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An Investigation into the Determinants of Customer Satisfaction: The
Case of the Hotel Industry in Qatar

Khalid 1. Al-Sulaiti
Abstract

The purpose of this paper is to investigate the Arabian Gulf, Asian, and
Western travellers’ perceptions and levels of satisfaction wilh services provided
by hotels in Qatar. A questionnaire for this purpose was distributed to a random
sample of 323 respondents at the departure area of Qatar International Airport. A
principle component factor analysis with a Varimax technique was also applied
in order to reduce the large number of explanatory variables {32 service
attributes) to a limited number of underlying factors. Eight different perception
dimensions of hotel service attributes were identified.

The factor scores were then applied as predictive variables in regression
analysis to determine the relative importance of the eight perception dimensions
in contributing to the variance of the travellers’ levels of satisfaction. Statistical
findings from regression analysis suggested that the “frequent travellers’
programme” was the most important determinant of customeérs’ satisfaction for
both Asian and Arabian Gulf travellers. Whereas, the “supplementary services”
was the mos! important determinant of Western travellers. The findings of this
research have important implications for decision makers in Qatari hotel
industry. Finally, these findings may also be applicable t¢ other Gulf Cooperation
Council members.

Introduction

Qatar is a small couniry situated on the Arabian peninsula. It covers 11,427 sq/
km. It is also a member of the Gulf Cooperation Council (GCC), and has a
populatlon estimated at 744,029 (The Planning Council, 2005, p. 5). The climate
of Qatar is tropical and hot in summer and pleasant in winter. The Qatari
economy is based mainly on oil and gas, and is classified as one of the fastest
growing in the region. Oil and gas sector contributed to more than 70% of the
GDP in 2004.

However, as far as the tourism sector is concerned, its contribution to the GDP
is still insignificant. While the tourism sector has contributed to more than 15%
of the GDP in some of the neighbouring countries, its contribution to the Qatari
economy is still negligible. However, in recent years, the government has put’
this sector as one of its top priorities. The Tourism National Council was
established to develop this sector, and huge investments were allocated lo
tourism projects,
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Today, the hotel industry in Qatar has been recognised as an international
entity, with producers and consumers spread around the world. Moreover, in the
last decade, demand for and supply of hospitality services beyond that of
traditional services has escalated the growth of the hospitality industry globaliy.
This has led to intense competition in the marketplace. As a result of huge
investments in the industry in Qatar. the number of hotels has increased rapidly
during the last three years. |t has increased from 21 hotels in 2001 to 35 hotels in
2003. This number is expected to exceed 50 hotels with an estimated 7500 beds
by 2005 {The Planning Council, 2004, p. 219).

It is worth-mentioning that one of the greatest challenges facing Qatari hotel
organisations today is the ever-growing volume and fierceness of the
competition. This will increase in 2006 due to the Asian Games which will be
held in Qatar.

Background
Customer Satisfaction

Considerable attempts have been made in the past by researchers to define
the concept of satisfaction. Many argue that satisfaction is the final state of a
lengthy psychological process (Oh and Parks, 1997; Marzo-Navarro et al., 2005).
On the other hands, customers form judgements about the value of marketing
offers and make their buying decisions based on the results of interactions and
post-purchase evaluations of a product or service (Oliver, 1980; Gunderson et
al., 1996). Some scholars argued that customer satisfaction depends on
performance vis-a-vis the customer’s expeciations (Al-Sulaiti et al., 2005;
Gerpott et al., 2001). Whereas other scholars argue that the customer’s
experience plays a vital role in satisfaction (Parasuraman et al., 1994; Teas,
1993}. Some research shows that customers experience different levels of
satisfaction based on the collective information gathered from prior experiences
with the product or service provider.

Satisfaction is often associated with performance that fulfils expectations
(Barsky, 1992) while dissatisfaction occurs when performance falls below
expeclalions (Swan and Combs, 1976; Gerpott et al., 2001). However, if
performance exceeds expeclations, the customer is highly satisfied. Therefore,
customer satisfaction can be defined as the key that leads to repeat purchases,
retention, positive word-of-rmouth, less price sensitivity, and increased customer
loyalty (Fornell, 1992; Zineldin, 2000; Heung, 2000; Stauss et al., 2001): On the
other hand, {ailure to pay close atiention to customer satisfaction may result in a
negative evaluation and may lead 1o unfavourable word-of-mouth (Chon et al.,
1995).
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In conclusion, a customer’s interaction with a service provider and the service
producing-process have a significant impact on the customer's perception of
service quality and, subsequenly, influence levels of satisfaction. Therelore,
marketing concepls such as customer satisfaction should be implemented into
the management’s operational decision- making process (Law et al., 2004).

