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Abstract

Tourism trends in the whole wide world suggest ih& one of the biggest industries which emplagoten
million people, globally. In a bid to get its faihare in this industry, the Government of Ghanagisen greater
attention to developing the hospitality industryattract and accommodate a large number of touHisisever,
most of the hotels in Ghana are beset with manblenes as a result of poor service quality practeed its
ownership types. Additionally, geographical locaticcultural practices and economic factors has had
tremendous effect on their performance. Againi& Hackground, the goal of this study include idgimg
some of the management problems by assessing tbet é& which management practices are appliedribwa
the delivery of quality services in the hotel besis in Ghana. The research investigates the etxtemhich
service quality operations are managed in Ghana-vis the mandatory requirements set by the GHanaist
Board (GTO) and the World Tourism Organisation (WTThe study suggests ways for improving hotel igyal
and destination competitiveness through strateggtigation management decision-making.

Keywords. Service Quality Standards, Hospitality Industryuiism Development

1. Introduction

Hotel and restaurant management are bundled tagatite known as the hospitality industry or the &erv
sector. The sector plays significant roles in mangnomies, including those of the developing watidh as
Ghana, where there is increased importance andmémm for the Service sector. The percentageesbéthe
Service sector to the Gross Domestic Product (GiDREcent times ranges between 21% and 64% (Ghana
Tourist Board, 2011). The hospitality industry iseoof the world’s major industries. It comprisesddferse
activities, which include the hotel industry. Theowth of the Service industries has created a ddnfan
research into their operations and marketing. Tdgpitality industry’s success can be seen as ornbeokey
components of growth in the Ghanaian economy.

However, in the pursuit of Service growth and ssscenuch depends on the performance of the indugtigh
also flows from the quality of the services tha¢ aendered (Joby, Grove & Fisk, 2006; Nickson, Baum
Losekoot, Morrison & Frochot, 2002). One perceipedblem found by previous studies in the hotel stduin
Ghana is the differences in the quality of the e that are delivered by entities in the indudirgrko (2002)
contends that as competing firms expand, all oeraiat a given price level tend to become simaad thus,
service quality and its management by industry grieyherefore become the key differentiation factor

In view of the above reasons, this exploratory gtethploys a desk review as a methodology to eveltia
service delivery standards currently in use by stiduplayers in the hospitality industry in GhaKeay questions
that guide this paper are as follows: What is senguality and how is it structured? How do consusnand
service providers perceive the phenomenon of seiimlity of hotels in Ghana? These questionsrapsitant
because the desk review employed in this paperigesunformation to serve as a basis for a moreisbbtudy
towards developing service standards based on ¢ocalitions within the hospitality industry in Glaathat will

be appreciable and accepted by the WTO.

The paper is structured such that, in the nextiagctve provide a review of some relevant literaton the
meanings of some of the key concepts such as seavid service quality to offer explanations of hesncepts
as they are used in this paper. We follow that aittexamination of the factors that are considass@ssary for
determining and measuring service quality generalhd end with a review of hospitality service dely in
Ghana.

2. Defining Service and Service Quality for the Hospitality Industry

Over the past three decades academics (Lovelo®k; Kdbtler, Bowens & Makens, 2006), have devotepieat
deal of energy to discussing and documenting themaspects that define services. A prevalent thefribese
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efforts has been the characterization of ‘servigeatticularly their differentiation from manufacing firms and
manufactured produc{®arasuraman, Zeithaml & Berry, 2006). In spite¢hefse efforts, unifying the field of
services has been an enduring challenge and samansie confusion remains about the word ‘servi¢dehns
1999).

In order to bring some clarification to this isstés helpful to describe services from three difat, but basic
perspectives. First, services can be thought od aghole industry that encompasses a number of @aono
sectors that are not concerned with the produaifomanufactured goods and that are therefore placddr a
generic service umbrella (Schettkat and Yocari®i03). The service industry as a whole in turn cosesr
distinct segments such as financial services @actehmunications, which are all different (Lovelodig83).
According to Parasuraman, Zeithaml and MalhotraD§20 services are different in terms of how theg ar
produced, consumed, and evaluated. , service gualibased on consumer perceptions of the outcdntieeo
service. For example, most teenagers will readily that evaluating the quality of medical or leggle is more
difficult than evaluating the quality of a set @lalar phones.

