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The tourism and hospitality industry has been growing on a larger scale and has 

increasing contribution to the global economy directly and indirectly. Service quality 

is a major element in the sustainability of the hospitality business. It has been argued 

that the human factor is the major element that links all models of quality 

management. This means that positive employee attitude is vital for customer 

satisfaction and organisational success. This study aims at analysing the role of 

employees in developing quality tourism at the cultural heritage site of Petra. A survey 

was undertaken on 174 employees in three- to five-star hotels in Petra to measure the 

employee attitudes and responses to a number of key issues considered vital for the 

successful implementation of quality policies and practices. The study concludes that 

employee satisfaction about the main aspects related to their jobs is low; whereby 

their satisfaction with their management, the evaluation process and standards, and 

job security was relatively high as compared to that with the training programs and 

reward systems. The study recommends that hotel management should adopt 

constructive measures to retain employees who retain guests and sustain quality 

services at the hospitality business at Petra. 
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Introduction 
 

The tourism industry is highly labour-intensive and hence is a valuable source of 
employment. It employs a large number of people and provides a wide range of jobs, which 
extends from the unskilled to the highly specialised (Kandra 2008). One job in the core 
tourism industry creates roughly 1.5 additional (indirect) jobs in the tourism related economy 
(Lazer and Layton 1999).  Direct employment for tourist consumption amounts to about 3% 
of total employment worldwide. In the context of a considerable overall increase in the 
tourism industry workforce, seasonal employment and part-time work have also grown 
substantially. Part-time work has also been growing faster than full-time employment (Juyaux 
2000). Throughout the last three decades, the global tourism industry has been increasingly 
preoccupied with service quality (Johns 1996). This is mainly related to the widespread 
recognition of the interdependence that exists between service quality and long-term business 
success measured in terms of return on investment and market share (Langer 1997). Current 
tourists are becoming more sophisticated and demanding (Poon 1993). They are more aware 
of their rights and more confident in claiming compensation for poor quality. This has created 
a challenge on the part of hotel management to monitor and enhance their service quality 
(Harrington and Lenehan 1998). Interaction with employees is the key in determining the 
quality of the tourism experience. Thus staff satisfaction is a major step in the process of 
ensuring competitive service quality. Business surveys and research studies emphasised the 
need for constructive training programs to enhance staff satisfaction and, in turn, guarantee 
customer satisfaction and loyalty (Selin 1998). Such training is important because tourism 
entrepreneurs may overestimate the quality of services they provide (Reichel et al.  2000).  

Skill deficit and staff retention are the major challenges in the face of the industry in 
the future. In an industry which employs a large proportion of young mobile people, turnover 
is bound to be high, and recruitment is habitual.  Quality is of increasing concern not only for 
individual tourism businesses and organizations, but also for tourist destinations aiming for 
increasing profitability and market share.  However, the provision of quality tourism remains 
problematic. More specifically, the human element of the service interface, in particular the 
attitudes and behaviour of the service provider in the context of customer expectations, is one 
of the fundamental aspects of quality  management in tourism (Witt and Mühlemann 1994) 
and yet, arguably, the most difficult to control. 
 

Job satisfaction 
 

Increased competition in the hospitality industry has caused many enterprises to consider new 
strategies for gaining a competitive advantage. Job satisfaction is fundamental in the hotel 
industry as it helps to ensure that employees will treat their guests with utmost respect. In 
general, job satisfaction leads to employees' intentions to perform better, which, in turn, 
affects their actual behaviour. Therefore, employee job satisfaction is a prerequisite to service 
excellence. Furthermore, customer satisfaction has emerged as an important component in the 
success of hospitality businesses. Guest satisfaction is especially important because it 
encourages repeat businesses and fosters word-of-mouth advertising (Spinelli and  Canvas 
2000). The employees feel that their contribution is important to the success of the hotel and 
that they render distinguished services to their guests.  

The focus on staff satisfaction, which is called internal marketing, has become as 
important as external marketing efforts. Successful internal-marketing strategies can enhance 
both job satisfaction and pride in the organisation, which may result in a positive behaviour 
among employees, a commitment to providing the guest with good services, being an 
excellent team member, and a commitment to the organisation and its goals. Consequently, a 
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better hotel's ability to deliver a high level of service is achieved, which in turn encourages 
customer loyalty and staff retention (Arnett et al.  2002).  
 

