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EXECUTIVE SUMMARY

This study paper is prepared by prospective graduang student for the partial
fulfilment of bachelor of art in marketing management. The research paper is
addressed to the practice of Tourism service marketg in Ministry of Culture and
Tourism as a case study.

The objective of the study is mainly to identify tle real problems of the Tourism
industry and suggest solutions, which will be a bat mark for this industry, to
enhance the service quality. The research distribed questionnaires for foreigners
and local Tourists, for service operating and Touragents to measure the service
quality dimensions such as customers’ complain hatidg, responsiveness, reliability
and others.

An interview conducted with the ministry of culture and Tourism, to understand the
responsibilities and activities of this governmenbody towards the service quality of
the Tourism industry. Besides, the researcher obsving some areas around hotels,
gift shop sellers and NGO’S (Non Government Organetion) offices where believed
was more foreigner Tourists available.

The study paper includes the following organizatios chapter I. includes
background, problems, objectives of the study, scepand methodology, chapter II,
consists of conceptual frame work and literature reiew, chapter Ill, has data

analysis and interpretation, summary of finding and chapter IV, consists of
conclusion and recommendation. At last there is bilimgraphy and appendix which
has questionnaires, and interview.

In general, the researcher believed, the solutionigen in the recommendation will
alleviate the problems existing in the service qudy.



Table of contents
L. Acknowledgement
II. Executive Summary
III.  Table of content
IV. List of table
Chapter Page
L. INtrOAUCTION. .. .ce e e e 1

1.1. Background of the study..........c.oooviiiiiiiiiiii e,

1.2. Statement of the problem ...
1.3. Objective of the study.........ccovviiiiiiiiii
1.4. Significance of the study ..o,
1.5. Scope ofthe Study .........cooiiiiiiiiii e,
1.6. Definition of Terms........ccooiiiiiiiii 4
1.7. Methodology of the study ..........cccooviiiiiiiii .
1.7.1. Research Design.......cccooviiiiiiiiiiiiie e,
1.7.2. Study Population ...........ccoooiiiiiiiii 4
1.7.3. Sample size and Sampling technique ............. 4
1.7.4. Type of datatobeused ..o innns
1.7.5. Data collection method .............cccoeeiiinniennn.
1.7.6. Data analysis techniques..............ccccoovviienen.
1.8. Organization of the study............ccoooiiii i 5
2. LILErature FEVIEW ...ttt e e e e e e e een 6
Conceptual frame work of service marketing.............. 6
Special characteristics of service..................... 6
Quality SErVICe ......coviiiiiiie i e 7

Determinants of quality service..................... 8



Service marketing MiX.......cooeviiiiiiiin i ieeeaaes 8

Tourism meaning, Type and Significance............................ 9
Meaning of TOUNISM.......c.oiiiiiii e, 9

Type of TOUMSM ... e 10

Significance of ToUrSM ..ot i, 11

TourismM iN KeNYa .......oviiii e e e

Tourism in Ethiopia........coooii e 13
Arrivals of Tourists in Ethiopia.............ccco i e, 15

Tourism expenditure .........ccooveieiie i e e 15
ACCOMMOAALION ....ue et 15

Tour operator and Travel agents.............oovvvveiininnnnns 16

3. Analysis and Interpretation of Data.............coocoiiiiii i,

Summary of INEIVIEW ... e e 18

Summary of data from questionnaires .............coooieiiiiiiniennns )

4. Summary Conclusion and Recommendation .................ccoevvnenn.

SUMMETY ettt e e e e e eae e e 37
CONCIUSION L.t e e e e 39
Recommendation ...........c..oovoiiiii i 41
Bibliography
Appendices



List of table
Table 1:- characteristics of respondents ...........c.coooiiiiiiiiin i, 21
Table 2: Tour service operating respondents regardig
Tour service actiVities ........cooiiiiii e 22

Table 3:- Respondents of Tour service providers atub

SEerviCe QUANILY ...oe i 23
Table 4: Analysis of the service providers complat ...................cooevee. 26
Table 5: Other analysis of employees of the serviggovider...................... 27

Table 6: Analysis of customers/Tourists opinion toards

TOUFSIM SEIVICE ...ttt e e e e e e e 28
Table7: Evaluating the service providers of goodelation ship .................. 30
Table 8: Variable rating the Tour service provide service quality ............. 31
Table 9: Rating the service provider basedoncult@ .............................. 32
Table 10: Complaints handling of Tour service prowder ................co.veenee. 34

Table 11: Analysis of research from observation.................c.cooiiiiiinnn. 36



CHAPTER ONE

INTRODUCTION

1.1. Background of the study

Lea (1988:4) pointed out that the world tourism ®he sum of phenomenon and
relationship arising from the travel and stay on-nesidence in so far as they do not led to
permanent residence and are not connected to anin@activities. In relation to this,

tourism service marketing is the act of travel fsedominantly recreational or leisure

purpose, and also refers to the provision of seriwicsupport of this act.

Habte Sellassie Tafesse founded the first tourisraraorganization in 1950’s and named
as Ethiopian Tourism Organization (ETO), but thesre so many ups and downs. It was
not easy to start the tourism industry in EthiopMost people infect hostility to the very

idea and particularly to photography. Then themrevno rudimentary facilities and

service. There was a very modest budget for thelevbector, which amounted to only
220,000 birr (Seifu, 2007:13).

Ethiopian tourism in the Derge Regime was in problecause of the political philosophy
of the government. It nationalized the privatertoperators and established one tour
operator called (NTO) and the western people wataliowed to come to Ethiopia.

(Source: Brochures).

After 1983E.C. due to the government change, thieips changed and the tour operators
became privatized. As a result of the privatizatid public sectors, competition between
operators grew up and tourism industry was improv8y further studying the tourism

potential of the country, the tourism commissiorswagraded to a ministry level by being
combined with the culture office at the end of 1897. and was given new name: Ministry

of Culture and Tourism. (Source: Brochures).

Even though the tourism industry was developedietlaee still recurrent problems that
hamper s the sector service improvement as expec&uime of the causes for these



problems are lack of accommodation such as Hotetiging, Guest House, Lack of

infrastructure and lack of skilled tourist guide tc.e

In view of these, this research paper will studyatvproblems currently exist in the
tourism service marketing and possible recommeodatill be given by taking into

consideration government and private tour serviogigders.
1. 2. Statement of the Problem

History tells us about Ethiopia has 3000 yearsistbhy and is a resourceful country with a
diversified ethnic and cultural settings, and i®Wn to be the beginning of human life in
this globe. In this sense, the country has a witential to exploit its resource in tourism

industry, which is one of the means to generatenme

In order to maximize the benefit of the industrthiBpia should focus on the service
qualities that are given by the sector. Ethiopiane of the least developed nations in the
world, and the tourism industry should have beeplated to generate better income.
However, due to low level of tourist attractionopanfrastructure, political instability, and

related problems this has not been achieved so far.

The company published document of Ministry of Crdtwand Tourism show that the
quality service delivery of tourism in Ethiopia v&ry poor and still does not show a
tremendous improvement as expected. This prokdemoire aggravated due to the cause
of the following reasons, which are the most crucaauses of the stated problems observed

by the student researcher.

- Lack of sufficient accommodation such as hotel,sgumuse, gift shop,... etc. in
the area of eco-tourism
- Lack of sufficient infrastructure

- Unskilled tourist guide

Because of the above mentioned problems, the toundustry offers poor service quality.
In addition, it is predicted that unless some messare taken, the tourism industry will

not show any improvement as desired.



1.3. Basic Research Question

In light of the above this study were attempt talrads the following basic research

guestions:-

1.

1.4.

What are the major factors that negatively imphetdurrent service quality of the
Ethiopian tourism industry?

