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ABSTRACT

This project is designed to assass service delivery performance effectivenessase of
Filwha enterprise. The study has the objective rofestigating the major factors that affect the
effectiveness of spa service delivery performa@cethe basis of data collected through questioresir
and interview which are based on the theoreticaleasment of related literatures; the researcher ha:
attempted to unearth some of the real problemsdasethe respondents’ opinions. The questionnaire
was distributed to 280 customers, 40 employees8anthnagement members, of Filwha spa service
delivery Enterprise in which 269 custom questiormaAll management and employees’ questioner:

were fully completed and returned.

Through this study the researcher has realized thaite is an increasing demand for the service,tdue
natural Hot spring water uniqueness. Hence the dwimafor Filwha spa service customers keep
increasing. Moreover, respondents existing custsndecided to continue even not being satisfied; thi
study can see that there is an extra resource; @GBb of the Hot spring water is being utilized. Als
raters agreed with the price of the service beiegslthan other Spa service providers. Those make
lag behind the technical skill of employees. Tauemplanning more effectively the process needseto
optimized. Based on the findings of the studyreékearcher recommended the following among others
Filwha Spa service Enterprise needs to improveiaate in queuing and waiting time to keep what it
promises to its customers on time. By employingspreice payment system, digital PLC service
control etc. Utilize its unique Hot spring wateapacity. Exploit its marketable location as tournstb
and venue. Upgrading the service delivery procebgasonduct Market research. The standard agains
which Employees training sand motivation handlingchanism found being poor. That requires
Ensuring the right people are in place and Creaevard system for employees. To reduce th
casualties to standard Professional safety and thefalcilities should be promoted. In order to eresur
effective personal service excellence Informatiechhology needs up grading. To found service
delivery reliable continues, and available Electppower supply should be set up through fully
automatic ATS stand by sources. Each recommendatiea to correspond with respective

implementer.

Kew words Spa service, performance effectiveness, Natdoalspring water, ATS, RL
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CHAPTER ONE

INTRODUCTION

The complex condition of modernihass increase out in all aspects of service operat
which compelled the market of service to place emspghon efficient and effective method of
presenting their service to their numerous custem&ervice delivery basically refers to the
systematic arrangement of activities in servicevigiag organization, with aim of fulfilling the nde
and expectations of customer and stock holder$, thé optimum use of scarce economic resource.
It becomes clear that organization assessment mghabis needed to go beyond the scientific

measurement of work and work methods. As desciilyesklvavinayagam, (1995).

As business organization leads to free etagkonomy, it is a high time for each organization
to cope up with changes in the new environment. Aoginess organization, to continue in
operation their customer’s must be satisfied aryadllto them. This has been possible due to the
nature of various customer orientated activitiéeyt have implemented within and outside the
organization. A.zeithaml. valarie, (2004). Defirgesstomer service, service provided in support of a
company’s core products. Furthermore, Donaldso®9%}) described customer service as are those
activities provided by the seller. Have value tloe buyer, thus increase customer satisfaction and
encouraging patronage and loyalty between parties.

Attempt to explain customer delivery servi@jsan Nash Derek Nat's, (2003). Delivering
outstanding customer service, in order to gain aeidhin customers and stay ahead of the
competition. Thus customers’ service remains a domehtal driver of business success and
profitability.

Process defines by, valarie A.zeithaml, (2004). ®otal procedures, mechanisms, and flow of
activities by which the service is delivered. Tisatthe service delivery and operating systemss Th

research focuses on spa service delivery perforenaffectiveness with specific focus on Filwha



Enterprise as a case study that providing natusélspring Spa service for public. The public

consider this natural hot spring, bathing serviodse therapeutic in nature.

Most of this belief is justified, byeHact that the hot springs emerge from the eadhist
full of minerals and elements from within. The mialecomposition of this hot spring is quite high,
and their high temperatures facilitate the entraofcéhem into the human body. The hot steam

emanating from these hot springs add to batheesitye Coupled with, their health benefits.

Hot springs generally make the area nbe@utiful, because they are, after all, sprindgsatT
is the reason why today, tourism attraction, hatel health industry has evolved around hot springs.
There are spas and resorts built around them,hayddo help bring in or to circulate some economy

within the area.

Tourism and hotel industry sector is ohéhe larger, most dynamic industries in the worl
and it is one of the largest employers of all tfarees and continues to increase along with any

increase in the local economy, truism and busitrasel (Gilmare, 2003).

Spa the science of water therapy, oneeftbthods, which relieve people from stressful ,
rejuvenates muscle and organs fissures and maitit@ioptimum health, become increasingly
the choice of peoplé&lowadays people are more concerned with inherem¢éoSpecial thermal
bathing, for relaxing, and care for their beauty akin. To get relief from their stressful and
protecting decease. When they get sick they usyakfer non-drag therapy, such as Spa
services. Thus, this research focuses on servtiwddy performance of, Filwha Spa service
Enterprise, of Addis Ababa.

1.1. Background of the study

Filuha Spa service enterprise is located éncénter of Addis Ababa, which is the capital city
of Ethiopia. In order, to ascertain the exact mkrishen the Addis Ababa Filwha/ hot spring/
was originally discovered and the ways in whichglkeple in the vicinity used to benefit from
the natural resource in the old days. A foreiggitor named T. Lifetree Visited the spot in 1832



and was an eye witness to the " Miraculous sptigwrote a book entitled " Voyage en

Abyssinia" during the reign of king Haileselassie.

In a book entitled " Les origins Addis Ababa’ettvriter mentions the catholic priest
Tawlinkahegne, who in 1867 became a Bishop anddnse changed to Aba Jacob. This priest
came from a town called kelitche to a place, presiyp known as Finfine (Filuha Spa service
Report, 2000).

According to the story, Aba Jacob stabed when Menelik Il had established the city in
1875, originally at Entoto and Later at Addis Ababae Emperor and Empress Taitu together
with their dignitaries visited the hot spring frequily. The existence of the hot spring

contributed to the establishment of the Addis Abaibain its present location.

This spring hot water was much appreciated andeteby the Emperors and dignitaries. As a

result a two-room bath-house was built around 1904tarted rendering service to the public.

In view of the gradual increase in the populatbthe town, it was no longer able to cope with
the public demand. In order to satisfy the pub&m@dnd, His Imperial majesty Haile Selassie |
crown prince of Ethiopia, at the time, commandedjAworkinch to construct additional baths. It
resulted in the building of additional baths in thermal spring, in 1964 to meet the needs of the

public (Filuha Spa service Report, 2000).

Organizational capacity assessmentbeaseen as a function of many different factors
that exists within an organization. Individual chpigies, ways of organizing, cultural norms and
physical assets all combine to enable an organizat work towards its mission. It refers to the
ability of the organization to effectively manade programs to achieve the stated goals and

objectives with minimum external assistance (F20€1).

At present the enterprise has a total of 229 diffeclasses of bathrooms known as First class,
Second class, Third class, Fourth class, Shower faochily bathrooms. It has also a
physiotherapy and sauna service. Moreover, it gavdwotel service. But Filwha Spa service
Enterprise fail to meet its objective, in deliveyitspa service in bathing, recreational and
curative services and other services connectedanlitbtel.

The Main types of products/ services/ activitytteé enterprise are,

* Bath service



* Physiotherapy and Sauna bath service

» Hotel Service (National and International hote\&=s.)
Since Filwha is a profit making public enterprif®e management of the spa service responsible to
the board of directors that composed of membersiafgdl by PPESA. Filwha enterprise conducted
a study of process and implementing BPR. Currettiyy enterprise has about 485 permanent
workers and 145 contract employees. The total nurobemployees are about 630 workers.The

employees consists of professionals, semi-profeaspand skilled/laborers workers.

Table: 1 Human resource of the organization

Line Staff Supportive Staff
Year | Permanent Tota | Permanent s
M = Contract | Temporary | M F Contract | Temporary | Total | Total
2003 | 106| 156 15 - 277 114 50 17 17 198 415
2004 | 112| 145 15 - 272 118 50 30 19 212 484

Source: Filwha Spa Service, 2012

The country’s favorable governmental policy encgeminvestment through provision of various
incentives. And the overall economy growths creetiential market demand opportunities for hotel
and tourism industry. In line with this, spa markeintinuously increases. According to Filwha
water resource police (2010), for the last ten yehe number of customers increases from 931347
t01890146. Though, the number of customers kaspeasing year after year, the irony is as it is
clearly and explicitly identified customers are atnsfied. Numerous customers complained here and
there. Thus the company failed to deliver effecavel efficient service. Due to this a big and over
helming problems exists. These problems consistnebng others material, personal in service
deliver. According to the BPR conducted in FilwR811), the satisfaction of Spa service customers

of bathing, sauna and physiotherapy and hotel ses\are presented as follows:

Table: 2 Customers satisfaction level fovsess provided

Timelines: Material/produc Quality
Service
Satisfied Unsatisfie Setisfied Unsatisfiec
Bathinc 15% 84.t 22 78%
Physiotherap 42.2 57.¢ 23.2 76.€
Sauni 422 57.¢ 23.: 76.€

Food &beverag 36.61 63.3¢ 35 65

Reception/Restaure 35 65

Reservation/ Roon - - 34 70

Source: Filwha BPR, Feb, 2012



This research paper tries to assess thesealelivery performance, effectiveness of Filwha
service Enterprise. The study helps to see in d#qrexisting Spa service delivery problems,
assess the service delivery systems and identitfi@gveakest link along with the assessment of
the potential service delivery capacity and compaith market demand. Try to forward
workable improvement idea that could solve problem,order to bring about customer
satisfaction and to exploit opportunity. In additito strengthen the BPR study in which | was

participated as team leader, in water resourcelg@mgol engineering core press”.

1.2. Statement of the problem

Filwha’'s natural hot spring watertthaakes increasingly become the choice of peogle th
accepted by the public as therapeutically in itturga Relieves people from stress, rejuvenates
muscle and organs fissures and maintains optimuaithhelThis hot spring water along with its
medical characteristics contributes to the beau#gnliness, also source of pleasure and prideeto t
bather. Filwha Spa service Enterprise though ddimgbest in basing, physiotherapy and sauna
service. It has failed to render timely, reliabledaquality service. Thus, it could not render
effectively and efficiently services at all. As esult, could not satisfy its existing customers nor
attract potential customers and Filwha failed tpecap with the growing market demand. These all
add up to run far behind its vision/mission. Failectreate wealth to stake holders, which makes all
stake holders unhappy and which leads to poor pedoce, characterized with numerous

customers’ complained here and there.

Zeithame .et al. (2006), defines the nature of dbevice as comprising of needs, processes and
performance.

While looking in Filwha spa service delivery, neegsocesses and performance, dalliance in
gueuing and waiting time, poor material qualityylpersonal service and employee handling, exists.
Those create current and future customers disaetiish. Thus, the study tries to identify and
examine the factors that affect the performanced Aorward suggestions to enhancing the

performance of the service delivery. That posdilniggs about better customer satisfaction.



1.3. Research guestions

In order to investigate the abpweblem and to achieve the purpose of this sthdy t
following research questions are postulated. That tto answer the problem under stualy
follows:

1. How do Filwha enterprise effectively doing in deling Spa service to its customers
timely?
How is the material service delivery quality?
How does Filwha enterprise effectively use its malteervice delivery recourses?
How does the enterprise handle its customer complai
How is Appropriation of service charge of FilwhaaSgervice charge?
How does Filwha satisfy its customers with pers@p service?

How does the enterprise work to words improvingitgployee’s skill?

© N o 00k~ wDN

How far occupational safety and health promoted?

1.4. Objective of the study
1.4.1General Objective

* The main objective of this research was to asshesldvel of spa service delivery
performance effectiveness of Filwha enterprises.
14.2. Specific Objectives
Moreovey this paper attempts to describe and analyze the faligwpecific objectives.
» To assess the major factors that affects the eftawtss of spa service delivery in Filwha
Enterprise?
* To identify, critical activities necessary to ersexcellent, outstanding customer service?
» To assess Exiting customer’s behavior, motivataog attitude towards Filwha enterprise?
* To measure the major factors that affects the effmress of service delivery?
» Identify customers’ satisfaction level towards Filvspa service delivery?
* To assess how the enterprise handle its customeplaots?

» To identify the level of customer service emplopegformance?



1.5. Significance of the study

Along with its academic achievemenis tlesearch helps to the enterprises by indicating
how to improve and increase customer satisfactioraddition, the reserved data measure the
existing position of the enterprise, in the minfig®customers and to get feedback. Thus, it can
help to designed better service delivery systemtamdaximize objectives. In addition, the study
will guide to use a well-designed service delivegstem. It also contributes for operation
improvements to enhance service delivery performaRarthermore, this research can serve as a
reference for any interested individuals or an oizition who intends to conduct research on

similar issues.

1.6. Delimitation/Scope of the Study

The researcher excessively loaded, wishregular duties of working in his respective
under taking, in line with post graduate studied fjoses time limitations. Related materials and

reference in the area of Spa service and shortafygaace were other limitation of the study.

Studying the customer satisfactibroigh the mechanisms of performance and service
delivering is subject to multiple factors such asspnal and job related issues. Thus it is difficul
to account all. Employees and customers’ self tepmrasures through questionnaires may

intentionally or unintentionally fail to expressthfeeling appropriately

1.7. Definition of Terms

Hydro-massages- unique hydro-massage facility includes nattial spring water sources that
provide a powerful stream of thermo mineral waliédre water massages specific parts of the

body, reduces stress and rejuvenates the body.

Hot springs: -Hot springs are defined as springs of water il water in them at a higher

temperature than in the surroundings. The temperatuthe hot springs is higher because of the
internal heat of the earth’s crust, known as thatlggrmal energy. The water sources itself from
the interior of the earth and then vents itself oluthe earth’s crust. When the water comes out



on the surface, it still remains how with steam eati;g from it. This steam is a significant

aspect of hot springs.

SPA:- is associated with water treatment .The tsraerived from the town of Spa, Belgium,
whose name is known back to Roman times, whendbatibn was called Agae Spadanae,
(http://en.wikipedia.org/wiki/Spa




CHAPTER TWO

REVIEW OF RELATED LITERATURE

The related literatures are searched antbwexd from many sources which relate with
research problems and help to illustrate conceftaaiework. It contains the theory about the
study .According to Fisher (2007), there are mamyraes that can use to be references of the

thesis.

In this part of literature, articles, acadenaarnals, text books, and internet as the precious
sources are used; this review synthesizes the rtulieratures that are germane to the
effectiveness of Spa service delivery. The purpiese highlight the issues and successful
completion of this study. However, it must be datieat this review is eclectic due to the fact

that there are limited works in this area. Theewewvis divided in to seven major sections namely:

» Service and Service delivery
» Complaints handling

* Internal customer.

* Service management

» Continuous improvement

* business information systems

» Empirical Review

2 Service and Service delivery

2.1Service

Y.P. Singh(2002)put the definition of service akofes, If we were to offer a definition of
service here , it would be a blend of the ones estggl by Lehtinen ,kotler ,and Bloom ,and
Gummesson above .Hence ,we propose ,however neflyctihe following definition :

A service is an activity or series of activities wfore or less intangible nature that

normally, but not necessarily, take place in intBoms between the customer and service or

9



goods and /or systems of the service provider, lwhie provided as solutions to customer
problems. Further, Patankar(2001), describes #wice are activities or satisfactions which
are offered for sale or are provided in connectiath the sale of goods .in all definitions or
clarifications the authors emphasize that meetiogtaners satisfaction is the primary
objective of service providing

2.1.1.Service delivery

The complex condition of modern business and thesase out in all aspects of service
operation has compelled the market of service smeplemphasis on efficient and effective
method of presenting their service process to themerous customers . It is known that
service delivery basically refers to the systematrangement of activities in service providing
organization with aim of fulfilling the need andpectations of customer and anther stock
holders with the optimum use of scarce economioue®, According to selvavinayagam,
(1995). It becomes clear that organization assestsarel diagnosis needed to go beyond the

scientific measurement of work and work methods.

