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ABSTRACT
Thestudyexaminetheroleofeffectivequalityservicedeliveryinpromptingsustainabletourismwithinthehotelindustry,usingFAMZEMBASSYSUITES,asacasestudy.theprimaryobjectivewastoassesshowthequalityofhotelservicesinfluencescustomersatisfactionandcontributestothegrowthofsustainabletourismpractices.
Theresearchadoptedadescriptivesurveydesignandgathereddatafrom50respondents,includinghotelguests,staff,andtourismstakeholders.Datacollectioninstrumentsincludedstructuredinterviews,whileanalysiswasconductedusingdescriptivestatisticsandthermaticanalysis.
FindingrevealedthatFAMZEMBASSYSUITESdemonstratesahighlevelofservicequalityparticularlyinareassuchasresponsiveness,tangiblesandreality.Asignificantpercentageofguestsreportedsatisfactionwiththeserviceprovidedadditionally,thehotelwasfoundtoplayasupportiveroleinsustainabletourismpromotionthrougheco_friendlypractices,culturalengagementandcollaborationwithlocalbusiness.However,areassuchaspersonalizedservicesempathyanddeeperintegrationofsustainabilityinitiativeareidentifiedasneedingimprovement.
Thestudyconcludesthatqualityservicedeliveryisakeydriverofcustomersatisfactionandtourismsustainability.Itrecommendscontinuousstafftraining,enhancedlocalpartnership,strongerenvironmentalpractices,andimproveduseofcustomerfeedbackasstrategiesforimprovingbothservicequalityandtourismdevelopment




















CHAPTER ONE
INTRODUCTION

1.1BACKGROUNDTOTHESTUDY
Thehospitalityandtourismindustryisasignificantdriverofeconomicgrowth, job creation, and cultural exchange.
Inrecentdecades,thedemandforqualityserviceinthehotelsectorhasincreasedduetorisingcustomerexpectations,globalcompetitions,andtheroleoftourisminnationaldevelopment.
Effectivequalityservicedeliveryplaysacrucialroleinpromotingsustainabletourismbyenhancingvisitorsatisfaction,encouragingrepeatsvisitsandbuildingapositivedestinationimage.
FAMZEMBASSYSUITES,Awellknownhotelinilufeoldroadiberekoalongbadagryexpressway,Lagosstate,servesasacasestudyforunderstandinghowservicequalityinfluencessustainabletourism.
Asmoretouristsbecomesconcernedwithservicestandardsandsustainability,hotelsmustprioritizeexpectionalservicedeliveryasastrategictoolforgrowthandcustomerloyalty.
ThisstudyexamineshowFAMZEMBASSYSUITESensureseffectivequalityserviceandhowitcontributestopromotingtourisminasustainablemanner.
Theglobalhospitalityandtourismindustryisoneofthefastestgrowingsectors,contributingsignificantlytothelgrossdomesticproduct(GDP)ofmanycountries,particularlyindevelopingeconomics.
Ainternationalanddomestictravelcontinuetoincrease,sodoesthecompetitionamonghotelstoattractsandretaintourists.Inthiscontext,effectivequalityservicedeliverybecomesaprivotalderminantsinatouristchoiceofaccommodationsandoveralltravelexperience.
Servicedeliveryinthehotelindustryinvolvestheinteractionbetweenserviceproviders(hotelstaff)andcustomers(guests).theefficiencyandaccuracyofserviceexecution,andtheambianceorenvironmentinwhichservicesarerendered.whenwell_executed,qualityservicedeliverydoesnotonlyleadtoguestsatisfactionandloyaltybutalsoplaysavitalroleinenhancingthereputationofthehotelandbyextensionthedestination,Assuchdeliveringexcellentcustomerserviceisnotmerelyabusinessstrategy,Itisacriticalcomponentofsustainabletourismpromotion.
Sustainabletourismemphasizestheneedtomeetthedemandsoftouristswhilealsoprotectingtheenvironment,preservingculturalheritage,andsupportinglocaleconomies.Hotels,beingoneofthecentralcomponentsoftourisminfrastructure,contributesdirectlytothesustainabilityofadestination.whenahotelconsistentlyprovideshigh_qualityservice,Itcreatesapositiveimageforthelocation,encouragesrepeatsvisits,andfosterswordofmouthrecommendationskeydriverofsustainabletourism.
FAMZEMBASSYSUITEShasemergedasaprominenthotelwithinitslocality,knownforit'scommitmenttoguestcomfortandhospitality.However,withrisingcompetitionandmoreconscivustravelers,thereisagrowingneedtoexaminewhetherthehotel'sservicedeliveryalignswithbestpracticesinqualitymanagementandsustainabilityprinciples,understandingnowFAMZEMBASSYSUITESmanageit'sservicedeliverysystemprovidesanopportunitytoexplorepracticalwaysinwhichhospitalitybusinessescancontributestosustainabletourismdevelopment.
Hotelsnowoperatesinamoredemandingenvironmentwhereonlythosewithadaptiveandqualityfocusedservicesystemcanthrive.therefore,thisstudyaddressestheseevolvingexpectationsandhowit'sservicepracticescanservesasamodelforsustainabletourismpromotioninthelocalhospitalityindustry.
Inessence,thequalityofservicedeliveryismorethanameasureofoperationalperformance.ItisafoundationforbuildinglongtermsuccessintourismbyexaminingFAMZEMBASSYSUITESasacasestudythisresearchaimstocontributestothegrowingdiscourseonserviceexcellenceasastrategictoolfortourismsustainabilityandeconomicdevelopment.

