
ASSESSINGTHEROLEOFCUSTOMERRETENTIONPRACTICETOWARD

THESUCCESSOFHOTELBUSINESS(INCASEOFYEBSABIHOTEL,WOLKITE)

WOLKITE UNIVERSITY

COLLEGEOFBUSINESSANDECONOMICS

DEPARTEMENTOFMARKETINGMANAGEMENT

PREPAREDBY:AlmazMamo

ID046/10



i

ASSESSINGTHEROLEOFCUSTOMERRETENTION PRACTICETOWARD

THESUCCESSOFHOTELBUSINESS(INCASEOFYEBSABIHOTEL,WOLKITE)

A RESERCH PAPER SUBMITTED IN PARTIAL FULFILLMENT OF THE

REQUIREMENTS FOR BACHELOR ART (BA)DEGREE IN MARKETING

MANAGEMENT.

WOLKITE UNIVERSITY

COLLEGEOFBUSINESSANDECONOMICS

DEPARTEMENTOFMARKETINGMANAGEMENT

PREPAREDBY:AlmazMamo

ID046/10

ADVISOR:MrDirshaye

WOLKITEETHIOPIA

DECMBER/2020



ii

APPROVEDBYTHECOMMITTEEOFEXAMINERS

ThisistocertifythattheresearchpaperpreparedbyAlmazMamoentitledwith

“Assessingtheroleofcustomerretentiontowardsuccessofhotelbusinessincase

YebsabihotelinWolkite”.Submittedinfulfillmentoftherequirementforthedegreeof

BachelorofArtsinmarketingmanagement,UnderGraduateprogram incollegeof

businessandeconomicsinWolkiteUniversity

DepartmentHead Signature

________________________ _______________________

Advisor Signature

________________________ _______________________

InternalExaminer Signature

_____________________ ________________



iii

Acknowledgment

BeforeanyotherthingsIwanttothanksinallmylifeisthealmightyGodforgrantinghis

limitless,care,loveandblessingallalongourways.NexttomyunforgettableadvisorMr

Dirshayeforhisregularfollowup,constructiveideaandcommentsuptothefinalwork

ofresearch.AlsoIwouldliketopresentourdeepestthankstoYebsabihotelemployees

and managerfortheirgreatestcooperation in providing us with a greatdealof

information.Thenfinallymyheartfulthankstomyfamilyduetofinancialsupport.



iv

TableofContents

Titlepage....................................................................................................................................i

Approvalsheet.........................................................................................................................ii

Acknowledgment iii

Tableofcontent..................................................................................................................iv

Listoftables....................................................................................................................vi