Since customer satisfaction is critical for the hotel industry, il is necessary to
investigate international ravellers' perceptions and levels of satisfaction with
services provided by hotels operated in Qatar.

Al

Hotel Service Attributes

Research regarding hotel choice criteria has centred on the relationship
between travellers’ satisfaction and the service qualily or services and facilines
{Choi and Chu, 2000; Heung, 2000}. Due to the specific characteristics of
services, such as intangibility, inseparability, variability, and perishability,
customers’ perceptions of satisfaction criteria may include contextual cues that
they use to evaluate the quality of provided services and decide what 10 use for
their future patronage even if they have nol experienced the hotel’s products
and services before (Bitner, 1890; Parasuraman et al., 1985).

Some studies view cansumer produclts and services as a bundle of atiributes,
or features, and benefits which directly influence consumers’ decisions in
selecting a hotel {Alpert, 1971; Kivela, 1996). A study by Wuest et al., (1996}
examined the travellers’ perceptions towards hotel attributes. The resulls of their
research reveal that the travellers usually use those attributes as important
{actors affecting their lodging choice.

A comprehensive review of the literature on the subject suggests that most
wavellers or tourists consider the following hotel attributes when assessing their
satisfaction with hotel stays: cleanliness. convenience of the hotel location,
room fare, a safe and sscure environment, service quality, and the reputation of
the hotel (Lewis, 1984, 1985; Knutson, 1988: Rivers et al. 1991; Clow el al. 1994;
LeBlanc and Nguyen, 1996; Shergill and Sun, 2004).

Beside the above mentioned attributes, accommodation value for money,
courtesy, and helpfulness of the hotel staff also rank high for travellers when
choosing a hotel (Atkinson, 1988; Wilensky and Butile, 1988). Furthermore,
personal service, physical attracliveness, opportunities for retaxation, standard
of services. and an appealing image also rank significantly. {Lewis, 1984, 1985,
Wilensky and Buttle, 1988; LeBlanc and Nguyen, 1996; Shergill and Sun, 2004).
Other research shows that price and quality are the most important factors for
rraveller's choice decisions {Ananth et al. 1992: Qu and Li, 1997).
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More recent research {Choi and Chu, 2000; Heung, 2000; Kandampully and
Suhartanto, 2000), however, that investigates the perceptions and levels of
salisfaction of customers while travelling, suggests other imporiant factors:
service quality and value, food and beverage quality, augmented product quality,
reliability, core product quality, availability of supplementary services, value
added services, security, and availability of international direct dial in the room.

In summary, most research to-date has focused primarily on travellers’
perceplions and satisfaction levels towards hotel services in Western countries
with the exception of a few studies that have been done in non-Arab Asian
countries. However, no research has been written in understanding how tourists
evaluate services provided by hotels in Arab world, especially in Arabian Gulf
Region, l seems that researchers in tourists behaviour have neglected the
importance of services (attributes) provided by hotels in that market segment. To
a great extent, the aforementioned attributes will have an impact upon delivering
services successfully in hotel industry in this part of the world. From the
viewpoint of hotel operators, the delivery of quality and right services is one
strategy to success. These services and their quality make up the criteria of
selecting a hotel (Choi and Chu, 2000; Heung, 2000).

Therefore, the purpose of this research is to investigate the needs of tourists
by identlifying their perceptions and levels of satisfaction in regards to the
services and attributes of hotels in an Arabian Gulf country such as Qatar.

Methodology

A sell-administered questionnaire in bolh Arabic and English versions was
developed in order 10 assess the travellers’ attitudes towards services provided
by Qatari hotels in August 2004' . The source of the ideas for the questions
followed a comprehensive review of the literature available regarding the
subject under study. -

In order to ensure the validity and reliability of the questions that were to be
used in this research, the studies of Choi and Chu, 2000 and Heung, 2000 were
closely consulted since they had been shown to passess a high level of validity
and reliability. The questionnaire was comprised of three parts, The firsi part
deait with the travellers’ characteristics, while the second part collecled
information about their demographic data. The third part consisted of 32 hotel
service attributes in which travellers were asked to indicate their degree of
agreement using a {ive-point Likert scale {1 = Strongly disagree, 5 = Strongly
agree). The Likert scale is reasonably easy to construct and administer. The
simplicily of the instruciions and the judgements task allows its use on self-
administered questions {Baker, 2003). Lastly, a five degree Likert scale question
was included in the questionnaire in order to measure overall levels of

satisfaction.