2.1.2.Characteristics of service

Y.P .Singh (2002) state as follows the charactesistif service Usually services are
compared with physical goods .In the following &atle have summarized the most frequently
mentioned characteristics of service s and physgicadls.

1. Services are more or less intangible.

2. Services are activities or a service of acegitiather than things.

3. Services are at least to some extent produptiocess at least to some extent.

A service is normally perceived in a subjective mam.when service are described by
customers, expressions such as experience, teeding, and security are used. These are
highly abstract ways of formulating what a senige

The reason for this, of course, lies in the intalgnature of services. However, many
services include highly tangible elements as well:example, spare parts used by a repair
shop. The essence of a service, however is thagiiiity of the phenomenon itself .As a

matter of fact, the intangibility of the characstic is probably the most often cited criterion of
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service. Because of the high degree of intangybilitis frequently difficult for the customer to
evaluate a service. How do you give a distinct @alto “trust “or to a “feeling “for example
Therefore, it is often suggested in the literattitat one should tangibles a service for the
customer by using concrete ,physical evidence ,salplastic cards and various kinds of
documents . Because a service is not a thing menace of activities or processes which,
moreover, are produced and consumed simultaneaatslgast to some extent-it is difficult to
manage quality control and to do marketing in tiaglitional sense. There is no reproduced
quality to control in advance, before the servieesald and consumed. Of course, situations

vary, depending on what kind of service we consider

Y.P .Singh (2002) also put the impact of peoplservice industry as follows: because
of the impact of people, either personnel or custosnor both, on the production and delivery
process, a’heterogeneity” aspect follows from tlasid characteristics. A service to one
customer is not exactly the same as the “same’icgeto the next customer. if nothing else ,
the social relationship between the two situatios sdlifferent .And the service a customer
receives by using an ATM may differ from the “sahservice received by the next customer ,
because , for instance ,the second person hasbkepranderstanding the instructions on the
screen .the heterogeneity off services creates afhethe major problems in service
management, that is ,how to maintain an evenlygdeed quality of that is how to maintain an

evenly perceived quality produced and renderedustomers.

2.1.3.Types of service

SusanNash and Derek Nats (2003).described theofygervice as followsThere are

two types of service; material and personal.

Material service, or the content part of service, consists of pricaing, quality and

quantity of material. Material service relates e tangible parts of the service delivery

process. For airlines it comprises the size andégéanes food, baggage handling, booking
system, etc. for retail organizations the matesialvice comprise the storefront, display

case, inventory, cash register product informatiett, for hotels, the material service

comprises the bedrooms, the bathroom facilities storage space, the equipment provided,
the telephone service, etc.

11



Personal serviceconsists of the interpersonal aspects in providsegvice, which

includes:

* Body language

» Verbal communication

» Using the customer’s name

» Giving your undivided attention

» Showing respect for the individual
» Being calm and confident

Personal service relates to the intangible aspEctsoviding your product or service.
These are harder to measure, control and managedeethey take place at the moment of
the interaction, cannot be standardized and vasyn fone moment to another personal
service is situational. What is acceptable to amgamer one day may be unacceptable to

the same customer on another day, because ofidgfeircumstances.

2.1.4. Service quality& satisfaction

Services qualityService quality is the outcome of an evaluationcpss where a
customer compares his/her expectations with thecgehe/she perceives and is function of
the differences between expectation and perfornsarateng the quality dimensions,

function quality and technical quality. (parasucaret-al,1985)

Y.P .Singh (2002) discussed about quality:dfien improving quality is mentioned
as an internal goal without any explicit referentesvhat is meant by service quality. To
talk about better quality without defining whatist how it is perceived by customers, and
how it is improved and enhanced is of limited valQeality issue is further discussed in
this book, quality and service quality in partiaulss such a complex phenomenon that a
much more detailed model than the ones normalld is@eeded. As Garvin puts it “must
be break down, the word quality in to manageablspaOnly then can they define the
quality niches in which to compete”.

There is always a risk that when quality is defined narrowly quality programs

become too narrow in scope. For example the teahspecification of a service or a good
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is frequently considered the quality of the produmt at least the most feature of the

perceived quality.

2.1.5. Customer satisfaction andDissatisfaction

Dissatisfaction of customer inmates from variongrses by which customer take their
business else which some of the reasons why cus@eheissatisfaction is promises not delved
and miss formation from an employee are the magurs€ of Dissatisfaction, as describes by,
Hill Nigel and Jim Alexander, (2003).

Customer satisfaction is the customer’s overalinfglof contentment with a customer
interaction customer satisfaction recognizes tfferdince between customer expectations and
customer perception. satisfaction may develop dyickit may be cultivated over a period of
time .customer have many concerns and the marjkétis to reduce as much of the customers
stress as possible and to create a pleasant carstexperience .while also providing current
information and helping to solve for the custsssatisfaction may be a instances after
thought. The customer may think back or the expegeand realize how pleasant or unpleasant
it was Harns, (2002)

2.1.6. Creative services

Growth in the spa business also depeond the creative services, new
opportunities in new markets, and thelitgbito create new trends to answer
lifestyle needs with value for money segvFor the business of Spa for health
and beauty, Thailand have global standard ar&®9 places contained 43% for Day spa in
2005 with 14,500 million baht per year generateth &0 foreigner that stay in Thailand and
tourists Depthai, (2005).
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Consumer behavior

It is significant that the consumer behavior is grecess of the customers since they
found that they have got the problem, informati@arshing, making a comparison of the
alternatives with the reasoning and ideas, thes@mtiprocess to purchase and also the post-
purchase process. According to Evans, Jamal, amdllF (2009), consumer behavior is
about psychological, social and physical behagfopotential customers. #ssociates with
psychological processes that consumers get thriougbgnition needs, find ways to solve their
needs, making purchase decision, analyze informath@ke plans, and accomplish these plans
(Lar Parner, 2008). It is significant that the aomgr behavior is the process of the customers
Consumer behavior involves the thoughts and feglpgpple experience and the actions they
perform in consumption processes. It also includiéshe things in the environment that
influence these thoughts, feelings and actions sschther consumers, advertisements, price

information, packaging and product appearance Prtek, & Olson, C. J. (2010).

2.2 CUSTOMER COMPLAINS

In fact, every time a customer complains they aaly telling you that they want to
continue to do business with you. It is importdrdttservice providers manage these moments
of truth without saying anything that is impropeatecause this can color the customer’s
perspective of the overall service that the compgaoyides, In order to Instituting continuous
improvement the buyer —seller interaction shouldakteculated clearly how this interaction

perceived was described by y.p.singh (2002 )

2.2.1Customer service Think about customer service in general, fotanse in banks,

restaurant, retail stores, etc., not necessamctmtext in which you provide customer service.

* Every individual within a company can make a sigaifit impact, not only on the customer

experience, but also on the company’s service atijputin the marketplace.
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In order to deliver exceptional service we haveregate the means for customers to complain

to us.

When customers complain, they are doing so becthesecare and want to continue to do

business with the organization.

Some business receives almost 100 per cent of teeir business from existing satisfied

customers and the referrals they make to other.

Estimate show that it costs five to ten times ashro generate business from new customers

as it does to get more business from existing cousts.

You have to deliver much more good service to oigiwéhe possible negative consequences

of bad service as putted by SusanNash and Derek(R@®3).

2.3INTERNAL CUSTOME

Too frequently we think of customer seevas an external activity: some that occurs
outside the organization to keep paying customeygpi. But internal customer service is
equally important. Serving the people we work wahd doing everything we can to help them
do their job well, are critical to the organizat®rsuccesses. Quilt work in a courteous and
helpful manner. It's doing something extra for yotolleague: taking that extra time or
expending that extra energy. We're all internaltecoer. We depend on each other for ideas,
services and martial. We all customers and we lageistomers. Internal customer service is the
same as external customer service is; it just eppb the people within the company rather than

outside it.

Good internal service is important because:
* Internal customer service instills a spirit of ceggtion and teamwork in your
organization. Everyone feels this is a great ptacgork.
* Internal customer service helps everyone produpedqumlity work...on time and
within budget.

» Internal customer service will help your comparmyd gou to grow.
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Internal customer service helps you feel betteualyour job. You'll enjoy what you do even
more.(Y.P .Singh 2002).

2.4SERVICE MANAGEMENT

Regarding quality management y.p.singh ,(2003) Phe. following four factors emerged:

» Care and concern, that is, the customer feel trmbtganization, its employees, and its

operational systems are devoted to solving, hiseoproblems.

* Spontaneity, that is, the employees’ demonstratdlimgness and readiness to actively

approach customers and take care of their problems.

* Problem solving that is contact employees are eskilb take care of their duties and
perform according to the standards. Moreover, #st of the organization including
operational support employees and operational syséee also trained and designed to

give good service.

* Recovery, that is, if anything goes wrong, or sdnmgf unexpected happens, there is

someone who is prepared to make a special eff¢vanadle the situation.

Service management:is the ability of understanding what customers tward has
become determinant and basic factor which difféaéed successful and unsuccessfully of
similar organization since they produce similavs® managing customer service may same
times be more difficult than managing tangible prad this is because most service do not
possess physical features that are the serviceityguaimains more quantitative. (Mary
Sandro,(2006) Managing the service may compridesuddjects be produced marketed and
serviced or consumed, that is the service as ptadservice product a model of the service as
a product has to be customer oriented .it has toebegnize all aspects of a service that
customer perceive. y.p. singh (2002) discusseol&sms :Based on a well —defined customer
benefit concept which states which benefits or beirde benefits customers seek or would
appreciate, managing the service offering requhie=e steps:-Developing the service concept,
Developing a basic service package, Developingugmanted service offering and Managing

image and communication
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The case of poor service

According to, Gerson,(1993:15) lost customer reeanhich in money you will lost when
customer begin doing business with your competib@sause your gave them poor service
competitors because your gave them poor servic, dpportunity revenue, which is the
potential money you lost. When customers are dssegat or when former customer full their
friends not to do business with you and customptacement costs, which is the cost of
accruing new customs to replace the ones you lost.

To calculate the cost of poor services, you neddtav your announce never, a question
costs.

» Enterprise customer complaints presented by custom&es | don't remember

» Effecting of the enterprise complaints handling moels Less performance in accurate

customer compliant handling methods Survey

2.5 Developing personal service skills

Ensuring the correct people is in plagith the correct skills to deliver outstandirgrgonal

service one of the pillars to ensure consistenééxat service delivery.

SusanNash and Derek Nats (2003).discussed abostogevg personal service
skills, Body language components, styles of communicatisnfadlows Delivering consistent
outstanding personal service is a great challengsetvice is an organization because personal
service is situational. It varies from one momenthte next and from one customer to the next d als

varies for the same customer at different times @sult it's hard to predict measure and enforce
* Body language components

Eye contact and movements making direct eyeacomtith the customer is a way to build
a relationship, though too much eye contact cansd®n as dominating or intimidating.
Remember that rolling the eyes will obviously notomunicate a positive customer service
attitude Facial expression Stress and emotions are oftéacted in facial expression. A smile

uses more muscles than a frown, so exercise youe.siklovement moving around can add
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energy to the interaction, but too much movemesrat person-to person | interaction may cause
discomfort and be viewed as boredom by the customer

Posture and stance holding you upright can comratmiconfidence; taken to an extreme, it
could denote arrogance. Don’t wriggle or twitch.m@aross your legs or lean unnecessarily.
Watch barriers and move around them when you cdrerVé customer change posture this is
often an indicate that a change | n communicati@mdes is required. Space we each carry
around our unique bubbles of space. We have thpaeesbubbles: intimate, personal and
professional. If we go into the customer’s spa@y till pull back and feel pressured. We can
use this knowledge in two ways. First, when we wartiake control of an interaction we can
physically move forward. Secondly, when we wanimake the other person feel comfortable
we can step back.

Gesture There is over 30 gestures that can enhidwecesffectiveness of our message
including open hands, nodding and palms up. Undabép gesture are pointing and
beckoning. Dress it's important to dress approglyator the business situation. When we first
meet someone our style of dress affect our crégjibBreathing, our stress level will affect our
breathing. When we are stressed our breathing besamallow and fast. Unconsciously, the
customer can pick this up and also be affected.nNoe are stressed, calm your breathing; it
will help you to relax and get oxygen to your bram that you are taking a deep breath to
manage your stress. Natural self, we each possesfjae identity when interacting with a
customer. It is important to assess our naturdltsedee how to improve its effectiveness, yet
remain genuine. If we try to modify our style basedother people’s styles, we’ll come across

as insincere. By all means watch other technicabapt them to your own natural style.

Three styles of communication: There are three style of communication, aggressive,

submissive and assertive.

0 Aggressive communication: Eommunications become aggressive when we stanarmup f
our own rights in such a way that the other persoights are violated. It's when we express
thoughts, feeling and belief in unsuitable and prapriate ways, even if we honestly feel
our beliefs to be rightAggressive gives as the advantage at the expensthefs and often

serves to degrade others. It leads to a close dowommunication.
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0 Submissive communication: When we use submissive communication we fail tadstap
for our rights or we expires them in a way thabwaB others to easily disregard them. We
are submissive when we express our thoughts, addeelief in an apologetic, cautious or
self-effecting manner, or not express our ideaallatWe might also use long, justifying
explanation, often putting ourselves down, whilbmaiiting to the wants and needs of other.

It leads to win-lose communication, where neithetyis satisfied.

0 Assertive communication: -Both aggressive and submissive communicatioruisraatic.
They originate from the body’s fights (aggressigejight. By setting customer expectation
appropriately, we stand a better chance of beiig @bexceed this expectation and satisfy
the customer requirementsThe human personality is complex and varying, but

temperament reveals the underlying inborn foundatio which it is built.

In temperature theories was start with aneustdnding of the core themes and then
examine our basic psychological needs, our coraegalour favorite talents, our common
approaches and habitual worldview. People with dame temperature share the same core
needs and values. This does not mean that thegsepare all the same! There are wide
verities, but with strong shared needs. For exangbtgng instruments are a family of musical
instrument, but there are huge differences betwaeaguitar and a double bass. Once we
understand our own basic patterns, it become mastereto make more effective choices and
communicate with those customers who are diffeienis. Let's look at these temperaments in
more details. Artisans live one day at a time,isgithe day and all the freedom they can get.
They are opportunistic, act in the moment and wargee the immediate, concrete, tangible
result of their actions. As service providers ariis are fixer, solving the problem quickly and
efficiency. Their main challenge is that they may look for the root cause of a problem, and

therefor may solve the same problem many times

2.6 CONTINUOUS IMPROVEMENT

Regarding continuous improvement y.p. singh (2@@)the following, it was said that in
service contexts, as much as 35 percent of opgratist may be correction of other's mistakes,
that is, by lack of quality. This, of course, ingdithat the productivity of the firm’s operation is
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low. Removing such unnecessary tasks by creatsys®em that minimizes mistakes is a major
improvement of productivity. Probably the new systevith customer —oriented and foolproof
technology and well trained employees will not cogtch more, if at all, to operate than the
initial one. However, the quality has improved, amehce, increasing quality and improving
productivity has gone hand in hand.

