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The primary goal of this study was to determine Kcy Succcss Factors 

(KSFs) for dcvcloping and niannging a gucstliousc. A lilcraturc study 
was done and 311 c~npirical rcscarcli stl~tly was pcrformcd to detcrni~ne 

thesc KSFs. Three rescarch o b p t ~ v c ~  were dcrivcd Srom the pri~nary 

research goal. 

The first objective Mras to indicate the dcvclopmcnt of the South 

African guesthousc and was acliicved by contexlualising hospitality 

within a historical perspective and by giving an indication ol' thc 

economic contribution 01' guesthouses in South Africa. In this regard i t  

was found that dcvclopmcnt of the South African gucslliousc sector 

was influenced by dcvelopmcnl of French pensions and British 

boarding houses. As thc twcnticth century progrcssctl, accommodation 

needs of guests sliiftcd Srom traditional types of accommodation. such 

as hotels, to specialist accomnlodation, 01' which gucstliouses arc the 

most popular. I t  was found that a reason li)r this paradigm sliilt is that 

traditional accommodation types no longcr sc~-\.c the needs of motlcrn 
guests. The current 26 000 g~~csthouscs in South Al'ricn have 
contributed an estimated R26 billion lo the Soill11 African economy. 

The second objective was to i~ sc  the data acquired through the 

rescarch of sul~ject rclntcd litcralurc tu dctcrmi~ic aspcc~s fur 
guesthousc dcvclop~ncnt and management whcre i t  was Sountl (hat 

aspects 01' stralcgic plir~r~ling al-c Ihc backbone support ot' strntcgic 
---.p---p----p ~ ~ ~ . .  ~. 



management and that aspects of financial planning and management 
are vital to the financial survival of the guesthouse. Aspects of human 
resources distinguish certain characteristics required of an owner- 
manager to develop and manage a guesthouse. Regarding aspects of 
human resources, it was found that few owner-managers in the George 
District incorporate legal aspects of employment with the management 
process of their guesthouses. These legal aspects of employn~ent are 
important because law requires their implementation, seeing that i t  

serves to protect both the owner-manager and the employee. The last 
identified aspects regarding the second research objective were 
operational aspects. Important operational aspects include operational 
hard and soft systems, the pre-arrival phase of guests, the arrival phase 
of guests, administrational procedures, the departure phase, 
accessories and unique services and facilities provided by the 
guesthouse to distinguish itself from competition. 

The third objective was to reflect the results of the empirical research 
to determine KSFs for developing and managing a guesthouse. It was 
achieved by identifying a study population (N=30) in George 
(Western Cape) and handing out a structured questionnaire to each of 
the owner-managers. These questionnaires were statistically analysed 
to determine the KSFs for developing and managing a guesthouse. 
Regarding the third research objective, KSFs were identified that 
owner-managers can apply to overcome developmental or managerial 
obstacles in the process of developing and managing their guesthouses 
as successful small businesses, e.g. a high standard of quality, 
courtesy, giving credit where credit is due, self-efficiency, keeping 
promises, sharing positive information freely, providing services and 
facilities that meet the needs of guests, hygiene, efficient welcoming 
of guests, the right location and knowledge of target market. 



Die primi.rc doel \,an liicrdic sruclic \\,as om clic S l c l ~ r c l ~ u k ~ c ~ I ; l k r o ~ ~ c  
(SSF'c) rcn opsigrc van clic oprigting c ~ i  bcslui~r \a11 'n  gaskhuis  Ic 
bcpaal. ' n  I-ircraruursrlldic is ontlcrnccni en '11 cmpiricsc ontlcrsock 

uitgevocr om liicrdic SSF'c  \!as rc srcl. Uric navorsingsmilipunk llct 

uit die primcrc tlocl van clic o n d c ~ w c k  voorlgcvloci. 

Die ecrstc niikpl~nl was o m  die onr\~~ikkcling \!an clic Suitl-Al'rikaanse 

gasteliuis aan te clui. en dit is bcrcik dcur gask11-ylicicliliuis~~csri~igilosics 

in sy historicsc pcrspckricl' re plaas en dcur ' n  auncluicling tc gcc van 

die ckononiicsc byclrnc van gastcliuisc ill Suicl-Al'rika. I n  Iiicrdic 

vcrband is bcvind dar clic onl\\.ikkclillg \a11 die Suid-Afiikaansc 

gasteliuisbcdryf bc'invloctl is dcur clic opko~i is  \.;In Fransc pensions en 

Bricsc losicsliuisc. In die loop van die r\\.intigstc ccu her die hchoclics 
vir huis\.csting v a n  gastc vcrskuil' \,an clic tr;disionclc ripe 

akkoni~i~oclasic, soos Ilolclle, na gcspcsialisccrdc akkommod;isic 

waarvan gasrcliuisc clic gc\\,ilclsrc is. I l i t  is hc\,i~ltl clar ccn ~ r d c  viv 

Iiicrdic paradig~~iavcrski~i \ \~i~ig  is tlar die rraclisionclc ripcs liuisvcsting 

(losics) nic ~i iccr  i n  die bcliocStes \all clic modcrnc g a s k  \,oorsicn nic. 

Die huidigc 26 000 gastchuisc in Suitl-Al'rika tlra 1<36 bil.ivcn lot tlic 

land sc  ckononiic by.  



Die tweedc doelwit was om die gcgcwens wat versamel is deur die 

navorsing van dic ondcrwcrp dew iniddel van tersaaklike literatuur, te 

gebruik om aspcktc van gastehuisontwikkeling en -bestuur vas te stel. 

In hicrdic vcrband is bcvind dat aspckte van stratcgiese bcplanning die 
ruggraat vorm van strategiese bestuur en dat finanside bcplanning en 
bestuur noodsaaklik is vir dic finansiele oorlewing van die gastchuis. 

Wat bctrcf die menslikc hulpbronne, word sekere cicnskappe 
ondcrskei wat van 'n eicnaar-bestuurder verlang word om 'n gastehuis 

op te rig en tc bestuur. Wat menslikc hulpbronne aangaan, is bcvind 
dat weinig eicnaar-bcstuurders in die distrik Gcorgc wetlikc aspektc 
van indicnsneining insluit by die bcstuursproses van hul gastchuise. 

Hierdie wetlike aspcktc van indiensneming is bclangrik, want die wet 

vercis die toepassing daarvan. Die toepassing van dic wetlike aspekte 

van indiensneming bcskerm sowel die cicnaar-bestuurder as die 

werkncmer. Laasgenoemde aspek is vasgestcl met bctrekking tot dic 

tweede navorsingsdocl,en wcl die rakendc die bedryf van die 

gastehuis. Belangrike bcdryfsaspekte sluit in die sg. harde en sagte 
stelsels, die fase wat die aankoms van gaste voorafgaan, die 

aankomsfase van gastc, administraticwe proscdure, die vcrtrckfasc, 
bykon~stighcdc en unieke dienste en geriewe (fasilitcite) wat die 

gastehuis kan bied en wat dit dus onderskei van mededingers. 

Die derde doclwit was om dic uitkomste van die empiricse ondersoek 

te wcerspieel mct die oog daarop om SSF'e vas tc stel vir die 
oprigting cn bestuur van 'n gastehuis. Hierdic doelwit is bereik deur 
die identifiscring van 'n studiepopulasie ( N  = 30) in George (Wes- 
Kaap) cn gcstruktureerdc vraclyste aan elk van die eienaar-bcstuurdcrs 
uit tc decl. liierdic vraclyste is statistics ontlccd met dic oog daarop 

om die SSF'e tc stel wat nodig is om '11 gastehuis op te rig en tc 

bestuur. Met betrckking tot hierdie derde navorsingsdoelwit is bevind 

dat die SSF'e wat cienaar-bestuurdcrs kan toepas om ontwikkelings- 



fasilitcirc \vat nan die bclioclies \all die gx rc  voldocn. Iiigicnc. 

bckwamc vcrwclko~~ii~ig b a n  c11 kcllnis v;in clic 

teikcn mark. 
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1. ORIENTATION 

1 .  INTRODUCTION 

Fancourt in Gcorgc (Western (.'ape), a premier golling and leisure 

destination. plans to host the Prcsidcnt's Golf C'up 2003. This 
prestigious international golf cvcnr is pla~lncd to be held 18-23 
Novcmbcr 2003 on Tlic L,inks ( h l f  C'oursc at Fancourt (Fancourt, 

2002). Should [his cvcnr take pl;icc, ( ico1.g~ Municipality cstimalcs a 

tourist llow of  65 000 people during tllc C O L I ~ S C  of  this sporl cvcnt :111d 

tourism ~ittmction. 

An important consequence 01'  tourisi~l is the ncctl for sufficient 

accommodation of  acccptablc standards rhar is available to tourists at 

an affordable price (Smidl, 1993: 10- 13). Accommodatio~i is a n  aspcct 

that is of  cardinal importance to 11ic tourism industry. ant1 spccialisl 

acconimodation can bc seen as a primary aspcct within thc lour is~n 
indus t~y  (Saayman, 2000:209). 'I'liis scclor is vital, fill. tourists nccd 

overnight facilities and scrviccs during tlicir tra\tcllings (Saayman, 

2002b:G). 

According lo a communica l io~~  by Mr. Q. I>orikor (2002).  Marketing 
Director or Fancourt, rourists attending this event will ~ i c c d  a 

specialist type of  accomnlodatiw rliat provides csccllcnt quality 

services and racilitics, since the Inrgct ninl-kct 0 1 '  tllc P~wit lcnt ' s  (;oil‘ 

Cup  2003 is tlic upper-l~ppcr class tourist, mostly with a knowlctlgc oL' 

golf. Tourists visiling this c\'cnl \ . \ . i l l  tllcrclorc riccd quality 



Chapter 1 : Orientation 

accommodation of acceptable standards that is cffcctivcly dcvelopcd 
and managed. 

Tourists regard thc prlcc of the accomn~odation product, the valuc i t  

offers for money, and the quality of rendered scrviccs and facilities as 

very important whcn choosing a typc of accommodation. Pricc is an 
important considcration bccause tourists may nccd to spend money on 
other tourism rclatcd products such as transport (for cxample car 

hiring or a taxi to the golf evcnt and back) enterta~n~iicnt (for cxanlple 

eating out in rcstaurants or playing some golf thcn~sclvcs) and 

attractions (for example the Prcsidcnt's Golf Cup or visiting thc 

Cango Caves), during thcir v~si t  to the Gcorgc District (Donkor, 

2002). 

Tourists increasingly prcfer using the scrviccs and facilitics of 

specialist accommodation, such as gucsthouscs, instcad of using a 

hotcl (Mullcr, 1998:52). According to Smidt (1993: 10-1 3), one of the 

rcasons why tourists prcfer guestliouscs to hotcls is that i t  ofl'crs good 
valuc for money and providcs a quality typc of product. On 1 Octobcr 

2002 Gcorgc had 30 gucsthouses and 8 hotcls registered at the Gcorgc 

Tourism Bureau (Gcorgc Tourism Bureau, 2002: 1-7) 

Thc aim of this chaptcr is to give an orientation on how the rcscarch in 

this study is arranged. 

Firstly, the problem will be stated and consequently thc rcscarch aims 
will be givcn. Thc research mcthods, namcly the literature study and 
the empirical rescarch that was dcvcloped by compiling a 
questionnaire, choosing a study population and elaborating the data by 

means of statislical techniclues will b e  g iven  next.  This will be 
followcd by giving the structurc of the research and lastly the various 

conccpts used througliout the study will be clarified. 



- 

1.2 PROBLEM STATEMENT 
7 ) One of the problems the Souh  Aliicnn Touri\m industry is faced wiLb - -  

-- - 

is lhc provision of adequate accommodation i.acilitics of acccplablc 

- standards, (SATOUR. 1997:4). Tourism contributed between scvcn 
-- 

, and ciglil percent ol' South Africa's gross do~ncstic product (GDP) in . 
1998 and tliis was expcclctl lo grow to over lcn percent by 2010 

(Schu~nann-Ucstcr, 200 1 ). South Africa h x  shown a growlli of3O'%1 in 
1994, and in 1995 the number of o\:crscas visitors incrcascrl lo 52%. 

cscccding a million for the first rinic. At this lime the global tourist 

market grcw by only 3 . 2 % ~  South Ali.ica's gron.111 in tourism was 

enough 10 accolade the country as one of  the ~ o r l d ' s  I'ns~cst-growing 

tourist destinations (Suzman. 1998). 

But amidst all this good news serious problems were e~ncrging and 

early indications in 2001 w r c  t h  the momcnlum in gro\vth in the 

tourist industry was casing. Tourism's contribution to rllc (GDI') I~as 

been growing at 2,2% a year since 1993. The sector contributes 9% of 

the Wester11 Cape's gross regional prodl~ct. \vliilc conlributing 10'%/;, in 

KwaZulu-Natal. The I-cporr by rhc aidiring firm (;rant l'liornron 

Kessel Fcinstcin comes to the conclusion rhar o\,crall foreign visitor 

numbcrs to this coun11.y liavc clcclincd ihr the lirst time in 15 years 
and could come as a sliock for a n  intiustry many hclicvc lo be one of 
thc rising stars of thc SA economy (Fick. 200 1 :2). 
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probably more in the order of 4% to 6%, rather tlian tlic 1.5%) to 20% 

the government has been predicting (Suzman, 1998). 

The greatest problem has been thc country's high incidence of violent 

crime. Sporadic high-profile incidents such as car liijackings have 

already Icd to sevcral cancellations by tour groups. The rapid growth 

in the number of visitors has exposed serious capacity constraints i n  
the hotel industry and many departing tourists have expressed 

dissatisfaction conccming standards of scrvice. Both tlicsc problems 

are manifest in tlic Western Capc, wliicli remains the  count^-y's 
premier tourist destination, attracting some 60% of all visitors 

(Suz~nan. 1998). 

Thc greater Cape area has a shortage of top-quality accommodation 

tliat provides services and hcilities of an acceptable international 
standard. Although up to twenty new liotcls are being planned in the 
Capc Town vicinity, i t  will be sevcral ycars before they arc ready to 

takc in guests (Suzman, 1998J,_ kiuesthouses are becoming 

increasingly popular in the Western Capc, as well as in thc other 

provinces of South Africa, as an alternative to the more traditional 

typcs of serviced tourist accommodation. The reason fhr this kind of 

accommodation establishment gaining popularity with tourists is that 
i t  ortcrs good and morc affordable accommodation than many hotels 
(Visser & Van Huysstccn, 1997: 107; Saayman, 2000:209). 

Since 1994 the focus shirted from tlie hotel industry to the now more 

promiricnt option of gucstliouse acconiniodation. 'Tourists nowadays 

prefer the morc homely option of a guesthouse duc to tlie fact tliat the 

guesthouse is lcss expcnsivc tlian liotcls and not as formal. I t  is also 

morc protitablc to use an already existing establishment and 
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transforming i t  into a guestliausc tha~l i r  is building new liolcls to 
accommodarc all the tourists. 

The rcolity of this highly conlpctitivc industry is that gucsthouscs in 

tlie Gcorgc District. as \\,ell as in the rest ol' Soi~tli Ali-ica. no longer 

compctcs primarily with otlicr lourism tlcstinations within South 

Africa (for cxamplc Knysna or Oi~tslioorn), li)r globnlisation 

ncccssitarcs gucsthouscs lo compctc inrcrnationally. 'Phc cause o f  a 

world-widc competirion al'kcts thc quality of rcndcrcd scrvices and 

facilities and rhc price cliargctl lor thc gucstliousc product (Van tlcr 

Mc~we ,  1999:20). The problcnl with a \vord-wide conlpctirion is that 

tlie majority of South Afi-ican gucsll~ousc owncr-managcrs have littlc 
or no formal liospihlity training. and tllcrcl'orc lllc quality of scrvicc 
si~ffcrs unclcr such circumsrmxs. Thc W liitc I'apcr on Tourism ( South 

Africa, 1906: l I ) mentions that a limited clcgl-ec of compctitivcncss 

and nicdiocre levels of scrvicc cliaractcrisc tllc ncconinioclation sccror 

of tourism.', 

Possiblc obstacles facing owner-managcrs 01' gi~cstliouscs in the 

tourism industry may includc (Van dcr Mcrwc, I W9:47-43): 

+ Thc lack of cspcricncc in how to run il gucsrllo~~sc as a snl:lll 

business. 

+ 'Plic lack of knowlcclgc regarding tourism 11-ends. 

+ Limircd kno\vlcdgc regarding opporrunitics t l l ; ~ t  cxisr within tlie 

guestliousc and  rourism indus~ry. 

+ .Phc lack of planning cc1-1ui1l aspects sucll as linancc and 

marketing. 
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Few owner-managers arc tourism qualified, and consequently many 
gucsthouscs close their doors for business within the first two ycars 
bccausc they did not overcome the obstacles thcy were faced with.) 

Tlicretorc a serious need for information to develop and managc a 

guesthouse in the most professional, effective and profitable manner is 

appearing within the guesthouse indust~y (llcnning & Willcmse. 

1 9 9 9 : ~ ;  Saayman, 2000:209). 

According to a communication by Mr. B. Ashmole (2002). 
chairpcrson of the George Accommodation Association (GAA) and 

owner-manager of Arbour Lodge, a successfi~l and established 
guesthouse, the main reason why guesthouscs in George arc 
unsuccessfi~l, is that thcy arc not effcctivcly marketed and don't live 

up to thc dcvclopment criteria of South African Tourism. 

According to a com~nunicatiori by Me. S. Wcstwood (2002), secretary 

of GAA and the manager of Die Waenhuis Guesthousc adjoin that 

guesthouses that do not achieve success aren't dcvclopcd and 

managed properly and don't have a network of strategic alliances. One 
is not always aware of the availability of guesthouscs in the George 

District due to the fact that only 30 of the gucsthouscs arc registered at 
the George Touris111 Board. Many people invest in establishing a 

gucsthousc, but don't operate through the appropriate channels. The 

result is that the organisation is neither bcing profitable nor successful. 
thereby resulting i n  the guesthouse owner-manager being left with the 
reality of' suffering great financial loss and facing insolvency which 
might thrce the gucstliousc lo close down (Westwood, 2002). 

From the above the following question arises: What are thc key 

success fictors (KSF's) that can be imj)lenicnted to optimise the 

successful dcvclopmcnt and management of n gucstho~~se? 



1.3 RESEARCH GOAL 

TIK primary goal o f  this slutly is to tlclcrminc llic KSI-s li)r 

developing and managing a gucslliousc. From lliis. llircc ol?jccti\n 

can be identified, namely: 

1.3.1 RESEARCH OBJECTIVE I 

To indicate the dcvclopmcnr 01' rlic g ~ ~ c s r l l o l ~ s c  industry in Soulli 

Af'rica. 

1.3.2 RESEARCH OBJECTIVE 2 

T o  determine aspccls for gucsrliousc dc\clopmcnt and management by 

using tlic dala accluircd r l l r ~ ~ ~ g h  the rcscarch of subjcct related 

literature. 

1.3.3 RESEARCH OBJECTIVE 3 

T o  reflect the rcsulrs 01' the empirical rcscarcli in order to dctcrminc 

KSFs for dcvcloping and managing a gucsll~ousc. 

1.4 RESEARCH METHODS 

A lircrarurc study was t lo~ie and a n  empirical rcscarcli study was 

performed in ordcr lo dcrcrminc rhc KSFs li)r developing and 

managing a guestliowic. 
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1.4.1 LITERATURE STUDY 

Subjcct and non-subject rclated litcraturc was studicd. Various 

computer scarchcs were launchcd on UCTD, ERIC, NEXUS, Dialog 

and Ebscoliost (Business Source Premier and Acadcmic Search 

Premier) databases with referencc to thc following kcy words: 

guesthouse, guest housc, inn, bed & breakfast establishments, scrviccd 

accommodation, tourism, infor~nal accommodation, Gcorge tourisin, 

accommodation, strategic planning, financial management of small 

businesses, tourism markcting, human rcsourcc managcmcnt. 

guesthouse opcrations, guest housc opcrations, key pcrforniancc 
factors and key succcss f. x tors .  

I n  conjunction with thc abovc mentioned methods an Internet scarch 

on the various scarch engines was launched to identify relevant 
litcraturc on the subjcct matter. 

1.4.2 EMPIRICAL RESEARCH 

Empirical rcscarch was conductcd in George in October 2002. Thc 

following rcscarch instruments wcrc ~ ~ s c d  to conduct the research: 

1.4.2.1 Questionnaires 

The aim of the questionnaire firstly, was to dctcrmine aspccts for 
developing and managing a gucsthousc that owner-managcrs regard as 

important, and sccondly, to determine the extent to which owner- 

managers apply tliosc aspccts. These aspccts included stratcgic 

planning, aspccts of financial managcmcnt, aspccts of tourism 

markcting, aspccts of hn~nan rcsourccs and opcrational aspects. 
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The qi~cslionnnirc \\Ins co~npilcd by incorporaring litcra1i11.c rhal has 

bccn rcscarchcd will1 a qucslionnairc, and had Ibur sections, namely: 

+ Section C: Imporlance ol' psychological aspecls of  lllc 

o\v1w-llialingcr 

+ Section D: Application of aspects lo clc\ clop and manage a 

g~lcslllousc 

A Likcrl four point scale \\as used. namely: 

+ Estcnt of application: no extent, n modcralc cxrcnr, n noriccablc 

cxlc~ll and a Inrgc cxrcnl. 

1.4.2.2 Study population 

A population which includcs all rhc rcfisrcred gucslliouscs of rhc 

George Tourism L3urcau \vas used (N . 30). The rcscnrcl~er lmded  our 

the slructured qucslio1111ai1.c~ lo o\\ ncr-~iian;~gcrs and re-collected lhc 
qucslionnaircs at cncli gucslhousc. gi\,ing :I 1 0 0 0 ~ ~  response by rhc 
owner-managers. Whcn llic qlicslionnnircs \vcrc collcclcd rllc 
rcscnrclicr held a personal convcrsnlion \vilh each owncr-lnanogcr ill  

01-dcr ro discuss rllcir opinion rcgnrding the qucslionnairc and lo gain 

insight inlo how the individual owner-lnanagcrs dcvclol> u ~ ~ l  manage 

Illcis gucslliouscs. 
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1.4.2.3 Statistical technique 

I n  conjunction with thc Potchefstroom Univcrsity for Christian I lighcr 
Education (PU for CtlE) Statistical Consultation Services, appropriate 

tcchniques were dccided upon for data analysis. Thc data was 

statistically analyscd by mcans of tlic SAS@-programme (SAS 

Institute Inc., 2001). Thc programiiic was i~scd to dctcrminc dic 

following: 

+ Thc Alpha Cronbach reliability of aspccts rcsearchcd in the 

structured questionnaire. 

+ Thc mcans of itcms in Scction B, Scction C and Scction D. 

+ Thc % importancc of items in Scction B and Scction C. wlicrc % 

importancc is the mcan divided by thc maxi~num response X 100. 

+ Thc % application by owner-managcrs of qucstion itcms in 

Scction D, whcrc % application is tlic mean divided by the 

maximum rcsponsc X 100. 

+ Thc freqi~cncy rcsponsc of owncr-managers to aspccts identified 

as succcss factors. 

+ Thc practical significant rclatiori bctwccn importance and 
application of items in Scction B and Scction D by applying 

Cramcr's O '. 

1.5 CONCEPT CLARIFICATION 

Thc following tcrms arc uscd throughout tlic study and thcreforc nccd 

clarification. 
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1.5.1 CUESTHOUSE ' 

The South African Tourism Board (SATOIJR. I994:2) describes rl 

gucsthousc as an owner-managed com~ncrcial  accommodation 

establislimcnl of  not less than 4 and not more than 16 hcdl-ooms, and 

which has its primary source of  income from the supply 01' 

accommodation and  a subslnnlial breakfast 1hr rcsidcnls. A suhslanlial 

dinner should be providcd w l ~ e r c  S L I C I ~  l;~cililics ;IIT not readily 

available in the vicinity. A gi~csthousc has puhlic arcas 1 i ~ -  the 

cxclusivc i ~ s c  o f  thc guest. 'fhc o\\.ncr-managcr cithcr Iivcs off-site. or  

in a ~cpnrn tc  arca will1111 lhc property. 

According lo thc Tourism Grading Council of South Africa (TGCSA)  

a g ~ ~ e s t h o u s e  is either a converted house or manor adapted to 
ncconlmodatc overnight guests or i t  may hc a purpose built facility. A 

gucsthousc is run as a commcl-cia1 operation and olien is owner- 
managed. A g~~es t l iousc  has public areas that arc Ihr tile exclusive L I X  

o f  the guest. The ownel--manager c i t l~cr  lives off-site or ill n separate 

arca within the propcrty (Tourism Grading ('ouncil of' South Al'rica, 

2002). 
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providing tourist accomniodation to a ccrtain minimum nunlbcr of 

guests; offering a certain minimum lcvcl of services, including of- 

street parking and at Icast one meal; having the character of an 
extended household and requires rezoning. 

For the purpose of this study a guesthouse can be describcd as: An 

owner-managed commercial establishment that is either a convertcd 
housc or a purposc built ficility of not less than 4 and not more than 

16 bedrooms, and rcquircs rezoning. I t  has the character of an 

extended houschold and offers a certain minimum level of scrviccs 

which include a substantial breakfast and other meals to rcsicicnts on 

request. I t  has public areas for the exclusive use of gucsts and the 
owner-manager either livcs off-site or in a scpnratc arca within lhc 

property. 

1.5.2 DEVELOPMENT 

Crowter ( 1995:3 18) defines thc word "develop" as ". . .to grow 

gradually; to become or make larger, rnorc advanced or more 

organiscd.. ." and the word "development" as "...the action or process 

of being developed.. .". 

For the purpose of this rcscarch, devclopmcnt implies the process 

owncr-managers can follow in order to let their guesthouses grow 
gradually and organise them successfully. 

1.5.3 MANAGEMENT 

Wcihrich & Koonlz (1994:4) dcscribc managcmcnt as "the process of 

designing and maintaining an environmcnl in which individuals, 
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working togcrher in groups. cSlicicntly ;~ccornplish certain sclcctcti 

aims" and Robbins & C'oultcr (2002: 6)  dclinc management ;IS "thc 
process of co-ordinnting work activities so that they arc complctccl 
efficiently and ef'li-ctivcly \vi th ancl tIirou_eh other pcoplc." 

For the purposc of this srt~dy the tcrm "managcmc~it" i~iiplics tllc 

proccsscs owner-managers ol'gucstl~ouscs can co-ordinate, so that the 

a i m  of the gucstliouse can be succcssli~lly acliicvcd \\.it11 and t l l~ot~gh 

olhcr pcoplc. 

1.5.4 TOURISM 

Tourism is delincd as a rcsourcc-basccl industry Illat sells to local anel 

non-local markcrs but onc whose success ; ~ n c l  li~ilurc tlcpcnds on 
careful rn;~nagc~nc~it (Saaymaii, 2002b:3). 

Tourism can be clcscribcd as "the total cspcricncc that origi~iatcs from 

~ l i c  interaction bct~veen tourists, job providers, go\~ern~ncnt systems 
and communities in the process ~Sattracting. cntcrtaining. transporting 

and accommodating tourists" (Sxiyman. 2000:17). This 311- 

encompassing industry consists of people on the mow,  using lourism 

clcmcnts. Tlic primary clcmcnts of the tourism industry arc idcntilicd 

by Saayman, (2002b:6) as trs~isport, cntcrtninmcnt, attractions. 

accommodation and catering. 

1.5.5 TOURIST 

A tourist can bc clcscribcd as a p c ~ x m  w h o  ~ l ; ~ \ ~ c l s  li-0111 one pl.1 , cc to 

another for nol-ma1 reasons in orclcr to stay I ~ I - e  than one night and 

less than a year. l ' l ~ c  1x1-son spcnds moncy while travelling and in this 
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way contributes to economic input in another area than where he or 

she lives (Saayman, 2002b: 15). 

For the purpose of this research, a tourist can bc portrayed, together 

with the abovc mentioned definition of a tourist, as a gucst who visits 

the gucsthousc and tliereforc gcncraks revenue for the owner-nlanagcr 
of the gucsthousc. 

1.5.6 KEY SUCCESS FACTORS 

KSFs are those aspects that most affect thc ability of guesthouse 

owncr-managers to prosper in thc marketplace - the particular 

strategy elements, product attributes, rcsourccs, competcl~cies, 

competitive capabilities. and business outcomes that spell the 

difference between profit and loss. KSFs concern what cvery owner- 
nianagcr within the guesthouse industry must be co~npctent at doing or 
niust concentrate on achieving in order to be compctitivcly and 
financially successful. KSFs are so important that all owner-managers 

must pay closc attention to them because they arc prcrequisiks for 

succcss within the guesthouse industry (Thompson & Strickland, 

1 999:96). 

1.5.7 GUESTHOUSE OWNER-MANAGER 

In most cases the owncr of the guesthouse is the managcr as well 
(Saay~nan, 2002d). Crowter (1995:830, 7 12) describes an  owucr as a 

person who owns property and a managcr as a person who controls a 

business or a household. 
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For rllc p ~ ~ l p s c  01' [his rcsc;ircli a gucslliol~sc ow~icr-liia~iagcl- 

therefore is a person who owns tllc property 011 \vIiicli tlic ~ I I C S ~ I I O I I S C  
is cstablishcd and nianagcs tlic gucsllio~~sc. which has the ~iatul-c of an 
cxrcnsivc liousclioltl, as a small business. 

STRUCTURE OF RESEARCH 

Chripler 1 givcs an orientation regal-ding t l~c  way iri which tlic rcscarcli 
in the sll~dy is arranged and in ('liapter 2 a n  indication is given of tlic 

development of the gucstliousc industry i n  South Afi-ica hy lirstly. 

contcxtualisi~ig hospitality willii~i ;I Iiistorical pcrs~xxli \~c and llicn 

discussing the ccorio~iiic contribution tlic gucstliousc induslry ~iiakcs 

to thc larger South Afiican economy. 

In Chaptcr 3 certain ;ispccts I'or ttcvcloping and managing a 

guesthouse arc idcntilicd by rcscnrching subicct rclatcd literalure. 

Thcsc aspccts arc strarcgic planning. financial aspccts, aspects of 

tourism marketing, aspects of human rcsourccs and opcralional 

aspccts. In Cliaptcr 4, tlic rcsults of tlic cmpiric;il research arc 

rctlcctcd in order lo determine KSFs for dcvcloping and managing a 

gucsthouse, and  in Chaptcr 5 concli~sions and rccommcndntions arc 

made. 



2. DEVELOPMENT OF THE 
GUESTHOUSE INDUSTRY 

2.1 INTRODUCTION 

Accommodation is an aspect that is of cardinal importance to tlic 
tourism industry, and specialist acconimodation can be seen as a 

primary aspect within tlic tourism industry today (Saayman, 

2000:209). This sector is vital, for tourists need overnight facilities 
and services during their travelling (Saayman, 2002b:6). 

Tlic aim of this chapter is to indicatc the devclopmcnt of tlic 
gucsthousc industry in South Africa. In order to achieve this aim, a 

two-pronged approach is followed, namely: 

l lospitality will firstly be contcxti~aliscd within a historical 

perspective and i t  is indicated that Europcan hospitality, especially the 
development of the pension and thc boarding house influcnccd the 

devclop~ncnt of the South African gucsthousc about a ccntilry latcr. 
The hospitality industry of today subsequently will be discussed and 

hotels arc portrayed as a popular choice of guests to use within the 
context of traditional types of accommodation. 111 the modc~u era tlic 
nccds of gucsts shifted to using specialist accon~modation, which will 

be discussed next. The historical devclopnient of guestliouscs, as a 

specialist type of accommodation, will then be given and certain 
critcria and guidelines for gi~cstliouse development will bc presented. 
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Sccontlly, the economic contr ib~~t ion tlic g~~cs t l iousc  industry has 

madc to tlie larger South Al'rican economy \ \ ) i l l  be csti~iiatcd and tlic 

chapter will then be conclutlcd. 

2.2 HOSPITALITY: A HISTORICAL 
PERSPECTIVE 

The word "hospitality" originates li-om the ~ r o r t l  "liospicc". a 14'" 

century Frcncli word tliat means "to provide carclslicltcr for 
travellers". This Frcncli word is rooted in Latin as "liospitaliasl 

liospcs", which means "guest". I lospitality can bc described as the 

fi-icndly wclcomc and cntcrtainmcnt ol'gucsts. which usually includes 

offering the gucsts fiwd and drink (Robinson & I)avidson, I W6:OSO). 

A highly renowned liospicc is tlic I lospicc cic Bcaunc in tlic Burgundy 

region of  France. also callcct the I lotcl Ilicu, or the liousc o f  God. 

It was founcicd in a charity hospital in 1433 by Nicolas liolin, the 

clianccllor of  Burgundy as a refuge for the poor (Walker, I096:4). 

Hospitality in tlic form of  taverns is Souncl in writings dating back to 

ancicnt Greccc and Komc. beginning with the C'odc of  I lammul-abi, in 

Circa, 1700 BC. A tavern is a Grcck "gucstliousc" tliat provicicd nicals 

Sor holiday travcllcrs antl had basic bar and eating facilities and 

services (Robinson & Ihvicison. l990: 1447). I n c ~ ~ ~ s c c l  travel and 
trade inatlc some Sorm o f  ovcrniglit accommodatio~i a necessity. 

Because travel was slow and j o u ~ u e y s  long and  arduous. many 
travellers dcpcndcd on tlie hospitality of  private citiycns to o v c r ~ ~ i g l ~ t  
in their liomcs (Walker, 1990:S). 

In tlic Grcck and Roman empires, inns antl  taverns sprang up 

cvcry\vIicrc. An inn can be tlcscribcd as a small liotcl or a public 
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house that provides food and accommodation for mostly travellers 

(Robinson Sr Davitlson, 1996:699). The Romans constructed elaborate 
and well-appointed inns on all tlic main roads. They wcrc located 

about 25 miles apart to provide fresh houses for ofticials and eoi~riers 

of tlie Roman government and could only be used with special 

government documents that grant permission for them to ovcrnight in 
the "guesthouse". Some wealthy landowners built their own inns on 

the edges of their estates as ovcrniglit unit for guests, separate from 

tlie main liouseliold. 'I'lie inns wcrc often run by liouseliold slaves. 
Nearer to tlic cities, inns and taverns frcquentcd by less affluent 

citizens, wcrc run by frecmcn or by retired gladiators who would 
invest their savings in the "guesrhouse business" in tlie same way that 

so many of today's retired people open a guesthouse (Walker, 1996:5- 

6). 

After the fall of the Roman Empire, public hospitality for the ordinary 

traveller became the province of religious orders. In Britain, for 
instancc, inns catcrcd more for the drinker than for the traveller, and 

travelling was discouraged. Those who did travel werc mainly 

connected with the Royal Court or the Church and were hardly 

interested in the primitive accolnmodations provided by wayside inns. 

Many travellers wcre ~nissionarics, priests and pilgrims in tllosc timcs 

who travelled with tlie purpose to visit holy places such as temples. 
Conscqucnlly, inns werc located close to the religious sites and 
provided basic accommodation that was operated by slaves of tlic 
pricsts and holy mcn l'rom tlie temple (Walker, 1996:O). 

On tlic European Continent in the mcdicval timcs, Cliarlcmagnc (Carl 

the Great, King of France during 768-8 14 AD)  established rcst liouses 

for pilgrims in the eight century. One such rcst house, an abbey at 



Ronccsvallcs, advcrtiscd services such as a wann  \vclcolnc a1 the 

door, frec bread, a barbcr and cobbler, cellars Si~ll 01' fruit and 

almonds. two liospiccs for the sick with beds and  cvcn a conccntralcd 

burial ground. This is onc of'tlic earliest forms ofaccornmodirlion that 

advertised their services and liospitalily publicly. Mcdicval guilds also 

held opcn houscs to rcccivc pilgrims. Accommoda t io~~  in the mcdievill 

guilds was ~ n u c h  likc those ol' the monastcrics (Walkcr, 1990:6-7). 

In 1282 thc innkccpcrs of' Florcncc. Italy, incorporated a gi~iltl or  

association for thc purposc of husincss. thus t l ~ c  first accommodation 

association with solely business purposcs was cslablislictl. Tllcsc inns 

belonged to tlic city, which sold tllrcc-ycar Icascs at a public auction. 

The inns must l ime becn prolitable, because in 1290 tlicrc wcrc 

ciglity-six innkccpcrs as for~nal mcn~bcrs  of' thc guild (Walker, 
1996:7). In addition, in this ccnli~ry,  new hotcls wcrc built for 

commercial LISC. on a palatial model in Rome and Padua. Italy, or  old 
spacious palaces wcrc translormcd into m:!jcstic and spacious liotcls 

wlierc largc numbcrs of scrvnnts and courtiers s c r d  gucsts and  

travellers (Mumford. 1080:.378). 

As travcl and tri~vcllcrs incrcascd during the Middle Ages, so  did thc 

number of wayside inns in Europe, hut is was still very pr imi~ivc  

comparcd to today's standards. Guests often slept on mallrcsscs 

strewn i n  what today \vould hc known as the lobby. I'coplc atc what 
they had broi~ght with Illem or what thcy could purcliasc ti'om tlic 
liousc. Tlic fare \ u s  usually bread. meat and bccr vnricd occasionally 
with tish o r  capon. As the qualily ot' i n l ~ s  impro\,cd, more pcoplc 

began to travcl witllout rcligims p ~ ~ r p o s c  b11t fi)r I w i n c s s  or  l e i s ~ ~ r c .  

Many travcllcrs \vcrc wealthy pcoplc. accus~omcd to t l ~ c  good lifc, and 

their cxpcctations dcmandcd u p g ~ ~ l c d  i l~ns .  111 order to mcct thc new 
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high needs and dcmands of travellers. hotcl dcvclopment slowly 

emerged (Walker, 1996:7). 

One of the first Europcan hotels, the I lotel de Ilenry IV, was built in 
Nantcs in 1788 at a cost of $17 500. At that timc. this was considered 

a vast sum of moncy for the sixty beds, seen to bc the finest in Europc. 
The Royals and Noblcs in these timcs, opcncd thcir houscs to othcr 
pcoplc from thc bourgcoisic in ordcr to trcnt them with hospitality in 

thcir "gucsthousc" and sometimes do business from their overnight 

stay. Thcsc Royal and Noble "gucstl~ouscs" often scrved hundreds of 

guests at cach mcal. Although 2 la carte dining was practically 

unknown ilntil thc nineteenth ccntury, thesc houscl~olds practised 

discriminatory fccding, where different mcals were served to pcrsons 

of different rank (Walkcr, 1996:7-8). 

Sanitary standards in thcsc kitchcns wcre appalling, with food supplies 
poorly storcd and overflowing onto the floor. Rerrigeration was 

i~nheard of, dogs and children played freely among thc provisions and 

dozcns of kitchcn helpers milled about. To add to the kitchen 

confusion, thc food handlers themselves frcqucntly had qi~cstionablc 

sanitary habits and so co~nlnunicablc discascs spread freely to 

bourgeoisie and proletariat alike. Despite this, ~ncdieval hosts, who 

knew little about germs and sanitation, Corks or finger bowls, sct forth 
thcir own rules for public suppers, which include the following 
(Walker, 1996:8): 

4 Mcals should be scrved in due timc: not too carly, not too latc. 

Meals should bc served in a convcyablc place: large, pleasant and 

sccurc. 

4 He who maketh thc fcast shoulcl be of the heart and gladly chccr. 

2 0 



+ Meals sliould consisr of r n a ~ ~ y  di\,crsc messes so  ~ h a l  who like nor 

one, inay lastc anorlicr. 

+ There should be d iwrsc  \\,incs 2nd drinks 

+ Scrvanrs should bc courteous and lloncsr. 

+ Thcrc sliould be plenty of light 

+ The  dclicious~icss ol' all rhar is set 0 1 1  rhe board slioi~ltl be 
u~iiranlccd.  
b 

+ Guesrs should cat by Icisurc a n d  nor loo liaslily. 

+ Each gllcsr slioi~ld rest aticr supper-. 

Fcw of rllcsc rules sceni ollr of place wlicn compared lo rlic criteria of' 

kirchen and dining s;~ti i l ;~ti~m O r  ;I ~ ~ I C S I I I ~ I I S C  ~ o d ; ~ y .  

The  cightecnrli cenri~ry brouglir \ v ih  il a new \vorlcl of  liospilality. 

Colonial inns and ravcrns were based o n  rhc Urirish type antl thc 

British at h i s  rime niainraincd rlic liiglicsr srantlal-ds ol' scrvicc lo rlic 

public accotn~iiodarion csrabl is l i~nc~~rs  i n  rhc Wcsrcrn \vorltl. I3rly 

colonial ravel-11s and itiris in Atncr-ica arc ininicrscd as much it1 hisrol-y 

as they arc in hospilalily. Taverns such as rhe King's Al-nis bccamc 
Iieadquarlcrs o f ~ l i c  British Gcncsal Chgc and  rhc F r a u ~ ~ c c s  Tavern rlint 
was rhc revolu~io~inry licadqi~arters ol' (icncl-a1 (icorgc Washinglo11 is 
still operating totlay (Walkcr. 1900: 10- I I ). 

As rhc colonics grcn ti-om scollc~.cd selllcmcnls lo lawns antl cilics. 
m o l ~  and  Inorc travellers appeal-cd. alo11.c  ill^ more accon~modarion 
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facilities and scrvices to meet their nccds. In New York and New 

England, these accomtnodations wcrc also usually callcd tavcl-ns. In 

the Pennsylvania district, they wcrc callcd Inns. Tlic colonial inns and 

taverns had pluralistic functions. In addition to its social function, i t  

became ammunition storage depots, meeting places for the 

revolutionary underground and occasionally recruiting offices for 
pirates. At this lime, clear regional difrcrcnccs could be distinguislicd 
amongst thc opcralional regulations of the taverns and inns. Alicr thc 
Revolulionary war, few cliangcs werc madc to inn and tavcrn 

operations and they maintained their position as social ccntrcs, 

political gathering places, ncwsrooms, walering liolcs, and a resting 

place for llic travcllcr. Howevcr now, tlicse places were going by 

diffcrcnt namcs: Hotels, which reflected a growing French inlluence 

in the Ncw World (Walker. 1996: 1 1). 

Thc nineteenth century created concepts such as B la carlc dining, 
mass fecding, bcttcr preservation and established a culture of caring 
out and travclling from home to a certain destination for holiday 

purposes. Advanced technology and transportation in the twentieth 

ccntury has opened LIP tlic world to almost everyone. People expect a 

wide rangc of dining choices, excellent service, use transportation 

scrvices, nccd accommodation and cntcrtninmcnl and visit attractions, 
in other words a ccntury in which tourists nccd and want certain 

tourism scl-vtccs and fxilitics (Walkcr, 1996: 13- 17). 

At thc turn of thc century the pcnsion started to ~nusliroom in Paris 
when families with large houscs startcd to rent out rooms as an extra 
incomc. A pcnsion is an cstablislinicnt common in Continental 

Europe, usually described in English-speaking countries as a 

guesthouse, nonnally owncr-managed and providing accommodation, 
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food and drink to residents only (Mcdlik, 1006:194). I t  involves the 

use of domestic-type of property that may be subducti to municipal 
rules and I-cgulations (Lawson, I905:2). The pension had its origin in 
the French countrysidc and psovitlcd rooms for travcllcrs. I t  

traditionally had bctwccn 4 and I6 roo~iis and scrved ~iicals on  

request. The pension had vely mi~cli the same cliaractcristics as a 

boarding house. A boarding house is an  owner-~iianagcd cstahlishment 

common in thc British lslcs at tlic tun1 o f  the ccntury, providing 

accommodation and ~ncals to I-csidcnts (Mcdlik, 1996:36). I t  was 

gcncrally a small owner-managed cstablisliment, which often has thc 

character of an cxtcndcd liouschold. Mcdlik ( 1996:36. 122. 194) 

regards the pension, boarding houses and guesthouses as i t  is known 
today as mi~cli the same by nature, providing overnight 
accommodation without a full meal scrvicc and it is usually owncr- 

managcd. The historical dcvcloplncnt of the hospitality industry is 

intertwined with the dcvclopmcnt of transportation and in turn the 

tourism product (Knowles, 1994:4). 

In thc twcntictli ccntu~y tlic automobilc Icd the liotcl industry into a 

profitablc busincss industry ill the 1920's and many hotcls were build. 

During the 1930's the Grcat Dcprcssion drew a setback on  the 

accommodation industry and Inany smallcr hotcls \~cl l t  bankrupt. The 

accommodation industry didn't recover until alicr tlic war ycars. 

During World War 11 thousands of peoplc, both military and civilian, 

travcllcd for troops being transported, workcss going to factosics and 
fimilics reuniting. Ncw ho~cls wcrc built near all m:!jor n~ilitary bases 

and industrial areas (Weissingcr, 2000:8- 10). 

At tlic cnd of tlic war a i r  travel was available to masscs and thc 
hospitality industry prospered wliilc convcntio~is and conScrcnccs 
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became an integral par1 of successful commerce. Companies opcncd 
regional and branch offices and thcrcforc busincss travellers bccamc 
of great importance to thc hospitality industry. After thc war people 
carncd a more disposablc income and thcy w r c  able to travel for 

pleasure, rcsulting in the dcvclopmcnt of many resort holcls for 

tourists to visit (Weissingcr, 2000: lo). 

Thc tourism industry grew to onc of the lnrgcst industries as i t  is 

known today. An important consequcncc of tourism is that tourists 
and business travellers need sufficient accommodation of acceptable 

standards that are available at an affordable price (Smidt, 1993: 10; 
Anon, Ic)97:6). 

2.2.1 THE HOSPITALITY INDUSTRY TODAY 

In tlic previous centuries many typcs of accommodation were 
devclopcd such as inns, travcller rest houses, taverns, pensions, 
boarding liouscs and liotcls. Many of tlicse typcs of accoinmodation, 

such as tlic pension and the boarding house, influenccd the 

dcvciopment of modern typcs of accommodation, such as thc 

gucsthouse. 

f lotcls seemed to be a popular choice of accommodation for gucsls in 

tlic nineteenth century and in the twentieth ccntnry, and thcreiore 
started to specialisc in thc dcvclopment of different typcs of hotcls 
such as city ccnlrc hotcls, resort hotcls, airport hotels. ficcwny hotcls 
and casino liotcls. 

As tlic twentieth century unhldcd, the needs o f  guests were changing 
and a new type oiaccommodation, namely specialist accommodntion, 

startcd dcvcloping. Thc various ~ypcs  of specialiscd hotcls no longer 
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appealed to many guests. They started preferring 11ic option 01' 

specialist accommodation. Speclalist accommotlation includes bed & 

breakfast establislimcnts, manors. guest firms, lodges, cottages, cruise 
ships, gamc reserves and gucsthouses. Out of tlie various types of 

specialist accommodation, ~ ~ I C S ~ I I O L I S ~ S  seemed to tlic most popular 

choice by guests. 

