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ABSTRACT 

Service quality is, and has always been the backbone of the leisure and accomodation 

industry. Accommodation requires high standards of excellence.This study investigates the 

service quality of holiday accommodation at Mabalingwe Nature Reserve in the Limpopo 

province. Accordingly, it is essential that service providers recognise customer perceptions 

and expectations in addition to the factors that influence their satisfaction with the service 

provided. Over a five-week period a total of 265 questionnaires were distributed via the 

reception and check-out point. This resulted in a total of 123 usable questionnaires signifying 

a response rate of 46.4%. The SERVQUAL model was used as the theoretical framework 

to measure the service quality at Mabalingwe Nature Reserve. The five service quality 

antecedents tangibles, reliability, responsiveness, empathy and assurance were used. The 

data was also subjected to exploratory factor analysis and five factors were identified which 

explained 62.5% of the variance. All the factors and antecedents showed satisfactory 

reliability as measured by Cronbach alpha. These factors are Ease of business, Quality of 

services, Staff performance, Entertainment areas for both children and family and the Key 

establishment features to improve customer satisfaction. The results of the study also 

revealed that the visitors are satisfied with the service quality they have received at 

Mabalingwe Nature Reserve. Although all the antecedents were regarded to be very 

important (exceeding 75%) the antecedents Assurance and Tangibles were ranked as the 

most important antecedents (exceeding 80%). The study finally constructed a two-level 

model that can be applied as a practical tool for managers of holiday accommodation venues 

(specifically at nature reserves) to measures their service quality and to adjust and improve 

the competitive customer service strategies accordingly. Conclusions and recommendations 

conclude the study. Managerial interventions are suggested to stay competitive in the 

holiday accommodation market.  

Keywords: Service quality, SERVQUAL model, customer satisfaction, competitive 

advantage, customer experience  
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CHAPTER 1: NATURE AND SCOPE OF THE STUDY  

 

1.1 INTRODUCTION  

Mabalingwe Nature Reserve in Limpopo province in South Africa originated from a 2,411 

hectare farm, named Boschpoort, that used to be a maize and game farm previously. The 

map below indicates where Mabalingwe Nature Reserve is situated. 

 

Figure 1: Map where Mabalingwe Nature Reserve is situated 

 

(Source: Google Maps, 2019). 

 

The name of the nature reserve was well chosen within South Africa’s cultural heritage. 

Mabalingwe means "leopard spot." The name emanates from the phrase “mabala ya ingwe” 

- mabala means "spot" in Tswana and ingwe is Zulu for "leopard." Mabalingwe was founded 

by the Wessels family in 1972. Basie Wessels developed Boschpoort into a holiday resort 

in 1972. The first 10  boshutte (chalets) were erected in 1988 available to rent out to guests. 

In 1989, hippopotamuses, rhinoceroses, and sable were brought in as the farm in the 

beginning only harboured kudus and Impalas. By 1994, a total of 105 holiday houses were 

built. Parts of the farm were sold to sole proprietors to build private houses. The 

neighbouring Gorcum farm, was purchased to enlarge the farm as a whole. In 1994, Basie's 

son, Hannes Wessels, an architect by profession, returned to the farm to develop a caravan 

park. Olievenfontein was then also purchased and added to the development. In 1999, 

disease-free African buffalo began being bred in Hoedspruit, Limpopo, after which some of 

https://en.wikipedia.org/wiki/Tswana_language
https://en.wikipedia.org/wiki/Zulu_language
https://en.wikipedia.org/wiki/Wessels
https://en.wikipedia.org/wiki/Chalet
https://en.wikipedia.org/wiki/Hippopotamus
https://en.wikipedia.org/wiki/Rhinoceros
https://en.wikipedia.org/wiki/Sable
https://en.wikipedia.org/wiki/RV_park
https://en.wikipedia.org/wiki/RV_park
https://en.wikipedia.org/wiki/African_buffalo
https://en.wikipedia.org/wiki/Hoedspruit


 2 

those buffalo were settled in Mabalingwe. The Itaga lodge, Boekenhoutplaat and 

Elandsfontein opened in 2000. In 2003, Cyferfontein was developed. Today Mabalingwe 

has grown to approximately12,500 hectares. 

 

The reserve includes several sorts of timeshare properties as well as privately owned 

properties. Mabalingwe includes the following facilities: 

 Caravan park.  

 A variety of lodging accommodation. 

 Several hot tubs and swimming pools. 

 Tennis and squash courts. 

 Miniature golf course. 

 Convenience store. 

 Restaurant and ladies' bar overlooking the dams. 

 Game drives in open 4x4 vehicles or in the guests’ own vehicles. 

 Conference facilities. 

 

Wildlife in Mabalingwe Nature Reserve include the “big five” game namely: lion, buffalo, 

leopard, rhinoceros and elephant. Additionally, hippo, hyena, giraffe, warthog and sable 

antelope, to name a few of the 36 species of mammals, can also be seen. There are more 

than 220 species of birds to be spotted for the bird lovers. The prices for the different 

activities can be seen below. 

 

  

https://en.wikipedia.org/wiki/Timeshare
https://en.wikipedia.org/wiki/Hot_tub
https://en.wikipedia.org/wiki/Tennis
https://en.wikipedia.org/wiki/Squash_(sport)
https://en.wikipedia.org/wiki/Miniature_golf
https://en.wikipedia.org/wiki/Big_five_game
https://en.wikipedia.org/wiki/Lion
https://en.wikipedia.org/wiki/African_buffalo
https://en.wikipedia.org/wiki/Leopard
https://en.wikipedia.org/wiki/Rhinoceros
https://en.wikipedia.org/wiki/African_elephant
https://en.wikipedia.org/wiki/Hippo
https://en.wikipedia.org/wiki/Hyena
https://en.wikipedia.org/wiki/Giraffe
https://en.wikipedia.org/wiki/Common_warthog
https://en.wikipedia.org/wiki/Sable_antelope
https://en.wikipedia.org/wiki/Sable_antelope
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Figure 2: Activity duration and price at Mabalingwe Nature Reserve 

Source: Mabalingwe (2019) 

 

Mabalingwe Nature Reserve focuses on providing quality holiday accommodation with great 

experiences in nature. Mabalingwe Nature Reserve as a whole stands for passion, 

innovativeness and customer-driven service and Mabalingwe wants to satisfy individuals’ 

needs when visiting Mabalingwe Nature Reserve (Mabalingwe, 2019). 

 

All the houses at Mabalingwe Nature Reserve do not have a rating according to The Tourism 

Grading Council of South Africa except for Itaga Lodge which is a 4-star lodge, but Itaga 

Lodge is managed separately. According to Tripadvisor (2019), the current star quality 

Mabalingwe holds is satisfactory, but there is a 25% of customers that stated on Tripadvisor 

that they were not satisfied. In figure 3 below, it can be seen that the overall overview 

indicated that they were satisfied.  
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Figure 3: Tripadvisor traveller overview 

 

 

 

 

 

 

 

 

 

 

Source: Tripadvisor South Africa (2019) 

 

It is evident that the majority of the travellers indicated that they were satisfied with 

Mabalingwe, but a conclusion can be made that there is room for improvement. Changes 

and challenges at Mabalingwe Nature Reserve occurred at the reserve during the last few 

years of which the most important was the liquidation of certain lodges in Mabalingwe Nature 

Reserve which is now privately owned. Mabalingwe aims to strengthen relationships 

between the guests and the Mabalingwe brand regarding meeting the guests’/consumers’ 

interests and personal values (Hannes, 2019).  

 

A major challenge for Mabalingwe is the development of a value proposition. A focussed 

value proposition has an important role to play in Mabalingwe’s competitive strategy, 

because it represents an offering of value aimed at customer satisfaction and building long-

term customer relationships (Payne & Frow, 2014:217). In this case, it is important to identify 

features that are unique to differentiate Mabalingwe and to determine how the reserve can 

differentiate itself from competitors in a highly competitive nature reserve industry in South 

Africa. Such a differentiation strategy should ensure long-term success.   
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Clients were segmented to give a summary of the clientele visiting Mabalingwe Nature 

Reserve, namely: 

 Business travellers. 

 Vacationers (stay for more than 3 days at a time. 

 Pensioners. 

 Getaway travellers (stay for a weekend). 

 

There are a few options of how an individual can get ownership of a Mabalingwe holiday 

house. The first option is to purchase a sectional title where the owner can stay there 

permanently, or the owners can rent out the house to generate rent income, for example, to 

rent out the house for holiday accommodation. The second option is to have fractional 

ownership to buy shares from an owner (normally the asset is registered as a company) 

who has a sectional title house (for example, Global Property Developers); therefore, the 

number of shareholders of that house can decide whether they want to occupy the house 

for the weeks they are entitled to stay there, or the shareholders can rent out their house for 

the number of weeks that they are entitled to, depending on the portion of shares that they 

have purchased. The third option is to purchase shares from the company “Timeshare” 

which enables the shareholder to have a certain number of weeks available to them 

regardless whether the shareholder wants to occupy the house or rent out the house. 

 

All the different house owners at Mabalingwe Nature Reserve have a key success factor: to 

rent out their unit in Mabalingwe and that can be ascribed to the Mabalingwe brand that 

have been established throughout the years. The importance to retain, sustain and nurture 

a customer base to ensure long-term, sustainable competitive advantage is crucial for 

sustainable business operations. 

 

Competetiveness is ever-present in the business environment. Itaga lodge is situated in 

Mabalingwe Nature Reserve and can be seen as a competitor for the house owners of 

Mabalingwe. Itaga lodge has a 4-star grading, and therefore the market that Itaga lodge is 

serving is different from the market that the average house serves at Mabalingwe. Media 

discussions of the ‘middle class’ commonly refer to households that have achieved a 

relatively affluent standard of living and that have a significant measure of buying power. 

The ‘affluent middle class’ is described as people who receive an income between R1 400 

and R10 000 per capita per month in constant 2008 prices (measured in after‐tax earnings). 

This would translate into a total household income of R5 600 to R40 000 per month for a 



 6 

family of four. The upper boundary of R10 000 per capita excludes less than 3% of the 

population and is not overly restrictive (Visagie, 2013).  

 

Itaga lodge serves the middle to upper class customer (Visagie, 2013), whereas the houses 

at Mabalingwe cater for the low to medium class customer. The houses (privately owned 

and timeshare) in Mabalingwe Nature Reserve do not have a star grading system. There 

are houses in Mabalingwe Nature Reserve that are rented out for R13 000 per night, but 

these houses can also be seen to cater to the medium class customers owing to the fact 

that these houses can accommodate up to 14 people. Therefore two to three families rent 

this type of houses together (Mabalingwe, 2019).  

 

The following competitors were identified for Mabalingwe Nature Reserve: 

 Zebula Golf estate and spa: Zebula is 25km from Mabalingwe. Zebula also have no 

star grading system, but they do have a competitive advantage over Mabalingwe 

concerning the following features: walk with lions and cheetahs, paintball facilities, 

golf course and archery. 

 Mabula Game Lodge: Mabula game lodge is 26,4km from Mabalingwe. Mabula also 

have no star grading system, but they have exclusive dining facilities with limited 

accommodation facilities. Mabula have conference facilities and also a great feature 

of hot air balloon safaris, but day visitors from Mabalingwe can book the hot air 

balloon safari; therefore guests of Mabalingwe Nature Reserve will book the hor air 

balloon for a morning and then return to Mabalingwe in the afternoon.  

 Elements private Golf reserve: Elements private Golf reserve is 30,4 km away from 

Mabalingwe. Elements also has no star grading system, but they have exclusive golf 

course facilities with privately owned accommodation. These are owners that rent out 

their houses, but the holiday accommodation is also limited.  

 

Therefore Mabalingwe Nature Reserve has a competitive advantage over their competitors 

because of their well established brand and all the activities that are available. Mabalingwe 

Nature Reserve is very child friendly with all activities suitable for children; for example, 

horse rides, heated and unheated swimming pools, putt-putt, tennis courts and an 

entertainment area for the children. The Mabalingwe brand is also known for its wildlife 

facilities (Mabalingwe, 2019).  
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This study aims to explore customer satisfaction of holidaymakers who had rented the 

houses as a guest in terms of the service quality that was provided to them at Mabalingwe 

Nature Reserve grounds during the survey.  

 

1.2 DEFINING MAJOR CONCEPTS  

Service quality – “service quality is a product of the effort that every member of the 

organisation invests in satisfying customers” (Mbaknol, 2018). 

 

Customer satisfaction – “Customers derive satisfaction from a product or a service based 

on whether their need is met effortlessly, in a convenient way that makes them loyal to the 

firm’’(Accounting dictionary, 2018). 

 

Customer experience – Gartner (2016) defines customer experience as “the customer’s 

perceptions and related feelings caused by the once-off and cumulative effect of interactions 

with a supplier’s employees, systems, channels or products.” 

 

Competitive advantages – “Conditions that allow a company or country to produce a good 

or service of equal value at a lower price or in a more desirable fashion” (Investopedia, 

2018). 

 

Expectation – “is the desire of the customer for a need to be fulfilled or the force that drives 

the customer to purchase a particular good or service against which the customer sets 

particular criteria that must be met in order for that expectation to be fulfilled” (Horner & 

Swarbrooke, 2016).  

 

Quality – ISO (International Standards Organisation) (2017) defines quality as “the degree 

to which a set of inherent characteristics of an object fulfil requirements”. Therefore, quality 

can be summarised as the ability of a good or service to meet the requirements of the user.  

 

Perception – This can be viewed as the subjective interpretation by individuals of 

experiences incurred during the purchase of products and services (Horner & Swarbrooke, 

2016:439). For this study, these refer to the views or opinions of the customers of the 

experiences after the purchase of the service.  
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1.2.1 Service quality  

Service quality is defined as “the user’s perspective that meets a customer or guest’s 

expectation” (Zeithaml et al., 2006:116). Parasuraman was one of the co-authors of the 

seminal study on services marketing, who developed the concept of SERVQUAL (Mokhlis, 

2012). The SERVQUAL model has become fundamental in the analysis of marketing in the 

services sector. It is a customer service model used to capture and measure the service 

quality experienced by customers across five gaps using a multi-item scale (Parasuraman 

et al., 1988). This model measures service quality and have five antecedents namely: 

 Tangibles – physical facilities, equipment, staff appearance, and more. 

