
UNIVERSITY OF EDUCATION WINNEBA 

COLLEGE OF TECHNOLOGY EDUCATION 

 

 

 

 

TOPIC: 

ASSESSING THE IMPACT OF QUALITY ASSURANCE ON CUSTOMER 

SATISFACTION IN THE HOSPITALITY INDUSTRY: A CASE STUDY OF BLUE-SKY 

HOTEL, BOLGATANGA 

 

 

 

 

 

BALEY GEORGE K. 

 

 

 

 

 

 

 

University of Education,Winneba http://ir.uew.edu.gh



SEPTEMBER, 2019 

UNIVERSITY OF EDUCATION, WINNEBA 

COLLEGE OF TECHNOLOGY EDUCATION, KUMASI 

 

 

ASSESSING THE IMPACT OF QUALITY ASSURANCE ON CUSTOMER 

SATISFACTION IN THE HOSPITALITY INDUSTRY: A CASE STUDY OF BLUE-SKY 

HOTEL, BOLGATANGA 

 

BY 

BALEY GEORGE KPIEBO 

(7171180062) 

 

 

A THESIS SUBMITTED TO THE COLLEGE OF TECHNICAL EDUCATION 

UNIVERSITY OF WINNEBA, KUMASI CAMPUS IN PARTIAL FULFILMENT OF 

THE REQUIREMENTS FOR THE AWARD OF THE MASTERS OF TECHNOLOGY, 

HOSPITALITY AND CATERING 

 

 

 

SEPTEMBER, 2019 

University of Education,Winneba http://ir.uew.edu.gh



ii 
 

DECLARATION 

Student’s Declaration 

I hereby declare that this project work is my own work towards the masters of 

Technology in Hospitality and catering and that to the best of my knowledge, it contains 

no material previously published by another person nor material which has been accepted 

for the award of any masters of the University, except where due acknowledgement has 

been made in the text. 

 

Signature:……………………………………… Date:……………………………….. 

 

 

 

Supervisor’s Declaration 

I hereby declare that the preparation and presentation of the dissertation were supervised 

in accordance with the guidelines on supervision of dissertation laid down by the 

University Of Education Winneba, Kumasi Campus. 

 

Name of supervisor: DR. ELLEN OLU 

Signature:…………………………………  Date:………...………………………. 

 

University of Education,Winneba http://ir.uew.edu.gh



iii 
 

ABSTRACT 

The hospitality industry has seen a great and rapid change over the past decade. 

Hospitality business today is an integral part of human life, whether in a small scale or a 

commercial scale. The hospitality industry in Ghana is yet to reach a greater height, 

though it has contributed significantly to the national GDP of the economy. But it is yet 

to be compared to other African countries. The work sought to access the impact of 

quality assurance on the hospitality business. The participation of staff land employees in 

contributing to quality service of food and beverages (products).  The study examined 

various variables necessary to ensuring quality services that maximizes customer’s 

satisfaction. A non-probability sampling techniques was used in carrying out this 

research. Both accidental and purposive samplings were used. From the research 

conducted, it is explicit and revealing that ensuring quality is of tremendous importance 

to customers and companies as well. Additionally, it is one of the basis of growth and 

development in the industrial economy because it brings cash inflows to the economy 

through tourism attraction. The researcher discovered that upon various benefits of 

ensuring quality, there is more space for improvement in the service delivery to 

customers. The hotel management should not only pay attention to servicing the 

customers but should religiously and honestly improve the already high quality of the 

services they provide to their customers. On the question of recommending other 

customers to the hotel almost all the respondents said yes. This reason bitterest the point 

that the quality standards of Blue Sky hotel is high. Beside all the significant impact of 

quality assurance on the customer satisfaction in the hospitality business, the researcher 

strongly believes that more can still be done to increase the impacts to high pedestals. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Introduction 

Hospitality business refers to the service rendered by hotels, restaurants, resorts and 

entertainment sector economy. This also includes tourism. Tourism happens to be the 

third highest foreign exchange earner which contributes immensely to the development of 

the economy, through the injection of foreign exchange into the country. Bolgatanga is 

not left out in this development. A lot of structures have been established in Bolgatanga 

to promote the image of the hospitality business. This great step is a collaboration of the 

government and the private sector within the economy. Like any other source of foreign 

exchange those generated from the hospitality industry help reduce the country is depicts. 

Some of the characteristics of the successful activity of the business organization is 

presentation and constants improvement of qualitative services, which meet the 

expectations of customers. The choice of hotels becomes one of the main issues. The 

variety of the hotel services, quality, reliability and price are important, Bernard, (2002) 

Since there are many hotels in the market providing the same or similar services, it is 

very important not only to attract, but also to keep the customer in order to maintain the 

position held and to compete in future. 

It is necessary to provide qualitative services by which old customers may be retained 

and new customers may be attracted. 

With an increasing dynamism and competitive ability of the business environment, an 

increasing number of companies pay attention to the creation, management, 

determination and increase of customers’ loyalty. Many scientists agree with the 
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suggestion that the customer loyalty is a central concept of marketing science (Alker, 

2002; Berzosa, Davila, Depalos Heredero, 2012; Jonme & Sasser, 1995; Reichheld, 1993. 

Virvilaite, Pilligreminene, of Kliukaite, 2015. 

 

The satisfaction and loyalty of customers have both direct and indirect impacts on the 

hotel industry (Kandampully & Hu, 2007). The loyalty of existing customers is very 

important since it was calculated that the attraction of new customers is much more 

expensive than the retention of existing ones (Bakiunas, Jasinskas, Koisova, 2014; 

Dabija, Dinu, Tachiciu; & Pop, 2014; Holmund & Kock, 1996; Jasinskas, Reklaitiene & 

Svag2diene, 2013; Reichheld & Sasser, 1990; Wong & Sohal, 2002). The growing 

loyalty of customers allows the organization to make savings, decreasing the expenses for 

marketing and transactions, also the expenses related to the consumption of related 

products increases, positive communication ‘word of mouth’ is pursued, the cost of 

failures decreases (Griffin, 199). Besides, the scopes of sales to existing customers are 

bigger. 

 

1.1 Background to the study 

1.1.1 Overview of the hospitality business in Ghana. 

Since the late 1980s tourism has received consideration attention in the economic 

development strategy of Ghana. The number of tourist’s arrivals and amount of tourists, 

expenditure has steadily increased, while both public and private investment activity in 

various tourism sub- sectors have expended. The government established a Ministry of 

Tourism in 1993 to underscore its, commitment to tourism development and with 
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assistance from the United Nations Development programme (UNDP) and the World 

Toursim organization (WTO), prepared a 15-year Tourism Development plan for the 

period 1996 to 2010. Like most African countries, attempts to develop a viable tourism 

industry in Ghana can be traced to the early part of the post-independence period. This 

paper examines the quality assurance in tourism and its development experience in 

Ghana. 

 

1.1.2 Present Dimensions of Tourism in Ghana  

Ghana moved up from the seventeenth position in 1985 to eight in 1998 among the top 20 

leading tourism revenue – earners in Africa (WTO 1999) Presently Ghana’s hospitality is 

ranked 4th for profitability in African countries. With respect to tourist expenditure, 

international tourism receipts grew at an average annual rate of 41.3 percent from about 

$55.3 million in 1985 to about $285 million in 1998. This makes tourism the fourth 

largest earner of foreign exchange currently, Ghana’s fourth largest foreign earner, 

tourism fetched $2.2million for Ghana, in 2015, (source GNA; date, 26-09-2018) ranking 

behind mineral and cocoa exports. 

 

Ghana’s contribution of travel and tourism to GDP (% of GDP) was at level of 5.5% in 

2018, down from 5.6% previous year. International tourist arrives and receipts have been 

increasing substantially since 1982. In 2004, the sector attracted more than 500,000 

tourists into the country, with the corresponding tourist receipts of 640 million us Dollars. 

In West Africa, Ghana leads its neighbors as the number one tourist destination. The 

growth is due to political stability as well as social, economic and technological changes 
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that have taken place in the country. It is also due to the hosting of important events like 

pan African festivals (PANAFEST), Emancipation day celebration, National festivals of 

Art and culture. (NAFAC) among others (Ghana statistical service). 

As in the case of most African countries the rationale for tourism development is 

primarily economic and at other levels, macro or national or micro or local. At the macro 

level, tourism is expected to promote economic growth by generating foreign exchange 

as well as increase various forms of government revenue. At the micro level, tourism is 

expected to facilitate job creation, income and revenue distribution and a balanced 

regional development, which ultimately should improve the quality of life of the people. 

Reports from the Ghana Tourist Board (G7B) also indicated that tourism alone 

contributes 7% of Ghana Domestic product (GDP). It has also contributed 20% of foreign 

exchange earnings to the economy of Ghana for the past 5 years. As a result of this trend 

of growth most entrepreneurs went into establishing hotels to accommodate these tourists 

in the country. In pursuit of national development, the government gave room for private 

individuals to put up hotels in the country to offer service for these tourists who come 

into the country for tourist attraction. 

 

1.1.3. Background of Blue Sky Hotel Overview 

Blue Sky Hotel was established within the economic policy goals of the Government of 

Ghana aimed at development tourism as a leading socio economic sector of the Ghanaian 

economy. Blue sky hotel is considered to be one of national and international competitive 

destination in hospitality industry in Ghana to providing Quality service delivery to its 

clients. It has a variety of well-defined service products that will make clients feel at 
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home. The quality service delivery has earned, the hotel an accolade. The Blue- sky of 

the Upper East. 

The hotel is located in the Upper East Regional capital of Ghana, Bolgatanga on the 

Bolga- Bawku trunk road at Kumbosco, immediately after the VRA Quarters on the left 

side, directly opposite the filling station on the right side. The positioning of the Hotel 

gives each client or customers an assurance of fresh air and a serene environment. Blue 

Sky Hotel offers the best of natural facility. It has accommodation staff that are prepared 

to go an extra mile with the individual delivery quality services that will assure the 

customer superior value for money. Blue Sky Hotel offers high security measures to 

ensure maximum safety to its customers. 

 

1.2.1 Blue- Sky Hotel Conference Halls 

 Ategra Hall can host 200 people with theater sitting arrangement 

 Dakurah Hall can hot 100 people at round table conference 

 Agolgo Hall can host 50 people at round table conference 

 The hotel has 24-hour service for front office desk and food, beverage and bar 

service. It offers Room service and a mini bar in guest rooms. Weekend vacation 

with variety of entertainments. 

 Blue- sky Hotel luxurious rooms and suits offer guests a relating stay in 

Bolgatanga. The rooms provide modern comfort, a unique feeling of spaciousness 

and contemporary décor or ambience for both business and leisure travelers. The 

hotel also features both single and double rooms. The rooms come with so much 

comfortability that makes client, stay away from home. The spacious stylish 
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rooms are equipped with private bathroom, a desk and an internet connection. The 

Hotel has a spacious swimming pool with trained guards. The Hotel has a 300 

guest room capacity with 20 suits for special guests 

 

1.3 Statement of the problem 

The hospitality industry has seen an enormous growth and change over the last decade. 

Obviously, the world around us in a continuous state of change. This is even true where 

the hospitality industry is concerned. 

Hospitality business today is an integral part of the human life whether in a commercial 

scale or in small scale. Although the hospitality industry is seen to be booming as new 

structures are being put up every day, it is set to strike a major impact in the country as 

compared to other hospitality business like the hotels in other part of the world, for that 

matter Africa. 

 

The hospitality business form a sector in the economy that do not undermine the integrity 

of their customer in service delivery and therefore seek to always provide satisfaction 

now and in the future to maintain customers and even add more through quality services. 