Abstract vii

CHAPTERONE -1-

1.Introduction -1-

1.1Backgroundofthestudy -1-

1.2Backgroundoforganization -3-

1.3Statementoftheproblem -3-

1.4.Researchquestions -4-

1.5 Objectivesofthestudy -4-

1.5.1Generalobjective -4-

1.5.2Specificobjectives -4-

1.6.Significanceofthestudy -4-

1.7.Scopeofthestudy -5-

1.8.Limitationofthestudy -5-

1.9.Organizationofthepaper -5-

CHAPTERTWO -6-

2.Literaturereview -6-

2.1 customerretention -6-

2.1.1Meaningofcustomerretention -6-

2.1.2 Benefitsofcustomerretention -6-

2.1.3 Rolesofemployeeswithintheretentionprocess -6-

2.1.4 Improvingcustomerretention -8-

2.2 Relationshipmarketing -11-

2.3 customersatisfaction -12-

2.3.1 Impactofcustomersatisfactiononcustomerretention -10-



v

2.4 Service -11-

2.4.1Meaningofservice -11-

2.4.2 Characteristicsofservices -11-

2.4.3Definitionofquality -11-

2.4.4 Servicequality -12-

CHAPTERTHREE -13-

3.Researchmethodology -13-

3.1 Researchdesign -13-

3.2 Targetpopulation -13-

3.3 Samplingtechnique -13-

3.4 Samplesize -13-

3.5 Datasource -13-

3.6 Methodsofdatacollection -13-

3.7 Dataanalysismethod -13-

CHAPTERFOUR -14-

4.Dataanalysis,interpretationandpresentation -14-

CHAPTERFIVE -28-

5.1 Summery -28-

5.2 Conclusions -29-

5.3Recommendations -29-

REFERENCE -31-

APPENDEXIINENGLISHVERSION -33-

APPENDEXIIINENGLISHVERSION -35-



vi

Listoftable’s page

Table4.1samplesandresponserate -14-

Table4.2.1 Gendermix -14-

Table4.2.2 Educationalstatus -15-

Table4.2.3 religion -15-

Table4.3.1 Communicationstructure -16-

Table4.3.2 Training -16-

Table4.3.3 handlingofcustomers -17-

Table4.3.4 promptresponseforcomplain -18-

Table4.3.5 satisfactionfrom Yebsabihotel……………. -18-

Table 4.4.1 Gendermixoftherespondents -19-

Table4.4.2Educationalbackgroundofcustomer -20-

Table 4.4.3 Agemixoftherespondents -20-

Table4.4.4 maritalstatusofcustomers -21-

Table4.4.5religiousmixofcustomers -21-

Table4.5.1 userstatusinYebsabihotel -22-

Table4.5.2 Typeofservice -22-

Table4.5.3 reasonforchoice -23-

Table4.5.4 Expectationofservice -24-

Table4.5.5 Actualperformance -24-

Table4.5.6 employeesperformanceonhandlingofcustomerscomplain -25-

Table4.5.7 Specialtreatment -26-

Table4.5.8 perceptionofservice -26-

Table4.5.9 Satisfactionfrom Yebsabihotel -29-



vii

Abstract

Customerretentionistheabilityofabusinesstoretaincustomers.Itoccurswhen

customerspurchasesaproductorserviceagainandagain.Themainobjectiveofthis

studywasassessingtheroleofcustomerretentionpracticetowardsthesuccessof

hotelbusinessincaseofYebsabihotel.Thestudywasimportantforresearcher,

customerandalsoforthehotel;theresearcheruseddescriptiveresearchdesignin

addition the researchers used probabilitysampling techniques.From probability

samplingsimplerandom methodwasused.Forthepurposeofstudybothprimaryand

secondarydatawasused.Inprimarydatatypesbothopenandcloseendedquestion

waspreparedinform ofquestionnaires,whereasthesecondarydatatypeswastaken

from writtenbooks,internet,andmagazineandnewspaper.Theresearcherused

bothqualitativeandquantitativedataanalysismethodthesurveyresultdepictedthat

thereisverygoodcommunicationbetweencustomersandemployees,theemployees

ofYebsabihotelhavereceived training butnotcompletelyhowevertheyhandle

customercomplainsverywell.MajoritycustomersofYebsabihotelconsumefood

andbeverageserviceandtheypreferredYebsabihotelbecauseofnearnesstotheir

homeandbusiness,arenotcompletelysatisfiedbecausetheyperceivedmedium

qualityservicerelativetotheirexpectationinadditiontheydidn’tobtainanyspecial

treatment.Theresearchersrecommendedthatimprovingqualityofservicethrough

giving employeescontinuoustraining,to satisfyitsemployeesthrough providing

adequatecompensationandrewards,buildlongterm relationshipwithcustomersin

ordertoretaincustomersandbenefitfrom positivewordofmouthadvertisingand

finally the researchers advised Yebsabihotelto make personalcontactwith

customerstobuildrapportandtrustwitheachother.

T̀heresearcherwasconcludedandrecommendedpossiblesolutionbasedonthe

finding.
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CHAPTERONE

1.Introduction

1.1Backgroundofthestudy

1.1.1Historicalbackgroundofhotelfrom worldperspective

Thehotelindustryisanytypeorform ofbusinesswhichrelatetoprovidingaccommodations

inlodging,foodandbeverageandavastvarietyofservicethatareinterrelatedandorganized

whichareintendedforpublicservice.

Thehospitalityindustryhistorycanbetracedbackbytheendofthe1700sinthecolonial

period.Thisindustryhasbeenthesubjectoftheimportantdevelopmentovertheyearasit

hasfaced manyobstaclessuch astheworld wars,thegreatdepression,theindustrial

revolutionandothersocialchanges.However,thehotelindustryasseentodayinmodern

concepttookplaceinthe1950sand1960s.

Themodernconceptofhotelsstartedin1794,whenthecityhotelopenedinNewYorkCity;

thehotelwasclaimedtobethefirstbuildingdesignedexclusivelytohoteloperations.Other

similarhoteloperationsfollow thetrendandappearedinothercitiessuchasPhiladelphia,

BaltimoreandBostonin1809.

The1760sindustrialrevolutionhasmuchleadtotheemergingofhotelseverywhere,mainlyin

England,EuropeandinAmerica.Theadventofnew wayoftransportation,hotelandresorts

outsideofmajorcitieswasbuiltinthecountrysideandbeganpromotingtheirsceneryand

otherattractions.

1.1.2 HistoricaldevelopmentandeconomiccontributionofhotelindustryinAfricaand

Ethiopia

DuringtheAfricahotelinvestmentforum hostedinRwandainOctober,delegatesfrom across

Africa’shospitalitysectorweretoastingabumperyearforAfricantourism andtravel.Shortly

beforetheforum,twoofthelargestmultinationalhospitalitycompanies,Hiltonworldwide
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holdingandHyatthotels&resortshadannouncedambitiousplanstoexpandtheiroperations

acrossthecontinent.Hiltonannouncedplanstoinvest$50moverthenextfiveyearstoadd

100hotelstoitsportfolio,whileHayatplanstodevelopsixnewhotelsinAfricaby2020.

Hotelandtourism areinseparablesectors.Toboostofadevelopedtourism andhospitality

sector,acountryneedstoownmodernhotels,lodgesandotherrecreationalcenters.When

wetracebacktothehistoryofhospitalitysectorinEthiopia,wegethotel,builtintheearly

1900s,believedtobethefirstmodernhotelinEthiopia.Itwasbuiltmainlyforpurposeof

providingservicetoforeignersasacozyplacetorestanddine.Taituhotelisfoundinthe

middleofAddisAbabacommonlyknownaspiazza.Theancienthotelhas264 historic

bedrooms,equippedwithvariousimportantfacilities.

AftertheSheraton AddisAbaba wasopened in February1998,itpaved a wayforthe

proliferationofotherstarhotelsinthecapitalandinthewholecountryaswell.Agewise,the

onlyglobalbrandtoprecedeSheratonistheHiltonAddisAbabawhichwasopenedinthe

1969.Besides,manystarhotelswerebuiltespeciallyafterthenewEthiopianmillennium.