 Reliability – ability to perform service dependably and accurately. 

 Responsiveness – willingness to help and respond to customer needs. 

 Assurance – ability of staff to inspire confidence and trust. 

 Empathy – the extent to which caring individualised service is given. 

 

SERVQUAL uses these five antecedents to analyse service quality with the following five 

gaps (Parasuraman et al., 1988): 

 

Gap 1: This gap is known as the consumer expectation-management perception gap 

(Barnard, 2019). Discrepancies exist when there is a difference between what management 

thinks and what the customers’ expectations are. This gap can lead to a lower level of 

service quality because managers often make uninformed decisions (Van Heerden, 2010).  

 

Gap 2: Some companies experience difficulties translating consumer expectation into 

specific service quality delivery (Barnard, 2019). This can include poor service design, failure 

to maintain and continually updating their provision of good customer service or simply a 

lack of standardisation.  

 

Gap 3: The performance gap occurs when there is a difference between the specified 

service quality and the actual service quality delivered. According to Kleynhans (2008), the 

set standards should be used to evaluate service quality experienced with the 

management’s service expectations.  

 

Gap 4: This gap occurs when there is a difference between the service that is externally 

communicated by the company and the actual service level. This gap can be caused by a 

tendency of companies to promise more than what they can deliver (Zeithaml et al., 2006).  

https://en.wikipedia.org/wiki/Services_marketing
https://en.wikipedia.org/wiki/SERVQUAL
https://en.wikipedia.org/wiki/SERVQUAL
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Gap 5: This gap identifies the overall differences between expected service quality and the 

perceived service quality. Kleynhans (2008) states that there are several ways that service 

quality can be met which include either meeting or exceeding the customer’s expectations 

or by changing the customer’s expectations.  

 

Valeria Zeithaml, also a co-author of the classic study of service marketing, makes a 

distinction between objective quality and perceived quality (Zeithaml et al., 2006:116). She 

explains that: 

 

 Objective quality refers to measurable verifiable superiority against some 

predetermined ideal standard.  

 Perceived quality refers to the consumer’s judgement of the product’s overall 

excellence.  

 

Knowing what the customer expects is the first step in delivering service quality (Brainmates, 

2019). The different types of service expectations that customers hold can be explained in 

two categories, namely: desired service level and the adequate service level (Smith, 2018). 

The highest, the desired service is the level of service the customer hopes to receive. 

Adequate service represents the lowest level of performance acceptable to the customer 

(Zeithaml et al., 2006:81).  

 

Service quality is still an important competitive factor in the post-modern business 

landscape. Quality is a multi-dimensional concept that has different meanings for different 

industries and disciplines. According to Lovelock and Wirtz (2011:406) the nature of services 

requires a distinctive approach to defining and measuring service quality. The intangible, 

multifaceted nature of many services makes it harder to evaluate the quality of services 

compared to goods. In the service context quality can hardly ever be assessed objectively 

and the perception of quality is of importance (Zeithaml et al., 2006:116).  

 

With the above in mind, service quality can have a significant impact on a customer’s 

experience and satisfaction in the self-catering accommodation industry.  
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1.2.2 Customer satisfaction  

Lovelock and Wirtz (2011:619) define customer satisfaction as “a short-term emotional 

reaction to a specific service performance”. Satisfaction is a guest’s or customer’s emotional 

response to their evaluation of the perceived discrepancy between a customer’s/guest’s 

prior experience with the product or service and the actual experience performance, as 

perceived by Vavra (2002:5). The concept of customer satisfaction is derived from the 

perception that a customer has after he or she has used, consumed or experienced a 

product or service; the result has either 1( not been met, 2) been met or 3) it exceeded the 

customer’s expectations (Figure 4 explains th disconformation paradigm). 

 

Figure 4: The Disconformation paradigm 

 

 

 

 

 

 

 

 

 

 

 

(Source: Grönroos, 2007). 

 

Initially, Dabholkar et al. (2000:140) argued, later to be supported by Grönroos (2007), that 

satisfaction was originally defined as disconformation, but later disconformation was viewed 

as an antecedent to satisfaction. Satisfaction can also be viewed as an emotion. Buttle 

(2004:21) believes customer satisfaction is the customer’s fulfilment response to a 

consumption experience. Customer satisfaction is a pleasurable fulfilment response and the 

most common approach to operationalise customer satisfaction is to compare the 

customer’s perception of an experience with their expectations. Amin et al. (2013:115), in 

this regard, add that the quality of service can, and does typically, result in customer 

satisfaction/dissatisfaction. Service quality, therefore, shows similarities to customer 

satisfaction with regard to multi-dimensional construct properties (Boshoff, 2014:15). 
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Taking the above into consideration, it is crucial for house owners at Mabalingwe Nature 

Reserve to ensure a high standard of service quality to guests to enable the guests to be 

satisfied with the service dimensions as stated in the SERVQUAL model.  

 

1.3 PROBLEM STATEMENT  

The research problem can be described as the increased competition among holiday 

accommodation establishments that has made customer satisfaction paramount. The 

problem this study aims to address is that holiday accommodation establishments struggle 

to start-up and sustain effectively due to the competitive pressure that needs to be 

addressed.  

 

According to Hannes (2019), the liquidation that took place in 2016 have changed a lot of 

things at Mabalingwe, from management of small activities to major decision-making 

processes. Mabalingwe started to decline before the liquidation; when the liquidation took 

place, everything turned. Investors bought houses and the restaurant and several other 

assets on the liquidation sale and therefore the image of Mabalingwe has increased owing 

to the money that was invested in the new privately owned houses and restaurants; gardens 

were redesigned, roads were maintained again and so much more. All the new owners who 

have bought houses especially in Tlou lodge (new name: Elephant lodge) have started to 

renovate their houses and started renting out their houses.  

 

All the new owners started to advertise their houses on a booking platform and therefore the 

reception desk at Mabalingwe was excluded from the renting out process, owing to the fact 

that the owners have arranged everything directly with the guest including key collection 

systems and more. Therefore, there is no decent structure in certain lodges in Mabalingwe 

due to the large number of owners from where individual house owners can check their 

service quality when they rent out their houses. Different cleaning companies are used to 

prepare the houses for the guests. Incidences of dissatisfaction have occurred, due to the 

lack of service quality. Home owners came to a conclusion to set a standard of what the 

houses should have to be able to rent it out, but there is still a lack of knowledge of what 

customers needs and expectations are. Therefore, it is important for managers/house 

owners and rental agencies at the nature reserve to have an intimate knowledge of their 

customers’ needs and expectations if they want to deliver high levels of customer 

satisfaction at the Mabalingwe Nature Reserve. Delivering excellent service increases 
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customer satisfaction, which in turn, results in greater confidence in their provider and 

profitability (So et al., 2015:201).  

 

A problem that has been identified as the reason why businesses fail in the tourism industry 

is that businesses do not really know how to satisfy clients. Firstly, businesses do not exactly 

know what the needs are of their clients because they do not measure customer satisfaction 

on a regular basis. Secondly, businesses are unaware what guests’ expectations are 

towards services and the establishment where they have booked to stay at. Therefore 

businesses find it difficult to satisfy guests’ expectations, because they do not really know 

what will satisfy a guest. Despite the efforts provided by holiday resorts to improve its 

service, there is still evidence of challenges on quality of the service which leads to customer 

dissatisfaction once played down by maintaining customers who are loyal to the holiday 

accommodation and can spread a positive word-of-mouth to other possible guests.  

 

According to Heenan (2015) there are various reasons why businesses in the hospitality 

industry fail: 

 

 Limited capital expenditure. 

 Bad customer service/quality of product. 

 Costs. 

 Lack of original ideas. 

 Bad location. 

 

This research study will give insight into the key elements (tangibility, assurance, reliability, 

responsiveness and empathy) on what is important to customers in regard to the service 

quality status quo at Mabilingwe Nature Reserve.  

 

South African businesses struggle to compare their service offering in comparison to other 

emerging economies regarding the establishment, development and sustainability of 

businesses. Sustainability of a business to contribute to employment and job creation in 

South Africa is of the utmost importance to help grow the tourism industry in South Africa. 

The United Nations World Tourism Organization (UNWTO) defines tourism as 'the activities 

of persons travelling to and staying in places outside their usual environment for more than 

one day but less than a year for leisure, business and other purposes not related to the 

exercise of an activity remunerated from within the place visited'.  
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Figure 5: Tourism's impact on employment in South Africa 

Source: Stats SA (2018) 

 

Stats SA (2018) indicates that the tourism sector has employed 722,013 individuals in 2017, 

and tourism have created more jobs than manufacturing and mining between the years 

2014-2017. Therefore tourism is an important economic and social activity present in the 

economy and relies much on political stability in the country. Recently tourism has 

deteriorated as a result of violence and instability in the country. Businesses sometimes fail 

to be profitable and sustainable; the reasons therefore can be many. One of the reasons is 

likely to be that the services that were provided to their guests were not on standard, 

therefore the customer/guest was not satisfied. Managers and owners must have a clear 

understanding of what guests’ needs are and what their expectations are to meet the 

customer’s expectation with their experience of the service and the establishments to satisfy 

their clients.  

 

Service quality is crucial to make customers satisfied. Businesses’ sustainability in the 

holiday lodging industry depends on the effectiveness of the service content that is being 

delivered. The quality of service research is an important element for prosperity and 

existence in today's challenging business environment where people are spoilt for choice 

(Fynes et al., 2005) and services should be measured by tangibility, assurance, reliability, 

responsiveness and empathy and to fully understand the interrelationship between these 

antecedents in their efforts to manage service quality of hospitality activities (Baker et al., 

2000). 
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Competition among businesses in the services industry puts pressure on businesses to 

focus more on quality services rendered to guests (Li & Lu, 2010). Competition in the South 

African nature leisure market is high, and tourism companies and organisations compete 

actively by developing effective methods to respond better to people's needs to retain more 

loyal participants; they do so with increared focus on customer satisfaction and customer 

experience management.  

 

The primary research question of this study is thus: 

 

What are the effects of service quality and resultant customer satisfaction levels in the 

holiday accommodation setup at Mabalingwe Nature Reserve? 

 

1.5 RESEARCH OBJECTIVES  

The objectives of this study are defined under a primary objective and some secondary 

objectives.  

 

1.5.1 Primary objective  

The primary objective of this study is to determine the service quality and customer 

satisfaction levels in the holiday accommodation setup at Mabalingwe Nature Reserve.  

 

1.5.2 Secondary objectives  

The following secondary objectives were compiled to support the primary objective: 

 Determine the demographic profile of  Mabilingwe’s market. 

 Measure the service quality levels accross the five SERVQUAL antecedents among 

customers at their holiday house accommodation in the Mabalingwe Nature Reserve.  

 Identify any service quality factors pertaining to customer satisfaction.  

 Construct a model to measure customer satisfaction with accommodation at 

Mabalingwe Nature Reserve.  

 

1.6  SCOPE AND LIMITATIONS OF THE STUDY  

The scope of the study is limited to the self-catering housing units at Mabalingwe Nature 

Reserve which is situated in the Limpopo province. Although the findings may have value 

for other nature reserves in the vicinity (or even elsewhere in South Africa), the results 

should be operationalised with care and bearing this limitation in mind. 
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1.7 RESEARCH METHODOLOGY  

This study consists of two phases namely a literature study and an empirical study.  

1.7.1 Literature study  

In phase one of the study, a review will be given regarding service quality and customer 

satisfaction. Sources were used for the literature study from the full electronic databases 

hosted by the North-West University (such as Emerald Insight Journals, ProQuest, Google 

Scholar, and EbscoHost) as well as textbooks, credible internet sources, previous masters’ 

dissertations and doctoral theses on the topic. The literature study is presented in Chapter 

2.  

 

1.7.2 Empirical study  

The empirical study consists of the research design, the questionnaire used in this study, 

the study population and sample, gathering of the data and statistical analysis. Data was 

collected using a structured questionnaire. The questionnaire was administered to guests 

who had stayed in a housing unit at Mabalingwe Nature Reserve during a specific 30-day 

period (between 1 September 2019 and 1 October 2019). A non-probability convenience 

sampling method was used for this study because no sampling framework was available. 

The questionnaire design sustains findings of the literature study. The statistical analysis of 

the data was carried out by the Statistical Consultation Services of the North-West 

University, Potchefstroom Campus.  

 

1.9 LAYOUT OF THE STUDY  

The study consists of four chapters.  

 

Chapter 1: The chapter introduces Mabalingwe Nature Reserve, its customers and its 

holiday accommodation. It also comprises the introduction to the research problem 

statement, objectives of the study, the design and methodology. 

 

Chapter 2: The chapter focuses on the literature study, and definition of and overview of 

key concepts. The aim of this chapter is to provide a  relevant theoretical insight into the 

nature of service quality and customer satisfaction, and the model to measure service quality 

is also discussed in this chapter.  

 

Chapter 3: This chapter outlines the research methodology of the study. Data collection and 

processing are explained. It covers the selection of the sample, the design of the 
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questionnaire, data collecting techniques, the processing, analysis and evaluation of data 

as well as the validity of methods utilised. This chapter provides a detailed summary of the 

research results. It also focuses on data analysis and interpretation. Discussion and 

interpretation of results are included.  

 

Chapter 4: Is the final chapter of the study. It concludes, summarises and offers 

recommendations to management and other stakeholders. This chapter includes 

recommendations for house owners and rental agencies on which antecedents to focus on 

to remain competitive and to keep guests satisfied.   

 

1.10 SUMMARY  

This chapter serves as an introduction to the study. It aimed to explore service quality and 

customer satisfaction at Mabalingwe Nature Reserve. Background information was given 

about Mabalingwe Nature Reserve. A detailed problem statement, the research objectives 

and research methodology make up the rest of the chapter. The problem statement was 

confirmed in which the lack of knowledge to satisfy customers or guests was emphasised 

and the need for the SERVQUAL model identified. The problem statement can be 

summarised that business managers or owners does not know what the needs are of their 

clients, therefore it will result in the client’s satisfaction level. The primary objective of this 

study was to determine the level of service quality on customers satisfaction in the holiday 

accommodation at Mabalingwe Nature Reserve. Based on the problem statement, four 

objectives of the study were then clarified.  

 

The next chapter contains the literature study on the topics that this study aims to explore.  

