room service, 
serv ice baby sitters, Hote l bar, concierges service 
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Activities 

Spa 
Service 

Ground tennis, Swimming pool, Horseback Riding, Mini golf, 
Hand boll, Bicycling 

Spa facility ,Massage Therapy, Sauna, Fitness Center, Steam, 
Jacuzzi 

Dine Traditional restaurant, Club, Night bar, Lobby bar& lounge 
&Wine 

Source: Gezhagen and Elfhesh resOJ1 hotel data, 20 13/20 14 
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4.2 Demographic Data of Employees 

Table-7: demographic data of employees (sex &Age) 

Haile resort 

hotel 

Lewi resolt 

hotel 

Working 

Gezahegn and 

Elfnesh resort 

hotel 

Total 

Frq % % Frq % Frq % 

Sex Male 6 85.7% 5 62.5% 5 55 .6% 16 66.7% 

Female 14.3% 3 37.5% 4 44.4% 8 33.3% 

Total 7 100.0% 8 100.0% 9 100.0% 24 100.0% 

Age 16-25 o 0.0% o 0.0% o 0.0% o 0.0% 

26-3 5 2 28.6% 4 50.0% 7 77.8% 13 54.2% 

36-45 5 71.4% 4 50.0% 2 22.2% I I 45.8% 

46-55 o 0.0% 0 0.0% 0 0.0% 0 0.0% 

Tota l 7 100.0% 8 100.0% 9 100.0% 24 100.0% 

Source: Researcher work: 20 I 3/20 I 4 

Haile Resort Hotel: As depicted in the above tab le, 85 .7% of Haile resort hotel 

employees were males and the rest 14.3% of employees were females. This shows that 

males are more partic ipated and worked in the resort hotel sector. Wit h respect to the age 

structure 28.6% of the respo nd ent s were found fi'om 26-35 age categories and the 

majority of the respondents, 71.4% were fo und within the age of 36-45 respective ly. 

Generally this shows that the dominant age groups of the respondents were youngsters. 

Lewi Reso rt Hotel: According to the above table 65.5% of Lew i reso rt hotel employees 

were males and the rest 37.5% of employees were fe males. This shows that the maximu m 

numbers of males were worked in the sector. Whe n we see the age category 50.0% of 
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employees were found within the age category ranging from 26-35 and the rest 50.0% of 

the employees were found within the age of 36-45 categories respectively. This shows 

that numbers of employees in the Lewi resorts were found between the ages of36-45. 

Gezabegn and Elfnesb Resort Hotel: As indicated in the above table 6.7% employees 

were males in the Gezahegn and Elfuesh resort hotel and the rest 33.3% of employees 

were females. This shows that majority of the respondents were females in this resort 

hotel. When we see the age category of the employees 54.2% of employees were found 

under age category from ranging from 26-35 and the rest 45.8% of employees were found 

under the age category of36-45 respectively. 

In Hawassa city resort botel Employee: 66.7% of employee of resort hotels were 

males, and the rest 33.3% of employees were females. When we see age parts, 54.2% of 

employees were found between the age of 26-35 and the rest 45.8%of employees were 

found between the ages of 36-45 generally this shows that dominant parts of the 

employees of Hawassa resort hotel were youngsters. 

Figure-4: Demographic data of employees (Sex, Age) 

120.00% .,------------------------

100.00% +-..-----.-------.-..------w-----.------.r--r----
80.00% -a-1---1-----I-.J----...... .--I----II--+---
60.00% +l-I-I ..... ---.... -.J------=-HH----HI-::-+---
40.00% +t-t-iH----
20.00% 

O.OO"Ai 
Haile 
resort 
hotel 

Lewi 
resort 
hotel 

Source: Researcher work: 2013/2014 
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Gezahgen Total 
and 

Elfenshe 
resort 
hotel 

• male 

• female 

• Age 16-25 

• Age 26-35 

• Age 36-45 

• Age 46-55 
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Haile Resort Hotel: According to the survey result in terms of educational back ground 

all are university (collage) graduates and 100%, of employees were Ethiopian citizens. 

Lewi Resort Hotel: According to the survey resu lt education levels 12.5% of employees 

were high schoo l graduates and the rest 87.5% of employees were university (co llage) 

graduates. Almost 100% of wo rkers were an Eth iopian 

Gezahegn and E lfnesh Resort Hotel: On the issue education status 100% of employees 

were fini shed university (collage) grad uates, and 100% of employees of this resort hotel 

were Ethiopian citizens. 

In Hawassa City resort hotel Employee: with respect to educational status of the 

employees in the c ity of Haw ass a resort hote ls 4.2% of the respondents were high schoo l 

and the rest 95 .8% of employees were university (collage) graduates. Generally 100% of 

employees in the hotels were an Ethiopian. 

4.3. Service Quality and Product Measurement for E llIployees 

Table-8: Tangibility for product and service quality measured by employees of resort 

hotels. 

Employee ofresort hotels Resort Staff Attractiveness Room 

hotel appearance of external delivery 

facility & tidiness and internal service to 

decoration the 
Mean Mean Mean tourists 

Mean 

Haile resort hotel 4.14 4.29 3.71 4.00 

Lewi resort hotel 4.17 4.57 4.57 4.86 

Gezahegn and Elfi1esh resort hotel 4.78 4.46 4. 14 4.56 

In Hawassa city 4.36 4.44 4.14 4.47 

Over a ll Tangibility mean 4.35 

Source: Researcher work: 201312014 
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Haile Resort Hotel Tangibility: On tangibility mean score point of Haile resort hotel 

Staff they responded that, the appearance & tidiness the mean is the highest point of 

others(4.29) followed by reso rt hotel facility mean(4.14),room delivery service to 

tourist' s(4.00) and attractiveness, external and interna l deco ration mean (3 .7 1). 

Lew; Resort Hotel Tangibility: Accord ing to the above the above table tangibility 

mean score point of Lewi resort hotel for the room del ivery product and serv ice to 

tourists mean is the highest point of other(4.86) followed by resort hotel faci lity(4.57), 

attract iveness externa l and internal decoration mean (4.57) . At the same point and Room 

delivery service to tourists (4.17) mean. 

Gezahegn and Elfnesh Resort Hotel Tangibili ty: On tangibility mean point of 

Gezahegn and Elfilesh resort hotel resort hotel fac ility mean is the highest point of 

Other(4.78) then followed by room delivery service to tourist's(4.56), staff appearance & 

tidiness (4.46)and attractiveness, external and internal decoration mean (4. 14). 

In Hawassa Ci ty Resort Hotels Tangibility: In city of Hawassa tang ibility service 

quality measu rement room delivery product service to the tourists mean is the highest 

po int (4.47) cont inues by staff appearance and tidiness (4 .44), resort room faci lity (4.36) 

and attractiveness of external and internal decoration (4. 14).generally in Hawassa c it y 

resort hote ls employees have good perso nal communicat ion and good appearance of 

physical fac ilit ies. 
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Table-9: Reliability for product and service quality measured by employees of the resort 

hote ls. 

Employee of resort hotel Respond of Well coming Order done 

requests Mean of tourists by staff 

mean Mean 

Haile resort hotel 3.71 4.43 4.00 

Lewi resort hotel 4.43 4.56 4.71 

Gezahegn and Elfnesh resort hotel 4.22 4.44 4.56 

In Hawassa city 4.12 4.47 4.42 

Over all Reliability mean 4.33 

Source: Researcher work: 201 3/20 14 

Haile Resort Hotel Reliability: Reliability mean on Haile resort hotel welcoming of 

tourists mean is the highest point of others (4.43) followed by order done by staff (4.00) 

and respond of requests to the tourist's(3 .71) mean. 

Lewi Resort Hotel Reliability: Reliability mean on Lewi resort hotel order done by staff 

mean is the highest point of others (4 .71) fo llowed by we ll coming oftourist's(4.56) and 

Respond of requcsts Mean (4.43). 

Gczahegn and E lfnesh Rcsort Hotel Reliability: Reliabil ity mean on Gezahegn and 

Elfnesh resort hotel Order done by staff mean is highest po int of others (4.56) fo llowed 

by well coming of tourist 's (4.44) and respond of requests Mean (4.22). 

In Hawassa City rcsorts hotel Reli abili ty: In the city of Hawassa re liab ility service 

qual ity measurement, well coming to the tour ists highest mean (4.42) followed by order 

done by staff (4.42) and respond to the tourist' s request has less mean (4 . 12).this shows 

that in all resOlt hote ls, employees have an ability to perform the service accurately. 
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Table-lO: Responsiveness for product and serv ice qua li ty measured by employees of 

resort hotels. 

Emp loyee ofresort hotel Speed of Staff experience Staff Giving 
service & politeness in format ion 
mean professionalism mean & offering 

mean service 
mean 

Haile resort hotel 3.71 3.71 4.29 4.00 

Lewi resort hotel 5.00 4.86 4.86 5.00 

Gezahegn and Elfnesh resolt hotel 4.33 4.11 4.11 4.44 

In Hawassa city 4.22 4.22 4.42 4.48 

Over all Responsiveness mean 4.33 

Source: Researcher work: 2013/2014 

Hailc Resort Hotels Responsiveness: On responsiveness mean score point of Haile 

resort hotel staff politeness mean highest point of others(4.29) followed by giv ing full 

information to the tourist's and offering service(4.00),speed so service and staff 

experience and professionalism mean are the same(3.71). 

Lewi Rcsort Hotcl Rcsponsivcness: On responsiveness mean score point of Lewi resort 

hotel speed of service and giv ing information and offering service mean is highest point 

of others (5 .00) followed by staff experience and protessiona lism and Staff politeness 

(4.86) mean. 

Gezahegn and Elfncsh Resort Hote l Rcsponsiveness: On responsiveness mean score 

point ofGezahegn and Elfnesh resort hotel giv ing information and offering service mean 

is the highest of others 4.44 mean then followed service speed (4.33), the same point 

(4.11) mean score by staff po li teness and staffexperience and professionalism. 
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Hawassa City resort hotel Responsiveness: Responsiveness in c ity of Hawassa resort 

hotels service quality measurement by employees of the resort hotels, giving information 

and offering service (4.48) is highest mean continued by Staff politeness (4.42), speed of 

service de livery and sta ff experience and professiona lism mean (4.22) .this show that 

employees of resort hotels willingness to help touri sts and provided promoted service. 

Tab le-II : Assurance for product and service qua lity measurement for employees ofresOlt 

hotels. 

Employee of resOlt hotel Reso rt Accessi bility Effort done Price of 
hotel of resort hotel by staff service 
atmosphere mean security mean 
mean mean 

Haile resort hotel 4.57 4.29 4.14 3.86 

Lewi reso rt hotel 5.00 4.57 4.43 4.71 

Gezahegn and Elfnesh resort hotel 4.67 4.67 4.33 4.33 

[n Hawassa city 4.74 4.51 4.3 4.3 

Over a ll Assurance mean 4.46 

Source: Researcher work: 20 13/20 14 

Haile Resort Hotel Assurance: On assurance service quality measurements, resort hotel 

atmosphere mean is the highest (4.57) then fo ll owed by access ibility of resort hotel 

(4.29), effort done by staff (4 .14) and price of service quality (3.86). 

