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Introduction:
Douglas designed a new guest evaluation system and produced a questionnaire on which the customers of the Intercontinental Hotel can assign their experiences with the service of the hotel. The system looks at the customer value chain as consisting of a number of stages that hotel guests go through during their visit and relates these to satisfaction. This system has been called the customer perceived value approach to profiling satisfaction.

This assignment will be about:
· Answer the questions using SPSS.

· Explain the results. 

· Explain the hypothesis, if they are rejected or accepted and why.
Questions for the assignment:
1. By what characteristics can the hotel guest be described?

2. How do the hotel guests appreciate the different services of the hotel?

3. Is reason to stay related to whether guests stayed at the hotel before or not?

4. Does the fact that guests have visited the hotel before influence their recommendations to others?

5. Does appreciation differ between business travelers and tourists?

6. To what degree is overall rating related to gender, the fact whether guests stayed in the hotel before and their reason for stay?

7. What conclusion can be drawn in order to support management decisions (based on the results of questions 1 – 6)

1. By what characteristics can the hotel guest be described?

Gender respondent

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	male
	54
	63.5
	63.5
	63.5

	 
	female
	31
	36.5
	36.5
	100.0

	 
	Total
	85
	100.0
	100.0
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Age respondent

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	24
	2
	2.4
	2.4
	2.4

	 
	26
	3
	3.5
	3.5
	5.9

	 
	28
	1
	1.2
	1.2
	7.1

	 
	29
	1
	1.2
	1.2
	8.2

	 
	30
	1
	1.2
	1.2
	9.4

	 
	31
	3
	3.5
	3.5
	12.9

	 
	33
	2
	2.4
	2.4
	15.3

	 
	34
	1
	1.2
	1.2
	16.5

	 
	35
	1
	1.2
	1.2
	17.6

	 
	36
	3
	3.5
	3.5
	21.2

	 
	38
	1
	1.2
	1.2
	22.4

	 
	40
	4
	4.7
	4.7
	27.1

	 
	42
	3
	3.5
	3.5
	30.6

	 
	43
	5
	5.9
	5.9
	36.5

	 
	45
	1
	1.2
	1.2
	37.6

	 
	46
	1
	1.2
	1.2
	38.8

	 
	47
	3
	3.5
	3.5
	42.4

	 
	48
	2
	2.4
	2.4
	44.7

	 
	49
	2
	2.4
	2.4
	47.1

	 
	50
	4
	4.7
	4.7
	51.8

	 
	51
	4
	4.7
	4.7
	56.5

	 
	52
	3
	3.5
	3.5
	60.0

	 
	53
	5
	5.9
	5.9
	65.9

	 
	54
	2
	2.4
	2.4
	68.2

	 
	57
	2
	2.4
	2.4
	70.6

	 
	59
	3
	3.5
	3.5
	74.1

	 
	60
	2
	2.4
	2.4
	76.5

	 
	62
	1
	1.2
	1.2
	77.6

	 
	63
	1
	1.2
	1.2
	78.8

	 
	65
	1
	1.2
	1.2
	80.0

	 
	66
	2
	2.4
	2.4
	82.4

	 
	67
	5
	5.9
	5.9
	88.2

	 
	68
	2
	2.4
	2.4
	90.6

	 
	69
	5
	5.9
	5.9
	96.5

	 
	71
	1
	1.2
	1.2
	97.6

	 
	72
	1
	1.2
	1.2
	98.8

	 
	73
	1
	1.2
	1.2
	100.0

	 
	Total
	85
	100.0
	100.0
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                                                    Stay before in hotel

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	67
	78.8
	78.8
	78.8

	 
	no
	18
	21.2
	21.2
	100.0

	 
	Total
	85
	100.0
	100.0
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Reason for stay

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	business
	62
	72.9
	72.9
	72.9

	 
	pleasure
	23
	27.1
	27.1
	100.0

	 
	Total
	85
	100.0
	100.0
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Overall satisfaction