Hospitality Service Quality  
 

From a destination perspective, quality service is a constituent element of the quality tourism 
product. That is, a destination seeking to develop quality tourism (usually defined as an 
alternative to mass tourism) will strive to provide an overall product that combines high-
quality facilities, amenities, infrastructure and service with cultural or educational 
experiences. The `final' tourism product is the tourist experience; it is a function of 
intermediate products and services and the involvement of tourists themselves. Therefore, 
from a tourist point of view, the quality of tourism services is dependent upon, or measured 
by, the extent to which their expectations are met at the so-called `moment of truth' when the 
service is actually provided and received (Smith 1994). Tourists' perception of quality is a 
function of two elements––the technical quality of a service (e.g. the quality of the meal 
provided) and its functional quality (the way the service is delivered). Thus, it is suggested 
that service quality may be improved by focusing on elements of functional quality, such as 
the behaviour and attitudes of staff. According to Hope and Mühlemann (1998), the factor 
that links all models of quality management together is people. That is, the success of any 
quality initiative depends upon the willingness and ability of staff to respond and adapt to 
demands for increased quality in the delivery of services. In other words, positive attitudes on 
the part of employees are not only vital for organisational success in general (Hofmeyr 1997), 
but also to customer satisfaction in particular (Snipes 1999).  

This suggests, of course, that any destination seeking to develop a quality tourism 
product, such as Jordan in general or Petra in particular, should focus on the functional or 
`soft' aspects of quality––that is, human resource issues––as infrastructure, facilities 
development and marketing (Harrington and Lenehan 1998). However, little attention has 
been paid to the human aspect of service quality in tourism in general whilst, in Petra in 
particular, the role of tourism employees in the repositioning of the site as a quality 
destination has been largely overlooked.  
 

The Cultural Heritage Site of Petra 
 

The cultural heritage site of Petra is considered as a tourist 'brand' for marketing Jordan 
locally  and abroad. It was enlisted as a world heritage attraction by UNESCO in 1986 
(www.unesco.org) and won the global contest as a new world wonder in July 2007 
(www.new7wonders.com). Petra in particular and Jordan in general are explicitly pursuing a 
policy of quality tourism development (Ministry of Tourism 2009).  

Inhabited since prehistoric times, this Nabataean caravan-city, situated between the 
Red Sea and the Dead Sea, was an important crossroads between Arabia, Egypt and Syria-
Phoenicia. Petra is half-built, half-carved into the rock, and is surrounded by mountains 
riddled with passages and gorges. The site is the most visited and the highest in tourism 
revenue in the Kingdom. As it is located far away from the main populated cities in the 
country, this creates a challenge for its hotels to attract the right number and quality of staff. 

Petra received 813,267 visitors in 2008 which is the highest among all tourist 
attractions in the Kingdom. Among them, there were 722,974 foreign tourists and 90,293 
Jordanians. By nationality, there were 16,958 Arab tourists, 85,133 Asians, 541,642 
Europeans, and 72,484 Americans (Ministry of Tourism and Antiquities, Jordan 2009). 
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In the same period, 298,102 package visitors spent 552,998 nights (ALS = 1.86) in 
Petra. This accounted for 25.3% of the total package tours in the Kingdom and places Petra in 
second place after Amman, which accounted for 46.6% of the total package tourist nights, 
and before Aqaba and the Dead Sea which accounted for 13.8% and 9.8% respectively. 
(Ministry of Tourism and Antiquities, Jordan 2009). The period from March to May, and 
October to November represent the peak seasons in Petra.  In October the number of visitors 
reached 99,616 visitors, while in July the number of visitors decreased to 45,416 visitors. The 
direct employment in Jordanian hotels reached 13,994 in 2008.  10.6% of them were non-
Jordanians. In Petra there were 96 hotels employing 1,525 persons. Room occupancy rate in 
Petra was 47.1% and bed occupancy rate was 37.3% in the same period. 

The number of visitors has exceeded the physical carrying capacity of the site 
throughout the past few years (Magablih and Al Shorman 2008). Paradoxically, after the 
declaration of Petra as a new world wonder in July 2007, there is an absence of a clear policy 
to vertically or horizontally expand the hotel rooms and other related tourist services to meet 
the need of the ever growing number of visitors. 