Lew; Resort Hotel Assurance: On assurance service quality measurements resort hotel 

atmosphere mean is highest (5 .00) then fo llowed by price of service quality (4.71), 

accessibility of resort hotel (4.47) and effort do ne by sta ff (4.43). 

Gezahegn and E lfnesh Reso rt Hotel Assnrance: On assurance service qua lity 

measurements resort hotel atmosphere and effo rt done by staff mean is the highest (4.67) 

then fo llowed by price of service qua li ty and access ib il ity have the same mean (4.3). 
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In Hawassa city Resort Hotels Assu ranee: On assurance service quality measurements 

Hawassa city resort hotels are reso.t hotels atmosphere mean is the highest from others 

(4.74) then followed by effort done by staff (4.51), price of service quality and 

access ibility of resort hotel have the same mean (4.3) .Genera lly in all resort hote ls there 

were good knowledge and cO lJltesy of employees. 

Table-12: Empathy for service product and service qua lity measured by employees of 

resOit hotels. 

Employee of resort hotel Attention paid by Resort hotel Staff 
staff mean provision for flexibility 

tourist's mean 
necessities 
mean 

Haile resort hotel 3.71 3.86 4.00 

Lewi resOit hotel 4.43 4.86 4.43 

Gezahegn and Elfilesh resort hotel 4.56 4.33 4.33 

In Hawassa city 4.23 4.35 4.25 

Over all Empathy mean 4.27 

Source: Researcher work: 2013/2014 

Haile Resort Hotel E mpathy: Empathy service qua lity measllrement part of this resort 

hotel, staff flexibil ity is the highest mean (4 .00) then fo llowed by resort hotel provision to 

the tourist' s necessities mean (3.86) and attention paid by staff(3.7 1). 

Lewi Resort hotel Empathy: Empathy serv ice quality measurement part of this resort 

hotel, reso rt hotel provision to the tourist' s necessities is the highest mean (4.86) 

followed by attention paid by staff and staff flexibility at the same point (4.43). 

Geza hegn and Elfncsh Resort Hotel E mpathy: Empathy service quality measurement 

part of this reso rt hotel, attention pied by is the hi ghest mean (4.56) followed by resort 

Researcher: Ayinalem Kebed e, 2013/2014 Page 44 



) 

"Assessment of Tourists satisfaction: nle Case of Hawassa City Resort Hotels, Hawassa, Ethiopia" 

hotel provision to the tourist's necessities and staff flexibil ity at the same po int of score 

(4.33). 

In Hawassa city Resort Hotels Empathy: Empathy in Hawassa resort hotels service 

quality measurement by employee, resort hotels provisio ns to the tourist's necessities is 

the highest mean (4.23) continued by staff flexibility of resort hotel (4.25) and attent ion 

paid by staff (4.23).Ihis shows that emp loyees of resort hotels have good caring and 

indiv idualized attentions for the tourists. 

Table- l3: Overall product and serv ice quality measured by emp loyees towards tourist's 

sat is fact ion. 

Five Dimensions mean score 

I.Tangibility 4.35 

2.Re liability 4.33 

3. responsiveness 4.33 

4.Assurance 4.46 

5.Empathy 4.27 

Over all mean score 3.45 

Source: Researcher work: 2013/20 14 

Five dimensions of service quality measurement by employee to the tourists have positive 

re lation to ward tourists satisfactions with the quality delivery system of employees of 

resort hotels fro m those aspect there was highest mean on the area of assurance of 

employees(4,46) follo wed by tang ibility of employees mean (4.35),reliability and 

responsiveness of employees at the same mean (4.33),empathy of employees mean 

(4.27)finally the total over all mean po int on the five dimension of service quality 

measurement by employees towards level of tou rists satisfactions mean(3,45).Generally 

in Hawassa city resort hotels fi ve dimens ions of service quality measurement by 

emp loyees have positive re lation with tourist satisfaction on product and service quality 
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Figure-6: Five dimension of product and service quality measured by employees of resort 

hotels 
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4.4. Demographic Data ofTollrist's 

Table- 14: demographic data ofTollrist's (Sex, Age &Educationallevel) 

Name of Resort hote ls 

Haile resort Lewi resOit Gezahegn Total 
hotel hotel and Elfnesh 

resOit hotel 

frq % frq % frq % frq % 

male 17 58.6% 17 53 .1% 15 62.5% 49 57.6% 
Sex 

female 12 41.4% 15 46.9% 9 37.5% 36 42.4% 

tota l 29 100% 32 100% 24 100% 85 100% 

below 16 0 0.0% 0 0.0% 0 0.0% 0 0.0% 

16-25 5 17.2% 12 37.5% 6 25.0% 23 27.1% 

Age 26-35 17 58.6% 15 46.9% 10 41.7% 42 49.4% 

36-45 5 17.2% 4 12.5% 6 25.0% 15 17.6% 

46-55 2 6.9% 0 0.0% 2 8.3% 4 4.7% 

above 66 0 0.0% 3.1 % 0 0.0% 1.2% 

tota l 29 100% 32 100% 24 100% 85 100% 

) 

High School 4 13.8% 2 6.3% 3 12.5% 9 10.6% 

University Degree 14 48.3% 22 68.8% 16 66.7% 52 61.2% 
Education 
level Master's Degree II 37.9% 8 25.0% 5 20.8% 24 28.2% 

and Above 

tota l 29 100% 32 100% 24 100% 85 100% 

Source: Researcher work: 20 13/20 14 
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Haile Resort Hotel: In this reso rt hotels 58.6% of tourists were males,41.4% of were 

females When came to age group 16-25(17.2%) of the tourist's come to Haile resort 

hotel, (58.6%) of the tOlll'ists were under age of25-26, (17.2%) of the tourists are under 

age of36-35,46-55 age group 6.9% of tourist' s are counted, when we see the ed ucat ional 

back ground of tourist's in Haile resort hote l, 13.8% of tourist's are in high schoo l leve l, 

48.3%ofthe total respondents are in un iversity degree level, the 37.9% of the respond ent 

are masters. 

Lewi Resort Hotel: Lewi resort hotels 53 .1 % of tourists are male, 6.9% are female 's 

tourists. 26-35 age group 37.5%, 49.9% of the tourists are under the age of 36-46, 

( 12.5%) of the tourists are under the age of46-55 and3. 1% of the tourists are under the 

age of above 66 age, when we see the education level of Lewi resort hotel tourist's the 

highest number are ITom uni versity level 68.8%, on high school level 6.3% and 25.0% of 

the tourists are masters. 

Gezahegn and Elfllesh Reso rt Hotel: 62.5% orthe tourists are male, 37.5% are fema le 

tourists. 25.0% of the touri sts are under the age of 26-35,35-45age of tourists are 

4 1.7%,46-55 age of the tou rists are 25 .0%, above 55 age group 8.3% tourist 's. On the 

education leve l 12.5% are high school level, 66.7% of the tourists are university level and 

above master education level are 20.8% tOlll' ists 

In Hawassa city Resort Hotels : In city of Hawassa57.6% of tourists male, 42.4% of 

tourist 's are female, on age categories below 16 counted 0.0%, 16-24 age categories 

27. 1 % oftolll'ist 's, 26-35 age categories 49.4%of tOlll'ist's, 34-45 age categories 17.6%of 

tourist 's, 46-55 age categories 4.7%o ftouri st' s and above 66, 1.2% of tourist's comes to 

the c ity of Haw ass a using reso rt s hotel. This shows that, in Hawassa c ity resort hotels on 

age group most of tourists are fi'om 26-35 and from ed ucational back ground most of 

tOlll'ists are from un ivers ity. 
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Figure·7: Demographic graph oftourist's (Sex, Age & Educational Level) 
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Table-I 5 : Demographics data of tourist's (Occupations, Nationality} 

) Name of Resort hote ls 

Ha ile reso rt Lewi reso rt Gezahegn Total 
hotel hotel and Elfnesh 

reso rt hote l 

Frq % Frq % Frq % Frq % 

Occupat ion None 3.4% 3. 1% 0 0.0% 2 2.4% 

~ Manufacturing 5 17.2% 5 15.6% 9 37.5% 19 22.4% 

Pro fess ional work 12 4 1.4% 10 31.3% 3 12.5% 25 29.4% 

Student 3 10.3% 0 0.0% 4.2% 4 4.7% 

Serv ice industry 3 10.3% 5 15.6% 0 0.0% 8 9.4% 

Government 2 6.9% 7 2 1.9% 7 29.2% 16 18.8% 
emp loyee 

~ .. 
Commerce 2 6.9% 4 12.5% 3 AIWI§o/o\B~BA 1IINriWi;RSITY 
industry AKAKI CAMrUS LIBRARY 

Others 3.4% 0 0.0% 4.20/0 2 2.4% 

total 29 100% 32 100% 24 100% 85 100% 

Natio nality Domestic 10 34.5% 9 28 .1 % 12 50.0% 31 36.5% 
tourist' s(Eth iopian) 

) 

AlTican 3.4% 8 25 .0% 2 8.3% I I 12.9% 

Amer ican 5 17.2% G 18.8% 6 25.0% 17 20.0% 

European 9 3 1.0% 7 2 1.9% 4 16.7% 20 23.5% 

Asian 3 10.3% 2 6.3% 0 0.0% 5 5.9% 

Austral ian 3.4% 0 0.0% 0 0.0% 1.2% 

Others 0 0.0% 0 0.0% 0 0.0% 0 0.0% 

Tota l 29 100% 32 100% 24 100% 85 100% 

Source: Researcher work: 2013/20 14 
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Haile Resort Hotel: 3. 1 % of the tourists are unemployment, I 7.2% of tourist's are from 

manufacture industry, 41.4% of the tourist' s comes professional work,IO.3% of tourist 's 

are student and service industry,6.9% of tourists are from commerce industry,3.4% of 

tourists are fi'om others occupat ion. On second part nationa lity of the tourist's, 34.5% are 

domestic tourist's (Ethiopian).3.4% fi'om Afi·ican,17.2% of the tourists are from 

American country,31.0% tourists are from Europe, 10.3% of tourists are from Asia 

,3 .4% of tourist's are Australi an. 

Lewi Resort Hotel: 3. 1 % of tourists are unemployment under categories, 31.5% are 

fi'om profess ional work, and 15 .6% of tourists are from service industry, 21.9% 

government employee, 12.5% fi'om commerce industry. On nationality categories, 28.1 % 

of the tourists are domestic tour ist' s, 25.0% of the tourists come from Africa, 18.8% the 

tourists comes fi'om American and 6.3% of the tourist 's come from Asia. 

