ANASSESSMENTOFGUESTSATISFACTIONOFSERVICEQUALITYINSE
LECTED2-STARHOTELSINTAKORADI

ABSTRACT

In today’s economic environment, client” expectations are continually increasing,
bothsmallandlargehotelbusinessesarerequiredtobecomemoreefficienttoparticipateina
competitive global market. In this new reality, quality is critical for success. Themain
purpose of this study was to assess guest satisfaction with service quality inselected2-
starhotelsinTakoradi. Theobjectivesofthestudyweretofindoutwhetherguests are
satisfied with services-provided in the hotels, ascertain the main dimensionsof service
quality that leadto~ guest satisfaction and evaluate measures that can be
putinplacetohelpimplementqualityserviceinhotels. Thisstudyfollowedanon-
experimental research approach and specifically used a descriptive survey.
Thetargetedpopulationsforthisstudywereemployees, guests and managers of nine2-star
hotels in Takoradi with a sample size of ninety (90). It consisted of ten
(10)respondents from each hotel, thus, four (4) operational staff (one from
housekeeping,frontoffice,restaurantandkitchendepartment),five(5)guests and a
manager (1)from each of the selected hotels.

Convenience and purposive sampling techniques were used for the study to
selectrespondents and questionnaires were used to collect data from respondents. The
dataobtainedwasanalyzedstatisticallyusing ~ descriptive  analysis.  Data  was
presentedusingdescriptivestatisticsnamelyfrequencies,percentages,andchartsusingMicr
osoft Excel 2021. The study found out that though some aspect of service
qualityneeds a step up, customers are satisfied with the services provided in the hotels.
Thestudy concluded that more customers become more satisfied with what they see
ortouch during the service.
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Introduction

“In today’s economic environment, client expectations are continually increasing,
bothsmallandlargehotelbusinessesarerequiredtobecomemoreefficienttoparticipateinaco
mpetitiveglobalmarket.Modernorganizationsinthehospitalityindustrythroughoutmanyd
ecadesexperiencedtough rivalry and in the coming years, thesituation seems to be
even more difficult. To succeed or simply to survive nowadays,the hospitality
industries are interested in the perception of the services to be in
linewithexpectations,which in fact, is the foundation of repeated business”
(Khairunnisa&Krisnawati, 2015;Varsanis et al.,2019).

“Service quality is an approach that increases the effectiveness, competitiveness
andflexibility of the hotel. It is a method to guarantee guests’ total satisfaction. It
arguedthatservicequalityisadissimilaritybetween  consumers’  antiCipation  for
serviceexecution before the service encounter and their observations of the rendered
services.Hotels are considered a vital element of the tourism industry; the reason is
hotelssatisfy the most essential guest need which is accommaodation” (Varsanis et al.,
2019). “Moreover, guests
donotusehotelsonlyforaccommodation,theycouldgetbenefitstrom their otherservices
for example, playground, tennis, restaurants, sauna, bar,.swimming pool andso on.
Most hotel managers are recognizing high competition.among hotels; therefore,hotel
managers are concentrating on enhancing service quality to remain competitivein the
marketplace. A great value and tool for, enhancing service quality is essential
inacompetitivemarket. Ahotel’sservicequalityistheserviceprovidedtoguestexpectations
and almost all hotels can gain customers satisfaction through providing ahigh quality
of services. Nowadays the guests in the hospitality industry become moresophisticated
and more required. Also, it is necessary to recognize guests’ location forinstance
where they came from, and what are guest’s expectations to choose the rightstrategies
for enhancing hotels' service quality. Usually, guests are in much demand,but when it
comes to hospitality industries the most important factor to be consideredis the service
quality provided by the hotel. Since service quality will lead to
guestsatisfaction,thereforeimplementingasuccessfulservicequalitystrategywillbeneede
d. Poor~service quality in hotels will lead to dissatisfied guests as a result
ofdecreasingdemandwhichleadstodecreasedhotelperformance.Servicequalityimpacts
guest satisfaction through providing service and performance” (Krupskyi et al., 2019).
Guest service in the hospitality industry is one of the main business processes
whichleadstogrowthandattractspotentialguests.AccordingtoKrupskyi,Dzhusov,Meshk
0,Britchenko,andPrytykin(2019),thekeytosuccessinsustainingcompetitive  advantage
depends on providing high-quality services which results
inguestsatisfaction.Manyscholarsprovedthestrongcorrelationbetweenservicequality
and guest satisfaction (Krupskyi et al., 2019; Varsanis et al., 2019) as a “hotel’sgoal is
to meet guests’ expectations and needs. Most hotel customers compare
theperceivedresultofservicetotheexpectedservice and determine its
satisfaction. Therefore,iftheperceivedservicemeetsthecustomers’expectations,thenthecu
stomer is satisfied and can say that there was quality service”.

