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Abstract 

This thesis sets out to critically evaluate process and marketing management oj 

Addis Ababa Pilwoha, one oj a long established service providing firm ill the 

Country Observations and a well deigned questionnaire are employed, to do so 

Customers find Jew thing as per their expectation. The price is aJJordable & 

information is provided about Jacility location, though only in Amharic .the 

customers like to use the shower service & they are satisfied with the quality oj 

the soap. The outstanding problem is the long waiting hours. There IS a 

noticeable service inconsistency. Toilettes are not available in all rooms. The 

existing ones are not in proper condition. 

Waiting customers are left with out entertaining things, there is even lack oj 

chairs . The service consistency is also evident in cleaning the rooms, towels, 

treating customers, room conditions. For all these customers are ready to 

switch to another service provider the moment one is available 

') 



CHAPTER 1: INTRODUCTION 

1.1 Organization Background 

Eth iopia lies in the cardinal p a rt of the Great Rift Valley. It is virtu al\\-

bestowed with an Immense geothermal wealth as ye t untapped. Th is 

enormous opulence includes the innumera ble hot spring sources located. 

nearly in all its physical regions . 

The Addis Ababa SPA h as been established in 1889, during reign of Emperor 

Menelik II. Empress Taitu, Queen wife of the very sovereign, who on one 

occasion traveled ~rom t.he then capital, Entoto to Finfine, the actua l site of 

the spa, to bath in 'the natural hot springs. Delighted, she then,convinced her 

husband to move down to the Finfine locality, in which he agreed soon afte r , 

the foundation of a new capital had been here established. 

Gradua lly, the royal family, dignitaries, the a rmy and ordinary citizens settled 

int h e vicinities of Finfine, which meant "spring" or even "hot sprin g". Tents 

were , then, pitched to accommodate the royal family, and dignitaries, people 

commenced building houses. The army on forced their quarters in the 

surrounding a reas. 

The proponent of the project, the wise queen was happy and proud because 

the development of the various s ites h ad shown steady progress. 

. 
..:. . " 

/', .. 
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S he then called the locality cover ed with exo tic dai sie s, "J\ddis Ababa" Nc\\ 

Plower" . 

Immediately, in the same year, 1886, the construction of a palace, just above 

Pinfine, on a hill area, stared . 

Villages and hamlets m erged from all ,segments, plots of lands were <11 J 

segments, and plots of lands were a llotted to all who wished so Addi s, a new 

capita l fl ourished amids t hilly districts . 

Addis Ababa situated in the cen tral part of the ancient land: enjoys these 

viable and affluent natural sources, the hot springs. 

Located in the very hear t of th e metropolis, the Addis spa cen ter offers a 

commenda ble service to a ll groups of people who frequently visit this sanitary 

a nd recreational establishment. 

The modern facilities of the Addis Ababa spa meet the needs of its domestic 

a nd foreign visitors who come from the neighboring lands and from all over 

the world. 

As the Addi s Filwoha spnng h ave vanous curative, Characteristic chemicals 

a nd components that remedy a ilmen t which include rheumatism, gangren e, 

a rthritis, skin di seases and other maladies, it is quite popular a resort. 

The Add is spa center h as two m aj or sectors n amely the New Filwoha and the 
.. 

Finfinie wing the older segm ent.. 

" 
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1.2 Research Background 

Ethiopia is rare ly known for a well thought for, disciplined, scientific 

undertaking of business letting few exceptions aside to be fair. The purposl' of 

this research proposal is fetched from th is assumption. Ours is, once ~lg~lill, <I 

country where bus iness activities are undertaken conventionally even at times 

ha phazardly to say the least. This in m ind, the project writer tries to examine 

one of a long established service providing business in the country, Addis 

Ababa Filwoh a ,from t.wo critical angles; its processl m a nagement a nd 

integrated m arketin g management. 

Even if the project treats the two areas of the business separately it will be 

done to meaningfully intertwine one to the other separately .Simply put they 
, . 

are intended to accomplish a synergetic effect on the over a ll evaluation of the 

performance of the business. The ,integration of operations & marketing is 

long recognized as central to service business m anagement. 

First, the research focu ses on the marketing m ix of AAF. The writer believes it 

reasonable to s tart with the product (service) provisions, the cost of getting the 

service (its pricing), the location and h ow the offers a re bejng communicated 

to the customers. 

Next ,the focus shifts to the process management s ide of the business 

understudy, In order to avoid congestion s a t peak demand h ours and idle 

facility at other limes it fa kes a rigorou s forecasting of demand for serVices, 

capacity m a n agement, managing waiting lines by applying scientific tools are 

not issues to be considered optional. 

12 
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The re fore , a complete revis ion of th e ex isting bus iness of AAF wi ll be made if 

Lhe afo rementioned fac tors are used to de live r s uperior va lue to cusLOIl1 l"J"S 

a nd Lo ensure a competi~ive advantage for the service give r , i. e. AAF. 

1.2 Research problem 

As has been tried to pin point- this research undertaking aim to exami nl· 

two sides of AAF bus iness . First a rigo rous examination will be made to see 

if the 4P's of m a rketing a re managed in a n in tegrated manner to drive the 

u tmos t benefi t. Second, a rom~lete revision of the exis ting service process 

m a nagement will be give due ' attention to find out commissions that a re 

worth s ticking to & omissions that promise improvement in the future if 

committed. Given . the aforementioned general picture each potentia l 

problem areas a re dealt below.: 

AAF provides a hygiene kceping serVIce to its c ustomers. According to 

Messer's Fitzsimons, in their book Service Management, "service managers 

have difficulty identifying their product. This problem is partly a resul t the 

intangible nature of services, but it is the presence of the customer in the 

process that creates a concern for the total service experience"(lta lics min e-

page 19). Although the core service provided by AAF is hygiene keeping, is it 

presented, the writer asks a nd tries to answer, in a package to crea te a sen se 

of superior "total service experience"? 

13 



The fo llowin g c r iterions a re adopted from Messer's Fitzs im ons book to 

evaluate the service package of AAF 

1. Supporting Facility 

i) Location 

Is AFF ,cen trally located & access ible by public transportations? 

ii) Interior decorating 

Is th e proper mood established? Can it make customers stay patiently 

while waiting for the service? 
I , 

iii) 'Facility layout 

It there a natura l flow of traffic? Are adequate waiting areas provided? 

2. Facility Goods 

i) Quanti'ty 

Is the time customers are permitted to s tay in bath room lon g enough? 

i) Selection 

Are there enough variety of service levels to choose from as per the n eed a nd 

purchasing power of consumers? 

ii) Cons is tency 

Would the next customer ge t the same level of service as the one just before 

him? Could customers reasonably expect the same level of service a t a revis it? 

2. Explicit Services 

I) Training of service personnel 

Is the gate keeper, the -first man the cu stomer encoun ters, cu s tomer 

friendly? Wha t about the ticket seller? And cleaners? Does the person who is 

1-1 
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responsible for seeing customcrs are served in their arriving order clo so 

justly? 

II} Availability 

Cou ld customers get reservation s by telephoning? Is twen ty four hours 

service feasible and availa ble? 

III) Comprehensiveness 

Would customers ge t any thing different from what is offered elsewhere? Is 

there any thing missing or do custom er feel so? 
f , 

3. Implicit Services 

i)Attitude of service 

When customers do come is it because they have no other service provider or 

is it because what the service at AAF meant to them? 

ii) Atmosphere and wailing 

Are there things that m ade the customers waiting time bearable? (Such things 

as a TV to watch , music to listen and a magazine to read ... ) 

iii) Status 

What difference does it m a ke to come to AAF th an going a ny where else? 

iv) Sense Of Well - Being 

Would customers get out of bath rooms safe, sound and sati sfi ed or has they 

ever fa ll because of s lippery noors? Or get draught s tricken? 

v) Privacy & Security 

Do th e rooms en sure privacy of a bathing or s h owering customer? Could one 

get back valua ble items forgot ten in a room? 

