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Abstract

In a hotel, housekeeping entails cleaning, maintenance and upkeep of rooms, public areas and the entire hotel environment to
make it look attractive and comfortable, as such it could be instrumental to guests satisfaction and repeat patronage, which earns
maximum revenue for the hotel. Despite the importance of the housekeeping service in the hotel business, only few studies have
attempted to pin-point the specific aspects of the housekeeping service quality dimensions that have high significant impact on
guests level of satisfaction. The study examined the influence of specific housekeeping service quality dimensions on customers
satisfaction and repeat patronage intention in selected hotels in Ughelli town in Delta State, Nigeria. The study is a descriptive
survey which adopted the ex-post facto research design. The sample size of the indefinite population was determined by adopting
the estimation of population method. Using 80% probability, a sample size of 246 respondents were selected based on
convenience sampling. A structured questionnaire of 35 items on a 4-point scale was constructed to collect data. The data were
analysed using mean (x) and standard deviation to answer the research questions while Pearson Product Moment Correlation
Coefficient was used to test the hypothesis at 0.05 level of significance. The results of the study indicated that the five service
quality dimensions greatly influenced guests satisfaction in the hotels. However, the guests rated lower mean (X) scores range
2.72-2.86, though above the bench mark mean () of 2.50, in items on: the comfort of the facilities in the room; room attendants
knowledge about the hotel environment; the timeliness of the cleaning of guestrooms; employees understanding of guests
feelings; and politeness of the employees. The study revealed that the influence of the five service quality dimensions on guests
satisfaction in the hotels was high; though some aspects of specific service quality dimensions still need to be improved upon.
Guests were satisfied with the general housekeeping service quality in the hotels, and guest repeat patronage or revisit intention
to the hotels was high. There was a significant relationship between guests satisfaction and repeat patronage intentions in the
hotels. It was recommended that the hotels’ management should have regular training sessions for the housekeeping employees
to update their skills and improve on the specific aspects of the service quality dimensions that were not very impressive, for
increased satisfaction in the hotels, resulting in higher patronage.
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1. Introduction

Hotel is a place that offers accommodation, food and drinks
at a price that enables it to make profit [34]. Housekeeping is
an act of providing a clean, comfortable, safe and aesthetic
environment. In a hotel, housekeeping entails cleaning,
maintenance and upkeep of rooms, public areas and the entire
hotel environment to make it look attractive and comfortable.
The housekeeping department is a part of the hotel industry,
responsible for providing guests accommodation. Housekeep-
ing department is in charge of cleanliness, upkeep, decoration,
and maintenance of the whole hotel [9]. The success of the
hotel business rest majorly on the service quality of the house-
keeping professionals who perform the task of keeping the ho-
tel area clean and tidy. Though the role of every person work-
ing in the hotel industry is important, the housekeeping de-
partment is the most important. It is regarded as the “lifeline”
to the hotel business [12]. Hotel is regarded as an essential part
of the tourism industry because it offers the guests accommo-
dation which is their most important need [32]. The house-
keeping department has also been described as the backbone
of the hotel industry as it is perhaps responsible for bringing
back the guests to the hotel again and again, and it is respon-
sible for earning the maximum revenue for the hotel [23].

The hotel industry is essentially customer driven, as such
the key to its survival and success rest on the customer. In this
present time of high competition in business, the secret to sus-
tainable competitive advantages rest on providing high stand-
ard service, to satisfy customers [29, 36]. Delivery of good
quality service to the customer influence the extent of cus-
tomer satisfaction with the hotel services. A practical way to
retain customers is to ensure high level of customer satisfac-
tion, which may result in strong customer loyalty. Hotel
housekeeping service could be instrumental to guest's satis-
faction and repeat patronage, as the cleanliness and tidiness of
a hotel room makes a significant impression on the guest, as a
well maintained room can enhance the guest overall hotel ex-
perience. The housekeeping department is central in creating
the experience of a home away from home for the guest. The
housekeeping service quality can make the customers delight,
and they may want to revisit or recommend the hotel to other
people, which will enable the hotel to make more profit [14].
An efficient housekeeping service can result to positive word-
of-mouth recommendations from guests while poor house-
keeping service quality can lead to negative perception, which
diminishes guest satisfaction and decreases repeat patronage,
which may result to loss of customers. It was noted that most
hotel organisations may lose half of their customers because
they are not satisfied with the services rendered by the room
attendants, and poor service quality leads to low satisfaction,
discouraging customers from returning [10].

The reviewed literatures established that the housekeeping
department significantly influenced customers’ satisfaction.
Customer satisfaction is very important in the hotel industry
as it enhances hotel’s reputation and increases room sales. It

was noted that when guests are determining whether to return
to or recommend a hotel, housekeeping service was rated
more highly as a factor than reception and food/beverage ser-
vices [23]. Despite the importance of the housekeeping ser-
vices in the hotel business, only few studies have attempted to
pin-point the specific aspects of the housekeeping service
quality dimensions that have high significant impact on guests
level of satisfaction. This study is therefore intended to fill this
gap and contribute to the existing knowledge by attempting to
find out the housekeeping service quality dimensions that sig-
nificantly influence customers satisfaction in the hotel indus-

try.