Gezahegn and Elfnesh Resort Hotel: On this resort hotel 37.5% of the tourists come 

liOln manufacture industry, 12.5% of the tourist' s come from professiona l work, 4.2% of 

the tourist's come fi'om service industry, 29.2% tourist's come from government office 

and 4.2% of tourists came fi'om other industry, nationality categories, 50% tourists are 

domestic tourist's, 8.3% of tourists come from Africa, 25.0% of tourist's come from 

America and 16.7% of the tourist's come fi'om Eu rope. 

In Hawassa city Resort Hotels: In the c ity of Hawassa resort hotels 2.4% of tourist 's 

come fi'om non-occupations, 22.4% of tour ist's come fi'om manufacturing occupations, 

29.4% of tourist's come fi'om professional work, 4.7% of tourist 's co me fi'om student, 

9.4% of tourist's come fi'om service industry, 18.8% of tourist's come fi'om government 

employees, 10.6% of tourist' s come from commerce and 2.4% of tourist's come from 

others occupations. Second on the nationality of tourist's, 36.5% of tourists are 

Eth iop ians, 12.9% of tourists are Afi'ican tou rist's, 20.0 % of tourist's are American 

tourist ' s, 23.5% of tourists are Eu rope tourist ' s, 5.9% of tourist are Asian tourist 's, and 

1.2% of tourists are Austral ian tourist 's. genera ll y in Hawassa city resort hotels most of 

tourists are domest ic and also there are fi'om profess iona l workers. 
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. Figure-7: Demographic graph of tourist's (Occupation, Nationality) 
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4.5. Service and Product Quality Measurement for To urist 's 

) Table-1 6: Tangibil ity for product and service quality for tourists 

Name of Level of Front Employees Room Shop and Restaurant 
resort hotel sat isfactions desk clean, neat quality was outdoor hotel was 

visua lly uniform invit ing surrounding bright & 
appea ling were visually lighted 

attract ive 

Haile resort Expectation mean 4.34 4.55 4.3 1 4. 18 4.32 
() 

hotel 
perceived mean 4.45 4.69 4.4 1 4.36 4.48 

P-E 0.0 1 0.14 0. 1 0.18 0.16 

Lewi resort Expectation mean 4.43 4.41 4.48 4.45 4.42 
hotel 

perce ived mean 4.55 4.45 4.61 4.48 4.48 

P-E 0.25 0.04 0.13 0.03 0.06 

Gezahegn Expectation mean 4.1 0 4.25 4.06 3.71 4.43 
and 
Elfilesh perce ived mean 4. 13 4.33 4.08 3.83 4.50 
resort hotel 

P-E 0.03 0.08 0.02 0.12 0.07 

In Hawassa Expectation mean 4.29 4.40 4.28 4.11 4.39 
c ity 

perceived mean 4.37 4.49 4.36 4.22 4.48 

P-E 0.08 0.09 0.08 0.11 0.09 

Over all Expectat ion mean 4.26 
mean of 
tangibility perceived mean 4.38 

P-E 0.12 

) Source: Researcher work: 20 13/20 14 
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Haile Resort Hotel Tangibility: Under tangibility product and service quality 

measurement, there are five criteria, deals with physical facility, equipment for service 

quality, fir st, front desk visua ll y appealing of tourists expectation level mean (4.34 , 

perce ived tourists mean (4.45) then level of tourists satisfaction on this area 0.1 1 mean. 

Second, employees clean and neat uniform expectation level mean (4.4.3) , perceived 

tourists mean (4.55) then level of tourists satisfaction on this area 0.25,third, the room 

quality was inviting to tourists expectation level mean (4.31 ),perceived tourists 

mean(4.41)then level of tour ists satisfaction O. I mean. Forth, shop and outdoor were 

visually attractive of tourists expectation mean (4 .1 8), perceived of tourists mean (4.36) 

then level of tourists satisfaction 0.18 mean. Fifth, restaurant hotel brightness and light of 

tourist's expectation level mean (4.32), perceived tourists mean (4.48) then level of 

tourist's satisfact ion 0.16 mean. 

Lewi Resort Hotel Tangibility: Tangibility product and service quality measurements 

there are five criteria, deals with physica l h1cility, equipment for service quality, first, 

front desk visually appealing of to urists expectat ion mean (4.43) , perceived tourists 

mcan (4.55) thcn Ievcl of tourists satisfaction 0.25 mean. Second, employees clean and 

neat uniform expectation level mean (4.41), perceived tourists mean (4.45) then level of 

tourists sat isfaction 0.04.thr id, room quality was invit ing to tourists expectation mean 

(4.48), perceived tourists mean (4.6 1) then level 0 f tourists satisfaction 0.13. Fourth, shop 

and outdoor were visually attractive of tourists expectation level mean (4.18), perceived 

tourists mean (4.36) then level of tourists satisfaction on this area 0.03. Fifth, restaurant 

hotel brightness and light of tourist's expectation mean (4.42), perceived tourists mean 

(4.48) then level of tourist 's satisfact ion are 0.06 mean. 

Gezahcgn and Elfnesh Resort Hotel Tangibility: Tangibility product and service 

quality measurements, there are five criter ia deals physical facilit y, equipment for service 

qua lity, first, front desk visually appea ling of tou rists expectation mean (4.10) ,perceived 

tourists mean (4.13) then level of tourists satisfact ion 0.03 mean. Second, employees 

clean and neat uni form expectation level mean (4.25), perceived tourists mean (4.33) then 

the level of tourist ' s sat isfaction 0.08 mean. Third, room quality was inviting of tourists 

expectat ion mean (4.06).perceivecJ tourists mean (4.08) then level of tourists satisfaction 
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0.02 mean. Fourth, shop and outdoor were visually attractive of tourists expectation mean 

(3 .71), perceived tourists mean (3 .83) then level of tourists satisfaction 0.12. Fifth, 

restaurant hotel bright and light of tourists expectat ion mean (4.43), perceived tourists 

mean (4.48) then level of tourists satisfact ion mean 0.09. 

In Hawassa City Resort Hotels Tangibility: Tangibility product and serv ice quality 

measurement. There are five parts, fir st, fj'ont desk visua ll y appealing tourists expectation 

4.29 mean, tourists perce ived mean 4.37 then level of tourists satisfaction 0.08 mean. 

Second, employee and clean uni fo rm tourists expectation 4.40 mean, tourists perceived 

mean 4.49 ,then level of tourists sat isfaction 0.09 mean .th ird, room quality was inviting 

tourists expectation 4.28 mean, tourists perceived mean 4.36 then level of tourists 

satisfact ion 0.18 mean. Fourth, shop and outdoor were attractiveness tourists expectation 

mean 4.11, tourists perceived mean 4.22 then tourist's satisfact ion 0.11 mean. Fifth, 

restaurant hotel brightness and light tourist's expectation mean 4.39 mean, tourists 

perceived mean 4.48 then level of tourist's satisfaction 0.09 mean. Generally on the 

tangibility service quality measurement parts, tourist' s perceived amount was greater than 

their expectation so all tourists are satisfied. 
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Table-17: Reliability for product and service quality for tourists 

() 

Name of resort hotel Level of New and Service Billing 

satisfactions modern completion issues 
facility 

Haile resort hotel Expectation mean 4.45 4.29 4.33 

perceived mean 4.48 4.39 4.39 

P-E 0.03 0.1 0.11 
c 

Lewi resort hotel Expectation mean 4.48 4.34 4.33 

perceived mean 4.52 4.41 4.39 

P-E 0.04 0.07 0.06 

Gezahegn and Expectation mean 3.96 4.04 4.25 
Elfnesh resort hotel 

perceived mean 4.17 4.13 4.33 
0 

P-E 0.21 0.09 0.08 

[n Hawassa city Expectation mean 4.29 4.20 4.25 

perceived mean 4.39 4.28 4.33 

P-E 0.1 0.11 0.08 

Over all mean of Expectation mean 4.19 
D Reliability 

Perceived mean 4.33 

P-E 0.14 

Source: Researcher work: 20 13/20 14 

Haile Resort Hotc[ Reliability: Reliability deals with ability to perform the promised 

service accurately, it has three parts, first, new and modern facility tourists expectation 
) 

mean 4.45,tourists perceived mean 4.48 then tourists service quality sat isfactions mean 

0.03.second on service compilation tourists expectation mean 4.34,tourists perceived 

mean 4.41 then tourists service quality satisfactions mean 0.07.thrid on billing issues 
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tourists expectation mean 4. I 7,tourists perceived mean 4.28 then tourists service quality 

satisfactions mean 0.11. 

Lewi Resort Hotel Reliability: Re liability deals with ability to perform the promised 

service accurately, it has three parts, first, new and modern faci lity tourists expectation 

mean 4.48 ,tourists perccived mean 4.52 then tourists service quality satisfactions mean 

0.04.second,service compilation tourists expectation mean 4.23 ,tourists perceived mean 

4.32 then tourists service quality satisfactions mean 0.09.thrid,the billing issues tourists 

expectation mean 4.33 ,tourists perceived mean 4.39 then tourists service quality 

satisfact ions mea n 0.06. 

Gezahegll and E lfll es h Resort H otel Reliability: Reliability deals with ability to 

perform the prom ised service accurate ly, it has three parts, first, new and modern facilit y 

tourists expectation mean 3.96 ,tourists perceived mean 4.17 then tourists service quality 

satisfact ions mea nO.21.second,service compilation tour ists expectation mean 4.04,tourists 

perceived mean 4.13 then tourists service quality satisfactions mean 0.09.thrid,the billing 

issues tourists expectation mean 4.25,tourists perceived mean 4.33 then tourists service 

quality satisfact ions mea n 0.08. 