15 



Unli ke prod uc t pric in g or mo re than product pricin g, it sen'ice cou n ter pan is 

a d demanding tas k. It is so fo r the di s tinc tive nature o f sen·i '.es . First , sen 'icc 

capac ity is a pe ris ha ble commodity. A bath room le ft u n tended r:as los t foreve r" 

the revenue opportunity of a washin g customer might bring: 

Second, ,again unli ke products that are stored in , wareh(Juses for future 

con sumption, a s ervice is a n inta ngible person a l experie nce t:,al canno t be 

tra n s ferred from one point of time to the next. .lnstead, a se rvise is produced & 

consumed s imulta n eou sly. Whenever demand fo r a service fa lls s hort of the , 

capacity ·to serve th e resul ts a re idle serves & facilities. Further, the variabili ty 

1I1 serVIce demand is quite pronounced, in fact, our culture and ha bits 

contribute to these variations. For example, most of u s wash on Saturdays 

and Sur:Idays. These variations create consumer waiting on these days a nd 

idle service a t oth er days of the week. 

Then, is the current pricing of the services at AAF account fo r weekday and 

weekend variations? By requiring a Saturdays a nd Sundays was her to do so 

for a higher price AAF can discriminate between a time -sen sitive bather a nd 

a price- sensitive cu s tom er who m ay shift his service demand to weekdays . 

Is the re any prac tice of m aking a portion of the capacity va ria ble? For insta n ce 

are rooms for bathing families let to a lone bather when not dem anded by th e 

former? 

Are reservation systems adopted by AAF to sell capacity in advan ce of u se? If 

so what is the cost of accepting an early reservation at a discount than to wa it 

and hope to sell the service to higher paying cu stomer? 

16 



What is being done to win customers in the marke t for hygien e-keep in g iJy 

AAF if at alP ls AFF centrally located & accessible by public tra nspo rla li ons? 

, 
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Part II: Process Managem ent 

As slated earlier fluctuation s in demand for service are d ifficult to cope wi til 

because th e consumption and produc tion of services occur simultaneously. 

Customers typically arrive at random & place immediate demands 011 the 

available wash rooms. If a ll wash rooms are occupied at the arrival of ~1 

customer then the customer is expected to wait patiently until a room gets 

vacated. Varying arrival rates & service time requirements result in the 

forma tion of queues (i :e . liI;les ~f customers waiting for their turn for servicc; ) 

the management of queues is a continuing challenge for service managers. 

For customer, the cost 0 f waiting is the forgone a lternatives of that time. 

Added to these are the costs of boredom, anxiety and other psychological 

distress . 

As a service providing firm the . writer will investigate if th ere is the 

understanding of the queue phenomena & application thereby at AAF. An 

understanding of a calling population, arrival process, queue configuration, 

queue discipline & service process provides insights & identifies management 

options for improving customer service. 

18 
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1.3 Research Objectives 

By undertaking the project the write r wants to achieve the followin g objecti\'es 

t·. , i 
~ . , 
- .' " 

, 

i) Look for the qua lity of service AAF provides its customers a nd 

find out if anything is missing from th e service package and 

bring this to light for future improvement. 

ii) Demonstrate the unique feature of service glvmg a nd their 

implication for demand m anagement a nd pricing services . 

iii) Show the impact a good servicescapes h as on employees and • 
cu s tomers and wha t a bad one would do to the organization 

under study. 

iv) Shade a light on h ow to communicate a n intangible good and 

the means to make it tangible in th e mind 's of the con sum er 

and there by dis tinguish one's offerings from what is available 

elsewhere. 

v) Bring to attention wh at a difference the a pplication of one of 

scientific m anagement tool, i.e . process m anagement m a ke to 

organizations like AAF. 

19 
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1.4 Research significance 

Thi s research undertaking, when finalized, is expected to bring the foll o\\" in g 

benefits both for the specific company under examination and others lh at 

closely and distantly resemble AAF' 

I) The organization can revise its current offerings a nd find out what IS 

missing from the package a nd stick to good practices and bring to the 

basket what is not there yet. 

II) Avoid the revenues lost forever from unused capacity by a proper 

demand forecasting and adjusting for the irregula rities of demand on 

weekdays and weekends. 

III) Eliminate confusion from t.he exis ting facility and bring order over 

wherever things seem went amiSS so that both customers and 

employees interact in a n attractive and friendly atmosphere. 

IV) Cope up with the difficultly of communicating an intangible service 

and do tangibilize it in the mind's of customers so that customers see 

AAF' service differently. 

V) Apply a readily available and a practically proven scientific 

management tool, i. e. queue model to minimize both the psychologica l 

and economic cost of waiting time on customers . 

20 



VI) Other se rvice providers such as banks, hotels, fuel stations can gel 

one or a ll of the benefits that would materialize from this undertaki ng 

to AAF. 

· , 

21 
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1.5 Research Methodology 

Th c nature of the s tudy a nd the objectives it meant to accom pli s h , th e 

wri ter be lieves, call for the following research m ethodologies 

i) Observation 

Th e writer h as made closer observation of business conduct at the premi sc 

of the organization for one week; for an hour a day . 

i) Questionnaire 

Through a well-designed ~uestionnaire, information IS solicited from I • 

customers . Every day a minim~m of 3000 customers visit Filwoha, ten 

percent of th em a re ' considered a representative sample. 

1.6 Research Limitation 

Lack of past researches conducted at AAF or any other similar organization 

deprived this project the opportunity of capitalizing from those findings. Due 

to lack of resources and the nature of the problem it was not possible to 

conduct a thorough investigation on the process side of the business conduct. 

22 
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2.1 The Role of Services in an Economy 

Services lie at the very hub of economic activity in any society. Infrastructure 

services such. as transportation and communication s ,! are ' the essential links 
• • 

among a ll sectors of the economy induding, the final customer. In a complex 

economy, both infrastructure and distribution services function as 

intermediaries and as the channel of distribution to the final consumer. 
} : 

In an industr'ialized economy specialized firms can supply 'business services to 

manufacturing firms more cheaply' and efficiently than manufacturing firms 

can supply these services for themselves. Thus, more and more often we find 

advertis ing, con sulting and other business services being provided for the 

manufacturing sector by service firms. (Collin, 1972, plll 

Government services playa critical role in providing a stable environment for 

investment and economic growth. Services such as public education, health 

care, well-maintained roads, · safe drinking water , clean a ir , a nd public safety 

are necessary for a ny nation's economy to survive and people to prosper. 

23 

:.-, 

• 



.. 

Thu s , it is imperat ive to recognIze that services a re not periphcral ac tivilic,; 

but ra the r integra l parts of society . They a re centra l to a well fun ctioning a nd 

healthy economy a nd lie at the heart of the economy. Fina lly, the se rvice 

sector not only facilitates but a lso m a kes possible the goods prod uc ill !'c 

a c tivities of the manufacturing se~tors. Services are the crucia l forcc for 

today's change toward a globa l economy. 

Except for basic subsisterice living, where individual hou sehold s ' are~ 

sufficien t, service activities a re absolutely necessary for the economy to 

function a n d to enhance the quality, of life . 

2.2 Service Definitions 

Many definitions of service are availa ble but all conta in a common theme of 

intangibility and simultaneous consumption. The following represent a sample 

of service definitions: 

Services are deeds, processes, and performances. (Valarie A. Zeithaml 

and Mary Jo Bitner, Services Marketing, New York: McGraw-Hill, 1996, ., 

p.5.) 

A service is an activity or series of activities of more or less intangible 

nature that normally, but not necessarily, take place in interactions 

between customer and service employees and\or physical resources or 

goods and\or systems oJ. the service provider, which are provided as 

solutions to customer problems. (Christian Gronroos, Service 

Management and Marketing, Lexington, Mass: Lexington Books, 1990, 

p .27) 

14 

( 



Most authorities consider the services sector to include all economic 

activities whose outPl/.t is not a physical product or construction, is 

generally consumed at the time it is produced, and provides added 

value informs (such as convenience, amusement, timeliness, comfort, or 

health) that are essentially intangible concerns of its first purchase r. 

(James Brian Quinn, Jordan J . Baruch, and penny Cushman Paquette, 

Scientific American, Vol. 257, no. 2, December 1987, p.50.) 

A precise definition of goods and services should distinguish them on 
• • , , 

the basis of their attributes. A good is a tangible physical object or 

product that can be created and used later. A service is intangible and 

perishable. It is an occurrence or process that is created and used 

simultaneo'Usly or nearly simultaneously. While th.e consumer cannot 

retain the actual service after it is produced, the effect of the service 

can be retained. (Earl Sasser, R. Paul Olsen, and D. Daryl Wyckoff, 

Management of service operations, Boston: Allyn and Bacon, 1978,p.8.) 