“Hotels are continuously trying to improve their service just to satisfy their

customerbecausehighercustomersatisfactionwillleadtocustomerretention.Againstthis
2



background,thispaperaimstoassessguestsatisfactionwithservicequalityinselected 2-star
hotels in Takoradi” (Krupskyi et al.,, 2019). The study takes into consideration
whether guestsare satisfied with services provided in the hotels, ascertains the main
dimensions ofservice quality that lead to guest satisfaction and evaluates measures
that can be put inplacetohelpimplementquality service in hotels. It is believed this
study
wouldbenefitnewandexistinghotelsbyprovidinginformationregardingexcellentcustome
rservicethatcanleadto customer satisfaction and customer retention inhotels. The study
would benefit other business service providers to make informeddecisions as far as
service quality and customer satisfaction are concerned.

Review of Service Quality

“Some studies have proposed it as a phenomenon which results” in achieving
customersatisfaction and thereby leads to generating loyalty and repeat purchase
intentions”(Khairunnisa & Krisnawati, 2015; Krupskyi et al., 2019). Therefore, the
term qualityof a product/service can make or break a deal -and help in building the
brand image ofthe company (Alauddin & Yamada, 2019).,“Some researchers have
defined the termquality as the combination of technical quality-and functional quality.
Some othersuggests it as the difference between. the. perception (after availing
services)”
(Alauddin&Yamada,2019)andexpectations(beforeavailingtheservices)(Kanyama,Nurit
tamont, & Siripipatthanakul, 2022) of the customers. It has been also defined asthe
superior offerings that provide satisfaction, help in gaining profitability as well ashelp
in incrementing the market share of.the company (Krupskyi et al., 2019; Varsaniset
al., 2019).

“One of the most significant and unparalleled characteristics of services is that it is
aprocess, but not a thing. Therefore, service companies don’t have any products,
butthey do have interactive processes. Services are invisible; therefore, it is difficult
forthe supplier to unfold and consumers to measure” (Kanyama et al.,, 2022;
Khairunnisa& Krisnawati, 2015).

Factors Influencing Customer Satisfaction and Loyalty

“Unlike “products (goods), customer satisfaction is more complex in services.
Morefirms need to research to find out features and attributes which may affect
servicesatisfaction.Researchstudiesrevealedthatcustomersofserviceswill be
makingtrade-offs among different service features (for instance, price level versus
qualityversus friendliness of personnel versus level of customization), depending on
whichtype of the service is being evaluated and with the criticality of the service as
well”(Alauddin & Yamada, 2019; Krupskyi et al., 2019). “To obtain loyalty and to
outweighothercompetitors,hotel providers must be able to obtain high levels of
customersatisfaction for the service supplied. Studies show that perception of hotel
attributes,such as the degree to which guests may find various services and facilities
critical fortheir quality food, price, location, security, personal service, physical
attractiveness,opportunities for relaxation, the standard of services, appealing image,
and reputationare recognized as decisive by travellers to assess the quality of the
hotel” (Kanyama etal., 2022; Majid, Samsudin, Noorkhizan, Zaki, & Bakar, 2018).

Customers who werehighlytreatedwith thefriendlymannerandbeing
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by the hotel housekeeper, tend to have high level of satisfaction (Poku, Zakari,
&Soali, 2013; Subha, 2020), this likely to cause a repeat business.

“Food has a significant effect on customer satisfaction and loyalty. As indicated,
ratherthanphysicalsettingandservicequality,foodqualityisoneofthesignificantnoteworth
yindicatorsofcustomerloyaltyandsatisfactioneventhoughrecurrentexpectationshowsjust
17%.Thisisexpectedthatfoodisoneoftheessentialvariables of the restaurant experience,
and there is no waver that the food in any eventmajorlyaffects customer loyalty and
satisfaction justas return support.

With that, restaurant enterprises today are confronting a basic test to give quality
foodwhich is not just charming the customers yet, in addition, can be more
noteworthy tobusiness contenders.

Customer discernment the restaurant must know about the service dimension of
foodquality which has a causal relationship to customer loyalty and satisfaction. In a
fancyrestaurant, a significant level of service quality is one of the highlights that can
createadditional customer loyalty” (Alauddin & Yamada, 2019; Krupskyi et al.,
2019). Torehashcustomers,customerloyaltyisoneofthe business. goals that ought to
befundamentallyperformed(Kanyamaetal.,2022;VVanHuy&ThaiThinh,2024).
“Customerloyaltyisanothersignificantfactorinconsumerloyalty. Alongtheselines,a  few
investigations have demonstrated that fulfilment. _and loyalty have an
immediateassociationwitheachother. Asfulfilledcustomersarefaithfulanddisappointedcu
stomers are sellers” (Alauddin & Yamada,;“2019; Krupskyi et al., 2019; Van Huy
&Thai Thinh, 2024).