1.1. Concept of Service Quality

Service quality is the ability or capability of the hotels to
meet customers’ expectations [6]. Service quality is an evalu-
ation of how a provided service meets up to the customer ex-
pectation. Service quality is said to be a divergence among
consumer’s anticipation of service provided and their assess-
ment of the services [4]. Service quality is seen as the dissim-
ilarity among customers’ anticipation of the service perfor-
mance before the service encounter, and their perception of
the rendered services [31]. Service quality can be said to be
the assessment of how a provided service measures up to the
guest’s expectations [7]. Customer satisfaction is enhanced by
service quality, as satisfaction is determined by the quality of
service expected by the customer [38]. The increase in the
number of hotels make customers to have more alternatives to
choose from, they are not only satisfied with just the quality
of the food and drink (products) offered by the hotels, but also
the conditions in which the services are provided. Guests want
to be comfortable and feel safe during their stay in the hotel,
they expect good service quality. Measuring service quality is
necessary for quality improvement, as it helps to generate
feedback concerning services offered, to determine whether
guests needs have been met or not.

Previous researchers asserted that there are five dimensions
of service quality that can be assessed, they are: tangible, reli-
ability, responsiveness, assurance, and empathy [5, 30, 31, 37].
The five dimensions are said to impact guests perception of
service quality [4, 37]. A study in Nigeria found that all the
five service quality dimensions had positive significant rela-
tionship with customer satisfaction in the hotels [22]. It was
concluded that tangible, reliable, responsiveness, assurance
and empathy service quality dimensions are good predictors
of customers satisfaction with hotel services [22].

Tangible (Guestroom facilities/amenities)

Tangibles are the physical facilities and amenities, cleanli-
ness, comfort of a room, communication and entertainment
equipment, employees appearance, parking space available
and others. The hotel equipment and the appearance of the em-
ployees serving guests, can create a memorable impression on
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customers [8]. The study by Bhatnagar and Nim found that
déecor and cleanliness (tangible) significantly correlate with
guest satisfaction [9]. It was noted that, the better the tangible
provided by the organization, the greater the satisfaction ex-
perienced by customers [18]. The appearance and ability
(functionality) of physical facilities and infrastructures, and
the conditions of the surrounding environment gives a clue of
the services offered by the service provider [18]. It was found
that cleanliness of both housekeeping staff and the hotel prem-
ises, influenced customers satisfaction [28]. A study found out
that tangible service quality dimension greatly influenced cus-
tomers satisfaction [4]. Another study showed that tangible
had strong effect on customers’ satisfaction [16]. It was also
found that guests considered the interior design and cleanli-
ness of a room as important factor that influenced their satis-
faction [33]. The quality of bathroom, bed and bed linen were
also found to be factors that influenced guests satisfaction in
the hotel [21].

Reliability (Service performance/dependability)

Reliability is the hotel’s capability to provide promised ser-
vices efficiently and dependably. Reliability relates to con-
stant availability, precision and speed of service [24]. Relia-
bility is also the ability of the employees to render the prom-
ised service faithfully, consistently and precisely; it also mean
the hotel keeps to its promise [26]. Reliability and empathy
had a significant relationship to customers satisfaction (8). Re-
liability service quality dimension was found to be signifi-
cantly related to customer satisfaction [9]. The study by Ali,
Othman, Gardi and Ahmed, found that the hotel guests were
not satisfied with the aspect of providing services as promised,
the hotel staff were not dependable in handling guests service
problems; so reliability dimension did not have a significant
relationship with customers satisfaction [4].

Responsiveness (Prompt service)

Responsiveness is being willing to assist customers, and
render quick service to guests [35]. It was found that respon-
siveness of employees had positive effect on customer satis-
faction [17]. Responsiveness dimension was found to have a
significant relationship with customer satisfaction [9]. Re-
sponsiveness of employees had a significant effect on custom-
ers satisfaction [17, 18]. Responsiveness has been found to be
a crucial factor in service quality [3].

Assurance (Capability of employees and safety of gues-
troom/environment)