Fundamentally, Ghana has paid a little attention to the tourist sector by not attending to 

the hospitality industry, authorities likewise failed to monitor the code of the ethics 

governing hoteliers. Thus, as a result, most of the hotels in the hospitality business did 

not meet the standards expected of them in terms of service delivery such as adequate 

facilities, excellent customer relationship knowledge of product or service offerings, 

trained personnel and provision of confidence and trust of services offered. This had 
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created a gap of customers complaining of poor quality service, loss of confidence and 

dissatisfaction. Lack of these factors, presently have resulted in Hotels in Ghana losing 

their touch of excellence, sense of focus and subsequently, do not consider the customer 

as their central focus of their operation and also the cause for the existence of their 

business. These experiences above suggest a possible existence of gaps or weakness in 

the services administered to the customers of the Blue-Sky Hotel and therefore quality is 

undermined. The study therefore, set out to investigate how management is ensuring 

efficient and effective quality assurance to provide superior value for customers’ 

satisfaction. 

The main objective is to assess the impact of quality Assurant on customer satisfaction  

1.4 Objectives 

Specifically, the work seeks to measure the following 

i) To access the impact of quality level of food and beverages  

ii) To find out the service quality used by staff and employees to attend to 

customer.   

iii) To identify the product and service that meet customer satisfaction.  

iv) To find out the benefits of ensuring quality in the hospitality business 

 

1.5 Significance of the study 

Quality assurance in the hospitality business is relevant to all customers both the old who 

patronize such business and those who want to patronize. The research study will 

meaningfully and greatly be of great importance to academic. Thus, the research work 

will contribute to existing knowledge on this particular study or of similar study. It will 
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be a future source of reference to students who will be doing further study into the topic 

or a related one. 

Can the whole this research work will be useful to the society, firms, businesses in the 

hospitality industry and the government at large. 

 

1.6 Research Questions 

In order for the researcher to come out with the objectives of the study appropriate 

questions will be administered to respondents, both customers and management. Some of 

the question are: 

1. What is the quality level of food and beverages of the Hotel? 

2. What amount of time was spend attending to you or responding to your request? 

3. What products and services meet your expectation? 

4. What are the benefits of ensuring quality in the hospitality business?  

 

1.7 Delimitation 

The overall scope of the study is to ascertain quality of services rendered by Blue- Sky 

Hotel in Bolgatanga. The study will cover only Bolgantanga, the capital of the Upper 

East Region. Upper East Region can be located in the Northern part of the country which 

hare boundaries with Burkina Faso and Togo. 

The region is selected because of proximity to the researcher and also the conditions are 

typical to other regions where Hotels can be located in the country, and that the findings 

and contributions will be extended to the national level. 
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1.8 Limitation of the Study 

The researcher will be faced with difficulties in getting back questionnaires distributed to 

respondents. This will be due to the tight schedules of the respondents and the reason that 

respondents will need convenience. However, the researcher will persist to receive 

ninety-five percent (95%) of the questionnaire that will be answered from the 

respondents. There will be a problem of combining work, family and social activities 

with the research work. 

Despite all the above constraints, the researcher will ensure that the needed data will be 

collected. 

 

1.9 Organization of the study 

This research paper will be organized into chapters with the chapters being organized as 

below; 

Chapter one focus on the introductory aspects of the research topic, it will give a general 

introduction to the research. This chapter will be made the following, the background of 

the study, the statement of the problem purpose of the study, the objectives of the study, 

the significance of the study, the research questions, the scope of the study and the 

limitation of the study. 

Chapter Two: - Literature Review, this chapter will review the related assurance in the 

hospitality business. The researcher will consider theoretical literature available on the 

subject matter. 

Chapter Three; - Methodology, this chapter deals with methodology of the research. 

That is the various methods that the researcher is going to adopt in carrying out the 
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research. This chapter includes the sources of the data, primary and or secondary, the 

sampling techniques to be used and the reasons for employing such techniques. 

Chapter four: - This chapter concerns with the discussion of data, analysis of data and 

the interpretation of the data which is to be collected. That is how data is going to be 

processed and to be presented, arrange among others to bring out the meaning in them in 

order to achieve. The objectives of the study. The chapter will be made of absolute 

figures, bar charts and pie charts in analyzing the data to be collected. 

Chapter five: - Findings, Summaries, suggestions, conclusion and Recommendations. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

This chapter reviews related literature on quality assurance in the hospitality industry. 

 

2.1 Customer Service 

It is the view of business executives that retailers such as hotels that offer many customer 

services (delivery, gift wrapping, more pleasant surroundings, and sales assistance) 

satisfy their customers more than their competitors, arguing that it ensures and build an 

acceptable level of confidence of service offered to customers and promote assurance of 

quality. Many customers are willing to pay for more extra services as long as it provides 

the needed satisfaction to then (Dunne, 1999). 

 

2.2  Definition of Customer Service? 

Customer service is the provision of service to customers before, during and after a 

purchase. The perception of success of such interactions is dependent on employees who 

can adjust themselves to the personality of the quest.  

It is also the act of taking care of the customer’s needs by providing and delivering 

professional, helpful, high quality service and assistance before, during and after the 

customers’ requirement are met.  

There are certain customer service skills that every employee must master if they are 

forward-facing with customers. Without them, you run the risk of finding your business 

University of Education,Winneba http://ir.uew.edu.gh



12 
 

in an embarrassing customer service train-wreck or you will simply lose to let people 

down (Gregory Goti, 2018).  

1. Patience: Not only patience is important to customers, who often reach out to 

support when they are also important to the business at large. It is shown that 

great service beats fast-service every single time if you deal with customers on a 

daily basis, be sure to stay patient when they come to you.  

2. Alternatives: The ability to really listen to customers is so critical for providing 

great service for a number of reasons. Not only is it important to pay attention to 

individual customer experience (watching the language/terms that they use to 

describe their problems), but it is also important to be mindful and attractive to 

the feedback that you receive at large.  

3. Clear communication skills: make sure you are getting to the problem at hand 

quickly, customers don’t need your life story or to hear about how your day is 

going. When it comes to important points that you need to rely clearly to 

customers, keep it simple and leave nothing to doubt.  

4. Knowledge of the Product: The best forward-Facing employees in your company 

will work on having a deep knowledge of how your product works. Employees 

should be trained on customers’ support.  

5. Ability to use positive language: Customer service involves having the 

conversational patterns. This can truly go a long way in creating happy customers.  

6. Time management skills: the bottom line is that there is a limit and you need to be 

concerned with getting customers what they want in an efficient manner.  
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7. Ability to ‘read’ customers: You won’t always be able to see customers face-to-

face, and in many instances (nowadays) you won’t even hear a customer’s voice. 

That doesn’t exempt you form understanding some basic principles of behavourial 

psychology and being able to ‘read’ the customers current emotional state. This is 

an important part of the personalization process as well, because it takes knowing 

your customers to create a personal experience for them.  

Donald (1994) indicated that it is important to know what customers expect to satisfy 

them. According to him, knowing what customers expect is influenced by what marketers 

have promised in their advertisement and how well their expectations are being satisfied. 

Dunne (1999) defines customer service as activities performed by retailers (hotels) that 

influence the ease with which a potential customer can learn about the firm’s offering, the 

ease with which transaction can be completed once the customer attempts to make a 

purchase, and the customer’s satisfaction with the purchase. These three elements are the 

pretransaction, transaction and post transaction of customer service. 

He further says that, service has been known to have an impact on customer satisfaction 

and retention. Providing satisfaction to the customer entails offering a service either by 

the sale of product or physically rendering a service. When the service is conducted 

professionally, accurately, promptly and in a good environment as expected by the 

customer then he or she becomes satisfied. When the service delivered is bad customer 

will always be dissatisfied. 

Berman (2002) defines customer service as service which involves the identifiable but 

relative intangible, actions undertaken by a seller in conjunction with the basic goods or 
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services it offers. He continues to say that the level of customer service provided by a 

firm can affect its ability to attract, assure and retain customers more than ever before.  

According to Berkwowitz et al (2000), customer service is the ability of a logistics 

system to satisfy users in time, dependability, communication and convenience. He 

continues to say that customer service is not merely seen as an expense but a strategic 

tool for increasing customer satisfaction. 

 

2.2.1 Customer service perspective  

1. The degree of assistance and courtesy granted to those who patronize the 

organization.  

2. It includes the primary activities associated with after-sale support to enhance or 

to maintain the value of the product or service. 

3. Customer service is the set of behaviors that a business undertakes during its 

interaction with its customers. It can also refer to a specific person or desk which 

is set up to provide general assistance to customers. 

From the above definition, it can be deducted that customer service is a procedural 

activity that seeks to meet an expectation of the customer in relation to sale of a product 

or service delivery. 

 

2.3 Customer service and quality assurance 

Berman (2002) identifies that quality assurance is linked to customer service and that bad 

services offered to customers’ result in dissatisfaction. Good or assuring quality brings 

about customer satisfaction as well as customer retention. Unless the customer is satisfied 
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with both the basic goods and the service offered by the firm and the accompanying 

quality of customer service (such as politeness, expert sales personnel and on-time 

appointment), he or she is usually to be satisfied and even patronize the firm – certainly 

not in the long run or term.  

It can also be seen that customer service is an intangible activity which is very vital to the 

Hotel in seeking satisfaction to the customer. Customer service is not an event which 

happen occasionally but a process (an ongoing activity) which needs to be improved 

every now and then tailored to satisfying the end user (customer). 

 

2.4 Quality from customers’ perspective 

A customer definition of quality is much broader. First, customers are concerned with the 

quality of the physical product –its durability, safety, ease of use, and installation.  

Secondly, customers are concerned with the quality of service, by which they mean the 

accuracy and truthfulness of advertising, responsiveness, and ongoing service support. 

The interest in service quality has increased noticeably and the studies revealed that 

service quality is a prerequisite for success and survival in today’s competitive 

environment (Ghobadian, Speller and Joshes 1994). Especially in recent years, the key to 

sustainable advantage lies in delivering high quality service that results in satisfied 

customers (Shemwell, Yavas, and Bilgin 1998). Also service quality is vital for the hotel 

industry (Fick and Ritchie 1991) and hotels with high service quality can improve their 

market share and profitably (Oh and Park 1997). But first, service quality level of 
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existing services should be measured based on customer’s perspective by a reliable valid 

measurement tool.  

 

Quality has become a major factor in customers’ choice of services and products and they 

look out for what they want to see and would need in a product or service. This to them 

determines quality. This means that the firm (Blue Sky Hotel) must consider what and 

how the customer defines quality. For a service or product to be seen as quality by the 

customer, it should satisfy the needs of both now and in the future. From this perspective, 

it can be said that quality of a product or services is determined by what the consumer 

wants and is willing to pay for.  

 

2.4.1 Quality from the producer’s perspective 

Product or service design results in design specification that should achieve the desired 

quality. When the product or service is determined, the producer’s perspective of quality 

is also seen in how effectively the production process is able to conform to the 

specifications required by the designed referred to as Quality of conformance.  “Quality 

of conformance” is making sure the product or service is produced according to design. 

What this means is that quality production focuses on making sure that the product meets 

the specification required by the design. (Russell, 2003). 

 

 

 

University of Education,Winneba http://ir.uew.edu.gh



17 
 

2.5 Diagrammatic representation of the meaning of quality 

                                                     The Meaning of Quality 

 

Producer’s Perspective             Consumer’s Perspective 

 

                 Quality of Conformance  Quality of Design 

Production      Conformance to    Quality Characteristic          Marketing 

   Specification     Price 

   Cost 

     

              

               Fitness for Consumer use  

Fig 2.1 Source: Roberta Russell. (2003) Operations Management (e Ed) 

 

2.6 Quality assurance 

In developing products and service, quality assurance refers to planned and systematic 

process of ensuring that a product or service being developed is meeting customer 

requirements. This is total satisfaction. More accurately, quality assurance is a standard 

for meeting customer requirements. It documents how a company will meet the 

requirements of a client or customer in a systematic, reliable fashion. It shows a 

company’s commitment to delivering quality products and services to the customer. 
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A quality assurance is said to increase customer confidence and a company’s credibility, 

to improve work processes and efficiency, and to enable a company to better compete 

with others. 