“Finding a devoted customer is not available, even those customers who appear to
behappy with the items and the“administration. Truth be told, the conduct and
mentalityof the customers towards the specific products and ventures matter the most.
If
theconductofthecustomersissuretotheserviceholder,atthatpointthosecustomersaresaid
to a reliable customer” (Kanyama et al., 2022). “At the point when customers
arenotfulfilled,customershavethealternativetocommunicatethegrumblingssettingoffto
the contender.” In this" way, there ought to likewise be different factors other
thanfulfilmentthatcertainlyaffectcustomerloyalty”
(Alauddin&Yamada,2019;Kanyamaet al., 2022; Khairunnisa & Krisnawati, 2015).
One of the "biggest roles played to bring customer satisfaction is price. Customer
canignore ;a lot of other issues if the price is according to their budget and meets
thequality they are looking for.clarified that price is one of the ascribes that can affect
acustomer's way of thinking. Maintaining proper prices according to the quality of
thefood is a major factor in bringing customer satisfaction. Also, (Alauddin &
Yamada,2019; Majid et al., 2018) demonstrated that “the impression of price decency
can bringcustomer satisfaction and loyalty. Price additionally decides, a customer, to
settle onwhether to purchase or not”. “From the customer's perspective, price works as
a pointerto decide customer involvement in merchandise or administration” (Majid et
al., 2018).‘Customers, in this manner, are progressively disposed to put together their
purchasechoice concerning price factor than on other things. In Marketing, the price
has
asignificantinfluenceinactualizingmarketingprocedure”(Kanyamaetal.,2022).Moreove

r, the prices are connected to restaurant services, as indicated by (Luo et
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al.,2016),“potentialconsumersembraceitasaninsidereferencepointunderwhich



precisepricelevelscanbedistinguished.Serviceexcellenceandproductqualityencourage
customers enough to realize prices related to the restaurant”.

Using delineated arbitrary analysis, Lin, Luo, Cai, Ma, and Rong (2016)
investigated“howtheinfluenceofitemqualityandsocialobjectivesinterveneswithpositivef
eelings and both emotional and subjective support of consumer loyalty and quality
ofrelationshipsin clarifying theobjectives of customerbehaviour”.

“Affect is considered to play a crucial role in pleasing both consumers and
behaviour.Satisfaction with customers is a clear history of trust but an indirect
antecedent.
Itshouldberememberedthatqualityandefficiencyhaveasignificanteffectoncustomer
satisfaction. Therefore, setting reasonable costs and conveniently offeringappropriate
types of assistance was seen as a way to invalidate. negative
feelings. Thisexaminationconcentratedonresearchingcustomers'observationsoftheeateri
es'picture, customers' fulfilment and restaurant dedication. The ~outcomes
demonstratedthat these characteristics decided the extent of their relative significance
to a particularmarket by connecting customer conduct to restaurant reliability. This
accentuates thedemonstrationofmakingandkeeping up a predictable picture within the
generalfulfilment of a practical objective market is pivotal and this is progressively
pertinentfortheupscalemarketportion. Theadministratorsoughttointhiswayplaceaccentu
ation on the growing high caliber of food and administration and ought tolikewise
prepare their workers to give steady cordial, mindful help to customers.

Locationis another factor that is normally used to gain customer satisfaction
andloyalty” (Alauddin & Yamada, 2019; Kanyama et al., 2022; Sunaryo, 2019).
Clarifiedthat customers who felt satisfied, ‘mostly expected that the location of the
restaurantwould be in the comfortable area to reach. Likewise, studies by (Majid et
al., 2018;Xuhua,Spio-
Kwofie,Udimal,&Addai,2018)expressedthat“thelocationofarestaurant can play a vital
role in competing in this line of business. So, it is to believethat, the area of a
restaurant has a considerable impact on its financial achievement. The accompanying
business outlook has an’-immediate impact on the area of choice”.

“The structure of the outside of the structure just as inside, explicitly the lounge
area,impacts-coffee shops' quality observations. Furniture structure and format impact
acoffee “shop’s feeling of security. The nature of service experience, which
incorporatesatmosphereandenvironmentisacriticalindicatorofcustomersatisfactionandl
oyalty. Different investigations additionally presumed that environment is one of
thefactors that highly affects customer satisfaction” (Adankanhounde, 2020; Lin et
al.,2016).

MeasurestolmproveServiceQualityinHotels

“Studies focusing on service quality management suggest that service firms spend
toolittle effort on planning for service quality. The resultant costs of poor service
qualityplanning led to lower profitability as part of the service failures. Research
indicatesthat how the service was delivered (perceived functional quality) is more
importantthan the outcome of the service process (technical quality)”(Ali, Hussain,
Konar, &Jeon, 2017; Babic-Hodovic, Arslanagic-Kalajdzic, & Imsirpasic, 2017).

Continuous improvement means not only being satisfied with doing a good job
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orprocess. Itisaccomplishedbyincorporatingprocessmeasurementandteamproblem



solving an all-work activity. Organizations must continuously strive for excellence
byreducingcomplexity, variationand out-of-control processes.

According to (Bakirtzoglou, Vryoni, & loannou, 2018) “satisfaction is an
immediateresponse to service consumption. Nevertheless, service efficiency is
implied in themind of customers in the food industry in a comprehensive picture of a
business.
Theperceivedinterestandplanneddemandinfluencethestandardofservice”. Adankanhoun
de (2020) emphasized that, “if customers obtained their desired servicelevel, they
would be delighted, would be more satisfied if they provided what theyanticipated and
would consider the standard of service as outstanding. The price of theservice is
derived from the well-known idea that the happiness of consumers is thefoundationof
aprosperous futurefor theeconomy and aprofitable sector”.