Assurance is the capability of employees to convey confi-
dence and trust. Assurance is indicated by the knowledge,
courtesy and ability of employees to inspire confidence and
trust [4]. It was also noted that, it is necessary for a hotel to
prove that it is trustworthy of the money the customer is pay-
ing [4], and that guests should perceive that they are safe in all
financial transactions when they consume different services
from the hotel [4]. Assurance dimension was found to posi-
tively impact customers satisfaction. It was observed that em-
ployees skills and competencies inspired confidence and trust

in the customers which resulted in perceived safety and com-
fort in the process of service delivery [40]. Customers are
more likely to patronize the hotel again, if they have confi-
dence in ability of the employees to perform their tasks [11].
Empathy (Employees communication skills/attitude)
Empathy is trying to understand customers’ needs or expec-
tations. It involves understanding the guests feelings and ex-
pectations by imagining oneself to be in the guest’s situation.
Through communication skills and attitude, the housekeeping
staff can impress the guests. In the studies conducted, empathy
dimension was found to have a significant relationship with
customers satisfaction [4, 18]. It was also reported that empa-
thy service quality dimension was the most significant predic-
tor of revisit intention among spa goers in Malaysia [2]. The
study conducted by Ali et al., indicated that the hotel guests
were satisfied with tangible, responsiveness, assurance and
empathy, but not satisfied with reliability dimension [4].
Concept of Customer Satisfaction
A customer is a person who purchases a product or service
provided by an organization. The customer pays for the offer
hoping to fulfil a need. Satisfaction implies that the customer
is contented with the product or service received. Satisfaction
could be the pleasure experienced from consuming a product
or service. Customer satisfaction was described as a person’s
feeling of pleasure or disappointment after comparing the ac-
tual rendered service /product to the anticipated performance
[20]. Customer satisfaction was said to be a behaviour that
shows how customer feels after experiencing the performance
of a particular product or service [18]. Customer satisfaction
is when customer expectation meets or exceeds customer per-
ceived service quality rendered by the hotel. Customer satis-
faction is determined by assessing or measuring the disparity
between expected service quality and experienced (perceived)
service quality. Customer satisfaction is a key factor in cus-
tomer’s decision of repeat patronage intention. Understanding
customer satisfaction and factors influencing it, is very im-
portant these days, as it is a marketing strategy for attracting
and retaining customers. It was noted that customers satisfac-
tion is influenced by the service quality an organisation offers,
as well as the price it charges for such services [15]. The study
by Kadek et al., indicated that service quality had a significant
influence on customer satisfaction in the hotel business [19].
Concept of Repeat Patronage (Customer Loyalty)
Customer satisfaction increases the chances of their coming
back to the hotel. High service quality contributes to customer
satisfaction which may result in repeat patronage intention and
makes the customer willing to recommend the hotel to others.
Service quality and customer satisfaction are said to be im-
portant antecedents of customer loyalty [27]. The perceived
differences between earlier expectation and the actual execu-
tion of a service, significantly determines customer loyalty [1].
The concept of customer loyalty is very crucial for every busi-
ness organization because it is more costly to attract new cus-
tomers than to retain existing ones, and a satisfied customer is
more likely to repeat patronage and also help to bring new
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customers to the hotel through word-of-mouth recommenda-
tions [9]. A loyal customer regularly repeats purchases and re-
fers others. The study conducted by Akunja found that, there
is a significant relationship between customer satisfaction and
customer loyalty [1]. In another study, it was found that guests
satisfaction had positive impact on repeat patronage intention
in the Chinese hotels [39]. Customer satisfaction depends on
improving the service quality, which will result in a large
number of potential long-term loyal customers, and this will
help to increase the hotel profit [25].

1.2. Purpose of the Study

The purpose of the study is to examine the impact of spe-
cific housekeeping service quality dimensions on customers
satisfaction and repeat patronage intention in the selected ho-
tels in Ughelli town, Delta State, Nigeria. The information
supplied by the study will reveal the specific housekeeping
service quality dimensions that may be improved upon for bet-
ter service delivery, to attract and retain more customers, in
order for the hotels to increase profit and remain in business.

1.3. Statement of Problem

The competition in the hotel industry which makes target
customers to make comparison in the services they desire,
generates the need for higher quality of service. Customers
compare the perceived (rendered) service quality to the ex-
pected (anticipated) service quality. If the perceived service
quality falls below the expected service quality, customers
may loose interest in the hotel and stop patronage, which will
result in the hotel folding up. Guest lodging in a hotel have
some expectations from the housekeeping department, which
would enhance their satisfaction and repeat patronage. Cus-
tomers repeat patronage helps the hotel to make more profit
and remain in business. It has been observed that currently
many hotels in Nigeria are folding up due to low patronage as
a result of their inability to retain old customers and attract
new ones. Many researchers have acknowledged that the
housekeeping department is the back bone and lifeline of the
hotel business. Despite the importance of the housekeeping
department to the survival of the hotel business, only few stud-
ies have been conducted on the house keeping department to
determine the specific service quality dimensions that greatly
influence customers satisfaction, and those that need to be im-
proved upon to offer the customers their desired services, to
enhance their satisfaction and influence their loyalty, resulting

in repeat patronage. This study therefore intends to fill this gap
by examining the influence of the specific housekeeping ser-
vice quality dimensions on customers satisfaction and repeat
patronage intention in selected hotels in Ughelli town in Delta
State, Nigeria.

1.4. Research Questions

The following research questions guided the study:

1) What is the influence of tangible (facilities/amenities)
service quality dimension on guests satisfaction in the
hotels?

