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Abstract 

Most of the studies concentrated on measuring the relationship between customers’ 

satisfaction with the services rendered by the hotels without trying to ascertain the 

determinants of hotel patronage. This study was motivated by the need to evaluate service 

quality and related components as determinants customer patronage of hotels in Owerri 

Metropolis, Imo State. The population of the study was infinite and a sample size of 250 

respondents was statistically determined. Primary data was collected using the 

questionnaire. Pearson correlation was used for validity analysis while factor analysis was 

used to check internal consistency. Multiple linear regression was used to test the formulated 

hypotheses. The results of the study show that Hotel Ambient conditions include background 

characteristics of the environment such as temperature, lighting, noise, music, and scent. As 

a general rule, ambient conditions affect the five senses. Spatial layout means the ways in 

which machinery, equipment, and furnishings are arranged, the size and shape of those 

items, and the spatial relationships among them. The study recommends that the hotel 

managers have good signs/artefacts; and maintain good spaces for events in order to attract 

patronage. 
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Introduction 

In today’s era of liberalization and globalisation, every industry faces increasing competition. 

Hotel industry is no exception. The presence of so many hotel groups in the market ensures 

that the level of competition remains considerably higher than many other service industries. 

It becomes increasingly difficult to keep one’s market share intact for a long time. Hence, 

retaining regular customers and attracting new ones remain priorities for the management. 

Any hotel which wants to retain the customers in the long run will have to constantly 

outperform the competitors when it comes to customer satisfaction. Achieving customer 

satisfaction is the primary goal for most service businesses. Increased customer satisfaction 

lead to improved profits, positive word-of-mouth, more stable customer base, and lower 

marketing expenditures (Wirtz 2003; Patrick, 2004). 

Customer patronage may be a simple main effect of customer satisfaction. Yet satisfaction 

does not convert always to patronage (Auh & Johnson, 2015). Satisfaction is a measure of 

how well a customer’s expectations are met while customer patronage is a measure of how 

likely a customer is to repurchase and engage in relationship activities (Mcllroy & Barnett, 

2000). Therefore, considerable time and money is being spent in many service organizations, 

hotels in particular, to develop strategies to increase customer patronage. It is a well known 

fact that price and quality are two important factors of value. They both lead to customer 

satisfaction and also customer retention, which help increase the profits of any business.  

Price perception and service quality are major factors in achievement of customer satisfaction 

and then customer patronage. 

It is a general phenomenon that when customers go out for shopping they tend to buy 

products which have lower prices so they get better value. This is supported by (Hutton, 

2017) claiming that now more consumers are trying to maximize value for money spent, 

demanding better quality at lower prices. Although this may not be entirely true for all the 

customers because some customers are willing to pay more if they really like a product or 

service. Some scholars believe that price serves as a predictor of quality and quality a 

determinant of customer satisfaction. All these are antecedents of customer patronage.  

According to Ezeh and Ezeoke (2013,) there exist about 650 hotels, motels, inns, and 

commercial guesthouses in Nigeria today. About 10 per cent of these are of international 

standard, mostly concentrated in the Federal and States capitals. This is unlike in the late 

seventies, when there was a virtual absence of any of the well-known names in international 

hotel industry. From the late seventies, however, some of these names like Hilton, Sheraton, 

Le Meridian etc. begun to make an appearance (Ezeh & Ezeoke, 2013). In Owerri there are 

over 170 hotels. The presence of so many hotel groups in the market ensures that the level of 

competition remains considerably higher than many other service industries. It is now 

increasingly difficult to keep one’s market share intact for a long time. Competition has had 

major implications such as increased choice, greater value for money and augmented levels 

of service. Thus it has become imperative for hotel organizations to gain competitive 

advantage. 

