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Abstract  The touris m industry is an integrated industry made up  of a number of sectors such as accommodation, catering, 
transportation, visitor attractions, entertainment, travel intermediaries, retailing and tourism-related public agencies. Tourists’ 
satisfaction with each component invariably affects their overall satisfaction with the destination. One of the challenges that 
face small and medium touris m enterprises globally especially those in developing countries is customer satisfaction. 
Although, hotels are expanding globally, offering competitive services and restructuring their services in order to satisfy the 
changing needs of customers, much  has not been done to assess tourists’ satisfaction with hotel services in  peripheral areas 
such as Cape Coast and Elmina in Ghana. This study assessed the factors that influence overall tourist satisfaction with hotels 
and also examined the relationship between service quality, tourists’ levels of satisfaction and revisit intentions in the hotel 
industry using the gap model. The study was conducted in Cape Coast and Elmina, two of the most popular tourist 
destinations in Ghana. The results revealed four main factors which influence tourists’ satisfaction with hotel services. Also, 
there was a significant relationship between satisfaction and revisit intentions. It is recommended that management of these 
hotels should put in place strategies to improve employee confidence, prompt delivery of service and materials associated 
with service. 
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1. Introduction 
Tourism has become the largest industry and most 

important export sector in the world. Expenditure on tourism 
has risen fivefold, corresponding to an annual growth rate of 
about 8% and that it accounts for 12 % of the world’s Gross 
National Product ([1]). Ghana is one of several Sub-Saharan 
African  countries where tourism has moved to the centre 
stage of government policy and the industry is being 
promoted for socio-economic development at district, 
national and international levels. Since 1989, touris m has 
received a great deal of attention in government’s policy 
initiat ives, including the 15-year Nat ional Tourism 
Development Plan among others. As a result the country is 
said to have attracted the highest number of business 
travellers to Africa. Ghana as a country possesses a number 
of tourist attractions such as pristine beaches, rich tradit ional 
culture, castles and the national Parks. Tourist arrivals 
increased from 53,000 in 2002 to 803,000 in 2010 ([2]).  

Globally, there is an increasing demand for better quality 
products and services including hotel services. Hotel c u s t o
mers are becoming much more discerning and demanding,  
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making the delivery of quality service one of the challenges 
facing the tourism industry especially the hotel sub-sector. 
As such tourist satisfaction is a key ingredient fo r the 
survival and success of the hotel industry. Therefore, hotels 
need to differentiate their service offerings by meeting the 
needs of their customers better, improv ing customer 
satisfaction and delivering service quality that is higher than 
that provided by competitors ([3][4]).  

Customer satisfaction and service quality have received 
much attention from pract itioners and researchers. However, 
studies have been concentrated on developed countries with 
limited empirical studies in peripheral areas like Ghana. A 
number of studies have identified a positive relationship 
between customer satisfaction and customer loyalty 
([5][6][7][8]) as well as between customer satisfaction and 
positive word-of-mouth[9]. Consequently, one of the key 
strategies for customer-focused firms is to measure and 
monitor service quality and customer satisfaction. In 
measuring service quality and tourist satisfaction, it is 
important to understand the different issues involved in 
service quality, tourist satisfaction and revisits intentions 
and the interactions of these issues[10]. Also, to provide 
customer satisfaction, organizations must identify 
customers’ needs, desires and expectations[11]. This paper 
seeks to fill the gap in service quality and satisfaction studies 
in a developing country and also provide useful knowledge 
for hotel managers to improve their services. The aim of the 



 American Journal of Tourism Management 2013, 2(1A): 26-33 27 
 

 

study was to evaluate the factors that influence overall 
satisfaction of tourists in hotels and to examine the 
relationship between overall service quality, tourists’ level of 
satisfaction and revisit intentions in the hotel industry  

2. A Literature Review 
2.1. Guest Satisfaction 

Guest satisfaction has been a popular topic in market ing 
practice and research since[12] init ial study of customer 
effort, expectation and satisfaction. Despite many attempts 
to measure and exp lain customer satisfaction, a consensus 
has still not emerged regard ing its definit ion[13]. It is the 
result of an evaluative process that contrasts pre-purchase 
expectations with perceptions of performance during and 
after the consumption experience[14]. 