In H awassa Resort Hotels Reliability: Reliability deals on ability to perform the 

promised serv ice accurately, it has three parts, fi rst, new and modern facility tourists 

expectation mean 4.29,touri sts perce ived mean 4.39,tourists service quality satisfactions 

mean O.l.second on service compilation tourists expectat ion mean 4.20,tourists perceived 

mean 4.28,tourists service quality satisfactions level of mean 0.08.thrid,the billing issues 

tourists expectat ion mean 4.25,tourists perceived mean 4.33 then touri sts service qualit y 

satisfactions of mean 0.14. This shows that in Hawassa city resort hotels tourists 

perceived amount is greater than their expectation so on the area of reliability service 

quality there were satisfied tourists. 
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Table- 18: Responsiveness for product and service quality for tourists 

Name of resort 
hotel 

Haile resort hotel 

Lewi resort hotel 

Level of 
satisfactio ns 

Expectation mean 

perceived mean 

P-E 

Expectation mean 

perce ived mean 

P-E 

Employees 
responded 
promptly 
tourists 
request 

4.00 

4.61 

0.6 1 

4.30 

4.39 

0.09 

Gezahegn and Expectation mean 3.96 
Elfuesh resort hotel 

In Hawassa city 

Over allmcan of 
Responsiveness 

perce ived mean 4.17 

P-E 0.12 

Expectat ion mean 4.08 

perceived mean 4.39 

P-E 0.31 

Expectation mean 4.19 

Perce ived mean 4.35 

P-E 0.16 

Source: Researcher work: 20 13/2014 

Informative 
literature 
about resort 
hotel 
provided 

4.29 

4.48 

0.19 

4.29 

4.29 

o 

4.22 

4. 13 

-0.09 

4.26 

4.3 

0.04 

Check-in & 
check-out 
procedure were 
fast and efficient 

4.21 

4.48 

0.27 

4.33 

4.35 

0.02 

4.2 1 

4.33 

0.12 

4.25 

4.38 

0.13 

Haile Rcsort Hotel Rcsponsiveness: Responsiveness product and service quality 

measurement deals with will ingness to help customer and provided service, 

responsiveness has three parts, fir st, employee responded to the tourists request tourists 

expectat ion mean 4.00,tourists perceived mean4.6 1 then level of tourists sat isfact ions 

0.61 mean. Sccond, informative li terat ure about resort hotel touri st's expectation mean 
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4.29, tourists perceived mean4.48 then leve l of tourists satisfactions 0.19 mean. Third, 

point on the check-in and check- out procedure was efficient tourists expectation mean 

4.2 1, tourists perceived mean4.48 then level of tourist's sat isfactions 0.27mean. 

Lewi Resort Hotel Responsiveness: Respons iveness product and serv ice quality 

measurement deals with willingness to help customer and provided service, 

responsiveness has three parts, first on employee responded to the tourists request tourists 

expectation mean 4.30,tourists perceived mean4.39 then level of tourists satisfactions 

mean 0.09. Second, informat ive literature about resort hotel tourist's expectation mean 

4.29, tourist's perceived mean4.29 then level of tourist's satisfactions on this category 0, 

check-in and check- out procedure were efficient tourists expectations mean 4.33, tourists 

perceived mean4.35then level of tourist's satisfactions 0.02 mean. 

Gezabegn and Elfnesb Resort Hotel Responsiveness: Responsiveness product and 

service quality measurement deals with wi llingness to help customer and provided 

serv ice, responsiveness has three parts, first on employee responded to the tourists 

request tourists expectation mean 3.96,tourists perceived mean4.17 then level of tourists 

satisfact ions 0.21 mean. Second, inform at ive literature about resort hotel tourist' s 

expectation mea n 4.22, tourist 's perceived mean 4.13 then level of tourists sat isfactions -

0.09 mean. Third, check-in and check- out procedure of tourist's expectations mean 4.21, 

tourists perceived mean4.33then level of tourist's sat isfactions 0.12mean. 

In Hawassa City Resort Hotels Responsiveness: Responsiveness product and service 

quality measurement deals with will ingness to hel p customer and provided service, 

responsiveness has three parts, first emp loyee respo nded to the tourists request tourist's 

expectation mean 4.08,tourists perceived mean4.39 then tourist' s satisfactions 0.31 mean. 

Second, informative literature about resort hotel tourist's expectation mean 4.26, tourists 

perceived mean4.3 then leve l of tour ist's satisfactions 0.04 mean. Third, check-in and 

check- out procedure were efficient tourist 's expectation 4.25 mean, tourist' s perceived 

mean4.38 then level of tourist's satisfactions 0.13 mean. Generally in the city of Haw ass a 

resort hote ls there are sat isfied tour ists especially o n the area of active response of 

tourist 's request. 

Researcher: Ayinalem Kebede, 2013/2014 Page 59 



"Assessment of Tourists sa ti sfaction: The Case of Hawassa City Resort Hotels, Hawassa, Ethiopia" 

Table-19: Assurance for product and service quality fo r tourists 

Name of Level of Inst ills Tourists Polite and Have the 
resort hotel satisfactions confidence fee l safe in courteous knowledge 

in Tourist' s the of to answer 
delivery of employees question 

service & 
security 

Haile resort Expectation mean 4.17 4.15 4.52 4.59 

hotel 
perceived mean 4.24 4.69 4.66 4.62 

poE 0.Q7 0.45 0.14 0.03 

Lewi resort Expectat ion mean 4.17 4.37 4.32 4.45 

hotel 
perceived mean 4.26 4.42 4.49 4.55 

poE 0.09 0.05 0.07 0.1 

Gezahegn Expectation mean 4.17 4.42 4.38 4.25 
and Elfnesh 

resort hotel perceived mean 4.29 4.50 4.46 4.38 

poE 0.12 0.08 0.08 0.13 

In Hawassa Expectation mean 4.17 4.28 4.40 4.43 
c ity 

perceived mean 4.26 4.53 4.50 4.51 

poE 0.09 0.25 0.1 0.08 

Over all Expectation mean 4.32 
mea n of 

Assurance perceived mean 4.45 

poE 0.13 

Source: Researcher work : 20 13/2014 
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Haile Resort Hotel Assu ranee: Assurance product and service quality measurement for 

tourist deals with emplo yees possess the required sk ills and knowledge that is necessary 

to perform service quality task, first, instills confidence in tourists expectation mean 4.17, 

perceived mean 4.24 then tourists satisfactions 0.07 mean. Second, tourists feel safe in 

the delivery service and security tourists expectation mean4.15, perceived mean 4.69 then 

tourists satisfactionO.0.45 mean. Third, polite and courteous of employee of tourist's 

expectation mean 4.52, perceived mean 4.66 tourist' s sat isfact ions 0.14 mean. Fourth, 

employees have knowledge to answer question tourists expectation mean 4.59, perceived 

mean 4.62 then tourist's satist:1ctions 0,03mean. 

Lewi Resort Hotel Assurance: Assurance product and service quality measurement 

deals with employees possess the required skill s and know ledge that is necessary to 

perform service qua lity task, first, instills confidence in tourists expectation mean 

4.17,perceived mean 4.26 then the level of tourists satisfactions 0.09 mean. Second, 

tourists fee l safe in the delivery service and security tourists expectation mean4.37, 

perceived mean 4.42 then the level of tourists satisfactionO.05 mean. Third, polite and 

courteous of employee of tourist's expectation mea II 4.32, perceived mean 4.39 then the 

level of tourist's sat isfactions 0.07mean. Fourth, employees have knowledge to answer 

question tourists expectation mean 4.45, perceived mean 4.55 then the level of tourist's 

satisfactions 0.0 I mean. 

Gezahegn and Elfnesh Resort Hotel Ass urance: Assurance product and service quality 

measurement dea ls with employees possess the required ski lls and knowledge that is 

necessary to perform service quality task, first, instills confidence in tourists expectation 

mean 4.1 7,perceived mean 4.29 then level of tourists satisfactions mean 0.12. second, 

tourist's feel safe in the delivery service and security tourists expectation mean4.42, 

perceived mean4.50 then the level of tourists satisfaction meanO.08.thrid, polite and 

courteous of employee of tourists expectat ion mean 4.38, perceived mean 4.46 then the 

level of tourists sat isfactions mean 0.08 fourth , employees have knowledge to answer 

question tourists expectat ion mean 4,25, perceived mean 4.38 then the level of tourists 

satisfactions 0.1 3mean. 
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In Hawassa city Resort H otels Assura nce: Under assurance product and service quality 

measurement deals with employees possess the req uired ski lls and knowledge that is 

necessary to perfo rm service qua lity task in the c ity of Hawassa resolt hotels, fi rst, inst ill s 

confide nce in tourists expectation mean 4. l 7,perceived mean 4.24 then the leve l of 

tourists sat isfact ions mean 0.09. second, tOlll'ists fee l safe in the delivery service and 

security tourists expectation mean4.28,perce ived mean 4.53 then the level o f tourists 

satisfaction mean 0.0.25 .thrid,pol ite and courteous of employee of tourists expectation 

mean 4.40,perceived mean 4.50 then the leve l of tourists satisfactions mea n 

O.l.fourth,employees have knowledge to answer qu est ion tourists expectation mean 4.43 

perce ived mean 4.5 1 then the leve l of tourists sat isfact ions meanO.03 mean.genera ly in 

c ity of Hawassa resort hote l there is highest mean on the area of instills confidence in 

tourist's. 
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Table-20: Empathy for product and service qual ity for tourists 

Name of resoli hote l Level 0 f sat isfactions Give individual Deal with 
attention Tourist ' s in caring 

fashion 

Haile resort hotel Expectation mean 4.34 4.59 

Perceived mean 4.48 4.62 

P-E 0.14 0.03 

Lewi resort hote l Expectation mean 4.16 4.45 

Perceived mean 4.26 4.52 

P-E 0.1 0.07 

Gezahegn and Expectation mean 3.88 4.21 
Elfnesh resort hotel 

perceived mean 4.04 4.33 

P-E 0.16 0.12 

In Hawassa city Expectation mean 4.12 4.41 

perceived mean 4.26 4.49 

P-E 0.14 0.08 

Over all mean of Expectation mean 4.26 
E mpathy 

Perce ived mean 4.37 

P-E 0.11 

Source: Researcher work: 2013/2014 

Haile Resort Hotel Empathy: Empathy product and service quality measurement deals 

with the way of caring to the tourist's. First, give indi vidual attention to the tourists 

expectation mean 4.34, tourists perceived mean 4.48 then tourists' satisfaction 0.14 mean. 

Second, caring fashion expectation mean 4.59, tourist's perceived mean 4.62 then 

tourist' s sat isfaction 0.03mean . 

Researcher: Ayinalem Kebede, 2013/2014 Page 63 



.' 

) 

"Assessment ofTOllrists sati sfaction: The Case of Hawassa City Resort Hotels, Hawassa, Ethiopia" 

Lewi Resort hotel Empathy: Empathy product and service quality measurement dea ls 

with the way of caring to the tourists .first, give individual attention to the tourists 

expectation mean 4.16,tourists perceived mean 4.26 then tourists satisfaction 0.0 I mean. 

Second, caring fashion expectation mean 4.45, tour ist's perceived mean 4.52 then 

tourist's satisfact ion 0.07mea n. 

Gezahegn and Elfnesh Resort Hotel Empathy: Empathy product and service quality 

measurement deals with the way ofcaring to the tourist's . First, give individual attention 

to the tourists expectat ion mean 3.88, tourists perceived mean 4.04 then tourists ' 

satisfact ion 0.1 6 mean. Second, caring fashion expectation mean 4.2 1, tourists perceived 

mean 4.33 then tourists satisfaction 0.12 mea n. 

In Hawassa city Resort Hotels Empathy: Empathy product and service quality 

measurement deals with the way of caring to the tou rist's in the city of Hawassa resort 

hotels has two parts, first, give ind ividual attention to the tourists expectation mean 4.12, 

tourists perceived mean 4.26 then tourists' satisfaction 0.14 mean. Second, caring fashion 

expectation mean 4.41 , tourists perceived mean 4.49 then tourists satisfaction 0.08 mean. 

