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ABSTRACT

Thestudywascarriedoutwiththepurposeofexaminingtheimpactofcustomer

satisfactiononhospitalityindustryinUgandathecasestudyofBriskhotelinjinja.The

objectivesoftheresearchwas,toestablishthestrategiesusedbyBriskhotelto

enhancecustomersatisfaction,todeterminethefactorsthataffectcustomer

satisfactioninBriskhotel,toexaminebarrierstosatisfactioninBriskhotel.The

researcherappliedbothqualitativeandquantitativetechniquesindesigningthe

research.Atotalof80respondentsparticipatedinthestudyandwereselectedusing

random samplingmethod.Thedatawascollectedusingquestionnairesandinterviews

andpresentedusingtables,graphsandpiechartsforeasyanalysis.

Theresearchfindingsrevealedthatthehotelshaveadaptedtothestrategiesusedto

enhancecustomersatisfactionlikeholdingexistingcustomers,benchmarkingwhich

callsforadoptingnew waysinwhichotherhotelsperform theirservicesinorderto

satisfycustomers.Thestudyalsofoundoutthefactorsaffectingcustomersatisfaction

arereliability,assurance,priceandassuranceandinthatway,hotelshavetomake

steadyassuranceandreliabilityandrevisethepricesoftheirservicesinorderto

enhancecustomersatisfaction.Thefindingsalsohighlightedsomeofthebarriersthat

havebeenregisteredashindrancestocustomersatisfactionthemajoronesbeinglack

ofunderstanding customers’needs which leads to underdelivering ofservices,

overworkedstaffwhichtendnottopriotizecustomers’needsduetotoomuchthen

havinganon-caringculturewhichdoesn’tconsidertherelevanceofthecustomers.

Itwashoweverrecommendedthatforthecaseofoverworkedstaffthehotelshould

consideremployingnewablebodiedandexperiencedstafftocaterfortoomanytasks

beingassignedtothesmallnumberofemployeesofthehotel.Themanagementof

briskhotelshouldalsoconsidermakingtheworkingenvironmentempoweringtoboost

them andgainafeelingofcaringabouttheircustomersandthusmakethem happy.

Thelackofincentives,thehotelmanagementshouldalwaysmotivatetheiremployee

staffsoastoinfluencethem togothatextramilefortheircustomers,andthusthey

shouldalwaysproviderewards,bothmonetaryandnon-monetarytoensureitsstaffis

motivatedandempowered.Forthecaseoflackofunderstandingaboutcustomer
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needs,thehotelmanagementshouldalwaysmakesurethatthereisavailabilityordata

toensurethatthereit’seasytomakeclaimsthatthehoteliscustomercentric.
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CHAPTERONE:INTRODUCTION

1.0Introduction

1.1Backgroundofstudy

Customersatisfactionistheperceivedfeelingofacustomerforwhichheorshehasset

standards ifhis expectations match with the standard he is satisfied (Eggert&

Ulaga,2002).Howeverotherscholarsputitthatcustomersatisfactionisanevaluation

ofdifferencebetweenpriorexpectationsaboutproductanditsactualperformance.

Customersatisfactionisameasureofhowproductsorservicessuppliedbyacompany

meetcustomerexpectations.Itreferstotheextenttowhichcustomersarehappywith

theproductsandservicesprovidedbyabusiness.Gaininghighlevelsofcustomer

satisfactionisveryimportanttoabusinessbecausesatisfiedcustomersarelikelytobe

loyal,makerepeatedordersanduseawiderangeofservicesofferedbyabusiness.The

incomeofallcommercialenterprisesisderivedfrom thepaymentsreceivedforthe

products and services to its externalcustomers.Forcustomersatisfaction,itis

necessarytoestablishandmaintaincertainimportantcharacteristicslikequality,fair

prices,goodcustomerhandlingskills,efficientdeliveryandseriousconsiderationof

customercomplaints

Globally,thehotelindustryhasbeenoneofthemostcompetitiveindustriesespecially

inthe21stcentury.Forthisreason,enhancingcustomerloyaltyisoneofthekey

aspectsofenhancingcompetitivenessintheindustryaswellasensuringbusiness

continuity.LakeKivuSerenaHotelisoneofthemajorplayersinthehospitalityindustry

in EastAfrica in Rwanda.The hotelhas the advantage ofoperating underthe

prosperousSerenagroupofhotelsthatenablesglobalmarketingofthebrandand

developing universalstrategies to improve its competitiveness globally.However,

operatingundertheSerenaGroupofhotelsisnotaguaranteethatLakeKivuSerena

Hotelwillremain prosperous forever.This is where the question ofcustomer

satisfactionandcustomerloyaltycomesin(Sward,2005).