There are significant staff shortages, particularly for lower grade positions in hotels. 
This could lead to the sacrificing of service quality rendered to visitors, who are growing in 
numbers and expectations as they visit a world cultural heritage site and a world wonder that 
has been used as the core for the tourism promotional campaigns locally and internationally. 
Qualified staff from outside Petra prefer to seek employment opportunities at the capital city 
of Amman, a major tourist attraction in the Kingdom, or in Aqaba, the only outlet to sea in 
Jordan, which is witnessing a visible tourism growth with plentiful job opportunities. There is 
a visible shortage of staff from the local community in Petra both in number and quality, 
particularly for both lower and management positions. To an extent, such shortages are 
addressed by the employment of (cheaper) overseas staff at the lower levels (Petra Hotel 
Association 2008). Although women participation from the local community in the 
hospitality business is clearly low, the local culture is increasingly regarding some hospitality 
jobs to be acceptable for local women.  The purpose of the survey is to identify the role of 
hotel staff, and the implications of their employment, in developing quality hotel services in 
Petra.  
 

Materials and Methods 

 
During the period from November-December 2008, a survey was undertaken on employees 
in the three to five-star hotels in the cultural heritage site of Petra. A total of 11 out of 27 
hotels, representing the different hotel grades, were surveyed. Low–rated (1 and 2 star hotels) 
and unclassified hotels were excluded as the quality tourism strategy focuses upon three to 
five star hotels only. 5 out of 6 five-star hotels, all the three four-star hotels, and 3 out of 7 
three-star hotels agreed to participate in the survey. Despite the variant staff quality among 
the three categories of hotels, they were grouped together to secure a representative sample of 
respondents in the light of the low response rate the researchers experienced in similar other 
surveys. Twenty self-completed questionnaires were supplied to each hotel along with a 
cover letter requesting the management to distribute as many questionnaires as possible 
amongst a purposive sample of the front office, food and beverage, and housekeeping 
employees.  Anonymity was maintained to encourage honest responses. A period of 3 weeks 
was allowed between the distribution and collection of questionnaires. Personal and 
telephone follow ups were carried out to encourage hotel management and staff to participate. 
31 questionnaires from the three-star hotels, 57 from four-star hotels, and 85 from five-star 
hotels were returned and found usable for the purpose of the research. The response rates 
among the five-, four-, and three-star hotels were 85%, 80% and 67% respectively, and were 
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largely subject to both the willingness of hotel managers to distribute questionnaires amongst 
their staff and, additionally, the willingness of individual employees to complete the 
questionnaires. The statistical package SPSS was used to analyse the collected data and test 
the required statistical relations in the survey. 
 
The questionnaire 

 
In order to elicit the attitudes of hotel employees on a range of issues related to their work 
that could influence the quality of their performance, the main section of the questionnaire 
comprised 33 items on a five-point Likert scale. These items sought to identify employee 
attitudes and responses to a number of issues which, according to Hope and Mühlemann 
(1998), are key issues to the successful implementation of quality policies and practices in 
service organisations. These key issues include management attitude towards employees, 
employee job stability, fair treatment by management, job satisfaction, work conditions and 
compensation (Sharpley and Forster 2000). In addition, the pilot survey undertaken by the 
authors uncovered the following issues: perceived job security and prospects, job 
conditions/rewards, motivational factors, training and evaluation, job satisfaction, 
management-employee relations/empowerment and fair treatment. The questionnaire also 
included 13 descriptive/categorisation questions, which sought to understand and analyse the 
main aspects related to hotel employees including gender, nationality, past experience, etc. 
The study questionnaire was reviewed by a panel of specialists and academics, and their 
comments were taken in consideration. Cronbach’s alpha was used to test the reliability of 
the study tool which was estimated to be 0.7846.  
 

Research outcomes 
 

Respondents’ characteristics 

 

A total of 174 completed and valid questionnaires were received from 11 hotels. Of these, 
48.85% of questionnaires were completed by employees in five-star hotels, 28.16% from 
four-star hotels, and 22.99% from three-star hotels. As in Table 1, male respondents 
represented 87.9% of the sample, 76.4% were single employees, and 27% were non 
Jordanians. The majority of respondents (72.4%) were less than 25 years old and 89.6% were 
less than 45 years old. More than half of the respondents (58.6%) were from Wadi Mousa, 
72.4% were front office employees, 17.2% were F&B staff, and 9.8% were from the 
housekeeping departments. About 54.6% of the respondents had less than one year 
experience, 31.6% had an experience of 1-3 years, while only 1.1% had an experience of 
more than 10 years in the hospitality industry. On average, respondents reported that they had 
an experience of 1.63 years in Petra, and about half a year outside Petra. The majority (70.1 
%) worked in one hotel, 28.2% worked in two hotels, and 1.7% worked in 5 hotels in Petra. 
Not surprisingly, 78.7% had no past experience outside Petra. 27.6% of participants had 
qualification in tourism and hospitality, 20.1% in foreign languages, and 52.3% in other 
fields.  
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Table 1 Respondents' Characteristics 
 