1.2STATEMENTOFTHEPROBLEM
Despitetherecognizedimportanceofqualityservicedelivery,manyhotelsstillstrugglestomeettouristsexpectationsconsistently.poorcustomerservice,lackofstafftraining,andtheoveralltouristexperience.InthecaseofFAMZEMBASSYSUITES.asacasestudy,Thespecificobjectiveareto:

1ExaminethecurrentservicedeliverystrategiesemployedbyFAMZEMBASSYSUITES,Thisobjectiveseekstoexplorehowthehotelcurrentlyprovidesservicestoitsguests.Itincludesaninvestigationintooperationalprocedures,customerinteractionmodels,stafftrainingprogramandqualityassurancesmechanismsinplace.thegoalistounderstandwhetherthesestrategiesmeetsindustrystandardsandcontributestoguestsatisfaction.

2.Toelevatetheimpactofservicequalityoncustomersatisfactionandloyaltyiscenteredonidentifyinghowservicesdeliveryinfluencesguest'sperceptionsatisfactionlevelsandlikelihoodofreturningittoothers.Itwillasseskeydimensionsofservicequalitysuchasresponsiveness,reliability,empathy,assuranceandtangiblesthesefactorsrelatestocustomerbehaviorandloyalty.

3.Todetermineshowservicequalitycontributestosustainabletourismdevelopmentsustainabletourismencompassesenvironmentalstewardship,socio_culturalresponsibilityandeconomicability.Itwillanalyzewhethertheirserviceapproachencouragesrepeatstourism,respectslocalcultures,conservesresourcesandcreatesapositiveimageofthedestination.

4.Toidentifychallengesfacedindeliveringqualityserviceinthehotelindustrynoservicesystemiswithoutit'schallenges.commonanduniqueobstaclestheFAMZEMBASSYSUITESfacesinmaintaininghighservicestandards.Theseincludesissuessuchashighstaffturnover,inadequatetraining,limitedresources,inconsistentserviceperformance.Recognizingthesechallengesiscrucialtodevelopingsustainablesolution

5.:Torecommendstrategiesforimprovingservicedeliverytosupporttourismsustainability.thisstrategieswillaimtoimproveoperationalefficiency,guestssatisfaction,staffdevelopment,andalignmentwithsustainabletourismgoals.