Presentation, according to (Sunaryo, 2019), is a strategy to plate“the food and
improvedecoration to engage the consideration of the customer to fulfil a customer's
view ofprice. The positive relationship between consumer loyalty and food quality
continues,aswasrecommended by researchers (Bakirtzoglou-<et.al., 2018; Lin et al.,
2016).“Incorporates this discovery; a point of view of customers and customer
satisfaction orloyalty on food performance are connected.” The class of goods
contributes to safety,hygiene, and the cooking arts. . The.customer category included
quality of service,marketing, development, and environment. The impact of food
quality on
customerpurchasingconducthasbeenresearched”(Adankanhounde,2020; Liat,Mansori,
Chuan, & Imrie, 2017). They have-discovered that customer’s perceived prices
relyupon the performance of serving food with quality and maintaining proper
hygiene.Thetwo factors remainin direct connection toone another.

Methodology

This study followed~a non-experimental research approach and specifically used
adescriptive survey. For this study, descriptive research was used to obtain an
overviewof the respondent’s opinions on guest satisfaction of service quality service
in

selectedhotelsinTakoradi. Thetargetedpopulationsforthisstudywereemployees,guestsan
dmanagers of nine 2-star hotels in Takoradi with a sample size of ninety (90).
Therespondentsconsistedoften(10)respondentsfromeachhotel,thus,four(4)operationalst
aff(onefromhousekeeping,frontoffice,restaurantandkitchendepartment), five (5) guests
and a manager (1) from each of the  selected hotels.
Thestudyusedconvenienceandpurposive sampling techniques to select
respondents. Thatis,employeesandgueststhathappentobechancedupon  were selected
torepresentasampleandapurposivesamplingtechniquewasusedtoselectthemanagers.

In the data collection, a questionnaire was administered personally by the
researchersto the respondents. A period of time (at most two days) days was given to
respondentsto complete the questionnaires due to their busy schedules before
collection. Thishelped the respondents to fill out the questionnaire during their less
busy hours. Also,questionnaires given to customers were handed to the receptionist of
the hotel

forcustomerstofilloutandleavethefilledquestionnairesatthereceptionaftercompletion.
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All filled questionnaires from customers were collected in two days
inadditiontoquestionnairesforstaffandmanagers. Dataanalysisisaprocessof
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cleaning, transforming, and modeling data to discover useful information for
businessdecision-making. The purpose of data analysis is to extract useful information
fromdataandtakingthedecisionbaseduponthe data analysis (Abbott &
McKinney,2013). Data obtained was analyzed statistically using descriptive analysis.
Data waspresented using descriptive statistics namely frequencies, percentages, charts
using theMicrosoft Excel 2021.

Results and Discussion

BackgroundDataofRespondents
This section discussed the demographic data of respondents involved in the study.
Itsoughtto discuss respondents’gender, age andeducational qualification.

Tablel:SocioDemographicCharacteristics(Staff/ManagersandCustomers)

StaffandManagers Customers
Characteristic Frequency Percentage(%) Characteristics  Freguency Percentage
(%)

Gender Gender

Male 30 67 Male 28 62

Female 15 33 Female 17 38

Total 45 100 Total 45 100

Age Age

25-30years 27 60 18-24years 5 11

31-35years 10 22 25-30years 28 62

36—40years 5 11 31-36years 7 16
3 7 5 11

41 years 36 years

andabove andabove

Total 45 100 Total 45 100

Educational Level

Level ofEducationJH

HND 16 36 S/ISHS 0 0

1*'Degree 23 51 HND 5 11

Masters 4 9 1"Degree 7 16
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Others 2 4 Masters 33 73

Total 45 100 Total 45 100

Forty-five hotel operational staff and managers were sampled for the study. Out of
thenumber, majority of the respondents (67%) were males with 33% were females.
Thisindicatedthat there aremore male staff inthe hotels than femalestaff.

Respondents’ ages were group into range 25-41 years and above. Majority of
therespondents (60%) fell between the ages 25-30 years. The result indicates that were
intheir youthful ages. 22% of the respondents were between 31-35 years and only
7%were above 41 years of age.

With regards to respondents age, more than half of the respondents (51%) had
Firstdegreecertificates,36% had HND certificates and only 4% were masters’
degreeholders. This result showed that all the managers and staff sampled are well
educatedandinformed on the study.

With regards to managers sampled, from table 1 it can be seen that majority of
theguests sampled were males (62%), with 38% who were female guests in the hotels.
Concerning customers ages, majority of the respondents (62%) were between the
agesof25-30yearsofage.Respondentswhowerebetweentheagesof31-36yearsconstituted
16% of the respondents and only 11% were.above 36 years. This showedmost of the
customers sampled were young adults.

Regarding respondents’ educational- qualification, majority of the respondents
weremasters’ degree holders (73%), with, 16% who were first degree holders. This
showedthat majority of the customers were educated customers.