  



 17 

CHAPTER 2: LITERATURE STUDY 

 

2.1 INTRODUCTION 

The aim of this chapter is to provide relevant theoretical insights into the nature of service 

quality and customer satisfaction in the game reserve industry in Limpopo. This chapter 

initiates with a definition of service quality, which is followed by a discussion on how to 

improve service quality. Chapter two also explores research studies on service quality in 

hospitality. The SERVQUAL model will be presented as an appropriate model to measure 

service quality on customer satisfaction in the hospitality industry. The five constructs of 

SERVQUAL identified by Parasuraman are discussed. The competitive advantages of 

service quality and customer satisfaction are also discussed in this chapter.  

 

2.2 CUSTOMERS AT MABALINGWE NATURE RESERVE 

Customers that tend to visit Mabalingwe Nature Reserve is segmented into four segments, 

namely (Mabalingwe, 2019): 

 Business travellers: These individuals usually occupy a house for only one night; 

they only need a place to sleep over. These customers do not usually make use of 

the facilities that the reserve offers. 

 Vacationer: These individuals will normally book accommodation for more than 

three nights; these customers visit Mabalingwe for the facilities that Mabalingwe 

provides. The vacationers normally occupy a house with their children to get a 

breakaway from home so that the children can be entertained.  

 Pensioners: Pensioners normally occupy a unit in mid-weeks. The pensioners 

normally enjoy the wildlife and the nature the most.  

 Getaway travellers: These customers are guests who normally visit Mabalingwe for 

a weekend (check-in on Friday and check-out on Sunday). These customers 

normally book a unit and enjoy the private braai areas that the house provides. 

These customers book a unit to get away with friends or family to get a break from 

their rushed worklife.  

 

Some guests prefer that the full amenity service (shampoo, conditioner, body lotion and 

more) is included as part of their accommodation, whilst other guest do not really care about 

the amenities that the establishment provides. These guests choose to bring their own 

amenities (Visagie, 2019). The holiday accommodation industry consists of businesses that 

operate in providing accommodation for guests for short-stays in lodging houses, hostels, 
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rental cottages and holiday centres or villages (IBISWorld, 2018). The holiday 

accommodation industry will include holiday villages, self-catered establishments and 

chalets, hostels and guesthouses. A self-catering establishment guest can be segmented 

into different categories namely (Karratha Apartments, 2015):  

 a business traveller;   

 pensioners;  

 a person visiting a friend or family; and 

 a holiday maker (vacationers). 

 

2.3 THE SOUTH AFRICAN TOURISM STAR-GRADING SYSTEM 

The Tourism Grading Council of South Africa is an independent assessment agency that 

attempts to establish a common set of standards (star ratings) by which patrons 

of hotels, guest houses, conference venues, and other accommodation facilities may 

compare different establishments’ service offering. The TGCSA may award between 1 and 

5 stars to an accommodation venue depending on the overall standard that a guest can 

expect, as well as the facilities on offer (Tourism grading, 2019). There are five categories 

in which to classify  accommodation, namely (Travelground, 2019):  

 Ungraded: Many ungraded establishments operate at Star Graded standards; 

however an Official Star Grading awarded by the TGCSA is the best quality 

assurance available. Basically, an ungraded establishment is more of a gamble. 

 1 Star: 1-star marks a plain and simple establishment with few frills. The 

accommodations are clean and the furnishings are of an acceptable quality, with a 

towel and soap in the bathroom. 

 2 Star: A 2-star establishment will have furnishings of a good quality and a few more 

frills than at 1-star level, like an additional hand-towel and an included soap. 

 3 Star: 3-star rooms will be slightly bigger and may include extra furniture such as a 

desk. Along with a bath towel and hand towel, you will receive a wrapped soap or 

body-wash as well as a shampoo and conditioner. General levels of service in a 3-

star establishment are very good. 

 4 Star: In 4-star accommodation, general finishes and levels of service are of a 

superior standard. All rooms must include a work area with a desk. 3-star amenities 

included, bathrooms in 4-star accommodation include a face-cloth and body lotion. 

In a 4-star hotel, there will also be room service available for at least 18 hours of the 

day. 

https://en.wikipedia.org/wiki/Hotel
https://en.wikipedia.org/wiki/Guest_house_(lodging)
https://en.wikipedia.org/wiki/Conference_venue
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 5-Star: These accommodations meet the highest and most stringent of local and 

international requirements. A 5-star hotel will have 24-hour room service, and most 

will have health and beauty facilities on the property. In truth, every aspect of the 

accommodation is simply luxurious. 

 

The examples given above are only guidelines, as the requirements for star-gradings varies 

according to the type of establishment being assessed (e.g. Hotels have different grading 

requirements than Self-Catering establishments). Mabalingwe Nature Reserve houses are 

ungraded.  

 

2.4 SERVICE QUALITY DEFINED 

According to Business dictionary (2019), service quality is defined as the assessment of 

how well a delivered service conforms to the client’s expectations. Service business 

operators often assess the service quality provided to their customers in order to improve 

their service, to quickly identify problems, and to better assess client satisfaction. To deliver 

quality services and good experiences, clients’ expectation of a service needs to be met or 

preferably be better than expected. If a client experienced poor service quality their 

expectation was not met (Mmutle & Shonhe, 2017:20).  

  

In review of a wide variety of definitions services can be summed up as “a service is an 

activity which has some element of intangibility associated with it which involves some 

interaction with customers or with property in their possession and does not result in a 

transfer of ownership”. In many service firms, positive on-site interaction can contribute 

vastly to the overall perception of the service by the customer (Baron et al., 2009:47). 

However, in a more broader definition, Zeithaml and Bitner (2003) indicate that services 

include all economic activities whose output is not a physical product or construction, and is 

generally consumed at the time of production, and provides added value in forms such as 

convenience, amusement, timeliness, comfort, or health, which are essentially intangible in 

nature.  

 

The contact level between the customer and the service provider is very important, because 

the relationship that can be built between the parties depend on the contact 

level/communication. Whether a service contact is high, medium or low determines the total 

service system (Lovelock & Wright, 2001:60). Definitions of service quality in the literature 

focus mainly on meeting customers’ needs and concerns and how well the delivered service 



 20 

meets customers’ expectations (Bateson & Hoffman, 2011:327). The differences between 

expected and perceived performances can either be positive or negative. An assessment of 

how well a delivered service coordinate the client's expectations. An assessment of 

the service quality provided to their customers can be done in order to improve service 

provider companies’ services, to identify problems, and to better assess client satisfaction 

(Business dictionary, 2019). 

 

Expectations can be very individualistic and are based on norms, values, wishes and needs 

(Kasper et al., 2006:184). Customer expectations are beliefs about the service that serve as 

standards against which quality is judged (Wilson et al., 2008:155). Expectations that are 

met by the service provider will have a crucial bearing on perceived service quality. Park et 

al. (2018) argued that high expectation increases customers’ involvement levels, leading to 

easy confirmation. 

 

It is important to realise that the expectations will differ from individual to individual even if 

the service delivery is the same. Factors that might influence and change an individual’s 

expectations are, for example, income levels, educational achievement or increasing 

aspiration levels. Expectations are also affected by the interaction of a person with for 

example, the service provider, guests, other customers, and observation of specific 

situations (Kasper et al., 2006:184). Services as a concept has been well articulated and 

explained in the literature. According to its literal meaning, ‘service’ is the process or activity 

of serving the needs of consumers (Allan, 2016). At this level it therefore means that service 

can only be delivered in the course or context of an interaction between a service provider 

and the consumer. According to several authors, such as Amin, Yahya, Ismayatim, 

Nasharuddin and Kassim (2013), Melo, Hernandez-Maestro and Munoz-Gallego (2017), 

and Kattara (2008), a quality service is one that meets the needs and expectations of 

consumers while maintaining customer value.  

 

Service quality can be seen to manage business processes in order to ensure total 

satisfaction to the customer on all levels (internal and external) (Business dictionary, 2018). 

It can lead to an increase of competitiveness, effectiveness and flexibility of the whole 

organisation. In the service industry, quality has become a measure of the extent to which 

the service provided, meets the guest’s or customer’s expectations. Companies have 

realised that they need to pay attention to service quality to increase profits and market 

share (Joubert, 2018).  

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6422916/#B59
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6422916/#B59
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The relevant criteria in evaluating service quality are defined by customers and their 

expectations. As a result, it is easier to evaluate the quality of products than that of services 

(Zeithaml et al., 2003:16). Holiday establishments should determine the factors that attract 

customers to their establishments and to identify factors that will contribute to guests’ 

satisfaction in order to provide those key factors to guests to satisfy their needs. Holiday 

establishment owners must have a good understanding of customers’ expectations and 

perceptions of the services that they must provide so that a quality service strategy can be 

used to gain a competitive advantage. Such a service quality strategy should aim to reduce 

or ideally eliminate the service quality gaps (Massnick, 2004:9). Kappel (2017), indicated 

that building relationships is key to learn the needs of customers, and that customer 

drivenness can help to understand the position of the customer. A satisfied customer will 

contribute up to 2.6 times more revenue as compared to an unsatisfied customer (Oletewo, 

2017). Satisfaction leads to building a healthy relationship that will lead to generating more 

revenue from a single customer for your business (Magid, 2017). Service quality has been 

found to increase repurchases and decrease a customer’s tendency to switch to other 

brands (Oletewo, 2017).  

 

To gain a high level of service quality and customer satisfaction is to enhance customer 

loyalty, market share increase, higher returns on investments, cost reductions and 

guarantees a competitive advantage. According to Han and Ryu (2009:587-510), achieving 

high levels of customer experience depends on the customer and his or her expectations. 

To obtain customer satisfaction and loyalty, businesses have to re-evaluate their marketing 

strategies and how they differentiate themselves from competitors. One manner in which 

businesses can differentiate themselves is by providing compelling customer experiences. 

Holiday establishment managers can build a basis of sustainable competitive advantages 

through unique merchandise, excellent service, and strong customer relationships (Levy et 

al., 2014:173). 

 

The quality of services that a business gives to their clients must be predetermined, to 

enable the service company to get a clear view of what factors are important for guests to 

make a booking at a specific holiday establishment. It is important to keep in mind that it will 

not always be possible to satisfy everyone; there could be a service quality gap or 

discrepancies between the provided services and the expectation of the guests.  
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2.2.1 Service quality improvement 

Continuous improvement of service quality is needed because of the rapid changes in 

customers’ demands and expectations. Service quality is multi-faceted, and the process to 

constantly evaluate and improve service quality to keep up the demands of the customers 

requires active managerial interference. Typically, these would include constant evaluation 

and re-evaluation of: 

1. Recognising the quality problem.  

2. Determining the target group’s expectations (Chand, 2019).  

3. Developing the necessary service products (Haliva, 2016). 

4. Creating an ‘empathy and trust’ culture.  

5. Finding customer-oriented measures to improve ‘quality’. 

6. Improving physical equipment. 

7. Making the service easy to understand (Ankur, 2018).  

8. Encouraging ‘word-of-mouth’ (WOM) about quality with staff and users.  

9. Being reliable. 

10. Being open for feedback, to be able to know where to improve (Sarlas, 2017). 

 

2.2.2 Service quality antecedents 

Customers evaluate certain aspects of service quality when they form their perceptions of a 

service provider’s quality delivery. Grönroos (2007:73) uses two antecedents that customers 

use to evaluate service quality: a technical antecedent and a functional antecedent. The 

technical dimension refers to the aspects that customers actually receive from their 

interactions with a service provider (Palmer, 2011:261) for example, the technical quality of 

the outcome of the service delivery (Grönroos, 2007:73). The functional dimension refers to 

the way in which the service is delivered to the customer (Palmer, 2011:261) – that will be 

the process of service delivery (Parasuraman & Zeithaml, 2002:340).  

 

Parasuraman et al. (1985) have identified ten antecedents that are used by customers when 

they evaluate service quality. Table 1 below lists these initial antecedents, with a short 

definition of each dimension.  
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Table 1: General service quality antecedents 

Source: Adapted from Parasuraman et al. (1985:47).  

 

It is clear from the service quality antecedents illustrated above that customers use more 

than just one aspect to evaluate quality, and that service quality should be recognised as a 

multidimensional construct (Zeithaml et al., 2009:111).  

 

2.2 SERVQUAL 

For this study focus was on the SERVQUAL model and the general service quality 

antecedents were used. The SERVQUAL model was developed by three American 

marketing gurus namely: Parasuraman, Zeithaml and Berry in 1988 and this model is a scale 

with multiple antecedents for service quality (Parasuraman et al., 1988). This model of 

Parasuraman and authors assesses customer experience on service quality. At first, the 

focus was on the development of quality systems, and over time the focus changed to 

improve the quality of the related services. The SERVQUAL model will be explained below 

in Figure 6. 
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Figure 6: SERVQUAL model (Service quality model) 

Source: (Mulder, 2018). 

 

The SERVQUAL model above also highlights the shortcomings in the services that are 

delivered; these shortcomings are known as the GAP analysis (Parasuraman et al., 

1988:47-49). These GAPS compare the expected service quality and the experienced 

service quality. This experience can be measured based on the customer’s perception. The 

SERVQUAL model can be used by organisations to learn which factors play a role on how 

a client or guest’s expectations are formed. It is important that companies must know what 

their customers’ expectations are, therefore the five gaps are identified by the SERVQUAL 

model that may arise between the delivered service and the clients’ needs. The five gaps 

identified in the SERVQUAL Model can be summarised as below (Mulder, 2018): 

 Knowledge gap: This gap arises when the company that is delivering the service 

doesn’t know what the clients’ expectations are.  

 Standards gap: This gap arises when the company who is delivering the service 

form their own idea of what the expectations are of the client and therefore there can 

be a risk to deliver the wrong service to the client.  

 Delivery gap: This gap arises when there is a difference between service quality 

specifications and the service actuality delivered from the company.  
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 Communication gap: The gap will occur when there is a difference between service 

delivery intentions and what is communicated to the customer. 

 Satisfaction gap: This gap arises when customers’ needs are not met.  

 

The five antecedents that was analysed from service quality will be explained below. 

Perception is a thought of how individuals see the experiences and can be used to evaluate 

good quality services. Quality services include the following (Zeithaml et al., 2009:112):  

 Staff responsiveness: Willingness to help customers with certain services.  