Pre-testing the questionnaire is an impartant stage in the refinement process.
Prior 10 finalising the questionnaire, it was decided 1o pre-lest it among a small
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sample of thirty (30} travellers obtained from the departures area in Qatar
International Airport. Comments were provided from those travellers on some
aspects of the questionnaire particularly the hotel atiributes. The completion of
the pre-test proved that the questionnaire was able 10 solicit the data needed to
accomplish the purpose of the study.

After validating the methodology, a systemalic sampling method was used
{Choi and Chu, 2000 and Heung, 2000) . A total of 350 travellers were surveyed
at the departure area of the Qatar international Airport, Every tenth traveller
passing through the immigration checkpoint was surveyed. After discarding the
unusable questionnaires, 323 were used for analysis resulting in a response raie
of 92.3%. The survey resulls were analysed using the SPSS programme.

Factor analysis was used to test the possibility of reducing the 32 hotel service
attributes to a smaller number in order 1o account for their inter-correlation. The
principal compaonent analysis was utilised for factor extraction along with
considering factors that accounted for variances greater than one leigenvalue >
1) as a factor selection criteria. A varimax rotation was also used on the
suggestion of Thompson (2004) who advises thal this method is appropriate if
the theoretical expectations suggest that more than one factor may occur, which

was the case in this study.

Multiple regression analysis was also employed to investigate the relative
impact of perception factars in affecting Arabian, Asian, and Western travellers’
jevels of satisfaction with the hotel attributes in Qatar. Reliability analysis
(Granbach's alpha} was used to test the reliability and internal consistency of
those attributes. The results indicated an acceptabie coefficient for this research.

Analysis and Results
Main Characteristics of the Sample

Table 1 gives the main characteristics of the respondents. The data in this table
suggests that:

1. Approximately 71.8% of all respondents were males and 28.2% females.

2. The vast majority of the respondents (74.4%) were 31 to 50 years of age,
and almost B4% of the respondents were married.

3. Most people surveyed {60.4%) reached an education level of high school
or secondary level. However, around one-third of the respondenis
completed al least a university degree.

4. 46.7% of the respondents had an average monthly income of US$1,500 to
US$4,500, while 12.1% had a monthly income of US$4,501 10 US$6,000,
and 24.4% had a monthly income over US%6.000.

5. Of the 323 respondents 137 {42.4%]) were of Gulf Arabian origin, 107
(33.1%) were of Asian origin, and 79 (24.5%) were of Western origin.
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6. Skilled workers represented 20.1% of the total respondents, while more
than 70% of the respondents held a

shopping, 30.3% were for business, 16.4% were for sport and 20.8% were
for the purpose of visiting friends and relatives.

- Main Characteristics of the Sample

Variable No, [
Gender
Maie 23= 718 |
Femnale L] 28.2
Age:
20 of below 6 1.9 !
21-30 50 15.5 |
1140 E[) 103
41-50 17 362
Above 50 3 6 ]
Edocationsl level:
Primnaery school 17 53
Secondary school 47 14.6
High school 48 45.8
niversil [k EYE]
Poxt. 1
Moatbly iocome level:
Lzss than USS1500 54 6.7
USS)500-15: 108 334
001-US34500 43 3
USS4501-11555000 39
" Over USSE000 79 9.4
Maurita) Statoy: z -
Single 5 13.
Married 268 839
Natioaatity D
Travellos 37 42.4
Asian Trevelers 07 §
Wesiern Travelers ] 24,5
Purpose of Vit
Pleasure [1] 175.1
Shoppng 24 Kl
Busincss purpose []] 303
Spon 53 6.4
Visit mends and relatives [ 0.8
Profesxion
Self employed 6 4.9
Skilled worker 65 201
-skilled worker B 13
Professiona) 3 5.0
Mansgement position 37.5