Customer satisfaction is a psychological concept that 
involves the feeling of well being and a pleasure that results 
from obtaining what one hopes for and expects from an 
appealing product and or service[6]. Customer satisfaction is 
typically defined as a post-consumption evaluat ive judgme
nt concerning a specific product or service[15]. According 
to[16] customer satisfaction can also be defined as, “a 
satisfaction based on an outcome or process”.  

The most widely accepted conceptualization of customer 
satisfaction is the expectancy disconfirmation theory[17]. 
The theory was developed by[14] who proposed that 
satisfaction level is a result of the difference between 
expected and perceived performance. Satisfaction (positive 
disconfirmation) occurs when products or services are better 
than expected. On the other hand, a performance worse than 
expected result is dissatisfaction; (negative disconfirmation). 
It therefore measures how well a  company’s product or 
services meet or exceed  customer expectation. Customer 
expectation is the perceived-value customers seek from the 
purchase of a good or service 

There are several ways to access the quality of services 
and customer satisfaction through subjective measures of 
quality, which focuses on perception and attitude of the 
customer, rather than more concrete objective criteria of 
facilit ies available. According to[18], a customer satisfaction 
measurement program must be incorporated into an 
organization’s corporate cu lture. Knowledge of customer 
expectations and requirements are essential as it  provides 
understanding of how the customer defines quality of service 
and products and furthermore it facilitates the development 
of customer satisfaction. 

Studies show that customer satisfaction may  have direct 
and indirect impact on business results.[19] concluded that 
customer satisfaction positively affects business profitability. 
Most studies have investigated the relationship between 
customer satisfaction and behaviour pattern ([5][10][6][7]). 
According to these findings, customer satisfaction increases 
customer loyalty, influences repurchase intentions and leads 
to positive word-of-mouth. 

In today’s competitive environment, one of the most 
important goals of corporate culture is retaining and 
satisfying current and past customers. Experience has shown 
that only “customer oriented” corporations can achieve their 
goals. These organizations focus on the needs and desires of 
specific target groups and then work hard to maximize 
satisfaction with the product or service being offered[16]. 
Instead of waiting for customers to complain, a  “consumer 
oriented” corporate culture seeks continuous feedback from 
customers through repeated customer satisfaction 
measurements. 

[20] suggest that satisfaction with a service is a function of 
satisfaction with two independent elements. The functional 
element, that is the food and beverage in a hotel restaurant, 
and the performance-delivery element which is the service. 
To prove the independence of the two elements from each 
other, the authors claim that hotel restaurant clients are quite 
capable of having response to each other.[21] divided the 
service encounter into two elements namely direct and 
indirect service. For example, direct service may be the 
actual check-in or check-out process in a hotel, while the 
indirect service include the provision of parking facilities, 
concierge, public telephone for guest’s use and all other 
service. According to[22] there are two  service attribute 
groups, namely core and secondary. In a restaurant situation 
found in a hotel, Lovelock’s core will be composed of food 
and beverage while his secondary will be composed of 
everything else, includ ing service environment and all other 
elements.[23] too classifies the service encounters attributes 
in two groups, namely essential and subsidiary.  