Furthermore, from the available literature, the researcher observed that no or few studies have 

looked into the determinants of customer patronage of hotels separately to determine their 

separate or independent influence on customer patronage. Most studies centred on 

relationship between service quality and customer satisfaction. As a result of these observed 

lacuna and discrepancies, the present work is an attempt to analyse and provide a feedback to 

the hotels so that they can bridge this gap. In order to buttress this research work, Simpreh 

and Abdul-Nasiru (2011) investigated the relationship between a modified version of service 
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quality, services cape and relationship with consumer patronage of three star hotels in Ghana 

and the three dimensions employed in their study are: ambience, spatial layout and 

signs/symbols/artefacts.  Price/cost of service is one variable that has been rarely employed in 

studies but that is very important in influencing customer patronage. This study employed 

these constructs to evaluate customer patronage of hotels in Owerri Imo, State. 

The broad objective of this study is to empirically investigate the determinants of customer 

patronage in the hospitality industry. These determinants include factors of service capes like 

ambience, spatial layout and signs/symbols/artefacts. Also, some Service quality variables 

like responsiveness, reliability, assurance, empathy and then price/cost of services were 

included. 

The Specific objectives are: 

1. To ascertain if ambience will influence customer patronage of hotels in Owerri. 

2. To determine if spatial layout will influence customer patronage of hotels in Owerri. 

3. What will be the influence of signs/symbols/artefacts on customer patronage of hotels in 

Owerri? 

Related Literature  

Overview of Service Concept 
Service can simply be defined as an intangible type of product. It is the performance that 

delivers some combination of benefits to the buyer; it could be a machine or a person or a 

combination of both. Kotler (2004) defined service as an activity or benefit that one party can 

offer to another that is essentially intangible and does not result in ownership of anything. Its 

production may or may not be tied to a physical product. Chingang and Lukong (2010) assert 

that service process is that which consists of either delivery of service, interpersonal 

interaction performance or customer’s experience of service. 

Ambient Conditions 

Several authors have identified ambient conditions as a factor that affects perceptions of and 

human responses to the environment (Becker 1981; Darley & Gilbert, 1985). Ambient 

conditions include background characteristics of the environment such as temperature, 

lighting, noise, music, and scent. As a general rule, ambient conditions affect the five senses. 

However, sometimes such dimensions may be totally imperceptible (gases, chemicals, 

infrasound), yet may have profound effects (Russell & Snodgrass 1987), particularly on 

employees who spend long hours in the environment. A number of empirical studies (e.g. 

Milliman, 1986) in consumer research confirm that ambient factors may influence customer 

responses. 

Spatial layout 

Because service encounter environments are purposeful environments (i.e., they exist to fulfil 

specific needs of consumers, often through the successful completion of employee actions), 

spatial layout and functionality of the physical surroundings are particularly important. 

Spatial layout refers to the ways in which machinery, equipment, and furnishings are 

arranged, the size and shape of those items, and the spatial relationships among them. 

Previous research has also indicated that a sense of belonging will influence the spatial layout 
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of customers within the environment (Tombs & McColl-Kennedy, 2003a) and identification 

with a service provider.  

Signs, symbols, and artefacts 

Many items in the physical environment serve as explicit or implicit signals that 

communicate about the place to its users (Wener, 1985). Signs displayed on the exterior and 

interior of a structure are examples of explicit communicators. They can be used as labels 

(e.g., name of company, name of department), for directional purposes (e.g., entrances, exits), 

and to communicate rules of behaviour (e.g., no smoking, children must be accompanied by 

an adult). Signage can play an important part in communicating firm image.  Such symbolic 

and aesthetic communication is extremely complex—it may be intentionally conveyed or it 

may be accidental, it may be subject to multiple interpretations, and it may have intended and 

unintended consequences (Davis, 1984). 

Customer Patronage 

According to the New Webster Dictionary (1994), Patronage can be said to mean the material 

help and encouragement given by a patron, in this instance the patron is seen to be a customer 

in an exchange transaction. It could also mean ―the act of being a regular customer to a shop. 

In a highly competitive industry, such as hospitality industry, satisfying the customers should 

be the primary focus of firms that wish to sustain patronage (Sulek and Hensley, 2004). 

Experience shows that defining and measuring patronage is a difficult task. Attitude and 

actual usage patronages have been used as measures of customer patronages (Ogwo and 

Igwe, 2012).  