 Staff reliability: To perform a service as promised. 

 The physical experience: Appearance of the facilities, equipment and personnel. 

 Empathy from the company: To provide individual attention to the guest/customers. 

 Assurance: Knowledge and courtesy of employees and their ability to inspire trust 

and confidence.  

 

In Figure 7 the five antecedents are illustrated. 

 

Figure 7: SERVQUAL antecedents 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Hussain et al. (2015) 

 

These antecedents are discussed below. 

 Tangibles in the self-catering establishment industry relates to different 

characteristics, for example: linen on the beds, cutlery, lightning, equipment, 

ambience and more. Tangibles play an important role in this industry – if a company 
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decides to rather focus on cost saving and only purchase, for instance the cheapest 

linen and beds, the guest may be dissatisfied with the dimension tangibles, because 

the tangibles are of low quality. The tangible dimension deals with the physical 

facilities, friendly staff and more (Kandampully, 2007). The antecedent tangibles can 

in some cases be summarised as the first impression factor that can influence a 

customer’s satisfaction. When a customer or guest enters a house with old and dirty 

furniture and with broken cutlery for example, the guest or customer will tend to be 

dissatisfied before they have really experienced the house over a period of time.  

 Reliability can be explained in the self-catering industry as the consistency of doing 

what one has said to do. It is “the ability to perform the promised service dependably 

and accurately or delivering its promises” (Zeithaml et al., 2009:113). In this industry 

a business will be reliable if the self-catering establishment do what they said they 

would do. For example, If a guest arranges beforehand that a bottle of champagne 

should be provided for them in the room, and when the guests arrive at their booked 

unit and there is no champagne, then that business will not be reliable. The reliability 

of service quality plays an important role to retain customers. If promised services 

are not delivered, customers tend to go to alternative service providers. If promised 

services are delivered, customers can become loyal.  

 Responsiveness relates to the effective, timeliness of the services that is performed 

by the personnel (Kandampully, 2007). Responsiveness can be described as a 

service that is provided to the guest or customer that is connected with time for 

example when a guest has filed a complaint and wants the problem to be solved, the 

service provider must give attention to the problem immediately. When the 

responsiveness of the service provider is quick and efficient, the guest tends to be 

more satisfied and will be more comfortable to tell the owner or managers about 

improvement areas without writing a bad review. It is an aim for businesses to provide 

support, kindness and empathy towards the guests (Prayuhda & Harsanto, 2014).  

 Assurance is the way in which the service personnel stimulates faith and credence 

towards the guests (Kandampully, 2007). If the guest does not find the service and 

personnel of the business pleasant, the chances of them coming back will be slim 

(Delgado-Ballester, 2004). This antecedent is likely to be particularly important for the 

services that the customer perceives. Trust and confidence may be embodied in the 

person who links the customer to the company, for example, the marketing 

department. Thus, employees are aware of the importance to create trust and 
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confidence from the customers to gain competitive advantage and for customers’ 

loyalty. 

 

 Empathy has to do with the empathy/caring feeling that the personnel provides to 

the guest that is staying in the self-catering establishments (Kandampully, 2007). In 

a competitive world, customers’ requirements are increasing day after day and it is 

the company’s duty to meet the demands of customers, otherwise customers who do 

not receive individual attention, will go to other companies that will meet their 

demands. The results of Blessic’s study revealed that the guests preferred the 

following with respect to service quality: assurance, empathy, tangibles, reliability, 

recreation and wellness facilities (Blessic et al., 2011:7). Empathy goes hand in hand 

with emotions. The literature of Park (2019) has confirmed that emotional services 

have positive effects on customer perceptions and satisfaction. A study by Lin and 

Liang (2011) also confirmed that displays of positive emotions increase customers’ 

positive responses, such as customer delight, repurchase intent, and positive word-

of-mouth.  

 

A service quality study in the hospitality industry by Saleh and Ryan (1991), used the 

SERVQUAL model and found that dissatisfaction with services provided can be explained 

by the gaps. Later studies conducted on the perceptions of service quality, such as the 

“Voices of Guests and Lodge Managers in Vhembe District Municipality of South Africa” by 

Nethengwe (2018), found that managers perceive satisfaction to be highly influenced by the 

antecedent “tangibles”. On the other hand, guests were also observed to attribute 

satisfaction to both tangible and intangible factors, including employees’ attitudes, and to 

‘ambience’. Despite this revelation shared with them, lodging establishment managers 

appeared to lack the urgency to prioritise employee training as a measure to enhance 

employee attitudes (Nethengwe, 2018). From this study it is clear that the SERVQUAL 

antecedents play an important role in the satisfaction of the customers or guests.  

 

A study conducted on the effectiveness of SERVQUAL dimensions as means of increasing 

customer satisfaction at a hotel and resort in Melaka (the capital of the South-western 

province Malacca of Malaysia), found that to accurately identify the perceptions of 

customers, the dimensions of service quality, and their relative importance to customers, 

definitely help managers to improve on their customer service. This, in turn, also improved 

the customer satisfaction levels of their guests (Rahman et al., 2010).  

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6422916/#B51
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6422916/#B51
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Another study, also conducted on the tourism industry in the Maldives, focussed on the 

impact of service quality on customer satisfaction (Ibrahim et al., 2015). The results of this 

study confirmed that three antecedents of service quality: Responsiveness, Tangibles and 

Reliability have a positive and significant impact on customer satisfaction. Furthermore ,this 

study found that Assurance and Empathy did not have a significant positive  impact on 

customer satisfaction. Assurance and Empathy, interestingly, also had no significant 

positive impact on customer retention (Ibrahim et al., 2015). The study showed that the 

SERVQUAL model was a suitable model to measure the service quality on customer 

satisfaction in the tourism industry.  

 

Although significant criticism of the SERVQUAL model’s theoretical and operational 

underpinnings has developed over the years, the SERVQUAL model is aimed at 

understanding general elements of service quality that are common to various services and 

can be applied within different industries (Polyakova et al., 2015). SERVQUAL is a tried and 

tested instrument which can be used comparatively for benchmarking purposes. It benefits 

from being a statistically valid instrument as a result of extensive field testing and refinement 

(UKEssays, 2018). 

 

These studies indicated that the antecedents (and also the SERVQUAL gaps) are still valid 

and useful tools in modern service quality studies at tourist destinations such as Mabalingwe 

Nature Reserve. It is therefore concluded that the SERVQUAL model is a suitable model to 

use to measure service quality of holiday accommodation at Mabalingwe Nature Reserve.  

 

2.3 CUSTOMER SATISFACTION DEFINED 

Customer satisfaction is a nice or pleasurable fulfilment response and dissatisfaction is an 

unpleasable fulfilment (Buttle, 2004). Customers will be satisfied if some outcomes of the 

service meet expectations. When the service quality exceeds the expectations, the service 

provider can gain a loyal customer. Dissatisfaction will occur when the perceived overall 

service quality experience does not meet expectations (Looy et al., 2003). Minazzi (2008) 

highlighted that customer satisfaction is the outcome of comparison between customers’ 

expectations and customer perceptions. Therefore, customer satisfaction can be seen as 

the difference between excepted quality of service and customers’ perceptions of his or her 

experience after the service was received.  
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HubSpot research found that customer satisfaction is a measurement used to measure the 

degree to which a customer is satisfied with a specific required product, service, or 

experience (HubSpot, 2018). Customer satisfaction is met by how the tourists’ or clients’ 

needs have been met or have been satisfied. According to Almsalam (2014), companies 

that are able to understand their customers’ needs, can make great profits satisfying their 

guest/customers. Customer satisfaction can lead to loyal customers towards a company, 

thus a repetition of purchases can occur. According to Eshetie et al. (2016) customers play 

an important role in the success of a company. Customer satisfaction of a good or service 

can influence customers’ repurchase decision. The results of Barnard’s study revealed that 

in all five dimensions, expectations exceeded perceived service (Barnard, 2017). Therefore, 

customer satisfaction plays an essential role in the self-catering lodging industry and can be 

seen as the management’s priorities in the hospitality industry.  

 

2.3.1 Level of customer satisfaction 

There are different levels of customer satisfaction namely (Zeithaml et al., 2009:111-114): 

 

 Unsatisfied customers tend to be dissatisfied when their needs are not met. 

Unsatisfied customers can be bad word-of-mouth for a company. Dissatisfied 

customers will inform their friends and family of the bad product/service leading to a 

bad reputation.  

 Slightly satisfied customers are slightly satisfied when some of their needs are met 

and some not. This level of satisfaction can result that customers stay at your 

establishment or they will seek other companies that can give them a more appealing 

product or service.  

 Satisfied customers are satisfied when they get what they expected.  

 Very satisfied customers normally get what they have expected plus some extra 

features may be a pleasant surprise to the customer.  

 Extremely satisfied customers is where positive word-of-mouth can be generated. 

The customers’ needs are met and there are factors that always surprise the 

customer.  
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2.3.2 The importance of customer satisfaction when purchasing holiday 

accommodation 

The aim of every business is to be profitable. Satisfied customers tend to be a marketing 

tool for businesses because customers spread positive word-of-mouth which generates 

more customers and then companies will sell more products or services and gain higher 

profits.  

 

Figure 8: A client satisfaction model 

Source: Swarc (2005:28) 

 

A study was conducted on customer service quality strategy in the tourism and leisure 

industry and through this study it was found and recommended that management could 

develop proactive strategies to improve customer service, enhance customer acquisition 

and retention and reduce customer defection. There is a need to focus on the measures that 

improve operational excellence (Sekajja, 2006).  

 

The study on a service quality framework for the Botswana hospitality sector shows the 

importance of evaluating service quality from a holistic approach; that is, integrating the 

perspectives of managers, employees and customers in order to avoid subjectivity that 

arises from using one perspective. Managers are advised to have an organisational culture 
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that have a strategic orientation towards service quality in order to improve the service 

quality of their hospitality organisations (Musikavanhu, 2017).  

 

In the hospitality industry where customers make electronic bookings for their 

accommodation on the Internet or phone applications (such as Booking.com, Tripadvisor, 

Hotels.com or Trivago) these customers have the option to write a review on the electronic 

booking platform or send an email as an evaluation method in the hospitality industry. 

Booking platforms also prompt customers to review their stays and add the ratings and 

comments on their websites next to the specific accommodation. These comments and 

ratings provide a rich source for managers to gauge their service levels, while they also have 

the opportunity to engage customers via the comments sections of the booking platforms to 

respond to comments.  

 

2.4 THE LINK BETWEEN SERVICE QUALITY AND CUSTOMER SATISFACTION  

Historically, Hunt (1977) described satisfaction as an assessment of an experience, and 

stated that it was only as good as it was perceived to be. More specifically, Gabbie and 

O’Neill (1996) found in their research that success in the hospitality environment is strongly 

correlated to actively measuring and then managing the capabilities of the resort or hotel to 

satisfy the needs of their customers constantly. This finding is in support of Liljander and 

Strandvik (1994), who mentioned that satisfaction can be seen as the insider’s perspective 

of the customer’s experience of a service, whereas the outcome is measured by the received 

value that the customer gave to receive something.  The findings of Zeleke (2012) research 

indicated that five service quality dimensions were positively related to overall service quality 

and are indeed drivers of service quality which in turn has an impact on customer 

satisfaction. Results of Mehdi (2013) indicate that functional quality has a positive and 

significant impact on image and perceived quality. Further, image has a positive and 

significant impact on perceived quality and consequently, perceived quality has a positive 

and significant impact on customer satisfaction. The findings of Saleem (2014), suggested 

that high quality of services boost customer satisfaction and afterwards this satisfaction will 

strengthen customer loyalty. Our results also matched with Brodie et al. (2009). The results 

of Ahmad (2015) confirmed that customer satisfaction mediates the relationship between 

service quality and customer retention.  
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2.5 COMPETITIVE ADVANTAGE 

A competitive advantage is what makes an organisation’s goods or services superior to all 

of a customer's other choices. Therefore it is important for businesses in the self-catering 

lodging industry to have a competitive advantage to be sustainable and to attract and retain 

customers (Amadeo, 2018). According to Porter (2018) competitive advantage can be 

achieved through cost leadership, differentiation, cost focus and differentiation focus.  

 

 Cost leadership means that businesses can provide a good or service at a lower 

cost, and therefore charge a lower price. Businesses are able to provide these 

products or service at lower prices by cutting costs and optimising their resources. 

As businesses grow, they make use of  economies of scale (The Economic Times, 

2019).  Economies of scale in the holiday accommodation industry is important to be 

profitable. The economies of scale in this industry will refer to the number of nights 

the house is rented out, because the income generated from the houses is priced per 

night. Therefore, the more nights you rent out, the greater your profit margin will be. 

 

 Differentiation means a business provides goods or services that satisfy customers’ 

needs but in a different manner. A company with differentiated strategies can ask a 

premium price. That means it sometimes can have a higher profit margin. Companies 

can achieve differentiation with innovation, quality, or customer service. For example, 

differentiation in the holiday accommodation industry can include how the owners of 

rental agencies send out the booking information, for example, to be differentiated, 

they can rather send out a location via email and whatsapp to get to the house that 

the guest has booked rather than a printed out map.  Innovation is to meet customers’ 

needs in a different way (Morgan, 2017). For example, most of the self-catering 

establishments provide the necessary cutlery, crockery and utensils. But for a 

business to differentiate they can consider it to give the customers more than what 

they expect. Therefore self-catering establishments can provide a coffee machine 

with pods or they can provide DSTV with Explora and not just the DSTV hotel 

package.   

 

 Focus means the manager and staff must understand and know what the guests’ 

needs are. Companies can also differentiate themselves from their competitors by 

utilising service quality (Capsim, 2015). 

 

https://www.thebalance.com/economies-of-scale-3305926
https://www.thebalance.com/profit-margin-types-calculation-3305879
https://www.thebalancecareers.com/differentiating-your-product-2917441
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Marketing is one of the most important factors for any company. Good marketing plays a 

very important role in the sustainability and profitability of any business. With marketing the 

main goal is to feed the demand. Marketing should be aimed directly as well as indirectly to 

the customers to feed the demand in the industry. It is critical for any customer to have 

enough information to make an informed decision. When owners rent out their houses in 

Mabalingwe, they either advertise their houses on social media or they make use of booking 

platforms like Lekkeslaap, Booking.com, SafariNow, Agoda, AirBnB and even more. If 

owners do not advertise their houses, the guests will not be able to locate it on the electronic 

booking platforms, and therefore no booking can be made. Listing accommodation on the 

booking platforms is, therefore, essential.  