 

According to Philip Kotler (1999) the term Quality Assurance or QA for short, refers to 

planned and systematic processes that provide confidence in a product or service 

suitability for its intended purpose. It is a set of activities intended to ensure that products 

(goods and/or services) satisfy customer requirements in a systematic, reliable fashion. 

Quality Assurance is about improving and stabilizing and processes to avoid or at least 

minimize issues that lead to the defects or dissatisfaction in the first place. Two key 

principles characterize Quality Assurance. 

The first is ‘fit for purpose’ (the service or product should be suitable for the intended 

purpose) and the second is ‘right first time’ (mistakes should be eliminated). QA includes 

regulation of the quality of raw materials, assemblies, products and components; services 

related to production; and management, production by the intended users, clients or 

customers, not by society in general. It is not the same as ‘expensive’ or ‘high quality’. 

According to Berry, Parasuraman and Zeithanl, who are strong advocates of quality 

services they make the point that only customers can judge quality – all other judgments 

are considered to be essential irrelevant. 

According to Dr. W. Edwards Deming, quality assurance is the process of verifying or 

determining whether products or services meet or exceed customer expectations. Quality 

assurance is a process driven approach with specific steps to help define and attain goals. 
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This process considers designs, development, productions, and service. The most popular 

tool used to determine quality assurance is the Shewhart Cycle, developed by Dr. W. 

Edward Deming. This cycle for quality assurance consists of steps: Plan, Do, Check, 

and Act. These steps are commonly abbreviated as PDCA 

The four quality assurance steps within PDCA Models stands for: 

Plan: Establish objectives and processes required to deliver the desired results 

Do: Implement the process developed 

Check: Monitor and evaluate the implemented process by testing the results against the 

predetermined objectives 

Act: Apply actions necessary for improvement if the require changes 

PDCA is an effective method for monitoring quality assurance because it analysis 

existing conditions and method used to provide the products or services to customers. 

The goal is to ensure that excellence is inherent in every component of the process. 

Quality assurance also helps determine whether the steps used to provide the product or 

service is appropriate for the time and conditions. In addition, if the PDCA cycle is 

repeated throughout the lifetime of the product or service, it helps improve internal 

company efficiency. Quality assurance demands a degree of detail in order to be fully 

implemented at every step. Planning for example could include investigating inot the 

quality of the raw materials used in production, the actual assembly, or the inspection 

processes used. The Checking step could include customer needs are being exceeded and 
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why they are or are not. Acting could mean a total revision in the manufacturing process 

in order to correct a technical or cosmetic flaw. 

 

2.7 Quality measures: attributes and variables 

The quality of a product or service can be evaluated using either an attribute of the 

product or service or a variable measure 

1. Attribute Measure: An attribute is a product or service characteristics such as 

colour, surroundings, surface texture, cleanliness or perhaps smell or taste. This 

can be evaluated quickly with a discrete response such as good or bad, acceptable 

or not, yes or no. Where quality specifications are complex and extensive, a 

simple attribute test might be used to determine if a product or service is or is not 

defective. For example, a customer might examine the quality of Blue Sky Hotel 

premises by seeing if it is clean or not. If it is not clean it can be investigated to 

find out who is supposed to get it clean and has not done so. This is sometimes 

referred to as qualitative classification. 

2. Variable Measure: A variable measure is a product characteristic that is measured 

on a continuous scale such as length, weight, temperature or even time. (Roberta 

and Bernard, 2003) For example, the time it takes to serve a customer at Blue Sky 

Hotel can be measured to see if it is quick enough. Since a variable evaluation is 

the result of some form of measurement, it is sometime called quantitative 

classification method. A variable measure provides more information about a 

product or service than an attribute measure. For instance, the weight of a product 

is more informative than simply saying is good or bad. 
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2.8 Service quality 

Service quantity can be defined as “comparing the perception of service received by a 

customer with the expectations of service desired” (Fitzsimons, 2005) 

According to Larry (1997) quality service is a perceived judgment resulting from an 

evaluation process when customer compares the expectations with the service he or she 

perceived to have received. Customers have now become more confident of their right 

and the power they wield in the market place. Ideally, they have become increasingly 

demanding in relation to the way they are treated by supplier firms. With this revelation, 

companies have also realized that quality is equally important in the delivery of service 

though before then they placed much emphasis on quality of goods. He went further to 

say that the customer makes a decision to stay at a particular hotel or shop at a particular 

store not because of only the tangible product or the décor of the rooms or quality of the 

food but on much more intangible factors of levels of service. 

Berry et al (2002) suggested that “customers use five dimensions to form their judgment 

of service quality which are based on a comparison between expected service and 

perceived service’. For services, the assessment of quality is made during the service 

delivery process. Each customer contact is referred to as a moment of truth, an 

opportunity to satisfy or dissatisfy the customer.  

Therefore, customer satisfaction with a service quality can be defined by comparing 

perception of service received with expectation of service desired. In ensuring that 

quality is sustain and reaches the customer at the end of the day, five elements should be 
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considered. These five elements are called the SERVQUAL elements and they are 

reliability, responsiveness, assurance, empathy and tangible.  

 

 Reliability  

Reliability is the ability of the service to perform promised service both dependably and 

accurately. Reliable service performance is a customer’s expectation and means that the 

service is accomplished on time, in the same manner, and without errors every time. 

Quality is assured when the provider of the service is conscious of what the customer 

wants and expects to see or feel of the service being delivered. It means therefore that 

when reliability of the service or the product is missing, then quality is not assured. 

 

 Responsiveness  

This is the willingness of the service provider to help customers and to provide prompt 

service. For instance, keeping customers waiting for no reason does not create any good 

impression about the quality service delivery of the company. If a service failure occurs, 

the ability to correct errors quickly and with professionalism can create very positive 

perceptions of quality service delivery of the company. Hence, in assuring quality, it is 

very prudent to be responsive to service errors in the shortest possible time and with a 

high sense professionalism. Again, customer should not be left unattended to fro no 

reason. It is in these that customer become satisfied. Thus quality service makes 

customers satisfied. 
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 Assurance  

It is the knowledge and courtesy of employees as well as their ability to convey trust and 

confidence. The assurance dimension includes competence to perform service, politeness 

and respect for customers, effective communication with customers and general attitude 

that the providers has. Quality assurance in this sense means that the provider of the 

service should not only look at the time of delivery, nature of the service but should take 

into consideration how the service is delivered. In assuring quality to customer, the 

provider must do so with trust and confidence assuring the customer that the service is 

real, good and important to him or her. 

Again, the provider must show some form of decorum, showing respect to the customer 

in all sense and also communicating in the right attitude to the customer. These are very 

important in ensuring quality of service to the customer. At all cost, these should not be 

compromise in any way is a hull mark. 

 

 Empathy  

This is the provision of caring, individualized attention to customers. Empathy includes 

approachability, sensitivity and effort to understand the needs of the customer. Thus in 

the course of providing services to the customer, it is prudent for the service provider to 

understand the individual needs of the customer and then meet them accordingly. 

Generalizing the needs and assuming all customers need same thing is wrong and does 

not denote quality of service delivery. In ensuring quality, the service provider needs to 
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attend to each customer in a caring and sensitive manner for purposes of reaching the 

needs of the customers. 

 

 Tangibles 

These are the physical facilities, equipment, personnel and communication materials that 

the service provider has at his or her office. The condition of the physical evidence is a 

clear indication of the care and attention that the service provider has exhibited. It 

therefore shows that in the bid to ensure quality of the services delivered, the physical 

facilities, personnel and other communication materials must be in the best of condition 

or shape. 

When the tangibles are in shambles, then of course the services will be of a low quality 

because of the possible errors that will occur in the course of rendering services to the 

customer. Hence proper care should be taken in ensuring that the tangibles aspects of the 

service delivery are always in the best of shape for better services delivery.  

These five dimensions are not the only ways that service quality can be measured, but as 

shown in figure 2.2, there are other five elements that can be looked at.  
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2.9 APPROACHES TO MEASURING SERVICE QUALITY 

 

Word of Mouth  Personal Needs  Past Experience  

DIMENSIONS OF    Expected Service    PERCEIVED 

SERVICE QUALITY                                                                                               SERVICE QUALITYT 

Perceived Service        i Expectations exceeded 

Reliability             ES<PS (Quality Surprise) 

Responsiveness                                                                             ii. Expectations met ES-

Assurance                                                                                      PS (satisfactory quality) 

  iii. Expectation not met 

ES>PS (unacceptable quality)

                   

 Content       

 Process        

 Structure  

 Outcome             

 Impact        

Fig 2. 2 Source: Tore Williams 2005 (Service Marketing), (5 Ed)                          

A comprehension view of the service system is necessary to identify the possible 

measures of service quality. Therefore, quality can also be looked at from content, 

process, structure, outcome and input. 
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 Content  

In ensuring high quality standard of service or goods being produced, employees must 

follow the standard procedure of the company. For routine service, standard operating 

procedures generally are developed and service personnel are expected to follow these 

established procedures to the end.  

Content have requires that employees dot not leave any procedure unmarked. Quality 

assurance in this respect requires that what must be done must be to the fullest in terms of 

the procedures to be followed in arriving at the final stage. 

 

 Process  

Is the sequence of events in the service process appropriate? This is because there is the 

need for a logical sequence of activity that must be followed and well co-ordinated. There 

must be interaction between the workers and the customers. In the course of producing 

the product or the service, it is incumbent on employees to sequentially abide or follow 

the needed process. No process or activity should be jumped or overlooked. Each process 

or activity must be engaged in an orderly manner. As such co-ordination of the various 

processes should be done well to ensure that there isn’t any distortion. 

 

 

 

 Structure  

Are the physical facilities and organizational design adequate for the service? These and 

the support equipment are only part of the structural dimension. In ensuring quality, the 

physical facilities and the organizational design in the production of the service and the 
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products must be enough and if necessary in excess. When these are in shortage, things 

cannot be done well and the end result is poor-quality. The qualification dimension of the 

staff must also be taken into consideration. A measure of organizational effectiveness in 

controlling quick would be the presence of active self-evolution procedures and 

member’s knowledge of their peer’s performance.  

 

 Outcomes  

What changes in status has the service affected. The ultimate measure of service quality 

is a study of the end result. The question that is always asked is whether the customer is 

satisfied or not. In services, the assumption is made that the status quo is acceptable 

unless the level of complaints begin to rise. The more complaints received by companies, 

the high indication that quality is poor. 

 

 Impact  

What is the end result of the use of the service? Are customers safe, secure etc, are the 

questions that must be asked. However, it should be that the impact must include a 

measure of service and accessibility which equally is quoted as the population served per 

unit area. It will be noted that the other five element of quality measurement are taken 

from the company’s perspective, therefore there is the need for both customers and 

companies in the service industry to know that they must all judge service not from their 

perspective only but must look at it from the two angles. With quality ensured from the 

production stage, through the service delivery to the customers, the resultant reward is 

satisfaction to the customer and the producer or service provider as well. 
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In ensuring quality, the most important perspective of quality is the customer’s. Product 

and services must be designed to meet customer expectations and needs for quality. A 

total commitment to quality is necessary throughout an organization for it to be 

successful in improving and managing product and service quality.  

The commitment must start at the top and filter down through all levels of the 

organization and across all areas and department. Employees need to be active 

participants in the quality improvement process and must feel a responsibility for quality. 

Improving service and product quality is cost-effective however, the cost of poor quality 

greatly exceeds the cost of attaining good quality.  

