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Abstract

The objective of the study was to measure customer satisfaction level in case company Fish &
Fun Holiday Village. The research covers topic of developing customer satisfaction in a case
company by implementing theoretical models.

The data in the thesis was collected using mono method of quantitative study using a quantitative
survey delivered to the customers of the company. The survey was represented as an Online
Google form. Thesis was conducted on the basis of theoretical framework about customer satis-
faction, service quality and tools for measuring customer satisfaction.

In conclusion, the research revealed that level of customer satisfaction was high. Nev-
ertheless, a compilation of customers’ recommendations and author’s analysis resulted
into a set of aspects to be considered by the company for future development to improve
customer satisfaction ratio and create strong brand reputation.

Besides developing services of the company according to respondents’ recommenda-
tions, the author suggested to take care of the after-sales period of customer interaction,
as well as organize networking of the company on Social Media and Online Review
Platforms.
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1 Introduction

This work is focused on measuring the general level of customer satisfaction for the
Fish & Fun Holiday Village. The importance of the topic chosen is hidden in the
possibilities for company’s development and increasing its’ attractiveness for
local and inbound tourists, thus, also granting a competitive advantage to the
Pertunmaa region, Finland. Analysing customers’ behaviour the author will be able
to come up with useful recommendations and suggestions on the service
improvements and developments in order to perfectly adjust them to the clients’
needs and wishes. With the help of Fish & Fun Holiday Village, the author is able to
analyse the customer’s feedback on their recent stay in the company, understand
the extend of customer satisfaction or dissatisfaction and make proper conclusions

on possible improvements to be integrated in the company.

One of the thesis purposes is to properly analyse the feedback received from
customers, in order to reveal the problems of the company and make suggestions
for potential improvements. The suggested improvements would become a subject
for the company’s development and further increasement in revenue generation.
After researching on the needed theoretical framework and empirical study parts,
the author detects the major problems of the company. This helps the author to
avoid future misunderstandings between the customer and the company and find
the way of problem-solving or integrate new features for increasing the level of

customer satisfaction.

Besides, the author’s goal is to acquire theoretical knowledge about the topics of
customer satisfaction and service quality to be able to see the major problems that

occur in consumer to producer relationships on many business industries.

The thesis introduces the theoretical background on the topic of customer satisfac-
tion and tools for measuring. The theory describes the basic understandings of ser-
vice quality in overall, as well as focusing on a chosen case study with the
correlation to the empirical part. The results of the research collected by the author
express the opinion of a particular sample group, which stand for the opinion of
whole population, understood as all the clients of Fish & Fun Holliday

Village. Major research questions were formulated as following:



e What are the subjects for customer satisfaction improvement in Fish & Fun
Holiday Village?

e How to upgrade the service level of the company?
2 Tourism in Finland

The centuries-old history of humanity is full of various events, often accompanied by travel
in order to develop trade, conquer and develop new lands, search for resources, new
transport routes, get acquainted with other countries, the life and customs of their people.
All this gradually led to the emergence of a special form of travel — tourism. Since the mid-
twentieth century to the present day, tourism in the world has totally changed, with the
advent of the first airplane, people began to actively visit various countries for recreation
and activity. (Ritchie & Crouch 2003,1.) According to Horner & Swarbrooke, the definition
of tourism - is a short-term people moving from their normal residence in pleasurable

activities from one place to another (Horner & Swarbrooke 1996, 33).

Just a hundred years ago, few people knew about such a small, but beautiful country as
Finland. Until now, people who come to the country are surprised how in the modern world,
where factories are flourishing, there is an oasis of clean air and unusually rich nature. What
differs Finland from other countries is its unique atmosphere, that makes travellers all
around the world to visit it year after year. The country of a thousand lakes, full of dense
forests, that create magnificent views are appealing and engaging foreign customers to visit
Finland during different seasons of the year. The reason for that is a desire of travellers to

feel the touch of authenticity by spending time among the Finnish nature.

In recent years, Finland has been recognized as the most civilized and clean country

in the world. Thus, it becomes a tasty morsel for tourists. (Visit Finland 2018.)

Finns have always lived close to the nature. For doing so, the country is full of the
numerous amounts of accommodation services — holiday cottages, most commonly
known as mokit. According to year twenty-eighteen, the amount of mokit has

accrued to more than half a million. (Statistics Finland 2019.)

If deepening into the history, Finnish culture considered frequent seclusion with
nature, nearly turning it into a lifestyle. Even nowadays, Finns prefer spending their
free time close to the nature, in order to estrange from the city routine. Natural

resources help people to relax and fulfil the body with energy and power, to prepare



themselves to return to their regular working life after the weekend spent in the

countryside.

Besides relaxation procedures, Finns, who value their national traditions and
customs, prefer celebrating important days using the same holiday cottages, that
were described above. Using the accommodation services of mokki, customers are
able to enjoy traditional ways of spending leisure time. This includes fishing, boating,
kayaking, canoe riding, grilling and sauna services. It should be mentioned, that
such services can be found almost in all parts of Finland. Moreover, the activities
are available almost during all seasons of the year, which makes Finland tourism
attractive not only for Lapland winter holiday spending.

Every year the summer attractiveness of Finland as a destination for tourists begins
to gain momentum. The efforts made by the Finnish government to promote summer
holidays are beginning to reap the fruits. According to the data from Business Fin-
land, in year 2017 tourists left 1.3 billion euros in Finland. Also, the number of
overnight stays in comparison to the previous years has increased by 14 %, which
snatched a victory from the nearest Scandinavian neighbors. (Business Finland
2018.)

Even though Finland is a relatively small country, the extend of product exportation
has a high value. The country has developed several industries, which generate the
most income to the government. Along with the most powerful ones, tourism industry
has a significant increase through the last years. According to Good News Finland
2019, the economic size of the tourism industry has as large value as agriculture,
fishing and forestry industries together. Meanwhile, tourism industry is twice as big
as food industry. The total GDP economic share of Tourism industry is 2,6%

according to year twenty-seventeen. (Good News Finland 2019.)

The core aspect for achieving success in tourism industry is the client, who brings
feedback and builds reputation for a company. For that reason, besides receiving
feedback from the clients, company’s main interest is concentrated on retention of
existing customers and acquisition of the potential ones. That is why a company has
to analyse customers’ behaviour, in order to improve their services to perfectly

adjust them to the clients.



3 Customer satisfaction

According to Grigoroudis & Siskos, customer satisfaction is described as: the con-
sumer’s fulfilment response. It is judgement that a product or service feature, or the
product or service itself, provided (or is providing) a pleasurable level of consump-
tion-related fulfilment, including levels of under-or over fulfiiment. (Grigoroudis &
Siskos 2010, 4.) In the hospitality industry, creating customer experience from the
intangible product is more important than the actual tangible product. It came to an
understanding that customers will keep the memories of stay or service received.
Thus, market offerings go beyond physical products; instead, they wrap it up into
the shell of experience the customer can take back home with them. (Kotler &
Bowen & Makens 2010, 13.)

3.1 Customer value

From the customers’ point of view, value is an equivalent to customers’ own feelings
and perceptions (often subjective) to product or service, that need to be fulfilled
(Aunola & Heikkinen 2015, 79). From the marketing perception, customer value is
often called to a difference between the benefits customer receives from using a
service and the cost of getting it. Costs of a product or service, in this case, are not
necessarily described as monetary; instead, in hospitality industry, non-monetary
costs, for example time, are more important. The issue that often appears on the
market, is how to increase the customer value on the targeted market. In order to
successfully implement this strategy, it is essential for management to know the
customers and understand their primary needs and create the value of them. (Kotler
et al. 2010,13-14.) Commonly, the positive results might be reached by
overwhelming the initial demands and divine the potential wishes, the customer him
or herself does not have a sense of. Applying this model, the value of the product

or service will be created for the end-up user.
3.2 Customer experience

Experience is a multi-sensory, positive and comprehensive emotional experience
that leads to one’s personal changes as well as affects the decision-making process.
By influencing the individual’s specificity, perceptions and feelings it is possible to

create a memorable and unique (in this case, not identical) event. (Aunola &



Heikkinen 2015, 80.) Customer expectations are the opinions of the customer to-
wards one or another service which are based on their previous buying, friends’
reviews and market offers. Meeting the customers’ expectations only means reach-
ing customers’ satisfaction. Thus, it is essential for marketers to carefully set the
desired customers’ expectations: setting the expectations too low may end up in
failing in attracting new customers. Raising the expectations too high ends up in
insufficiency to provide a certain level of quality. (Kotler et al. 2010, 14.)

3.3 Measuring customer satisfaction

The concept of measuring customer satisfaction is a difficult process because it is
impossible to conduct the research without knowing certain customers’ perception
of the services available (Williams & Buswell 2003, 60). The major importance of
measuring the customer satisfaction is hidden in receiving instant, valuable and
objective feedback as well as quantifiable data on the services offered to the
customers. The overall performance on the market as well the positioning of the
certain services is possible to be determined through the measuring process. Thus,
company would be able to set a standard of excellence for either personal
performance control or overall market orientation. Another reason to thoroughly
measure the level of customer satisfaction is filling up the gaps. (Gerson &
Machosky 1993, 31). The gaps are normally referred as service quality gap and may
be categorized as following differences in between:
e The customers’ expectations and management’s perception of these
expectations;
e The management’s perception of the customers’ expectations and its’
interpretation as the quality of the service design;
e The quality of the service design and the actual service customers receive;
e The actual service customers receive and company’s promise on the quality
of service. (Kenett & Salini. 2012, 12-13.)

The following figure demonstrates the dependence and the correlation between the
quality of the service and its’ affect on the customers’ satisfaction and, consequently,

on the company’s perception and result of that satisfaction.
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Figure 1. Driving factors of customers’ satisfaction (Allen 2004, 2)

The base of measuring the satisfaction is settled on the theory of receiving (offering)
more than preliminary expected by the customers. Thus, customer satisfaction
(CS)= perception (P)=expectations (E), which is also known as gap analysis theory

or Oliver’s expectancy-disconfirmation. (Williams & Buswell 2003, 60.)
3.4 Oliver's expectancy disconfirmation theory

The theory of expectancy disconfirmation is formed out of four primary components
available for measuring: expectations, perceived performance, disconfirmation of
beliefs and satisfaction. According to the theory, the customers’ overall satisfaction
or dissatisfaction derives from the comparison in between his or her expectations
and the actual experience received during the process. Thus, two of the leading
factors are differentiated as crucial variables of measuring the customer satisfaction:
expectations and outcome performance. By having a clear picture of these figures,
a company is able to increase the satisfaction of the potential clients’ by either in-
creasing the performance of the desired service or lowering the customers’ expec-

tations. (Huang n.d., 2.) The figure below demonstrates the model of the theory.
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Figure 2. Expectation Disconfirmation theory model (Marrone 2010)

Oliver’s theory also covers three satisfaction levels, in which service experience is:
e Worse than expected (Negative disconfirmation);
e Better than expected (Positive disconfirmation);
e Match (Simple confirmation). (Williams & Buswell 2003, 60.)