2.2. Determinants of Tourist Satisfaction 

Given the critical ro le of customer satisfaction it is not 
surprising that a number of studies have been devoted to 
investigating the determinants of satisfaction. Satisfaction 
can be influenced by subjective (e.g. customer needs and 
emotions) and objective factors (e.g. product and service 
features). Applying this to the hospitality industry, there 
have been numerous studies that examine attributes that 
travellers find important regarding customer satisfaction.[24] 
found out that cleanliness, security, value for money and 
courtesy of staff determine customer satisfaction.[25] 
revealed that room cleanliness and comfort, convenience and 
location, prompt service safety and security and friendliness 
of employee are important to guests.[26] stated that 
employee attitude, location and rooms are likely to influence 
travellers’ satisfaction. A survey conducted by[27] indicated 
that the primary determinants of hotel guest satisfaction are 
the behaviour of employees, cleanliness and timeliness. 
Customer loyalty measures the degree of commitment based 
on obligation or consumer p references, and degree of 
satisfaction. It is the tendency of a customer to choose one 
business or product over another for a particu lar need[28]. 
[30] concluded that staff quality, room qualities and value 
are the top three hotel factors that determine travellers’ 
satisfaction.[29] found three dimensions relating to 
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employees (behaviour and appearance), tangibles and 
reliability but the best predictor of overall service quality is 
the employee dimension.[31] revealed that price and 
communicat ion were important. A study by[32] indicated 
that satisfaction is main ly derived from the reliab ility factor 
while[33] found empathy to be the most important 
dimension in pred icting hotel customers' satisfaction.[34] 
also revealed that tangibles and intangibles exert a 
significant positive effect on customer satisfaction. 

[8] Identified reliability, empathy and competence of staff, 
accessibility and ‘tangibles’ as the key factors influencing 
satisfaction. A study conducted by[35] revealed  that business 
travelers had the highest expectations for the d imension of 
‘‘convenience’’ followed by  ‘‘assurance’’, ‘‘tangibles’’, 
adequacy in service supply’’, and ‘‘understanding and 
caring’’.  

2.3. Predictors of Overall Service Quality and Customer 
Satisfaction 

[29] found out that the best predictor of overall service 
quality is the dimensions referred to as “employees”. 
According to[36], in order of importance, staff quality, room 
qualities and value were the three most in fluential factors in 
determining travellers’ overall satisfaction levels and their 
likelihood of returning to the same hotels.[32] studied 
international tourists’ perceptions of hotels in Maurit ius by 
using a modified SERVQUAL approach. Results from a 
regression analysis suggested that the overall level of service 
quality is primarily derived from the ‘reliab ility’ factor while 
[33] came out that empathy is the most important dimension 
in predict ing hotel customers' overall service quality 
evaluation.[34] revealed that tangibles and intangibles exert 
a significant positive effect on customer satisfaction while[8] 
found that reliability, empathy and competence of staff, 
‘accessibility’ and ‘tangibles’ are the key factors that best 
explained customers’ expectations of hotel service quality.  

2.4. The Relationship between Service Quality, 
Satisfaction and Revisit Intentions 

Customer satisfaction is determined by defining the 
customer perception of quality, expectations and preferences 
[37] Studies have shown that there is a relationship between 
service quality and customer satisfaction ([38][40][39]) and 
between satisfaction and revisit intentions ([39][30]).[41] 
revealed a positive relat ionship between customers’ 
satisfaction and revisit intention while[42] proposed an 
integrated framework of service quality, customer 
satisfaction and perceived value and indicated that customer 
satisfaction and perceived value have significant influence 
on customers’ repurchase intentions.  

2.5. Gap Analysis of Expectations and Perceptions of 
Service Quality 

Expectations can be described as the desires or wants. 
Customers’ expectations are, in most cases different from 
what the customer gets[43] while perceptions are defined as 

the end results of a number of observations by a customer. 
Several studies have pointed out that customers’ 
expectations are generally higher than their perceptions of 
service quality. For example, a study by[44] revealed that 
expectations of customers were h igher than their perceptions 
in all the five dimensions of service quality.[45] study in 
Chitral hotels in Pakistan indicated that the perceived service 
quality was lower than the expected service quality.[32] also 
found out that guests expectations of service quality in hotels 
in Mauritius were far below guests' expectations. However, a 
study by[46] to assess customers’ satisfaction towards 
service quality in hotels in Pattaya showed a positive gap 
between expectations and perceptions indicating that 
expectations were rather lower than perceptions of service 
quality.  

2.6. Research Methodology 

The target population of the study was all international 
tourists who visited and lodged in the selected hotels in Cape 
Coast and Elmina. A pilot study involving 30 non- tourist 
guests was conducted in Takoradi, a  nearby city on the 4th 
and 5th of February, 2013. The response led to the re-wording 
of some items on the scale to enhance the validity of the 
instrument. Permission was then sought from the selected 
hotels and data collected (11th- 28th February, 2013) on the 
premises of the hotels that confirmed their participation in 
the survey. Tourists were sampled using the convenience 
sampling method.  