 

2.9.1 Total quality management 

To make sure that product and services have the quality they have been designed for, a 

commitment of quality throughout the organization is required. This approach to the 

management of quality throughout the organization has evolved into what is called total 

quality management of TQM. 

 

2.9.2 Total Quality Management or TQM Defined 

Total Quality Management according to Roberta and Bernard (2003) is a set of 

management principles that focus improvement as the driving force in all functional areas 

and at all levels in a company. Thus, it is customer oriented leadership, strategic 

planning, employee responsibility, continuous improvement, statistical methods and 

training and development programs in ensuring quality of goods and services.  
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Again, it is defined as a business management strategy aimed at embedding awareness of 

quality in all organizational processes. TQM has been widely used in manufacturing, 

education, call centers, government, and service industries, as well as NASA space and 

science programs. 

From the above definitions and view of TQM, it presupposes that forecasting is very 

crucial in TQM environment. More customers perceive good-quality service to mean 

having a product or service when they demand it. This perception holds true for 

manufacturing and service companies. For instance, when customers walk into any 

hospitality firm like that of Blue Sky hotel, they do not expect to wait for long to place 

orders. Rather, they expect Blue sky to have the item and services they want, and they 

expect to receive their orders within a short period. An accurate forecast of customer 

traffic flow and product demand will enable Blue Sky to schedule food production to 

provide high-quality service. An inaccurate service forecast causes service to break 

down, resulting in poor service quality. 

 

2.9.3 Principles of Quality Assurance (Total Quality Management)  

Although companies use different terms to refer to their approach to quality, they mean 

essentially the same thing and embody many of the same concepts. According to Roberta 

and Bernard (2003), these concepts ate strategic goals, total commitment, continuous 

improvement, comprehensive focus, employee responsibility, job training and so forth.  

However, there are principles which cuts across every firm and which when followed 

strictly can yield good results. The principles given by Roberta et al (2003) are as 

follows: 
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1. The customer definition of quality and customer satisfaction is the top priority. 

2. Top management must provide the leadership for quality 

3. Quality is a strategic, and requires strategic plan 

4. Quality is the responsibility of all employees at all levels of the organization 

5. All functions of the company must focus on the continuous quality improvement 

to achieve strategic goals. 

6. Quality problems are solved through cooperation among employees and 

management.  

7. Problem solving and continuous quality improvement use statistical quality 

control methods. 

8. Training and education of all employees are the basis for continuous quality 

improvement. 

 

2.9.4 Quality Assurance and Continuous Process Improvement 

Companies all over the world including the hospitality companies and enterprises, value 

quality and also ensure that it met both employers and employees at all standards on a 

continuous basis. TQM embodies the same basic principles as quality assurance, total 

quality control etc. TQM emphasizes top management’s roles in leading a total quality 

effort on which all employees at all levels must focus. TQM also emphasizes that quality 

is a strategic issue and that the organization must decide what the customer want in terms 

of quality and then use strategic planning encompassing all functional areas to achieve 

goals for quality. 
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In the recent world, the term continuous process improvement has been used among 

many companies to identify a quality improvement or TQM effort. Continuous process 

improvement is essentially a matter of nomenclature (Louis, 2003). Thus it embodies the 

same basic philosophy and principles of TQM. Hence, under continuous process 

improvement, all employees are responsible for continuous quality improvement and 

quality is the focal point of all organizational function.  

 

2.9.5 Quality Assurance and Customer Satisfaction 

At the other end of a company’s spectrum from its suppliers is its direct relationship with 

its customers. According to Kerin et al (2006) an important component of any TQM 

program is the company’s ability to measure customer satisfaction. In this sense, the 

company needs to know if its TQM program is effective. That is, is the company meeting 

customer expectations? Is its product or services meeting their fitness for use definition? 

Is it what the customer wants, does the customer like it, does the customer need it, will 

the customer like it changed? TQM program must contain some form of measurement 

system to answer these questions and provide data about the customer’s level satisfaction. 

With a quality assurance program otherwise known as continuous process improvement 

or TQM in place, customers are assured of their satisfaction with respect to quality, 

usage, specification and so forth. When customer’s express satisfaction it is an indication 

that the firm is doing great and that is Quality Assurance programs are in full swing. 
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The measurement of the satisfaction of the customer can be done in various ways. 

However, Lisa et al (1995) point out that the most widely used means for measuring 

customer satisfaction is the customer survey. 

This has been traditionally thought as a tool for the market analysis. However, continuous 

monitoring of customer satisfaction through survey, or any other means, is an invaluable 

source of information that a company can use to improve its product, services and 

process.  

For example, a third party customer satisfaction survey results for 2000 Baldrige National 

Quality Award winner data Corporation-Spicer Driveshaft Division in the United States 

showed over 87 percent overall customer satisfaction with their product quality and 

performance from 2003 to 2007 which was over 10 points higher than their competitor.  

 

Satisfaction as Cognitive or Affective Measurement of Quality 

It is been the belief of some managers over the years that product performance and 

service quality bring about satisfaction. Good practice forms useful managerial elements 

that bring about the quality in service which leads to satisfaction, (Donald, 1999). 

However, there is not any one such thing as objective quality and therefore managers 

who are interested in customer satisfaction need to find out how customers perceive 

quality.  

Quality is made up of both the cognitive (thinking) and affective (emotional) aspects. 

Cognitive in the sense that it has to do with how the customer thinks and is thinking 

about the service or the product which brings to him or her satisfaction needed. Affective 
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in the sense that, it has to do with how the customer feels about the service or the product 

being delivered or sold and this contributes to his or her satisfaction. 

According to Stoke (2007) perceived quality is an important predicator to customer 

satisfaction. Thus, looking at all the description of quality, they concluded that perceived 

quality (what the customer hold about quality) is what counts and these involve the 

following: 

 Performance 

 It is based on comparative standards 

 It differs among customers and situation 

 It resides in the use or consumption of product and services 

 

The cost of quality 

According a legendary quality guru, Armand Feigenbaun “quality cost is the foundation 

for quality-system economics” Quality costs have traditionally served as the basis for 

evaluating investment in quality programs. The costs of quality are those incurred to 

achieve good quality and to satisfy the customer, as well as the costs incurred when 

quality fails to satisfy the customer.  

 

Quality Costs Fall into Categories: These are; 

1) The cost of achieving good quality, also known as the cost of quality assurance 

2) The cost associated with poor quality products or services also known as the cost 

of not conforming to specifications 
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1. The Cost of Achieving Good Quality 

The cost of achieving good quality is the cost of quality management programs. These 

are prevention costs and appraisal costs. 

A. Prevention Costs: These are the costs incurred during product design. They are 

the costs of trying to prevent poor-quality product from reaching the customer. 

According to Stokes (2007), prevention reflects the quality philosophy of “do it 

right the first time, the goal of quality management program. He outlined some 

examples of prevention cost and these are as follows; 

 Quality planning cost: The cost of developing and implementing the quality 

management program 

 Product design costs: The costs of designing product with quality characteristics 

 Process costs: The costs expended to make sure that productive process confirms 

to quality specification. 

 Training costs: The costs of developing and putting training programs for 

employees and management.  

 Information costs: The costs of acquiring and maintaining (typically on computers 

(data related to quality, and the development and analysis of reports on quality 

performance.  

Thus, the cost of preventing poor quality and ensuring good quality include planning, 

design process, training and information costs. These shows that, for quality to be of a 

priority on the list for Blue Sky Hotel, these costs of maintaining quality must be 

adequately met. 
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B. Appraisal costs: These are costs of measuring, testing and analyzing materials, 

parts, products, services and the productive process to ensure that product or 

service quality specifications are being met. There are several examples of these 

costs and among these are 

 Inspection and Testing: The costs testing and inspecting materials, parts and 

product or service at various stages and the end of the process 

 Operator costs: These are the cost of the time spent by operators to gather data for 

testing product or service quality, to make equipment adjustment to maintain 

quality and to stop work to access quality. In a service organization like Blue Sky 

Hotel, appraisal costs tend to be higher and therefore, are a greater proportion of 

total quality costs. Quality in service is related primarily to the interaction 

between an employer and customer, which makes the cost of appraisal quality 

more difficult, however it must be done. (Zeithanl et al, 2006) 

 

The Cost of Poor Quality 

This is the cost associated with poor quality and is also referred to as the Cost of 

Nonconformance, or Failure Cost. The cost of failure is the difference between what it 

actually costs to produce a product or a service and what it would cost if there were 

failure. According to George (2005) this is generally the largest quality cost category in a 

company, frequently accounting for 10 percent to 90 percent of total quality costs. 

The cost of poor quality can be categorized as internal cost or external cost. 

A. Internal Failure Costs: These are costs incurred when poor-quality products are 

discovered before they are delivered to customers. Examples include: 
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 Scraps costs: These are cost of poor-quality products that must be discarded, 

including labour, materials and indirect costs. 

 Rework Costs: The cost of fixing defective products to conform to quality 

specification. 

 Process Failure Costs: These are costs of determining why the productive process 

is producing poor-quality products or services. 

 Process Downtime Costs: These are costs shutting down the productive process to 

fix the problem. 

 Price Downgrading Costs: These are costs of discounting poor-quality products 

that is selling products as “seconds” 

B. External Failure Costs: These are cost incurred after the customer has received a 

poor-quality product or service. These are primarily related to customer service. 

Examples of external failure costs include: 

 Customer Complaints Costs: These are the costs of investigating and satisfactorily 

responding to a customer complaint resulting from poor-quality product. 

 Product Return Costs: These are costs of handling and replacing poor-quality 

products returned by the customer 

 Warranty Claims Costs: These are costs of complying with products warranties 

 Product Liability Costs: These are litigation cost resulting from product liability 

and customer injury. 

 Lost Sales Costs: The cost incurred because customers are dissatisfied with poor-

quality products and do not make additional purchases 
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It is evident from series of researches that internal failure costs tend to be low for a 

service producing company like that of Blue Sky Hotel, while external failure costs can 

be quite high. A service organization has little opportunity to examine and correct a 

defective internal process, usually an employee-customer interaction, before it actually 

happens. For this reason, it is incumbent on the employees to consciously exhibit high 

professionalism in delivering services to customers, particularly in the first instance. 

Hence, the first contact with the customer by the employee should be free from any 

defects. Again, external failures typically result in an increase in service time or 

inconvenience for the customer (George, 2005). Examples of external failure include a 

customer waiting too long to be served after order is placed or a customer waiting too 

long to replace an order, or an order that arrives with wrong items, requiring the customer 

to call back the waiter or waitress for re-ordering, just to mention a few. 

 

Quality improvement and the role of employees 

Employee issues are universally perceived by companies to be the most important 

consideration when initiating a quality-improvement program. Failure to address 

employee issues will usually lead to a failure of the total quality effort (Brian, 2006). This 

means that, employees should be considered in terms of their need as employees before 

quality of service and products can be taken as an issue. When employees are not 

satisfied with internal arrangement of any company’s development, delivery, servicing of 

any product to a customer will be a low class. Therefore, in improving the quality 

standards of a company, employees should be considered in all aspects. 
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Example, in a survey of a firm in Georgia that had implemented TQM, 94 percent 

indicated that their employees had received additional job skill training, and additional 

training in problem solving skills such as statistical process control. 85 percent said they 

had expanded opportunities for employee recognition and reward, while 95 percent had 

formed work groups during the TQM implementation process. In this same survey, 

quality improved in 94 percent of the companies and employee’s satisfaction improved in 

88 percent, (Brian, 2006). 

Job training and employee development are major features of a successful Quality 

Assurance program. Increase training in job skills results in improved processes that 

improve service and product quality. Training in quality tools and skills such as statistical 

process control enable employee to diagnose and correct day-to-day problem related to 

their job. This provides employees with greater responsibility for service and product 

quality and greater satisfaction for doing their part to achieve quality. To achieve high 

quality, it is absolutely necessary that management and employees cooperate and that 

each have an equally strong commitment to quality. Cooperation and commitment are not 

management are not possible when management ‘dictates’ quality to employees. 