The following arc subscqucntly discussed to illustrate the 

development of the hospitality industry in the twcnticlli centuly: 

4 Hotels as a traditional typc of accommodation. 

4 Specialist accommodation. 

Guesthouses as a specialist typc of accommodation. 

4 Criteria and g~litlclines for gucstliousc tlcvclopmcnt. 

2.2.1.1 Hotels as a traditional type of accommodation 

The hospitality industry since alter the war years can include 

traditional types of accommodation such as hotcl~,  motels, holiday 

resorts, fi~rnislicd liolitlay flats, backpackers, camping facilities and 

gamc reserves. From this group of tradilional accommodation types, 

liotcls seemed to be the most popular (Weissinger. 2000: 1 1). The hotel 

product played a n  important and dominant role in tlie dcvclopmcnt of 
the total hospitality product as i t  is known today and guests mainly 

preferred to ovcrnighl in liotcls unlil tlic mid 1980's. 

A hotel as i t  is known today can be tlcscribcd as a n  estahlislimcnt licld 
out by the proprietor as offering Iood, drink and ,  i S  so required. 

sleeping accommodation, without special contract, to any travcllcr 
presenting himsclf who iippcars able and willing to pay a reasonable 
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sum for the services and fi~cilitics provided. Non-residents of the hotel 

may also pay to use it's services and fi~cilitics (Mcdlik, 1996: 13 1). 

liooms and in most cases meals arc p~uvicled to people. A hotel 
normally consists of ten or more rooms in a singlc complex or a 

building. Different rooms with a shower or batliroon~ are available to 

guests, Ihr cxamplc single. double and flmily rooms (Saayman. 

2000:' l I). 
The traditional view rcgarcls a product as a singlc entity. This is 

unrealistic when applied to a liolel in the twentieth century because in 

reality a hotcl is a combination of products (Knowlcs, 1994: 122). Thc 

wosd hotel can be sccn as a collcctivc noun and can bc classiticd 
according to location, types of scrviccs rendered, and price and 

includes tlic following (Walker, 1996:69-77): 

+ Resort hotels: Luxury rcsort hotels were built in the late 1800's 

to accommodate thc guests brought by train. Thesc hotcls offer 

luxury, mid-scale economy suites, condominium. time-share and 
convention. They arc mainly located i n  exotic sccncry. These 

liotcls draw guests w l ~ o  trnvcl to resorts, beaches or mountain 

sccnc~y for lcisure and pleasure purposes. Somc hotcls may otl'cr 

skiing, golf, fishing. activity programmes for cliildrc~~ and 

conference facilities (cf. Table 2.1 ). 

+ City centre hotels: City centre hotcls started gaining popularity in 

the 1960's. It's popularity reachcd a plateau in tlic 1970's b u ~  
rcgained its popularity in the 19x0's. This hotcl offers luxury, tirst 
class, mid-scnlc, economy and suites. I t  also ol'l'ers a rangc of 

services and facilities that may include butler services, concierge 

arid special concierge floors, secretarial services, computers, lax  

~nacliincs. beauty salons, hcalth spas, twenty-four-hour room 

service, swimming pools. tennis courts. vnlct service, ticket oflice, 
-- 

2 0 
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airline office, car rental and doctorlnursc on duty or call. 

Generally they offer a signature restaurant, coff'cc shop, a lounge, 

a main bar. mccting and convention rooms, a ballroom, and 

possibly a fancy night spot. 

Airport hotels: Thcsc hot& o fk r  a variety of luxurious, mid- 
scale and cconomy suites. Gucsts mixed i n  an  airport hotcl consist 

of business, group and Icisurc travcllcrs. They gcncrally are in the 
two hundred to six-hundrcd-I-ooni s i x  and providc fill1 scrvicc. 

Sonic have added mccting space for business people who want to 

fly in, meet and fly out (cf  Table 2.1 ). 

Freeway hotels: Frccway hotc l~  started devdoping in  the l950's 

and 1960's. They ol'li-I- mid-scale and economy suites. Freeway 

hotels emerged along the main routes of a country to providc 

overnight accomnodation for travcllcrs as a tourist by-pass, who 

arc on their way to another destination. Facilities offered can 
include lounges, restaurants. pools. soft drink niachincs, game 

rooms and satellite tclcvision. 

Casino hotels: Casino hotels c a m  into the mainstream in the 

1990's. A casino hotel may providc luxury, mid-scale and 

cconomy accommodation. I t  can offer casinos. restaurants, 

entertainment centres or golfcourses. 

Tlic different types of hotels mcntioncd abovc arc complex products 

and have various cliaractcristics according to size, namely (Lawson, 
l995:23): 
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Table 2.1: Characteristics of various hotel sizes 

50-80 rooms 

80-120 rooms 

120-200 rooms 

200-300 rooms 

300-500 rooms 

300-800 rooms 

Smaller indcpcndcnt hotcls, country houscs and 
luxurious conversions of statcly liouscs arc includcd 
in this category. IIotcls of this sizc are largc cnougli 
to cmploy a scparatc managcr and may bc opcsatcd 
independently or as part of a company or markct 
consor t i~n~.  
New budget hotcls lor cxamplc Formulae I and City 
LodgeITown Lodgc that providc standard rooms with 
;In indcpcndent rcstaurant. Depending on the location, 
the dcvclopmcnt may include a slnall outdoor 
swimming pool and children's play area. 
Ncw provincial hotels, lasgcly in Europc. tend to be in - 
this sizc sangc. Thc number of rooms allows for bettcr 
utilisation of spacc and hcilitics -- which usually 
includc some business ~ncctinglprivatc function 
rooms, a scparate coffee shop, rcstaurant and hcalth- 
fitncss ccntrc. 
Luxury hotcls in rcsorts or spas. klotcls 01' this s i x  
can rctain a personal service whilc offering a wicic 
range of cxclusivc facilities for example a private 
bcach, golf-course. speciality restaurants and remcdial 
trcatlncnls. 
Typical sizc for rcsort hotels supporting lnorc 
cxtcnsive dining arcas, loungcs and rccrcational 
facilitics. Hotels of this sizc also arc rcprcscntative of 
mid-scalc city ccntrc hotcls and many airport hotcls, 
for exa~nple thc Holiday Inn at Johanncsburg 
International Airport. 
High-gradc hotcls in city centre, downtown iuid pri~nc 
rcsort locations. Invariably thcsc provide morc than 
one rcstausant, a hcalth-fitness club including an 
indoor pool and cxlcnsive business facililics. This size 
is also lieccssary to support more extcnsivc 
convcntion facilities. 
Most intcgratcd rcsosts. holiday centres and club 
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Many hotels as nlcntioncd abovc a n d  cllaractcriscd in Tablc 2.1 

stralcgically plan in ordcr to rcspond to thc~r  cnvironmcntal scllings. 
whether i t  is to blend into lhc lantlscapc or to make a tlramalic 
statcmcnt in othcrwisc hland surroundings (Lawson, I99S:vii). llotcls 

as distinguished abovc and i n  Tablc 2.1 arc often I'ormcd out of 

restored historic buildings and arc i~setl as a catalyst in attracting 

rcinvcstlncnt into urban and mral arcas, a rolc which is currcntly 

engaged by the guesthousc indusr~y. The sizc of thc hotcl product, for 
example a mega city hotcl or a rcsort hotcl, makcs it vcry expensive to 

maintain. The hotcl product is also labour intcnsivc and well-trained 
managers are therefore needed to run rhc hotcl opcralions as wcll as 

wcll lraincd cmployces to pcrform duties. 

800-1 OOO+ 

This traditional vicw of thc hotcl industry, as thc gucsl's dominant 
choicc of ovcrnight facility, is changing in many countries al-ound the 

world, for cxamplc Grcat t3r1ta1n and France, as well as i n  South 

Africa. Thc Whitc Papcr on Tourism (SA, 1990: I I )  mcntions that the 

South African hotel industry today is charactcriscd by a limited dcgrcc 
of compctitivcncss and ~ncdiocrc lcvcls 01' scrvicc. Poor quality 
service, room prices and thc higli ~nair~tcnancc o f  hotels consequence 
the hotcl indust~y ro lose ground to new and spccialisr hospilality 

products that starlcd ro cmcrge (Pincus, I998:73). 

complexes havc a large capacity to support extcnsivc 
recrcational and cntcrtninmcn~ racilitics and 
markcting costs. 
Mcga city hotcls whcrc economics or scale can :~llow 
spectacular tlcsigns and cost savings in construction 
and operation. This includes larger convention hotcls 
and casino hokls. 
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A reason for this new and specialist typc of accommodation to clncrgc 

is that thc nccds of guests wcrc clianging and guests started to prcfcr 

the more homely option of specialist accomniodation. Spccialist 

accommodation is subscqucntly discussed. 

2.2.1.2 Specialist accommodation 

Specialist accommodation distinguislics accommodation as i t  is 

known today from the previous era's type of nccommodation and 

many gucsts currcntly prefer to overnight in a specialist 

accommodation product rather than in a hotel. A rcason for this 

paradigm shift in the guests' preference of accommodation tnay be 

that tllc nccds of guests arc changing. A new and niodcrn typc of guest 

charactcrises the last quartcr of this century and a profile of this 

modern guest is someone to whom the best pricc for quality services 
and facilities in return, are vcry important (Smidt, 1993: 10). 

Specialist accommodation serves accommodation nccds of guests at 

both the budget and the expensive ends of tlic pricc range and 

somctimcs i n  the mid-price category. Specialist accolnmodation may 

provide the following (Morrison et r r l . ,  1999: 18-26): 

+ I'crsonal service, defined as the provision of gucsts interacting 
with a slnall core of host personnel in a range of settings (e.2. 

greetings, meals, information, conservation, administration). 

+ Some special opportunity or advantage to guests tlirougli location 
(c.g. a farm or wildcrncss setting), features of tlic cstablisliment 

(c.g. a licritagc or historical building), or activities offered to 

guests (e.g. hiking trails or wildlife viewing). 
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S o m e  of thc different types ol'spccialist n c c o ~ n n ~ o d a t i o n  a r c  described 

i n  Tablc  2.1 (Visscr  &: Van I l uy s skcn ,  1907: 1 10- 1 17; Saayman,  

2000:2 1 1 ; Slabber(, 2 0 0  I :2): 

Table 2.2: Specialist types of accommodation 

Red & Breakfast 
establishment: 

Manor: 

Guesthouse: 

Guest Farm: 

Lodge: 

Cottage: 

Cruise ship: 

Sleeping accomniodation is providcd by 
a I,cd Rr brcakfast cstablislllnent i n  n o  
rnorc tlm Ilvc r o o m  of doublc 
occupancy. I t  cxists only in a privntc 
Ilousc and  is owncr-managed. Urcakl;ist 
is scrvcd i r ~  thc host's privntc dining nrca 
o l~ ly  to thosc w m n ~ n o c l a ~ c d .  

A mallor housc is a largc housc in tlle 
country with land belonging to it. It 
providc accorn~nodaticm to guests. 

A gucst farm is  a guesthouse on a farm 
that also offcrs a unique fnnn cxpcricncc. 

A lotlgc is n small country h o ~ ~ s c  or 
scparate units for two or more pcoplc 
that may provide ~ncals  or scll-cntcring 
fncilitics. dcpcnding o n  thc owncr's 
decision. 

A corlagc is a small Iloi~sc in tllc 
countryside 111at providcs 
nccomlilodation co gucsts. 

This is n lux~~r ious  ship with many 
cabins. Icis~rrc and rccrcntional facilitics. 
which oflixs a total Iwliday packngc. 
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Chalets, cottages or even tcnt camps arc 
situated within rcscrvcs or parks (not 
s~nallcr than 10 000ha) lbr tourists to 

Game reservelgame park: interact with nature. I t  can bc service or 
sclf-service, depending on thc game 
park. 

From different types of specialist accon~modation given in Table 2.2, 

guesthouses seem to be a very popular choice by guests as a specialist 

type of accommodation during their travellings. Guesthouscs are 

becoming incrcasingly popular in Soutli Africa as an alternative to the 

morc traditional types of tourist accommodation such as hotels. A 

reason may be that guesthouses offer good and more affordable 

accommodation and therefore stretch the tourism rand so much further 

(Visscr & Van I luysstccn, 1997: 107; Saayman, 2000:209). 

2.2.1.3 Guesthouses as a specialist type of accommodation 

Guesthouses started to appear in South Africa in the late 1970's as a 

local cquivalcnt of the Continental European pension or boarding 
house (cf. 2.2). It had it's beginnings in the initiative of a Sew South 

African entrepreneurs who made spare rooms in their houses or 

unoccupied "granny flats" available to tourists. Today the guestllousc 
industry has moved from it's informal beginnings to a relatively 
regulated and esloblisl~ed sector of the South African tourism i~~dus t ry  

(Daniels, l998:31). The motivation for  people to establish a 

guesthousc tliff'ers from individual to individual. Possible reasons why 

people started establishing guesthouses included the following (Lowe, 

2002; Payne-Bird, 2002): 



Chaptcr 2 : Devclopnicnt of tllc Cucst l~ousc  Industry 

Tlic nccds of gucsts \\,ere changing i~ntl they prcicr tlic homely 

option of a guesthousc. Pcoplc saw a niche market IcTt vacant by 

many scrviccs and facilities that llotcls lack to proviilc and 

therefore establish a g~~cstliousc to acco~nmodatc the niche. 

Business pcoplc realiscd that tlic nccds of g~lests were changing 

and converted their own liomcs into g~~cs l l~ouscs  or bought other 

houses and converted them into gucstl~ouscs for business purposes 

in order to meet tlic nccds oi'gucsts. 

Large fi~milics ended L I ~  will1 large liouscs to tl~c~iisclvcs when 
tlicir children left home. Thc houses were then conve~-ted into 
guesthouses in ordcr to makc a profit l'rom the available space. 

Ex-hotclicrs who wished to stay in the industry but on a smaller 

scale, cstablisllcd guestliouscs. 

Many couples that retired moved away from the cities after 
retircmcnt to more rural locations. 'fliey established their new 

homes as a gi~cstliouses i n  ordcr to gcncrate a supplcrncntary 
incomc, nicct new pcoplc and keep tlicmselves busy. 

The cstablisli~ncnt of gucstl~oi~ses In Suutli Ali-ica had a relatively 

slow start, but incrcascd as more and more gucsts started to prefer 

staying in gucsthouses rather than in hotels or many otlicr types of 

specialist accommodation (Ncl, 1999:30). Figure 2.1 gives an 
indication of the cstimated growtli rate oi' the cstablishmcnt of 
gucstliouscs in South At i~ca  (Ncl, 1999:36: Paync-Bird, 2002): 
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Figure 2.1: Estimated growth rate of the establishment of
guesthouses in South Africa

The guesthouse industry in South Africa had a slow start in 1979-1980
when only three guesthouses were established. The real take-oft' came
in the late 1980's where rural guesthouses played a dominant role. In

the late 1980's overnight accommodation in the rural areas of South
Africa consisted mainly of traditional types of accommodation such as
hotels. Guests started developing a negative connotation concerning
rural hotels and that resulted in many rural hotels closing down.
Hotels had also become too expensive for families travelling

domestically from the inland to the ocean for holidays, and

guesthouses became the other option of accommodation. This
tendency placed rural towns such as Colesberg, Hanover and
Smithfield on the map as popular tourist overnight destinations
(Cloete & Claasen, 1997,51-52; Nel, 1999:36).
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A gucsthousc locatcd in tlic rural arcas may liavc the following 

locational characteristics, namcly (Visscr & Van Huysstccn, 

1997: 1 16- 1 17): 

+ I t  is located in attractive natural surrounding landscape like a view 

on mountains, valleys, ocean and farms. 

+ The location of the gucsthousc has quiet surroundings. 

+ Tlie guestliouse is close to important inter-urban traSfic routes. 

+ Tlie guesthousc is located close to hiking trails and has access to 

swimming Fncilitics. 

The growth rate of urban establishments overtook tltosc of rural ones 

in 1990- 1992. Guesthouses locatcd in urban arcas may have the 

following locational characteristics, natncly (Visser & Van Huysstecn, 

1997: 124- 12.5): 

Tlic gi~esthousc is sitiratcd in a well-cstablislied middle-high status 

residential area with abundant greenery. 

Thc gucslhouse is within walking distance fiom services such as 

restaurants, tourist information centres, shops, banks and parks. 

A central location is a more important consideration for many 
guests than accessibility. 

The location of the gi~csthousc has attractive natural surroundings. 

The shi ti from rural to urban popularity illustrates that the gucstliousc 

industry movcd from its informal beginnings to a relatively rcgulntcd 

and cstablislied sector of the South African tourism industry (Ncl, 

I999:36). In 1993 tlie total of gucstl~ouscs nationally were estimated 
at 2 000 (Smidt. 1993: 10) and in August 1994 tlie ratio was rural 47%: 
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urban 53%) (Visscr bi Van tluysslcen, 1007: 1 17). Aficr tlic high rise 

of crime in the late 1990's thc prefcrcnce of location again shiftcd to 

the rural areas (Visscr & Van I luysstccn, 1007: 118). At this tinic 
gucsthouscs could bc dividcd into thc I'ollowing catcgorics (Van dcr 

Merwc, 1997:8): 

+ In-housc accomnlodation. 

+ Outsidc accomniodation with own (i~cilitics. 

+ Exclusive accollmodation separated from thc main building. 

I t  was cstimatcd that 10 000 gucsthouscs wcrc cstabl~slicd in I996 and 
in Dcccmbcr 1999 the number 01' gncstl~ouscs was estimated at 20 

000. In Octobcr 2002 approxilnately 26 000 gucstl~ouscs wcrc 
cstablishcd anti operating in South Ali-icn (cl: 1;igurc 2.1). Thc 
establish~ncnt of gucstl~ouscs grcw to a prolitable industly and various 

organisations and associations came into existcncc of which 

gucsthouse owner-managers can apply l i ~  membership, for cxamplc 

TGCSA, Gucsthousc Association of South Africa (GI IASA), SABS 

(South African Bureau of Standards) and thc National 

Accommodation Association of South Africa (NAA-SA). 

2.2.1.4 Criteria and guidelines for guesthouse development 

The cstablishmcnt of gucsthouscs grcw into a scctor whcrc thc 
keeping of gucstl~ouscs is no1 only a pasiirnc but also lbl-tns part of the 

a small business scctor and nccds cffcctivc and cfficicnt managcmcnt 

to be susrainable and successful (Anon. 1997:6). Certain crilcria nced 

to bc met 2nd ccrtain guidclincs 
succcssl'ully devclop a gucslhousc: 

can hc I'ollowcd in ol-dcr lo 
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i Criteria 

A crircrion is a standard by which the gucstl~ousc is Judged. For tlic 
purpose of this study tlicrc arc two types ofcritcria, namely: 

+ Law enforced criteria: For the purpose of this study law 

enforced critcria for a gucstliouse include legal critcria for a small 

business and critcria for operating a gucstliousc on a single 

residential property. 

+ Voluntary criteria: Organisations such as TGCSA and SABS 

have developed criteria gucsthouses must cornply with in ortlcr to 
establish a successful guesthousc product of 1111 acceptable 
standard. 

The owner-managcr of the gucstliouse necds to bc registered at the 

local tourism board and municipal authorities and needs to meet the 

legal expectations of these authorities in order to operate the 

guesthouse. Legal critcria for a small business that apply to 

gucsthouscs include the following (Ross, 200 1 : 12): 
+ The guesthouse needs to have a proper liquor license in  order to 

sell any alcohol. 

+ The gucstliousc needs to have municipal consent 

+ Proper rezoning (from residential to business) is required to 

operate the guestliouse. 

+ Business levies need to be paid 

+ Tlic gucstliousc nccds to bc taxed. 

Ciuesthouse operations today arc subject to certain local and provincial 
conditions and pcoplc can no longer cstablish gucsthouses without 
complying with tlicsc conditions. Each local ; ~ n d  provincial authority 

-- 

3 7 
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may have diff'erent terms and conditions for developing tlic operations 

of guestliouscs and i t  is up to the owner-manager to find out wlictlier 

the guesthouse involved, gratilics these requircnicnts. The local and 
provincial Tourism Board as \vcll ils the City and Regional Planner 

may provide Ihc owner-manager with infornii~tion about terms and 

conditions applicable to the specific region. 

For the purpose of this study criteria for dcvcloping the operations o f a  

guesthousc on a single rcsidcntii~l property include tlie following, as 

adopkd by the Knysna Transitional Local Council (TLC) on 30 May 
1996, condition 8 anicntlcd on 25 April 2000 (Knysna Town Clerk, 

2000): 

Guestliouses may not operate from a site snlallcr than 500m2. Not 
more than 10 gucsts may at any time be acconiniodatcd in any 

gllcstllousc. 

Guesthouses may no1 operate from more than I crf unless such 

erven are consolidated. 

The owner-nianagcr shall permanently reside in the building 
utilised as a gucstlmuse. 

On-site parking needs to bc provitlcd to the satisfaction of  tlic 

Municipality, but in ilny cilsc not less than a ratio of at least I 
parking bay per guest-beclrooni as \wll ;IS 2 parking bays for 
permanent rcsidcnts, and that no vehiclcs be pcrmi[tcd to park in 
tlie street ~-cscrvc or othcr public areas. 

No facilities may be provided by any gucsthouse Ibr non-residents 

of such a gucsthouse. 

No delivery vchiclcs of any oatulc to service ilny gucstliouse. 
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No on-sitc advertising signs or similar noticcs of any naturc may 

be displayed, with the cxccption of a sign not exceeding 2000cm2 
indicating only tlic name and type of opcration. 

Any gucsthousc may fly a maximum of fivc flags, and thc 

flagpoles shall not cxcccd tlic height limit of 8 mcters abovc the 

natural ground lcvcl and shall bc placed within the property 

bounda~y. 

Any off-site advertising signs are limited to directional signs in 

accordancc with Council's policy in this regard. 

No activities shall bc carried out which arc or arc likcly to be a 
source of' disturbancc or nuisancc to occupants of othcr dwclling 

units. 

Special ratcs are to bc paid on residential properties used for 

business purposes, including guesthouses. 

A business liccnse in rcspcct of food premiscs must be obtaincd 

from thc Municipal Health Department. 

Acceptaricc by the Municipality of the operation of a guesthouse 

on a single rcsidential erf does not absolve the propcrty owner 
from compliance with any rcstrictivc conditions of titlc, which 
may be applicable to the crf in question. 

In terms of the principles of Intcglxted Environmental 

Management i t  is suggestcd that all currcnt and prospective 
gucsthousc owncr-managers inhrm othcr rcsitlcnts in thc gcncral 

ncighbourhood of thc particular gucsthousc with a vicw to obtain 

comments and suggestions regarding any measures which can be 
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implc~ncntcd as part of' rlie opcrario~i of rlic busi~icss concerned in  
order to mit~gatc any possible nuisnncc or similar nclvcrsc cffects. 

As mcntioncd abovc. c:~cli local and provincial aurhoriry may havc 

diffcrcnt tcrms and conditions for dcvcloping tllc operations of 

guesthouscs and it is up to the owner-manager to find out whcthcr the 

guesthousc involvcd gratifies tlicsc rccluircmcnts. Tlic critcria 

mentioncd abovc arc valid only for gucsthouscs that opcrate within tlic 

Georgc and Knysna District. Sl~ould any of Ihc gucstliouscs in this 

arca not comply wit11 thc abovc-~ncntioncd critcria, or sliould any 

complaints regarding allcgcd contraventions be rcceivcd, tllc 

Municipality rcscrvcs thc right to immcdiatcly tcrniinatc Ilic opcration 

of the g~~csthousc in qucsrion alicr a valid invcstigation in which Ihc 

complaints arc confirmed. 

Thc National Grading Schcmc (inrroduccd by TGCSA), the South 

African Bureau of Standards (SARS) and Qualitour arc nationally 
acceptcd profcssional organisarions that have dcvcloped a certain 
critcria gucstliouscs of acceptable standards must comply with. Tllcsc 

criteria arc voluntary and not co~npulsory and may hclp an owncr- 

managcr to establish a succcssfi~l gucstliousc product of an acceptable 

standard. Thc critcria cstablislictl by TGCSA, arc good for 

gucsthouscs to follow and include thc Sollowing (Tourisni Grading 

Council of South Africa, 2002): 

6 Thc building cxtcrior 

6 Thc bathrooms. 

6 Public areas. 
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+ Dining facilities. 

+ Food and bcveragc. 

+ Scrviccs and scrvicc. 

+ Housekeeping. 

Thc imple~ncntation of thcse criteria is compulsory if an owncr- 

managcr wants to rcgistcr thc gucsthousc at TGCSA. 

i Giiidelincs 

For the purpose of this study a guideline is a piccc of advice of how a 

succcssTul gi~esthousc should bc dcvclopcd. Guidclincs Tor 
successfully developing a gucsihousc includc ihc following 
(Gucsthouse Guidelines, 2002): 

Table 2.3: Guidelines for developing a guesthouse 

*:* Car parking 

*:* Entrance hall 
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*:* Display of 
charges 

O Visitor's register 

Q Tourist 
literature 

O Dining area 

3 Kitchen area 

*:* Lounge area 

*:* Guests' 
bedrooms 

scl-vices (inclusivc 01' VAT. where applicable) 
must bc prominently displayed. (;ucsts should scc 
i t  easily hcfbrc or immcdiotcly aftcs tlicy enter. 
Wlicrc food and other than hrcnklilst is provided, 
tlicsc mcals slioi~ltl bc idcn~ificd and the cliargc 
sliow~l. When rates vary seasonally, o r  there is any 
condi~ion lo be sa~islicd (c.g. age-eligibility for 
childrcn rnlcs) tlicsc sllould also be included. 
The nanic, ;~ddrcss. date of  arrival, nationality and 
date of departure slioi~ld bc included in t l ~ c  
visitor's rceistcr. 
A selection ol' current Icallcts, hroc1ii11.c~. maps 
and other litcraturc relating to tllc operating 
guestllousc's locality Inus1 be available. 
The dining area ofs ;I gi~cstlinusc iiii~st provide for 
serving of mcals at scparatc tables. 
T l ~ c  kitchen sliol~ld bc located xljaccnt to the 
dining arca. A separate laundry utility room must 
bc provided along with adccli~atc filcilities for 
Iii1111;111 resources. 
One or more lounges arc ideal that are physically 
separated fi-om lllc dining arca. 1:urniturc slionld 
include c01~~forta1~1c chairs, ar~ncllairs. sofas or 
sc~ tccs  of good quality; occasional tables; carpet or 
if the floor surf;lcc is ol' suitable design or 
trcntmc~lt, rugs. 
It is ~.ccommcndctl that gucstllousc hcdrooms arc 
not less tlm 20  s q l ~ x c  meters (inclusive of en 
suite facilities. Ilvcry hcdroo~n  nus st have a 
handwash hasill ( i~nlcss  one is contained in an cn 
suite bathroom) fitted \villi mirror. wash light and 
sllmcr point plus acccssorics lor holding toilet 
c q ~ ~ i p m e n l .  I t  shoi~ld bc complctc \\,it11 plumbing 
Sor the con~inuous supply of hot and cold running 
water and the clisposal ol'\vastc\\~atcr. There slioi~ld 
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Q Bathrooms and 
toilets 

*:* Owners' 
accomnlodation 

Q Special needs 
for people with 
disabilities 

Q Environment 
safeguard 

be an ample supply of clean towels and soilp. In  
addition, each room should have a power outlct for 
a hcntcr or clcctric clcancr. 
Wlicre a guesthousc contains bedrooms that do not 
have an en suite bathroom, i t  must providc tlie 
following: ( I )  One bathroom for cvcry 10 guests 
(or proportion of 10). At least onc bathroom 
sliould contain a bath; othcrs may bc cquippcd 
witli a showcr ins tcd .  (2)  Two toilcts arc rcquircd 
for the first 20 visitors (or proportion of 20); a 
toilct contained in a hatliroom will count as onc of 
them. The sccond toilct should be in a separate 
rnnm 

S l c c p i ~ ~ g  accommodation, wl~icli is scparatc ti-o~n 
that tor gucsts and clcarly idc~~tif icd as such. must 
be providcd thr the usc of the Iiosts, tlicir family 
and any other resident cmployecs. 
By crcating cnvironmcnts that arc frcc of barricrs 
to mobility, tlie gucsthouse's attmctivencss tilr 
gucsts with obvious mobility problems, sucli as 
wlieclcliair users and gucsts witli i m p a i d  vision, 
injury, pregnancy or walking with a toddler along 
witli a suitcase all present tllcir mobility problems. 
This means that sucli people can use a widc rangc 
o f  facilities without assistance. 
Kccycling, cncrgy conservation and minimum 
waste is encouraged. Protection of  thc landscapc. 
wildlife, infrastruct~~rcs and cultural heritage is 
fundamental. 
The cstablishrncnt necds to bc undcr h c  
supervision of tlie proprietor, trained or 
cxpcricnccd in gucstliousc Inanagcnlcnt. I t  slloultl 
bc staffed by pcrsons adccluatc in numbcr and 
training to mainlain appropriale standard of service 
to g u c s t s a ~  all rcaso~~ablc  timcs. 
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2.3 ECONOMIC CONTRIBUTION OF 
THE GUESTHOUSE INDUSTRY 

Thc guesthouse industry has bccomc an  important element of tlic 
tourism industry and regionally has a ~notlcst (yct signilicant) impact 

on thc cconomy. 

In 1994, South Africa has shown a growth of 30'3, in 1994 and i n  

1995 the number of overseas visitors increased to 52%, cxccctling a 

million for the first time. At this timc, the global tourist market grcw 

by only 3,2%,. South Africa's g~-owlh in lourism was enough lo 

accolade tlie country as onc of thc world's fastcst-growing lourist 

destinalions (Suzman, 1998). Thc sudtlcn incrcasc artcr 1994 in 

forcign tourism lcad to capital invcstmcnt gucsthouses and in 
Dccclnbcr 1994 an cstilnated 1 O 000 gucsthouscs wcrc cstablishcd (c f  

Figure 2. I). 

During tlic financial ycar of 1995 thc total income of tlic 

accommodation industry (holcls, molcls, inns, gucslhouscs, gucst 

farms, furnislicd holiday flats. youth hostcls, boarding I~ouscs, bcd and 

breakfast establishments, naturc/ganic rcscrvcs, resorts and caravan 

parks) was R6 196,4 million. This amount rctlcctcd an avcragc annual 

growth of 13.9% in tlie period bctwccn 1983 (of which the total 

income of (he accommodation induslly at thc cnd ol'thc linancial ycar 

was IZ 1 303.5 million) and 1995 (Statistics South Africa, 2000). 

During 1095 gucsthouscs contl-ihuted 2,7'%, (R166.6 million) to thc 

total incomc and had a total capilal espcntliturc of R21 , I  million, 
10,65'% of thc total capital cxpcnditi~rc on ncw asscts. R27 430 was 

paid in sal:lries and wages ro 2 929 part time and full time cmployccs 
during the financial ycar of 1995 (Statistics South Afiica, 2000). 
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The investment in establishment guesthouses increased and in
December 1996 South Afiica had an estimated 10 000 guesthouses,

and by December 1999 there was an estimated total of 20 000
established guesthouses (Muller, 1999:25; cf. Figure 2.1). During
2001, the number of tourist arrivals in South Africa decreased

compared to the previous years (Bisseker, 2001: 9) but steadily started
to increase during the first few months of 2002. Figure 2.2 gives an
indication of tourist arrivals in January to May 2001, compared to

tourist arrivals in January to May 2002 (SAT, 2002):

Number
'"

tourists

m2001

.2002

JanU8IY February March Aprtl May

Figure 2.2: Increase of tourist arrivals to South Africa:
Jan. to May 2001 vs Jan. to May 2002

The 2001 Annual Report by auditing firm Grant Thornton Kessel
Feinstein concluded that overall foreign visitor numbers to South
Afiica had declined in 2001 (cf. Figure 2.2) for the first time in 15

years and the increased violence in urban and rural areas as well as the
lack of quality service offered to foreigners can be reasons for this
decline (Saayman, 2002d).

Although the number of foreign tourists decreased in 2001, compared

to the previous years, the overall number of room occupancies in the
guesthouse industry increased with 2% in the same period. The
success of room occupancies can be the result of the poor Rand that

45
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disables many South Africans to travel internationally. The rcsult is 

that more and lnorc South Africans travcl within South Africa and 
prcfcr to stay in an affordable gucstliousc rathcr than in a hotcl 
(Mullcr, 2002:s). 

Statistics of tourist arrivals to South Africa in the pcriod January to 

May 2002 (cf. Figure 2.2), indicatcs that the number of tourist arrivals 
have incl-cascd compared to the same pcriod in 2001. Thc reason for 

the incrcascd tourist arrivals in South Africa may bc that foreigners 

sce South Africa as a relatively safe and cheap destination aftcr the 

September I I"' attacks in tllc Unitcd Statcs (Saayman, 2002d). 

Thc cstablishmcnt of gi~csthouscs had an increase of 30?4 from 1999 

to 2002 (cf. Figure 2.1 ) and tlic estimated total numbcr of established 

guesthouses in this pcriod was 6 000. I t  was estimated that therc were 

26 000 guesthouscs established sincc 1979 up to October 2002 (cf. 

Figilrc 2.1). The following assumption can bc madc: If the avcragc 

development cost (valuc of property and operating costs) of a single 

guesthouse (Ci = 1 )  is estimated at R1 million, thc following 
assumption can bc ~nade  in order to dctcrminc thc total economic 

contribution that establishcd gucsthouses had on thc South African 

economy LIP to 2002 (Paync-Bird, 2002; Saaylnan, 2002d. Van dcr 

Mcrwc, 2002): 

Avcragc development cost of a single guesthouse: R1 million 
Estimated number of established gi~estliouscs in 2002: 26 000 
G = 1 x 26 000 

26 000 x 1 000 000 

- 26 billion 

:. Thc avcragc dcvclopment costs of cstablishcd guesthouscs up to 

2002 is an assumcd R26 billion. 
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I t  can bc assumed that if the cstablishnicnt ofgucstl~ouscs is projcctcd 

to incrcasc will1 an cslimatcd SO'%, in tlic period 2002 to 2005 (thc 

30% is dcrivcd from the avcragc growth ill  tlic cstablislimcnl of 
guesthouscs bctwccn 1999 and 2002). a n  cstima~cd 7 800 ncw 
gucsthouses will bc c~tablisl~cd i n  this pcriod. 

I t  can fi~rthcr be assunicd that if this numbcr oS cstablishcd 
gucsthouses have an average dcvclopmcnt cost (propcrty and 

operating cost) oS R 1 million, the cstiniated economic contribution to 

the largcr economy of South Africa will be R7.8 billion during thc 

period 2002 and 2005: 

1999: 20 000 established gucsthouses (cs~imatcd number) 

2002: 26 000 cstablishcd gucstliouses (cstimatcd numbcr) 

100 
(ncw - previous) + prcvious x - 

1 

= 7 800 guesthouscs 

= R7.8 billion 

:. An assumed 7 800 new gucslliouses will bc cstablislicd between 

2002 and 2005 that will make a n  ccono~nic contribution of R7.8 
billion in the s ane  pcriod. 
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IS the assumption is made that tliesc were 26 000 cstablishcd 

gucstliouscs in South Africa up to October 2002, and tlicrc is an 

increase of 30% in the establishment of guesthouses in the period 
2002 to 2005, thcrc will be an estimated total of 33 800 established 

guesthouses in South Africa by 2005. The total economic contribution 

the establislmcnt of gucsthouscs made to the largcr South African 
economy will bc R33.8 billion in 2005 if the avcragc development 
cost (property and operating cost) of a single guestlioi~sc is cstimatcd 

at an assunicd RI million: 

= R33.8 billion 

:.The assiunicd average dcvclopmcnt costs of established guesthouscs 

in 2005 will be 

R33.8 billion 

I t  can be concluded from tlic assumptions and calculations above that 

tlic total number of dcvelopcd guesthouscs (estimated figure) ~nade  an 

economic contribution of R26 billion in 2002. There will be a 

projected 7 800 new gucsthouses established in South Africa if thcrc 
is a 30'% increase in the establishment of gucsthouscs during 2002 to 
2005. This number of ncw guesthoi~scs will make an economic 
contribution of R7.X billion. 

In 2005 thcrc will be an cstimatcd 33 800 establislicd gucstliouscs in 

South Afi-ica that will have made a total economic contribution of 

K33.X billion to the largcr economy oS South ASrica. A large 

proportion of money spent in this regard will find its way into the 
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local economy in the Ihrm of paylllcllts to local builtlers, decorators, 

building suppliers, municipal fees, business Icvics, advcrtising 

companies, membership fees of gncsthousc organisations and 

associations, and tourism related orgnnisa~ions. 

If the average guestliousc in  the Western Cape employs 3-4 pcoplc (cl.. 
Figurc 4.5), the average gucsthouse ill the North West Provincc 

employs 2-3 pcople (Saayman, 2002c). and the averagc gucsthousc in 
Mpumalanga employs 2-3 people (Saayman, 2002a). tlicsc three 

provinces employ an averagc of 3 people. Tlic following Assumptio~i 

can therefore be made: If this ~ lu~nbc r  (E-3) is applied to tlie whole of 
South Africa, a total of 78 000 pcoplc 1s employed by cstablislicd 

gucstliouses up to October 2002: 

:. Tlic total number of establishcd gucstl~ouses in October 2002 could 

c~nploy 78 000 people. 

Guesthouses can not only makc a sizcnblc economic contribution to 

the larger economy of Soutli ASrica but also offer career opportunilics 
for pcople. 

2.4 CONCLUSION 

The aim of this chaptcl- was to indicate thc dcvelop~ncnt of' tlie 
guesthouse industry in Soutli Ali.ica. This aim was rcnlised by 

contextualising hospitality witliin a Iiistorical pcrspectivc. The 

dcvelopment of various typcs of accommodation sucli as inns, taverns, 
rcst houscs for travellers. hoarding Iiouscs, lio~cls and pcnsions wcre 
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describcd throughout history. In this description similarities bctwcc11 
tlic pcns~on and thc gucsthousc wcrc ~dcntificd. From thcsc traditional 

typcs of accommodat~on, hotclc sccmed to he thc lnost popular for 
guest accommodation. As tlic twcnticth century progrcsscd, thc nccds 

of guests changed. 

Specialist typcs of accom~nod;~tion startcd dcvcloping in ordcr to fill a 

niche-~nnrkct lcft vacant by hotcls. Guests startcd prcfcrring specialist 

types of acco~nmodation to thc traditional typcs of hotcls, bccause 
most hotels didn't satisfy thcir need or didn't provide valuc k>r thcir 

money spcnt. Guesthouscs sccmed to bc thc most popular form of 

specialist accommodation. Cii~csthouscs startcd to mushroo~n in South 
Africa and i t  was cstimatcd that by Octobcr 2002, 26 000 dcvclopcd 

gucsthouscs had bccn cstablishcd. 

The dcvclopmcnt of thc gucsthouse industry ~nndc a largc ccono~nic 

contribution to the largcr cconomy of South Africa. The total numbcr 

of gucsthouscs having bccn established mndc a n  cconomic 

contribution of R26 billion up to October 2002 to thc largcr economy 

of South Africa. If the avcrage gucsthouse in South Africa employs 

thrcc peoplc, career opportunitics for 78 000 people could bc offcred. 

A ncgativc conscqucncc of the rapid growth in establishing 

guesthouscs is that fcw owncr-managers of gucsthoi~scs arc tourism 

qualified, and consequently many guesthouscs close their doors for 

busincss within tlic first two years. Thc reason fix this may bc that 
owner-managers did not overcome ccrtain dcvclopmcntal or 
managerial obstaclcs. In ordcr to hclp owncr-managcrs ovcrcomc 

thcsc obstaclcs (cf. 1.2) and to do business Inorc successli~lly, aspects 
for dcvcloping and managing a gucsthousc arc i dcn r ih i  i n  thc ncxt 
chapter. 



3. ASPECTS FOR 
DEVELOPING AND 
MANAGING A 
GUESTHOUSE 

3.1 INTRODUCTION 

Thc aim of this chaptcr is to focus 011 important aspccts that can be 
implemcnlcd during thc dcvclop~iicnt and ~iianagcmcnt proccss of a 

guesthousc. Although rcscarch on dcvclolmicnt and managcmcnt of 

gucsthousc cslablislimcnts has not bccn cxtcnsivc, studics of small 

busincss in general arc nunicrous. I<cscarchcrs such as Wcihricli & 

Koontz ( 1994: 1 8), Kaufiiian (11 L I I .  ( l 996:?O), Tlicro~~ ( 1998: 14), 

Cloetc (2001 :30) and Slabbcl-t (2001 :3) idcnlify ccrtain requircmcnts 
to successfully dcvclop and managc a gucsthousc as a small busincss. 

Tlicsc rcquircmcnts include aspccts of stratcgic planning, financial 

aspccts, tourism ~narkcting, aspccts of Ii~~nian rcsourccs and 

operational aspects. Tlicsc aspects are dctincd and argued throughout 

this chapter. 

Firstly, stratcgic planning for a gucsthousc will hc rliscusscd a ~ ~ d  

concludcd in tlic nature of stratcgic planning, husincss objective 

selling, situational analysis, idcntilicution ol' thc stratcgic issucs, 

dcvclopmcnt of busincss slratcgics. strategy irnplcmc~~tatio~i and 

control. Secondly, financial aspects will be discussed by focusing on 
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the nature of Iinoncial managcrncnt, viability nn;rlysis processes, the 

busincss plan, budgets and financial control. 

Thirdly, aspccts of tourism marketing will bc argucd and intcrprctctl 

in the nature of tourism marketing, marketing rcse:ud~, markct 

segmentation, markct targeting, market positioning and thc marketing 

mix. Aspects of human resources will then interpreted fourthly. The 

nature of human rcsourcc mnnngcmcnt. cliasactcristics of an owncr- 
manager, legal aspccts of cmploymcnt, rccruitmcnt, training of' 
employees and performance appraisal will bc discussccl. 

Fifthly. operational aspects for developing and managing a gucsthousc 

will bc argued by explaining operational hard and soft systcms, thc 

arrival proccss of guests, aclministrational proccdurcs, the dcparlure of 

gucsts and i~niquc services and frrcilities to render. 

At the end of thc discussion of each main aspect a synthesis will bc 

presented that concludcs the important sub-aspects, after which the 
chapter will conclude with a bricf'summary. 

3.2 STRATEGlC PLANNING ASPECTS 

Strategic planning rclatcs to devclopmcnt and mnnngcmcnt ol' a 

gircsthouse bccausc i t  is the first stcp in the management proccss and 

lays thc foundation for all other activities to follow (Snayman. 
2002b:94). Strategic planning can be dcscribcd as a proactive proccss 
during which tlic owner-manager tlccidcs wl\icli business 
opportunities to take o n  tlic basis of opportunities. chnllcngcs and 

restrict thc gucsthousc's business cnvirunmcnt. Objcctives. goals and 

programmes are developed as n result of thcsc decisions in order to 

implement strategy (Cicrbcr 01 ul., 1995: 19). 
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3.2.1 THE NATURE OF STRATEGIC 
PLANNING 

Strategic planning is the backbone support of strategic management 

but is not the entirety of strategic management. I t  is a major process 

and is intertwined with the conduct of strategic management. Thcrc 

arc two different types of Inanagcmcnt. One that is done at the top of 

the corporate gucsthousc, is callcd strategic management. Everything 

else is operational management. Just as strategic management is 

vitally conccrncd with operational management, so is strategic 

planning conccrncd with operations (Steiner, 1997: 4, 10) The focus 
and emphasis of strategic planning and stratcgic management rather is 

on strategy than on operations. 

Strategies behind this kind of planning are described as the cohesive 

action plans. Thcsc action plans are implemented to get the 

gucsthousc from the current status quo to where the owner-manager 

would like i t  to be at the end of the strategic planning period. This 

period is aimed at some time in the future, typically 4-5 years ahead of 

the present (Donnely et al, 1990:4; Saayman, 2002b:96). 

Fundamentally there arc two different ways for the owner-manager to 

fhrtnulatc stratcgic plans for the future (cf. Table 3.1). The one way of 

planning is to meet each day as i t  arrives and make strategic decisions 

on that basis. This way of stratcgic planning is callcd the intuitive- 

anticipatory approach (Stciner, 1997:X). The other approach is to 

lbrmulatc a formal written strategic plan (Slabbert, 200 1 : 1 1 ). 

Cliaracteristics of the intuitive-anticipatory approach and the formal 

strategic planning approach, as identified by Steiner ( 1997:8- 1 O), are 

reflected i n  Tnblc 3.1. 
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Table 3.1: Characteristics of  the intuitive-anticipatory 
and formal stratcgic planning approach 

Freclucntly instruction man~~nls  
comparatively short time a[-c prcp;~rcd to explain who is 
horizon and reaction timc. suing to do what and whcn 

what will happen with the 
inhrmation. 

of one person. 

*:* I t  may or may not, but often 
does not result i n  a writtcn sct 

expericncc, the gut t'ccling. the decision-rn;~ki~~g aud the 
judgcmcnt and retlcctivc process frequently 
thinkin I of an owner-mana vcr. tiocunicntcd. 

O l'hc rcsitlt of the entirc 
cndc;~\:our is a writtcn set of 

o n  the basis of a sct of 
proccclurcs. 
I t  is rcscarch h;isctl. 

Owner-managcrs may dccidc on tlic most suitable method of  strategic 

planning, as given in Tablc 3.1. tor their own gucslhousc. In  many 

guesthouses the owner-manngcr has conflict bctwccn the two 

approaches because different t l i ~ i ~ g l i t  ~ I . O C C S S C ~  arc involved in them 

(Stcincr. 1997: l 1 ). 

Some owner-managers have extraordinal.y capabilities in intuitively 

devising brilliant stratcgics and methods to carry tlicm out. Albert 
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Einstein said: "I believc in intuition and inspiration. At times I feel 

ccrtain that I am right while not knowing thc rcason ... Imagination is 

more important than knowledge. For knowlcdgc is limited, whercas 

imagination embraces the entire world, stimulating progress, giving 

birth to evolution. It is strictly speaking a real factor in scientific 

research." If thc owner-manager of the guesthouse is blessed by an 

int~~it ivc genius, thcrc is no need for formal stratcgic planning. Not 

mally gucstho~~ses arc blcsscd with having an intuitive gcnius owncr- 

managcr and cvcn if thcy are, many times the intuitive approach 

inclines itself to incorrect judgement (Steincr, 1997:9). 