Secondly, it is about how the service is performaad] on this, the argument has been made by Zaibami&
Wahid (2006) that service quality is subjective aepends on individuals’ own appraisals. In semsjice
evaluating the level of quality is much more elasiQuality specifications for services come fromitiple but
simultaneous sources, including the company andnttigidual customers (Ritchie and Crouch, 2003)al@y
concept can be viewed in various perspectives deroto fully appreciate the role it plays in thenygarts of
business organization. Zailani et al., 2006 contemther that thousands of individuals can attermbiacert and
leave with varying levels of service quality evdlaas indicates that service quality is based adividual
perceptions. Edvardsson (1996) highlighted that ¢becept of service should be approached from the
customer's point of view, since it was his/her pption of the outcome that constituted the serv@gstomers
may have different values and different groundsassessment and, most of the time; they may perdb
same service in different ways.

Thirdly, service quality perceptions result fromcamparison of what was expected to what was redeive
(Parasuraman, Zeithaml & Berry, 2006). Often disapimments occur because they were led to have high
expectations. Customer satisfaction is driven hyise performance and it's resulted from the quadit the
services. Edvardsson (1996) have summarized tlaptbduct for marketing quality services is theviger
performance. It is actually the performance thaatwustomers buy. Therefore service quality is sbimg each
customer expects and something they value whenpghmhase a service (Caruana, 2002).

Service quality, according to Parasuraman et200%) is an attitude or global judgment about tiygesiority of
a service. To be globally competitive, service istdies must achieve a quality service that exceedtomers’
expectation, as it constitutes a vital determinainthe success or otherwise of organizations. Quéadi the
totality of characteristics of an entity that bear its ability to satisfy stated and implied neédl®ody, 2005).
Quality thus connotes a “degree of excellence” Whimplies ‘zero’ defect of a product or service.idta
conformance to requirements or a set of stand&eslwice quality is also customer definition or deti@ation of
the difference between expected services and astuace experienced (Caruana, 2002).

Service companies are trying to find ways to imgrand provide superior quality service to satidfeirt
customers. Also satisfying customers is an ultimgaal for every company, as customers are the egeat
resources, both short-term and long term surviftéhe company. Quality plays a significant roledietermining
and influencing customer satisfaction. Service-baselustries such as hotels and restaurants amdispgea
tremendous effort to measure and improve the seii@lity of their businesses. All of them share thing in
common-that is to provide customer satisfactiorc¢iiides, 2008).

3. Measuring Service Quality and Gaps

According to Zeithaml (2000), quality measuremennity have operational value if they are able tddate the
ways in which service was or was not satisfactéiy. service providers, the assessment of servieditgus
made during the actual delivery of the service. ise(@987) suggested that what can be measuredhare t
differences between the abstractions. So if wensaasure the difference between expectations areptons,
which was defined as perceived quality, we caneffoee determine the level of satisfaction.

The service quality construct is mostly conceptgliin the context of service marketing literat(éoo and
Ennew, 2004). Therefore, it deals with the concepiperceived service quality. Customers determime t
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perceived or cognitive value of service based airthxperience with the service delivered. Furthaen
Edvardsson (1996) pointed out that service quaktsceptions are formed during the production, égjivand
consumption process.

Meanwhile, Kandampully and Hu (2007) identified gap hotel service quality delivery and the studgves

that there is no difference on overall customecggtion and overall perception of the hotelier. ldgar Sultan
and Simpson (2000) ascertain that in airline ingusustomers have higher expectations comparedhd t
perception. Their highest expectation is on religbiand no significant differences were found beén

customer profile and their expectation and peroepfhctors.