2) What is the influence of reliability (service perfor-
mance/dependability) service quality dimension on
guests satisfaction in the hotels?

3) What is the influence of responsiveness (prompt ser-
vice/cleanliness) service quality dimension on guests
satisfaction in the hotels?

4) What is the influence of assurance (employees capabili-
ties/guest safety) service quality dimension on guests
satisfaction in the hotels?

5) What is the influence of empathy (employees’ atti-
tude/communication skills) service quality dimension on
guests satisfaction in the hotels?

6) Are the guests satisfied with the general housekeeping
service quality of the hotels?

7) Do guests have the intention to revisit the hotels (repeat
patronage intention)?

1.5. Hypothesis

The following hypothesis was developed for the study:
Hoa: There is no significant relationship between guests sat-
isfaction and repeat patronage intention in the hotels.

2. Theoretical Foundations

Expectancy-Disconfirmation Theory: This is customer sat-
isfaction theory that offers explanation for consumer satisfac-
tion based on the result of comparing pre-consumption expec-
tations with perceived performance. When the result of the
comparison is positive consumer satisfaction occurs. On the
contrary, if the result is negative, consumer dis-satisfaction
occurs. The Expectancy-Disconfirmation Theory (EDT) was
developed originally by Oliver in the 1970s and 1980s [41,
42].
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Conceptual Framework

Independent Variables

Tangible — Guestroom

facilities/amenities

Reliability — service
performance/ Dependability or
trustworthiness

Responsiveness — prompt
service/cleanliness

Assurance (confidence) —
Employees capability, knowledge/
safety of environment

Empathy — Communication skills/
employees attitude

Dependent/Intervening Variable

Guests satisfaction
Overall satisfaction with service
quality dimensions

vy Dependent Variable

Repeat Patronage (loyalty):

Intention to continue using the hotel in
future; positive comments; recommend
the hotel to others

Source: Adapted from the reviewed literatures

Figure 1. Conceptual Model.

3. Method and Procedure

3.1. Design of the Study

The study is a descriptive survey which adopted the Ex-post
facto research design, as there was no manipulation of the var-
iables since the action of the independent variables on the de-
pendent variables had already occurred.

The area for the study is Ughelli town in Ughelli North Lo-
cal Government Area, Delta State, Nigeria. The population of
the study was made up of customers who lodged in the eight
selected hotels in Ughelli town. The population for the study
was indefinite (exact figure not known) since the number of
guests who visit the hotels is not consistent. The population of
the study was the guests that were available as at the time of
collecting data, and not necessarily a representation of the cus-
tomers population.

The sample size was determined by adopting the estimation
of percentage of population method by Freund and Williams
[13]. The researcher had to assume 80% probability using the
formula:

Z
n=pq (5)*

n = sample size

p = the percentage of items possessing a given characteris-
tics (0.80)

g = the percentage of items not possessing the characteris-
tics (1 —0.80 = 0.20)

z = 1.96 (given)
E =0.05 (given)

1.96

n=pq ()°

0.05
1.96

N=0.80 X 0.20 (z22

0.05

n=0.16 [39.2]?

n=0.16 x 1536.64

n = 245.86 (Approx 246)

Based on the above formula, a sample size of 246 hotel
guests was used for the study. The 246 was proportionately
drawn from the eight randomly selected hotels in Ughelli town,
based on the number of guests who lodged in the hotels for at
least two nights at the time of collecting data.

3.2. Research Instrument

The instrument used for data collection is a structured ques-
tionnaire made up of two parts. Part one consisted of items to
obtain the demographic data of the respondents while part two
comprised of seven sections A — G, made up of items con-
structed on a 4-point scale based on the research questions.
The 4-point scale was rated as Strongly Agree, (4 points),
Agree (3 points), Disagree (2 points), Strongly Disagree (1
point). A mean (ix) score of 2.50 to 4.00 was regarded as
“agreed” while a mean (X) score below 2.50 indicated “disa-
greed”.

3.3. Validity of the Instrument

The instrument was evaluated for both face and content va-
lidity by two experts in Home Economics and one expert in
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Measurement and Evaluation, all from Delta State University,
Abraka, Delta State, Nigeria. The questionnaire was modified
based on their suggestions.

3.4. Reliability of the Instrument

A pilot study was conducted to determine the reliability of
the instrument, using test retest method. Copies of the question-
naire were administered on 20 guests in a hotel also in Ughelli
town, which was not a part of the sample for the study. They
were administered to them twice at an internal of 2 weeks. The
data obtained were analysed using Pearson Product Moment
Correlation Coefficient, and a coefficient of 0.80 was obtained,
which indicated a high reliability index. As such the instrument
was accepted for use in collecting data for the study.

3.5. Method of Data Collection

Copies of the questionnaire were administered on the guests

who have lodged in the hotels for at least two nights. The com-
pleted questionnaire were retrieved immediately, which en-
sured a return rate of 100 percent.