4 Tools for measuring customer satisfaction

Businesses that do, grow and flourish; those that don't, stagnate and perish.
(Pascal, 2016).

Analyzing the level of customer satisfaction is essential for any company in order to
see the actual picture of the current satisfaction level, which furthermore expands
to the concept of development the new services and introducing the new ones. Itis
essential, though, to realize that proactive adaptation of the development is the key
to making the difference between the surviving company and the one that prospers.
There are several tools for measuring the level of customer satisfaction, which will

be discussed further in this chapter.
4.1 Customer satisfaction surveys

Customer satisfaction surveys are the most commonly applied tool for measuring
the level of customer satisfaction. The main importance of the surveys as a tool for
understanding the current level of customers’ satisfaction is hidden in the following
functions of the survey:

e Build facts;

e Discover opinions;

¢ Interpret actions and attitudes (Mirola 2020, 35.)



The customers participating in the survey can introduce the actual perception of the
service, which would be a reliable information for the business. Moreover, they are
capable of leaving the free-form answers to express their personal opinion towards
the current services, express attitude towards potential changes and suggest the
improvements, which, in their opinion, would be useful. The motivational factors
driving the customers towards the purchase might also be discovered during the
survey, thus, it will be possible to analyze the following actions needed to be under-
taken for increasing their interest. (Mirola 2020, 35.)

4.2 Customer Satisfaction Score (CSAT)

Customer Satisfaction Score (CSAT) is a standard measure of customer satisfaction
based on the service quality and is the most important metrics because it reflects
the customers’ perceptions. The received data is perceived and processed to un-
derstand the current issues and introduce its’ solutions for the future. (Nicastro
2018.) The main approach to measure CSAT is using the direct customer feedback,
which is gathered through different types of questions. The information is normally
transferred in the numerical level of satisfaction, where the participants are asked

to measure their experience or perception on a certain scale, for example:

“How would you rate your overall satisfaction with services received with us?”
e 1 Very unsatisfied
e 2 Unsatisfied
e 3 Neutral
e 4 Satisfied
e 5 Very satisfied

The information received from the respondents is later on processed and transferred
into the statistical data, normally expressed in the percentage scale. Responses
marked with numbers 4 (Satisfied) and 5 (Very satisfied) are referred as satisfactory

results, thus, the formula is stated as following:

(Number of satisfied customers / Number of responses) *100 = Level of

satisfaction (%) (Qualtrics, n.d.)

CSAT scores are shown on the scale from 0 to 100, where a score of 100 stands

for complete customer satisfaction. (Vardhan n.d.).



4.3 Net Promoter Score (NPS)

Net Promoter Score (NPS) is an index to measure the customers’ willingness to
recommend the company’s services to others, which is closely related to the
concept of customer loyalty and the spread of word of mouth. This score also might
serve as an identification of the overall customers satisfaction. (Pascal 2016.)
Customers are normally asked how likely they are to recommend the service and

are given with a certain scale, for example:
“How likely are you to recommend us to your friends?”
Veryunlikely 1 2 3456 7 8 9 10 Very likely,

where answers from 1 to 6 are considered as detractors, 7 and 8 passives and
answers 9 and 10 are considered as promoters. The scale rages from -100 to +100,
where any score above 0 is considered as positive result, any score above +50 is
excellent and +70 is world class score. The following formula applies for calculating
the NPS:

% Promoters - % Detractors = NPS (Vardhan n.d.)
4.4 Managing customer complaints

Resolving customer complains is an important part of any business operations as it
heavily affects the customers’ purchasing behaviour, customer loyalty to brand as
well as the overall satisfaction. According to the study conducted by the Technical
Research Programs Institute, ninety-one percent of unsatisfied customers will not
purchase from the company again, however, if the problem was resolved quickly,
eighty-two percent of customers are most likely to return to the company (Kotler et
al 2010, 43). However, customer complaints also provide company with a chance
fill in certain operational gaps, learn from negative situations in customers’
experience and, therefore, improve and develop services for further usage. In other
words, for every complain received by the company, there are ninety more
complains that were not delivered to the company. Thus, accurate complaint
handling and management is required to strengthen the power of customers’

experiences and perceptions.



The process of customer complaint management might be distributed in three
stages: stimulation & receiving the complaints, resolving the complaints and sending
the feedback to the customers. The feedback, in its turn, is delivered through various
sources, for example, phones, email or responds on the online platform (e.g. Social
Media, OTA’s).

4.5 Customer loyalty and retention

One of the most important factors in any business is creating a strategy of
operations, that motivates customers to come back to business and continue
making purchases regularly. In other words, a company must create customer
loyalty. Customer loyalty is a steady preference of a brand over others available on
the market. It also involves customers’ wish to purchase or experience a service for
a supplier, which is based on his or her needs satisfaction. The concept of customer
loyalty also involves emotional predominance over the rational approach since it

makes the client insensitive towards company’s competitors’ actions. (Dis n.d.)

The ultimate benefits of creating customer loyalty positively affect company’s oper-
ations, firstly, by reducing the market costs, which allows a company to allocate less
resources into maintaining the present customer instead of attracting the new ones.
This aspect also involves such phenomenon as the word or mouth, by which already
existing customers contribute to attracting the new ones. Moreover, creating part-
nership relationship with the customers also referred as loyalty programs. The pur-
chasing behavior in this case would be also influenced by the factor of customers’
retention: customers purchase wider variety of products than non-loyal customers
do as well as use services more frequently. Loyal customers are less demotivated
by the prices, therefore, the situation of switching to competitors’ services is less
likely to occur. To sum it up, even the slightest increase in customer loyalty can

result in significant increase in sales and revenue. (Kotler et al. 2010, 24.)
5 Service quality

In 1994 it was suggested by Rust and Oliver that the overall concept of service
quality consists of three main components, such as Service Product, Service
Delivery and Service Envirnoment. Their correlation to the service quality is

demonstrated by the Figure 3. (Lewlyn & Rodrigues 2013, 12.)



Service

Quality

Service Service Service

Product Delivery Environment

Figure 3. Service quality model (Lewlyn & Rodrigues 2013, 12)

Service product in the table is referred as the result of the service perception and
the actual product (tangible or intangible). Service delivery is the process of the
service usage with all the relevant circumstances occurring during the service.
Service environment is the overall situations, surrounding and the atmosphere
covering the process of service both external and internal, which also assists in the

development of customers’ perception. (Lewlyn & Rodrigues 2013, 12.)
5.1 Tools for measuring service quality

The level of customer satisfaction is based on performance of services; thus, it is
essential to thoroughly measure the quality of the services provided. In order to do
that, such instruments as SERVQUAL (service quality) and SERVPERF (service
performance) models were developed. These models are not dependent on the na-
ture of the business, however, allow the client to make fair estimates and conclu-

sions of the services. (Lewlyn & Rodrigues 2013, 1.)
5.2 The SERVQUAL Model

The SERVQUAL model is recognized as the most operational scale for measuring
the service quality. The model focuses on the performance as a component of the
guality of service, where quality is identified as the difference of expectations and
performance. The model measures the gap between the expectations a customer
preliminary has and the actual experience he or she gets. The main aspects of the
SERVQUAL model are normally used as the acronym RATER:



e Reliability: ability to deliver the service promise as expected,

e Assurance: knowledge and politeness of staff members to create trust and
faith in customers;

e Tangibles: physical placement of equipment, facilities, staff members;

e Empathy: personalized approach and attention to customers;

e Responsiveness: internal willingness to be assistive to customers and

provide service. (Lewlyn & Rodrigues 2013, 2.)
The ground of the SERVQUAL model is based on the following formula:
Service quality=Perception-Expectations

In this formula, the perception dimension is based on the scale of performance in
the overall service quality; thus, it is often referred to as the perception of the quality
arises from the correlation between performance and the initial expectations of
customers. If the performance of the services surpasses the expectations, the
guality grows, and vice versa, if the performance compared to the expectations goes

down, quality declines. (Lewlyn & Rodrigues 2013, 11.)
6 Social Media and Networking in Tourism Industry

Tourism industry has adopted the features of Social Media platforms and
Networking channels to deliver messages to potential clients. Currently, online
networking offers a range of amenities that can be applied in marketing and
promotion strategies. For example, search engine sources as Google, offer
promotion and advertising of companies’ websites. Social Media platforms
introduced features of companies’ product and services promotion delivered directly

to the desired target group.

Besides, marketing and advertising functions, Social Media has developed features
which allow marketers to measure the level of customer satisfaction. Researchers
suggest that Social Media is used to improve customer experience by firming the
relationships between client and company (Kennedy 2017, 12). Social Media

platforms allow clients to address the company directly from company’s official

page.



6.1 Social Media Marketing

Social Media in business is most commonly recognized as a tool for marketing and
promotion, which improves the strategy of a particular company. According to Hub-
Spot research in twenty fourteen, ninety-two percent of marketers perceive Social
Media as an efficient and imperative tool for their business, among whom, eighty
percent of respondents highlight the traffic increase on the web pages (Kennedy
2017, 4).

Since twenty fourteen, Social Media has become a necessary tool for achieving
success in most of businesses. More than seventy-four percent of consumers have
a more positive brand image after interacting with company’s Social Media — some
studies state (Funk 2013, 11). Thus, marketing amenities offered by various Social

Media platforms allow the managers to deliver the message directly to the client.
6.2 Facebook Ads Manager

Facebook for Business —is a concept introduced by Facebook company that allows
marketers to promote and advertise products and services. A basic set of steps
undertaken by an individual offers a possibility to engage to a desirable target group.
(Facebook n.d.)

The core benefit of Facebook Ads is the easiness and accessibility of delivering a
message to a customized target group. Facebook Ads Manager provides full in-
structions on proceeding with the ads management on the official website, what

makes it accessible for any person.