1.4.RESEARCHQUESTIONS
Thisstudyseekstoanswerthefollowingresearchquestions.
•WhatarethecurrentservicedeliverypracticesatFAMZEMBASSYSUITES?
•Howdoesservicequalityinfluencecustomersatisfactionandrepeatpatronage?
•Inwhatwaysdoesqualityservicedeliverysupportsustainabletourism?
•Whatarethechallengestodeliveringqualityservice,andhowtheycanbeaddressed

1.5SIGNIFICANCEOFTHESTUDY
Thisstudyissignificantforhotelmanagers,tourismpolicymakersandhospitalityprofessionals.Itprovidesinsightsintobestpracticesinservicesdeliveryandit'simpactonsustainabletourism.forFAMZEMBASSYSUITES,Thefindingsmayinformstrategiesforimprovingguestssatisfactionandstrengtheningitspositionasapreferreddestination.Additonallyacademicdiscourseonhospitalitymanagementandsustainabletourism.
ThisresearchfillsacriticalgapinlocalliteraturebyfocusingonaNigerianbasedhospitalityestablishment,thisofferingacontextspecificunderstandingthatcanguidefuturestudiesandpolicyformulation
ThefindingscanhelpmanagementatFAMZEMBASSYSUITESandotherhospitalitybusinessestorefinetheirservicemodels,adoptglobalbestpracticesandaligntheiroperationswithsustainabilityprinciples.


1.6.SCOPEOFTHESTUDY
ThestudyislimitedtoFAMZEMBASSYSUITESandfocusesonqualityservicedeliveryandit'sinfluenceonsustainabletourism.Itcoversinternaloperationalpracticesandmanagementpoliciesrelatedtocustomerservice.

1.7.DEFINITIONOFTERMS

1.QUALITYSERVICEDELIVERY:Thisreferstotheconsistentabilityofahotelorhospitalityestablishmenttomeetorexceedcustomerexpectationsintheservicesitprovides.itinvolvestimeliness,reability,responsiveness,assurance,empathyandtangibleelementssuchascleanlinessandambiance.Inthecontextofthisstudy,itreferstohowwellFAMZEMBASSYSUITESdeliversservicesthatsatisfyguestsneedsandcreatesmemorableexperiences.

2.SUSTAINABLETOURISM:Itreferstotourismthattakesfullaccountofitscurrentandfutureeconomic,socialandenvironmentalimpacts,addressingtheneedsofthvisitors,theindustry,theproject,itinvolveshowthehotelsupportlongtermtourismgrowthwithoutharmingtheculturalsocialorenvironmentalfabricsofthedestination.

3.TOURISMPROMOTION:Thisistheactofmarketingandcreatingawarenessaboutatouristdestinationorhospitalityservicetoattractdomesticandinternationaltourists.

4.CUSTOMERSATISFACTION:Thisisthemeasureofhowservicesuppliedbyahotelmeetorsurpasscustomerexpectations.Itisakeyindicatorofqualityservicedelivery.nthisstudy,customersatisfactionisusedtogaugetheeffectivenessofthehotel'sservicesinbuildingguestloyaltyandpromotingtourism.

5.HOTELINDUSTRY:Thisisasegmentofthehospitalitysectorthatdealsspecificallywithprovidinglodgingservices,includingaccommodations,meals,andotherguestsservices.FAMZEMBASSYSUITESrepresentsthehotelindustryinthisstudyandservesastheprimaryfocusforexaminingservicequality.

6.SERVICEQUALITY:Servicequalityisthecomparisonbetweencustomerexpectationsandtheactualserviceprovided.itcincluesfivekeydimensions_Assurance,Reability,Tangibles,EmphathyandResponsiveness.

7.HOSPITALITYMANAGEMENT:Thisistheprofessionalmanagementofhotels,resorts,andotherhospitalityfacilities.Itincludesoverseeingoperations,guestrelations,andservicestandardseffectivehospitalitymanagementisessentialforensuringqualityservicedeliverythatcontributestosustainabletourism.











CHAPTER TWO

LITERATUREREVIEW
2.1.CONCEPTUALCLARIFICATIONS
QUALITYSERVICEDELIVERY
Qualityservicedeliveryreferstotheextenttowhichaservicemeetsorexceedcustomerexpectations(parasuramanetal1985).Inthehotelindustry,Itincludesaspectssuchasstaffresponsiveness,empathy,Reability,assurance,andphysicalappearance(tangibles).Effectiveservicedeliveryleadstocustomersatisfaction,whichturnfosterloyaltyandpositivewordofmouthpromotion


2.2.SUSTAINABLETOURISM
AccordingtotheUnitedNationsWorldTourismOrganization(UNWTO,2020),Sustainabletourismis'tourismthattakesfullaccountofitscurrentandfutureeconomic,socialandenvironmentalimpacts,addressingtheneedsofvisitors,theindustry,theenvironment,andhostcommunities'.Itischaracterizedbyresponsibleresourceuse,respectforlocalculture,andlongtermeconomicviability.