SusanNash and Derek Nats, (2003). Put the follpwpaints that should be answered while
pursuing Continuous improvement,

* Are customer complain currently tracked

* Is the customer offered recompense if not satisfied

» Are material service problems tacked

» Are processes and procedures constantly reviewepdate standards

Kristin Anderson and Carol KErr,(2003).describ€RM:- Comprehensive approach for creating,
maintain and expanding customer relationships.

2.6.1 BUILDING COMPETITIVE ADVANTAGE is a very important issue for any
organization according to Gareth R .Jones JenmferGeorge (2009), what are the most
important lessons for managers and organizatiotsatm if they are to reach and remain at the
top of the competitive environment of build a cotitpee environment of business? The answer
relates to the use of organizational resourcesuitdl la competitive advantage. Competitive
advantage is the ability of one organization topedibrm other organization s because it
produces desired goods or services more efficiamtty effectively than its competitor’s .the four
building blocks of competitive advantage are supegificiency, quality, speed, flexibility, and

innovation, and responsiveness to customers

2.6.2 SERVICE GAPS

As explained by, A.zeithaml. valarie, (2004he difference between customer expectation and
perception is the customer gap Firms need to close this gap-between what customers expect and
receive —in order to satisfy their customers and build long —term relationships with them. To close this
all-gap, the provider gaps need to be closed. The mode puts four provider gaps:

-Gapl Not knowing what customers expects
-Gap2. Not selecting the right service designs and standards.

-Gap3 Not delivering to service standards.
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-Gap4 Not matching performance to promises.

According to, Hill Higel and Jim Alexandria, (20@3: Dissatisfaction is early the fundamental
reason for customer decay but what cause custaeetification? A considerable amount of
research has been made take in this area in rgearg and the one come to the theory ‘service
gaps. The overall gap results in customer dissatisflt is the gap between expectation and
experience, but the root cause of that dissatisfactan usually be traced back to one of five
earlier gaps (promotional, understanding, procddiehavioral and perception. According to
the writers the customer gaps are the differentedmn customer expectation and perception.

Source: Hull and, Alexander, 92003:5). Resourcas2omer complains

Marketing is the process by which companies Crealee for customers and blind strong
customer relationship in order to capture valuenfrrustomers in return.”Kotler and Armstrong
(2005:5)

Implementing effective processes, Companies thiatofaevelop new products (either goods or
services) are putting themselves at great risk.r @wee, existing products are vulnerable to
changing customer needs and tastes, new technslogi®rtened product life cycles, and
increased competition. Yet new-product developmasb entails considerable risk: Texas
Instruments lost $660 million before withdrawingrr the home computer business; RCA lost
$500 million on its videodisc players; Federal Eegw lost $340 million on its Zap mail service;
and the British-French Concorde aircraft will nexeeover its investment.1
A company can add new products in tmays: through acquisition (buying another
company, buying another firm’s patent, or buyingcarise or franchise) or through development
(using its own laboratories, hiring independeneagshers, or hiring a new-product-development
firm). Moreover, there is more than one categomyest product.
2.6.4 Types of New Products

Even though thousands of products are offéoedhe first time each year, less than 10
percent are entirely new and innovative. Booz, AigeHamilton has identified six categories of
new products:-New-to-the-world products, New, inatbve products ,New product lines,
Additions to existing product lines, Improvementadarevisions of existing products,
repositioning, Existing products that are targetednew markets or market segments, Cost

reductions, new products that provide similar penfance at lower cost.
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The new-to-the-world category involtks greatest cost and risk because these products
are new to both the company and the marketplacgosiive customer response is far from
certain. That's why most new-product activities @mn@rovements on existing products. At Sony,
for example, over 80 percent of new-product agtiist undertaken to modify and improve
existing Sony products. Even new-produogbriovements are not guaranteed to succeed,
however. Why New Products Fail—and Succeed

Building competitive advantage: what are the tmiogportant lessons for managers and
organizations to learn if they are to reach andaiamat the top of the competitive environment
of build a competitive environment of business?e @hswer relates to the use of organizational
resources to build a competitive advantage. Conmpetiadvantage is the ability of one
organization outperform other organization s beeatproduces desired goods or services more
efficiently and effectively than its competitorketfour building blocks of competitive advantage
are superior efficiency, quality, speed, flexilyilitand innovation, and responsiveness to

customers

2.6.5 CHALLENGES IN NEW PRODUCT DEVELOPMENT

Companies that fail to develop new produeithér goods or services) are putting them-
selves at great risk. Over time, existing prodacesvulnerable to changing customer needs and
tastes, new technologies, shortened product lifdesy and increased competition. Yet new-
product development also entails considerable fiskas Instruments lost  $660 million before
withdrawing from the home computer business; RCAt 1500 mil- lion on its videodisc
players; Federal Express lost $340 million on itpZmail service; and the British-French
Concorde aircraft will never recover its investmefstcompany can add new products in two
ways: through acquisition (buying another compdnyying another firm’s patent, or buying a
license or franchise) or through development (usitagown laboratories, hiring independent
researchers, or hiring a new-product-developmem)filMoreover, there is more than one

category of new product.

2.6.6 Implementing effective processes
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In Service objectives and standards one ofntlest important facts in managing service
excellence is to define Specific service standam$ objectives, and then measure and adjust
performance to exceed these principles. If you dikmbw where you are going, there is a good
chance that you will end up somewhere else! Thexéveo main criteria we use create our target
of effective service: objectives and standards.eCibjes are concrete, measurable outcomes
from specific projects. Standards define the mihimeceptable performance level within a

specific category. Let's review each in little maketail.

2.6.6.1Service level agreements (SLAS)

In organization that are heavily dependent on nakservice working effectively in order
to meet external customer needs, there is oftereal flor service level agreements (SLAS).
SLAs specify, in detail, the responsibilities dfiaternal departments to meet external customer

needs
The purpose of SLAs is to:

. Establish two — way accountability for service.

. Create levels of service that are negotiated ambstrdized

. Document service levels in writing with, if applidda, penalties.
. Clearly define criteria for service evaluation.

. Provide a basis for improving customer satisfactevels.

. Standardize methods for communicating service dafiens.

. Instituting continuous

2.6.6.2Long — term process improvements

Most of the time we accomplished the reactive sohusuccessfully, but then we are unable,
unwilling or too preoccupied with current events éealuate and implement the proactive
options. As a result we tend to solve the samelgnolagain and again, but in different ways!
Short — term gain produces long-term loss. In otdegensure we are consistently improving
existing processes and solving a problem once rétlae many times, it's important to use an

effective problem-solving methodology and to contjaquestion systems and procedures.
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2.6.6.3Helping Managers Become Leaders

According to Y.P.sing,(2002).managers are the dgviorce behind the customer service
culture change, if they lead the process by walkiregtalk’ then they act not only as role models
but are also critical in directing process improeems and coaching team members. They need
to both managers and leaders. They need to doathéodday activities with their employers as

well as lead from the front.

Leaders can make sure the objectives for delivedagtomer service are achieved by
defining specific standards then constantly assggserformance against these standards. They
need to develop their employees by providing relevamely feedback and coaching them on
their current and future performances. In additivey need to build a positive, productive team
focused on in meeting customer needs. Finally isagiay a fundamental role in building a
customer — focused culture by creating reward syst® celebrate successes. In the case studies

you will see each organization customized thesecambes for their managers.

Figure: 1 the leader and the boss

The leader The boss
Coaches people Drives people
Depends on goodwill Depends on authority
Inspires enthusiasm Inspires fear
Fixes the breakdowns Fixes the blame for breakdowns
Says we Says |
Says let's go Says go

Being leader
Leaders must be able to lead their teams to proelxoeptional service.
The characteristics of an effective customer serlzZiEADER are

L: lead when necessary. Leaders lead when the ggasn'stuck’ but allow other members to

direct depending on the work the team is doing.

E: engage the team. Leaders need to facilita¢eantion within the team. Using communication

skill such as open-ended questioning, careful nistiand paraphrasing team members’
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contributions will ensure an environment where taaembers are heard and thus want to be

involved.

A: attitude of ‘we’ not ‘I'. Leading means that@dpas to be left at the door. A leader must be
willing to allow every team member to share in redgaand recognition. If a leader takes credit
for someone else’s contribution or appears to kdefauhis/her own good, team members will

become demotivate and service to the customedetiease.

D: do real work on the team. There are many lesdileitasks critical to ensuring the delivery of
service to the customer, such as organizing lagikibbying for resource, communicating to the
organization about the team’s activities and remgwbstacle from the team’s path. Also the
leader needs to regularly interact directly witle ttustomer. Providing this service keeps the
leader in touch with customer needs and buildshars¢redibility with the team. By providing

rewards and recognition to internal service prowidieis possible to raise excitement and

commitment to a service culture.

2.7 BUSINESS INFORMATION SYSTEM

IT infrastructure and it will become an essentialams of intra and inter organizational
communication. Planning for such communication iscmtoo important for managerial
effectiveness business manager have to play anigadlie in the formulation of such plans.

As described bjunseesh Kumar Professor (2002). To be able tacgeand grow in the
changing market environment business enterprisesarenting their processes to focus on their
customer business strategy , product differentiatniche markets, customer relations, product
design, cost structures., product pricing, etcuadergoing a complete metamorphosis. In this
context, information technology (IT) infrastructusebeing perceived as an enabling resource that
can help in developing leaner and more flexiblactire that can respond quickly to the dynamics
of the fast changing market scenario. It is alsadeiewed as an instrument of cost reduction and
of effective communication with people and instiias associated with the business enterprise
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2.7.1 Types of information systems

With IT assuming a very important roletie functioning of the enterprise, and with the
rising levels of investments in IT infrastructurg the corporate world, it is imperative for a

business manager to understood, how to plan fouslize IT infrastructure.

The operations systems focus on sdimgothe operations of the enterprise. The basic
objective of these systems is to improve the omerak efficiency of the enterprise. As these
systems are concerned primarily with operationsy tiise internal data primarily for manager at the

lower levels.

2.7.2 APPLICATION SOFTWARE PACKAGES:

During the past several decades, many systems beare built on an application software
package foundation. Many applications are commoalltbusiness organizations—for example,
payroll, accounts receivable, general ledger, @emtory control. For such universal functions
with standard processes that do not change a deahbver time, a generalized system will fulfill
the requirements of many organizations. If a saftwpackage can fulfill most of an
organization’s requirements, the company does ao¢ lto write its own software. The company
can save time and money by using the prewrittesdgsigned, pretested software programs from
the package. Package vendors supply much of theimgngnaintenance and support for the
system, including enhancements to keep the systdima with ongoing technical and business

developments.

According to descriptions of , azimuth, (2006). aff organization has unique requirements
that the package does not address, many packagksiencapabilities for customization.
Customization features allow a software packadeetmodified to meet an organization’s unique
requirements without destroying the integrity of tipackage software. If a great deal of
customization is required, additional programmingl acustomization work may become so

expensive and time consuming that they negate mo&ine advantages of software packages.

According to, Munseesh Kumar, (20@)siness information systems are sets of inter-
related procedures using IT infrastructure in aif®ss enterprise to generate and disseminate

desired information. Such systems are designeduppast decision making by the people
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associated with the enterprise in the process @finatent of its objectives. The business
information system get data and other resourcd amfrastructure as input from environment &
process to satisfy information needs of differemities associated with the business enterprise.
There are systems of control over the use of I'bues and the feedback system offers useful
clues for increasing the benefit of informationteys to business information systems are sub-
system of business system and by themselves skevéuhction of feedback and control in

business system.

2, 7, 3 Types of information systems and resourceatching

According to, Munseesh Kumar Professor, (2002) usifiess enterprise may establish diverse
information system for meeting the information neeof managers at various levels. An
information system will base on (a) number of tangeers; (b) scope of its application and (c)
whether it serves a specific or general functiohe Tetter system would offer a variety of
facilities for processing of information and may umeful for unplanned and unexpected decision
making situations. The information systems may bented towards operational decision or
tactical or strategic decision. The present chagtetains different types of information systems

and the categories of software resources required §jood IT infrastructure

2.8 EMPIRICAL REVIEW

Failure to match supply and demand is one of the factors to create the gap between Service delivery
and customers’ expectations. Therefore, thermal and cold ground water Resources, Potential Assessment
and thermal and cold ground water resources utilization have been seen.

2.8.1 Thermal and cold ground water Resources, Potential Assessment

According to, water works design & supervision enterprise, (2003). Thermal and cold ground water
resources potential assessment of, Filwha area

Generally, the groundwater basin of the Filwha meda can be categorized into two groups vertically.

I.  The shallow cold groundwater within 100 meters and the shallow groundwater aquifer could be

within 30 meters depth as can be referred from geo-electrical X-Section and well log

II.  The thermal groundwater from drilling data in the area and the vertical electrical soundings

carried out in the area shows that the normal groundwater can be struck about 100 meters and

the temperature and well yield increases with depth.
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The discharge of the Filwha thermal ground water can be categorized as into:
i. Artesian flow at Filwha Meda and pumped by wells, estimated about 251/s
ii. Flowing in the south west direction from Filwha local discharge area. According to Lewis 1999,
the presence of hot springs at Filwha Meda where the Filwha fault disappears under the alluvial
deposits and the low resistivity zone aligned parallel to the orientation to the fault in the
southwest direction (along Addis Ababa stadium and opening to the southwest) indicates that
the discharge zone of the thermal groundwater basin is southwest of Filwha Meda.

» The mean annual groundwater balance of Filwha thermal groundwater basin (Filwha Meda):

¢ Mean Recharge (Dynamic water Resources) 228l /sec
* Subsurface flow from volcanic aquifer of along Filwuha Fault system----------- 228L/sec

» The groundwater outflow from Filwuha meda:

* Mean Discharge 228L/sec
¢ A groundwater extraction by pumping (from water point inventory) -------------- 20-L/sec
¢ Sub-surface outflow in southwest direction 213L/sec
* Artesian flow through springs, well is 8L/sec
¢ Seepage along the bank of the stream 10L/sec

7.2 Thermal and cold ground water resources utilization

To fully understand capacity issues, it is important to know the difference between optimal and
maximal use of capacity. Using capacity at an optimum level means that resources are fully employed but
not over used and that customers are receiving quality service in a time manner. Maximum capacity, on the

other hand, represents the absolute limit of service availability. A.zeithaml. valarie, (2004).

According to FSSWRIP,(2010).Thermal and cold ground water resources utilization, Filwha currently
has six deep bore holes ranging from 95mt up to 502mt depth with the capacity of 0.55It/sec up to 14lt/sec
totally 13.08lt/secor1130.112mt3/day production capacity of Hot spring water the temperature of the Hot
Water varies according to the depth of the well 70-80c..As cold supply water 1515.17mt3 day

Thus supply could be increased to meet the growing demand. Since, there is extra capacity of

natural hot spring water that could match the demand.
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CHAPTER THRE

RESEARCH DESIGN AND METHODQ@OGY

Here, the methodology of the study was describelderd/could be improved in course of
this studying. According to Fisher (2007), methadp is the methods and involves selection of

best approach to conduct a research in hand. Thepugose of this research was to assess the

BWMIHODOLOGY

effectiveness of Filwha spa service delivery peniance.

To develop a road for analyzing, descriptive rese@ypes was chosen to conduct research.
According to Fisher, Methodology is the study oftheels and it raises all sorts of philosophical
guestions about what it is possible for researcher&now and how valid their claims to
knowledge might be (Fisher, 2007). In this kinchw#thod customers’ perceptions and behaviors
were described in such a way as to answer the ro¥seguestions. For the details of
methodology, the author gives description in sydictas following.

