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INTRODUCTION

L Fiji is experiencing a strong recovery post-pandemic
(636,312 tourist arrivals in 2022- >70%).

" Tourists travel for different purposes.
* Time
* Money

* Energy
= Risk

= Despite motivations to travel differ = pursuing happiness is key
to every tourist.

= To be happy, they need a satisfying/indulging experience.

" Tourism is inherently a fragmented sector.

" If something goes wrong in one of its fragments, the entire cycle
of the tourist experience will be affected.
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" INTRODUCTION

" Therefore, delivering a seamless and high-quality service is
extremely important to ensure a fulfilling experience thereby:

length of stay

€ tourist spending
= return visit and
© positive WOM

" These indicators are enormously significant for global tourism
hotspots such as Fiji, where tourism contributes nearly 40% of its
GDP.
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" INTRODUCTION

= Against this backdrop, the current study explores
service quality and tourist satisfaction in Fiji across the:

*accommodation,
= attraction and

transportation components of the tourism and hospitality
sector.
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- RESEARCH OBJECTIVES

1) To explore differences in satisfaction between three
components of the tourism experience:
accommodation, attractions, and transportation

2) To examine the antecedents and consequences of
tourist satisfaction using the Expectancy-
Disconfirmation framework
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EXPECTANCY-DISCONFIRMATION
- FRAMEWORK




- HYPOTHESES

H1: Service Expectations are negatively related to Overall Satisfaction
such that the higher the Service Expectations the lower the Overall
Satisfaction

H2: Perceived Performance is positively related to Overall Satisfaction
suchfthat the higher the Perceived Performance the higher the Overall
Satisfaction

H3: Assessed Value is positively related to Overall Satisfaction such that
the higher the Assessed Value the higher the Overall Satisfaction

H4: Overall Satisfaction is positively related to Loyalty such that the
higher the Overall Satisfaction the higher the Loyalty

H5: Overall Satisfaction is negatively related to the Intention to
Complain such that the higher the Overall Satisfaction the lower the
Intention to Complain
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. CONCEPTUAL FRAMEWORK
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METHODS: RESPONDENT PROFILE (QUANT)

oQ
4]

25 years or younger

26-35 years

36-45 years

46-55 years
Country/region of residence

New Zealand
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%
44.6
554

41.0
23.5
20.1
15.3

80.1
19.9

High School or lower
College/University
Postgraduate

Annual Income (AUD)
$99,999 or less
$100,000 - $149,999
$150,000 +
Prefer not to say

%
23.5
56.2
20.3

35.1

28.5

29.9
6.6



No

METHODS: RESPONDENT PROFILE (QUALI)
__ [Caegories _______________________________

International tourists (n = 22)

Gender

Age

Level of
education

Nationality

Female = 22
Male = 28
18-30=10
31-40=18

41 -50=16
51+ =6

No degree = 0
Secondary school
compete = 2
Tertiary education
=18

Australion = 5
New Zealander =
3

American = 3
European = 2
Chinese = 2
Korean = 2
Others = 5

Domestic tourists (n = 13)
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9

Fijian = 13

Industry personnel (n = 15)
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14

Fijian = 9
Australion = 4
European = 2



| RESULTS: EXPECTATIONS

7
6 5.70 5.44 e 5.63 5.39 . 5.62 5.49 24
5
4
3
2
1

Overall expectations Reliability expectations  Customization expectations

B Accommodation ® Attractions ® Transportation
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| RESULTS: PERCEIVED PERFORMANCE

575 4n 578 578 54
I I | I I | I I |
1 I I I

Overall performance Perceived performance Perceived customization

O

N

w

N

B Accommodation ® Attractions ® Transportation
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| RESULTS: ASSESSED VALUE & LOYALTY

Assessed Value Loyalty
7
¢ 570 551 5.59 5.51 546 5.50 5.54 547
5.02 5-14
5
4
3
2
1
Value for money Service Quality Intention to revisit Intention to
recommend