3.6. Method of Data Analysis

Frequency count and percentage were used to analyse the
demographic data. Mean (x) and Standard deviation were
used to answer the research questions. The hypothesis was
tested using Pearson Product Moment Correlation Coefficient
at 0.05 level of significance.

4. Result

Research Question 1
What is the influence of tangible (facilities/amenities) ser-
vice quality dimension on guests’ satisfaction in the hotels?

Table 1. Mean and Standard deviation on influence of tangible (facilities/amenities) service quality dimension on guests’ satisfaction in the

hotels.

S/N  Item Statement

The guestroom has functional internet/intercom connectivity.

The bathroom/toilet are of good quality.

The facilities in the room are comfortable to use.

o M~ w bdh e

The guestroom is beautifully decorated.

Total (Grand Mean (x)

Table 1, showed that the respondents agreed to items 1 — 5,
with mean (i) range of 2.72 — 3.48, and a grand mean of 3.06,
which were above the cut-off point of 2.50 and above. This
indicated that tangible service quality dimension greatly influ-
enced customers satisfaction in the hotels. However, the cus-
tomers were less influenced by the comfort of the facilities in

The guestroom has facilities for entertainment such as television/cable network.

Mean (x)  Standard Deviation Remark
291 0.45 Agree
3.48 0.63 Agree
2.97 0.75 Agree
2.72 0.89 Agree
3.22 0.75 Agree
3.06 0.69

the room with a mean () score of 2.72.

Research Question 2

What is the influence of reliability (service performance/de-
pendability) service quality dimension on guests’ satisfaction
in the hotels?

Table 2. Mean () and standard deviation on influence of reliability (service performance/dependability) service quality dimension on guests’

satisfaction in the hotels.

SIN Item Statement Mean (x) Standard Deviation Remark

6 My reservation was handled efficiently. 3.06 0.95 Agree

7 The hotel offers its services as promised, 3.10 0.74 Agree

8 The h_ousekeeplng staff are very concerned about guests welfare/sat- 317 0.85 Agree
isfaction.

9 Facilities/lequipment in the room function properly. 3.05 0.59 Agree
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SIN Item Statement

10 | got what | paid for (value for money).

Total (Grand Mean ()

Table 2 showed that the respondents agreed to items 6 — 10,
with mean (i) range of 2.91 — 3.17, and a grand mean of 3.06,
which were above the criterion mean (x) of 2.50. This indi-
cated that reliability service quality dimension (service perfor-
mance/dependability) had great influence on guests satisfac-
tion in the hotels but they were less influenced by item 10,

Mean (x) Standard Deviation Remark
291 0.76 Agree
3.06 0.78

which is getting the exact value for money paid with a mean
(%) score of 2.91.

Research Question 3

What is the influence of responsiveness (prompt ser-
vice/cleanliness) on guests satisfaction in the hotels?

Table 3. Mean (x) and standard deviation on influence of responsiveness (prompt service/cleanliness) service quality dimension on guests’

satisfaction in the hotels.

SIN Item Statement Mean (x) Standard Deviation Remark

11 Check-in process takes a short time. 3.30 0.97 Agree

12 Guest room is cleaned on time. 2.86 0.89 Agree

13 Guestroom is spotlessly cleaned. 3.12 0.85 Agree

14 Room service is prompt/request attended to quickly.  2.89 0.88 Agree

15 Laundry services is quick and effective. 3.00 0.84 Agree
Total (Grand Mean () 3.03 0.89

The result on Table 3 indicated that the respondents agreed
to items 11 — 15, with the mean () range of 2.86 — 3.30, and
a grand mean of 3.03, which were above the cut-off point of
2.50. This showed that the responsiveness service quality di-
mension had great influence on guests satisfaction in the ho-
tels, though they were less influenced with the item 12 and 14
which are: the guestroom is cleaned on time; room service is

prompt/request attended to quickly with mean (x) scores of
2.86 and 2.89 respectively.

Research Question 4

What is the influence of assurance (employees capabili-
ties/guests safety) service quality dimension on guests satis-
faction in the hotels?

Table 4. Mean (x) and standard deviation on influence of assurance (employees capabilities/guest safety) service quality dimension on guests’

satisfaction in the hotels.

SIN Item Statement Mean (x) Standard Deviation Remark

16 The cleanliness/hygienic condition of the guestroom make me feel 290 0.95 Agree
safe.

17 The ho_tel _ha_s we!l trained c_apable housekeeping staff which give 3.03 0.68 Agree
guests individualized attention.

18 Room attendant is knowledgeable about the hotel environment, so | 276 0.89 Agree
feel safe.

19 There is strict control system with regards to handling guestroom 336 0.67 Agree
keys.

20 The hotel provides secured environment. 3.10 0.91 Agree
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SIN Item Statement

Total (Grand Mean (x)

Table 4, showed that the respondents agreed to items 16 —
20, with mean (x) range of 2.76 — 3.36, and a grand mean ()
of 3.03, which were above the cut-off point of 2.50. This indi-
cated that all aspects of the assurance service quality dimen-
sion had great influence on guests satisfaction in the hotels,
though they were less influenced (satisfied) by item 18, the
room attendant is knowledgeable about the hotel environment,

Mean (x) Standard Deviation Remark

3.03 0.82

so | feel safe; and item 16: the cleanliness/hygienic conditions
of the guestroom makes me feel safe with mean () scores of
2.90 and 2.76 respectively.