Cooperation in a quality management program is achieved when employees are allowed 

to participate in the quality-management process. That is, when they are given a voice 

(Stokes et al, 2004) 

According to Russell S. (2003) when employees are directly involved in the quality-

management process, it is referred to as participative problem solving. Thus, employee 

participation in identifying and solving quality problem have been shown to be effective 

in improving quality, increasing employee satisfaction and moral, improving job skills, 
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reducing job turnover and absenteeism and increasing productivity. Participative problem 

solving is usually within an employee-involvement (EI) program, with a team approach.  

 

Quality circles and process improvement teams 

According to Ittner (2000) one of the first team-based approaches to quality assurance in 

a firm is quality circles. It is called quality control circles in Japan and it originated 

during the 1960s. Quality circle was introduced in the United States in the 1970s. it has 

being proven to be effective in both manufacturing and servicing industries. A quality 

circle is a small, voluntary group of employees and their supervisor(s), comprising a team 

of about 8 to 10 members from the same work area or department addressing production 

problems. The supervisor is typically the circle moderator, promoting group discussion 

but not directing the group or making decisions. Decisions results from group consensus. 

A circle meets about once a week during company time in a room designated especially 

for that purpose, where the team works on problem and projects on of their own choice. ( 

Carpenter, 2003) 

Quality circles follow an established procedure for identifying, analyzing, and solving 

quality-related (or other) problems. Members are trained to conduct meetings and address 

problems as a group, as well as collect data and analyze problems. The group technique 

for solving problems is brainstorming to generate ideas. Free expression is encouraged 

and criticisms are not allowed. Only after brainstorming are ideas evaluated. (Evans and 

Lindsay, 2000) 

Quality circles have been very successful in Japan, United States, Asia etc and their 

development has been credited to Dr. Kaoru Ishikawa of the University of Tokyo. It is 
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estimated that approximately, 20 million Japanese workers and supervisors have 

participated in quality circles and several million project have been undertaken since its 

inception in the 1960s, with an average return of several thousand dollars each.  

 

 

 

 

 

 

 

 

 

Fig 2.3 Source: Ittner CD.  (2003) Ensuring Quality Operation Management 

(Summer) 648 

 

The diagram above explains how the quality circle works in improving quality assurance. 

The process begins with the team setting which constitutes 8 -10 members with same 

concentration and a supervisor. This group of individuals is trained on data collection and 

analysis process with regards to quality. The next process is the identification of 

problems together with devising numerous alternatives towards solving the problem.  

This is done through brainstorming and hence coming to a consensus as to which 

alternative(s) to use in addressing the quality issue at stake. After identifying the 

problem(s) and brainstorming to derive alternatives, the next stage is analyzing the 
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problem. That is the cause and effect which calls for data collection, information seeking 

to understand and analyse the problem critically.  

The next stage of the quality circle process is finding the resultant solution or result to the 

problem. The final process is the implementation of the solution as well as monitoring to 

find how well the solution is ensuring quality. In order words, how feasible is the solution 

in combating the poor-quality issue worrying the firm. The process is cyclical. It does not 

end in so far as production of goods and services do not also end. 

 

Incremental improvement and quality 

For products where technology is an integral part of product performance, competition 

often focuses on continuing technology improvement, Evans (1994). In such markets, a 

company makes products less costly and technology better. Increasingly, companies 

achieve competitive advantage in the global market place by offering customers a 

continuous stream of technologically improved products. Market perceived quality 

(customer satisfaction) includes anticipating a customer’s needs and being ready with a 

technologically improved product.  

The Japanese, who are seen as providing the market with superior quality product and 

services, are adept at continually technological changes and constantly improving their 

products with a series of small incremental steps rather than large jumps.  

A company way out in a competitive world is to have flexible manufacturing machinery 

that permits them to respond to changing customer needs and to incorporate incremental 

technological improvement quickly and cost effectively ahead of competition.  
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It is important to note that market-perceived quality is not just conformance quality but a 

perspective that views quality from the customer’s perspective (i.e performance) and 

internally from a quality-assurance point of view. Superior market-perceived quality 

allows a business to maximize profit, which can be translated into several alternatives. i.e 

higher profit, additional capital to invest in R&D, new product to ensure perceived 

quality, or the buildup of a greater market share offers a superior or service at a 

competitive price.  

 

The scope of service 

No economy can function effectively without taking in consideration the central role 

services play in the economy. The service infrastructure ranges from banking, 

transportation, communication, Hotel and restaurant businesses and consultancy, just to 

mention a few. As an economy develops, however, services become even more important 

and soon the vast majority of people are employed in the service industry.  

Perhaps the most important characteristics of services operation are the presence of the 

customer in the service delivery system. Focusing on the customer and serving his or her 

needs has always been an important daily activity for service providers. 

 

Elements of service? 

Service can be defined an intangibles need of the individual which is produced or 

provided and consumed simultaneously. Thus, as the service is being provided, the 

customer alongside consumes the service. (Koller, 1990). 
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It also defines services as “an activity or series of activities or more or less intangible 

nature that normally, but not necessarily taken place in interaction between customer and 

service employees and / or physical resources or goods and / or system of service 

provider which are provided as solutions to customer problems” 

According to Fitzsimons (2005) service is a time-perishable, intangible experience 

performed for a customer acting in the role of co-producer. 

Zeithanl and Britner (2000) also defines service as “deeds, process and performance” 

From the above definition of services, it can be seen that there is a clear distinction 

between services and goods and this can be seen from their attributes. 

 

The five unique elements of service 

There are certain unique elements in service that helps to distinguish them from goods 

and also make the service a quality one. These four unique elements are also known as 

the characteristics of service.  

 

 Intangibility  

Service are ideas and concepts while products are things so innovations are non-

patentable. Only option before service providers is to expand rapidly and preempt 

competitions. Intangibility in business is a problem for customers too. For service to rely 

on its reputation, sometimes government ensures acceptable service though regulation. 
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 Inconsistency  

Quality of service is often inconsistent because developing, pricing, promoting and 

delivering of service is challenging. According to Larry (1997) since service depends on 

human, quality varies with each person’s capability and day-to-day job performance. 

Hence no two (2) services will be the same even if delivered at the same time, under 

same condition. Inconsistency is much of a problem with service than with goods. 

 Inseparability  

There are two (2) dimensions of inseparability. The first is inseparability of production 

and consumption. Thus, while goods are first produced, sold and then consumed, services 

are sold first, purchased and then consumed simultaneously. Eg, a customer buys a ticket 

at the hotel ticket office, then comes and consumes in-house services as it is being 

produced.  

The second dimension of inseparability is that the customer cannot separate the deliverer 

of the service from the service itself. Eg, in getting information from the hotel, the 

customer may have to go to the hotel. The quality of the service may be poor, but if the 

customer have access interacting with the employees for direction, finds at ease whoever 

they are looking for, or does receive adequate and nice reception, he or she may be 

satisfied with the service experience: Meaning a customer satisfaction may be influenced 

primarily by the perception of employees, managers and a good reception.  

 Inventory  

Inventory of service is different from inventory of goods. Primarily, with services, 

inventory carrying cost are more subjective and are related to idle production capacity 
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which is when the service provider is available but there is no demand. Sommers et al 

(2000) says that inventory cost of service is the cost of paying to provide the service 

along with needed equipment. Eg, if a worker is paid to receive clients but no one 

schedules an appointment or comes, the fixed cost of the idle worker’s salary is a high 

inventory carrying cost. 

 Lack of Ownership 

According to Lisa et al (2001), Exceptional quality service results in greater customer 

satisfaction which also leads to greater customer retention. This in turn results in higher 

profitability. He says customer loyalty is a major contributor to sustainable profit growth. 

He continues to say that to achieve success, the employees must make superior service 

second nature to their organization. A seamless integration of all components in the 

service-profit chain – employee satisfaction, value creation, customer satisfaction, 

customer loyalty, and profit and growth – links all the critical dynamics of top customer 

service.  
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CHAPTER THREE 

METHODOLOGY 

3.0 Introduction 

This chapter indicates the strategies or produces that are employed by the researcher. It 

shows the various methods used in the collection of data for the research. The 

methodology of the research work is essential in order to ensure reliability, validity and 

to generalization of the research findings. It will be presented in the following order: the 

study site, research Data, the study population, sampling technique, sample size, source 

of Data Analysis, Data collection method constraints. 

 

3.1 Study site 

The study of this research work was Blue Sky Hotel; in Bolgatanga of the Upper East 

Region of Ghana.  

 

3.2 Research design 

Questionaries’’,interviews and non-probability approach were used. The study touched 

on various variables necessary to ensuring quality service that maximizes customer 

satisfaction. 

 

3.3 Study population  

In order to achieve the objectives of this research, the research population was closed to 

include management and customers of Blue- sky Hostel. The total population of 

management and staff was 40. This include five (5) managers and thirty-five (35) non 

University of Education,Winneba http://ir.uew.edu.gh



47 
 

managers. The Hotel enjoys  patronage from  all type of people, including, low and high 

income earners  all work of life. 

According to human resource manager customers keep coming everyday which makes it 

difficult for them to give exact number of customers and to give lot is against industry 

policy to disclose customer base. 

 

3.4 Sample size 

Sample size was the proportion of a group of people selected and studied, which serves as 

a representative of the whole or entire population (Twumasi, 1998,) 

In this study, a total of hundred and twenty (1200 respondents which includes 20 

respondents made up of four (4) managers and sixteen (16) non managers and hundred 

(100) customer were sampled to give their opinions and feelings about their satisfaction 

of the services rendered by Blue – sky Hotel. The researcher believes primary that this 

size is a fear representative of the population and enough to provide the needed 

information for the study.  

Employees- Data was taken purposively from twenty (20) employees of Blue – sky 

Hotel. This consists of four (4) Managers and sixteen (16) non managers. This method 

allows the researcher to use to judgment to select knowledgeable people that will best 

answer the research questions and meet his objectives. 

Customers – hundred (100) customers of Blue – skies Hotel were accordantly given 

questionnaires to answer. With this the researchers goes to the study site to get whoever 
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is available due to limited time given to conduct the study. With this it is economically 

feasible to him and enough to provide the needed information for the study. 

 

3.4.1 Sampling technique 

Sampling technique is the statistical tools for selecting s fraction of percentage of a group 

of people to represent the total or entirely population. (Mc Daniel and Gates, 19998). 

Sampling technique can be divided into the two broad categories of probability and Non 

– probability samples. 

The researcher used non probability sampling techniques in carrying out this research. 

Both were used and purposive sampling were used. 

In this study the researcher used accidental sampling for customers. 

This was because with this technique, it allows the researcher to administer the 

questionnaires to any customer who comes into the premised of Blue – sky Hotel that is 

available are willing to respond to questions.  

This saves time and cost. 

Purposive sampling was used for some selected staff members who the researcher 

believed would provide the needed data on the study and also for the fact. That certain 

objectives had to be achieved in the process. 
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3.4.2 Sources of data 

There are two main sources of data for this research work. These are primary and 

secondary sources of data (Nachimias, 1976).  

The researcher used secondary data such as text books and other publication as well as 

the internet for information.  

Secondary data are publications and documented sources examples such as annual 

reports, brochures and press articles and in ferret resources.  

Secondary data saves time and money since the research and gets the materials for the 

study.  

The negative side of the secondary data is that collected for another study with different 

objectives will be irrelevant to the research problem at hand.  

Primary data involves the use person interviews, questionnaires and observations as data 

collection methods.  

It is reliable and accurate and also provides first hand unadulterated data. However, it is 

expensive.  

 

3.5 Data analysis  

Computer software programme was used to anyalyze the responses obtained from the 

questionnaire administered. The data was coded and entered into the computer database. 