Empirical Review 
Many researchers have studied the hospitality industry in general and hotel industry in 

particular regarding the quality of service provided by these organizations. A review of some 

of these works is presented. Oladele, Yakibi, Akiruwa and Ajayi (2019) investigated the 

influence of quality of facilities on customer patronage among selected hotels in south-west, 

Nigeria. The primary source of data collection was adopted while multistage sampling 

techniques such as stratified, heterogeneous purposive and proportionate sampling techniques 

were utilized. The study was carried out in Ekiti, Ondo, Osun, Ogun, Oyoand Lagos States. A 

total number of 69 hotels cutting across all sizes were sampled. Questionnaire was used to 

collect data. Data collected were analyzed using descriptive statistics such as percentages and 

inferential Statistics such as hierarchical multiple regression. Good access road, basic security 

facilities, constant water supply, constant electricity and convenient parking space were used 

as dimensions of the explanatory variables. Findings showed that quality of facilities is 

positive and significantly related to customer patronage of hotels. Consequently, in ranking, 

we concluded that customer patronage is a function of the good access road, constant 

electricity, constant water supply, basic security facilities and convenient parking space.  

Ezenyirimba, Ezejiofor and Afodigbueokwu (2019).determined the effect of Total Quality 

Management on organizational performance of deposit money banks in Nigeria. The specific 

objectives are to: ascertain the extent to which the application of total quality management 

practices affect customer satisfaction in Nigerian deposit money banks; find out the effect of 

total quality management practices on customer’s continuous loyalty in Nigerian deposit 

money banks. Survey research design was employed and data were collected through the use 

of questionnaires and was presented in a tabular form and t-test was used with the aid of 

Statistical Package for Social Science (SPSS) version 20.0. the outcome of the result shows 
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that the application of total quality management practices affect customer satisfaction in 

Nigerian deposit money banks. Simpeh, Simpeh, Inusah and Kwesi (2017) examined the 

relationship between the multidimensionality of services cape and customer patronage. Three 

hypotheses were formulated. To test these possibilities, a survey with 104 participants 

selected from six hotels in the city of Accra was undertaken. It was found that positive 

relationship exists between the ambience of the hotels and patronage by customers. Positive 

relationship was also reported between spatial layout and patronage by customers. It was 

again found that signs, symbols and artifacts were positively associated with customer 

patronage. This study concluded that physical setting is a valuable and appropriate strategy in 

attracting customers in the hotel industry. Krishna, Swapna and Gantasala (2010) in their 

study carried out in India on service quality and its effect on customer satisfaction retailing, 

they found that customers have a highest expectations on promptness of services 

(Responsiveness) and accuracy of transaction (Reliability); but have lowest expectations on 

cleanliness, ambience (Tangibility). Turgay (2014) in his study carried out in Turkey on the 

effect of service quality on customer satisfaction in hotel business; found out that empathy 

has the most significant factor on perceived service quality. Ezejiofor, Olise, and 

Ezenyilimba (2013) assessed the appraisal of e-business in ensuring accountability in service 

delivery and to extent at which it can enhance economic growth. Pearson Product Movement 

Correlation Co-efficient was used to test the data. The study found that there is a relationship 

between E-business and increase in productivity to enhance economic growth in Nigeria and 

there is also a relationship between E-business and accountability in service delivery. 

Raymond and Choi (2001) examined the relative importance of hotel factors in relation to 

travellers overall satisfaction levels with their hotel stays in Hong Kong and the likelihood of 

returning to the same hotels in their subsequent trips. Using a factor analysis technique, the 

study identified seven hotel factors that were likely to influence customers’ choice intentions: 

Staff Service Quality, Room Qualities, General Amenities, Business Services, Value, 

Security and IDD Facilities. Multiple regression analysis technique was then applied to 

examine the relative importance of each of these hotel factors in determining travellers 

overall satisfaction levels and their likelihood of returning to the same hotels. The present 

study will employ factor analysis in ascertaining the determinants of customer perception of 

hotel services in Owerri metropolis, Imo State. In order of importance, Staff Service Quality, 