3.1 Determinants of Service Quality

According to Kottler et al. (2010), everyone hastay to tell about the time he or she received peovice at a
hotel or restaurant, and about employees who ghem texcellent services. Meanwhile, it is necessary
understand that variations in service quality hawvere to do with differences in the geographicalatamn,
economic and cultural characteristics of individualoing the evaluation. Of the three variablestucal
differences seem to also encompass or subsumditieteo.

Cultural differences play an important role in ursdending differences in preferences between tiergel
(Reisinger and Turner, 2002), and that the spengatterns of Asian and western travellers, forainse, are
rather different. Asian travellers tend not to gbes much as do western travellers. Western teutisé so-
called long haul customers, were willing to spendrenof their budget on accommodation. Over the same
period, the tourists of Asian origin, the short haustomers, by contrast, were willing to spend enof their
budget on shopping and less on accommodation.

Another difference between Asian and non-Asian dllavs was their demands for a wide range of hotel
facilities. Asian travellers appeared to want memgertainment facilities such as karaoke and wise more
likely to emphasize value for money, for exampletiotel rooms, food and beverages, ambience andatpn

of the hotels. However, western travellers considenom quality as the most influential factor gtetmining
their overall satisfaction with hotels. Therefattgg hotel industry in Ghana should consider adad#ioesources

to maintain and improve the quality of hotel roormgluding room set-up, cleanliness, quietness, @
temperature control. The cultural differences inviee determine expectations of service and thaiired
standards. Tourism marketers and service provisleosild respond to the culturally accepted standafdke
markets they serve (Reisinger & Turner, 2002).

Analyzing perceptions of service quality, particlyawith respect to different customer segments) balp
hoteliers to develop and formulate marketing stiat that meet the needs of each specific segment m
effectively. Once customers' requirements are lglédentified and understood, hotel managers areertikely
to be able to anticipate and cater for their custendesires and needs, rather than merely reaititigeir
dissatisfaction. Hoteliers can plan effective méirig strategies to target both Asian and Westeamelters,
satisfying them when they first visit, and then eleping customer loyalty for the hotel's servicel dacilities
thereafter (Choi & Chu, 2001).

It becomes clear from the foregoing therefore @erariables are equally important and deserveetevaluated
in any attempt to develop standards for determinive quality of service for the hospitality indystiThese
variables include staff reliability, competenceedibility, courtesy and responsiveness to custon®thers
include the willingness to protect and understamstamers. Hospitality or service staff reliabiliglates to the
consistency in the performance of task and depélitgaand manifests in accuracy in billing, andalin record
keeping (Nicolaides, 2008).

Reliability as a hospitality service quality detémant looks also at the time frame within which uested
services are rendered to customers. Courtesy,epes and respect, and responsiveness to custamers
facility accessibility manifest in the form of ghg prompt services to customers in areas of booiimroom
service at less waiting time and in convenienttioceof service facility (Choi & Chu, 2001)..

Hospitality industry players are able to perforregé services when staff are competent, possesedhaed
skills, and knowledge to perform, communicate d@ffety and clearly to keep customers informed almugnts
and service implications. Employees with theseitigalare the foundational blocks for industry @esyto build
credibility for their brand name, reputation, adhas the confidence of the industry for its staff.
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4, Hospitality Service Delivery in Ghana

The role of services in the world economy is grayémd will continue in this way in the medium todpterm.
The economies of advanced countries are dominatdtiebservices sector (e.g. Services comprise néafo

of the US economy). World trade in services nowragphes $ 1 trillion per year and is still growiigaleotti,
2004). This development is even more profound iricAfwhere countries that are emerging from longopis

of political and economic instability, have begamgesses to achieve stability through return to ateatic
governance. These countries have therefore becdirectave business destinations for investors frima
Western European, North American countries as aglthe far and the Middle-Eastern countries (Sasnuel
2004).