A service is a time'perishable, experience performed for a customer 

acting in the role of co·producer.{ Philip B.Crosby: "Quality is Free: The 

art f Making Quality Certain"New York: McGraw Hill 1979) 

2.3 Service classification 

To demonstrate that management problems are common across service 

industries, Roger Schmenner proposed th e service process matrix in figu re 

2 .1. In this matrix, Services a re classified across two dimensions that 

significantly a ffect th e ch a racter of th e service delivery process. The vertical 

25 
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dimension measures the degree of labor in tensity, which is defined as the 

ratio o f labor cost to capital cost. Thus, capital- intensive services su ch as 

a irlines and hospitals are found In the upper row because of their 

co ns iderable investment in plant a nd equipment relative to la bor costs. Lnbor-

intensive services such as schools a nd legal assis ta nce a re found in the 

bottom row because their labor costs are high relative to their capita l 

requirements. (Carr, 1992, p72-77) 

The horizonta l dimension measures the degree of customer interac tion and 
I 

customization, which is a marketiHg variable that describes the a bility of the 

cu s tomer to affect personally the nature of the service being delivered. Little 

interaction between customer and service provider is n eeded when the service 

is standardized rather than custon:lized . 
.'!' 

Degree of interaction and cu.stomization 

Service Factory: Service shop: 

• Airlines • Hospitals 
Low 

• Trucking • Auto repair 

• Hotels • Other repair services 

• Resorts and recreation 

Mass service: Professional service: 

• Retailing ';' • Physicians 

• Wholesaling • La wyers High 
• Schools • Accou n tan ts 

• Retail aspects of • Architects 

commercial banking 
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Figure 1:1 

Th e four qua drants of the serVIce process matrix h ave been gIven names, as 

defined by the two dimensions, to describe the nature of the se n 'ices 

illustrated. Service factories provide a s tandardized service with high cnp il8\ 

investm en t, much like a line flow ma nufacturing pla nl. Service shops permit 

more service customization, but they do so in a high capita l environment. 

Cu stomer of a mass ser~ice will receive a n undifferentiated service in a labor-

intensive environment, but highly trained specialists will give those seeking a 
I I . , 

professional service . 

2.4 The Service package 

Service managers have difficulty identifying their product. This problem is 

partly a res,ult of the intangible nature of services, but iUs the presence of the 

customer in the process that creates a concern for the total service experience. 

The service package is defined as a bundle of goods and services that is 

provided in some environment. 

This bundle consists of the following five features: 

a) Supporting Facility 

The physica l resources that must be 111 placed before a serVIce can be 

offered plane 

b) Facilitating goods 

The material purchased or consumed by the buyer, or the items 

provided by the custorrier. 

c) Information 

\".1: t".', 

-1 .. 

-~------
" --- ........ 
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Opera tion s data or in fo rmatio n tha t is provided by the cu stomer to 

en able effi cien t a nd cu stomized se rvice . 

d) Explicit Services 

The benefits that are readily observable by the senses a nd th a t cons is t 

of the essentia l or intrins ic fea.tures of the service. 

e) Implici t Services 

Psychological benefits th at the customer may sense only vaguely or th e 

extrinsic features of the service. 
I 

All of these feature,s are experienced by the cu stomer and form the bas is 

of his or her perception of the service. It is important that the service 

manager offer a tota l experience for the customer that is consistent with 

the desired service package .: However, an appreciation of the unique 

features of the service environment is important for understanding the 

challenges facing service managers. 

2.5 Distinctive Characteristics of Service operations 

In services, a distinction must be m ade between inputs and resource s . 

For service, inputs are th e cu stom er themselves, a nd resources are the 

faci litating goods , the service system must interact with the customers 

as participants in the service p rocess. Because customers typically 

arrive at their own discretion and with unique demands on the service 

system , m a tching service capacity with dem and is a cha llenge.(Beharia 

,1999,P-324) 
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a) Customer participation 

The presence of the customer as a participant 111 the service proccss 

reqUIres an attention to facility design that is not found in tradition ,)i 

m anufacturing operations. That automobiles a re made in a hot, dirty , 

n oisy factory is of no concern to the eventua l buyers because they I'irst 

see the product in the pleasant surroundings of a dea le r's showroo m. 

The presen ce of the customer on s ite require s attention to the phys ical 

surroundings of the service occurring in the front office of the service 
I . I , 

facili tY, and the quality of service is enhances if th e service facili ty is 

designed from the customer's perspective. Attention to interior 

decorating, furnishings, layout noise, and even color can influence the 

custo.lneT's percep'tion of the service. 

b) Simultaneity 

The fact that servIces are created and consumed s imultaneously and , thus 

cannot be stored is a critical feature in the management of servIce . This 

inability to inventory servIces precludes uS1l1g the traditional manufacturing 

strategy of relying on inventory as a buffer to absorb fluctuations in demand. 

An inventory of finished goods serves as a convenient system boundary for a 

manufacturer, separating the internal operations of planning and control from 

the external environment. Thus, the manufacturing facility can be operated at 

a constant level of output that is most effic ient. The factory is operated as a 

closed system with inventory decoupling the productive system from customer 

2') 
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de ma nd. Services , howeve r, opera te as open syste m, with the full im pact or 

de ma nd vari a tion s being tra n smitted to the system. 

Inventory also can be used to decouple the s tages in a manufac turing proccss . 

For services, the decoupling is achieved through customer wa iting. In venlolY 

control is a major is sue in manufacturing operations, whereas in se rvices, l he 

corresponding problem is cu stomer waiting, or "queuing." The problem s or 

selecting service capacity, facility utilization, and use of idle time all a re 

balanced agains t customer waiting time . \...1 

• • 
The simultaneous production and ,consumption 111 servIces a lso eliminates 

many oppor tunities for quality- control intervention. A produ ct can be 

inspected before delivery but services must rely on other measures to ensure 

the quality of services delivered . 

c) Perishbility 

A service is a perishable commodity. Because a service cannot be stored , it is 

lost forever wh en not used . The full utilization of service capacity becomes a 

management challenge because custom er demand exhibits considerable 

variation and building inventory to absorb these fluctua tions is not an option . 

Faced with variable demand and a time perishable capacity to provide the 

service, the manager has three basic options : 

1. Smooth demand by: 

a . Us ing reservations or appointments 

b. Using price incentives week 

c. Demarcating peak time 
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2. Adju s t service capacity by: 

a. Using part time help during pea k hours 

b. Scheduling wo rk shifts to vary workforce needs accordin g to 

demand 

c. Increasing the cu stomer self- service content oUhe servi ce . 

3. Allow customer to wait 

The last option can be ' viewed as a passive contribution to the service 

process that carnes the risk of losing a dissatisfied customer to a 
I . I 

competitor. By waiting, the customer permits greater utilization of 

service capacity. The a irlines explicitly recognize this by offering standby 

passengers a reduced price for their tickets. 

The intangible nature of services presents a problem for 

customers. When buying a pI;oduet the cu stomer is able to sec it, feel it , 

and test its performance before purchase. For a service, however , the 

customer must rely on the reputation of the service firm. 

d) Heterogeneity 

The Combination of the intangible nature of services and the customer as a 

participant in the service delivery system results in variation of service from 

customer to customer. The in teraction between customer and employee in 

services, however, creates · the possibility of more complete human work 

experience. In service, work activity generally is oriented toward people rather 

than toward thing. 
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2.6 Classifying services for strategic insights 

A gene ral di scuss io n of service s trategy is complicated by the divers ity of 

se rvice firms in th e econ omy and th eir d iffering customer relation s hip s . 

However, strategic in s·igh ts that transcend industry boundaries are need ed to 

avoid the myopic view, which is prevalent among service ma nage rs lhal 

concepts do not tra n sla te from one indu stry to another. For example , 

competitive strategies used by banking services could find a n a pplication in 

laundry services becau se both deal with cu stom er's proper ty . The n ew 
I . 

lau ndry drop off and pick up service availa ble at commuter ra il stations is 

s imila r in concep t to bank autom atic te ller m achines in superma rke ts. The 

following classification schem es deve loped by Christopher Lovelock provide us 

with a n appreciation of possible strategic dimen s ions that transcend industry 

boundar ies . 