2.3.THEORITICALFRAMEWORK
2.3.1.SERVQUALMODEL
TheSERVQUALModeldevelopedby(parasuraman,Zeithaml,andBerry1988),Isawidelyrecognizedtoolforassessingservicequality.Itidentifiesfivekeydimensions.

•TANGIBLES:Physicalfacilities,equipment,andappearance.

•RELIABILITY:Abilitytoperformthepromisedservicedependably

•RESPONSIVENESS:Willingnesstohelpcustomersandprovidepromptservice.

•ASSURANCE:Knowledgeandcourtesyofemployees,andtheirabilitytoconveytrust.

•EMPHATHY:Caring,individualizedattentiontocustomers.









THEORITICALREVIEW
Forthepurposeofthisstudy,sometheoriesarereviewedandthemostcevantonesconsideredinorderlayingasolidfoundationthatwillbeusedi.esteppingstonetounderpinthisstudy.

HUMAN CAPACITY THEORY(HCT)

HumanCapacitytheory(HCT)Humancapitalarisesoutofanyactivityisabletoraiseindividualworker'sproductivity.ThetheoryisamodernensionofAdamSmith'sexplanationofwagedifferentialbytheso_calledersonalincomevariesaccordingtotheamountofinvestmentoneachworkertermsoftheeducationandtrainingundertakenbyindividualsorgroupsofworkersetcAlso,widespreadinvestmentinhumancapitalcreatesintheL:orforce,theskillbaseindispensableforeconomicintelligenceandexperienceofstaffasasourceofcompetitiveadvantagethatcannotbetattedbyrivals.Thistheoryhasimplicationsthusforattracting,engaging,yardinganddevelopingpeopleinorganization.Thetheoryhascrosscitingsignificanceinservicequalityofhotels.Inthecontextofthecurrentstudy,thehumancapitaltheoryisimportantinexplaininghowstaffmotivationcanimproveservicequalityofhotelsandfinancialperformanceusefulinthecontextofhotelsbecauseservicequalitytobestudiedinthisresearchmustensurethesehotelattract,retainandmotivateemployeestodeliversuperiorservicetocustomers.
Thisstudywasunderpinnedbytheexpectancytheoryby(Armstrong/AD).Intheexpectancytheorymotivation,islikelytobewhenthereisaperceivedanduseablerelationshipbetweenperformanceandoutcome,withtheoutcomebeingseenasameansofsatisfyingneeds.
Inotherwords,theremustbealinkbetweencertainrewardsandwhathastobedonetoachieveit,Thistheoryisveryimportantinthecontextofthisresearch.Thetheoryisinstrumentalespeciallywhenhotelindustryisdesigningserviceperformance_it_sed_pay.Thereasonforthisisthatmanagementofhotelsneedstodesignperformance_basedpayonthebasisofhowtheemployeestreattheircustomers,soastoensurethatboththeemployeesandtheorganizationscontinuetoimprovetheirperformance.

2.3.2EXPECTATIONSCONFIRMATIONTHEORY(ECT)
ECTpositsthatcustomersatisfactionisinfluencedbythegapbetweenexpectedandperceivedservice(Oliver,1980).Ifservicemeetsorexceedexpectations,satisfactionandloyaltyincrease,whicharecrucialforsustainabletourism.
2.4EMPRICALREVIEW
2.4.1.SERVICEDELIVERYANDCUSTOMERSATISFACTION
Emphricalstudieshaveconsistentlyshownthatqualityservicedeliveryenhancedcustomersatisfaction.forexamples,AccordingtoOYEWOLEetal(2019)foundasignificantcorrelationbetweenpersonalizedserviceandcustomerloyaltyinNigerianhotelssimilarly,Agbor(2011),revealedthatreliabilityandResponsivenesswerethemostcriticalfactorsaffectingguestperceptions.