Room Qualities and Value were the three most influential factors in determining travellers 

overall satisfaction levels and their likelihood of returning to the same hotels.  Su and Allan 

(2004) have focused on hotel guest comment cards (GCCs) and customer satisfaction 

management schemes in Taiwan. Content analysis was used to determine the extent to which 

each hotel's comment card design corresponded to the identified best practice criteria. Results 

revealed that no single hotel analysed within the survey sample met all identified best 

practice criteria for their GCCs. It has been recommended that the hotel industry in Taiwan 

re-examine its approach to evaluating customer satisfaction, with the goal of achieving 

conformity to all critical best practice criteria. McCaina and Shiang-Lih (2005) conducted a 

gap analysis between loyal customers and potential switchers in evaluating service quality 

attributes. It was found that the top three gaps were all related to the functional quality 

(interactions between customers, and employees), not technical quality and customer relation. 

Based on the review of past works, the necessary conceptual framework to undertake the 

present study is designed.  

Empirical studies have been conducted on customer satisfaction with services provided by the 

hotel/tourism industry (Ezeh & Ezeoke 2013; Anad 2008). Most of the studies concentrated 

on measuring the relationship between customers’ satisfaction with the services rendered by 

the hotels without trying to ascertain the determinants of hotel patronage. The studies have 
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merrily concentrated on applying the Service quality dimensions of convenience, physical 

facilities, and assurance among others to ascertain relationships with customers’ satisfaction. 

This research is an attempt to explore other dimensions of service quality and their effect on 

customer patronage in the Hotel in Industry in Owerri, Imo State. 

 

Methodology 

Research Design 

Survey research was adopted for this study and this involves asking questions and recording 

responses from select group called respondents. The questions asked are to elicit responses 

that will answer the research questions and address the objectives of the research. The 

questions asked were listed in a sheet called the questionnaire.  

Population of the Study 

The study was conducted in Owerri the capital of Imo State; and the population of the study 

include all hotel users which include travellers, working class etc. who are customers of the 

hotels selected for the study. The customers of these Hotels constitute the population and 

were reached at the premises of the hotels with the support of the hotel employees. From the 

above, we see that the population is infinite.  

Sample Size and Sampling Procedure 

Since the population of Hotel customers in Owerri metropolis is unknown, the Cochran 

formula for sample size determination was used to determine the sample size thus:  

n = 
Z2 ×P×Q

e2  

where: 

Z equals standard normal deviation which at 95% confidence interval is 1.96 as read 

from the normal distribution table. 

P equals the proportion in the sample with the desired characteristics and which was 

determined from a pilot survey with 20 respondents who were not part of the main 

study; of which 16 or 80% responded positively hence equals .8. 

Q equals 1-0.8 which 0.2. 

E equals standard error which is 5% or 0.5 

Therefore:  

  n = 
1.962 ×0.8×0.2

0.052  

245.86 

The sample size for the study is approximated to 250 respondents. 

Quota sampling was used to select the actual respondents. The aim of using quota sampling 

was to ensure that people from all walks of life were included in the sample hence the 

questionnaire contain questions on diverse demographic variables. 

 Sources of Data 

Data used in the study came from two major sources and these are the primary and secondary 

data. Secondary data are those sourced from already published works like journals, textbooks, 

periodicals among others. Questionnaire was the instrument used for primary data collection. 

The questionnaire has two sections: the major that were used to address the research 

questions and attend to the objectives; and the second which contain the demographic 

variables. The major questions are aimed to be used to extract the variables that determine 

customers’ patronage of hotels in Owerri. They were measured using five-point Likert scale.  
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Validity of Instrument 

Attitude measures like the one used in this research as is common with all measures used in 

marketing must be both useful and accurate. Thus an instrument has validity if it measures 

what it is supposed to measure. To ensure validity of the questionnaire used in this research 

attempts were made to ensure that the measurement reflects and represents the various 

aspects of the variables that account for variations in customers’ patronage of hotels. Few 

copies of the questionnaire were also given to expert and select respondents prior to the study 

and their comments were useful in drafting the final questionnaire. The final copy of the 

questionnaire was distributed by visiting the select hotels in Owerri metropolis and giving out 

the copies to the customers present while some were distributed with the assistance of the 

hotel customers who were given copies to give to their customers. 