Facebook ads program can be applied directly to Instagram platform. The marketing
campaign can be identically integrated in Instagram, what helps the managers to

occupy a larger population.
6.3 Online Review Platforms. TripAdvisor

Researches show that at least eighty-eight percent of consumers trust online review
platforms nowadays due to high reliability. Online review platforms show the
guantitative and qualitative values of feedback from existing consumers to those,

who are interested of trying one’s services and products. (Proven Expert n.d.)



The most known ORP in tourism and hospitality industry is TripAdvisor, where cus-
tomers share their feedback after visiting restaurants, hotels or holidays resorts.
TripAdvisor is the largest travel platform... Travelers across the globe use the
TripAdvisor site and app to browse more than 878 million reviews and opinions of
8.8 million accommodations, restaurants, experiences, airlines and cruises (TripAd-

visor Media room n.d.).

TripAdvisor review platform is one of the sources of creating company’s brand
reputation. Brand reputation means how a particular brand of a company is viewed

and perceived by its consumers (Bhasin 2019).
6.4 Google Ads

Networking channels currently allow the marketers to reach the clients not only
through social media, but also using search engines. Search engine offers each
potential client a variety of options, when entering the key words. For example, if an
individual is searching for summer cottages in Finland, Google will offer a wide va-

riety of websites, which are relevant to the mentioned key words.

Thus, if company wishes to be demonstrated frequently in the top of results, Google
platform offers Google Ads marketing feature, allowing to increase the interaction of
customers with a company’s website. Google Ads is an online advertising program,
that allows to create online ads to reach audiences that are interested in the prod-
ucts and services one offers (Vrountas 2020). Same as Facebook, segmentation
and targeting in Google Ads helps to deliver the message to proper customer

groups.

The option of paid Google Ads requires careful budgeting, consideration of costs
and outputs: Google uses PPC — pay per click billing system, where each client’s

click on a company’s website is charged.
7 Service Design and Product Management

Service Design and Product Management are indispensable components of any
service or product launched on the market. If Service Design considers the

operations before the actual product or service launch, Product/Service



Management is recognized as a set of the actions taken on a product or service,

after it has been presented to the market.
7.1 Product Management

Product Management is an organizational function that guides every step of a prod-
uct’s lifecycle. Starting with development, Product Management covers the position-
ing, targeting and customer focus issues. People in charge of the product manage-
ment are recognized as product managers. To reveal the meaning of the product
management, researchers identify three major aspects that create the basic concept
of PM in the aftermath. The mentioned components are:

e Business;

e Tech;

e User Experience (UX).

UXx Tech

@\

Business

Product
Management

Figure 5. Components of Product management (Atlassian n.d.)

Business — as a component of product management helps the team to establish
communications between design, customer and business. Technology is related to
all informational technology and technological operations that are involved in the
product. Finally, UX relates to the improvements of the product from the customer

point of view, e.g., its accessibility and usability. (Atlassian n.d.)
7.2 User Experience

User Experience encompasses all aspects of the end-user’s interaction with the

company, its services, and its products (Norman & Nielsen n.d.). According to the



building blocks of experience: an early framework for interaction designers, user
experience includes three major elements:
e Users — prior experience and cognitive models;
e Products — language, accessibility and aesthetic qualities;
e Context — social, cultural and organizational types. (Forlizzi & Ford 2000, 45-
58.)

UX can be considered as one of the main elements for achieving success. It is a
crucial factor for the already existing customers for turning them loyal: the
accessibility, convenience and usability of the provided services will decide whether
one would come again or not. Thus, UX composes just a small part of total customer
experience, which considers the following aspects:

e Advertising;

e Brand reputation;

e Sales process;

e Pricing fairness;

e Product delivery;

e Customer service. (Maijanen 2019.)
7.3 Service Design

Service Design is understood as commercialization and creating business from a
developed idea. Service design is also referred as Productization, but never com-
pared to Production. If productization or service design considers getting monetary
value of an idea, production — is the building process of a service / product during a

controlled project. (Tonder 2019.)

Service design considers a set of actions, that are followed by managers in order to
succeed with a product or service launch. Besides, service design is also recognized
as product development - the steps that a certain product or service has to undergo

in order to be introduced to the market. (Adams 2019).

The figure below demonstrates these actions from tools, philosophy and process

points of view:
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Figure 6. Service design / Productization process (Tonder 2013)

In terms of philosophy, the idea of Service design is to develop a product from a
customer orientation point of view in order to fully understand one’s needs. Market
oriented perspective later is brought to the production process, where managers
launch the product and take care of its further development. Service design is
described as a process of three stages: innovation, analysis and production, which

is separated in seven consecutive tools demonstrated in Figure 6.
7.4 Customers’ buying and consumption process.

The actions taken by a certain company in terms of product development and user
experience directly affect the Buying and Consumption process, which is a deciding
aspect for creating customer satisfaction. Buying and consumption process is a set
of steps that are taken by a consumer, while interacting with a company. (Lehto
2019.) The process includes five core stages of consumer-company interaction

demonstrated in the Figure 7.
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Dreaming

Sharing Planning

Experiencing Booking

Figure 7. Buying and Consumption process (Lehto 2019)

Each of the steps characterizes a set of decision-making or experiencing actions
taken by a potential customer. For example, dreaming stage includes all feelings
and expectations creation of a potential client. At this point, a company can only
indirectly affect consumers’ feelings: advertising campaigns, proper marketing
strategies and customer promise — are the factors that create first impression for

potential visitors.

The dreaming stage is further transforming into Planning stage, where potential cli-
ents are starting the decision-making process. At this point, customers’ needs are
specified and are planned on the way of its’ implementation. Such aspects as famil-
iarity, cost, safety, destination and time management are the components of plan-
ning stage. (Lehto 2019.)

The next step is Booking, where customer is confirming his or her choice. Accom-
modation, operator, sources and channels of booking, payments are considered at
this phase (Lehto 2019.) Company’s goal is to attract a potential client to its certain
services and products by offering the most suitable options. Besides, user interface
and usability components of UX will play the most important role to catch customers’

attention.

Finally, a potential customer turns into a client and enters the Experiencing stage.
Client experiences all the purchased and booked services and products and com-

pare expectations with reality. The Experiencing Stage of Buying and Consumption



process composes the major part of customer satisfaction formation, as the client

directly engages with product or service.

At the last stage, customer, who has experienced the interaction with the company,
reaches the overall perception of the process. The final step is most frequently re-
ferred as Sharing stage. Customer decides whether one is willing to share experi-
ence after interacting with company. Currently, besides word of mouth, online review

platforms are the most used means of sharing experience, for example TripAdvisor.
7.5 The AIDAS model

The Customer Journey described above is supported by the AIDAS model, which is
one of the widely used theories of customer engagement (Training Industry 2020).
The AIDAS model is an abbreviation which stands for:

e Awareness — creating the brand awareness;

e Interest — generating interest in the benefit of a product or service to attract

a client;

e Desire — showing brand personality through the emotional connection;

e Action — moving customer to taking actions within the company.

e Satisfaction — retention of the customer after the purchase decision through

the selling process.

The five mentioned aspects are the stages which an individual customer goes
through customer buying and consumption process. Satisfaction aspect has
developed over a period of time, what has improved the consideration fo after-sales

engagement between client and company. (Training Industry 2020.)

Thus, the AIDAS model is considered as a communication model, which
accompanies customer during the purchase path, rather than a decision-making tool
(Hanlon 2020).

8 Case Study: Fish & Fun Holiday Village Company

Fish & Fun Holiday Village is located in Pertunmaa — one hundred twenty-five
kilometres to North from Helsinki and Uusimaa, Finland. The location is described
as one of the most popular destinations for resort holidays. Nearest to the complex

lake is called Keskinen, usually referred as a lake, which is rich of fish. Besides, the



purity of water in the lake, allows customers to swim during the summer time. (Fish
& Fun n.d.)

The company represents a small resort complex, which includes in total ten
cottages: two big cottages, that are predetermined for larger groups, for example
big families with children and eight small cabins, with wood heated saunas. There
is a large terrace with magnificent view which stands for lounge zone, where
customers can spend their time in a coffeeshop. Besides, the company provides
traditionall saunas, which are located on the bank of a lake. Alongside with the
saunas, there are two big huts which are used as fireplaces by the customers of the

complex.

Fish & Fun offers a wide range of activities for its clients, including both:
complimentary, and those, that require extra payments. For example, as one of the
complimentary options, company offers playground area for group games, such as
volleyball. For those customers, who visit the complex with children, Fish & Fun
provides a children playground with variety of activities. Meanwhile, older
generations prefer spending their time by collecting mushrooms and berries, during

high season, in the forest. (Fish & Fun n.d.)

For additional payment, customers can rent a boat including specialised equipment
and enjoy traditional trawling (fishing). For specific connoisseurs of Finnish trawling,
company provides a skipper (fishing guide), who can advise and navigate the clients
for choosing the best location for catching a fish. If the clients desire, the skipper

can take the responsibility for cooking the haul. (Fish & Fun n.d.)

The high season for the company is considered to be the summer time, as the wider
range of services is available during the period. It should be mentioned, that the
COVID-19 pandemic has not damaged the revenue of the company. Moreover, the
restrictions for travelling abroad have developed the inbound tourism, what caused

increase in Finnish customer group. (Vasina 2020.)

The target group, if excluding the current case of pandemic, consists of families,
large groups and couples coming from abroad. Meanwhile, if considering the last
summer season, during the worldwide COVID-19 pandemic, the major part of the
customers were Finns. (Vasina 2020.) Inbound travel in Finland has faced positive

changes, due to restrictions for outbound travelling.



9 Research Methods

This chapter introduces the research methods used in the research. To achieve the
goals of the study, the author has used quantitative method of research. The
mentioned type of research is usually referred as method of examining relationships
between variables, which are measured numerically and analysed by statistical and
graphical techniques. As the author is using a single data collection technique, the
method can be referred as mono method quantitative study. (Saunders & Lewis &
Thornill 2016, 166.) In other words, mono method considers using only one type of
data collection: for the case of the author, it is a quantitative survey.

9.1 Purpose of the Study

The purpose of the study was to find out and analyze the average customer satis-
faction of visitors in Fish & Fun Holiday Village in order to answer the research ques-
tions. For the thesis research, the author has chosen deductive approach, where
the empirical study is processed on the basis of existing theory. The conducted re-
search is answering for two major questions:
e What are the subjects for customer satisfaction improvement in Fish & Fun
Holiday Village?

e How to upgrade the uncertain services of the company?