What measures should be taken to improve the egigibor Tourism service
quality of the country?

To what extent are the responsible bodies andeeproviders monitor and timely
follow up the quality of tour service?

Objective of the Study

Upon completion of this study, inherent problemshaf tourism industry will be identified

and possible solutions will be forwarded, which baused as a bench mark for the sector

to enhance its service quality.

In addition, the specific objectives of this stiate:-

1.5

To identify the major problems of tourism in Ethi@p

To develop more consideration, awareness in tHeslstdders in the tourism area
of marketing service

To craft a well standard quality service delivenathin the sector that will help in

minimize or eliminate poor service quality.

Significance of the Study

This research has its own contribution in the felltg aspects:-

It will give appropriate solution for the existimyoblems to the issue of tourism
service quality.
It helps to promote tourism, which can be a goodrs® of income for local

communities around the tourist areas.



= |t is assumed to be important in that it will sea® an additional input for the
existing literature and to those who need to cohdumilar study about tourism
service marketing.
1.6. Scope of the Study
Even though, the consideration of creating staridamualities as such are not deliberately
worked in the past through out the eco- centehefdountry this study is conducted by
taking as a case study of Ministry of Culture armuflsm. Because of time constraint,
these studies were emphasizing only by taking samplAddis Ababa. The researcher
takes as a sample 20 private service providersnatidnal tour organization in Addis
Ababa city.

1.7. Definition of Terms

Accommodation: - is providing lodge, hotel another gift shop fourists.

Tourism:- is the act of travel for predominantly recreatibor leisure purpose, and also

refers to the provision of service in support a$ thct.
1.8. Methodology of the Study

1.8.1 Research Design

This study was be carried out by employing deseeptresearch design, which was
facilitate the use of questionnaires, interview ahdervation to describe the tour service

delivery from selected samples.
1.8.2 Study Population

The population of this study includes tour opemateuch as private tour agents, the
National Tour Organization and the Ministry of GQué and Tourism. Besides this study

was also include both foreign and local tourista atudy population.
1.8.3 Sample Size and Sampling Techniques

The student researcher has taken 10 private seprimaders out of a total of 20 by

employing simple random sampling technique becdbse method used to give equal



chance to all samples. Since this research igaedifor problem solving, 200 samples
were selected to determine the sample size afhieauggestion given by Malhotra (2007).
Accordingly 30 tour guide were selected for the glaeh tour operators by lottery method.
On the other hand 170 tourists (100 local and 7@ido) were selected by using
convenience sampling technique because of thereog@neity property of tourists and
also tourists was contacted as they came to thk oieshe tour operators. Besides,
interview was conducted with three managers of $smnmompanies by purposive
sampling method because those managers were hdvexperienced and expertise on

eco-tourism.

1.8.4 Type of Data used

The researcher uses both primary and secondargesotor make the study more fulfill.
1.8.5 Data Collection Method

The primary data were collected through 200 questges, administered to tourists and
tour service providers and also interview checkiiste prepared and used to collect the
gualitative data. More over the secondary dateevestlected front company published

documents.
1.8.6 Data Analysis Method

The responses to questionnaires from selected sawgyle systematically tabulated and
statistical measures like percentage were usedrfalysis of data. The responses to some
interviews open ended questions and observatione vesrtalyzed qualitatively, and

discussed in words.
1.9. Limitation of the study

There is a limitation on getting the right peopleietr have an objective to tour called
Tourists due to the main reason that unable totifgerasily the right Tourists, and

shortage of time while conducting the study.



1.10. Organization of the Study

The paper was organized in four chapters. Thednuirtion part was presented in the first
chapter which includes the background, statemethefroblem, objective of the study,

significance of the study and organization of thpqy.

In chapter two, there was summary of conceptual lgechture review and chapter three
was containing analysis and interpretation of dmtd the end of the paper was take
chapter four. It was give summary conclusion aedommendation and at last

Bibliography and Appendix was attached to the neteeeport.



CHAPTER TWO
REVIEW OF LITERATURE

2.1 Conceptual Frame work of service marketing

Kotler (1998:464) defines services as any act ofopmance that one party can offer to
another that is essentially intangible and doesresilt in the ownership of anything. Its

production may or may not be tied to a physicatpma.
2.1.1 Special characteristics of service

Stevenson (1999:420) defines Service are said e feur key characteristics which

impact on marketing programs. These are:-
Intangibility

Service are intangible they cannot be seen ordest@is can cause lack of confidence on
the part of consumer. To reduce uncertainty, ustaus look for signs of service quality.
They draw conclusions about quality from the plgmepple, equipment, communication
material, and price that can see. There for théseproviders task is to make the service

tangible in one or more ways.

For instance the tour service provider/operator wWants to transfer the idea that is service

is
Inseparability

Service are produced and consumed at the same tinike goods, which may be
manufactured, the stored, for later distributioithis means that the service provider
becomes an integral part of the service itself.cadse the client or the tourist is also
present as the service is produced, tour serviceiger or client interaction is a special

feature of service marketing. Both the provided #re client affect the service outcome.



Heterogeneity/Variability

Service are highly variable, their quality depemdwho provides them and when, where,
and why they are provided. Service buyers are @wohthis high variability and frequency

talk to others before selecting a service provider.

Service firms can take several steps toward quetitytrol. They can carefully select and
train their personnel, provide incentives that eagire quality. They can make service
employees more visible and accountable to consumeXsfirm can regularly check
customer satisfaction through suggestion and campkystems, customer surveys, and
comparison-shopping, so that poor service can lbectsl and corrected. How a firm
handles problems resulting from service variabildtgn dramatically affect customer

perception of service quality.
Perishability

Service is perishable they can not be stored far Isales or use, unlike product that
behaves the characteristics of inventoried for lage or to overcome the sudden stock out
cost.

2.1.2 Quality Service

Quiality refers to the ability of a product serviceconsistently meet or exceed customer
expectation. In short quality means getting wiatrypay for, (Stevenson, 1999:420).

Service quality is measured on two levels:

Technical quality: - is the overall efficiency with which a service pider or operator
handles its tourist’'s accounts in terms of by gjvall the necessary information for four

areas.

Functionality :- refers to the way the service is actually dekek this includes the service
provider courtesy, the service environment in teahsomfort and décor, the customers’

own role.

2.1.3 Determinants of quality service



Reliability : - involve consistency of performance and depeititiab
Responsiveness Concerns the willingness or readiness of eng#syto provide service.

Competence - means possession of the required skill and kedge to perform the
service.

Access - involves approachability and easy of contact.

Courtesy. - involves politeness, respect, considerationgd drnend ness of contact
personnel.

Communication: - means keeping customers informed in languagg tan understand

and listening to them.

Credibility : - involves trust worthiness, believability, anohiesty.
Security: - is the freedom from danger, risk or doubt.

Understanding/knowing: - refers the customer involves making éffrt to understand
the customers’ need.

(Tangible: - include physical evidence of the service.
(Source: Zeithmal, v, and Binter J. 2004:23-25)
2.1.4 Service Marketing Mix

One of the most basic concepts in marketing igrtheketing mix Zeithmal, v, and Binter
J. (2004:23-25) define service marketing mix aseleenents an organization controls that
can be used to satisfy or communicate with custemefervice marketing mix is
composed of seveRs’ product, price, place (distribution), promotiqreople, physical

evidence and process.

Product: - its physical good feature, quality level, acmges, packaging, warranties,
branding ...etc.

Place - includes channel type, intermediaries, trangtion, storage and managing
channels.

Promotion: - comprises promotion blend, sales people, abegtetc.
Price: - flexibility, terms, differentiation, discountand allowances.

People - all human actors who play important role invess delivery and thus influence
the buyer’s perception.