Method of Data Analysis 

The data collected were analysed using percentages and tables after which Factor Analysis 

was used to reduce the questions to variables that explain customer preference/patronage for 

hotels. Factor analysis was also employed to test for internal consistency of the items and to 

check for any item that may merit removal. Multiple Linear Regression analysis will be 

employed to test the hypotheses earlier formulated. 

 

Data Presentation, Analysis and Interpretation  

A total of 250 copies of questionnaire were distributed out of which 215 copies were 

returned. This represents a response rate of 86%, which is quite high for a study of this 

nature. This response rate is acceptable for a research of this nature and was informed by the 

fact that the researcher took time to distribute the questionnaire himself. From this summary 

we now move on to present the responses to the questions starting with the demographic 

variables. 

Validity Analysis 

Pearson product moment correlations were used to assess the validity of the variables after 

the items have been condensed into their respective variables/concepts and the results are 

presented in the table below. 

The results of the Pearson Product moment correlation analysis with the levels of significance 

are shown in the table above are all below the 0.7 threshold and therefore there is no 

indication of collinearity among the summated variables. Though the hotel ambience and 

spatial layout variable have correlation of 0.629 which is high, the results generally indicate 

absence of redundancy among the independent variables. Thus all the variables merit further 

analysis. 

Reliability Analysis 

Factor analysis was employed to test the reliability and specifically the internal consistency 

of the items used to measure the constructs. The results/output of the factor analysis are 

shown in the proceeding tables. 

Table 1: Correlation matrix 

     

  Hotel ambience Spatial layout 

Quality of 

service Price/cost Signs/artefacts 

Customer 

patronage 

Hotel ambience 1      

Spatial layout 0.629 1     

Signs/artifacts 0.445 0.345 0.416 0.316 1  

Cus. Patronage 0.365 0.349 0.378 0.215 0.377 1 
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Table 2:  List of Communalities 
 Initial Extraction 

The decoration and aesthetics of an hotel attract my patronage 1.000 .716 

Events, games, carnivals and conferences motivate my interest to 

patronize a particular hotel 

1.000 .634 

The hotel site and management can determine the type of customers it 

will attract 

1.000 .660 

I patronize a hotel because of its trendiness and novelty 1.000 .688 

I patronize a specific hotel if the rooms are spacious 1.000 .754 

I am concerned about spacious parking lot in patronising any hotel 1.000 .776 

I would avoid hotels that do not have lawns. 1.000 .748 

I patronise hotels with spacious halls for social activities. 1.000 .700 

I prefer to patronize hotels with well-trained/experienced employees 1.000 .842 

I admire hotels that render prompt services 1.000 .817 

Hotels with reliable employees can attract my patronage 1.000 .793 

I like to patronise hotels with employees that understand needs of 

specific customers and satisfies them. 

1.000 .629 

I consider the cost in terms of lodging cost, transport cost and feeding 

before deciding to patronize an hotel 

1.000 .799 

Hotel service charges should not be too expensive 1.000 .661 

I patronize any hotel irrespective of the cost 1.000 .750 

I can spare some extra funds so as to get optimum satisfaction in a 

specific hotel of choice 

1.000 .842 

I prefer to change hotels so as to get new experiences 1.000 .725 

I check the internet and other sources of information on customers' 

experiences with various hotels before my choice 

1.000 .725 

I see the opinion of my friends and family members on their previous 

experiences when choosing hotels to patronize 

1.000 .621 

I inform my friends and family of my experiences with any particular 

hotel I have patronized 

1.000 .695 

I will continue to patronize my preferred hotel 1.000 .771 

I will recommend my preferred hotel to my friends 1.000 .650 

I will not change hotel as far as the continue to maintain standard 1.000 .707 

I will always patronize hotels that are listed in hotel guide 1.000 .775 

Extraction Method: Principal Component Analysis. 