3.1Sample and sampling Techniques

The sample in the study is limited to Filwha spaviee EnterpriseThe population size

consists of Four thousand customers per day thatawaverage within the week, Four hundred

service delivery workers, and sixteen managementlyees were the population size.

Table: 3 population size

Stratum Propulsion size Proportion Stratum sanipke s
Employee 400 10 40
Customer 4000/day 1%*7 280
Management 16 50% 8
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Stratified sampling method was adopted to collaot@e proportionally from each service
type. Systematic random sampling was used totselsample from each group within standard
limitation. The population size consistsa80 customers taken 2% of customers as sampled from
average customers of each day within the wdekEmployeetaken 10% the service delivery
workers and8 management members taken 50% of the whole managenembers. Due to
limited time and nature of study, the findings wel@wn. The analysis for this thesis work
considered as generalized for the whole populafibe.major limitation was some questionnaire
terms are required to elaborate to the respondeistcould bring problems in data analysis if
they missed the specific question to understangeasin the questionnaire. The other main
hindrance is that seasonal users. Due to the pigulfrom different seasonal could not
sampled, because one have to wait different sedsom®nducting the survey. The survey was
limited to only within segment of the year duration

3.2 Source and Tools/Instruments of data collection

The choice of the research methods are basetkatify of research questions and also
to answer the problem statement as well. To cotleetuseful information for conducting
this research, the author decided to collect in&diom from both primary data and
secondary data. Therefore, Compilation of quamtgatind qualitative data collection
approaches has been used. With the aim of makiagnfiormation achievable to the
intended goal this paper use .Thus approach wagn@delsto triangulate the data which
means the combined use of qualitative and quangtatata collections methods would
enabled the researcher to captured data from eliffgrerspectives.

3.2.1 Procedures of Data Collection

Primarily, the researcher prepared the questioaraid checked its clarity through forwarding to
head of service delivery process. Where, usefulngenis were obtained on the content of each
guestion. These comments were incorporated to dpgitee quality of data gathering instrument.

Following the finalization of data gathering instrent, the researcher identified the sample period
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of time. Before distributing the questionnaire, dsking respondents willingness the questionnaires
were distributed and 1-3 minute orientation waegiabout purpose of the questionnaire and how to
respond to the questions. The questionnaires wkz@ While each customer was waiting the service
time. The collection of the distributed, customguestionnaires were made within 20- 35 minute in
the same place at waiting room. During collectibthe questionnaires, the researcher had checked

on guestionnaires at a glance to check that thstigus were filled accordingly.

With regard to the interview and focus group distws the subjects for the study were respectively
selected care full and purposefully. The researehenges appropriate time for interviewing. A
schedule was arranged and the interview was helar@iagly.

3.2.2Primary data collection

The primary data in this research was obtaifredh Primary sources of Spa service
customers, mainly through survey questionnaire.es€hbeneficial for the performance of the
research conduct. According to Fisher (2007), prynaiata is the new data, which is collected by
the researcher and is original. It is the new dgtecifically collected in the current research

project. In the same way,

In this study the questionnaire prepared in Anth&ao minimize the confusion among different
answers for same type of questions. Although, Ehglersion present for foreigners. According
to the guidelines in Fisher (2007), regarding theiee of questionnaire format, the following
Questionnaire formats included:-Dichotomous QuestioMultiple Choice Question and

Checklists.

These questionnaires were divided into three maitspWith major section namely, customers,
Service management and employee questionnaire.WMgblight the issues and useful towards
successful completion of this study “Assessmer8pd service Delivery performance
Effectiveness: a Case of Filwha Enterprise”
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3.2.3 Secondary Data

This paper uses as Secondary source:-books, artidleademic journals, text books,

documents, and internet, academic journals,

Related literatures, scientific articles, and ppas research mostly gathered from library
and the internet, which are relevant to the topit purpose of the paper. Secondary data used to
encourage the primary data in accomplish analysisgss. This data would help to provide a
general data in the particular context. Furthermoreorder to emphasize the reliability of its
data, the sources used are deliberately considelestte, Usage of the secondary data together

with its primary data will lead to many benefits.

3.3Data collection tools

Customers’ service survey, structured questionndisdephone, face to face interviews,

Focus groups, and interview are used.

3.4 Data Analysis

Following the collection of distributed questionma, responses were edited and codes were
given for each questionnaire. Then each coded nsgpwas tallied, organized and presented in
tables. The analysis of data was made by usingtitat tools such as chi-square; Likerts summated
rating, tabular form, frequencies and percentagiseg.

Once the analyses of the questionnaire have bewpleted, the data obtained from the interview
was transcribed, analyzed and interpreted along tivé main themes of quantitative analysis.
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CHAPTER FOUR

RESULTS AND DISCUSSION

In this particular chapter, data was colldcfeom Filwha spa service customers,
employees, management members and front door esgdoyere presented, discussed,
Analyzed and interpreted. The data were obtainedutih distribution of questionnaire,
conducting an interview and focus group discussidhe chapter has two parts thiépart was
concerned with the general characteristic of redpots while the other part deals with the

analysis of major findings.

4.1 DATA PRESENTATION

Various questions were posed to sample respondsitgy related to service delivery. The
study has attempted to cover representative saimguieBathing, Sauna, and therapy as well as
Hotel service. The research mainly was designedidscribe, the performance and used
description statistical method. Where the raw tat@omputed in percentage and presented in a
tabularized form followed by detail explanationglamitical interpretations of the data to show
implication of the major findings. The date is meted in terms of the general facts of the
service delivery performance and major findingstte survey results respectively. Selected
theories were used to analyze the data collectedigh primary and secondary sources. This
analysis would try to establish a link betwéleeories and collected data and would serve as
a core of the thesis. Where ever possible analysiton would endow us with  useful

information which would then be interpreted to aesthe research and strategic questions.
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4.2 FINDINGS AND ANALYSIS

In this study Survey was conducted followed byfihdings the main factors influencing

effective service delivery performance of FilwhaS&ervice Enterprise..

Author of this survey select some important questioelated to research questions and
existing problems. The author believes that thelltesof the questionnaire analysis would
practically solve the problem on hand and servealgesource for further research in the area
of spa service delivery. For the reader convenietieeVersion of questionnaires is available in
appendix. Before starting analyzing the data somekdround information was discussed as
mention above followed by analysis and finding. ©lithe total 280 questioners distributed to
customers 269 (96 %) of them were filled and retdrnAs of distributed 40 questioners to
employees and distributed 8 questioners to managemembers all were filled properly and
returned. The interview and focus group discussiaiss involved on the same issue. The
response gathered from customer’'s employee and gearent of the enterprise are presented,
analyzed and interpreted as follows:-

4.2.1General Characteristics of Respondents Demogrhic information

In designed questionnaires the basic informationthef respondents is made to be
included. Each item in the table | below showsdbaeeral characteristic of the respondents and
presents some demographic characteristics of thelsaespondents. It consists of gender, age
distribution, and educational level. Back Grountbtmation and demographic data, is useful in
order to make the analysis more meaningful forrdalers and to make analysis from different
perspectives.
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Table 4: Personal information of customer respotglen

Respondents
No Item
Number Percentage%

1 Sex

Male 173. 64

Female 96. 36

Total 269 100
2 Age distribution

18-24 59 22

25-34 116 43

36-44 48 18

45-64 32 12

Above64 14 5

Total 269 100
3 Education level

Lower than10 78 29

certificate 65 24

Diploma 59 22

Bachelor degree 51 19

Master degree or higher 16 6

Total 269 100

Source: Own survey, Nov. 2012

Gender item is included in questionnaire becaustomers Gender was important in the
survey to determine the ratio of men and womens Tuestion tells how many males and
females respondents there were. As shown in Tdblkbove, from 269 Males and Females
respondents (64%) respondents were males and (86%¢)females. Here author using this data

to facilitate the demand and gender base requirewiéinin Filuha Spa service delivery.

These questions include Agistribution because age distribution is importantthe
survey to determine the ratio of each categorys Tuiestion tells the researcher how many of
proportion of the respondents young adults andwvace. As shown in Table: 4 above, the data
depict among the respondents( 22%) found withenabe gap 18Up to 24years old, (43%)
respondents from found within the age gap 25 ug &ars old, (18%) of respondents from
35Up to 45 years age gap, respondents within tieegag 45up to 64 constitute (12%) and
above age 64 constitute (5%).this category of atjer&lated with service delivery facility

preference and choose customers etc, in the sqmovéling design.
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Education level of the respondents, this questielp ko the level of interaction with the
customers it makes the service delivery more icter@ as the proportion of educational level

gets higher.

Table: 4 shows that (29%) of the respondents wewei than grade 10, (24%) certificate,
(22%) Diploma, of the respondents (19%) were Bawhadgree and (6%) masters or higher.

Form the respondents (61%) were above grade 1@:fther the marketing actions and
modern commination means could be possible withctigtomers in the future. General, with
well-educated people such as the quality servicesl anodern service delivery

transaction/marketing could be more interactive.

4.2.2Analysis of the Major Finding
The information was gathered from customers’ emg@opnd management members of the
Enterprise As a result questions were releasede@tistomers that evolved around Spa service
delivery, performance effectiveness were possihbk rrecessary secondary data also employed

for analysis under the following categories

+«+ Service Delivery(material service)
» Timeliness of Spa service delivery
* Material service effectiveness
» Service charge/price/
+« Service delivery facility,
» Supply employment (soap, bath towels. cleanliness)

» Equipment maintenance

X

Service Delivery( personal service )

*,

.0

Complaints handling

L)

« Internal customer

R/
°

Respondent’s Personal opinion

36



4.3.1Service Delivery

affect customer satisfaction. To mention some Qualioduct/service bundle, price, after sales
service, problem selling, and customer serviceti@a delivery, billing process, Working hours,

location facilities, and friendliness of employedl, contribute to other customer satisfaction or
dissatisfaction. But important of each factor ia thverall satisfaction of a customer and vary and
none each factor separately single power and icomwipare by itself in determining customer
satisfaction as a whole. The implication of theyirestion is would be to identify those factors

Customer satisfaction variables described by, waren1996). A number of variables can

delivering satisfaction and make priority in therder of importance for improvement.

4.3.2Time lines

When all standards have been met service shouldrhveard delivered on the customer on time

in order to meet customer expectation for timeknes

Table: 5 satisfaction level in Timeliness (queuiwgiting, service) time

. Respondents
No Item Choice
Number Percentage%
Very satisfactory 27 10
) . Somewhat satisfactory 83 31
What was you satisfaction
1 level in Timeliness (queuing Equal to Expected 110 41
time) of Spa service delivery? | Somewhat Dissatisfactory 35 13
very Dissatisfied 14 5
Total 269 100
2 How do rate you satisfaction | Very satisfactory 2 1
in tlmellngss of yvaltlng time) of Somewnhat satisfactory 3 3
Spa service delivery
Equal to Expected 62 23
Somewhat Dissatisfactory 122 45
very Dissatisfied 75 28
Total 269 100
3 How do you rate satisfaction | Very satisfactory 24 9
with 'servu:.e usage time of Spa Somewhat satisfactory 27 10
service delivery
Equal to Expected 172 64
Somewhat Dissatisfactory 32 12
very Dissatisfied 14 5
Total 269 100

Source: Own survey, Nov. 2012
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Regarding to Timeliness (queuing timmkppa service delivery respondents’ rate as show
Table: 5.the majority (59%) of the respondentsda® below average. However (10%) & (31%) of
them rate as satisfactory.

As the above data profiled most of the customersiasatisfied therefore the enterprise should find

out a way to solve this problem and to improve thiscal issue.
Service delivery waiting time

Bathing and therapy appropriatert&srvice delivery waiting time, Customers arehslig
satisfied if their waiting time is longer. Thislacking in having sufficient positive impact on oak
satisfaction with Customer. Table: 5 show aboveonitgj of the respondents (45%) Somewhat
Dissatisfactory (28%) very Dissatisfied and (23%u&l to Expected, only (3%) rated their levels of

satisfaction as somewhat satisfactory, (1%) respoisdvery satisfied.

This data depicts the waiting time creates thetroascal problem and the main dissatisfaction
factor of Filwha Spa delivery service.

With service usages time of Spa servideely majority (64%) of the respondents rate Equal
to Expected and (19%) respondents rate above aerag
The above data profiled show 83% of tustomers rate service usage time Equal to
Expected and above. Therefore, Filwha Spa sensgages time found to be sufficient, that does not
create any problem in service delivery process.

4.3.3Convenience of the Location of Filwha Spa Sece

Table: 6 convenience of the location

Respondents
No Item
Numbe Percentage'
Very much convenie 83 31
How do accessible do you evaluat¥/€ry convenier 94 35
1 he Filwha S o Convenient 73 27
the Filwha Spa service” Mediun 11 2
in convenient 8 3
Total 269 100

Source: Own survey, Nov. 2012

Regarding location of Filwha Table: 6 above shoat timong the respondents (35%), rate
very convenient, (31%) rate very much conveniedi2f) rate Convenient. This show for the
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most of respondents the location of Filwha foundb® convenient to access, Specially its

convenience location for transportation.

4.3.4Material Service Delivery

Services quality Service quality is the outcomamfevaluation process where a customer compares
his/her expectations with the service he/she pesseand is function of the differences between
expectation and performances along the quality dgiems function quality and technical
quality.(parasuranior.et-al,1985)

Filwha Spa service Delivery customers materiaviser(quality &quantity) satisfaction Here under
these specific part of the study researcher triecrtalyze the extent of customer Satisfaction
regarding Filwha Spa service Enterprise materialise delivery effectiveness.

Table: 7 material servicer provision, and quality

No item Respondents
Number Percentage%
Very convenient 102 39
How do you evaluate ,provision and Very convenient 35 24
1 quality of natural Hot spring water Convenient 51 19
/cold water medium 40 15
in convenient 11 4
Total 269 100
2 Why you choose Filwha spa service | Natural therapeutically 104 72
as customer? nature
Cosmetic/beauty 54 20
Recreation 05 2
Low cost then
. 16 6
competitors
higher quality service 0 0
Total 269 100
3 How frequently do you use Filwha| Daily 22 8
spa service? Weekly 102 38
Biweekly 51 19
Monthly 67 25
Seasonal/occasional 27 10
Total 269 100

Source: Own survey, Nov. 2012
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As shown in table 7, question I, customers were@dk evaluate the continuity, provision and
guality of natural Hot spring water /cold water? émg the respondents customers ( 39 %) found the
water supply Very much convenient (24 %)Verywament (19% ) Convenient ( 15 % ) medium(
4 %) in convenient. This show that even thoughethe a long waiting time once the customer
inters service room the water supply is satisfgchmwever, the data show (19%) convenient rate as
medium and (4%) in convenient, This indicates thatsome problem with the provision of water
supply. some effort to be taken to Bering the watgply perfect as it is a very sensitive issue in

Spa service delivery performance.

Customers Attitude towards Filwha Spa Service Prefence - From Table: 7 show clearly that (72%)
of respondents choose the service of Filwha becalige uniqueness. On the other hands Filwha
natural spring water creates competitive advantagech could help to promote and drive the

market. That enables to climb in the on to theSpp service level industry easily.