 

2.6 SUMMARY 

This chapter emphasised the importance of service quality to individuals. The different 

antecedents that can be used to measure the success of service quality initiatives  were 

discussed. Customer satisfaction can be achieved when the needs of the clients are met or 

exceeded. The service quality antecedents can be described as: tangibles, reliability, 

responsiveness, assurance and empathy. The viability of using the SERVQUAL model that 

originated in the 20th century was found reliable and accurate in the literature review. The 

importance of customer satisfaction for holiday accommodation was discussed in this 

chapter. Other literature study results were analysed and compared in this chapter. 

Exceptional service quality is important for every business to stay competitive. To make 

service quality the key factor in the business’s operations, makes the business better and 

provide customers with the quality service expected. It is cheaper for a business to retain 

satisfied customers, than to seek new customers to become loyal. This chapter concludes 

by indicating the importance of how to satisfy people by using the service quality constructs.   

 

Chapter three is the next chapter. The empirical study is presented based on the literature 

from chapter two. Chapter three focuses, more specifically, on the results obtained from the 

data.  
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CHAPTER 3: RESEARCH METHODOLOGY AND RESULTS 

 

3.1 INTRODUCTION 

Chapter 3 presents the research methodology applied and empirical results obtained from 

the measurement of the service quality at the Mabalingwe Nature Reserve holiday 

accommodation in the Limpopo province. This is followed by a detailed summary of the 

research results. The results will be used to evaluate the service quality at Mabalingwe 

Nature Reserve and to make recommendations to improve service quality.  

 

3.2 RESEARCH METHODOLOGY  

3.2.1 Questionnaire design 

The SERVQUAL service quality antecedents (tangibles, reliability, responsiveness, 

empathy and assurance) were identified from  the literature study, and then applied to 

analyse the data in this study. These antecedents were used in the questionnaire to 

measure service quality perceptions of the respondents.  

 

An existing questionnaire used by Carelse (2017) was adjusted and then applied in this 

study. Carelse (2017) conducted a study on the impact of service quality and customer 

satisfaction on customer loyalty in life insurance in South Africa. The study made use of the 

SERVQUAL model which was suitable to measure service quality. Therefore a combination 

of the literature study was used together with the questionnaire of Carelse (2017). The 

original questionnaire was adapted to fit the holiday accommodation industry so that service 

quality delivered can be evaluated at Mabilingwe. A section was also added to the 

questionnaire that specifically focussed on measuring the satisfaction of guests at 

Mabalinge Nature Reserve. A survey, using a structured questionnaire, collected the primary 

data by employing a 5-point Likert scale.  

 

The questionnaire was subjected to face and content validity; managers at Mabalingwe 

Nature Reserve evaluated the questionnaire and made suggestions on how to improve it, 

while the questionnaire was also subjected to a pilot test with five respondents (this data 

was excluded from the analysis). The questionnaire’s main focus was to measure service 

quality at Mabilingwe Nature Reserve. Their views on how the questionnaire could be 

improved were implemented.  
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The nature of the study was to determine the service quality and customer satisfaction at 

the holiday accommodation  at Mabalingwe Nature Reserve. Based on the specific research 

objectives that were established beforehand, the final questionnaire was based on three 

sections namely: 

 Section A: this section gathered information regarding the respondents’ 

demographic profile. 

 Section B: this section measured the service quality levels of each of the five 

SERVQUAL antecedents among customers at their holiday house accommodation 

in the Mabalingwe Nature Reserve by making use of a 5-point Likert-type scale, 

where 1 = Highly disagree and 5 = Highly agree.  

 Section C: this section obtained information regaring the five antecedents. Section 

C gathered data regarding the service quality of the holiday experience. There were 

33 statements where the respondents  rated the service quality on a 5-point Likert 

scale. The statements can be categorised under the following antecedents namely: 

o Tangibility: fourteen statements. 

o Reliability: four statements. 

o Responsiveness: four statements. 

o Assurance: four statements. 

o Empathy: four statements. 

o Satisfaction and expectations: three statements. 

 

The questionnaire is listed in Appendix A. 

 

3.2.2 Study population  

The study population for this study included respondents holding South African residency, 

and/or individuals with foreign passports who have previously occupied a holiday 

accommodation unit for a minimum of one night at Mabalingwe Nature Reserve. The study 

population consisted of male and female individuals who have had an ample experience 

with the service of other holiday establishments. The guests were asked to complete the 

questionnaire, because they are the individuals experiencing the service first-hand, and 

therefore they were the individuals that I used to conduct my study on. Over the five-week 

period a total of 265 questionnaires were distributed via a reception/check-out point and a 

total of 123 usable questionnaires were received back. This signifies a response rate of 

46.4%. Respondents who took part in this study occupied a house through rentinga unit for 

a number of nights from an owner (shareholder).  
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3.2.4 Accessibility of unit of analysis 

Permission was granted by different rental agencies inside Mabalingwe Nature Reserve, to 

leave questionnaires at the different rental agencies’ reception desks for guests to complete 

the questionnaire. Each guest (customer) received a questionnaire on arrival at the resort 

with a request from the fieldworker.  Customers were requested to complete the 

questionnaire after their stay to evaluate their service experience at the resort. They were 

requested to hand in the questionnaire at reception on their departure (guests departing 

after hours were requested to leave the completed questionnaire in the apartment on the 

table where the fieldworker collected it after their stay. Fieldworkers handed all returned 

questionnaires to the body corporate for safekeeping (and to ensure confidentiality). After 

the collection period expired, all the questionnaires were collected by the researcher from 

the body corporate. 

 

Private home owners also granted permission to the researcher to leave questionnaires in 

the specific houses for guests to complete the questionnaires voluntarily in their own time if 

they were interested. The owners who rent out and manage their own apartments sent the 

guests a message to inform the guests about the questionnaire. Therefore the operational 

manager of the cleaning service company has placed the questionnaires in the specific 

houses for the guests, and then the guests left the completed questionnaire in the apartment 

on the table where the fieldworker (operational manager) collected it after their stay. Guests 

were made to understand that this study will give the management or owners of the 

apartments a more explicit indication of where they should put their focus more to improve 

service quality and that the guests would benefit from answering the questionnaire. High 

service quality in the holiday accommodation industry is very important to satisfy 

customers/guests and therefore  the rental agencies and private owners of the holiday 

accommodation agreed on conducting the survey.  

 

3.2.5 Suitability of unit of analysis 

There cannot necessarily be an alternative unit of analysis, because if another unit of 

analysis would have been developed, the study population will have a lack of experience, in 

terms of quality service of holiday accommodation at Mabalingwe Nature Reserve in 

Limpopo to complete the questionnaires. This is a case study approach and only visitors to 

Mabalingwe Nature Reserve could provide the information required.  
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3.2.6 Data collection 

The data collection process can be divided into the following steps: 

Figure 9: Data collection process 

 

 

 

As explained above the data collection process was effective in four steps, namely 

permission, awareness, distribution and collection. Permission was given by two parties 

namely a rental agency and then private owners who rent out their houses to guests. The 

potential respondents were asked to complete the questionnaires in selected 

Receptions/checking-out points in Mabalingwe Nature Reserve. If the guests made a 

booking through the owner of the house directly, the guest would have received a 

questionnaire in the house, where the questionnaire was left at the operational manager, 

due to the fact that guests didn’t need to go to the reception to check in, and because all the 

owners work on a key access system. When the guest checks in, the owners send a code 

to the guest, the guest types in the code into the key access box that is at the front door of 

Step 1

• Permission have been granted by two parties namely Rental agency
(Mabalingwe Game Reserve VEA Transfers) and private owners who manage
and rent out their own apartments.

Step 2

• Awareness - A formal letter was sent via email from the rental agencies to the 
owners of the establishment to inform them about the research that will be 
conducted; the Cleaning services company namely Cleanseen Property 
Management have helped to collect the questionnaires from the apartments. 

Step 3

• Distribution - The questionnaires were handed out by the receptionist of the 
rental agencies when guests checked-in and checked-out. The questionnaires 
were handed out by the receptionist over a period of five weeks. If the guests 
made a booking directly through the owner, the operational manager of 
Cleanseen Property Management distributed the questionnaires in the 
apartment before the guests arrived and the questionnaires were collected from 
the apartments after the guests have checked-out of the apartments.  

• The guests who have made a booking throught the owner directly didn't need to 
go through the reception to check-in.

Step 4 • Collection - The rental agency's receptionist  collected the questionnaires  from 
the guest upon check-out. The operational  manager of Cleanseen Property 
Management collected the questionnaires from the apartment after the guests 
left and handed in the questionnaires at the Body Corporate.
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the unit and therefore the guest receives the keys in the key access box. The chosen 

respondents first needed to complete some screening questions to ensure that they did in 

fact form part of the specific targeted population (first page of the questionnaire). If the 

potential respondent did form part of the specific target population, he/she would receive the 

a questionnaire to complete in his/her own time. The collection of the questionnaires was 

handled by the rental agency’s receptionist and the operational manager of the cleaning 

company. A total of 265 questionnaires were distributed of which 123 questionnaires were 

completed (signifying a response rate of 46.4%).  

 

3.2.7 Statistical analysis  

Data from the questionnaires was captured and analysed by IBM SPSS (Version 25) 

statistical software. 

The following statistical methods were used to analyse and present the data retrieved from 

the questionnaire: 

 

 Frequency and percentages of demographic profile and overall habits and 

background with regard to the holiday accommodation of respondents. 

 Descriptive statistics (mean and standard deviation) to measure respondents’ 

satisfaction and overall habits and background with regard to their holiday 

accommodation. 

 Kaiser-Meyer-Olkin (KMO) – Measure of sampling adequacy (Miljko, 2017; Field, 

2009):  

o KMO ≥ 0.9 (Excellent).  

o KMO ≥ 0.8 (Very good). 

o KMO ≥ 0.7 (Good). 

o KMO ≥ 0.6 (Acceptable).  

o KMO ≤ 0.6 (Unsatisfactory).  

 Bartlett’s test of sphericity – Test that variances are equal for all samples: 

o p < 0.05.  

 Exploratory factor analysis (Rahn, 2019; Field, 2009; Palant, 2014): 

o Factor loading ≥ 0.40.  

o Variance ≥ 50% (Acceptable).  

o Variance ≥ 60% (Desirable).  

o Eigenvalue ≥ 1.  
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 Reliability test (Cronbach Alpha) – to ensure that the different SERVQUAL 

statements and rotated component matrix factors were reliable (Statistics solutions, 

2019; Field, 2009; Cortina, 1993) . 

o α ≥ 0.70 (Reliable). 

o 0.57 ≤ α ≤ 0.70 (Acceptable). 

o α ≤ 0.57 (Not reliable).  

 

Ultimately, the aim of the study was reached, to measure the service quality of holiday 

accommodation at Mabilingwe Nature Reserve in the Limpopo province. Figure 10 is a 

statistical flowchart to show how the statistical techniques were used to analyse the data. 

 

Figure 10: Data analysis decision-tree 

 

  

 

Source: Adapted from Barnard (2018) 

 

3.2.8 Ethical consideration  

Respondents that were approached to participate in this study, were voluntary participants. 

Participating respondents were handed out an informed consent letter that they had to sign 

and the letter stipulated the following: 
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 To inform respondents about the purpose of the study, the methods that would be 

used as well as the benefits of the study. 

 So that the respondents can decide whether to participate or not.  

 

The respondents were approached professionally while being approached and while 

completing the questionnaires. The maximum duration to complete the questionnaire was 

given to all participating respondents before they started the questionnaire. The respondents 

were informed that all the information given in the questionnaire will be processed 

anonymously and confidentially. All respondents had the opportunity to stop completing the 

questionnaire if they didn’t want to proceed or if they felt uncomfortable for any reason. All 

results that were obtained in this study were processed in an honest and ethical and 

accurate manner.  

 

This study was evaluated for compliance with the ethical standards, practices and 

requirements of the North-West University’s Ethical Committee (Faculty Economic and 

Management Sciences). The committee approved the study and classifies it as a low-risk 

study; a study-specific ethics number NWU-00803-19-A4 was issued.  

 

3.3 RESULTS 

3.3.1 Demographic analysis 

Table 2 below shows the demographic profile of the respondents who participated in the 

research. This table provides both the frequencies and percentages of all demographic 

elements used in the study. 
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Table 2: Demographic profile of respondents 

Variable Frequency Percentage (%) 

Gender 

Male 41 31.5 

Female 82 63.1 

Language 

Afrikaans 70 56.9 

English 42 34.1 

Other 11 8.9 

Age  

21 and younger 0 0 

22 to 25 10 8.1 

26 to 35 48 39.1 

36 to 45 26 21.1 

46 to 55 17 13.8 

56 to 65 16 13.0 

66 and older 6 4.9 

 

It can be seen from Table 2 above that the sample was represented by both male (31.5%) 

and female (63.1%) respondents. The majority of the sample indicated that their home 

language is Afrikaans (56.91%) and 34.14% indicated that their home language is English. 

The majority (39.05%) of the respondents were between the age ranges of 26-35 years old.  

 

3.3.2 Holiday accommodation habits 

Table 3 below shows the respondents’ holiday accommodation habits. This table provides 

both the frequencies and percentages of all holiday accommodation habit elements used in 

the study. 
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Table 3: Holiday accommodation habits of respondents 

Variable Frequency Percentage (%) 

How often do you visit a vacation establishment? 

Once every two weeks 

Once every three weeks 

Once a month 

Less than once a month 

1 

2 

17 

103 

0.8 

1.6 

13.8 

83.7 

On average, how much do you spend per night’s stay per person at a self-catering 

establishment? 

Between R200 – R500 

Between R501 – R700 

Between R701 - R1000 

Between R1001 – R1500 

Between R1501 – R2000 

More than R2000 

45 

42 

21 

8 

4 

3 

36.6 

34.1 

17.1 

6.5 

3.3 

2.4 

How many people could the holiday apartment accommodate where you stayed? 