Having a proper writtcn formal strategic plan increases the chances of 

the gucsthouse to achieve succcss (Saay~nnn, 2002b:93; Slabbert, 

2001: 1 I ) because i t  helps the owncr-manager to successfully obscrvc, 

anticipate and adapt competitively to both external and internal 
cnvironmcnts (Clocte, 2001:9). The l'ol-ma1 stratcgic planning 
approach can and should hclp owncr-lnnnagcrs to sharpcn their 
intuitive-anticipatory inputs into thc planning process. Thc dil'fercnt 

characteristics given in Table 3.1 are therefore meshed. In 

fimdamental scnse, formal stratcgic planning is an effort to duplicate 

what goes on in the mind of a brilliant intuitive planner (Steiner, 

1997: 10). For the purpose of this study the formal stratcgic planning 
approach is discussed. 

Taking thc above ~ncntioncd into consideration, strategic planning can 
bc dclincd as the set of actions and decisions made by the owncr- 

In Stciner, (1007:9) :IS quotcd in Eugene Rauclscpp, "Can you trust your hunches?" 

A ~ I I I ~ I ~ ~ , I I I ~ ~ I I /  ~.r,~.ic,\c.. April. 1000. This nr-ticle of R;rudscpp givcs 0 t h  comparable 

~ L I ~ I ; I I I ~ I I ~ .  
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manager that lead to t l~c dc\:clopment ol' specific stratcgics, tlcsignctl 

to liclp tlie guesthouse acliievc its objccti\.cs and cvaluatc tlic direction 

thc gucsthousc is licading in (Mcscon 01 ol.. 1988:204). 

From this definition a ~ ~ d  the above mc~~tioncd characteristics of' 

strategic planning, ccrtain stralcgic clcmcnts arc identified. namely: 

the effect on futurity ol' currcnt decisions, i t  is a proccss, i t  is a 
philosophy and a set of intcrrclatcd plans (Stcincr, 1990: 12- 14, 34; 

Theron, 1998:46; Saayman, 2002b:95, 107): 

Strategic planning deals with futurity of current decisions. 

This means that strategic planning looks at the chain of cause and 

effcct conscqucnccs o\.cr time of a n  actual or intended decision 
tlic owncr-manager is going to makc. I t  also looks at thc 

nlternativc courses ol' action in  tlic future because when choices 
arc inadc among alternatives, they bccomc tllc basis for making 
current dccisions. Planning mcilns dcsigning a dcsircd Suture and 

identifying ways to bring i t  about. 

Strategic planning i s  a philosophy: Strntcgic planning is an 

attitude and a way of' life. I t  is more of n thought proccss, an 

intcllcctual cxcrcisc. than a prescribed sct of proccsscs. 

proccdurcs, structures or tccliniqucs. 

Strategic planning i s  a sct of  intcrrelatcd plans. The financial 
plan, tlie markcting plan. t l~c  human rcsourccs plan and  the 

operating plan of scrviccs and fxilitics all k,rm part of tlic 
stratcgic planning proccss. 

Strategic planning is a process. I t  is a proccss that begins with 

sctti~lg organisation:~l aims, defines strategies and policics to 

acliievc them and  dc\clops dct:~ilcd plans to 11lakc sure that the 
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strategies arc implcmcntcd aiming to acliicvc the goals. I t  is a 

process of deciding in advance what kind of planning cl'fo~-t is to 
bc undcrtakcn, wlicn i t  is to bc done, how i t  is to be done, who is 

going to do i t  and what will bc done with tlic results. The process 

diffcrs Srom onc organisation to another but tlicrc are common 

cliaractcris~ics amongst various organisations. Thc stratcgic 

planning proccss of n guesthouse has its uniquc stcps, but is vely 

similar to the stratcgic planning proccss of any other small 

business. 

The strategic planning proccss is important for the guesthouse to 

acliicvc succcss because i t  intcrrclates to all other planning ~ ~ O C C S X S  

discusscd in this cliaptcr, namely Iinancial planning, ~narketing 
planning, Iiuman resource planning and operational planning. 

Gcrbcr et ol. ( 1995:20) and Thcron ( 1  998:46) are of the opinion that 

stcps to follow in the stratcgic planning process for a gucsthousc 
include setting busincss objcctivcs, pc~forming a situation analysis. 

performing a SWOT analysis (strengths, wcakncsscs, opportunities 

and threats), doing an external and internal environmental analysis, 

identifying tlic strategic issues that stem Srom the various analyses, 
developing strategies and implcmcnting and controling the stratcgic 
plan. Tlicsc stcps arc discusscd below. 

3.2.2 SETTING BUSINESS OBJECTIVES 

Setting business objcctivcs relates to all aspects of g ~ c s t l ~ o u s e  

dcvclopment and management because the proccss brings forward a 

set of strategic plans to operate tlicsc business aspccts cffccrively. 



Setting objccti\xs rep-cscnts not only Ilic sras[ing point in rhc srratcgic 

planning process, but is tlic end rowards wliich orlicr psoccsscs, sucli 

as planning. organising. leading and conrrol arc ainicd (Wciliricli & 

Koontz, 1904: 143). 

Objectives arc short and long tern1 gods. Tlicy psovitlc rlircction for 

all management decisions and Ihrm a g ~ ~ i ~ l c l i n c  ag;~itist wliic11 actual 
a c c o ~ i ~ p l i s l l ~ ~ i c ~ ~ t s  can be mcnsuscd. I r  is li)s rllcsc reasons  hat rhcy arc 

the foundations of' planning (Robbins & C'oulrcr. 2007: 178). 7Plicrc nsc 

various types of objccrivcs including aspccrs sucli as srratcgic, 

financial, marketing. human rcsouscc, opcsarional and personal 

objecrivcs. These multiple ol?jectivcs for111 pnrr of tlic oIscr all business 

objective and therefore set the basic plan l'or rllc gucsrllo~~sc (Wcihl-ich 

& Koontz, 1904: 148- 149). Selling lllc busincss oljccti\.cs rcsults in 
foniiulating a vision and missio~i starelncnr, philosophy and ethics ol' 
the gncsthousc. 

Saay~nan (2002b: 100) and Tlioriipson & Srsicklnnd ( 1999:4-5) 

describe a srratcgic vision and mission starcnlcnr as li,llows: 

Vision statement: A vision is a dream of the liltuse of the 

gttcsrhouse. I t  is also ;I r o ;~d~n ;~p  of rlic g i ~ c ~ t l ~ o i ~ ~ e ' ~  fi~rurc - 

thc direction i t  is hcndcd in. rhc business position i r  ililcnds to 

srakc our. and the cnpabilirics i r  plans to develop. 

+ Mission statenlent: A mission focuses rhc purpose of rlic 
guestliouse. I t  broadly dcscsibcs prcscnr capabilities and tivxses 
on the g ~ ~ e s t ' s  needs. levels of' quality scr\,icc, facilities offcrcd, 

opcrarional activities and overall makc-up ofllic ~ I I C S ~ I ~ O L I S C .  

Drawing a carelidly reasoned conclusion abot~t wliar Ihc long-term 
dircclion of rllc gncsrhousc slioulrl bc. puslies Ilic o~vncr-managcr to 
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take a hard look at the present business of the gucsthouse. I t  also helps 

the owner-manager to form a clearer knowledge of whether and how 

the guesthouse needs to cl~ange over the next 5 to 10 years. The 
owner-manager's concept of the present gucsthouse mission has 

therefore needed to supplement a concept of future business make-up, 
product line and guest - base of the gucstliouse (Thompson & 

Strickland, 1999:4). 

The objcctivcs, vision and lnission may be formulated within the 

1Yamework of an underlying philosophy of set beliefs, attitudes and 

conventions (Saayman, 2002b:lOl). The philosophy has more of an 
intuitive-anticipatory naturc than a formal nature but still influences 
the overall conduct of tlie gucsthouse, and thc behaviour and 
performance of the staff. 

Saayman (2002b: 102) groups the foundation of business philosophy 
ilS: 

+ Ethical foundation: I t  implies setting behavioural codcs that 

guide tlie guesthouse in its relationship with other environments. 

+ Operational foundation: I t  relates to the nature, operation and 
conduct of guesthouse activities. 

Setting a business philosophy helps to dctcrmine the common 

bchaviour codcs that guide the gi~csthousc in its dealings with othcrs 
in the conduct of its opcl-ations (Saayman, 2002b: 101). 

3.2.3 SITUATIONAL ANALYSIS 

Performance of a situational analysis scrves as a basis i n  dctcrmining 

the current position in the g~~csthouse's environment and indust~y. The 

59 
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situational analysis is also known as a strategic analysis, corporate 

appraisal, positional audit. situational audit. assessment of current 

position, planning premisc and evaluation on orgauisational levcl 
(Srcincr, 1996: 19; Pcarcc & Robinson. 1997:382; Thcron, l998:46; 

Saayman, 2002b: 102). 

In the casc wlicrc tlic gucstliousc already Iias a strategic plan, the 
situational analysis is designcd to clicck systcmnrically and 

continuously wlictllcr I I K  prc~iiisc on wliicli rhe stratcgy is bascd is 

still valid, for example detcrmini~ig wllcthcr rcndcrcd scrviccs and 

facilirics mcct tlic ~iccds ol'gucsls. If a viral prc~nisc is 110 longer valid, 

the strategy may hnvc ro be cliongctl. l i ~ -  example ~ ' h c n  scrviccs anti 

facilities rendered by thc gucstliousc nccd to be modified in 

accordance with the change in guest nccds (Pcnrcc & Robinson, 

1997:382). A situational analysis for a new and existing gucsthousc 

primarily is conccrncd wirli cnvironmcntal factors, as discussed in 

3.2.3 and 3.2.4, and industry factors such as tourism attractions, 

entertainnicnt, accommodation and transport. The strategic plan 
usually is bascd on rhese factors (Pcarcc & Robinson. l997:382). 

The situation analysis consists of a SWOT analysis which identifies 
and assesses thc gucstliousc's inrcrnal Srrcngrhs and Wcnkncsscs in 

relation to its external Opportunities and Thrcars (Thompson & 

Strickland, 1999: 105). 

3.2.3.1 The role of a SWOT analysis  

The SWOT analysis providcs n good overview of whctlier the position 

of the pesrhousc is l'undamc~ltally Ilcalthy or unlicallliy (Thonipso~i & 

Srricklantl. 1999: 107). To analysc the inrerual and cxtcl-~ial 
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cnvironnient, the owncr-manager can perform a SWOT analysis. The 

following questions can be used in this analysis: 

Strengths 
*:* What arc the guesthouse's internal stl-engths'? 

*3 What arc the strong points of the human resources? 
*3 What arc the strengths of the owner-manager? 
*:* What strengths arc evidenced by pcrlbrmance in a 

consistent way ovcr time'? 

*:* Is there a niche focus for this kind of g~~esthousc? 

Weaknesses 
*3 What is the sources of weaknesses in this gucsthousc'? 
*3 What are the wcakncsses of the human resources in this 

gucsthousc? 
*:* What wcakncsses exist in the managcmcnt skills o f  the 

owner-manager'? 
*:* What wcakncsscs arc evident in tlic relationship with tlic 

gucsts'? 
*3 What weakncsscs docs the gucsthousc havc regarding 

resources, cquipmcnt, facilities and scrviccs, in terms of 

what we arc aiming to achieve'? 

Opportunities 
*3 Given research, what opporlunities havc to change in the 

strategies'! 
*:* Which opporlunitics do tlic gucsts want 11s to pursue'? 
*:* Given managerial skills and insights, what strategy could 

be sccn as maximising the l i t  bctwecn resources, staff, 

guests and the skills of the owner-manager'? 
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*:* What opportunities exist  ti^ the g ~ ~ c s t l i o ~ ~ s c .  given the 

decisions being madc by 0111cr gucstlio~~scs in  this area? 

*:* Cii\,cn the complctcd indl~stry analysis. what 
opportunities arc most salient fi)r the gucsthousc'? 

Threats 
0:. What barriers exist from \vit l i in  rhc g ~ ~ c s t l l o ~ ~ ~ c  t11~1t 

pre\;cnts the cl'fcctiw implcn~cntntion ol'strotcgy? 

O What arc tlic potential danger signs olrcncly existing in 

the industry cnvironmc~~t that could c \~c~~ tun l ly  derail the 

clioscn strategy? 
O What arc the threats from the guests that could damage 

the cSfccti\,c implcmcntatio~i of strategy'? 
O What threats to cf ict ivc strategy implcmcntntioti exists 

from other sources'? 

3.2.3.2 External environmental analysis 

External environmental I'actors inf l~~cncc n gucstliousc's performance 

and direction as well as tlic business slructurc and  internal processes 

(Pcarcc & Robinson, l997:02: Robbins & Coultcr, 2002:66). Planning 

by the owner-manager nccds to considcr tlic nccds and desires of' 

society mcmbcrs outsitlc the gucs t l~o~~sc  since the g~~csthousc is part ot' 

a larger system (Wcihrich cE: Koonti., 1004:9 17). 

Rcscarclicrs sucli as Snayman (900b2: 103- 103) and  Weillrich and 

Koontz, ( 1993: 173) identify the charoctcristics of' the cxtcrnal 

environment as follows: 

The owner-managcr caliliol co~il~.ol i t .  
+ I t  has a difficult. di\lcrsc. dynamic and tlangcrous nature. 
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+ I r  has an effect on tlrc ob~ilillliic~it ol' ~iialcrinl likc gluceries, 

human rcsourccs and rcchnology. 
+ I t  lcads ~ h c  o w l ~ c r - m a n a p  to acl pro-actively in thc changing 

cnvrrunmcnt. 

Thc cxternnl envirnnme~it colrsisrs of ~ll;rlly factors that are of 

importance to the owner-manager. Saaylnan (2009b: 103- 103) and 

Saaymnn (200 1 : 108) group thc I'xlors as follo\rs: 

Table 3.2: External  environmental factors: 

Social factors: 

f* PI-olmisity of savings 
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*:* Leisure time palterns 

*f Composition of population 

I t ~ m o u h t  of lcisurc lime 
I 

*:* Mobility 

Technological factors: I *fa New t & h ~ i o l ~ ~ ~  

*:* Positioning of competitors 

*:* Potential fi~ture competitors 

Competitive factors: 

( *:* Product attributes 

+ Development o f  leisure ti~nc products 

*f Infi-astructurc 

*:* Devclop~ncnt of competitors 

I 
I'olitical factors: 1 -3 Legislation 

I 

f. Political stability 

f. Political pressure groups 

f. Human rights 

T11c fiictors mentioned in Table 3.2 havc an  influencc on the 

operations of thc gi~cstliousc. Economic factors can influencc tlic 
tnril'fs, itcm purchase, balarics and w a g s  and the ovcrhcad sliort term 

budget wl~crc  social factors can intlucncc the gucst's attitude towards 

hospitality. 'l'cchnological chnngcs create new nccds with gilcsts and 

havc an intluence on  tlic ~ i~cs thousc ,  bccai~sc i t  nccds to provide 
scrviccs that lncct tlicsc ncw technological standards. Political factors 
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likc Icgislalion, provides a legal li-aniework for lhc gncslliousc lo 

operate in (Theron, 1908: 18). 

3.2.3.3 Internal environnlcntal ani~lysis 

The internal cnvironmcnt consisls of' siluatiolial fi~clors within rllc 
gucstliousc. Since the gucslliousc is a contrived, man-made system, 

tlic inrcnial environmenr is largely Ihc rcsull ol'dccisions relarcd lo the 
managcmcnt proccss (Mcscon c! (11.. 1OSS:OS). I t  is il~rerrclalctl lo [lie 

external environment and affccrs il's flow lo a eel-lain dcgt-cc. The 

objcctivcs and aims as wcli as llic situation analysis influence 

Sunctions of tlic inlcrnal environlncnl (Saaymnn, 200 1 : 100). 

Rcscarchcrs such as Saaynian (2002b:62) and  Kollcr ( I !  (11. ( 1996: 130) 

identify the cliaractcrisrics of thc inlcrnal cnvironmcnr as follows: 

+ I t  affects tlic decision-making proccss ol'rhc owncr-manager. 

+ I t  inclicates llic operations of rlic g~~es r l l o~sc .  

+ I t  indicates thc intcnial situation of rlie ~ L I ~ S ~ ~ I O L I S C .  

+ I l  provides reports for making day lo day planning, 

implenicntarion and conlrol ol'srraregic plans. 

According lo Saayman (200 1 : 100- 1 10) and Saay~iian (2002b: 105) rhc 

factors of rhc inlcrnal cnvironrnenl consist of llie follo\ving: 

Table 3.3: Internal environmental factors: 

Marketing: *!* *I':lrget market 
Q Ilishibuiiun/placc 
Q SCI.\ iccs and I.xilitics 
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O Product image 
Q Positioning 
O Market shares 
0:. D~stribution of inlormation 
*3 1-ccdback ~ncchanis~ns  
O Markct rcsearcli 
*;* Pricing 
03 Scrvice quality 
O Ability to gcneratc capital 
f. Budget size 

s o u r ~ c s  ;t' incomc 
Control ~rocedures 
Desicn uf scrviccs and f'acilitics 
Dcgrcc of  innovation 

T h c  internal environmental  factors mentioncd in  Tablc 3.3 a r c  

intcl-rclatcd. A cliange in vne f:xror rhorefore affects all t he  otliel-s t o  

s o m e  dcgrcc.  Improving onc  factor, such as ~na rke t i ng ,  might  not 

improve  the succcss of' tlic strategic plan i 1' tlic change has a negat ive 
. -- 

Facilities and 
services: 

1lun1a11 
resou rccs: 

Gcncral  
managcmcnt: 

O Location of  gucst l io~~se 
*> Quality of facilities and services 
O Condition of facilities 
f. 13usi1icss cxpcrtisc 
*:* Staff morale 
O Policy 
Q Motivation levcls 
O Expericncc and qualifications 
O Reputation 
*:* Entrcprcneurship 
O In~agc  

*:* Comnlunication system 

03 hlanagcnwnt stylc 
0:. Usc of  systematic decision-making mctliods 
O Deercc of svncreism 
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effect or1 anotlicr i~ltcrnal li~clor. sucl~ as linanccs (Mescon C I  tr l.. 

1988:W). 

3.2.4 IDENTIFY THE STRATEGIC lSSUES 

Idcntiticntio~i of' strategic issucs sterns li.om the situatio~~nl analysis 

(Thompson & Strickla~ld 1993: 163). I lcrc. the owner-manager needs 

to draw upon all prior analysis, p11t rlic gucstliousc's overall situation 

into perspective and decide csaclly where strategic attention needs lo 

focus. Witliout a precise tis 011 what the issues arc, the owncr- 

manager is not prepared to st;11-I developing a strategy -- a good 
strategy must offer n plan tor dealing wirh all tllc strategic issucs that 

need to be addrcsscd. Identifying and ~horo~~gl l ly  understanding the 
. . 

stratcglc Issues a g u c ~ l l i o i ~ ~ ~  faces is a prcrcqi~isilc 10 cl'fcctive 

strategy-making (Thompson & Strickla~~d, 1009: 130). 

To pinpoint issucs in  the gucstliousc's strategic plan, 'Thompson and 

Strickland ( 1999: 130) identify certain qucstiuns that the owncr- 

manager slioulcl consider. 'fliesc questions includc the following: 

Docs the present strategy olTi-r attrac1ii.c dcknccs against the 

competitive forces - -  pnrtici~larly tl~osc thal arc cxpcctcd to 
intensify in strength? 

Should tlic present strategy be adjusted to better respond to 11ic 

driving forces at work in  tlic toi~rism and gucslhousc industry? 

Is the present strategy ndcquatcly capitaliscd o n  the intcninl 

strcngllis of the gi~estliousc? 
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+ Which of the gucstliousc's opportunities merit top priority? Which 

should be given tlic lowest priority'? Which are best suited to the 
g~~cstliousc's internal strengths and capabilities? 

+ What docs the gucsthousc need to do to correct its internal 

wcaknesscs and to protect itself against external threats? 

+ To what extend is the gucsthousc vulnerable to tlic competitive 
cfl'orts of one or nlorc rivals and what can be done to reduce this 

vulnerability? 

+ Docs tlic company possess competitive advantage or must it work 

to offsct competitive dis;~dvantagc'? 

+ Where arc the strong points and wcak points in the present 

strategy'! 

+ Arc additional actions nccdcd to improve the cost position of the 
gucsthousc, capitalist on emerging opportunities, and strcngtlicn 
the g\~cstIiousc's compctitivc position'! 

Answers to t lmc questions point to whether the gucstliousc can 
continue the same basic strategy with minor adjustments or whcthcr a 

~najor overhaul is ncccssal-y (Thompson & Strickland, 1999: 130). The 
better matched a gucstliousc's stratcgy is to it's cxtcmal environment 

and to it's internal strengths and capabilitics, the less need there is to 
contemplate big shilis i n  the stratcgy (Thompson Sr Strickland. 
1999: 13 1 ). 

3.2.5 DEVELOP BUSINESS STRATEGIES 

The strategy of the g~~csthouse consists of actions and business 

appronchcs tllc owncr-manager apply to acliicve the targeted 

0 X 
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organisational ob~jcctivcs. Ob-jcc[ivcs arc the "ends" and strntcgy is tlie 
"means" of achieving [hem (Thompson & Stricklantl, IW9:8-9). A 

strategy inimcnscly dcfinctl. is a detailcd, comprelicnsivc and 

integrated plan to ensure that tlie ~iiission and objcctivcs of the 
gucsthouse ore nict (Mcscon cf ol.. 1 C)X8:X5) .  

A business strntcgy concerns tllc ac[ions ant1 (lit approaches crnlicd by 
the owner-manager lo prod~~cc  succcssli~l pcrli)rniancc of the 

guesthouse. Central lo 11ic busincss slratcgy is IIOII-  to build and 

strengthen the gi~estlio~~sc's srrongcr long-tcrm compctili\re position in 

tlic market plncc. A good strntcgy is well-~iiatclictl to tlic cxlclml 

situation (Thompson & Strickland. I999:4X). 

Development of sustninablc strntcgics requires asking ccrlain 

questions, related to key aspects o f  a gi~cstliouse. I n  the process of 
developing stl-atcgics, key questions can be nskctl that will help Ilic 
owncr-manager to discover what it's strategies should be. 

The key questions that owncr-mnnngcrs should ask in order to develop 

strategies are reflccted in Table 3.4. Tlicsc questions include tlie 

following (Wciliricli Rr Koontz, 1994: 179-1 80; Koon t~  er t i / . ,  

Table 3.4: Questions to be asked in order to develop 
I~usiness strategies 

Finance: Where and Iio\\, is the capital generated? 

I low much cash is generated by the 

gi~estlioi~sc? 

*3 What \\.orking capital lcvcls arc clcsirctl? 

*:* I low slroultl pro tits be disposcd? 
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prctcr to buy? 

Q Docs the guesthouse product I~ave 

Marketing: 

I something to orfer thi~t the competitors 

, don't? 

*:* Whcrc arc the guests located and how do i t  

Operationality of 
facilities and 
services: 

14 u n ~ a n  
Rcsources: 

*:* What is the best pricing strategy and 

policy for the operations? 

*:* What is the business? 

*:* What do guests want'? 

*:* What price arc gncsts willing to pay'! 

t* Who arc existing and potential 

co~iir~ctition'! 

Q llow can the ncctls of guests bc served'? 

*:* What basic form sl~ould the strategy take'? 

*:* What will bc done in pcrsonncl sclcction 

and training? 

*:* What will the cotmensation volicv be? 

*t What should the strategy bc with labour 

unions'! 

Answers to the various strategic business questions in Table 3.4 
should result in dcvcloping the busincss st~atcgies into a business 

action plan. This plan needs to be implcmcutcd, evaluated and 
conrrollcd (Wcihrich & Koontz. 1994: 18 1 - 182). 
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3.2.6 STRATEGY IMPLEMENTATION A N D  
CONTROL 

The I'unction of strategy implementation is to convcrt strategic plans 

into actions and good results. 'The owner-managds task is to convert 

the strategic plan into action and gct o n  \vitli \ v l ~ a t  needs to bc tlonc to 

achievc the vision and targeted objcctivcs (Thompson cYr Strickland. 

1999:268). The test of successli~l strntcgic implc~ncntation is whether 
actual pcrformancc of the guesthousc matchcs or cxcccds the 

formulated targets in the strategic plans ( Ik i rcc  6: Robinson. 
1997:304). 

I n  deciding how to implcmclit strategies, thc owncr-manager has to 
dctermine what internal conditions arc necdctl to cxccutc the strategic 

plan succcssfi~lly. Thcn they must crcatc these conditions as rapidly as 
practical. 

According to Thompson and Strickla~itl (1990:370) tllc ~ ~ C X C S S  of 

implementing and executing stratcgics involves thc Sollowing: 

+ Building a gucsthousc \\(it11 compctcncics, capabilities, and 

resource strengths to carry out the strategy succcssf~~lly. 

+ Developing budgets to steer ample resources into those value 

chain activities critical to strategic succcss. 

+ Establishing strategy-supportive policies and  proccdurcs. 

+ Instituting I)cst practises and pushing I continuous 

impl-ovcments I I I  how value chain acti\,itics arc pcrlbrnled. 
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Installing information. communication, and  operating systems that 

enable staff to carry out their strategic rolcs succcssfi~lly day in 

and day out. 

4 Tying rewards and incentives to the achicvcmcnl of' performance 

objectivcs and good strategy execution. 

4 Creating strategy-supporli\e work cnvironmcnt and corporate 

cul turc. 

4 The owner-manager ncctls to drive implcmc~ltation Ihrward and 

keep on improving on how the strategy is being exccutcd. 

Controlling is the process o f  ensuring 11131 thc gucstl~oi~se is attaining 

it's objectives (Mcscon c v  ul., It)XX:4 13). Implcmcntation control is 

designed to assess whctl~cr the ovcrall strategy should be changed in 

the light of thc rcsults associated with the incremental actions that 

implement the overall strategy (I'carcc YL Rohinso~~.  1997:3X3). 

The basic control process, according to Wcihrich and Koontz, 

( 1994:578-580), involves t lme steps: 
4 Establishing standards. 

4 Measuring the perfornlancc against thc standards. 

4 Corrccring undesired deviations l'rom slantlards and  plans. 

An cffcctivc technique to control i~nplcmcnlal io~~ is the chccklist- 

method. This implies that each person and decision rcceives a 
checklist, based on Ihc stra~cgic plan. of \vhat llecds to he done. The 

checklisl-method is successli~l becausc eicryonc kno\vs exactly what 
is required of tllem. Report back 011 a continuous basis hclps to 

achieve sustainability (Saayman. 7002h: 107). 
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3.2.7 SYNTHESIS 

From the above argumentation i t  secms that the following are 
important hctors in the stratcgic planning proccss for developing and 

managing a guesthouse: 

Set over-all business objcctivcs. 
Formulate a vision statement. 

Formulate a mission statcmcnt. 

Sct a business philosophy and ethics. 

Analysc the external cnvironmcnt c.g. the economy, politics, 

tcchnology and competitors. 
Analysc thc intcsnal environments c.g. facilitics, human rcsourccs, 

serviccs, marketing and finance. 

Analysc whcthcr thc rcndcred services and facilities mcct thc 
nccds of thc various targct markcts. 

Analyse the gcncral managcmcnt proccss. 

Identify any spccial stratcgic issucs and problems ~ ~ n i q u c  to the 

gucsthousc, its facilities and sc~vices. 
Develop busincss stl-atcgics. 

Use information derived from thc stratcgic plan to anticipate 
decision-making. 
Irnplcmcnt and control managerial strategies. 
Implement and control opcrational strategies. 
Dcvclop a checklist as a control nicchanism. 

Thc stratcgic plan is thc end result of thc stratcgic planning proccss. 
Dcvclopmcnt and management of financial planning and its various 

budgcts lonn part of the slrategic planning process, and will 
subscqucntly bc discusscd. 
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3.3 FIIVANCIAL ASPECTS 

Efficient planning. tlcvclopmcnt. Inanagclncnt and control of Iinancinl 

incentives arc vital to the tinancial survival oi' the g u c ~ t h o ~ ~ s c  

(Saayman, 2002b:249). Financial dcvclopmcnl and  management 
therefore rclatcs to the slratcgic planning proccss (cf. 3.2.1). 

Finance consists of three intcl-relalctl arcas, namely (131~igIiam 6t 

Gapcnski, 1994:s): 

+ Money and capital markets. Tl~is  ticals with sccuritics. markets 
and financial institutions. 

+ Investments. Tlic focus of invcstmcnts lies in the decisions of 

individuals antl linancial antl other institutions as thcy choose 

sccuritics for tlicir invcst~ncnt portlblios. 

+ Financial management. Also called busincss manage~ncnl. I t  
involvcs tlic actual mnnagcmcnl of non-financial tirnls. 

This rcscarch will discuss tinancial devclopmcnt and ~~ianagcmcnt as 

part of finance, sincc n guc~t l~ousc  is a nun-financial tirm. 

3.3.1 THE NATURE O F  FINANCIAL 
MANAGEMENT 

Financial management involves alloci~ling money and controlling its 

use during every pliasc in the process of' providing Icisurc, hospitality 
and tourism serviccs (Saay~nan, 2002b:240). I t  cannot bc sccn in 
isolation from other managerial rcsponsibilitics, sincc control and 

planning also arc important components of tinancial management 

(Saayman, 2002b:248). 
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Financial management can occur in three main forms of busincss 

organisation, namcly solc proprictorship, thc partnership and the 
corporation (Brigham, 1995:9). Although cach tbrm of organisation 
offers somc advantages and limitations, the guesthouse, as a small 

busincss, will be discussed in this study as a sole proprictorship. 

A proprictorship is a busincss owned by one individual and most 
small busincsscs with I- 10 cmployccs arc a solc proprictorship (Block 

& Hirt, 1992:12). Choosing to manage thc gucsthousc as a sole 
proprietorship has advantagcs and limitations (cf. Tablc 3.5). The 
advantagcs and limitations of a sole proprictorship include the 

following (13righarn, 1995:O-IO): 

Table 3.5: Advantages and limitations of a sole 
proprietorship 

( *3 I t  is easily and 1 *:* I t  is difficult for a 
inexpensively formcd. proprietorship to obtain large 

sums of capital. 

*:* I t  is subjcct to fcw -3 I t  lacks continuity because the 
govcrnmcnt rcgulations. cxistcnce of thc busincss is 

closcly related to and 
dcpcndant on the owncr. 

*:* I t  pays no corporate *3 The proprietor has Iinlitcd 
i ~ ~ c o m c  taxcs. pcrsonal liability for business 

dcb~s .  

The solc proprictorship is especially suitable Sor a slnall business that 

~cquircs littlc capital and onc person undct-takcs thc nianagcmcnt 

(Saayman, 2002b:25X). 
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Financial managcmcnt 1s perlot-lned on a day to day basis as well as 
tlirough infrequent approaclicc lo tlic capital rii:~rkcts to acqi~irc ~ c w  

funds (Block & I lirt, 1 YU: I 1 ). Financial managerial fi~nctions of tlie 
owner-maliagcr include the following (Block Sr Ilirt, 1992:4; 

Brigham, 1995.8; Saay~iian. 2002b:250): 

+ To efficiently analyse, plan a id  control lilial~ccs. 
+ To managc the acquisition of li~nds - -  also rd'cl-red lo as linancc. 

+ To forecast and plan ~ h c  gi~csllio~~sc's li~turc Iinancial position. 
+ To interact with capital ~iiarkc~s. 
+ To manage tlie application of f'ilnds. 

+ To obtain the best mix of lini~ncing altcrnali\,cs. 

+ To develop an appropriate tlivitlcnd policy within the context of' 

tlic gucstliouse's objecrivcs. 

Steps to follow in the financial nianogcmcnt process of a guesthouse 

include tlie following (I3riimmcr, 2000:57-59, I'rcllcr, 2000:33-49; 

Slabbert 2001 : 1 I - 14; Thorn, 2002): 

+ Determine tlie gucsthol~sc'~ viability. 

+ Formulate a written business ~~ la l i .  
+ Set certain strategic budgets. 

+ Develop and c o n t ~ d  linanccs r l in~~gl i  financial inlhrmalion. 

Subscqncntly these processes will 11c discussctl. 

3.3.2 VIABILITY ANALYSIS 

Viability analysis is a stlldy to tlctcrniinc wlictlicr tlic gues~l~ousc has 
the ability to survive and 1x2 sus~ain:~blc (ci'. Tablc 3.6). A viability 

analysis priors tlie financial pl;l~inirig ~ I W C S S  bccausc the product 

needs lo be Scasiblc bclixc i l  c;ln hc sold lo lllc market. Viabilily is 
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synonymous to the possibility of succcss. I t  can be detcnnined by 

processing available information and making correct predictions to 

indicate problcm and dangcr areas (I'reller Sc Engclbrccht, 2000:29). 
The viability analysis can be performed by asking certain questions. 

Thc questions are formulated beforc tlie owner-manager fi~rther plans 
and  tlevclops the guestliousc. The q~~estiolis include tlie following 
(Prcllcr Sc Engelbrccht, 2000:20-3 I ) :  

T a b l e  3.6: Viability analysis 

Technical viability 

Market and 
competition viability 

*:* What are the government requirc- 
mcnts fhr running a gucstliousc? 

03 Docs thc guestl~ouse provide enough 
rooms'? 

*:* Docs each bathroom comply with 
drainage tubes'? 

*:* Is tliere enough secure parking'! 

Q Is the promotional signagc visible'? 

*:* Are there facilities and services for 
people with disabilities and children? 

*:* Who is the target ~narkct? 

*3 Are thcrc facilities and services that 
providc for their needs and demands? 

Q Who is tile competition? 

*3 Arc ~licrc services and facilities 
rcndcrcd that arc unique in  relation to 
competition'? 
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Organisational 
viability 

Financial viability 

*:* Is tllcrc n \.arialion in menu ilcms? 

*3 Can meals. ollit'r Illan breakfast, be 
scrvcd'? 

Q Is the layout ol' the kilcllcn p x t i c a l  
and spacious? 

*:* Is rherc an aclminislralivc office 
spncc? 

*3 Is tlicrc recrealional services and 
. ' I '  ' ' C l  ltlcs? 

*:* Is lhcrc a busi~lcss plan'? 

*:* Arc the varic~ns budgets 
prcdclcm~inctl'! 

03 Arc the budgets lkasiblc'! 

Is there a control mechanism? 

A positive answer lo all these questions iliclicalcs lllal l l ~c  gucslliousc 

is viable and Ihc owner-manager can wi t inuc  wit11 the financial 

planning. A negative answcr lo these cpcsrions indicates problcm and 

danger arcas. Corrcclions lo 111c danger and problem wcas arc vital - 

even wlic~i one correction concerning the ~iabi l i ly  of il gucsll~ousc is 

not made, the gueslhouse will not survive linancially (Rriimmcr, 

2000:5X; Prellcr & Engclhrccht. 2000X)-3 1: Thorn. 2002). 
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3.3.3 T H E  BUSLNESS PLAN 

Scttlng up a business plan (Table 3.7) and standard to speculate 

whether or not thc guesthousc, its facilltics and semiccs arc saleable, 

procccds the financial planning phase of a guesthousc. Without snlcs, 

thcre will be no inconie (Prcllcr, 2000:39). The busincss plan ihr each 
ncw vcnnc is i~niquc and no singlc format can guarnntcc success 
(Slabbert, 2001: 1 10). 

A business plan for a gi~estl~ouse includes the following aspects 

(Briimtncr, 2000:58; Slabbert, 2001 : 1 1 - 14): 

Table 3.7: Outline of a business plan for a guesthouse 

Title page Contact information which includes the 
address, phonc numbcr, fax numbcr and 

Loeo of eucsthousc. 
*:* Particulars of thc owncr-lnanagcr. 
*:* Datc on which the busincss plan was 

issucd. 

Table of contents 

Introduction 

*:* Nuniber of the copy. 
*:* Name of' the prcparer, if different from 

tlic owner-nlanagcr. 
*:* Sequential listing and page refcscncc of 

sections to follow. 
*3 Nature and type 01' cxisting or 

prospcctivc gucsthousc. 
*:* Services and facilities providcd. 
*:* Motivation for succcss. 
*:* Mission and vision statcmcnt (cf. 

3.2.2). 



Suninlarising 
description 

Services anc 
facilities plan 

Marketing plan 

Management plan 

Operating plan 

Financial plan 

-3 Brief clcscriplion of [lie gucsthousc. 
0:. The history is included \vlicn the 

gi~estliousc already exists. 
*3 Form of guesrliouse (solc 

propriotorship 01- partnership). 
*3 Legal rcquircmcnts. 
*3 Description of the gucstliousc's 

premises. 
*:* Summary of' qualitications and 

employees. 
*:* Dcscriplion of any contribution to the 

I'roglanmc (RDP). 
*:* Motivation of services and l'acilitics 

offered to euests 
*:* Clarilication of snccial features. 
*:* Size of mnrkct 
*:* Target mnrkct (cf. 3.4.4). 
O Summarv of comnctilors' slraterries. 
O Identifv and ouanlifv user benefits. 
*:* Discussion of the slrarcgic ~nnnagc~nent 

aplmx~cli and the srratcgic planning 
process (cf. 3.2). 

Q Outline on nictliodical proccss of' 
production and provision of  services 
and facilities. 

03 Pro Ior~iin income statcnicnts (12 
monrhs). 

O Break - Even Turnovers (BET). 
0:. Opcrnling costs budget. 
*:* Cash llow budgct. 
03 Tul-no\w budget. 
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*:+ Pro Formo balance shccl. 
+:+ Own linancial contribution and 

security. 
*:* Funds required. 

-3 Any other financial aspects wlicrc 
applicable. 

The owner-manager can usc a Ibrmal business plan, as indicated in 

Table 3.6. to present lo the bank or other inslilution when applying Ibr 
a loan. The formal business plan also gives the owner-managcr 
strategic guidelines conccriling tlic a i m  ol'dc\;cloping and managing 

the guestllouse. 

Another formal plan that is valingablc to have is wriltcn budgets, and 

this will be discussed next. 

3.3.4 BUDGETS 

A budget is a tool that the owner-ninnoger ingscs to plan and control the 
use of scarce resources (Hermanson P /  trl., 1998:827). Financial 

planning exprcsscs possible futingrc activilies in monctary terms and 
provides numerical bases for tlccision-making (Snayman, 2002b: 292). 

A budget is defined as n systemnric statclilcnt ol'tllc espcctctl incomes 

and expcnditurc for o partic~nglnr linglure period. us~~al ly  a inon~h or n 

year, which is prepared lo control cspcilcliturc and  provide a standard 

for assessing financial pcng.f'ormancc (Sanyinnn. 2002b:2X I ). 

Budgeting is the process of' idcn~ifying. pathcring, sumiiiarising, and 
congnmunicating financi:ll and non-financial data regarding a 

gucsthouse's ling[ung~ activiticq. This proccss provides tlic owner- 
manager wit11 Ilic opportunity to mntc.11 Ihc ~ ~ I C S I I ~ O ~ I S C ' S  goals \\,it11 Ihc 
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resources necessary to nccomplish these goals (Needels ot (11.. 
1999: 10 19). 

For the purpose of  this study, the planning of the following budgets 

will be discussed: 

4 Cash opcrating costs budget. 

4 Expected turnover budget. 

+ Break-even analysis. 

4 Budget turnover analysis. 

4 Cash break-even budget. 

3.3.4.1 Cash operating cost budget 

The operating cost budget, as part of the tinancial goal, forms the 

basis of a financial viability study (Kroon & Moolman, 1992:263). 

Operating costs are those essential and recurring costs, fixed and 

variable, that n g~~csthousc incurs to keep it  in business on a daily 

basis. I t  is groupcd under the following headings (I'rcllcr & 

Engclbrcclit, 2000:3 1 ): 
4 Human rcsourcc remuneration. 

4 Facilities. 

4 Money. 
4 Marketing. 

+ Replacement costs. 

+ Sundries. 

These recurring costs, as rcscarclicd by Prcllcr and Engelbrecht 

(2000:3 1-30) subsequently are discussed. 
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+ Human resource reniuoeration. Phis is thc marcr~al cvpenscs 

which are paid to pcoplc dlrcctly or indircctly. 'Plic cxpcnscs 

include the following: 

Salaries and wages. Tlicsc includc all salaries and \vagcs 

of temporary and pcsr~iancnt cmployccs. 

Owner-nianagcr's remuneration. 'l'liis includcs all 
moncy, colnmoditics and scrviccs [ I I C  owncr-managcr 

received from the guestlinuse. A rcasonnblc 
compensation Ibr the o\\wr-man;lgcl, is bascd upon 
prolicicncy and involvcn~cnt in rllc operations oS thc 

guesthouse. 

Registration fecs of cmployecs. 'Phis includcs all 
registration I'ccs, wliic11 milst be paid wit11 regard to 

cmployecs. 

Auditor remuneration. Expcnscs and fccs paid to an 

auditing firm. 

Medical and pension fund subscriptions. This includes 
all [lie mcdical and pension lilnd contributioris of the 

gucstllousc. 

Bonuses. Thcsc are all bonuses payable to employccs and 

are budgeted in thc month it is to bc paid. 
Accident and u n c ~ ~ l p l o ~ n i c n t  insurance. All expcnses 
paid for this Sol-m of insurance. 

+ Facilitics. Tlic gucstliousc nccds ccrtain lilcilitics to makc 
busincss possible. Facilitics II:I\T linanciul implications 

concerning tile rent. lilaintcnancc and insurance of machinery and 

equipment on thc prcnliscs ;IS \\.ell as ilsagc ot' wntcr and 

clectricity. 
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+ Interest and bank charges. Capital for obtaining financial 

assistance of tlic gucstliousc has linkcd cxpcnscs, such as intcrcst 
and banking cxpcnscs. Intcrcst inclutlcs overdrawn banking 

account, mortgagc and insurance. Banking cxpenses include 

administration fees, usage of credit card or cheque and cash 

witlidrawal. Interest and banking transactions all claim banking 

costs. 

+ Marketing. The gucsthousc nccds public awarcncss to attract 

busincss (cf. 3.4). Paid methods of marketing may include: 

03 Advertisements in ncwspapcrs or tourism magazines. 

03 Advertisement signagc. 

03 Promotional cn~npaigns. 
3 Postcrs. 

63 Radio advertisement. 

+ Administration. Administ~at~vc cxpcnses include: 
.3 Postage. 

*3 Tclcphone. 

*3 Stationery and printing. 

*3 Condiments. 

*3 Packing matcrial. 

*3 Catering expenses. 
*3 Collection of dcbts and law cxpcnscs. 
*3 Dclivery fecs. 
*3 Fucl. 

+ Replacement costs. All Surniturc, cutlery, linen, machincry and 

equipment have limitctl lifc expectancy and nccd rcplaccmcnr at 

somc stage. Dcprcc~ation of tlicsc is subtradeti on the dcbit 
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balance method from a lixcd pc~ccntagc 01' the hook valirc of tllc 

item. Suggested depreciation li)r a g t ~ c ~ t l l o t ~ ~ c  is: 

*:* Furnitnrc and ~nacliinery I O'% per annuln. ...,,...... 

<* Offlcc ecluipmcnt 1 OO/; per anrlum. 

*:* Vehiclcs 20'% pcr annum. 
+ Snndries. All expenses that are not incorporatctl into the above 

catcgorics are consitlcrctl to be sundries. 

3.3.4.2 Expected turnover plan 

The expected turnovcr budget is synonymous to o capital expcntlitures 

budget. This is a dctnilctl plan, outlining tlic a~nounl and timing of 
anticipated capital cxpcnditilrc Tor a l i~ t i~rc  pcriod of time (Needles clt 

NI., 1999: 1036). 

The cxpcctcd turnovcr plan includes the Ibllowing (Wclsch cl  (11.. 

1988:40 1): 

+ 1dcntifL and generate capital addition projects and other linancial 

needs. 

+ Dcvclop and refine capital atldition proposal. 
+ Analyse and cvaluntc all capital additions. proposals ant1 

nltemali~,cs. 
+ Make capital expcnditurc decisions to x ln~i t  tlic most suitablc 

altel-natives and then assign project designations to sclcctcd 
alter~latives. 

+ Develop the capital cxpcnditurcs budget (cl.. 3.3.4. 1 ). 
+ Establish control of capital expcnditurcs during Ilic bidget ycar by 

using periodic and special pcrfi)r~nancc reports pro\,idcd by 

toi~risni inl'ol-mation ccntrcs or financial institutions. 
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+ Conduct postcompletion audits and follow-up evaluations of thc 

actual rcsults li.om capital expenditures in pcriod after complction. 
Tlic cxpcctcd turnovcr plan is usually incorporatcci into thc budgct 

turnover analysis. 

3.3.4.3 Budget turnover analysis 

Thc budgct turnovcr analysis cnablcs thc owncr-manager to plan the 

amount of rcsourccs that should bc invcstcd in capital additions to 

satisfy the nccds and dcmands of gncsts, to mcct compctitivc dcmands 
and cnsure financial growth (Wclsch et NI., 1988:399). Thc aim of this 
budgct is to estimate what tlic turnover must bo in orclcr to gencratc 

cnough gross profit to covcr cntcrprise expenses at a remaining nct 

profit (Prcllcr Rc Engclbrccht, 2000:38). 

Thc formula for this calculation is (Prcllcr & Engclbrccht, 2000:39): 

(OPERATING COSTS + EXPECTED NETT PI<OFIT) - GROSS 

PROFIT% = BUDGET TURNOVER 

(OC + ENP) + GP% = BT 

This budgct cnablcs thc owncr-managcr to cvnluutc thc profitability of 
currcnt scrviccs and facilities and thcrcfbre gives and indication of thc 
cfficicncy and cffcctivity of the currcnt strntcgic plan (Wclsch cjt NI., 
1988:400-402). 

3.3.4.4 Break-even analysis 

The break-even analysis is also callcd the cost-volume-protit analysis 

(Wclsch et trl.. 1988:500). Tlic break-cvcn point occurs where the 
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volumc ol'total costs is csactly cclual lo the total income anel llicre is 

neitlicr prolit nor loss (Saayman. 2002b:269). 13rcak-cvcn is then the 

point whcrc a gucstllouse begins 10 carti 11ct inco~nc. A gucslllouse is 
siiccessfi~l when its rcvcnuc cxcccds its cxpcnscs. When I-evcnue 

excecds cxpcnscs, the diffcrcncc is callcd nct inconic and when the 

expenses exceed revenue, the dift'ercnce is callcd net loss inconic 

(Nccdlcs ct al.. 1999:992; 16). The break-even analysis is important to 

the owner-manager because i t  helps to establish the minimum 
turnover that must be achieved cach mo~itli in orclcr to be linancially 

sustainable (Preller & Engclbreclit, 2000:37). 