Generally in the city of Hawassa resorts hote l have highest mean score tourist's caring 

methods. This shows that in Hawassa city resort hotels tourists expectation is less than 

their perceived amount so there were satisfied touri sts. 
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Table- 21 : Over all tour ists' expectation and perceived satisfactions towards product and 

service quality 

Five Dimensions Expectation mean Perceived mean 

I.Tangibility 4.26 4.38 

2.Reliability 4.19 4.33 

3. responsiveness 4. 19 4.35 

4.Assurance 4.32 4.45 

5.Empathy 4.26 4.37 

Over all mean score 4.24 4.37 

Source: Researcher work: 2013/2014 

Over all tourists expectation mean on assurance (4.32), perceived mean (4.45), it is the 

highest mean score service quality of others product and service quality dimensions then 

flowed by tangibility mean (4.26) ,perce ived mean (4.38),empathy mean (4.26), 

perceived mean(4.37), responsiveness expectation mean(4.l9) , perceived mean (4 .35) 

,reliability service quality measurement dimension has the less mean score rrom others, 

the expectat ion mean (4.19), perce ived mean (4.33).this indicate that, tourists expectation 

is less than tourists perceived amount on product and service quality so all tourists are 

steadied with quality product and service ofres0l1 hotels. 
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"! 
Figure-8: Five dimension of overall tourists expectation and perceived satisfuction 

towards product and service quality in the city of Haw ass a 

' ... Tourist level of expection and persived level of stsafion in product andservice 
quality 

Dimseionof Product and service quality 

Source: Researcher work: 201312014 

~Expectation mean 

~Perceived mean 

Table-22: Servqual gap between tourist's expectation and perceived satisfactions towards 

product and service quality by tourist's aspect 

Five Dimensions Expectation mean Perceived mean Servqual gap 

I.Tangibility 4.26 4.38 0.12 

2.Reliability 4.19 4.33 0.14 

3. responsiveness 4.19 4.35 0.16 

4.Assurance 4.32 4.45 0.13 

5.Empathy 4.26 4.37 O. \I 

Over all mean score 4.24 4.37 0.13 

Source: Researcher work: 2013/2014 
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SeJ\V.guld gap !has measured t0urist's satiisifaatii0D 10D 'se!W[oe ''i)uality I(j)f reS0l1! lllC!ltels in 

Hawassa city m0m t0urist'~ ,side, ~1W';!Ual .'gllP is liletweeD ~he levels <of t0ur[st'l; 

expectati0D ,and per.ceiw.ed 10i1'r.es0J1t b0tels <Quality 'se!W[ce :and pr.oduct. r.esp0nsiw.eness 

'SelW.equai :gap ~c@r.e is lhi~hest mean«((l.1l6»,lWillin,gness f0r be~in,g t@urist's:and deliw.ery 

p1\0m0ted ~lWie.e to ilie [0urists ilien lfulllmv.ed by r.eliabiliity mean 1~U.4((ability t@ gain 

pr';'mlsed ~elWice quaiity~,ass.urance ((i).1l3meall(IIQllC!lwlledge :and 1C0uJ1tesy 10f 

empl@y.eesMangu.1lility meanU 2(apperu:ance I(j)f physica3 facility, .eguipment~ :and 

r.empatlby mean IO.II(ilhe lle¥el <of ICaTffig lFaiis0n ((1)f rndiiVidual attentli0n ((1)f t0UriSt'~, m0m 

iliese P0int ilie r.esear.eher iC0noluded bt in Hawassa ICity r.eS0J1t b@tels ilieJ1e :aJ1e ~atlis!tiied 

[0urist',S ,since iIhe lle¥el 10i1' t0urist·'l; pr.eiVised 'satlis!factii0D had gr.eater ilian t0uristS 

apectatli0D abGm quality I@fpmduct :and 5elWice quality. 

Figure- '9: 'SelW"!Iual :gap !between tourist'~ leJqlectatli0n ;and pellcei¥ed ~tisfactli@ns 1!0w81lds 

pr.oduat and 'selWice quality. 

-

SERVQU~L ga;p 

• 'SBRVClUALl8'\p 

I@ .. Z 
0.it5 
ID..it 

'~t2 0.14 0.16 *11-((i)j{ilS 0.13 
I@ 

IHenClei~ed 4.38 ,4.33 4.35 14/45 4.3il 
mean 

IE~peotation 4.26 4 .19 4.~9 4.32 14.26 
Imean 

iT.angibil ity IReliabilit,v IResp.onsivenes , /Assurance Em'pathy 
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'fable-23: O!.<erall pmduct and sew'ce <quallity (of tourists Satisfaction in Hawassa oity 

mesort hotel 

O;ver all pmduQt and sow'ce 'ilua!liity 'satisfacti<i)Ds in Hawassa city Mean 

OYer :a!Il ·sewioe 'luallity (deli;very of employees in Hawassa (cIty resort hotel 3.45 

O;ver all ·sewioe quallity ·sat'sfaotions (of Itourist's in Hawassa city lIlesort IO_B 

hotel 

O;vetaU 'sewioe quallty satisfaction of tourist's in Hawassa oity resort hotel I. 79 

Souree: ReseanoherlWoJik: 2(l1312(l14 

'f.able23: ·show ithat lover a'll ser;vioe quality deli!.<ory of e.lIl,Ployees in Haw.assa mesoI1t 

hote1s mean3.4:5, lo!.<er :a1l sONioe quality le;v.el (of [ow-ist's satisfaot'on in Hawassa city 

resoI1t hotel mean (1.1 3, /iina!lly m'er.a1lle;vel of[ourist'·s :sewice <qua1ity saliisfaoliic)D le;v.el 

in Hawassa oity resort hote1s mean I. 79 so in Haw,assa ICity lIlesort hotel ttihere are satismed 

[0 urists \With pro.duQt ,and ser;vice 'iluallity-

figure .olIO.: Oveta!ll pnoduQt ,and ser;vice quality 'Satisfaoliion oftoruiisfs in Hawassa city 

resort hotel 

o:v.eniU 5e""iice ",uatily or tourist .. tsafction iin Bawassa (lily lteS~ot Ihotels 

~eIWlce (quality 
·satisfaction (of 

o e.all mAam;-ts in l1I.wass. 
,M:f ,_ !p.r~' , I trbSort [hotel 

,and S.CTlVloo. (gua'll 33% 
'satlsfactlOns of--'~!.----","" 

tourJsts iin !H..awassa 
.city .",soIl! hotel 

.3% 

SOllnce: R!eseancliler IWOIik: ~(l13/~(l14 

Researcher: Ayinalem Kebede, 2(l!l3/20H 
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"'''IPJ oyees in 
IH.awassa (city 
''''S0Il! Ih 0teJ 
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4.6. Factors Affecting Tourists Satisfaction 

Table-24: Resort hotel standard factors 

Name of resort hotel Resort hotel standard factor 

Wo rd of mouth Price Accommodations Cleanliness & 
& resort hotel leve l premises mean reputation of 
location mean mean resOli hotel 

mean 

Haile resort hotel 4.31 4 .1 0 4.00 4.34 

Lewi resort hotel 4.32 4.34 4.29 4.38 

Gezahegn and Elfuesh resOli 4.30 4.17 3.88 4.38 
hotel 

In city of Haw ass a 4.3 1 4.20 4.04 4.36 

Over all Resort hotel 4.18 
standard factor Mean 

Source: Researcher work: 2013/20 14 

Haile resort hotel standard factor: Reso rt hotel standard factors has four parts, first , 

accommodation premises of reso rt hotel standard factor4.3 I mean, second, price of resort 

hotel standard factor 4.1 Omean, third, word of mouth & resoli hotel location standards 

factor4.00mean and c leanliness & reputation of resort hotel standards 4.34 mean, in this 

resort hotel tourists sat isfaction highly affected by cleanliness and reputation of resort 

hotel. 

Lewi resort hotel standard factor: Resort hotel standard factors has fo ur parts, first, 

accommodation prem ises of resort hotel standard fac tor 4.32mean, second, price level of 

reso rt hote l standard facto r 4.34mean, third, word of mouth & resort hotel location 

standards factor 4.29 mean and c lea nliness & reputation of reso rt hotel standards 4.38 

mean. This resoli hotel touri st's satisfaction highl y affected by clean liness and reputation 

of reso rt hote l. 
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Gezahegn and Elfnesb resort standanl factor: Resort IlOre! standard Iilcrors has fuur 

p.arts first, accommodation premises of resort litore!standanl motor 4.30mean, second, 

price lev.el of resort Iitorel .standanl factor 4.17mean, tbiId, word of mouth & resort hotel 

lo.eation standards factor] .88mean and cleanliness & repl1tation of resort hotel standanls 

4.38 mean. This resort holel tourists satisfaction litigbly atfected by cleanliness and 

l\ejlllltation of resoJt litoleL 

In Hawassa city RSOrt botel standanJ factor. In Ihe city of Hawassa resort horels 

standard has (our parts first, aCCl!l1DlOOdation premises of ~esort litorel staruiaJd factor 

4.3lmean, second, price lev.el of resort IlOtel standard factor 4..20meam, lhird, wold of 

molllh & resort litolel location standanls factor 4JJ4mean and cleanliness & I\ej1l1tation of 

resort horel standards 4.36meam.Gooeraly in Hawassa city resort botels wurists 

satisfaction litighly alfeoted by cleanliness and repl1tation of Ihe resort litotels. 

Figure-II: Resort Iitotel ·standani factors 

4.5 -,------------------
4,4 +--------------
4.3 
4.2 
4.1 

4 
3.9 
3.8 
3.7 
3.6 

Source: Researcher wolk: 2613/2014 

Researcher; Ayina1em ~ede, 2013/2014 

• Haile resoIt hotel 

• Lew; resrut hotel 

• Gezabego and BfueSb 
resmtbotel 

• In city "fHawass. 
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Table-25: Resort hotel Facility h1ctors 

Name of resort hotel Resort hotel fac ility factor 

Electronic Meeting Front desk Free Additional 
key cards & hall & staff & online parking Facility/Spa, 
safety boxes laundry reservation & light of swimming 
mean service mean parking pool..! mean 

mean mean 

Haile resort hotel 4.03 4.24 4.07 4.29 4.31 

Lewi resort hotel 4.32 4.39 4.26 4.22 4.25 

Gezahegn and Elthesh 3.78 3.95 3.88 4.17 4.04 
resort hotel 

In city of Haw ass a 4.04 4.19 4.07 4.22 4.2 

Over all Resort hotel 4.14 
Facility factor Mean 

Source: Researcher work: 2013/2014 

Haile resort hotel Facility factor: Resort hotel faci lity has five parts, first , electronic 

key cards & safety boxes facility factors affect tourists satisfaction 

mean4.03,second,meeting hall & laundry service facility factors affect tourists 

satisfaction mean 4.24,third,fi·ont desk staff & online reservation resort hotel facility 

affect touri sts satisfaction mean 4.07,fourth,fi·ee parki ng & light of parking facility 

factors affects tourists satisfact ion mean4.29 and fi ft h, additional facility(spa ,swimming 

poo l)factors affect tourists sat isfaction mean4.31. 