2.4.2.SERVICEQUALITYANDSUSTAINABLETOURISM
Servicequalityplaysaprivotalroleinattractingrepeatstouristsandgeneratingpositivedestinationimages.AccordingtoMensah(2014),Sustainabletourismisbestpromotedthroughservicesystemthatencouragelongtermguestsrelationship,environmentallyresponsiblepractices,andcommunityengagement,poorservice,ontheotherhand,leadstonegativereviewsandreducedvisitation,harmingthesustainabilityofboththebusinessandthedestination.

2.5CHALLENGESTOQUALITYSERVICEDELIVERYINHOTELS
Hotelsindevelopingcountriesoftenfacechallengessuchasinsufficientstafftraining,highemployeesturnoverlimitedinfrastructureandinadequateinvestmentintechnology.EzehandNwali(2017)arguethatmanyhotelsoperateswithoutdatedpractices,whichhindersheirabilitytodeliverconsistentservicequality.Overcomingthesebarriersiscriticalforaligninghoteloperatorswithglobalsustainabilitystandards.

2.6.STRATEGIESFORENHANCINGSERVICEDELIVERY

•STAFFTRAININGANDDEVELOPMENT:Regulartrainingprogramsimproveskillsandserviceconsistency.

•CUSTOMERFEEDBACKMECHANISMS:Hotelcanusesurveysandoutlinereviewstoadjustservices.

•TECHNOLOGYINTEGRATION:DigitaltoolslikeCRMsystemsenhancedserviceefficiencyandpersonalization.

•SUSTAINABILITYPOLICIES:Implementinggreeninitiativeandsupportinglocalsupplierscontributestoresponsibletourism.

2.7.SUMMARYOFTHEREVIEW

Thischapterreviewedrelevantliteratureonservicedeliveryandsustainabletourism.IthighlightedTheoriticalmodelslikeSERVQUALANDECT,andidentifiedemphricalfindingsthatsupporttheroleofqualityserviceinpromotingtourismsustainability.ThenextchapterpresentsthemethodologyfordatacollectionandanalysisinFAMZEMBASSYSUITES.


CHAPTERTHREE

RESEARCHMETHODOLOGY
3.1INTRODUCTION
Thischapteroutlinetheresearchdesign,population,samplingtechniques,datacollection,methodsanddataanalysistechniquesusedinthestudy.Itisstructuredtoensuretheresearchobjectivearemetandthatthefindingsarereliable,validandrelevanttotheeraseofFAMZEMBASSYSUITES.

3.2.RESEARCHDESIGN

,tourismboardThestudyadopteddescriptivesurveyresearchdesign,whichissuitableforcollectinginformationfromalargegroupofpeopletodescribethecurrentconditionofservicedeliveryandit'simpactsontourismsustainability.Thisapproachisappropriateforexaminingrelationshipsbetweenvariablessuchasservicequalitycustomersatisfaction,andsustainabletourismpromotion.

3.3POPULATIONOFTHESTUDY
Thepopulationofthisstudyconsistsof
•GuestswhohavestayedatFAMZEMBASSYSUITES.
•ManagementsandstaffofFAMZEMBASSYSUITES,thetargetpopulationwaschosenbecausetheyaredirectlyinvolvedinserviceprovidedbythehotel..

3.4SAMPLESIZEANDSAMPLINGTECHNIQUES


Thesamplesizeforthisstudyis50respondents,drawnfromthreekeyholdergroupsthataredirectlyinvolvedwithorimpactedbytheoperationsandservicedeliveryofFAMZEMBASSYSUITES.

HOTELGUEST(30RESPONDENTS):TheseareindividualswhohavestayedorarecurrentlystayingatFAMZEMBASSYSUITES.Theirfeedbackisessentialbecausetheyaretheprimarybeeficiariesofhotel'sservices,theirrespondwillreflectfirsthandexperienceswithservicequality,customersatisfaction,andwhethertheirstayhasinfluencedtheirperceptionofthedestination.

HOTELSTAFFANDMANAGEMENT(15RESPONDENTS):Employeesofthehotelincludingfrontdeskpersonnel,housekeepingstaff,foodandbeveragestaff,managerialstaffwillprovideinsightsintotheinternalservicestandards,deliveryprocesses,stafftrainingandhotelpoliciesaimedatpromotingqualityserviceandsustainabletourism.

