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ABSTRACT 

In this project, insights have been gathered into small to medium tourism enterprise (SMTE) operators’ 
behaviours and attitudes toward service quality training and business performance improvement activities in 
general. This improved understanding is a key step toward developing more suitable service quality training 
tools for a SMTE sector that is generally reluctant to invest substantial resources to these activities. In particular, 
the project focused on identifying particular training or business performance improvement preferences for the 
hospitality sector, primarily in Queensland. This was achieved through a survey of 255 SMTE operators and a 
small-scale onsite evaluation of a prototypical service quality tool. In this scoping phase, the aim was to provide 
the first step in identifying a potential set of service quality tools rather than full-scale development of any 
particular tool.  

Engagement with the SMTE sector in training and/or business performance improvement activities is 
difficult. Hence, efforts to introduce new training aids for the sector must fully understand this level of resistance 
and work to complement existing behaviours and attitudes. The exception would be if relevant governments 
were willing to impose a form of regulation on the sector that required different service quality outcomes and 
behaviours.  

There is a mismatch between aspirational goals and capabilities of SMTEs. However, a moderate degree of 
business planning and organisation was evident from the results. A large emphasis was placed on designated 
roles in finance/accounts but there was much less emphasis on personnel/human resource management roles. 
Owner/managers reported that the two major reasons for moving into a SMTE were to be independent/my own 
boss and financial security. Owner/managers reported low levels of customer service training activities. 
However, as the numbers of employees in the SMTE increased, the levels of customer service training activity 
increased.  

Factors leading to the likelihood of seeking further training activity/information were training importance and 
confidence in training outcomes. Twenty-eight per cent of respondents thought they would be likely or very 
likely to be interested in more training/information on service quality related issues. However, specific offerings 
hold more interest than generic offerings. In nominating their preferred training/business performance 
improvement format, the highest ranked format for an activity was a seminar based activity (47.5%) while the 
remaining delivery options were books (12%), meetings (11.5%), courses (10.5%), magazines (8.5%), 
conferences (6.5%) and websites (3%). The reasons for nominating a highly ranked activity were found to be 
grouped into six themes. Relevance and novelty of the activity were the two highest ranked reasons (32.5% and 
30% respectively). The remaining four themes (informative, credibility, ease of use and social) were ranked from 
10-11.5%.  

In summary, the ideal tool appeared to have the following characteristics: highly relevant to business needs; 
provides new information; informative (not trivial); credible source; easy to access and understand; and has a 
social component. This finding also fits with the results from preferred sources of information questions. That is, 
the best value training/business improvement activity was positively rated by friends and 
associates. Characteristics of such advice can generally be seen as friendly, comfortable, inexpensive, social, 
specific and knowledgeable. Such sources also respond to specific requests for information. In contrast, the least 
valued activities tended to be associated with more formal activities associated with government sources. 
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SUMMARY 

Background  
The delivery of high-quality customer service plays an important part in the tourism experience. However, 
tourism industry leaders acknowledge that training of customer service staff within small to medium tourism 
enterprises (SMTEs) is lacking. Barriers to widespread adoption of a training culture derive from sector 
characteristics, SMTE factors and the nature of training tools currently available. Determining SMTEs 
behaviours and attitudes toward service quality training is the first step toward developing more suitable training 
tools for the sector. 

This project aimed to provide insights into the identification, development and evaluation of tools to enhance 
service quality for SMTEs. 

Method 
The overall research design aimed to collect data from multiple sources and at different levels. First, broad 
industry views were obtained from tourism industry executives, especially focusing on the accommodation and 
restaurant sectors. Second, a survey of SMTE operators captured general attitudes toward training/business 
improvement activities as well as more specific information about types and sources of training activities. A total 
of 255 completed questionnaires were received from owners, managers or owner/managers of SMTEs in 
Queensland and New South Wales. Third, an evaluation of one specific service quality training tool based on 
customer perspective taking captured more detailed data relating to likelihood of use. The tool was developed for 
the accommodation sector and evaluated by seven operators using a Delphi technique.  

Key Findings  
There is a mismatch between aspirational or strategic goals and capabilities of SMTEs, thus indicating that 
desirable goals are likely to be impeded by a reality check within the business. This aspect is reinforced by the 
finding that nearly all respondents were seeking some growth for the business. However, service quality 
improvements, or service quality training, was not seen as a vehicle to achieve such growth.  

A moderate degree of business planning and organisation was evident from the results. A high per centage of 
operators developed a business plan prior to their current business start-up (63%) but this reduced to 45% with a 
current operating business plan. In addition, a high per centage of respondents reported that they had formal 
complaint handling procedures (69%). These results indicate that, if seen as relevant, SMTEs do engage in 
planning or review activities. A large emphasis was placed on finance/accounts roles in SMTEs. 

Owner/managers reported low levels of customer service training activities. For those SMTEs with at least 
one employee, over a third of respondents reported that they provided staff with no verbal customer service 
information at induction. This level of commitment to customer service training further decreased as the level of 
training activity increased. However, as the numbers of employees in the SMTE increased the level of customer 
service training activity increased.  

Six themes were identified from the 53 statements about attitudes toward business improvement: training 
importance; training confidence; service orientation; norms; content with status quo of the business; and profit 
orientation. The mean scores for these summed scales showed that attitudes toward service orientation were 
highest (5.7 out of 7), while confidence in the usefulness of training ranked lowest (4.4 out of 7). A statistical 
test (regression analysis) showed that factors leading to the likelihood of seeking further training 
activity/information were (1) training importance, and (2) training confidence.  

Online delivery format (30%) and CD-ROM (34%) were reported as the two strongly preferred options for 
delivery of content. However, actual behaviours rate seminar activities more favourably. Hence, this finding is 
thought to relate to preliminary material. The results indicate that specific offerings hold more interest than 
generic offerings.  

SMTE operators were able to nominate their favourite training/business performance improvement activity 
over the past 12 months. The highest ranked activity was a seminar-based activity (47.5%) while the remaining 
delivery options were books (12%), meetings (11.5%), courses (10.5%), magazines (8.5%), conferences (6.5%) 
and websites (3%). The reasons for nominating a highly ranked activity enjoyed over the past 12 months were 
found to be grouped into six themes. Relevance and novelty of the activity were the two highest ranked reasons 
(32.5% and 30% respectively). The remaining four themes (informative, credibility, ease of use and social 
opportunity) ranked from 10-11.5%.  
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Key Recommendations 
• Any suite of tools developed for the SMTE sector should be directed primarily to assist intermediary 

tourism organisations provide service quality training (e.g. regional tourism organisations, industry 
associations, tourism training providers) rather than direct to end-users.  

• The focus should be on the delivery of supporting materials to facilitate training activities rather than 
development of content which is freely available and usually at low cost. 

• Seminars are recommended as the primary delivery platforms to owner/managers. 
• Priority should be given to develop tools that are more accessible to end-users rather than built for 

standard content. And to focus less on providing more information to the sector and more on the take-up 
of information. 

• Innovative approaches are required to ‘sell’ training tools, rather than develop tools, and to focus on the 
communication ‘message’ rather than content. 

• Activities should be tailored for different end-user groups and target segments established on the basis of 
accessibility, working hours in business, industry survivors, opinion leaders and third parties such as 
financial institutions or accountants. 

• Any tool should be either sector or industry problem specific and provide activities (and more specifically 
program titles and abstracts) that link to finance/accounts roles  

• Tools need to incorporate educational material that demonstrates how sustainable business growth is best 
achieved by customer service related activities (in contrast to pricing discount approaches). 

• Any onsite delivery to owner/managers the suite of tools should be made available in CD-ROM and online 
format rather than hard copy. Similarly, preliminary communication about training activities should be by 
electronic means. 
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Chapter 1 

INTRODUCTION 

Background  
The delivery of high-quality customer service plays an important part in the tourism experience. Although 
variously defined in the literature, service quality is generally accepted to mean an overall appraisal of a service. 
Evaluating the quality of services is more difficult than evaluating the quality of goods, due to the nature of 
services, specifically their intangibility, inseparability and variability. This is particularly relevant to tourism 
enterprises where it is often the experience that is important to the customer. Service quality is important to the 
tourism industry as it is clearly linked to profitability, repeat purchase behaviour, increased willingness to pay 
higher prices for high-quality services, positive word of mouth and increased customer loyalty. Customer service 
skills are probably one of the most important aspects of managing service quality within tourism enterprises. In 
many instances it is the customer contact staff who actually make the experience positive or negative for the 
customer. Importantly, customer contact staff also represent the face of the organisation.  

Tourism industry leaders acknowledge that training of customer service staff within small to medium tourism 
enterprises (SMTEs) is in need of enhancement. Barriers to a widespread adoption of a training culture derive 
from sector characteristics, SMTE factors and the nature of training tools currently available. For instance, the 
tourism sector worldwide is largely characterised by low professional skill and financial barriers to entry and is 
attractive to family/lifestyle considerations. Particular characteristics of the hospitality sector include its mobile 
workforce with high turnover rates, younger employees, relatively low levels of formal educational 
qualifications, high proportion of unskilled jobs, and reliance on part-time/casual staff. In addition, research has 
shown that SMTEs are less likely than similar large firms to engage in training activities. It is thought that 
SMTEs have a strong reluctance to embrace staff training because of resource limitations and fear of staff 
mobility. Industry scholars acknowledge that the strong SMTE aversion to training and systematic 
management/staff development is still current despite large-scale efforts to change this attitude. Previous 
research has found that, despite indicating their intentions to participate in business support programs, small firm 
owner-managers are the least likely to undertake such activities.  

Various authors have called for better approaches to improving the types of training activities aimed at the 
SMTE sector. One argument is that a lack of understanding of why SMTEs do not engage in formal training 
activities contributes to a poor take-up by owner-managers. Current structural issues are likely to be 
longstanding in the tourism sector. SMTEs attitudes toward training will be difficult to change. It therefore 
becomes more important to find ways of integrating thoughtful service quality training tools into the current set 
of SMTE behaviours. Determining SMTEs behaviours and attitudes toward service quality training is the first 
step toward developing more suitable training tools for the sector. 

Aims of the Study  
This project aimed to provide insights into the training needs of SMTEs in relation to managing service quality 
for tourists. In particular, the project aimed to identify particular training preferences for the hospitality sector in 
Queensland. This was achieved by examining the nature of preferred tools currently used by SMTEs. In addition, 
the project aimed to develop a prototype tool for small-scale evaluation. The project aimed to provide the first 
step in identifying a set of tools rather than full-scale development of any particular tool. An outline of the key 
stages of the project is shown schematically in Figure 1. 
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Figure 1: Project stages 
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Chapter 2 

BRIEF REVIEW OF LITERATURE 

This section provides some background information on the importance of service quality as well as training for 
SMTEs. The delivery of high-quality customer service plays an important part in the tourism experience. The 
identification of key organisational drivers of delivering high-quality customer service will likely enhance the 
performance of tourist operators. This project sought to provide a detailed analysis of the needs of SMTEs in 
relation to managing service quality for tourists and was primarily a scoping study aimed at investigating the 
best way to provide service quality enhancement training or tools to SMTEs.  

Although variously defined in the literature, service quality is generally accepted to mean an overall appraisal 
of a service (Bitner 1990; Parasuraman, Zeithaml & Berry 1985). Evaluating the quality of services is more 
difficult than evaluating the quality of goods, due to the nature of services, specifically their intangibility, 
inseparability and variability. This is particularly relevant to tourism enterprises where it is often the experience 
that is important to the customer. Customer perceptions of service quality may vary at several levels within an 
organisation. For example, differences may occur in perceived service quality in terms of the interaction between 
the customer and the service provider, the quality of the service itself and the organisation as a whole.  

Customer service skills are probably one of the most important aspects of managing service quality within 
tourism enterprises. In many instances, it is the customer contact staff who actually make the experience positive 
or negative for the customer. Importantly, the customer contact staff also represent the face of the organisation. 
Understanding the customer contact role and its impact on overall service quality judgments for SMTEs is vital. 
This project seeks to find out more about frontline training in SMTEs. 

Like all service industries, the services provided within the tourism sector have several things in common 
which distinguish them from the products offered by manufacturing and other commercial sectors. For example, 
services are relatively intangible and are characterised by simultaneous production and consumption. Thus, it is 
difficult to observe hospitality services in advance and even harder to ‘try before you buy’. The provision of 
hospitality services is often immediate and spontaneous. Successful service provision requires a matching of 
expectations and behaviours, a task that is difficult to achieve under conditions of time pressure and inter-
customer variability. For all of these reasons, achieving a situation of zero defects is difficult, perhaps even 
impossible. Knowing how to undertake effective service recovery is critical to improving service quality (Sparks 
& McColl-Kennedy 2001; McColl-Kennedy & Sparks 2003). Clearly, having effective practical tools should 
assist organisations to provide higher quality service, improved levels of customer satisfaction, enhanced 
employee satisfaction and increased profitability. While it is generally acknowledged that service delivery is 
vital to the sustainability of an industry, little is known about what training is undertaken in SMTEs to facilitate 
high-quality service delivery. 

The quality of business improvement activities in general, and customer service training activities in 
particular, has come under increasing scrutiny. On the one hand, authors have noted the prevalence of well-
supported training initiatives (e.g. Matlay 2004) together with a large range of business improvement activities 
and models in the marketplace for owner-managers to adopt (Taylor & McAdam 2003). Yet, others believe that 
the investment in these training initiatives have been largely unsuccessful (Patton & Marlow, 2002). Despite 
calls for better approaches to improving the small to medium enterprise (SME) sector (e.g. Down 1999), there 
remains a general lack of understanding of the poor take-up of business improvement activities by owner-
managers (Jameson 2000; Johnson 2002). In particular, researchers have argued for a more sophisticated 
understanding of the owner-manager’s disposition, means and organisation of learning (Morrison & Bergin-
Seers 2002). Central to this examination is a better understanding of contextual factors facing SMTEs. For 
instance, Westhead and Storey (1996) argue that it is important to recognise that SMEs are not scaled down 
versions of larger corporations. Furthermore, Reid and Adams (2001) suggest that a family business should be 
treated as a special case and that differences in businesses within sectors must be taken into account (Johnson 
2002; Morrison & Teixeira 2004). What is clear is that there is still a lack of understanding about the training 
needs and especially the take-up of training programs by SMTEs. 

A range of specific research issues have been synthesised to guide the research project, including: social 
networks for the owner-manager, strategic goals, operational considerations, attitudes toward external training 
and the nature of training activities. First, researchers have acknowledged the importance of associated networks 
of friends and associates to SME decision-making. For instance, both Greenbank (2000) and Thomson and Gray 
(1999) found that the decision-making process was directly influenced by the interaction of their individual, 
social and economic contexts. A second issue is the nature of strategic goal setting for SMTEs. According to 
Jarvis, Curran, Kitching, Lightfoot (2000) SMEs pursue a range of goals including business survival and 
stability, altruistic, status considerations and professional pride. In a study of SMTEs, Morrison and Teixeira 
(2004, p. 166) found that owner-managers found it difficult to separate personal and business goals and were 
likely to enter the industry with the goal of ‘a romanticised lifestyle’. Resource constraints has been suggested as 
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a major factor in restricting SMTE business development. According to Devins, Johnson and Sutherland (2004) 
there is now a body of evidence to indicate that firm size reflects the degree and nature of training activities. A 
fourth research issue closely related to resource constraints is the priorities given to training activities. Owner-
managers usually play a central role in the day-to-day operations of their enterprises (Sargeant 1996). Thus, 
specific barriers to further training activities include inflexibility of hours and place of delivery (Beeton & 
Graetz 2001). 

Attitudes toward external training are also highlighted as research issues. Small firms tend to be reluctant in 
investing time, finance and other resources in training (Lashley & Rowson 2003; Beeton & Graetz 2001). Hence, 
Johnson (2002) asserts that training is often seen as an act of faith. A reluctance to accept the need for such 
training and a preoccupation with the day-to-day running of their businesses also results in a lack of awareness 
of training benefits (Sargeant 1996). Accordingly, the nature of training activities is paramount. Specific training 
activities that mesh with the firm’s existing activities and are delivered informally are more likely to be well 
received (Johnson 2002; Patton & Marlow 2002) In addition, generic skills development, especially activities 
that are difficult to assess, are not embraced, while skills activities explicitly related to the way the business 
operates (operational efficiency) appear to be more favoured (Patton & Marlow 2002).  