A self-administered questionnaire was used and the 
SERVQUAL scale developed by[38] was employed in this 
study. The questionnaire consisted of four main sections; the 
first section was designed to measure service quality 
expectations of tourists lodging in the selected hotels at the 
time of the study and the second section measures the 
perceptions of the tourists. The third section had items 
measuring the overall service quality level of the hotels, 
overall satisfaction level, the recommendation of the hotel to 
others and repeat visits. The concluding section of the 
questionnaire included questions pertaining to demographic 
data (nationality, gender, age etc.) about respondents. 
Researchers ([47][48][33]) pointed out that five point scale 
work better and increase response rate and response quality. 
As such a five point scale (l=very low and, 5=very high) was 
preferred for data collection, not the seven point scale on 
SERVQUAL. 

A total of 300 questionnaires were given out and 257 were 
returned, yield ing a response rate of 76%. Of the 257 
questionnaires returned, 228 of them were found to be useful 
for analysis.  

The Statistical Product and Service So lution (SPSS) 
version seventeen (17) was used to analyze the data. The data 
were coded and entered into the SPSS software for analysis. 
The data were carefu lly ed ited (cleaned) to remove all 
outliers or extreme values which could have affected the 
validity of the results. Descriptive statistics such as averages 
and frequencies were employed to present background and 
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travel characteristics of respondents among others. 
Inferential statistical measures like paired sampled t-test and 
the Pearson moment correlat ion were used to test the 
significant differences in the means of expectations and 
perceptions and the relationships between overall service 
quality, levels of satisfaction and revisit  intension. The factor 
analysis model (a data reduction technique) was used to 
determine the main components or factors that explained 
tourists’ satisfaction with hotel services. 

2.7. Profile of Res pondents 

Table 1 shows the results of the profile of the respondents. 
There were more males (61%) than females (39%). In terms 
of age, 33 percent of the respondents were between 35-44 
age category followed by those between 25-34 age group 
(32%). Majority (65%) had a graduate degree and about 51% 
were professionals (executives, doctors, teachers etc.). 
About 40% indicated that the purpose of the visit was all 

business. The majority (69%) stayed between 1-3 days. With 
respect to the continent of origin, the majority (74%) was 
from Europe followed by North America (13%). 

2.8. Analysis of Data 

An exploratory factor analysis was performed in order to 
assess the dimensions of service quality. The principal 
component analysis with Varimax rotation was employed. In 
ensuring the factorability of the data, the Bart lett’s test of 
sphericity and the Kaiser-Meyer-Olkin (KMO) measures of 
sampling adequacy were examined. To[49], the Bart lett’s 
test of sphericity should be significant (p<0.05) in the Factor 
analysis to be considered appropriate while the KMO index 
ranges from 0-1, with 0.6 recommended as the minimum 
value for a good Factor analysis. For this study, the Bartlett’s 
test of sphericity was found to be very significant (p=0. 00) 
while the KMO index of 0.885 confirmed the suitability of 
the data for Factor analysis. 

Table 1.  Profile of Respondents (n=228) 

Characteristic  Frequency Percentage (%) 

Gender 
 
 
 
Age 
 
 
 
 
 
 
Level of education 
 
 
 
 
 
Current occupation 
 
 
 
 
 
Continent of origin 
 
 
 
 
 
Purpose of travel 
 
 
 
 

Female 
Male 
Total 

 
18-24 
25-34 
35-44 
45-54 

Over 54 
Total 

 
Secondary 
Graduate 

Post Graduate 
Total 

 
 

Retired 
Professional 

Self employed 
Students 

Total 
 

Europe 
North America 

Australia 
Africa 
Asia 

 
All business 
All leisure 

Mostly leisure 
Half business half 

leisure 
Total 

89 
138 
228 

 
51 
73 
75 
18 
11 
228 

 
41 
148 
39 
228 

 
 