The Kaiser-Meyer-Olkin (KMO) Measure of sampling adequacy is 0.600 which is more than 

the 0.500 threshold. The Chi square is 2162.837 which is statistically significant at .000. This 

means that the factor analysis is reliable and dependable. All the items have communalities 

above 0.4 meaning that all the items measure their respective constructs and none merit 

elimination. The factor analysis extracts nine components which explain 72.818 per cent of 

variance which is well within acceptable threshold. 
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Table 3: Responses on Hotel ambience 

 

Strongly 

agree Agree Undecided Disagree 

Strongly 

disagree Mean 

Std. 

Deviation 

The decoration and aesthetics 

of an hotel attract my 

patronage 

38(17.7) 116(54.0) 41(19.1) 9(4.2) 11(5.1) 2.29 .968 

Events, games, carnivals and 

conferences motivate my 

interest to patronize a 

particular hotel 

29(13.5) 98(45.6) 29(13.5) 48(22.3) 11(5.1) 2.59 1.104 

The hotel site and 

management can determine 

the type of customers it will 

attract 

27(12.6) 123(57.2) 47(21.9) 6(2.8) 12(5.6) 2.31 .918 

I patronize a hotel because of 

its trendiness and novelty 
55(25.6) 110(51.2) 22(10.2) 28(13.0) - 2.10 .917 

Valid N (listwise) 215       

  

The four items used to measure the attractiveness variable have responses as shown above. 

All attracted higher positive responses have mean above 2 and standard deviation below one 

except one of the items. This is an indication of the respondents’ agreement with this 

dimension of the research model. The next construct is spatial layout and was measured with 

four items and are presented in the table 4 below. 

Table 4: Responses on Spatial layout Items 

 

Strongly 

agree Agree Undecided Disagree 

Strongly 

disagree Mean 

Std. 

Deviation 

I patronize a specific hotel 

if the rooms are spacious 
63(29.3) 109(50.7) 25(11.6) 8(3.7) 10(4.7) 2.03 .990 

I am concerned about 

spacious parking lot in 

patronising any hotel 

63(29.3) 100(46.5) 38(17.7) 4(1.9) 10(4.7) 2.06 .982 

I would avoid hotels that do 

not have lawns. 
27(12.6) 97(45.1) 49(22.8) 36(16.7) 6(2.8) 2.48 1.001 

I patronise hotels with 

spacious halls for social 

activities. 

32(14.9) 99(46.0) 46(21.4) 34(15.8) 4(1.9) 2.40 .976 

Valid N (listwise) 215       

 

Four items were used to measure the security variable. All attracted higher positive responses 

have mean above 2 and standard deviation below one except one of the items. This is an 

indication of the respondents’ agreement with security dimension of the research model. 

The previous signs/artefacts variable was measured with four items and is presented in the 

table below. 
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Table 5: Responses on Signs, Artefacts and symbols /Price/Cost 

 

Strongly 

agree Agree Undecided Disagree 

Strongly 

disagree Mean 

Std. 

Deviat

ion 

I prefer to change hotels so as to get new 

signs/artefacts 
36(16.7) 118(54.9) 22(10.2) 30(14.0) 9(4.2) 2.30 1.045 

 

I check the internet and other sources of 

information on customers' experiences 

with various hotels before my choice 

 26(12.1) 97(45.1) 44(20.5)   45(20.9) 3(1.4) 2.49 .991 

I see the opinion of my friends and 

family members on their signs/artefacts 

when choosing hotels to patronize 

14(6.5) 21(9.8) 68(31.6) 67(31.2) 45(20.9) 3.48 1.140 

88(40.9) 73(34.0) 23(10.7) 18(8.4) 13(6.0) 2.04 1.218 

Valid N (listwise) 215       

Four items were used to measure the signs/artefacts variable. All attracted very high positive 

responses have mean above 2 and standard deviation above one except for one item. This is 

an indication that the respondents vary in agreement with this experience dimension of our 

research model. The next analysis is customer patronage 

 

Hypotheses Testing 

Multiple linear regression MLR analysis was used to test the five hypotheses formulated for 

the study and the results are shown below: 