Filwha customer’s spa service using habitsConsumer behavior, It is significant that the siomer
behavior, Itassociates with psychological processes that comsuget through in cognition needs,
find ways to solve their needs, making purchasesaet, analyze information, make plans, and
accomplish, (Lar Parner, 2008). It is significanatt the consumer behavior is the process of the
customers. Consumer behavior involves the thougindsfeelings people experience and the actions
they perform in consumption processes. It alsoumhes all the things in the environment that
influence these thoughts, feelings and actions saghother consumers, advertisements, price

information, packaging and product appearance PRter, & Olson, C. J. (2010).

Filwha customer’s spa service using habits daglp us to gainthe information aboubwh

frequent the customer use the spa servicey(G8l), once week(38%), biweekly(19%), once a
month (25%), o r seasonal(10%) Analyzing théetaost of the respondents (38%) use in weekly
bases this implies that some of the days of thekvieeery clustered with number of customers.

Need special arrangements to handle these customers

4.3.5 Service Core Material (Demand and Supply)
To fully understand capacity issues, it is importanknow the difference between optimal

and maximal use of capacity. Using capacity at ptinum level means that resources are fully

employed but not over used and that customers er@iving quality service in a time manner.
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Maximum capacity, on the other hand, represents absolute limit of service availability.

A.zeithaml. valarie, (2004).

It is a crucial issue for any service delivery camy to know the demand and the
corresponding material service. So Let us see mestdistribution within the days of week
from17/12/ upto23/12/year (2012) in order to analysrther material service performance

effectiveness.

Figure: 4 Number of customers within a day

8000

6000 M.\‘

4000

2000
0

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

——17/12/12-23/12/12 4939 4150 4477 4958 5640 6712 6013
—8—7/1/1313/1/13 5225 5743 5480 5238 6750 6697 5677

Source: Own survey, Nov. 2012

As shown in figure 4 the number of customers kegpeiasing starting from Thursday, and
reaches the pick on the other hand the size obmests reduce from Monday to Wednesday. So
that the week end day are exactly when most oftiseomers are accustomed to Used Filwha Spa
service.

This shows that Filwha Spa services either expardesign other means to distribute customers
across the days of the week.

4.3.5.2 Filwha Spa service delivery performandgn number of customers) survey

The Effectiveness of Spa service delivery Addis Beb&ilwha Enterprise Central element is
its customers the number of Spa service users.efivearies) let us examine number of
customers across the years, for the past seves fyear (1993- 2004) and planned customer
number of (2004, 2005)
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Figure: 5 Customers numberustemers per year

performance in nunber of custonmers per year

PActual mpland

According to the actual

(1124925),1998--(1345257),
1891463),2003--(1927032 ),

4.3.5.3 Water consumption for the year (2010 - 20}:3According to Filwha spa service Technical
Deportments, (2010). Water recourse usage infoamatnd policy study, current consumption per

person=0.50m3/day. Here one could see consumptawaase demand gets increased.so production

Source: Own survey, Nov. 2012

bar chart starting yearmber

should d increase proportional in order to meetatam

Table: 8 water consumption for the year (2010- 2013

YEAR

Unit

Users n umber

Natural hot spring water

Quantity in m3

2010

1891463

0.50m3/day

945731.5

2011

1927032

0.50m3/day

963516

2012

M
M
M
M

1835341

0.50m3/day

91770.5

2013

2511412

0.50m3/day

1255706

Source: Own survey, Nov. 2012
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of customers:-1997--

1999--(1555371),2q00#25316 ),2001--(1784139 ),2002--(
thus customers kegeasing but in year 2004 decrease due to
hot water supply problem actual number of ousis for the year 20049--(1835341) was
leas then actual number of customers of year (2803)691customers. Planned for the year
2004 was (2005744) and planned for the year 20G81£12) after solving water supply
problem in number of customers. That keeps inangaby (25 %) which still Perivale that
demand for the service keep increasing from yegeéo.




Table: 8 analyzing the water consumption. Takirig ylear plan (1255706tvolume of wateis
required as per planned to much the service sélest. requires yearly increase in water supply
planning.

On the other one can ask critical goasts, who plan this resource. Currently accaydin
to the structure water resource planning is hanbljedlater supply process, but it would be more
efficient if the water resource planning would berfprmed by service delivery. In order to
realize end to end process, utilize and controlbketter future oriented and integrated resource

planning system. Then the result could be efficaard effective delivery performance. .

4.3.6SUSTAINABILITY OF WATER (HOT SPRING WALL COLD WATER ) SUPPLY

Sustainability is a crucial issue P/Sservice delivery. It is one of the top concems

effective service delivery to maintain a servicataaually.

1. Scarcity of availability of resources both the gresand future use.

2. lIssue of collecting and distributing are found éodmmmon elements in sustainability
issue

In order water supply to be sustainablgragpriate technology must be used. The choice of

technology type should consider the existing emvitental condition of specific area. Technical

skill, operating and maintenance capacity and debdpy of more people and spare part

availability accessibility issues are important farstainability of the service giver. In previous

experience of the enterprise shows that in areaeMeehnology is adapted without consideration

problems happened. To overcome these problemghetachnology and proper data would be vital.

Water resource potential base line survey: base line survey has a paramount importance.
To conduct base line survey hydrogeology and gesipbyare inputs. In water resource potential
assessment Engineering and development place imitdhe cover of data collection, Site
selection and to choose the right technology opt®absibe, (2002).
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Availability of water:-As the resource quantity Availability of waterno@rned according to
study of water works design &supervision enterpri@03). Thermal and cold water resources
potential, assessment of Filwha area Mean rech@ygeamic water resources)--228f/Currently

Filuha exploit only (10%) of the dynamic water resmes that is 22¥where in use.

This shows there is still unexploited extrairgp hot water potation water recourse exists. That
could correspond to the increasing number of custsnmAccordingo Filwha spa service technical
department, (2010).Water resources usage informata policy current production only around 20
L/second that show still there required continustugly designed and constriction works in order to

extract potential Hot Water resources.

Out of 228L7*°"total capacity Filwha Spa service currently uitiliz about 35L/second
this is only about 10% this show 90% water resouuceutilized capacity which makes wide
door for improvements and potential market opputy. Furthermore, its location in the

center of Addis Ababa, make more favorable conditeutilize this ambient opportunity.

As we have seen in the literature review that thailand Growth in the spa business
also depends on the creative services, new apptes in  new markets, and the ability
to create new trends to answer lifestyleeds with value for money service. Fbie t
business of Spa for health and beaditjailand have global standard around 590 places
contained 43% for Day spa in 2005 with 14,500 wnllibaht per year generated 80% of
foreigner that stay in Thailand and tourists (DeptB005).

Addis Ababa city, (2020) vision statement tell asrtake Addis Ababa one of world class
city and the hub of international conference amdsin. Filwha as natural spring hot water Spa

service provider could be developed as populaigbuenue.
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4.3.7 Appropriation of Service Charge

Regarding price most customers believes that Filgriee is medium. In order to assess the
reasonableness of Filwha spa service pricing custamere asked the following measurement

guestions.

Table: 9 Filwha Spa service charges

Respondents
No Item Choice
Number Percentage%
Very High 6 4
High 14 10
o ) medium 68 50
1 How dc_) you fot_md Appropriation of service chargg |o\y 37 28
of bathing service very low 10 8
Total 135 100
Very High
High 2 2
medium ??2 478
How do you found Appropriation of service charge low 23 35
2 : very low
of sauna service 5 )
Total 67 100
Very High
High 2 2
medium 430 él
3 How do you found Appropriation of service charge low 19 28
of Filwha physiotherapy service very low 3 5
Total 67 100

Source: Own survey, Nov. 2012

In the above Table: 9, most of the respondentcateiservice charge of bathing service

medium which constitute (50%) of respondents, (288them were rate as low,

This show that the service charge acceptablenbgt of the customer of sauna and
therapy respondents even though the very minaidtig above average it also evident that as

shown in the above table it is almost similar bathing service charge.

From the above presentation we can understand ofiasistomers are satisfied with the
price and take as reasonable filwha spa servicagehao with the existing situation regarding
the service charge one can say that existing ces®would not switching to rival firms and
remain loyal . Taking this factor solely as wised in the literature review satisfied customers

often make a respective purchase, and will everaddmmore.
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Service Charge Compared With Other Spa Service Praders

Respondents response on Appropriation ofieemcharge compared with the service
charge of other spa service providers of:- bathsagina and therapy as shown in Annex Table
A, (4%) respondents say the price of Bathing, iser¥ilwha Very High, anther (10%) High,
(50%) medium,(28%) low, and (8%) said very low.slevident to see Most of the respondent
recognizes the bathing service price less thanr afpe service providers Regarding to sauna
service Among the respondents how said the sewmherge Very High were (2%) ,the
percentage how said High (7%),Medium ( 48%) and (35&6) The rest (8%) said very low
.thus the service charge of Filwha sauna servieegehalso much less than other spa service

providers.

As Filwha physiotherapy service charge Respondeaid Very High were( 2%) , (4 %) said
High,( 61%) said medium and (28%) assigned asdbarge the rest(5%) said very low.
Generally if we try to analyze satisfaction of @mers responding to price we can see that
Filwha spa service charge is less than othersepace providers this fact depicts Filwha is
found at the better position than its other simdarvice rendering firms regarding s charge, on
the top of this Filwha service delivery materialtural Hot spring water being competitive
advantage, that would creating additional valedastomer, which Bering about more service
satisfaction. Thus simply could retain customecréase demand and over all influence the

purchasing decision of the customers.

4.4Personal Service Delivery

Regarding, Customer satisfaction in personal serexcellence, as mentioned in the literature
part .Personal service consists of the interpetsasyzects in providing service, which relates to
the intangible aspects of providing the productenvice. Satisfaction with spa service providers.
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Table: 10. Service providers inter personal skilmmpetence and knowledge

Respondents
No Item
Number Percentage%
Very satisfactory 27 10
Somewhat satisfied 129 48
How do you rate Equal to Expected 94 35
1 Satisfaction with
Filwha spa service . -
providers? Somewhat Dissatisfied 8 3
very Dissatisfied 11 4
Total 269 100
2 How — do  you| yery satisfactor
evaluate Filwha Spa y y 38 14
personnel servicg -
providers technica] Somewhat satisfactory 62 23
knowledge
Equal to Expected 139 52
Somewhat Dissatisfactory 19 7
very Dissatisfied 11 4
Total 269 100

Source: Own survey, Nov. 2012

At it is depicted in items | of Table 10, customemsre asked to evaluate the performance
of the employee at customer service, as a resdib)bf them evaluate somewhat satisfactory,
and (35%) respondents evaluate Equal to Expected.

From the above information one can understand tthatperformances of the employee
towards serving the customer found in satisfaclevel. However, the enterprise management
should work hard to motivate the employee as thieychbbsed to the customer. In addition the
management of the enterprise should also develgystem to get periodical customers
evolution.
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As depicted in items 2 of Table 10, customer redpats were asked to evaluate the
performance of the employee at customer servica essult (14%) of them evaluate Very
satisfactory, (23%) of them evaluate Somewhat featisry, (52%) of respondents evaluate
Equal to Expected,(7%)Somewhat Dissatisfactory 40t)l(evaluate the performance of the

personnel service as very Dissatisfied.

According to the respondents evaluation one camenstahd that the technical competence
and knowledge performance of the employee are megusition to increase the satisfaction of
customers in this regard skill up grading wouldreual, and the enterprise should develop a

system to know periodical customers evolution syste
4.5 Service Delivery Facility

Service delivery facility is the services or godbdat must be present for the customer to
use the core products and make customers to get ssmout of service delivery supply and

equipment maintenance employment.

This part is very important in Spa service provisidecause one of the factor that

determines customer satisfaction.
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Table: 11Service delivery facilities perfance

Respondents
No Item
Number Percentage%
Very satisfied 5 2
Somewhat satisfied 110 41
Service delivery facilities ,
1 lay out , service supply | Equal to Expected 81 30
materials, Somewhat Dissatisfied 38 14
very Dissatisfied 35 13
Total 269 100
2 How do you evaluate Very satisfied 0 0
Service delivery facilities , S hat satisfied
repair and maintenance omewhat satistie 67 25
service Equal to Expected 221 45
Somewhat Dissatisfied 54 20
very Dissatisfied 27 10
Total 269 100

Source: Own survey, Nov. 2012

above majority of the respondents rated their kwélsatisfaction as somewhat satisfied i.e. 110
respondents which constitute (41%). However 81nedeots (30%) of them said Equal to Expected,

According to Table 11, Servidelivery facilities, lay out, service supply magdsi

38(14%) %) indicates Somewhat Dissatisfied, 35(18&] very Dissatisfied.

As the above data profiled mosthe customers are dissatisfied or below this |efel

satisfaction this clearly shows the enterprise khtind out the source of dissatisfaction and teiee

necessary actions to achieve better performance.

4.5.2 .Service delivery general facility - According to, Table 11, above the respondents were
asked How do they evaluate Service delivery faedjtrepair and maintenance service. Where 221
respondents which constitute (45%), majority of tbgpondents rated their levels of satisfaction as
Equal to Expected. 67 customers (25%) respondemicates rate somewhat satisfied, and 54
respondents (20%) of the respondents said Somdbsdtisfied.
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As the above data profiled most of the customessdlisfied or below this level the enterprise
should find out the source of dissatisfaction amkletthe necessary actions to achieve better

performance such as planned maintenance in setgloeery repair and maintenance.

4.5.3Hotel serviceHotel service is the key facility provender for Sgexvice customers
that constitute Food sales, beverage, cafeteriabadd The overall performance of the hotel,
increase with increase in number of Spa serviceomes. For instant the performance of month
December 122% compared to plan. This data onlyhtws the recent performance, the Hotel
performance had been keeping increased since lgegfiyear 2001. Figures 5up to 8 below
show the performance of the hotel fo six month firty/2012 to December/2013.

Figure:6 HOTLE FOOD FACILITY PERFORMANCE

M
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Source: Own survey, Nov. 2012

Figure:- 7 BEVERAGE CATERING PERFORMANCE
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Figure:-8CAFITARIA SALES PERFORMANCE

600000

400000

200000

—— PLAN
—=— ACTUAL

septem

october

Desem

—— PLAN

76126

72613

310325

—=— ACTUAL

127755

85891

384611

Source: Own survey, Nov. 2012

Figure:9ROOM FACILITY PERFORMANCE
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As per the interview made with the Hotel Director theuless achieved after renovation of Finfine
Adarash and continues improvement made by manadataeting from the being of year 2012and

the improvements continued as result the performanfnthe hotel getting increased..

In addition, this result also increases Spaice customer’s satisfaction as it provides neagss
facility within the Spa service. Thus the hotatvsee, go hand to hand with Filwha Spa service

delivery as one of the main facilities provider aade center.

3.6 CUSTOMER COMPLAINTS

As facts show, in the study of Literature reviewery time a customer complains, they tell
you that they want to continue to do business wih. It is important that service providers
manage these moments of truth without saying angtthat is impropriate, because this can color

the customer’s perspective of the overall senhet the company provides.

Table: 12-compliant handling systems

ltem Respondents
No Choice
Number Percentage%
Yes 167 62
1 Have you ever been complaining
No 102 38
2 What mechanism do you use while you | |n person 197 73
are complaining?
Suggestion Box 67 25
E- mail 5 2
Phone 0 0
Web 0 0
Total 269 100
3 How do you evaluate Compliant Outstanding 14 5
handling system —
Very satisfied 27 10
Satisfactory 188 70
Somewhat Un satisfied 32 12
Very un satisfied 8 3
Total 269 100

Source: Own survey, Nov. 2012
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In Table: 12 Question 1, respondents were askeshaoe their complaining experience to words
Filwha Spa service delivery, (62%) of them expereerwomplain. The rest (38%) yet had not
complying. The above data prevailed most of thdarnsers are used to complain, this shows as
witnessed in literature review they are still kaepbe loyal even though dissatisfied. So efforts

should be there to reduce the number of complaints.