Statement of the Research Problem 
This project aims to provide insights into the identification, development and evaluation of tools to enhance 
service quality for SMTEs. The next section reports on the method adopted in this study. 
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Chapter 3 

METHOD 

Overview 
The overall research design aimed to collect data from multiple sources and at different levels. First, broad 
industry views were obtained from tourism industry executives, especially focusing on the accommodation and 
restaurant sectors. A survey of SMTE operators captured general attitudes toward training/business improvement 
activities as well as more specific information about types and sources of training activities. In addition, an 
evaluation of one specific service quality training tool captured more detailed data relating to likelihood of use 
(see Chapter 4). This multi-level design provided both comprehensive information for the project and a richer 
context to guide the subsequent data gathering component at a more detailed level.  

This chapter primarily explains the manner in which the major survey component of the research project was 
carried out. While an industry survey of SMTEs formed the major component of the study, this activity was 
preceded by information gathering from an industry reference group (IRG). The IRG comprised senior tourism 
industry executives who provided guidance for the initial stages of the project. The IRG were briefed regularly 
throughout the project and suggested that a narrow range of tourism sectors (especially accommodation, 
restaurants and visitor information centres) be considered. Ultimately, the focus for the survey was narrowed to 
the hospitality sector. 

Survey Participants  
Participants were 255 owners, managers or owner/managers of SMTEs in Queensland and New South Wales. 
The majority of respondents were male (58.3%), had a monthly turnover of in excess of $15,000 (78%) and 
worked jointly with their husband/wife/partner (62.9%). Over 90% had been owning or managing their business 
for more than two years (90.5%). A full profile of the participants is provided in the results section (see Table 1). 

The Survey Questionnaire  
A self-complete questionnaire was the primary information gathering mechanism for the project. The 
questionnaire was mailed out to subscribers of the major membership publications for the Restaurant & Caterers 
Queensland Association and the Hotel & Motel Association of Queensland. The questionnaire was designed to 
obtain information about the nature of SMTE operations and attitudes toward business improvement activities.  

The first section of the questionnaire was designed to obtain background information on current business 
operations, while the second sought to provide information on owner/managers’ attitudes toward business 
operation, staff training and business improvement training, including behavioural, cognitive and emotive 
aspects. These items were largely based around a range of issues identified by the researchers in a literature 
review, as well as interviews with IRG members. Section three investigated the current level of business 
performance activities, and the final section comprised items of a demographic nature, including respondents’ 
gender, age, education and income. See Appendix 1 for the information sheet and questionnaire.  

Procedure  
The questionnaire was partially developed based on interviews with members of the IRG and the work of other 
researchers. Further consultation with the IRG and several SMTE operators contributed to the refinement of 
various aspects of the final questionnaire. In June/July 2005, 4,000 questionnaires were printed at Griffith 
University and then distributed by the Restaurant & Caterers Queensland Association and the Hotel & Motel 
Association of Queensland as inserts in their respective publications. Both publications carried short articles 
about service quality, indicated the nature of the research project and encouraged readers to complete a survey 
form. This, together with the anonymous nature of the survey, ensured the project complied with the Privacy 
Act. Prize draws of one Myer voucher worth $400 and six Myer Vouchers worth $100 each were offered as 
incentives to encourage responses, with most respondents entering into the draw. The prize draw competition 
closed on 15 July 2005 and winners were drawn the following week. A total of 255 completed questionnaires 
were received, indicating a response rate of 6.4%.  
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Chapter 4 

SURVEY RESULTS 
In this chapter the results are presented in five subsections: demographics; background information about current 
business operations; on SMTE operator’s broad attitudes toward business improvement activities and training; 
preferences for different information sources and types of training activities; and current behaviours relating to 
different information sources and types of training activities.  

Demographic Profile 
Demographically, there were slightly more male (58.3%) than female (41.7%) respondents. The majority of 
respondents ran their businesses in Queensland (94.7%) with the remainder running their business in New South 
Wales (5.3%). Age of respondents ranged from 18 to over 65, with the 45-54 age group having the highest 
number of respondents (32.8%) (see Table 1). 

Table 1: Demographic profile 

SAMPLE CHARACTERISTIC % SAMPLE CHARACTERISTIC % 

Area of Business (n=244) 
Qld  
New South Wales 

 
94.7 
5.3 

Gender (n=252) 
Male 
Female 

 
58.3 
41.7 

Age (n=253)  
18-24 
25-34 
35-44 
45-54 
55-64 
65+ 

 
0.8 
7.5 

26.1 
32.8 
29.6 
3.1 

Education (n=251) 
High school 
Trade qualification 
College certificate/diploma 
University degree 
Post graduate degree 
Other 

 
29.1 
11.6 
27.5 
21.5 
6.8 
3.6 

Role (n=254) 
Owner/manager 
Owner 
Manager 

 
70.1 
9.8 

20.1 

Monthly turnover (n=245) 
$9,000 or less 
$9,001 - $15,000 
$15,000+ 

 
11.8 
10.2 
78.0 

Type of business (n=251) 
Accommodation only 
Food services only 
Both accommodation and food 

 
67.3 
27.5 
5.2 

Structure of business (n=246) 
Sole trader 
Partnership 
Company 

 
39.4 
54.9 
5.7 

Business model (n=252) 
Management rights 
Fully independent 
Company owned 
Independent/marketing network/chain 
Business franchisee 

 
49.2 
33.3 
10.3 
5.2 
2.0 

Family involvement in business 
(n=248) 
Joint husband/wife/partner 
Individual/self 
Joint with some family members 
Joint with whole family 

 
 

62.9 
19.0 
15.7 
2.4 

How long working in industry 
(n=252) 
Less than 1 year 
1 year to less than 2 years 
2 years to less than 5 years 
5 years to less than 10 years 
10 years to less than 20 years 
20 years or more 

 
 

3.2 
8.3 

23.4 
20.6 
20.6 
23.8 

How long owning/managing business 
(n=252) 
Less than 1 year 
1 year to less than 2 years 
2 years to less than 5 years 
5 years to less than 10 years 
10 years to less than 20 years 
20 years or more 

 
 

2.0 
7.5 

17.5 
20.2 
27.8 
25.0 
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Background Information about Current Business Operation 
In this section, general information is provided on the current business operated by responding SMTEs. For the 
respondents who described their business type as accommodation, the majority (62.6%) were running serviced 
apartments (see Figure 2).  
 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: Accommodation type 
Base: All respondents operating accommodation (n=182) 

 
For those who described their business as food, the majority (76.8%) described their business as a restaurant, 

with 51.2% dine-in only and 25.6% both dine-in and take away (see Figure 3). 
 

 
 

 

 

 

 

 

 
 

Figure 3: Food service type 
Base: All respondents operating food services (n=82) 

 
Thirty-seven per cent of all respondents reported that they had been managing the current business for 

between two and five years, 18.9% less than two years and only 2.8% 20 years or more (see Figure 4). 
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Figure 4: Years managing current business 

Base: All respondents (n=252) 
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Employees  
When all businesses were considered, the number of employees varied greatly (see Figure 5). On average, 
businesses had about seven part-time/casual employees, 3.4 full-time employees and 0.6 trainees/apprentices. 
Fifty-two per cent of businesses reported they had full-time employees; numbers of full-time staff ranged from 
one to 90.  

9.5

6.3

5.2

7.5

10.3

13.5 47.6

0 10 20 30 40 50

Percentage of respondents (n=254)

10-100 f/t employees

5-10 f/t employees

4 f/t employees

3 f/t employees

2 f/t employees

1 f/t employee

0 f/t employees

 
Figure 5: Full-time employees 

Base: All respondents (n=252). 
 
Eighty per cent of business reported they had part-time employees, the number of part-time employees 

ranged from one to 105 (see Figure 6).  
 

17.1

11.1

8.3
9.5

9.1

12.3

11.5

21
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Figure 6: Part-time employees 

Base: All respondents (n=252). 
 

Twenty-two per cent of businesses reported that they employed trainees or apprentices; numbers of trainees 
or apprentices ranged from one to 12 (see Figure 7). 

 

7.1

6.7

7.5
78.6

0 20 40 60 80

Percentage of respondents (n=254)

3+.Trainees/Apprentices

2 Trainees/Apprentices

1 Trainee/Apprentice

0 Trainees/Apprentices

 
Figure 7: Trainees/apprentices 

Base: All respondents (n=252). 
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Employee numbers by business type 
Fifty-three per cent of accommodation providers reported they had full-time employees. Of those, 31.6% had 
only one or two full-time employees (see Figure 8). 
 

 
 

 

 

 
 
 
 
 
 

 

Figure 8: Accommodation providers: full-time employees 

Base: All accommodation providers (n=182). 
 

Seventy-four per cent of food service providers reported they had full-time employees. Of those, 17.1% had 
more than 10 full-time employees (see Figure 9). 

 
 
 

 

 

 

 

 
 
 
 

Figure 9: Food service providers: full-time employees 

Base: All food service providers (n=82). 
 

Seventy-six per cent of accommodation providers reported they had part-time employees. Of those, 12.6% 
employed over 10 part-time staff (see Figure 10). 

 
 
 
 
 
 
 
 

 
 
 
 
 

 
Figure 10: Accommodation providers: part-time employees 

Base: All accommodation providers (n=182). 
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Ninety-seven per cent of food service providers reported they had part-time employees. Of those, 37.8% 
employed over 10 part-time staff (see Figure 11). 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 11: Food service providers: part-time employees 
Base: All food service providers (n=82). 

 
Only 13.7% of accommodation providers reported they employed trainees or apprentices. Of those, 6% 

employed only one trainee or apprentice (see Figure 12). 
 

 
 
 
 
 
 
 
 
 
 

Figure 12: Accommodation providers: trainees/apprentices 
Base: All accommodation providers (n=182). 

 
Forty-eight per cent of food service providers reported they employed trainees or apprentices. Of those, 

15.9% employed three or more trainees or apprentices (see Figure 13). 
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Figure 13: Food service providers: trainees/apprentices 

Base: All food service providers (n=82). 
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Up to 40 hours
10%

40 to less than 60 
hours
27%

60 to less than 80 
hours
38%

80 to less than 
100 hours

16%

Over 100 hours
9%

Hours worked by owner/manager 
The number of hours worked in a typical week range from 10 to 150 hours. The average (mean) number of hours 
worked in a typical week was 63 hours. The largest number of respondents (39.3%) worked between 60 and 80 
hours per week (see Figure 14). 
 
 

 
 
 
 
 
 

 
 
 
 
 
 

Figure 14: Number of hours worked in typical week 
Base: All respondents (n=252) 

Market sector 
The respondents serviced all market sectors, from budget to five-star luxury. The majority service the three-star 
(42.7%) or four-star (42.3%) market sectors. Overall, 85% of respondents serviced the three- to four-star market 
(see Figure 15). 
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Figure 15: Market sector 

Base: All respondents (n=252) 

Reasons for owning / managing business 
Respondents were asked to report why they had started owning or managing a business. The largest group (62%) 
reported that their reason was to be their own boss, with the second largest group (56%) reporting they had 
started owning or managing a business to be financially secure in the future (see Table 2). 

Table 2: Reason for owning or managing a business 
Reason %* 
To be independent/my own boss 62.3 
To be financially secure in the future 56.3 
To be successful in life 31.3 
To make as much money as I could 11.1 
It was more family friendly 10.7 
To avoid unemployment 9.1 
It’s a family tradition 4.4 
Other reasons 12.7 

* Percentages total more than 100% due to multiple responses (n=252) 
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Business plan 
Respondents were asked if, when the business first commenced, they developed a business plan for either the 
business, the bank or a government agency (see Figure 16). 
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Figure 16: Reason why a business plan was developed 

Base: All respondents (n=252) 

Current plans in writing 
Respondents were asked if their current business was operating with a written business plan, marketing plan, 
mission statement or HR management plan. Overall, 40.9% reported they had no written plans in place. Only 
14% of businesses were operating with a written HR management plan, 31% with a written mission statement, 
38% with a written marketing plan and 45% with a written business plan (see Figure 17). 
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Figure 17: Written plans in place for the business 

Base: All respondents (n=252) 

Policies and procedures 
Respondents were asked if they had formal policies or procedures for a number of areas. Overall, 24.6% reported 
they had no policies or procedures in place. Sixty-nine per cent had a customer complaint handling procedure, 
34% had quality review procedures and 31% had service guarantee policies in place (see Figure 18).  
 

 
 

 
 
 
 
 
 
 
 
 

Figure 18: Formal policies or procedures  

Base: All respondents (n=252) 
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Designated roles 
Respondents were asked if, within their business, there were designated roles for finance/accounts, 
personnel/human resources and marketing/sales. Overall, 26.6% of respondents reported they had no such 
designated roles. Seventy-one per cent of respondents had designated roles for finance/accounts, 54% had 
designated marketing/sales roles and 35% had designated personnel/human resources roles (see Figure 19). 
 

35.7
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71.0
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Figure 19: Designated roles 

Base: All respondents (n=252) 

Customer service training 
Respondents were asked to report the current level of their customer service training activities. Eighteen per cent 
reported they had no customer service training in place (see Table 3). Only 38% had a staff operations manual. 
Furthermore, it appeared much of the customer service training was verbal training and therefore open to 
inconsistency. In Table 4, the levels of customer service training are broken down by the number of employees. 
Again, a heavy reliance is placed on verbal training. 

Table 3: Current level of customer service training 

Customer Service Training %* 

Verbal information for staff induction 56.3 
Verbal information on a need-to-know basis 39.3 
Staff/operations manual 38.1 
Regular staff training workshops 21.0 
No customer service training 17.9 
Other types of training 10.9 

* Percentages total more than 100% due to multiple responses (n=252) 
 

Table 4: Current level of customer service training by number of employees 

Customer Service Training At least one 
full-time, %* 

At least one 
part-time, % 

Over five 
employees, % 

Verbal information for staff induction 65.9 62.3 74.8 
Verbal information on a need-to-know basis 42.4 44.2 43.9 
Staff/operations manual 49.2 40.2 53.3 
Regular staff training workshops 31.1 24.1 40.2 
No customer service training 8.3 11.5 1.9 
Other types of training 9.8 11.1 11.2 

* Percentages total more than 100% due to multiple responses (n=252) 
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Business growth 
Respondents were asked whether they thought their current business could grow a little or a lot, or was fine at its 
current level. Fifty-two per cent reported that their business could grow a little and 4.4% reported their business 
was fine as it is. Overall, 95.6% of respondents were seeking growth in their business (see Figure 20). 
 

 
 
 
 
 
 
 

 

Figure 20: Business growth 

Base: All respondents (n=252) 

Best practice standards 
Respondents were asked if they had developed any best practice standards for their businesses based on the 
following industry standards. In total, 40% of respondents reported they had entered in one of the eight 
categories of award or certification listed in Table 5 and 13.1% of respondents reported that they had entered 20 
or more. 

Table 5: Best practice standards 

Standard Yes % 

RCQ Awards 14.7 

AAA Tourism/HMAA Awards for Excellence 11.1 

Qld Tourism Awards 9.5 

Tourism Business Accreditation 9.4 

Eco-tourism Awards 0.4 

Green Globe Certification 0.4 

ISO 9000 Certification 0.0 

Other award or certification 7.8 
* Percentages total more than 100% due to multiple responses (n = 252) 

Memberships 
Respondents were asked if they were a member of any professional or industry association. In total, 93% of 
respondents reported that they were members of one of the nine categories of association listed in Figure 21. 
 

 
 

 
 
 
 
 
 
 
 
 

 

Figure 21: Membership of professional / industry associations 

Base: All respondents (n=252) 
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Broad Attitudes toward Business Improvement and Training Activities in 
General 
Respondents were asked about their attitudes towards business improvement and training. An attitudes scale 
consisted of 53 items and included items relating to general attitudes towards operating a business, towards staff 
training and towards management/business improvement training.  

Mean (average) scores for each item are presented in Table 6 for general attitudes towards operating a 
business, in Table 7 for attitudes towards staff training and in Table 8 for attitudes towards management/business 
improvement training.  