Table  6: Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .491
a
 .241 .228 2.02196 2.035 

a. Predictors: (Constant), experience, price, quality-of-service, security, attractiveness 

b. Dependent Variable: patronage 

The first set of results in the MLR analysis is the model summary and from this we see that 

that coefficient of multiple correlations R is 0.491. The coefficient of multiple determination 

R
2
 is 0.241 while the adjusted R

2
 is 0.228. This simply implies that between 22.8% to 24.1% 

of variations in the patronage of hotels in Owerri are accounted for by the five independent 

variables. The Durbin Watson (DW) is 2.035 which is within the 1.5 to 2.5 threshold and 

acceptable range (Gujarati, 2004) and confirms absence of first order serial correlation. 

Table   7: ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 394.235 5 78.847 19.286 .000
b
 

Residual 1242.849 304 4.088   

Total 1637.084 309    

a. Dependent Variable: patronage 

b. Predictors: (Constant), experience, price, quality-of-service, security, attractiveness 

The analysis of variance ANOVA table is the next set of output in the MLR analyses and 

from the table, the ANOVA value is 19.286 with a par value of .000 well below the .05 

margin of error. The ANOVA value provides the statistical test for the overall model fit in 

terms of the F-ratio. This is an indication that the data fit the model in explaining hotel 

patronage in Owerri. It also indicates that the coefficient of multiple correlations is not equal 

to zero hence we proceed to further analyze the data and use them to validate our hypotheses.  
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Coefficients
a
 

                Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

 (Constant) 3.834 .632  6066 .000 

Hotel ambience .047 .020 .049 2.043 .018 

Spatial layout .150 .060 .166 2.507 .013 

Signs/artifacts .169 .048 .207 3.489 .001 

      

      

 a. Dependent Variable: patronage       
Equation of the model (patronage): 

 

               Hotel ambience has a coefficient of .047 and a t value of .2.043 with par value of .018 well 

below the .05 level of significance hence Hypothesis One which states that Hotel ambience 

will significantly influence customer patronage of hotel services is accepted.  

Spatial layout has a coefficient of .150 and a t value of 2.507 with par value of .013 which 

well below the .05 level of significance hence Hypothesis Two which states that: Spatial 

layout will significantly influence customer patronage of hotel services is accepted. 

Service Quality Variables have a coefficient of .185 and a t value of 3.777 with par value of 

.000 which well below the .01 level of significance hence Hypothesis three:  Service Quality 

variable will significantly influence on customer patronage of Hotel services in Owerri is 

accepted. 

Price has a coefficient of .054 and a t value of .893 with par value of .373 which is well 

above the .05 level of significance hence Hypothesis four which states that: Price of services 

will significantly  influence customer patronage of Hotels in Owerri is rejected. 

Signs/artefacts has a coefficient of .169 and a t value of 3.489 with par value of .001 which is 

well below the .05 level of significance hence Hypothesis five: Well-placed signs/artefacts 

and symbols will significantly influence customer patronage of hotel services is accepted. 

 

Discussion of Findings 

The main objective of this study is to ascertain the relevant factors that determine customers’ 

patronage of hotel services in Owerri, Imo State. The results of the study show that Hotel 

ambience, spatial layout, service quality variables, as well as signs/artefacts determine hotel 

patronage. Ambient conditions include background characteristics of the environment such as 

temperature, lighting, noise, music, and scent. As a general rule, ambient conditions affect the 

five senses. This study found out that ambient conditions affect hotel patronage and this is in 

line with Russell and Snodgrass (1987). 

Spatial layout means the ways in which machinery, equipment, and furnishings are arranged, 

the size and shape of those items, and the spatial relationships among them. This study found 

out that spatial layout has a significant positive influence hotel patronage and this is in line 

with Tombs and McColl-Kennedy, (2003a) that spatial layout is a factor in identification with 

a service provider.  