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	6
	7.1
	7.1
	7.1

	 
	disagree
	11
	12.9
	12.9
	20.0

	 
	neutral
	23
	27.1
	27.1
	47.1

	 
	agree
	21
	24.7
	24.7
	71.8

	 
	strongly agree
	24
	28.2
	28.2
	100.0

	 
	Total
	85
	100.0
	100.0
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Recommend hotel

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	58
	68.2
	68.2
	68.2

	 
	No
	27
	31.8
	31.8
	100.0

	 
	Total
	85
	100.0
	100.0
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Summary: This information allows us to gather certain points for our assignment. The points that are apparent are listed in the bullets below:
· The percentage of males compared to the females is, 63.5% male and 36.5% female
· Out of the 85 visitors, majority of them were of ages 43 and 53.

· A 78.8% of the visitors have stayed at the hotel before and are engaged in repeat buy. Also a 72.9% were business travelers.

· The hotel satisfaction level has been strongly high, as 52.49% have agreed/strongly agreed for the overall satisfaction.

· From the 85 customers, 58 of them have stated that they will recommend it to others.
2.  How do the hotel guests appreciate the different services of the hotel? 
With the following information available, we are able to decide on what areas the hotel will require improvement on and what sections are successful. The Ambassador Hotel needs to improve upon its “check out service” by either implementing a new system that would allow the guests to reduce the amount of waiting time and increase the speed of the service. 
Nice treatment check in

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	8
	9.4
	9.4
	9.4

	 
	neutral
	16
	18.8
	18.8
	28.2

	 
	agree
	25
	29.4
	29.4
	57.6

	 
	strongly agree
	36
	42.4
	42.4
	100.0

	 
	Total
	85
	100.0
	100.0
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Quick check in

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	14
	16.5
	16.5
	16.5

	 
	disagree
	17
	20.0
	20.0
	36.5

	 
	neutral
	38
	44.7
	44.7
	81.2

	 
	agree
	14
	16.5
	16.5
	97.6

	 
	strongly agree
	2
	2.4
	2.4
	100.0

	 
	Total
	85
	100.0
	100.0
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Correct booking

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	agree
	42
	49.4
	49.4
	49.4

	 
	strongly agree
	43
	50.6
	50.6
	100.0

	 
	Total
	85
	100.0
	100.0
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Fine atmosphere rest.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	21
	24.7
	24.7
	24.7

	 
	disagree
	20
	23.5
	23.5
	48.2

	 
	neutral
	19
	22.4
	22.4
	70.6

	 
	agree
	19
	22.4
	22.4
	92.9

	 
	strongly agree
	6
	7.1
	7.1
	100.0

	 
	Total
	85
	100.0
	100.0
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Good food rest.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	20
	23.5
	23.5
	23.5

	 
	disagree
	20
	23.5
	23.5
	47.1

	 
	neutral
	21
	24.7
	24.7
	71.8

	 
	agree
	22
	25.9
	25.9
	97.6

	 
	strongly agree
	2
	2.4
	2.4
	100.0

	 
	Total
	85
	100.0
	100.0
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Value for money rest.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	11
	12.9
	12.9
	12.9

	 
	disagree
	20
	23.5
	23.5
	36.5

	 
	neutral
	24
	28.2
	28.2
	64.7

	 
	agree
	19
	22.4
	22.4
	87.1

	 
	strongly agree
	11
	12.9
	12.9
	100.0

	 
	Total
	85
	100.0
	100.0
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Calm atmosphere bf.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	16
	18.8
	18.8
	18.8

	 
	disagree
	25
	29.4
	29.4
	48.2

	 
	neutral
	18
	21.2
	21.2
	69.4

	 
	agree
	19
	22.4
	22.4
	91.8

	 
	strongly agree
	7
	8.2
	8.2
	100.0

	 
	Total
	85
	100.0
	100.0
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Easy to get food bf.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	5
	5.9
	5.9
	5.9

	 
	disagree
	22
	25.9
	25.9
	31.8

	 
	neutral
	24
	28.2
	28.2
	60.0

	 
	agree
	19
	22.4
	22.4
	82.4

	 
	strongly agree
	15
	17.6
	17.6
	100.0

	 
	Total
	85
	100.0
	100.0
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Good selection food bf.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	16
	18.8
	18.8
	18.8

	 
	neutral
	26
	30.6
	30.6
	49.4

	 
	agree
	31
	36.5
	36.5
	85.9

	 
	strongly agree
	12
	14.1
	14.1
	100.0

	 
	Total
	85
	100.0
	100.0
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Cosy room