The data was analyzed using SPSS software version 12.0 for MS Windows. 95.5 percent 

valid responses were analyzed. Variables of interest included in the analysis was gender, 
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age, marital status and position. Respondents was categorized into age group of 18 – 25 

up to 70 years.  

Primary data collection methods  

The researcher used three (3) primary data collection. These are questionnaires interviews 

and observations methods.  

 

A questionnaire  

The researcher administered questionnaire to both customers and employees of Blue-Sky 

Hotel through personal visit with an arrangement with the receptionist for collection. It 

took the researcher three months to administer and collect questionnaire. The researcher 

also used open-ended and close and ended questions. With the open ended questions, the 

respondents are free in given their own answer since there are no restrictions and also 

allow the respondents to give additional information which the researcher has no idea. 

With close ended questions, the respondents are restricted to avoid unnecessary response.  

 

B. interviews  

The research was conducted face to face interview with the general manager and human 

resources manager this is to obtain further information and also ascertain their 

commitment to providing quality services to customers.  

Interviews will help for better supervision of how questions was answered. And also 

solve the problem or misunderstanding of questions.  
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That is to say that, interview allows of probing prompting and clarification of answers. 

However, it is very costly time consuming and can cause Bias.  

 

C. Observation  

The researcher spend time with the receptionist and inside the restaurant and bar in order 

to have a clearer. Picture of series relate to customers who come to the hotel. Similarly, 

pool sides and internet café Centre 

 was also observed by the researcher to be able to understand the true situation services 

offered. The researcher will assume a posture pretending to be watching T.V but paying 

attention to be conservation between customers and servers. It gives eye witness account 

of event.  

 

3.6 Researcher constraints  

Getting time to work on the research project was very difficult since one has to combine 

the project with teaching and office work. A lot of money was spent on stationary. 

Browning and transportation to undertake this project 

The attitude of some of the respondents leave much to be desired. Another challenge in 

the difficulty to get information form the company on time. 
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CHAPTER FOUR 

ANALYSIS AND INTERPRETATION OF DATA 

4.0 Introduction  

In this chapter, the researcher analyses the various questions posed to respondents and 

brings out the various shades of opinion form respondents regarding all aspects of the 

questionnaire.  

The data provided by the respondents were statistically analyzed by the researcher using 

statistical package for social sciences (SPSS) and the results reported in the following 

sections of this chapter. The quantitative technique employed for this research was based 

on frequencies, percentages and pie chart.  

 

4.1 Analysis of Management Response  

4.1.1. Age 

The age aspect was to identify the category of age group of Management and staff of the 

hotel under study. Based on the data collected, using 20 Management Personnel, seven 

(7) respondents representing (35.0%) were between the ages of 18 – 25. Ten (10) 

respondents representing (50.0%) were between the ages of 26 – 45. Three (3) 

respondents representing (15.0%) were between the ages of 46 – 70. Form the above it 

could be said that most of the employee base of the hotel are the vibrant youth. This 

could also be attributed to the fact that the job market is looking for young, energetic 

people to work for higher productivity.  
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Table 4.1 Age  

 Frequency  Percent  Valid percent  Cumulative percent 

Valid 18 – 25 7 35.0 35.0 35.0 

26 – 46  10 50.0 50.0 85.0 

46 – 70 3 15.0 15.0  

Total  20 100.0 100.0 100.00 

Source Field Survey, May 2019 

 

4.2. Gender  

With regard to gender, the data collected showed that 12 respondents representing 

(60.0%) were males and eight (8) respondents representing (40.0%) were females. This 

also shows that most of the work force of the hotel under study is masculine personality. 

The details are shown in the table below.  

 

Table 4.2. Gender  

Valid  Frequency  Percent Valid percent  Cumulative 

percent  

Male  12 60.0 60.0 60.0 

Female  8 40.0 40.0 100.0 

Total  20 100.0 100.0  

Source, Field Survey, May 2019. 

University of Education,Winneba http://ir.uew.edu.gh



54 
 

4.3. Marital Status  

With respect to marital status the analysis showed that ten (10) respondents representing 

(50.0%) were married and another ten (10) respondents representing (50.0%) were single. 

None was divorced. The inference deduced by the researcher was that there is an extra 

burden on the worker of the hotel, particularly, the married one. Table 4.3 indicates in 

figures the analysis given  

 

Table 4.3. Marital status  

Valid Frequent Percent  Valid percent Cumulative percent 

Married  10 50.0 50.0 50.0 

Single  10 50.0 50.0 100.0 

Total  20 100.0 100.0  

Source Field Survey, May 2019.  

 

4.4. Position  

In response to the question, “position”, the researcher found out that majority of the 

workers holds the position as a waiter and waitress. This represents 25.0% (5 respondents 

each) of the total population. Four (4) respondents (20.0%) are front desk officers, three 

(3) respondents (15.0%) are managers of different departments. Two (2) respondents are 

hoteliers and they represent 10.0% of the total population. The hotel has one accountant 

and this represents 5.0% 
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Table 4.4. Position  

 Frequency  Percent  Valid percent Cumulative  

Valid accountant 1 5.0 5.0 5.0 

Front desk 

officer 

4 20.0 20.0 25.0 

Waite r 5 25.0 25.0 50.0 

Waitress/chef 5 25.0 10.0 75.0 

Hotechier 2 10.0 10.0 85.0 

Manager 3 15.0 15.0 100.0 

Total  20 100.0 100.0  

Source Field Survey, May 2019. 

 

4.5. How Long Have You Been with The Company? 

In soliciting for the number of years’ respondents have worked for and with the hotel, the 

researcher found out that the workers have worked for the hotel for quite some time. 

Form the table, three (3) respondents (15.0%) have worked with the hotel as long as 

5years and over. This being the longest four (4) respondents (20.0%) have been with the 

hotel between 0 – 1 years. This being the least of all. Table 4.5 shows all the details. 
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Table 4.5. How long have been with the company 

Years Frequency  Percent  Valid percent Cumulative 

percent  

Valid 0 – 1yr 4 20.0 20.0 20.0 

1 – 3 6 30.0 30.0 50.0 

3 – 5 7 35.0 35.0 85.0 

Others  3 15.0 15.0 100.0 

Total  20 100.0 100.0  

Source Field Survey, May 2019.  

 

4.6. Do You Have a Quality Assurance Policy as A Company? 

The question asked was to find out whether the hotel under study has a policy with 

respect to quality assurance. From the data collected, it showed that the hotel really has 

such a policy in place. From the, nineteen (19) respondents (95.0%) said “yes” only one 

(1) respondents said “no” and this represents (5.0%) of the total population. 

 

Table 4.6. Do You Have a Quality Assurance Policy as A Company?  

 Frequency  Percent  Value percent  Cumulative percent  

Valid Yes  19 95.0 95.0 95.0 

No  1 5.0 5.0 100.0 

Total  20 100.0 100.0  

Source: Field Survey May, 2019 
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4.6.1. If Yes, Please Give Some of These Policies  

As a follow up question to Q6, the researcher sort to know some of the policies that the 

hotel has in connection to quality assurance form the analysis, it shows there are quality 

assurances policies. Seven (7) respondents (35.0%) being the majority of the respondent 

gave better staff / customer relationship; six (6) respondents (30.0%) gave “Quick and 

efficient services” and three (3) respondents (15.0%) gave high service standards and 

high standards of hygiene respectively. One (1) respondents did not answer this particular 

question.  

 

Table 4.7. If Yes, Please Give Some Of 

 Frequency  Percent  Valid 

percent  

Cumulative 

Valid 1 5.0 5.0 5.0 

High service standards 3 15.0 15.0 20.0 

Quick & efficient services 6 30.0 30.0 50.0 

High standard of hygiene  3 15.0 15.0 65.0 

Better staff/customer relationship  7 35.0 35.0 100.0 

Total  20 100.0 100.0  

Source Field Survey, May, 2019. 
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4.6.2. Do you include customer’s opinion in service production  

Here the researcher wanted to know whether management includes the views of 

customers in service and product design. From the data. Fourteen (14) respondents said 

“yes”. This means that to a large extent, management includes customers’ view. Six (6) 

respondents (30.0% said “No”). this also shows that to some extent management does not 

include customer’s view in service production 

 

Table 4.8. Do you include customer’s opinion in service production?  

 Frequency  Percent  Valid percent  Cumulative  

Valid Yes 14 70.0 70.0 70.0 

No  6 30.0 30.0 100.0 

Total  20 100.0 100.0  

Source: Field survey, May 2019 

 

4.6.3. How are problems encountered solved during service delivery 

With respect to this question, it showed that management and employees collectively 

address problems encountered during service delivery. This represent (75.0%) for 15 

respondents of the total population. Three (3) respondents (15.0%) alluded that only 

management solves such problems two (2) respondents. Two (2) respondents (10.0%) 

also said employees alone.  

The researcher through an interviews saw that some of these problems are minor and as 

such employees immediately solves that 
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Table 4.9. How are problems encountered solved during service delivery.  

 Frequency  Percent  Valid 

percent  

Cumulative 

percent  

Valid management alone  3 15.0 15.0 15.0 

Employees alone  2 10.0 10.0 25.0 

Management and Employees  15 75.0 75.0 100.0 

Total  20 100.0 100.0  

Source Field Survey, May, 2019. 

 

4.6.4. How often does your hotel embark on quality assurance programme 

From the data gathered in relation to this question. Eight (8) respondents (40.0%) said 

every six (6) months: five (5) respondents (25.0) said yearly; four (4) respondents 

(20.0%) said when problem arises. Three (3) respondents chose “others” form the data, 

this represent every month, every 3 months etc.  

 

Table 4.10 How often does your hotel embark on quality assurance progrmme?  

 Frequency Frequency Frequency Frequency 

Valid; when 

problems arise 

4 20.0 20.0 20.0 

Every six 

months 

8 40.0 40.0 60.0 

Yearly 5 25.0 25.0 85.0 

Others 3 15.0 15.0 100.0 

Total 20 100.0 100.0  

Source; Field Survey, May, 2019 
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4.6.5 How fast are customers complain addressed?  

With regard to how fast customers’ complaints are addressed, the researcher found out 

that the hotel immediately solves complaints of customers. This is a good sing of a 

company that values a customer and takes into consideration the quality standards of the 

company.  

 

Table 4.11 How fast are customer’s complaints addressed?  

 Frequency  Percent  Valid percent  Cumulative  

Valid: 

Immediately 

20 100.00 100.00 100.00 

Source; Field, May, 2019 

 

4.7 Ensuring quality reduced cost  

In soliciting information from respondents with regard to the question stated above, it 

showed that, fifteen (15) respondents (75%) do agree that ensuring quality reduces cost. 

Four (4) respondents (20.0%) said “sometimes”. Only one (1) respondent disagreed that 

ensuring quality cost. To a large extent, when quality is assured, cost is reduced 

relatively.  
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Table 4.12. Ensuring quality reduces cost.  

 Frequency  Percent  Valid percent  Cumulative  

Valid Agree 15 75.0 75.0 75.0 

Sometimes  4 20.0 20.0 95.0 

Disagree 1 5.0 5.0 100.0 

Total 20 100.00 100.0  

Source; Field Survey, May 2019 

 

4.8 Ensuring quality, makes customer satisfied.  

With respect to the question asked above the data gathered shows that when quality is 

ensured in all aspect of business, customers become satisfied. Form the table all twenty 

(20) (100.0%) respondents agreed that ensuring quality makes customers satisfied.  

 

Table 4.13. Ensuring quality make customers satisfied  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; Agree 20 100.0 100.0 100.0 

Source; Field Survey; May, 2019 

 

4.8.1. Ensuring quality retains customers.  

With regards to the above question, the researcher found out that when quality is ensured 

in all aspect of business, it causes customers stay with the company. 
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From the table all twenty (20) (100.0%) respondents agreed that quality returns 

customers in an organization.  