Nieminen (2007) discovered that cost is not the main reason that causes

dissatisfactionofcustomers.Basically,customerdissatisfactionismostlycausedby

offering low quality products and services to customers.Customersatisfaction

assumesanimperativepartofyourbusiness.Notonlyisitthemainpointertoquantify
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clientunwaveringness,butalsoakeypurposeofseparationthathelpsyoutodrawin

newclientsinfocusedbusinesssituations(Nieminen,2007).

Consumerloyaltyisagoodmeasureofthequalityofservicesofferedtocustomers.

Hotelscancreatestrategiestoimprovethequalityoftheirservicesandproductsby

measuringtheleveloftheircustomers'loyalty.Inmostcases,customersatisfaction

laysoutablueprintthatcanbeusedtoimproveservices.Itgivesthehotelmanagement

areasontounderstandtheneedsoftheircustomersandkeeponofferingquality

services.

Thisstudyisbasedontheexpectancydisconfirmationtheory(Barsky,1992;Oh,and

Parks,1997;McQuay,FinnandWiley,2000).ThetheorywasdevelopedbyOliver(1980),

whichstatesthatsatisfactionlevelisaresultofthedifferencebetweenexpectedand

perceivedperformance.Satisfaction(positivedisconfirmation)occurswhenproductor

serviceisbetterthanexpected.Ontheotherhand,aperformanceworsethanexpected

resultswithdissatisfaction(negativedisconfirmation)

AccordingtoMathews(2008),themam difficultyfacingmostindustriesistheabilityto

continue satisfying theircustomerswhile atthe same time making huge profits.

Competitionputspressureonmanyhotelservicesproviderstoprovidequalityser-vices.

Moreover,competition enhances manyinnovations thatare focused on satisfy-in

customers.Alongtheselines,itisimportantforhotelstocomeupwiththeirownunique

waystomeettheneedsoftheircustomerswhileatthesametimemakingam-plex

profits.

Mithai(2011),in similaralso believesthatcustomersatisfaction isan important

elementofhotelstrategyintoday'sincreasinglycompetitiveenvironment.Accordingto

theauthor,intheglobalized,highlycompetitiveenvironment,buildingmoreunique

relationshipswithcustomersisvitalforHotels.Whenfailingtobuildrelationshipwith

customerssatisfactionwillnotrepresentthefoundation.Basedonthis,customer

loyaltycanbebuiltinordertodevelopastable,mutuallyprofitableandlong-term

relationship.The waycustomersdevelop the feeling ofsatisfaction iscommonly

explainedbytheconfirmation/disconfirmationparadigm.Customersatisfactionisbuilt

uponthebasisofservicesencounters(Hartanto,D.2010).
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1.2Statementoftheproblem

Briskhotelbeingaservice-orientedindustryhastriedtoprovidequalityservicetoits

customers like;keeping records correctly,caring and individualized attention to

customers(Gruenetal,2010).Despitealleffortstosatisfyitscustomersthehotelhas

continuedtoregisterincreasingnumbersofdissatisfiedcustomersinrespecttoslow

servicesincecustomersdon'twanttowaitforlong,andlowlevelsofresponsiveness

tocustomers'complaints.Thus,ensuringcustomersatisfactioncanpotentiallyleadto

increasedcustomerretention,therebyincreasingcustomerloyaltyandthussalesand

profitabilityofthehotelatlarge.Itsthereforeduetothisbackgroundthathasenticed

metoengageintothisstudy.

1.3Purposeofthestudy

Thepurposeofthestudyisinvestigatingtheimpactofcustomersatisfactionon

hospitalityindustryinUganda

1.4ObjectivesoftheStudy

ToestablishthestrategiesusedbyBriskhoteltoenhancecustomersatisfaction.

TodeterminethefactorsthataffectcustomersatisfactioninBriskhotel.

ToexaminebarrierstosatisfactioninBriskhotel.

1.5Researchquestions

WhatarethestrategiesusedbyBriskhoteltoenhancecustomersatisfaction?

WhatarethefactorsthataffectcustomersatisfactioninBriskhotel?