Based on this, the author identifies the study as a combined study, where more than
one purpose is examined. The research can be identified as both: evaluative studies
and explanatory studies. The first one explores how well something works, while
another analyses the correlations between variables and events. (Saunders et al.
2016, 175-177.)

On the basis of research results, the author evaluates the customer satisfaction level
in the case company. Consequently, author explores the correlation between the
services of the company with the customer satisfaction results and gives
recommendations. The research possesses an internal validity, what makes it

reliable for the selected case company only (Saunders et al. 2016, 204).



9.2 Research Strategy

In order to organize a structured path of thesis development, the author has selected
a method of research strategy. For the case of the thesis, the research strategy is
not an exclusive approach — it is a combination of two strategies: Survey strategy
and Case Study.

9.2.1 Survey Strategy

Survey strategy allows the researcher to collect quantitative data and analyse it
using descriptive and inferential statistics. The strategy is directly related to
explanatory studies, as it also covers the topic of variables’ correlation. Using the
survey as a research strategy considers careful consideration of the sampling: the
selected sample of a population should be representative and respond to the
requirements of a particular sampling methods. As it has happened in case of the
author, survey strategy might bring disadvantage of delay is responses and data
collection. Due to the fact that a researcher is dependent on the survey collection

results, it can result in lack of collected responds. (Saunders et al. 2016, 181-183.)
9.2.2 Case Study Strategy

In combination with survey strategy, the author has used Case study research
strategy, where a certain case is chosen to be examined. In contrast with survey
strategy, case study allows the author to set and analyse the boundaries of the
research within an identified case company (Saunders et al. 2016, 185). As
mentioned before, the case study of the thesis is Fish & Fun Holiday Village, within

which the author conducts the research.
9.3 Data Collection method

Quantitative research method most commonly considers the use of structured inter-
views or questionnaires. The author has chosen a questionnaire as a mean of data
collection. An online Google Form was delivered to visitors of Fish & Fun Holiday
Village via e-mail by Elizaveta Vasina - the owner of the company, accompanied by
the cover letter from the author. Besides structured close-ended questions, the au-

thor has included six open-ended questions, which were analysed qualitatively.



The questionnaire included twenty-one questions, among which fifteen were close-
ended and six were open-ended. To occupy a larger respondent group, the author
has designed the survey in three most-spoken languages among the visitors of the
case company and delivered in November 2020:

e English version (Appendix 1)

e Russian version (Appendix 2)

e Finnish version (Appendix 3)

The author has delivered the message, which was escorted by a cover letter, in-
cluding the background and purpose of the questionnaire. A respondent was offered
a selection of three links in three mentioned languages to choose. Besides, the
email included an additional cover letter designed by the company explaining the
intentions of this research. Both cover letters and surveys in three languages can

be found in Appendices in the end of the thesis.
9.4 Sampling

To generalize the process of data collection, researchers suggest to use sampling.
Sampling is referred as a subset of individuals from a larger population (McCombes
2019). Assuming there were approximately two hundred customers in recent years
of company’s operation, the author has selected a sample of every individual pre-
sent in the database. From the fifty emails delivered, the author has received only
twenty-nine responses. The survey results of the mentioned sample can be inferred
as opinion of all customers of Fish & Fun Holiday Village, which represent the pop-

ulation.
9.4.1 Probability Sampling method

Probability sampling is most commonly associated with survey research strategies
where you need to make inferences from your sample about a population to answer
your research gquestion(s) and to meet your objectives. In order to use the proba-
bility method of sampling, researchers highlight the importance of selecting a sam-
pling frame. (Saunders et al. 2016, 276-278.). Due to the fact that the survey was
delivered by the owner of the company, the sampling frame was identified by the
owner in person: complete list of visitors of Fish & Fun Holiday Village which are

present in the database.



9.4.2 Sample size

After selecting the sampling method, the author has identified the sample size on
the basis of following factors:

e Confidence of data collected

e Margin of error to be tolerated

e Type of analysis conducted

e Size of target population

The author considers the data collected to be reliable and representative for the total
population. Nevertheless, the margin of error is high according to the
recommendation of researchers, which work to a ninety-five percent level of
certainty (Saunders et al. 2016, 280-282). The margin of error for the author’'s

research exceeds the value of five percent.

The high margin of error was caused by the non-response rate. The complete
refusal value is twenty-one respondents, which means that twenty-one individuals
refused on answering the questions in the survey. Those, who refused on

responding can be counted as ineligible. (Saunders et al. 2016, 282.)
As a result, the response rate was calculated as follows:

Total number of responses

Total Rate =
OrarTesponse RAte = o tal number in sample — ineligible

29 _,
50 —21

Total response Rate =

10 Results of the Research

The following chapter introduces the results of the conducted research. As
mentioned before, the author received twenty-nine responses from fifty delivered
questionnaires. From the three questionnaires’ results generated by Google Forms,
the author has designed a single document with all the answers combined. The
answers were presented as an Excel table, which was later developed into several

graphs, diagrams and tables.



10.1 Background of the respondents

The author suggested a set of questions regarding the background of the
respondents (See Appendix 1, Appendix 2, Appendix 3). The aim was to find out:

e Age Group

e Gender

e Nationality

e With whom a respondent has visited the Holiday Village

e Has the respondent visited Holiday Village with pets?

The figure below shows that the biggest share of respondents belongs to 18-27 Age
group. The second biggest share represents the 28-35 Age group. Meanwhile,
20,7% of respondents belong to 36-50 Age group. Finally, the least popular guests
of Fish & Fun Holiday Village are people who's age is more than 50 years. The
gender of all respondents has separated in two nearly equal groups: female, which
composes 51,7% of the results and male, which compose the rest — 48,3%.

36-50
20,7%

1827
37,9%

28-35
27,6%

50+
13,8%

Figure 7. Age group.

Consequently, the author has found out the main nationalities of respondents that
have participated in the survey. Those, who marked themselves as residents of

Finland, were suggested to specify the region where they come from.
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Estonia
3.4% Uusimaa
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Figure 8. Nationality of respondents.
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Figure 9. Residents of Finland.

Most of the visitors in Fish & Fun Holiday Village are residents of Uusimaa, Finland
and they compose 31 % of all respondents. The second biggest group is composed
by tourists which are coming from Russia — 27,6%. The rest of the respondents have
identified themselves as Finnish and mentioned the region they are coming from.
The regions can be seen from the figure 9. Besides, one Ukrainian and one Estonian

respondents have taken part in the survey.



Finally, the author has to analyse whether the clients visited the resort with someone
or alone. The results show that the major part of respondents preferred visiting a

place accompanied by someone.

Alone
6,9%

Family with kids
27,6%

With friends
31,0%

Couple
34,5%

Figure 10. With whom did you visit Fish & Fun Holiday Village.

Out of 29 respondents, 34,5% visited Fish & Fun with a partner; 31% have come
with friends; 27,6% visited the resort with family and kids and only 6,9% travelled
alone. The author analysed that the first three options have shown nearly the same
results: the values are floating around 30%. This means that three nearly equal

customer groups can be identified as: Couples, Families, Friends.

By personal request of the company’s owner, the author has included the question
regarding the pets. The respondents were asked whether they have any pets with
them, when visiting Fish & Fun Holiday Village. The results have shown that 86,2%

had no pets with them, while only 13,8% answered positively.



Yes

No

Figure 11. Did you visit Fish & Fun Holiday Village with pets?

To sum up, the author has created cross-tabulation graph, to see the correlations
between variables described before. The table shows the interrelation between
Gender, Age group and Nationality variables. For example, it can be stated that
females in the Age group of 18-27 were the most frequent guests of the company
(24,1%), while females in age of 50+ were least popular visitors of the Holiday
Village — 3,5%. Correlating nationality with the Age group, it can be seen that none
of the Russians in the age group 28-35 have visited Fish & Fun Holiday Village.
Meanwhile, the most popular customer groups are Finnish in 18-27 and 28-35 age

groups, each composing 24,1% of all respondents.

Additionally, author has correlated respondents’ background with the option of
having a pet. Table 1 below shows that Age group 36-50 was the most popular for
having a pet with them. Otherwise, independently on the age, clients have visited

company’s property without pets.

Base

29 AGE
Gender 18-27 28-35 36-50 50+
Male 4 13,8% 3 10,3 % 4 138% 3 103%
Female 7 24,1% 5 17,2% 2 69% 1 35%
Nationality
Finnish 7 24,1% 7 24,1% 4 138% 1 35%
Russian 4 13,8% 2 69% 2 69%
Ukraine 1 3,5%
Estonia 1 35%
Pets
Yes 1 3,5% 1 35% 2 69%
No 10 34,5% 7 24,1% 4 138% 4 138%

Table 1. Background of the respondents.



10.2 Frequency and duration of stay.

The respondents were offered a set of two consecutive questions, from which the
author was able to find out a frequency of visits and an average duration of stay of
the clients. The first question was close-ended and had two response options: once
and more than one time. The results can be seen below from the Figure 12.

Figure 12 demonstrates that the majority of respondents have experienced com-
pany’s services only once, which composes 82,8% of total answers. The rest of
17,2% visited the resort more than time. From the graph the author can conclude,
that Fish & Fun Holiday Village is mostly perceived by customers as a onetime ex-

perience.

Consecutively, the author’s goal was to find out the clients’ average duration of the
stay. The question was open-ended and was not compulsory for accomplishing.
From 29 respondents, only 5 answered, while others preferred not to mention their
duration of stay. Among 5 answers received, 3 of the respondents mentioned that

their stay lasted for 2 days. Other ones replied with 3 days of stay.

More than one time

Once

Figure 12. Have you visited Fish & Fun Holiday Village once or several times?



10.3 Sources of customer-company acquaintance

The next question of the survey has revealed the major sources of guests’
acquaintance with the company. Analysing the graph for this question could help
the author to find out the most and the least efficient sources of customer-company
interaction. As aresult, the author has built a strategy for improvement of company’s

services promotion and marketing.

Visit Mikkeli, newspa...
6,9%

Google, Yandex
13,8%

OTA ( Booking, Airbnb)
31,0%

Friends' reccommen...
34,5%

Social media platforms
6,9%

Fish&Fun.com

6,9%

Figure 13. How did you find out about Fish & Fun Holiday Village?