 

Table 4.14 Ensuring quality retains customers  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; Agree 20 100.0 100.0 100.0 

Source: Field survey; May, 2019 

 

4.8.2. How long has quality assurance, furthered the hotel  

In respond to the question “How has Quality Assurance furthered the Hotel” the 

researcher found that there has been some positive impact of quality on the hotel. From 

the data collected, eleven (11) respondents (55.0%) said quality assurance has increased 

the respondents (25.0%) said, it has made the hotel known internationally.  

 

Table 4.15 How has quality assurance furthered the hotel  

 Frequency  Percent  Valid percent Cumulative 

percent  

Valid;  

known internationally  

4 20.0 20.0 20.0 

Increased growth rate  11 55.0 55.0 75.0 

Earn a good name  5 25.0 25.0 100.0 

Total  20 100.0 100  

Source; Field Survey; May, 2019 
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4.8.3 Would you say there your company is quality oriented in serving customers?  

The respondents were asked whether the hotel is quality oriented when serving 

customers, and from the date gathered. It showed that the hotel is quality oriented. Form 

the table below; all twenty (20) respondents, representing (100.0%) said “yes” the hotel is 

quality oriented in serving customers.  

 

Table 4.16 Would you say you are quality oriented in serving customers?  

 Frequency Percent  Valid percent  Cumulative 

percent  

Valid; Yes 20 100.0 100.0 100.0 

Source; Field Survey, May 2019 

 

4.8.4 Analysis of customers’ response  

The age aspect was to identify the category of age group of customers of the hotel under 

study. Based on the data collected, forty-six (46) respondents representing (46.0%) were 

between the ages of 18-25, thirty-nine (39) respondents representing (39.0%) were 

between the ages of 26-45.  

Fifteen (15) respondents representing (15.0%) were between the ages of 46-70. From the 

above, it could also be drawn that most of the customer of the hotel are the vibrant youth.  
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Table 4.17 Age  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; 18-25 46 46.0 46.0 46.0 

26-46 39 39.0 39.0 85.0 

46-70 15 15.0 15.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019 

 

4.8.5. Gender  

With respect to gender, the data collected showed that, fifty-four (54) respondents 

representing (54.0%) were males and forty-six (46) were females. This also shows that 

male aspect of the customer is a little more than the female. The detail are shown in table 

4.18 below  

Table 4.18 Gender  

 Frequency  Percent  valid percent Cumulative 

percent  

Valid; Male 54 54.0 54.0 54.0 

Female  46 46.0 46.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey May 2019 
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4.8.6 Marital Status  

Concerning “marital status” the analysis showed that forty-four (44) respondents 

representing (44.0%) were married and another 47 respondents representing (47.0%) 

were single and 9 respondents (9.0%) were divorced. This shows that majority of 

customers are singles in society. However, the difference between that and the married is 

quite small. Table 4.19 indicates in figures the analysis given. 

 

Table 4.19 Marital status  

 Frequency  Percent Valid percent  Cumulative 

percent  

Valid; Married  4 44.0 44.0 44.0 

Single  47 47.0 47.0 91.0 

Divorced  9 9.0 9.0 100.0 

Total  100 100.0 100.0  

Source: Field Survey, May 2019 

 

4.8.7 Position  

In response to the question “position”, the researcher found out that majority of the 

customers are salary workers. These include; teachers, bankers, doctors, engineers etc. 

This represents (46.0%) of the total population, 29 respondents (29.0%) are students and 

25% are business people of the community. There is a fair distribution of the country’s 
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working force as customers of Blue-sky Hotel in Bolgatanga. Table 4.20 shows all the 

details  

Table 4.20 Position  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; student  29 29.0 29.0 29.0 

Salary worker  46 46.0 46.0 75.0 

Business person  25 25.0 25.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey; May, 2019 

 

4.8.9 How long have you been a customer of the hotel?  

With respect to the number of years respondents have been customers of the hotel, the 

researcher found out that 39 respondents (39.0%) have been a customer of the hotel 

between 1 – 3 years. This forms the majority of the respondents, 26 respondents (26.0%) 

have been with the hotel between 1 – 12months, 18 respondents (18.0%) have been with 

the hotel between 3 – 5years. Few respondents have been with the hotel for longer 

periods and these respondent 8%% of the population, thus between 7-10 years. Table 

4.21 shows the details 
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Table 4.21. How long have you been a customer of the hotel  

Year Frequency Percent Valid percent Cumulative 

percent 

Valid; 0-1 year 26 26.0 26.0 26.0 

1-3 years 39 39.0 39.0 65.0 

3-5 years 18 18.0 18.0 83.0 

5-7 years 9 9.0 9.0 92.0 

7-10 years 100 100.0 100.0  

Source; Field Survey, May 2019 

 

4.9. How long does management relate to you 

In soliciting for information concerning, the relationship between management and the 

customers, the researcher found out that there exists a good cordial relation. From the 

data collected 43 respondents (43.0%). Said “excellent” and 57 respondents (57.0%) said 

“good”. The inference here is that on the whole management treats customers’ friendly  

 

Table 4.22 How does the management of the hotel relate to you? 

 Frequency Percent Valid percent Cumulative 

percent 

Valid; 

Excellent 

43 43.0 43.0 43.0 

Good 57 57.0 57.0 100.0 

Total 100 100.0 100.0  

Source; Field Survey, May 2019 
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4.9.1 Are you treated well by staff and management of the hotel?  

As a follow up question to question 6, the researcher observed that customers of the hotel 

are treated well by workers of the hotel. Eighty-four (4) respondents (84.0%) said “yes” 

and 16 respondents (16.0%) said “no”. this shows that to some extent customers are not 

treated as expected by them from the workers. Table 4.23 shows it all.  

 

Table 4.23. Are you treated well by staff and management?   

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; Yes 84 84.0 84.0 84.0 

No  16 16.0 16.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019 

 

4.9.2. Time spent in attending to you or responding to your request  

With regard to time spent in responding or attending to customers need, the data collected 

showed a positive trend, 41 respondents (41.0%) said “excellent”, 36 respondents 

(36.0%) said “very good”, 16 respondents (16.0%) said “good” and 7 respondents said 

“poor”. This shows that 41 totally customers are responded to prompthy. However, more 

needs to be done as quite a few said workers spend longer time attending or responding to 

their request. 
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Table 4.24 Time spent in attending to you or responding to your request?  

 Frequency  Percent  Valid percent  Cumulative 

percent 

Valid; excellent  41 41.0 41.0 41.0 

Very good  36 36.0 36.0 77.0 

Good  16 16.0 16.0 93.0 

Poor  7 7.0 7.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019 

 

4.9.3. Is the premise of the hotel always clean?  

In relation to this question, positive responses were generated. All respondents (100.0%) 

said “yes” the premises of the hotel are always clean. In a face-to-face interaction with a 

number of the respondents, they claimed that, the nature of the hotel is what compels 

them to spend some time there during weekends.  

 

Table 4.25. Is the premises of the hotel always clean?  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; Yes 100 100.0 100.0 100.0 

Source; Field Survey, May 2019. 
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4.9.4. Do the product and the services meet your expectations?  

Concerning satisfaction of products and services of the hotel, majority of the respondents 

expressed satisfaction and this represents 84.0% of the total population. They said “yes”. 

Again, 14 respondents (14.0%) said “No”. it means that some customers are not all 

satisfied with probably some products and services of the hotel.  

 

Table 4.26. Do the products and service meet your expectations?  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; Yes 86 86.0 86.0 86.0 

No  14 14.0 14.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019 

 

4.9.5. How would you grade the services and products of the hotel?  

With regard to this question, majority said “good” and this represents (37.0%) of the 

population. Closely following are respondents who chose “excellent” representing 

(34.0%) of the population. 27 respondents (27.0%) said “very good”. A small portion 

chose “poor” and that represents (2.0%) of the population.  
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Table 4.27. How would you grade the services and products of the hotel?  

 Frequency Percent Valid percent Cumulative 

percent 

Valid; 

Excellent 

34 34.0 34.0 34.0 

Very good 27 27.0 27.0 61.0 

Good 37 37.0 37.0 98.0 

Poor 2 2.0 2.0 100.0 

Total 100 100.0 100.0  

Source; Field survey, May 2019 

 

4.9.6 How would you rate the hotel room?  

In relation to this question, the researcher found out that respondents are satisfied with 

the rooms and services. From the table 65 respondents rated the rooms “excellent” 29 

respondents rated the rooms “very good” and 6 respondents chose “good”. This on the 

whole, the rooms are of standard and the quality is high. Table 4.28 depicts the details. 

 

Table 4.28 How would you rate the hotel room?  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; 

Excellent  

65 65.0 65.0 65.0 

Very good  29 29.0 29.0 94.0 

Good  6 6.0 6.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019. 
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4.9.7  How would you rate the conference room? 

From the data collected concerning this question, the researcher observed that all is fine. 

Form the table 51 respondents rated the conference room “excellent” 39 respondents 

rated it “very good” and 3 respondents said answering the question.  

The analysis shows that the outfits of the conference rooms are above standard  

 

Table 4.29. How would you rate the conference room?  

 Frequency  Percent  Valid percent  cumulative 

Valid; 0 7 7.0 7.0 7.0 

Excellent  51 51.0 51.0 58.0 

Very good  39 39.0 39.0 97.0 

God  3 3.0 3.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey May 2019 

 

4.9.8. How would rate the gym site?  

Again, with respect to this question, the researcher observed a positive trend, 43 

respondents rated the gym site “excellent” and 40 respondents choose “very good”. On 

the other side, 17 respondents did not answer this question.  What the researcher found 

out was that not all the respondents have ever visited the gym room. Upon further 

interaction, quite a few are planning to own a home based gym.  
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Table 4.30. How would you rate the gym site?  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid 0 17 17.0 17.0 17.0 

Excellent  43 43.0 43.0 60.0 

Very good  40 40.0 40.0 100.0 

Total  100 100.0 100.0  

Sources, Field Survey, May 2019 

 

4.2.14. How would you rate food and beverage?  

From the data gathered, it showed clearly that customers are satisfied with the food and 

beverages of the hotel, 59 respondents gave an “excellent” rating. 35 respondents gave 

“very good” and 6 respondents gave “good” ratings respectively. This shows a positive 

responds. 

 

Table 4.31. How would you rate the food and beverage? 

 Frequency  Percent  Valid  Cumulative 

percent  

Valid; 

Excellent  

59 59.0 59.0 59.0 

Very good  35 35.0 35.0 94.0 

Good  6 6.0 6.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019.  
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4.2.15. How would you rate the swimming pool?  

In soliciting for information regarding swimming pool rating, the researcher found out 

again that there is a possible response. From the table, 39 respondents rated the 

swimming pool “very good” 32 respondents chose “excellent” and 16 respondents chose 

“good”. Again, 13 respondents did not answer this question. This could be that not all 

respondents visit the pool. 

 

Table 4.32. How would you rate the swimming pool?  

 Frequency  Percent  Valid percent Cumulative 

percent  

Valid; 0 13 13.0 13.0 13.0 

Excellent  32 32.0 32.0 45.0 

Very good  39 39.0 39.0 84.0 

Good  16 16.0 36.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019 

4.2.16. Have you had any dissatisfaction with services and products of the hotel?  

Here, the researcher wanted to know if respondents have in any way been dissatisfied 

with the services of the hotel. It was evident from the analysis that there has been some 

sort of dissatisfaction with the services and the products. 77 respondent said “yes” and 23 

said “No” to the question.  
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Table 4.33. Have you had any dissatisfaction with services and product of the hotel?  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid; Yes  77 77.0 77.0 77.0 

No  23 23.0 23.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019. 