Lewi resort hotel Facility factor: Resort hotel facility has five parts, first, electronic key 

cards & safety boxes facility factors affect tourists sat isfaction mean4.32,second meeting 

hall & laundry service facility factors affcct tourists satisfaction mean 4.24,third,front 

desk staff & online reservation reso rt hote l facility affect tourists satisfaction mean 

4.26,fourth,free parking & light of parking facility factors affects tourists satisfact ion 

mean4.17and fifth, add itiona l faci lity(spa, swimming pool)factors affect tourists 

satisfaction mean4.25. 
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Gezabego and Elfnesh resort hotel Facility factor: Resort hotel fucilily has five parts, 

first, elecironic ~y cards & safety bo"es fucility fuotors affect tourists satisfuction 

mean3.78,second,mecting hall & laundry service ifucilily fuctors affilot tourists 

satisfuotion mean 4.19,fIIiirld,front desk staff & online reservation resort hotel ifucility 

affuot tourists satisfuction mean 3.88,forudJ,free paricing & light of parillog fucility 

fuctors affuots tourists satisfuotion mean4.17 and fifth.. additional ifucility(sjm ,swimming 

JiOOI)fuctors affect tourists .satisfilction mean4.31 

In Dawassa city resort h6tel Facility fact6r: In the cily of Hawassa Resort hotels 

facility bas five parts, first, eloolronic ~y cards & safety bo~ fucilily fuctors affect 

tourists satisfuction mean4.04,seoomd,mecting baU& hood!)' service fucility fuctors alfect 

tourists satisfaction mean 4.19.tI1ird.front desk staff & online reservation resort botel 

fucility affect t.ourists satisfuction mean 4J17,fuurtb,free paJ1king & light of parlillig 

ifucility fuctors affuots tourists satisfaction mean4.22 and additional fucility(spa 

,swimming pool)fuotors alrect tourists satisfuction mean4.2.tbis indicate that tourists 

b,ighly affeoted by /Tee parking & light of paJ1king resort hotels ifucilily factors. 

figure-12: Resort botel ifucilily fuctors 

4.5 '===:::;::========= 4A +-
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Source: Resean:llerwooc 2013/2014 
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Table-26 : Reso rt hote l internet access factors 

Name of reso rt hotel Reso rt hotel internet access factor 

Price fi'om Informat ive High speed 
resort hotel web hotel web site internet access in 
site mean mean room& public 

area mean 

Haile resort hotel 4.2 1 4.07 3.62 

Lew i resort hotel 4.16 4.19 4.06 

Gezahegn and Elfnesh resort hotel 4.04 4.13 4. 13 

In city of Haw ass a 4.13 Q 13 3.93 

Over all Rcsort hotel internet 4.06 ADDIS ABABA UNIVERSITY 

access factor Mea n AlCAKI CA.MPL'3 LIBRARY 

Source: Researcher work: 2013/2014 

Haile resort hotel internct access factor: Resort hote l internet access factors has three 

parts, fir st, price from reso rt hotel website internet access factors affect tourists 

satisfaction mean 4.07, second, in fo rmat ive resort hotel website internet access factor 

affect touri sts satisfaction mean 4.19 and third, high speed internet access in room and 

public place internet access factor affect tourist's sat isfaction mean 3.62. 

Lewi resort hotel internet access factor: Resort holel Internet access factors three parts, 

first, pr ice fi'om reso rt hotel website internet access factor affect tourists satisfaction 

mean 4.16, seco nd, informal ive reso rt hote l wcbsile internet access factor affect tourist 's 

satisfaction mean 4.19 and third, high speed intcrnet access in room and public place 

internet access facto r affect tourist' s satisfact ion mcan 4.06. 
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4.7. Open E nded Questions and Answers 

4.7.1. Haile resort hotel 

Are you satisfied with Resort Hotel product and service Quality? 

On Haile resort hote l most of th e tourist' s, are sat isfied because of different reasons. 

Around 58.83% of the tourists were sat isfied with the po int of friend ly staffrelationsh ip . 

The others evaluate their satisfaction level w ith the gift of the nature ins ide the resOJ1, 

and these are co unted 29.1 3%, 11.87% of the tourists were sat isfied because of different 

reasons such as accessibility of the resort hotel (transportation to the c ity center) quality 

service provisio n of the resort hotel, habit of acceptance of foreigners ,way of customer 

hand ling, fair internat iona l knowledge regarding how to manage the leve l of tourists 

satisfaction and also they evaluate their experience and expectation level, They expected 

litt le they got equal w ith their expectation, Genera lly the tourist' s evaluate their 

satisfaction with their different categories, so inside Haile reso lt friendly staff 

relationshi p is good qua li ty of the reso lt hote l. 

How can it be improved quality of product an d service in the Resort Hotel? 

On the comment area aro uncl,42.9% of the tourists were raised idea on the internet 

connection or Wi-Fi service inside the room or on the service delivery area, So the 

internet service need some improvement in acld ition to that the others. 20.6% also suggest 

on the active service way of service delivery system that it may cause o f high nu mber of 

tourist's the reso rt area but that it was better to add some employment rather than to be 

late.36 .5% of the tourists also gave comments on the quality of the water insid e the 

swimming pool area, because during night time the co lor is changed in-to brown have 

some insects. 
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4.7.2 Lewi resort hotel 

• Are yo u satisfied with Resort Hotel product and service Quality? 

In Lewi resort hotel around 57.78% of tourists has evaluated their level of satisfaction 

with the point of quality service delivery system and price level of the service. In addition 

to these, the natural environment of the resort hotel compound, especially on lake the 

area.20.3% of tourist's has suggested that they were sat isfied with exce llent staff 

relationship with the tourist'ss.27.9% of the tourist's eva luated their satisfactions with the 

point of enteltainment( night events), additional serv ice(spa, swimming 

pool),geographical location of the resort area, job opportunity to the local community 

through training and fantastic design of staff physical appearance. These are the good 

quality ofLewi resort hotel. 

How can it be improved quality of product and service ill the Resort Hotel? 

50%oftourist's has commented on the area of keep it up and cou ld be counted like these 

to get more satisfied tourist'ss,28.6% of tourist 's has suggest on the price level ofLewi 

resort hotel, specia lly, which is not fair for domestic tourist 's, The speed of internet 

access also have less connection on service as we ll as room, the employee also needs 

some short term training on customer handling, preparing Var ity of dishes:21.4% of 

tourist's commented on the natural environment and maintenance of electronic materials. 

Generally Lewi resort hotel sho uld with continue the positive side and re-arrange the 

negative ones to ga in more number of sat isfied tourist 's and for better profit. 

4.7.3 Gczahcgn and Elfnesh Resort Hotel 

Are you satisfied with Resort Hotel prodnct and service Quality? 

67.1% of tourist's has satisfied w ith geographical locat ion of the resort hotel, they have 

evaluated their level of satisfaction with service quality( modernized material), resort 

hotel facility have good opportunity for adding va lue for leve l of satisfaction, 32.9% of 

tourists are satisfied because of good comfortable environment, So, shou ld be continued 

for better success .pr ice level, costumer handling, good recreation area ,open vegetation 

and attractive light cover ing style is good quality of the resort hotel. 
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How can it be improved quality of product and service in the Resort Hotel? 

Gezahegn and Elfilesh reso rt hotel 30.6% tourist 's has commented on the area of 

techno log ical material, like better to give tra ining fo r the employee about the va lue of 

techno logy and ho w to use efrectively and less internet access.38.8% of tourists has 

suggested on the promot ion and advertisemcnt area, because this resort is new resort. Not 

working for long time need some advisement for getting high number of 

costomers.30.6% of tou rist's commented to upgrade quality of meal, chairs 

sophistication, area cleaning and preparation of parking area (cars set simply under 

three) ,So, the responsible bod ies should try to so lve these problems for effect ive market 

control in the city of Hawassa. 

4.8. Interviews with Resort Hotel Ma nagers 

4.8.1 Haile Resort Hotel Manage r 

Do you regular ly o rganize meeting w ith tourists group to learn about their needs 
factor, ideas of satisfaction? lfnot what is the reaso n, how do you develop? 

Haile resorl holel manager Mr.Melkamu Mekonone said thai he has been dealing 

regularly on meeling wilh different lourisls groups, evalualion o/Ihe resorl holel service 

and Ihe/actors Ihat affect, Ihe level o/tollrists satisfaction. As per the manager, the main 

objective 0/ this resort hotel is deliver quality produci and service to the tourist 's 

Generally sllch kind 0/ meeting held during the time 0/ pick season because there is high 

number of flo w tourists 10 Ihese resorl hOlelthey gel more idea fro 111 differentlollrisl 'so 

Does management reward those employees who del iver the service contribution leve l 

of tourist's sat isfactions? How? 

AI Ihe same time manger of Haile resort hOlel said Ihal they reward their employees 

based on good peliorll1ance thai Ihe employees contribules 10 Ihe resorl hOlel. This can 

be done by supervision managers or other responsible bodies like formal 

acki1owledglllenl, lI'rillen apprecialion Leller by giving some incentive 10 Ihe empLoyee 

and lIsing other type of rewarding Jystem. These kinds of rewarding syslem are good in 

order deliver quality service and have qualified employees. 

Researcher: Ayinalem Kebede, 2013/2014 Page 79 



o 

o 

"Assessment of Tourists sati sfaction: The Case of Haw3ssa City Resort Hotels , Hawassa, Ethiopia" 

Do yo u make recommendations to tourists about the product and service of the resort 
hotel and also how to measure the tour ist's sat isfaction and service qua lity in the 
resort hotels? 

Haile resort hOlelmanager recoil/mended Ihal, Ihe service and the product the tourists 

recommended on reservation desk or inside rooll1s wrilten material are available these 

help the tourist's know more abollt the service of Ihis resort hotel, specialty on the point 

of tourists satisfaction level and service for better tourists satisfaction. In this resort 

hotel, the tourist 's satisfaclion can be measured in different perspective like word of 

mouth; close friendly stajJ relalionship with the tourist's, guest cOlI/ment card, tourists 

sent comments on internet website and direct contact. 

• Do you have an introduction program for new employees concerning the importance 
of satisfied tourist' s? I-low can hoteliers im prove the leve l of tourist's satisfact ions to 
ga in more profit? 