2 people 

3 people 

4 people 

5 people 

6 people 

7 people 

8 people 

10 people 

12 people 

14 people 

34 

7 

26 

1 

34 

1 

13 

5 

1 

1 

27.6 

5.7 

21.1 

0.8 

27.6 

0.8 

10.6 

4.1 

0.8 

0.8 

How long have you been lodging in the holiday house? 

1 night 

2 – 4 nights 

Longer than 4 nights 

12 

100 

11 

9.8 

81.3 

8.9 
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Purpose of visit 

Business 

Entertainment 

Education 

Personal 

5 

94 

1 

23 

4.1 

76.4 

0.8 

18.7 

 

It is evident from table 3 that the majority (83.7%) of the respondents indicated that they  

visit holiday accommodation less than once a month. The majority (36.6% + 34.1%) of the 

respondents indicated that they spend between R200 – R700 per person per night’s stay for 

holiday accommodation. 34 respondents have occupied a two-sleeper establishment and 

34 of the respondents had occupied a six-sleeper establishment, while 26 of the 

respondents had occupied a four-sleeper establishment when visiting Mabalingwe Nature 

Reserve. 81.3% of the respondents stayed between 2 – 4 days in the Reserve. A total of 94 

respondents visited Mabalingwe Nature Reserve for the purpose of entertainment.  

 

3.3.3 Descriptive statistics per SERVQUAL antecedents 

The data that was received by means of the questionnaire at the hand of the SERVQUAL 

antecedents will be discussed below. The average of each antecedent is also included in 

table 4. The main focus was on the average of each antecedent and not on each statement 

under the antecedent.  
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Table 4: Average descriptive statistics 

Descriptive Statistics Mean Std. Deviation 

Tangibles (T) Average 3,96 

T1: Modern equipment 

T2: Airconditioning 

T3: Covered parking 

T4: Own braai facilities 

T5: Good roads 

T6: Facilities good 

T7: Materials used good 

T8: DSTV 

T9: Entertainment areas 

T10: Choice of shower or bath 

T11: Mini-kiosk or restaurant 

T12: Good quality linen 

T13: Benches in nature 

T14: Employees neat 

3,78 

3,75 

3,39 

4,50 

4,20 

4,00 

3,67 

4,11 

4,08 

3,57 

4,09 

4,30 

4,22 

3,97 

1,013 

1,496 

1,458 

0,670 

1,052 

1,056 

1,252 

1,070 

1,205 

1,460 

1,101 

0,928 

0,928 

1,180 

Reliability (R) Average 3,92 

R1: Delivers on its service promise 

R2: Problem solving by staff 

R3: Staff performs service right first time 

R4: The staff willing to assist 24/7 

3,97 

4,01 

3,96 

3,76 

0,877 

0,864 

0,936 

0,967 

Responsiveness (RES) Average 3,78 

RES1: Staff communicates well 

RES2: Staff delivered prompt service 

RES:3 Staff shows willingness to assist 

RES4: Staff at self-catering establishment 

always respond 

3,74 

3,84 

3,91 

3,62 

1,039 

0,970 

0,887 

1,004 
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Assurance (ASS) Average 4,01 

ASS:1 Staff behaviour instils confidence 

ASS2: Payment dealt with professionally 

ASS3: Staff consistently courteous 

ASS4 Staff can deal with any emergency 

4,08 

4,18 

4,09 

3,68 

0,753 

0,747 

0,779 

0,944 

Empathy (EMP) Average 3,82 

EMP1: Accommodation staff gives individual 

attention 

EMP2: Convenient operating hours 

EMP3: Have your best interest at heart 

EMP4: Staff understands special needs 

3,85 

3,97 

3,83 

3,65 

1,033 

0,829 

0,989 

1,024 

Satisfaction & Expectation (SAT) Average 1,07 

SAT1:  Overall service quality perceived 

SAT2: Service quality expectations 

1,06 

1,07 

0,233 

0,261 

OVERALL AVERAGE 3,74 

Valid N (listwise) 123 

 

3.3.3.1 Tangibles 

Tangibles of  holiday accommodation play an important role in customer satisfaction, 

because of the fact that the tangibles are the first aspect to judge, also because the tangibles 

are the first impression aspect of the establishment. The average mean score for the 

dimension tangibles is the second largest, it can be seen that tangibles of the holiday 

accommodation are important to guests. The features of the holiday accommodation scored 

above average and therefore it can be concluded that the features such as DTSV, modern 

equipment, good quality linen and other aspects are on industry standard as it scored an 

average mean of 3.96 out of 5 for the antecedent, tangibles. Covered parking had a low 

mean score of 3,39, therefore improvements can be suggested to implement covered 

parking area for guests. Guests have ranked the tangible aspects as good, and therefore a 

conclusion can be made that the overall quality of the linen, utensils, equipment is good and 

practical. 

 

3.3.3.2 Reliability 

Reliability comes in handy when guests start to experience problems or inconveniences in 

establishments. The overall score for the antecedent reliability was 3.92, therefore it is 
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evident that the respondents were satisfied with the reliability of the holiday accommodation 

establishment and management’s reliability. It is important to note that the statement 

regarding problem solving showed a significant good (4.01) performance. When guests’ 

problems can be solved, it can contribute to the guest’s satisfaction. When services or 

products is not well performed the first time, it can contribute to the dissatisfaction of the 

guest.  

 

3.3.3.3 Responsiveness 

The Reserve’s responsiveness to the guests’ requests, delivering prompt services and 

communicating important information to the guest can be seen in figure 11 below. It is 

notable that the staff was not always available at the self-catering establishments; this can 

be seen from the below average mean that has been scored. The dimension responsiveness 

has scored the lowest of the five antecedents; this can be due to the fact that the holiday 

accommodation establishments are  self-catering. Self-catering establishments, in general, 

receive less attention from staff than bed and breakfast establishments. Management and 

effective communication is, therefore, an important factor to manage to ensure that the 

guests understand the procedures of check-in, check-out, time schedules for cleaning 

services, rules and more.  

 

Figure 11: Responsiveness to guests’ requests 
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deliver good quality. Trusted payment methods can enhance assurance. Guests can be de-

motivated to make a booking when the payment structures of the holiday accommodation 

are not realistic, therefore assurance can be negatively affected. In this case, assurance has 

scored the largest of them all, therefore it is evident that the holiday accommodation  in 

Mabalingwe Nature Reserve can be trusted in regard to payments or emergencies.  

 

3.3.3.5 Empathy  

Great communication skills and good listening skills are necessary to show empathy. One 

great tool is to get feedback from guests to understand the guests' needs and problems 

better. The employees indicated that they were satisfied with the staff and management’s 

empathy towards them. An overall mean score has been reached of 3.82.  

 

3.3.3.6 Satisfaction and Expectation 

The satisfaction of the guest is a clear indication of the holiday accommodation staff’s ability 

to provide the experience that was expected when the guest made a booking at Mabalingwe 

Nature Reserve. Guest satisfaction should be a top priority at any holiday accommodation 

establishment.  

 

Figure 12: Respondent overall satisfaction 
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expectations were exceeded. The majority of the respondents indicated that the holiday 

accommodation had been what they expected.  

 

3.3.4 Factor analysis 

The Kaiser-Meyer-Olkin (KMO) Test of Sampling Adequacy was used to measure how 

suitable the data is to use in exploratory factor analysis. This test measured sampling 

adequacy for each variable in the model and for the complete model. A high sample 

adequacy value, which is larger than 0.7, is needed to determine if there are sufficent data 

to successfully analyse the dataset (Williams et al., 2010:10).   

 

Bartlett’s test of sphericity was also used in this study to determine the sphericity within the 

data. An acceptable sphericity is indicated by a significance level of p≤0.05. Table 5 shows 

the results of this study’s KMO and Bartlett’s tests.  

 

Table 5: Bartlett's test and Kaiser-Meyer-Olkin measure 

 

The Kaiser-Meyer-Olkin measure of sampling adequacy test returned a value of 0.861, 

showing that the data sample was more than adequate. The Bartlett’s test of sphericity 

shows significance (p=0.00; p≤0.05) at the 95% confidence level. The results from the KMO 

and Bartlett’s test confirm that the data is suitable to subject to multivariate statistical 

analysis (such as exploratory factor analysis). 

 

3.3.4.1 Factors to retain 

The most common method to determine how many factors to retain in exploratory factor 

analysis is the Kaiser criterion. The Kaiser criterion states that a factor’s eigenvalue should 

exceed 1 to be retained (Kaiser, 1958). The eigenvalue represents the variance explained 

by the factors in relation to the number of criteria that loaded onto the specific factor 

(Statistics solutions, 2019). Table 6 below displays the eigenvalues of the five factors, and 

all of the eigenvalues exceeds the value of 1; all five factors should, therefore, be retained 

based on the Kaiser criterion. 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  0,861 

Bartlett’s Test of 

Sphericity 

Approx. Chi-Square 2283,061 

Df 435 

Sig. 0,000 
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Table 6: Total Variance explained 

Comp Initial Eigenvalues Loadings Rotation Sums of 
Squared Loadings 

Total % Var Cum % Total Var % Total Var Cum % 

1 11,01 36,71 36,71 11,01 36,71 36,71 5,82 19,39 19,39 

2 2,74 9,12 45,82 2,74 9,12 45,83 3,89 12,95 32,34 

3 1,99 6,65 52,48 1,99 6,65 52,48 3,68 12,27 44,61 

4 1,71 5,69 58,17 1,71 5,96 58,17 3,608 12,03 56,64 

5 1,30 4,34 62,51 4,34 4,34 62,51 1,763 5,88 62,51 

 

3.3.4.2 Point of inflection  

The point of inflection explains the contribution the factors make to the total variance 

explained. Higher percentages of explained variance indicate a stronger strength of 

association of the variables of a factor (Field, 2009:671). It also means that the higher the 

variance explained, the better the predictions are based on the factors (Rosenthal & 

Rosenthal, 2011). For good confirmation of the factor analysis, a cumulative variance of 

more than 60% is desireable. Table 6 shows that the cumulative variance in this study is a 

satisfactory 62,5%.  

 

Figure 13: Point of inflection 
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one another (Field, 2009:777). In this study, there are two points of inflection (see figure 13). 

The first point of inflection is after factor 1 (at 19.4% variance explained), while the second 

is at factor 5 (at 62.5% variance explained). The figure also shows that factors 2, 3 and 4 

are relatively equal in importance (notice the flat gradient of the variance explained), while 

factor 5 is less important. Based on the point of inflection, all five factors should be retained 

as indicated by the second point of inflection.  

 

3.3.4.3 The Parallel analysis engine  

The cumulative variance and the point of inflection indicated that five factors should be 

extracted from the data. However, an important confirmation of the number of factors to 

extract is the Parallel analysis engine developed by Patil et al. (2008) at the Kansas 

University in the United States of America. Normally the Kaiser criterion (where the 

eigenvalue exceeds one) or a scree plot (such as the point of inflection) are used to 

determine the number of factors retained. However, Patil et al. (2008a) indicate that parallel 

analysis, as a secondary measure, should be employed to confirm the number of factors to 

be retained as a more accurate and scientific method to determine the number of factors to 

retain. According to Patil et al. (2008a), extracted factors should be retained only if the 

eigenvalue exceeds 1 (as per the Kaiser criterion) and if this eigenvalue is larger than the 

value calculated by the Parallel analysis engine software. Both conditions should be 

achieved for a factor to be retained. The results of the Parallel analysis engine compared to 

the eigenvalues, appear in table 7. 

 

Table 7: Retained factors as per the Parallel Analysis Engine 

Factor Parallel Analysis 

Engine 

Eigenvalue Retain or discard 

factor 

1 1.4344 11.013 Retain 

2 1.2586 2.735 Retain 

3 1.1253 1.995 Retain 

4 1.0231 1.708 Retain 

5 0.0934 1.303 Retain 

 

Generated from Patil et al. (2008b). 
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The parallel analysis confirms that all five factors can confidently be retained for this study. 

All five factors’ eigenvalues are greater that the values calculated by the Parallel analysis 

engine.  

 

3.3.4.4 Rotated factor matrix 

There were five factors that were identified making use of an orthogonal varimax rotation. 

According to IBM (2019), the varimax method is an orthogonal rotation method that 

minimises the number of variables that have high loadings on each factor. This method 

simplifies the interpretation of the factors. According to Field (2009:667)  a factor loading of 

0.40 and above is considered to be significant and are used in the analysis. The factors and 

the criteria loading of each item are listed in Table 8 below; it is evident that all 30 statements 

loaded onto five factors; all had factor loadings of 0.40 or higher. Table 8 below also 

indicates the variances explained and the reliability of the factors.  

 

Table 8: Rotated Factor Matrix 

Rotated Component Matrix Component 

1 2 3 4 5 

EMP4: Staff understands special needs 0,760     

EMP3: Have your best interest at heart 0,728     

EMP1: Accommodation staff gives 

individual attention 

0,716     

ASS2: Payment dealt with professionally 0,712     

EMP2: Convenient operating hours 0,654     

R1: Delivers on its service promises 0,622     

ASS3: Staff consistently courteous 0,620     

ASS1: Staff behaviour instils confidence 0,590     

R2: Problem solving by staff 0,538     

R3: Staff performs service right first time 0,489     

SQ13: Benches in nature  0,712    

SQ12: Good quality linen  0,708    

SQ8: DSTV  0,643    

SQ4: Own braai facilities  0,564    

SQ1: Modern equipment  0,504    

SQ10: Choice of shower or bath  0,503    

SQ14: Employees neat  0,483    
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RES4: Staff at self-catering always 

available 

  0,776   

RES2: Staff delivered prompt service   0,767   

RES1: Staff communicates well   0,605   

RES3: Staff shows willingness to assist   0,543   

R4: The staff willing to assist 24/7   0,529   

ASS4: Staff can deal with any 

emergency 

  0,508   

SQ11: Mini-kiosk or restaurant    0,870  

SQ9: Entertainment area    0,829  

SQ5: Good road    0,797  

SQ6: Facilities good    0,651  

SQ7: Materials used good    0,489  

SQ2: Airconditioning     -0,739 

SQ3: Covered parking     0,732 

Variance explained % 19,39 12,95 12,27 12,03 5,88 

Cumulative variance explained % 19,39 32,34 44,61 56,63 62,50 

Cronbach Alpha  0,912 0,912 0,874 0,859 *** 

Extraction Method: Principal Component Analysis; Rotation converged in 13 iterations 

** EMP: Empathy;ASS: Assurance;R: Reliability;SQ: Service Quality;RES: Responsibility 

 

The factors from the rotated matrix were labelled and discussed below. 