Table 6: Attitudes towards operating a business 

General Mean 

Customer satisfaction is highest priority 6.48 
Strongly encourage customers to let me know about service levels 6.16 
Constantly think of how to serve customers better 5.98 
Have a high need to be successful 5.70 
See the need to look for ways to improve the business* 5.67 
Sit down regularly to assess the business’ performance 5.66 
Willing to spend more time on service quality matters at this time* 5.46 
Would rather take risks for more profit than business stay as it is* 5.40 
Reward staff for making customers happy 5.38 
Are confident in marketing skills and abilities 5.37 
Are aiming for a large profit in the business 5.37 
Like to constantly try out new ideas in the business 5.28 
Business relies heavily on word of mouth 5.17 
Most turnover comes from repeat business 5.04 
A high income is a top priority 5.04 
Have a high need to operate as independently as possible 5.04 
Are happy with the performance of the business 5.00 
Offer full refunds for a service breakdown/failure 4.97 
Have a strong network of industry colleagues 4.88 
Like to pass on new ideas to tourism industry friends 4.77 
Business success is primarily about building assets 4.62 
Are risk takers 4.36 
Tend to involve most staff in decision-making processes of business 4.32 
Staff and management training provided at all times* 4.20 
Tend to be more involved in industry matters than most of my peers 4.18 
Family members are encouraged to work in business 4.08 
Don’t put family needs ahead of the business* 3.96 
Do not have a comfortable work/life balance* 3.86 
Not content with way the business is going* 3.85 
Thrive on uncertainty that goes with new business opportunities 3.75 
Don’t tend to follow the industry standard in customer service* 3.73 
Tend to delegate most of the business operations to staff 3.15 

* Reverse scored items1 

                                                      
1 A number of attitude statements included in the survey were presented in a negative direction. Thus the scores for these 
statements have been reversed and the statements presented above rephrased in a positive direction to enable comparison 
with all other statements. 
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Table 7: Attitudes towards staff training 

Training Mean 

To be successful you must provide extensive training to staff 5.53 
Staff/management training is crucial to our overall business strategy 5.41 
Training of non-family staff is essential to the business’ success 5.34 
There is no option but to train our staff to a high level 5.28 
It is worth training staff even when they don’t tend to stick around 
long* 5.28 

A short external course in service quality training will be valuable to 
business 5.02 

Training of family staff is essential to the business’ success 4.94 
Staff training is a high priority on a day to day basis* 4.86 
Staff training has to be firm-specific to be of value 4.80 
Training of staff is not too costly for the business* 4.39 
There are suitable training programs available for my staff* 4.30 
Training family staff is better investment in long-run than training 
non-family staff 3.77 

* Reverse scored items2 
 

Table 8: Attitudes towards management/business improvement training 

Improvement Mean 

Have confidence in business training* 4.75 
Prefer business seminars/activities that involve my local business 
community 4.50 

Further business training would have a large benefit* 4.46 

Not too hard to find information about suitable business training* 4.45 

Do not hesitate to RSVP to a business seminar or training activity 4.34 

Finding suitable business improvement activities is not hard* 4.30 

Have the time to look for suitable training activities* 4.20 

Most business training is not too structured/formal* 4.11 

Not to busy to attend business seminars or training programs* 3.91 
* Reverse scored items3 

 
 

Respondents were instructed to rate their level of agreement with each item on a one to seven scale, where 
one meant ‘strongly disagree’ and seven meant ‘strongly agree’. A higher score indicates a more positive attitude 
toward the item. 

Note: respondent numbers varied slightly for each attitude statement and are therefore not recorded for the 
following sections. 

 
 
 

                                                      
2 A number of attitude statements included in the survey were presented in a negative direction. Thus the scores for these 
statements have been reversed and the statements presented above rephrased in a positive direction to enable comparison 
with all other statements. 
3 A number of attitude statements included in the survey were presented in a negative direction. Thus the scores for these 
statements have been reversed and the statements presented above rephrased in a positive direction to enable comparison 
with all other statements. 
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Summary of Attitudes towards Operating a Business 
To make the results for the broad attitude statements more understandable, the 53 items of the scale were 
analysed using a statistical technique called factor analysis. This technique works by grouping the 53 items into a 
reduced set of key themes, thereby making the results more reliable.  

The reduced number of items are useful in describing the key elements of respondents attitudes towards 
operating a business. In addition, the factors can be used in further analysis to identify the more important factors 
associated with training preferences. Statements not loading on any of the six themes are shown at Appendix B. 
 In total, six themes were identified, tapping into two areas: training and business: 
• Training: 

o training importance 
o training confidence 

• Business 
o service orientation 
o norms 
o content with business 
o profit orientation 

 

Theme 1 – Training importance 
Overall, training importance had an average score of 5.06; a total of 67.8% of respondents agree to some extent 
with the statements in this factor (see Figure 22). 
 

 
 

 
 
 
 
 
 
 
 
 
 

Figure 22: Training importance 

* Responses were reverse scored for these items 
 

The items that make up the training importance theme include: staff and management training is provided at 
all times; staff training is a high priority on a day-to-day basis; there is no option but to train our staff to a high 
level; staff/management training is crucial to our overall business strategy; and to be successful you must 
provide extensive training to staff. This scale was reliable with a Cronbach’s alpha of 0.742. 

The training importance theme was further investigated for any differences between groups on a number of 
items including years working in industry, years owning managing business, business growth intent, etc. 

The investigations revealed that as respondents gained more experience, i.e. the longer they had been 
working in the industry or owning/managing their business, the more they recognised the importance of training.  

Specifically: 
• Those respondents working in the industry or operating their business for less than five years rated the 

importance of training lower than those with over five years experience; 
• Those respondents in regular contact with others in the industry (weekly to monthly) rated the importance 

of training higher than those with little contact (couple times a year or less) with others in the industry; and 
• Those respondents who indicated their businesses could ‘grow a lot’ rated the importance of training 

higher than other respondents. 
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Theme 2 – Training confidence 
Overall, respondents rated training confidence at 4.40; a total of 22.9% of respondents agree to some extent with 
the statements in this factor (see Figure 23). 
 
 
 
 
 
 

 

 
 
 
 
 
 
 
 

Figure 23: Training confidence 

Note: All items are reverse scored 
The items that make up the training confidence theme include: most business training is not too structured; it 

is not hard to find suitable business improvement activities; further business training would have a large benefit; 
and have confidence in business training. This scale was reliable with a Cronbach’s alpha of 0.777. 

The training confidence theme was further investigated for any differences between groups on a number of 
items including years working in industry, years owning managing business, business growth intent, etc.  

The investigations revealed that those respondents who indicated their business could ‘grow a lot’ were less 
confident in training activities than those who indicated their business could ‘grow a little’ or was ‘fine as is’. 

  

Theme 3 – Service orientation 
Overall, respondents rated service orientation at 5.69; a total of 96.3% of respondents agree to some extent with 
the statements in this factor (see Figure 24). 
 

 
 

 
 
 
 
 
 
 
 
 
 

 

Figure 24: Service orientation 

The items that make up the service orientation theme include: like to constantly try out new ideas in the 
business; reward staff for making customers happy; sit down regularly to assess the business’ performance; 
constantly think of how to serve customers better; and strongly encourage customers to let me know about 
service levels. This scale was reliable with a Cronbach’s alpha of 0.705. Further analysis of this theme revealed 
no significant group difference on service orientation. 
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Theme 4 – Norms 
Overall, respondents rated norms at 4.61; a total of 58.9% of respondents agree to some extent with the 
statements in this factor (see Figure25). 
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Figure 25: Norms 

 
The items that make up the norms theme include: tend to be more involved in industry matters than most of 

my peers; like to pass on new ideas to tourism industry friends; and have a strong network of industry 
colleagues. This scale was reliable with a Cronbach’s alpha of 0.725. Further analysis of this theme revealed no 
significant group difference on the norms theme. 

 

Theme 5 – Content with business 
Overall, respondents rated content with business at 4.57; a total of 61.9% of respondents agree to some extent 
with the statements in this factor (see Figure 26). 
 

 

 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 26: Content with business 

The items that make up the content with business theme are: are content with the way the business is going; 
and happy with the performance of the business. This scale was reliable with a Cronbach’s alpha of 0.757. 
Further analysis of this theme revealed no significant group difference on service orientation. 
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Theme 6 – Profit orientation 
Overall, respondents rated profit orientation at 5.20; a total of 79.1% of respondents agree to some extent with 
the statements in this factor (see Figure 27). 
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Figure 27: Profit orientation 

The items that make up the profit orientation theme are: a high income is a top priority for me/us; are aiming 
for a large profit in the business. This scale was reliable with a Cronbach’s alpha of 0.675. Further analysis of 
this theme revealed no significant group difference on profit orientation. 

 

Aspirational hierarchy of attitudes 
A second approach to gather insights from the attitude statements examined the nature of selected attitudes and 
their relative ranking. 

This analysis of the attitude statements revealed a notional hierarchy of attitudes. The highest ranking item 
was ‘customer satisfaction is our highest priority’ (6.5) – a cognitive attitude. One of the lowest ranked 
statements was ‘time to attend training activities’ (3.9) – a behavioural attitude. The former statement is 
aspirational while the latter statement reflects the practical difficulties facing SMTE owner-operators. 
Accordingly, several other statements have been compiled in Table 9 to show that there appears to be a hierarchy 
evident between the extremes of business aspiration and operational reality. Hence, we can see that while 
aspirations are high, confidence in the suitability of training activities is less so. 

Table 9: Hierarchy of attitudes 

Statement Mean Score 

Customer satisfaction is our highest priority 6.5 

Service orientation (summed scale) 5.7 

Importance of training (summed scale) 5.1 

Confidence in training (summed scale) 4.4 

Time to attend training activities 3.9 
 

Likelihood of customer service training 
When asked how likely it was, on a scale of 1 = very unlikely to 5 = very likely, that they or any of their staff 
would attend customer service training within the next 12 months, the average response was 2.61, indicating that 
the respondents were split on whether they would attend training (see Figure 28). 
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Figure 28: Likelihood of customer service training (%) 

Further investigations were conducted into what were the most important factors that influenced the 
likelihood of a respondent undertaking customer service training. A Stepwise Multiple Regression Analysis was 
conducted on the dependent variable of ‘likelihood of customer service training in the next 12 months’. Hence, 
the analysis examined a range of business factors, demographic variables, attitude statements and behaviours. 
The results show that four independent variables account for 30% of the variance in likelihood of customer 
service training (Adjusted R2 .304) (see Table 10). 

Table 10: Factors contributing to likelihood of customer service training 

Variable 
Standardised 
Coefficients 

Beta 
t Sig. 

Training importance 0.277 4.084 0.000 

Usage of short business seminars 0.256 3.935 0.000 

Training confidence -0.167 -2.440 0.016 

How long working in industry 0.150 2.383 0.018 
 

The training importance theme has the biggest impact. Those who rated training as more important were 
more likely to be planning to undertake training in the next 12 months. 

Usage of short business seminars was the next most important. Those respondents who regularly utilised 
short business seminars were more likely to be planning to undertake training in the next 12 months. 

The training confidence theme had a significant negative impact. Those with higher training confidence were 
less likely to be planning to undertake training in the next 12 months. 

Number of years working in the industry also had a significant positive impact. The longer the respondent 
had been working in the industry, the more likely they were to be planning to undertake training in the next 12 
months. 

In summary, those already engaging in training seeming likely to engage in training in the future. 

Preferences for Different Information Sources and Types of Training 
Activities 
In this section respondents were asked about their preferences for types of training activities and sources for the 
delivery of training activities. 

Customer service information/training 
When asked if they would like more customer service information/training on a number of specific 
training/information activities, 53.6% of respondents agreed that they would like information regarding 
benchmarking against best practice in the industry and 48.8% agreed they would like to learn more about 
designing customer satisfaction surveys (see Table 11). 
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Table 11: Customer service information/training 

Type of Information/Training % 
Benchmarking against best practice 53.6 

Customer satisfaction surveys 48.8 

Service quality reviews 37.3 

Designing service guarantees 26.2 

Customer complaint policies 24.6 

Customer service breakdown policies 19.0 

Mystery shopping 17.1 
 

These results indicate that operators prefer information on evaluative training activities, e.g. benchmarking, 
quality reviews and customer satisfaction training, while the less preferred activities were more oriented toward 
policy development, e.g. complaints and breakdowns. Respondents were least interested in mystery shopping. It 
is possible that this statement was not clearly understood by respondents or that this form of activity is perceived 
as an externally conducted review. Other activities have an internal focus. 

The use of customer service information/training activities was further investigated by looking for any 
differences between respondents based on a number of items, including whether respondents have business plans 
or policies and procedures in place, current level of customer service training and business goals: 
• Those respondents with written plans in place (i.e. human resource, business, mission statement, 

marketing) were slightly more likely to be interested in information on benchmarking against best practice 
and mystery shopping than those respondents with no plan or one plan in place; 

• Those respondents with written policies and procedures in place (i.e. for quality reviews and service 
guarantees) were also somewhat more likely to be interested in information on service quality reviews, 
benchmarking, mystery shopping and service guarantees than those with no written policies and 
procedures in place; 

• Those respondents whose current level of customer service training included ‘verbal information at 
induction’ and ‘verbal information on a need-to-know basis’ were slightly more interested in information 
on designing service guarantees than other respondents. In addition, those whose customer service training 
was mainly ‘verbal information on a need-to-know basis’ were more interested in information on 
benchmarking against best practice than other respondents; and 

• Those respondents seeking to ‘grow a lot’ were somewhat more likely to want more customer service 
information/training for customer satisfaction surveys, mystery shopping, service quality reviews, and 
benchmarking against best practice than respondents who reported that their business was ‘fine as it is’ or 
could ‘grow a little’. 

Service Quality Tool/Guide 
In this section we asked respondents to report their service delivery preference for future training activities.  

When asked to indicate which medium for delivery of any service quality tool/guide they would prefer, if 
any, most respondents opted for a computer CD-ROM style tool (33.6%) (see Figure 29). While there were few 
differences in preferences for service quality tools/guides between different groups, the results did indicate that 
heavy internet users were slightly less likely to want a paper booklet than those who used the internet less often. 
Similarly, those in frequent contact with industry friends/associates were also less likely to want a paper booklet 
than others. 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 29: Service quality tool/guide 
Base: All except non respondents (n=244) 
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Current Behaviours Relating to Different Information Sources and Types 
of Training Activities 
Information was obtained on what activities operators currently used, including information on those activities 
most valued and recommended.  

First, respondents were asked about their current usage of different sources of information/business 
improvement activities. There were six possible responses; never, once a year or less, a few times a year, 
monthly, weekly, or daily. Respondents were also asked to rate the value that each source of information 
provided to their business from a business improvement perspective. Ratings were on a scale from 1 = Poor to 4 
= Very Good. Respondents who indicated they never used a source were asked not to rate the source, to ensure 
only informed ratings were received. See Appendix 3 for all responses. 

Responses were in line with expectations, with those sources of information that were easily accessible and 
likely to be used daily more popular, i.e. business section of the newspaper and staff meetings. At the other end 
of the spectrum, sources of information that would be expected to be used less frequently were less popular, i.e. 
short business seminar and one-day training workshop.  

A very small number of respondents reported they utilised websites for information. Only 5.3% of 
respondents utilised government websites at least weekly and 28% reported they never utilise government 
websites. For other types of websites, 29.0% utilised them at least weekly, while 17.6% never utilised other 
types of websites. In the next section, the results have been segregated to provide for a better comparative 
evaluation of sources, i.e. weekly/monthly; few times a year; once a year; and never used. 

Most common usage and value 

Weekly/monthly 
When investigating the most common usage for each item, the results indicate that the source of information 
used most often was the ‘business section of newspapers’, which was used weekly by 32.2% of respondents. 
This source was also rated as good value by 49.1% of respondents (see Table 11a). 

Of those sources of information most commonly utilised on a monthly basis over the past 12 months, 
business magazines were the most popular followed by industry association communications. The sources 
utilised monthly were also rated as ‘good value’ by more than 50% of respondents, with the exception of 
business magazines. Overall, advice from friends and associates was the most valued source of information 
utilised on a monthly basis (see Table 12). 

Table 12: Usage of sources of information in the last 12 months – weekly/monthly 

Source of Information Most Common 
Usage (median) 

% of 
Respondents 

Value and % of 
Respondents 

Business section of newspapers Weekly 32.2 Good 49.1 

Business magazines Monthly 66.9 Good 49.8 
Industry Association 
communications Monthly 42.4 Good 52.0 

Advice from friends and associates Monthly 29.4 Good 62.7 

Other websites  Monthly 24.2 Good 57.5 

Staff meetings Monthly 23.7 Good 57.3 
* Base: All except non responders (actual number of responders varies for each question) 

Few times a year 
Of those sources of information most commonly utilised a few times over the past year, attorneys/accountants 
were the most popular followed by government websites. Lifestyle TV programs were the least popular in this 
group. Four of the six sources were rated as ‘good value’ by most respondents, with informal meetings with local 
business associates the most valued. The remaining two items were rated as ‘moderate value’ by most 
respondents (see Table 13). 
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Table 13: Usage of sources of information in the last 12 months – few times a year 

Source of Information Most Common 
Usage (median) 

% of 
Respondents 

Value and % of 
Respondents 

Attorneys/accountants Few times a year 54.0 Good 54.9 

Government websites Few times a year 35.1 Good 46.9 
Informal meetings with local 
business associates Few times a year 32.8 Good 58.6 

Non-government books or journals Few times a year 27.0 Good 55.6 
Lifestyle magazines, e.g. interior 
design, women’s Few times a year 25.1 Moderate 50.0 

Lifestyle TV programs, e.g. 
Getaway, My Restaurant Rules, 
home improvements shows 

Few times a year 17.8 Moderate 47.9 

* Base: All except non responders (actual number of responders varies for each question) 

Once a year or less 
Of those sources of information most commonly utilised once a year or less, short business seminars and one-
day training seminars were the most popular. TV business improvement programs were the least popular. These 
sources were generally rated as ‘good value’ by respondents, with business consultants rated as the best value 
(see Table 14).  