The following f im~u la  is used to detc~-mine the break-even lurnovcr 

(Preller & Engelbrccht, 2000:3X): 

BUDGETED OPERATING COSTS + GROSS PROITIT '%, = 

BREAK-EVEN TURNOVER 

The difference between net sales and cost of services and facilities 
sold, is callcd the gross profit (Nccdlcs el (11.. 1999: 179). The results 
of the break-even analysis are retained to show tlic relation between 
rc\,cnuc, fixed and variablc cxpcnscs within a relevant rilngc of salcs 
volume (Wclsch c./ t i / . .  I9XX:5 13). 

3.3.4.5 Cash break-even turnover analysis 

A cash break-even analysis is il pr~jcction of (lie ~ i ~ ~ l l  receipts and 

cash and summaries the cash flow results of plannccl transactions for a 

tirti~re period. I r  cxcludes non-cash rransacrlons such as depreciarion, 
interest and banking remuneration (Nccdlcs cjt ( I / . ,  1999: 1036). The 
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aim of this analysis i s  lo gcncrotc enough gross profil lo cover all cash 

and tax obligations (Prcllcr & Engclbrccht, 2000:39). The fol-mula for 

this calculation is (Prcllcr & Engclbrccht, 2000:39): 

CASH BREAK-EVEN TURNOVER = {OPERATING COSTS 

+[(CAPITAL REDEMPTION - DEPRECIATION)] - ( 100% - TAX 
RATE))] + TI IEORETIC: GROSS PItOFIT 

The cash break-even turnover analysis is usually calculatcJ on a 

yearly base for tax reasons. This budget is future orientated and 
composcd of estimated data rather than historical data, although the 
estimates may be based on past operating results (Englcr, 1990:325). 

3.3.5 FINANCIAL CONTROL 

The budgets nccd financial maintenance after i t  is drawn up. To get to 

budgctaly control. the gucsthouse implements thc above mentioned 

budgcts and thcn controls the implementation proccss (Kroon, 1995: 

425). Financial control is a proccss of measuring and evaluating the 

actual perSol-mance of all the components of thc gucsthouse and 
. . .  
lnlt~ating corrcctive action when necessary to ensure efficient 
accomplishment of the mission and vision of the gucsthousc (Welsch, 

ct a/ . ,  1988. 15). 

Tirnclcss and useful information systems concerning thc activities and 

financial position of the gucslhouse arc rcquiscd to c~lablc the 
gucsthousc owner-manages to tlcvelop and manage tinanccs 

succcssti~lly. 'Plic information nccd to be LISCSL~I in making 
managcmcnt decisions on a daily or monthly basis (Thorn, 2002). 
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C u ~ ~ e n t l y  computcrised linancial control progl-anllncs arc available, 

for cxa~nplc  Budget I lotels 2000 for Wintlows rcleasc (Anon.  2000). 

that owncr-managers can usc to develop and manage their financial 

asscts. Financial ~nanagcment control in(cgr;~tcs the same processes 

and steps as the strategic planning control proccss (cC 3.2.6). 

3.3.6 SYNTHESIS 

From the above arg~~mcntat lon,  l r  s cc~ns  that the li)llowing arc 
in1po1-rant financial aspect\ in devcloplncnt and mnnagemcnt of- a 

gucstlionsc: 

+ Dccidc on a typc of owncrsliip, c.g. solc propl-ictorship, 

partnership or close corporation. 

+ Detcrminc thc gucsthousc's viability. 

+ For~nulatc a written busincss plan. 

+ Plan a cash operating costs budget. 

+ Plan an expectcd turnover budget. 

+ Plan a break-evcn an;~lysis. 

+ Plan a budget turnovcr analysis. 
+ Plan a cash break-even budgct. 

+ Implement the various budgets. 
+ Apply financial conlrol. 
Development and managcnient of' linancial aspects is a sub-proccss, 
dcrivcd from the strategic planning process. Markcting aspects are 
directly inllue~iced by finance, arid will bc discussed next. 
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3.4 ASPECTS OF TOURISM 
MARKETING 

Marketing is a component of thc stratcgic planning process and should 

be viewed as interdependent in contributing to the long-tcrm success 

of the gucsthouse (Kotlcr et (11.. 1996:45; 47). Markcting is ncccssary 

in ordcr to relay a specific, convincing mcssagc to potcntinl gi~csts in 
ordcr to convincc thcm to visit tlic gucstlio~~sc. In doing so, i t  will 
contribute to satisfling the gi~cst's nccds and wants and to gcncrating 

a profit for the owncr-lnanngcr (Ncl, 1999:36). 

3.4.1 T H E  NATURE O F  TOURISM 
MARKETING 

Markcting is a managcmcnt philosophy which, in tlic light of tourism 

dcmand, makes i t  possible through rcscarch, forecasting and selection 

to place tourism products on the markct most in line with the 

organisation's purpose for the greatest bencfits (Mill & Morrison, 

1985:385). This dctinition indicates that marketing is a way of 

thinking about thc sihnlion that balances the needs of thc tourist with 

tlic nccds of thc organisation or destination; that tourism marketing 
rcscarch Icading to tourisnl markct segmentation is cssential; and  that 

tlic concepts of thc product lifc cycle and dcvclopmcnt of new and 
rclcvant product off'crings are important (Leibold, 1988: 1 13 in a 
discussion about a seminar Mill & Morrison proposcd at the World 
Touris111 Organisation in  Ottawa in 1987). 
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Tourism marketing is unique in  rhrcc mqjor respects (Lcibold, 

1958:l 18-1 19): 

+ Thc servicc provided is a conibination of scvcral prod~icts and 
services. For example, a wcarion has dil'fcrcnt componcnls. such 

3s rransporr, attractions. ;~ccommodario~i and  cntcrr:~inmcnr. 

+ Thc role of travel intcrnictliarics. Many rourisr dcsrinations arc 

located considerable tlisranccs from tlicir potential consumers, 

which means thar spccinlised inrcrmcdiarics rhat olxratc bctwccn 

supplier of  destination scrviccs and tllc rourisl arc necessary. 

+ Tourism demand antl supplj,. 7'ourism dcmn~id is highly clnslic, 
scasonal by nature and subjecl to fx ro r s  such as taste. f:rsliion and 

price. Tourism supply cannot bc srorcd and  is relatively lixcd in 
the short term. 

The fi~ndnmcntal concepts of tourism ninrkcting arc idcnrilicd as 

follows (Kotlcr er (11.. 1096:24-29; Saaymon, 2002h:? 14 ): 

+ Necds, wants and tleniands. I'coplc may h a w  complex physical, 

social, esrcclii and  individual nccds. Wants arc Iiow pcoplc 
comrni~njc;~tc tlicir nccds. Pcoplc I~a\:c alnlosl unliniitctl wants, 
but limilcd resources. They protlucrs (liar prodncc the niost 

satisfaction for their n i c w y .  When backed by buying power, 
wants become delilands. 

+ Products. Pcoplc need. wanr and demand protlucls t11:1r are 
available lo satisfy thcni (ct: Tahlc 3.8). The product concept will 

be discussed as parr o f  the markcring mix (cl.. 3.4.0). 

+ Valuc, cost and satisfaction. Value i s  p c s h '  estimation of rhe 

over-all capacity ol' rhc g t ~ c ~ r l l ~ t ~ ~ c ' s  scrviccs and (i~cilitics lo 
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satisfy tlicir needs. Cost not only invol\'cs Iiioncy. hut everytl~ing 

onc gives up to gain the 1,rotluct. Satisl'action with the 

guesthousc's services ar~d t'lcilities is detcrminctl hy ho\v well tlic 

product mccts the gucst's expectations of the product. 

6 Exchange, transactioris and relations. Exchange is thc act of' 
obtaining a desircd object from someone hy oSScring somctliing in 

rctllrn, wlicre a transaction consists of a trade of' valucs bctwecn 
two parties. In building good rclationsliips with valued customers. 

distributors, dcalcrs, and suppliers profitable transactions will 

thllow. 

Thc nhove-mentioned concepts Icad to the concept o l ' a  market (Kotlcr 

er 01.. 1996:28). T l~c  tourism ~mrkct  is the overall group ~Sconsuliicrs 

that cligagcs from tourisl~i-related rravcl and might transact with n 

scllcr involvcd in  the tourism indust~y (Wcavcr R.. Oppcrnlan, 

2000:203). 'The col~ccpt of markets t'ullils the circle to the concept of 

marketing (Kotlcr ct. trl., 1096:28). Marketing is a concept that Iiolds 

the key to achieve t l~c  guesthouse's goals. I t  determines the nccds and 
wants of targct markets and delivers [lie desired satisfi~ctions morc 
efficiently and cffcctivcly than competitors in a way that preserves or 
cnhanccs the guest's and society's wcll-being (Midtllcton, 300 1 :23). 

Marketing is a social and managerial process by wliicli individuals and 

groups obtain what they ncctl and waot thl-o~~gll creating and 

exchanging products and value \\,it11 otlicrs (Kotlcr clt  rrl.. 1996:X). 
Tourism ~narkcting has the Sollon~ing kcy cllar:~cteristics (Mawson. 

3000:8; Saay~nan, 2002b:3 15): 
4 Recognising, stimulating anti satisfying the customer's ncccls a n d  

dc~nands. 
4 Attracting ncw customers. 
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4 Reacting to nlarkct trends. 
4 Kccping up with competitors. 

4 Encouraging consuriicr loyalty. 
4 Targeting specific niarkets. 

+ Identifying markcling opportunities. 

Noting feedback from guests. 

Dcrivccl from the above ~ i icn t ion~d characteristics, the tourism 

niarkcting process has three phases, namely (Saayman, 2002b:3 14): 

4 Find out what the guests want, 

4 crcatc i t  and 
+ sell i t .  

A successlid way to concludc thcsc markcting phases. is targct 

niarkcting. Target niarkcting for a gucsthousc is a process whcrcby the 

owiicr-managcr idcntilies market segnients, selects one or more and 

develops scrviccs, Sacilitlcs and markcting mix tailorcd to each 
segment (Kotlcr pt [ I / . .  1996:244). Bcforc the owncr-manager starts 

with tnrgct marketing, marketing rescarch is pcrfornied. Marketing 
rcsearch and the steps in targct markcting will bc discussed next. 

3.4.2 MARKETING RESEARCH 

'The tcrlns markct research and marketing rcscarch arc often used 

intcrchangcnbly. Gcrhold (l993:7) asserts that there is no diSScrcnce 
bctwcen thc two tcrnis and that they can both be clelincd as any 
scientific cll'ort to understand and measure markets or improve 

~narkcting pcrfornlil~icc. Kinncar er (11. ( 1995: 19) distinguish between 
these two terms by indicating that market research iniplics that the 
lbcus of research is on the analysis of ~narkcts. 'l'he term marketing 



Chapter- 3 : Aspects for Ileveloping and hl;~naging a Gilesthouse 

research cxtcnds the role and cl~an~cter of rcscarch, with the cniphasis 

on contact between rcsearclicci antl the 111arkcting I I I ~ I I ~ ~ C I I I C I I ~  

proccss. 

This study adopts tlie term marketing research. Marketing research 

can be defined as the systematic antl obicctivc search for an analysis 
o r  intorn~ation relevant to tlie idcntilication antl solution of' any 
problem in the field of marketing (Green PI a / . ,  I9XX:2). The owncr- 

manager can use markcring rcscarch to gain rclc\,ant up-to-date 

infonilation about tlic market. indicate trends and reduce uncertainties 

and risks associated with marketing dccisions. 

Marketing research is a n  organiscd process, which has to do with the 

gathering, processing, analysis, storage and dissemination of 

information to facilitate and improve decision-making (Middelton. 

2001: 17 1). Thc proccss of marketing reseal-ch is a strategic planning 

tool and cannot provide solutions to managerial problems or cnsurc 

correct decisions (Mnwson, 2000:26-27). I t  also helps to provide 
answers to the strategic planning questions of' who? what'? when'? 

where? how'? and why? (Middelton, 200 1 : 186). 

The o\vticr-manager, as key dccision maker in tlic guesthouse, usually 

applies the marketing research proccss. The process requires the 

owner-manager to undertake the Sollowing to (Kotlcr CI a/ . .  

1996: 149): 

+ Define pl-oblems and rcscarch ob~cctives. 
+ Develop a research plan for collecting inrorniation. 
+ Implement tlie research plan and analysc data. 

+ Intc~pret findings. 

+ Aim research at certain target markets. 
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As mentioned above, marketing rcscarch should be aimed at certain 

target markets. Target marketing for a guesthousc is a proccss 
wlicrcby the owner-managcr identities ~narkct segments, sclccts one 
or more and develops services, facilities and marketing mix tailored to 

cach segment (Kotler et al., l996:244). 

3.4.3 MARKET SEGMENTATION 

The gi~estliousc industry, as part of the accom~nodation sector o r  the 

tourism industry, is part of a competitive environment and tlicrcforc i t  

is important to dctcrminc who the current and potential new guests 
arc. Tlic tourtsm markct strctchcs globally, and it  is not possible fbr a 

guesthousc to serve the total market. I t  is tllcrcfore necessary to 
segment markets and concentrate on a single or fcw scgtncnts 
(Saay~nan, 2002b:34 1 ). Tlicsc scgmcnting decisions sliould he based 
on marketing rcscarch (cr. 3.4.2). 

There arc certain stcps in the market segmentation process, namcly 

(Kotler PI (11.. 1996:244; Saayman, 2001 :88; 2002:246): 

+ To identify basis Tor segmenting tlie market. 
+ To devclop protilcs o r  resulting segments. 
+ To identify a specific targct market (cf. 3.4.4). 

3.4.3.1 Basis for segmenting a market 

The first stcp in the market segmentation process is to find a basis for 

segmenting the n~arkct (cf'. Table 3.7). Much of the rcscarch published 

in tlie .lour.tlcll r ? f '  T r m d  K c w r r i r h  in 1994 (Andel-cck & Caldwcll, 
1994; Madrigal 6i Kalile, 1994; Mo P I  a/ . .  1994; Scliocmakcr. 1994). 

- 
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+ Socio-economic scgmcnts. 

+ Geographic scglncnrs. 

+ Demographic segments. 

+ Psycho-graphic scgmcnts. 
+ Bchnvioural scg~ncnts. 

3.4.3.2 Profile of the market 

A profilc is dcvclopcd from the abovc-mcntionccl variables and 

Saayman (2001 :93) charactcriscs thcsc v:~riablcs as Iollows: 

Table 3.8: Basic market segmentatio~l classification 

*:* Gcncler 

Demographic: 

I f. Family lire cycle - 
I 

03 Social htatl~s: 
*:* Ethnic: 

O I~lcomc -- 

O Occupation 
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*3 Personality typc: 

*:* Buying bchaviour: 

t* Rcgion 

O City 

O Suburb 

*3 Climate 

*3 Population density 

03 Conservative 

*3 Compu\sivc 

03 Ambitious 

*3 Economic 
considerat ions 

*:* Facility 
considerations 

*3 Kctailcr loyalty 

*3 I3rand loyalty 

*3 Confidence in 
trademark 

To gain a compctitivc cdgc, the owncr-managcr must idcntify onc or 
more s~~bsc t s  of guests within the total market, as classified in Table 

3.8, and conccntratc its cfforts on meeting their nccds (Kotlcr ct 01.. 
1996:246). Effcctivc scgmcntation requircs the sclcctcd scgmcnt to 
comply uith thc following criteria (Kotler ct trl., I996:266; Saayman, 
2002b:348): 

+ Measurable. The number of pokntial gucsts in a segment needs 
to be dctcrminablc. 
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+ Actionable. The degree to \\~liicli cl'li.ctivc programmes can be 

designed for attracting and serving segments. 

+ Accessible. This is tlie degree to which guests can be reached and 

served. 

+ Substantial. The seg~iicnt needs to consist of suf'licicnt numbers 
of profitable potential guests to support the aimed marketing 
strategy. 

+ Reliable. Unique clinractcr~stics ol'tllc potential g ~ ~ c s t s  nccd to be 

viable for any separate 131-ogram~iic that 1s i1111icd at thcm. 

+ Durable. Durins the development of the market, the segment 

needs to retain its diversity. 

+ Competitive. The g~~cstliousc ~~cecls to have a rclativcly 

competitive advantage in an effort to serve tlic market segmcnt. 

After scg~ncnting thc market. the owner-manager can target tlie 

market. 

3.4.4 MARKET TARGETING 

Markct targeting and the allocation ol' promotional efforts across 

altcrnativc markcts are C S S C I I I ~ ~ I  ~ t r i i t ~ g i ~  C O I I C C ~ I I S  i n  I U L I ~ I S I I I  

marketing (Perdue, 1996:36). GiLc~l limitccl markcting resources, 
increasing costs, and increasing acco~rntability demands, thc owner- 
managcr must allocate markcting cfli)rts across alternative markets to 

maintain important existing ~iiarkcts and penetration markets with 

high incrcmcn(al salos pvtontii~l ( I  lnwcs, Taylor, 13 I Iampc. 1991 in 
Perdue, I996:36). 
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Market targeting is the process whereby each segment's attractiveness 
is cvaluated and tlic selection is made of one or more segments that 

will form a niche markct. Steps to Sollow in tlic markct targeting 
process arc idcntificd as choosing a marker-coverage alternative and 

then sclccting thc target scglnents (Kotlcr c2t r r l . ,  1996266). These 

steps are discussed next. 

3.4.4.1 Market-coverage alternatives 

An organisation can adopt the following market-covcragc altcrnativcs 
(Kotler el r r l . .  I 9Y6:255-257; Mawson, 2000:38): 

+ Undifferentiated marketing: This alternative ignores market 

segmentation differences and goes after thc whole market with 

one market offer. 

+ Differentiated marketing: Several market scgmc~lts are targetccl. 
Services and facilities are arranged to suit tlicsc segments best. 

Concentrated marketing: Niche marketing is synonymous to 
concentrated marketing. Instead of going for a small share of a 

large market, the gucsthousc chooses thc altcrnntive of one or 

more small markets. I t  is on appealing strategy. 

Differentiated marketing is a n  effective alternative to choose when the 

guesthouse is arranged with separate honeymoon suites, family rooms 
and confcrcnce facilities. Concentrated marketing is a n  cf'cctivc 
altcrnativc to choose when tlic gucstliouse has limited rcsourccs 

(Kotlcr el r r l . ,  l996:257). The owner-lnanagcr, as decision-maker, 

usually decides what alternative or combination of alternatives to use. 



3.4.4.2 Selection o f  target s e g n ~ e n t s  

'The selection of targct seg~ncnls occurs in selecting one or rnore ol'tlic 

segments discussed above (cf. Table 3.7). From the sclected segments, 

the owncr-manager then identifies Ii~ur to live markets that I1:lve 

active or polc~itial g ~ ~ c s t s  who have tlie same cluractcristics. I?ach of 
those segments arc then divided into two smallel. segments that will 

~ c r \ ~ c  as niche segments (Sx~yman,  2002b:337). 

Target market selection in  the tourism industry can be applied 
according to rlw following methods (Ixwis 01 i l l . ,  ICW5: 17; I'crduc, 

1996:39): 

Application of a distance criterion. For example, a _~l~cstllousc 

may define its target ~narkct as people living within 1000 

kilometres. 

Usage of an existing sales criterion. Marketing el'lhrts in  this 

method arc allocated to target markets icientilicd o n  the basis of 
historical sales patterns. 

Interest survey. This 11iethod inv01ve~ co~idwting lio11s~liold 

surveys in  altcrnativc markets with tlie purpose of identilying new 

business potential. The new business potential is people who hove 

not visited the destination but either Ii:~\,e positive images of the 

area or exhibit some specified level ol'intcrcst i n  visiting i t .  

Chain ratio and indesing. Adapted li-on1 retail producl 
marketing. these mcthods invnl\;e ranking al tcrnat i \~ gcograpliic 

markets on the basis of current travel i~itlices. 
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Once tlic o\vncr-manager has decidcd o n  marker-coverage alternatives 

and lias sclcctcd tlic largct segments. the g~~cslliouse can be positionctl 

in tlie target niarkct. 

3.4.5 MARKET POSITIONING 

Markct positioning is tlic process of tlevcloping thc image of tlic 
product (Y iannakis, 109 1 :6 1 ). Tlic gucstliousc'c position is tllc placc 
tlie gucstliouse occupies in tlie potential guest's minds relative to 

co~npcting gi~cstliouscs and other accomniodation types (Kotlcr c/  ~ r l . .  

1996267). 

Oncc a targct market is Iittctl to tlic irnage of tlic gucstliousc, the 

owner-manager tlicn dctcrmincs Ilow to best position tlic prodi~ct i n  

tlie niinds of each targct market. That is. decisions mi~st be madc as lo 

thc kind of iniagc that is to be psqjcctcd so that the fcoturcs of tlic 

product arc accul;~tcly and cffectivcly promotcd (Yinnnakis. I O O l  :h  I ) .  

Markct positioning is a process of tourism marketing ;rntl tl~crefore 

foniis a part of tlic strategic pla~lning process of tlie gucstliousc. The 

owncr-manager lias to dcvelop a protluct positioning strategy for each 

scgmcnt tlie guesthouse chooses to servc (Sanyman, 2001:89). 

Positioning strategies inclutlc the following (Kotler r r l . ,  19961259- 
26 I ): 

+ Specific product attributes: I'ricc and featill-cs of tlie sesviccs 
and facilities can he used to position tlie gi~estliouse. 

6 Certain classes of guests: Tlic owncr-manager can position tlic 

guesthouse for certain gi~ests for cxanyle business pcople, 

families, honeynioon couples and confi.~~cncc attcntlants. 
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+ Against an existing con~petitor: The gucstliouse can be 

positioned against cxisting guesthoi~scs or other accommotlation 
typcs. 

The selected positioning strategy should be implemented and 

controlled (cf. 3.2.6). The objective of guesthousc positioning is to 
crcatc a distinctive place in the minds of potential guests. The 

guesthouse needs to be positioned in relation to each targct segment. 

All the markcting mix efforts of a guesthouse must support its 

positioning strategy (Kotler el N I . ,  1996:267). 

3.4.6 THE MARKETING MIX 

Based on the accumulated information from the previous markcting 

processes, a marketing plan is developed. This plan is divided into a 

strategic phase (cf. 3.2.1) and an operational phase. The Sormcr 

specifics what is to be done and the latter explains how it  is to be 

~mplcmcnted (cf: 3.2.6). The basic concepts employed in this plan 

involve the markcting mix (Yiannnkis, 1991 :( , I ) .  This consists of five 

variables (product, price. place, promotion and people) which must bc 

carefully selected so that the best combination of these is achieved 
with every targct market. All decisions related to the markcting mix 
must be ~nade  witli the aim to achieve the derived markct position 

(Scaton 6i Bennett, 1996: 136). 

The final plan provides specific infor- nation about which product 
features arc to be prolnotccl, and how; to which targct markcts; using 

which acccss media; ilt what pricc; locatcd or distributed in wliicli 

areas; and sold by what types of people (Y  iannakis, 199 1 :63). 
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3.4.6.1 Product 

Product means consumcr valuc (Middclton, 2001 :88) and is the result 
of a combination bctwccn services and Ihcililics the gucstl~ousc offers 

(Saaymnn, 2001:100) as well as its human rcsourccs ( c l  3.5.1). Tlie 

hospitality product consists of five colnponcnts. namely (Snyman & 

Lambris, 1993: 10: Ncl, 1999:30): 

Location. Location places the gucsthousc gcograpliically in or 

near a specific city or town. Within this arca. location denotes 

accessibility and con\.cniencc, nttractiwncss of surroundings, and 
proximity to otlicr touris111 sectors (:rttr'actions. cntcrtainmcnt. and 

transport). 

Facilities. Facilities include tlic hcdronms, dining arca, recreation 

facilities, confcrencc room, accessories for childrcn and fittings 

for people with disabilitics. 

Service. Service comprises tlic quality of the gucstliousc's 

services provided tlirougll its facilitics. 

Image. Imagc is tlic way the gucstliousc is perceived by an 
individual or group. Tlie name, interior. logo. stationary and 

general atmosphere forms a unity that conveys the imagc. Imagc 

is a by-product of its location scrvicc and I'acilities. 

Price. Price cxprcsscs the valuc given by the gucstliouse tllrwgli 

its location. facilitics, scrvicc :rnd imagc (cl: 3.4.0.2). 

These product components have two dimcnsio~is, namcly features and 
bcnclits. Thc gucst can be either sat islied or dissal isliccl by the 

features and bcnclits of the guesthouse (cl'. Tablc 3.9 61 Tablc 3.10). 
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Guest satisfactions arc classilicd as the Sollowing (Snyman & 

Lambris, 1993:')): 

Table 3.9: Guest satisfactions 

Physiological 

Econoniic 

Social 

Psychological 

*:* Well catered mcals 
*:* Qucnchcd thirst 
0:. Comfortable and clean bed 
*3 Tidy household 
Q klospitablc environment 
*:* Bcst value for moncy 
+:* Credit facilities 1 
*:* Convenient location I 
0:. Quality service 
*:* Pleasant company 
*:* Sound advice about other tourism products 

03 Reliablc advicc about menu items and wines 1 
t* Enhancetncnt of self-cstcem 
*:* Sec~~ri ty 
'3 Status 

Guest dissatisfactions are classilicd in Table 3.10 (Snymm & 

Lambris, 1993:9): 

Table 3.10: Guest dissatisfactions 

Controllable: lntcrnal 
cnvironnwntal factors 

*:* Booking ~nistakes 
*:* Unhelpful staff 
0:. Dirty unilbnns, cullery, bcd- 

ding, floors 
*:* Untidy huuscliold 
*:* Cramped conditions 
5. Damaged items 



Unco~~trollablc: Extcr11;d 1 l<o:~cl y ; k s  . 1 cnvironn~ental factors Uchav~our ol olllcr cuslonicrs 
O Scasonal~ty ot sonic nlcnu 

Ilcms 
f* Crimc and violence 

A succcssf~~l  gucsrliousc creates a consunw cleriiand by providing 

facilities and services clicnls ncctl and tlc~nand (el: 3.4. I )  but lacks to 
be provided by other :~ccommodation lypcs. The protlucl nccds 
development according lo Ilic guest's ever cliangin_~ nccds and 
preferences so llial oplimum guest salisfactiori is reachctl while lhc 

gucslhouse still remains prolitable (Micltlcllon. 7001 :80-00). 

Each gi~estliousc. as a rcndcrccl product, has a ccrtaln I ~ l c  cycle. A 

product's life cycle consists 01' live stages, namely ~nrrotluction, 

growth, maturity, saturation pliasc a11c1 clcclinc ( Russell & Lnnc, 

l5)5)6:66; Saayman , 2002:320). These slagcs arc discussccl below. 

+ Iatroductory stagc: The nc\\. gucslliousc is introcluccd to tlic 
market in the inlroductory stagc. 

+ Growth stage: A growth plinsc then Sollows lhat can last a few 

nionllis or years. tlcpcncling on the nature ol' the specific 
guesthouse. 

+ Maturity stage: .She procluct then rcachcs Ille mature slagc. 'I'lie 
owner-managcr must plan for modilicalions c\cn before this 
phase is rcached. 

+ Saturation stage: Tlic last pliasc is saruration, in which thc 

gucstliousc is forcccl our of llic ~iiarkel i~nlcss sonic moclilicarions 

tnkc placc. 
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Gi~cstliouse modifications can take on many forms, for cxamplc new 

room decorations, free gifts, spccial tourism packagcs, mcnu 

modifications, making the gucstliousc user 1.1-icndly fhr pcople with 
disabilities, new ti~cilitics mid special services (Westwood, 2002). 

Tlic price of the guestliousc product and the pricing o f  it is an integral 

part of  the marketing strategy as  it generates I-cvenuc for the 
g11cstI1ousc. 

3.4.6.2 Price 

I'ricc means cost (Middclton, 2001 :X9). In combination with the 

product, pricc tends to be tlic key component o f  strategy and 111 some 
cases can bo the most important component of  the marketing mix 

(Saoyman, 200 1 :204). The pricc conveys a message to the customers 
about the nature of tlic product. In manipulating pricc in combination 
with product quality and promotional message, sales can be oriontatcd 

to a new market. or market share can be increased at the expense o f  

tlic competitors (Seaton & Bennett, 1 C)96:87). 

The pricc or  rates chargctl, has a direct intlucncc on the profit margins 

o f  the g~~est l iouse .  Tlic charged rates need to lit with the clian~ctcr, 
services and facilities ol'fcrod by rhc gucstl~ousc product. Price also 
nccds to be competitive and comparable with other guestliouscs 
offering more or  less tllc same procluct. The "right pricc" of the 
guesthouse protluct is the best rate to charge the guests in tcl-~ns of  
operating costs, competition and what tlic guests will be prepared lo 

pay (I lcnning, 1999:44). Lktcrmining the pricc of tlic guesthouse 

product incll~dcs the following steps (I-lenning, I OW: 19; Thorn, 2002): 
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Dctcsmining llic operaling costs (cl'. 3.3.4.1) ancl pcrlhrniing a 

break-cvcn analysis (cf .  3.3.3.4) arc tlic two first slcps in 

dctcrmining price. 

Market rcscarcli (cf 3.4.2) is car~.icd our tlirougli coliiparing orlicr 

guestlioi~scs that offer a similar number of roo~iis, services and 

facilities in ordcr to determine the industry - -  norm ofprice.  
The  persenlagc room occupancy ralc that tlic gucstliousc product 

need to acliicvc in ordcr to break-wen, make a protil and concur 

wit11 industry -- norm nf similar pc?; thousc  prottucts is estimated 

(33% occupancy ralc is a realistic avcragc to cover operational 

costs a n d  provide a rcasonahlc balar~cc hctwccn t l ~ c  pcriocls of  
1L11, half-fill1 and low occupancy). 
(number of  beds) X ( business days in a month)- Nun~hcrs  ol'bcds 
available to sell. 
Break-cvcn rate plus prolit per room is dctcrmincd. 

The final pi-ice nccds to be complcmcntary with thc ratcs other 

similar gucstliouscs charge. 

The  above mclitioned steps to dctcr~iiinc price can be calculated by 

i ~ s i n g  tlic followilig f o r ~ i ~ i ~ l a ,  1i)r cx;1111pIc (\wi dcr Mcr\vc, 2002): 

Operating Costimontli (OC) I< 10 000 

Gross Protitimonth (GI)?;,) XO'% 

Number of  beds available 1 0 
Capital investment ..................................................... R2OO 000 

................................... Expected rcturn on invcstmcntiycar 2 0 "  

I. 13rcak-even: ..................................................................... 
O C '  10000  

- 
- - -- - - ............................................................ 

GP'%, 80% 
- 
- ........................................................................... 12 500 
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2. Determine occupancy rate: 

(Nulnbcr of bctls n\,ailahlc liw hi~si~icss r Husi~lcss tlnysl 

month) x Occupancy rate 
= [ lo  x ( 3 6 5  + 121 x 33?4 

= 100, 375 Occupictl Guest Reds (OGI3) 

3 .  Cost pricc of bcds 
= Break-cvcn + OGB 

- - 
12500 

100.375 
= R 124.53 per bed 

4. Dctcrmine profit 

= R40 000 per annum 
40000 

:. Pcr month = - 
12 

= R3 333 pcr month 

5. Profit per bcd 

= Expcctcd prolit 

OGB 

6. Sclling pricc per bcd 

= Cost pricc + I'rofit 

= 124.53 i R33.21 
= 157.74 
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:. Final price per bed = R 157.74 

Modern co~nputcr technology can also be used to dctenniw pricc. 

Financial managclncnt computer programmes arc available that liclp 
people with a slight knowledge of financial calculations to dctcrminc 

the best price for their guesthousc product, for example Budget Hotels 

2000 for Windows release (Anon, 2000). This programme can 
clctcrminc the price of the gucsthousc product, as well as various 

budgets (cf. 3.3.4) when provided with operational cost details and 

number of beds available (Thorn, 2002). 

The price-fixing policy has an inllucncc on the image of the 
gncsthousc. I'olicics arc plans for the ti~turc direction the gucstl~ousc 

is licading in.  Tlic gucsthousc's pricing policy thcretbrc appears in the 

marketing mix as an indicator of the gucsthousc's aim in fixing priccs 

(Holloway & Ilobinson, 1995:95). 

The basic pricc policy, also called the protit margin, is described as 
follows ( I  lolloway & Robinson, 1995:95- 100; Saayman. 200 1 :205): 

+ Profit maximisation. The aim of profit maximisation combines 

charging the market a fair price with attempts to rctluce costs. 

The concept fair pricc is paramount and should be analyscd in the 

marketing reseal-ch process. 'The relation between the valuc of the 

product and the pricc charged, reflecting the quality clcnwnt can 
be rcprcscnted as follows: 

+ Pricc restraint. The owncr-manager may Lake Lhc dccision to 

maintain or lowcr priccs in order Lo sustain existing markets. 
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Cost-plus pricing. This involvcs pricing to achic\,c a ~llark-up on 

unit costs, based on the gl~cstllousc industry's nonns. 

Market price. Prices arc fixed according to the dc~nand in the 
market and arc a good strategy to Ihllow when the gl~csthousc is 

highly dependant on seasonal guests. 

Onc pricc for all. One pricc is clialgcd for the room, breakfast 

and dinner. 

Market skimming. This method is based o n  sctting a high, 

sometimes an introductory. pricc aimed at attracting the cream of 
the market. I t  can be a way of'm;lsimising profit in rhe sllol-r run. 

Buyer-bascd pricing. Uascd on gl~cst 's pcrccptio~ls of valic 
rather than the owner-manager's costs. Tllc owncr-manager can 

dcteminc these perceptions through market research. The market 

Si~nction must usc non-price variables such as promotion, 

distribution. product k a t u l ~ s  and corporate identity to increase the 

perceived image. 

Competition-based pricing. This requires prices to be set by 
following tlie prices of tlie competitors in the market. 

In the process of deciding what rate to charge gucsrs and which 

pricing policy to follow, the owncr-manager tirst dctermincs what 
minimum pricc is requircd lo cover costs and then dctcrmines an  

upper-limit. Thc final pricc \\: i l l  lic sorne\vhcrc herween these two 
calculations (Scaton & Rcnncll. 1996: 142). 

The rhrec mnjor influences on price arc costs, competition and the 

gl~est (Scaton & Bcnnctr, 1996: 130: Ma\vson, 2000:67). Thc rclatiorl 

between rhese influences is ticscrihcd as "cle~iinnd sers the ceiling, 
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cos~s  set the Iloor, and competition clctcmincs whcrc on tlic 

continuum tlic actual pricc will fall" (Sliaw, 1992:s 1 ). 

In fixing tlic pricc ol'thc product, ccrtnin aspccts ilrc considcrcd hcncc 

it  intlucnces tlic final pi-icc (Saayman, 2001 :207; Slabbert, 200 1 :4). 

Thcsc aspects arc: 

Dcvcloping costs. This is the cost of dcvcloping tlic product and 
has certain fixed and variable costs cvcry month (cis. 3.3.4). 

Stage of product development. This rclatcs back to the product 

lifccyclc (cf. 3.4.6.1). The image and cl~lality scl-vicc tlic target 
market cxpcricnccs li-om the gucsthousc in the various lifccyclc 

cycles, influence the dcmancl I'or the gi~cstl~ousc. 

Competition. Thc lcss competition, the niorc control the owncr- 

manager has ovcr prices. The more co~npctition to the gucsthousc, 
tllc lcss control thc owner-manager has ovcr the pricc. 

Pricing policy. The pricing policy chosen by tlic owncr-managcr 
rcquircs covering costs of production, 171-omotion and distribution, 

plus offering a prolit. 

Location. This is tllc gcogrnphicnl location ol' a site at which 
scrvicc products are dclivcrcd to gucsts. Being located in a town 
or a city considered as n tourist destination or tourist through- 

routc. close to n main or side road, or located in n quiet street all 
influence price. 

Seasonality. I ligh scason implies highcr priccs bccnusc tlic 

dc~nnnd Ilicn is higlicr and gi~csts arc willing to pay a f'air pricc. 

Discount packagcs are designed to stimulate demand in ofl-peak 

periods. The o~vncr-manager can clecidc to oll'cr bcttcr vnluc f o r  
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group-bookings or lo ol'lkr indi\ idunls \\ ho stay a certain number 
of nights, onc night ticc. This doing rc\\~ards gl~csts \vho pl~rcliasc 

during thc off-peak time. 

3.4.6.3 Place (distribution) 

Placc mcans convcnicncc of location in terms of consumcr acccss to 

thc product thcy buy (Middclton. 7001 :W) .  Distribution is tlic proccss 

whcrcby thc gi~cst is brought to thc product and not vice versa. Thc 

product is intangible and thcrcSorc lhc onlicr-managcr strivcs for a 

continuous flow of gtlcsts in the samc ratlo as pl-oduct availability 

(Saayman, 2002b:332). 

The main ob-jcctivc of gucsthousc distribution is to case rhc flow from 
onc town. province or country to anothcr, taking transport-snfcty into 
account. The gnesthousc cannot be successful uiilcss i t  is acccssiblc to 
guests. Distribution channels make accessibility rcadily. A distribution 

channel i s  any organiscd and scrviccd sysrcm, iltiliscd to providc 

convenient points of salc and acccss to guests, aLvny 1 i . o ~  locatiori of 

dclivery (Middelton, 200 1 :293). 

For channcls to bc cffcctivc, infor-ma~ion should flow from the owner- 

manager to tlic gucsts. Thc owncr-mnn;rgcr dccidcs on tlic amounl and  

type of information flmving to the guests. In Ihcsc inSormntion salient 

points, such as the g ~ ~ c ~ t h o u s c ' s  loc;rtion. room rates and special 
attractions are nddresscd which can intlucncc decision-making fi.0111 
the target market (Mawson. 2000:02). 

Steps to take in distributing inlbl-m:r~ion or to making a gucsthousc 

accessiblc includc thc rollowing (Saayman. 2002b:333): 
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+ Compilc a product test anel determine thc ability lo sarisly ncccls. 
4 Compilc a priority list of market needs. 

+ C'hoosc distribution clianncls that arc rcconcilablc with the 
market. 

+ Provide transport that is rcconcilable with the market. 
+ Facilitate movement by clear directions and road signagc. 

Guesls arc brought to 111c gucs~l~ousc instead of the gucsthousc 

product being bro~1g11t to the gucsts (Snaylnan, 2002b:222). Charlnels 

the owner-manager can follow to bring guests to the guesthoi~sc can 

include the following (Saayman. 2002b: 334): 
Gucstl~ousc rcprcscn~ativc companies such as Cil IASA, BAI3ASA 
(Ucd and Urcnkhst Association of South Al'ricn), FEDIIASA 

(Fcdcratcd I~Iospitality Association o f  South Africa), NAA-SA 
and GAA. 

Retail travel agents. 

Web-sitcs with dircct access for final consulncrs and olhcr 

intermediaries to use. 

Allocation to Internet companies specialising in travel and 

accommodat ion. 

Tourist information networks. 
Busincss lravcl agents and confcrcncc brokers. 
Call centres. linked to central reservation systems, rcsponcling to 
promotional communications (cf.3.6.2). 
Tour operators. 

Other gucs~houscs and accommodation types in surrounding area 

or on routes intersecting lllc g~tcsthousc's location. 

StilLc lourism agents such as  SAT (South African Tourism). 

Provincial and Local Tourism Boards. 



Chapter 3 : Aspects for Dewloping ;lad R1;ln;lging a Guesthouse 

'Thc owncr-manger decides o n  the hest disr~.ihulion chnnncl or  

combinatio~l of channels Ihr the spccil'ic larger marker and distrihutcs 

and promotes in fo rn~ ;~ t io~ l  to thcm. 

3.4.6.4 Promotion 

Pronlotion means coinmunicnlio~i (Middelro~i,  2001 :S9). Promotion is 

the communication of  infostnation Srom rhc owner-manager to h e  
potential guest in ordcr lo i~ll lucncc nllilutlcs and bchaviour. 

Promotion tools arc used as rhc vehicle Sor co~nmunicating 

informarion. The five ~ n a j o r  pro~notion rods .  also called the 

promorion ~ n i s ,  arc i~d\.crrising. personal selling, disccr marketing, 

sales promotion and  public rclalions (I'elcr Rr Ilonnclly. 109 I : 150; 

Russcll & Lane. 1996:444; Van tlcr Waltlr. 2000; L o w ,  2002; 

Saayman, 2002b:32S): 

+ Advertising. Advcstising is any paid form of non-pcrsonal 
presentation and promolion of  ideas, goods or services by an 
identified sponsor. An atlvcrtiscmcnt is a paitl psomotion in 

magazines, newspapers, radio ant1 tclcvision. Advertising 

objectives should be based on the larger market, positioning and 

rhc markcring mix. There arc rllrcc types of' ol?jectivcs. classified 

according to purpose: 

0:. laform. Informurive advertising is used to inform guests 

regarding new p~-oducrs, services or  facilities. Its ~ n a i n  aim is 

ro build primasy demand. 
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f* Persuade. Persuasive advertising is used to persuade polcntial 

guests tliat a particular gucstliousc providcs the best product 

o f i r i n g  Its main aim is to build selcctivc dcrnand. 

*> Remind. Reminder advcrtising is used to remind guests of a 

product's existence. 

+ Personal selling. This involves direct face-to-lace rclntionships 

bctwccn tlic scllcr and the guest. Word-of-mouth is an effcctivc 

way to convcy information about the gucsthousc as a previous 

guest spcaks about her expcricncc at the guestliousc to otlicr 

pcople \vIio pcrliaps wouldn't liavc bccn rcachcd by otlicr 

promotion types. 

+ Dircct marketing. The process consists o f a  group of promotional 

activities with the aim of creating an inimcdiatc salc, or creating 
interaction with potential guests to bring abo11t a n  earlier salc. I t  is 
an  intcrnctivc marketing systcm that uses one or more lor~iis of 

advertising mcdia to crcatc a transaction. 

+ Public relatioos. The aim is to establish positive relations 

between the gucstliousc and its various publics, build colporatc 

image and Iiandlc unfavournble events. The public relations 

functmn achicvcs this through press rclntions, product publicity, 
corporate communications, lobbying and counselling. 

The specific promotional mix tliat Ihc owicr-manager cliooscs to 
follow is intcrrclatcd to the otlicr aspccts in markcting. Price (ct: 

3.4.0.2) and budgctcd amount for niarkcting (cl.. 3.3) arc dctcrminants 

of the promotional strategy a n d  influence the distribution channels. 
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3.4.7 SYNTHESIS 

From the nbovc argumcntatio~l i t  sccms that thc Ihllo\\,il~g ~nnrkcting 

factors arc important in the dcvclopmcnt and mnnagcmcnt of n 

gucsthousc: 

Excc~~ tc  mnrkct rcscal-ch. 
Segment the lnarkct into targct mnrkcts. 

Dcvclop profiles of tlic various markc1 scgmenls. 

Aim research n l  prcclctcrlnincd targel mnrkcts. 

Select n tnrgct morkcr by applying ol' ;I stralcgicnlly planned 
~nclliod. 

Position 11ic gucstliousc in the ~iinrkctplncc. 

Dcvclop markcting mix tailorcd to Ihc producl's life cyclc. 
Dcvclop a price slrntcgy. 
Locatc the gucstliousc in tlic riglit surrolinclings. 

Advcrtisc thc gucstho~~sc. 

Do pcrsonal sclling. 

Facilitate ino\lc~ncnt by mcans of clcnr directions and road signs. 

Promotion. 

Sell the gucsthousc product personally to guests. 

Usc dircct markcting lo crcatc an immcdintc snlc. 

Develop efficient public rclarions. 

Markcling is n proccss dcrivcd ti-0111 tlic slratcgic planning process a~ id  
is influenced by linanccs. Devclopmcnt of and managing human 

rcsourccs is discussccl ncxt. 
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3.5 ASPECTS OF HUMAN RESOURCES 

S011th ASrica has a shortage of skilled human rcsoi~rccs, and its labour 

market is cliaracterised by an imbalance between skilled and unskilled 
human resources (Gerbcr ( I /  ( / I . ,  I995:3). Iluman resources are 

potential and cusrent employees working in the guesthouse and need 

to be managed (Van dcr Merwc, 2002). 

3.5.1 T H E  NATURE OF HUMAN RESOURCE 
MANAGEMENT 

Human resource nianagenient is dcscribcd as the process tlirough 

which an optiliial fit is acliieve~l anlong elnployecs, task. guesthouse 

and environment so that employees rcacli theis desired level 01' 

satisfaction and pcrforliiance and the gucstliousc niccts its goals 
(Gerber el ol., 1995: 13). Tlie lilnction of Iiuman resources is a staff 
function that places spccialiscd people at the owner-manager's 

disposal so that aims can succcssli~lly bc acliicvcd (Saayn.lan, 

2002b: 187). 

Four factors of liutiian rcsourccs arc derived iiom thc abovc 

mentioned description (Gcrbcr CI nl.. 1995: 13: Saayliian. 2002h: 189): 

+ Thc cxtcrnal cnvironnicnt. 

+ The gucstliousc with its internal cnvirolili~cnt. 
+ The task. 

+ The individual cmployccs. 

Tlie various cxtcrnal and inter-nal cnviro~i~iicntal fi~ctors were argued 

previously in this chi~ptci- (ct'. Ti~blc 3.2 Rc Tahlc 3.3). 'flit task and the 
individual c~nployces subsequently arc dcscribcd: 



Chapter 3 : Aspects for 1)eveloping and Managing a Gucstllousc 

3.5.1.1 The task 

Tasks arc thc activi~ics cmployccs pcrfbrm. I t  must be tailor-madc for 
thc right individual. Thc owner-manager challcngcs cmployccs with 

ncw tasks so that they will stay motivated to work hard (Snayman, 

2002b:lW). A challenge is the lcvcl of difficulty at which tasks and 

n~otivationnl activities arc performed (Gerbcr el r r l . ,  1995: 13). 

3.5.1.2 The individual employees 

The owner-manager and tlie rccruited employees form part of the 
g~~csthousc's Iiunian resow-ces. Both tlie owner-manager and the 

cmployccs are part of the total guesthouse product. When focussing 

on crcating n scrvicc culturc and hospitable cnvironn~ent, tcamwork 

between thc owner-manager and cmployces is important (Kotler el r r l . ,  

1996:337). The productivity of the guesthousc will increase if the 
individuals have the right abilities and knowlcclgc (Saaymon, 
2002b: 189). 

For the purpose of this study development and managcmcnt of human 

resources have a dualistic nature. natnely: 

+ Characteristics of an owner-manager. 
+ Developnient and Inanagcmcnt of people employed by the owncr- 

managcr. 

