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ABSTRACT

The hotel industry is one of the most important sub-sectors of the tourism
industry, which generates about half of tourism incomes in Bhutan. To meet the
accommodation demand in the country, the hotel industry has 70 registered hotels with the
total of 1,532 rooms, while about 42.6% of the accommodation units are unregistered with
Department of Tourism (DoT). The tourism sector contributes about USD 12.5 million to
the GDP of Bhutan in the year 2004. In order to align itself with the government tourism
policy to attract high-end tourists to Bhutan, the hotel sectors have placed its prices at a
comparatively high level. However, a high price for accommodation obviously requires high
standard facilities and services.

This study aimed at proposing successful marketing strategies to develop
value-added products and services for hotels in Bhutan with three objectives: 1) to provide
a broad overview on products and services in Bhutan hotels, 2) to assess current marketing
strategies adopted by the hotel sector, and 3) to evaluate the decision making process and
purchasing decision making of tourists in selecting hotels in Bhutan. The survey has been
carried out to collect both primary data and secondary data during the period of February to
April 2007. The primary data was collected with quantitative semi-structured
questionnaires and face to face interviews by using qualitative and quantitative methods.
The actual sample size of four hundred and sixty four cases for quantitative analysis were
drawn from the population of non-Indians (which includes tourists from all other countries)
and Indian tourists staying in grade A, grade B, and grade C hotels in five districts of
Bhutan. In addition to the quantitative study, ten managers/owners of the hotels were
interviewed for the qualitative study.

The findings indicate that most of the respondents were from the USA, India,
followed by Australia and others. Majority of the respondents who stayed in A grade hotels

were, overall, satisfied with products and services offered than those staying in B grade




hotels and some in C grade hotels. Those who wanted to stay in more luxurious hotels are
willing to pay extra. The level of satisfaction with the products and services of the hotels in
Bhutan was studied by comparing respondents’ expectations with perceptions. Results
indicate that they were satisfied with the room quality, but not satisfied with the sanitation
facilities, and the variety of menu offered.

The recommmendations from the study are: Bhutan A grade, B grade, C
grade hotels need to improve the room quality and amenity facilities. Hotel rooms should be
built in Bhutanese traditional style with minimum decoration. As being cold throughout the
season, the rooms should be carpeted properly. There should be basic amenities like clean
towels, bed sheets, soap, and as well as clean and sanitized facilities. Training programs for
employees in the areas of cleanliness and sanitation are needed. In addition, hotels should
educate their employees to improve their attitudes and standards of services for the highest
quality to achieve the value for money of the guests, as well as provide training programs to
improve the employees’ skills, attitude of service, courtesy of staff in order to motivate the
guests to visit again. Finally, the variety of menu offered, which was below the visitors’
expectation, is needed to be improved by providing different Bhutanese cuisine according to

the tastes of tourists.
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