As it is attested most of respondents complainaxe fto face to immediate service personal and
implies that the need complaints handling systethteaining for these personals. There should be,

periodical examining the suggestion box.

Customer complaints handling system: - As litemra@view, some of the reasons why customer get

dissatisfaction is promises not delved and missiédion from an employee are the major.

In Tablel2, respondents were askeeévuate, Filwha Spa service delivery complain
handling system, (5%) of them evaluate Outstandifif)%) respondents were said Very
satisfied,(70%)evaluate as Satisfied ,and othe?ojl2spondents evaluate, Somewhat unsatisfied
the rest (3%) said Very unsatisfactory. The abaa grevailed most of the customers are evaluate

as Satisfactory.

4.7 Internal customer satisfaction (employees)the literature review tells us, too frequently we
think of customer service as an external actigme that occurs outside the organization to keep

paying customers happy.

But internal customer service is equally import&#rving the people we work with, and doing
everything we can to help them do their job wek, eritical to the organization’s successes. Quilt
work in a courteous and helpful manner. It's dasiegnething extra for your colleague: taking that
extra time or expending that extra energy. We'rengrnal customer. We depend on each other for
ideas, services and martial. We all customers amdre all customers. Internal customer service is
the same as external customer service is; it pyslies to the people within the company rather than

outside it.
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Skill training, ongoing coaching and feedback on psonal service

Table: 13 skill training, ongoing coaching and fieack on personal service

Respondents
No Item
Numbe | Percentage!
Very satisfactory 8 21
How do you evaluate | Somewhat satisfactory 3 7
companies providing
, | training in key areas Equal to Expecte 6 14
required to deliver Somewhat Dissatisfactc 3 8
exceptional personal i _
service very Dissatisfiec 20 50
Total 40 10C
2 Very satisfactor 3 7
Somewhat satisfactol 8 21
How do evaluate
company’s in providing Edual to Expecte 9 23
ongoing coaching and | Somewhat Dissatisfactc 17 42
feedback on personal
service skill very Dissatisfied 3 7
Total 40 100

Source: Own survey, Nov. 2012

Table 13, Questionl, above show us that (50%) efréspondents that constitutes the
majority of the respondents rated the provisiotheir training in key areas required to deliver
exceptional personal service very Dissatisfied, )8%espondents rate Somewhat
Dissatisfactory,(14%) rate as Equal to Expected)(#&te their levels of satisfaction as
Somewhat satisfactory and however the rest(21%) Vary satisfactory. These show around
21% of respondents are gets sufficient training thiedother (22%) don’t get sufficient training

while the rest (58%) not totally get training.

This implies that the training skim does not tochelery one. Thus training skim requires

to be planned in order tdevelop professionalcompetence.

At it is depicted in table 13, employee m@sgents were asked to evaluate company’s
effort in providing ongoing coaching and feedbaokpersonal service skill. As a result (7%) of
respondents evaluate Very satisfactory,(21%) ahtegaluat&Somewhat satisfactory and (23%)

of respondents evaludigual to Expected.
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And (42%) of respondents evaluate somewisaatisfactory the rest (7%) respondents

evaluate very dissatisfied.

According to the result (42%) of respondesatisl their satisfaction level somewhat

dissatisfactory.

one can understand tibampany’s effort in providing ongoing coachingldaedback on
personal service skill found below average thmasknterprise have un worked assignment on

personal technical skill development.

Table: 14 Innovative Duties& Motivation

Respondents
No Item Number Per%;z)ntage
yes 7 17
Have you ever performed
1 exceptional work (innovative | N0 12 31
duty) | Don’'t remember 21 52
Total 40 100
2 How do evaluate company’s inVery satisfactory 0 0
providing Motivating you to| Somewhat satisfactory 1 2
produce outstanding result Equal to Expected 2 5
Somewhat Dissatisfactory 4 10
very Dissatisfied 33 83
Total 40 100

Source: Own survey, Nov. 2012

In Table: 14 Questionl, respondents were askezther or not they had performed any
exceptional work (innovative duty), (17%) of themidsyes, and (31%) said no, while the rest

(52%) said | don’t remember.

The above data prevailed most of employee do naireStwhere their previous

performances could be categorized this show tlaetivas no system to follow up innovative

works
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At it is depicted in table 14, emyde respondents were asked to evaluate company’s
motivation skims to produce outstanding result, mgnohe respondents (0%), on one of them

evaluate Very satisfactory and (83%) of the respaigievaluate as they are very Dissatisfied.

According to the respondents evaluatioe oan understand that company does not provide
motivation to employees to produce outstandinglteSierefore a system must be developed to
handle this case.

4.8 Occupational Safety and Healthy
Occupational safety and health is crucial issusuich type of industry so customers were

asked to evaluate the extent of casualty custoragrerperience..

Table: 15Level of casualty

Respondents
No Item
Number Percentage%

Never 145 54
Once 62 23

1 Did you ever face casualty at delivery Rare 43 16
service? Occasional 19 7

usual 0 0
Total 269 100
2 Have you experienced any casualty at | Never 6 14
working place? Once 20 50

Rarely 3 8
Occasionally 9 21

usual 2 7
Total 40 100

Source: Own survey, Nov. 2012

Table: 15 Questionl, sh@asualty at delivery service, (54%) respondentsesgoas they
never face any accident while (23%) respondentficéixfhey face ones an accident, and (16%)
respondents face more than once, (7%) among tipendsents as they experience occasionally
even though most of the respondents never expedeacy casualty23%) face once, (16%) face

rarely and (7%) of the respondents tell face caguaicasionally.
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As the data show there is 7% casualties happedsme@lly. This clearly tells that health
preventions and safety measure should be promataihwhe standard in contentious bases and

efforts should be made, in order, to keep causalitithin international limits of the industry.
CAUSALITY AT WORKING PLACE

Occupational safety and health is also crucialassuthis type of industry so employees are
asked to evaluate the extent of causality they exggrienceTable 15 Question 2, show casualty
at working place that (14%) of respondents tellaneace any accident while (50%) explicit as
they face ones, and (7%) respondents rauslyal, (21%) of respondents as they experience

occasionally face causality.

As the data show there is 21% of casualties hapgedsionally and 7% casualties happed
usual, this clearly tells that health preventiond aafety measure should be promoted within the
standard in contentious bases, and efforts shoeldhéade, in order to keep causalities within

international limits of the industry.

4.9 Respondent’s personal opinion

Ultimately the respondents giventarece to forward their suggestion, comments and
opinion related to service delivery performance~iivha Spa service their point are arranged and
listed as Suggested Collected Directly From Custamgpondents through open end questionnaire

some directly as they jot down.

Time:- Most of the time there are long queue; the entegpnieed additional expansion project;

separating the sauna and physiotherapy ticketiacepk good option; The service providing process

is not quick

Demand:-The service need is extremely higher than the suppl

Quality:- When the price increased you also have to incrémesquality; The quality is bad and the
enterprise need farther projects to utilized theunah resource; the number of user at one time is

more than the capacity of the room; The waitingme@nd environments have to be comfortable;

Price: - Try to serve the poor by decreasing the pricegiased price; the price is not fair;
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Service delivery:Better to manage the C-Block which is reservedsfmrts person rather than to be
used by all customers; it is good to start servigesinternet cafeteria; for ticketing purposes use

internet,

Facility: - The enterprise need more facility to handle thstammers need; The price should be
decreased and the facility have to increase; kthie pipe lines have a problem, In sauna service;
The price of drinking water is too expensive; uniality of clean towel and clean bathe makes me
unhappy; The wetness/ waters have reckless behaMer rooms need better ventilation system;

Maintenance:- wetness the pipe line problems; get repair rdatasrs and windows

Safety: - There is sanitation problem in the rooms; theetsilneed farther sanitation; the waiting

rooms have to be confortable and customer’s clesminas to be verified.

4.9.2 Interview with service delivery Director:-

Interviews with the service delivery Director werecarried out and obtain moreinformation

for question raised abouhe businesperations,motivation policy and employee
management.material ,personal service delivery ,customersfeations as well as the
satisfaction and complain handling ,the intervieweplied as follows:- Business Process Re-
engineering being in implementation phase wisayeared towards higher customer satisfaction
that alleviating the weaknesses new modern guastscteplaced the old once as, compliant
handling method we have no system to handle tamseparately customers complaints are
registered through marketing supporting procedg adds also we have with problem with Towel

provision that is mainly due defective Laundry maehy.

Regarding developing employees dealing with serdielvery process realized deficiency within
training and motivation being under consideratiod ave are working on. he underline regarding
with the service with the capacity building as ong¢he importance of recycling project

implementation that was identified by BPR and appd.

4.9.3 Interview with Hotel service Director:-As per the interview made with the Hotel Directo

he tell that there is high performance achievemensales, facility improvement, set up and
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personal service delivery .This remarkable resuétchieved after renovation of Finfine Adarash and
continues improvement made in improving Hotel faciand appearance by management starting
from 2012.This effort still continues and we averking in all dimension to words continuous
improvement, as the improvements progress the ipesioce of the hotel also keep increasing. This
result also increases Spa service customer’s aetiish as customer facility fulfillment. With The
Director strongly underlines the hotel service, lggnd to hand with Spa service in providing
supporting demands for Filwha Spa service custoraetsas main facilities. Finally he said any
such kind of study may remind us same additionaitpaf improvement, the finding of this study

also will help full in strengthen our effort too.

4.10Focus groupDiscussion

The researcher conduct group discussion with slette employees of the enterprise in service
delivery regarding some improvements which carrawg the process through brain storming and

the common theme suggestions summarized as follows.

Most of the dissatisfaction the customer’s explesg queuing, waiting time, poor series delivery
(material and personal). The gap between the astafvation and what employees been locks
coordination. Poor compliant handling lack of imypements and fail to use modern technology and

level of decision power

There is un-extracted water resources that nebd &xploited to build the capacity as well as to
attract the market and benefit from opportunitieshsas came with growth of tourism and

development.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

Up to this point, the study was tried to assess sjpaice delivery performance effectiveness of
Filwha enterprise, Research question were raiskedeck literature where reviewed important data
were collected through questionnaire interview #&als group discussion. The general data were
presented, analyzed and interpreted through ddéiserip method. Here summarized

and draw conclusionsregardingthe factors that are effecting the performanceand are in nee
d of further improvementto increase theeffectiveness of Spa service delivery of Filwha.

Recommendations are drown up based on the analydiBnding of the study.

5.1Summary

The proposal was designed to asses’ effectivenfespaoservice delivery performance of Filwha
spa Enterprise, by gathering necessary data franctistomer and stack holders. It was also
designed to Identify most important attributesjdes that affects spa service delivery effectivenes
customers’ satisfaction, overall performance, sendelivery quality, quantity, personal service,
handling customer complain and future demand apdaty have drawn conclusions from findings

and analysis of these major and most importartbfa summarized as follows:
5.1.1 General Characteristics of Respondents Demaghic information

From 269 respondents (64%) respondents were mate$38%) were females. Here author using

this data to facilitate the demand and gender tdarement within Filuha Spa service delivery.

Age distribution: age distribution is important in thervey to determine the ratio of each category.
This question tells the researcher how many of gmtogn of the respondents young adults and old
were. The data depict among the respondents (2@d6dfwithin the age gap 18Up to 24years old,
(43%) respondents found within the age gap 25 84 {ears old, (18%) of respondents from 35Up
to 45 years age gap, respondents within the agelgap to 64 constitute (12%) and above age 64
constitute (5%). category of age will related wsirvice delivery facility preference and know the

choose of customers etc, in the service provideliyery and design.

60



Education level, of the respondents, this quesiglps to determine the level of interaction, whik t

customers. It serves to make the service delivasgermteractive. Form the respondents data (61%)
were above grade 10. General, with well-educategplpesuch as the quality services and modern
service delivery transaction/marketing could be enateractive. Thus, this educational back ground
proportion tells us, marketing actions and mod®mmbination means could be possible with the

customers in the future.
5.1.2Major Finding

Regarding queuing time of Spa service delivespondents’, (59%) majority of the respondents
rated below average. As the above data profiled wiothe customers are dissatisfied therefore the

enterprise should find out a way to solve this froband to improve this critical issue.

Service delivery waiting time, Customers are slighatisfied if their waiting time is longer. Talte
shows, above majority of the respondents (45%) Sdratdissatisfactory (28%) very dissatisfied.
This data depicts the waiting time creates the moasical problem and the main dissatisfaction

factor of Filwha Spa delivery service.

Regardingconvenience of the location of filwha, (35%) respents, rate Very convenient, (31%)
rate Very much convenient, (27%) rate Convenieig #how for the most of respondents the

location of Filwha found to be convenient to asces

Respondents evaluate continuity and provision df dmal cold water material service delivery
Among the respondents ( 39 %) customers rate therwaupply Very much convenient, (24%)
respondents Very convenient, (19% )of the respatsdeate Convenient and (15 % ) of the
respondents rate the rest respondents rate medihi®.show, there is some problem with the
provision of water supply and effort to be takerBering the water supply perfect, as it is a very

sensitive issue and the core product in Spaicgedelivery.

Preference of customer’s attitude towards Filwha sprvice preference, (72%) of respondents
choose as their core material service prefereeaggb naturally therapeutic in its nature , (20%)
respondent cosmetic/beauty (2%) recreation andebie(6%) respondent choose because of low

cost her, it is clearly show that (72%) of respanidehoose the service of Filwha of its uniqueness
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This competitive advantage, which could helps tnmte and drive the market to top service level

in the industry.

Respondents asked how frequent they are usingoeheesvice, no respondent said daily, week user
were (38%) of respondents, biweekly users were J1®%espondents and ones / month users were
(25%) customers, the rest seasonal customers \i8%6)(of the respondents. Analyzing the data,
most of the respondents (38%) use in weekly bdkesimplies that some of the days of the week
are much clustered with number of customers. Tleads special arrangements to handle these

customers proportional through the days of the week

Regarding the demand, the data found depicts nuaflmeistomers per day from17/12/ up to 23/12/
year (2012) keep increasing starting from Wednesgato Sunday. From (44778 number of
customers per day to 6013 number of customerdggr The number of customers reaches on its
pick from Thursday up to Sunday. On the other h#melsize of customers reduces from Monday to
Wednesday. So that the week end day are exactly wiost of the customers are accustomed to

Used Filwha Spa service.

Examining, number of customers across the yearshéopast seven years from year1993 up to year
2004, customers per year keep increasing from 12242005744 customers per year. Shows still

the demand for the service increasing in tremend@ysfrom year to year.

Taking this year plan (1255706 water is required. This shows resource should kabe planned
to much the service sales. It would be more efficié the panning, supply and service delivery

would in service delivery.

Appropriation of service charge of bathing servioegst of the respondents(50%) indicate service
charge of bathing service medium,(28%) of the sadpents rate the service charge low. This shows
the service charge acceptable by most of the cestomsauna and therapy respondents. From the
above presentation we can understand most of cessoare satisfied with the price and take as
reasonable spa service charge. With the existilmgngrsituation, one can say that customers would
not switch to rival firms and remain loyal. Takitigs factor solely as witnessed in the literature

review satisfied customers often make a respeptivehase, and will even demand more.