In a bid to get its fair share from the global upsvrends in the hospitality industry, the Goverminef Ghana
has given greater attention to developing the halyi industry to attract and accommodate a largmber of
tourists. As the country strives for economic giowEhana's governments have made strenuous eftogst

the hospitality industry - tourism - to contributgore to the national fund over the years. At thexesgime,

governments have sought to add greater meaningetslogan, “Ghana, Gateway to West Africa” by playi
host to various international programmes, the tdiemg the 12th UNCTAD International Conferenceicra,

after hosting Africa’s biggest soccer fiesta —2B¢h MTN Cup of Nations 2008, which was won by Egyp

One major factor that seems to be militating adaéfiforts at boosting the tourism and hospitalitgustry in
Ghana is the dearth of suitable accommodation,cépethose in the four and five-star categori@ana is
fast establishing itself as one of the major tdutéstinations after Kenya in Africa, due to:

e lItsrich cultural heritage of African-American rgot

e The traditional hospitality of the people.

e The abundance of natural resources that createchngically intact tourist environment.

* The congenial socio-economic and political climhi augurs well for international

* business investment and its offshoot of tourist aleding hospitality services.

Another puller of hospitality is the issue of sgoxf which soccer through the ages of certain spprt
ambassadors has given no small dimension to Ghaogaslarity. Hence, the influx of all sort of cules (such

as African-Americans, the Germans, the British asfdgourse, the Europeans not forgetting Africaatibers

and sisters from nearby countries) in search df thets. Such a stream of people mean a lot ton@a terms

of foreign exchange, but it has to be sustained.

It is the services provided to these visitors byywd® accommodation, among others, that brings tlomey
provided they are satisfied with the services. @qgasntly, a high premium must be placed on suchsas:

* The physical or natural environment.

e Cultural practices that influence service provision

« Economic factors that hinder the rendering of dqualérvices

* The services rendered to support them by the hataktry.

The geographical location of Ghana and the climedieditions of the country hinders the use of hsaite the
hotel room which is a determinant for hotel ratinghe western world. The provision of foreign fooskd as a
rating criteria, is most unfair to Ghana, since libgal foods can be packaged well to be servedhénhitels.
Furthermore, today's tourism business environmeditthhe multicultural diversity of international tists points
to the importance of developing a better understandf the culturally different tourist (Reisingé&r Turner,
2002). Previous studies reported that people frofardnt cultures have different preferences, etqtéans and
so travel consumption patterns (Woo and Ennew, 2004

Cultural differences in value orientations and abdbehaviour have direct impacts on tourist holiday
experiences. The hosts' ability to respond effetfivo a culturally different tourist was an impant element
determining positive tourist holiday experienced aatisfaction (Reisinger & Turner, 2002).

Given that Ghana is a middle income country theeesa many economic factors that hinder hoteli@rovide
quality standards. Some of these hindrances indhadeliers not being able to train all staff to yd® quality
service, and also the resources to put fitting tht® hotel rooms to meet international standards for this
reason and many others that this study tries tonaethe service quality practices in the hotelustdy in
Ghana.
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Recent growth trends of tourism as a global phemmmesupport the view that firms and various defiting
that provide high quality tourist products and #&=® in an environmentally friendly and sustainaii@nner
would remain in business to maximize the benefittoarism. Worldwide tourism growth with its assaied
enormous socio-economic benefits has enticed mamytdes to embrace and treat tourism as an irtpgraof
their development planning programmes. For manynt@s, high quality tourism has become an impdrtan
means of promoting socio-economic development antepr source of foreign exchange. Tourism planning
and development has therefore occupied an envias#ion on the overall development agenda of agest
including Ghana. An examination of tourism statistirom 1957 t01997 suggest that worldwide expenekt
and foreign exchange earning has been on a steadgase (WTO, 2011). One major distinguishing fattat
differentiates destinations has been service quallitheir tourist support services and attractiagheugh overall
growth could be attributed to the concomitant dffifcindustrialization, globalization, the rise @dnsumerism,
environmental, quality auditing, socio-demograpifianges that took place at the close of World Wandl the
emergence of very experienced, sophisticated aswtiiing “New Tourist” (Parasuraman et al, 2009).