Surprisingly, the most popular source came out to be Friends’ recommendations,
which compose 34,5% of all responses. This means that the major part of the
clients has found out about Fish & Fun Holiday Village from their friends or relatives,
who have already tried company’s services. Nearly same result has been reached
for guests, who have found out about Fish & Fun Holiday Village through Online
Travel Agencies. Company offers its services through Booking.com and
Airbnb. With a sensible distance, Google and Yandex sources have earned the third

place, composing 13,8% of total results.

With exactly the same results, the least used means of customer-company
acquaintance were the following:

e Visit Mikkeli newspaper, journals

e Social Media platforms

e Fish&Fun.com website



Each of the above mentioned compose 6,9 % of total results. Most importantly, the
results show the low efficiency ratio of Social Media marketing. The least popular
sources of promotion would be a subject for improvement in the Conclusions

chapter of the research.
10.4 Online Check-In

According to the request of the company’s owner, the author has
surveyed respondents about the new feature of Online Check-In, which was
introduced before summer season 2020. The aim of the feature was to avoid extra
contact with the visitors and provide a safe environment. The Online Check-In gave
the visitors a possibility to proceed with cottage check — in independently, without
assistance of the staff. Figure 14 shows that none of the guests were dissatisfied
with the invention of the company. Thus, more than a half of respondents — 51,7%
gave an excellent mark, while only 13,8% rated the online check-in as fair. The rest
of the respondents — 34,5% have not used the feature, using traditional way

of identification.

Fair

Excellent

Not used

Figure 14. Online Check-In feature evaluation.

10.5 Online naotifications evaluation

Besides Online Check-In, the company offered its clients a system of notifications,
which were delivered before the arrival. The notifications ensure the booking has
been processed properly, reassuring guests, that the booked service is ready

for their arrival. The convenience of the feature resulted in 93,1% of positive



feedback from total amount of responses. Meanwhile, only 6,9% of visitors have

not been notified with messages from the company.

Not used _——

Yes

Figure 15. Online notifications evaluation.
10.6 Evaluation of company’s services

Chapter 10.6 will introduce customers’ ratings on the services provided in Fish &
Fun Holiday Village. Respondents were suggested to rate overall experience of
using four core services of the company. Respondents were offered to rate the four
mentioned services in Figure 16 from 1 to 3, where 1 — poor, 2 — fair, 3 — excellent,
4 — not used. In an overview, the graph shows that the majority of answers were

positive, as none of the respondents rated services as 1 — poor.
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Sauna Boat / Kayak Food Grill place

.1 2 3 Not used

Figure 16. Evaluation of services in the company.



During the question’s analysis, the author has considered the frequency of the fourth
response option not used, what makes a certain part of responses inapplicable or
ineligible. Those were detracted from the data to increase the reliability of the

results.

The most highly rated service is Sauna, receiving 21 excellent marks. Other services
placed in order from to least rated are as following: Grill place, Boat / Kayak, Food

The least rated service was Food, which is according to company’s owner words is
still at the stage of development. The owner plans to improve the food quality and
food service by integrating new menu options and food packages.

10.7 Evaluation of Sauna services

For a special request ofthe company’s owner, author has designed a
separate evaluative question for sauna services. Fish & Fun Holiday Village offers
a range of sauna types, what gives a possibility to the clients to select the
most suitable one. Using the same evaluation model, author has included four
response options:

e 1-—poor

o 2 —fair

e 3 -—excellent

e Not used

The aim of the following analysis is to reveal the most popular choice among
the sauna users, as well as identify the least demanding. Due to the fact, that
most of the guests have used only one type of sauna per stay, majority of results are

composed by not used response option:
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Figure 17. Evaluation of Sauna services.

Self-heating saunas using firewood appeared to be the most common choice for the
guests, achieving 15 excellent ratings and only 1 fair mark. The second popular
type is the electric sauna, scoring 13 positive marks. Nearly equal score — 10 and
11 excellent marks were given to pre-heated and Hirvi saunas. Finally, the least
used ones appeared to be the sharedsaunas - 8 excellentand 2 fair
marks and saunas, which are heated with the help of the staff — 3 excellent and

1 fair rates.

The author assumes that in the current state of pandemic, the last-mentioned type
has the lowest score, as clients prefer to avoid extra human contact. The results of
this evaluation question can be linked to the satisfaction of the guests with Online
Check-In.

As mentioned before, most of the clients participating in the survey have used only
a single type of sauna, instead of trying other available ones. This might result in an
overviewing the cost effectiveness of each sauna type as well as promotion of least

used ones, in order to increase the integration rate of each service.
10.8 Evaluation of overall experience

To sum up the results received from the survey, the author has stated a question
regarding the overall satisfaction ofinteracting with Fish & Fun Holiday
Village. The received results would help the author in measuring customer

satisfaction using the models described in the theory.



Excellent

Above Average

Average

Figure 18. Evaluation of overall experience.

The figure above shows that more than a half of the clients — 55,2% consider their
experience to be above the average, while 41,4% - counted their experience
as excellent. The minority of respondents — 3,4% see their experience as average.

In an overview, it can be stated that the majority of Fish & Fun Holiday Village clients
were satisfied with the services provided. Besides, none of the respondents have

chosen a grade of 2 or 1, when rating the overall experience.
10.9 Customer Retention and Acquisition ratio

By asking clients whether they would like to visit Fish & Fun Holiday Village again
and would like to recommend the place to friends, the author was able to find out
the extent of customer retention. The data collected was analysed in descriptive

graphs and the results were as follows:

No

Yes

Figure 21. Would you like to visit Fish & Fun Holiday Village again?



The pie chart shows that 82,8% would prefer visiting the company’s resort again,
while only a minority of 17,2% rejected. If correlating the results with the Figure 10
in chapter 10.2, it can be seen that the majority of those who prefer visiting Holiday
Village again were given by one-time clients. Thus, the previous statement

describing company as mainly a one-time experience can be questioned.

Large number of respondents wishing to visit Fish & Fun Holiday Village can be
caused by the current restrictions of travelling abroad. Due to the pandemic, the
inbound travel in Finland has faced a huge progress, what affected on increasing

demand on tourism products around the whole country (Antikainen 2020).

No

Yes

Figure 22. Would you recommend Fish & Fun Holiday Village to your friends?

The pie chart above shows that 89,7% of the respondents would recommend the
place for their friends and only 10,3% would not do it. Thus, this means that the

majority part of clients like the place and ready to share information about it.
10.10 Customers’ feedback on potential improvements

To improve the customer experience, Fish & Fun Holiday Village is planning to
introduce new features and services. In order to reveal the potential of upcoming
innovations, the author has included a separate question, where these services are
presented. The respondents were offered to rate the need of the services from 1 to
3, where 1 isneeded,2 —not needed and 3 - not interested. The list of
improvements was as follows:

¢ Introducing the trampoline for kids

¢ Improvement of the path from the main sauna to the lake area



e Improvement of the feet washing zone
e Ready-made food boxes
e Bed linen is always included in the price rate
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Figure 23. Customers’ feedback on potential improvements.

According to the results, the most demanding feature is the path, which connects
the main sauna with the lake area. Customers have not once mentioned the need
for a path, to increase accessibility of the services. Besides, the Figure 23 shows
the desire of majority of the clients for having bed linen included in the price, when
booking the accommodation. Another important aspect is the feet washing zone,
which was as well mentioned in one of the open-ended questions. Though, from 29
respondents surveyed, 10 — do not see the need and 3 are not interested in the

improvement what nearly equals to the amount of those who admire — 16.

Due to the fact, that more than 70% of respondents have visited the Holiday
Village without kids, the not interested response option came out to be most
popular, when offeringa trampoline for  kids. If excluding those, the
interested amount is almost equal to those, who are not. As a result, the introduction

of trampolines for kids may not be considered as a necessary innovation.

The most uncertain suggestion for improvement came out to be the ready-made
food boxes. Even though the food services were least rated, as it can be seen in
chapter 10.6, most of the customers do not find it necessary to organize ready-made
food boxes. The amount of those who are not interested and those who do not see

the need is twice as much as those who are interested.



10.11 Open Comments

As mentioned before, the author has included open-ended questions in the survey,
allowing the respondents to express their persona opinion on a particular topic. The
seven open-ended questions included in the survey helped the author to receive
gualitative data to be analysed for making the research results more reliable. The
aim of these questions was to find out additional feedback on the company’s

services.

After selecting one of the response options in the close-ended questions,
respondents were suggested to share their opinion on why they have or have not
admired the mentioned services. Considering the respondents’ convenience, open-
ended questions have not been marked as compulsory. However, this resulted in a

low response rate.

Two of the seven open-ended questions were related to the Online Check-In and
Online notifications systems. The respondents were suggested to share their
opinion about accessibility and usability of features. It came out that all of the
respondents have responded positively on both of the mentioned. None of the
respondents faced any difficulties with the Online Check-In and Online notifications
systems. Moreover, ones were appreciated and admired. One of the respondents
mentioned that online notifications help to ensure the guest that the booking is been

processed and the cottage is ready for settling.

Besides evaluation of particular services, the author’s interest was on the overall
perception of the clients to the company. Considering that, author stated the ques-
tion why did you choose Fish & Fun Holiday Village? The response frequency came
out to be quite high, as 24 respondents out of 29 have answered this question. The
most popular reasons of choosing the location were the following:

e Picturesque views of nature

e (Good ratings on TripAdvisor and Booking.com

e Quietness and relaxing atmosphere of the property

e Friends’ recommendations

e Good Accessibility from Mikkeli and Espoo



Some of the respondents highlighted an affordable price and cleanliness of the

resort.

To measure the correlation between customer expectation and the actual
experience, author suggested the respondents to share feedback on what did not
match their expectations. From 29 respondents only 7 answers were collected from
the questionnaire.

It came out, that guests were expecting total quietness during their stay, though the
experience have shown that a noisy road has not once been disturbing. One of the
respondents mentioned the lack of channels on the TV set located in the cottages.

Some of the guests have mentioned low visibility of the lake from mékki cottages
due to overgrown bushes. In consequence, it was suggested to take better care of
gardening on the property. Customer recommendations on future improvement will

be described in conclusions chapter of the research.

Besides small details that have not matched the expectations of the guests, one of
the respondents mentioned horrible relation of the owner to the guests, what can be

considered as a customer complaint.
11 Conclusion

The final chapter introduces conclusions made on the research conducted. This will
help the author to identify the weakness and strengths of the company based on the
described theory and research results. The author has used Buying and Purchase
path model (Lehto 2019) for analysing the results of the academic work. In other
words, the stages which a client experiences during interaction with company create
the customer satisfaction. Improvement of particular services of the company is

essential for achieving successful overall result.
11.1 Fish & Fun Holiday Village Customer Satisfaction

To start with, the author suggests to measure the value of a customer of a company.
According to the survey results, it can be stated that the majority of the clients were
satisfied with the services of Fish & Fun Holiday Village, what means that the

benefits a customer receives from a company are equal to the cost of the service.