Thedirectcontributionoftourism andhospitalityservicetoGDPwas51.3billionbirr(USD

2.26billion)whichis4.1percentofthetotalGDPin2015.Inthesameyear,thesectorhad

contributed 8.4 percentthe totalemploymentby creating 2,326,500 jobs.The hotels,

restaurants,leisure industries,travelagents and airlines have enhanced the sector

significantly.(Ethiopiantourism organization)

Customerretentionistheabilityofabusinesstoretaincustomers. Customerretention

occurswhencustomerpurchasesaproductorserviceagainandagain,thisphenomenonis

calledcustomerretentionoveranextendedperiodoftime.(Armstrong &Kotler,2008).Itis

bothameasureofcustomerloyaltyandthecapacityofthebusinesstokeepcustomers

satisfiedbygoodserviceandqualityoftheproductsold.Thebestcustomerforanybusiness

isthereturningone.

A returningcustomerischeapertothebusiness,astheywouldneedtospendlesson

advertisingorinducementssuchaspricecuttingandgiveaways.Ahappycustomerwould

alsotellapositivewordofmouthtootherpotentialcustomersofaproductandservice.

(Kotler2006,12th)

Customerretentionisincreasinglybeingseenasanimportantmanagerialissueespeciallyin
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thecontextofsaturatedmarketorlowergrowthofthenumberofnewcustomers.Ithasalso

beenacknowledgedasakeyobjectiveofrelationshipmarketing,primarilybecauseofits

potentialindeliveringsuperiorrelationshipeconomies,i.e.itcostslesstoretainthanto

acquirenew customers.Customerretentionhasasignificantimpactonprofitabilityand

positivecustomersatisfactionandleadstosuperiorfinancialperformance.Thisisbecause

firmswithhighcustomerretentionratestendtohavelowercosts,maintainmoreprofitable

longterm relationshipsandenjoysubstantialwordofmouthadvertising.(Philipkotler,2004).

1.2Backgroundoforganization

YebsabiHotelisoneofthebesthotelinWolkite,itplacedinthecentralpartsofthecity5

minuteswalkingdistancetoCBE.Thehotelcompetitivewithothershotelandsurroundedby

beautifulnaturalplants.Itwasbuiltatacostof246millionbirrandithas76employees.Ithas

startedwithaminimum capitalofonemillion(1000000)birrinWolkitecityandstartedits

operationin1996E.c.overthepast16yearshotelwhichfoundinWolkiteprovidingthe

followingservices.Like;

 freeInternetserviceinallroom

 comfortablebedservice

 Laundryserviceandthelike…..

Yebsabihotelhasvisionandmission

 Vision:Tobepreferredhotelfrom otherhotelsfoundinthetown.

 Mission:Byprovidingqualityservicesforcustomersatpossiblelowestprice

betterthan competitorssatisfying currentcustomersand attracting potential

customersinordertomaximizeprofitofthehotel.

1.3Statementoftheproblem
Theintangibilitycharacteristicofservicemakesdifficulttomanageservicequality.Itrequires

acontinuousfollowuptotheinternalandexternalenvironmentsoastosatisfycustomersby

deliveringqualityservice.

Manyorganizationsaimedatprovidinghighsatisfactiontoitscustomers.Thisisbecause

customerswhoarenothighlysatisfiedstillfinditeasytoswitch,whenbetterofferscomes.

Thosewhoarehighlysatisfiedaremuchlessreadytoswitch.Nowadaysinhotelservice

industry companies major objectives is satisfying customers in superior way from

competitorsbecausesatisfiedcustomersbecomeloyaltothecompanyoritiseasyforthe

hoteltoretainthem butdissatisfiedcustomersorcustomerswhoarenotfulfilledtheirneeds
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andpreferencescannotbeloyalordifficulttoretainthem totheorganizationortothehotel.

Thisdissatisfactionmayariseduetodifferentreasonssuchashighpriceforinconvenience

service,ethicalproblems of employees and complain handling procedures and the

likes.(Armstrong.GandKottle,p.(2008).

Thehotelindustryhasbeenoneofthemostcompetitiveindustriesforthisreasonenhancing

customerretentionisoneofthekeyaspectofenhancingcompetitivenessintheindustryas

wellasensuringbusinesscontinuity.

Customerretentionhasasignificantimpactonprofitabilityandfinancialperformanceofthe

hotel.The5%increaseincustomerretentioncanproduce25–80%ofriseinprofit(Reichleld,

2005).Thisisbecausefirmswithhighcustomerretentionratestendtohavelowercosts,

maintains more profitable long term relationship and enjoysubstantialword ofmouth

advertising.itleadstomorepurchasemoreoftenandattemptstowinaslightlylargershare

ofcustomersspendinadditionrelationshipleadstoloyaltyandloyalcustomersaresupposed

tobuymoreandpayhigherprices.Additionalproblemsarelackofpoorcustomersatisfaction

relatedwithservicequality.

1.4.Researchquestions
-Doescustomerretentionpracticehasbenefitsinhotelbusiness?

-Dohotelshavestrategiesusedtodevelopcustomersretentionpractice?

-DoesYebsabihotelhasmechanismstohandlecustomerscomplainsrelatedtoservice

failure?

1.5Objectivesofthestudy

1.5.1Generalobjective

Theoverallobjectiveofthisstudywasassessingtheroleofcustomersretentionpracticeof

hotelswhichfoundinWolkiteTown,specificallyinYebsabihotel.