62



Service Charge Compared With Other Spa Serviceids; respondents response were asked ,
appropriateness’ of service charge, compared tosdmice charge of similar spa service providers,
(4%) of respondents say the price of Bathing,iseriilwha Very High, anther (10%) High, (50%)
said medium, (28%) of the respondents said low,(8%¢g) said very low. It is evident to see most of

the respondent recognizes the bathing service [@ssethan other spa service providers.

Regarding to sauna service charge among respondéotsaid the service charge, Medium were
(48%), and who rate low were (35%) of respondents 8%) of respondents said very low .Thus

service charge of Filwha sauna service chargeraisth less than other spa service providers.

Physiotherapy service charge respondents weread askeompare with similar service providers
service charge, (61%) of respondents said medi@8%o) of respondents assigned as low ,the rest
(5%) of respondents said very low.

Generally Filwha spa service charge is less tiher spa service providers, this fact depicts faw
is found at better position than its other simfarvice rendering firms regarding s charge, ortdpe
of this Filwha’s service delivery spring water wauwreating additional vale for customer, which
bering about more service satisfaction. These Igitngply customer could retain and demand over

influence the purchasing decision of customers.

customer respondents were asked, to evaluate tfempance of employee at customer service that
is Filwha spa service providers inter personalskis a result (10% ) of the respondents evaluate
very satisfactory, (48%) of the respondents eval@@mewhat satisfactory , (35%) of them
evaluate equal to expected, and (3%) of respondetésSomewhat dissatisfactory the rest (4%) of

the respondents evaluate the performance of ttsempeel service as very dissatisfied.

From above information one can understand thapénrmances of the employee are in good level
of performance, towards serving the customer. Hawdhe enterprise management should work
hard to motivate the employee as they are closéuketoustomer in addition the management of the

enterprise should also develop a system to knowgieal customers evolution.

customer respondents were also asked, to evalnatpearformance of the employee at customer
service, Customer service provider's technical cetepce and knowledge, as a result (14%) of

respondents evaluate Very satisfactory,(23%) ahtegaluate Somewhat satisfactory and (52%) of

63



them evaluate equal to expected,(7%)Somewhat difesdbry the rest (4%) evaluate the
performance of the personnel service as very til$igal. According to the respondents evaluation
one can understand that the technical competerct&raowledge performance of the employee are
at medium level. To bring the satisfaction to higleel skill up grading would eventual along with

periodical customer’s evolution.

Above majority of the respondents rateervice delivery facilities materialsmployment, general
lay out, their levels of satisfaction as somewratised i.e. 110 respondents which constitute
(41%). However 81respondents (30%) of them saidhletpu expected, 38 respondents (14%) %)
indicates somewhat dissatisfied, 35 respondent®)Xaid very dissatisfied the rest 5 respondents
(2%) of the respondents rate as they are VeryfiggatisAs the above data profiled most of the
customers are equal to expected or below this ltheslenterprise should find out the source of

dissatisfaction and take the necessary actionshiee the better performance.

Respondents were asked about, Service deliveryrgefaeility equipment repair and maintenance
performance 221respondents which constitute (45%glwconstitute majority of the respondents
rated their levels of satisfaction equal to expgcied 67 respondents (25%) of the respondents
indicates somewhat satisfied, 54 respondents (2F%gspondents said somewhat dissatisfied, the
rest 27 respondents (10%) of the respondents satieeg are very dissatisfied but no one said Very
satisfied. As the above data profiled most of thet@mers are below satisfied rate of level. This
level Thus enterprise should find out the sourcdisé$atisfaction and take the necessary actions to

achieve better performance in service deliveryireggrad maintenance.

Respondents were asked about, level of casuaiy%) respondents said never face any accident
while (23%) explicit there where ones casualty, @i%6) of respondents face more than once, (7%)

of the respondents as they experience occasionally.

(23%) of the respondents experienced once cas\269p) face rarely and (7%) of the respondents
occasional. casualty preventions is very sensitwgl efforts should be made to keep causalities
within international limits of the industry. Theogé safety measure should be promoted in

continuous bases.
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Hotel service in Filwha enterprisghe key facility provender for Spa service oustrs.
The overall performance of the hotel, increase @lanth increase in number of Spa service
customer. For instant the performance of the ht@ielthe of month December was,122.24%
compared to plan of the same month in nhumber okryguests). That constitute Food sales,
beverage, cafeteria and bed rent, this is onlyhtavsthe recent performance. The hotel performance
had been keep increasing since begging of 20bLrés 4,5,6and7 show the performance of the

hotel for six month July/2012upto December/2G80 confirms this fact .

As per the interview, made with the Hotel Directthiis result being achieved after renovation of
Finfine Adarash. Improvement made by managememtirsg from the being of (2012) and still
continued progressing. This result also increages service customer’s satisfaction as a facility

fulfillment. Thus Spa service, go hand to hand wviitlel service.

Respondents were asked to share their complainexgerience, to words Filwha Spa service
delivery (62%)of the respondents were complaie rest(38%) of the respondents were yet had not
complying. The above data prevailed most of thearasrs are used to complain. That show they

are still keep to be loyal even though dissatisfied

Regarding complaints complaining mectiani(73%) of respondents use to complain in
person, (25%) use suggestion box, (3%) of the re$pus said as they use e mail, no respondent
use phone. Thus it is attested most of respondemtgplaining face to face to immediate service
personal. And this implies that the enterprise nemdplaints handling system and training for these
personals who supposed to handle complain. In iaddperiodical appropriateness examining

mechanism is required.

Customer respondents were asked to evaluate toswieitdtha Spa service delivery complain
handling system,(70%) of respondents evaluatesf&atj and other (12%) of respondents rate
Somewhat unsatisfied, the rest (3%) of respondsaid Very unsatisfactory. The above data

prevailed most of the customers are evaluate asf&aory.
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Respondents were asked to tell, the provisiorhefr ttraining in key areas required to deliver
exceptional personal service, (50%) of the respotsdéhat constitutes the majority of the
respondents rated the provision of their trainmgey areas required to deliver exceptional
personal service very Dissatisfied ,(8%) of resmisl rate Somewhat dissatisfactory,(14%) of the
respondents rate as equal to expected, and (T&dher levels of satisfaction as Somewhat
satisfactory, however the rest (21%) rate Verystatiory. These show around quarter of
respondents were got training in key areas reduand the other (21%) employee don’t get
sufficient training ,while the rest (58%) employeet get training at all. This implies that the

training skim is not even to hold every one.

Employee respondents were asked, to evaluate corspan providing ongoing coaching and
feedback on personal service skill as a result) @tespondents rate Very satisfactory,(21%) of of
respondents evaluate somewhat satisfactory,(23%hevh evaluate equal to expected,(42%) of
respondents somewhat dissatisfactory and(7%) of évaluate as very dissatisfied. According to
the respondents evaluation one can understanddingpany’s in providing ongoing coaching and
feedback on personal service skill rated below ayedevel. That is among the respondents (42%)
of them said somewhat dissatisfactory, this shotgrerise have un worked assignment on personal

technical skill development.

Respondents were asked whether or not they hadierped performed any exceptional work
(innovative duty), (17%) of respondents were sad gnd (31%) of respondents said no, the rest
(52%) said | don’'t remember. The above data prestathost of employee do not Shure where their

previous performances could be categorized, tiseme tracing of innovative works

Employee respondents were asked, to evaluate corspisliotivation skims to produce outstanding
result (0%) of respondents evaluate very satisfgct®%) of respondents evaluate somewhat
satisfactory, (5%) of respondents evaluate equaéxpected, (10%) of respondents somewhat
dissatisfactory and (83%) evaluate as very didgsadisThe result show (83%)of respondents rate
company'’s in providing motivating employees toguwoe outstanding result very dissatisfied, this
clearly indicate enterprise have un worked assigisn®n Motivating employees to produce

outstanding result.
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Customers are asked, to evaluate the extent o&liyputhey may experience as customer, (14%) of
respondents said never face any accident while Y5@%pondents explicit face ones occasionally,
and (7%)of respondents tell rarely , (21%) opmexlents said they experience occasionally and the
rest (7%) of respondents said tell usually facesahbty. Occupational safety and health is always
crucial issue in this type of industry. So, occupal safety and health should be promoted, to the

standard and efforts to be made reduce causalitte® international limits of the industry.

In summarizing, the customer respondents’ persopadion, regarding the open ended questions
most of the respondents view involves around peorice, in adequate complaint handling method

Researcher conduct group discussion, with the grapkin service delivery, important issues raised
and commented on group discussion were, long vggitme, poor compliant handling comments on

compliant handling method, motivation and training.
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5.2 Conclusion

Depending on the respondent reply to the questimsiaand management responses to the
structured and unstructured interview considerimg ¢bservation and going through the analysis
part which is explained in words and demonstratetibles and charts Based on the major findings

the author draw the following conclude :-

This question tells how many males and femalesoredgnts there were. As shown in Table: 4
above, from 269 Males and Females respondents (8d8ppndents were males and (36%) were
females. Here author using this data to facilithee demand and gender base requirement within

Filuha Spa service delivery.

These questions include Aghstribution because age distribution is importantthe survey to
determine the ratio of each category. This quedidis the researcher how many of proportion of
the respondents young adults and old were. The diggact among the respondents (22%) found
within the age gap 18Up to 24years old, (43%) sadpnts from found within the age gap 25 up
to34 years old, (18%) of respondents from 35U@d30years age gap, respondents within the age
gap 45up to 64 constitute (12%) and above age fdtitate (5%).this category of age will related

with service delivery facility preference and chea@ustomers etc, in the service providing design.

Education level of the respondents, this questalp to the level of interaction with the customiers

makes the service delivery more interactive agptiportion of educational level gets higher. Form
the respondents (61%) were above grade 10 Therdfmeemarketing actions and modern
communication means could be possible with theornsts in the future. General, with well-
educated people such as the quality services ardemmaoservice delivery transaction/marketing

could be more interactive.

Filwha Spa service delivery Enterprise is a hugegany, which gives service for more than six
thousand customers per day. The delivery subsykteks by now planning its resource, to fill the
gap between its images in the mind of customersetiveho experience the service and the actual

performance, thus Filwha requires well organizest@mers service delivery system.
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The waiting time creates crucial dissatisfactionSpa delivery service performance.in addition, all

word of mouth confirm this fact, thefore, the eptése should find out to improve this critical issu

The management of the company also, admits thdgsesheies indicated by respondents.

Quality Service delivery facility should be fulfil, sufficiently and timely.

The company is judged weak, in its proactive respdo its external environments, which made it

unable to meet the ever changing customers need/ams.

There are unused capacities, especially hot spsiatgr resource, currently only 10% of this
resource is in used, the remaining 90% waits etitna@nd utilization, which may be used to meet

the ever increasing demand, and improved its cus@mwice delivery level.

Physical facility, maintenance and machinery allity is viewed by customers being on a good

track.

Filwha is known as public SPA service provider,hamtatural hot spring water. The demand is
keeping increasing, service are keep diverselyeasing in highest rate. Delay in service delivery,

poor customer handling and failure to deliver gyaheeds improvements.

There is same dissatisfaction with employees, deggrto training, motivation and remuneration,

which needs improvements.

When all standards have been met, service shouiohwarded to the customer on time. As delay in
delivery service is crucial issue, to customerdlialace creates dissatisfaction. In order to, insee
the level of customers’ satisfaction. The Entegpstould able to meet customers’ expectation of

timeliness, by reducing its waiting /queuing tinses@iort as possible.
Personal service providers must be Quick, CouggeBrpfessional /knowledgeable and, Respectful,

as well as helpful “Moment of truth” is stronglysagiated with employees that always exhibit the

enterprise favorable image to the public.so SpaiErmust increase its employee motivation,
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initiate and empowered. Training should be giverthwequal chance for appropriate personal
candidates

Personal service representatives appear well argdnand have to be equipped with the right
information, in order to provide quickly informatio Those who simply understand customers
guestions, able to Provide clear answers, and $oé/problem.

Occupational safety and healthy should be promatedording to the standard and efforts should

be made, to keep causalities within ILO limits lod industry.

Electric power supply is a back bone for the senaelivery. To render reliable continues and

quality service adequate power supply system meisivhilable throughout the clock.
Guests are able to express their concerns and sigue regarding facilities, staff and
programming. Feedback system should be designeéntourage guest feedback promptly, to

responds guest complaints and resolves them timely.

Service provider representative’s menus should dsgded. To resolve within considerable short

time, any consumer complaints brought to attention.

Encourage the guest Management and Staff to familth basic cultural.

Employees should be guided in all activities bythtraccuracy, fairness and integrity. From these

that may affect guests, expectations and behaviors.

Pledges to keep informed on the latest techniqdeselopments and knowledge, pertinent to

professional improvement.
Finally the study will not end up its conclusionitiaut pointing to the current strong competitive
environment. That can make the company loss itsd geell, unless the available gap is failed,

through currently unexploited potentials capalasiti
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5.3Recommendations

Theauthor wantedto assess effectiveness of Filwha Spa service perfazenand for
word some improvements suggestion that would hehprave further the service delivery
performance based on findings and theoretieahé work. The research forwards the following
recommendations to overcome the problems and bogt continues improvement related with the
subject matter of the study. Each recommendatiomespond with respective implementer,

concerned body

* Improve dalliance in Queuing and waiting time bypdoying pre-service payment system,
differentiating price, digital PLC service time ¢oyl and queuing system. employe deferent
pay skims on deferent days. By Service Deliveithveollaboration with IT support.
Filwha spa service with its unique Hot spring watleould exploit its marketable location as

tourist hub and venue by Utilize unutilized capaconduct a study. Appropriate design

* Promote Professional safety and health facilities émployments and customers. By
establishing, Safetgervice usage standards and occupational safetyequeoes. Ensure
employees are fully aware of the safety measuras;irp place the details of the safety
standards within working area. By HRM support pescein collaboration with service

delivery.
» Enhancing and fulfill all necessary service delvtcilities activities.

» Perform continues Market research as perpetuat@utthe process, to use feedback data to
customer’s, employee and management. Attracttieteand enhancement of customers by
soliciting and creating strong relation with allstomers. Identified exciting customers need,

new service and program that could be developed#arked to customers.

» develop leadership skills Opportunity to enhancesattvity, and being able to evaluate

personal daily performance
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Improve the employee satisfaction level in order dreate higher motivation of the

employees.

Mapping the service delivery process, to establidbar material service delivery and

upgrading its service delivery processesniBnagement

Establish service delivery procedures, to optinmzgerial service delivery process Quality.
And establish evaluating critical success pointhiwithe process.

Develop feedback system, on personal service skidntify the need, design methods,

schedule and execute transparent and timely, Hambtraining system.

To deliver outstanding personal service, providentiooous, ongoing, coaching and

motivation. By HRM support process in collaboratwith service delivery process.
Create reward system, to insure Continuous imprevémnd adapting on an ongoing basis.

Promote (IT) technology service structure, to easeffective personal service excellence

and CRM, to see the gap how personal service pheishoes of customers.
Strengthen complaints handling system.

To found Spa service delivery performance reliabbatinues, and full time available. Set up
Electric power supply, through fully automatic AB&and by sources. By water resource
supply and Engineering.

Strengthen the user friendliness of informatiochtelogy service with networking. Data

share and communication. By IT support process.

Customer should facilitate recompense skim for damts, if not satisfied. Strengthen

complaints handling facility and mechanism. BySesvDelivery with management

Establishing a clear customer service strategy,emadur customer service strategy clear,
slogan repeated by all, defined your customer servalue, defined your material service
processes, By Management &marketing
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Improving continuously water extraction ,supply aedovery as well as waste drainage by

water supply

Conduct market study and introduce innovativelyiser, to use Filwhas’ spa service unique
hot spring water. Exploit its marketable locatiataurist hub and venue. By Management in

collaboration with other related business.