Physical Evidence - the environment in which the service is delaceand where the firm
and customer interact: and any tangible compontesit facilitate
performance or communication of service.

Process - the actual procedures, mechanisms and flowctiwity by which the service is
delivered the service delivery and operating system

2.2 Tourism Meaning, Type and Significance
2.2.1 Meaning of Tourism

Goeldne (1990:4) pointed out that the word tourisma composite of activities, services
industries that deliver a travel experience nanteipsportation, accommodation eating
and drinking establishment, shops entertainmeutlittas and other hospitality services

available for individual or groups that are tramglaway from home.

The above definition of tourism is strengthened Mdgtheson (1992). Tourism is the
temporary movement of people to destinations oetsietir normal places of work and
residence, the activities undertaken during thigiy & those destination and the facilities

to cater to their needs.

Internet definition of tourism found in Wilkiped{aeehttp://wilkipediaOrg) tourism is
defined as:

- The act of travel for predominantly recreational@sure purpose, and also refers
to the provision of service in support of this act.
- The sum total of operators, mainly of an econonaiture, which directly relate to

the entry, stay and movement of foreigners insidg autside a certain country,
city or a region.

- The sum of the phenomena and relationship arisorg the travel and stay of non-
residents, in so far as they do not lead to permtanesidence and are not connected
with any earning activity.

- The temporary short term movement of people toinksdn outside the places
where they normally live and work their activitiekiring the stay at each

destination. It includes movement for all purposes

According to the World Tourism Organization (WTQJ9Y) tourism is the activities of

persons traveling to and staying in place outdié# tusual environment for not more than



one year for leisure, business and other purptsssetvisitors whose length of stay in
country reach or exceed 24 hours thus spreadilegsit one night in the visited country are
called international tourists. But if any persasited a country other than their usual place
of residence but outside their usual environmentldes than travel consecutive months
and whose main purpose of travel is not to work pay in the place visited are
international visitor. And if a foreign visitor wie stay does not exceed 24 hours are
called the same day visitor/ Excursionist.

2.2.2 Types of Tourism

United Nations World Tourism Organization (UNWTQOQ94) identified two forms of
tourism.

DomesticTourism:- It involves of the given country traveling oniyth in the country.

In Bound Tourism:- It involves non-residents traveling only with ithe country.
According to world tourism organization (WTO, 2001purism can be classified in
deferent ways. The following are some of them.

1. Eco-Tourism: - It is a form of nature based tourism relying watural living
environment and maintenance of their natural estesy. In eco-tourism the
physical environment is the focus of the touristivity. Eco-tourism activities
typically focus on providing access to remote, rare/or spectacular natural
setting. Tours that concentrate on wildlife viewviswre another major form of eco-
tourism.

2. Culture Tourism: - It is refers to the segment of the industry thiaices special
emphasis on cultural attractions. These attrastiare varied, and include
performances, museums, displays, and the likedelreloped cultural attractions
include are galleries plays and orchestral andrathesical performance.

3. Rural Tourism: - It is the primary tourism generating marketse drighly
developed urbanized areas most of the residentseesé areas wish to escape from
their modern urban and suburban environments. \Agitisimpler, less dev eloped
areas rural, adventure, and cultural tourism ateno€ited as the segments of the
tourism, that had the most promise of incorporativgprinciples of suitability.

4.  Adventure of Tourism:- It is many tourist have the desired to partitgpactivist

that provide them with a challenge, thrill, or imte experiences. Some of these



tourists want to test their physical skills in newusual ways, with activities like
mountain climbing and liking. In general adventtwarism relies on natural and
environmental features, such as mountains, riverssts and the like.

5. Health Tourism: - It refers to travel to facilitate and destioas for obtaining
health care services or health related benefitaltHeourism thus encompassed
may different types of activities, which emphasis the health of the tourist.
Health tourism is considered to be a segment witicmpotential during the nest
decades, a generation of people who become antaotes to modern medical
care will entering their retirement’s years.

6. New age Tourism: - A growing number of tour operators are offerimgpgrams
that focus on metaphysical and spirituality desihfor travelers in search of life’s
deeper meanings and wishing to escape from thesgixee materialism of the
world people who consider themselves part of thve age movement share a belief
in the importance of learning from the ancient uds, encompassing spiritually,
metaphysics, yoga, mediation, natural healing, loggoand communication.

7. Educational Tourism:- Although all tourism can be thought as education the
sense that the visitors about a destinations @jlswciety and other aspects, the
term educational tourism generally refer to tramelhich the learning occurs with
in structured or formal program. A familiar andpptar form of educational
tourism is the “study abroad”, in which studentseradl schools or programs
(usually for semester or academic year) in otheations often in a foreign

country.
2.2.3 Significance of Tourism

Tourism has its own benefits. The benefits areudised below.
Benefitsof Tourism

Tourism has been the most prominent civil indusirythe world (Okungu, 2001, and

http://wwwllwww world-fourgh.Org). According to Dleke (2003), thenefits of tourism

are usually felt at two levels these are Macrogmati and Micro or substantial level. At
the macro-level, tourism is expected to faster egoo growth through foreign exchange
earning and a increase in state revenue.



At the second level on the socio cultural sidetoasism is a massive interaction of people
(Dleke, 2003), tourism promotes a certain aspedtanter-cultural communication,
stimulates the expression of traditional wear, iceindustries and provides opportunities
for the growth of local entertainment. In additbrourism helps promote conservation
and biodiversity, historical and cultural sitesk(@gu, 2001).

Africa countries comparison of receipts per touriss for 2009

Country 2009 Receipts/tourists
Tourists Receipts in 000'us

Egypt 5746 4,584,000 798
South Africa 6505 4,270,000 656
Morocco 4552 2,856,000 627
Tunisia 5114 1,583,000 310
Maturitus 702 683,000 973
Tanzania 552 450,000 815
Kenya 927 359,000 387
Namibia 659 333,000 479
Uganda 305 189,000 620
Reunion 432 311,000 720
Senegal 354 184,000 520
Zambia 578 149,000 258
Sudan 51 118,000 2314
Ethiopia 184 90,000 489

Source: Ministry of Culture and Tourism Organization comgaim of tourism stat, 2009
edition.

2.3.  Tourism in Ethiopia

Ethiopia is one of the largest countries in Sub&Bah Africa. The country covers 1.14

million square kilometer and occupying a large pétiorn of Africa.

The country is endowed with unique combination aftunal and cultural heritages,
impressive scenery, suitable climate, rich flord #éauna and recognized archeology sites.
Its capital, Addis Ababa is the seat of many formedanizations including of African
Union (AU) and the United Nation Economic Commissior Africa (UNECA).



Ethiopia as beautifully endowed with many kindswafd life all fauna more than 800
species of birds reside in Ethiopia of which 23 anelemic to the country these are 100
species of mammals of which seven of big mammals @ndemic to Ethiopia
(Ayalew,1998).

The mountains, the lakes and the rivers of the tgumave many fascinating features.
There are 25 mountains in central and northernogtaj which are 400 meter above sea
level an 60 of them are above 3000 meters sea. leMad fourth highest pick of Africa’s

mountain Ras Dashen is located in Ethiopia.

The Blue Nile, Awash, Genale, the Wabishebelle, Oifekeze and Baro covers are
among few and the most useful rivers for the cquaticio economic development. The
most known natural lakes are also in the main vétley region of Ethiopia. Lake
Langano, Abyata, Shalla, Abaya, Chamo, Awassa #mer are among the potential ones
for the development of tourism.

Ethiopia is the thirteen-month of sunshine countijhe principal rainy season is from

June-September, while little interruption of ram February and March. The average
temperature of the country is @8in the hottest seasons andcl# the rainy season the

average annual rainfall of the central high larel4000mm. The coldest night registered
in November and December while the wettest monthslaly and August humidity varies

between 50% and 80% through out the year.