1.5.2Specificobjectives

Thespecificobjectivesofthestudyare:-

 ToassessthemajorproblemsthatYebsabihotelencounterinretainingcustomers.

 TodescribethemajorstrategiesorcourseofactionthatYebsabihoteltakesactionin

ordertomakecustomersloyal.

 Toassesscustomer’scomplainhandlingmethodsrelatedtoservicefailureinYebsabi



-5-

hotel.

 ToassesstheemployeesroleincustomerretentionprocessintheYebsabihotel.

1.6Significanceofthestudy
Fortheresearchers:ithelpstoimproveexistingknowledgeoncustomerretentionandrelated

conceptsandalsohelpstorelatethetheoreticalpartwiththepracticeintherealworld.

Forthehotel:-theresearchpaperprovidesvaluableinformationtothehotel

onhowtoretaincustomers.InadditiontheresearchpaperhelpYebsabihotelemployeesand

managerstounderstandandexplaintheconceptofcustomerretentionpracticeandalsohelp

themanagerandemployeesofthehoteltoseeproblemsontheservicesbeingprovidedand

totakecorrectivemeasuresandaction.

Forthecustomer:customerstotakeawarenessbyreadingtheresearchaboutthecustomer

retentionandwhatkindsofbenefitsthehotelwouldbegainthroughretainingcustomer.

Forotherhotel:tobecomemorecompetitivethroughretainingcustomersandusingmost

strategyofcustomerretentionbetterthanotherhotel.

1.7Scopeofthestudy

Theresearcherwillgivemuchemphasisontheroleofcustomer’sretentionpracticetowards

thesuccessofhotelbusinessincaseofYebsabihotelbecausetheinterestoftheresearch

willfocusesitsareaofinvestigation in Yebsabihoteland customerretention practice..

Therefore,theboundaryofthestudywouldfocusesonlythepracticeofcustomerretentionin

relationtoYebsabihotelanddoesnotincludeotherhotelsfoundinWolkitecityanditonly

includecustomer,employeesaswellasmanagerofYebsabihotel.

1.8.Limitationofthestudy
Whileconductingthestudytheresearcherwasfacedthefollowinglimitations:

 Difficultyindistributingquestionnairetotheselectedemployeesinthecenter

 Someoftherespondentsnotinterestedtofillopen-endedquestionsonthe

questionnaire.

 Thetotalquestionnaireduplicatedanddistributesmaynotcollectedfully.
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 Sincetheresearcherisfaceddifficulties,becauseofcovid-19virus,itencountered

constraintsintimeandbudget.

1.9Organizationofthepaper
Theresearchwouldorganizeinfivechapters.

Chapteronedealstheintroductionpartofthestudy,backgroundofthestudy,statementof

theproblem ,objectiveofthestudy,significanceofthestudy,scopeofthestudyand

organizationofthepaper.Moreoverchaptertwowouldfocuseswithliteraturereview and

chapterthreewoulddealswithresearchmethodologydescription.
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CHAPTERTWO

2.Literaturereview

2.1 customerretention

2.1.1Meaningofcustomerretention

Customerretentionistheabilityofabusinesstoretaincustomers.Itoccurswhencustomer

purchaseaproductorserviceagainandagainforoveranextendedperiodoftime.Building

longterm relationshipwithcustomersisconsideredasanessentialpreconditionforthe

economicsurvivalandsuccessofmostservicefirmstoday.

Customerretention ispartiallyoneofthemostpowerfulweaponsthatcompaniescan

employeeintheirfighttogainastrategicadvantageandserviceintoday’severincreasing

competitiveenvironment.Ithasbeentobeaprimarygoalinfirmsthatpracticerelationship

marketing.Whiletheprecisemeaningandmeasurementofcustomerretentioncanvary

betweenindustriesandfirmsthereappearstobeageneralconsensusthatfocusingon

customerretentioncanyieldseveraleconomicbenefits.Ascustomerretentionlengthens,the

volume purchased grows and customerreferrals increase.Simultaneously relationship

maintenancecostfallsasbothcustomerandsupplierlearnmore abouteachother.Finally

retainedcustomersmaypayhigherpricesthannewlyacquiredcustomersandarelesslikely

toreceivediscountedoffersmadetoacquirenewcustomers.(kotler,(2004)

2.1.2Benefitsofcustomerretention

Althoughgainingnewcustomersisimportant,successfulcustomerretentioncircumventsthe

costofseekingnew andpotentiallyriskycustomersandallowsorganizationtofocusmore

accuratelyontheneedsoftheirexisting customersbybuilding relationships.Customer

retentionhassignificantimpactonprofitabilityandpositivecustomersatisfactionandleads

tosuperiorfinancialperformance.Thisisbecausefirmswithhighcustomerretentionrates

tends to have lowercosts,maintain more profitable long term relationships and enjoy

substantialwordofmouthadvertising.

2.1.3 Rolesofemployeeswithintheretentionprocess

Anotherpointwould be the employee involvementin the customerretention process.

Frontlineemployeeshavethepowerto takeactionswhichprovideimmediatecustomer

satisfactionandtherebyreinforcecustomerretention.Thisnecessitatesactivelymanaging

interactionsbetweencustomerandstaffandinstigatingimprovementstotheexternalquality

ofservicebyincreasingthelevelsof

internalservicewhichstaffsreceivefrom withintheorganizationfrom supportdepartments
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andtechnology.