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	neutral
	9
	10.6
	10.6
	10.6

	 
	agree
	31
	36.5
	36.5
	47.1

	 
	strongly agree
	45
	52.9
	52.9
	100.0

	 
	Total
	85
	100.0
	100.0
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                                                Useful equipment room

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	neutral
	31
	36.5
	36.5
	36.5

	 
	agree
	54
	63.5
	63.5
	100.0

	 
	Total
	85
	100.0
	100.0
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Value for money room

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	1
	1.2
	1.2
	1.2

	 
	neutral
	31
	36.5
	36.5
	37.6

	 
	agree
	25
	29.4
	29.4
	67.1

	 
	strongly agree
	28
	32.9
	32.9
	100.0

	 
	Total
	85
	100.0
	100.0
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Nice treatment check out

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	22
	25.9
	25.9
	25.9

	 
	neutral
	21
	24.7
	24.7
	50.6

	 
	agree
	18
	21.2
	21.2
	71.8

	 
	strongly agree
	24
	28.2
	28.2
	100.0

	 
	Total
	85
	100.0
	100.0
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Quick check out

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	13
	15.3
	15.3
	15.3

	 
	disagree
	30
	35.3
	35.3
	50.6

	 
	neutral
	26
	30.6
	30.6
	81.2

	 
	agree
	13
	15.3
	15.3
	96.5

	 
	strongly agree
	3
	3.5
	3.5
	100.0

	 
	Total
	85
	100.0
	100.0
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Correct bill

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	neutral
	14
	16.5
	16.5
	16.5

	 
	agree
	45
	52.9
	52.9
	69.4

	 
	strongly agree
	26
	30.6
	30.6
	100.0

	 
	Total
	85
	100.0
	100.0
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3.  Is reason to stay related to whether guests stayed at the hotel before or not?
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Stay before in hotel * reason for stay Crosstabulation

Count 

	 
	reason for stay
	Total

	 
	business
	pleasure
	 

	stay before in hotel
	yes
	58
	9
	67

	 
	no
	4
	14
	18

	Total
	62
	23
	85
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Hypothesis: Is there any significant relation between the “Stay in before” and “Reason for Stay”?
We will accept this hypothesis since the significance level less than 0.05, which states that there is an association with the “Stay in before” and the “Reason for Stay”, thus we will state that there is no association between the guests that have stayed in the hotels before and their reasons for stay.

4.   Does the fact that guests have visited the hotel before influence their recommendations to others?
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Hypothesis: is there a relation between the guests that have visited the hotel before and their recommendation to others?

As we can notice that the significance level is higher than 0.05 (0.682), we have to accept this hypothesis. 

5.   Does appreciation differ between business travelers and tourists?
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6. To what degree is overall rating related to gender, the fact whether guests stayed in the hotel before and their reason for stay?
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Scatter Plot
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We can notice that there is a strong correlation between the age and the overall satisfaction as it is a positive correlation and also it is also very relationship, as it is 94%.

For the regression model, we use the following formula to construct it.

Y = b0+b1X
By substituting in the numbers for the formula we get 

Y = 0.71+0.086X
In order for us to get the overall customer satisfaction of a customer, say for example 20 years of age, we substitute 20 for X

Y = 0.71+0.086(20)

Y=2.43

We can see the results state that the average customer who is 20 years of age would have an overall satisfaction of 2.43.

7.    What conclusion can be drawn in order to support management decisions (based on the results of questions 1 – 6)
SPSS helps focus customers capture all the information they need, predict outcomes and then, using their Decision Management products, act on these insights by embedding analysis results into business processes. 

After using the Ambassador Suites file of entered data, results were produced and explained. The hypothesis of the results was analyzed to know whether that hypothesis was accepted or rejected.
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