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The aim of this research is investigating the relationship between hospitality, customer orientation and firm performance in the
context of purchase tourism destination. A conceptual framework was developed based on previous literature and 2 hypothesis and
relationships were proposed.  A sample of 144 respondents was selected to examine the relationships between constructs. Structural
Equation Modeling (SEM), using SMART PLS was used to test the conceptual framework and hypotheses. Hospitability and customer
orientation contributes for firm performance; all hypotheses were supported and all direct effects were significant. We learned that
for a firm, the perception of firm hospitality by the guest/visitor is important and contribute: to get new and more guest/visitors; to
increase the sales and consequently the profit; and help the firm increase the market share. According the proposed model, 69% from
firm performance come from hospitality and customer orientation, and 31% comes from other sources, like product, price, place, and
management or other mix or combination of these that aren’t considered here. In the literature, we don’t have any empirical or
theoretical research that specifically link hospitality concept with firm performance; this is the first research that tries to bring this
discussion to the academy. Our results had shown that although the lack of literature, results are consistent, obviously considering
this sample and context. Managers therefore need to understand and apply the concept of hospitality and look for employees that have
trait of customer orientation or hospitableness. Especially in the sectors, which is characterized by high personal contact, being
customer oriented includes providing memorable experiences in the service delivery process.
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