Ethiopia also has a rich history. Its history exgm in the per-historical period when
written history was not available. Among otherntfg the eight world heritage sites
namely the Axum Obelisks, the Castle of Gonder, Sieenen Mountain Natural Park, The
rock-hevin Churches of Lalibella, the Stealea gfarHandar Palleontologicall sites, the
lower Omo Valley and the Walled city of Harar regred by UNESCO as World
heritages, testify Ethiopian’s might of ancient ¢iran the endowment of country with
significant tourists attraction site.

Compared with other countries in the world touriasran economic sector, came into
being in Ethiopia very recently. It was somewhier¢he second half of the $Gcentury
that the imperial government paid attention togéetor.



The initial year of the tourism industry in Ethiags 1996. During which the uncles of the
tourist office in the history of Ethiopia emergeadthe capital of the country. Because of
this, 1996, is known as the year of tourism ancetimhere this industry was accepted as
illustrative business activity for the first momdayt the governmental of Ethiopia (Ayalew,
1998).

2.3.1 Arrivals of Tourist in Ethiopia

The country has six major tourists’ ports, by aiddls Ababa, Dire Dawa, by Road

Moyale, Metema and Garifi and by Rail Demale.
2.3.2 Tourism Expenditure

Reading receipt from tourism sector, it has shoteady increase from 1997-2005 except
in 1998 during Ethio-Eritrean war, which causeckalithe when compared to the previous.
In 2009 the country’s tourism receipt is estimatede birr 1.2 billion which has shown
103.8% growth when compared with last years. Tieatcbelow shows receipt in USD
for the years 2001-2005.

Tourism contribution to export for the years 2001 b 2005 in millions of
uUsD

Percentage | Percentage

Year in GDP Export Receipt contribution | contribution

G.C to export to GDP (%)

(%0)

2001 791: 252.¢ 77.1 17.0¢ 1.07
200z 785¢ 482.7 89.€ 18.6: 1.14
200¢ 918t 600.7 114.: 15.2¢ 1.1¢
200¢ 927: 806.4 134. 11.4¢ 1.6¢€
200¢ 9957 830.< 149.¢ 11.99( 1.7¢

Source National Bank of Ethiopia

2.3.3 Accommodation




When we talk about tourism, we talk about threadesnstituents of tourism. These are
attraction, transportation and accommodation. Wikiersay accommodation basically we

say hotels those give lodging service.
Accommodationstatic’s (governmenthotel)

The governments hotels are organized in five chamely Ghion, Ras, and Wabishebele,
Ethiopia and Filwoha Hotel enterprises. The histooute is served by largest chain the
Ghion, the eastern part of the country by Ras,whkst by Ethiopia and the south by

Wabeshebelle. The specialized Wabishebelle chansists of spots such as Sodere and
Wondo Genet resorts.

2.3.4. Tour operator and Travel Agents

At present there are 120 licensed and qualified operators in Ethiopia. This is a great
leap forward against 1990’s figure of one governheevned National tour operator. Tour
operators have their own logistic facilities ana@a@uoplished the tour activities their own
receive revenue by setting their own price. But tagents facilitate the tour activities, and
for others receive revenue as a commission frorarsth

(Source: Ministry of Culture and Tourism).

Tourist ClassHotel in Ethiopia

Regional State Type of Star Number of Hotel

1. Addis Ababa 5 2




4 8
3 13
2 15
1 16
Recommended for Tourists 5
Total _ 59
2. Amhara 3 5
2 1
1 10
Recommended for Tourists 5
Total _ 21
3. Oromia 3 2
2 7
1 12
Recommended for Tourists 15
Total 32
4. SPNN 3 1
2 3
1 12
Recommended for Tourists 5
Total 21
5. Tigrai 4 1
3 2
2 3
1 8
Recommended for Tourists 8
Total 22
6. Dire Dawa 3 1
2 2
1 2
Recommended for Tourists 2
Total 7
7. Harari 2 1
1 2
Recommended for Tourists 5
Total 8
8. Somalia 1 2
Recommended for Tourists 3
9. Gambella 1 1
Total 1

Source: Tourism Report 03/01/2010

CHAPTER THREE




Data Presentations, Analysis and Interpretation

This Chapter deals with responses obtained frongtlestionnaires filled by tourists and
service operators and interview conducted with adstrative managers of Ethiopian
Tourism Commission and observation by the researcl®r the sake of representative
sampling of the whole population, the researchek @ sample of 170 foreign and local
tourists. On the other hand, 30 individuals welected from 10 tour operators or service
agents.  For the sake of observation, the relseatded to see the physical layout or
tangible evidences and the promotion material$eftour service operators or agents. A
total of 200 copies of questionnaire were prepaed distributed for selected sample
groups i.e. tourists and tour service providersut 6f each of the 170 and 30 copies,
160(94.1%) and 25(83.3%) copies were properly cetedl and returned by tourists and
service providers respectively, from the return88(22.5%) questionnaire. Out of this 37
were discarded due to improper responses of thelsapand the researcher analyzed 150
clearly filled questionnaires. The gathered dateevemalyzed using simple percentage and

open ended question and interviews were qualilgtaealyzed.
3.1. Summary of Interview

Understanding what the vision, mission and obyestiof Ethiopia Tourism Commission
help to, examine the organization where it is gand how it achieves the short and long

term objectives that support us to determine thec¥eness of its marketing activities.

The moderator asked questions regarding the vamhobjectives of Ministry of Culture
and Tourism, then and the participant of the inewgave the responses. The long term
vision of Ethiopia Tourism and Culture Ministertésmake Ethiopian one of the ten tourist
destinations in Africa by year 2020, with an emphas maximizing the poverty reducing
impact on tourism. And also the major objectivethvim the sector are:-

<> To maximize the direct economic impact of tourism.

X Increase the indirect economic impacts, and noitegertantly

X Improve Ethiopia’s international image and positng including its culture and
environmental standing.



Regarding to the responsibility of Ethiopia Tourismmmission the interviewer respond

the following: - The responsibility of Ministry dulture and Tourism are
- promoting the industry and
- Control the service quality.

Regarding this, the Ministry of Culture and Touridras the following role in service

quality:

X Give standard and training, and measure the quaiitiye hotel

X It gives assistance for regional tourism bureaus.

Based on the interview with administrative persénhe indicates that the responsible
body that controls quality of products as well asvige is Ethiopian Standardization
Organization. Therefore, the quality of the tomriservice is also controlled by this
government body. But the Ministry of Culture anoufism gives standards and measures

the quality of hotels.

According to the interview, there is a marketingpal@ment in Ministry of Culture and
Tourism, which caries out the task of promotion anarketing. The main role of the

marketing department is to promote and give stahfitartourism service marketing.

Regarding the training, Ethiopian Ministry of Cuktuand Tourism has training centers,
which are Tourism Catering and Training Instituté&thiopian Tourism and Cultural

Ministry does not give a direct training for towgrgice operators employees’ as well as
tour guide personnel’s, instead it gives a consaltaservice whenever the demand arise

for professional service by helping the requeshiady at the spot.
According to the interview, about 165 tour opersfulfill the minimum requirements.

The standard of the service of tour operators iasmeed by their logistic capacity such as
car, professional guide personnel, office, garagel ather necessary equipments.
Ethiopian tourism and culture ministry believed ttithe service qualities of the tour

operators are gradually showing improvement.



According to the interview, Ethiopian Tourism andul@re Ministry is promoting
Ethiopian Culture, eco tourism areas, and othegrsaking the country as a brand. A good
example for promotion is travel writers, and cuthethe Chine’s film team (those who
comes from Chaina and promote the industry all elerworld) is trying to promote the
activities and tour service, and eco tourism aredkhe service operators currently
accomplish the advertisement role. They introduttedlr logistic capacities to attract
tourists.