Tlicsc two aspects will subscqucntly be discusscd. 
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3.5.2 CHARACTERISTICS O F  AN OWNER- 
MANAGER 

necessary to look at the individual (with hcrlhis unique psychological 

charactcrisrics) in inlcraclion with the situalion (Kroon & Moolman, 

1992: 15- 16). L u t h a ~ ~ s  (2002:4-50) uses the t e r m  Icudcr and manager 

intcrchangeably, and thcrcforc characteristics of>;ln owcr-manager .  a s  

sole proprietor (cf. 3.3.1) of  the gucsthousc, i~lcludc. Ibr tlic purpose 

of  this study, a combination of tllc follo\ring: 
+ The ability to bc a Icadcrimanagcr. 
+ The ability to bc an cnlrcprc~~cur .  

T o  have Icadcrship qualitics is not a cl~;lractcrislic that cvcry owncr- 

manager of a gucsthousc is bol-11 with. Leadership is a social influcncc 

process and can be taught or  tlcvclopcd (Saayman. 20021>:133). 

Leadership is the ability to pcrsuatlc othcrs to seek defined ot~jcctivcs 

cntht~siastically. For tllc purposc of this study h e  tcrm leadership is 

referred to within the context of  a relationship oricntarcd Icatlcrship 

style. The rclationship orientated approach centres on the pcrson: the 

person with hcrihis feelings, nttitutlcs, lilith. ideas and sentiments. The 
relationship orientated leader is democratic in relationships with 

subordinates and pronlotcs group interests (Saayman. 2002b: 133). 

The owner-manager usually is the person who i~lslitulcd the concept 

of the gueshousc  (Westwood, 2002) and thcrcforc Ilas cntrcprcneurial 
qualities. An entrepreneur is a n  intlivitl11al starting ;I new busi~lcss and 
who is willing to accept the related risks. The concept o f  an  

entrepreneur is hereditary clescl-ihcd :IS pcoplc wllo had Icatlcrship and 

mallagerial qualities, were cnlcrpris~ng and ivilling to lake risks, 
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altliougli not necessarily involved in tlic economy (Kroon & 

Moolman, 1992: I ) .  

Cliaracteristics of  an  owner-manager include a combination of the 

following leadership, managerial and cntrepl-encurid qualities (Kroon 

& Moolman, 1992:20-25: Wciliricli & Koontz, l994:2 1; Clierni~i, 
2002:245-250; Dossenbach, 2002:27-30 Saayman, 2002b: 147- 148): 

+ To be scI1-efficient. 
+ To communicate the goals and performance of tlic guesthouse. 

+ To keep promises and honour conimitmcnt. 
+ To share positive and negative information freely. 

+ To be sinca-ely interested in others' personal and professional 

needs. 

+ To have a consistently positive personality. 

+ To give credit where credit is due. 
+ To acknowledge and apologise for ow11 mistakes. 
+ To give people the opportunity to cxcel. 
+ To establish and upliold high standards of quality. 
+ To cultivate an interest in people. 

+ To have a personal and private connection to what gmsts and 

human resources necd, want and demand. 
+ To be innovative and creative. 
+ To motivate others to greatness. 
+ To be a role model to others. 
+ To plan, orgunise, staff', lead and control prc>ccsscs in the 

gucst11ousc. 
+ To practice authority and give direction. 

+ To have a positive sclf-image and a heallhy view of life. 

+ To have organisational and administralivc abilities. 
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To maintain bnlancc bct\vccn ol?jcc~i\.cs. priorities, antl spccilic 

circi~nistanccs. 
To l~avc tcclinical skills. 
To be a niastcr in  licriliis licltl. 

'To be scnsitivc. 

To havc driving po\vcr, pcr~c\~crancc and  cncrgy. 

To have a time-effective pcrspcctivc. 

To handle unccrtainry. 

To have an ctliical approach of intcfrity towards thc operations of 

thc gucslhousc. 
To have a hcaltl~y niindsct, skilful discretion. continucws studyins 

and infinite mindfi~lncss crcatc geniality. 
To approach life with guts antl courage. 
To be a good listencr. 

Lutlians (2002:7) identitics sclf-cSlicicricy of the owner-nianage~- as 

thc kcy characteristic to crcate a positive orgnnisntioni~l bchaviour. 

SclS-cSficicncy rcfcrs to iln individual's conlidcncc about Iierlliis 

capabilities to mobilisc the motivation, liunian rcsourccs and courses 

of action nccdcd to successfully exccutc a specific task within a givcn 
conlcxt. This dclinitiou deals with cllicicncy Tor accomplishing n 

spcci tic task (Stnjhovic & Lutlians. 199X:(1(1). 

Self-cft'icicncy is a leadership and managerial s~rcngth tl~at has the 
psychological capacity o f  dc\,cloping and cl'li.ctivcly managing a 

gucsthousc. l'ositivc organisational bcliaviou~. applies to human 
rcsourccs and  when adapted by the ownel.-manager. arc capablc of 

con~ributing to pcrrormi111cc improvcnicnt ol' the gucs~liousc (L.utlians, 

2002:7- 10). 
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3.5.3 DEVELOPMENT AND MANAGEMENT 
OF EMPLOYEES 

Dcvcloping and managing cmployccs can play a key rolc in ensuring 

that the strategic planning proccss of tlic gucsthousc is successful 
(Walkcr, 1996:3 14). Bccnusc gucstliouscs oltcn have similar products, 

tlic Iiunlan rcsourcc clcnicnt capturcs tlic succcss of onc gucstliouse 
ovcr anotlicr in many cascs and so gives tlic c r~~c ia l  co~iipctitivc cdgc. 
111 tlic dcvelopmcnt and managc~ncnt proccss of cmployccs the owncr- 

manager should think proactivcly in assessing tlie nceds of tlie 
employees and gatlicr up-to-datc information on issucs. trends and 

proposals upon which better dccisions can bc ~nndc (Knowlcs. 

1994:l 15). 

Sonic features of  tlic guesthouse industry can be idcnlified h a t  niay 

havc in~plications for dcvcloping and managing employees, na~licly 

(Knowles, 1094: 1 14- 1 15): 

+ Fluctuations in customer demand. Business fluctuates by tlic 
week, day and hour and tliercforc implies an irregular workflow. 

Tlic owncr-manager nccds to decide how to adjust labour supply 

to dcmand and in this rcspcct many gucstliouscs make use of past- 

lime or casual labour. 

+ l'he demand of lahour is direct. Labour is demanded in the 
gucstliousc for what i t  can producc. This means that productivity 
is based o n  personal ability and effort and there arc dif'Sercnccs 
bctwccn pcssonncl's output and tlic judgc~iicnt of capacities of the 

cmployccs. 

+ The subjective nature of standards. Uccause conccpts such as 

hospitality. scr\,icc and clcanlincss arc all ~iiattcrs of subicctive 
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judgcnicnt. this implies that c\,cry c~nploycc's output is judged 

subjccti\,cly. This aflccts Ihc o\\,ncr-~llanngcl. and cmploycc 

relationship. With tl~is relationship. rules require starldnrds and 

subjectivity mcans that standards arc open to intcrprctation. 

Ilowcvcr, in tllc absence oS standards, tlicrc is a potential for 
conflict. 

In an intlust~y whosc stock tradc is pcrsonal scrvicc, ~ I I C  succcss of tlic 

gucstl~ousc oftcn rcsts on the kind of cmploycc and how hc or shc 

pcrfonns a ccrtain job. 'The intricacy of dcvcloping and managing 
individual employees is incrcascd by the S:~ct lhat Inany unskilled 

pcoplc arc employed for cnt~y-lcvcl positions. oftcn will1 littlc or I I O  

training (Knowlcs. 1993:115). For thc pi~rposc of this study, 

de\~clopmcnt and managcmcnt of cn~ployccs consists ol'thc following 

proccsscs: 

+ Legislation. 

+ Rccruitnlcut. 

+ Training o f  c~nployccs. 

+ Evaluation of cmployccs. 

Thcsc proccsscs will be discusscci next. 

3.5.4 LEGAL ASPECTS O F  EMPLOYMENT 

Tile owner-nlanagcr is subduing to legal aspects in rclnt io~~ to the 

Conditions of Employment 

Act, No 75 of 1997. This act rcquircs the ourncr-mnnagcr to do thc 

following: 

+ Register with the Uncnlploy~ncnr Insurance (Act 03 of 200 1 ). 
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+ Rcgistcr with the Compensation Sor Occi~pntional lnjurics and 
Diseases (Act No. 130 of 1993). 

+ I land over u Small Busincss Conrract of Employn~cnt (Version I ,  
July 1998). 

Tlicsc legislation aspects will now bc discussed. 

3.5.4.1 Unemployment Insurance 

Thc owncr-manager registers with the Uncmploymcnt Insurancc Fund 
(Act 63 of 2001) bcforc employing employccs. Thc go\/crn~ncnt has 
established thc Uncmploymcnt Insurancc Fund in order to providc 
short-term sclicf to workers. 'I%c funcl providcs livc typcs or  bcnctits 
namely (Act 63 of 200 1 ): 

+ llnetnploymcnt bencfits. 

+ Illncss bcnctits. 

+ Maternity bcnctits. 
+ Adoption bcncfits. 

+ Dcpcndants benefits. 

Tlic owncr-managcr and thc cmployccs contribute to tlic 

Uncmploymcnt Insurancc Fund on n monthly basis. Thc government 
is thc undcruritcr of thc Fund and is cxpcctcd to proviclc assistance to 

thc Fund during times of high uncmploymcnt (SA, 2001). 

3.5.4.2 Aspects of the contract of en~ployl~ient  

Law rcquircs a writtcn service contract bctwccn the cmploycc and 

employer. The content of thc contract is as follows (SA, 1'398) : 
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Address of the owner-nianagcr and cn~ployec.  The physical 

address of both the owlier-malinger and the employee is stalccl. 

Com~nenccmcnt .  The date o n  \vliich tlie contracl will bcgin, is 

stated. 

Job description, Tlic Job title and task is clearly spccifieel. 

Termination of employtncnt. Either llic o\vncr-liianagcr or the 

employee can terminate the job co~iirne~iccnic~~l  o n  four wceks 

written notice. 

iLlcdical cxaniination. A cloclor ~iceds to perli)rlii various tests, 

including A I D S  ancl heart tests. 

Scrvicc hours. Specificalioli of star1 anel cncl ol'scwicc hours ancl 
breaks. 

Payment. The amount ancl process of ho\v rcniu~ietxtion will 

occu1-. 

Vacation Icavc. Allowmcnt of 14 working clays with full pay~iicnt 

during leave. 

Maternity leave. Usually a li~ncspan of 3 months. 

Public holidays. The guesthouse remains open on public holidays 

and an overtime payment is a way to thank cmployccs tbr working 
on that day. 

Bonuses and incentives. For cxamplc a 13'" cheque. 

Pension fund. The guesthousc crcalcs ;I pension Si~nd to which tlie 

gueslho~~sc p a y  a cerri~in pci-cclltagc lol. tlic ci~~plvyec and llic 

crnployce pays tlie othcr part. 
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+ Private telephone calls. Set ccrtaln codes regarding usage 01' 

telcplionc and dctluct the account lor personal calls horn eacli 

person's salary every month. 

3.5.4.3 Compensation of Occupational injuries and 
Diseases 

The law rcquircs the owner-manager to register with the 
Compcnsnlion for Occupnlional irilurics and Iliscascs (Act No. 130 of 

1993) wlic~i cmployces sign a Small Busi~icss ('ontract of 

Employment. 

An cniployee is entitled to the bcnclits of this Act \ ~ b c n  a casualty 

(in.ju~y or disease) occurs ~hrougli tlic pcrlixmance of tasks on tlic job. 

The law requires a spccilic casualty lo stelii from a specific 
occurrence that has a &finite time, place and circumstnncc bcl'orc 

paying compensation (SA, 1993). 

3.5.5 RECRUITMENT 

I<ccr~~itment is n proccss o I' seeking out and  attempting to attract 
individuals i n  external markets. \~ : l~o  arc capablc and  interested in 

tilling available job \.acancics. Tlic dcgrce of owner-manager 
involvement cleterniincs the number ol' personnel needed (Saayman. 

20027: 1873. A f  er strategically planning l i w  currcnt and li~turc 
rcquircmcnts of employees. lhc o\\.ncr-tn;ln;1scr initiates rccruitmcnt 
aclivitics in ortlcr to lind the   no st s~~i tab lc  person li)r thc position 

(Br-iiln~ner, 3000: 19). The rccruit~ncnt process involvcs the following 
(Saayman, 2002b:Z 18-2 19; Slabbcrt, 200 1 : 3 3 ) :  
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Find qualified applicants. To recruit effectively. the owncr- 

manager needs to find qualilied applicants. S o u ~ e s  include walk- 

ins, schools, private cmploymcnt agencies and promotion of job 
vacancics in various media forms. 

Ask applicants to complete an application form. In the 

application form, qualitications, training, expcricncc, personal 

characteristics and references arc stated. 

Follow up the references. After tlie references are followed up, a 

shortlist of potential recruits is compiled. 

Invite successful candidates for a final interview. Tlic linal 

interview is intended to adclrcss topics such as job description. 
salary, hours and leave. The final intcrview gives both the 

interviewer and intcrvicwec tlie opportunity to ask questions about 

uncertainties. 

Assess the recruit options. Tlic interviewer should consider 
whether the particular applicant is presentable to guests, tit for the 

job, skilled and trainable. 

Recruit the successful applicant. Tlic succcssfi~l applicant is 
then rccruitcd on a probation period. When thc probation period is 

successfillly completed, the individual could bc hired on a 

permanent basis. 

3.5.6 TRAINING OF EMPLOYEES 

Thc White Paper on Tourism (SA, 1997: 14) notes that employees 

must have appropriate skills a~ id  experience and can gain these 
through cclucation and training. Training a ~ ~ d  tlcvclopment of 
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employees arc needcd to Iirstly. cnsurc a Iligh Ic\cl ol' service to all 
tounsts and secondly, cnable cmployccs to iniplen~cnt the stipulated 

plan. Each cmploycc is trained In thc area 111 \vliich tlicy are employed, 

but niust be multi-skilled and flcxiblc to do ta5ks In otlicr nrcas whcn 

one of the other employees are absent or not able to perform tasks. 

This enhances a fccling of tcamwork (Van dcr Waldt, 2000). 

Training and dcvclopmcnt of cmployccs is a planned process to 

incrcasc the performance of current or f ~ ~ t u r c  cmployccs by teaching 
them the ability to pcrrorm as well as new performance abilitics and 

skills (Schuler & Hubcr. 1993:5 12). The proccss consists of thc 
following steps (Scl i~~ler  & tluber. 1003:434-435; Ar~i~strong, 
1995: 155; Saayman. 2002b:223): 

+ identify and define training needs. This involves assessing the 

employce-team to dctcrminc their indivitltial nccds to acquire new 

skills or abilitics, or to improve existing competcncics. 

+ Define required standard. The owncr-managcr dccidcs what 
skills and knowlcdgc have to be learnt by individuals. Individual 

attitudes arc dcvclopcd to rcncli an appropriotc service standard 

and to familiarisc tlicni wit11 the missio~i and vision of the 
guesthousc. 

+ Plan training programmes. The learning cxpcricnces are 
prcsentcd by using a combination of training tcchniqucs. Tlicsc 
techniques can inclndc tlic following: 

Q Vestibule training. in whicl~ the employec works in a 
simulated environment to achie\,c the skills required on 

tlic job. 
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0:. On-the-job training, in which spccilic learning objcctivcs 

are established and integrated with the tasks. 
*:* Outside training, in  which, for example. rhc cook is sen1 

on a chef course to train in the art of fine food 

preparation. 

*:* Apprentice training, i n  which the new clnployec observes 

a cun-cnt cmployce performing the tasks. 
*:* In-liousc training may include activities sucli as 

orientation ol' new cmployccs, technical skills training, 

familiarisation with all the facilities and equipment, tlicir 
acquired tasks, mission, vision, philosophy and ethics of 

the g~~eslliousc. 

+ lmplenwnt the training. The owner-manager decides on a 

combination of training programmes and implements i r  (cf. 3.2.6). 

'Training and developing of' cmployccs add vnluc to tlic employee's 
position i n  the gucxtliousc, because the process creates new 

opportunities for both tlic employee and owner-manager (Wcstwood, 

2002). 

3.5.7 PERFORMANCE APPRAISAL 

A gucstliousc, as a small non-tinancial business (cf. 3.3). ciocunients 

performance of cmployccs for legal reasons and tlicrcl'orc uses a 

formal approach to performance appraisal (Miner 6i Crane, 1995:243). 
I'crl'ormancc appraisal is lined-up behind strategy dcvclopnient and 

strarcgic control (Miner 6i Crane, 1995:238). 

The appraisil of performance of thc individual is a basic task 

pcr1i)rmed by rhc owner-m;uiager (Gcrber 01 trl., 1 W5:2 1 1 ; Brii~iimcr, 

129 
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2000:19). Once job performance has taken place. Ilic appraisal and 

rewarding strategies measure lhc c fkc t i~cncss  of that pcrformnncc. 

assess its value and provide and appropnatc reward, or punishnlcnt. as 
payment (Schuster, 1985:467; 13ernardin Jt Ilusscll. 1098:76-77). The 
perfol-~nancc appraisal strategy measures the pcrfhrmance climate and 
the rcmuncration stmtcgy rcwartls the pcrli)rnlancc. I'crformancc 

appraisal and rcmi~ncr:~tion have direct influcncc on mot~vation of 

employees to achieve the gucsthousc's goals (Gcrbcr et (11.. 1995: 

21 I ) .  

Appraisal n m n s  to measure and cvaluatc against n stanrlartl of 

performance. Rewarding means to rcpay equitably fi,r services, il l  

rclation to the quality of service pcrliwmcd by the employee. The 
rcward rcinl~orccs the hchaviour antl provides motivation for 

behaviour i n  the future. Dcrivcd from this argumentation. the 

appraisal strategy measurcs pcrformancc accurately and the rewarding 

strategy rewards performance equitably. In not doing so, human 

resources will not be motivated to achieve objectives of' the 
guesthouse in the f i~ t l~rc  (Schustcr, 1985:407). 

Performance appraisal can cvaluatc thc following ((icrbcr ct rrl.. 
1995:2 12-2 13): 
+ The beliaviour of cmployccs: thc proccss of lww they carry out 

the task. 
+ Pcrfo~.mancc I-esults: the proccss of how \vcll cmployccs met the 

.job requirements. 
+ A combin:~tion ol'tlic above. 

Tlic criteria against which pcrliwmancc is mcasurctl slioi~ltl nicct tlic 

following requirements: 
+ 'The critcria arc linkcd to thc a ims  oftlic g l ~ c ~ t h o ~ ~ ~ c .  
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+ The critcria are linked to the job. 

+ Thc critcria consider employee needs. 

The q~~itlity of tlic appraisal strategy and criteria dctcrmincs t l ~ c  

productivity of human rcsourccs in the fi~ture (Sch~~ster ,  1985:467). 

3.5.7.1 Performance appraisal methods 

Appraisal mctliods have both administrativc and motivational uses. 

Tlicre arc various appraisal methods such as (Schuster. 1985:470-476; 
Saaymnn, 2002b:232-234): 

+ The checklist method. 

+ Tlic rating scale ~ncthod. 

+ The interpersonal comparison and forced distribution method. 

+ The trait appraisal method. 

Schustcr (1985:482) sccs the above mentioned appraisal processes as 
problematic: "in spite of t l~c  growing recognition of tlic s~b~jcctivity 
and bias built into strategies that rate personal chal-nctcristics. most 

rating scales arc trait-orientated rather than job-01-ientntcd". Schuster 

suggests a five-step pcrformancc appraisal programme. based on an  

approach by Pctcr Druckcr, a leading rcscnrclier in the field of 

managclncnt. This approach to performance appraisal is called 

"Management by Objectives and Self-Control" and tlie steps include 
tlie following (Schustcr, 1985:476, Druckcr, 1987: 122- 125): 

+ The individual discusses the job description with the owner- 
manager and both agrcc on the job content and the importance of 

the m21jor duties. 

+ The individual cstablishcs performance targets for cacli of' the 

responsibilities in tlic forthcoming period. 
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+ Thc individl~al meets with the owner-managcl. lo discuss the 

individual's target 171-ogramme. 

+ Checkpoints arc cstablishcd lix progress cvalualion and ways of 
measuring rhc process arc sclccted. 

+ The owner-manager and rhc i~idiviclual cnlploycc niccts at the end 

of the pcriod to discuss the results of  the individual's crfort to 
niect tlic targets prc\!iously csrablishctl. 

This process enables the intli~idual employcc to bc intrinsically 

motivated in working towards goal achicvcmcnt. Tlic owncr-manager 

can cniphasisc a relation bctwccn appraisal o r  pcdormancc against 
ob~jcc~ivcs and dcrc~-minnr~un of incenrivc honuscs. Ilcncc tlicsc two 
arguments, the individual i x  morivarcd in ~woli)ld dimensions. 

3.5.8 SYNTHESIS 

From the abovc argumentation i t  seems that the lhllo\ving arc 

important aspccts of human rcsoiIrcc for dcvelopi~ig and nunaging a 

gucsthouse: 

+ Characteristics of an owner-manager. 

+ Developing and managing employees. 

+ Incorporation of legal aspccls of' cnlploy~~icnt in rhc managcmcnl 
of the gucsrl~ousc. 

+ Kccri~iting 111c riglil pcrxon fi)r [he rig111 posi~ion. 
+ Training unlployces lo be mulri-skilled in rask pcrli)rmoncc. 
4 Using pcrli)~-mancc appraisal Icch~~iqucs lo c\.alualc [lie p~.occss ol' 

how tlic cmployec carries ol~r thc rnsk. 

IIumnn rcsourccs arc necessary for 111c pliysicnl operalions ol' Ilic 

guesthouse. Operational aspects arc argued ~icxl.  
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3.6 OPERATIONAL ASPECTS 

The basis for opcrating n gucsthousc lies williin a systcnis approach 

(Joncs 6: Lockwood, 1905: 17). Tlic systc~iis approach rclnlcs dircctly 
to dcvcloping. innnagil~g, and stlxtcgic plalining of' Ihc operations ol' 

thc gucstl~ousc. The syslcms i~pproach li)r operating a gucstliousc is 

discussed i n  terms of thc following: 

+ Operational hard and sofi systems. 

+ Pre-an-ival of guests. 

+ Thc arrival of guests. 
+ Administrational procetlurcs. 

+ Departure of guests. 

+ Acccssorics and unique scrvices. 

3.6.1 OPERATIONAL HARD AND SOFT 
SYSTEMS 

The systcms approach for the gi~es~housc industly is suggcsted as a 

sofi syslcm, with operational integration of hard syste~ns. Within the 

Sramcwork of a sof system. tllerc is l i ~ l l  scopc l i~r  applicatio~l of Ilard 

~ncthodologics, which incorporates aspects of financial budgets (cf.. 

3.3.4) and price of thc gucslllo~~se products (cf: 3.4.6.2). Given the 

occurrence in most problem si~l~aliuns ol' both tcclinical a ~ i t l  liu~nan 

dimension, a hybrid of llartl and sol1 sys~c~iis  ~ncthodologics will give 

the best solution for gucslhousc operalions ('rc;lrc. I996:60 in reaction 
lo an articlc published by Kit-k, 1095: 13- 10). C'haraclcrislics of hard 
and soft syslems are concluded in  Tnblc 3.1 1 (Kirk. 1905: 14 as 

adapted from a systems approach methodology dc \~ lopcd  at  Lancastcr 
University in 198 1 ) .  
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Table 3.1 1: Characteristics of operational hard and soft 
systems 

*:* I t  has prccisc objectives. Q I t  has no agrecmcnt about 
prccisc vbjcctivcs of the 
system. 

*:* I t  can bc cxprcsscd in O I t  can bc cxp~csscd in 
quantitative tcrnis. qualitative terms. 

0:. I t  can predict change in *:* I t  is uscd in rclation to 
various cnv~ronmcnls. l i~~nian  activity. 

*:* I t  can producc a convergent *:* I t  provides a range of 
solution to cliangc. cclually valid alternative 

solutions. 
*:* I t  may bc dcvclopcd tlrrougli 

mathematical equations and 
Droccsscs. 
I t  has a prccisc ~ncasurc of 
out uts. 
I t  cnipliasisc the probability 
of o ~ t p ~ ~ t s a s  a rcsponsc to ;I 

chan rc in in 3ut. 

03 I t  nccds i~ivolvcmcnt of all 
tlrosc nffcctcd by the 
svstcm. 

Q I t  conccrns tlic unicluc 
fcat11rcs of tllc gllcslllousc. 

03 I t  itlcntifics gaps bctwccn 
inputs mid outputs. 

Consequent from tlic characteristics of opcrntional hard and soft 

systems givcn in Tablc 3.1 1 tlic outputs of a gucsthousc rcsult 1i-om 

tlic stratcgic planning proccss, which arc implcmcntcd and operatccl 

bccnusc ccrtain inputs arc proccsscd. Inputs arc those opcrations that 
makc the system li~nction (Saayman, 2002b:40). Jorlcs and Lockwood 
( 1  995: 17) proposc scvcn input arcas that arc common to all scrvicc 
operations: 

Assct perfol-ma~lcc. 

Employcc pcrforma~icc. 
Llcniancl of guests. 
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+ Productivity. 

+ Service. 

4 Income. 
+ Quality. 

The rationale for identifying tlicse scvc~i  inputs liec in the assumption 

of tlircc main c o ~ i i p o ~ i c ~ i t s  ol' nn operalion, nanicly (.lo~ics & 

Lockwood, 1995: 18): 
+ I'liysical assets (l'ncilitics, ccl~~ipment and financial asscls). 
+ Employees. 

+ Gucsts. 

Interaction bclwccn tlicsc components p r ~ d i ~ c e s  marc opcratiori;11 

areas. For cxamplc, interaction bctivccn gucsts and cnlployccs results 
in service. Decisions about employing physical nsscts to perform 
operational filnctions arc an issuc of productivity. The opcrational 

process neccssitntcs tlic transfcr of funds ti-om tlic gircst, hence 
incoiiic and tlic combination of assets, cmployccs and guests identify 

quality as the seventh opcrational input area (.loncs & Lockwood, 

1995: 18). 

To yield operational inputs tlirougli a proccss to operational outputs, 
taken tlic above mcntioncd operational aspects into consideration, the 
following operational 131-occsscs will bc discussccl: 
+ Pre-arrival of  guests. 
+ Arrival of  the gucsts. 
+ Operational adniinistrntio~i proccdurcs. 

+ Departure of tlic ~ L I C S I S .  

Acccssorics illid t~nicli~e scniccs .  
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3.6.2 PRE-ARRIVAL OF GUESTS 

Prior to arrival guests cl~oose a guesrliouse to patronise. Tlic nccds, 
wants and demands of gucsts as well as the value for money they 

rcccivc for the total guesthouse product plays a role in the guest's 

decision of which gucstl~ousc to patronisc (cf: 3.4.1 ). Other factors 

that may affect the guest's choice can include previous experiences at 

the guesrhouse, advertisements, rccommendations, location of the 

gucstliousc, tlic tclcphonc reccprionist's description of rhc gucsthousc 

and rhc case of making reservations (Knowlcs, 1994:99). 

Guests often have their first contact witli tlic gucstliousc by rclcphonc. 

With this tclcplionc call a distinct impression ol' the gucstliousc is 

registered witli the guests and calls fur cxccprional rclcphonc manner 

and accentuates the importance of prompt and courteous attention to 

all calls (Walker, 1996: I 1 1 - 1  12). The gcncral attitude, efficiency and 

knowledge of [lie person answering the tclcplionc may influence tlic 

caller's decision ro stay (Knowlcs, 1994:99). When 11scd corrcctly, 

the tclcphonc can be a n  effective tool to help build constructive 

relationships between guests and personnel, which includes tlic 

owner-manager and other c~nployccs (Slabbcl-t, 200 1 :2 1 ). 

The image of'the gucsrlio~~se is CI-eared rhrougl~ voice alone during a 

tclcphonc conversation to gucsts and it is rhcrcfore important ro 

clioosc words c:~rcfi~lly. The following nspccrs arc important when 
speaking over Ihe Icleplionc (Slnbberr. 200 1 :2 1 ): 

6 Clarity of voice. A clear voice cases telephone communicarion 

and liclps to convey information clearly and corrcctly. 

6 Prompt answering. Letting the phone ring no more than t1i1-cc 

times, ensures ~ h a l  rhc gucsts don't wait unnecessarily. 
- 

I36 
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Identif) the gucst's ncctls. 111 asking open-clltlctl questions such 
as ivliat'? wlicrc'! when'! and why? con Ilclp determine what guests 
nccd, want anti dcmantl during thcir stay at the gucstlioi~sc. 

Write down inforn~ation. A \\)I-iting pad and stationery at hand is 

a way to group information that is usi~ally bound to get lost. If 

ncccssary, read back tlic rclc\.ant details to conlinn accuracy. 

Call back. The tclcpllonc is an  ideal way to kccp gi~ests informed 

of progress on tlicir bookings. Wlicn a person leaves u mcssagc. 

tlie call should be rctilrncd within 24 hours. 

Finishing the convcrsation. The gucst is tliankcd at tllc end oS 
tlie convcrsation for tlicir call or business. 

The teleplionc answering n~achinc. A warm ant1 friendly prc- 

rccordcd message leaves a good impression o ~ i  tlic cnllcr and 
chccking the machine regularly for ncw mcssagcs hclps thc 

owner-managcr to rcccivc the callcr's mcssagc in rclurn. 

When gucsts makc a tclcphonc call to the gucstliousc. often i t  is with 

the intention to makc a reservation. Some gi~csts niay be shopping Sor 

thc best value for ~i lo~icy and i t  is tlicrcSorc essential Ibr tllc tclcphonc 
rcccptionist to cfkctivcly sell the gi~csthoi~sc hy c~iipliasising it's 

advantages ovcr tlic competition (cl'. 3.4.6.4). Most of the 

accommotlati~n rcs~rv;ltiolis ; I ~ C  I ~ ; I ~ C  pre-arrival 01' 1 1 1 ~  guest arid tlic 

clcsircd outcome ol' this process is to cxccctl the guest's cxpcctntions. 
Proper handling of rcscrvation inlhrrnation can he critical to the 
success of tlic guesthoi~sc hccausc of the actual and potential rcvcnuc 
gencratcd. Rcscrvations can also Iiavc ;in cl'lcct on the ow~icr- 

manager's strategically planni~ig proccss a~ ld  liclp to ilnticipatc 
decisioti-tilaking. 'fllrougli strategically a~lalysing rcscrvation 
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information, the owner-managu can clcvclop a n  i~nclcrstantling of the 

gi~cstliousc's reservation pattern, target market and needs of guests 

(Knowles, 1994:99; Walker, 1996: 1 1 1 ). 

There are various ways in which gi~csts can make rcscrvations within 

the gucsthousc indust~y. The three most common sources of 

I-cscrvation transactions arc (Knowles, 1994: 103; Walker, 1996: 1 1 I): 

+ Central reservation systems (CKS): A large proportion of  

guestliouscs belong to one or morc CRS. A basic type of CRS is 
called non-alliliatctl reservation network. This is a subscription 

system dcsigncd to conncct independent non-chain guestl~ouscs 

and enable owner-managers to enjoy the same benefits as, for 

example, affiliated chain hotels. South-African organisations that 

owner-managers can subscribe to include GtIASA, BABASA, 

FED1 IASA, NAA-SA, GAA and state tourism agcnts (cf. 3.4.6.3). 

Non-affiliated systems usually assume responsibility for 
advertising the gucstliousc, its services and facilities and may i ~ s c  

computer networking to connect the CRS oflice witli the member 

gucsthouse. 

+ Intercell agencies: An intcrecll agency is a CRS that contracts to 

handle morc than one product line and may include travel agents, 

tour operators, retail travel agents, car rental companies and 

confcrcncc brokers (cf.3.4.6.3). Although intcrccll reservation 
agencies may channel their reservation rcquests through a CRS, 
they also may be able to communicate directly witli the individual 
gllcstllollscs. 

+ Guesthouse direct rcservatio~is. A largc proportion of 

reservation transactions are handled clircctly by the gucstliousc 
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and arc dcscribccl as guealhousc direct rcscrvalions. 'These 

rcscrvations may originale l'roni a variety ol' sources. I'ur cxa~nplc 

tclcplionc (fax, telex. letter and c-mail). rcl'crral SI-om ano~licr 

guesthouse and walk-inns. 

The receptionist should makc clear lo all gucsls. ('RS and inlcrccll 
agencies when making rcscrvarions what is included in the priccs 
quoted for accommodation, mcals. rcf~~cslimcn~s and  additional 
scrviccs (Tourism Grad i~~g  Council ol' Soulli Ali-ica, 2002). The 

receptionist needs to take down a nun~bcr of i~iiportanr details when 

making rcscrvations, I'm example: date ol' arrival and tlcparturc. lypc 

of rooni requcstcd, intended method 01 '  payllicnt. personal dctail, 

nicals requiremenls and  any  otl~cr special rcclucsts (Slnhhcrr, 200 1 :24). 

A deposir of citlier one night or 50%, of tlic price paid for llic wholc 

stay can bc chargcd ro niinimise and cliscourngc lion-show-ups of 
gucsts. This is done by obtainil~g the guest's credit card number, 

wl~icli may bc cliargcd auloniatically. Anollicr Ibnn of prcvcnling 

guests from making a reservation and lhcn no1 showing up and 

thercforc kccping lhc rooni occupiccl and in doing so blocking other 

potential business, is charging an advanccd payment. Asking gi~csts to 
pay the amount into thc bank accounl of' thc gucstl~ouse and fax tlic 

deposit slip back to t11c gucstliousc is a way to reccivc the ndvancc 
paymcnt. The reservation is conlirmed by returning a confirmaliori 
slip to tlic gucsl by mail or Sax (Walker. 1096: 1 I I ). 

In ordcl- to guidc the I-escrvctl guests to 111c gucstliousc and encourage 

potcntial walk-inns, thc gcncral appeal-ancc ol'tlic gucsliiousc cxtcrior 
. . 

is very important. A \\.ell-ma~ntatl~cd guesrhousc exterior may 

encou~-age walk-inns and can c~ca te  a positi\.c first impression u~licn 
gucsts mi\ c. The o\\;~ier-~i~a~!:~gc~. niiglit ~iee(I lo gi1.c altcntion to llic 

- - - - . . . .- - - - - - . - --- - - - - - -- 
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following factors prior to the arrival of gucsls. concerning llic exterior 

of  the guesthousc (Tourism Gr;ding ('ouncil of South Alika, 2002): 
+ The gucstliouse should be easily acccssiblc and signs should be 

clcnrly visible. 

+ Buildings sliould rcflcct wcll-mainlaincd stone or brickwork and 

also reflect paintwork of sound condition. 

+ All paths sliould bc well l i t  a ~ ~ d  clcar directional signagc sliould bc 

provided to guide gucsts to the entrance. 
+ Gardens should have n tidy and attrncti~e appearance throughout 

tlic ycar. 
+ The drivcway and cnllxncc should 1x2 well maintained and cluttcr- 

f'rcc around the service area. 

3.6.3 ARRIVAL OF GUESTS 

The guesthouse sliould bc open for busincss on every thy of the ycar 

~lnlcss clearly intlicatcd otliel-wisc, closed for refi~rbish~iicnt or only 

offers scasonal accommodation. Upon arrival of gucsts, a Iiospitable 

busincss relationship is cstablislicd bctwccn tlic owner-lnan;lgcr and 

gucsts. (bests arc wclconicd in a warm and friendly Inanncl- by tlic 
owner-manager or a capable and well-trained employee with a liclpful 
attitude upon arrival. Iliscriminntio~i lo accepting guests based on their 

race, etlinicity, physical or mental condition is l~nacccptable in the 

guesthousc industl-y and rcflccts all inhospitahlc cn\,ironmcnt and a n  

unsavouly cliarnctcr (Knowlcs. 1994: 100: Tourism Grading Council 
of South Afiica. 2002). 

Procedures to follow up011 rile a l u \  a l  ol' gl~csls Inily incluclc tlic 
following (Knowlcs. 1994: 100; Walker, I900: 1 13; Slabhcrt. 7001 :27- 
28): 
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+ Ask guests to register. Registration sliould be prompt and a 

tliorougli check-inn because many guests arrive tired at  the 

g~~cstliousc after their journey and don't nrnnt to spend time filling 

in registration forms. The ideal is that tlic owner-manager or 

receptionist completes the rcgistration form prior to arrival, based 

on inlormation derived from the gucst when making tlic 

reservation. The gucst can double-check the rcgistration form. 

confirm departure date, meals wanted and any special prcfercnccs, 

and then personally sign it .  The law requires full name, nationality 

and date of arrival for every gucst older than 16 years. Obtaining 

the ciir rcgistration ensures further security if there is any distress 
concerning the gucst. 

+ Check intended nietliod of payment. The intended method of 

payment is an important concern and the validity of i t  should be 

checked before a guest departs or uses any paid scrviccs or 

facilities in the gucsthousc. Credit card and cheque transactions 

can be verified by the bank to safeguard the guestliouse against 

expired or unvalucd credit cards or chcqucs. An additional 

safeguard regarding tariff payment can be to ask guests to 

complete a credit card voucher and sign i t ,  and then cntcr tlic linal 

m o u n t  at the guest's end of stay. 

+ Allocate roorn and offer assistance with luggagc. Offering help 

with luggage. removing i t  from the trunk and taking i t  personally 

to the guestroom is an excellent opportunity to tlcmonstratc the 
quality scrvice of the gueslliousc. Showing guests to their rowis is 
an clcmcnt of personal set-vice and an opport~~nity to get to know 

the guests better. 



+ Farniliarise gucsts with their new serrouatlings. The 

\vhcrcabouts of' the gucstliousc's 15cilitics antl recreational 

activities arc shown to gucsts olicr u room is allocated to them. 
The operations of tcclinologics offered, i'or cxamplc television. 

coffee filter, air conditioning and rcccptio~i/scnd of c-mail, arc 

explained to guests. The timc mcnls arc scrvcd, procedures 
concerning security and safety are highliglitcd antl guests arc 

reassured to inquire when they ncctl :I specific service. This is also 
a good time to tell guests about ollicr tourism activities in  the 

vicinity of the gucstliousc, for cxamplc restaurants, walking trails. 

shopping ~iialls, availability of car rental companics, picnic spots, 

museums, cultural Iicsitagc gardens, aiiiuscnicnt parks, gallcrics, 

watcrfro~it developments and marines. 

The owner-manager often gains infomiation regarding the profile of 

gilesls when chatting to them. 'The right timc to start a conversation is 
a discrete decision antl dilfbrs li.om guest to guest. A conversation 
with gucsts during their stay is a mctlwd of finding out tlicir reasons 

for choosing tlic specific gucstliousc, tlie market segment they 

disembark from, and what they need antl demand in  a way that will 

encourage tlic~ii to return tlicir visit to tlic gucstliousc (Knowles. 

1994: 100; Slabbcrt. 200 I :2X; cf.3.4. I ). 

3.6.4 ADMINISTRATIVE PROCEDURES 

Administration is the systematic lixalion, assimilation and provision 
of infomation i~scd by owner-managers fi)r tlie cffcctive planning and 

execl~tion of' managesinl dutics (I'scller Rr Engclhrcclit. 2000:33). 
Opcrati~ig and ad~iiinistrating a guestllo~~se is almost a 24-hour 

function. A contact nu~iihcr slioultl bc a\ailahlc \\,lien tllc rcccl>tion is 
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closed somc hours of the day or night. This ensures that potential 

guests can make a reservation or cnquiry any time. 

The administration function may rcquil-c the owner-manager to apply 

the following: 

+ Makc reservations lor guests at otlicr tau-ism services and 
fr~cilitics. 

+ G L I C S ~  s;~fety a d  safckccping ofvaluablcs. 
+ Explain the handling proccdul-cs of val-iot~s bedroom keys to 

guests. 
+ Give gucsts a wake-up call in the niornings. 
+ Uistributc mail, Incssagcs and I.axcs. 

+ Ensure tllrough proper housekeeping thnt a high standard of 

clcanlincss is mai~itnincd througho~~t tllc g~~csthousc. 

These atlministt-ational li~nctions will he discussed ncxl 

3.6.4.1 Reservations at other tourism services and facilities 

GllASA as well as the NAA-SA consider to bc standard scrvicc to 

assist gucsts with rcscrvations at regarding travel, ~ranspol-t 

entcrtain~ncnt and accom~iiodation at the next destination. Foreign and 
do~ilcstic tourists often have little information regarding the arca 

where the gucsthousc is located and the owner-manager nccds to be 
prepared lo provide tlicni with sucll in1i)rmation (Ilcnning & 

Willcmsc, I999:92). 

A sign of quality scrvicc is an  organiscd tiling system or display 

s h e l t a  thnt makes provis~on for to~~risni-related brochures, 

infomation cards, maps and the month's tourism cvcnts that takc 

place. G ~ ~ c s t s  must be able to takc a hard copy of the given 
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inforniation with thcm liom 11ic sliclvc or lilc. A sclf-compilcd and 

up-to-date tourism rclatctl hroclit~rc is all cl'li.ctivc way to convcy 

information to gi~csts and gi\,c a n  extra personal touch to tlic 

gucsthouse. and i t  can also scr\,c as a promotiolial tool (cf.3.4.6.4). 

Such a brochure can provide the Ibllon.ing inli,rmation (Aslimolc, 

2002): 
+ Geographical infomation about the arca wlicrc tlic guestliousc is 

located. 

+ Interesting I'acts about the gucstliousc and it's owner-manaw. 

+ 1 listorical inkmiation about the to\rnIcity. 

+ Tourism services and  facilities off'crcd by the lown!cily. 

+ Cuucnt rccrcational activities in the vicinity. 

+ List of scrvicc-accrctlilcd organisations and  hl~sincsscs. 

In providing guests with information about tourism and recreational 

det:~ils, the owncr-managers can help to scr\.c as an cduc:ttor to tlicm 

concerning Ihc c ~ i ~ n l l y  and lourism products i t  Iias to offer (Ashmole. 

2002). 

3.6.4.2 Guest safety a ~ ~ d  safekeeping of valuables 

Protection of guests and their propcrty is ;In important part of 
guestliousc operations. The owner-manager is responsible for taking 
all the rcasonahlc prccnurions to protect gucsts from robbery, arson. 
rape and otlicr kinds of assaulr (Walker, 19%: 123). A strategically 
placed close circuit camera in public spaces and a security guard in 11ic 

parking arca arc possible urays to monitor guest salbty (Weissinger. 

2000: 127). 
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Safc kccping facilitics are a service, which provide secure kccping of 

any vnluablcs ranging from money, travcllcr's cliccli~es, passports. 
stand-over luggage and tircarms of the gucst. Strict control ovcr thc 
sat? kccping arca is associated with security tncasurcs of the owncr- 

nlanascr and crcatcs a scnsc of' trust bctwccn guests and the owncr- 
managcr. A rcccipt is issi~cd whcn valuublcs arc rcccivcd for 

safckccping. The rcccipt clearly mentions the valuables or anloilnt of 

Inoncy that is handed over. This prcvcnts misunderstanding in the 

SLI~LII-C and protects both gucsts and thc owncr-n~anagcr (Hcnning & 

Willcmsc, 1999:93; Wcissingcr, 2000: 127). 

A gucst cntcrs a contract with the owncr-managcr whcn staying ovcr 

at a guesthousc. Thc terms of the agrccmcnt will dctcrn~inc the lcgal 

rights and obligations ot'both parties. I t  is comnlon practicc to put up 
a noticc "At own-risk" at gucslhouscs. This sign can form part of the 

registration I'ol-m that gi~csts sign or i t  can hc pill up on a wall outside 

thc gucsthousc. ~I'liis implies that the agrccmcnt is that gucsts LISC 

facilitics al thcir own risk. Any damagc si~ffercd by guests bccausc of 

tlic owner-manager's ncgligcncc will thcn bc at thc guest's owns risk 

and the owncr-managcr will not bc liablc for i t .  Shoi~ld the agrccmcnt 

not providc fhr an "at own risk", t l~e  owncr-lnallagcr, will bc liable to 
the gilcst for damagc causcd lo thc g t w  ~ C C ; I L I S C  of thc owner- 
manager's ncgligcnce. In this regard. the owncr-~nanagcr must takc 

rcasonablc precautions to prcvcnt any damagc to bc suffkrcd by gtlcsts 

(King's Car I lire (Pry) Ltd vcl-si~s Wakcling 1970 4 SA 640 N). 

In thc casc of' sakkccping a n  agrccmcnt is in clTcct rcachcd in terms 

of which thc owner-managcr will hold the guest's property in 

safckccping. Again a tcrm of the agrcemcnt can be that i t  is done at 

the guest's own risk. If' not. the owncr-managcl. will be hcld liable 
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should the guesr sulf'er any damage \wausc  of ~ h e  o\v~lcr-~nanagcr's 

ncgligencc. The ownel--manager will also be liable l'or damagc 

suffcrcd by Ilic gucst bccausc 01' negligcncc ol' the cmployccs. if rhcy 
acted within the course o f  ~licir cnlploymcnl during \he gilcsl's shy .  

Liability for such damagc can also be cscludcd hy inclutli~lg an "at 

own risk" rerm i n  [lie cniploy~ncnl conlracl (King's C'ar I lire (Ply) Lttl 

versus Wnkcling 1970 3 S A  6-10 N ) .  

3.6.4.3 Handling of kegs 

A gucstliousc usually gives our one key per gucsrroom. If ~licrc is 

more than one gucst i n  a soom, a second key may be issued. Keys 

could bc kept at tlic front dcsk on a sack, i l l  rllc room's mail slot or in 

a locked key cabinet or drawer bcncarli rlic konr dcsk of thc 

guesrliousc and gscat care is rakcn {'or rlie security of guests lhat Ihc 
key is nor given our incol-rcclly. (Wcissingcr, 2000:80). 

Kules applied ro keys arc nssocia[cil will1 security mcasurcs o r  Ihc 
owner-manager and avnilability of cmployccs operating rhe fsont 

desk. A disadvantage of keys Icncing [llc pscmiscs is rhar 11ic key can 

get lost, which makes lock ~q~laccmcnr  Ilcccssary. An acIvan(ngc of a 

system which allows gucsls lo rake rhcir roo111 keys ol'f [lie premises, 

is that employees don't ncctl lo \\.ail li)r lllc 1 x 1  guest to return each 

cvcning before going off'tluly ( I  lc~lning Xr Willunsv. IOO9:9?-93). 