2 . 7 Services capes 

The p hysical environment or services cope of th e supporting facility influences 

both custom er and employee behavior {Fitzsimons, 2004 p6 0} and should be 

designed with on im age and f eel th a t is congruent with th e service concept. 

This is very importa nt especia lly it th e cu s tom er s s pends a con sidera ble t ime 

a t the service providing firm. 

Environmental Dimensidns of service capes 

The dimensions of th e physica l en vironment surroundings include a ll the 

objective factors tha t can be controlled by the firm to enha n ce employee and 

cu s tom er actions and perceptions of the service. It is important to realize that 
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people respond to the environ ment holi stically that is the tota l co mbin ed e ffec t 

on our sen ses defin es our perception of the services cape (ibid) 

a ) Ambient Conditions 

The background of our environment, such as tempera ture, lighting, noise. 

musi c a nd scent affects a ll five of our senses . Anyone of'them affect pa ce ot 

shopping, length of stay Hnd a mount of money spent. 

b) Spatial layout and functionality 

The arran gement of furnishing and equipment and I th e ,relationship among • , • them create a visual and functional la ndscape for delivery of the service. This 

land scape can communicate order and efficiency or chaos and uncertainty for 

both employees and customers. For self-service activities, the functiona li ty or 

ease of USI~ of equipment I S important to allow cllstomer to perform 

unatlended activities. 

c) Signs, Symbols and Artifacts 

Many items in the physical environment serve as explicit "or implicit signals 

that communica te norms of behavior and give directions explicit signs such as 

" No s moking" communicate rules of behavior, where as an " Arrow" indicates 

which direction to take . 

2.8 Process Analysis 

The abi lity to d iagram a process, identify the bottleneck operation, and 

determine the system capacity are fundamental skills in managm g servIce 

operations and making improvements . An acknowledged axiom is "If you ca n 

not draw it , then you do not really understand it " 
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Process Terminology 

i) Cycle time 

It is the average time between comple tions of successive units . The eJ1lirc' 

system has a cycle time defined as the t ime between successive cus tom e r 

exi ling during a busy period. Before the system cycle time is can be 

determined, the bottleneck must be identified. 

ii) Bottleneck 

It is the factor that limits produc tion usua lly the bottleneck is the s lowest 
. .,. I, 

operation ( or longest CT)Just as th~ neck of a bottle constricts the flow of 

liquid a process bottleneck gets a ceiling on how quickly units can m ove 

through the process and thus determine the CJ of the entire system. 
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DISCUSSION 

3.1 Ticketing and coming to Filwoha 

In this part, customers are asked if it was easy commg to Filwoha, to find 
I , I 

information about ticket prices and wheth er the price charged for the service 

is affordable. Moreover, questions are posed to find what customer may fe el if 

price is moved in ether direction. This later question cross- checks the 

affordability of the current price . Additional questions a re framed about 

making reservations through phon~ call , buying the service a head of time , by 

a way of coupon. Lastly, customers are asked how they found the ticket sell er. 

For most of the customers, it was easy to find out information a bout prices . 

That was so for 76% of the service buyers . The writer observed a large board 

that specifies price levels for the various service levels at the main entrance. 

Surprisingly a great number of the cu stomers, that is 70%, con s ider the price 

reasonable . Ha d it not been for the 18% who are reserved (not sure) the price 
.. 

afford ability would have been close to anonymous. The lack of alte rnati ve 

service provider may have been a reason for the undecided customers. Where 

there are no a lternatives, it is difficult to make comparisons and pass a 
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dec isive judgmen t. Only 56 custom e rs ou t of 300 find the price expensive. 

They represe nt a mere 1.2 pe rcent of the questioned customers . 

Ticketing 

"So c D NS B A SA 

Figure 1 :Ticketing 

. ' 

0) 

0.36 

0 .28 

p.04 

0.08 
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A pri ce rI se s plits cusLomers cqually. A not so small proportion, i. e . 42'1'u 

favors a price rise. Out of these 28% strongly do so . A compa ra ble proportion 

of customers, close to, 38% are against a price increment a nd 24% of them 

a re a staunch opponent of such a move. Only 2% of the respondenLs found 

out to be indifferent. 

Such divisions among customers about a prIce increment see m to bc 

surprising a t a first glance. It sounds irrational hearing a cu stomer calling for 

or agreeing enthusias titally to a prIce rIse . However" it has a c'ontextual I .• ' , 
explanation . 1'hose customers who favor a rIse ll1 prIce need to spare 

themselves of long waiting for a service. It is ingeniously calculated motive. It 

goes like this; a price increment would discourage some customers buying the 

service. This r~duces the number of customers coming to F:ilwoha. Again, this 

will shorten the waiting time. As will be shown shortly, customers suffer a 

long waiting time. This demonstrates that a large number of customers need 

to trade- off money for a fast service. The other group is understandable, 

customers rarely welcome additional expen se . Nevertheless, to support the 

former argument 22% automatically dismiss the opportunity of paying a lower 

price. Moreover, 18% of them are strongly agains t seeing the price lowered. 

As for the customers who favor a price reduction , i.e. 39%, it is obvious. As 

customers, we usually want to pay less. Still only 3% s trongly want the price 

reduced . The res t a re indifferent. This further stren gth ens that Filwoha is 

charging a reasonable amount for the services it is providing. 
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Cu s tomers arc gain divided o n the le ngth of waiti ng to ge t t ickets . Some 36'1" 

said Lha t th ere was waiting to pay for the service . Th e res t confirm that th e re 

was little wa iting (24%) no waiting a t a ll (40%). 

This too is not so surprisin g . The length of wa iting a t the ticket coun te r 

de pends on customers ' arrival ra te. When ma ny cu s tome rs a rrive at th e sa me 

hour of the day, they wait some time to get tickets. The larger the number of 

customers arriving s imultaneously , the longer the wa iting time would be. Only 

one person is employed to sell tickets to a ll cu stomer s. The writer observed 
I 

that on weekend s the waiting is longer than the rest of the days. Sa turdays 

and Sundays witness lar:ge number of visitors . 

Not surprisingly, cu stom ers n eed to both m a ke reservations via phone and 

pay fo r future service. Currently both services are available . Making a 

reservation via phone and gettin g the service immediately cots twice as much 

as the usual pay a lternative . 

Visitors to Filwoh a obtained information about the service primarily throu gh 

word of mouth from friends and relatives, but a lso by passing by. Some do not 

remember where from. 

Filwoha is no t equally accessible to a ll customers. It is located on the road 

lea ding to Leul Genet pa lace. It I S the only major provider of hot shower 

service; th erefore, cu stom ers a rrive from every corner of the city. 
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3.2 Orientation 

Orien tation is the firs t behavioral need of a n individual on ente ring a pbcc . 

It includes questions of p lace orienta tion (e. g. where a m I?) as well as functi on 

orientation (e. g . How does this organization work, and what do I do next?) On 

e ntering a physical s.etting, customers gain control when they can u se spatial 

cues, a long with previous experience, to identify where th ey are, where th ey 

should go, a nd what they need to do. Anxiety and a sense of helplessn ess ca n 

• 

result if spatial cues a re not present or previous experience cannot be u sed to 
I • I 

avoid disorientatio'n. Richard E. Wener argues th at the. causes of 

disorientation in service settings can be reduced by facility des ign th a t 

incorporates previous experience, design legibility and orientation aids. 

The following qu~stion;> demonstrate . if there are aid of both of place 

orientation (e.g. where a m I?) as well as function orientation (e .g. How does 

this organization work, a nd what do I do next?) 

Almost a ll customers agree that it was easy getting to washing blocks , as there 

a re enough information posted pointing directions of th e blocks . In addition, 

most agree th at information provided in both Amharic and Englis h. Th e 

writer's per sonal observation contradicts the later claim. Since mos t of th e 

cu stomers a re regular ones, it is not as such difficult find ing their ways 

around . This explains the contradiction, between the writer's ob servation , and 

what the customers claimed to be the case. That is why close to ha lf of th e 

customers consent to the availability of guide service wh en there is non e. 