Guest Satisfaction with Service Provided in the Hotel

This section sought-to look at respondent’s opinions on whether guests who
patronizehotel services are satisfied with the services provided in the hotels. Issues
discussedinclude whether customers are satisfied with the services provided, service
qualitydimensions and the main dimensions that influence customer satisfaction.

No 7%

Frequency

Yes 93%

0% 10% 20%  30%Respbnses0% 60% 70% 80% 90% 100%
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Figure1: Customersmeettheir expectationswith servicesprovidedin therooms

Respondentswereaskedwhethercustomerswhovisitthehotelmeettheirexpectations  with
the services provided in the room. From Figure 1 it can be seen
thatthemajorityoftherespondents(93%)affirmedthatrespondentsmeettheirexpectations.
Only 7% of the respondents sampled said customers do not meet theirexpectations
always. This result implied that though customers at most times
meettheirexpectationsofaparticularproductorservicenotalwaysas some
becomedissatisfiedcustomers. Thisisinlinewith(Khairunnisa&Krisnawati,2015; Linetal.
, 2016; Varsanis et al., 2019) customer satisfaction is the result of these' who
haveexperienceda hotel’sperformance thathas satisfied theirexpectations.
CustomersSatisfiedwith ServicesOffered intheRestaurant

This figure describes customers' responses on whether customers were satisfied
withtheservices offered to them in the hotel restaurants.

MyYes MNo

Figure2:Customerssatisfiedwithservicesofferedintherestaurant

When respondents /were asked about customer satisfaction regarding services
offeredin the restaurant, 89% said Yes and only 11% said No. Again, this result also
indicatedthat not all restaurant customers are satisfied with the services offered to
them
whentheyvisit.Inlinewithsomestudies,poorservicequalityinhotelswillleadtodissatisfied
guests as a result of decreasing demand which leads to decreased
hotelperformance(Adankanhounde,2020;Sunaryo, 2019). Customer satisfaction is
theresult of those who have experienced a hotel’s performance that has satisfied
theirexpectations. Most often, the finest word of mouth comes from high service
quality acustomer experienced. This goes a long way to make the customer talk about

the hotelservicesin a confident and positivemanner.
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Feedback from CustomersSatisfaction
Thisfiguregivesarepresentationofcustomers'responsesonwhethertheygivefeedbackto
the hotel staff and managers.

W Yes

E No

Figure3: Feedbackfromcustomersfromcustomerssatisfaction

A question was asked to find out if they receive feedback from their customers
whenthey are satisfied. The majority of the respondents (73%) said Yes, while few of
therespondents said No (27%). This result indicated that the majority of the
customerswho visited the hotels. selected expressed their feelings regarding the
services renderedto the staff and managers. Thus, most hotel customers compare the
perceived result
ofservicetotheexpectedserviceanddetermineitssatisfaction. Therefore,iftheperceived

service meets the customers’ expectations, then the customer is satisfied andcan say
that there was quality service. As a matter of logical reasoning, services
mayrequireagreaternotionofbrandingthanphysicalgoods because of the
inherentservicecharacteristicsabouttheintangibility,inseparability,heterogeneity,andper
ishability of the hotel service /product. Consumers are making their demands
moreurgent, expect convenience, and prompt action anytime and anywhere. One
should notlose site that human resource is the most important firm asset, because they

research,design,project and differentiate the firm from other firms.

WaysofGettingFeedbackfromCustomers
This figure describes ways through which customers give feedback on a
renderedservice to the hotels.
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Figure4:Waysofgettingfeedbackfromcustomers

Afollow-upquestiononwaysrespondents(staff)getfeedbackfromcustomersrevealed that
44% of the respondents receive feedback from their customers through asuggestion
box, 38% of the respondents get it .through personal interaction and 18% ofthe
respondents sampled get feedback through a phone call. This result indicated
thatcustomersfeelmorecomfortableexpressingtheirsatisfactionanddissatisfactionusingt
he suggestion box whileothers-prefer to tellthe staff or manager inperson.

Main Dimension-of Service Quality that leads to Guests Satisfaction

Thissectiondiscussedthemainservicequalitydimensionsthatleadtocustomersatisfactiona
swell aschallenges inimplementing servicequality.
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Figures: Mainservicequality dimensions that resultin customer satisfaction

Respondentswereasked about the main service “quality dimension that
customersconsider important. It can be seen from Figure 5 that empathy (56%) is the
mainservice quality dimension that customers—consider important followed by
importantTangibles (18%). Responsiveness (11%) Reliability (8%) and Assurance
(7%) wererated in the order of importance by customers. Xuhua et al. (2018) said that
eventhoughtangiblesarefrequentlyutilizedbyserviceproviderstoreinforcetheirreputation
,givecongruity,andsigngualitytoclients,mostorganizationsunitetogethertangibleswithea
ch other to establish a service quality technique for thecompany.