Delivering quality service consistently gives a qmtitive edge to service organizations. It requises
understanding of customer expectations and thestgpexpectations. Further, knowledge of factofluéncing
the desired service level, adequate service lexeti zone of tolerance will help service organizatio
consistently meet and exceed service expectatiédnsustomers. While evaluating service offered by an
organization, customers compare perceived quafityeovice with the expected quality of service. rEfiere,
service organizations should have knowledge abostomer perceptions and the influence of factoch sas
service encounter, service evidence, image of ¢éneice organization, and price of the service omt@mer
perceptions.

Statistics also revealed that in the 1990s CapestCmauld boast of at least two hotels being bwiirg year so
by the close of 2001, Cape- Coast could boastmbbferation of hotels of all stars, but as at 20the tempo
had reduced to one hotel in three years and totdeteontinued experiencing a nose diving trendplte of the
fact that a lot of marketing is being done to attthe African Americans, tracing their roots top€aCoast, not
much has been salvaged. This is due to the fattdésired services are not met. So guests prefarake a
day’s trip and return to Accra where at least thay get an appreciable standard of service. Agaénad the
shortfalls is the fact that hotel owners create gind titles to their hotels and advertises on tteetly for guest
to come and get disappointed. For example titkes desorts which are not found in Ghana are begagl by
hotel owners. All of these have contributed to tteevnward trend of tourism arrivals and its corraspog

revenue.

5. Conclusion

Despite the attraction of Ghana, there is the miame that, service quality practices in the hotese remained
at a low level. They appear to lack qualified perss to provide the quality of service expectedtty users.
One perceived problem found by Darko (2011) is #satompeting firms expand, all operations at amgjprice
level tend to become more like one another. Theiakdlifferentiation factor therefore becomes seewijuality
and how to manage it, it is so vitally important.

In most cases people have made their money andheledh it into the hotel industry just to maximipeofit.
Such entrepreneurs, many a time, have no knowlathgeit what goes into the sustenance of hotels. ,They
therefore, employ family members who have no edoeatr little education (let alone hotel managemémtun
these hotels. This is likely to lead to poor custorservice delivery. Another driving force is thepksion of
technology. Technology has changed the way wopeiformed through automation and computerizatioenE
more fundamental, however, are the marketing andiagement made possible by technology. Lodging
marketing is adopting computerization in reservagervices, yet some of the hotels do not even fegmile

and e-mail facilities through which reservation lvie made which is a common feature in the develope
countries of which the developing countries are petimg with.

With this improved communication and computerizgstam, the patronage of some hotels will fall stodrthe
service standards. This is because culturally, [dpieg countries drag their feet in changing arséng system.
Culturally, the Ghanaian resists change, espediadse is the need to learn a new technology ang smwhen
the training involves cost. Managers are not wgllito invest in staff that may leave for better p@bs
elsewhere after spending money to train them.
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In the case of Ghana for example, where an inarghsconspicuous portion of all economic activityhased on
services, it would seem that in order to attailaen age of business, astute service managemerd Wwave to
be a key driver. This trend of the growing impodarof the service sector draws attention to theulpec
challenges facing the sector. One of these chakeigymanaging services demand (Aigbedo, 2008)le/itne

future importance of delivering quality hospitalggrvice is easy to discern and to agree on, daingresents
some difficult and intriguing management issuesic8ithe delivery of hospitality service always ives

people, these issues centre on the managemenoplepand in particular on the interactions betwgeests and
staff, interactions that are called service encensnt

Assessing quality of service is therefore properesit will provide a yardstick for assessing Gaartourist’s
reception readiness. Tourism statistics from 19B8ws that 60% of tourism revenue comes from hotel
accommodation, 20% from transportation, 10% frotraations and 10% entertainment (G.T.B). It is ¢fere
imperative that the hotel accommodation is giveterdion, in view of the fact that the bulk of theutism
revenue is generated from there.
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