 

Factor 1 – Ease of business 

A total of ten statements under different antecedents were loaded under Factor 1 namely 

statements EMP4, EMP3, EMP1, ASS2, EMP2, R1, ASS3, ASS1, R2 and R3. All the 

statements that are associated with the convenience for the guest at the establishment 

including check-in, problem solving, and ease of business loaded onto factor 1. These 

factors were therefore labelled as ease of business. Four out of the ten statements under 

ease of business reflects a factor loading above 0.7, suggesting that these statements are 

regarded as significant by the guests that occupied a unit in Mabalingwe Nature Reserve. 

Factor one explains a variance of 19,39%. According to Hsu et al. (2015:927), it is important 

to have an ERP system or similar system in place to render quality service to guests so that 

is isn’t a struggle for guests to make a booking, or to arrange keys collections or to solve 

problems when they have checked in. It is important to effectively communicate with guests 
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to ensure that the guests know exactly what to expect, where to get keys during checking in 

and what the procedures are when there is a problem.  

 

Factor  2 – Quality 

Factor two consists of seven statements that were loaded. The following statements were 

loaded onto factor two: SQ13, SQ12, SQ8, SQ4, SQ1, SQ10 and SQ14. All these 

statements originated from the same dimension namely service quality. This factor is 

summarised as the quality of service rendered to the guests. SQ14: Employee neat scored 

near the cut-off factor loading of 0.40. Factor two correlates with the quality of the tangibles, 

for example, braai facilities, quality of the linen and benches outside in nature. The 

statements can be seen as the tangibles, but in this context the quality contribute to the 

experience that the guest had when using those tangibles. According to Ankur (2018), 

service quality in the hospitality industry becomes one of the most important factors for 

gaining a sustainable competitive advantage and customers’ confidence in the highly 

competitive marketplace, and therefore service quality can give the hospitality industry a 

great chance to create competitive differentiation for organisations. The factor explains 

12.95% of the variance. 

 

Factor 3 – Staff performance 

Six of the statements  loaded onto factor three. These statements were RES4, RES2, RES3, 

RES1, R4 and ASS4. Only statements SQ4 and SQ2 have a factor loading above 0.7, but 

the other four statements are well above the cut-off loading of 0.4. Statement SQ4 and 

statement SQ2 have factor loadings of more than 0.7, therefore a conclusion can be made 

that these two statements are regarded as significant by the guests who have occupied the 

unit. The results of this study are supported by the research done by Woods et al. (2012:202) 

that organisations or holiday accommodation establishments can benefit from employees 

with high organisational commitment and well-being as their positive actions can enhance 

the customer satisfaction level. When guests are treated in a friendly way, they tend to be 

more satisfied. This factor explains 12.27% of the variance. 

 

Factor 4 – Entertainment 

The majority (60%) of the statements has a factor loading above 0.7. Five statements were 

loaded onto factor 4. Statement SQ11, SQ9, SQ5, SQ6 and SQ7 were loaded onto factor 4. 

These statements describe the entertainment activities, facilities and tangibles. The factor 

is labelled as entertainment because it shows the effect of the activities and facilities on the 
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guests who have visited Mabalingwe Nature Reserve. The average factor loading for the 

entertainment factor reflects that the guests regard the entertainment, facilities and the 

tangibles as important. The factor has a variance of 12,03%. The result of this study can be 

supported by the research done by Malpuri (2017), that entertainment is important as it 

brings people together and is a good way to build relationships.  

 

Factor 5 – Establishment key features 

Statement SQ2 and SQ3 loaded onto factor 5. These two statements described the key 

establishment features. Both these statements reflect a factor loading above 0.7, which 

indicates that these two statements are regarded as significant. Factor five explained 

variance scored 5.88%, which indicated that these factors are not so important as the first 

four factors. The factor, however, is supported by findings from the study by Panda et al. 

(2014). These authors found that tangible features are critical to provide high levels of 

customer satisfaction. This is because of good tangible features that enable the provision of 

quality service delivery.  

 

3.3.4.5 Reliability of factors 

The reliability measurement for this study was the internal consistency reliability test namely 

the Cronbach’s alpha coefficient. The result of the Cronbach alpha that exceeds 0.70 will 

reflect the higher level of acceptability (Pallant, 2013:101). Reliability tests whether the 

questionnaire will measure the same thing more than once and result in the same outcome 

(Ndubisi & Wah, 2005:551). The minimum Alpha coefficient for this study was thus set at 

alpha (α) ≥ 0.70 (Field, 2009:668).  

 

Table 9: Reliability coefficient of antecedents 

Factors Cronbach Alpha (α) 

Tangibles 0.828 

Reliability 0.895 

Responsiveness 0.844 

Assurance 0.797 

Empathy 0.860 

 

In table 9 it is evident that the coefficients exceeded the minimum coefficient of 0.7 and it  

can be concluded that the dataset of the study is reliable.  
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Table 10: Reliability of factor loading factors 

Factors Cronbach Alpha (α) 

Ease of business 0.912 

Quality 0.912 

Entertainment 0.874 

Staff performance 0.859 

Establishment key features *** 

Total data  0.967 

*** not calculated 

In Table 10 above it can be seen that the reliability coefficient for the factors identified 

through rotated factor matrix was all higher than 0.8, therefore the data can be seen as 

reliable. These coefficients have exceeded the minimum coefficient of 0.7.  

 

3.5 INTEGRATED MODEL TO MEASURE SERVICE QUALITY ON CUSTOMER 

SATISFACTION AT MABILINGWE HOLIDAY ACCOMMODATION 

In this study an integrated service quality measurement model was developed in three 

stages to measure service quality in the holiday accommodation industry at Mabalingwe 

Nature Reserve situated in the Limpopo province, namely: 

 In the first stage, the theoretical background was employed to identify the 

customer satisfaction criteria to the holiday accommodation industry.  

 The second stage delved deeper into the five antecedents. The five antecedents 

of customer satisfaction are tangibles, reliability, responsiveness, assurance and 

empathy. The antecedents were classified according to the SERVQUAL model. 

 The third stage’s main focus was on the exploratory factor analysis to identify the 

five variables of service quality namely: Ease of business, quality, entertainment, 

staff performance and establishment were key features. The integrated model to 

measure service quality can be seen below in Figure 14.  

 

The integrated model in Figure 14 is a two-level model. The first level consists of the five 

service quality antecedents obtained through the literature study and the empirical results 

that represent the service quality experience of the customers. On the second level, five 

factors were identified by exploratory factor analysis. These factors represent the latent 

variables of the service quality experience at the nature reserve. 
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Figure 14: Integrated model to measure service quality on customer satisfaction in the 

holiday accommodation industry 

 

 

Source: Compiled from results 
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From figure 14 above it is evident that service quality antecedents consist of 

responsiveness, assurance, empathy, tangibles and reliability and are all-important 

antecedents because their variance exceeds 70%. Tangibles and assurance are the two 

most important antecedents with variance exceeding 80%. The integrated model shows, in 

addition to the variance explained, also the reliability of each antecedent and factor. All 

antecedents and factors have high reliability coefficients (Cronbach alpha exceeds 0.70). In 

practice, this means that the model has the ability to be applied in similar application settings 

to measure the service quality of holiday accommodation. This indicates that the model is 

suitable for measuring service quality of holiday accommodation and that it measures 

service quality at the nature resort very well.   

 

Regarding the latent variables (or factors), the model shows that service quality in the 

Limpopo province with all the challenges and opportunities that exist highlight that Ease of 

business is the most important factor (exceeding 19.4% of importance) to manage holiday 

accommodation. Quality is considered as the next most important factor (explaining a 

variance of 12.9%) while Entertainment and staff performance are also considered to be 

important (explaining 12.3% and 12.0% variance respectively). Of note is that Establishment 

key features is less important (explaining a variance of 5.9%). 

 

This model constitutes a practical tool for resort managers and owners to determine the 

service quality measures required in the holiday accommodation industry. Measuring and 

managing customer service quality remain an important competitive tool in business 

strategy.  

 

3.6 CONCLUSION 

This chapter focused on the empirical study at Mabalingwe Nature Reserve to evaluate its 

service quality performance regarding the guests’ opinions. The study population consisted 

of 123 respondents of which 41 were male and 82 female. It is evident from the results that 

the antecedents that were ranked the highest of satisfaction were assurance and tangibles 

therefore it is important to utilise the tangibles and assurance aspect to attract more 

customers and to improve on the antecedents that have lacked under the customers. The 

majority (94,3%) of the respondents have indicated that they were satisfied with the overall 

service quality of the holiday accommodation at Mabalingwe Nature Reserve. The findings 

are presented based on the questionnaire that was distributed and collected from the guests. 

Particular attention was paid to the profile of the guests, service quality and customer 
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satisfaction. The SERVQUAL model was utilised to determine the service quality. From the 

results that were obtained, it is evident that owners must manage the following factors to 

improve service quality to ensure customer satisfaction:  

 Ease of business 

 Quality 

 Entertainment 

 Key establishment features 

 Staff performance 

 

The integrated model indicated a high level of explained variance and high acceptability of 

reliability that the model is suitable for measuring service quality of holiday accommodations. 

A guest’s happiest memories, or even their most memorable ones, are often anchored in 

holidays that they have enjoyed with friends and family. Therefore the secret to making 

guests happier is to offer the guest an “experience” package and not just a discounted rate.  

 

Chapter 4 is the final chapter of the study. The chapter includes recommendations, areas 

for future research and a summary of the study.  
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CHAPTER 4: CONCLUSIONS AND RECOMMENDATIONS 

 

4.1 INTRODUCTION 

Chapter four in this study is the final chapter. It presents a summary of the results of the 

service quality of holiday accommodation and thereafter an overview of the study. This 

chapter will focus on various conclusions and recommendations based on the literature and 

the empirical study that was conducted on the service quality antecedents in the holiday 

accommodation industry. The conclusions and the recommendations in this chapter focus 

on the following factors: 

 Validity and reliability of the data. 

 Analysis of the five service quality antecedents. 

 Comparison with a previous study.  

 Possible future research studies. 

 

4.2 CONCLUSIONS AND RECOMMENDATIONS 

The study succeeded to gain knowledge of how a customer can be influenced by the five 

antecedents of service quality. This study revealed that the holiday accommodation shows 

an important opportunity to enhance their service quality to improve the satisfaction of the 

customers even more. The SERVQUAL model was found to be suitable to measure the 

service quality of holiday accommodation at Mabalingwe Nature Reserve.   

 

4.2.1.1 Conclusions on data suitability  

The conclusions and recommendation regarding the suitablility of the data (validity of the 

questionnaire and the reliability of the data) are dealt with first. The KMO measure of 

sampling adequacy and Bartlett’s test delivered the following results: 

 The Kaiser-Meyer-Olkin Measure of Sampling adequacy of all five antecedents have 

indicated a value of 0.861, showing that the data sample was adequate and 

acceptable to conduct a factor analysis.  

 The Bartlett’s test of sphericity indicated that the significance level (p≤0.05) indicate 

that satisfactory sphericity levels exists and that the data is suitable for exploratory 

factor analysis.  

 Taking the reliability and internal consistency of the data in consideration, the 

Cronbach alpha has showed the reliability coefficients of all five antecedents has 

exceeded the minimum coefficient of 0.7, which can be concluded that the dataset of 

the study was reliable. 
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4.2.1.2 Recommendations stemming from data suitability 

It is recommended that: 

 Other research studies make use of these statistical techniques (the KMO and 

Bartlett’s test of sphericity) in similar research settings to ensure that their data is 

suitable for analysis. These studies should also test the reliability of the data. 

 The questionnaire employed in this study can be used in similar application settings 

to measure service quality. The high reliability shows that the questionnaire 

succeeded to collect data with good internal stability (Asvat, 2018). 

 

4.2.1.3 Conclusions on the customer satisfaction results  

 Inferential statistic was used to determine how satisfied the respondents were with 

their accommodation. The scores were categorised as per the five service quality 

antecedents of the SERVQUAL model. The results showed that all the antecedents 

fare well and had high reliability coeficients. All five antecedents have scored an 

average mean greater than 75,6%. The antecedents that ranked the highest of them 

all were Assurance (80,2%), followed by Tangibles (79,2%), Reliability (78,4%), 

Empathy (76,4%) and Responsiveness (75,6%). 

 Exploratory factor analysis was used to identify latent variables in this study. Five 

factors could be identified explain a satisfactory cumulative variance of 62.5%. 

Noteworthy is that Ease of Business is regarded to be the most important factor 

(explaining 19.4% variance). 

 

4.2.1.4  Recommendation stemming from the customer satisfaction results 

 The five antecedents of service quality (as per the SERVQUAL model) are all still 

relevant today in measuring service quality in accommodation. The recommendation 

then is that other researchers can rest assured and apply the SERVQUAL model in 

their service quality research.  

 It is also recommended that the adapted questionnaire (used in this study) can be 

applied in similar studies to measure the service quality of accommodation at nature 

(and possibly other) resorts. 

 Factor analysis proved to be successful, hence it is recommended that this technique 

can be applied to identify latent variables in accommodation data to enrich the 

analysis. 

 The importance of all five SERVQUAL antecedents shows that service quality 

practitioners, managers and researchers should consider all the antecedents in the 
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competitive strategies and research. Although other studies have found that only 

some antecedents (Responsiveness, Tangibles and Reliability by Ibrahim et al., 

2015; Tangibles by Rahman et al., 2010) are important in holiday accommodation, 

this study shows the contrary for modern-day South Africa. It is recommended that 

all five the SERVQUAL antecedents be scrutinised and managed in the South African 

accommodation industry. 

 It is also recommended that management of Mabalingwe Nature Reserve (or for that 

matter any managerial interventions based on the results of exploratory factor 

analysis) address the most important factors first (Asvat, 2018). This will yield the 

highest return on managerial time invested and produce better results in attempting 

to improve customer satisfaction. The other factors should be dealt with as per their 

declining order of importance (Shaikh, 2017).   