Challenges in Implementing Service Quality Dimensions

Thisshowsaresponsefromcustomerswhetherintheiropinionthehotelsfacechallengesin
providing service quality.
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Figure6: Challengesinimplementingservicequalitydimensions

With regards to whether respondents face challenges in implementing service
qualityinhotels,themajorityoftherespondents(78%)agreedtothenotionand18%disagreed
and neutral to the notion (4%) to the notion. This implied that most 2-starhotels face
challenges in implementing service quality in the hotels.

Challenges of Service Quality Implementation

Respondents(operationalstaff)wereaskediftheyhavechallengesimplementingservicequ
alityactivitiesinthehotels, theirresponsesaredepictedinTable 2

Table2:challengesimplementingservicequality

Reasons Frequency Percentage
Inadequate amenities 8 18
DifferentviewsfromStaff 2 4
Poor Communication 20 44
Lack of skilled labour 12 27
Difficultcustomer 3 7
Total 45 100

When asked about the challenges faced, it was found the main challenge involved
inimplementingservicequalityinhotelsiscommunication(44%).Lackofskilledlabour(27
%),inadequateamenities(18%)difficultcustomers(7%)anddifferent
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views from staff were the challenges faced by hotels in implementing service
quality.Naturally, human beings are insatiable and especially when each person has
his or
herpreference,itisdifficulttouseoneservicequalityitemtosatisfyacross. Thissuggestshotel
s must incorporate every item of service quality to achieve performance.

CustomerExpectationsinPatronizing aHotelRoom
Customers were asked to prioritize what contributes to service quality
concerninghotelrooms. The responsesare shown in Table3

Table3:Customerexpectationsinahotelroom

Reasons Frequency Percentage
Quality beddings 5 11
Clean, well-furnished room 21 40
Serene, sound environment 7 31
Well-functioningamenities 12 18
Total 45 100

It was revealed as shown in Table 3 those customers expect clean and well-
furnishedrooms (40%), serene, sound environment (31%), well-functioning amenities
(18%)and quality bedding in.the hotel rooms. The hotel is expected to serve as a
secondhome or home jaway from home so if certain expectations are not met,
customers turnto.complain’and if care is not taken, loyal customers may be branded as
nagging.Again, customers want to see value for money, so when the standard does not
matchthe price, customers are likely not to repeat business.

Measuresthat canbe putin place tohelp ImplementQuality Service

This section discussed measures put in place by managers to improve service
qualityin the hotels selected and how they can be improved.
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Figure7:Ratingservicequality intheaccommodationsection

Respondents were asked to rate the service quality.in“the hotels. The majority of
therespondents (51%) rated the service quality.as very good, 29% satisfactory, and
only7% of the respondent sample affirmed that service quality was poor. However,
13% ofthe respondents said the service quality of the hotels was excellent. This
implied that alot of the hotels sampled haveissues in providing quality service to their
customers. Inreview work by (Xuhua'et al., 2018) it was observed that most of the
small-size hotelsincluding 2-stars, are owner-managed. In her findings, owner-
managers do not investinresearchanddevelopmentand, hence are not ready to spend on
activities thatenhance customer satisfaction. Most orientation of small-sized hotels is
on money,thereforethese activities tothem, are adrain on thehotel’s income.

Table4depictshowhotelsareexpectedtoimplementthatcanimproveupontheservice

quality

Table4:Waysofimprovingqualityservice

Reasons Frequency Percentage
Employingqualifiedstaff 10 22
Employee training 24 53

Rules to meet customer expectations 7 16
Teamwork 4 9

Total 45 100
Onthemeasuresputinplacetoimprovequalityservicesinhotels,53% of

therespondentssuggestedemployeetraining,22%saidthehotelsneedtoemployqualified
staff and 16% of the respondents indicated that there should be rules to
meetcustomers’expectations.Only9%oftherespondentssuggestedteamworkasameasuret
oimproveservicequalityamongthehotelstaff. Takingintoconsideration
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the higher figure for staff training confirms (Majid et al., 2018; Van Huy &
ThaiThinh,2024)thatbuildinghumancapacitycorrelateswithperformance.Inthelanguage
of traditional strategic analysis, firm resources, as in human resources, arethe
strengths that hotels can use to conceive of and implement their strategies.

Moreoftenthannot,theskillsandabilitiesofowners/managersaffectthesuccess/failure  of
any small-size business (Adankanhounde, 2020; Sunaryo, 2019).Human resources are
the most important firm asset, the ones that research, design,project and differentiate
the firm from other firms (Bratton & Gold, 2017; Vomberg,Homburg, & Bornemann,
2015). Vomberg et al. (2015) cited (Porter & Millar,
1985)ontheroleofHRasacompetitiveadvantageatanyfirmandinrecentyears,management
schools have begun to appreciate the importance of HR as a source
ofcompetitiveadvantage.Peopleanddevelopedsystemsaredifficulttocopybycompetitors,
so they provide a source of sustainable competitive advantage that playsan important
role in the performance of the firm. Of course, the type Of ‘resources
andcapabilitiespossessedbythehotel willalsoaffectthe typeofservicequality.

Table 5 discussed data received from customers on questions raised regarding what
isexpected when it comes to service quality. The responses elicited from the

customersaredepicted below.