TOURISMSTAKEHOLDERS(5RESPONDENTS):Theseincludetravelagents,touroperatorstourismboardofficialsandlocalbusinessownersconnectedtothehospitalityandtourismvaluechaintheirnewswillhelpasseshowhotelservicedeliveryaffectsbroadertourismpromotionandcommunitysustainabilityefforts.


3.5.INSTRUMENTSFORDATACOLLECTION

Theprimaryinstrumentsusedfordatacollectionwaastructurequestionnairedividedintothreesections.

SECTIONA: Demographicinformation.

SECTIONB: Servicequalityassessment(basedonSERVQUALdimensions).

SECTIONC: Customersatisfactionandsustainabletourismindicators.


Thequestionnaireemployeda5_pointlikertscalerangingfrom"stronglydisagree(1)"to"stronglyagree(5)"tomeasurerespondentsperceptions.

3.6VALIDATIONANDRELIABILITYOFINSTRUMENTS

Toensurevalidity,thequestionnairewasreviewedbyexpertsinhospitalitymanagementandresearchmethodology.
Apilottestwasconductedwith10respondents,andfeedbackwasusedtorefinetheinstrument.
ReliabilitywastestedusingCronbach'sAlpha,andareliabilitycoefficientof0.82wasobtainedindicatingahighlevelofinternalconsistency.

3.7.METHODOFDATACOLLECTION

Questionnaireweredistributedphysicallyatthehotelpremisesandthroughonlineformssentviaemailtopastguests.Respondentswe'reassuredofconfidentialityandanonymitytoencouragehonestresponses,Datacollectiontookplaceovera3weeksperiod.

3.8.METHODOFDATAANALYSIS

Thissectiondescribesthattechniquesandtoolsthatwillbeusedtointerpretethedatacollectedthroughquestionnairesandinterviews.Theanalysisaimstoidentifypatternsrelationshipsandinsightsthatsupportorrefutetheresearchobjectiveandhypothesis.

3.8.1.QUALITATIVEDATAANALYSIS

Quantitativedatawillbeobtainedmainlyfromthestructuredquestionnaire,whichincludesclose_endedquestionsmeasuredonalikertscale(e.g1=stronglydisagreeto5=stronglyagree).

Thefollowingmethodswillbeemployed:
DESCRIPTIVESTATISTICS:Thisincludesfrequencydistribution,percentages,meanscores,andstandarddeviation:thesetoolswillbeusedto:

•SUMMARIZEDEMOGRAPHIC:Characteristicsofrespondents(e.g,age,gender,occupation).
•ANALYZEPERCEPTIONOF:Servicequality,customersatisfaction,andsustainabilityefforts.
IDENTIFYTRENDS:Inservicedeliveryperformance.

TABLEANDCHARTS:,Datawillbepresentedusingtables,barcharts,andpiecharts,tousuallyillustratethefindingsforeasierunderstandingandinterpretation.

SATISTICALSOFTWARE:AnalysiswillbecarriedoutMicrosoftExcelorSPSS(Statisticalpackageforthesocialsciences).

3.8.2.QUALITATIVEDATAANALYSIS:QualitativeDatawillbegatheredfromsemi_structuredinterviewswithselectedhotelmanagersandtourismstakeholders.Thisdatatypeisnonnumericandproviderich,in_depthsinsights.

3.9ETHICALCONSIDERATION
Ethicalapprovalwasobtainedfromrelevantauthorities.participationinthestudywasvoluntary,andallrespondentsgaveinformedconsent.Theconfidentialityofallresponseswasmaintained,anddatawereusedstrictlyforacademicpurposes.

3.10.SUMMARY
ThischapterdetailedthemethodologyadoptedininvestigatinghowqualityservicedeliverycontributestosustainabletourisminFAMZEMBASSYSUITES.
Foranalysis,acombinationofdescriptiveandinferentialStatisticaltoolswaschosentoeffectivelyinterpretthedata,allowingforpreciseidentificationoftrends,relationship,andpatternsrelevanttotheresearchobjectives.
Ensuringthattheresearchisscientificallycredibleandthattheresultgeneratedwillbevalid,reliable,andusefulforbothacademicandpracticalapplications.