Structure Underlying the Perceptions of Hotel Service Attributes

The hote! service attributes {32 variables) were subjected to a principal
components factor analysis with varimax rotation to define travellers’
perceptions towards hotel services attributes in Qatar. Using a loading cut-off of
0.50, eight hotel faciors with 26 variables were obtained fro
variables (Baker, 2003).
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Table 2 provides the final statistics and gives relevant information after the
desired number of factors had been extracted. One can see that the percentage
of 1otal variance explained by these factors was acceptable (60.4%), see Hair
{1999}

Table 2
Results of Factor Analysis

Final Swuatistics
Communality Factor  Eigenvalue o4 of Variance  Cumulative %

Variablie
| VARIL a2 1 9217 28.804 28.804
8 VAR2 827 2 2.378 7432 36.235
I VAR3J 576 3 1.688 5.276 41511
VAR4 578 4 1.520 4.750 46.262
VARS 606 5 1.256 3.925 50.187
VARG .570 6 1.170 3.655 53842
VAR7 57 7 |.0d4R 3.275 57.117
VARS 499 g 1.040 3.249 60 366
VAR9 5717
VARIQ .576
VARII 595

VARI2 .589
VARI3 599

VARI4 527

VARLS 6719

VARI6 700 .

VARI? 612

VARIB 680

VARI19 704

VAR20 589 -
VARZI 694

VAR22 614

VAR23 515

VAR24 594
VAR2S 639

VAR26 595
VAR27 674
VAR28 544
3 VAR29 .600
VAR30 614
VAR3I| 680
VARI2 Al

Reliability analysis (Cronbach's alpha) was also calculated in order to examine
the reliability and internal consistency of each factor. The resuits indicate that the
alpha coeflicients for the eight factors ranged from 0.54 to 0.79. These
coefficients are considered acceplable as an indication of reliability for basic
research since they were above the cut-off value of 0.50 (Choi and Chu, 2000).
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Table 3 shows factor analysis results with varimax rotation of perceplions of
hotel service attributes in Qatar. The rotated factor matrix obtained by varimax
procedure suggests the following:

1.

44
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Factor one has high coefficients on Var1 {helpfulness, friendliness of hotel
staff), Var2 (efficiency of check-in-out services), Var3 (providing efficient
and prompt services), Var12 (staff are neat}, and Var19 (nice physical
appearance of the hotel). According to Hair et al., {1999) a variable with a
higher loading influences to a greater extent the name or label selected to
represent a factor. Hair et al., (1999} believe that naming or labelling factors
is not very scientific and is based on the subjective opinion of the analyst.
Different analysts, in many cases, assign different names to the same
results because of the difierences in their background and training.
Therefore, this factor may be labelled “service quality”.

Factor two has high coefficients on Var11 {fast baggage handling service),
Var24 (excellent wake.up call system), Var25 {prompt laundry service),
Var26 (provide international call service), and Var29 {Accept major credit
cards). Therefore, this factor may be labelled “reliability”.

Factor three has high coefficients on Var5s {room price is fair), Var9 (has a
good reputation), Var16 (reasonable price of food and beverages), and
Var17 (easy to control room temperature). Hence, this factor may be
labelled “value”,

Factor four has high coefficients on Vara (multilingual staff), Var6 {rooms
are clean and quiet), and Var? {room size is reasonable). Hence, this factor
may be labelled “room comfort”.

Factor five has high coefficients on the items that represent Var13 (variety
and quality of food and beverages), and Var15 (availability of mini-bar).
This factor could be labelled “quality of food and beverages”,

Factor six has high coefficients on three variables dealing with the location
of the hotel (Var20), free transportation to-from the major shopping malls
(Var21), and availability of fire alarm system (Var22). This factor may be
labelled “convenience”.

Factor seven has high coefficients on two items. Those are: Var31
{provides special room equipment for families with children), and Var32
{provides airline ticket reservation services). Therefare, this factor may be
labelled “supplementary services"”.

Factor eight has high coefficients on two items also. Those are: Var27
(availabifity of business centre), and Var30 (availability of frequent
travellers’ programme). Thus, this factor may be labelled” frequent
travellers’ programme”.