Table5:Responsesonguestsatisfactionwithservicesprovided

Agree Disagree
Statements Frequency Percentag Frequency Percentage
e (%)
(%)

Afriendlywelcomeonarrival 40 89 5 11
Aquickcheck-in/outprocedure 36 80 9 20
Friendlystaff 32 71 13 29
Theroomwasreadyaspromised 31 69 14 31
TV,A/C lights,andother 41 91 4 9
mechanicalequipmentworkedproperly
Otheramenitieswereprovidedinthe 30 67 15 33
room
Theatmosphereintheroom 27 60 18 40
HousekeepefswerewilIingto 45 100 0 0
answerquestions
Newandmodernfacilitiesofthe 38 84 y 16
hotel
Qualityofservice,foodand 40 89 5 11
beverageinrestaurant/bar
Appropriatefoodservicecompletion 39 87 6 13
Disciplineandthecleannessofhotel 39 71 13 29
staff
Staffrespondedquicklytorequests 39 87 16 13

andcomplaints
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Employeesrespondedquicklyto 40 89 5 11
solvemyproblems

Valueformoneyonhotelproducts 43 96 2 4
andservices

Respondents were asked to express how they agreed or disagreed with the
experienceservicesprovidedfortheguestsinthehotels.  These  results show that
respondentshave good experience and are impressed with the services provided by the
hotels.Fromthetable,89%oftherespondentshadafriendlywelcomeonarrivaltothehotelsbu
t11%oftherespondentshadadifferentviewoftheissue. Themajorityofthe respondents
(80%) agreed to a quick check-in/ out procedure and 71% of therespondents affirmed
that the hotels had a friendly staff. These results implied theguests sampled.had a
good welcoming experience.

Regarding the notion that the room was ready as promised,. 69% of the
respondentsagreed with 31% opposed the fact the room was available as promised.
Almost all therespondents affirmed (91%) that the TV, A/C, lights, and other
mechanical
equipmentworkedproperlyand67%oftherespondentssaidotheramenitieswereprovidedin
the room as well good atmosphere (60%). However, not all hotels take measures
tomake enough preparations for their customers (Khairunnisa & Krisnawati, 2015;
Liatetal., 2017; Varsaniset al., 2019).
Itcanbededucedfromthetablethatalltherespondents(100%)saidthathousekeepers  were
willing to answer questions. The majority.of the customers (87%)of the respondents
affirmed that the hotels had new<and modern facilities of the hotel.Further, the
majority of the respondents  (89%) affirmed the hotels offered
qualityservice,foodandbeveragein restaurants/bars but 11% of the respondents
opposedthat assertion. 87% of the respondents also agreed with the assertion that there
wasappropriate food service completion.

Finally, on the side of discipline and the cleanness of hotel staff, it was deduced
staffresponded quickly to requests and complaints, solved problems and had value
formoneyonhotelproductsand ~ services on 87%, 87%, 89% and 96%
respectively. These results indicated that the hotel staff have a good attitude towards
customers ofthe hotels. These attributes of the staff help win more customers or even
retain thecustomers of the hotels.

ModelSummaryoftheRegression Analysis

The model summary of Table 6 provides an overview of the regression analysis.
Thecoefficient of determination (R Square), represents the proportion of variance in
thedependent variable (guest satisfaction) that is explained by the independent
variables(serviceattributes). Thevalue of 0.718 indicates that approximately 71.8% of
thevariabilityinguest satisfaction can be accounted for by the independent
variablesincluded in the model. The adjusted R Square value of 0.901 adjusts for the
number
ofpredictorsinthemodel,providingamoreaccuraterepresentationofthemodel'sexplanator
y power. Additionally, the standard error of the estimate (0.056)
representstheaveragedistancebetweentheobservedvaluesandthepredictedvaluesbythe
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regression model.Hence, we conclude that the service attributes within selected 2-
starhotelsin Takoradi significantlypredict guest satisfaction.

Table6:ModelSummaryoftheRegressionAnalysis

Model Summary

R R Square Adjusted Std. Error
Model RSquare oftheEstima
te
0.867 0.718 0.901 0.056

a: Predictors

CorrelationAnalysisofSelected2-StarHotelsinTakoradiServiceAttributesonGuest
Satisfaction

Null Hypothesis (HO):

There is no significant linear relationship between service attributes and
guestsatisfaction

Alternative Hypothesis (H1):

There is  significantlinearrelationshipbetweenserviceattributesandguestsatisfaction
The correlation matrix below indicates the Pearson correlation coefficients
betweenguest satisfaction and various service attributes for selected 2-star hotels in
Takoradi.Positive values suggest a positive linear relationship, while negative values
suggest
anegativelinearrelationship.Attributeslikeequipmentfunctionalityandroomreadinessexh
ibitpositivecorrelationswithguest satisfaction, while attributes likefriendly welcome
and room atmosphere display weaker negative correlations.