WhataretheBarrierstoCustomercareinBriskHotel?

1.60Scopeofthestudy

1.61Contentscope

Thestudyisfocusedoncustomercareastheindependentvariableandcustomer

satisfaction as dependent variable and effect of customer care on customer

satisfaction.

1.62Geographicalscope

ThestudywillbeconductedatBriskrecreationhoteltrianglelocatedonNilecrescent

roadininJinjatown

1.63Timescope

Thestudyfocusedontheoperationsbetween2016-2020,aperiodof5years
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1.7Significanceofthestudy

Thestudywillhelptobuildonmyknowledgeandunderstandingofthestudyvariables.

Itwill1lsohelpmetogainmoreskillsofconductingresearchandthiswillbeimportant

tomewhileinofficeorpursuingfurtherstudies.

Thestudywillhelpmeasapartialfulfilmentoftherequirementsfortheawardofthe

degreeofBachelorofTourism andTravelManagementofBusitemaUniversity.

Itwillalsohelpmetoappreciatetheconceptofservicequality.

Thestudywillalsoaddknowledgeontheexistingknowledgeaboutcustomercare

servicesto the public.Thistherefore helped the publicrecognize and appreciate

customercareservices.

Thepublicespeciallycustomersofthehotelswereabletorecognizecertaincustomer

careservicestheyaresupposedtoreceivefrom servicesprovided.

Torelatedcompanies,thestudywillhelptoalwaysprovidebetterqualityservicessince

it'sdirectlyrelatedtocustomersatisfaction

Tothehotelindustry,thestudyinformseffortstoincreasetheeffectivenessoftraining

onstafftrainingatanyhotelinUgandaandAfricaatlarge.Therefore,thesuggested

recommendationswillgoalongwayinassistingmanagementofBriskHoteltomake

strategicdecisionsastohowtorestructuretheirtrainingprogramstomatchtheneeds

ofthedynamichotelindustry.

1.8Conceptualframework

INDEPENDENTVARIABLE DEPENDENTVARIABLE

CUSTOMER

SATISFACTION

•Reliability

•Assurance

•Tangibles

•Empathy

•Responsiveness

•Price

HOSPITALITYINDUSTRY

DEVELOPMENT

Efficientandtimely

delivery

Improved

customersand

guestretention

Profitabilitygain

Customerloyalty

Goodcustomer
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EXTRANEOUSVARIABLES

Source:(Oliver,2009)

ExplanationoftheConceptualframework

Thefigureaboveexplainstherelationship between variablesi.e.independentand

dependentvariables,inrelationtotheimpactofcustomersatisfactiononhospitality

industryinUganda.Itthereforeshowsthatcustomersatisfactionistheindependent

variables which is determined byfactors like;Reliability,Assurance,Tangibles ,

Empathy,ResponsivenessandPricewhilethedependentvariableHospitalityIndustry

DevelopmentwhichismeasuredintermsofProfitabilitygainEfficientandtimely

delivery,Improvedcustomersandguestsretention,customerloyalty,fairprices,good

customerhandling ,efficientdelivery.However,both variables are intervened by

moderating factorslikefluctuationindollarrates,Politicalenvironmentand many

others.

1.9Definitionofkeyterms

Customer;Isapersonorcompanythatreceives,consumesorbuysaproductandcan

choosebetweendifferentgoodsandsuppliers.Theyarealwaystheultimateusersand

usuallybutnotalwaystheendusersofanygoodorservicethattheyhavepaidfor.

Customercare;thismeanshow wellcustomersaretakencareofwhiletheyinteract

withthebrandorservice.Itisthecaringofcustomers,listeningtotheirneeds,and

findingtherightsolutionandbuildanemotionalconnection.

Customersatisfaction;Is a measurementthatdetermines how wella company’s

productsorservicesmeetcustomerexpectations.

Servicequality;isthemeasurementofhow wellaserviceisdelivered,comparedto

o Fluctuationindollar

rates

o Politicalenvironment
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theiremployeestaffsoastoinfluencethem togothatextramilefortheircustomers,

andthustheyshouldalwaysproviderewards,bothmonetaryandnon-monetaryto

ensureitsstaffismotivatedandempowered.

Forthecaseoflackofunderstandingaboutcustomerneeds,thehotelmanagement

shouldalwaysmakesurethatthereisavailabilityordatatoensurethatthereit’seasyto

makeclaimsthatthehoteliscustomercentric.
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