JISSM Vol. 12 No. 1
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Table 3
Factor Analysis Results With Varimax Rotation of Perceptions of Hotel Service
Attributes in Qatar

tloted Servite Atiriboles Facivr Lasdisg
Fl]F‘ZIF}ll‘J[FSTH‘F‘,iFa
welos 1: €z Joali

V1, Heloful endlincss of hotel saff | .55 I 1 1
V2 Efficiency of check-in-oul sevvicel 673
V3, Suff :pih':y 10 provide eilicemt & | 556

prompt service

V2. Stalf are remt 554

e

| Viv- N prysical sppesringe of he htel | 132

Factor 2: Rellabail
Vil dling seTvice 645
' Vv.1a c2il 532
| V23, Promps Iumdry scrviee 604
35, Provides inomstionad call service 599 1 gl
1 V19, A_mggmdwc:ednwﬂs .58 : |

oo § o] e f —

Factor 3; Valoe
. Room pnce &3 fur S
[} hxx s don .66
16, pnee the food & 6

w|S|e
]

| beversges
VI7. 10 control room tem| 634

Factor 4: Room comfort

Va, ST abibty i speakang diffcrem S0y
lenguages

6, Room are cleen and quate 7106
V7. u'z:isﬁe ] |

Factor 5: Quakity of and Tragey
V13, vangy tnd quality of food end 719

_h,rv;-;-.e_.r_
V13, Availability of mtni-bes 716

¥actor 6: Convenicace
V23, Good location of the hotel 1 677 _) ]
V21 Frec GRisporianon from-o major ‘ 681 |

shopping malls
V12, Availability of S1cm S
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JISSM Vol. 12 No. 1 45

https://drive.google.com/drive/folders/1 VnEITDPao-20emB9 3SBEzTHui9mbh z 12/20/2020



f1
10.png Page 1l o

Importance of Hotel Factors Aftecting Travellers’ Overall Satisfaction

As stated earlier, three types of travellers were distinguished and are as
follows:

Arabian Gulf Travellers

To determine the relative importance of the travellers’ perceplion dimensions
to the level of satisfaction for the three types of travellers, regression analysis
was used. Travellers' overall satisfaction level was considered as a dependent
variable, while the eight factors derived from the factor analysis were considered
as independent variable.

Table 4 shows a satisfactory level of goodness-of-fit in predicting the variance
of Arabian Gulf travellers’ overall satisfaction in relation to most hotel factors, as
examined by R {.720), R square (.603) and F-ratio {57.31656, significant at .0000
level). The relative importance of the eight perception factors in contribuling to
the variance of the Arabian travellers’ overall satisfaclion was investigated by the
Beta Coefficient. Results revealed that of the eight hotel factors, five factors
weighted heavily in explaining Arabian travellers’ overall satisfaction. These
were: frequent travellers’ programme, quality of food and beverages, reliability,
supplementary services, and room comiart with Beta coefficient 0.553, 0.501,
0.473, 0.381, and 0.304 respectively, On the other hand, Value, convenience, and
service quality factors were not statistically significant in influencing the Arabian
travellers® overall satisfaction levels since their Beta values were less than 0.1,

Table 4
Regression Analysis results of Hotel Factors Based on Arabian Gulf Travellers' Overall
Satisfaction Levels

Arabian Gulf Travellers
Goodness-of-fit
Multiple R 783
R Square 614
Adjusted R Square 603 \
Standard Enmor 120
F=57.31656: Sig. F=.0000
Variables: Beta Value dig nificance
F{8} Frequent travellers' propramme 0.553 0.000 1
F(5) Qualiry of food and beverages 0.501 0.000
F(2) Reliability 0.473 0.000
F(7) Supplementary services 0.381 0.003
F(4) Room comfort 0,304 0.046
F(3) Value 0.093 0.089
F(6) Convenicnce 0078 0.303
F(1) Seevice Quality ] 0.057 0.571
46 JISSM Vol. 12 Ne. 1
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Asian Travellers

Results in Table 5 suggest an acceptable level of goodness-of-fit in predicting
the variance of Asian travellers’ overall satisfaction in relation to the eight hotel
factors, as investigated by R (.737), R square {.644) and F-ratio {43.0234,
significant at 0.000 level of significance). The beta coeflicient was examined in
order to investigate the relative impact of the hotel factors in relation to their
contribution to the variance in Asian wravellers’ overall satislaction levels. Results
revealed that of the eight factors, five factors also remained significant in the
regression analysis. These were frequent travellers’ programme {beta = 0.417),
reliability (beta = 0.368), supplementary services {beta = 0.328), Value {beta =
0.312), and service quality (beta = 0.114). Whereas, raom comfort, quality of
food and beverages, and convenience were not important factors in influencing
Asian travellers’ overail satisfaction levels.