Variable Frequency % 

Gender 

Male 153 87.93 
Female 31 12.07 
Marital Status 

Single 133 76.4 
Married 39 22.4 
Others 2 1.2 
Nationality 

Jordanian  127 73 
Non Jordanian 47 27 
Age group 

Less than 25 years 126 72.4 
25-45 30 17.2 
More than 45 18 10.3 
Permanent place of residence 

Wadi Mousa 102 58.6 
Others 72 41.4 
Department 

Front office 126 72.4 
FandB 30 17.2 
Housekeeping 18 10.3 
Experience in the hospitability business 

Less than 1 year 95 54.6 
1-3 years 55 31.6 
4-6 years 9 5.2 
7-9 years 13 7.5 
10  or more 2 1.1 
Number of hotels previously employed in  

1 hotel 122 70.1 
2 49 28.2 
5 3 1.7 
Field of specialization 

Tourism and hospitality 48 27.6 
Foreign languages 35 20.1 
Others 91 52.3 

 
Descriptive Statistics 

 

The statements 'there is a better chance for employees in Petra to interact with tourists from 
different nationalities', and 'hotels offer housing facilities for employees from outside Petra' 
scored the highest means 4.378 and 4.1486 respectively. The statements 'hotels in Petra prefer 
experience over specialisation', 'my job makes me more pleasant than any one else', 
'employees from outside Wadi Mousa get proper leaves', ' employment in Petra is interesting',  
and 'I recommend working in Petra to my colleagues' scored means ranging from 3.5 – 3.8. 
The statements 'working in Petra's hotels is more interesting than in other places', 'I will 
suggest the hotel name to my friends', ' employees from outside Petra got transport services', 
'hotel management exerted enough efforts to keep qualified employees’, 'I will work outside 
Petra if I get a chance', ‘I feel job security and stability', 'hotels offer employment 
opportunities depending on specialisation' scored means between 3.0-3.47.  The statements 
'management continuously evaluates the effectiveness of training programs', 'training 
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programs upgraded my career', ‘my revenue is higher than that of my peers outside Petra', 
'salaries in Petra are better than those outside Petra' , and 'incentives offered in hotels are 
sufficient' scored means less than 2.44. 
 

Test of Hypotheses 

 

The first main hypothesis relates to the level of employee satisfaction about the main aspects 
related to their hotels. Six minor hypotheses were also set to measure employee attitudes 
towards job security, employee-management relation, reward system, employee evaluation 
system, training policy, and staff motivation to work in Petra’s hotels.  One sample t-test was 
used to test the main hypothesis and related minor six hypotheses. The calculated means 
range from 3.3506 to 1.1513 with an average mean 2.9201 as shown in Table 2.  The mean 
average shows that employee perception and level of satisfaction about the main aspects of 
their hotel jobs is low. Perception on and satisfaction with hotel management was the highest, 
followed by the evaluation process and standards, and job security and stability.  On the other 
hand, it is clear that they were not happy with the training policies and programs adopted by 
hotels in Petra. 

 

Table 2 One-Sample T- test Statistics 

 N Mean 
Std. 

Deviation 

Overall job satisfaction  174 2.9201 .40245 

Job security 173 3.0072 .81609 
Employee-management  
relations 

174 3.3506 .58839 

Reward system  174 2.9260 .64401 
Evaluation system  174 3.2912 .73678 
Training policy 174 1.1513 .21374 
Staff motivation 174 2.9943 .53200 