Comments to improve the service quality of tour agvities

Tourism in Ethiopia is under developed becausdeflack of giving concentration to the
tourism sector and Service giving program. If #fsve problems are solved, the service
quality in this sector may show improvement.

3.2. Summary of Data from Questionnaires (For TouProviders/ Operators)
The data were classified according to selectedsitena table 1 presents the characteristics
of respondents (the background information).

Table 1, Characteristics of Respondents



ltem Tour Providers/Operators Tourists
Number Percentage Number Percentage

1. Age

20-30 1 4 58 46.7

31-4C 20 8C 25 2C

41-5C 3 12 25 2C

Above 5( 1 4 17 13.2

Total 25 100% 12k 100%
2. Se

Male 25 100 92 73.3

Female - - 33 26.7

Total 25 100% 12k 100%
3. Nationalit

Local 25 100 75 60

Foreigr - - 56 40

Total 25 100% 12F 100%

The age distribution on table 1 indicates thatrtfagority of the tour service operators are
between the ages of 31-40, which is a good ageeravigch indicates that sampled

customers are matured enough to respond to tharobsguestion objectively.

On the side of tourists, the highest percentagéojdfalls between the age 20 to 30
followed by 20% of respondents that are betwaed0, and12% of them are 41-50. This
will give for tour industry a clue to understanddastudy in the future about customers’

behaviors.

When we see the sex distribution, males dominati famale counter parts of providers

and tourists category, which amounts to 25 andh92umber i.e. 100% and 73.3% of the



total respondents respectively. This shows theoritgjshare is male for tour operators
and tourists. When we analyze the tourist's natfion distribution, the researcher
distributed questionnaire to foreigners which reprged 40%. This data help to study

customers behavior to set service quality standasgd on the needs of customers.

Table 2 Tour Service Operators Responses Regardifigpur Service Activities

No. Particulars Responses
Numbe Percentac

1 Positicn in the firnr

A. Manager 3 12

B. Driver 10 40

C. Tour guide 12 48

Total 25 10C

2 Type of help obtained from Ethiopi

Tourism and Culture Ministry
Promotion

Price setting

Training
6 24
No benefit
19 76
Total 25 10C

According to Table 2:- Item 1 show us the positi@hd by the employees in the firm that
most tour operator employees’ are tour guide whichke up 48% from the total
respondents, and the next is the drivers that coaao.

Again, table 2, Item 2, shows us that 76% tourisergroviders do not receive any kind of
training from the Ministry of Culture and TourisiAs per the above Table 2, 24% have
got training that was given by the Tourism Insétut So based on the result service
providers/operators do not receive any traininge Thasult is not as such satisfactory,

because the training may help them to increassdhace quality of Tourism.




Table 3, Responses of Tour Service Providers abo8ervice Quality

No.

Item

Excellen
t

V. good

Fair

Poor

V. poor

No. | %

No.| %

No.

%

No.| %

No.| %

Provide prompt service
(Responsiveness)

25

100

Ability to perform
promised service
(reliability

20

80

Ability to respond to
unexpected reaction of
the tourist

15

60

10| 40

Courtesy and
confidence of the
employees (Assurance

20 | 80

Availability of facility
(tangible/physical
benefit)

15

60

Yes

No

No.

Percent

No.

Percent

Taking Customer
training program

25

100

Satisfaction with your
firm salary

25

100

Table 3 Item 1 shows that, for the question of g prompt service (responsiveness) from

the tour service provider respondents i.e. 25 (208&d it is fair. This shows even though

their service is fair, they are not very satisfagto

The service providers should improve its prompviser because the quality of the service is

also, determined by the prompt activities of thevise provider.



Item 2, of table 3, which shows ability to deliyeromised service (reliability), 80% of the
service providers responded “fair”, and 20% saierjgood”. From this, it can be determined

the reliability of the service providers is notisttctory.

Conceptual frame works, shows that the consisteftiye performance and dependability
that possessed by the service provider is an irapbfactor to increase the quality of the
service. Like the differentiation of product stigyeservice also could be differentiated by
the quality of the service personnel provider thadsess, prompt, reliability, and empathy

of the service provider from competitors.

Item 3, of table 3, deal with the ability of thengee providers to respond to unexpected
reaction of the tourists such as unusual feelirigewrists. For this, 60% of the employees
of the service provider responded fair, and 40% p®bis shows handling of unexpected
tourist’'s reactions such as unusual questions ath@uecotourism areas and other is not
satisfactory.

From conceptual frame work one of the major prolslam the tour guide is lake of
communication with tourists, they are mostly mormjented, and they do not give
attention to read about historical, and literatofréour, because most tour guide personnel
do not have skill.

Item 4, of table 3, about the courtesy and confidenf tour provider employees, which is
assurance; 80% responded “very good”. This shog ¢bnfidences of employees
(assurance) are satisfactory. From theoreticateots, the service provider should be
improving trust worthiness, believability, and hetye which is one of the determinant

factors of quality service.

Item 5, of table 3, that describe a variabilitytafgibility (physical benefits) to attract and
initiate the feelings of customers, 60% respondsatd that it is fair. These shows the
service providers are not satisfactory.



Conceptually, we have that; the physical evidenteéhe service is determined by the
tangibility of the service providers. The physibanefit of the service providers is one of
the mechanisms to attract customers. Thereforeséidce provider of the tour service
providers should improve its tangibility, and ugpg@@priate technology.

This show that one way of differentiating serviceliwery is through the physical

characteristics. The service provider agents/ dapes'acustomers’ are also foreign tourists’
not only local peoples, so their exterior and iateshould and decorated with historical
back grounds. The office should better include walt shows that help to initiate

customers, and the bar ground music, the trangmorsaphysical facilities should be light

and up beat. Its equipment should better culturattmic members (groups) in Ethiopia.

Item 6, of table 3 is concerned with taking custoseaining program by the employees of
the service providers. Employee of the servicevidiers took any kind of customer
training program, which represents 100%. There fappropriate training should be
designed to teach employees and managers thedkésc

Item 7 from table 3, represents the satisfactiothefemployees with salary of their service
providers: Not all employees satisfied with theasalof their firm. This is not satisfactory

in the tourism industry and has adverse effectierservice quality.

From the conceptual framework, we have that ingens an important factor in the service
quality. Incentive is also created by motivatiomhere are a variety ways of positively
motivate performance, which may include giving deneackage like salary increment and
others are necessary. Where such incentives arduliiled to employees, it is creating

dissatisfaction in employees.



Table 4, Analysis of the Service Providers Complatn

No. Item Excellent | V. good Fair Poor V. poor
No. | % No.| %| No.| % | No,| % Na. %
1 Listening to Customers problems 5 20 - - 10 | 40| 10| 40 - -
2 Prompt (quick) responses for - - - - - - 25| 100{ - -
customers/tourists complain
3 Means of to give feed back to the Yes No
service provider
No % No %
12 48 13 52

Item 1, of table 4, represents the ability of empks to listen to customers’ problems: 40% of
the respondents answered poor. This indicatesahace providers are inefficient. Lack of

training for tour guide personal affects their conmieation with the tourists.

Item 2, from table 4, is about prompt responsethefservice providers’ employee if there is
complain from customers/tourists: All (100%) resgents voted, there is poor reaction

toward complain of the tourist. This shows that tesponses are not satisfactory.

From conceptual frame work we have that one ofntleasure of the quality of service is
the ability of the service providers to accommodhte complain of the customers, in our
case the tourists. Not only hearing what complaist@mers but also solving the problems

are important.