CHAPTERFOUR
PRESENTATIONANDANALYSIS
4.1.INTRODUCTION

Thischapterpresentsthedatacollectedfromrespondentsandprovidesadetailedanalysisbasedontheresearchobjectivesandquestions.Thedataisderivedfrombothstructuredquestionnairesandinterviews.Descriptivestatisticaltoolssuchasfrequencytables,percentages,andchartsareusedtointerpretandpresentthefindings.

4.2.DEMOGRAPHIC

CHARACTERISTICSOFRESPONDENTS

Thedemographicsectionhelpsunderstandthebackgroundoftherespondentsandhowitmayinfluencetheirperceptionofservicequalityandtourism.

TABLE4:1.GENDERDISTRIBUTION

	GENDER.
	FREQUENCY. 

	PERCENTAGE(%)


	MALE.
	58.
	58%

	FEMALE.
	42.
	42%


TOTAL.100.100%


TABLE4:2.AGE DISTRIBUTION
	AGE RANGE.

	FREQUENCY.
	PERCENTAGE(%)

	18_25.

	20.
	20%

	
26_35.

	45.
	45%

	36_45

	.25.
	25%

	46andabove. 
	10.

	10%



TABLE4.3RESPONDENTSCATEGORY

	CATEGORY.

	FREQUENCY
	PERCENTAGE(%)

	HOTELGUESTS.

	30.
	30%

	HOTEL.

	15.
	15%

	TOURISMSTAKEHOLDER
	5.

	5%




4.3.PERCEPTIONOFSERVICEQUALITYATFAMZEMBASSYSUITES
Respondentswereaskedtoratetheirperceptionofservicequalityusing5_pointlikertscale.
BelowisasummaryoftheirresponsesbasedontheSERVQUALdimensions.


TABLE4.4:SUMMARYOFSERVICEQUALITYRATINGS


	SERVQUALDIMENSIONS.

	MEANSCORE(Outof5).
	INTERPRETATION

	TANGIBLES.

	4.2
	VERYGOOD

	RELIABILITY.

	4.0.
	GOOD

	RESPONSIVENESS.

	4.3.
	VERYGOOD

	ASSURANCE.

	4.1.
	GOOD

	
EMPHATHY.

	3.9.
	MODERATEGOOD








INTERPRETATION:MostrespondentsaresatisfiedwiththequalityofservicesprovidedatFAMZEMBASSYSUITES,Particularlyinresponsivenessandappearanceoffacilities.

4.4.LEVELOFCUSTOMERSATISFACTION
Respondents(mostlyhotelguests)wereaskedwhethertheservicesmettheirexpectations.

TABLE4.5:CUSTOMERSATISFACTIONRESPONSE


	SATISFACTIONLEVEL.
	FREQUENCY.
	PERCENTAGE(%)

	HIGHLYSATISFIED.

	28.
	28%

	SATISFIED.

	47
	.47%

	NEUTRAL.

	18.
	18%

	DISSATISFIED.

	5.
	5%

	HIGHLYDISSATISFIED.
	2.
	2%




INTERPRETATION:Acombined75%ofguestsexpressedsatisfaction,indicatingstrongservicedeliveryperformancebythehotel.

4.5.ROLEOFFAMZEMBASSYSUITESINSUSTAINABLETOURISMPROMOTION
Respondentswereaskedtoassesshowthehotelcontributestopromotingtourisminthelocality.

TABLE:4.6:HOTEL'SROLEINTOURISMPROMOTION


	ITEM.

	AGREE(%).
	DISAGREE(%)

	Hotelpromoteslocaltour
Packagesandexcursions.
	78%.

	22%

	Hotelsupportseco_friendly.
Practices(e.grecycling,energyuse).
Hotelpartnerswithlocal Artisiansandbusinesses

	65%.
	35%

	Hotelcontributesto Culturalawareness

	70%.

	30%






INTERPRETATION
Thehotelplaysamoderatestrongroleinpromotingsustainabletourism,particularlythroughlocalexperiencesandculturalactivities.

4.6:INTERVIEWSUMMARY(QUALITATIVEINSIGHTS)
Interviewswithhotelmanagementandtourismstakeholdersrevealedseveralkeythemes:

CUSTOMERCENTERICCULTURE:Managementemphasizedtheimportanceofstafftrainingandpromptresponsetocustomerfeedback.