Table 14: Usage of sources of information in the last 12 months – once a year or less 

Source of Information Most Common 
Usage (median) 

% of 
Respondents 

Value and % of 
Respondents 

Short business seminar Once a year or less 30.6 Good 52.3 

One-day training workshop Once a year or less 30.2 Good 56.6 

Expos/conferences Once a year or less 29.7 Good 47.8 

Financial advisor Once a year or less 22.6 Good 54.2 

Business consultant Once a year or less 19.9 Good 58.3 

TV business improvement programs Once a year or less 10.0 Good 44.2 
* Base: All except non responders (actual number of responders varies for each question) 

Never 
Of those sources of information that rated ‘never’ most often, Commerce Qld was the least likely to be utilised 
within the past 12 months. While rated as the least likely to be utilised, Commerce Qld was rated as ‘good value’ 
by 59% of respondents who had utilised their services in the past 12 months. Similarly, TAFE/College courses 
were rated ‘good value’ by 55% of those utilising them (see Table 15). 

Table 15: Usage of sources of information in the last 12 months – never  

Source of Information Most Common 
Usage (median) 

% of 
Respondents 

Value and % of 
Respondents 

Commerce Qld Never 78.3 Good 59.0 

TAFE/College course Never 65.9 Good 55.1 
Government Smart License 
publications Never 52.6 Good 38.6 

* Base: All except non responders (actual number of responders varies for each question) 
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While ‘never’ was the ‘most common usage’ for only three sources as noted above, in total 11 of the 21 items 
were reported as ‘never’ used by more than 30% of respondents (see Table 16). 

Table 16: Sources of information ‘never used’ by more than 30% of respondents 

Source of Information 
% Never used in 
last 12 months 

Commerce Qld 78.3 

TAFE/College course 65.9 

Government Smart License publications 52.6 

One-day training workshop 48.6 

TV business improvement programs 46.6 

Financial advisor 40.7 

Expos/conferences 40.6 

Short business seminar 38.4 

Business consultant 37.6 

Lifestyle TV programs e.g. Getaway, My 
Restaurant Rules, home improvements shows 

33.5 

Lifestyle magazines e.g. interior design, women’s 32.6 
 
The usage of sources of information was further investigated to establish any group differences: 

• Gender of respondent had little impact on use of sources except for lifestyle magazines and Commerce 
Qld, where males were slightly less likely to use these sources than females. In contrast, males were 
slightly more likely to use industry associations communications than females; 

• No significant differences on any of the sources of information were found between different age groups; 
and 

• When looking at the difference between respondents who reported that their business could ‘grow a lot’ 
and those that could ‘grow a little’ or where ‘fine as is’, there was a significant difference on the usage of 
staff meetings with those wishing to ‘grow a lot’ utilising staff meetings more often than the other group.  

Best Business Training/Improvement Activity 
One-hundred-and-thirty-nine respondents answered this open-ended question about the best business 
training/improvement activity they have encountered in the past year. However, a number of respondents didn’t 
indicate the activity clearly and only 108 could be categorised by name.  

Activities could be grouped according to whether they were oriented to industry matters, business 
improvement activities or company related. The majority of activities nominated (65%) were industry related, 
while another 27% were business related and 8.5% were company related. The responses were further analysed 
by how general or specific the activity nominated was. The majority (65%) of preferred activities were non-
specific (see Table 17).  

Table 17: Best business training/improvement activity 

 Industry Business Company Total 
General 60.0% (42) 65.5% (19) 100.0% (9) 65.0% (70) 
Specific 40.0% (28) 34.5% (10) 0.0% (0) 35.0% (38) 
Total 65.0% (70) 27.0% (29) 8.5% (9) 100.0% (108) 

Note: Number in brackets = actual number of responses in this group 
 
Finally, counts were taken of which type of organisation was associated with delivery of the activity. Almost 

all activities that were general industry were associated with a hospitality association (97.5%). On the other 
hand, the majority of industry specific training was associated with other organisations (71.5%) and nearly all 
business activities were associated with non-associations (90%). 

The second part of this question asked what type of activity was preferred. Short seminar activities was the 
most preferred medium of delivery and websites the least preferred. Thus non-interactive media (i.e. books, 
magazines, websites) were the preferred options for only 23.5% of the respondents (see Table 18).  
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Table 18: Actual preferred activity 

Mode Count % 
Seminar 50 47.5 

Book 13 12.0 

Meeting 12 11.5 

Course 11 10.5 

Magazine 9 8.5 

Conference 7 6.5 

Website 3 3.0 

Total 105 100.0 
 

It is noted that these actual preferred behaviours are at odds with Figure 29, which placed seminars at a lower 
ranking. This can possibly be explained by the notion that busy owner/managers are less likely to make a 
commitment to attend an unproven two-hour seminar ahead of the convenience of a quick scan online at the 
same training material. The internet offers the option of awareness of what is going on without a heavy 
involvement in time and resources and is at the owner/manager’s convenience. However, once committed to a 
seminar, this activity is rated more worthwhile. 

The final part to this question asked why operators valued this activity. One-hundred-and-thirty-nine 
respondents provided answers to this part. Six themes were identified from this analysis: (1) credibility; (2) ease 
of use; (3) relevance; (4) social; (5), novelty; and (6) intensity. Counts for each of these six themes are shown in 
Table 19. Descriptors for each of these themes are included in the following discussion. 

Table 19: Why preferred activity valued 

Reason Count % Comment 
Relevance 45 32.5  
Novelty 36 30.0  
Informative 16 11.5  
Credibility 14 10.0 8% also mentioned with relevance 
Ease of use 14 10.0  
Social 14 10.0 6.5% also mentioned with novelty 
Total 139 100.0  

 
Relevance was the highest mentioned reason for the preferred activity (32.5%). Common terms frequently 

used were relevant and pertinent. Typical comments were: 
• Business specific – don’t waste time, money and 

resources doing case studies or assignments that 
relate to other businesses that have no 
relationship to my own; 

• Have actual incidents and case studies which 
related directly to our industry; 

• Information very specific to our situation; and 
• Direct relevance to my industry. 

The second highest mentioned theme was novelty (30%). Here novelty refers to the newness of the 
information provided. Six aspects of novelty were especially noted. These were: provided new ideas; trends; new 
information; up-to-date; provided a different perspective; and benchmarking. Typical comments were: 
• Helped me see my business and my role in a 

new and better perspective; 
• Gives up-to-date assessment on the particular 

business I am in; 

• Variety of new ideas; 
• Keeps you up-to-date; and 
• Got something new not rehashed. 

The third theme is informative (16%) and refers to the level of information provided. For instance, all sixteen 
respondents in this category noted that the activity was informative or very informative and this theme is thus 
highlighted as a separate category. Additional qualifying terms used were ‘lots of information’ or ‘worthwhile’. 
This theme implies an evaluative judgement that links to other comments relating to usefulness and being 
worthwhile.  

The fourth theme relates to the credibility of the information providers (14%). Three aspects of this theme 
emerged: (1) terms used to denote credibility; (2) the nature of presentation; and (3) experience and knowledge 
of speaker/authors. Terms used most frequently included ‘credible’, ‘honest’ and ‘accurate’. Several respondents 
commented on the quality of the presentation, e.g. ‘quality content’, ‘excellent presenters’ and ‘great speakers’. 
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Finally, many respondents commented on the experience and knowledge of the author/presenter, as shown as by 
the following examples: 
• Conducted by industry professionals; 
• Good advice from experienced people; and 

• Best tourism professionals in our area. 
 

The next theme is ease of use (14%) and refers to how easy was the material to follow, use or understand. 
Typical comments were: 
• Written in everyday English;  
• Easy-to-read guide; and 

• Straight forward, easy to understand, plain 
English. 

The final theme is labelled social (14%) and relates to the opportunity to interact with others, including 
making contact with peers, e.g. social interaction and swapping ideas. Networking was mentioned several times. 

In summary, the ideal tool appeared to have the following characteristics: highly relevant to business needs; 
provides new information; informative (not trivial); credible source; easy to access and understand; and has a 
social component. This finding fits with the results from preferred sources of information questions. That is, the 
best value training/business improvement activity was positively rated by friends and associates. Characteristics 
of such advice can generally be seen as friendly, comfortable, free, social, specific and knowledgeable. Such 
sources also respond to specific requests for information. In contrast, the least valued activities tended to be 
associated with more formal activities and associated government sources. 
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Chapter 5 

EVALUATION OF TRAINING TOOL 

A small-scale evaluation of a service quality training tool was completed to provide further insights into the 
training needs of SMTEs. The IRG suggested the research team focus on one particular type of tool in one sector 
of the tourism industry. Accordingly, the team developed a self-assessment tool for SMTEs based on customer 
perspective taking. This type of tool allowed SMTE owner/operators to stand back from their business and view 
the level of service quality from an outsider’s perspective – namely the customer. The IRG agreed that this type 
of tool would be useful for owner/operators. 

The tool was developed for the accommodation sector and evaluated by operators using a Delphi technique. 
From earlier findings it was established that it would be difficult to engage busy SMTE operators in any training 
activity. The electronic Delphi technique was utilised after attempts to arrange face-to-face workshops with 
owner/managers proved difficult. This reluctance to participate in training evaluation was consistent with 
industry advice.  

The Delphi technique (named after the classical Greek ‘Delphic oracle’) involves the gathering and analysing 
of information from a panel of experts. The experts privately express their opinions about a particular issue of 
interest. These views are then collated and circulated back to panel members in an aggregate form for a second 
opinion. The technique has the advantages of allowing experts to (1) express their opinions forthrightly and 
anonymously, but also (2) to reassess their expert comments after reflecting on peer expert comments. 

A convenience sample of operators drawn from tourism directories was taken. Operators were primarily 
selected if they indicated on a website that they were involved in a SMTE association activity, tourism awards or 
promoted themselves as customer-friendly. Thirty owner/managers were contacted by email and asked to 
participate. The invitation package comprised a one page cover letter, one page information sheet on the project 
and one page information sheet on the Delphi technique. Nine responses were received to this invitation. Seven 
SMTE operators agreed to participate in the pilot exercise and provide feedback in two waves. The customer 
perspective taking tool used for the pilot is shown in Appendix D. A feedback sheet was provided to participants 
and this was used in the first wave. The standard eight questions are shown in Appendix E. Participants provided 
open-ended comments to the summary of responses from the first wave, which provided most of the information. 

Specific Tool Evaluation Results 
Drawing upon several aspects of the earlier findings and the results of a literature search, an ‘evaluative’ form of 
training tool was developed for evaluation by SMTE operators.  

The three main features of the tool include:  
• Involvement in a mini-case to help users start thinking about customer service issues from the customers 

viewpoint; 
• A step-by-step guide for users to evaluate their own operation from the customer’s perspective; and  
• A scoring sheet to assist with planning future action.  

The tool was provided electronically in both word document and PDF formats and was comprised of 16 A4 
pages. The tool is shown in Appendix D. 

The tool was received well overall, e.g. ‘will be a useful tool for those it proposes to assist’. However, it was 
clear that the tool needed to be clearly targeted to the right people to make it effective. There was a consensus 
that the tool would be useful for staff and in particular provided an opportunity for staff to be walked through 
basic customer service issues. It was thus highly valued for frontline staff. 

Best situations appear to be for initial staff training and ongoing staff meetings/training. On the other hand, 
some experts thought that experienced staff or staff with strong customer service skills would be least likely to 
find value. One expert noted that it is important to get something new and not something ‘rehashed’. In 
particular, some experts queried its value for sole operators. This was largely seen as a time issue, e.g. ‘my 
husband and I are the only office staff at our motel and do not have the time’. 

There was disagreement about who to target. Some experts saw value for any person in a customer service 
role, while others thought a more focused tool would be required to cover different situations. For instance, 
actual incidents and case studies which related directly to the specific industry were considered essential for 
some. Experts noted the value of using real-life practical cases and some suggested going further to make the 
case more ‘real’. One expert noted that the tool had to be business specific not just industry specific – ‘don’t 
waste time, money and resources doing case studies or assignments that relate to other businesses that have no 
relationship to my own’. 
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One expert noted that similar programs/tools currently exist, so why ‘reinvent’ the wheel. Others suggested 
this form of tool could be integrated into existing programs/tools, e.g. accreditation programs. Other suggestions 
were to integrate aspects of the tool into the operational planning process, e.g. preparation of manuals, standard 
operating procedures, etc. 

A majority of experts thought the tool should be provided via CD-ROM or online and this could be best 
facilitated through industry associations. A number of experts also thought that short workshop sessions both 
onsite and offsite would be appropriate for this type of activity. 

Experts appeared to find the tool straight forward, easy-to-understand and in plain English. While the tool 
appeared to be easily read and understood, some noted it was too long and detailed. Hence, for time-poor 
operators this type of tool could be overwhelming.  

The value of using a customer perspective taking tool was unclear. One expert noted ‘the tool helped me see 
my business and my role in a new and better perspective’. However, other experts suggested that the idea of 
looking through ‘customer eyes’, while appealing, is sometimes difficult to do in practice. Some experts also 
saw the tool being of most value in a group situation. This suggested that a facilitator in a workshop situation 
may be required to achieve maximum benefit. 

The scoring was well-received but one specific suggestion was to have scoring at the ends of sections rather 
than at the end of the tool. 
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Chapter 6 

SUMMARY AND RECOMMENDATIONS 

Summary 
In this project, insights have been gathered into SMTEs behaviours and attitudes toward service quality training 
and business performance improvement activities in general. This improved understanding is a key step toward 
developing more suitable service quality training tools for a SMTE sector that is generally reluctant to invest 
substantial resources in these activities. In particular, the project focused on identifying particular training or 
business performance improvement preferences for the hospitality sector, primarily in Queensland. This was 
achieved through a survey of 255 SMTE operators and a small-scale onsite evaluation of a prototypical service 
quality tool. The aim was to provide the first step in identifying a potential set of service quality tools rather than 
full-scale development of any particular tool.  

Engagement with the SMTE sector in training and/or business performance improvement activities is 
difficult. Training, for the majority of SMTEs, is accorded a low priority due to a variety of competing demands 
upon their time and resources. The research team can see no easy or obvious solution to this universal situation.  

Hence, efforts to introduce new training aids for the sector must fully understand this level of resistance and 
work to complement existing behaviours and attitudes rather than attempt to change attitudes head on. The 
exception would be if relevant governments were willing to impose a form of regulation on the sector that 
required different service quality outcomes and behaviours.  

Notwithstanding the above, the team recognises that windows of opportunity exist that can be exploited to 
assist the sector. In particular, opportunities for relevant government agencies, tourism bodies and associations to 
take leading roles.  

There is a mismatch between aspirational or strategic goals and capabilities of SMTEs. For instance, 
‘customer satisfaction is our highest priority’ was rated higher than all other attitude items, at 6.5 out of 7. 
Conversely, the very practical item measuring ‘time to attend training activities’ was rated at a very low 3.9 out 
of 7, thus indicating that desirable goals are likely to be impeded by a reality check within their business. This 
aspect is reinforced by the finding that nearly all respondents were seeking some growth for the business. 
However, service quality improvements, or service quality training, was not seen as a vehicle to achieve such 
growth. In addition, high workloads were confirmed for SMTE operators. It is unsurprising that, if operators are 
working such long hours in the business, they have little time for unproven training activities. For instance, 39% 
of respondents reported working 60-80 hours per week. 

A moderate degree of business planning and organisation was evident from the results. A high per centage of 
operators developed a business plan prior to their current business start-up (63%) but this reduced to 45% with a 
current operating business plan. In addition, a high per centage of respondents reported they had formal 
complaint handling procedures (69%). These results indicate that, if seen as relevant or necessary, the SMTEs do 
engage in planning or review activities. The level of formal policies for quality reviews is half that for complaint 
handling, at 35%. Similarly, more owner-operators reported they had written plans for the business than for 
human resources. A large emphasis was placed on finance/accounts roles in SMTEs but much less on 
personnel/human resource management roles. Thus, of particular interest is how SMTEs view the function of 
service quality staff training. If this activity is viewed as part of the human resource management function as 
‘training’, then less effort will be directed toward service quality training. 