Table 4 Item 3, deals with means of giving feedkoto the service provider, in this
regard, 12 i.e. 48% of the respondents gave tlseeenmeans and 52% of the respondents
gave there is no any means to give feed back tsémdce provider. Here again the
researcher decided service activities of the sermproviders are not satisfactory.

In order to handle the customer’s unexpected questhe tour guide personal or service

providers should take training program and upd&emselves. Reading historical



background about the historical places and othezsnacessary factor to handle such

unusual questions.

Table 5, Other Analysis of Employees of the Servideroviders

No. ltem Responses

1 Any special efforts that the service (50% Respondents suggested)

provider expects from Ethiopian Tourissm  Training based on customer handing

Commission - Good relation ship

- Helping how to advertise by tourism
commission

- Coordinating all tourism service activities

- Setting a standard regulation to control t
service quality

2 Strength - It isimproving the out look of the touns
industry
3 Weakness - lack of infrastructure

- lack of communication language (barriers
communication)
- local people are not beneficiaries

Item 1, from table 5, is about the expectationhw service providers from Ministry of
Culture and Tourism: 52% respondents gave themiops. They will expect training who
deals with customer handling, good relationshifping how to advertise, coordinating all
tourism service activities and setting a standarccdntrol the service quality. Their
opinions shows major yardstick for the developmehtservice quality in Tourism

industry.

Item (2 and 3), of table 5, is show the strengtti weakness of the service quality. The
strength of the service quality, given by the resjamts is, the image of the tourism
industry has started growing. With regard to theta®s weakness the respondents pointed
out factors such as lack of coordination to contitwé service quality, most service
providers are money oriented instead of giving isenfor customers; there is lack of
communication due to unable to speak a foreignuagg and local community is not

involved in the benefit of tourism service.



Table 6, Analysis of Customers/ Tourists Opinion toward Tourism Service

No. Item Yes No
NO. % No. %
Recognizing the role of Ministry of Culture and Tiem by | 2C 16.7 10t 83.2
Ethiopia Tourism
People / tourists visited tour area in Addis Ab 10t 83.2 20 16.7
If the response for item 2 is yes, what probleatedl in the No. %
tour areas
8 6.4
- lack of hospitality
75 60
- lack of transportation
8 6.4
- lack of attractive place
17 13.6
- lack of communication /language
8 6.4
- lack of guide personnel
9 7.2
- No problem
Action should be taken to increase the serviceityL
- Use trained tour guide 50 40
- Improving awareness 21 16.7
- Improving awareness of local people 21 16.7
- Availability of hotel 25 26.6

Item 1, from table 6, 83.3% of the respondentsraitlknow any role from Ministry of
Culture and Tourism, while 16.7% recognize the mfidthiopian Tourism and Culture
Ministry. This is not completely satisfactory. $tnistry of Culture and Tourism should
introduce its activities not only using printing dae but through other media.
The right role of Ministry of Culture and Tourisnestribed by respondents are as follows:
<> Attract Tourists
X Promoting Historical area
X Promoting cultural area

X Protecting wild life




Even though the respondents save their own respoaiseut the role of Ministry of
Culture and Tourism, they could not point out tight activities in the tourism industry.
The activities of Ethiopia Ministry of Culture anktburism in the tourism industry are

promotion, service quality control and timely fallap.

Item 2, from table 6, for those customers who engted any tour areas in A.A. or outside

the Addis Ababa; 84% of the respondents visitedediht tour areas. The rest 16%

respondents did not visit any area.

Item 3, from table 6, which refers to problems thave faced in the tour areas, 75 tourists
i.e. 60% response say, there is a problem of taategpon. The next faced problem was

lack of communication language, i.e. 13.3%. H®hiews the communication ability is not

satisfactory for service quality in the tour indyst

Item 4, of table 6, is regarding the action toddesh to increase the service quality. As per
the above table, 40% respondents said use of tragnéle personnel, the next 26.6%

customers said improves the availability of hotfE€herefore, it's better creating the

necessary procedure and policy to facilitate trgnand improving fast accommodation

system to over come the problems temporarily.

Table7, Evaluating the Service Providers of gooRelationship

No. ltem Excellent V. good Fair Poor V. poor

No. % No. % No. % No. % No

%

1 Effort of employees to| - - 8 6.7| 84| 66.7 33 26.6
create good relationshiy
with customers

=4

2 | Willingnessto listento | 8 6.7 59 | 46.6 25 20 25 20
tourists

6.7

3 Treating customers with 33 | 26.7| 75 60 17| 13.3 - -
respect and dignity

4 Convenience of hotel 17 13)3 2b 20 33 26.7 60 40 -

5 Convenience of - - 18 | 6.7| 60 40 67 53.3
transportation




For Item 1 refer to effort of employees of servceviders to create good relationship with
customer. For this question, 66.7% of respondeaits fair and 26.6% of respondents took

poor.

For Item 2 from tale 7, is concerned with willingseof the service provider to listen
customer/tourists. According to the feedback oiadj 46.6% and 20% of the tourist
(respondent) said very good and good respectively @7% of the respondent says
excellent, and very poor due to this. We concluthed some customers are satisfied and
the others are not. Anyhow, the service providesvadlingness’ to listen customers. It is

satisfactory for tour service providers.

Based on table 7, for Item (3), i.e. treating costcs with respect and dignity, 60% of
respondents said very well. These show the tawicgeproviders have a positive attitude
for treating customers with respect and dignitysémvice quality treating customers with
respect tourist and dignity plays a role to minienistomers’ dissatisfaction.

Item (4 and 5), based on table 7, convenience isiand convenience of transportation
40% and 53.3% of tourist respondents replied p@spectively. This indicates hotels and
transport availabilities are in undermined conditiand not completely satisfactory.

Literature shows restaurants recommended for tisuiis Ethiopia have limited number.
There is relatively large numbers of hotels andargsints in Addis Ababa, but outside the
city, there are no sufficient hotels for touristsack of sufficient accommodations and

transports are great problem in Ethiopia tourisdustry.



Table 8, Variable Rating the Tour Service ProviderService Quality

No. Item Excellent V.good | Fair Poor V. poor
No. % No.| % No. | % No. | % No.| %

1 | Providing prompt service | 8 6.7 | 33| 26.184 |66.6 | - - - -
and willingness to help
customer

2 Reliability of service 8 6.7 | 25| 20 | 67 53.3| 17 13.3 8 6.
providers

3 | Confidence of employees of 8 6.7 | 67 | 53.342 [333] 8 6.7 | - -
service provider (Assurance)

4 Tangible/physical benefit of| - - 12 | 10 26 76.71 17 13.3 - -
the tour service provide

Item (1), from table 8, represents the respongserof the service providers to ward the

tourists 26.7% and 66.6% of respondents marked geogl and fair respectively from the

total tourists who filled the questionnaire.

In general, the responsiveness of tour service igeos/tour guide is not satisfactory.
Responsiveness includes prompt and willingneselo dustomers.

Item (2), from table 8, represents reliability bktservice providers.

For this 20% and

53.3% of tourists responded very good and fairtterreliability of the service providers.

Reliability refers the ability of the service prder to perform promised service

dependably accurately and consistently. Even thonghiesponses are very good and fair

it is not a satisfactory reliability. Here theacat concepts describe that the quality of

service is also determined by the ability of thevise providers to keep its promised

service consistently. Reliability is one of theatatinants of quality service.

Item (3), from table 8, i.e. confidence of the ses\provider's employees (Assurance):

Most respondents responded positively toward tkes,53.3% of tourists said that the

assurance of the employees of the service providersvery good. In general, it is

sat

isfactory.

Item (4), from table 8, is about the physical bésedf tour service providers:




One of the benefits for tour providers to attramfirists/customers is its tangibility of
service. Even if service is intangible, its tanig§p can be evidenced through physical
benefits.