Research Question 5

What is the influence of empathy (employees’ atti-
tude/communication skills) service quality dimension on
guests satisfaction in the hotels?

Table 5. Mean (x) and standard deviation on the influence of empathy (employees attitude/communication skills) service quality dimension on

guests satisfaction in the hotels.

S/N  Item Statement Mean (x) Standard Deviation  Remark

21 Employees understand guests feelings (anticipated guest expectations). 2.83 0.96 Agree

22 Housekeeping staff are friendly (willing to help). 3.50 0.72 Agree

23 Housekeeping staff are polite/respectful. 2.85 0.86 Agree

24 Housekeeping s_taff ensure that guests’ lodging experience is, home away from 315 0.69 Agree
home (guest enjoy their stay).

25  Employees are apologetic when they are wrong. 3.76 0.67 Agree
Total (Grand mean () 321 0.77

Table 5 showed that the respondents agreed to items 21 —
25, with mean (x) range of 2.83 — 3.76, and a grand mean ()
of 3.21, which were above the bench mark mean (x) of 2.50.
This revealed that empathy (employees’ attitude/communica-
tion skills) service quality dimension greatly influenced guest
satisfaction in the hotel. But item 21: Employee understand

guest feelings (anticipated guest expectations) with a mean of
2.83 had less influence on guest satisfaction in the hotels.
Research Question 6
Avre the guests satisfied with the general housekeeping ser-
vice quality of the hotels?

Table 6. Mean (i) and standard deviation on guests satisfaction with the general housekeeping service quality of the hotels.

SIN Item Statement Mean (x) Standard Deviation Remark

26 The cleanliness of the hotel environment/guestroom is to my satisfaction.  3.52 0.52 Agree

27 I am satisfied with the hotel room service. 3.70 0.46 Agree

28 | am satisfied with the facilities/amenities in the guestroom. 3.34 0.85 Agree

29 | am satisfied with the hotel safety measures. 3.46 0.50 Agree

30 | am satisfied with the attitude of the housekeeping staff. 3.06 0.44 Agree
Total (Grand mean (x) 3.42 0.48

Table 6, indicated that the respondents agreed to items 26 —

30, with the mean (i) range of 3.06 — 3.70 and a grand mean
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(x) of 3.42, which were above the bench mark mean (x) of
2.50. This indicated that the guests were satisfied with the gen-
eral housekeeping service quality of the hotels.

Research Question 7
Do guests have the intention to revisit the hotels (repeat pat-
ronage intention)

Table 7. Mean (x) and standard deviation on the guests repeat patronage intention in the hotels.

SIN Item Statement Mean (x)  Standard Deviation Remark
31 There is the likelihood of my returning to this hotel in subsequent visit to this 357 0.50 Agree
town.
32 Iri\;wsh to stay in this same brand of hotel in other places in Delta State, Nige- 3.3 0.50 Agree
33 I would recommend this hotel to relatives/friends. 3.42 0.50 Agree
34 The quality of services delivered by the housekgeplng staff is worth the hotel 3.10 0.30 Agree
charges. So | am motivated to use the hotel again
35 The- gual_lty of serwcest delivered by the housekeeping staff has created a 351 0.50 Agree
positive image/reputation of the hotel.
Total (Grand mean (x) 341 0.46

The result in Table 7, indicated that the respondents agreed
to items 31 — 35, with the mean (i) range of 3.10 — 3.57 and a
grand mean (x) of 3.41, which were above the bench mark
mean (x) of 2.50. This revealed that the guests have a positive
image of the hotels; have the intention of patronizing the ho-
tels again; and also of recommending the hotels to other peo-

ple.

4.1. Testing of Hypothesis

Hol: There is no significant relationship between guests’
satisfaction and repeat patronage intention in the hotels.

Table 8. Pearson Product Moment Correlation coefficient analysis on guest satisfaction and repeat patronage intention in the hotels.

Variable N Mean (x) SD Df r Sig
Guest satisfaction 246 17.07 1.07 244 0.250 0.000
Repeat patronage intention 246 17.03 0.60

Table 8, indicated the r-value of 0.250 and a p-value of
0.000. Testing the null hypothesis at an alpha level of 0.05, the
p-value of 0.000 was lesser than the alpha level of 0.05. There-
fore, the null hypothesis was rejected. This showed that there
is significant relationship between guest satisfaction and re-
peat patronage intention in the hotels.