Although, there are no employees employed for this specific task any membe r 
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of th e s taff provide information when a s ked .This implies th a t custome rs are 

at th e ini tiating s ide of the communication. This is the reason why half th e 

cu sto me rs find it easy to get information from the staff and con s ider them 

friendly and the rest did not As many as 60% of the respondents agree th a t 

there were clear s igns giving information about the facilities. Howeve r , t ill" 

information was not provided in a var iety of language. Unlike, the res ponse 

about information a bo1.1.t washing b lock location, customers are consi s tem 

with their answers. The consistency arises because the respondents were at 
I 

their respective washing blocks while filling the questionnaire. This gives th em 

the chance to look around to check if the information is there before 

answenng. The writer's observation confirms all information provided in 

Amharic. 
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Block Information 

-C- Tile 111form,1 t lor' provided III Alll hJflC ane! [ ng li sh. 

., _.----.. -

o 
1 2 3 4 5 

.:' 
Figure2 :Block Information 
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Facility Information 
!1 Th ere w e re clear signs giving in/orm a tion obo"t th e fac ili t ies. 

mI The in/ orma tio n w as provide in (J va rie ty of lall gt/age 

0 .32 

.:' 

0.32 

0.36 

0. 14 

.08 
0 .06 0.08 
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Figure 3 :Facility Information 
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.. --

Among th e respon dents, th ere were foreigners and Eth io-Ca n adian family . The 

child ren in the later group did n ot speak Amha r ic 

Many respondents (a bove 70%) confirmed tha t th ere were n ot enou gh chairs 

fo r waiting cu s tomers to s it on a nd th e ones in u se are n ot comfortable. The 

wri te r ob served ma ny cu stomers s ta nding In every corner availa ble and 

wa lking a r ou nd wh ile wa iting for their turn of th e service. 
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3.3 Toilette Facility 

At least 3,000 customers visit Filwoh a eve ry day and there is a lon g wail ing 

for th e service. This demands tha t toile tte service requires great cons ideration. 

Figure 4: Toilette 
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Respond ers , 66% of them, confirmed tha t there were not toilette in the wash 

rooms .Toilettes a re ins ta lled only on firs t class was h room s and the on es 

availa ble were not clean enou gh. They did not p roperly flu s h eith er. 

There a re to ile ttes outside the washing rooms, so con fi rmed 67% o f th e 

respondents. But th ere were n ot clea r s ings indicating the specific 10 CC1 li o ll oJ 

the toile ttes. That is why som e of the cu s tomers a re u naware of their exis te nce 

Again, th ese one a re not clea n nor do they flush properly . 

3.4 Soap Quality 

It is possible to say that ··all respondents unanimously agree that the soap is of 

good qua lity. That is because only two percent of the Tesponden ts sh ow 

reserva tion : not a s ingle c~stomer an swered to the contrary. 

The soap was of good quality. 

'" 
.) 
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3.5 Background Sound 

As a way to ma ke the long hours of waiting tolerable some service provider s 

en terta in cu stomer with recorded mus ic . This is not the norm at Filwoha. 

Sixty percent of the respondents s trongly resent the la ck of pleasa n l 

background music. Ano ther 22% join this group by in sis ting the necessi ly or <1 

p leasant music to lessen the boredom of waiting. 

I 4 
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Background Mus;c 

• The backgrOlllHI sound were pleasant • There WJ S pIC<.l S.:.ml bJckgroun(l lllU!.IC 
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The absence of a we ll-intention ed e n ter tain ing music gives way to a disturbi ng 

noise 88% of the cu s tom ers agree th a t there is u npleasant sound at washin g 

blocks . 

The washing room s a re wiqe en ou gh fo r cu s tomer a llowing easy mOvCI11C ll l . 

Four-fifth of the respondents found the room s relaxingly wide en ou gh. 

3.6 The Restaurant 

Few of the respondentsl use the restaurant a s a diversion , . (to dine la nd wine • , 
them selves) both while wa iting and a fter taking shower. However most of the 

ones who do, found the food va riety a ppealing (88% of them) .la rge numbers of 

customers, i.e. 68% are totally aga ins t the idea of letting cu s tomer s s m oke in 

th e restaura nt. An equal number of customers discourage smoking a t 

washing blocks, too. 

----- -

You frequent the resta.urant as a 
diversion while waiting after you go _I 

through the wash service 

a SD 

aD 

Q NS 

• SA 

Figure 6:Restaura nt facility 
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3.7 Waiting for Service 

Customers spend too much time waiting to get to washing rooms. Almost 90'% 

of the customers suffer long hours of waiting. The writer witnessed cListome rs 

waiting as long as 5 hours. One of the respondents who fill ed the 

questionnaire at SAM in the morning was still wa'iting while the writer Icaves 

the premise at 1 PM. 

Waiting & Block Attendant 

i I • You did not spend two much time waiting to get to t'ie washing room 

• There was enol.!9h diversion to make waiting tolerob)e. 

• There was enough space to move around the compound. 

• The block attendant sees that customers ore served as per their or.rival order. 

• The block attendant was friendly. 

----- ---- -_. __ .-

---------_.-
j ., -----

j ---------

0 .8 ---
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o .1 

0 ·1 
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Figure 5: Waiting 
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To make matters worse there are n ot enough diversions to redu ce the 

psychological cost of waiting. Long hours of waiting create boredom, a nxi e l\' 

a nd stress . A music to h ear, a magazine to read, and TV to watch can lessL' 11 

this. Earlier it was tqat demonstrated that rather than entertaining mus Ic 

customers found unpleasant noise . 

There is 14-inch TVs in some of the washing blocks, though. The write r 

observed that these TVs are not serving what they meant to be. The TVs tun ed 

to a single channel for a ll of the working hours . Surprisingly, they are mute. 
I . I • 

Few of the customers glance at the TVs looking for entertainment 

Luckily, the block attendant sees that customers are served according to their 

arrival order. Only 1% of the customer claimed that the block attendant IS 

unjust. In addition , hal(~fthe customers consider him/her friendly. 

3.8 Service Consistency 

There is inconsistent level of service as can be inferred from respondents' 

response . Only 56% of the respondents confirm that the room they attended 

was clean . So is the towel. 
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0.33 

0.2 
0.2 

O<l 4 

T"..e room W<1S 

clei'ln. 

In Wasing Room 

c, SD fI D N S .. A • SA 

0.52 

0.42 . 
0.4 

0.38 
0.36 

.23 0.28 
0.2 . 

0.2 

0.2 

.16 

I ii I 
0.1 

0 .12 
0.1 

0.0 

I 0.00.00.0 

I 
The towel was The floor wos not 

clean . slippery. 
lighting was ~ The room se cures The bath tubs 
adequate. privocy. wo rk properly 

This IS a clear smg of inconsistent service standard. Due to high rate of 

cu stomer turnover, it is hard to clean the rooms and the towel on a con s istent 

level. However, the cleaning is not so worse as to leave th e floors slippery. 

Exactly four fifth of the customers agree that the floors was n ot s lippery. And 

a bit la rger proportion affirms adequ ate room lighting. 
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3.9 Service Time 

Many customers are content with the 45 m inuets they s pend in washin g 

rooms. Out of 64% respondents wh o claimed so, ha lf a re strongly satisficd 

with the 45 minutes long hot shower. And almost all of the customers objec\ 

to shortening th e time by 5 minutes . In addition, the majority of them strongly 

object to the idea. When it comes to the possibili ty of r ising the 45 minutes to 

50, a lmost a ll cu stomers are enthusiastic . 
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Washing Time 

-4- Th e 45 minutes customers are allowed to spend in the rooms is w ell enol/gIl 
-m- The block artendont reminds customers well when the 45 minutes 

You would like if fh e time is reduced ,say to 40 m inutes 

-- You would like if the time is increased ,say to 50 milll,.ltes 

_____ O.5 J 

0.36 
I I 

0 .36 - -- i1 034 

..... "'fl"<~:.----.. 0.33 

. 6 

2. _ 

1 3 4 5 

Figure 6: Service Time 

The block a ttendant u sually reminds customers when the 45 minutes a re 

over. He fails to do sO'1'8% of the time'. This lets some to stay m ore than th e 

prescribed length of time. T.his creates unintentional discrimina tion between 

cu s tomers. Wha t is more this adds additiona l time to the a lready t ryingly long 

hours of waiting. 
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3.10 Employees 

Service quality begin s with people. Quality begins with the developme nt of 

positive a ttitude towards cu stomer among all people in the organization . 