25 
116 
57 
30 
228 

 
169 
30 

 
 
 
 

89 
48 
48 
43 
228 

39.3 
60.7 

100.0 
 

22 
32 
33 
8 
5 

100.0 
 

18 
65 
17 

100.0 
 
 

11 
51 
25 
13 

100 
 

74 
13 
10 
2 
1 
 

39 
21 
21 
19 

100 

 
Length of stay 
 
 
 

 
1-3 days 
4-6 days 

7 days and above 
Total 

 
157 
57 
14 
228 

 
69 
25 
6 

100.0 
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Table 2.  Results of Factor Analysis 

Factor Variable involved in the factor Loadings Eigen value % of variance 

 
 
 

Empathy 
 
 
 

 

Staff understands specific needs of guests. 
Staff gives personalized attention. 
Staff behavior instills confidence in guests. 
Guests feel safe in their transactions. 
Staff gives prompt services. 
Staff gives individualized attention. 
Staff is never too busy to respond to guests. 
Staff is consistently courteous. 
 

.732 

.712 

.674 

.670 

.653 

.598 

.591 

.513 
 

 
 
 

8.919 
 
 
 

 

 
 
 

22.358 
 
 
 

 

Reliability 
 

Staff has knowledge to answer guests 
Hotel perform services right the first  t ime 
Hotel has guests’ best interest at heart 
Staff are always willing to help guests 
Hotel insists on error-free service 
Staff were able to tell when service will be delivered 
 

.755 

.700 

.646 

.597 

.571 

.565 

 
 

4.887 
 
 

 
 

17.669 
 
 

 
 
 

Tangibility 
 
 

Physical facilit ies are visually appealing. 
Hotel has modern looking equipment. 
Hotel’s staff members appear neat. 
Materials associated with service are visually appealing. 
 
Hotel provides service on time. 
When staff promised something by certain time, it was done. 
Hotel shows genuine interest in guests problems 
Hotel opens at convenient hours to guests 

.789 

.747 

.614 

.547 

.494 

.836 

.828 

.663 

.565 

 
2.924 

 
 
 

2.589 
 

 
13.291 

 
 
 

11.766 
 

 
 
 

Assurance 
 
 

Total   19.319 65.084 

Kaiser-Mayer-Olkin Measure of Adequacy = .885 
Batlett’s Test of Sphericity = 1223.151; Significance (P) = .000 

Factors with eigen value greater than 1.00 and, items with 
factor loading greater than 0.50 have been recommended to 
be significant and included in the analysis. The Cronbach’s 
alpha was used to examine the reliab ility of the scale used 
and the extent to which the variables contribute in explaining 
a factor. Therefore, the Principal Component Analysis 
(PCA), employing the VARIMAX rotation, reduced the 22 
variables to four main underlying dimensions or components 
which accounted for tourists’ perception of service quality. 
Table 2 shows the results of the factor analysis. 

Results from Table 2 indicate that the four uncorrelated 
factor-solutions together explained about 65% of the total 
variance. The factors, however, contributed differently to the 
explanation of the total variance which was as follows: 

Factor 1 labelled as Empathy explained 8.919 (22.36%) of 
the total variance and factor 2 termed  as Reliab ility 
accounted for 4.88 (17.67%) of the total variance explained. 
Factor 3 known as Tangibility explained 2.924 (13.23%) of 
the total variance and the last factor Assurance exp lained 
2.589 (11.77%) of the variance. 

2.9. Best Predictors of Overall Satisfaction 

A Standard Multip le Regression was used to examine the 
predictive effect of the four d imensions (independent 
variables) from the factor analysis on overall service quality 
(dependent variable). This is presented in Table 3.  