4.2. Discussion of Results

The result of research question one in Table 1, showed that
tangible (facilities/amnesties) service quality dimension
greatly influenced guests satisfaction in the hotels, with the
mean (x) score range of 2.72-3.48 which were above the
bench mark mean (x) of 2.50. Though tangible have a high

mean (i) score, there is still need to improve on the facilities
so that they are more comfortable to use, as it had the least
mean (x) score (2.72) compared to other tangible items in the
hotels. The findings of this study is in agreement with
Bhatnagar and Nim who found out that dé&or and cleanliness
(tangible) significantly correlate with guests’ satisfaction [9].
The finding is also in line with Lockyer who found that the
quality of the bathroom, bed and bed linen are factor influenc-
ing guests’ satisfaction [21]. The findings also agreed with
Jatmika and Abdurrahman assertion that, appearance and
good functional physical facilities, and infrastructures influ-
ence satisfaction; Radder et al., who found that guest satisfac-
tion with a room was influenced by the interior design and
cleanliness; and Ali, Othman, Gardi and Ahmed who found
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out that tangible service quality dimension significantly influ-
enced customers’ satisfaction [4, 18, 33].

Result of research question 2 in Table 2, indicated that reli-
ability (service performance/ dependability) service quality
dimension influenced customers satisfaction in the hotels,
with a mean (x) range of 2.91-3.17, and a grand mean score
of 3.06, which is above the bench mark mean (x) of 2.50.

This finding is in agreement with that of Bhatnagar, Nim
Bhatnagar and Nim who found reliability service quality di-
mension to be significantly related to customer satisfaction, in
their study [9]. This study is not in agreement with Ali et al.,
who found out, that the hotel guests were not impressed or
influenced by the reliability service quality dimension, which
constituted providing service as promised; and the hotel staff
dependability in handling guests’ service problems [4].

The result of research question 3 in Table 3, indicated that
the guests who lodged in the selected hotels indicated that re-
sponsiveness (prompt service/cleanliness) service quality di-
mension influenced their satisfaction in the hotels, with a
mean (x) range of 2.86 — 3.30 and a grand mean of 3.03, which
is above the bench mark mean (x) of 2.50. This finding con-
firmed that of Islam et al., and Abdurrahman who found that
responsiveness of staff had significant effect on customers’
satisfaction [17, 18]. However, in this present study, items 12
and 14 which are: guestroom is cleaned on time; room service
is prompt/request attended to quickly, had the least positive
mean (x) scores of 2.86 and 2.89 respectively. This revealed
the need for the hotels to still improve on these aspects of their
services.

In research question 4 in Table 4, the result showed that the
hotel guests agreed that assurance (employees capabili-
ties/guest safety) service quality dimension influenced their
satisfaction in the hotels, with a mean () range of 2.76 — 3.36,
and a grand mean (i) of 3.03. The finding of this study is in
line with that of Al-Hawary and Al-Smeran who found re-
sponsiveness to be a crucial factor in service quality, that in-
fluenced customers’ satisfaction [3]. This finding also con-
firmed Elmadag et al., assertion that, customers are more
likely to return to a hotel if they feel confident of the employ-
ees’ ability to perform their tasks [11]. The finding also agrees
with Ali et al., assertion that, the employees’ ability to inspire
trust and confidence in all financial transactions and make
customers feel safe, is crucial in guests’ satisfaction in the ho-
tel [4]. Based on the findings of this study, there is still need
to improve on item 18, which is, the room attendant is knowl-
edgeable about the hotel environment, so | feel safe, with a
mean (x) of 2.76, which is least, though positive among the
items on assurance service quality dimension.

The result of research question 5 in Table 5, indicated that
empathy (employees communication skills/attitude) service
quality dimension, influenced guests satisfaction in the hotels,
with a mean () score range of 2.83 — 3.76, and a grand mean
(%) of 3.21 which is above the cut-off mean (x) of 2.50. The
finding of this study is in agreement with the findings of Ali
et al., and Ahmed et al., who found empathy service quality

dimension to have a significant relationship with customer sat-
isfaction [4, 18]. This finding of this study also agrees with
that of Al-alak who found that empathy was a significant pre-
dictor of revisit intention among spa goers in Malaysia [2]. In
this study, all the five service quality dimensions influenced
guests satisfaction in the hotels.

The result of research question 6 in Table 6, showed that
the guests were satisfied with the overall services provided by
the house keeping employees in the hotels, with mean ()
scores range of 3.06 — 3.70 and a grand mean (x) of 3.42 which
is above the bench mark mean (x) of 2.50. This finding is in
line with Kadek et al., who indicated that, there is a significant
influence of service quality on customers satisfaction; and Ra-
mya et al., assertion that, service quality has a direct impact
on guest satisfaction [19, 35].

The result of research question 7 in Table 7, indicated that
guests satisfaction influenced repeat patronage or revisit in-
tention in the hotels, with the mean (i) range of 3.10 — 3.57,
which is above the bench mark of 2.50. This result is in line
with Su et al., finding that, guests satisfaction had positive im-
pact on repeat patronage intention in the Chinese hotels [39].
This finding also confirmed Bhatnagar and Nim assertion that,
when a guest is satisfied, the hotel will get repeat patronage,
and the satisfied guest will help to bring new guests to the ho-
tel [9].