Mr.Melkamu Mekonone said thai, a lot of time, the resort hotel did such things with ne w 

employees like operations program since wilhout knowing these it will be difficult to do 

perfect task. The first task for new employees is to take short term training abollt the 

service qua/ily, facility of Ihe resort and living clI/ture of Ihe society. These can be given 

through SOP (standard operating procedure) of Ihe resort hotel and other things such as 

formal operation and reading lI1alerial are available in Iheir hands. The hoteliers can 

measure tourist's satisfaction through different methods evaluating the attitude ofstajJto 

the tourist's. The management bodies with staff and tourist's, the quality service we 

provided to the 10W'ists is qualified or (value for what has paid) and the good team spirit 

of working environment. 
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4.8.2. Lewi Resort Hotel 

Do you regularly organize meet ing with tourists group to learn about their needs 
factor, ideas of satisfact ion? Ifnot what is the reason, how do you develop? 

Mr.Aron kassaya said that, they do have different techniques to collect the need, IVants, 

tourist's satisfaction and complaint of their custOiners. To mention some of them, to the 

customer, during reservation, they try to identify their specified request: that means the 

purpose of their stay (if they are for honeymoon or etc) in order to treat them as per their 

expectation. They do have also forms, comlilent book and grading service level and their 

satisfaction. They do have in evelY 1'00111 a general front desk service evaluation format: 

and on F & B service dept. aforma! that evaluates the taste of the food, service etc. and 

at check-out they do have a cOlilment book on the front desk so that tourists can write 

their feelings. At the same tilile the receptionist or front office desk staff ask(holV their 

stay was in the resort) and accept comments and write complaints on their complain note 

book. 

Does management reward those employees who deliver the service contribution leve l 
of tourist's satisfaction s? 11ow? 

Manger of this resort hotel identifies that, they have staff evaluation format is customer 

oriented one. EvelY 1110 nth, there is a reward called 'elilployee of the month' This through 

evaluation. these collect feedback from their custolilers, on the comment forms mention 

the service delivery person name, approach application and accordingly mark is given to 

the staff and with his direct supervisor's evaluation, reward, promotions and other 

benefits are offered to employee of the resort. And this motivates the staff to increase the 

level of service and cllstomer satisfaction in general. 

• Do you make recommendations to tourists about the product and serv ice of the resort 
hote l and also how to measure the tourist's sat isfaction and serv ice qual ity in the 
resort hotels? 

Mr Aron said, they do have different methods and options of service to tourist are visiting 

their resort. For instance during reservation they sale one room in three or more options 

in relation to the demand of the t01lrist's, depending on the pUlfJose of tourists visit. 
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Tourist's use, if they want to lise all our service (facilities wilh }it/I complementary), or if 

Ihey wanl only food and breakfasl .. . elc. They develop new faci/ilies even lime to add lip 

on the satisfaction of tOllrist 's and upgrade their quality of service as per the requesls of 

their tourist's and to measllre the Tourists satisfactionfrolll their guest comment analysis 

datafrom the dijJerent cOl1lmentformats addressed to our guests. 

Do you have an introduct ion program for new employees concern ing the importance 
of sat isfied tourist's? J-Jow can hoteliers improve the level of touri sts satisfactions to 
gain more profit? 

As manager of this resort hotel identified, tlie resort has a training and development team 

that work on the developmenl staff skill and on job training of the employees Introduction 

for and pre job awareness program of the job is offered. On this tillle the tourist's value 

for the business and for themselves is clearly showed. The general historical development 

of Lewi resort hotel from where to where, its vision, mission and goals are clearly 

specified. If their guests are satisfied the market voilime I rise and this directly increases 

the profit. I ADDIS ABAIl. A . UmVERSlTY 

AKAKI C,v:.::rC::; LIBRARY 
4.8.3. Gezahcgn anl! Elfncsh Resort Hotel 

Do you regu larly organize meet ing with tourists group to learn about their needs 
factor, ideas of satisfaction? Ifnot what is the reason, how do you develop? 

NIr Henock Almayehu resort manager of Gezahegn and Elfnesh resort hotel said that as 

per the reglilarly meetings with group of tourist's, they did not yet organize such treating 

progralll before, because of deferent reasons: like that of the resort hotel working seven 

or eight month ago. So during this time the responsible bodies were busy on the area of 

advertising resort hotel conslrllction, permanent employee recruitmenl, customer 

handling, shari termlraining and olher business selllellleni of the resort hOlel. However, 

since one or two month the resort hOlel has slarted such lhings with some groups of 

tOllrisls and also dealing with lhe issues of res or I hOlel service and tourists satisfaction. 
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Does management reward those employees who deliver the serv ice contribution level 
of tourist's satisfactions? How? 

Manger of Ihis resort also said Ihat, Gezahegn and Elfnesh resort hotel management 

bodies rewarded their employees with different aspecls like formal appreciation when 

they are doing Iheir lask in good manner orally, Ihrough different staff meetings, best 

model or through evenl program of employees of the resort hOlel, half of the year 

employee cerlification or recognilion program. The resorts selects the best aclive 

employee and give recognition to him or her by evaluating specialty of the employee 

doing to the resort and evaluate immediate supervision managers. 

Do you make recommendat ions to tourists about the product and service of the resort 
hotel and also how to measure the tOll1'ist's satisf:1ction and service qua lity in the 
resort hotels? 

A1r Henock Explained, that, the tourist's get more information about the resort hotel 

service andfacilities when the need it or during reservation lime. They can arrange their 

selection process based on their interest. The resort hOlel provides beller service to Ihe 

tourists wilh qualified employees like in reslauranls and room. The kitchen is located also 

in front of tourists that they can easily order and take their food immediately; they are 

much interested when they are watching the preparation process. How to measure the 

level of satisfaction of the tourists, the resort hotel has evaluate by immediate response 

from the tourist 's which are using the resorl hotel service like through customer feedback 

card, nighl event program and their level of salis faction of the resort hotel. 

Do yo u have an introduction have an introduct ion program for new employees 
concern ing the importance of sat isfied tourist' s? How can hoteliers improve the leve l 
of tourist's satisfactions to gain more profit? 

On the last interview session, manager of this resort hotel said, ajier the new employee 

enters to the staff or end of selection process, the resort hotel do addilional task on the 

new employee, like short term training program, by hotel staff, cohering bodies or invile 

other professionals ji-om hotel management association. Currently 20 staff members are 

on training process the other introduction is formal orientation about the resort hotel 

service and the level of tourist's satisfaction. The hoteliers improve the level of tOllrist 's 
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satisfaction through different methods, the main objective of the resort is to serve tourists 

of resort hotel, so the resort hotel ready to serve them rather than simple gain profit. 

4.9. Resea rcher Observation 

4.9.1. Haile Resort Hotcl 

Haile resort hotel is one of the reso rts located in the city of Haw as a and also play big role 

for the development of resort hotel industry. Ha ile resort hotel development good quality 

service for the tourists domestic and international, like that of have good room serv ice, 

food and beverage, product service, accessib ility, quality of resOIt hotel neatness and 

cleanses of reso rt hotel (inside and outside of resOIt hotel compounded and recreational 

area), employee of resort hote ls are educated and sk illed in their profess ion, This also 

helps the tourist' s level of satisfaction. On the other hand, there were some negative 

facto rs which can affect the leve l of tour ist's satisfaction. For instance, less quality of 

water in swimm ing poo l, less quality of cha irs around lake side of resort hotel, lack of 

act ive interaction of employees, lack of effect ive internet access in the service area and 

in-side the rooms and lack effect ive management system for the transportat ion 

arrangement and the price level of the resort hotel. 

4.9.2. Lcwi Reso rt Hotel 

Lewi reso rt hotel was the other resOIt hotel located in the city of Hawassa and like that of 

Haile resort hotel plays dominant role for the development resOIt hotel industry in the city 

of I-Iawassa. Lewi resort hotel employees are profess ionals or skilled regard ing how to 

serve the interest of tour ists and their sat isfaction with quality service delivery system, 

access ible to the center or main city, have quality food and beverage and active delivery 

system and excellent natu ral gift in the resort area. On the other side, the negative part of 

this resort hotel is lack of quality water on swimming poo l area (tree leaves fallen in to 

the water), lack of effective internet access in the public area, lack of effective hand ing 

system in check-in and check-out time. 
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4.9.3 Gezahegn and Elfncsh Resort Hotel 

Gezahegn and Elfnesh resOlt hotel is another reso rt hotel located in city of Hawassa it 

started resolt hotel wo rking in thi s year seven months ago nowa day's things are changed 

a lot. The owners of this resort hotel are the famo ll s ate ltes Gezahegn and Elfnesh: For 

that reason tourist's co me on different times. Excellent quality service to the tourist's 

starting fi'om reservation, good handling system; rooms ca lled villa because of ground 

construction system. Ins ide the restaurant the kitchen is in front tourists, compound ofthe 

resort hotel is good for the tourist's. The negat ive parts of this reso rt hotel are: Less 

transpoltations access fi'om main city, active delivery system of service to the tourist's 

and less internet access in s ide resort hotel. 

4.9.4 Resort Hotcls in Hawassa City 

Resort hote ls located in the city of Hawassa and serve lip to four years, except Gezahegn 

and Elfilesh resort hotel. In addit ion to these reso rt hotels more are under construction, 

those reso rt hotels, de li ver quali ty serv ice to tourists, employees are sk illed. Gezahegn 

and Elfnesh resolt hotel did not have permanent manager even for six months, less 

internet access in all resort hote ls, less access of transportation system and less 

community service . 
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

5.1: Conclusion 

On this study summaries of main finding have drawn great value for the development of 

resort hotel industry in the city of Hawassa. Tourists expected much and they perceived 

as they want, so there were satisfi ed tourists with product and service quality of reso lt 

hotels. [n addition to that it emphasizes the factors that affecting the tourist's satisfaction. 

So almost all resort hotels provided the same service to the tourist's except the setting 

arrangement and the number of beds rooms and meeting hall service. On the quality of 

service provision to the tourist's they have di ffe rence like the delivery system of 

employees for the tourist's, the expectat ion level of tourists with the perceived service 

quality. 

Service qual ity delivery system of employees was pre fect on the area of assurance, so 

employees of resort hotels have req uired sk il ls and knowledge that is necessary to 

perform service quality task. Perceived service quali ty are more than tourists expectat ion 

level about product and service quality of reso rt hotels, all tourists who are using resort 

hotel service in the city of Hawassa are sati sfied tour ist's wh ile identi fy ing some factors 

that affect tourists satisfact ion in resort hotel specially tourists highly affected by reso rt 

hotel standard !actors. 