 

4.2.17. If yes, were you offered the opport8unity to express your dissatisfaction?  

As a follow up question to question 13, the researcher wanted to know if customers are 

given the chance to express their dissatisfaction. From the analysis, it showed that, yes 

they are given chance and this represent to respondents, 9 respondents said “No” and 21 

respondents abstained form the question. 

 

Table 4.34 If yes, were you offered the opportunity to express your dissatisfaction.  

 Frequency  Percent  Valid percent  Cumulative 

percent  

Valid 0 21 21.0 21.0 21.0 

No 70 70.0 70.0 91.0 

Yes  9 9.0 9.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019.  
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4.2.18. Would you recommend the hotel to a potential customer?  

With regard to this question, 93 respondents, (93.0%) said yes and 7 respondents (7.0%) 

said “no”. what this means is that the customer of the hotel will grow at a rate of (93.0%). 

This could be attributed to the fact that quality has been the hallmark of the hotel. 

 

Table 4.35 Would you recommend the hotel to a potential customer?  

 Frequency Percent  Valid percent  Cumulative 

percent  

Valid Yes  93 93.0 93.0 93.0 

No  7 7.0 7.0 100.0 

Total  100 100.0 100.0  

Source; Field Survey, May 2019 
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CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATION 

5.0. Introduction  

This chapter deals with summary of findings, conclusion and recommendations of the 

study on the “The impact of Quality Assurance on customer satisfaction in the 

Hospitality Business which are based on the attitudes, views, opinions and feelings 

expressed by the respondents. 

 

5.1. Summary of Findings  

The research came out with the following major findings with respect to the objectives  

 

5.1.1. Research objective 1 “To access the impact of quality level of food and 

beverages (products) in hospitality business”.  

The research found that to a large extent when quality is assured in the products and 

services, it makes customers satisfied and sometimes beyond. Again, it helps retain 

customers as well as helps increase the customer base.  

The researcher found out that another impact of ensuring quality is that it has earned the 

hotel a very good name (Goodwill). Ensuring quality relatively reduces the cost of 

production of the hospitality companies. 
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5.1.2. Research objective 2 “To find out the service quality used by staff and 

employees to attend to customers.   

With a respect to staff and employee participation in contributing to quality of service, 

the researcher found out that there exists enormous collaboration between staff and 

employees in ensuring quality. From the analysis staff and employees’ participation 

scored (75%). This shows that management does not isolate itself totally idea generation. 

 

5.1.3. Research objective 3 “To identify the products and service that meets 

customer satisfaction” 

Quality undoubtedly brings about customer satisfaction. From the research conducted, the 

research found out that when services and products of the industry is of high quality, 

customers become satisfied as they know they are patronizing the best.  

Aside that the customers’ contribution in the design and production of service and 

product makes the product and needs of customers. The research also assurance and 

customer satisfaction  
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5.1.4. Research objective 4 “Assess the benefits of ensuring quality in the hospitality 

business” 

With regard to this objective, the research revealed that there exist enormous pitality 

industry. Among the benefits include the following.  

a. Increase in growth rate  

b. International recognition  

c. Good will  

d. Customer satisfaction and retention  

 

5.2. Other findings  

5.2.1. Quality Assurance Policies.  

Management has a quality assurance policy which guide employees and management as 

well bringing the best of the hotel to its cherished customers.  

The researcher also found out that these policies when implemented meticulously, the 

industry will be one of the best in the world among all sectors of the economy. Aside 

that, it will increase the tourist attraction in the country.  

 

5.2.2. Would You Recommend a Potential Customer to The Hotel:  

It was discovered from the research respondents that, they will be very glad to refer other 

potential customers to the hotel. From analysis (93%) of the respondents said they will 

recommend the hotel to other potential customers. The reason being that, the hotel is 

living up to explanation and the quality of their services and products are of high quality 
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standard. This according to the respondents gives them the zeal and edge to recommend 

other customer to the hotel. 

 

5.3. Conclusion  

On the basis of the study conducted in Blue-sky Hotel, Bolgatanga on the topic “the 

impact of Quality Assurance on customer satisfaction in the hospitality business”. The 

following general conclusions were made.  

From the research conducted, it is quite clear that ensuring quality is of great importance 

to customers and companies as well. On the whole it is one of the basis of growth in the 

industrial economy because it brings more cash inflows to the economy through tourism 

attraction.  

The researcher found that upon the various benefits of ensuring quality there is room for 

improvement in the service delivery to customers. The hotel management should not only 

pay attention to serving the customers but should vigorously improve the already high 

quality of the services they provide to their customers.  

On the question of recommending other customers to the hotel, almost all the respondents 

said “yes”. The reason is very simple and crystal clear. Thus, the quality standards of 

blue-sky hotel is high.  
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5.4. Recommendation  

Despite all the remarkable impact of quality assurance on customer satisfaction in the 

hospitality business, the researcher believes that more can still be done to increase the 

impacts. In view of this, the researcher from the findings of the study believes the 

following recommendations will help greatly when given the needed attentions.  

On the basis of rating some facilities such as the swimming pool, gym site, conference 

room and food and beverages, the researcher found that there is more room for 

improvement. Therefore, the researcher suggest that the management of the hotel should 

seek on customers’ opinion to improve such facilities. Similarly, management should also 

brainstorm and solicits for professional ideas from professional bodies on improving such 

facilities.  

The researcher suggest that management should improve the customer/employee 

relations. It was observed that the relationship was visible but not strong. What 

management should do is to open up to customers and make them feel at home and this 

should a conscious effort. Again, employees should see customers as first priority and 

treat them as such in all aspect of the business. This will increase customer value, hence 

customer satisfaction.  

Looking at where the swimming pool site is located, the researcher suggest that at least 

the pool should be cleaned once a day. The pool is wide open to the environment, hence 

dirt and other foreign materials can easily enter into it.  

As the tourism industry grow at a faster rate, the country is failing shortage of good 

international standards hotels. The researcher suggest that the government should provide 
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more awareness and encourage investor form the private sector both local and foreign in 

order to increase the number of innervations standards hotels.  

The hotel management and other practitioner in the hospitality industry should ensure 

that messages that are communicated to the public are genuine and accurate and where 

there is a default, appropriate government agencies should not hesitate to enforce the law.  

Appropriate government agencies should also intensify efforts and equip its mountains 

units with the necessary tools so that there would be periodic checks on the operations of 

hotels in the country to ensure quality 

The researcher advices that management should make it a policy to conduct customer 

survey once in every six (6) months so as to gather inputs that would enhance value in 

both customers and management.  

The researcher also suggests the need for management to reward employees of their hard 

work, commitment and loyalty shown to the organization. This, the researcher believes 

will innovate them to give their best to the organization.  

Basically, Blue-sky hotel is doing great in almost all aspect of the hospitality business. 

The researcher therefore suggest that management should continue to keep on the good 

work of offering quality goods and services. On the whole, customers are satisfied with 

the services of hotel as well as the product and therefore, the management of the hotel 

under study should continue to strive to improve upon their quality of service. 
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APENDIX A 

 

UNIVERSITY OF EDUCATION WINNEBA 

COLLEGE OF TECHNOLOGY EDUCATION, KUMASI CAMPUS 

SANDWICH PROGRAMME 

MASTER OF TECHNOLOGY HOSPITALITY AND CATERING (MTECH) 

 

QUESTIONAIRE FOR CUSTOMERS 

ASSESSING THE IMPACT OF QUALITY ASSURANCE ON CUSTOMERS 

SATISFACTION IN THE HOSPITALITY BUSINESS. 

A CASE STUDY OF BLUE – SKY HOTEL, BOLGATANGA. 

 

Dear Sir/Madam, 

This questionnaire is part of a study aimed at gathering information on the above topic. 

Information gathering from you will be treated as confidential and for academic purpose. 

Thank you. 

SECTION A: PERSONAL INFORMATION 

Tick in the appropriate box where necessary and provide information to the following 

statements: 

1. Age:     18 – 25               26 – 45             46 – 70  

2. Gender:      Male                        Female 

3. Marital status:   Married             Single             Divorced 

4. What is your occupation?........................................................................................... 

5. How long have you been a customer of Blue – Sky 

Hotel?......................................................................................................................... 
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SECTION B 

6. How does the management of Blue – Sky Hotel relate to you as a customer? 

Excellent                     Good                              Bad 

7. Are you treated well by the staff and management?         Yes                       No 

8. Time spent attending to you or responding to your request. 

Excellent                   Very Good                         Good               Poor 

9. Is the premises of the Hotel always clean?          Yes                 No 
10. Do the products and services meet your expectations?     Yes              No 
11. How will you grade the services and products of the Hotel? 

Excellent                   Very Good                         Good               Poor 

12. How would you rate the following? 

1. Hotel rooms.    

Excellent                   Very Good                         Good               Poor 

2. Conference halls 

Excellent                   Very Good                         Good               Poor 

3. Gym site  

Excellent                   Very Good                         Good               Poor 

4. Food and Beverages 

Excellent                   Very Good                         Good               Poor 

13. Have you had any sort of dissatisfaction with any of the services and products 

offered to you by the Hotel?                   Yes                  No 

14. Were you offered the opportunity to express your dissatisfaction? 

Yes                  No 

15. Would you recommend a potential customer to the Hotel? 

Yes                 No 

16. If No give reasons…………………………………………………..……………… 

………………………………………………………………………………………

……………………………………………………………………………………… 

17. Suggest ways that management can improve on the service and product quality. 

………………………….……………………………………………………………

………………………………………………………………………………………. 
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APENDIX B 

 

UNIVERSITY OF EDUCATION WINNEBA 

COLLEGE OF TECHOLOGY EDUCATION 

KUMASI CAMPUS. SANDWICH PROGRAMME 

MASTER OF TECHNOLOGY- CATERING AND HOSPITALITY (MTECH) 

 

QUESTIONNAIRE FOR STAFF MANAGEMENT 

ASSESSING THE IMPACT OF QUALITY ASSURANCE IN THE 

HOSPITALITY INDUSTRY: A CASE STUDY OF BLUE-SKY HOTEL, 

BOLGATANGA 

 

Dear Sir/Madam 

This questionnaire is part of a study aimed at gathering information of the above topic. 

Information gathered from you will be treated as confidential and for academic purpose 

only. Thank you. 

 

SECTION A: PERSONAL INFORMATION (DATA) 
 

Please tick in the appropriate box where necessary and provide information to the 

following statements: 

 

1. Age 18-25   26-45    46-70  

 Others specify………………………………… 

2. Gender:    Male     Female  

3. Marital status:  Married   Single    Divorced  

4. Position/Rank ………………………………………… 

5. How long have you been with the company? ……………………………………… 

6. Do you have a quality assurance policy or programme as a company?  

Yes     No 

7. If yes, please give some of these polices. 
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8. Do your include customers opinion in the production of your service? 

Yes      No  

9. How are problems encountered solved by Management alone  

Employees alone    Management and Employee  

10. How often does your Hotel embark on quality programmes 

When problems arise                  every 3 months             yearly others specify  

11. How fast are customers complaints on services and products addressed? 

Immediately       1week   2 weeks   3 weeks 

Others specify…………………………………….  

 

 

BENEFITS OF ENSURING QUALITY IN THE COMPANY 

12. Ensuring quality reduces cost Agree   sometimes   Disagree  

Ensuring quality makes customers satisfied 

Agree  Sometimes   Disagree  

Ensuring quality retains customers agree    sometimes    Disagree 

13. Quality assurance helped the Hotel? 

Known immediately              increased growth rate  earned a good name  

14. Would you say that the Hotel is quality oriented in service customers? 

Yes   No  

15. In your opinion suggest how quality of services and products can be improved in your 

Hotel………………………………………………………………………………….…

…….……………………………………………………………………………….…… 

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………….…….…………………………….. 

 

 

Thank you. 
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