 It is also recommended that customer service be formulated as active strategic thrust 

and that it becomes an integral part of the holiday accommodation house 

management’s strategic goals. This leads to further recommendations that: 

o Time and effort should be allocated to the follow-up of this research results. 

Some internal actions to improve service quality are the training of the staff 

and performance incentives.  

o Employees that come in direct contact with the customers/guests should 

primarily focus on showing empathy, willingness to assist and should have the 

knowledge to perform tasks that the customer might expect them to do.  

o As tangibles ranked second highest, it is essential for managers or owners to 

focus on maintenance on the tangibles such as to replace or to take stock of 

what is left in the house after the unit was occupied to ensure that there is 

enough cutlery, linen, utensils and more for the next guest checking in.  

o Managers and owners should also attempt to improve the tangibles where 

possible in the holiday accommodation so that the accommodation is practical, 

neat and modern. These factors also influence the guest’s satisfaction levels 

strongly. 

 Management should repeat this study in due time to determine which of their 

strategies were successful in improving their service quality for accommodation. 

 In a final recommendation it is strongly urged that Mabalingwe Nature Reserve 

continues their strategic customer service thrust. Measuring customer service is the 

first step. Management should now involve all the roleplayers to initiate a customer 

service culture at the resort that strives towards continuous improvement.  
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4.2.1.5 Conclusion on differentiated features at Mabalingwe Nature Reserve 

It is evident from chapter one that there are a lot of activities at Mabalingwe Nature Reserve. 

These activities are not known by all the owners or guests, but these activities can be used 

as differentiated features. These activities include:  

o Different game drives options such as: 2-hour game drives, sunset drives, 

night drives, bird drives, walk and drive, lion feeding. 

o Horse rides (1 hour and 30 min) 

o Game drives can be taken with the guests’ own vehicles 

o Heated and unheated swimming pools available for all guests 

o Kalahari Oasis bar 

 

Mabalingwe Nature Reserve provides the opportunity to guests to see the following animals: 

Elephants, rhinoceros, hippopotumos, leopards, crocodiles, lions, baffulos, zebras. These 

are only a few that are listed. The big five can also be found in Mabalingwe Nature Reserve. 

 

4.2.1.6  Recommendations stemming from differientiated features 

It is recommended that Mabalingwe Nature Reserve must focus on marketing the 

differentiated features to attract more customers. These differentiated features are available 

to all the customers, but the customers do not necessarily know about these features. 

Marketing platforms that can be used:  

 Social media marketing, for example to create a Facebook page where customers 

can interact and post photos and videos of the activities that they have enjoyed. A 

campaign can be organised to create awareness, where a competition can be 

implemented, where the guest that have posted the most beautiful photo in the nature 

(sunset for an example) or a photo of the animal can win a weekend at Mabalingwe 

Nature Reserve at a discounted price.  

 Pamphlets with the differentiated features can be handed out at the main gate of 

Mabalingwe Nature Reserve to create awareness.  

 

4.3 AREAS FOR FUTURE RESEARCH  

Possible future areas of research are: 

 Extending the study towards other areas of service quality resort. This could include 

activities, restaurant service and other service encounters. This would provide a wider 
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view of the service quality of the resort and not just the service quality of 

accommodation. 

 Expanding the study to also include the service quality expectations; this would then 

measure Gap 5 of SERVQUAL. Such an analysis would provide even more service 

quality information for managerial interventions. 

 

4.4 SUMMARY 

The main purpose of this study was to measure service quality of guests at the Mabilingwe 

Nature Reserve in Limpopo province. Parasuraman’s service quality framework 

(SERVQUAL model) was used as the basis for this study serving as confirmation that the 

framework can successfully be applied in the hospitality industry. The study consisted of 

four chapters.  

 

Chapter one focused on the introduction, background, problem statement and research 

propositions of the study. Chapter one included the overview of the industry, importance of 

service quality, research design, methodology and objectives of the study.  

 

The primary objective of this study was to determine the level of service quality on customers 

satisfaction in the holiday accommodation in Mabalingwe Nature Reserve. The following 

secondary objectives were formulated and examined to achieve the primary objective. 

 

The following secondary objectives were compiled to support the primary objective: 

 

 Determine a demographic profile of respondents. 

 Measure the service quality levels of each of the five SERVQUAL antecedents among 

customers at their holiday house accommodation in the Mabalingwe Nature Reserve.  

 Identify any embedded service quality factors in the data. 

 Draws service quality management conclusions and make recommendations to 

better manage the service quality at Mabalingwe Nature Reserve.  

 

In chapter two the literature research was done on service quality and customer satisfaction 

and the hospitality industry. Focus on the SERVQUAL model was created in this chapter to 

measure service quality with the five antecedents namely: tangibles, reliability, 

responsiveness, empathy and assurance. 
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Chapter three presented the research methodology and the results from the research. This 

chapter described the research design and methods that were followed in gathering and 

analysing the data. The study confirms that the SERVQUAL model has value and the model 

should be utilised in the hospitality industry as part of their customer service strategy. The 

model has delivered satisfactory results for measuring service quality.  

The data was statistically analysed by means of the following analytical tools:  

 Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett’s Test of 

Sphericity to ensure that the data is adequate for purposes of the exploratory factor 

analysis.  

 Exploratory factor analysis.  

 Cronbach Alpha test to statistically verify the reliability of the data.  

 

Ultimately, an integrated service quality model was identified and proposed in the holiday 

accommodation industry. Chapter four concludes the study and focuses on the conclusion 

and recommendations derived from this study.  

 

4.5 LIMITATIONS  

The sample in this study is small and is limited to a relatively specific group of tourists, who 

stayed in a certain Nature Reserve in the Limpopo province. Results should be extrapolated 

bearing this limitation in mind. 

 

4.6 CONCLUSION 

This study focused on the effectiveness of services in the self-catering houses at 

Mabalingwe Nature Reserve. The tourism sector plays an essential role in the economy of 

the province, and is it therefore critical to point out some aspects to improve business 

effectiveness and success to be able to grow. Outcomes of this study can be used for 

various businesses to improve the way they are providing services; in this way start-up 

businesses can identify pitfalls, and operating businesses can use this data to improve their 

operations.  

 

The results of the study can help self-catering house owners or managers to direct service 

quality antecedents that will predict customers’ satisfaction, in order to concentrate on these 

according to their degree of importance. Thus, this study can help self-catering house 

managers or owners to better understand how to hold loyal customers by satisfying their 

overall needs with the expectation that they will hold the trust of the customers. All five 
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antecedents have scored an average mean greater than 75,6%. The antecedent that ranked 

the highest of them all were assurance with a percentage of 80,2%, which indicated that 

assurance is vital for customers. 
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APPENDIX A: SERVICE QUALITY QUESTIONNAIRE 

Measuring the service quality of holiday accommodation in the Limpopo province 

This questionnaire is to obtain feedback regarding your recent experience at the holiday 

accommodation and the satisfaction of the service quality that was provided to you.   

 

Confidentiality and anonymity: 

Taking part in this survey is completely voluntary, and you may withdraw from the process 

at any time. All information provided by you will be completely anonymous and will be treated 

with the utmost standard of privacy and confidentiality. No information will be disclosed to 

any other parties, and no information will be reported on an individual basis. 

Results: 

The research results will only be used empirically. The results is for research purposes only. 

The combined results will be available in the final research document.  

 

Completing the questionnaire should take approximately 10 minutes of your time. When 

evaluating a question, please answer from your own perspective, by marking or completing 

where required. 

Please accept my thanks, in anticipation of your willingness to participate in this research. 

Should you have any questions, please discuss that with the fieldworker or contact me 

Monique Leigh, at 081 016 2772. 

If your answer is ‘Yes’ to both the above questions, please continue to complete the 

questionnaire. 

 

If your answer is ‘No’ to any one of the two above questions, do not complete the rest of the 

questionnaire.

Screening questions: 

1. Have you visited a holiday accommodation in 

Mabalingwe Nature Reserve during the last two 

months? 

Yes 

No 

 2. I hereby give my consent that the data collected 

may be used for research purposes. 

Yes 

 No 
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SECTION A – BIODEMOGRAPHIC INFORMATION 

 

1. In which year were you born? 

 

2. What is your gender? x 

Male 1 

Female 2 

 

3. What is your home language? x 

English 1 

Afrikaans 2 

Zulu 3 

Xhosa 4 

Northern Sotho 5 

Tswana 6 

Tsonga 7 

Swazi 8 

Venda 9 

Ndebele 10 

Sotho 11 

Other (please specify): 12 

 

4. If your country of origin is NOT South Africa, please indicate your country of origin: 

 

 

5. How often do you visit a vacation establishment? x 

Daily 1 

Once a week 2 

Once every two weeks 3 

Once every three weeks 4 

Once a month 5 

Less than once a month 6 

 

19 
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6. On average, how much do you spend per night PER PERSON at self-catering 

establishments? 

 

 

 

7. How many people do the holiday house accommodate?................................ 

8. How long have you been lodging in the holiday accommodation at your previous 

visit? 

 

 

 

9. Purpose of your lodging here (max 2 options):  

 

 

 

 

 

 

Section B: SERVICE QUALITY 

 

Section B1: Tangibles 

To what extent do you agree or disagree that the following statements apply to the 

holiday accommodation in which you have stayed in? 

Please respond to each question by indicating 1 to 5 on of the options in the following 

5-level Likert scale: 1 [Highly disagree], 2 [Disagree], 3 [Not sure], 4 [Agree], 5 [Highly 

agree].  

 

No. Statement 1 2 3 4 5 

1.1 The holiday accommodation has modern-looking equipment.           

1.2  The holiday accommodation has an airconditioning system.      

1.3 

The holiday accommodation has at least one covered parking per 

unit.      

1.4  The holiday accommodation has its own braai facilities.      

1.5  

The road leading toour holiday accommodation was in a good 

condition.       

1.6 

The holiday accommodation’s physical features are visually 

appealing.            

1.7 

Materials associated with the service (such as pamphlets, maps) 

are visually appealing at the holiday accommodation.           

1.8  The holiday accommodation had DSTV.       

R 

1 Night 2 – 4 

Nights 

5+ Nights 

Business 

Education 

Tourism 

(Wild life) 

Entertainment 

(Restaurants, swimming 

pools, putt-putt, Tennis 

courts etc.) 
Personal visit 
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1.9  

The holiday accommodation had an entertainment area nearby 

such as swimming pools, tennis courts, putt-putt.       

1.10 

The holiday accommodation had a shower and bath to choose 

from.      

1.11 The holiday accommodation had a mini-kiosk or a restaurant.       

1.12 

The holiday accommodation’s linen was neat and of good quality 

linen.       

1.13 

The holiday accommodation had benches outside to enjoy the 

nature.       

1.14 

Employees of the holiday accommodation are neat appearing for 

example the cleaning service employees.           

 

 

Section B2: Reliability 

To what extent do you agree or disagree that the following statements apply to the 

holiday accommodation in which you have stayed in? 

Please respond to each question by indicating 1 - 5 on of the options in the following 

5-level Likert scale: 1 [Highly disagree], 2 [Disagree], 3 [Not sure], 4 [Agree], 5 [Highly 

agree].  

 

Section B3: Responsiveness 

To what extent do you agree or disagree that the following statements apply to the 

holiday accommodation in which you have stayed in? 

Please respond to each question by indicating 1 - 5 on of the options in the following 

5-level Likert scale: [Highly disagree], 2 [Disagree], 3 [Not sure], 4 [Agree], 5 [Highly 

agree].  

No. Statement 1 2 3 4 5 

2.1 

The holiday accommodation delivers on its service promises, to do 

something (such as bringing extra blankets) by a certain time.            

2.2 

When you have a problem, the staff shows a sincere interest in 

solving it.            

2.3 

The staff performs the service right the first time, for example there 

are no globes that doesn’t work.            

2.4 

The staff are willing to assist with any issues 24/7, such as bringing 

candles/ flashlight at nights when there are power outages.            

No. Statement 1 2 3 4 5 

3.1 

The staff explained when services will be performed well. For 

example the staff will communicate effectively with the guest to 

arrange a suitable time for the guest to let cleaning services in their 

unit for the daily cleaning service.            
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Section B4: Assurance 

To what extent do you agree or disagree that the following statements apply to the 

holiday accommodation in which you have stayed in? 

Please respond to each question by indicating 1 - 5 on of the options in the following 

5-point Likert scale: 1 [Highly disagree], 2 [Disagree], 3 [Not sure], 4 [Agree], 5 [Highly 

agree].  

 

 

Section B5: Empathy 

To what extent do you agree or disagree that the following statements apply to the 

holiday accommodation in which you have stayed in? 

Please respond to each question by ticking on of the options in the following 5-level 

Likert scale: 1 [Highly disagree], 2 [Disagree], 3 [Not sure], 4 [Agree], 5 [Highly agree].  

 

 

 

 

 

 

3.2 The staff delivered prompt service, with staff that is friendly.            

3.3 

The staff always showed a willingness to assist upon request, such 

as helping with DSTV or TABARD mosquito repellent etc.            

3.4 

Employees of the self-catering establishment were never too busy 

to respond to you request like sending the WIFI password etc.            

No. Statement 1 2 3 4 5 

4.1 

The behaviour of employees of the Nature Reserve instils 

confidence in customers.           

4.2 

The payment method was very professional and you knew exactly 

when to pay what amount to the Nature Reserve or owner.           

4.3 

Employees of the establishment are consistently courteous towards 

you.           

4.4 

The staff can deal with any emergency for example they knew 

where the emergency assembly point was.           

No. Statement 1 2 3 4 5 

5.1 The holiday accommodation staff gives you individual attention.           

5.2 

The holiday accommodation has operating hours convenient to all 

its customers.           

5.3 The holiday accommodation has your best interest at heart.           

5.4 

Employees of the holiday accommodation understand your special 

needs.            
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Section C: Satisfaction & Expectations  

1. Were you satisfied with the overall service quality in regards to the holiday 

accommodation? 

Yes No 

 

2. Was the service quality of the holiday accommodation what you have 

expected? 

2.1 The service quality of the holiday accommodation was MORE than what 

I had expected. 

 

2.2 The service quality of the holiday accommodation was LESS than what 

I had expected. 

 

 

 

 

 

 

Thank you for taking the time to complete this survey! 
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APPENDIX B: EDITOR’S CERTIFICATE 

 