None of the respondents complained on the price ratio in comparison with the

suggested service or product, establishing the positive result of interaction.

The feedback received from open-ended questions confirm that company

understands and fulfills its clients’ needs.

On the other hand, it can be mentioned that company has mostly reached
customers’ expectations, as only few amendments were identified by the clients.
Reaching primary customer expectation means that company was able to equal it
with the experience. Thus, company has not exaggerated with the customer
promise, so that the experience can be almost equaled with the company-customer

interaction.

Considering the fact, that nearly half of respondents (41,4%) rated their experience
as excellent, while 55,2% voted for above average, three major statements were
formed. On the basis of Oliver's expectancy disconfirmation theory, the author
highlights:

e Expectations of the clients in Fish & Fun Holiday Village have been reached

by setting proper customer promise
e The performance of the company has justified the expectations of clients
e The correlation between expectations and perceived performance has

resulted into Match (Simple confirmation).
11.2 Quantitative results for measuring Customer Satisfaction

Besides Survey, which was used not only as a method of data collection, but also
for measuring customer satisfaction, author has adopted four tools which were

described in theoretical part of the thesis.

The author has integrated the CSAT (Customer Satisfaction Score) model in most
of the questions, so it will facilitate the final results analysis. Due to the fact, that
none of the guests were unsatisfied with the services, the author has calculated the
ratio of those who rated services as above average and excellent. The result was

calculated as follows:

Number of satisfied customer

28
100 = == * 100 = 96,59
Number of responses ’ 29" %



According to the formula, the level of customer satisfaction expressed in
percentages is equal to 96,5%.

Consecutively, it was important to measure the willingness of guests to recommend
the company’s services to others. The results of the survey have shown that 89,7%
of respondents would recommend Fish & Fun Holiday Village to their friends, while
only a minority of 10,3% of respondents rejected.

%Promoters — Y%Detrasctors = NPS
89,7% — 10,3% = 79,4%

The Net Promoter Score in Fish & Fun Holiday Village was calculated as 79,4%,
considered to be a high value. Such result can help the company to increase the

acquisition of new customers.
11.3 Customer Complaint

However, among the great majority of respondents reviewing positively services
provided by Fish & Fun Holiday Village, one of the respondents’ feedback can be
counted as negative. This was caused by the additional comment the respondent
has left for the question what has not matched your expectations? An individual has
stated a horrible relation of the owner to the clients. In other words, the mentioned
statement can be considered as a customer complaint. As the survey was filled after
a while since the client has visited the Holiday Village, author can state that the issue

of the customer has not be resolved.

The mentioned incident illustrates that company’s management has not got in touch
with the guest complaining. For that reason, author suggests using the model of
handling customer complaints, where the problem is received, resolved and sent
back to the customer accompanied by feedback. Such model can be organized by
delivering automatic email surveys to the clients after their stay at the property. By
doing so, the company will increase the amount of positive feedback as part of Shar-

ing stage of Buying & Consumption path.

In addition, taking care of customers in the after experiencing period can increase
the ratio of customer retention. For the moment, Fish & Fun Holiday Village is

offering ten percent discount for all returning customers, which is a part of customer



loyalty. Careful management of customer feedback can significantly improve the
loyalty and retention. Besides, the results of the research have shown that the
majority of the respondents are willing to return back to Fish & Fun Holiday Village,
what can also motivate the management of the company to improve the loyalty

program.
11.4 Service Quality in Fish & Fun Holiday Village

Directly related to the correlation of customer expectations and experience, service
quality models have been implemented properly in the company’s structure. If
analysing a company as an overall service of interaction with clients, it can be stated
that each aspect of the SERVQUAL model has been considered. As the gap
between the expectation and experience is small, the SERVQUAL model had its

best use.
11.5 Marketing and Promotion

The results of the survey have shown that major source of client-company acquaint-
ance was WOM (word of mouth) or friends’ recommendations. Meanwhile Social
Media platforms were the least used sources what directs to low efficiency in SM
marketing. The existing pages on Facebook and Instagram show low ratios of inter-
action with customers. Due to the fact, that majority of Holiday Village target group

is using Social Media, author suggests improvement strategy for better promotion.

Increasing the efficiency of Social Media promotion can be reached by integration
of paid ads. For example, both for Facebook and Instagram, management can
create promotion posts to be promoted to the desired target group. The
segmentation and Targeting features of paid ads will allow Fish & Fun Holiday
Village to reach the proper people. Social Media promotion requires careful
budgeting and financing, as well as time management, e.g., the author supposes
that promotion should be done right before the expected high season. Using same
paid ads system, company is able to promote company’s website on the search

engines like Google.



11.6 Service Design

The last theoretical aspect which was considered by the author when conducting
the research work is the Service Design. Open-ended questions, where clients were
able to leave their comments regarding the improvements in the company became
a crucial supplement for the author when analysing the Service Design
characteristics. As it was mentioned in the empirical study of the thesis, the opinions
regarding the potential improvements suggested in the questionnaire were quite
uncertain. Nevertheless, in author’'s opinion some of the services should be
definitely upgraded:
e Improvement of the path from the main sauna to the lake area

e Including bed linen in the price of an accommodation

Improving at least the two mentioned services will affect both: user and customer

experience.
11.7 Suggestions for improvement

Besides, respondents have shared their opinion on what kind of services they would
like to see in the Holiday Village in the future. Customers were able to share their
thoughts in a separated question, which was transcribed by the author into a table.

Respondents’ suggestions for future improvements can be seen from Table 2.



Do you have any suggestions for the needed imporovements?

1. Buy more spinning rods. It was not enough.
2. Additional lights, cut the bushes to see the view from the cottage
3. It would be fun if there was table tennis.

4. Trampoline can be dangerous and result in injuries

5. lNo noeoay pbiGankn, Tak Kak 3TO O4HO U3 caMbiX GonNbLUNX pa3BrNeYeHUn - Kakon-
nun6o crteHa c BUAaMm pbib U X onMcaHnem, U rae MUMeHHO KMeT nydlle Bcero Ha
o3epe. Takke, 66110 6b1 NpekpacHo, ecnu 6bl paboTan nNpya ¢ dopenbio.

6. Bce oTnuyHo. Ecnu nnaHupyemsblie yny4llieHUsl, KoToOpble HanucaHbl Beillue, 6yayTt
BbINOMHEHbI, TO ByaeT ewle nydlue

7. Bce 6bino npekpacHo. Boeilwe oxxnaaemoro. Jlusa n ee komaHga npocro monoAubi!
8. O4yeHb yIOTHOE U Munoe mecra

9. Mo>xHO BepHYTb Npya Ans nosnm cdopenn , nmbo 4To-To caenaTtb Ha JaHHOM MecTe

10. Mokin ranta oli yllattavan matala ja uida ei oikein voinut. Olisi ollut mukavaa
pulahtaa saunasta suoraan uimaan. Lisaksi pimealla lisavalaistus olisi ollut kiva laiturille
ja polulle.

11. Saukko mokkiin TV + rannalta puustoa pois, jotta jarvinakyma tulisi nakyviin ja
pihaan tulisi enemman valoa

Table 2. Do you have any suggestions for the needed improvements?

Customers’ suggestions on improvements can be used as a useful tool for com-
pany’s future decision-making. Besides suggesting to improve already existing ser-
vices, respondents offered new services. For example, it was suggested to add
more lights to company’s property, as it seemed to be dark in the night time. Table
tennis was considered as a nice supplement for widening the amusement services

of the company.

Two of the respondents highlighted the need of fishing services development, con-
sidering it as a main source of amusement in Fish & Fun Holiday Village. Buying
more of spinning rods, creating a booth with the description of fish characteristics

and the life hacks for catching it.

Another important issue, which was mentioned several times was related to the low
visibility of the lake are due to the bushes. Respondents suggested cutting the

bushes, to improve the visibility of picturesque views.



12 Summary

It can be summarized that thesis conducted has answered the two research
guestions stated in the beginning. As a result of the conclusion, author has
suggested a list of improvements to be accomplished as a recommendations part
of the thesis.

The research has shown that level of customer satisfaction is on a high level.
Nevertheless, some of the aspects would still need further development. As subjects
for improving customer satisfaction, the author identifies, first of all, the
recommendations and wishes of existing clients of the survey. The results, that were
described previously, will navigate the company in better understanding of clients’
needs. Development of mentioned services would answer the question on the way
of upgrading services of the company. Secondly, on the basis of theoretical
framework and survey results, author has formed several aspects that would
improve the level of customer satisfaction and, most probably, enhance sales

revenue of the company.

Author suggests, that the major aspect in increasing the level of customer
satisfaction is related to the after-sales actions company has to make. It is
suggested to contact each customer after their stay, ask for their feedback, and most
importantly, deal with customer complaints. In other words, company has to
concentrate more on the Sharing stage of Buying and Purchase path (Lehto 2019).

It is of vital importance to have contact with clients and collect their feedback.

Fish & Fun Holiday Village can be found fromTripAdvisor and Booking.com, thus

author suggests to attract more clients to share feedback on mentioned platforms.

In addition to the preliminary research, the author has analysed secondary data: the
ratings which were available on the Online Review Platforms. As it was described
before, Fish & Fun Holiday Village is presented on two core ORP: TripAdvisor and
Booking.com. The ratings that are mentioned are based on different criteria, which
do not fully correspond to the criteria of author's research. Nevertheless,
the comparison of author’s research results with the average ratings on or platforms

helps to reveal the accordance of feedback.



Company’s rating on TripAdvisor is defined as Excellent— 4,5 out of 5, with 11

reviews available. The platform bases the overall mark on the following aspects:

e Location
e Cleanliness
e Service

e Value

Among 11 reviews, 6 are marked as excellent, 4 — as very good and only 1 review

is terrible. (TripAdvisor n.d.)

4 5 Excellent
° ....O 1T reviews

#2 of 4 Specialty lodging in Pertunmaa

00000
00000
00000
00000

Location
Cleanliness
Service
Value

Figure 19. TripAdvisor rating of Fish & Fun Holiday Village (TripAdvisor n.d.).