For this, 76.7% of tourists responded fair and #312sponded poor. This shows the
physical benefits of service providers such asceffayout, cars etc. are not attractive for
tourists, which is not satisfactory.

Table 9, Rating the Service Provider Based on Culte

No. Item Excellent | V. good Fair Poor V. poor

No.| % No.| % No. % No.| % No.| %

1 Adequacy o - - - 133 92| 73.3 8 6.7 g 67
staff/employees

2 Convenience ¢ - 13.3 - - - 66.7] 17/ 13.3 8 6.7
location of the

service provider

3 Convenience ofth | - - - - 100| 80 25 20 - -
hospitality

4 Convenience of th | 8 6.7 | 15 12 76 60 18 144 8 67
physical layout

For item (1), from table 9, represents adequacyfair service providers and 13.3%
respondents rated it as very good and 73.3% custoragponded fair. This responses
show that the adequacy of employee are not satisfac-rom conceptual frame- work

since service is highly labor intensive or requiresre contact of persons, it requires

enough adequate numbers of employees.

Item (2), for table 9, represents convenience cétion of service provides 83 i.e. 66.7%,
Tourists/people responded fair and the next redativthe other is 13 i.e. 13.3%, is poor.
Again, this indicates the convenience of locatioh tke service providers is not

satisfactory.



Item (3), for table 9, represents convince of thsyitality of the tour service providers 100

i.e. 80% and 25 i.e. 20% represented fair and gomm the total respondents.

Regarding this, the convince of the hospitalityegivby the service providers are not

satisfactory, because according to most respondents

Item (4), of table 9, describes the conveniencghyfkical layout. Most tourists responded

fair for service providers’ physical or tangibilitgyout i.e. they had 60% from the whole

respondents. The next figure, 14.4% of tourisspoaded that the physical layout of the

service providers is poor. In general, the resppase not satisfactory.

Again, these shows, the physical lay out of theviserproviders are not welcome or

satisfactory. Service, more than products, is pedpbendent services are also influenced

by the physical layout of the service providerse Bervice quality is also measured based

on its tangibility layout, this helps to enhance image of consistent customer service

through improving the physical layout.

Table 10, Rating Complain Handling of Tour ServiceProvider

No.

Item

V. High

High

Fair

Weak

V. Weak

No.| %

No.

%

No.

%

No %

No

To what extent does the

complaint handling system
of the service provider affeg
your satisfaction?

—

25

20

83

66.7

17

13.1

The extent skills of the
service providers to clearly
communicate to customers
when there is problems

83

66.7

25 20

17

Yes

No

No.

%

No.

%

Is there means of feedback
collection system by the

service provider when there
is complaint?

17

13.3

108

86.7

Convenience and
effectiveness of the feedba

Effective

ok

Very Effective

Less effective

Not effecti

means

42

33.3 -

83 66.7

%

13.




Item (1), of table 10, represents the extent orpaimt handling of the service provider
either affect customers satisfaction or not:

For this, 66.7% of respondents witnessed the camplandling of the service providers
are highly affected by customers satisfaction, nb&t result is, 20% which represented

very high.

From this, we can conclude that, the complain hagdmost service providers are

affecting tourists satisfactions currently, i.eaftects negatively.

Item (2), from table 10, indicates the questiomhef service providers clearly communicate
to customers when there is a problem:

For this question, 66.7% and 20% of respondentd #Haat, the service providers’
communication with the customers’ specific probleans fair and weak. Based on the
scale, this means, the service providers are tistazory.

Item (3), from table 10, is about means of feedkddacthe service provider when there is
complaining. Here the respondents have two cho@tser yes or no for the service
providers, regarding means of feed back system,iE0®B6.7% of tourists respondents
said the feed back means are poor. Moreoverjghist satisfactory feed back means for

service providers.

Item (4), from table (10)asks if there are any means of collecting feedk byahe service
provider when there is complain?

20% of respondents said “yes” and tried to menti@w comments like orally telling their
complains, but there is no any modern system tce takmplains, and lack of

implementation.

Item (5), from table10, conveniences and effectgsnof the feed back means: from the
responses, 66.7% of tourists said convenience&factive of the feed back system is not
effective. Therefore, the researcher concluded dherall feed back system is not

satisfactory.

Comments about the service of tour activities in Htiopia: 60% of respondent gave

their comments about the tour service activitieEthiopia. For analysis purpose, the



researcher classified their comment as weaknesstagnlyths and tried to summarize by
categorizing similar opinions.
Weakness described by tourist respondents:

» Most service providers are motivated only to eaakenlarge amount of profit,
instead of customers’ service.

» Guide peoples are not qualified, and they havadyarmm communication. Most of
them could not speak English.

» There is no organized ways of dealing with tourisisst service providers guide
person tried to catch tourists around hotels illggar arbitrary or there is no any
coordination.

» There is no sensible service quality control.

» When tourists purchase gifts, they do not dealctliyewith gift seller instead
through tour guide and charged high price.

Strength described by tourist respondents

» Ethiopia has many opportunities in this industrativact tourists.
» Some service providers try to operate using loesburces.

» The country has beautiful eco-areas.



Table 11, Analyses of Research from Observation

No.

Item

Observation

Tourists around tour guides

-Tour guides to get market mostly they stg
around the gate of the hotels and tried
attract customers using try and error metho
Most tour guides are not coordinated and h
little knowledge about tourism

They perform activities arbitrary instead

systematic way

Any body with out any requirements could
tour guide

and

to
d
ave

of

be

Cultural gift shops

The cultural gift shops represent the histor
and cultural of the country. However, doi
the selling and buying process with touri
they mostly influenced by the tour guig
Most tourist paid unreasonable mg
payments. The excess payments will be tg
into the pocket of the tour guide

cal

ng
sts

re
ken

Ministry of Culture and
Tourism

The responsible of this government body
promotion and service quality contrg
However, there are no substantig
implemented or sound activities by this bo
Everything seems more paper value.

is

lly
dy.

Observation around non-
government Organization
Offices

There is no any printed promotion of Ministry

of Culture and Tourism material that prom
the tour activity.

hte




CHAPTER FOUR
SUMMARY, CONCLUSION AND RECOMMENDATION
4.1 Summary

The objective of the study was to focus on maiwlyidentify the real problems of the
tourism industry and suggest possible solution,ctwhwill be a benchmark for this
industry, to enhance the service quality.

In the course of investigation an effort was excttteget possible answers to the following
basic questions.

> What are the major factors that are negatively ohfge current service quality of
the Ethiopian tourism industry?

> What measure should be taken to improve the egigtoor service quality of the

country?

> To what extent tour operators use feed backs frumgts to improve their service
delivery?

> How frequently do the responsible bodies and senpooviders monitor and

timely follow up the quality of tour service qua
For the purpose of obtaining available relevanadaid information for the study a total of
200 questionnaires were distributed to foreigneaslacally to those who are working in
NGO (Non Governmental Organization), around resiaig; a through tour Guide and gift
article sellers. From the distributed questionndi8®& are received, but for the purpose of
investigation questionnaires which were 35 discdrdee to improper filling by the
respondents .From those 40 questionnaires wereivegcdrom foreigners, and 85
possessed by local tourists.

The data obtained through questionnaires wereg/zexland interpreted using percentage.
To measure the feelings of tourists, question tizat scale of excellent, very good, fair,

poor and very poor the researcher allocated fawy pnd very poor were not satisfactory.

According to the result obtained, the study produte following finding by categorizing,

findings obtained through questionnaires from:



» Service providers / tour guide responses.

e Customer / tourist’s response.