3.6.4.4 Wake-up calls 

Wakc-up calls arc a scl-vicc rhar contl-iburcs to gucsr sarisfaction by 

taking the onus of gucsrs lo wake up on time tlicnlselvcs and are 

skmdartl lo nioal gucslhousc c~l;ll~lisll~lic~irs. Mismanaging ol' [his 
- - - - . - . - - . - .. . ..- . .. -. - - . .. .- - 
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function can lead to guest dissatisl'nction with a guest missing a n  
impot-t;mt appointment or  Iligl~t and gi~csts may sue tllc g t ~ c ~ t l ~ o t ~ s c  for 

any losscs sul'fcrcti from not being awakened on t l ~ c  r c q ~ ~ c s t c d  time. 
Wlicn receiving a wake-1117 call I-cqucst, the owncl.-mnnngcr or 

rccept io~~is t  rcpeats the time to the gtlcst to bc pcrf'cctly sure that the 

corrcct timc slot has bccn niarkcd (Weissingcr, 2000:89). 

Tlic owncr-manager dccitlcs wlictl~cr an  automatic wake-up-call 

systcm o r  employees arc used to wake up guests (Hcnning & 
Willcmsc. 1999:94). A n  automatic wily of generating n wake-up call is 

by a computer. When the guest makes a wake-up call request, the 
owner-tllallagcr kcys in the corrcct call time and the room is 

oi~tomatically rung at the requested timc. With voice recognition 
technology, a total computer systcm may be in opcrution that g i~csts  
may call and get recorded pronipts to press thc desired wake-up time 
into tlic plionc pad. followed by tlic number to signify a.m. or  p.m. For 
example, "3" ~iirly indicate a.m. :ind "S", p.m. An early mollling call 

n~ igh t  involvc pressing 0003, Sor 6 9 0  a.m. (Wcissingcr, 2000:89). 

3.6.4.5 Distribution of  mail, messages and faxcs 

In developing a conlidcntial systcm Illat allows gucsts to see their 
messages, post and fmes  \vhcn they return to the gucstlioi~sc, allows 

busincss persons and tourists to continue their co~nmunicntion 
functions as if they were at the office or  home. Great care must be 
taken in handling guests' mail since the loss o f ' a n  important Icttes on 

the part of  [lie gucstliouse could result in a lawsuit against the 

establishment ( W d k c r ,  1996:99; Ilcnning & Willcmse, 1999:95). In a 

case wlicre mail is rcccivetl wlicn the gilcst I ~ a s  already departed. i t  

can be 1i)rwardcd to thc guest's lio~llc atltlrcss 1i)r ;I limited timc afier 
-- .- ~ 
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tlic guest departs (Wcissingcr, 3000:87). (;uestliouses lotlay. bccnusc 

of the use of fax machines antl e-mail, rcccivc very litllc guest-mail. 

Thc intcrnct with e-mail facilities is a I;~sl and cffcclivc way to send 

and rcccivc mcssagcs in n confidcnlial way. This motlern I'ncilily cvcn 

cnables tlie guest to receive fi~scs and cell phonc mcssagcs \,ia c-mail 
rhat spare tlic o\v~icr-nianagc~~ pr in l i~~g c x l m ~ w i  ol'a Sax machine. All 

nicssngcs and faxes ~xxcivcd li)r tlie gi~csts are kept confidcnlial as 

\yell as giving inlhrnialion about tllc gtlcsrs wlicrcabours lo oulsidc 

callers, unless I - C ~ L I C S ~ C ~  orlicr\vise. as part of gi~csl sakty prccaulions 

(Hcnning & Willcnisc, 1000:95). 

3.6.5 DEPARTURE 01; GUESTS 

An accurare and ininicdiatcly a\,ailablc bill smoollicns tlic pronip~ncss 

of the tlcparturc process (7'ourism Grading Council of Soulli Africa. 

2002). Whcn gucsls ha\,e nol n d c  a fill1 paymcnl hcli>rc cliccking 

into the gucsthousc, thcy need to pay for llic liospilalily services they 

rcceivcd. Effective nianagcnient of collecting moncy l'rom dcpavtin2 

~ U C S ~ S  arc vital for tlic financial succcss ol' llie gueslliot~sc, and 
c~iiployccs involvcd i n  collccling paynicnls from guests nced lo be 

well-traincd to be discrccr and amiable (Wcissingcr, 2000:08). 

The bill is dctel-mined by charging t l~c  set woln rate rhar was 
cslablished whcn the guest checked in and quotcd on the registration 
form. To this, sales VAT (value atldcd tax) (14%)) must bc inclutlccl 
beforehand. Some organisations likc SAT may c1ia1.g~ a tourism levy 
(1%) to support tourism promolion antl huiltling projccts and tliis 

amount must also bc incluclctl bcl'orclii~ntl ill tllc lilinl bill. 1 1 1  addition, 

the guest has most likely incurred chargcs l i ~  using the tclcplio~~e, 

[ a k i ~ ~ g  01' culra rcli.csl~~ncnts 01. n~c;~ ls .  and using ~ h c  mini-bar or 



Chapter 3 : Aspects for 1)eveloping arid Rilanagir~g a Gocsthouse 

laundry scrvicc. All tlicsc additional cliargcs nccd to bc nddcd to the 

final bill. The final bill nccds to bc prepared and available for gi~csts at 

dcp;~r t~~rc  (Weissinger. 2000:C)X; Slnbbcrt, 200 1 :3 1-32 ). 

Wlicn collecting the bill, thc owncr-lnanagcr o r  cmploycc explains the 

cliargcs to the gucsts. Each i tcn~ s l io~~ld  CIC;II.IY be itcniiscd and 

dcscribcd that gi~csts undcl-stand tlicir payment. I'coplc travelling on 
bi~sincss cxpcnscs arc satislied ~ v i t l i  rccciving a VAT rcccipl, because 

they can claim money back (Slnbbcrt, 2001 :3 I ) .  

Thc standard chcckout time for all gucsts most often is 1 1 a.m. Guests 

sometimes rcqucst n l a ~ c  chcckout and if i t  is feasible without 

jcopnrdisi~ig daily room sales, i t  should be granted. 'The gucsthousc 

can also offer storage of luggage when gilcsls necd lo chcck out of 

their room bill are not yet departing (Wcissingcr, 2000: I OX). 

Showing courtesy to gilcsts by both the owncr-manager and people 

employcd is an important qualily to show in order to crcntc a high- 

quality and long-lasting impression on gucsts. Satisfied gi~csls leaving 

thc guesthouse is an  cffcctivc marketing tool, because they speak from 

tirsthnnd knowlcdgc and not hcarsay concerning the guesthouse. 

Courleous dcparturc scrviccs to offer gi~cscs may inclutlc thc 
following (Slabber-1. 200 1 :32): 

Carry luggage to vcliiclc. 

Call a laxi when gucsls do not ilsc o w n  (ransport. 
+ Giving dircclions to the ncxt travelling dcstination. 
+ Checking the ~vcatlicr and road reports. 

Making bookings at the ncxt destination. 

+ Say a plcasant goodbye. 
4 Iicncwing thanks for the visit and wishing gucsts a safe journey. 
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Wlicn gucsts have dcpartctl, tlicir registration Ibr~n should be lilcd a n d  
thcir computer account sliould be closcd. E~iiployccs rcsponsiblc for 

housekeeping s l io~~ld  be inli)r~ncd tliat the gucstroom is clnpty and 

should be clei~ned illid prcpal-ctl I'or thc next guests visiting the 

gucsthousc. I t  is very i~iiportanr lo c~isurc liigli Ic\rls of Iiygicnc and 

clcanlincss bccausc a hcaltl~ inspector may visit the g~~csthousc in  
01-dcr to evaluate the clcanlincss and  hygiclic o f  tlic kitclicli atid rest of  

lhc house. Wlicn found lliat llic gucstliousc is u ~ ~ l i y g i c ~ ~ i c .  ils pcmit lo 

do busincss might bc rcvokcd bccausc a n  unhygienic gucstl~ousc may 

bc a health risk to gi~csts and otlicrs (Wcissingcr. 2000: 1 10). 

3.6.6 ACCESSORIES AND UNIQUE SERVICES 

Offering a wide rangc of high quality extras in  tlic guest bctlroom and 

en suite batliroolii, creates an i~nprcssion of quality scrvicc and 
enhanccs thc "Iionic-a~vay-li-oni-l~o~iic" lkcl ing by providing 

accessories tliat g~lcsts use at Iionic (Tourism Grading Council of 

South Afi-ica, 2002). Acccssorics that niay he olTcrcd to guests to use 

in the bedrool11 and batlirooni arc listcd ill Table 3.12 

Table 3.12: Bedroom and Bathroom accessories 

O Fruit bowl 
*3 Plants 
*3 Satellite tclcvision 
*3 Rcniotc controls 
*:* Books and magazines 
*:* Suit s t a ~ ~ d  - 

*3 Suit press 

03 LLIXLIIY toilet pcipcr 
0:. Wrapped soap 
-3 Slianipoo 
03 Moisturiser 
0 3  Aftcrsliavc 
-3 C'olognc 
-3 Sl~owcr gel 

- .- -. . -. . - -. . - - -. - -- -. - . . . . .. .. . . - -. - - - - 
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[ .f Mending kit I *:* Conditioner 1 

I *:* Pack of cards or ,games 1 *:* Shower cap 

03 Pol pouri 
Q Shoe polishing cloth or pad 
*:* Biscuits 

I *3 Sweets. mints or cliocolates 1 0:. Tissucs I 

*:* Talcum powder 
*:* Tooth bl-LIS~ICS 
O Tooth nastc 

I *:* Tea trav I O Cotton wool ball I 
I 03 Varictv of teas and cof'l'ccs I *:* Cotton buds I 
1 0:. Clwcolatc drink I 0:. Hand creani 1 

presented room inform ;I 1 '   on 
0:. Mini bar 

0:. Frcsli milk 
03 Comprchcnsivc and wcll 

The owner-manager can use acccssorics listcd in Table 3.12 as a 

constructive promotional tool by pasting stickers that contain the 

guesthouse logo on each accessory. When gi~csts use t11c product in 
the g~~cstliousc or takc i t  with at departure and use i t  later, they arc 

rcmindcd of the gucstliousc by viewing the logo on the acccssoly 

(Ashmolc, 2002; cf. 3.4.0.4). 

f* Mouth wash 

Rendering unique scrviccs and facilities that competition docs not 
offer, gives a compctitivc advantage to the gucsthousc. Unique 

scrviccs and facilities can include the following (Slabbert, 2001: 10): 
+ Services and fi~cilirics for pcoplc with disabilirics. 

+ Children s a k  play area. 
+ Transport to and from thc airport or train station. 
+ W;lsh, d ~ y  and iron of cl~tllcs.  
+ A confcrcncc ccntsc and ~lli~tching services. 
+ A varicty of recreational activities, c.g. a swimming pool and 

supcrb gasdcns. 



+ Catering scrviccs l i ~  u.ctlclings. I\~nctio~l.;, p;~rtics or special 

requests. 

+ Possession of'a liquor licence. 

+ PI-ovidc a vasicty o l ' r n c n ~ ~ ' ~ .  

+ Provide t o ~ r  i~iclusivc packnge. 
+ Have a swimming pool. 

+ Make provision for special-interest groups or individuals such as 

anglers, vegetarians. vegans, Muslims. I lindu's and diabetes. 

The owner-manager has the choice to incluclc tlic aclclitional services 
and facilities in the initial price or ask a separate tarif'l' lhr i t .  Tlic 

various tariffs of additional scrvices and I'acilitics arc clearly spccilicd 

and promoled to avoid ~nisunclcrstandings whcn the o\vncr-lnanagcr 

decides to exclude i t  from the price for the bed 2nd meals. 

The aim in providing acccssorics and unique scsviccs and Sacilitics is 
to scrvc extra care to gl~csts and maximisc the comSortability of their 

stay. Therefore when they depart, a plcasa~it connotation of the 
gucstliousc is impressed on rhcm and tlic owner-manager can bc 
ens~~rcd  tliat they will come back to scvisit the gucstho~~sc (Asliniolc, 

2002). 

3.6.7 SYNTHESIS 

From the above asgumentation, i t  sccms tliat the 1i)llowing opcratio~~al 

aspects arc important in the dcvclopmcnt and management of a 
guesthouse: 
+ Use an operational approach that intcgl-arcs hard and soft systems. 
+ Process inputs to psoducc o u t l ~ ~ t s .  
+ Wclcomc gllcsts in a pcrsonal mallllcr u p o ~  arri\'al. 
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Ask gucsts to I'ollow registration procedures. 

Check whcthcr intended method of payment is valid. 
0Sli.r assistance wit11 luggage. 

Show guests to their room. 

Point out aspects concerning the usc and proccdurcs of services 

and ficilities. 

Ensure high lcvcls of hygiene. 
I'rovidc secure car pal-king. 
Average a 60% + bed occupancy. 

Make rcscrvations Sor gi~csts at other tonrism scrvices and 
fxilitics i f  recpcstcd. 

Use the tclcphone as a constructive tool to promote the image of  

the gucsthouse. 

Explain safekeeping procedures of valuables -and fire arms to 

gucsts. 
Explain proccdurcs concerning house and room keys. 
Ask gucsts wlicthcr they need a wake-up call in the mornings. 

Explain proccdurcs coiiccrning distribution of mail, messages and 

saxcs. 

Show courtesy to guests. 

Offer various ilcparturc scrviccs. 

Explain the charges to ycs t s .  

0ffi.r unique scrviccs and  facilities that distinguish the gucstllo~~sc 
from competitors. 
Provide more than onc meal, including a combination 01' 

hrcnkli~st. lunch or dinncr. 

I lave a liquor licence. 

I'rovidc a variety of menu's. 
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The operations of' a gucstlio~~sc lie within a system consisting of 

physical asscrs, cmployccs and guests. To yicld opcratio~lal inputs 

rllrougli a process to operational outputs various processes are applied. 

These processes include the prc-nni\ral of guests. arrival of gucsts, 

administrational procedures. departure of guests and acccssorics and 

unique ser\iiccs to offer. 

3.7 CONCLUSION 

rile aim of this chapter was to li)cus o n  important aspects that can be 

implcmcnted during the dcvclopmcnr a id  managcmcnt process of a 

gi~csthouse. Important strategic planning aspccts, Ilnancial aspccts, 
aspccts of' tourism markcling, aspccts of human ~wou~.ces ,  and 

operational aspccts were d~scussed. 

The natul-c of cacli aspect was arguctl. li)llowcd by a cliscussion of 

sub-aspects or processes. Each main aspcct was concluded by a 

synthesis, that mentions the most important sub-aslxcts or processes. 

The synthesis of each aspcct is used as basis for tile qucstionnairc 

development, which is claboratcd, analysed and  discussed in  the ncxt 

chapter. 



4. EMPIRICAL RESEARCH 

4.1 INTRODUCTION 

The aim of this chapter is to rctlect the results of the empirical 
rcscarch. This chapter focuses on the rescarch design in which 

structured qucstionnaircs have been sclcctcd as tlic rcscarch mcthod 
I'or the collection of data regarcling the KSFs Ibr developing anti 
managing a gucsthousc. 

Firstly, structured qucstionnaircs as a measuring instrument will be 

discusscd, togcthcr with reasons why thcsc qucstionnaircs were 

sclcctcd, the advantagcs and disadvnntagcs of st~-i~ctured 

qi~cstionnaircs. Rcasons will bc given why the choice fell on a 

structured qucstionnairc as research method, the stl-ucturc of the 
qucstionnnire will bc outlined, the tcsting of the pilot invcstigation 

will bc explained, the way in which the sampling of the popul a t '  ~ o n  

took plncc and the statistical mcthocl will bc discussed. 

Secondly. the rcsponscs to tlic questionnaires will bc intcrprctcd, and 
thirdly the cfi'cct s i ~ c  as n measure of the practical significant relation 

bctwccn thc importance and application for aspects for clcvcloping and  
managing a gucsthousc. Fourtlily. tlic cliaptcr concludes with a brief 

summary. 



4.2 RESEARCH DESIGN 

4.2.1 THE QUESTIONNAIRE AS A RESEARCH 
MEASURING INSTRUMENT 

A q~~cslionnairc as a rcscarch instl-umcnl constilulcs a sell-reporting 
instru~nent fhr the collcclion ol' a varicly of i~ili>r.malinn lhat is 

relevant to rhc rcscarchcr, ant1 a ql~cs~ionnairc consists ol'n number oS 

qucsrions or ircms rcspontlcnls read a d  ;rnswcr (Wolf'. 1997:478). 

Thc use of n quesrionnoirc also is a ~ . c l c v ; ~ ~ ~ r  rcscarcli mclliod liw lhc 

collection of information rcccivcd directly from pcoplc regarding rlieir 

fcclings, opinions, rnotiv;~lions. plans, bclicl's and experience in the 

tourism and hospiraliry induslry (Gall c l /  (11.. 1996:288; Ncumann. 

1997:33). 

Conscqucnlly qucslionnaircs arc l~sctl in rcscarch to collcct 
information that is not clirecrly observnble. 'Phis rcclinique of tlakr 

collccrion enquires into lhc fcclings. molivcs, nrtirudcs, acl~icvcmcnts 

and cxpcricnccs of individuals, and ;IS ;I consequence a wick spcclrum 

of problems may be investigatctl by means ol'il. Gall el (11. (l996:289) 

dctines a questionnaire as a documcnr ~lial  puts rlic salne question to 

all the respondents in the samplc. Rcspo~itlcnls then provide a written 

response to every clucslion in the cl~~cstionnaire. and as a consequence 

every I-cscnrclicr cliccks the proccss 01' clat:r collcction. TlicrcSorc 

rcspondcnrs arc able lo complctc the cll~cstionn:~irc i n  their own timc, 
answer q ~ ~ c s r i o ~ i s  ill  any older. and do not lin\,c lo complete thc 

questionnaire at any specific point i l l  timc. 

According to Neu~iiann ( 1097:34 1 ) clucstinnn;~ircs call h k c  lwo forms. 

namely open-ended iluc's1ionn;1ircs ( ~ ~ n s l t - ~ ~ c l u ~ u l )  ; ~nd  closed-end 
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questionnaires (structurcd). I-or pu~-poscs 01' this rcscarcli the closcd or 

structured qncstiolinairc will hc usccl (cl'. Anncxurc). This typc 01' 

qucstionnairc normally consists of' a number ol' short questio~is with 

answers horn which a clioicc has to he niadc. 

Wolf (1997:422) points out thar although tlic structured questionnaire 
has quite a few limitations, i t  is nc\wthclcss a \falid mc;isuring 

instrument for tlic collection of data. Tlic latter tlicrcfore bases the use 

of the questionnaire on rhc li)llowing suppositions: 

+ That respondents arc ablc to read and undc~.sta~id tlic qucstio~is. 

+ That respondents may possibly be willing to answcr tlic questions. 
+ That respondents arc in  a pos~tion to obtain thc ncccssary 

information. 

Tlic uscfulncss and advantages of tlic qucstionnairc arc twofold. 

Firstly, i t  stems from t l~c  li~ct that tlic target population is the owncr- 
manager of a gucs t l l o~~s~ .  and  that tlic lattcr will be intcrcstcd i n  the 

final outcome of tllc rcsci~rcl~ and its implication Ihr professional 

development through i~itegration. Secondly. i t  stem fro111 tlic fact that 

experienced owner-managers who comprise n percentage of tlic 

population will be intcrcsted i n  thc final outcome of tlic rcscarcli and 

its implications, bccnusc i t  will lead them to tlcvcloy, and manage thcir 
gucsthouscs more successii~lly. 
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4.2.2 ADVANTAGES AND DISADVANTAGES 
O F  CLOSED-END 

4.2.2.1 QUESTIONNAIRES AS A R E S E A R C H  M E T H O D  

Tlic use of  qucstionnaircs as a rcscarch mcthotl holds advantagcs as 

well as diwdvantngcs which can be explained as follows (Gall o/ (11.. 

1990:24 I ,  289-29 1 ; Ncumunn, 1997:25 1-252): 

The advantagcs of structured/closcd-end qucstionnaircs 

licspondcnts can complctc thc qucstion~iairc casily and cl~~ickly .  
The answers of tlic rcspontlclrts arc simpler to compare. 

Answers arc casicr to codify and analysc statistically. 

Rcspondcnts arc morc willing to answer morc sensitive questions 
in this manner. 

Irrelevant and confusing answers to questions arc mostly 

excluded. 

Less literate rcspoldcnts arc not disadvantaged. 

Repetition is casicr to prevent. 

A large group of  people may be reached morc casily. 

Rcspondcnts may remain anonymous. 

' I l c  rcscarchcr can hand cluestio~inaircs directly to rcspondcnts o r  
mail qncstionlraircs to them with instructions. 
Qucstionnaircs arc morc reliable a s  a measuring instrl~lncnt than 

colloquiums, as the personal judgcmc~it  of  the rcscarchcr is 
eliminated. 

Rcspondcnts can complctc qucstionnait-cs when i t  suits thcm. 

I t  is rclativcly casicr to plan. compile and aclministcr. 
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+ Instructions arc norlnally ctantlnrdiscd and rcspondcnts know 

exactly what is cxpcctcd of tlie~n. 

+ Objective opinions can he obtained 17ccnusc personal contncl is 
minimiccd. 

The disadvantages of structured/closed-c~id qucstionnaircs 
as a research method 

Stt-uctut-cd qucstionnaircs also I~a\.c the following limitations: 

Wrong idcas that cio not actually exist among rcspondcnts might 

be proposcd in the clucslion~~airc. 

Rcspondcnts with no knowlcdgc regarding a particular topic 

answcr questions inslinctivcly. 

'The rcspondcn~s Inay bccomc li-ustratcd when the answcr Ihcy 

would like to givc is not anc of tlic clioiccs. 

A large variety of rcspansc choiccs rcspondcnts arc offi.rctl may 

sometimes be conlitsing. 

Iicspondcnts may be li)rccti lo makc clioiccs they will not 
normally make in PI-acticc. 

The validity and reliability of clucstionl~aircs arc difficult to 

dctcrminc. 

Various rcspondcnts may intcrprct qucstions dil'krcntly. 

The Icngtli of Ihc qi~cstionnairc may givc rise to inaccurate 

rcsponscs 

The rcscarclicr cannot visually ahscrvc tile rcaclion ol'rcspondents 
lo questions. 
Various questions may be understood incorrcc~ly. 
Tlic clarity of the qucslions is di l'licul~ to clclclminc. 

The qitestions niay bc ;II~s\\  crcd r ; l~ldo~~ily.  or C\.CII  by somebody 
clsc. 
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+ A low perccntagc ol' tkcd-back is a serious limitation of 

qucstio~lnaircs and i ~ ~ l l u c ~ ~ c c s  the validity 01' the rcsearcli. 

When a structured question~lnirc is used. i t  sliould be ensured that 

qucstions arc stated clearly enough in ortlcr Sor qwstionnaires to 

fu~iction properly during the "i~npcrsonal" interaction \\(it11 

rcspondcnts. Resc:~rchcrs should do  c\~crything in their power to 

maximise tlie possibility that rcspontlcnls will complete and return t l ~ c  

qucstionnairc (Ary e/  (11.. 1096:422-43.1). 

In order to limit thc disadvantages or any misintcrpretalions. tlie 

construction of the qucstionnairc and signilicnncc completing i l  was 

discussed with cacli owncr-manager when the qucstio11nai1-c was 

handed to them. 

4.2.3 REASONS WHY THE CHOICE FELL ON 
THE STRUCTURED QUESTIONNAIRE 
AS THE RESEARCH METHOD 

The rcasons for tlic clioicc of' a strncturcd qncstio~~nairc as tlie 

research niclliod wcre as follows: 
6 A large  lumber ot'o\vncr-mnnngcl-s could be rcachcd more casily. 
+ Focus group discussions would have takcn up morc time. 
+ The anonymity of owner-mnnngc~-s is guaranteed. 
+ Owllcr-managers arc morc willing to nns\vcr scnsiti\,c qucstions in 

this way. 
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STRUCTURE OF THE QUESTIONNAIRE 

7Plic qucstionnairc has to bc accolnpanicd by a covering lcttcr as a 

S O L I ~ C C  of information to the rcspondcnts. 1-lowcvcr, this covering 

lcttcr will tlctcrmine whcthcr or not respondents will complctc the 

qi~cstionnaire (Ary 01  1 .  1996:429). The structure of' the 
qucstionnairc should mcct ccrtain rcquircmcnts (Ary clr (11. 1990:429): 
+ Qucstionnaircs should not be too long. 

+ Questionnaires milst providc adcquate information. 

+ Qucstionnaircs should bc intcrcsting. 
+ Questions slioultl bc structured in n mcaningli~l way so Illat they 

arc sinlplc to complctc. 
+ Items on the qucstionnnircs and the pages should bc arranged 

numerically. 
+ Thc qucstionnairc sliould contain bricf and clear instructions. 

This qucstionnairc was compilctl on tlic basis of the information of 

Chaptcrs 3 ( c f .  Anncxurc) 

Section A: Biographical Information 

Items in Scction A rcgnrd the biograpliical data which aim to givc tllc 

researcher insight into tliffcrcnt I-csponscs to certain qucstion i~cms 
regarding thc capacity in which thc qucstionnairc is complctcd. Thc 

capacity rcfirs to tlic following (cf. Anncsurc): 
Question A. I : Age. 

Question A.2: Ihration of'gucstliousc managcmcnl. 

Question A.3: Duration of g ~ ~ c ~ r l l o ~ ~ s c  ownership. 

Qucstion A.4: Number oC bcclrooms the gucslhousc oltcrs. 
Question A.5: N umbcr of 1ii11nan rcsourccs involved in thc 

opcralions ol' the gucsthousc. 

I 0 I 
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Section B: Iniportancc of aspects for tlcvcloping and 
managing a gucstliousc 

The impot,tance of aspccts and tlicir reliability. according to Alpha 
Cronbach I-cliability ( 1 -  vcry rcliablc), arc the following: 

Qucstion 13.1 -U.  10: Strategic pl;~n~iing (~1.. 3.2.7). Rcliiibility: 

0.89 
Question B. 17-B.25: I?nnncial aspccts (cl'. 3.3.6). Rcliability: 

0.87 
Questions B.20-t3.39: Aspccts of tourism marketing (cl'. 3.4.0). 

Rcliability: 0.83 
Qucstion B.40-B.43: Aspects of '  I i i~~nan rcsourccs ( c l  3.5.8). 

Reliability: 0.68 
Question 8.44-B.68: Opcrationnl aspccts (cf. 3.6.7). Reliability: 

0.85 

Scale 

ltcms in Section B rcquil-cd thc owner-managct- to ratc the importance 

of the items on a four-point scalc hy ~narking i t  with a n  X (cl: 
Anncxurc). Tlic scalc was as Ibllows: 

\=Not important. 

2=Important to an cxtcnt. 

3=Important. 

4=Vcry important. 

Section C: Importance of psychological aspects of the 
owner-manager 

In this scction the aspccts of a n  owner-manager 
regarcling qi~nlitics of Icadcrship. cnt~.cprcncul-ship and managcmcnl 
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are researched (cf. Anncxurc). A combination of  these qualities is 

necessary to create a positivc attnosphcrc in the gucsthousc and to be a 

self-efficient owner-manager (cf.  3.5.2). 

Aspects researched and their reliability. according to Alpha Cronbach 

reliability ( I =  very rcliablc), include thc I'ollo\ving: 

Questions C'. I -C. 23: Psychological aspccts o f  a Icadcr, manager 

and cntreprcncur (cf.3.5.2). Rcliability: 0.92 

Scale 

Qucstion itclns In Section C rcqi~ircd the owner-manager to rate the 
impostancc of  the i t c~ns  on a fijur-point scalc by rnaskil~g i t  \vitli an  X. 
The scalc is as follows: 
I =Not important. 
2=lmportant to an extent. 
3=lmportant. 

4-Vcry important. 

Section D: Application of aspects to develop and manage a 
gucsthol~sc 

I t e m  in Section D rcscarchcd the application o f  certain aspccts ill thc 

development and ma~lagc~ncn t  of a gi~csthousc (cf. Anncxurc). The 
respondents may think certain Itclns arc o f  Ilnportancc, but never 
actually apply them In ortlcr to dctcrminc thc application of the i tc~ns .  
the Sollowing aspccts with their rcliability. according to Alpha 

Cronbacll rclinbil~ty ( I =very rcliablc), werc rcscnrchcd: 

Qucsrions D. 1 -1).17: Slratcgic planning (cl'. 3.2.7). Reliability: 

0.90 
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Questions D. 18-D.26: Financial aspects (cl: 3.3.6). Ilcliahility: 

0.90 

Question D.27-11.43: Aspccts of tourism marketing (cl.. 3.4.0). 

I<cliability: 0.90 

Qucstions D.44-D.47; Aspccts ol' Iiulnan resources (cl'. 3.5.8). 
Reliability: 0.70 
Questions D.48-D.72: Operational aspects (cl.. 3.0.7). Ilcliability: 

0.87 

Scale  

Itcms in Section I3 rcquircd the owner-managcl- to rate tlic cxtcnt 01' 

application of tlic itcms on a li~ur-point scale by marking i t  with an X. 
The scale was as lollows: 

I =No extent. 

2=A moderate extent. 

3=A noticeable extent. 

4=A large extent. 

4.2.5 PILOT STUDY 

Ary nl. (l996:428) considers i t  o r  importance to prc-test the 

questionnaire. This will clctcrniinc in  advalicc wlictlicr the qucstions 

arc well co~istn~ctccl. rclcvnnt. ~i ic ;~~ii~igful  ;111d i~itcrcsting. and 

wlictlicr they are not too lo~ig and unnnibiguous. 

Thc draft qucstionnairc was handed out to all the owncr-manngcrs 

(N-04 ) of guesthouses i n  I'arys (Frcc State Province) to give 

feedback on thc m;~nncr i n  wliidi tlic ~ I I C S I I O I ~ S  were C C ) I ~ S ~ I . I I C ~ ~ ~ ,  the 

importancc and ~iicaningli~lncss of the qucstions as well as tlic Icngtli 
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of' the qucstionnairc. I'arys was chosen as location li)r the pilot sti~cly 

because i t  is a tourist destination close to tlic Vaal I<ivcr, and seeing 

that i t  could facilitate administrational proccdurcs. 

After tlic dran qucstionnaircs were received back, alterations were 

made and the final qucst~onnaire was constructed. 

4.2.6 STUDY POPULATION 

For the purpose of this research the population was idcntilicd as all the 

owner-nianagcrs of gucstlioi~scs who are currently registered at the 

Gcorgc Touris~n Bureau and in practice (N=30) .  

The director of the Gcorgc Tourism Bureau was consulted in orclcr to 

gather data on gucstliouscs in tlic Gcorgc District (Gcorgc. Victoria 
Bay, Wilderness and I lcrold). 'The data was analyscd and  i t  indicated 
that tlicrc wcrc 30 gucstliouscs (cf. 1.4.2.2) registered at the 13ilrcau 
and in practice. 

A qi~cstionnairc was personally handed out to the owner-~iianagcr of 

each gucstliouse to participate in the rescarcli, and all the 

qi~cstionnaircs wcrc pcrsonally collcctccl, giving a 100?4 response. 

4.2.7 STATISTICAL METHOD 

The qucstionnaircs were scud to the Statistical Consultation Service at 
the I'U li)r CIIE for Surtlicr analysis after they were r-cccivcd hack. 

Tlic data was statistically analyscd by means ol'tlic SAStI<!-program~iic 
(SAS Institute Inc., 2001). The programnic was l~scd to dctcrminc the 

fi~llo\s.ing: 
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+ 'k Alpha Cronbacli rcliabilily ol' i\spccrs researcliccl in tllc 
structurecl qucstior~riaire. 

+ The m a n s  of  items i n  Scclior~ 13. Section C' and Seelion 1). 

+ The '!I" imporlance of  qucstion itcms in Section 13 ancl Section C, 
where ' '6  importance is the rncan divitlctl by tllc maximum 

response X 100. 
+ Thc 'I'o application by o\\rncr-liiariagcI.s ol' iter~is in Sccrion 11, 

wlicrc 'I/o application is the mean di\.idecl by thc max i~ i iu~ i i  

rcsponsc X 100. 

+ Tlic Sscclucncy rcsponsc 01' owner-managers 10 aspccrs idcntificd 

as succcss factors. 
+ The practical signiticant rclation ( e fkc t  size) between importance 

and  application of questions in Scction B and Section D by 
applying Cramer's 8 '. 

4.3 INTERPRETATION OF THE 
RESPONSE 

4.3.1 SECTION A: BIOGRAPHICAL DATA 

'Thc bic)grapliical data wcrc rcscarclietl to ~ r v e  rllc rcscarchcr insight 

into diffcrcnt responses nr certain items regarding ~ h c  capacity in 
which the clucstionnaire is cornpletcd. 

Agc 

The aim ol' determining the age 01' tllc owncr-manager was  to 

delineate the agc group oS most owncs - r i i a~~agc~ .~ .  
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[120-30
.314>
1141-60
COlder than 60

20-30 31-40 41-60 OIderthan
60

Figure 4.1: Age

Accordingto Figure4.1 41% of the owner-managersin George are
between41 and 50 yearsof age. In the age group31-40years 38%of
the respondentsare owner-managersof guesthouseswhere only 6%
falls in the age group20-30years.Thus it seemsthat owner-managers
mainlyfall in the age group31-50years.

. Experiencein manaaina a auesthouse

Thereasonwhythis questionwas includedin the questionnairewasto
determinethe experiencethe owner-managershave in managing a
guesthouse.

.1 Year
1J2Years
C3 Years
.4 Years
.5 Years
. Longer than 5 years

Figure 4. 2: Years of experiencein managing a guesthouse

According to Figure 4.2, 41% of the respondents have more than 5
years experience in managing a guesthouse. It seems that the

167
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respondentsare either experiencedin the guesthouse industry for
longer than 5 years or are fuirly newcomers because 36% have
manageda guesthousefor only 1-2years.

. Years in existence

To determine the number of years the guesthouse exists, this item was

added to the questionnaire.

111Year
02 Years
C3Years
84 Years

191&6 Years
8 Longerthan I years

Figure 4.3: Years in existence

It can be concluded from Figure 4.3 that 38% of the respondents have
owned a guesthouse for longer than 5 years and 38% between 1 and 2
years.

. Number of bedrooms

To establish whether the guesthouses registered as guesthouses
comply with the definitional recommendationfor bedrooms (cf.
1.5.1),this itemappearsinthe questionnaire.

168
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.3-4 rooms

.5-8 rooms

[]7-8 rooms

[]9-10 rooms

CImore than10 rooms

Figure 4.4: Number of bedrooms

Accordingto Figure 4.4, 44% of the guesthousesin George have
between3 and 4 bedroomsand it thereforecorrelateswiththe formal
definitionof a guesthouse(cf. 15.1).

. Number of peopleemployedby owner-managers

The reasonfor addingthis itemto the questionnairewas to determine
the numberof peopleemployedby the owner-managersto workin the
guesthouses.

.1-2 people
C3-4 people

[] 5-8 people

.morethan8 people

Figure 4.5: Number of people employed by owner-managers

In the GeorgeDistrict79% of the guesthousesemploybetween1 and
4 people,and 21% employmore than 5 people.The reason for the
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mqjorily employing between I and 4 people may be that 655:) 01' tlie 
~ L I ~ S ~ I ~ O L I S C S  liavc 1ii.c rooms or less and  the workload isn't that heavy. 

Tlic estilnated total number of pcoplc cmployecl hy owncr-managers 

of gucstliouscs in the George district is 100. 

I t  appears liom the research that thc numbcr of pcoplc cmploycd by 

g~~esthouscs has a n  intlucncc on  the managcmcnt process of tlic 

cmployccs (cl.. 4.3.5). From tlic personal conversations with tlie 

owner-n~anagers, i t  appcared that most of them don't use formal 

pcrli)rmal appraisal methods such as the cliecklisr. rating scale, 

intcrpcrsonal co~iiparison and trait appraisal mctliod (c1'.3.5.7.1) 
bccausc of lhc I'cw people the gucstliouscs cmploy. Many owncr- 

managcrs rarlicr have personal conversations with the cmploycc to 

establish his1Iic1- general attitude towards thc job and what they would 

likc to accomplish by pcrl'orming thc job. Tlic owncr-managcr nccds 

to havc certain psychological abilities to hnvc such a succcssli~l 
conversation with nil cmploycc. l'or exa~nplc the ability to give crcdit 
wlierc crcdit is due, to be sensitive to the ~iceds and wants of 

cmployccs and to bc a good listencr (ct: 3.5.3). 

4.3.2 SEC'I'ION B: IMPORTANCE OF 
ASPECTS OF STRATEGIC PLANNING 

Strategic planning relates to tlic devclopmcnt and management of a 

gucstliousc because i r  is rllc tirst step in thc management process and 
lays the foundation for ollicr activities to li)llow (cl'. 3.2). The aim of' 

tlicsc itcms was to tlete~-mine the importance of ccrtain aspects of 

slriilcgic pli~ll~lillg in  L I I C  Il-ildt: 01' L I I C  ~ L I C S L I I O L I S C .  Tlie response lo Lllc 
items is reflected in Tahlc 4.1. 



Table 4.1: Important aspects of strategic planning 

Fncilitics ~iiust mcct tlic ticcds 
of tllc gliesls 
Atinlysc the internal 
cn\~irotinicrit. c.g. l.acilitics. 
Iii11ii;i11 ~CSOIII-ccs. sc~-\.iccc. 
mnrkcting atid Iin;~~iccs 
Set busincss ctliics 
Analysc cxtcrnal 
cn\.ironriicntal factors. c.g. the 
ccotio~iiy. politics. tcclitiolo~y 
and coninctitors 
Sct :I husincss pliilosopliy 1 3.471 1 80.78 
Forrnul;~tc a \:ision statcliicnt 3.441 86.03 
Co~itrol opcr:itiot~al stratcgics 3.4 12 85.30 
Set business ol,jcctivcs 3.408 85.20 

Asscss Iiow \\.ell eel-lain 
manngcnicnt stl.alcgics arc 
working 
Formulate ;I ni~ssion statcmcnt 
Devclop b ~ ~ s i ~ l c s s  stratcgics 
Idc~itily spccilic stt.ntcgic 
issues tlic g ~ ~ c s t l i o ~ ~ s c  is facing 
lJse inli)r~ii:~tion clcri\,cd ho111 
your strategic pl;~n to 
anticipntc decision-~iiahing 
Control manaecrial stratceics 
Dc\,clop n cllccklist as a 
control ~licclianisni 

All the ccspondcnts seg:~r-d the clifli.rclit aspccts of  stt-atcgic planning 

as irnlwl-rant to \ cry i~iiporlatit. r h c  m;!jol-ily 0 1 '  ~ \ \ ~ n c r - r n ; ~ r ~ a g c r s  
-~ 
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rcalise tlic i~nportancc ol' strategic pla~lni~lg as ;I ~m- ;~c t ive  process 

during which a decision is made conccrni~lg \\:liicl~ husincss 

opportunities to take (cl.. 3 . 2 ) .  

Item B.8 (services must nicct the ncctls o r  gucsts) and t3.9 (I'ncilities 

 nus st IT ICC~  the neccls 01' gucsts) protrudes. 130th i t e m  rcccivcd 
rcsponxs of 99Yb (3.970 and  3.94 1 ). The reason for lhis high rcsponse 

from tlic s t d y  population i s  tllal guests \ \ . i l l  not pay li,r scn;ircs antl 

facilities they don't nccd antl \\.a~lt (cl: 3.4.1). G L I ~ S ~ S  choose products 

that give value for money, and in providing scr\ziccs and lilcilitics that 

meet the nccds of gncsts. the g ~ ~ c s t l l o ~ ~ s c  is enticing husincss. 

4.3.3 SECTION B: IMPORTANCE OF 
FINANCIAL ASPECTS 

Efficient planning, dcvelopnicnt, ninnagemcnt and cor~trol of linancinl 

inccntivcs are vital lo the linancial survival of a gucstliousc (cf. 3.3). 
Tlic aini of tlicsc i tc~ns is to determine the importance of financial 

aspccts in tlie clc\ielopmcnt and mi~naipncnt of a p e s t l i o ~ ~ s c .  l'lie 

rcsponse to tlie items is rcflcctcd in Table 4.7. 

Table 4.2: Important financial aspects 

I B. 18 Dctc~.nlinc tllc gucstlio~~sc's 3.025 00.63 
linawial vi;hi l i ly 

2 13.20 Dcvclop a cash operating 3.412 85.30 
cost budgcr - 

3 B.2 I 1h.cloll all c\pcctctl 3.382 84.55 



4 

5 

6 

7 

Table 4.2 indicates that the respondents regard 8 of  the items to be 

important to very important. The  reason tor this positive response is 

that a gucsthousc is a small busincss and the owner-manager plans :111d 

controls their finances to maximise profit (cf .  3.3.1). Item number 

B.25 gained the lowest rank in  Table 4.2. Tlic reason for this low rank 

may be that many owner-managers arc not f i~miliar  with financial 

information systems and control their finances through manual 

bookkeeping. A n o t l w  reason may be  that the guesthouse i n d u s t ~ y  is 
relatively new and financial information systems aren't readily 

available unless the owner-manager develops such a programme 
himlhersclf (cf .  3.3.5). 

B.22 

B.23 

B.24 

X 

9 

13.17 

Pcrform a break-cvcn 
:~nalysis 

Develop a budget ti~rnovcr 
analysis 

Develop a cash brcak-even 
analvsis 

B I 

B.25 

Decide on a type of 
ow~lcrsliip. c.g. sole 
[)I-opr~ctorsliip. pnrtncrsliip 
or close cornoration 

3.235 

3.177 

3.121 

I lave a busincss plan 

Control financcs through 
financial information 
systeliis 

80.88 

79.43 

78.03 

3.1 18 77.95 

3.0XX 
2.07 1 

77.20 

74.28 
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4.3.4 SECTION B: IMPORTANCE OF 
ASPECTS OF TOURISM MARKET1 NG 

Marketing is necessary in order to relay a sl~ccil ic,  convincing 

nlessage to potential gucsls to pcrsunde them to visit the gucstliousc 

(cf.3.4). The aim o f  thcsc itcliis \vas lo tlcterminc the aspects o f  

tourism markcling owner-managers regard as importn~it. The 

responscs to these items are retlecced in Table 4.3. 

Table 4.3: lriiportant aspects of tourism marketing 

gucstl~ousc by ~llcans of clear 
road sinns I I ~ ~ 

1 B.36 Advertise the gi~cstlloi~sc 3.735 03.38 
3 B.34 Locate tllc gucstllousc i n  Illc 3.710 02.08 

right sul-rou~ltli~igs 
4 B.3 1 Positio~l the gr~cslllousc i n  tllc 3 . 5 0  88.98 

market place 
5 B.30 Develop cflicicnt c 3.44 1 86.03 

rclatio~ls 
5 1 B.33 I Develop a price strntcsy 1 3.441 1 86.03 

7 1 B.37 1 Do personal sclli~l,c 13.412 1 85.30 
8 1 B.38 1 Use direct n1arkct1n.c to create 1 3.333 1 83.33 - 

an immcdiatc sale 
9 U.32 Pro~iiote the gucstliousc as 3.206 X O .  15 

product. tailored to it's product 
life cycle 

1 10 1 U.29 I Aim marker ~ . c s c ; ~ ~ d l  at 1 2.070 1 74.25 
I prcdctcs~nincd torget maskcts 1 

I I I U.26 I Execute nlarkctinc rcscarch 1 2.041 1 73.53 
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Owner-managers rcganl clcar road signs that facilitate movement to 

the gucsthonsc, advertising and location of the guesthousc as 92% + 
important. Thc reason for this rcsponse may bc that gilcsts need to be 

aware of the guesthousc and then lured to the location in order Tor the 

owner-manager to do busincss (cf. 3.4.6.1 ). 

Develop profiles of the various target segments that obtained the 

lowest rank by the o\vncr-tniinagcrs. The reason lor this response may 

be that owner-managcrs i ~ s c  an undiffcrcntiatc 111al-kcting strategy 

and thcrcfore ignore markct scgmcntation dit'fi.rcnccs and go after the 
wholc market with one markct off'cr (cf.3.4.4.1). 

4.3.5 SECTION B: IMPORTANCE OF 
ASPECTS OF HUMAN RESOURCES 

The reason why these items wcrc inc ldcd  in the questionnaire was to 
determine the importance of 1iuman resource development 
managc~ncnt (cf. 3.5.1). The response to the items arc rcllccted in 
Tablc 4.4. 
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Table 4.4: Importance of aspects of human resources 

right position 
2 B.42 Train c~liployccs rt) hc ~ i i u l ~ i -  3.6 l 8 00.35 

skilled il l  [ask pcrliwnlancc 

3 R.40 11lcorpor;lk legal aspcch ol' 3.353 83.83 
c~nploy~iic~lt 111 lllc 
rn;~~laganct~I of h e  gucstllousc 

4 R.43 Use pcrtiw~n;~ncc appr;~is:~l 3.147 78.08 
~ccliniqucs to cvalunk tlic 
IWOCCS ol' lie\\ h e  cmploycc 
carrics out h c  [ask 

The rcspontlc~its regal-tl aspects of liu~n;ln resources as very i11ipo1-tant 

because both the owner-~ilanagcr and tlic c~nployees  Sorln part of  tlic 

guestliouse's human rcsourccs and t1ie1-eforc arc part of  tlic total 

product. W l i c ~ ~  focussing on crcnting a service c u l t u ~  and liospitablc 

environrncnt, teamwork between the owner-m;~n;igcr and tlic 

employees is Inomctitous (cS. 3.5.1.2). The means o( ' thc S o ~ ~ r - q ~ ~ c s t i o ~ i  

i t c~ns  vnly betwcen SO?; and 0 l04. The respo~idents regard i t  as 0 I YO 

important to recruit the riglit pcrson for the right position bccausc the 

productivity of the g~~cs t l iouse  incl-eases when the i~idividunls have tlic 
right abilities and knowlctlgc to perform spccilic tasks (cC 3.5.1.2). 
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4.3.6 SECTION B: IMPORTANT 
OPERATIONAL ASPECTS 

T o  detcrminc thc i~nportancc of operational aspects of  n gucsthousc. 

thcsc itcms wcrc. Tlic response to t l m c  itcms arc rcllcctcd in Table 

4.5: 

Table 4.5: Importance of operationd aspects 

3 911' 

nlanncr upon arrival at the 

4 1 R.48 I Show guests to their rooms 1 3.794 
5 1 13.49 1 Point out aspects ccmccr~ling 1 3.647 

1 ( the use and procedures of 1 1 scl-vices I 
6 I B.50 / Offer irniquc products that 1 3.559 

I transport a11d walk~ng trails 
I I 1 H . 6 6  ( Ofl'cr a ~nricty of r-ccrcational 1 3.353 

7 13.54 

distinguish the gucsthouse from 
compcti~ors 
Provide sccurc car parking 3.545 
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of  valuables to guests 
Make rcscrvations for gucsts at 
otlicr touris111 services on 
rcur~csl 

Offer departure sel-vices 
A\.crage a 0 I lxxl 
OccLI~~;1ncv 
Iieql~cst g ~ ~ c s l s  to l d l o \ \ ~  
rcgistralion proccdurcs 
Ask gucsts \vlietlicr tllcy 
require a wake-up call i n  the 
~iiornings 
Providc a variety of  ~iienu's 
Explain procctlurcs c o ~ i c c r ~ i i ~ i g  
tlic distribution ofmcssaees 
Providc ~i iorc tliari one ~iical. 
inclutli~ig n co~iil~i~iatiori of  
brcakl'ast. lu~icli or tlin~icr 
Host confcrcnccs 
Have a liquor liccncc 



Chapter 4 : litiipirical I h c a r c h  

people make use of facilities and services ill the gucstliousc each day. 