Results from Table 3 indicates that only empathy and 

reliability were significant in pred icting overall service 
quality. The four factors explained 79% of the variance in 
overall service quality. Individually, empathy (B=0.52, 
p=0.00) made the strongest prediction followed by reliab ility 
(B=0.46, p=0.00), tangibles (B=0.23, p=0.11) and assurance 
(B=0.12, p=0.48). The result corroborate the findings by[32] 
and[33] 

2.10. Overall Service Quality, Satisfaction and Revisit 
Intention 

Table 3.  Predictors of overall service quality 

Variables Beta t-values p-values Tolerance VIF 
Overall Service 

Quality  3.67 0.00   

Empathy 0.52 5.24 0.00* 0.813 1.229 
Reliability 0.46 4.14 0.00* 0.780 1.282 
Tangibles 0.23 2.61 0.11 0.790 1.266 
Assurance 0.12 0.85 0.48 0.803 1.245 

*sig.= 0.05, R square=0.79, Adjusted R square=0.81, F value=37.90, P 
value=0.00 

The Pearson Product Moment Correlation was employed 
to examine the relat ionship between overall service quality 
and satisfaction and the relationship between satisfaction and 
revisit intention. The results indicate that there is a 
statistically strong positive relat ionship between overall 
service quality and tourist satisfaction (r=0. 73, n=228, p=0. 
00). Th is further strengthens previous studies by[38] and[40]. 
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On the other hand, there was a statistically significant strong 
positive relationship between satisfaction and revisit 
intention (r= 64, n=228, p=0.01). This supports findings 
from similar studies by[41],[30] and[42]. 

2.11. Gap Analysis of Expectations and Perceptions 
(Satisfaction levels) 

Table 4 presents the mean scores on the expectations and 
perception scale for the 22 attributes and the mean gap scores 
(perceptions-expectations). The paired sampled t-test was 
used to test for significant differences between expectations 
and perceptions Results from Table 4 indicate that a total of 
20 attributes had relatively high expectations scores 
(Mean>4.00) and two had expectations score of Mean<4.00. 

The two are ‘hotel has modern equipment’ and ‘physical 
facilit ies are visually appealing’. A ll the perception scores 
were consistently lower than the expectation scores. Thus 
resulting in the negative gaps which indicate that service 

delivered did not meet the expectations of the tourists. The 
overall gaps mean score was -0.86 (p<0.05) which means 
that tourists are dissatisfied with hotel service in Cape Coast 
and Elmina. On the other hand, only ‘hotel has modern 
equipment’ attribute had a positive gap which suggests that 
tourists were satisfied with hotel equipments. 

The biggest gaps were found in the empathy factor like 
‘hotel has guests interest at heart’ (-1.24), ‘staff understand 
specific needs of guests’ (-1.08) and ‘staff gives personalised 
attention’ (-1.06) while the s mallest gaps were from the 
tangible factors such as ‘Staff appear neat and professional’ 
(-0.21) and ‘Staff appear neat and professional’ (-0.29). 

It can be stated that there is a statistically significant (t=5. 
67, p=0.05) difference between guests’ expectations and 
their perceptions of service quality. Th is finding confirms 
most service quality studies ([32][44][45] but contradicts[46] 
findings which  revealed a positive gap between customers' 
expectations and perceptions.  

Table 4.  Gap analysis of Expectations and Perceptions 

Attributes Expectations Perceptions Gap (P-E) t-value 
Tangibles     
Hotel has modern equipment 3.73 4.28 0.55 3.19* 
Physical facilit ies are visually appealing 3.90 3.18 -0.72 5.26* 
Staff appear neat and professional 4.01 3.80 -0.21 5.92* 
Materials associated with service are visually appealing 4.35 4.06 -0.29 7.73* 
O verall 4.21 3.96 -0.44 8.05* 
Reliability     
When staff promise something by certain time, it was delivered 4.29 3.53 -0.76 5.89* 
Hotel shows genuine interest in guests problems 4.43 3.55 -0.88 6.79* 
Hotel perform services right the first time 4.23 3.28 -0.95 6.97* 
Hotel provides service on time as promised 4.35 3.48 -0.87 6.91* 
Staff is able to tell when service will be delivered 4.08 3.24 -0.84 7.10* 
Overall 4.28 3.42 -0.86 6.73* 
Responsiveness     
Staff telling customers exactly when services will be 
performed 4.45 3.47 -0.98 8.03* 