Regarding to the service quality of the serviceviplers 76% of tour service provider

employees did not receive any help from the MigisfrCulture and Tourism, 100% of the

respondents of the service provider conclude thet not satisfactory, 100% of service
providers did not take any training and do not hawg satisfaction about the salary paid in

there firms.

According to the feed back system of tour serviciglers, 40% service providers did not
have a good handling of customer complained, 48%w operators did not have any
policy and procedures for handling of feed back 40% of tour service providers did not

properly listen to there customers.

According to the service providers relation shighwiourists, 100% of tourists are not
satisfactory on prompt action of the tour servicevigers, 80% of the respondents are not
satisfactory on reliability and 60% of the respamdesaid that the physical attractiveness

are not satisfactory.

According to the interview conducted with Ethiopi@ourism and Culture Ministry, the
main task of the Ministry is promoting Ethiopiaa@asrand, controlling the service quality
in the tourism industry and timely follow up to tlservice providers. The Ethiopian

tourism and culture ministry has got a limitationmplement its tasks.

Besides to this, the other data obtained througtemfation around offices of NGO’s (Non
government organization), hotels and gift sellensri) the time of distributing

guestionnaires including the followings:-

- Tour guided personnel try to get tourists arbilyawaiting for tourists in front of
hotels. A good example was Ethiopian hotel.

- There was no coordination system for foreignersoalsow to contact with service
providers.

- Foreign tourists did not identify the legal tounsee providers / tour guide personnel
because any body could claim to be a tour guidbeasesearcher observed.



- Tour guide personnel were not ethical, becauseidgioréourists paid more un
reasonable price for gifts and souvenirs due to goides play as a broker.

- As a whole there are no strict regulation giverth®/responsible body which requires
tour guides to be legally certified. As a resulturists may be exposed to paying
higher price and safety issues.

4.2. Conclusions

The major emphasis of this study paper has beassassing the quality service in the
tourism industry by taking Ministry of Culture ad@urism as case study. Based on the

analysis of data the following conclusions are drow

*
0.0

The result of the findings indicate that most ssr\providers including tour guide
personnel are profit oriented not customers fistaioriented .They do not take
customer training program activities arbitrary yotd get money .

+« According to the finding of tourists, the servicaatity that are given by tour
service providers is not satisfactory, becauseetherno coordinated ways of
customer complaint handing system in most touriserproviders .The foreign
tourists suggest that there is a communicationidrariand most personnel are not
proficient in their English.

« The study also indicates that the quality of servic tourism as such do not
coordinate systematic activities, this is due ® dality of service dimensions are
not evidenced.

+ According to the findings obtained from tour seevfiroviders most employees are
not satisfied with the salary in their firm. Thiglivaffect their motivation as well as
the quality of service they provide to customers.

¢ According to the findings obtained from an intewjethe responsibility of

Ethiopian tourism commission is promotion and dyaBervice control. Most

respondents claimed there is a lack of efficienplementation. The strength

obtained from an interview of Ministry of Culturec& Tourism, they are in process
of developing a new strategy that will improve thkow up system and the quality
of the tour service.



According to the findings obtained from observatidghe act of tour guide
personnel to attract tourists will affect the gtyabf the service, because they are
not professional.

From finding, the major strength in this industsythat the outlook of the tourism
industry could give better opportunities and masirtservice providers have
respect and dignity for foreigners.

According to the findings Tourists stated that éhisra problems/ weakness such as
unskilled and money oriented tour guide in the iuarindustry.

According to the findings obtained from questiomesj interview and observation
of student researcher to improve the quality olviser a system needed to be
established coordination should be built up amdmgwhole stakeholders that are
involve in the tourism industry.

4.3. Recommendation

According to the findings and conclusion of thisudst the following possible

recommendations are forwarded which will contribtdealleviate problems that exist in

the tourism sector.

The Ministry of Culture and Tourism should implermeservice quality control
system and promote to the tourists /people by ewialg its promotion coming
feasible.

Most tour guide personnel are non professional:-

Unskilled personal/ tour guide operators highlyeeaffthe quality of the service.
The Ministry of Culture and Tourism should estdblia short and long term
customers based training program and build theaiiypaf tour operators catering

to tourism institute.

Tour operators should get customer oriented/baseuirtg program which will in
turn help to increase customer satisfaction whsatelated to quality service.

Tour guides should update themselves by readimgdydorochures often make
contacts with Ministry of Culture and Tourism, irder to get reliable information
about tour areas.

Since Ethiopia is less developed country, thepo infrastructure.



To improve infrastructure, the government shalddign a new system to attract
the private sector in the tourism industry by givincentive such as free taxation

and lease, supporting the private investors totcocts at least the infrastructure.

% The Ministry of Culture and Tourism and standartiorza organization did not
create a feasible coordination.

Ministry of Culture and Tourism and standardizatavganization should create

a coordination to evaluate and control the qualityhe service of tour service

providers and tour guides.

« The Ethiopian Ministry of Culture and Tourism shobumprove a regulation
system to identify the legal tour guide persomwbb have responsibility for
quality of service.

s The Ministry of Culture and Tourism should be rager and certify the
authenticity of tour guide personnel based on tlkill; this helps to protect
arbitrary reaction toward the tourists.

“ Finally, the people did not have awareness ang atffiécts the service:

The ministry of culture and tourism should prombyetargeting the local people
and create awareness about the tourism industrghvwiill improve the service

quality of the tourism industry.
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Appendix A
ST. MARY’S UNIVERSITY COLLEGE
BUSINESS FACULTY
DEPARTMENT OF MARKETING MANAGEMENT
QUERSTIONNNAIRE TO BE FILLED BY TOURISTS

| am a student in the business faculty ST. Madnsversity College. | am carrying out a
research entitled the practice of tourism servieeketing in selected tour operating

agents.

This questionnaire seeks to solicit your views rdup the practice of tourism service that

are currently provided to you.

Your views are very important for the success efrésearch you are therefore urged to
express your opinions and experiences as opermgsssble the information you provided

will be treated in the strictest confidence.

The outcome of this questionnaire is meat to supporesearch report to the partial

fulfillment for the degree of B.A in marketing maygment.
N.B please do not write your name on this questione
Thank you, for give me your time and energy to anser these questions
Thank you, for giving me your time and energy to aswer these questions.
I. Personal questions (Put “X” mark)
1. Age
A. 20-300 b. 31-40J c. 41-5(1 d. above 501

Nationality

2. Sex

A. Maled B. Femaled



Appendix B
ST. MARY’S UNIVERSITY COLLEGE
BUSINESS FACULTY
DEPARTMENT OF MARKETING MANAGEMENT
QUERSTIONNNAIRE TO BE FILLED BY TOUR SERVICE PROVID ERS

The out come of this questionnaire is meat to st@oesearch report to the partial
fulfillment for the degree of B.A in marketing magement. The answer to be given by a
respondent and identification of the respondestristly confidential and will not be
disclosed to any party other than the researcher.

N.B:- Please do don’t write your name on the quesiner
Thank you, for giving me your time and energy to aswer these questions

l. Personal Questions

1. Age

A. 20-300 b. 31-40J c. 41-5(1 d. above 50
Nationality

2. Sex

A. Maled B. Femaleld

3. What is your position in ydirms?
A. Manager] B. Tour guidél C. Drivell  D.If anyl
II. Question about service quality
4. Providing prompt service and willingness topghalistomer (responsibility)

A. Excellent B. Very good C. Fair D. Poor E.ry@oor



Appendix C

Interview Check List

1. What is your organization vision, Mission, and atiye?

Vision

Mission

Objective

Who are currently the responsible body that cdstadl tour activities regarding the
service quality?

What support do you get from Ministry of Culturedafourism?

Is there marketing department in your organizatitt activities the service tourism?

If your answer for question No 4 is No, could yowention the limitation or
disadvantage of un presence of marketing department
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