Cleanliness also rcllccts a quality and careful service standard. 

Courtesy and welcoming of gucsts i l l  a personal manner upon arrival 

are aspects of a gucstliousc that distinguish i t  from hotcls and 

contribute to the hospitable "liomc-away-li.o~n-Iio~i~e" at~iiosplicrc. 

Items rankccl 4-1 9 arc rcgardctl by the rcsponclcnts as important to 
very important. Tlic I-cason for the study population regarding thcsc 

itcms as important to very important is that t l~c  operations of' thc 
guesthousc directly influence its pliysical assets, c~i~ployccs and gl~csts 

(cf. 3.6.1). Itc111~ ranked 20-24 arc rcgardcd by tlic rcspondcnts as 

important to a n  extent, niainly bccausc thcsc itcms concern 

adniinistrativc proccdurcs or unique services and li~cilitics to bc 

provided, and the owner-nianagcr regards i t  as ncctllcss for a 

gw-xthousc to offer i t  (cf. 3.6.4; 3.6.6). 

Itcm B.53 (have a liquor liccncc) is signilicant because the 
respondents regard i t  as not iniportant by mcans of' 49%. Thc reason 
for this negative rcsponsc may bc that 44% of thc gucsthouscs in 

George District have 3-4 rooms (cf. Figure 4.4) and tlic owncr- 

manager tlicrefore rcgards i t  to bc cost incffcctivc to pay the annual 

liquor liccnce k c .  

4.3.7 SECTION C: IMPORTANT 
PSYCHOLOGICAL ASPECTS OF A 
OWNER-MANAGER 

To establish tlic importance of :rspccts ol' self-cl'licicncy, Ic:~dersl~ip, 

managcmcnt and c~itrcprc~ic~~rsliip i n  tlic psycliological bcliaviour of 
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tlic owncr-managcr, thc items appcar in the questionnaire. The  

I-esponsc to thcsc itcms i s  rcllcctcd in Tablc 4.6. 

Table 4.6: Importance of psychological aspects of the 
owner-manager 

The ability to cstablisli a rd  
~ ~ p h o l d  high standard of quality 

3.912 97.80 

The ability to give crcdit where 3.875 00.XX 
crcdit is due 
The ability to be self-eflicicnt 3,853 90.33 

I I 

Thc ability to keep promises 3.853 00.33 

The ability to share positivc 3.824 95.00 
in formation Srccly 
:~e ab:ily to have a 
consistently positive 3.794 94.85 

crsonalit 

T h e  possession of a positivc 
3.765 94.13 

self-image 
The ability to acknowledge 3.735 03.38 
own mistakes 
The ability to act crcativcly 3.735 03.38 
7 '11~ :~bility to ~notivatc otllcrs 3.735 93.38 
to crcatncss 
The ability to cultivate a n  3.727 93.38 
interest in  people's ncctls 
The ability to give people the 3.077 
opportunity to uxccl 

0 I .03 

The ability to be scnsitivc 3.630 00.90 
Thc ability to be a role ~notlcl 

3.618 90.45 
to otl~crs 



priorities 
Thc possession ol' lcarlersl~il~ 3.500 87.50 
qualities 
The possession o f  driving 3.431 80.03 
po\vcr 
Tlic ability to pracrisc aurlloriry 3.44 1 80.03 
Tllc al>ilily lo crcarc a posirivc 3.375 84.3s 
organisalicmal bcl~aviour 
The ability to he a ~nastcl- in 3.353 83.83 
your ficltl 
The posscssio~i of rcch~lical ?.OSc) 76.48 
skills 
Thc ability to sllasc ~lcgativc 2.970 74.25 
information freely 

Item C.12 (the ability to establish ant1 i~pliultl high standard of 

quality). C.9 (the ability to give credit wl1cl.c crctlit is due),  C.1 (the 

ability to be self-cfficicnt), ( ' . 5  ( the ahility to kccp p ~ m ~ i s e s )  and C.7 

(the ability to share positive inli)rmatio~i freely) arc standing out. 

Thcsc five questions rcccivcd rcsponscs bctn.c.cn 06'%1 and 98?4 

(3.824-3.9 12). The rcason for this Iiigll responsc from thc study 

population is that high quality standards promote i~itercst in tllc 

guesthouse ( c f  3.5.2) and g i \ c  the g ~ ~ c s t  a satisfied Itcling that hclslic 

is receiving value Ihr money spent at the gucstliousc. Thc ability to 

give credit where crcdit is due is a psycliological aspect of  Icadcrsliip 

and promotes group intcrcst i l l  the g ~ ~ e ~ t l ~ ~ ~ ~ ~ e ' ~  SCI.\J~CCS atid 1;1cililies 

(cf. 3.5.2). I t  stems from tlte litcl-aturc study in C'haptcr 3 that sell- 

efficiency o f  thc ou nc.r-~nal~agcr is important to crc;~tc a positive 

18 1 
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organisational atlnosphere and contributes to pcrfonnance 

improvement o f  the guestliousc (cf'. 3.5.2). In l iavi~ig the ability to 

keep promiws :in11 sh:ir-c positive inlhrni:~tion I'secly, thc owncr- 
nianagcr rcvcals good Icadcrship qualities and thcrcforc can gain trust 

from others and encourage group interest (cf. 3.5.2). 

Items ranked 6-23 were rcg:trdcd by the respondents :IS iniportant. 
Thcsc questions include a combination o f  sell-cl'licicncy. Icadcsship, 

managerial and entrepreneurial aspccts. It rclatcs to the literature s t ~ ~ d y  

in Chapter 3 by confirming the importance to apply a combination of 

these aspccts (cf..3.5.2). 

Itcm C.6 (tlic ability to shasc ncgativc inlbrm:~tio~i li-ccly) was ro~lkcd 
as the lowcsl response in 'Table 4.6 by Incans ol' 74'Y' (2.97). The 

reason for this low ranking niay be that tlic rcspondcnts fccl that 

positive information must be sllarccl instead (cf. Tnblc 4.6: Rank 5 ) .  

4.3.8 SUCCESS FACTORS THAT OWNER- 
MANAGERS REGARD AS IMPORTANT 
FOR DEVELOPING AND MANAGING A 
GUESTHOUSE 

Given the previous infomation (cf. 4.3.2 4.3.7), the s t ~ ~ d y  

population regards various aspccts as important to very important ('or 
thc ilcvclopmcnt and management o f  a gncsthousc. 7'lic rcspondcnts 

regard 27 of the aspccts as very important (90% +). Aspects that arc 

ranked 1-4 arc rated 9XO;, t- and aspccts that arc ranked 6- 10 asc ~xteil  

%'%, -t iniportant. 
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These aspects can be seen ;is lhc success 1;1c1ors rhar rlie respo~dcnrs  

regard as important Sor dc\cloping and managing a guesthousc antl 

include Ihc following: 

Table 4.7: Success factors that owner-managers regard 
as important for developing and managing a 
guestllouse 

E~isurc Iiigli Icvcls of Iiy,~icnc 3.0W 0 0 .2 3 
Fwilitics milst ~iicct tlic needs 

3.03 1 08.53 
of lhc g11ests 
Show courtcsv to vucsts 3.01 2 07.80 
Tlic ahilily to cstnblisli a n d  

3.0 12 
i~pliold high s t ~ ~ ~ i d : ~ r d  of qi1:11ity 

07.80 

Tlic ability to g i w  crctli~ wlierc I 
3.875 06.88 

crcdi~ is due 
Tlic abilitv lo he scll'cl'licicn~ 3.853 00.33 
T l ~ c  ability to keep promlscs 3.853 90.33 
Wclcomc pcs t s  in  n pcr\oli;~l 
nianncr i ~ p o ~ i  arri\xl at tlic 3 . 8 3  06.33 
gucstllollsc 
Thc ability lo sl1al.c posiliw 
i~ifor~iintiori freely 3.824 06.00 

Tlic rcason 1i)r Illis high response in aspects ranked 1-3 ]nay be rhar 

owner-managers focus n~ol-c on tlie acstllctics 01' tlic ~ ~ I C S I ~ I O ~ I S C  Ihan 

on Ihc managerial and slratcgic processes (cf. 3.2.7). 11 is very 

imporlant to owncr-managers Ihal Ilic scrviccs antl 1:1ciliIics ~iicel  Ilic 

needs of guests wid that tlic ovcrall is clcnn. C'ourtcsy is also \ a y  

imporrnnr ro ou.ner-managus to cnhancc I~ospitahlc scr\;icc (cf .  3.0.5).  
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Aspects rated 96% - 96.88% have relevanceto the key success
factors that are regarded as important, because it reflects

psychological abilities of the owner-manager to provide quality
service to guests and to manage employees effectively (cf.3.5.2).

100%
90%
80%
700Al
60%
50%
40%
30%
20%
10%
0%

B.8 B.51 B.9 B.63 C.12 C.9 C.5 C.l B.44 C.7

97.06 96.88 94.12 91.18 91.18 87.5 85.29 85.29 85.29 82.35

2.94 3.13 5.88 8.82 8.82 12.5 14.71 14.71 14.71 17.65
o 0 0 0 0 0 0 0 0 0
o 0 0 0 000 000

Figure 4.6: Frequency response of study population to
success factors

From the research, only one aspect was viewed by the respondents as

not important (means=1.971 / 49.28%), namely to have a liquor
licence (cf. Table 4.5). The reason may be that owner-managers don't
want to serve liquor or that 44% of the guesthouses operate with only

3-4 rooms (cf. Figure 4.4) and regard a liquor licence as cost-
ineffective.

184
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Figure 4.6 shows the Srcqucncy of aspccts that owncr-managcrs rcgard 

as important succcss factors for dcvcloping and managing their own 

gucsthousc. 

The frcquency scalc (4- 1) given in Figure 4.6 rcprcsents tlic scalc of 

importance that owncr-managers liavc rated in the s t r~ i c t~~rcd  

qucstionnairc (4= vcry important, 3=importnnt, 2=i11ipurtant to all 

cxtcnt. and I -not important). 

I t  can be concluded from Figure 4.0 that most of the owncr-managers 

rcgard aspects given in Tablc 4.7 as vcry imporlant (82.35 -- 97.06) 

for tlcvcloping and managing a gucstlio~~sc. Nonc of tlic study 
polx~lation rcgards aspects in Tablc 4.7 of no importnncc or i~nportant 

to an cxtcnt. 

4.3.9 SECTION D: APPLICATION O F  
STRATEGIC PLANNING ASPECTS 

Thc aim of thcsc itcms was to dctcrmint: tlic cxtcnt to which tlic 

owncr-manager makcs use of aspects of strategic p l~nning  i n  their 

own gucstliouse. The response to thcsc itcms is rcllcclcd in Tablc 4.7. 

Table 4.8: Application of strategic planning aspects 

The I;~cilitics provided nlcct tlic 
11ceds o f  our  target nial-ket / 3.618 / 90.45 I 
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Busincss ethics arc applicd 
A busiticss pliilosopliy is 
annlicd 
Internal cnviron~ilcnld I;lctors 
arc analyscd. c . ~  I;~cilitics. 
11~1ti1a1i rcso~~rccs.  scr\.iccs. 
tilarkcting and li~lanccs 
Operational str;~lcgics arc 
controlled 
Managerial stratc9ics arc 

A cllcck list is tlc\~clopcd as n 
conrrol ~ ~ ~ c c h a n i s n i  
A vision slatc~llcnt is 
fomulatcd 
Extcrnal rnvirot i~l ic~~tal  factors 
arc annlyscd, c.g. the 
cconc~mics. politics, tcch~lology 
:111c1 conlpctitors 
Spccilic strategic issucs the 
g ~ ~ c s t l l o ~ ~ s c  is facing arc 
idcntilicd 
I3~1sincss atr:~tcgics 31-c 
dcvclopecl 
Ilow well ccrtniri ~iinn;~gcmcnt 
stratcgics arc working. arc 
:rsscsscd 
A niission statc~ilcnt is 
for~liulatctl 
Infortilation tlcrivctl lYom tny 
stratcgic p1;111 to anticipate 
decision-ni;kilig i s  used 



The  respondents apply itcms r:~nkcrl I - I0  to a noticeable extent. 7'11csc 

items arc syntliesiscd Srom aspccrs of strategic p l a n n i n ~ .  namely rllc 

pcrforriinncc of  a situational analysis (cl: 3.2.3). setting husincss 

objectives (cf. 3.2.2) m r i  stratcgic control (cS. 3.2.0). 'l'hcsc proccsscs 
of  strategic planning are applied hy o\vnc~--ma~iagcrs in n large extcnr 

becausc rhcy arc vital to the dc\~clopmcnt ancl ~ i ianagc~ncnt  process o f  

a succcssfi~l guestliouse. 

Items rankcd 1 1 - 17 in Tnblc 4.7 arc applied by rhc rcspondcnts to a 

~nodcra tc  cxtcnt in tlicir own guestliouse. 'The reason l'or this rcsponsc 

may bc that owner-~iinnagcrs don't practise Ibrn~nl s l~atcgic  planning 

processes. but use a combination or  f imial  strntcgic planning a n d  tlic 

intuitive-anticipatory approach inslcacl (cf. 3.2.1). 

4.3.10 SECTION D: APPLICATION O F  
FINANCIAL ASPECTS 

T o  dctcrniine tlic cxtcnt to which owner-rnanagcrs apply financial 

aspects in their own g ~ c ~ t l l o ~ ~ ~ c s ,  lllese items wcrc atltlcd. The  

response to tlicsc itcms is reflected in Table 4.8. 

Table 4.9: Application of financial aspects 

An ownership type is decided 
I D.  I X upon. e.g. sole proprietorship. 3.205 X 1.03 

parlncrship or close corporatioll 
An cxpcclctl ~~~rnovc l -  budcel 1s 

2.04 1 73.53 clcvclo cd 
A brwk-cvcn al~i~lysis 

D.22 2.040 73.50 
x r f o r n d  
A cash brc;~k-c\.cn am~lysis is 

D.24 2.0 12 72.80 de\ clopcd 
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Financial information systcms I 2.882 1 72.05 arc uscc~ to control f i~~anccs I 
I 6 ( D.20 I A cash operating cost budgct is 

dcvcloncd / 2.849 / 71.23 I 

Item number D.18 (an ownesship type is decided upon) is standing 

out. This itcm rcccivcd a rcsponse of 82% (3.205). T l ~ c  rcason tbr this 

response fiom the study population is that local authorities require 

gucsthouscs to be rcgistcrcd as busincsscs with clear ownership 

specifications in order to operate legally (cf. 3.3.1). Anothcr reason 

may be that the bank requires the business registration documents 

when an  owner-managcr wants to apply for a loan. 

7 

X 

9 

In Table 4.8 ranked itcms 2-9 arc applied by thc scspondcnts to a 

~notlcrntc extent. The rcason for this response t iom the study 

population may be that the rcspondenls have moderate cxpericncc in 

tinanciol tlcvclopmcnt and management antl use an  authoriscd 
accountant to munagc and tlcvclop their Iinanccs instcad. 

4.3.1 1 SECTION D: APPLICATION OF 
TOURISM MARKETING ASPECTS 

11.24 

11.25 

I). 19 

To establish the cxtcnt to which the owncr-mi~nagcss make ~ l s c  of 

aspects of  tour is~n marketing in their own gucsthouscs, thcsc itcms 

appears in the qucstionnairc. The responses lo these question itcms ase 

rcflcctcd in Table 4.10. 

A budgct turnover analysis is 
dcvclopcd 
The various planncd budgets 
arc implclncntcd 
Thc busincss plan is written 

2.788 

2.765 

2.500 

00.70 

69.13 

62.50 



Table 4.10: Application of tourism marketing aspects 

Tlic gucsthousc as ~>rotIuct is 

Thc gucsll~ousc as product is 

Efficient public relations arc 
0 .43  

Tlic gucsthousc is positioned i n  
tlic market nlacc 
I1ircct n~arkc t i~~g  is used to 

0 [).42 
cl.catc an i~ii~iictliatc s n ~ c  
Tllc gucsthousc as product is 

6 D.35 promoted. tailorctl lo it's 
product life cycle 

8 D.27 Marketing rcsenrch is cxcc~~lcd 

9 
Market rcscarch is aimed a1 

D30 
prdctcnni~icd target iiii~rkcts 

9 D.36 A pricing strntcgy is dcvclopccl 

1 I 
Tlic market is seg~ncritcd into 

D.28 
taract ~linrkcts 

I road signs 
I A target ninrkcl is sclcctctl Ily 

13 1 D.32 1 nicans of tlic applic;~~ion 01'  rl 

Iturns sankcd 1-12 arc npplictl hy thc rcspontlcnts to a noticcill~lc lo 

large cxtcnt. Tlic ~ q > o ~ i d c n l s  Iiiay apply thcsc itcnls of t o ~ ~ r i s m  

14 D.20 

strntcgicnlly planncd ~ncthod 
Profiles of the \ arious ~narkct 
scg~nc~its arc dcvclopcd 



marketing in ordcr to relay a spccitic, convincing message to porcnlinl 

guests in ordcr to convince Ihcm to visit the gucstliousc (cf. 3.4). 

Items D.32 (a targct markcl is sclcctctl by means of a slralcgically 
planned method) and D.29 (profiles of the various marker scgmcnts 

arc dcvclopctl) i~rc  significant bccnusc of  he i r  low rating. L3oth 

questions received negative responses of 2.824 and 2.727 and arc 
tlicreforc applictl by the rcspcmtlcnts in a noticeable cxtcnt. The rcason 
fix this negative response from thc study population may he that 

owner-managers do not sclcct rhcir targct market by applying a 

strategically planned mclhod but use rile intuitive-anticipatory method 

to sclcct their targct markct. Another rcason may be that owncr- 

managers choose nor lo concentrate on a sil~glc or fcw segments, but 

use an untliffcrcntiatcd marketing strategy instead (cf. 3.4.4.1 1. 

4.3.12 SECTION D: APPLICATION OF HUMAN 
RESOURCE ASPECTS 

Tlic aim of thcse items were to dcrcrmine the cxtcnt to which thc 

o\vncr-managers make use of aspects of liu~nan resources i n  rhcir own 

gucstliouses. The response from the study population to tlicsc items 

arc rcflcctcd in Table 4.1 I ,  namely: 

Table 4.1 1: Application of human resource aspects 

I D.45 3.520 88.23 Tlic right pcrson for the riglit 
posilion i s  ~wruitcd 





opcsalional aspccls in lhcir own gucsthouscs. 7-hc rcsponsc to thcsc 
itcms is rcfclcctcd In Tablc 4.12. 

Table 4.12: Application of operational aspects 

9 

9 

1 I 

I ?  

I ?  

1)'5 

I).ZO 

D.70 

I 

9 

iks i s ta~ lcc  with luggage is 
ol'li.1-cd 
Scciirc car parkiry is ~ m n i d c d  
A variety o f  sccscationa\ 
activities is of't'crcd. c.g. 
swimming pool and :I S L I ~ C I ~ I  

p r d c n  
Tllc tclcplionc is i~sccl as ;I 

constl-ucti\,c tool to promote the 
iin;qc ol' the ~ I I ~ S ~ I I O L I S O  
IIcp;li-ti~rc scr\,iccs ; ~ r c  ol'l'cscd 

3.353 

3.353 

3.333 

3.294 

3.204 

83.83 

83.83 

83.33 

X2.35 

82.35 
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1 14 1 D.62 I vnluablcs arc cxplaincd to 1 3.205 1 81.03 

In Table 4.12, item D.55 (high levels of  hygiene arc ensured) and 

D.67 (courtesy is shown to guests) arc standing out and both rcccived 

a response of 98% ( 3.012; 3.909). The season lor this high rcsponsc 

fronl the study population is that gucsthouscs may bc visitcd by a 

hcalth inspcctos to evaluate the clcanlincss and  hygicnc of thc kitchcn 
and rest of the house hccausc food arc prcparcd and \,arious scr-vices 
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arc cxcci~red tliar require personal conrnct bcrwccn Ihc human 

rcsourccs and gi~csts. When Sound that rhc gucsllioi~sc is unhygienic, 
its pcrmir lo do business may be rcvokcd bccausc an unhygienic 

gucsrhousc may be il licalrli risk to its guests. In always slio\ving 

courtesy lo gucsrs o posirivc and lasting impression may bc imprinted 
on the gllcsrs (cC 3.6.5). 

The rcspondcnts apply opcrarional aspccls in items ranked 3-19 lo a 

noriccablc to largc cxtcnr. Tnkcn rhc lircraturc s r d y  in Cliaprcr 3 into 

accounl, rhcse opcrarional aspccrs include proccdurcs ro Sollow upon 
tlic arrival of rhc gucsrs, opcrarional administration, dcparlurc scrviccs 

and tlic provision of uniquc scrviccs and i'i~cililics. Applici~tion of 

tlicsc aspects is necessary lo yicld opcrarional inpuls ro oi~rputs (cl: 

3.6. I ). 

Ircm D.71 (confcrcnccs arc hosted) and D.57 ( ~ h c  gucslliousc Im a 

liquor liccncc) arc significant bccausc they scccivcd tlic lowest 
ranking in Table 4.1 1 by nicans of 49% ( 1.94 1 ) and 44% ( 1.765). The 

rcnson for this ncgativc rcspolisc fro111 Ilic study popularion may be 
that tllc prcmises on which the gucslliousc is localcd is roo small to 

accommodate confcrcncc Sacilirics. Thc posscssiori of n liquor liccncc 

may bc cost incffccrivc bccausc of thc small scale on which rhc 

gucsthousc opcratcs. Somc owncr-mnnagcrs may want to avoid 

unwanrcd gucsrs who only use ~ l i c  liquor 1;lcilirics and nor tlic 
ncconi~iiodarion I'acilirics as well. 
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4.3.14 SUCCESS FACTORS T H A T  ARE 
APPLIED IN DEVELOPING A N D  
MANAGING A GUESTHOUSE 

Given the previous information (cf. 4.3.9 - 4.3.13). the stildy 

population applies various aspects li,~- the development m d  

mnnngcmcnr of a gl~estlinusc to a ~ioticcablc to Ial'gc cutcnt. Succcss 

factors (ratccl +90'%) as applied by tlic owncr-managcl- include the 

following: 

Table 4.13: Succcss factors that arc applied in cleveloping 
and managing a guesthouse 

2 1 D.67 1 Courtesy is slio\vn to guests 1 3 1 97.73 

I 
High levels of hygici>c arc ( DS5 1 cnn~rcd 

Tlic facilities pro\ itictl meet thc 
X 3.01X 00.45 1 1 ) 1 0  1 ncctls ol.our target ~ni~rkel 

Tlic respondents apply S ol' tlic aslxxts to a glcat cxtcnt ( 1 ')0'!0). Out 

of  thcsc aspects, 2 arc r;~tctl 107"L ~iamcly  to ensure high levels of 
- - - - - - - .- - 

105 

3.01 2 97.80 



Chaptrr 4 : ISn~pirici~l I<csci~rcl~ 
- - -. . .. .- -- - -- - - - - - - - - - . - 

liygicnc antl show courtcsy to gi~csts (el.. Table 4.3.12). This complies 

with the aspccts that owner-mnnngcrs rcgi~rtl as very important (cf. 

Table 4.7) and contil-m tlic v i m  that a clean. warm and liicntlly 
guestliousc will attract gl~csls (cl.. 3 . 0 . 0 ) .  

To show guests to their roo~ns and to welcome gi~csts in n pcrsonal 

manner upon arrival, are important operational aspects to ;~pply at lllc 

arrival of guests in order to cnhancc a positive first impression (cf*. 

3.6.3). In providing scrviccs guests ~lcctl a ~ l d  locating tllc gucsthousc 
in the right position, guest satis1;lction is cnhancctl. Most owncr- 

managers regularly determine whether the scrviccs antl facilities 

provided by the gucsthousc prodl~ct m e t  the ncctls of' their guests. 
When the owner-managers dctcrminc that the nccds of tllcir target 
market are changing, tlevclopmcnts antl ac!justmcnts in scrviccs and 

facilities can be made to provide Ihr those changing ncctls. In doing 

so, tlie owner-manager ensures that the gi~csts comc back to revisit tllc 

gucsthouse and be satisfied by the scrviccs and facilities provided. 

This is a characteristic of tlic owner-manager that rcllccts a personal 

interest in the needs of gucsts ant1 the ability to react innovativcly and 

creatively. Dctcrmining guest ncctls ant1 dcvc l~p i~ lg  ~erviccs a ~ i d  

facilities according to i t ,  ~ ~ f l c c t s  effective gucstho~~sc tlc\~clopmcnt 

ant1 management. 

Tlic rcspundcnts apply liosti~lg of conkrcnccs (~ l lca~ls  - 1.94 1 ) and tllc 

possession of a liquor liccncc (means-:I ,705) to a small extent (el.. 

Table 4.12). Tlic reason may he that tlie operations and prc~niscs of 
tlic gucstlioi~scs are on a small scale and i t  is tliercf'orc cost-inel'fective 

to apply for a liquor liccncc or to build co~lf'ercnce li~cilitics. Another 

reason may bc that owner-managers d o  not understand business 
dynamics - -  rhc more quality scrviccs and lrlcilitics they ol'fcr. the 
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more profit they can make if the strategy behind the business is
developed and managed well.

Figure 4.7 shows the frequency of aspects that owner-managers apply
as success fuctors for developing and managing their own
guesthouses.

100% ~.

50%

0%

. A large extent
IJ A noticeable extent

. A moderate extent

CNo extent

D.55 D.67

91.18 90.91

8.82 9.09

o 0

o 0

D.37 D.8 D.9 D.48 D.lO

76.47 73.53 73.53 70.59 67.65

11.76 17.65 23.53 29.41 26.47

11.76 8.82 2.94 0 5.88

o 0 000

Figure 4.7: Frequency of aspects applied by owner-
managen as success faeton

The frequencyseries (4-1) given in Figure 4.6 representsthe scale
used in the structuredquestionnaireto determinethe extentto which
owner-managersapplyaspectsfordevelopingandmanagingtheir own
guesthouses (4 = a large extent, 3 = a noticeable extent, 2 = a
moderateextentand 1= no extent).

It can be concludedfrom Figure4.7 that mostof the owner-managers
applyaspectsgivenin Table4.13to a noticeableto greatextent(91.18
- 67.65)for developingandmanagingtheir ownguesthouse.None of

197

- - - - - ----- - - - -- - --
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rhc s r d y  popi~larion applics aspccts in Tablc 4.13 ro no cxrcnr and the 

rcsponsc to four aspccrs (D.37, D.8, D.9 and 11.10) indicates that.only 
a fi.w owner-managers apply rhcsc aspccts lo a modcrarc cxrcnt ( 1 1.76 

- 2.94). 

4.4 EFFECT SIZE (W) 

The clilta of Section L3 and Scction D wcrc statistically analyscd by 

two-way contingency rablcs and comparcd with the SASW 

programme (SAS Institulc Inc.. 2001). Thc practical signiticancc of 

rhc rcla~ionship bcrwccn impol-rancc and application of items in 

Scclion B and Sccrion D is dcrcrmincd Ilirougli using Cramcr's O ' . 
The scalc fix this iiictliod is (Cohcn, 1988:223): 

W-0.1: Small effect 

4.4.1 ASPECTS O F  STRATEGIC PLANNING: 
EFFECT SIZE BETWEEN lNPORTANCE 
AND APPLICATION 

The aim in dctcr~nining rhc cffcct sizc of aspccts of strategic planning, 

as rcllecrcd in Tablcs 4.1 and 4.7, is ro cstablisli wl~cthcr thcl-c is a 

praclical significant rclarion hclwccn tlic nspccrs rllat owner-managers 

rcgard as important a n d  rhc cxtcnt to which llicy apply it. Tlic cffcct 

sizc bctwccn Ilic importancc and application of aspccts of slratcgic 

planning arc rcflcctcd in the t'ollowing table: 



Table 4.14 Aspects of' strategic planning: El'fect size 
between importance and application 

B. I ID. I Set busincss obiccti\.:cs I 0.60 
Idcntily apccilic stsakgic issucs 
tlic gucstliousc is Sbcing 

0.60 

Sct busincss cdiics 0.5X 
Arialysc cstcsnal c~i\:iso~i~iicrilaI 

0.52 
firctors 
Formulak n vision stntcnicnt 0.47 

strategic pI;~ri to :~~iticipatc 0.42 
tlccision making 
For~iiula~c a mission statc~~icnt 0.39 
Sct a business philosopliy 0.30 
Assess Ilo\\. T I  certain 
nianngcri;~l strategies arc working 0.30 

Control operalion:~l stratcgics 0.38 
0. I9 

0 .  I4 

Services ~ i i ~ ~ a t  ~iicct tlic ricctls 01' 
0. 10 

licsponses o f  the study population to six itcms. as rcflcctctl in Tablc 

4.14, liavc a large practical cfl'cct. iiamely H. 1 colnpnred lo D. 1 (set 

busincss ol~jcctivcs), B. 1 I c o m p r c d  to 13.12 (idcntitji certain specific 

issucs the gucstliouse is I;lcing), B.5 comp:1i.cd lo D.5 (sct business 

ethics). H.6 coinpnrcd to 11.6 (analyst cs[crnal ci~vironmcirl:~l krclors). 
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B.2 compared to D.2 (I'or~iiulatc a vision ~t i l tc~ncnt)  a n d  U .  I6 

compared to D. 17 (clcvelop a cliecklist as a control mccl~anism). 

'The reason for this response emphasis~ng managerial and strategic 

aspccts, may be that setting business objectives is the starting point in 

the stratcgic planning process and tlic end towards wliicli organking, 

marketing, human resources and control arc aimed ( ct'. 3.2.2). Owncr- 
managers may identify stratcgic issues in order- to dctcrniinc which 

aspccts of developing and managing the guesthouse needs attention 

(cf.. 3.2.4). Setting business ethics may set bcliavioural codes tliat 

guide the gucstliouscs In their relationship witli other cnvironmcnts 

(cf. 3.2.2). Such a n  environmcntal rclationsliip is tlic connection witli 

the cxtcrnal cnviron~ncnt, wliicli intlucnccs the g ~ ~ e s t l i o ~ ~ s c ' s  choice of 

dircction and action, as well as the business stl-ucturc and internal 

processes (cf'. 3.2.3.3). 

Formulating a vision statement is part of sctting business ol?jcctivcs 
and is important anel is applied bccausc a vision is a roadmap of tlic 

gucstliousc's f~1t111.c - tlic dircction i t  is I~cadcd, tlic business positio~i 

i t  intends to stake out, and the capabilities i t  plans to dcvclop (cS. 

3.2.2). An effective tccliniquc to control implementation is tlic 

checklist-method (cf. 3.2.6). This implies tliat each person and 

decision rcccivcs a cliccklisr, based on tlic stratcgic plan, of wliut need 

to bc done. Tlic cliccklist-method is succcssfi~l hccausc cvcryonc 
knows exactly what is required of them. Rcport back on a continuous 
basis helps to acliievc sustainability and tlicrcforc owncr-managers 
may regard i t  21s iniporl;mt and apply i t  to the same cxtcnt. 

'Tlic owner-managcrs may think rllusc aspects arc important and apply 

i t  to tlic same cxtcnt. because i t  can be formally plannccl or proccssect 

tl\rougIi a n  intuitive-anticipatory approach ( c f  'Table 3.1). Tlicse 



There was found that thrcc items havc no practical significant rel, '1 1' 1011 

betwcen importancc and application, namcly (0.1-0.19) L3.7 comparcd 
to D.7 (analyse thc internal cnvironmc~~t), 13.8 comparcd lo D.9 

(facilitics must mcct the nectls of guests), H.8 compared to D.9 
(scrviccs milst mcct thc needs of g ~ ~ e s t s ) .  The reason for this rcsponsc 

may be that gucsthouscs use an undifrcrcntiatcd markcling sll-atcgy 

and equip facilitics and scrviccs to suit most guests. Thcrcfore owncr- 
managcrs may recognisc the importancc of thcir services and f'ncilitics 

to mcct the nccds of'gi~ests but arc constraint hy practic;ilitics such as 
budgeting, room spncc or location. 

4.4.2 ASPECTS O F  FlNANCIAL 
MANAGEMENT: EFFECT SIZE 
BETWEEN IMPORTANCE AND 
APPLlCATlON 

The aim in determining the cl'f'cct sizc of aspects of financial 
~nanagcment, as distinguished in Tables 4.3 and 4.1 1 was to establish 

whether thcrc is a practical significance in thc aspccts that owncr- 

nianagcrs regard as iniportant and rhc extent lo which thcy apply i t .  

'Thc cfTcct s i x  is rcflcctcd in Tahlc 4.15. 
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Table 4.15: Aspects of tinancial m:inagement: Effect size 
between importance and application 

I 

2 

3 

Question number B.25 compared to D.20 (control finances tliroitgli 

R.251D.26 

f3.2 l ID.? l 

4 
4 
4 
7 
8 

fimlncial information systems) have a large practical s igni lkant  

relation bctwccn importance and application. Timeless and useful 

information systems, concerning the activities and linancial position 

H. 171D. I8 

o f  thc guesthousc, is required to enable the gucstliousc owner-manager 

Control finances through financial 
ir~formation systems 
Dcvclop a n  cxpcctcd ti~rnovcr 

3 9 I 
13.20/1).20 
13.241D.24 
0.23/D.23 
B.221D.22 

to succcssf'i~lly manage finances. Tlic in lomat ion must be itscli~l in 

making management ciccisions on  a daily or monthly basis and 

thcrcforc owners-~iianagers may regard i t  as impol-rant and apply i t  to 

0.47 

0.40 
budg ct 
Dccidc on type of ownership. c.g 
sole prop~~ietorship, partnership or 
close corporation 

Items tllat arc ranked 2-8 have a practical signilicant relation bctwccn 

importance and application that vary li-on1 0.23 - 0.40, implying a 

0.39 

Write a business plan 
l > c \ ~ l o p  a cash operating budget 
Develop a cash break-cvcn analysis 
Develop a budget tilrnovcr analysis 
Perform a break-wen analvsis 

small to modcratc cffcct. The reason li)r this response may bc that 

0.34 
0.34 
0.31 
0.3 1 
0.23 

owncr-managers rccognisc rhc importancc 01' aspects of financial 

manngemcnt but don't have practical cxpcricncc in small bitsincss 
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opcraliuns, can't exccurc rhcsc processes hy thcmsclvcs and 11icrcti)rc 

hire a profcssionid accounlnnl ro help plan and conhul rlieir tinanccs. 

4.4.3 ASPECTS OF TOURISM MARKETING: 
EFFECT SIZE BETWEEN IMPORTANCE 
AND APPLICATION 

The reason why rllc effect size of' aspccrs of lourisni miirkcling were 

dctcrmined. ils dislingi~islied in . r i ~ l ) l ~ s  4 .3  and 4.10. was to cs~ablish 

wlietlicr lhcrc is a practical signiticancc in the aspccls 1 1 ~ 1 1  owner- 
managers regard as i rnpor t a~~ t  and llic culcnl lo which lhcy apply il. 
The effcct size i s  reflcctcd in Tnhlc 4.16. 

Table 4.16: Aspects of tourism 111ilrketillg: Effect size 
between importance and application 

2 

3 

-1 

4 

B.381D.42 

B.341D.37 

B.30lD.32 

13.361L).40 

Use direct marketing to crcotc all . 
~mnicdi;~lc snlc 
L.ocatc the gucslliousc i n  tlic riglit 
surroundi~igs 
Sclcct a targel ~iiarhct by nic:llis of 
tlic :~pplicatiori of a stra~cgically 
plnrinctl mcthod 
Advertise tlic E L I C ~ ~ O L I S ~  

0.70 

0.5 1 

0.50 

0 .50 
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1 markets I 

1 14 1 B.3OlD.43 I I>c \~ lop  cflicie~lt public relations I 0.77 1 

l 0  

10 

The items ranked 1-7 have a large practical xignilicancc (0.47 - 0.80). 

Owner-managers regard tlicsc aspects o f  tourism markcting as  

important to the same extent as  applying i t  in ortlcr to facilitate 

acccssihility ol'the guestliousc by means o f  clear road signs, use direct 

marketing to create an immediate sale, locate the gucsthouse it1 tlic 

right sut-roundings, sclcct a targct market by means o f  the application 

of a strategically planned method, atlvcrtisc the gucstliousc, aim 

markct rcscarch at 131-cdctermincd targct markets ant1 develop a pricing 

strategy. 

The practical signiticaticc of this response may be that owner- 

managers want to relay a specific, convincing message to potential 

guests from a prc-determined targct markct, in order to pcrsuatlc them 

to visit the gucstliousc and to generate a profit I'or tlicmselvcs (cl'. 

3.4.4). 

'" 
13.3211135 

One aspect has a small cl'lkct size namely tllc clcvclopment ol'cflicicnt 

public relations (0.22).  I'hc reason li)r this rating may be that many 

owner-managers arc fairly newcomers to the gucsthousc industry (cl.. 

4.3.1) and still need to build a networking and lobbying systcti~ with 

otlicr gucsthouses in the district. 

Position the gi~cstl~ouac in the 
markel ,,lace 
Promotc the pesthouse as a 
product. t:lilorcd to its product life 
cvcle 

0.33 

0.33 
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4.4.4 ASPECTS OF HUMAN RESOURCES: 
EFFECT SIZE BETWEEN IMPORTANCE 
AND APPLICATION 

Table 4.17: Aspects of l i i ~ m a ~ i  resources: Effect size 
between importance and application 

I position I 

2 

3 

4 

No  item regarding aspects of Iiuliian rcsourccs has a large cffcct size 

(+0.5) according ro Cramcr's G.) ' .  Tlic effect s i x  \iarictl from 0.19 - 

0.43, implying no practical significanr cSScct. 

The rcason for rhis rcsponsc may bc that owner-managcrs rccognisc 

the importance ol' aspccrs of Iiuman r c s o ~ ~ r c c s  bur cliiploy too few 

pcoplc (cf. Figure 4.3) to apply thc k m m l  rcc~-uit i i~c~lt .  trainiug and 

pcrformal appraisal mcthocls t l~csc  prxmsscs imply. Atiolhcr rcason 

may be that owner-managus  aplmwch 111cir Iiuman rcsourccs as 

domestic assist:inrs and not as c ~ i ~ p l n p c c s  of'a slnnll busincss. 

t3.40iL>.44 

H.441D.47 

B.41lD.45 

Rccri~iring rhc riglit person for the riglit position gained llic lowcst 

rank and has no cffcct sizc (C'ralllcr's C.) ' : 0.19) M ' I I ~ C I I  i ~ l ~ p l i c s  thi~t  

in task pcrliminncc 
Iticorporatc Icpl  ;~spects of 
employment in the tn;~nagcmcnt 01' 
rlie gl~eslliousc 
Wclcomc tlic gucsls it1 ;I pcrsonal 
mnnncr upon arrival 
Recruit Ilic right person for the right 

0.3 7 

0.36 

0.19 
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owner-managers may rather train cmployccs to hc multi-skillcd in task 

performance (Cramcr's C3 ' : 0.43). 

4.4.5 OPERATIONAL ASPECTS: EFFECT 
SIZE BETWEEN IMPORTANCE AND 
APPLICATION 

Why positive considerat~on was given to determining the effect sizc of  

opcrational aspcets, as I-eflectcd i l l  Tablcs 4.5 and 4.12, was to 

establish wliethcr there is a practical significant el'fect in aspects that 

owner-managers rcgarcl as important and thc cxtcnt to which thcy 

apply i t .  The effect slzc bct\\ccn thc ~mportancc  and  application of  

operational aspects arc given ill Tablc 4.15. 

Table 4.17: Operational aspects: Effect size between 
importance and application 

I I otlicr tourism scr\.ices when 
rcauc\tc(i I 

2 

3 

3 

5 
6 
7 

13.58/1>.62 

B.521D.56 

B.651D.69 

B.47111.5 1 
B.63lD.67 
I3.50/1).54 

liuplain sali-kccpi~ig ~m)cctlul.cs lo 
gucski 
Pro\-ide more than onc meal, 
including a co~nbination ol' 
breakfast, lunch or dinner 
Offer unique products [hat 
tlistinguish the guesthousc fro111 
co~npctitors 
O f i r  assistance with luggagc 
Show courtcsy l o  gucsts 
I'rovitlc a varictp ofmcnu's 

0.70 

0.65 

0.66 

0.65 
0.63 
0.62 
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c 

12 ( B.5 1 iD.55 I ISnsur-e high lcvcls ol'hygicnc I 0.50 

4) 

10 

I I 

I LISC ; ~ n d  proced~~rcs  o f s e ~ - v i c ~ s  
13 1 B.66ID.70 ] Offer n variety o f  recreational 1 0.53 

B.67ID.7 1 
B.5OID.63 

U.54ID.59 

- 
13 I U.48/1>.5:! I Show g~lcsts to tllclr r o o m  

1 I actii itics c.g. s w i ~ n ~ n i n g  pool and I 

0.53 

repistration procedures 
1 lost confi.rcnces 
Explain procedures concerning the 
handling of keys 
Provide secure car narkine 

13 1 B.49iD.53 1 Point out ;~spccts concerning the 1 0.53 

1 ~llcslllollse 
19 1 B.6811>.72 1 Ol'fcr n variety of productslscrviccs. 1 0.37 

0.59 
0.58 

0.57 

16 
I8  

I I c.g. laurldry, transport 2nd walking I 

R.04lD.08 
13.57/1).01 

20 

payment is valid 
O f k r  departure services 
Use tlic tclcplione as a constructive 
tool to promote the ilnagc of the 

2 1 

22 

Items in Table 4 .17  that a rc  ranked 1-20 have  a largc cl'lkct (C'ramcr's 

W ' 0: 0.40 - 0.75)  and  t l w c l i ~ r c  a p r ac t~ca l  signiticant rclntion csisrs  

0.5 I 
0.49 

B.44111.48 

22 
24 
25 

3 . 6  I I S  

B.601D.64 

trails 
Wclco~nc gi~csts i l l  n pcrson;il 
Inxmcr unon arrival 

13.531D.57 
13,55/1>.5X 
I O I I O  

0.46 

Ilxpl:~in proccdurcs conccrnil~g the 
distribution of ~nessagcs 
Ask guests wllctlicr they I-cquirc a 

0.44 

0.43 
wake-i~p call in the ~nornings 
Ilavc ;I liquor liccncc 
A vcrage a 60'h + hcd occ~~pmicy  
Iixplain charges to guests at 

0.43 
0.42 
0.38 



bctwccn rhc imporlancc and application ol' tlicsc aspccls in llic 

operations of a g~~cstliousc. 

Thc reason for this liigli rating may be tl~ol o~vncr-lnanagers apply 

operational aspects to tlic samc extent as tlicy ~.cgnrd i t  as important 

bccausc of thc system approach i n  which rllc gucstliousc opcralcs. I t  

relates dircctly to developing, managing, and strntcgic planning 

processes for a g ~ c s t l l o u ~ c  as \ \ ~ l l  as to tlic prc-arrival phase of 

guests, arrival of ~ L I C S ~ S ,  operatio~i;~l :1dliiinistr;1ti011. dcparti~rc of 

g ~ c s t s  a i d  provision of u n i q ~ ~ c  services and facilities (cf.. 3.6). 

4.5 KEY SUCCESS FACTORS FOR 
DEVELOPING AND MANAGING A 
GUESTHOUSE 

Certain KSFs can be concluded fiom the empirical research. The 

success factors givcn in 4.3.8 and 4.3.14 were analyscd and comparctl 
in order to conclude the KSFs for developing and managing :I 

guesthousc as givcn in 'I-able 4. I X. 

In the casc wlicre the aspect of' two st~cccss factors were tlic samc 

(D.67 comparcd to B.63; D.0 coniparcd to L3.S: D.55 comparcd lo 

B.51; D.10 comparcd lo 13.9; D.48 comparcd to D.44). the '% 

importance and % application of  the tn.0 succcss fr~ctcws were added 
up and divided by two in order to dctcl-mine the KSFs: '%,. 
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Table 4.18: Key success factors that are inlportant and 
applied in developing and managing a 
guesthouse 

I 
The KSFs it1 Table 4.18 all rccei\led a very high rating (9 I. IS- 97.80) 

by tlic study popul ;I I '  1011. 

KSld.s arc tlw aspects that most al'li'ct thc ability ol'gucstl~ouse owncr- 

managers to prosper in tllc markctplacc and conccrn what c\,cry 

o\vricr-rlianagcr within tlic gucstlionsc industry must bc col~ipetcnt at 
doing or concentrate o n  achieving in order to he coliipctitivcly and 
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linancially successful. Tllcreforc. altl~ough linancial aspects (cf. 4.3.3 

& 4.3.10) arc not included in the KSFs, thc ot l~cr  KSFs can contribute 

to the financial succcss of the gucslhousc when tlcvcloped and 

managcd wcll. KSFs arc so importiint that all owner-lnanagcrs in the 

industry must pay closc attention to them because arc prcrequisitcs for 

success within tlic gucsthoi~sc indust~y (cl'. 1 .5.6). 

KSFs that arc rankctl 1-6 i n  Table 4.18 concern qualities that 

charactcrisc a successli~l owncr-managcr (cl'. 3.5.2). Thc ability to 
establish and 11phold a high standard ol'qualily can cnsurc that gucsts 
associate services awl Sxilitics provided with a q11;tlity gucsthouse 
product. Ciucsts choose a product that mostly have thc ovcr-all 

capacity to satisfy tlicir nccds and givcs the bcst valuc for Inoncy. 