The Studies show that customer satisfaction may have direct and indirect impact on 

business results.(Yeung, 2002) concluded that customer satisfaction positively affects 

business profitability. The majorit y of studies have in vestigated the relationship with 

customer behav ior patterns (Soderlund, 1998) According to these findings , customer 

satisfact ion increases customer loyalty, influences repurchase intentions and leads to 

posit ive word-oF-mouths tourists satisfaction directly linked with business profitability. 
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In this case, resolt hote ls in the city of Hawassa gave more focus on the tourist's 

satisfaction rather than gain more profit since if they have more satisfied tourists then 

easily they can get profit. Generally in the city of Hawassa there were satisfied tourists 

and some factors affect product and service quality of resort hotels in Hawassa city. 
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5.2. Recommendations 

The study conducted on the c ity of Hawasa resort hotel on the level of tourist's 

satisfact ion. in order to deliver best service to the tourists and to create more delighted 

tourists Hawasa city resort hotels have to provide better services. There for, I recommend 

the following actions:-

5.2.1 Recommendation for Hailc Resort Hotel 

Haile resort hotel recreational area (lake s ide) chai rs do not fit with the standard of 

resOlt hotel, so that the quality of chairs needs improvement. 

On the entrance doo r of resort hotel there was bajaj transportations serv ice takes 

much payment. That creates a bad image fo r the resort hotel and minimizes the 

sat isfaction of tourist' s. So, responsible bodies must control these act ivities, 

organized through sma ll enterprises transpoltation system and solve 

transpOlt ations payment system. 

• The level of active co-operat ion w ith in thc staff mcmbcrs is not smooth. 

Therefore, it is highly recommended that the staff should better interact and co­

operate each other. 

5.2.2 Rccommendation for Lewi Rcsort Hotcl 

Lewi reso rt hotel have less qua li ty of water in swimming pool area. So it is 

bette r to so lve quality water problem of the resort hotel. 

Less active de li very system fi'om employee' s side .So by giving orientation to 

the employees or through training, it is better to make it active for the tourist 's. 

Regarding with transportation system li ke bajaj service, the drivers take much 

payment fi'om the tourist's. It is better to so lve such kind o f problem discussing 

with them. 
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5.2.3 Recommenda tion for Gezhagen and Elfnesh Resort Hotel 

This resort hotel has no much number of tourists and full service for the 

tourist's. So, better to promote the resort hotel and prepare full product and 

service for the tourist's. 

Lack of effective transpOltation system. So the responsible bodies have to 

arrange that transportation system for the tourist's. 

5.2.4 Recommendation I-Iawassa City Resort Hotels 

There is a need to facilitate training for the employees of resort hotels 

regarding the issues of customer handling, delivery of quality service to the 

tourist's, and others in order to upgrad e the level of tourist's satisfaction. 

There is also a need to harmonize relationship between employees of resort 

hotels and management bodies with that co-operation so that, they can 

deliver quality serv ice to create more delighted tourists. Owing to the fact 

that Hawasa city resort hotel has a lot of potentia l and un-exploited natural 

resources. 
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APPENDEX-l Questionnaire for E mployees of Resort Hotel 

Dear respo ndent 

This questionnaire is prepared by Ayinalem Kebede who is a Masters student 

at department Tourism development, Add is Ababa University. The aim of this 

survey is to assess level o f to mist's satisfact ions in reSO ll hotels in the city of Haw ass a 

.Thus, I request yo ur kind cooperation to complete this questionnaire properly, and your 

genuine response is expected to improve the service quality and level of tourist 's 

satisfaction of reSOIl hotels industry in the c ity. 

Thank yo u for your kind cooperat ion! 
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Part I: Please tick (*) the appropriate box below 

• You are working: 

o Haile resort hotel o Lewi resort hotel 0 Gezahegn and E lmesh resort 

hotel 

• You are: 

o Male o Female 

• Your age is: 

o Below 16 0 16- 25 026 - 35 0 36 - 45 

046 -55 056-65 o above 66 

• Your educat io n Leve l is: 

o Elementary school OHigh school DUniversity (Co llege) 

oMasters 

• Your occupations are: 

o Unemp loyment 

o Manufactur ing 

DPhd 

o Student 

o Service Industry 

o Government 

° Commerce Industry 

o Profession work oother (p lease write ___ _ 

• Your Nationa lity is: 

c:::::JDomestic tourists (Ethiopian) o Afi-ican OAmerican 

c:::::J E u ro pean OAsian o Austra lian 

OOther (please write, ____ _ 
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Mcasurcment Scalc 

Level oftourist's satisfaction measure by rating scale of 1-5 level 

Exccllcnt-S 

• 

Good-4 

Fair-3 

poor-2 

lIot usc-l 
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Part-2:· Questionnaire for Employees of Resort Hotels Regarding Service Quality 

Measurements. 

Sca Ie item I 2 3 4 5 

No Tangibility 

I. Reso rt Hotel fac ilities 

2. Staff appearance & tid iness 

3. Attractiveness (external) and Internal decorations 

4. Room delivered to customers 

No Reliab ili ty 

I. Respond for requests 

2. Welcoming ofcustomers 

3. Orders done by staff 

No Responsiveness 

I. Speed of service 

2. Staff experience and professional ism 

3. Sta ff po I iteness • ifJA NJVJ RSn .ADA 
4. Giving info rmat ion oOering for service , 

C~ ~1P{ - i LIE ~a. 

No Assuran ce .. 

I. Resort Hote l atmosphere (calm) 

2. Effort done by staff fo r securi ty 

3. Price of serv ice 

4. Access ibility 

No Empathy 

I. Attention paid by staff 

2. ResOJi Hote l prev ision fo r customer necessit ies 

3. Staff flexibil ity 
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Appendex-2:- Questionnaire For tourist's (domestic and international) of Resort 

Hotel 

Dear respondent 

This questionnaire is prepared by Ayinalem Kebede who is a Masters student 

at department of Tourism development, Addis Ababa University. The aim of this 

survey is to assess leve l of tourist 's satisfactions in resort hote ls in the city of Haw ass a 

Thus, I request your kind cooperation to complete this questionnaire properly, and your 

genuine response is expected to improve the service quality and leve l of tourists 

satisfaction ofresOlt hotels industry in the city. 

Thank you for your kind cooperation ! 

Instructions 

In section one: tourists are going to measure service quality expectation and 
perce ived serv ice about resort hotel 

In section three deals with facto rs wh ich can affect the level of tourist' s 
sat isfaction in reso rt hote l. Pleas ind icate the t;1ctors which is highly affected to you . 
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Part I: -Please tick (*) the appropriate box below 

• You are using: 

o Haile resort hotel o Lewi resort hotel 0 Gezahegn and Elfnesh resort 

hotel 

• You are: 

OMaie o Female 

• Your age is : 

o Below 16 0 16 - 25 026 - 35 0 36 - 45 

046 -55 056-65 oabove 66 

• Your Education leve l is: 

o Elementary school OHigh school 

o Masters OPhd 

• Your occupat ions are: 

o Unemployment o Student 
o Manu facturing o Service Industry 

o University (College) 

o Government employee 
o Commerce Industry 

o Profess ion work oother (please write ___ _ 

• Your Nat iona lity is: 

oDomestic tourists (Ethiop ian) ClAfTican oAmerican 

o European D\sian DAustra lian 

oOther (please IVrite, ____ _ 
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Measurement Scale 

Level of tourist's expectation about service quality and perception about service quality 

measure by rating sca le of 1-5 leve l 

Excellent-5 

Good-4 

Fair-3 

poor-2 

not use-l 
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Section-one: Questionnaire For Tourists Regarding Service Quality in Resort Hotels 

Scale Items Measurement sca le 

1 2 3 4 5 
2. The Front Desk is Visually Appealing 

Expectation 

Perceived 
3. The Employees has Clean, Neat Uniforms 

Expectation 

Perceived 
4. The Room quality is Inviting 

Expectat ion 

Perceived 
5. The Shops Were Pleasa nt And Attractive 

Expectation 

Perceived 
6. The Outdoor Surroundings Were Visually 

Att ractive Expectat ion 
.f' -
P- Perceived 
e" 7. The resort hotel is Bright And We ll t: 

" Lighted Expectation f-o 

- Perce ived 
8. New & Modern Faci lities 

Expectation 

Perceived 
9. Service Completion 

Expectation 

Perceived 
.f' 10. Billing Issues - Expectation :0 
.~ 
"il Perce ived cG 

N 
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11 . Emp Ioyees Responded Promptly To My 
Requests Expectation 

Perceived 

Expectation 
V> 
V> 12. Informative Literature About The Hotel is " c: 

Provided Perceived " > .;;; 13. Check-In And Check-Out Procedures Were c: 
Expectation 0 Fast And Efficient 0-

'" ~ Perceived 
M 

14. Inst ills Confidence In tourists 
Expectat ion 

Perceived 
15. Tourists Feel Safe In The Delivery Of 

Services and security Expectation 

Perceived 
16. Tourists Feel Safe And Secure In Their 

Stay Expectation 

" Polite And Courteous Employees Perceived 
u 
c: 17. Have The Knowledge To Answer oj 
~ 

Expectation :J Questions '" '" ~ 
..; Perceived 

18. Gives Individual Attention 

) 
Expectation 

>. 
Perceived 

..c: 19. Dea ls With tourists In a Caring Fashion 
1;j 
0- Expectation 
E 

"'-l 
.,.; Perceived 
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Appendex-3: Questionnaire for Tourists Regarding Factors That Affecting Tourists 

Satisfactions in Resort Hotel 

Sca Ie item I 2 3 4 5 

Do Resort hotels standard factors affect level of tourists satisfactions? 

20 Accommodation premises 

21 price level 

22 Word of mouth and resOlt hotel locat ion 

23 Cleanliness of the hotel and Reputation of hotel 

Does Resort hotels facility factor affect level of tou rists satisfactions? 

24 Electronic key card and safety boxes 

25 Conven ience to meeting site and Laundry services & Iron ing 

26 Front desk staff on duty 24 hours a day and Fast on line 
reservat ions 

27 Parking area li ghting and Free park ing 

28 Spa ,swimming pool and additiona l faci li ty 

Does Reso rt hotel internet access factor affect level of tourists satisfactions? 

29 Best price from hotel website 

30 Info rmative hotel website 

31 High-speed Internet access in the room and public area 

32. Are you satisfied with Resort Hotel product and service Quality? 
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) 

33. How can it be improved qual ity of product and scrvice in the Resort Hotel? 

a 

.' 
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Appendex-4:- Interview Questionnaire for Resort Hotel Managers 

• 

• 

Do you regu larly organize meeting with tourists group to learn about their needs 

factor, ideas sat isfaction? [fnot what is the reason, how do yo u develop? 

Does management personally reward and suggests those employees who deliver the 

service contribution leve l oftolll'ists satisfactions? How? 

Do you make recommendations to tourists about the product and service of the resort 

hotel and also how to measure the tourist's satisfaction and serv ice quality in the 

resort hotels? 

Do you have an introd uction program for new employees concerning about the 

importance of sat isfied tourist's? How can hotelier improve level of tourist's 

satisfactions to gain more profit? 
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