 
Table 3 shows the results of the one- sample 2-tailed test. Hotel staff negatively 

perceive the different aspects related to their hotels (p-value =0.010).  These results would be 
alarming for the hotel management in Petra, and therefore it is necessary to take constructive 
measures to comprehend the issues that influence employee satisfaction level, and take 
protective measures to enhance employee satisfaction in order to guarantee the required 
service quality, guest satisfaction and consequently the sustainability of the business. 
Employees positively evaluate job security and stability (p-value= 0.907), their relation with 
hotel management (p-value = 0.000) and the evaluation process and standards followed by 
management (p-value = 0.000). Mostly employees in Petra feel more job security as 
compared to their peers outside Petra. They feel that hotel management exerts great effort to 
retain the necessary staff in Petra where most employees prefer to find alternative 
employment opportunities elsewhere. This could be a result of the flexible and reasonable 
evaluation process and procedures in the absence of the necessary manpower supply in Petra, 
that mainly depends on employees from other towns in Jordan as well as foreign employees. 
Employees negatively perceive rewards and services rendered by hotel administration to 
them (p-value = 0.131). In remote attractions like Petra, where the tourism business fluctuates 
highly, employees expect additional incentives and rewards.  They negatively perceive the 
training programs offered by hotel management (p-value = 0.000), which they feel are absent 
and not among the hotel priorities and programs. They do not feel motivated and 
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consequently do not prefer Petra's hotels over the other hotels outside Petra (p-value = 0.887). 
They may consider any employment opportunity outside Petra.  

 

Table 3 One – sample 2-tailed test 

Test Value = 3  

T Df 
Sig. 

(2-tailed) 

Overall job satisfaction - 2.620 173 .010 

Job security .116 172 0.907 

Employee- management relation 7.859 173 .000 

Reward system -1.516 173 .131 

Evaluation system 5.213 173 .000 

Training policy -114.089 173 .000 

Staff motivation -.142 173 .887 

 

The second hypothesis tests whether staff perception of hotels in Petra vary with their  
gender, nationality, social status, age group, department, hotel classification, permanent place 
of residence, educational qualification, and field of specialisation. The mean and standard 
deviation were calculated for each of the variables (gender, nationality, social status, age 
group, hotel department, classification, place of residence, educational qualification, and field 
of specialisation of hotel employees) and Test of Between-Subjects Effects was used to find 
any statistical difference between staff perception of all aspects related to the hotel industry in 
Petra on one side, and each of the independent variables on the other. No relation of statistical 
significance was found with any of the above variables at p- value = 0.05 as shown in Table 
4. 
 

Table 4 Tests of Between-Subjects Effects 
 

Source 

Type III 
Sum of 
Squares Df Mean Square F Sig. 

Corrected 
Model 

2.588(a) 16 .162 .998 .461 

Intercept 161.387 1 161.387 996.261 .000 

Gender .040 1 .040 .247 .620 

Nationality .219 1 .219 1.349 .247 

S.Status .942 2 .471 2.907 .058 

Age group .504 2 .252 1.555 .214 

Dept. .181 2 .091 .560 .572 

Hotel class. .104 2 .052 .321 .726 

Residence .000 1 .000 .001 .979 

Edu.Qualif. .442 3 .147 .910 .438 

Specialization .243 2 .122 .751 .473 

Error 25.433 157 .162   

Total 1511.678 174    

Corrected Total 28.020 173    
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Conclusions 

Petra is considered as the tourist 'capital' of Jordan. Being a well-known world cultural 
heritage attraction and a world wonder, Petra has been used as a brand name to promote 
Jordan's tourism abroad. In order to sustain this unique attraction and its attractiveness and to 
maximise the sought tourism benefits by the different stakeholders in Jordan, there is a need 
to pay more attention to hotel employees and their vital role in promoting the hospitality 
business. Staff satisfaction is the main internal marketing tool that could contribute to guest 
satisfaction and the sustainability of the hospitality business. Staff’s level of general 
satisfaction and work attitude were low, which calls for constructive measures by hotel 
management to research and deal with the reasons behind this as an attempt to retain staff and 
sustain business. Hotel staff was relatively satisfied with job security, evaluation system, and 
management support. However, they were extremely unhappy with hotel training programs. 
Well-tailored training programs would help in enhancing staff skills in responding to clients' 
needs and preferences. It also assures their satisfaction and results in more repeat business. 
Mostly employees in Petra feel more job security as compared to their peers outside Petra. 
They feel that hotel management exerts great effort to retain the necessary staff in Petra 
which is far away from the main cities in the Kingdom. 

No significant statistical relation existed between employee satisfaction and 
respondents' characteristics like gender, employee department, nationality, age group, etc. 
Hotel management needs to consider the priority of establishing a reasonable level of 
satisfaction among their employees, especially issues related to training and motivating. This 
encourages them to choose working in Petra in favour of other tourist attractions in Jordan. 
Besides, it helps hotel management to retain their guests, and  sustain hotel business in an 
attempt to  and promote Petra as a unique destination in Jordan. 
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