Owner/managers reported that the two major reasons for moving into a SMTE was to be independent/my 
own boss (62.3%) and to be financially secure (56.3%). Hence, activities that diminish independence or are not 
linked to financial security will likely be eschewed. Thus, prescriptive approaches from academic sources for 
owner/managers to spend more time and effort training staff and themselves in customer service may fall on deaf 
ears. This aspect is reinforced by the finding (reported later in the summary) that formal sources of information 
are less preferred. 

Owner/managers reported low levels of customer service training activities. For those SMTEs with at least 
one employee, over a third of respondents reported they provided staff with no verbal customer service 
information at induction. This level of commitment to customer service training further decreased as the level of 
training activity increased. However, as the numbers of employees in the SMTE increased, the level of customer 
service training activity increased. Still, 25% of SMTEs with at least five employees did not provide customer 
service training at induction. 

Six themes were identified from the 53 statements about behaviours and attitudes toward business 
improvement: training importance; training confidence; service orientation; norms; content with status quo of the 
business; and profit orientation. The mean scores for these summed scales showed that attitudes toward service 
orientation were highest (5.7), while confidence in the usefulness of training ranked lowest (4.4). 



SERVICE QUALITY ENHANCEMENT 

 31

A statistical test (regression analysis) showed that factors leading to the likelihood of seeking further training 
activity/information were: (1) training importance; and (2) training confidence. That is, those operators who 
rated training as more important and had greater confidence in training activities were more likely to engage in 
further activities. However, the degree to which an SMTE was service or profit oriented was not a factor. 
Similarly, it didn’t matter whether the operator was content with the current business operation.  

Identifying specific end-user segments based on SMTE characteristics is problematic. No substantial 
differences between respondents’ attitudes based on gender or age were found from the survey. However, those 
SMTE owner-operators that had worked for longer in the industry were more likely to be interested in receiving 
information about service quality training. It is also noted that, while the targeted sample for the survey 
comprised magazine subscribers and association members, the response rate was low. Furthermore, it is evident 
that even though owner/managers targeted for participation to trial a prototype tool were those thought most 
likely to be predisposed to higher quality/training action through public information, i.e. entering awards, the 
majority still didn’t opt to be involved.  

Online delivery format (30%) and CD-ROM (34%) were reported as the two strongly preferred options for 
delivery of content. However, actual behaviours rate seminar activities more favourably. Hence, this finding is 
thought to relate to preliminary material. 

The results indicate that specific offerings hold more interest than generic offerings. Only 28% of 
respondents thought they would be likely or very likely to be interested in more training/information on service 
quality related issues. About half of respondents indicated that would like to receive more information on 
benchmarking and customer satisfaction surveys. A further 17-37% were interested in receiving specific 
information on activities including mystery shopping. However, a further open-ended question failed to elicit 
any more information about specific issues thought useful. Those SMTEs that reported they undertook some 
planning activities or had formal procedures in place were more likely to be interested in receiving more 
information about specific business improvement activities. 

One-hundred-and-thirty-nine SMTE operators were able to nominate their favourite training/business 
performance improvement activity over the past 12 months. The highest ranked activity was a seminar-based 
activity (47.5%), while the remaining delivery options were books (12%), meetings (11.5%), courses (10.5%), 
magazines (8.5%), conferences (6.5%) and websites (3%).  

The reasons for nominating a highly ranked activity enjoyed over the past 12 months were found to be 
grouped into six themes. Relevance and novelty of the activity were the two highest ranked reasons (32.5% and 
30% respectively). The remaining four themes of informative, credibility, ease of use and social opportunity 
were each ranked from 10-11.5%. These reasons reinforce previous findings that the specificity of the content is 
critically important. This suggests that specific regulatory or licensing issues will likely be taken up before more 
general, less required activities. Furthermore, these results emphasise the difficulty facing agencies attempting to 
sell generic service quality or customer service training regimes. While SMTEs rated such activities as important 
there is likely, a perception that not much new is being offered if not clearly spelled out. In the competition for 
the end-users’ attention and time, those activities that are specific and new (e.g. new tax rules) will likely win 
out. 

In summary, the ideal tool appeared to have the following characteristics: highly relevant to business needs; 
provides new information; informative (not trivial); credible source; easy to access and understand; and has a 
social component. This finding fits with the results from preferred sources of information questions. That is, the 
best value training/business improvement activity was positively rated by friends and associates. Characteristics 
of such advice can generally be seen as friendly, comfortable, free, social, specific and knowledgeable. Such 
sources also respond to specific requests for information. In contrast, the least valued activities tended to be 
associated with more formal activities associated with government sources. 

Recommendations 
The following recommendations are based upon the results of this project and must be seen in light of the small 
sample achieved: 

Strategic 
• Any suite of tools developed for the SMTE sector should be directed primarily to assist intermediary 

tourism organisations provide service quality training (e.g. regional tourism organisations, industry 
associations, tourism training providers) rather than direct to end-users. The focus should be on the 
delivery of supporting materials to facilitate training activities rather than development of content which is 
freely available and usually at low cost. 

• Seminars are recommended as the primary delivery platforms to owner/managers. 
• Priority should be given to develop tools that are more accessible to end-users rather than built for 

standard content. 
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• There is a need to focus less on providing more information to the sector and more on the take-up of 
information. 

• Innovative approaches are required to ‘sell’ training tools, rather than develop tools (e.g. the manager’s 
friend, checklists for the busy operator). 

• Greater focus is required on how to avoid perceptions of ‘more useless training’ by incorporating checklist 
criteria that requires weighting to be given to such considerations before development (i.e. on a scale of 
one to 10 how new is this information for the sector?). 

• Individuals and agencies that seek to influence government policy making at all levels may need to 
reassess the widely held view that incentive arrangements or regulation to encourage better customer 
service behaviours in the tourism sector are not appropriate. 

Target markets 
• Agencies involved in disseminating information to owner/managers should segment their customer 

databases more on the basis of accessibility. 
• Activities should be tailored for different end-user groups. 
• Innovative approaches are required to identify end-user owner-operators working the shortest hours and 

who thus have greater opportunity to engage with service quality training initiatives. 
• Industry survivors should be targeted before new entrants. 
• Opinion leaders should be identified and leveraged more effectively to pass on informal word-of-mouth 

communication. 
• Governments could be approached for incentives to assist more word-of-mouth activity by opinion 

leaders. 
• Partnerships with financial institutions could be fostered to include customer service tools in financial 

application material. 
• Business planning consultants could be targeted to include customer service training information in their 

materials. 
• Accountants could be targeted to include customer service training tools that demonstrate the link between 

customer service and financial outcomes in their range of services to owner/managers. 
• Government grants should be made available for agencies to promote local working groups of end-users. 

Communication message 
• Greater consideration is needed for the ‘persuasive selling’ of training activities. 
• The focus of selling tools should be on what is new and the widely used marketing tagline of ‘new and 

improved’ is a useful phrase that can be leveraged for use by providers of training information, i.e. avoid 
generic looking titles and abstracts and utilise terms such as ‘updates’. 

• Avoid using generic terms or programs that convey the impression of everyday knowledge well-known to 
the target audience (e.g. customer service is important) in favour of specific terms and programs (e.g. how 
to benchmark quality in booking guests and save dollars). 

• Provide activities (and more specifically program titles and abstracts) that link to finance/accounts roles 
(e.g. increase revenue through benchmarking service quality or save costs through customer service) by 
targeting finance officers in SMTEs. 

• Avoid prescriptive approaches for owner-operators that antagonise the large number of owner/managers 
who entered business to be independent of such prescriptive advice (e.g. customer service training 
activities can be embedded indirectly in issues-based discussion) and reinforce underlying motivations 
through activities that celebrate their personal contribution and uniqueness. 

• Communications should highlight how activities will assist those owner-operators to become more 
financially secure through sustainable growth and investment in customer service updates (rather than 
more training). 

Communication content/media 
• Large packs of training materials should be avoided, except where provided in conjunction with facilitated 

workshop/seminar activities.  
• For non-seminar activities direct to end-users, the focus should be on short (i.e. one page or less) 

information bulletins, case studies or updates. 
• Any tool should be either sector or industry problem specific, depending upon the targeted user, and 

should include real-life case studies especially from successful firms, e.g. booking guests more efficiently.  
• Depending on the size of the end-user organisation, supplementary instructor materials could be developed 

for onsite or workshop facilitation.  
• Tools need to incorporate educational material that demonstrates how sustainable business growth is best 

achieved by customer service related activities (in contrast to pricing discount approaches). 
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• Consider tools that could be used in basic staff induction packages. 
• For any onsite delivery to owner/managers, the suite of tools should be made available in CD-ROM and 

online format rather than hard copy. Similarly, preliminary communication about training activities should 
be by electronic means. 

• Direct to end-user media communication should be electronic, e.g. email. 
• Websites with large amounts of content should be avoided. 
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APPENDIX A: INFORMATION SHEET AND QUESTIONNAIRE 

 
 
 

 
 
 
 

Dear Sir/ Madam, 
Helping Small Business Through Research 

 
Small business is struggling with more red tape, tougher trading conditions and more competition, yet still 
continues to work hard to improve their business and customer service. Through our research project, we are 
eager to help you improve the Customer Service Quality of your business. The Griffith Business School, in 
conjunction with the Cooperative Research Centre for Sustainable Tourism, University of Queensland and 
Industry associations, is conducting research into customer service quality of Small to Medium Tourism 
Enterprises (SMTEs).  

Providing high-quality customer service is vitally important to the success of your business. Service Quality can 
be defined as “a customer’s overall opinion of the level of excellence obtained from a service”. The diagram 
overleaf highlights why we know it is important. 

We also know that wherever possible, successful businesses take time out to improve their businesses. 
Understanding and sharing information on business improvement activities, the barriers to undertaking more 
activities and what works for operators will lead to better assistance from government agencies, training 
providers, education providers and industry associations. 

Your input into this process is keenly sought. 

To ensure the success of this project, your participation is both very important and greatly appreciated by us. We 
would therefore be grateful if you would complete the enclosed questionnaire and return it to us. We anticipate 
that it will take you around 15 minutes. By filling out this questionnaire, you will gain insight into how your 
business operates and get ideas for how to improve the way your business operates. As a token of our 
appreciation, all who complete the questionnaire will be entered into a prize draw to win one A MYER 
SHOPPING VOUCHER WORTH $400 or one of six MYER SHOPPING VOUCHERS WORTH $100 
each. (See the prize coupon for further details and conditions of entry).  

There are no right or wrong answers – it’s your opinion that counts. All information is completely confidential. 
Further information on the importance of this project is printed on the back of the prize entry coupon. 

Thank you very much for your time and assistance with this research project. 
 
Yours sincerely, 

 
Professor Beverley Sparks 
Dept. of Tourism, Leisure, Sport and Hotel Management,  
Griffith University  
 

Griffith Business School 
Department of Tourism, Leisure, 
Hotel and Sport Management 
 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
 
www.griffith.edu.au 
 
Postal address: 
Gold Coast Campus, Griffith 
University 
PO Box 50, GCMC 
Queensland 9726, Australia

Privacy Statement  
The conduct of this research involves the collection, access and/or use of your individual personal information. The information collected is 
confidential and will not be disclosed to third parties without your consent, except to meet government, legal or other regulatory authority 
requirements. A deidentified copy of this data maybe used for other research purposes. However, your anonymity will at all times be 
safeguarded. For further information see the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp or telephone 07 3875 5585. 
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Why is Service Quality Important to Your Business? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 
BETTER 

CUSTOMER 
SERVICE 

Helps to keep 
existing customers 
coming back – i.e. 
good return rate 

Helps to maximise the 
value of each 

visit/transaction – i.e. 
increase $$ spent 

Helps to increase the frequency of 
customer visits/transactions – i.e. 

increase customer flow 

Generates more 
positive word of mouth 
– i.e. free advertising 

Helps to win more 
customers for your 

business – i.e. 
increased trade 
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“Enhancing Service Quality in Your Business” 

INFORMATION SHEET 

Research Team: 
Professor Beverley Sparks  Dr Ken Butcher  Dr Grace Pan 
Project Leader TLHSM, Griffith University TLHSM, Griffith University 
TLHSM, Griffith University  Ph: 07 5552 8887 Ph: 07 5552 8771 
Ph: 07 5552 8766 
Email: b.sparks@griffith.edu.au Email:k.butcher@griffith.edu.au Email:g.wenpan@griffith.edu.au  
 

The delivery of high-quality customer service plays an important part in the customer experience. The 
Griffith Business School, in conjunction with the Cooperative Research Centre for Sustainable Tourism 
(CRCST), University of Queensland and Industry associations is undertaking research which will provide a 
detailed analysis of the needs of Small to Medium Tourism Enterprises (SMTEs) in relation to managing 
service quality for customers. The project is a scoping study aiming to investigate the best way to provide 
tools/information packs to help SMTEs undertake a service quality review. The key outputs will include a 
range of self-evaluation tools (e.g. for reviewing your business), “how-to” tools (e.g. how to set up a service 
guarantee), and training tools (e.g. service personnel training modules). 

 
<NAME OF IRG ASSOCIATION> has kindly assisted with the distribution of this survey and no personal 
details about you have been disclosed to Griffith University. All information gathered is completely 
confidential and entirely anonymous (we ask that you do not write your name or any other identifying 
information on the questionnaire). Questionnaires will be separated from the small sealed envelopes 
containing the prize coupon information by university staff, so you will not be associated with your answers 
in any way. Names will not be provided to any other parties. If you wish to complete the questionnaire, but 
do not wish to enter the prize draw, please return the questionnaire only. Returning the questionnaire is 
taken as your consent to participate in the research.  

 
Results will be reported in aggregate form – no individual results will reported so your anonymity is 
assured. The reporting outcomes from this project will be in the form of an industry report, conference 
proceedings and academic journal articles. Should you wish to receive a summary of the results from this 
research or require any further information on the project, please contact Karen Wildman, Senior Research 
Assistant on (07) 555 28709 or k.wildman@griffith.edu.au or Professor Beverley Sparks, Project Leader on 
(07) 5552 8766 or b.sparks@griffith.edu.au.  

 
Griffith University conducts research in accordance with the National Statement on Ethical Conduct in 
Research Involving Humans. If potential participants have any concerns or complaints about the ethical 
conduct of the project they can be made directly to the project leader, or the Manager, Research Ethics on 
(07) 3875 5585 or research-ethics@griffith.edu.au. 

 

Griffith Business School 
Department of Tourism, Leisure, Hotel 
and Sport Management 
 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
www.griffith.edu.au 
Postal address: 
Gold Coast Campus, Griffith University 
PO Box 50, GCMC 
Queensland 9726, Australia 

Privacy Statement  
The conduct of this research involves the collection, access and/or use of your individual personal information. The information 
collected is confidential and will not be disclosed to third parties without your consent, except to meet government, legal or other 
regulatory authority requirements. A deidentified copy of this data maybe used for other research purposes. However, your anonymity 
will at all times be safeguarded. For further information see the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp or telephone 
07 3875 5585. 
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“Enhancing Service Quality in Your Business” 
 

PRIZE ENTRY COUPON  
 

Thank you for taking the time to participate in this study. To be eligible to be in the prize draw to 
win one MYER SHOPPING VOUCHER worth $400, or one of six MYER SHOPPING 
VOUCHERS worth $100 each, just follow these steps: 
 

1. Fill in the questionnaire 
2. Fill in your details on the prize coupon at the bottom of this page 
3. Place the prize coupon in the SMALL envelope and seal 
4. Place the SMALL envelope and the questionnaire into the ‘reply paid’ envelope 
5. Pop the ‘reply paid’ envelope in the post! Good luck! 

 
TERMS AND CONDITIONS OF ENTRY 
 

1. When you enter the competition, you accept these terms and conditions of entry. 
2. Entry into the competition is by returning a completed questionnaire to the project leader, 

Professor Beverley Sparks at the Department of Tourism, Leisure, Hotel and Sport 
Management, Griffith University, Gold Coast Campus, PMB 50 GCMC, 9726 Queensland 
Australia. 

3. The first random drawn entry will receive one Myer Shopping Voucher, worth $400. 
Following this, a further six random drawn entries will each receive one Myer Shopping 
Voucher, worth $100  

4. The decision of the University is final and no correspondence will be entered into. 
5. The prize is not redeemable for cash.  
6. The winner releases the University from any and all causes for action, losses, liability, 

damage, expense (including legal expense) cost or charge suffered, sustained or in any way 
incurred by the winner as a result of any loss or damage to any physical property of the 
winner, or any injury to or death of any person arising out of, or related to or in any way 
connected with the University or the prize. 

7. The winner will be notified by phone or email on the xx 2005. 
8. The competition closes at xx 2005 at 5pm. The competition is drawn on the xx 2005 at 

Griffith University, Gold Coast Campus, Queensland, Australia. You do not have to be at 
the draw to win. Prizes will be posted to the winners following contact.  