Staff gives prompt services 4.44 3.54 -0.90 7.48* 
Staff are always willing to help guests 4.47 3.57 -0.79 5.75* 
Staff is never too busy to respond to guests 4.42 3.57 -0.76 5.26* 
O verall 4.42 3.57 -0.85 5.36* 
Assurance     
Staff behavior instills confidence in guests 4.21 3.43 -0.78 5.74* 
Guests feel safe in their transactions 4.36 3.44 -0.92 7.19* 
Staff is consistently courteous with guests 4.40 3.51 -0.89 6.79* 
Staff has knowledge to answer guests 4.39 3.60 -0.79 5.99* 
Overall 4.34 3.51 -0.83 6.41* 
Empathy     
Staff gives individualized attention 4.34 3.43 -0.91 6.35* 
Hotel opens at convenient hours to guests 4.39 3.49 -0.90 7.30* 
Staff gives personalized attention 4.35 3.29 -1.06 7.67* 
Hotel has guests’ best interest at heart 4.51 3.27 -1.24 8.58* 
Staff understands specific needs of guests 4.45 3.37 -1.08 8.58* 
O verall 4.41 3.37 -1.04 8.97* 
O verall (combined scale of 22 attributes) 4.33 3.47 -0.86 5.67* 

*(significant) t-test two tailed probability ≤ 0.05  
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3. Conclusions and Recommendations 

The study has looked at the issue of tourists' satisfaction 
with hotel services as an important key in tourism 
development in peripheral areas as Ghana. Factors that 
account for satisfaction and the relationships between 
satisfaction and other variables are also explained. Since 
tourists dissatisfaction with one hotel service could mar the 
whole travel experience or cause satisfaction with the 
destination, developing destinations like Ghana must put in 
extra efforts to improve service quality.  

The study specifically found that tourists staying in hotels 
in Cape Coast and Elmina perceived empathy factor to be the 
topmost dimension followed by reliability dimension. 
Attributes such as ‘staff understands the specific needs of 
guests’ and ‘staff gives personalized  attention’ were 
considered very important under the empathy dimension and 
‘staff has the knowledge to answer guests’, ‘hotel performs 
services right the first time’ and ‘hotel has guests’ best 
interest at heart’ from the reliability factor are very crucial. 
This has implications for the management of hotels and the 
hospitality and tourism industry as a whole. All attributes are 
important but hotels should work on these to achieve high 
levels of satisfaction.  

It has also be established that only empathy and reliability 
were significant in p redicting overall service quality. This 
suggests that empathy and reliability factors influence 
tourists overall service quality. As such priority must be 
given to these factors in ensuring high service quality.   

The study has also ascertained the relationship between 
service quality and tourist satisfaction and revisit intention 
that there exist positive strong relationships which invariably 
suggest that if overall service quality is high; all things being 
equal, tourist satisfaction will be high. And a high level of 
satisfaction will lead to h igh revisit intentions. This can be 
implied that when hotel managers improve on the delivery of 
service quality, their customers especially tourists will be 
satisfied and will revisit the hotel.  

The study also considered the expectations and perception 
differences to measure satisfaction. It was found out that 
generally tourists’ perceptions were lower than their 
expectations hence, the negative gaps. This suggests that the 
actual service delivered to tourists did not match up to their 
expectations indicating dissatisfaction with services 
delivered by hotels in  Cape Coast and Elmina. The negative 
service gaps could be as a result of a number of factors 
including: understaffing, inefficient operational procedures, 
lack of train ing and management not understanding customer 
desires.  

Consequently, managers have to put in extra effo rt to 
minimize these gaps by first, training employees and also 
treating them as internal clients so that they understand and 
appreciate how the hotel works, because satisfied and 
motivated employees lead to satisfied customers[51]. Also, 
employees need to be empowered to instill confidence in 
guests. This can be achieved by giving them the authority 
and responsibility to operate when managers are not around. 

Finally, the Ministry of Tourism and its implementing body, 
Ghana Touris m Authority must also strengthen their 
monitoring of the hotel industry.  
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