Table S
Regression Analysis results of Hotel Factors Based on Asian Travellers' Overall
Satisfaction Levels

Asian Travellers
Goodness-of-fit

Multiple R 737

R Square 644

Adjusted R Square 631

|__Sundard Error 706

F= 43.0234: Sig, F=.0000
Variables: Beta Value | Significance
F(8) Frequent trovellers' programme 0.417 0.000
F(2) Relisbility 0.368 0.000
F(7) Supplementary services 0.328 0.000
F(3) Value 0312 0.000
F(1) Serviee Quality 0.114 0.000
F(4) Room comfon 0.087 0.296
F(5) Quality of food and beverages 0.065 0533
F{6) Convenience 0.006 0.898

Western Travellers

As can be seen in Table 6, satisfactory findings of the regression analysis were
evidenced. The correlation coefficient of the eight hotel factors on travellers’
overall satisfaction levels was .781, showing that Western lravellers pay more
importance to six out of eight hote! factors. The coelficient of determination was
610, indicating that around 61% of the variation of travellers’ averall satisfaction
was explained by most of the hotel factors. F-ratio was investigated in order to
know whether or not the results of the regression could have occurred by

JISSM Vol. 12 Na. 1 47
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chance (Choi and Chu, 2000). However, resulls revealed a satisfactory value of
96.46998 with a significance leve! of 0.0000,

To verify the relative importance of the eight factors in contributing to the
variance of Western travellers’ overall satisfaction, beta coefficients were
examined. Resulls reported that six factors stayed significant with differing
values of beta coefficients. Supplementary services and service quality carried
the heaviest weight in verifying Western travellers’ overall satisfaction. This was
followed by reliability, convenience, room comfort, and frequent travellers’
programme.

Table 6
Regression Analysis results of Hotel Factors Based on Western Travellers’ Overall
Satisfaction Levels

Westemn Travellers | !
Goodness-of-fit |

Multiple R 781 |

R Square .610

Adjusted R Square 59

Sundard Error .619
F= 56.46998 : Sig. F=.0000
Variables: Betn Value Significance
F(7) Supplementary scrvices 0.685 0.0000
F(1) Service Quality 0.289 0.0000
F(2) Reliability 0.]88 0.0000
F(6) Convenience 0.142 0.0000
F(4) Room comfort 0.127 0.0247
F(8) Frequent wraveliers' programme 0.113 0.0459
F(3) Value 0.030 0.3261
F(5) Qualiry of food and beverages 0.029 04252

Conclusions and Policy Implications
Conclusions:

Based on the above analysis, the following conclusions and poalicy
implications are derived as follows:

1. The hotel industry in Qatar has been given more attention by decision
makers,

2. The tourism sector has grown rapidly in recent years, but its contribution
10 GDP is still insignificant.

J. Most research on this subject was oriented to Weste_rn countries and very
few sludies were conducted in Arab countries especially the GCC
countries.

a8 JISSM Vol. 12 No, 1
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4. Suatistical results of {actor analysis identitied eight factors underlying the
perceptions of travellers.

5. Regression findings indicate that a Irequent travellers’ programme is the
most important factor determinant of customers satisfactions for both
Asian and Arabian Gulf Travellers (Beta = 0.55 and 0.41 respectively).

6. Results of regression analysis show that supplementary services are the
maost important factor determinant of Western customer travellers (beta =

0.68).

7. Siatistical results revealed that: value, convenience and service quality are
not important factors determinant of Arabian Gulf travellers {beta =0.09,
0.07. and 0.05 respectively).

8. Room comfort and quality of food and beverages were found to be less
influential factors in determining the overall satisfaction levels among

Asian travellers.

9. The value and quality of food and beverages were not influential factors in
determining the overall salisfaction levels among Western travellers.

Policy implications:
The policy implications to be derived from such analysis are as follows:

1. More importance should be given to develop and improve the highly
influential factors such as supplementary services and reliability. Additional

resources should be allocated to maintain and develop these services.

2. The results of the study clearly indicate that all hotel service attributes were
not equally important to all customers. Therefore, hotel operators should
identify these differences and try 1o satisfy the demand and needs of
different groups of their customers.
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