 
 

 
 
To be in the draw to win this valuable prize, please provide the following information: 
 
Name:_____________________________________________________________ 
 
Contact Phone Number (including area code): _________________________ OR 
 
Email Address (if preferred): __________________________________________ 
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ENHANCING SERVICE QUALITY IN YOUR BUSINESS 
 
SECTION A:  BACKGROUND INFORMATION ABOUT CURRENT BUSINESS OPERATION 
 
First, we would like to collect some background information about the business you are currently 
operating. If you have more than one business, please answer with regards to your main business in the 
food or accommodation industry.  

 

Thinking about the (main) business you are currently operating: 

 
Q1. Are you the: (tick one) 

 

o Owner/Manager o Owner o Manager 

 
Q2. Which of these terms best describes the business you are currently operating? 
 

ACCOMMODATION: AND/OR FOOD: 

o Caravan Park o Backpackers o Kiosk/convenience 
store 

o Cafe – take away 
only 

o B&B/Guesthouse o Motel/Motor Inn o Cafe – dine in only o Cafe – dine in and 
take away 

o Hotel o Serviced Apartment o Restaurant – dine in 
only 

o Restaurant – dine in 
and take away 

o Pub o Farm Stay   

 
Q3. How long have you been owning/managing the current business?  ________ years 
 
Q4. Which best describes the structure of the business you are currently operating? (tick one) 
 

o Sole trader OR o Partnership                If so, please answer the rest of the questionnaire 
 on behalf of yourself and your partners 

 
Q5. Which best describes which family members are involved in operating the business? (tick one) 
 
o None except 

myself 
o Jointly with 

wife/husband/partner 
o Jointly with some 

family members 
o Jointly with 

whole family 
 
Q6. In an average week, how many employees, EXcluding yourself, work in the business? (write in one 
number for each category; if unsure, write an approximate number) 
 
Full-time ______ Part-time/Casual ______ Trainees/Apprentices ______ 

 
Q7. Number of hours you personally work in a typical week in the business? _______ hours 
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Q8. Select the model that most applies to the business you are currently operating: (tick one) 
 

o Business franchisee o Company owned o Management rights 

o Fully independent o     Independent/marketing network/chain 

 
Q9. Does the business you are currently operating have in writing: (tick all that apply) 
 

□ A mission 
statement  

□ A business 
plan  

□ HR management plan □ Marketing 
plan 

□ No/None 

 
Q10. Does the business have formal policies/procedures for: (tick all that apply) 
 

□ Service guarantees □ Customer complaint handling □ Quality reviews □ No/None 

 
Q11. Are there designated roles in the business specifically for: (tick all that apply) 
 
□ Marketing/sales □  Personnel/human resources □ Finance/accounts □ No/None 
 
Q12. What is the current level of customer service training provided in the business, if any? (tick all that 
apply) 
 

□ None □ Staff/operations manual  
□ Verbal information for staff induction □ Regular staff training workshops 
□ Verbal information on a need-to-know 

basis 
□ Other (please specify): 

 ____________________________________ 

 
Q13. Generally speaking, the business you are currently operating: (tick one) 
 

o Could grow a lot o Could grow a little o Is fine as is 

 
Q14. Circle one number to show which segment of the market the business primarily services: 

 Budget           High end (5 star/fine dining) 

1 2 3 4 5 
 
Q15. Why did you personally start owning or managing a business? (choose TWO ONLY) 
 

□ To be independent/my own boss □ To avoid unemployment 

□ To make as much money as I could □ It’s a family tradition 

□ To be financially secure in the future □ It was more family friendly 

□ To be successful in life □ Other (specify): _____________________ 
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The following questions relate to all who manage the business you are currently operating.  
 
Q16. When the business first commenced, did you/other partners/managers develop a business plan for: 
(tick all that apply) 
 

□ The business □ The bank □ Government agency 

 
Q17. Have you/other partners/managers developed any of the following best practice standards for the 
business you are currently operating: (tick all that apply) 
 

□ ISO 9000 certification □ Entered AAA Tourism/HMAA awards for excellence 

□ Green globe certification □ Tourism Business Accreditation 

□ Entered Qld Tourism awards □ Entered RCQ awards 

□ Entered Eco-tourism awards □ Other (please specify):  
 ______________________________________ 

 
Q18. Are you/other partners/managers a member of any professional or industry associations? (tick all 
that apply) 
 

□ Hotel Motel Accommodation Assoc. □ Backpackers Assoc. 

□ Restaurant and Catering Qld □ Commerce Qld 

□ Qld Hotel Assoc. □ Regional Tourism Organisation 

□ QTIC □ Other (please specify): 

□ QRAMA  ____________________________________ 

 
Q19. How often is email used in the business by you/partners/managers? (tick one) 
 

o Daily o Few times a 
week 

o Weekly o Less than 
weekly 

 
Q20. How often is internet used in the business by you/partners/managers? (tick one) 
 

o Daily o Few times a 
week 

o Weekly o Less than 
weekly 

 
Q21. How often is contact made with industry friends/associates? (tick one) 
 

o Couple of 
times a week 

o Weekly o Monthly o Couple of 
times a year 

o Once a year 
or less 
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SECTION B:  ATTITUDES TOWARDS OPERATING A BUSINESS 
 
Q22. These questions seek information about your attitudes toward operating a business and your 
approach to business, including training activities. Please rate your level of agreement or disagreement with 
each statement by circling one number on each row using the scale shown. 
 
If you are a sole trader, please answer for yourself. If you are in a partnership, please answer on behalf of 
all business partners.  

 

1 = Strongly   
disagree 

2 = Disagree 
3 = Slightly 
  disagree 

4 = Neutral 
5 = Slightly 
 agree 

6 = Agree 
7 = Strongly 
  agree 

GENERAL ATTITUDES TOWARDS OPERATING A BUSINESS 

1. Most of the turnover comes from repeat business 1 2 3 4 5 6 7 

2. The business relies heavily on word of mouth 1 2 3 4 5 6 7 

3. I am/We are risk takers 1 2 3 4 5 6 7 

4. Family members are encouraged to work in the business 1 2 3 4 5 6 7 

5. I/We have a comfortable work/life balance 1 2 3 4 5 6 7 

6. I/We strongly encourage customers to let me know about our service 
levels 1 2 3 4 5 6 7 

7. I/We see no need to look for ways to improve the business 1 2 3 4 5 6 7 

8. I/We put family needs ahead of the business 1 2 3 4 5 6 7 

9. I /We thrive on the uncertainty that goes with new business opportunities 1 2 3 4 5 6 7 

10. Staff and management training is provided only when needed 1 2 3 4 5 6 7 

11. I/We tend to be more involved in industry matters than most of my peers 1 2 3 4 5 6 7 

12. I/We would rather my business stays as it is than take risks to make it 
more profitable 1 2 3 4 5 6 7 

13. I/We tend to follow the industry in standards of customer service 1 2 3 4 5 6 7 

14. Customer satisfaction is my/our highest priority 1 2 3 4 5 6 7 

15. A high income is a top priority for me/us 1 2 3 4 5 6 7 

16. I/We have a high need to be successful  1 2 3 4 5 6 7 

17. I/We sit down regularly to assess the business’ performance 1 2 3 4 5 6 7 

18. I am/We are content with the way the business is going 1 2 3 4 5 6 7 

19. I/We offer full refunds for a service breakdown/failure 1 2 3 4 5 6 7 

20. I am/We are confident in my/management’s marketing skills and 
abilities 1 2 3 4 5 6 7 

21. I/We constantly think of how to serve customers better 1 2 3 4 5 6 7 

22. I am/We are happy with the performance of the business 1 2 3 4 5 6 7 

23. I/We have a high need to operate as independently as possible 1 2 3 4 5 6 7 

24. I/We reward staff for making customers happy 1 2 3 4 5 6 7 

25. For me/us, business success is primarily about building assets 1 2 3 4 5 6 7 

26. I am/We are aiming for a large profit in the business 1 2 3 4 5 6 7 

27. I/We tend to delegate most of the business operations to staff 1 2 3 4 5 6 7 
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1 = Strongly   
disagree 

2 = Disagree 
3 = Slightly 
  disagree 

4 = Neutral 
5 = Slightly 
 agree 

6 = Agree 
7 = Strongly   
agree 

28. I am/We are not willing to spend more time on service quality matters 
at this time 1 2 3 4 5 6 7 

29. I/We tend to involve most staff in the decision-making processes of 
business operations 1 2 3 4 5 6 7 

30. I/We have a strong network of industry colleagues 1 2 3 4 5 6 7 

31. I/We like to constantly try out new ideas in the business 1 2 3 4 5 6 7 

32. I/We like to pass on new ideas to tourism industry friends 1 2 3 4 5 6 7 
 
ATTITUDES TOWARDS STAFF TRAINING 

33. To be successful you must provide extensive training to staff 1 2 3 4 5 6 7 

34. There are no suitable training programs available for my staff 1 2 3 4 5 6 7 

35. Staff/management training is crucial to our overall business strategy 1 2 3 4 5 6 7 

36. Training of family staff is essential to the business’ success 1 2 3 4 5 6 7 

37. Staff training has to be firm-specific to be of value 1 2 3 4 5 6 7 

38. There’s no point training staff as they don’t tend to stick around for 
long 1 2 3 4 5 6 7 

39. Training of non-family staff is essential to the business’ success 1 2 3 4 5 6 7 

40. A short external course in service quality training will be valuable to 
the business 1 2 3 4 5 6 7 

41. Training staff is too costly for the business 1 2 3 4 5 6 7 

42. There is no option but to train our staff to a high level 1 2 3 4 5 6 7 

43. Training family staff is a better investment in the long-run than training 
non-family staff 1 2 3 4 5 6 7 

44. Staff training is a low priority on a day to day basis 1 2 3 4 5 6 7 
 
ATTITUDES TOWARDS MANAGEMENT/BUSINESS IMPROVEMENT TRAINING 

45. I/We do not hesitate to RSVP a business seminar or training activity 
when asked 1 2 3 4 5 6 7 

46. I/We do not have the time to look for suitable training activities 1 2 3 4 5 6 7 

47. I/We have little confidence in business training 1 2 3 4 5 6 7 

48. Further business training would only have a marginal benefit to my/our 
business 1 2 3 4 5 6 7 

49. I am/We are too busy to attend business seminars or training programs 1 2 3 4 5 6 7 

50. It is too hard to find information about suitable business training 1 2 3 4 5 6 7 

51. I/We prefer business seminars/activities that involve my local business 
community 1 2 3 4 5 6 7 

52. Most business training is too structured/formal 1 2 3 4 5 6 7 

53. Trying to find suitable business improvement activities is too hard 1 2 3 4 5 6 7 
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SECTION C:  BUSINESS PERFORMANCE IMPROVEMENT ACTIVITIES 

 
Q23. This section seeks information on the kinds of business improvement activities you/your partners 
currently undertake. For the first answer, please indicate how much you/your partners have used each 
business improvement source in the last 12 months. Next, please rate each activity on the value it provides 
your business from a business improvement perspective (if you’ve never used a source, leave this blank). 
The first row is an example. 

 
 USAGE IN LAST 12 MONTHS  VALUE OF SOURCES 
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e.g. Tips from Mum ○ ○ ○  ○ ○  ○ ○  ○ 

1. Advice from friends and 
associates ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

2. Business consultant ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

3. Attorneys/accountants ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

4. A TAFE/College course ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

5. Short business seminar ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

6. 1-day training workshop ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

7. Staff meetings ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

8. Informal meetings with local 
business associates ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

9. Government websites ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

10. Other websites ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

11. Government Smart License 
publications ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

12. Non-government books or 
journals ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

13. Business section of 
newspapers ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

14. Business magazines ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

15. Lifestyle magazines e.g. 
interior design, women’s ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

16. TV business improvement 
programs ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

17. Lifestyle TV programs e.g. 
Getaway, My Restaurant Rules, 
home improvements shows 

○ ○ ○ ○ ○ ○ 
 

○ ○ ○ ○ 

18. Industry Association 
communications ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

19. Expos/conferences ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

20. Commerce Qld ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 

21. Financial advisor ○ ○ ○ ○ ○ ○  ○ ○ ○ ○ 
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Q24. If you were offered a Service Quality Tool/Guide to help you review/improve your business, which, if 
any, would you prefer? (tick one) 
 

o CD Rom – for a computer 

o Online access 

o Paper booklet 

o 2 hour seminar 

o Other (please specify): 

 ______________________________________________________________________ 

o None/not interested 
 
 
Q25. How likely or unlikely are you or any of your staff to attend customer service training within the next 
12 months? (circle one) 

 Very unlikely            Very likely 

1 2 3 4 5 
 
 

Q26. Would you like more customer service information/training on how to do the following? (tick all that 
apply) 
 
□ Customer satisfaction surveys □ Designing customer complaint policies 

□ Mystery shopping □ Designing customer service breakdown policies 

□ Service quality review □ Designing service guarantees 

□ Benchmarking against best practice in the industry □ Other (please specify): 
_______________________________________ 

 
 
Q27. Now we’d like to know the best business training/improvement activity you have attended in the last 
12 months and why. Please also indicate the type of activity e.g. whether it was a seminar, internet site, 
book, newspaper article etc.  
 
a. Name of best business training/improvement activity: ________________________________ 
 
b. Type of activity (seminar, book etc.): ______________________________________________ 
 
c. What it is you liked about it: _____________________________________________________ 
 

________________________________________________________________________________ 
 
 
 
 
 

PLEASE TURN OVER TO THE LAST PAGE 
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SECTION D: IMPORTANT INFORMATION ABOUT YOU 

 
Finally, we need some information about yourself. This information is confidential and used for analysis 
purposes only. 
 
Q28. Overall, how long have you been working in the restaurant/ ________ years 
accommodation/tourism industry?  
 
Q29. How long have you been owning/managing business/es?      ________ years 

 
Q30. Are you/other partners/managers a subscriber to any industry journals? (tick all that apply) 
 

o Hotel Motel & Resort 
News 

o AMG (Accommodation 
Manager’s Guide) 

o Executive Housekeeper 

o Clubs Queensland o QHA Review o Other ________________ 
 
Q31. How likely or unlikely are you or any of your staff to use the following methods when sourcing 
products and services for your business? (circle one for each row) 

      Very unlikely        Very likely 

Trade Magazine Advertising 1 2 3 4 5 

Word of Mouth Referral 1 2 3 4 5 

Business Directory 1 2 3 4 5 

Internet 1 2 3 4 5 

Trade Shows 1 2 3 4 5 
 
Q32. Postcode of business site: _____________________ 
 

Q33. Gender: o Female o Male  
    
Q34. Age: o 18-24 o 25-34  o 35-44  

 o 45-54 o 55-64 o 65+ 
    
Q35. Formal 
qualifications: 
(tick highest) 

o High school 
o  University degree 

o  Trade qualification 
o Post graduate degree 

o College Certificate/ 
Diploma 

o Other (specify): 
_________________ 

    
Q36. Monthly 
turnover 
(approx.) 

o $3,000 or less 
o $9,001-$12,000 

o $3,001-$6,000  
o $12,001-$15,000 

o $6,001-$9,000  
o $15,000+ 

 
 

Thank you very much for your assistance. To enter the competition, please be sure to fill out the prize coupon 
and pop it into the small envelope.  

Good luck! 
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SECTION D: IMPORTANT INFORMATION ABOUT YOU 
 

Finally, we need some information about yourself. This information is confidential and used for analysis 
purposes only. 
 
Q28. Overall, how long have you been working in the restaurant/  ________ years 
accommodation/tourism industry?  
 
Q29. How long have you been owning/managing business/es?      ________ years 

 
Q30. Which of the following Restaurant & Catering Queensland benefits or services have you taken 
advantage of, if any? (tick all that apply) 
 
□ Industry Events & Awards 

□ Direct access relating to Industrial Relation issues 

□ Business Development Assistance (Employment and/or Training) 

□ Exclusive Merchant offers with selected Banks and Societies 

□ Restaurant & Catering Qld Web Site (www.rcq.org.au) 
□ Direct listing of Associate Members for exclusive special rates 

□ Discounts offered e.g. Insurance, Superannuation, Legal Matters, Internet etc. 

□ Other (please specify)______________________________________________ 

□ All of the above 

□ None 

 
Q31. Postcode of business site: _____________________ 

 
Q32. Gender: o Female o Male  
    
Q33. Age: o 18-24 o 25-34  o 35-44  

 o 45-54 o 55-64 o 65+ 
    
Q34. Formal 
qualifications: 
(tick highest) 

o High school 
o  University degree 

o  Trade qualification 
o Post graduate degree 

o College Certificate/ 
Diploma 

o Other (please specify): 
_________________ 

    
Q35. Monthly 
turnover 
(approx.) 

o $3,000 or less 
o $9,001-$12,000 

o $3,001-$6,000  
o $12,001-$15,000 

o $6,001-$9,000  
o $15,000+ 

 
 

Thank you very much for your assistance. To enter the competition, please be sure to fill out the prize coupon 
and pop it into the small envelope.  