Themostvitalstatisticforretainingacustomerinanyorganizationisitsemployees.Satisfied

employeecreatesasatisfiedcustomerandhigherfinancialreturnsandthatbythesame

token,disgruntledstaffledcustomerdissatisfaction.

 Ensuringcustomersatisfaction

Whilethosewhodon’tdealdirectlywithcustomersmaybeabletohypothesizewhatwillmake

customershappy,onlythosewhointeractfacetofacecanensurethattheyaretrulysatisfied.

Todothis,howeveremployeesmustfeelasiftheyareabletomakemodificationstothe

generalbusiness practice to trulysatisfytheircustomers.Ifemployees compelled and

empoweredtomeetcustomerneeds,theorganizationcanensurehigherlevelsofcustomer

satisfactionandlikelyimprovedcustomerretention.

 Environmentcreation

Customersimpressionsofabusinessdependinlargepartontheenvironmentpresentinthe

workplace.Whilemanagersmayhaveapreferenceasto how theirworkplacewillfeel.

Employees are the ones who actually setthe scene.Employees impactthe business

environmentthroughthewaysinwhichtheyinteractwitheachotheraswellashow they

respondtocustomers.Ifemployeesbehaveinaprofessionalyetinvitingmanner,theymaybe

betterabletopleasecustomersandmakethebusinessenvironmentaninvitingone.

 Relationshipbuilding

Ideallycustomersandworkerscreaterelationships,keepingcustomerscomeback.To

craft

these relationships workers mustdo more than justthe bare minimum and create

connections

withtheindividualstheyserve.Thismayentailaskingcustomersfordetailsabouttheirlives

or

rememberingcustomer’scommonordersallowingthem toexpeditetheprocessinafashion

quitepleasingtotherepeatcustomers.Whilemanagementcannotenforcethebuildingof

relationships,theycanselectemployeeswhoappearopenandwillingtobuildrelationship.

 Representingtheproduct

Employeesoftenprovidecustomerswiththeirinitialimpressionsoftheproductthecompany

offers.Thoughtheworkerswhodealdirectlywithcustomersmaynotbethepeoplewho

selectordevelopproducts,theyaretheoneswhogivecustomersinformationaboutthem,

sellingtheproductsandprovingtothecustomersthattheproductsinquestionareonesthey
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need.Toensurethatworkerscanrepresenttheproductstheyselleffectively,managersmust

educate theirworkers on these products and ensure thattheypossess the knowledge

necessarytotellworkersaboutthem inaninformedandengagedmanner.

2.1.4 Improvingcustomerretention

Researchersindicatethatreturningcustomerstendtospendmore.Soalongwiththeother

benefitsitiscompany’sinteresttospendtimeandmoneyoncustomerretention.Theseare

manywaysfortheorganizationtoachievethis:-

 Product:-bysellingqualityproductthecustomerwillbehappyandlikelytoreturnfor

more.

 Pricing:-inpricingaproductatareasonableoneforthemarketthecustomerwill

considerreturningtopurchasemoreinthefuture.

 Customerservice:-goodcustomerservicefrom theminutethecliententersthe

serviceproviderswillhelpsalesandthememorywillstaywithcustomer.Goodafter

salecustomerserviceinthecaseofanissue,helpsoffsetfurtherproblemsand

assuresthecustomeroftheorganizationgoodintentions.

 Appealingshoplayout:-makingastoreeasytonavigate,warm inthecoldmonths,

coolinthesummeronesandcustomerfriendlydécorcanhelphugelyinretaining

customers.

Nobodywillwanttoreturntoacoldstorewhereproductisdifficulttofind.

Bykeepingeyeoncustomershabitsandseeinghowmanyarereturning,theorganizationcan

seewhereimprovementsarenecessary.Iftheorganizationhashighcustomerretentionthey

need

seewhyandensurethattheykeepdoingwhattheyaredoingwelltomaintainstandards.The

opposite isalso true.Ifcustomerretention islow,itemssuch asproduct,pricing and

customerserviceneed examining so asto retainthatallimportantreturning customer.

(Http://www.Shopify.Com)

2.2 Relationshipmarketing

Marketing managementistheartand scienceofchoosing targetmarketsand building

profitable relationships with them.Companies are also using customerrelationships

managementtoretaincurrentcustomersandbuildprofitablelongterm relationshipwiththem.

Thenew view isthatmarketingisthescienceandartoffinding,retainingandgrowing

profitablecustomers.Inthepastcompaniescouldpracticea“LEAKYBUCKET”approachto

marketing.Theycouldkeepfillingthemarketbucketwithnew customerswithoutworrying
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aboutlosingoldcustomersthroughholesinthebottom ofthebucket.Companiestodayface

somenew marketingrealitieschangingdemographics,moresophisticatingcompetitorsand

overcapacityinmanyindustriesallofthesefactorsmeanthattherearefewcustomerstogo

around.Manycompaniesarenowfightingforshareofflatorfadingmarkets.Thus,thecost

ofattractingnewcustomersarerising,onaverageitcosts5to10timesasmuchtoattracta

newcustomerasitdoestokeepacurrentcustomersatisfied.

Themanagementofcustomerrelationshipinbusinessisnotanewphenomenonalthoughthe

term relationshipmarketingwasonlyrecentlyintroducedtomarketers.(Gumesson,E(2002)

Inmany

service environmentthere is face to face interaction between service providers and

customersfrom whichsocialbondsmaydevelop.