Meanwhile, Booking.com defines the grade of 9,0, which is Excellent (Erino-

mainen). The grade was based on the ratings of 108 reviewers.

Wonderful

108 reviews

Categories

Staff

Comfort

Free WiFi

9.2

9.1

5.0

100% real guest experiences (O Write a review

Facilities Cleanliness
] 8.9 O 9.5

Value for money Location
] 8.8 ] 8.7

Figure 20. Booking.com rating of Fish & Fun Holiday Village (Booking.com n.d.).



As the research has shown, customers monitor Online Review Platforms to evaluate
company’s performance. Proper organization of ORPs, where the company is

present will attract new customers and increase the ratio of customer acquisition.

As mentioned before, Social Media can be considered as one of the core
improvements for company’s business. As SM plays a huge role in customer-
company relationships, it is if vital importance to update Social Media platforms
regularly. With the help of Facebook and Instagram, customers can easily reach
company’s management, while the company itself can be able to deliver needed
messages to proper clients by using paid ads feature. Google ads could be also a

cost-efficient investment, when promoting company’s services during high seasons.

As mentioned in chapter 10.9 Finnish inbound tourism is in a high demand. Devel-
opment of local tourism during the lockdown can be a reasonable subject for pro-
moting Fish & Fun Holiday Village services for different customer groups.

At the same time, on the basis of AIDAS model, author suggests to enhance the
personalization of service during client’s stay in the Holiday Village — Experiencing
stage (Lehto 2019). A good supplement can be a greeting card from company, that
waits each client in a cottage before the arrival of the guest. A greeting card can be
personalized by inserting a name of the guest. By doing so, company expresses
their hospitality towards the customers and creates brand image from first steps of

customer’s interaction with the company.
13 Recommendations

The final part of the thesis represents a list of all recommendations for improvements
in Fish & Fun Holiday Village. The following aspects are the results of the theoretical
research, empirical study based on survey method of data collection, and
consequently, improvements suggested by the respondents:
e Making investments in the online promotion of the company: Instagram, Fa-
cebook, Google Ads.
e Systematically collecting feedback from the clients and creating a database
for their storage
e Keep contacting with customers in the after-sales period and handle com-

plaints



e Encouraging visitors to leave feedback on TripAdvisor and Booking.com

e InMail promotion of special offers for increasing customer retention ratio

e Personalization of service in the Holiday Village: greeting cards

e Gardening of the property to increase the visibility of landscape and lake

e Establishing lights on the property for customers’ convenience in the night
time

e Following recommendations of respondents: bed linen to be always included
in price rate and improving quality of food

e Designing feet washing area

e Developing fishing service by offering more spinning rods and organizing a
booth with characteristics of fish types

e Encourage visitors to use different types of sauna for broadening of customer

experience

Following these recommendations, Fish & Fun Holiday Village can increase key
performance indicators regarding customer satisfaction and create a reliable brand
reputation. This will help the company to develop Pertunmaa as a holiday destina-

tion and compete with other resort complexes that exist on the Finnish market.
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Appendix 1. Cover Letter for Customer Satisfaction survey (English) 1(3)

Customer satisfaction survey for Fish & Fun Holiday Village
Dear visitors,

| am a student of Tourism and Hospitality Management of LAB University of Applied Science.
Currently, I am conducting my thesis as a research work analyzing the level of customer
satisfaction among visitors of Fish & Fun Holiday Village.

By responding to the questionnaire, you will help to draw conclusions on how to improve the
quality of the services offered and to develop the new services. The results will be published
by 27 November 2020.

Survey is meant for all the clients of Fish & Fun Holiday Village, whose email addresses are
available at the database. The answers will be processed anonymously and confidentially;
individual responses cannot be recognized from the published results. The results will only be
used for research purposes. Please, submit the filled-in questionnaire by 15 November 2020.

Answering the questionnaire will take approximately 5 minutes.

If you have any questions concerning the survey and the research, please, do not hesitate to

contact me directly via email polina.smirnova@student.lab.fi.
Thank you for your participation!
Kind regards,

Polina Smirnova



Questionnaire for Fish and Fun Holiday Village guests

English Version
1. Please, select your age group.
a 18-27
a 28-35
a 36-50
a 50+

2. Please, select your gender.

1 Male
1 Female

3. Please, state your nationality. If you are a resident of Finland, please, state the region.

4. With whom did you visit Fish & Fun Holiday Village?

Alone

Couple

Family with kids
With friends
Other

Uoooo

5. Did you visit Fish & Fun Holiday Village with pets?

d Yes
d No

6. How did you find out about Fish & Fun Holiday Village?

Official website of the company

OTA (Online travel agency, e.g. Booking, Airbnb)

Social media platforms (e.g. Facebook, Instagram)

Web search engine platforms (Google, Yandex)

Local promotional sources (e.g. Visit Mikkeli, newspapers, magazines)
Friends' recommendations

Other

oo ooo

7. Why did you choose Fish & Fun Holiday Village?




8. Before summer season 2020, the company has introduced a new feature of Online Self
Check-in for the clients. Please, rate the convenience of the feature on a scale from one
to three, where 1 — poor and 3 — excellent.

a1
a2
a3
[J Not used

9. If you have experienced any inconveniences using the feature of Online Self Check-in,
please, share your experience with us.

10. Were you satisfied with the online notifications from the company before your visit?

1 Yes
d No

11. If you did not like the system of notifications, let us know, why?

12. On a scale from one to three, please, give your opinion of the following services at Fish &
Fun Holiday Village, where 1- poor and 3 - excellent.

1 2 3 Not used
Sauna | | | |
Boat / Kayak Qa Qa a a
Food EI EI EI EI
Grill place a a a a

13. On the scale from one to three, please, give your opinion on the sauna services at Fish &
Fun Holiday Village, where 1 — poor and 3 — excellent.

1 2 3 Not used
Self heating up of sauna using firewoods a a a a
Using electric sauna a a a a
Visiting pre-heated sauna a a a a
Heating sauna with the help of staff a a a a
Time reservation for shared sauna a a a u
Visiting Hirvi sauna a a a a




14.

15.

Have you visited Fish & Fun Holiday Village once or several times?

(d Once
[ More than one time

If you have visited Fish & Fun Holiday Village more than once, please, state how long
was your stay last time?

16.

17.

18.

19.

On the scale from one to five, please, rate your general impression of staying at Fish &
Fun Holiday Village, where 1- poor and 5- excellent.

Poor O O O O O Excellent

Would you like to visit Fish & Fun Holiday Village again?

1 Yes
(d No

Would you recommend Fish & Fun Holiday Village to your friends?

d Yes
d No

On the scale from one to three, please, give your opinion on improvements introduced in
the nearest future at Fish & Fun Holiday Village, where 1 — needed, 2 - not needed, 3 -
not interested.

sauna to the lake

Needed Not needed  Not interested
Introducing the trampoline for kids a a a
Improvement of the path from the main a a a

Improvement of the feet washing zone

Ready-made food box

Bed linen is always included in the price

20.

If there is anything that did NOT match your expectations, please, tell us.

21.

Do you have any suggestions for the needed improvements?




Appendix 2. Cover Letter for Customer Satisfaction survey (Russian) 2 (3)

UccnepoBaHue cteneHu KnNnMeHTCKou yaosneTtBopeHHocTu B Fish & Fun
Holiday Village

YBaxkaemble rocty,

A - cTtypoeHTKa TpeTbero kypca JlanneeHpaHTtckoro YHusepcuteTa [puknagHeix Hayk no
cneumanbHocT YnpaeneHue B cpepe Typuama u NoctenpummcTtea. Ha gaHHbIA MOMEHT S
NULLY BbINYCKHYO KBanMdUKaunoHHY0 paboTy Ha OCHOBE UCCIeA0BaHUS YPOBHS KITMEHTCKOM

yOOBETBOPEHHOCTU B KOTTeMKHOM nocenke Fish & Fun Holiday Village.

OTtBeTMB Ha npeanaraembln onpoc, Bbl nomoxete onpegenuTb o06WWIA  YpPOBEHb
yAOBMNETBOPEHHOCTU YCryraMmun Cpeau KIMEHTOB, a TakkKe MNOCOAEeNCTBYeTe BHECEHMIO
KOHKPETHbIX YCOBEPLUEHCTBOBAHUA U U3MEHEHWA B CepBUCLI U NPoAyKTbl. PesynbraThbl

nccnegoBaHus 6yayT onybnmkoBaHbl 27 Hosi6pst 2020.

[aHHbI onpoc NpegnaraeTcsa Ans NpoxoxaeHus scem knuneHTtam Fish & Fun Holiday Village,
YbM KOHTaKTHble AaHHble (B YaCTHOCTW, ANEeKTPOHHble agpeca) umetroTca B 6ase AaHHbIX
KOMMNaHuK. YyacTune B onpoce siBNseTCq aHOHUMHbIM 1 KOHpmaeHumanbHbIM. [Mpu obpaboTke
OTBETOB Y4aCTHUKMN aHKeTUPOBaHWS He ByayT ngeHtuduumposaHsl. [Noxanyncra, otnpasbTe
3anosnHeHHyto dopmy ¢ otBeTamm o 15 Hosabpsa 2020. lMpoxoxgeHwe Tecta 3anMMeT

NPUMEPHO 7 MUHYT.

Ecnu y Bac BO3HMKHYT BOMPOCHLI, KacaTesflbHO ornpoca Winn uccnefoBaHus, Bol moxeTte

CBSA3aTbCSA CO MHOW MO 3NEKTPOHHOMY agpecy polina.smirnova@student.lab.fi
Cnacunbo 3a yyacTtume!
C yBaxeHunem,

Monuna CmupHoBa



Questionnaire for Fish and Fun Holiday Village guests
Russian Version

1. BblGepuTte Bawly Bo3pacTHyto rpynny

0 18-27
O 28-35
O 36-50
O 50+

N

BbibepuTte Baw non

O  Myxckon
d XeHcknin

3. Ykaxute Bawy HaunoHanbHOCTb. Ecnv Bl pe3naeHT OuHNaHanmn, To pe3angeHToM Kakoro
pervoHa Bl siBnsieTecb?

4. C kem Bbl nocewanu Fish & Fun Holiday Village?

d OpuH / OpgHa
O C napTHepom
1 Cewmbs c geTbMmn
1 C gpysbsmun

1 [Opyroe

o1

Mocewanu nu Bol Fish & Fun Holiday Village ¢ XXMBOTHbIMK?

d [da
d Het

o

Kak Bbl y3Hanum o Fish & Fun Holiday Village?