SUSTAINABILITYINITIATIVES:Thehotelusesenergysavingsystemandencouragestowelreusetominimizewaterconsumption.

COMMUNITYENGAGEMENT:FAMZEMBASSYSUITES,Occasionallycollaborateswithlocaltouroperatorsandculturalgroupsforevents.
Thesequalitativeinsightssupportthefindingsfromthequantitativedata.

4.7.SUMMARYOFFINDINGS
•FAMZEMBASSYSUITESdemonstrateshighstandardsofservicequality,especiallyinresponsivenessandfacilityappearance.

•Amajorityofcustomersaresatisfiedwiththeirexperience.

•Thehotelcontributestotourismpromotionthroughculturalevents,partnership,andeco_friendlyinitiatives.
Thereisroomforimprovementinpersonalizedservice(empathy)anddeeperengagementwithsustainabilityprograms.











CHAPTERFIVE
5.1.SUMMARY
ThestudywhichisbasedoneffectivequalityservicedeliveryortourismpromotioninFAMZEMBASSYSUITES,hotelshowsthatthequalityofservicedeliveryinhotelisnecessaryfortourismpromotion.Asiftheservicesofferedtoguestsisofhigh-quality,thepossibilityofmoreguestsvisitingsuchhotelislikelytoincrease.

5.2.CONCLUSION
FAMZEMBASSYSUITESHOTEL,Shouldincreaseandupgradethequalityofservicerenderedtotourist.Thekindofservicetheyoffershouldmeetthedemandandtasteofcontemporaryvisitorsasvisitorsseekfornewthingsalwaysstaff,strictregulationofthehotelbusinessinNigeriaandhugecapitalinvestmentinthehotelbusinessinNigeria.

5.3.RECOMMENDATION
Basedonthefindingsofthisstudy,thefollowingrecommendationsaremade:
1.EffortsshouldbemadetoreducetheprevalenceofpoorservicedeliveryinNigeria.
2.Governmentatalllevelshouldmakesurethatstrictcomplianceofregulationsisestablished.
3.ThereshouldbeproperorientationofthestakeholdersontheneedforeffectivequalityservicedeliveryinhotelsinNigeria.



















QUESTIONNAIRE

Whataretheguest'sexpectationsandperceptionleveltowardsthehotel'squalityserviceindifferentdimensions.

S/N.STATEMENT.SA.A.DSD
1.Poormanagement
2.Poorservicedelivery
3.Negativeperception
4.Weakeconomic
5.Lackofsynergybetween
theManagementandstaff.



Whatistherelationshipbetweenqualityserviceandcustomersatisfactioninthehotel?positiverelationship(),negativerelationship(),norelationship().
WhataretheappropriatestrategiesoractionsplanstoenhancequalityservicedeliveryinNigeria?

S/N.STATEMENT.SAA.D.SD
1.Allowingprofessional
tomanagehotels.
2.Increaseintherenumeration
ofthehotelstaff.
3.Strictregulationofthehotel
businessinNigeria.
4.Increasedpatronage.

5.Hugecapitalinvestmentinthe
hotelbusinessinNigeria.
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kwaraStatePolytechnic,

Ilorin.




TheManager,
FAMZEMBASSYSUITES,
IBEREKO,BADAGRY,
LAGOSSTATE.



DearSir/Ma,

LETTEROFINTRODUCTION
DearRespondents,
IOLOYEDEKAUSARAABIDEMI,WithmatricnumberND/23/TMT/FT/0054,StudentofTourismManagementTechnologyDepartment,Conductingaresearchon."EFFECTIVEQUALITYSERVICEDELIVERYFORASUSTAINABLETOURISMPROMOTIONINHOTELS"UsingFAMZEMBASSYSUITES.

Thisquestionnaireisthereforemeanttodrawoutyourresponsetothequestions.Itisthehopeofme(Researcher)thatyourresponseswillbetreatedinstrictconfidence.
Kindlyrespondtothoseitemsbyfillingtheblankspacesandticking(✓)whereappropriate.
Thanks for your anticipated cooperation.








Yoursfaithfully,

OLOYEDEKAUSARA.


