Signs/artefacts has a coefficient of .169 and a t value of 3.489 with par value of .001 which is 

well below the .05 level of significance hence hypothesis five is accepted and the conclusion 

is that there is a significant influence of Signs/artefact on customers’ patronage of a specific 

hotel in Imo State. This is in line with Wener (1985) already cited in the literature. 
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Conclusions  

This study is an attempt to explore determinants of customers’ patronage in the hotel 

industry. The study is descriptive in nature hence the aim is to ascertain how service quality 

variables, servicescapes, price/cost impact on customer patronage of hotels with reference to 

Owerri the capital of Imo state. Factor analysis was employed in checking unidimensionality 

while Pearson correlation was used to check validity of the constructs. Multiple Linear 

Regressions was used to analyse the data and test our hypotheses and the results show that 

ambient locations or hotel ambience, spatial layout, and well-placed signs and artefacts 

influenced consumer patronage of hotel.  

Recommendations 

Based on the findings of this study, since these factors correspond with the service 

categorisations of services provided by hotels which are: primary, secondary, and additional 

services, hotel managers must ensure that, to attract patronage, they must balance these 

services with cost, as providing commensurate service will go a long way in not just 

attracting patronage but also attracting loyalty to the hotels. 

  



African Journal of Business and Economic Development | ISSN: 2782-7658 

Vol. 1, Issue 7 (July, 2021) | www.ijaar.org 

 

44 

REFERENCES 

Davis, T. R. V. (1984). ―The Influence of the physical environment in offices‖, Academy of 

Management Review 9, 271-83. 

Ezeh, P.C. & Ezeoke, A.N. (2013). Determinants of adoption pattern of new product/services 

in hotel industry in Awka, Nigeria‖. African Research Review, 7(1). Downloaded 

from: http://dx.doi.org/10.4314/afrrev.v7i1.10. 

Ezenyilimba, E., Ezejiofor, R.A. Afodigbueokwu, H. E. (2019). Effect of total quality 

management on organizational performance of deposit money banks in Nigeria. 

International Journal of Business & Law Research 7(3):15-28, ISSN: 2360-8986. 

Ezejiofor,. A. R.,  Olise, M. C. & Ezenyilimba, E. (2013). E-Business an Appraisal in 

Enhancing Accountability in Service Delivery and Economic Growth. Research 

Journal of Finance and Accounting 4(9), ISSN 2222-1697 (Paper) ISSN 2222-2847 

(Online) www.iiste.org 

Kotler, P. (2003). Marketing Management.‖ 11th edition. New Delhi, Pearson Education Inc.  

McCaina, C. & Shiang-Lih, C. (2005). ―Service quality gap analysis toward customer loyalty: 

practical guidelines for casino hotels‖, International Journal of Hospitality 

Management, 24(3), 465-472.  

Milliman, R.E. (1986). ―The influence of background music on the behaviour of restaurant 

patrons‖, Journal of Consumer Research 286–289. 

Oladele O. P., Yakibi, A. A., Akinruwa T., E. & Ajayi , O. (2019). Influence of facilities on 

customer patronage among selected hotels in southwest, Nigeria Academy of 

Strategic Management Journal 18(1), 1939-6104-18-1-318.  

Ogwo, O.E., & Igwe, S.R. (2012). Some key factors influencing attitudes to customer’s 

patronage of GSM Services: The Nigerian Experience. International Journal of 

Business and Management, 7(18), 82-91.  

Simpeh, K.N, Simpeh, M. & Abdul-Nasiru, I. (2011). ―Services cape and Customer 

Patronage of Three Star Hotels in Ghana’s Metropolitan City of Accra‖. European 

Journal of Business and Management. 3(4), www.iiste.org. 

Tombs, A., & McColl-Kennedy, J. R., (2003). ―Customers as Spatial and Social Influencers 

on other customers in the social-servicescape‖, in Kennedy, R. (Ed.). Proceedings of 

the Australian and New Zealand Marketing Academy Conference, Adelaide: 

University of South Australia. 

Wener, R. E. (1985). ―The Environmental Psychology of Service Encounters‖, in The Service 

Encounter, John Czepiel, Michael Solomon, and Carol Surprenant, eds. Lexington, 

MA: Lexington Books, 101-12. 

 

http://dx.doi.org/10.4314/
http://www.iiste.org/