Beb6-cant

Cuctema G6poHupoBaHust otenen oHnamH (Booking, Airbnb)
CoumanbHble cetu (Facebook, Instagram)

MownckoBkle cuctembl (Google, Yandex n gp.)

BHewHwne ncrounumkm (Visit Mikkeli, >xypHansl, raseTtbl 1 ap.)
PekomeHaauns gpysen

Apyroe

ooooooo

7. TMouemy Bhl BbiGpanu Fish & Fun Holiday Village?




8. [lepepn netHum cesoHom 2020 roga koMnaHus BHegpuna Hoyto oyHkumio Online Self-
Check-in. OueHute yoo6CcTBO OYHKLMM MO LIKarne oT OAHOro A0 Tpex,
roe 1 — Heyao6bHo 1 3 — oveHb yaobHo

a1
a2
a3
0 ®yHKUMS He ucnonb3oBanach

9. Ecnu Bbl ucnbitbiBanu Heygo6ctea ¢ JAHHOW CUCTEMOM, PaCCKaXKUTE HaM, YTO BbI3Bano
TPYAHOCTU?

10. Beinn nn Bl yooBneTBOpeHbl OHNanH-yBe4OMNEHNAMM 4O MOMeEHTa NpubbiTna B Fish &
Fun Holiday Village?

1 Ha
1 Het

11. Ecnn doyHKUMA OHNarH-yBeaoMNeHni Bam He NOHpaBuoch, pacckaXxute Ham, noyemy?

12. Mo wkane oT 04HOro A0 Tpex, NoXanyncra, oueHNTe NpeaocTaBreHHbIe YCryrv B
KoTTemkHoM nocenke Fish & Fun Holiday Village, rge 1 - nnoxo n 3 — otnn4yHo

1 2 3 He ncnonb
lMocelleHne cayHbl EI EI | EI
Jlogka / Kasikn | | | |
Ena EI EI EI 1
MecTto gna rpuns i i | i

13. o wkane ot 0gHOro 4o Tpex, noxamnymncra, oLeHNTe CBOe BrneYyaTrieHne ot
ncrnonb3oBaHua cayH B Fish & Fun Holiday Village, roge 1 — nnoxo 1 3 — otnn4yHo

1 2 3 He
ncnonb

CamocTosaTenbHasi pacTonka cayHbl C EI EI EI EI
NCMNonb30BaHMEM OPOB

Vicnonb3oBaHWe aneKkTpUYecKon cayHbl EI EI EI EI
MocelleHne 3apaHee pacTONfIEHHON cayHbl d d a a
lMomoLLb nepcoHana B pacTornke cayHbl U U U U
BpoHupoBaHme BpeMeHM B 00LLYIO cayHy U U U U
KMcnonb3oBaHue cayHbl Hirvi Q Q a a




14. CkornbKo pa3 Bbl nocelanu kotteaxHbln nocenok Fish & Fun Holliday Village?

d OawH pas
1 bBonblie ogHoro pasa

15. Ecnn Bl nocewanu Fish & Fun Holiday Village 6onblue ogHoro pasa, noxanyncTa,
yKaXuTe, Kak Jonro npognunock Bawe npebbiBaHne B nocrnegHun pas?

16. Mo wkane oT ogHOro 4o NATK, NoXanyncTa, oueHnTe ceoe obLlee BneyaTneHme ot
npebbiBaHWA B KOTTegkHOM nocenke Fish & Fun Holiday Village, roe 1 — nnoxo un 5 —
OTNNYHO

Mnoxo O 0O 0O 0O O OtanyHo
17. Xotenu 6kl Bbl cHoBa BepHyTbCA B Fish & Fun Holiday Village?
1 Ha
d Hert

18. NMopekomeHngoBanu 66l Bl Hac cBoMM Apy3bam?

1 Ha
1 Het

19. Mo wkane oT 0gHOro 4o Tpex, noxanymncra, oLeHNTe CBOe OTHOLLUEHNE K NIaHnpyembIM
yIy4LleHnsam n M3MeHeHMsIM B KOTTegkHOM nocernke Fish & Fun Holiday Village,
roe 1 — HYXHoO, 2 - HE HYXHO, 3 - HE MHTEPECHO.

Hy>HO He HyXHO He nHTepecHo
batyT ona peten 4 | EI
briaroyctponcTBO TPOMUHKKN OT CayHbl K EI EI EI

o3epy

MecTo Ans mMbiTba HOT

[[oTOBbIE DOKCBHI C €40M

MocTenbHoe benbe Bceraa BKMIOYEHO B
CTOMMOCTb MPOXXUBaHUS

20. MNMoxanywcTa, ykaxuTe, 4to HE cooTBeTcTBOBano Bawmm oxungaHmam?

21. Bawwm npeanoxeHus no yryyleHuo kayecTea oTabixa?




Appendix 3. Cover Letter for Customer Satisfaction survey (Finnish) 3(3)

Asiakastyytyvaisyyskysely Fish & Fun Holiday Villagelle

Arvoisa asiakas,

Olen LAB-ammattikorkeakoulun hotelli- ja ravintola-alan opiskelija ja osana
opinnaytetyotutkimusta suoritetaan Fish & Fun Holiday Villagen asiakastyytyvaisyyskysely.
Opinnaytetyon tarkoituksena on arvioida palveluiden laatua, tunnistaa kehityskohteet, saada
kasitys asiakastyytyvaisyydesta seka luoda kehitysideoita.

Vastaamalla tdhéan kyselyyn autat palvelulaadun parantamisessa seka uusien palvelujen
kehittamisessa. Opinnaytetyd suoritetaan yhteistydssa Fish & Fun Holiday Villagen (Fish &

Fun Oy) kanssa ja tulokset julkaistaan 27.11.2020 valmiina Theseus.fi: lla

Kysely lahetetdan kaikille Fish & Fun Holiday Villagen asiakkaille, joiden sahkdpostiosoitteet
ovat saatavilla yrityksen tietokannasta. Vastaukset kasitelladn nimettomasti ja
luottamuksellisesti; yksittaisia vastauksia ei voida tunnistaa julkaistuista tuloksista.
Kyselyvastaukset kaytetaan vain tutkimustarkoituksiin. Kyselyn vastaamisaika on 15.11.2020

asti. Kyselyn vastaamiseen kestaa noin 5 minuuttia.
Kiitos osallistumisesta!

Ystavallisin terveisin,

Polina Smirnova

Puh. +358 45 845 3535

Sahkdposti polina.smirnova@student.lab.fi.



Questionnaire for Fish and Fun Holiday Village guests
Finnish Version

1. Valitse ikAryhmasi
a 18-27
a 28-35
a 36-50
a 50+

2. Valitse sukupuoli

1 Mies
(1d Nainen

3. Kotikunta

4. Kenen kanssa vierailitte Fish & Fun Holiday Villagessa?

1 Yksin

d Parin kanssa

d Perheen kanssa
[ Kavereiden kanssa
dJ Muu

5. Olitteko Fish & Fun Holiday Villagessa lemmikin kanssa?

a Kylla
a Ei

6. Minkéa kanavan kautta Ioysitte Fish & Fun Holiday Villagen?

Verkkosivustosta

OTA (Online-matkatoimisto, esim. Booking, Airbnb)

Sosiaalisesta mediasta (esim. Facebook, Instagram)

Hakukoneesta (esim. Google, Yandex)

Paikallisesta mainoslahteesta (esim. Visit Mikkeli, sanoma- ja aikakauslehdet)
Ystavien suosituksesta

Muu

oo

7. Miksi valitsitte juuri Fish & Fun Holiday Villagen?




8. Ennen kesékauden 2020 alkua, yhtio on ottanut kayttdonsa uuden Online-
sisdankirjautumisominaisuuden. Arvioikaa ominaisuuden mukavuus asteikolla yhdesta
kolmeen (1-huono ja 3-erinomainen)

a1l
a2
a3
1 Ei kaytetty

9. Mikali olette kokeneet hankaluuksia Online-sisaankirjautumisominaisuudessa, niin
kertokaa omasta kokemuksesta.

10. Olitteko tyytyvaisia yrityksen online-ilmoituksiin ennen vierailua?

a Kylla
a Ei

11. Jos ette pida ilmoitusjarjestelmasta, ilmoita meille, miksi?

12. Arvioikaa seuraavat Fish & Fun Holiday Villagen palvelut asteikolla yhdesta kolmeen. (1-
huono ja 3-erinomainen)

1 2 3 Ei kaytetty
Sauna kayttominen Qa Qa a a
Vene / Kajakki Qa Qa a a
Ruoka a a a a
Grillipaikka a a a a

13. Arvioikaa Fish & Fun Holiday Villagen saunapalvelut asteikolla yhdesta kolmeen. (1-
huono ja 3 — erinomainen)

1 2 3 Ey
kaytetty
Omatoiminen puukiukaan sytytys a a a a
Sahkdsaunan kayttaminen a a a a
Vierailu esilammitettyyn saunaan a a a a
Puukiukaan sytytys henkilokunnan kanssa a a a a
Yhteissaunan ajanvaraus a a a a
Hirvi-saunan kayttdminen a a a a




14. Monta kertaa olette kayneet Fish & Fun Holiday Villagessa?

1 Kerran
d Useammin kuin kerran

15. Jos olette kayneet Fish & Fun Holiday Villagessa useammin kuin kerran, ilmoittakaa
meille kuinka pitk& viime vierailunne on ollut?

16. Asteikolla yhdesta viiteen, arvioikaa yleisvaikutelma majoituksesta. (1-huono ja 5-
erinomainen)

Huono O O O O O Erinomainen
17. Tulisitteko takaisin Fish & Fun Holiday Villageen?

a Kylla
a Ei

18. Suosittelisitteko Fish & Fun Holiday Village ystavillesi?

a Kylla
a Ei

19. Arvioikaa mielipiteenne seuraavista palveluista, joita tullaan kehittdmaan seuraavan
vuoden aikana. (1-tarvita ja 3-ei mielenkiintoista)

Tarvita Ei tarvita Ei
mielenkiintoista

Lasten trampoliini

Polun parantaminen paasaunasta jarvelle

Jalkojen pesuvyohykkeen parantaminen

Evéaslaatikko

U000 | U
[ I Iy N Iy
I I O S O

Vuodevaatteiden sisaltyminen hintaan

20. Oliko jotain, joka ei vastannut odotuksianne?

21. Onko teilla tarvittavia parannusehdotuksia?
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