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Abstract of the Thesis

In this analytical study, the central theme of this research study is to
investigate the current conditions and the future development of Palm Tree
Restaurant of Sha-Mao Mountain Resort. Primarily, the purpose of this
analytical study is to conduct a summative survey regarding the relativity
between service quality, customer satisfaction, and customer loyalty.

In order ot conduct this survey in a most cost-effective method, survey
guestionnaire technique was chosen in this case. At the concluding stage of
this survey, 442 survey samples were acquired. After the replies in these
guestionnaires are tabulated, these results are then calculated by using
various statistical formulae such as factor analysis, reliability anaysis,
multiple regression, one-way ANOVA correlation analysis and | PA methods.

After the post statistical evauation, there are severa significant findings in
terms of the demographic data. First of all, female customers are the
majority amongst those surveyed and most of them were married. As for
age group, those with ages between 31 to 40 years old are the primary
demographic group. Around 80 percent of the customers have received
baccalaureate degrees or higher. In term of the income status, more than
half othe surveyed customers have monthly income of $50,000
NTD. Lastly, occupationa demographic data reveals that most of the
surveyed customers are composed of private business owners.

Additional inquries have yielded more feedbacks in regard to the quality

v



factors. Most customers come to this resort for the reasons of spending
time with family members in a serene surrounding. Based on the feedbacks
from the customers concerning service quality expectation and actual
experience, the most positive results are: clear road signs both within and
outside of the facility; the parking lot is conveniently located near the resort;
friendly staff members, the overall quality and cleanliness of the
accomodation; and the commodious space within the sauna area. In terms
of the satisfaction rating for the Coconut Grove Restaurant within this resort,
the most positive post-experience responses are: friendly service attitude of
the restaurant and hotel staff members; high quality of food being served in
this restaurant; and wide variety of facilities offered within thisresort. Itis
self-evident that the customers are very satisfied with this resort and
restaurant, the rate of repeat customers isnot just high, but they are very
willing to recommend this facility to others as well.

Since this study was conducted on both ends, the pre-visit expectation and
post-experience, so we also examined the additiona demands from the
surveyed customers as well. Based on the IPA analysis, most customers
have made these recommendations: this resort should keep the existing
parking location and refine its appearance further; the current scale and
scope of the amenities offered should be refined; the existing overall quality
of this resort; and the high standard of service personnel.

As for items that still need improvement: some internal road signs and
information billboards within the facility are still inadequately marked; food
being served in the restaurant lacked both visual and taste appeals; and the
space in the sauna and jacuzzi areas are limited.

In conclusion, this study recommends several modifications for
Restaurant. First, the quality of food being served in the restaurant have to
be refined and the variety rotated more frequently. Secondly, the service
guality have to embark on a mission of constant refinement and the staff
members should undergo continous training programs. Lastly, it would be
helpful that this resort's management cooperate with other resorts to improve
their collective service and facility qualitieson all levels.

Keywords : hot spring resort restaurant, service quality, satisfaction

rating, customer loyalty rating
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