Developing personal service skills to come anditereCompetence of staff in such a way
that developing service skills, Body language congmts, styles of communication and

analysis weaknesses of staff knowledge

the enterprise management should work hard tovatetithe employee as they are closed to
the customer in addition the management of therpmse should also develop a system to
know periodical customers evolution. Up grading Woeventual, and checking against by
develop a system to know periodical customers éwpiuPlan the maintenance to achieve
better performance, in service delivery maintenaritenay be better to polish this system e
to reserve data as for analysis purpose. And thease personals. Periodical examining and

Upgrade mechanism/system appropriateness.

Enhance Opportunitytoidevelopprofessionalicompetence with train and education.
Providing on going coaching and feedback on petsseavice skill .Occupational safety
should be promoted According to the standard afwitefshould be made to keep causalities

within international limits of the industry.

Filwha spa service should improve its queuing, wgitime as fast as possible in order to
increase the level of satisfaction for its cust@ndballiances are the vital concern of
customer which affects their satisfaction negayiveFilwha spa service is recommended to
implement tentative complaints handling system a@h give promote response to

complaints whenever customer complaints to repéstly & properly handle complaints
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Annexes

Table:A
2000 2001 2002 2003
Description
Permanent| Contract | Permanent] Contract | Permanent] Contract | Permanent] Contract
Professional 9 - 14 - 23 - 38 -
Semi-
59 45 - 32 - 47 -
Professional
10+1 & 10+2 56 202 - 71 - 96 -
9-12 200 - 104 - 140 12 164 12
Under 8 Grade 100 105 45 105 159 160 190 16
Total 424 105 410 105 425 172 536 172

Source: Filwha Spa, Document. 2012

Table:-B

Appropriation of service chargdiwha Spa service compared with competitors price

Respondents

No Item

Number Percentage%
Appropriation  of  service : 4
charge  of bathing servige Velr_ﬁ T}'gh 10
compared with competitors meo?ium 135 50
price low 28
very low 8
2 Appropriation of service Very High 2
charge of sauna service High 7
compared with competitors medium 67 48
price low 35
very low 8
3 Appropriation of service Very High 2
charge ofFilwha physiotherapy High 4
service compared with m?d'“m 67 gé
: ) ow

competitors price very low 5

Source: Own survey, Nov. 2012




Questionnaires

St .Mary’s University College School of Graduates tidies

Masters of Business Administration (MBA)

Questionnaire to be filled by Customers

Dear Respondents,

| am under taking research oBffectiveness of spa service delivery service divRa enterprise”,to

fulfill partial requirement of the study. This qimnnaire is designed to collect sufficient aniévant

data for this research use solely.

Dear Customers of SPA Service Enterprise, the fathquestionnaire is a research instrument o

customer satisfaction and service quality in Filvemherprise. Your answers to the questions wilabe

great help for evaluating the status quo and fipdsome solutions for offering effective service

delivery. Any information you present will be kegibsolutely confidential and will only be used for

academic purpose. Your cooperation and prompt respwill be highly appreciated.

Thank you very much in advance!

N.B:
» Writing your name is not necessary
* You can give more than one answer

« Please puty{" for your choice in the box

Responder personal attributes:

v

AN N N N NN

Age: Years
Sex: Malel ) Female )

Education level:

Type of service used Salina Spa bath)  Physiotherapy)
Residential place

Hotel reservation thought: travel agehdy Company ) Yourself( ]
Additional Services:- Food and beverageCafeteria )

Yigeremew Teklgzi
(Graduating student)



(General Service Delivery) Questionnaire to Hedilbby Customers

Thank you for taking the timed complete this questionnaire!

Fx._1
T

No Customer Questionnaire-- 1 2 §
~lel8]s |5
2IE|8|2 |8

1| How attractive did you consider it before arrivitmgthe Filwha Service 3

2| How attractive did you find it after seeing theilig 1 2 3 4 5
3| How much was your expectation about it before usiegFilwha service 1 2 3 4 5
4| How did you like it after using the spa of Filwha 11 2] 3 4 5
5| How much was your expectation about staff beforetmg them? 1 2 3 4 5
6| How effective and efficient do you evaluate thernwfo 1 2 3 4 5
7| How much time was your expectation about it befirecking in? 11 2] 3 4 5
8| How much time makes to get the spa service? 11 2] 3 4 5
9| How much did you expect it to be exactly as yoquest before entering 1 2 3 4 5

the Spa service room?

15 How adequate did you find it after? 1 2] 3 4 5

16 How efficient did you expect Filwha spa seriefore using them? 11 2] 3 4 5

17 How efficient do you evaluate them now? 11 2] 3 4 5

18 How correct did you expect to be done your ardeefore getting the 1 | 2 | 3 4 5

service?

19 How correct do you evaluate them now? 11 2] 3 5

20 How much did you expect the staff for welcomyay when entering the 1 | 2

Filwha Spa service?

21 How nice did they welcome you? 11 2] 3 4 5

22 How much did you expect the staff to respond yequests enthusiasm? | 1 2 3 4 5

23 How enthusiasms do you evaluate them to respoachow? 11 2] 3 4 5

24 How much were you expectation getting informatefore lodging in? 1 2 3 4 5

25 How much do you evaluate it now? 1 2 3 4 5




< . If you have any addition comment pleas you'reghace below

Thank you for taking the time to complete this quesonnaire!



(General Service Delivery) Questionnaire to Hedilby Customers

Thank you for taking the timed complete this questionnaire!

N <
Customer Questiaire-- 1 3 E (C,? § é §
|0 |8|58<
()
1. 1 2 3 4 5
How fast did you expect to be done you requedtrégetting the service?
2.| How fast do you evaluate them now? 1,2 3| 4 5
3.| How much did you expect the staff experience befigsiag spa ? 1 2 3| 4 5
4.| How capable do you evaluate the staff experienge?no 1,2 3| 4 5
5.| How was your expectation about staff politenessteemeeting them? 1 2 3| 4 5
6.| How polite do you evaluate them now? 1 2 3| 4 5
7./ How adequate did you expect the price with the isesvbefore getting 1 | 2 | 3 | 4 5
service?
8.| How adequate do you find the price of the services? 1 2 3 5
9.| How much did you expect the security effort of 8taff before usingthe 1 | 2 | 3 5
service?
10 How save do you evaluate the security of the staff? 12| 3 5
11 How much calm and silent the atmosphere of Filwlihydu expect the 1 | 2
before using the service?
12 How calm the atmosphere quiet do the find it now? 1, 2| 3| 4 5
13 How accessible did you expect the Filwha spa se®vic 1,2 3| 4 5
14 How accessible do you evaluate it now? 1 2 3| 4 5
15 How much was your expectation about staff avaitgbivhile you need 1 | 2 | 3| 4 5
before them?
16 How available do you find them now? 1 2 3 5
17 How much did you expect them for the attention pbydthe staff fon 1 | 2 | 3 5
informing you about the service?
18 How attendant do you find them now? 1 2 3| 4 5




19

How much was your expectation for the staff flekipi for adapting| 1 2 3| 4

themselves to your requests before lodging/usirgsimg?

20

How flexible do you evaluate them now?

21

How much was your expectation for the Natural hptirgy water and 1 2 3| 4

cooled water prevision for the Spa service yeauaneg?

22 How mobilized do you find the hotel now? 1| 2
23 How much was your expectation for spa service réamiities 1
24 How mach as you expect is the reliability contigwt hot and cold water 1 2 3

supply?

** If you have any addition comment pleas you're themace below?

Thank you for taking the time to complete this quesonnaire!




CUSTEMER SATISFACTION SURVEY
Questionnaire to be filled by Customers

Thank you for taking theime to complete this questionnaire!

5 2
: 3 1323 |2
S/N Questions %5 B3 % 5%
EIEGRG 2
a n E o @ o 2 z\
oL 5289 T|O
> Q Qln o wnli>
1 What is your overall satisfaction rating with ¢ 1 2 |3 |4 |5
company?
Why you feel that way?
5 How likely are you to recommend our producti | 1 2 3 |4 |5
friend or colleague?
Why you feel that way?
3 Please rate your level of satisfaction with youlesaepresentative in the following areas
3.1 Responsivene 1 2 31415
3.2 Professionalisi 1 2 3/4|5
3.2 Understanding of my nee 1 2 31415
4 Why you feel that way?
5 How long have you used Fiwha SPA service?
6 How frequently do you use Filwha Spa service?
7 How frequently do you use FilwhaSpaservice?

+ If you have any addition comment pleas you're thepace below?

Thank you for taking the time to complete this quesonnaire!



CUSTEMER SATISFACTION SURVEY

Questionnaire to be filled by Customers

Thank you for taking the time to complete this qustionnaire!

1. What is your overall satisfaction rating withr@ompany?
. 5 - Very Satisfied

. 4 - Somewhat Satisfied

. 3 - Neither Satisfied Nor Dissatisfied
. 2 - Somewhat Dissatisfied

. 1 - Very Dissatisfied

2. Why you feel that way.

3. How likely are you to recommend our product faend or colleague?
. 5 - Very Satisfied
. 4 - Somewhat Satisfied
. 3 - Neither Satisfied Nor Dissatisfied
. 2 - Somewhat Dissatisfied

. 1 - Very Dissatisfied

4. Why you feel that way.

5 Please rate your level of satisfaction with ysales representative in the following areas

5.1 Responsive



. 5 - Very Satisfied
. 3 - Neither Satisfied Nor Dissatisfied
. 2 - Somewhat Dissatisfied
. 1 - Very Dissatisfie
5.2 Professionalism
. 5 - Very Satisfied
. 4 - Somewhat Satisfied
. 3 - Neither Satisfied Nor Dissatisfied
. 2 - Somewhat Dissatisfied

. 1 - Very Dissatisfied
5.3 Understanding of my needs

. 5 - Very Satisfied

. 4 - Somewhat Satisfied

. 3 - Neither Satisfied Nor Dissatisfied
. 2 - Somewhat Dissatisfied

. 1 - Very Dissatisfied

6. If you have any additional comments about hosv3pa will be improved your satisfaction with

services, please write here under

7How long have you used Fiwha SPA service?

8. How frequently do you use Filwha Spa service?

9. What is your gender?



10. Which category describes your age?

11. What is your employment status?

12. May we contact you about any of your responses?
. Yes . No

13Contact Information, if applicable

Thank you for taking the time to comple this questionnaire!



2.

MANAGEMENT SURVEY

Questionnaire to be filled by Management members

Thank you for taking the time to complete this quesonnaire!

Describes the functional area in which wrk:

1.1 Do you have Defining job requirements?

1.2 Do you using behavior interviewing skillevaluate against the defined job

requirement

1.3Do you providing training in key areas requiraejivering exceptional personal service.

1.4 Do you Providing ongoing coaching and feedbackensgnal service skill

1.5 Do you Motivating employees to produce outstandesylt

To what extent is your customer service strateggrél

2.1To what extent is your customer service sloganatgukeby all?

2.2To what extent have you defined your customer servalue?

---------2.3T0

what extent have you communized your customer aestrategy?




3.0To what extent have you defined job requirenfi@nservice providers?

3.1To what extent do you train your people in pers@eabice skills?

3.2To what extent do you measure personal sertacelards?

3.3To what extent do you rewarded exceptional peisservice?

4.0 To what extent have you defined your mategalise processes?

4.1 To what extent do you measure your current perfonea

4.2To what extent do you define international srvhteractions?

.4.5To what extent have you established servioel legreements?

5.0To what extent have you made it easy for custemeecomplain?

.5.1To what extent do you train people to handlamaints?

5.2 How effective are you at solving the problenit &sppens?

5.3How effective as you in looking for the root sawand changing processes as a result of customer
complaints?

.6.0 to what extent are your managers directingebm rather than leading?

6.1To what extent do your managers see customacees part of their job

6.2To what extent do managers coach their staffaveonal service skills?




6.3To what extent do managers interact with custete

.7.0Are customer complaints currently tracked?

7.1ls the customer offered recompense if not sedi3f

7 2 Are material service problems tracked?

73 Are processes and procedures constanilgwed to update standards?

80 Do managers take any regular customer seindaceng?

81 Do managers play the role of the serviceigey at any time?

8.2 Do managers understand the difference betweersonal and customer service?

9.0 How successful are you at ‘running intesfexe’ so that your team can complete its work and

meet customer needs?

9.1 To what extent are you providing relevaedteack to team members?

9.2 To what extent are you continually motingtteam members?

Thank you for taking the time to complete this quesonnaire!



Front Door employees’ survey

Questionnaire to be filled by Front door Employee

Thank you for taking the time to complete this qustionnaire!

1 How easy is it for the customer to work withu§o

N

What could be done to make your systems matmers friendly?

3 What else could you do to make your serviceeggpce more positive?

4  What other services could you add?

(3]

What processes actually hinder the service dgliaethis point?

What processes might be added to smooth sereloeedy at this point?

»

7 What will you do differently to improve the effeetiness of your service delivery cycle?

8 What were the gestures you used effelgtv

9 How long did you make eye contact with the oorstr?

10 How would you describe your natural selthathie customer?

11 Is there a problem home in on a particular perémce and components?
Yes No

12 What close it look like?

13 Where is the problem?




1.4What are the facets of the problem?

15 Is it a tangible problem (missing deadlindes#argets)

16 Itis an intangible problem (conflicts)?

.17 What is the problem and what are the symptaintise problem?

.18 What is really the root cause?

19 How could we approach this problem differently?

20 What is some new idea?
21 What are ideas we tried once before but could &lapt

22 What criteria shall we use?

23 How will we weight options?

24 How will we balance objective and subjective cra@r

25To what extent is this solution satisfactorylt® a

25 Do we have time to care?

26To what extent is your customer service strate@jignment with the corporate vision and
mission?

26 To what extent can everyone in your team repeat gostomer service mantra?

27 To what extent is your team adhering to its vetues

28 To what extent have you ensured that your teantheasorrect skill sets?

29 To what extent are teams members clear aboutitithitidual key result areas?



30 To what extent are team members’ workloads acelyregflected in their objectives?

31 To what extent do your team members communicaeet@fely with each other?

32 To what extent do your team members communicatatdbelings?

33 To what extent do your team members try to adagt ttyles when communicating with each
other?

34 To what extent does your team recognize, defineamatlyses potential customer problems?

35 To what extent does your tem generate creativelgmob solving options?

36 To what extent does the team adapt to externalggtan

Thank you for taking the time to complete this quesonnaire!
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St .Mary’s University College School of GraduateStudies

Masters of Business Admstration (MBA)

Inteesv Questions

These interview questions are prepared for fuléihinof a MBA Degree and to held interview with you
service delivery core process Director and Hotelise core process Director of Spa service entsepri
You answers will not be disclosed or used for pagsoother than the stated objective.

1) How is the customer handling in the company?
2) Does the company provide special payment facility?
3) Is there any reward system in the company?

4) Are customer complain currently tracked



5) Are material service problems tacked?

6) Are processes and procedures constantly reviewepdate standards?

7) What kind of activities you under take in develapamployees dealing with service delivery?
8) Is there strong coordination among process?

9) How far frontline supervisor and employees empodere

10)How does employees motivated and skill trainingegi¥

11)What action taken to words improvement, in serdedivery and customer satisfaction?

12)If you want to add anything about the generaliserdelivery effectiveness of the company
you are well came?