A relationalperspectivefitwellwithinthesecontexts,wherethereisanopportunityfor

companiestopromotelongercustomertenure,andgaintheassociatedeconomicbenefits.

Thekeytobuildinglastingcustomerrelationshipistocreatesuperiorcustomervalueand

satisfaction.Satisfiedcustomersaremorelikelytobeloyalcustomers,andloyalcustomers

aremorelikelytogivethecompanyalargeshareoftheirbusiness.Acompanycanalways

increasecustomersatisfactionbyloweringitspriceorincreasingitsservicebutthismay

resultinlowprofits.Thus,thepurposeofmarketingistogeneratecustomervalueprofitably.

Themarketermustcontinuetogeneratemorecustomervalueandsatisfactionbutnot“give

awaythehouse”.Asmentionedpreviouslythegoalofmarketingisgeneratingcustomervalue

profitably.somecustomersareprofitableandsomearen’t.Thereforethemarketershould

keepprofitablecustomers,orconvertunprofitableonestoprofitabilityunlessotherwisefire

thosewhoarenotprofitable.

2.3customersatisfaction

Customersatisfactionisameasureofhow productsandservicessuppliedbyacompany

meetorsurpasscustomerexpectation.Companiesgenerallyaskcustomerswhetherthere

productsorserviceshavemetorexceedexpectation.Thus,expectationsareakeyfactor

behindsatisfaction.Customersatisfactionisaterm usedtodescribeascenariowhenan

exchange meets the needs and expectations ofits user.Itfullfills the customers’

expectationsintermsofqualityandserviceinrelationtothepricepaid.Whencustomershave

highexpectationsandtherealityfallsshort,theywillbedisappointedandwilllikelyratethere

experienceaslessthansatisfyingandwhencustomer’sperceivedperformanceexceedstheir
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expectationstheywillbedelighted.Customersatisfactionhasmanybenefitslikeincreasing

loyalcustomersthatresultinrepeatpurchase,positivewordofmouth.

Customervalue:-isthedifferencebetweenthevaluesthecustomergainsfrom owningand

usingaproductandthecostofobtainingtheproduct.

Customerexpectations:-candevelopbasedonpastexperience,theopinionoffriends,and

marketerandcompetitorinformationandpromises.

Customervalue and customersatisfaction are key building blocks fordeveloping and

managingcustomerrelationship.

2.3.1TheImpactofcustomerssatisfactiononcustomerretention

Intheserviceindustry,strongemphasizeisplacedonthesignificantimportanceofservice

qualityperceptionsandassociationbetweenservicequalityandcustomersatisfaction.Itis

thereforepresumedthatservicequalityisimportantindicatorofcustomersatisfaction.In

essence,consumerswillbeloyaltoahoteloftheservicerenderedaresatisfiabletothe

consumers.Satisfactionisacriticalscaleofhowwellcustomersneedanddemandsaremet

whilecustomerloyaltyisameasureofhow likelyacustomeristorepeatthepurchaseand

engage in relationship activities. Customer satisfaction has a positive significance

relationship with customer loyalty.Therefore it’s impossible to have loyalty without

satisfaction.

Customersatisfactionisacriticalfocusforeffectivemarketingprograms.Itremainsaworthy

pursuitamong the consumermarketing community. Customersatisfaction isthe core

philosophyofmarketingstrategyofanyorganizationsandplaysakeyroleinanorganizations

success.Itisvitalforthebrandloyaltyasitisanimportantreasontoattachsomeonewitha

particularbrand.Themoresatisfiedcustomersare,thegreateristheirretention,andthe

positivewordofmouthgeneratedthroughthem andthefinancialbenefitstothefirm who

serveinmarketingsatisfactionhasbeenestablishedasamajorantecedentofcustomer

retentionCustomersatisfactionisthenecessaryfoundationforthecompanytoretainthe

existingcustomers.Customerswhoareunsatisfiedwiththereceivedserviceswouldnotbe

expectedtohavelongrunrelationshipswiththecompany.Poorservicesorunsatisfactory

levelofservices,whichcannotmeetcustomer’sexpectation,maybeoneofthecausesof

dissatisfactionincustomers.Satisfactionisanoverallcustomerattitudeorbehaviortowards
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the difference between whatcustomers expectand whatthey receive,regarding the

fulfillmentofsomedesire,needorgoalWhereas,customerretentionisthecontinuityofthe

businessrelationsbetweenthecustomerandcompany.Customerretentionismorethan

givingthecustomerwhattheyexpect;itisaboutexceedingtheirexpectationsotheybecome

loyaladvocatesforthebrand.(Armstrong,G.Kotlerp(2008)

2.4 Service

2.4.1Meaningofservice

TheAmericanmarketingassociationdefinesserviceasactivities,benefitsorsatisfaction

whichisofferedforsaleisprovidedonconnectionwiththesaleofgoods.Serviceisanyact

orperformanceonepartycanoffertoanotherthatisessentiallyintangibleanddoesnotresult

intheownershipofanything.Itsproductionmayormaynotbetriedtoaphysicalproduct.

Serviceisanact,performanceoraneffortthusitisdifferfrom manufacturingorganization

thatproducessomething

thatcanbeseen,touchedandheld.Sinceserviceissomethingthatisperceived,sensedand

experienced.(MuddyandPirrie,2006,p.6)

2.4.2Characteristicsofservices
Therearefourkeycharacteristicsofservicebusiness.Theseare:-

 Intangibility:-meanthatservicescannotbeseen,tasted,felt,heardorsmelledbeforethey

arebought.Mostservicescannotbeexperiencedorconsumeduntilthepurchaseismade.