Showing courtcsy to gucsts by both thc owner-mnnngcr and people 

employed is important quality to show in  ordcr to crcatc a high-quality 

and long-lasting impression o n  gucsts. Satisliccl gucsts Icaving the 

guesthousc is an cffcctivc marketing tool, because they spcak from 

firsthand knowlcdgc and not hearsay concerning the gi~cst l~oi~se (cf. 

3.6.6). 

The ability of the owner-nlanagcr to give crcdit whcrc crcdit is due 
can serve as inspiration and motivutiol~ to people cmployctl by thc 

owner-manager. The gi~csthouse can achicvc its goals morc 
succcssfi~lly when cmployccs arc positively dcvclopctl a d  managed 

through giving crcdit whcre credit is duc (cf. 3 .5 .2 ) .  The ability to bc 
self-efficient retbrs to tlic ow~cr-manager's confidence about hisiher 
capabilitics to tnobilisc the motivation. I ~ u ~ ~ i a n  rcsoul.ccs and courses 

of action necdcd to succcssft~lly accomplish n c c ~ k ~ i n  task. Uy being 

self-cfficicnt, having tlic ability to keep promises and  l i~~ving the 

ability to share positive intbr~iiation 11.ccly. the ~ n ~ n c r - ~ ~ i a ~ ~ a ~ ~ .  'LI can 
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enhance positivc org:~nisational bcliavioul- of the gi~cstliousc product 

(el.. 3.5.2). 

KSFs ranked 7- 12 in Table 4.18 conccln aspccts of slratcgic planning. 
 ouri ism markcling and operational aspects. Throi~gh analysing the 

internal and external market as wcll as applying marketing research, 
the owner-manager can crcarc a gucsthousc product wliosc scr~iccs  

and facilities mccr t l~c  nccd of g11csts. In providing scrviccs and 

fxilitics rhat gilcsts nccd, business is attracted to the g~~csthousc and 

may imply a li~turc linalicial profit. For this reason. the owncr- 

manager ncccl to dctcrminc whcrhcr rcndercd scrviccs and Ihcilitics 

meet the nccds o f  guests. The nccds of guests nrc constantly changing 

and the owner-managcr thcrcli)rc nccds ro dctcrminc wliclhcr scrviccs 

and fi~cilitics provided still mcct the nccds of guests over a pcriod of 
time. 

The g ~ ~ c s t h o ~ ~ s c  might bc visited by a licaltli inspector to evaluate the 

clcanlincss and hygiene of the kitchcn and rcst of the liousc bccausc 

food is prepared and various services arc executed that rcquirc 

personal contact bctwcen the human rcsourccs and gucsts. When 

found that the gucsthouse is unhygienic, its permit to do busincss may 

be rc\.okcd hccausc an unhygienic g l ~ c s r h ~ ~ ~ s c  may bc a licaltli risk lo 
the society. thcrcfi)rc high Icvcls of hygiene need to be ensured. 

Upon arrival of' gucsts at the gucstliousc. a hospitable business 
relationship 111ust bc cstablislicd bctwccn thcm and the owner- 
manager. In welcoming gucsts in a wnsm and Ssicndly manner upon 
arrival, the owner-n~anagcr, or a \vcII tsaincd employee, creates a 

positivc lirst impression on thc guest (cf. 3.6.3). 
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The location of a gucstliousc placcs i r  gcogr;~pliic;~lly i l l  n certain area. 

Within tliis arcs, location dcnolcs acccssihility ant1 con\'cnicnce, 

attractivcncss 01' surroundings and ~xoximity to other tourism sectors 

(cf. 2.2.1.3). Attmctivc natural surrountling lalldscapc such as view on 

mountains, valleys, ocean and fi~rms as well as closeness to important 

inter-urban traflic routes. hiking trails and access to swimming 

fncilitics contributes to a succcssli~l gucsthousc location in tlic George 

district. 

4.6 CONCLUSION 

The rcscarch design was tirstly discusscd in tliis cliaplct- and  involvcs 
tlic qucstionnairc as a rcscarch measuring instn~nicnt, 11ic adv;~ntagcs 

and disadvantages oL' a closed-end qucs t ion~~a~rc ,  reasons why 11ic 

choice fell on a structured qucstionnairc as rcscarch mctliod. structure 

of thc qucstlonnairc, pilot study. population and statistical mctliod. 

Secondly, rhc responses wcrc intcl-prctcd ancl possiblc success tictors 

dcrived t'roni ; I S ~ C C I S  t11;1t ow~icr-lii;~~lagcrs rcgartl as very important 

and apply to a large cxtcnt, ~vcrc tlctcrmincd. Tlic rcsponscs to 

questions in Scctions D arid [I wcrc statistically con~parcd to 

determine tlic practical sigl~ilicancc of the relationship hctwccn tllc 

iniportancc and application of aspects i n  Section I3 and S c c t i o ~ ~  I). 

The aim of this chaptcr \ v x  to reflect the results of the empirical 

research in order to determine KSFs for tlcvcloping and managilig ;I 

gucsthouse. Tlic KSFs in this chapter wcrc concluded ti-om ;I 

combination of the succcss lilctors that o\v~icr-~ii;~~iage~-s ~.cg;lrd ;IS 

important and success factors that owllcr-managers apply lo develop 

and manage their gucsthouse. 
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In cliaptcr 5 .  conclusions arc drawn I llic slucly and 

recommendations regarding dcvclolmcnt,  managc~ i i cn~  and li~rllicr 

research are niadc. 



5. CONCLUSIONS AND 
RECCOMMENDATIONS 

5.1 INTRODUCTION 

In this chnptcr the rcscarch is concluded. The aims ol' tliis chapter arc 
tlic following: 

4 To give the conclusions of tlic research 

To  ~ n a k c  reconimcndations concerning tlie prc\.ious rcscarch. 

In Chapter one, tlie rcscarch done in this stlidy is orientated. The 

problcm of' the study was stated, namely: What arc thc key success 

li~ctors owner-~nanagers can i ~ s c  to develop and manage a gucsthousc? 

Given tlic context of the problem statement, thrcc research objectives 

arc established. Tlic rcscarch methods that were used in the rcsearch 
arc discussed in terms o f a  litcraturc study and empirical rcscarch. The 
process o f  how the empirical research was carried out was described, 
noniely by Incans of a structured questionnaire, clctcrmining a study 
population and lhc statistical tcchniqucs used to analysc the empirical 

data. The structure of the rcscarch was cxplai~ictl, and important 

concepts used throughol~t the study wcrc dclincd. 

In Chapter t\vo dcvclopmcnt 01' the ~ L I C S ~ I I O L I S ~  indust~y in South 

Africa was indicated. 'This was done by contcxtualising hospitality 

within a historical pcrspccti\:c. Tlic devclopnicnt of various types of 

accommodation was tIcscril>cd tliro11gli0~1t I i i s t~ry illid si~nil;~rit ics 
bctwccn the ninctccntli ccntury pension and tlic 11lodc1-n g 1 1 c ~ t l 1 0 ~ 1 ~ c  



wcrc idcntilied. I t  was concludctl that Iroicls wcrc the niost popular 

typc of  traditional ~ccommocl i r i io~~ but as tlic twcntictli c c n t u ~ y  

progrcsscd, tlic necds 01' guests c l~nl~gct l .  (iucsts started prcfcrring 
spccialist types of  nccom~~lodat ion above the tratlitio~rnl types of  

hotels. because most hotcls clitln't satisfy 111cir nccd or provitle valuc 

for tlicir money spcnl. G~~cs thouscs  sccnrcd to be the Inosl popular 

form of  specialist accommotiation. ( ;~~cstl iouscs started to mushroonl 

in Soul11 Africa and i t  was assumed (ha( by Octobcr 2003, 20 000 
gucstliouses lind been d c \ ~ l o p c t l  that nrndc a total economic 
contribution of  R36 hillion to tlic Inl-gcr economy of South Ali-ica. 

In Cliaprcr thrcc imporrant nspccrs \vcrc idcntilictl lhat owncs- 
managcrs o f  g~rcstliouscs can apply in ordcr ro succcssli~lly tlcvclop 
and manage tlicir g ~ ~ c ~ r l l o u s ~ s  as a small business. Tlicsc wcsc asgccts 

o f  strategic planning, financial nspccts, tourism marketing, a s l m t s  of 

human rcsourccs and operational aspects. Tlic nature of each aspcct 

was argued, followcd by a discussion ol' proccsscs h a t  rcsulr from 

cacli aspect. Tlic 17vc primary aspects wcrc co~lcludcd by a syntlicsis. 

Tllc synthcsis of  cach aspccl was ~ ~ s c t l  as basis Ibr tlic dcvelopnicnt of  

tlic srructurcd questionnaire. 

In  Cliaprcr four rhc rcsulls of  the cmpiricnl rcscarcli wcrc rcflccted in 
ordcr lo tlclcrminc KSFs fi)r developing and managing n g ~ ~ c s r h o ~ ~ s c .  
Tlic rcseal-cli design was discussed ml tlic qucslionnairc as a I-cscarch 
measuring instrumenr \vas moti\.ated. Atlvanlagcs and disatlvanrages 

of  a closcd-end questionnaire were given and rcasons why thc choice 

fcll o n  :I S I~LICIII I -cd  q~~cs(ionll;lirc :IS r~sc : r~~cl i  mcrliod utc~.c  ~noliv:llcd. 

The slruclurc of rlic qucslionnairc was cxplainctl. as well as the 

proccss of  thc pilot study. Tlic study population \vns idcntificd :~nd  tlic 

slalistical mclllods used to analysc llic (lala were gi\,cn. licsponscs lo 
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the cli~cstion~iaircs were intcrprctcd and  possible success Sactors wcrc 

derived from aspccts owner-managers regard as very important and 

apply to a large cxtcnt. The rcsponscs to questions i n  Sections H and 
D were statistically comparcd in  order to determine thc practical 

significance of the relation betwcen tlic importance and  application of 
aspccts in Section B and Scctic)n D. KSFs wcrc concluded from a 

combination of thc succcss factors that owncr-managers rcgard as 

important and success f'actors that owner-managers apply to dcvclop 

and managc thcir g ~ ~ c s t h o ~ ~ s e s .  Thcsc KSt-s were motivated and 

discusscd. 

From the rcscarcli various conclusions can bc rnadc regarding rcscarch 

objcctivcs 1-3 (cC 1.3). 'rhcse conclusions arc subscqucntly prcscntcd. 

5.2 CONCLUSIONS 

The l i ) l l o w ~ ~ ~ g  conclusiolrs regarding the research can be drawn. 
namely: 

+ Conclusions with rcgard to the dcvclopmcnt of' t l ~ c  ~ I I C S ~ ~ I O L I S C  

inclust~y in  South Afi-ica (cl'. 1.3.1 ) 

+ Conclusions regarding aspects for clcvcloping and  managing a 

gucstliousc (c f  1.3.2) 

+ Conclusions with regard to the survey (cf: 1.3.3). 

Thc above mentioned arc concludccl next. 



Chapter 5 : Conclusions and Rccon~n~entlatio~is 
-- 

5.2.1 CONCLUSIONS WITH REGARD T O  THE 
DEVELOPMEN'I' O F  T H E  GUESTHOUSE 
INDUSTRY IN SOUTH AFRICA 
(RESEARCH OBJECTIVE 1 )  

Tlic followi~ig arc rcgardcd as rile main conclusions wirh respect lo 

rcscarch objccrive 1 (cl: 1.3.1 ): 

Accommodation is a n  aspcct ol'cartlinal importance 10 the twrism 

indust~y, for tourists ncctl overnighl scrviccs and li~cilitics during 

~hc i r  travelling (cf. 2. I ). 

Hospitality liad an historical take-ol‘f in Fl~ropc a n d  many typcs of 

accol~lmodarioll such as inns. ravel-ns, rest Iiouscs tor travcllcrs, 
hotels, pensions and  boarding houscs wcrc cstablishcd horn thc 
ancicnt Grcck and Roman timcs up to the latc ninckcntli ccntury 

(cl:2.2). 

The Frcnch pcnsion and Ihc Britisli boarding Iiousc that was 

dcvclopcd in the late nineteenth ccntury wcrc a very si~nilar naturc 

to gucsthouscs as tlicy arc k n o w n  today (vf. 2.2). 

Hotcls sccmctl lo be a popular chojcc 01' ~ratlitional lypcs of 
accommodation but irs popularity starrcd declining when thc 

needs of guests wcrc changing. and a new and specialist type of  
accommodation was clc\doped lo accommodarc thosc nccds 
(cf.2.2.1.1). 

Specialist ciccommodation provitlcs personal service and offel-s 

spccial oppol-tunitics to guests tlirougli the localion of thc 

cstnblislinic~it. fcati~rcs of'thc cst:~blisl~mcnt or activilics of't'ercd to 
gi~csts (cf. 7.2.1.2). 
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Gi~csthoi~scs seem to be the most popular clioicc of specialist 
nccommodntion and  tluc to their popularity, i t  developed I'rorn a 

mere 3 gucsthouscs that wcrc cstablishcd in 1979 to a prolitable 
industry with a n  cstimatcd 26 000 gucstliouscs cstablishcd by 

October 2002 (cf. 2.2.1.3). 

G~~cstliouscs can follow ccrtain guidclincs or meet ccrtain criteria. 

such as law-cnforcctl critcrin or the volunta~y criteria ol' the 

TGCSA, in order to succcssfi~lly dcvclop a gi~cstliousc (c f  

2.2.1.3). 

I t  was assumcd thnr the total numbcr of dcvclopcd guestliouscs 

was 20 000 by October 2002 and this numbcr ol' guestl~ouscs 
made a n  economic contribution of R26 billion to the largcr 

cconomy of South Afi-ica (cf. 2.4) 

I t  was assumed that a projected 7 800 new gi~cstliouscs will bc 

cstablishcd in South Ali-ica during tlic period 2003 to 2005. This 

numbcr of ncw gucstliouscs will makc a n  economic contribution 

ot'R7.8 billion in the same pcriod (cf.. 2.4). 

I t  was assumed that thcl-c will bc an cstimatcd 33 800 gucstliouscs 
cstablishcd in South Africa by 2005 that will have made a total 
economic contribution of a projected R33.8 billion to the larger 
cconomy of South Ali-ica (cf. 2.4). 

I t  was assumcd that the cstnblisli~ncnt of gi~cstl~ouscs created 
carccr opportunities li)r  an  cstimatcd 78 000 pcoplc since 1079, up 

to October 2002 (cS. 2.4). 
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5.2.2 CONCLUSIONS REGARDING ASPECTS 
FOR DEVELOPING AND MANAGING A 
GUESTHOUSE 
(RESEARCH OBJECTIVE 2) 

Regarding rcscarcli objcctivc 2 (cl: 1.3.2). i l  was primarily found that: 

Aspects of strategic planning arc the backbone support of  strategic 

management. I t  is important : ~ n t l  11ccds to bc ;~pplicd to the 
dcvclopmcnt and managcmcnt process ol' n gucstliousc hccausc it 

is tlic first step in the mnnngc~nc~lt process and lays tlic 1i)undation 
for all other activities to l'ollow (el'. 3.2). 

Efficient planning, dc\xlopmcnt. managcmcnt a d  c o ~ ~ t r o l  of 

financial aspccts arc vital lo the linancial survival o f a  gucstliouse 

(cf. 3.3). 

Aspects of tourism niarkcting arc impul-tant and nccd to bc 
applicd in thc dcvclopmcnt and managcmcnt of n gucstliousc 

because marketing is ncccssary in order to rclay a specific and 

convincing message to ~ L I C S ~ S  in ordcr to persuade them to visit 

the guesthousc. In doing so, aspccts of tourism marketing will 

contribute to satisfling guest ncctls and want\, anti will gcncratc a 

profit for the owner-manager of the gucstl~ousc (c11 3.4). 

Aspects of Iiuman rcsourccs distinguish certain i11ipo1-tant 
clirlractcristics that arc rcquirctl of nn o\vncr-nianagcr i ~ i  ordcr to 
succcssli~lly dcvclop and Iiialiagc a gucstliousc. When wpccts of 
l i ~ ~ n i a ~ i  rcsourccs ;II.C developed slid ~ i i a ~ ~ g c d  \vcII, spccialiscd 

pcoplc call bc placcil a1 t l ~  o\v~lc~.-~llanagc~-'s disposal so that thc 
aims of tlic gucstliousc can succcssli~lly bc acliicvccl (cf. 3.5. 1 ). 
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+ In having the ability to keep promises, tlic owr~cr-tnunagc rcvcnls 

good Icxicrship clualirics and can tlicrcli)rc faill Ilic trust of tlic 
gncsrhousc's employees, gllcsrs and  otlicr fellow business people 

(ci.. 3 . 5 2 ) .  

+ Thc gucsthousc owncl--manager needs to have the ability to s l i m  

posirivc information li-ccly bccausc i t  encourages group intcrcst in 
the gucsrho~~ac and liclps to build a posirivc organisarional 

behaviour (cf  3.5.2) .  

+ 111 providing services and fi~cilitics guests nced. business is 

attracted to the guestliouse and rhis might imply a iinancial protit 

lbr the g ~ ~ c s t l i o ~ s c  (cf. 3.4. I ) .  

+ I t  is very important to ensure high lcvcls of hygicnc bccnusc a 

health inspector might visit the gucstliousc in orclcr to eva l~~a te  thc 

clcanlincss and hygicnc ol'thc kitchen and rest ol'rlic Iiousc. Wlic~i 
f i ) u ~ ~ d  that tlic gucstliousc is unhygienic, its permit to do business 

may be revoked because a n  unhygienic gucsthouse may be a 

licalth risk to guests and others (cf. 3.6.5) .  

+ Guests nccd to be wclco~ncd in a pcrson:~l manner upon arrival by 
the owlicr-rnanoger or a well-trained c~iiploycc. In doing so, a 

positivc lirst iniprcssion is crcatcd on the g ~ ~ c s t  Ilia[ may cnliancc 
the busincss rclationsliip rhat is cstablislicd bctwccn tlic guest and 
rhc owner-manager upon arrival (cl:3.0.3). 

+ Attractive natural surrounding landscape such as a view OII  

~iiou~itains. valleys, ocean and f :~ni~s  as well as closeness to 

important inter-urban tral'iic ~outcs, hiking trails and acccss ro 
swimming facilities contributes to n succcssli~l guesthouse 

location in the (ieorgc District (cl: 3.4.6.1). 
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+ I t  is very important to dctcrminc whcthcr rendered scrviccs ant1 

facilities mcct the ncctls of gtlcsts bccnusc nccds ol' gucsts arc 

constantly changing and the owner-manager thcrcl'orc nccds to 
dctcrminc whether scrviccs and facilities provitlcd still mcct tlic 

nccds of gucsts ovcs a period of time (cl'. 3.2.3). 

Rcgarding thc survey, i t  is also found that: 

+ Owner-managers of guestliouscs in  (icorgc tlon't regard linancial 

aspects as critical tluring the dcvclop~i~cnt and management 

process of their own gucsthouscs. This reasoning of ownel-- 
managers is in contrast with the literature rcscarcl~cci in Cl~aptcr 3, 

which indicatccl that tlc\;cloprncnl and ~nanagcmcnt of' linancial 

aspccts arc vital 1i)r the linancial survival to the gucstl~ousc (cf. 

3.3). 

+ Many owner-managers of gucsthouscs i n  the Gcorgc District 

dcterminc the pricc of their gucsthousc psotluct by researching the 

pricc of competitors in the arca and establish tl~cir own prices at 

more or less the same. This is In contrast with the rcscarchcd 

literature in Chaptcr 3 that indicates Illat pricc tcntls to bc tlic key 

component of strategy and the most important component of the 

marketing mix. Determining pricc by making use of the methods 
that many owner-mangers currently apply. can imply that the 

operating cost won't bc covcrcd, thc gucstliousc may not break 

even and thcrel'ore worl't makc a profit (cl.. 3.4.6.2). 

+ I t  sccmcd l'rom thc pcrsnnal con\,crsation with owncr-mangcrs in 

George that few 01' ~ I I C I I I  ~ q i s t c r c d  their c ~ ~ ~ p l o y e c s  with the 

Unemploy~nent Insurance or  Ihc Compensation fix Occupational 
111-juries. 01. hantlctl over a Small 13usincss Contract of 
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ISmpluymcnt to tlic~ii. This is in contrast wit11 the litcraturc study 
in Chapter 3 \vliicli indicates that Icgal aspects ol' employment 
must be incorporated into the managcnicnt of tlic guc~thousc in 

order to protect both the owner-manager and the cmployce (cf. 

3.5.4). 

5.3 RECOMMENDATIONS 

Rccommcndatiolis regarding the dcvclopmcnt and manngcmcnt of a 

~ t t c ~ t l l o ~ ~ ~ c  as well as recommendations regarding fi~rtlicr rcsearcli can 
be ~iiadc: 

5.3.1 RECOMMENDATIONS FOR 
DEVELOPlNG A GUESTHOUSE 

The following rcco~iimcndations can be madc in order to tlcvclop a 

gllcstllollsc: 

O ~ ~ i c r - ~ i i a n ; ~ g c r s  01' gi~cstlioilscs need to becollie tourism 

qi~alified, do market research and dctcrminc tlicir targct market 

b c h c  they start the dcvclop~ncnt process of tlicir gucstliousc. In 
thing so, they can educate tlic~nsclvcs in rhc field of tourism and 

specialist acconi~iioclation, dctcrminc whctlicr tlicrc is a need for 

the g ~ ~ c s t h o ~ ~ ~ c  to be cstablislicd and dctcrniinc the nccds o f  tlicir 
targct mal-kct, and can tlicl-chrc clcvclop tlic gucstliousc 
accordingly. 

+ The scrviccs and Sacilitics of' a gucstliousc mLlst he clcvclopcd in 

order to satisly and cxcccd the nccds and cxpcctations of its targct 

market. 
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The owner-nmagcr and llic c~nployccs 01' llic gi~csll~ousc must 

csrablish and uphold a high Ic\~cl of qualily services and lhcililics 

10 gt~csts. 

Thc g ~ c s r l ~ o ~ s c  I I I L I S ~  mccl ccrlain la\v cnlbrccd crilcria (as 

dcrcr~iiinetl by rlie local or provincial :~ulIiorilics) for owncr- 
managers lo develop rlicir g t ~ c ~ t l l ~ t ~ ~ c ~  succcssli~lly. 'These crilcria 
may require the owncr-manager lo apply for a proper liquor 
license in olvlcr to scll any alcohol. lo I~avc nlu~~icip:~l conscnl, lo 

rezone lhc properly liom residential lo business. and lo pay 

busincss levies and tax. 

CCI-tain volunlary crilcria (as delemined by organisations such i1s 

TGCSA, SABS or Qualilour) can help llic owner-mnnagcl- lo 

succcssfi~lly dcvclop n gucs~liousc. Tlicsc criteria concern lhc 

exterior of tlic building, tlic bedrooms, the ballil-ooms. public 

areas, dining facilities, food and beverage. liousckccping. and 

services and quality scrvicc. 

The owncr-manager can apply ccrlain guidelines lhal conccln rhc 

dcvelopmenl of a g t ~ c ~ r l l o t ~ ~ ~ .  Guitlclincs for succcssfi~lly 

dcvcloping a gucstliousc includc tlic li)llowing: 

*:* The right localion and the erection of arrtxlivc and casy 
~xxlablc  signage can  imp-eve the accessibility of the 
gucslllousc. 

*:* Atlcqualc and safe car parking need lo be provided. 

O Clii~rgcs of accotllmodario~i and other services ncctt to be 

pl-omincnrly tlisplayctl. 
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*:* Keeping a visitors rcgistcr that makes pl-ovision tot- the 

guest's name, address, date of' arrival, nationality and 

dare of departure can help owner-managers in their 
marketing research process. Positive inscriptions in a 

visiloss rcgistcr arc also a good marketing tool lo promote 

the guesthouse to others who rcad i t .  

*> Kccping tourist literature Ihr gucsts lo rcad is a sign of 

qi~ality service and helps to inform gucsts about the arca 

that they visit. I t  can also provide information on other 

tourism relaled scrviccs and facilities in close vicinity or 

suggest a possible dcstiliation for gi~csts to visit next. 

*:* The provision of n dining arca that providcs for serving 
mcals at separate tablcs may give gilcsts an  impression 

that they I-cccivc individual attention. Lkvcloping thc 

interior in such a manner that the kitchen that atljoins the 

dining area, can make tlic scrving of meals much casicr to 

the c111ployccs. 

*3 Quality Ii~cilities may include the provision of' lounges 

with comfol-table ti~rniturc and stylish li~rnishings that arc 

physically separated form the dining arca. 

*:* A spacious a ~ ~ d  slylish bedroom with a n  en suite 
bathroom, tliot providcs in tlic needs 01' gucsls, might 

contribute to gucsts having n positive connotation of rhc 

gucstllollsc. 

+ Owncr-manngcrs must have scparatc slccping 

accommotlation which is separate li-om that lbr guests. 



3 A n  environment that makcs provision Sor people with 

disabilities can be creatcd lo accommotlate any ol' tllesc 

types of g ~ ~ c s t s .  

*:* 'The gucs~l~ousc can concrihuk to cnvironmcn~al 

safeguard in pl-otccting rhe landscape. wildlife, 

inti-astructurcs and cullural licrilages. 

5.3.2 RECOMMENDATIONS FOR 
DEVELOPING AND 
MANAGING A GUESTHOUSE 

Once cstablishetl, Ihc gucstl~ouse needs to co~~t inuc  tlevclop~licnt and 

management in ordcr lo be sushinablc and si1cccssSi11. 7'lic following 

rccommcndations can bc made lo succcssfi~lly develop and manage n 

gucsthousc: 

+ Many owner-managers eslablish their g ~ ~ c s r h o l ~ s c ~  but close i t  Tor 

business ancr only n fcw years bccausc they did nol overcome 

certain obstacles regarding t l~c  tlcvclopmcnt and managemen( 

process oT he i r  gueslhouscs (ct'. 1.2). (;~~csthousc owner- 

managcrs must llicrcforc apply KSFs in  ordcr lo successf~~lly 

dcvclop and manage lhcir gucslliouscs. Tllcsc KSFs arc so 

important tlmt all OIVIICI- - I I~ ; I I~ ; I~C~S I I I L I S ~  pay close a~tcn(ion lo 
them because they arc prerequisites Tor success within tlic 

gi~cstl~ousc industry, and include ~ l i c  li)llowing: 

*:* Tlic owner-manager must ha\ c the nhiliry lo cstablisli and 
upholtl a higli standart1 of quality. 
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Courtesy weds to bc shown to g ~ ~ c s t s  by tlic gucstl~ousc's 

human resources. 

The owner-manager m ~ ~ s t  have rhe ability lo givc csctlit 

where credit is due. 

T11c owner-manager must hnve the ability to be self- 

cfficicnt. 

Tlic owner-manager must have the ability to kccp 

promises. 

The owner-manngcr   nu st have ability to share positive 

informarion freely. 

Services and facilities that the gucsthousc provide m ~ ~ s t  

mcct the needs of guests. 

llig11 levels of' hygiene nccd to bc cnsuscd. 

Gucsts must bc welcomed in a personal marlncr by tllc 

owner-managcr or a well-trained c~nploycc upon arrival. 

Tllc guestliousc needs to bc located i n  the right 

surro~~ndings. 

Tlic o\vncs-manager must strarcgically dcrerminc whether 
rhc renderccl services and facilities meet rhe needs or' 
gucsrs. 
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5.3.3 RECOMMENDATIONS FOR MANAGING 
A GUESTHOUSE 

The following ~iianagerial proccsscs can be r e c o ~ ~ ~ ~ ~ i c ~ ~ t l c t l  in ortlcr to 

successfully coordinate the activities of ~ l i c  guestliousc: 

+ The owner-manager ~ i i~ ls t  strategically plan all the activities of the 

guesthouse. In setti~ig short and long term goals, the owner- 

manager can lay foundations for the stralcgic planning process 

and thercforc provide direction for all maiagcrial decisions that 

nccd to bc ~iiaclc i l l  the li~ture. 

+ Owner-managers must determine the gucstliouscs v~ability, 

formulate written business plans, set certain strategic butlgc~s and 

control thcir finances i n  ordcr lo manage thcir tinanccs succcssli~l. 

+ Owner-~nanagcrs must clclcrminc the right price Ihr thcir 

gucsllio~~sc proclucts. The formula given in 3.4.5.7 can Iiclp the 

owner-manager to dctcrniinc a competitive price rhat offers value 

for the guest's money, atitl still make a protit. 

+ Owner-11ianage1-s cs~ahlisli whether the necds of guests that a hey 

determined d u r i ~ ~ g  the development pliasc of tlieil. gucstho~~scs, 

still arc tlie same or have changed over tinie. When the necds of 

guests change, owncr-managers rnust clcvclop the guestliouscs 
again in ordcr lo meet the new needs of thcir gucsls. 

+ Owner-managers musl recruit people t h ; ~ t  arc qualified fhr the 
required job (and are niul~i-skilled to perform tasks in other arcas 

as well), identify their training necds. train tlicni according to their 

nccds. and evaluate thcir pcrfortiiancc 111 order to successfully 
achieve the goals of tlie gi~esthoi~sc as a Ic;~tii. Leg;11 ;~spccts of 



Chapter 5 : Conclusions and Reco~ii~iienclations 

cmploylncnt must be incorlwxtcd \\!lien a person is cmployctl in 

ordcr to safeguard both Ilic o\\lncr-liialiogcl- and the cmploycc. 

+ Tlic gucstliousc must provide uniqic sewices and facilities that 
distinguish o r~c  guesthouse product from ano~hcr ofsi~iii lar nature. 

In doing so, i t  can influence the guest's choice ol' ycs t l io i~se  
accommodation. 

5.3.4 RECOMMENDATIONS REGARDING 
FURTHER RESEARCI1 

New fiicts must be rccorilcd concerning tlic history, tlc\;clop~iicnt 

and mnnagcmcnt 01' S o d l  Aliican guestliouscs in ordcr to 

illuslratc the opcrations o f  a gi1est11ousc. Literature soi~rccs that 
rescarcl~cd the Soutli Aliican gucstlioi~sc industry. or tlic 

international gucstliousc industry. are very li~nitcil or uon-cxistant 

and many of the literati~rc sourccs available. arc 0111diit~d. 

Morc training schools or institutions fhr gucstliousc owner- 

managers should be cstablislicd count~ywide in ordcr to train 

owner-managcrs i n  tlic licld of tourism and small busincss 

dcvelopmcnt and management. 

Currently many gucs~houscs arc registered at dil'fcrcnt 

organisations and many arc 11ot registered at all. The possibility of' 

establishing and maintaining a cenlrnl dn~abasc that includes all 
the gucstliouscs 01' Soi~tli Africa. can he rcscarclicd. The 

gucstliouscs o n  1l1c database call he arranged according to typc 

(for cx:~mplc, fi~mily acco~nmodatio~i, lioncytiioon suilcs. 

accommodation for business people. or t'acililies liw people will1 

disabilities), location and price. This \ \ . i l l  case rhe reservation 
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proccss for CRSs and broatlcn tlic clioicc in guesthouse 

acconimodation lor the guests if they want to niakc a rcscl-vation 

for thc~iisclvcs. 

The proccss of how to devclop a 

scrviccs in order to be user friendly 
should be rcscarchcd. 

Many gucstliouscs closc lor business 

gucstliousc's facilities and 

I'or people with disabilities 

bccausc they over capitalist. 

A for~nula to answer the question "Whcrc is tlic turning point 

bctorc a guesthousc over-capitalists?" should be dctcrniincd. 

A user friendly computcriscd budget-program~iic sliould be 

developed that caters spccilically l i ~  the linnncinl nccds of' 

gucstliousc owner-managers. 

The possibilities of launching a national networking system that 
cnablcs gi~csthouscs with the same interests, or that lic o n  tlic 

same trafliclto~~rism route, to do lobbying among each other, 

should be rcscarchcd. 

Cost-cffcctivc methods to clcvclop scrviccs and l'ncilitics of a 

gucstliousc so that i t  is tlcxible to change with the ever-changing 
nccds ol' gucsts, ~ m s t  be rcscarchcd. 
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NNEXURE
ill fili4ll! T'-[T .. - 1

theavander@yahoo.com

cell: 083 4918795

Dear Madam/Sir,

RESEARCH ON THE KEY SUCCESS FACTORS THAT PLAY
A ROLE IN THE DEVELOPMENT AND MANAGEMENT OF

A GUESTHOUSE

I am currently enrolled for an M.Com. degree in Tourism
Management at the Potchefstroom University.

The purpose of the questionnaire is to obtain infonnation with regard
to the key success factors that play a role in the management and
development of a guesthouse.

Your co-operation will be highly appreciated by the Institute for
Tourism and Leisure Studies.

Your completed questionnaire is confidential and no names or
personalreferenceswill beused.

Prof. M Saayman Ms. T van der Westhuizen

--



Anncsurc 

Q U E S T I O N N A I R E  F O R  T l I E  O W N E R - M A N A G E R  OF A 

G U E S T H O U S E  

S E C T I O N  A: G E N E R A L  I N I ~ O R R I A ' I ' I O N  

Please intlicatc with an  "X" thc number that is applicable 10 yourself' 

or the gucstlio~~se: 

I :  Age: 

3 1-40 

41-50 

5 1-60 

I Older  than 6 0  5 

A.2. I l o w  long have you managed the guesthouse? 

[ 3 years 1 3 )  

1 year 

2 years 

3 gears 

4 years 

5 years 

Longer than 5 years 

1 

2 

3 

4 

5 

6 

A.3. H o w  long have yo11 owlied the gocstlioosc? 



How many roonis docs tlic gucstliousc haw'! 

How many pcoplc do you cniploy'! 

-. - -. 

-- 

More tlian 6 



SECTION H: KEY SUCCESS FACTORS 

Please indicatc by niarking with an "X" thc number that best 

rcpl-cscnts the iniportancc of the various aspects to ensurc the over-all 

success of a gucsthousc: 

Scale: I :  Not important v 

3 :  Important t 
4: Very important 

To ensurc the ovcrall success ol'a gucstliousc, ~t IS  

sienilicant ro regard the followinr! as Important: 
B. I : Set busincss objcctivcs 11 12 13 14 
B.2: Formulate a vision statement 11 12 13 14 
B.3: Formulate a mission statclncnt 
13.4: Set i~ busincss pllilosophy 

c.g. the cconomy, politics. technology and 
colnnctitors I I I I  

1 2 3 4  
1 2 3 4  

B.5: Sct busincss ethics 
B.6: Annlysc cxtcrnal environmental fr~ctol-s. 

13.7: Analysc thc intcrnal cnvironlncnt, c.g. 
hcilities, human resources, scrviccs, 

B.8: Scrviccs must mcct the needs of guests 

B.9: Facilities must meet the needs of 
B. 10: Asscss how wcll ccrtnin mnnagcnicnt 

1  

- 
stratcgics arc working 

B. I I: Idcntif'y spccific strategic issues the 

B. 12: Dcvclon business stratcrrics 11 12 I 3  I 4  1 

1 2 3 4  
2  

B.13: Use information dcrivcd horn Y ~ ~ d l  / 2  1 3 - 141 
-- -- 

3  4  



strategic plan to anricipatc decision ~naking 
B.14: Control managerial strategies . 

B. 15: Control operational stratccics 
16: Dcvclop a clicck list a s  a control 

mechanisni 
17: Decide on a type of  o\~.ncrship. c.g. sole 

corporation - .- 

B. 18: Dctcrminc the g ~ c ~ r h o u ~ c ' ~  viability 
-- 

B. 19: Write a -- business plan 
-- -- - -. . . - -- - 

B.20: Dcvclop n cash o jy l r i ng  - cost butlecr 
B.2 1 : Dcvclop a n  cxpcctcd turnover budget 
B.22: Perform a break-even nnalvsis 

B.25: Control financcs t l i ro~~gh linanc~al 
informotion svstcms 

B.26: Execute mnrkctinr! rcscarcll 
\r 

B.27: Segment the markct into target markets 
B.28: Develop profiles of the various market 

scgmcnts 
B.29: Aim market rcscarch at prcrlctcnnincd 

target markets 
- 

B.30: Select a target markct by Incans of the 
application of ;I strategically planned 
met hod 

. - - -- -. -- 

B.3 I: Position the gucsthousc in the ~narkct place 
B.32: Promote the guestl~ousc as product, tailored 

to it 'soduct life cycle 
-. . - -. . - -. 

B.33: Dcvclop a price s t ~ ; ! ~ ~ y  
B.34: Locate tlw gucstlio~~sc in t l~c  right 



means of  clear road signs 
B.30: Advertise the ~ ~ ~ c s t h o u s c  
B.37: Do pcrsonnl s c l m  
H.38: lJsc direct markcting to create an  

immediate sale 
~ i ~ b l i c  relations 
B.40: Incorporate Icgnl aspects of employment in 

m c m c n t  of the qttcstlionsc -- 
13.41: liccruit tllc right person ibr the right 

position 
U.42: Train cmployccs to be multi-skilled in task 

pcrfol-mancc 
U.43: Use pcrtiwmancc appraisal tccliniques lo 

evaluate the process of Iiow the employee 
carries out the task 

B.44: Welcomc guests in a pcrsonal manner upon 
arrival at t l~cgues t l~ousc  

U.45: Mcqucst gncsts to follow registration 
proccdurcs 

B.46: Check if intended method of  payment is 
valid 

B.47: Offer assistance with luggage 
B.48: Show gucsts to their rooms 

- 

13.40: Point out aspects concerning the use a n d  
nroccdurcs of scrvices 

B.50: Pro\,idc n variety of ~i icnu 's  - - - 

B.5 1 : Ensure high Ic\cls ol'hyyicnc - 
B.52: Provide ~nol-c than one meal, includit~g a - 

combillation ol'brcaklhst, lunch or  tlintlcr 
B.53: I lave a lic~uor licence 
13.54: Provide sccurc car p i ~ k i n g  

- -- 

R.55: Avcri~gc a 00'%, + hcd occupancy 



13.58: Explain saSckccping proccdrlrcs 
valuables to guests 

B.59: Explain proccd~~rcs concerning tlic I 
lia~idling of keys .~ ~- 

B.60: Ask guests whctllcr they rcquirc a wake-up 
call in the mornings 

B.6 1 : Explain proccdurcs concerning 
distribution oS messages 

B.62: Explain the charges to guests - at clcprturc - 

B.63: SIio\v courtesy to guests 11 
B.64: OfTcr dcparlurc serviccs 
B.65: O f k r  unique products that distinguish the 

guestliousc Srom competitors 
B.06: OfTcr a variety of  rccrc;~tional activities, 

c.g. swimming pool and superb L-_. cartlcris .. - __ 

B.67: tlost conferences 
B.68: Offer a variety of prodi~ctsl services. c . g  1 
- laundty, transport and walki~lg -- trails -- 



SECTION C 

I'lcosc indicate by marking with a n  "X" the numt~cr that bcst 
rcprcscnts thc importance of the churnctcristics of the owner-managcr 

for the succcssfi~l opcri~tion of a gucstl~ousc. 

Scale: I : Not important 

3: Important ' 
4: Vcly important 1 

Thc following cliaractcristics of the owner-mo~iagcr arc 

important li)r tlic succcssfi~l operation o f a  ~ucs t l~ousc :  

1 bchaviour I l I I I  

- 
C. I : The ability to be self-efficient 
C.9:  Thc ability to create a positivc orgnnisational 

C.3: Thc possession of lcadcrship quolitics .-. 

C.4: The ability to communicate rlic pcrlormancc of the 
gucsthousc to others 

C.5:  The ability to keep promises 
C.0: Thc ability to s lmc negative information li-cely 
C.7: The ability to sharc positive information 1.1-ccly 
C.8: The ability to hnvc :I consistently positive 

1 

9 :  The ability to give crcdit whcrc credit is duc 
C. 10: Tllc ability to acknowledge own mistakes 
C. I I : Thc ability to zivc peoplc tlic opporlunity to excel 

( C.14: Tlic ability to act crcatif~cly --- I l I 2 \ 3 1 4 /  

1 

1 

C. 12: The ability to establish and uphold high stanclnrcl of 
quality 

C.13: The ability to cultivate a n  interest in pcoplc's 
ncctls 

2  

1 

2  

2  

1 

1 

1 2 3 4  
3  

2  

4  

1 2 3 4  
3  

1 2 3 4  
1 2 3 4  
1 2 3 4  

3  

2  

2 

4  

4  

1 2 3 4  
1 2 3 4  

3 4  
3  

3  

4  

4  



I C.19: The ability to maintain a balance bcl\vccn 1 1 1 2  / 3  1 4  

( C.2 1 : The ability to be a mnstcs in your ficld 1 1 1  2 1 3 1 4  

objcctivcs and priorities - - . - - 

C.20: The possession of technical skills 

I C.22: Thc ability to be scnsitivc 1 1 1  21 3 1 4  - 

SECTION D 

. 

Plcasc indicatc by niarking with an "X" ~ l i c  number that bcst 

rcprcscnls tlie estcnt to which you makc L I S ~  ol' 11ic Sollowing in y o ~ ~ r  

- 

own g~~cs t l~ousc :  

Scale: I :  No cxtcnl 

1 2 3 4  

3:  A noliccablc cxtcnt 

In my gucstliousc I makc surc that rlic Sollowing is done: * 
I 

4: A largc cstcnt I 

I D.2: A vision statcnicnt is f i ~ r n ~ ~ l a t c d  11/21 31 4 

A busi~icss philosophy is applied 

- - - - - - PA. .- -. - - 
External cnviron~iicntal S:lclor.s arc analyscd, 
c.g. tlie cconom. politic$. tccli~lology and 
coln elltors 

D.7: Internal cnv~~.cm~~icntal Sactors arc analyscd, 



f'rrcilitics, l i ~ m n n  resources. scrviccs, marketing 
and finances 

D.8: Whcthcr rcndcrcd scrviccs meet the nccds of' 
trucsts arc dctcr~iiincd 

D.9: The scrviccs provided mcct tllc nccds of 'our.  
p c s r s  

pp . 

I>. 10: .Phc tircilitics ~wovitlcd meet rhc nccds of our 
rnrgct ~iiarkct -~ - 

D. I I : How wcll certain ~iianagc~iicnt  s1r;rtcgics arc 
workinrz arc asscsscd 

D. 12: Specific stratcgic issues the gucstliousc is 
k i n g  are idcntilictl ~ ~ 

D. 13: Husincss s t rn tc~~ ics  arc dcvclonctl 
- 

D. 14: Information derived ti-om my strategic plan to 
anticipalc decision making is used 

.- -- 

D. 15: Manacerial strntctrics arc controlled 
D. 16: Operational srratcgics arc controlled 
D. 17: A chcck list is dcvclopcd as  n control 

mechanism 
D. 18: A ownership type I S  decided upon, c.g. sole 

proprietorship, p a r t n c r s h l p  - closc corporal ion 
D. I :  'The buslncss plan is n ~ i t t c n  
D.20: A cash operating cost bucl~ct  is dc\,clopcd 
D.2 1 : An cxncctcd rurnovcr budcct is dcvcloncd 
D.22: A bscak-cvcn analysis is pcrl'urmctl 

- 

D.23: A budget turno\'cr analysis is tlcvclopecl 
D.24: A cash-break cvcn analysis is dcvclopcd 

- -- .. - 

D.25: The \,arious planned hutl,ccts arc implcli~cntctl 
D.26: Financial intonnation systcms arc i~sctl to 

control finances 
~ . ~ ~ - - ~ ~~~ . 

D.27: Markcling reseal-cli is csccutccl 
D.28: Thc mal-kct is sc.cmc~irctl into tarcct n~arkcrs 



D.79. I'roliles of [he \.nrioils market scg~iicnts arc I I 
dcvclo& 

D.30: Market research is 
target markers 

D.32: A target market is selected by means of the I 1 
application of a strategically plannecl niethod 

D.33: The g~~cs rhu t~sc  is posirioncd in rhc marker 1 

D.35: Tlic gucstliousc as proclucr is promored. tailored I 1 
ro it's prodtlcr life cycle 

3 6 :  A pricing srrarcgy is developed 
7 :  The gucs~liousc is locarcd in the right 

su~wundings 
D.38: Accessibility ro guestliousc is faciliratcd 

means of clcar road signs 
D.40: The ~ u c s t l i o ~ ~ s c  as product is advcrtiscd 1 
1 . 4  I : The gucstliousc as prodt~cr is personally sold ro 

gllcsts -- - 

D.42: Direct marketing is used to create an  immediate I 1 
sale 

D.43: Efficient public relations arc dcvelopccl 1 
D.44: Legal aspects of cniploymcnt is incorporated in 1 

the managcnicnt 
D.45: The riglit person 

rccruilccl 
D.46: Employees arc 

task ncrformancc 
D.47: Performance appraisal tcchniqucs arc i~scd to 1 

c\,alur~tc the process of how tlic cmgloycc . - 

carries out 111c task 
D.48: Guests arc welcomed in a pcrsonal manner 



valid is chcckctl ~ 

D.5 I : Assist;~ncc with luggage i s  ol'li.rctl - - 
D.52: Guesls arc slio~vctl lo tlicir rooms 

7- 1 ,  D.53: Aspects concerning llic i ~ s c  :111tl proccdurcs ol 
serviccs are puinlcd out 

D.54: A variety ol' mcni~ 's  arc providcd 
D.55: lligli lcvcls ot'hygicnc is ensured 
D.56: More rlia~i one ~ n c a l  ia plvvidcd which includc 

a conibinution .- of - hrcakfrlst, 
D.57: The gucs!housc has ;I liquor 
D.58: A bed occupancy of+OO'!4 is avcraccd 

D.59: Sccurc car pal-king is provided 
D.60: Rcscrvalions for gilcsts at other tourism 

scl-vices arc maclc when rcqucstcd 
D.6 1: The lclcplio~ic is i~scd as a conslruclivc loo1 lo I 

promote lhc image of llic guesthoi~sc 
D.62: Safekeeping proccdurcs of valuables arc 

cxplainctl Lo guests 
pp 

D.03: Proccdurcs conccrning rhc Iln~itlli~lg ~ ( ' k e y s  
cxploincd - .. - -- 

D.64: Gucsts arc asked whctlicr lhcy require n wake- . . 

-- - - - 
D.65: Proccdurcs conccrning the distribution ol' 

rncssagcs arc cxplainctl 
D.66: Cliargcs arc cxpl:~incd lo gilcsls al dcparlllrc 
D.67: Courrcsy is shown lo gucsls 

-- 

D.68: Dcparturc scrviccs arc c)fli.rcd 
D.69: Ilniquc prodi~cts tli:~l distinguish llic gucsthoi~sc 

from competitors arc ofirctl 
D.70: A variely oi'1rcrcation:11 aclivilics is ol'krcd, 

i j i  



D.72; A variety ofproducts1 