Positive a ttitudes can be fo s tered through a coordinated progra m th a L begins 

with employee selection and progre ss though training and initia l' job 

assignment. There is th e opportunity to adopt booklets developed by serv ice 

providers in the other parts of the world. A set of booklets was developed to 

instruct employees hOWl to ~onduct themselves when dealing with guest:'\ and 
; 

in some cases, even how to speak. The Marriott Bedlam stresses how to 

make a guest feel welcome and special. The Switchboard Operator te ll s Jl1 

details how to speak with a guest and handle a variety of specific situation. 

Adherence to these standards can be checked by random visit from 

inspectors. 

Sixty-four percent of the r esponden ts agree that employees a re well dressed 

and neat. Although the agreement is tha t wide, it is not strong as such. Only 

24 percent made a strong agreement. 
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Two- third of the time employees are too busy to respond to customers request 

promptly. Moreover, two- fifth of the customers receive prompt service from 

employees . And those custoi:ners who ventured to solicit help from employees 

found them cooperative most of the time. Employees do not enjoy the trust of 

the customers.34 percent of them find it hard to trust the employees. Few 

found the employees arrogant. 
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3.11 Satisfaction 

Three- fifth of the customers agree tha t the service net their needs. This wide 

agreeme nt is for th e shower service that is so be cause few found the ove r all 

service outstanding . Seventy-two per cent of the customers said they \Vould 

likely u se the service in the future. Only 54 percent of the responden ts . a re 

wi lling to recommended friends to use services provided by the form 

Satisfaction 

• 
-8- 1 found the over all SQ(vicc ou lst,:lOciing 

-+-1 am lik ely to usc this serv ice JgJin 

-- I \"ould rC'cornmc-nd Fllwoh .. 1 to my friends 

- If t}} C' fC wcre altcr-na tivc srvlu.'s I willllL'v(>( corne here 

o 
SD D NS A 

I ___ _ ________________________ _ 

.' 

SA 

0.'1 2 

0.4 

o 3J 

0. 3 

0.22 

; . 
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The above figu res m ay n ot depict a gloom future for th e organization. I t is nn l quite so . One question is revealing. Has there been alternative servj ,,' provid ers 70% of the customers wou ld never visit Filwoha. 

I ' ~ ~', 

...;.. '. ~ 
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Visitors to Filwoha obtained informa tion a bout the se rVlCe primarily throu gh 

word of mouth from friends and relatives , but also by passing by . Some do not 

remember where from. 

Filwoha is not equally accessible to J ll cHstomers. It is located on the road 

leading to Leul Genet palace. It IS the only major provider of hot s howe r 

service ; therefore, customers arrive from every corner of the city. 

The organization is enjoying a large number of regular cus tomers. 

The prices for different level of the service are listed on a large boa rd a t the 

entrance, near the ticket counter. The ticket prices a re a fford a ble for most 

cu s tomers. Depending on customers arrival rate and lime of arriva l there is 

wailing to pay for tickets. Some consider the ticket seller is friendly. 

Sings give clear information about washing block locations. It was not ea sy to 

get information from the staff and the staff members are not as friendly a s 

they should be. There are not clear s igns giving information a bout th e 

facilities and the medium is Amharic. 
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There were n ot enough ch a irs for custome r to sit on . The ones in use a re nol 

co mforta ble either. Customers s pend the agonizing long hours of wailing 

stan d ing or walking in th e compound or ta lking with fri end s or o lh e r 

customers. 

There a re toilettes in firs t class rooms. However, they a re n ot clean & ti s sue 

papers a re n ot available . They do n ot flu sh properly either. There is one I , I . 
toilette in the compo11nd for a ll to u se, but m ost customers know 'not it exist . 

The same is true about this toilette, it is not clean; tissu e pa pers a re n ot 
: :' 

availa ble. 

Filwoha procures its soa p from a gpod supplicr. Customers a re satisfied with 

the quality of the soa p. 

Waiting cu s tomers are not entertained with recorded music. In place of sweet 

and relaxing music, there is an unpleasant noise. 

There are TVs in some washing blocks for entertaining customers. However, 

the sizes of the TVS do not ri;la tch the room size. Moreover, th e TVS tuned to a 

single channel for all of the working hours . They are mute, too. Few en tertain 

them selves watching them. 

<,7 
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The rooms a re relaxingly wide enough for was hing customcrs . The restaurant 

services attract few waiting customers. Although there a re enough va ri ety of 

food s a n d beverages of good qua li ty customer consider them high priced . 

Respondents n eed smoke free washing blocks and restaura nts . 

. :' 

Customers spend too much time waiting to get service , some wait as long as 

h a lf a day. As was sated earlier there a re no t enough d iversions to ease th e 

boredom of wa iling most customers found the com pound wide enough to 
I 

• more. 

There is service inconsistency. There is no uniform and predictable servIce 

standa rd. Some rooms do not secure priva cy . Towels are not a lways clean. 

Ba thtubs in sQm e rOOmS' are not fun,ctional. 

Most of the time the block a ttendant sees th at customers served as per their 

arriva l order. The block attendant is not friendly to a ll customers. 

Customers a re content with the prescribed washing time length, which is 45 

minutes. None would like to see it reduced a nd none objec t if it is raised .One 

fifth of the time the block attendant fai ls to remind cu s tom ers who over stay 

the prescribed limit. 
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Once again, there is n o uni form and predictable treatment for a ll gu ests. Not 

a ll respondents agree tha t employees are well dressed a nd neat. Large number 

of customers h ad not received prompt se rvices from employees. For a number 

of time employees are too busy to respond to customers request promptly. 

Some are not cooperative enough to help guests. Lastly , employeeS cl o no t 

enjoy the full trust of customers. 

4.2 Reco1p.r:pendations 

Filwoha is not accessible to all customers equally this calls for other service 

providers to join the industry by opening branches in different part of the city . 

Many customers learh about Filwoha from family members or friend s the 

organization is not taking any pa in ,s to advertise the service it provides. With 

the current state of affairs advertisem ent to attract new customers is not a 

wise thing to do every day a minimum of 3,000 people flock to Filwoha to get 

services this riumber is much more than the company can handle. Attracting 

new customers without expanding its content facilities would only add to the 

a lready high traffic of customers advertisement for image building is in 

dispense able most of the existing customers are dissatisfied with the current 

service provlsion. 

The current price for the servIce need to be raised. This would discourage 

som e customer from buying' the service. This recommendation is ma de to 

reduce the overfull demand that creates too long wailing. Other than reducin g 
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the overfull de m a nd thc short run , ra is in g the p r ice would ha ve two positi ve 

consequences in the long run. First, by ra ising the price the organization call 

generate enough revenue to make improvements on the current service and 

for future expansIOn . Second, the above n orma l profit would altrac t 

competitors to join the sector reduce . In th e long run th is will ben efit the 

customer in price and quality. 

Waiting at the ticker counter can be eliminated by adding at least one 
I , 

c.oun ter. 

Reservations made vIa phone call and the availa bility of coupons should be 

communicated to customer. 

Information's should be provided in variety 0'[ languages, a t least in Amharic 

and English. And the organization h as to employee at least one guide who 

would s h ow customers th eir choice of service locations. In addition, a n 

information desk employee reduces the problem of n ew customer greatly. 

Some argue tha t waiting is not waiting if it is fun. The chairs curren tly in u se 

should be discarded, and replaced with n ew and comforta ble ones. Waiting 

customer should be entertained with recorded mus ic . The organization s hould 

hire a OJ ( Disc Jokey) for this purpose . This will eas.e the boredom of 

waiting. In a ddition to music the organization h as to provide some 

publications, such as m agazine , sports newspapers .. . for waiting customer. 

The organization should upgrade the current status of the toile tte s . 

Cleanliness, availabili ty of t issue papers, the flush need immedia te 

DO 
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con sideration. At least 3,000 cu stomers vis it Filwoha everyday and there is a 

long waiting before the service . This implies that availability of toilette service 

deserves great consideration. 