Servicessuchaseducation,hospital,transportationarehighlyintangiblebecausethey

cannotbeseen,touched,smell,heardortastedpriortopurchase.(MuddyandPirrie,2006,

p.6)

 Inseparability:-meansservicescannotbeseparatedfrom theirproviders.Whetherthe

providersarepeopleormachines.Amajorcharacteristicofservicetheyareproducedand

consumedatthesametimeandcannotbeseparatedfrom theirprovider.(Muddyand

Pirrie,2006,p.6)

 Variability/heterogeneity:-manufacturedgoodstendtohaveautomatedprocessand

qualityassuranceproceduresthatresultinaconsistentproduct.Thequalityofaservice

canvarybymanyfactorsincludingwho providesit,whereitisprovided,whenitis

providedandhowitisprovided.
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Variabilityisprimarilycaused bythe human element,although machinesmayfunction

causingavariationintheservice.(MuddyandPirrie,2006,p.6)

Perishability:-meanthatservicecannotbestoredforlatersaleuse.Theperishabilityof

serviceisnotaproblem whendemandsteady.However,whendemandfluctuatesservice

firmsoftenhavedifficultproblems.(MuddyandPirrie,2006,p.6

2.4.3Definitionofquality

Qualityisthetotalityoffeaturesandcharacteristicsofaproductorservicethatbearonits

abilitytosatisfyagivenneed.(PhilipKotler,2006,11th)

Qualityisameasureofhow closelyaproductconfirmstocustomer’sneeds,wantsand

expectations.It’sisthedegreetowhichaproductconfirmstocustomerexpectationsand

specifications.Qualityrelativetoitspricecustomersusepriceasanindexofqualityso

productswithhighvalueinrelationtoitscostisconsideredhavinghighquality,whereas

productswithlow valueconsideredtobelow quality.Nextwecanturntoservicequality,a

criticalcomponentofcustomerperceptions.Inthecaseofpureservices,servicequalitywill

be the dominantin customer’sevaluations.In the caseswhere customer’sservicesor

servicesareofferedincombinationwithaphysicalproduct,servicequalitymayalsobevery

criticalindeterminingacustomersatisfaction.(Philipkotler,2006,12th)

2.4.4 Servicequality

Service qualityis an assessmentofhow wella delivered service conforms to client’s

expectations.Itis the delivery ofexcellentorsuperiorservice relative to customer

expectations.(ZeithamalandBunter,2000)

Servicequalityistheonewayofsatisfying and providing qualityserviceto customers

accordingtotheirneedsandwants.Manyorganizationsaimedatprovidinghighsatisfaction

toitscustomers.Thisisbecausecustomerswhoarenothighlysatisfiedwiththequalityof

servicewhichtheorganizationprovidesstillfinditeasytoswitchwhenbetterofferscomes.

Thosewhoarehighlysatisfiedwiththequalityofservicearemuchlessreadytoswitch.

Servicequalityischeckedbythedifferencebetweencustomerperceptionoftheservice

experienceandtheirexpectationsoftheserviceexperience.
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CHAPTERTHREE

3Researchmethodology

3.1Researchdesign

Thisresearchwouldbedescriptiveresearchdesign.Thisresearchmaybeeffectivebecauseit

providesanopportunityofcollectingdatafrom manager,employeesandcustomerofhotel

and also itattemptsto describesystematicallya situation,problem,serviceorprovide

informationtowardanissue.

3.2Targetpopulation

Thetargetpopulationwasmainlythemanagerofthehotelandthecustomersbyinterviewing

ifpossible.

3.3Samplingtechnique

The method ofsampling techniques use in this study would be probability sampling

techniques.Iwouldusesamplingtechniquetocollectanecessaryinformationfrom atarget

populationtogiveachanceofinclusioninsampleandalsotheresultobtainedfrom random

samplingcanbeassuredintermsofprobabilitythatisIcanmeasuretheerrorsofestimation

orthesignificanceofresultsobtainingtoensurethelawofstatisticalregularitywhichstates

thatifanaveragethesamplewouldbechosenisarandom one,thesamplewouldhavethe

samecompositionandcharacteristicsastheuniverse.thisisreasonwhysamplerandom is

consideredasthebesttechniqueofselectingarepresentativesample.

3.4 Samplesize

Theresearcherwouldtake20samplesfrom alltargetpopulation.From thecustomersthe

studywouldtake8samplesandfrom 106employeesofhotelforthestudywouldbetaken12

samplesandthemanager.

3.5Datasource

Fortheachievementoftheobjectiveofthestudy,theresearcherwoulduseprimarydataby

usingquestionnaire,thatareclosed–endedandopen-ended,interview(unstructured)for

managerandsecondarydatafrom boos,internet,magazineandfrom newspaper.

3.6Methodsofdatacollection

Theresearcherwoulduseappropriatedatacollectingmethodssuchasquestionnaireswhich

arebothcloseandopenendedforcustomersaswellasemployeesofthehotelandthe

managerwouldbeinterviewed.

3.7Dataanalysismethod
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Theresearcherwouldbeusedbothqualitativeandquantitativedataanalysismethods.The

quantitativedatawouldbepresentedusingtoolssuchasdatatabulation,percentageandrate.
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CHAPTER FOUR

4.Dataanalysis,interpretationandpresentation

Inthischapterthecollecteddatathroughquestionnairesandinterview havebeenanalyzed,

interpretedandpresentedbyusingtable,frequencyandpercentage.Thedatawerecollected

from customersandemployeesandmanagerofYebsabihotelofWolkite.