TestingthesignificantoftheregressionModel

Table7:Significancyoftheregressionmodel

ANOVA
Sum df Mean F Sig.
ofSquar Square
Model es
Regression 45.8 15 3.053 2.745 0.003
Residual 59.489 74 0.804
Total 105.289 89

TheANOV Atablepresentstheresultsoftheregressionanalysis and indicates asignificant
relationship between the predictor variables and the outcome variable. TheF-value of
2.745, with a corresponding p-value of 0.003which is less than 0.05,suggests that the
regression model as a whole is statistically significant and inferredthat these predictor
variables in hospitality management to enhance guest satisfactionlevelseffectively.

Table8:CorrelationMatrix

GuestSa | Friendly | QuickChec | Friend! | Room Equipmen
tisfact Welcome | k-in/out yStaff | Readin |t
ess
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ion Functiona
(1-10) lity
Guest | 1.000 -.063 .083 .039 .058 .265
Satisfactio
n(1-10)
Friendly | --063 1.000 -.169 .044 .145 -.053
Welcome
Quick | .083 -.169 1.000 -.037 .007 157
Check-in/o
ut
Friendly | .039 .044 -.037 1.000 -.130 -.057
Staff
Room | .058 .145 .007 -.130 1.000 .011
Readiness
Equipment .265 -.053 157 -.057 011 1.000
Functional
ity
Amenitie | Room Housekeep | Moder | Service | FoodSe
sProvide | Atmosphe | ersAvailabi | nFacili | Quality | rvice
d re lity ties
Amenities | 1.000 .103 -.103 .028 -.019 -.070
Provided
Room | .103 1.000 -.098 .072 -.017 -.179
Atmosphe
re
Housekee | -.103 -.098 1.000 .021 .068 -.099
pers
Availabilit
y
Modern | .028 .072 .021 1.000 -.105 .203
Facilities
Service | -.019 .072 .068 -.105 1.000 .013
Quality
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Food | -.070 -.017 .068 .203 .013 1.000
Service

The correlation analysis conducted above, is evident that there exists a
significantlinearrelationshipbetweenserviceattributesandguestsatisfaction. ThePearsonc
orrelation coefficients between guest satisfaction and various service attributes
revealbothpositiveandnegativeassociations,suggestingthatcertainaspectssuchasequipm
ent functionality, cleanliness, and staff responsiveness have relatively strongerpositive
correlations with guest satisfaction, while others like problem-solving
androomatmosphere display weaker negative correlations. These findings support
therejection of the null hypothesis (HO), indicating that there is indeed a significant
linearrelationshipbetweenserviceattributesandguest satisfaction. Therefore, it can
beinferredthatenhancementsinspecificserviceattributeshavethepotentialtopositivelyimp
actoverallguestsatisfactionlevelswithinselected2-starhotelsinTakoradi.

Conclusions and Recommendations

The study sought to find out whether guests are satisfied with the services provided
inthe hotels and concluded that most customers are satisfied with the services
providedinthehotelsasbothcustomers'andmanagers'resultsindicatedapositiveoutcome.O
n the part of ascertaining the main dimensions of service quality that lead to
guestsatisfaction, the study found customers‘become more satisfied by what they see
ortouch during the service. Hence empathy, such as (service to customers with
care,smiles and attentiveness and tangibility (the cleanness of the rooms, restaurants
andother areas, the clean and proper uniform, used by the employees, provision of
qualityamenitiesandfacilities,aesthetics,ambience,lighting,layout,tablesetting)areamon
gothersthatare seen as service quality dimensions that customers considerimportant.
On the measures that can be put in place to help implement quality service in hotels,
itwas found that a lot of the hotels sampled have issues in providing quality service
totheir customers. It was revealed also that measures put in place to improve
qualityservices in hotels were training employees on quality service, employing
qualifiedstaff; setting rules to meet customers’ expectations and ensuring teamwork
amongstaff.

Based on.the findings of the study it recommends that tangibility as shown to be
thestrongestdimensionofsatisfaction,hotelmanagementshouldmaintaintheattributes

of tangible service quality (the cleanness of the rooms, restaurants and other areas,
theclean and proper uniform, used by the employees, usage of disposable gloves) at
thehotel.
Itisexpectedthehotelorganizeanin-housetrainingprogramoncustomersatisfactionand
service quality to improve the human resource aspect of the hotel staff and topromote
them in their careers.

It is recommended that hotel communication channels (verbal communication)
shouldbeimprovedsincesomecustomersweredissatisfiedandthechallengeofimplementin
g service quality was communication.
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Hotels should also implement activities such as tangibility- (including the
physicalappearance of guest room decoration), reliability — (providing service at the
right timeandhonouringitspromise),responsiveness—
(assistingcustomersandprovidingprompt service), assurance — (inspiring trust and
confidence into staff) and empathy —(carrying and putting trust on customers face).
These aspects of service quality
whenwellharnessedwillpositivelyimpactcustomers'satisfaction. Thestudyfurther,recom
mends,thatinsteadofhotelsoperatingwithinthetraditionalhospitalityenvironment(e.g.,en
compassinghousekeeping,foodandbeverageservice),anintroduction of other services
involving multi-skilling may require work that impingeson areas such as fitness,
beauty and care to cater more specifically to clientele
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