It is good for the organization to continue to procure the soap from its existin g 

supplier. Customers are satisfied with the quality of the soap. Employees , 

specially the ones who have frequent contact with customers should receive 

training in customer handling. It is not enough to post a motto declaring, "The 

customer is a lways right", as the one posted on the wall of the hotel reads . 

They have to practice /wh ,t they preach. , 

Service consistency should be watched closely. The towels have to be replaced 

with new ones. The employees who wash the towels and those who clean 

rooms should be monitqred closely. Recruiting additional employees .for both 

towel washing and room cleaning can reduce service inconsistellCY that 

results from heavy burdens of work. ' 

The shutters & bathtubs in some rooms need immediate maintena nce. The 

maintenance section employee has to check the states of the rooms and the 

equipments as often as possible. 

The p rescribed as minutes for shower are long enou gh . Neither reducing nor 

raising it is a good move. However, the block attendant has to remind 

customers when it is over without failing. 

The price charged for the items on the restaurant menu should be reduced a 

bit. A soft drink costs close to 4 Birr. Menus a re not placed on every table, as 
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they s hould be . A customer has to ask the waiters to have ·a look at one. Not 

on ly on restaurant tables made ava ilable on washing block tables a lso. 

No other improvement would improve the current shortcomings dramat icalh· 

than service expansion, that IS, building add itional washing blocks. The 

organization has enou gh land fo r expansion. Capital requirement would not 

be a limitation either . . Since the organization h as enough demand for its 

services banks would be willing to grant loans for expansion. 
I 
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Appendix i Questionnaire for Customers 

Dear respondent, I am a graduating student in the MBA program from 

Addis Ababa Un iversity, Faculty of Business and Economics. I am 

conducting a survey on process and marketing management at SPA 

services (commonly known as Filwoha) and want to find out what do 

people think about the service experience when visiting Filwoha. The 

survey is being condusted in partial fulfillment of the requirements for 

a masters degree in Business Administration (MBA) 
f , This survey is de~igned to find out your opinion abou1. Filwohas 

services. Please show the extent to which the services met your 

expectations. Do this by ticking (for part II Questions) one of the five 

numbers next to ea:ch statement. That is, if you strongly agree with a 

statement, circle the number 5. If you strongly disagree, circle 1. If your 

agreement is not strong, circle one of the numbers in the middle. There 

are no right qr wrong answers. 

All information in this questionnaire will be kept stric:tly confidential 

Thank you for your cooperation. 

, . 



c· -
I Getting to know 

Was it easy getting>to Filwoha? 

DYes DNo 

1. Is there enough parking space? 

DYes DNo 

2. Did you arrive alone or with others? 
DAlone DWith others DNumber in company _ 

3. Where did you hci'ar about Filwoha for the first time? 
D Newspaper 

D Magazine 

D Radio 

D TV 

D Internet 

D Friends or relates 
';' 

D Passing by 

D Do not remember 

D Others (specify) 
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---

4. Which of the facilities did you frequent? 

D Sauna 

DShower service 

OCafeteria & Resta~rant 

D Clinic 

5. Are you a regular customer? 

DYes 

\ ." 

" 

. ~. 

DNo 
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V' 

II Ticketing 

so D NS A S 

A 

1 It was easy to find information about ticket 1 2 3 4 5 
, , 

prIces 

2 The ticket p rice is affordable , 1 2 3 4 5 .. ;' 

3 A rise in ticke t price would be reasonable. 1 2 3 4 5 

4 A reduction in ticket price would be 1 2 3 4 5 
• • jreasonabJe. , 

5 You did not spend too much time waiting in 1 2 3 4 5 

the ticket line 

6 You would like to purchase tickets a h e ad of 1 2 3 4 5 

time via phone 

7 You would like to buy coupons ahead -of time. 1 2 3 4 5 

8 The ticket s eller was friendly 1 2 3 4 5 

.:' 
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III INFORMATION 

SD D NS A SA 

1 Signs gave clear information about washing block 1 2 3 4 5 
location. I 

2 Guide service was available ( there was ushers) 1 2 3 4 5 

3 The information provided in Amharic and 1 2 3 4 5 
English. 

4 It was easy to get information from the staff 1 2 3 4 5 I J , , , 
5 The staff helping you~ were friendly 1 2 3 4 5 

6') 
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IV Facilities 

SD 0 NS A SA 

1 There were clear s ig ns giving information about the 1 2 3 4 5 
facilities . 

2 The information was provide in a variety of language 1 2 
J 

3 4 C) , 

3 There were enough & comfortable chairs to set on 1 2 3 4 5 
while waiting 

4 There was a toilette in every wash room 1 2 3 4 5 

5 The toilette in the washing room was clean and 
I 1 2 3 4 5 , 

, properly flush. , 
6 There were toilettes outside the washing rooms. 1 2 3 4 5 

7 The toilettes outside the washing room were clean and 1 2 3 4 5 
properly flush. 

8 
~ 

The soap was of good quality. 1 2 3 4 5 

9 There was pleasant background music 1 2 3 4 :1 , 

10 The background sound were pleasant 1 2 3 4 5 

11 The washing rooms were wide enough ;to move 1 2 3 4 5 

12 You frequent the restaurant as a diversion while 1 2 3 4 5 
waiting after you go through the wash service 

13 The food was of good quality, 1 2 3 4 5 

14 There was enough variety of food and beverages. 1 2 3 4 5 

15 The food was of good ..falue for the money 1 2 3 4 5 
. 

16 Smoking should be allowed in the restaurant. 1 2 3 4 5 

17 Smoking should be allowed in the waiting room for 1 2 3 4 5 
shower service. i 
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IV EXPERIENCE 

1- 17
- . ¥-Ou r-ece-ivO-pr-omptrser-vice-from-cmployec 

SD 0 NS A SA I 

I 
18 j,>,!JUllnae,wt~jl ~ tw6lhffioff'tl\Wi!d Mli~rug'tlJl t;m: to I ~ ~ 4 @ 

I 
fll.ll'W!i!ilmilf1 ~lHn 

:i9 ~1IlB\9Wi@<M8ti!!Wi!Ne1t'sMW'cJ:%l\l(tl,p \9!1ffli~ers I ~ :.J 4 ij 

20 -erabt 'Y'6u cah~trust the employees I 2 3 4 5 

1 1 1 E'm .... ' f; was enoulih weft ~o 1110~3WJd-tfJ~ 1 :2 :3 4 :5 i 
mp oyees are rr an owar S cus omers 

i ~rontro~ .. ~· . 

4 The block attendan~ sees that customers are served I 2 3 4 / 5 
• • as per their arrival order'. I 

5 The block attendant was friendly. I 2 3 4 5 

6 The room was clean. I 2 3 4 5 

7 The towel was clean. : I 2 3 4 5. 

8 The floor was not slippery. I 2 3 4 5 

9 Lighting was adequate . , I 2 3 4 5 
-':' 

10 The room secures privacy. I 2 3 4 5 

1 I The bath tubs work properly I 2 3 4 5 

12 The 45 minutes customers are allowed to spend in I 2 3 4 5 

the rooms is well enough 

13 The block attendant reminds customers well when I 2 3 4 5 

the 45 minutes 

14 You would like if the time is reduced ;say to 40 I 2 3 4 5 

minutes 

15 You would like if the time is increased ,say to 50 I 2 3 4 5 

minutes 

16 Employees are well dressed and neat 1 2 3 4 5 
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SATISFACTION 

SD 0 NS A SA 

1 The services met my needs 1 2 3 4 5 ! 

2 I found the over all service outstanding 1 2 3 4 5 I 
I 

3 I am likely to use this service again 1 2 3 4 5 

4 I would recommend Filwoha to my friends 1 2 3 4 5 

5 If there were alternative services I will 1 2 3 4 5 
/ - . -.. I , • , never come here , 

I 

,. 
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Appendix ii: Raw Data 

I Getting to know . 