Good luck! 
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APPENDIX B: ATTITUDES TOWARD OPERATING A BUSINESS 
– FACTOR ANALYSIS 

A number of items did not fit easily into any of the themes described and were removed from the analysis. 
Although these items did not group together with other items to form a theme, they nevertheless indicate the 
strength of respondents attitudes toward these individual items relating to operating a business and are therefore 
important in their own right.  

Items that did not load on any theme 

 Mean 
General Customer satisfaction is highest priority 6.48 
General Have a high need to be successful 5.70 
General See the need to look for ways to improve the business* 5.67 
General Willing to spend more time on service quality matters at this time* 5.46 
General Would rather take risks for more profit than business stay as it is* 5.40 
General Are confident in marketing skills and abilities 5.37 
General Business relies heavily on work of mouth 5.17 
General Have a high need to operate as independently as possible 5.04 
General Most turnover comes from repeat business 5.04 
General Offer full refunds for a service breakdown/failure 4.97 
General Business success is primarily about building assets 4.62 
General Are risk takers 4.36 
General Tend to involve most staff in decision-making processes of business 4.32 
General Tend to follow the industry standard in customer service 4.27 
General Have a comfortable work/life balance 4.14 
General Family members are encouraged to work in business 4.08 
General Put family needs ahead of the business 4.04 
General Staff and management training is provided only when needed 3.80 
General Thrive on uncertainty that goes with new business opportunities 3.75 
General Tend to delegate most of the business operations to staff 3.15 
Improvement Prefer business seminars/activities that involve my local business community 4.50 
Improvement NOT too hard to find information about suitable business training* 4.45 
Improvement Do not hesitate to RSVP a business seminar or training activity 4.34 
Improvement Have the time to look for suitable training activities* 4.20 
Improvement Are too busy to attend business seminars or training programs 4.09 
Training Training of non-family staff is essential to the business' success 5.34 
Training It is worth training staff even when they don't tend to stick around long* 5.28 
Training A short external course in service quality training will be valuable to business 5.02 
Training Training of family staff is essential to the business' success 4.94 
Training Staff training has to be firm-specific to be of value 4.80 
Training Training of staff is NOT too costly for the business* 4.39 
Training There are suitable training programs available for my staff* 4.30 
Training Training family staff is better investment in long-run than training non-family staff 3.77 
Training Staff training is a low priority on a day to day basis 3.14 
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APPENDIX C: ATTITUDES TOWARD MULTIPLE SOURCES 
AND TYPES OF TRAINING 

  USAGE IN LAST 12 MONTHS*  VALUE OF SOURCES† 
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Advice from friends and 
associates 3.8 7.6 33.6 29.4 21.0 4.6  2.4 24.4 62.7 10.5 

Business consultant 37.6 19.9 25.7 13.7 3.1 0.0  1.5 24.2 58.3 15.9 

Attorneys/accountants 5.0 12.1 54.0 23.8 5.0 0.0  1.5 18.1 54.9 25.5 

A TAFE/College course 65.9 21.5 8.5 2.2 1.8 0.0  2.9 23.2 55.1 18.8 

Short business seminar 38.4 30.6 30.1 0.9 0.0 0.0  3.9 33.6 52.3 10.2 

1-day training workshop 48.6 30.2 20.7 0.5 0.0 0.0  4.0 24.2 56.6 15.2 

Staff meetings 12.7 0.9 21.5 23.7 30.7 10.5  1.1 10.8 57.3 30.8 

Informal meetings with 
local business associates 13.1 12.2 32.8 30.6 10.5 0.9  4.4 22.7 58.6 14.4 

Government websites 28.4 13.8 35.1 17.3 4.9 0.4  5.5 41.4 46.9 6.2 

Other websites  17.6 7.0 22.0 24.2 22.0 7.0  1.8 30.5 57.5 10.2 

Government Smart License 
publications 52.6 15.5 18.8 12.2 0.9 0.0  4.5 46.6 38.6 10.2 

Non-government books or 
journals 26.1 6.3 27.0 31.5 8.1 0.9  0.0 31.9 55.6 12.5 

Business section of 
newspapers 20.4 2.6 12.2 7.8 32.2 24.8  4.9 35.0 49.1 11.0 

Business magazines 5.4 2.1 11.2 66.9 12.8 1.7  2.9 23.0 49.8 24.4 

Lifestyle magazines e.g. 
interior design, women’s 32.6 7.9 25.1 22.5 10.1 1.8  8.8 50.0 36.0 5.1 

TV business improvement 
programs 46.6 10.0 20.4 9.5 12.7 0.9  6.7 41.3 44.2 7.7 

Lifestyle TV programs e.g. 
Getaway, My Restaurant 
Rules, home improvements 
shows 

33.5 7.0 17.8 15.7 24.8 1.3 

 

12.7 47.9 31.7 7.7 

Industry Association 
communications 7.6 8.9 26.3 42.4 14.8 0.0  0.5 32.3 52.0 15.2 

Expos/conferences 40.6 29.7 25.1 3.2 1.4 0.0  3.5 31.3 47.8 17.4 

Commerce Qld 78.3 8.9 8.4 4.4 0.0 0.0  7.7 25.6 59.0 7.7 

Financial advisor 40.7 22.6 28.3 7.1 1.3 0.0  4.2 25.0 54.2 16.7 
* Base: All except non responders (actual number of responders varies for each question) 
† Base: All except those indicating ‘never use’ and non responders (actual number of responders varies for each 
question). 
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APPENDIX D: SPECIFIC TOOL EVALUATION 

 
What is this about?: 

You are invited as an industry expert to participate in a Delphi discussion with a panel of accommodation 
experts to assess a ‘prototype tool’ designed for Small to Medium Tourism Enterprises (SMTEs). The 
Griffith Business School, in conjunction with the Cooperative Research Centre for Sustainable Tourism; 
and the University of Queensland, has developed a ‘prototype tool’ to assist SMTEs improve the customer 
service quality of their operations. The development of this ‘prototype tool’ is part of a broader project to 
investigate and recommend a range of self-assessment tools for SMTEs. Expert panel members will 
comprise Industry Association leaders; industry Award winners; owners; and managers. An information 
sheet is attached (tool.pdf or tool.doc). 

Our invitation: 

We seek your participation as an expert in the accommodation sector of the Tourism industry. The 
research team have developed a ‘customer perspective taking tool’ for a pilot exercise to test the 
usefulness of this type of self-assessment kit for SMTEs. You would thus participate on an expert panel in 
a Delphi discussion of the tool. We aim to seek approximately twenty (20) industry experts in the SMTE 
accommodation sector for the panel. The discussion would be primarily conducted electronically and be in 
private. Information about the Delphi procedure is attached (tool.pdf or tool.doc). 

What we ask? 

As an expert member of the Delphi Panel we would like your opinion on the usefulness of the ‘prototype 
tool’. Hence an examination of the attached kit is required. Feedback is then sought using the two page 
evaluation sheet provided. Once all expert opinion has been received and collated we ask you to briefly 
consider any supplementary comments in the light of the aggregated summary from the whole panel. 
Depending upon how you approach the evaluation the exercise could take thirty (30) minutes of your time 
(e.g. some experts may take the opportunity to test the tool onsite with others). 

What to do now: 

Please consider whether you are able to participate in a Delphi Panel of experts. 
Or, if you value the project but are unavailable at this time please consider recommending an expert to 
take your place (e.g. an experienced or seriously keen SMTE owner/manager). Let me know by return 
email of your ability to participate and/or recommendation for a replacement expert. 
NB: If you prefer a hard copy package this can be mailed immediately to you. A URL is also provided if 
you do not have the Adobe Acrobat Reader software to open pdf files 
(http://www.adobe.com/products/acrobat/readstep2.html). 
 
If you have agreed to be part of the Delphi expert panel. 
Read the attached information package (tool.pdf or tool.doc) 
Examine and evaluate the ‘customer perspective taking tool’ attached (tool.pdf or tool.doc) 
Return the two page feedback sheet electronically to me by the 13 November (see feedback.doc) OR if 
preferred the feedback sheet can be mailed to reach me by this date. 
 
Thank you very much for your time and assistance with this research project. We hope you agree to join 
our panel of experts. 
 
Yours sincerely 
 
Ken Butcher 
Griffith Business School – Gold Coast campus 
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INFORMATION SHEET 
 
Enhancing Service Quality in Your Business 
 
Research Team: 
 
 
Dr Ken Butcher  Professor Beverley Sparks  Dr Grace Pan 
TLHSM, Griffith University  TLHSM, Griffith University  TLHSM, Griffith University 
Ph: 07 5552 8887 Ph: 07 5552 8766 Ph: 07 5552 8771 
k.butcher@griffith.edu.au b.sparks@griffith.edu.au g.wenpan@griffith.edu.au 

Professor Janet McColl-Kennedy 
University of Queensland 
Ph 0733656673 
j.mccoll-kennedy@business.uq.edu.au 

 
The delivery of high-quality customer service plays an important part in the customer experience. The 
Griffith Business School, in conjunction with the Cooperative Research Centre for Sustainable 
Tourism (CRCST), University of Queensland and Industry associations is undertaking research which 
will provide a detailed analysis of the needs of Small to Medium Tourism Enterprises (SMTEs) in 
relation to managing service quality for customers. The project is a scoping study aiming to 
investigate the best way to provide tools/information packs to help SMTEs undertake a service quality 
review. The key outputs will include a range of self-evaluation tools (e.g. for reviewing your 
business), “how-to” tools (e.g. how to set up a service guarantee), and training tools (e.g. service 
personnel training modules). 
 
Results will be reported in aggregate form – no individual results will reported so your anonymity is 
assured. The Delphi procedure adopted for this study is reported on the next page. The final reporting 
outcomes from this project will be in the form of an industry report, conference proceedings and 
academic journal articles. If you require any further information on the project, please contact Dr Ken 
Butcher on (07) 55528887 or k.butcher@griffith.edu.au. 
 
Griffith University conducts research in accordance with the National Statement on Ethical Conduct 
in Research Involving Humans. If potential participants have any concerns or complaints about the 
ethical conduct of the project they can be made directly to the project leader, or the Manager, 
Research Ethics on (07) 3875 5585 or research-ethics@griffith.edu.au 
 
Privacy Statement 
The conduct of this research involves the collection, access and/or use of your individual personal information. The 
information collected is confidential and will not be disclosed to third parties without your consent, except to meet 
government, legal or other regulatory authority requirements. A deidentified copy of this data maybe used for other research 
purposes. However, your anonymity will at all times be safeguarded. For further information see the University’s Privacy 
Plan at www.gu.edu.au/ua/aa/vc/pp or telephone 07 3875 5585. 

Griffith Business School 
Department of Tourism, Leisure, Hotel and 
Sport Management 
 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
www.griffith.edu.au 
 
Postal address: 
Gold Coast Campus, Griffith University 
PO Box 50, GCMC 
Queensland 9726, Australia 
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THE DELPHI PROCEDURE 
 
The Delphi technique (named after the classical Greek ‘Delphic oracle) is a procedure that involves 
the gathering and analysing of information from a panel of experts. The experts express privately their 
opinions about a particular issue of interest. These views are then collated and circulated back to 
panel members in an aggregate form for a second opinion. The technique has the advantages of 
allowing experts to (1) express their opinions forthrightly and anonymously but also (2) to reassess 
their expert comments after reflecting on peer expert comments. 
 
In this Delphi study, we are seeking the involvement of twenty plus (20+) experts from the SMTE 
(accommodation sector) to form the expert panel. We propose that the following schedule be followed 
to allow sufficient time for expert opinions to be expressed: 
 

KEY 
DATES ACTIVITY ACTION BY PANEL EXPERT 

 

18-23 Oct 
Panel of experts formed through email 
contact by research team 
 

Expert acknowledges request and 
provides consent to be part of panel by 
email 
and/or 
Recommends an industry expert from 
their list of contacts to research team by 
email 

18 Oct – 13 
Nov 

Once expert has agreed to participate on 
the panel the forum is open for initial 
responses to the ‘proposed customer 
perspective taking tool’.  

The expert provides opinions via the 
electronic feedback sheet provided during 
this period to the research team.* 

14-20 Nov Research team collates all responses 
received from panel of experts. Nil 

21-27 Nov 
Aggregated responses from panel 
forwarded to panel of experts for second 
opinion. 

The expert reviews aggregated comments 
from all panel members and provides any 
further elaboration, clarification or 
discussion in the light of the panel’s 
views and forwards any additional 
comments by email to the research team. 

28 Nov Research team collates final responses 
from panel of experts. 

Nil (NB: a final summary can be provided 
if requested) 

 
 
* Type your comments directly on the attached electronic feedback sheet (feedback.doc) and return as 
a word.doc attachment to k.butcher@griffith.edu.au OR if preferred print out a hard copy and mail to 
the following address: Dr Ken Butcher, Department of TLHS Management, PMB 50, GCMC 9726, 
Queensland. 
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EEnnhhaanncciinngg  SSeerrvviiccee  QQuuaalliittyy  iinn  
YYoouurr  BBuussiinneessss   
 

 

 

  

 
 
 
AA  sseerrvviiccee  qquuaalliittyy  ttooooll  ddeessiiggnneedd  
ffoorr  tthhee  SSmmaallll  ttoo  MMeeddiiuumm  TToouurriissmm  EEnntteerrpprriissee  
((AAccccoommmmooddaattiioonn  ))  
 
 
 
 
 

FFoorr  oowwnneerrss,,  mmaannaaggeerrss,,  ttrraaiinneerrss  aanndd  ffrroonnttlliinnee  ssttaaffff  
 
 
 
 

 
 

 
 
““CCrreeaattiinngg  CCoommppeettiittiivvee  AAddvvaannttaaggee  TThhrroouugghh  SSeerrvviiccee  QQuuaalliittyy  EEnnhhaanncceemmeenntt””  
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AAIIMM  
This tool is designed to assist Small to Medium Tourism Enterprises (SMTEs) 
enhance their customer service. More generally, SMTE operators can use this tool to 
improve service quality and thus achieve better business outcomes.  
 

WWHHAATT  IISS  SSEERRVVIICCEE  QQUUAALLIITTYY??  
Service Quality is the ‘customer’s overall assessment of the level of excellence 
derived from a service’. 
 
PPOOTTEENNTTIIAALL  OOUUTTCCOOMMEESS  
By enhancing service quality, one or more of the following is likely happen: 

 
 
 
 
 
 
 
 
 
 
 

TTHHEE  TTUURRNNOOVVEERR  DDRRIIVVEERRSS  
Your business turnover ($) is largely dependent upon the size of your customer base 
and the number of times customers visit. Better customer service increases both.  
 
 
 
 
 

 

 

 
  

      

Helps to convert more 
potential customers for 

your business 

Generates more positive 
word of mouth 

advertising 

Helps to retain 
existing customers 

Helps to maximise 
the frequency of 

customer 
visits/transactions 

Helps to maximise 
the value of each 
visit/transaction 

Potential customers X Conversion Rate  
 

= New customers 

Existing Customers X Retention Rate 
 

= Repeat visits 

Customer Base X Frequency of visit  
 

= Value of visits 

Turnover 
 

$ 

Better Customer 
Service 
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TTAAKKIINNGG  TTHHEE  CCUUSSTTOOMMEERR’’SS  PPEERRSSPPEECCTTIIVVEE……....TTHHEE  RRAATTIIOONNAALLEE  
Understanding the customers in your business is both fundamental and critical to the 
success of your business. However, it is often difficult to assess how well you do 
this.   
• As business owners or managers we are more likely to overestimate the service 

level we provide and underestimate the customer’s expectations. That is, there 
will always be a gap between what the customer thinks and what we thought was 
delivered. This occurs for experienced operators as well as new entrants to the 
industry.  

• Hence, it is wise to step outside our role as owner/manager at regular intervals to 
assess our service performance not from the insider’s view but from the 
customer’s perspective.  

• The customer’s view can be obtained in several ways. For instance, you may 
collect customer comments regularly, conduct satisfaction surveys, talk regularly 
to key customers, use ‘mystery’ shopper surveys or use a self-assessment tool to 
understand your customers. The most successful businesses are more likely to 
use more than just one approach. 

 
HHOOWW  DDOOEESS  TTHHEE  TTOOOOLL  WWOORRKK??  
Seeing your business through the eyes of the customer builds on the idea that ‘your 
service’ is comprised of many stages of customer interaction. These are often known 
as ‘Moments of Truth’. This tool involves three important steps. 
 