B Accommodation ® Attractions ® Transportation
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RESULTS: INTENTION TO COMPLAIN &
OVERALL SATISFACTION

Intention to Complain Overall Satisfaction
7
6.00
6 5.74 547
‘ 5.35 5.33 5.19

5
4
, g.gg 305 3.06 0.8 307 3.07
1

Complain to Complain to others Overall satisfaction Comparison to

employees expectations

B Accommodation ® Attractions ® Transportation

6/3/2023 15



RESULTS

p Adj. R2
-0.142 Expectation 0.568
NS 0.632
NS 0.605
p Perceived Overall
0.434 i :
0.420 Performance Satisfaction
0.346
Adj. R?
B Assessed Intention to 0.037
0.508 Value Complain 0.035
0.503 Accommodation

Attractions
Transportation
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DISCUSSION & CONCLUSIONS

" Tourists are satisfied with the country’s natural attractions.
* This was a consensus among participants regardless of their
socio-demographics suggesting that the natural environment is a

unique selling proposition for Fiji’s tourism sector.

= (QOceania's 2022 top adventure tourism destination by the World
Travel Awards.
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However,

Concerns were raised regarding transportation, particularly,
regarding taxi drivers and the lack of public transportation.

Poor transportation arrangements affect tourists’ mobilities
and likely contribute to high visitor concentration in some
areas only such as Denarau and Nadi.

Mobility is one of the biggest challenges tourists face in
developing countries (Mendes et al., 2022).

The Bula spirit makes a profoundly positive effect on the visitor
experience, whereas Fiji time raises issues.
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Issues were also reported regarding accommodation services,
particularly in terms of hygiene, room functionality, staff
qguality, attitude, and price.

‘My hotel room had bed bugs and was not very clean. My colleague’s hotel room
door was not functional. The hotel should pay more attention to hygiene’ (European

tourist, Female).

Lack of well-educated and qualified employees.

Shortage of professional staff culture and attitude, particularly
in front offices, food and beverage services, and housekeeping

departments.

‘| offered a tip to express my gratitude, but during check out, | found out that
| was charged double because the day that | gave the tip was a public
holiday’ (European tourist, Female).

6/3/2023 2



" Promotion plays a negative role in Fiji’s tourism and hospitality
sector by inflating tourists’ expectations.

‘...once tourists plan a trip to Fiji, they do their own research using social media
and other promotional outlets. Up on arrival, they want the “WOW” experience
they have seen on promotional materials and their expectation is very high. They
might not be able to exactly experience what was marketed/promoted, and this

affects their experience’
(Resort Manager).

= Unlike Australian and New Zealand tourists, tourists who come
from USA, Asia, and Europe demand a higher quality of service.

" Female tourists are more concerned with hygiene and room
functionality.
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IMPLICATIONS

" The value created by tourism and what percentage of
this value remains in the local economy.

= Service quality might improve the spending patterns of
consumers and thereby boost the trickledown effects

of tourism.

» The Bula spirit, reduces dissatisfaction (functional
service quality) while Fiji time does the contrary.
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IMPLICATIONS

= This study makes substantive theoretical contributions by
incorporating the transport sector (the lifeblood of tourism)
into its model, unlike prior studies.

= Contextually, it is also novel to explore tourist satisfaction
across its core components (i.e., Accommodation, Attractions,
and Transportation) in Fiji.

= Practically, study findings are vital to tourism and hospitality

stakeholders as they precisely point out strengths and locate
areas for improvement.
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LIMITATIONS

Our survey captures only two major tourist markets (Australia and
New Zealand).

Although these countries comprise 64% of the entire tourism arrivals,
more comprehensive findings would be generated if other source
markets were also covered.

This research also employed cross-sectional data.

Given service quality and customer satisfaction are inherently
dynamic, longitudinal studies might offer more conclusive results.
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