The result of the hypothesis in Table 8, indicated that there
is a significant relationship between guests’ satisfaction and
repeat patronage intention in the hotels. This finding is in
agreement with Akunja who found that, there was a significant
relationship between customers’ satisfaction and customers’
loyalty (repeat patronage) [1].

4.3. Implication of the Findings for Hotel
Managers

Globally, customer’s satisfaction is the key to unlock busi-
ness success. The study revealed the service quality dimen-
sions that significantly influenced the hotels’ housekeeping
performance to enhance satisfaction. Notably, there is need for
improvement on reliability dimension. Transparent and con-
sistent service delivery will show that the hotel is reliable. This
builds customers’ trust and foster confidence, shaping how
they perceive the hotels’ ability to deliver on promises. The
study found that empathy service quality dimension needs to
be improved on too, as it remains a key ingredient in deliver-
ing impactful service. When a service provider is efficient and
empathetic, it creates a lasting impression, which reinforces
customer satisfaction and loyalty, and word-of-mouth refer-
rals. Poor experience erodes trust and damage hotels' reputa-
tion, resulting in revenue loss. The finding indicate that tangi-
bility service quality dimension needs to be improved upon.
The training of housekeeping staff in this dimension should
include focusing on cleanliness skill and safety protocols.
Standardized training and monitoring housekeeping staff in
this aspect of service delivery will help to reduce inefficiency
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and increase customers’ satisfaction, leading to repeat patron-
age. Responsiveness dimension of service quality was also
found to require improvement as it was confirmed to be an
essential part of service delivery. When customers reach out
with a problem and experience timely response, the customer
feels valued. When customers are sure that they can rely on
the hotel to address their needs efficiently and empathetically,
they are more likely to be loyal customers and less likely to
switch to competitors.

The quality of service customers receive depends on the
morale and capabilities of the service team. So it is very nec-
essary that the hotel management equip the housekeeping
team with the right training, tools and other resources to en-
sure high performance. Training of employees should focus
on technical skills and product knowledge. Training on soft
skills, particularly communication skill and emaotional intelli-
gence is also essential, to enable the housekeeping team han-
dle various customers’ problems with confidence and empa-
thy. Management should motivate employees by making them
feel valued. By celebrating their successes and offering oppor-
tunities for growth, employees (service team) are more likely
to deliver outstanding services that create positive impression
on customers, which will result to business success and prof-
itability.

5. Conclusions

Based on the findings, the study concluded that the five ser-
vice quality dimensions influenced guests’ satisfaction in the
hotels. However, the study revealed that some aspects of the
service quality dimensions still need to be improved upon,
based on the items that had mean (i) scores range 2.72-2.86,
that were a little above the bench mean (x) of 2.50. They were:
the facilities in the room are comfortable to use = 2.72 (tangi-
ble dimension); guest room is cleaned on time = 2.86 (respon-
siveness dimension); room attendant is knowledgeable about
the hotel environment, so | feel safe = 2.76 (assurance dimen-
sion); employees understand guests’ feelings/anticipate guests’
expectations = 2.83; and housekeeping staff are polite/respect-
ful = 2.85 (empathy dimension).

Guests were satisfied with the general housekeeping service
quality in the hotels, and guests repeat patronage or revisit in-
tention to the hotels was high. There was a significant rela-
tionship between guests’ satisfaction and repeat patronage in-
tention in the hotels. The foregoing gives credence to the Ex-
pectancy-Disconfirmation theory which offers explanation to
customer satisfaction as a post-consumption evaluation that
arises from the discrepancy between prior customer expecta-
tions and the perceived product or service performance.

6. Recommendations

The recommendations made based on the findings and con-
clusion of the study are:

The hotel management/housekeeping employees need to
improve on the tangible aspect of service quality dimension,
by making the facilities in the rooms more comfortable to use.

The housekeeping employees need to improve on the re-
sponsiveness dimension of the service quality, by ensuring
that the guestrooms are cleaned more on time.

There is need to improve on the aspect of assurance service
quality dimension. The hotel management should train the
housekeeping staff to be more knowledgeable about the hotel
environment so that guests can feel safer in the hotels.

The hotel management should improve on the aspect of em-
pathy service quality dimension, by training housekeeping
staff to have high emotional intelligence, which will help them
to effectively manage their emotions as well as have the ability
to better understand customers feelings and anticipate their ex-
pectations. Being more polite and respectful to the guests, may
translate to better customer service, resulting to increased
guests satisfaction in the hotels.

This current study is limited in terms of scope as it concen-
trated only on service quality in the context of housekeeping
department. Further studies should expand the departments to
include front office and other departments in a hotel setting.
The geographical scope was also limited to Ughelli in Delta
State of Nigeria. Further studies should expand the scope to
include other states in the South-South region of Nigeria.
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