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Abstract

The purposes of the study were: 1) to
investigated the perceptions of service
personnel toward their quality of work life
(QWL) in the food and beverage (F&B)
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department of international hotels, 2) to
examine the service attitude perceived by
both the service employees and their
customers; 3) to analyze the impact of QWL
on employees service attitude; and 4) to find
out the association between service attitude
and customer satisfaction. Questionnaires
were sent to 1620 service employees working
in the hotel F&B department, and to 1200
customers consuming in F&B, too. The
response rate of employees was 41%, and
that of customers was 30% Frequencies,
percentages, ANOVA, and linear regression
were used in dataanalysis.

“Quality of job” and “Quality of work
relations’ had a significant impact on
employees satisfaction of total QWL.
Employees “friendliness and kindness’ and
“dealing with complaints’ positively
influence the customer satisfaction toward
service attitude. The four aspects of QWL
had a significant impact on al of the
employees service attitudes, but
“friendliness and kindness’. Finaly, the
customer's satisfaction toward service
atitude would determine his/her total
satisfaction, which increased the customer
loyalty.
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