 

 

 

 

 

 

 

 

 

 

 

 

ONE: owners, managers and frontline staff need to become familiar 
with what service quality means for the customer. Hence, we need 
to step out of our comfort zone and put on our customer 
perspective-taking glasses.  

TWO: we need to look at the separate components of 
our total service in detail – with our customer 
perspective taking glasses on! 

THREE: we need to commit ourselves to a 
course of action to optimise the value of 
this tool. 
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SStteepp  OOnnee……  PPUUTTTTIINNGG  TTHHEE  GGLLAASSSSEESS  OONN  TTHHEE  JJAACCAARRAANNDDAA  CCAASSEE  
 
Before we assess the service quality of your own property, let’s put our customer 
perspective glasses on. Please read the case below and reflect on the questions 
that follow the case. Try to imagine yourself as the customer in the case. If you were 
one of the Smith’s how would you feel during this service experience? 
 
The Jacaranda motel is a small family-owned motel, on the edge of a popular 
coastal town in Queensland. The motel is set back from the main street with two 
large Jacaranda trees in front of the motel, hence the name of the motel. When the 
trees are in bloom, they give beauty to the motel entrance. There is a small shopping 
centre in the same street that the Jacaranda’s have lent their name.  
 
Bob Jones has owned the motel for the last ten years. Bob lives on the other side of 
the town, and knows the road system so well that he can be at the motel in less than 
five minutes. Bob feels that over the years, he and the other staff have built a good 
reputation for providing excellent customer service. Bob feels that there is adequate 
signage from the road and the car park is convenient for all guests. 
 
The Smith family have planned their holiday for two years. It will be their first family 
holiday with their new baby and three-year old. The family wanted to visit the region, 
in particular, the town, as they have heard great things. Try to imagine yourself as 
part of the family. 
 
With the motel’s confirmation letter, which had a only a street address, the family set 
off from their Central New South Wales home at 5am for the 9 hour drive to their 
Queensland location. The family finally arrive at the motel, although it takes several 
loops of the main road to find the motel. The signs, although are of adequate size, 
are obscured by the large Jacaranda trees. There was some confusion, and the 
family drove into the small shopping area. Having to then turn back into the traffic 
and head towards the freeway entrance, as a large traffic island had made a U turn 
impossible.  
 
After 45 minutes, the family finally arrive at the motel reception. With a flustered wife, 
a cranky three-year old and an irritable baby, a tired father enters the motel only to 
be told, due to a staff illness, the room was not ready. It was now 3pm and having 
received a confirmation number for their reservation with a 2pm check in time, Bob 
apologised for the inconvenience and promised the room in 30 minutes. With no 
other response from Bob, the father heads back to the car to wait. 
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RREEFFLLEECCTTIIOONN  QQUUEESSTTIIOONNSS  
 
Try to think of yourself in the Smith’s situation. What do you think would be the Smith 
family’s expectations? 
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
________________________________________ 
 
How aware was Bob Jones of the needs and expectations of the Smith family? 
Please give examples. 
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
________________________________________ 
 
What are some simple things that Bob Jones could have done to better meet the 
Smith family’s expectations before they arrived at the reception? 
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
________________________________ 
 
What are some simple things that Bob Jones could have done to better meet the 
Smith family’s expectations after informing the family that their room was not ready? 
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
________________________________
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SStteepp  TTwwoo……  LLOOOOKKIINNGG  AATT  YYOOUURR  PPRROOPPEERRTTYY  WWIITTHH  TTHHEE  
CCUUSSTTOOMMEERRSS’’  GGLLAASSSSEESS  OONN!!  

 

In this step we aim to examine all aspects of your own business through the 
customer’s eyes. Imagine yourself as a first time customer (just like one of the 
Smith’s). Try to look beyond the familiar. How would a first time visitor see your 
property?  
 
We have selected attributes of a typical SMTE property. We have also included a 
few blank lines, so that you can tailor this tool to the key attributes, facilities and 
services of your property. Identify as many ‘moments of truth’ as possible. You can 
assess each attribute according to the following scoring system: 
E = Exceeded Expectation  M = Met Expectation  B = Below 
Expectation 
 
The action column of the tool has been designed to note any immediate action that 
needs to be taken on certain facilities and services (for example, those facilities 
and services that scored a ‘B’ – below expectation).  

 
 
Pre Arrival – Information Search/Decision to Visit  
Advertising 
Does the advertising contain all the relevant information 
about the property/business (such as address and 
directions, phone number, hours of operation, facilities, 
etc)?  

E M B Action(s) Needed 

Is the advertisement clear and well set out?     
     
Website     
Newspaper     
Magazine     
     
     
     
     
Reservations/Booking  E M B Action(s) Needed 
Was the phone reservation handled professionally?     
Was the phone reservation handled promptly?     
Were you able to get the booking that you wanted?     
     
     
     
 
 
 
 
 
 
 
 

Exceeded Expectation Met Expectation Below Expectation 
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Now do the same for the following aspects of your business. Once again, imagine 
yourself as a first time customer (just like one of the Smith’s). Try to look beyond 
the familiar. How would a first time visitor see your property?  
 

Arrival at Property  

Exterior E M B Action (s) Needed 
Is their appropriate signage from the street?     
Is the signage visible and well-lit?     
Is the building façade/exterior clean?     
How accessible is the parking to reception?     
Is reception signage clear?     
     
     
     
     
Reception Area E M B Action(s) Needed 
Is the reception area appearance neat and 
orderly?  

    

Is signage accurate?     
Is the reception desk visible from the front 
entrance? 

    

Is the reception area well-lit?     
     
     
     
     
Check in  E M B Action(s) Needed 
Were you served promptly?     
Were you served efficiently?     
Was the service friendly?     
Was the service professional?     
Were all details of your booking correct?     
     
     
     
     

Exceeded Expectation Met Expectation Below Expectation 
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Now do the same for the following aspects of your business. Once again, imagine 
yourself as a first time customer (just like one of the Smith’s). Try to look beyond the 
familiar. How would a first time visitor see your property?  
 

 

 

Exceeded Expectation Met Expectation Below Expectation 

During the Stay  
Bedroom E M B Action(s) Needed 
Is the bedroom clean?     
Are the facilities in good working order (such as TV, 
air-conditioning, kettle, mini bar, radio/alarm clock, 
electric blankets, windows and doors)? 

    

Is the room stocked with appropriate amounts of 
perishables (mini bar items, tea and coffee items)? 

    

Is there enough bedroom linen for the room (pillows, 
blankets, bedspreads, etc)? 

    

     
     
Bathroom  E M B Action(s) Needed 
Is the bathroom clean?     
Are the facilities in good working order (such as 
toilets, showers, sinks, baths, spa baths, exhaust 
fans and other fixtures)? 

    

Is the bathroom stocked with the appropriate 
amounts of perishables (soap, shampoo, 
conditioner)?  

    

Is there enough bathroom linen (body towels, bath 
mats, face cloth) for the size of the room?  

    

Is the bathroom well-lit?     
     
     
Dining - Restaurant  E M B Action(s) Needed 
Is the dining room clean      
Is the dining room well-lit?     
Was the meal well presented?     
Was the meal served promptly      
Was the meal served efficiently?     
Was the meal service friendly?     
Was the meal service professional?     
Was the meal value for money?     
Was the meal and drink service punctual?     
Was the menu and drink selection to your liking?     
Was the staff attentive to your needs?     
Did the staff make you feel welcome?     
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Now do the same for the following aspects of your business. Once again, imagine 
yourself as a first time customer (just like one of the Smith’s). Try to look beyond the 
familiar. How would a first time visitor see your property?  
 

 
 
 
 
 
 
 
 
 
 

Exceed Expectation Met Expectation Below Expectation 
   

Dining – In room  E M B Action(s) Needed 
Did staff handle your order promptly?     
Did staff handle your order correctly?     
Did your meal arrive promptly?      
Did you enjoy your meal?      
Was the meal service friendly?     
Was the meal service professional?     
Was your order correct?      
Was the menu and drink selection to 
your liking? 

    

Was the meal value for money?     
     
     
     
Accommodation Services E M B Action(s) Needed 
Is there access to business facilities/area 
(such as fax, photocopier, internet 
access)? 

    

Was the pool/gym area clean?     
Was the pool/gym area maintained?     
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Now do the same for the following aspects of your business. Once again, imagine 
yourself as a first time customer (just like one of the Smith’s). Try to look beyond the 
familiar. How would a first time visitor see your property?  
 

 
 

 

Exceeded Expectation Met Expectation Below Expectation 

Departure  
Check Out E M B Action(s) Needed 
Were you served promptly?     
Were you served efficiently?     
Was the service friendly?      
Was the service professional?     
Were all details of your account correct?     
     
     
     
     
     
Post Departure  
Measures of Customer Evaluation E M B Action(s) Needed 
Are there evaluation surveys available to 
guests (such as in-room, at reception)?  

    

Did staff enquiry for a rating on service 
quality? 

    

     
     
     
     
Customer Follow-up E M B Action(s) Needed 
Did staff provide follow-up correspondence 
(such as a thankyou letter or phone call)? 

    

     
     
     
Complaint Resolution  E M B Action(s) Needed 
Did staff handle complaints promptly?     
Did staff handle complaints effectively?     
     
     
     
Frequent Guest Incentives  E M B Action(s) Needed 
Are discounts or special rates offered to 
repeat visit guests? 
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SStteepp  TThhrreeee……  EEVVAALLUUAATTIIOONN  AANNDD  AACCTTIIOONN 

 
After completing steps one and two of this tool, we have identified the extent of any service 
quality gap between the customer and the service provider. The last step of the tool requires self-
evaluation and commitment to a course of action to improve our business. For the three sections 
below, please read each statement and indicate your level of agreement. Calculate the total scores 
for each section, and refer to the scoring guide for interpretation of your total score. 

 

SSEECCTTIIOONN  AA  EEvvaalluuaattiioonn  ((wwhhaatt  yyoouu  ddiissccoovveerreedd))  
 

 

 Strongly 
Disagree 

0 

Disagree 
 

1 

Somewhat 
Disagree 

2 

Somewhat 
Agree 

3 

Agree 
 

4 

Strongly 
Agree 

5 
 

 Rating (0-5) 
I was able to step outside my role as owner/manager 
 

 

I was able to see my business in a different light 
 

 

I found several surprises 
 

 

I feel like I understand my business a little better 
 

 

I have thought of several ideas to improve the business 
 

 

I found aspects of the business that require attention 
 

 

 
TOTAL SCORE (0 - 30) 

 

 
 

 
 

SSCCOORRIINNGG  GGUUIIDDEE  ((SSeeccttiioonn  AA))  
 

00  ––  1100 You understand your business well and see little need for improvement. 
 
1111  ––  2200 You have a good level of understanding of your business from the customer’s point 

of view and have identified a number of aspects that need improvement. 
 
2211––3300    You have a great level of understanding of your business from the customer’s 

perspective, but you are still seeking to identify aspects that need improvement.  
 
Now score Section B and C 
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SSEECCTTIIOONN  BB  CCoommmmiittmmeenntt  ((wwhhaatt  yyoouu  wwaanntt  ttoo  ddoo)) 
 

Strongly 
Disagree 

0 

Disagree 
 

1 

Somewhat 
Disagree 

2 

Somewhat 
Agree 

3 

Agree 
 

4 

Strongly 
Agree 

5 
 

 Rating (0-5) 
I need to make a commitment to implement changes 
 

 

I am prepared to make changes 
 

 

TOTAL SCORE (0 – 10)
 

 
 

SSCCOORRIINNGG  GGUUIIDDEE  ((SSeeccttiioonn  BB))  
 
00  ––  55 You are comfortable with the way your business operates at present.  
 
66  ––  1100 You are committed to make changes to improve your business. 
 
 
 
 
SSEECCTTIIOONN  CC  AAccttiioonn  ((wwhhaatt  hhaass  ttoo  bbee  ddoonnee  aanndd  wwhheenn)) 
 

Strongly 
Disagree 

0 

Disagree 
 

1 

Somewhat 
Disagree 

2 

Somewhat 
Agree 

3 

Agree 
 

4 

Strongly 
Agree 

5 
 

 Rating (0-5) 
I need to rectify some aspects of the business immediately 
 

 

I need to obtain further information about customer service 
 

 

I need to plan to improve other aspects of the business 
 

 

 
TOTAL SCORE (0 – 15) 

 

 

 
 

SSCCOORRIINNGG  GGUUIIDDEE  ((SSeeccttiioonn  CC))  
 
00  ––  88 It appears at this time, the quality level of the facilities and services of your property 

are sufficient to your customer’s needs. However, in future, you may wish to consider 
taking action to maintain the current level of service quality to your property. 

 
99  ––  1155 You have identified areas of your business that require immediate or significant 

changes to the quality level of the facilities and services of your property. The action 
column of the assessment tool (please refer to step two), will assist you in developing 
strategies for change. 
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  AAPPPPEENNDDIIXX  AA::  EEXXAAMMPPLLEE  AANNSSWWEERRSS  TTOO  TTHHEE  RREEFFLLEECCTTIIVVEE  QQUUEESSTTIIOONNSS  
 
What do you think would be the Smith family’s expectations? 

• Adequate parking 

• Motel is easy to find 

• Staff at reception were polite and attending to needs 

• Good size rooms 

• Motel clean and tidy 

• Beautiful surrounds, tourist attractions – access 

• Friendly locals and staff 

 

How aware was Bob Jones of the needs and expectations of the Smith family? Please 
give examples. 

• Not very aware 
•  

•  

What are some simple things that Bob Jones could have done to better meet the 
Smith family’s expectations before they arrived at the reception? 

• Organise staff better (replacements for unavailable/absent staff) 

• Make signage at the entrance to the motel clearer 

• Prepare better for the booking – Bob knew that the Smiths’ would be arriving at 2pm 

• Provide road directions (map) on how to access the motel that can be included with 

confirmation material  

 

What are some simple things that Bob Jones could have done to better meet the 
Smith family’s expectations after informing the family that their room was not ready? 

• Try to place the family in a temporary room 

• Make the family as comfortable as possible – offer complementary drinks, 

coffee, etc, things to amuse children 

• Communicate more with the family at reception – Bob was likely to be the first 

person the Smith family would have had contact with in the town 

• Show empathy and understanding 

• Reassure the family that they will have a great time 
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APPENDIX E: DELPHI PANEL OF EXPERTS – FEEDBACK 
SHEET 

DELPHI PANEL OF EXPERTS – FEEDBACK SHEET 
 
By completing and returning this feedback sheet I have indicated my willingness and consent to 
participate in this research project. Comments on the ‘prototype customer perspective taking tool’ are 
private and anonymity of respondents is assured. All feedback will be aggregated. Queries may be 
referred to Dr Ken Butcher (07) 5552887 or k.butcher@griffith.edu.au 
 
Type your comments directly on the attached sheet (feedback.doc) and return as a word.doc 
attachment to k.butcher@griffith.edu.au OR if preferred print a hard copy and mail to the following 
address: Dr Ken Butcher, Department of TLHS Management, PMB 50, GCMC 9726, Queensland. 
 
 
Q1 Select those situations for which the ‘tool’ may offer the most benefits (tick all that apply - can 
use the copy and paste keys) 
 

o New owners or 
managers 

o Training/HR staff o Solo operators 

o Regular reviews of 
business 

o Induction of new 
frontline staff 

o Regular staff 
training meetings 

 
Can you elaborate how you see benefits (or lack of benefits) for any particular situations/individuals? 
 
 
 
 
 
 
 
Q2 What other SMTE situations and/or individuals may benefit from this type of ‘tool’? (i.e. specific 
sectors, individuals, circumstances) 
 
 
 
 
 
 
Q3 What would be the best way for this ‘tool’ be delivered to prospective users? (e.g. CD-Rom, 
online, hard copy kits, third parties such as associations, trainers, seminars) 
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Q4. In general, how well do you think this type of ‘self-assessment tool’ will benefit or has the 
potential to benefit Small to Medium Tourism Enterprises? (i.e. not at all; maybe; needs substantial 
rethink; definitely, etc with some rationale for your view). 
 
 
 
 
 
 
 
 
 
Q5. What aspects of this ‘tool’ do you feel are most useful? (e.g. overall; layout; topic; length; 
language; particular sections; etc) 
 
 
 
 
 
 
 
 
 
Q6. What aspects of this ‘tool’ do you feel are least useful? (e.g. overall; layout; topic; length; 
language; particular sections; etc) 
 
 
 
 
 
 
 
 
Q7. In what ways would you like to see the ‘tool’ further developed and/or changed?  
 
 
 
 
 
 
 
 
 
Q8. Any further comments?  
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