1 Was it easy getting to Filwoha? 

DYes DNo 

2 Is there enough ~ar1r-ing space? , 
DYes ONo 

3 Did you arrive alone. or with others? 

OAlone OWith, others ONumber in company _ 

4 Where did you hear about Filwoha for the first time? 

D Newspaper 

0 Magazine 

0 Radio .':' 

D TV 

0 Internet 

0 Friends or relates · 

0 Passing by 

-:/ " 

- _ ............ ,---_ ... _- • '""II!'~ -
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D Do not remember 

D Others (specify) 

5 Which of the facilities did you frequent? 

D Sauna 

DShower service 

DCafeteria & Restaurant 

6 Are you a regular customer? 

DYes DNo 

~..:.. .. 
r . 
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II Ticketing 

SD D NS A SA ! 
1 It was easy to find information about ticket 

prices 0.2 0.02 0.02 0.22 0.54 

2 The ticket price is affordable. 
0.08 0.04 0.1 8 0.34 I 0.36 I , 

3 A rise in ticket price would be reasonable . 
0.24 0.14 0.2 0.14 0.28 

4 A reduction in ticket price would be 
.:' 

reasonable. I • 0.18 0.04 0.12 0.3'6 ,0.3 
i , 

5 You did not spend too much time waiting in 

the ticket line 0.36 0 0 0.24 0.4 

6 You would like to purchase tickets ahead of 

time via phone 0.1 0.1 0.16 0 .5 0.14 

7 You would like to buy coupons ahead of time. 0.14 0. 2 0 .04 0.22 0.4 

8 The ticket seller was friendly 
0.08 0.04 0.28 0 .36 0.24 
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V· 

III INFORMATION 

SO 0 NS A- r . \ 

1 Signs gave clear information about washing block 0. 5 
location. 

0.08 0.02 0 4 

., 2 Guide service wa s available I there was ushers) 
0 .08 0.22 0 .1 6 0. 3 ' 

3 The information provided in Amharic and English. 
0.02 0.12 0.04 0 .3 u. 

4 It was easy to get information from the staff 0.2 

0.14 0.1 I 0.16 2 I • I • 5 Th" staff helping you were friendly • 0.1 6 0.18 0.1 0.2 o. 

.' ~. 
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IV Facilities 

SD D NS A SA 

I There were clear signs giving 

information about the facilities . 0 .54 0.06 0.08 0.36 0.4 

2 The information was provide in a 0.0 

variety of language 0.38 0.32 0.14 0 .08 8 

3 There were enough & 

comfortable chairs to set on 0.0 

while waiting 0.38 0.34 0.1 0.1 8 

4 There was a toilette in every ",ash 0.1 
I 

room 0.34 0.32 0.06 0.14 4 

5 The toilette in the washing room 0.2 

was clean and properly flush. 0.4 0.22 0 0. 12 6 

6 There were toilettes outside t:he 

washing rooms. 0.08 0.04 0.24 0.34 0.3 .. 

7 The toilettes outside the washing , 

room were clean and properly 0.2 

flush. 0.1 0.1 0.2 0.34 6 

8 The soap was of good quality 0.5 

0 0 0.02 0.46 2 .. 
9 There was pleasant background 

music 0 .6 0.22 0 . 1 0.08 0 

10 The background sound were:: 0.0 
, 

pleasant 0.46 0 .2 0.04 0 .24 6 
,;' 

11 The washing rooms were wide 0.3 

enough to move 0 .04 0 .08 0.08 0.42 8 

12 You frequent the restaurant as a 0.16 0 .36 0 .22 0.18 0.0 
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diversion while waiting afte r you 8 

g o through the wash service 

13 The food was of good quality, 0.3 

0.06 0.06 0.22 0.34 2 

14 There was enough variety of food 0 .2 

a nd beverages. 0.04 0.04 0.24 0.46 2 

15 The food was of good value for the 

money 0.4 0 .28 0.18 0.04 0.1 

16 Smoking should be allowed in the 0 .1 
.:' 

, restaurant . 0.64 0.04 0.1 2 0.06 4 
, 

17 Smoking should be allowed in the 0.1 

waiting room for shower service. 0.6 0.02 0.1 0.16 2 
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IV EXPERIENCE 

--- -1 You did not spend two much time 

waiting to get to the washing room 0.54 0.32 0.04 0.02 O.OS 

2 There was enough diversion to make 

0 .16 1 
waiting tolerable . 0.58 0. 22 0 0.04 

I 
3 There was enough space to move around 

I I • . , 
• the compound. 0.1 0.1 6 0.04 0. 3 0.4 

4 The block attendant sees that 

customers are served as per their arrival 
l order. 0.06 0 .04 0.1 0.46 0.34 

5 The block attendant was friendly. 0.08 0.12 0.24 0.36 0. 2 • 

6 The room was clean. 0.06 0.14 0 .22 0.38 0. 2 

7 The towel was clean. 0.1 0. 1 0.26 0. 38 0 .16 

8 The floor was not slippery. 0.02 0.04 0.14 0.52 0. 28 

9 Lighting was adequate. 0.06 0 .06 0.06 0.42 0.4 

10 The room secures privacy. 0.08 0 .12 0 .24 0. 36 0. 2 

1 1 The bath tubs work pr~perly 0 .1 0 .16 0.28 0. 38 0.08 , 
12 The 45 minutes customers are allowed 

to spend in the rooms is well enough 0.02 0.1 0.14 0.36 0 .38 

13 The block attendant r~minds customers 0.12 0 .06 0 .12 0 .36 0 .34 
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IV EXPERIENCE 

"-~ 1 You did not spend two much time 

waiting to get to the washing room 0 .54 0.32 0.04 0.02 0.08 

2 There was enough diversion to make 

0.16 1 
waiting tolerable. 0.58 0.22 0 0.04 

I 
3 There was enough space to move around 

I I . • 
i • the compound. 0.1 0 .16 0.04 0.3 0.4 

4 The block attendant sees that 

customers are served as per their arrival 

order. 
) 

0.06 0.04 0.1 0.46 0.34 

5 The block attendant was friendly. 0.08 0 .12 0 .24 0 .36 0.2 , 

6 The room was clean. 0.06 0 .14 0.22 0.38 0.2 

7 The towel was clean. 0.1 0.1 0.26 0 .38 0.16 

8 The floor was not slippery. 0 .02 0.04 0.1 4 0.52 0.28 

9 Lighting was adequate. 0.06 0 .06 0.06 0.42 0.4 

10 The room secures privacy. 0.08 0 .12 0. 24 0. 36 0. 2 

1 1 The bath tubs work pr?perly 0.1 0.16 0 .28 0 .38 0 .08 
, 

12 The 45 minutes customers are allowed 

to spend in the rooms is well enough 0.02 0.1 0 .14 0 .36 0 .38 

13 The block attendant r~minds customers 0 .12 0 .06 0.12 0 .36 0.34 
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-
well when t h e 4 5 m inutes 

I 
14 You would like if the time is reduced I 

, 

,say to 40 minut es 0. 52 0. 38 0 .1 0 0 
I 

-
15 You would like if the time is increased 

,say to 50 m inut es 0 0 0 .1 0 .36 0 .54 

16 Employees a re well dressed and n eat 0.06 0.1 2 0.1 8 0.4 0. 24 I 
I 

17 You receive prompt service from 

employees 0. 18 0 .22 0 .2 0 .3 0.1 I 

I , I 
10 Employees are too busy to respond to , 

customers request promptly 0 .12 0 .1 0 .12 0.42 0 .24 

19 Employees are always welling to help 

customers 0 .18 0 .06 0. 1 0.44 0 .22 

2 0 You can trust the employees, 0 .26 0 .08 0.1 0.32 0. 24 
, 

2 1 Employees are arrogant towards .' 

customers 0 .36 0.28 0.28 0.06 0 .02 

su 
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SA TISFACTION 

so 
1 The services met my needs 

0.04 
2 I found the over all service outstanding 0.22 
3 I am likely to use this service again 0.1 
4 I would recommend Filwoha to my 

friends 
0.28 ... 

5 If there were alternative srvices I will 
• never come here , 

0 .12 

--. 

D NS A 

0.1 0.2 0. 36 

0.34 0.24 0.1 2 

0.04 0.14 0.32 

0.06 0.12 0.2 

. 
0.18 0 0.28 

SA 

0 .3 

. -
0 .08 

04, 

, 

0.34 1 

I , 
0.42 

81 

\ 

\ 


	MX-M464N_20210422_145905
	MX-M464N_20210422_150036
	MX-M464N_20210422_150307
	MX-M464N_20210422_150335
	MX-M464N_20210422_150653