Table4.1samplesandresponserate

Descriptio

n

Sam pl

e

Distribute Response rate and

percent

Custom e

r

8 8 7(40%)

Em ployee

s 12

1

2

12(60% )

Total 2

0

2

0

19/95%.

Table4.1showsthatinordertoconductthisstudytotally20questionnairesweredistributed

to customersand employeesofYebsabihotel,8 questionnairesforcustomersand 12

questionnairesforemployees.Howeveroutof20questionnaires19questionnaireswere

properlycompletedandreturnedwhichaccountsabout95%.

4.2 BACKGROUND OFEMPLOYEES

Inthisparticularsectiontheresearchershavebeenanalysistherespondents(employees)

characteristicsintermsofgendermix,educationalstatus,agemix,andreligion.
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Table4.2.1 Gendermix(n=12)

N o Questio

n

Descriptio

n

Frequenc

y

Percent(%)

1 Gender

M a le 8 66.

7

Fem ale 4 33.

3

Total 1

2

10

0

Source:Ownsurveyresult-2020

Table4.2.1portraythatmajorityofrespondentsweremalewithresultingof8(66.7%)andthe

remainingwerefemalewith4(33.3%).Thisimpliesthatmaleemployeedominatedorgreater

innumberrelativetofemaleemployees.

Table4.2.2 Educationalstatus(n=12)

No Q u e s tio

n

Alternative Frequency Percent (%)

2 Educationalstatus

Secondary 6 5

0

Certificate 2 16.7

Diploma 4 33.3

D egre

e

- -

AboveDegree - -
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Total 12 100

Source:Ownsurveyresult-2020

Table4.2.2depictedthatmajorityofrespondentsweresecondaryschoolcompleterwhich

accounts6(50%)followedbydiplomaby4(33.3%),nodegreeandabovedegreeandcertificate

accounts2(16.7%).Thisimpliesthatmajorityofemployeesrecruitedbytheirsecondary

schoolcompletequalificationinadditionitimpliesthereisacommonqualificationtohire

employees

Table4.2.3 religion(n=12)

No Question Alternative Frequency Percentage(%)

3 Religion Orthodox 6 5

0

Protestant 2 16.

7

Islam 4 33.

3

Others - -

Total 1

2

10

0

Source:Ownsurveyresult-2020

Table4.2.3illustratethatthemajorityoftherespondentswereorthodoxresulting6(50%)of

therespondents,followedbyIslam with4(33.3%)andtheremaining2(16.7%)protestants.

ThisimpliesthattheemployeesofYebsabihotelismoreorthodoxratherthanprotestantand

Islam.

4.3 DESCRIPTIVEANALYSISOFDATACOLLECTED FROM EMPLOYEESOFSOUTH STAR

INTERNATIONALHOTEL
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Table4.3.1 Communicationstructure(n=12)

No Question Alternative Frequency Percent

(%)

4 How do you communicate with your

customer?

Excellent

6 50%

Verygood 5 41.7%

Good 1 8.3%

L e s s - -

T o tal 1

2

100%

Source:Ownsurveyresult-2020

Table4.3.1portraythecommunicationprocessbetweenemployeesandcustomers.6(50%)

ofthe respondents said there is an excellentcommunication,followed by very good

communication which accounts5(41.7%)and the remaining 1(8.3%)said there isgood

communicationwiththeircustomers.Thisimpliesthatthereisgoodrelationshipbetween

employeesandcustomers.

Table4.3.2 Training(n=12)

No

Question Alternative Frequency Percent(%)

5 Didyougetanytrainingfrom Yebsabi

hotel?

Yes,

com pletely

1 8.

3

Yes,butnotcompletely

8 66.7
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No 3 25

Total 1

2

10

0

Source:Ownsurveyresult-2020

Table4.3.2illustratesthatmajorityofrespondentsreceivedtrainingbutnotcompletelywith

resultingof8(66.7%),followedbydidn’tgettrainingby3(25%)andtherest1(8.3%)get

completetrainingatall.Thisimpliesthatthereisagapinemployee’sknowledgeonhandling

ofcustomers,howtobuildlongterm relationshipwithcustomers.

Table4.3.3handlingofcustomers(n=12)

No Q uestion Alternative Frequency Percent(%)

6

Doyouhandleyourcustomersinappropriatemanner? Yes,

completely

4 33.

3

Yes, but not

completely
8 66.7

No - -

Total 1

2

10

0

Source:Ownsurveyresult-2020

Table4.3.3showsthatmajorityofrespondentsnotcompletelyhandletheircustomersin

appropriate mannerwhich accounts 8(66.7%)and the remaining 4(33.3%)handle their

customersinappropriate

mannercompletely.Thisimpliesemployeesareconfidentabouthow tohandlecustomers

eveniftheydonotgetsufficienttraining.
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Table4.3.4 promptresponseforcomplain(n=12)

No Q uestion Alternative Frequency Percent(%)

7 Do you give promptresponse foryourcustomers

complain?

Yes,

completely

8 66.7

Yes,but not

completely

4 33.3

No - -

Total 1

2

10

0

Source:Ownsurveyresult-2020

Table 4.3.4 portraythatmajorityofrespondents completelygive promptresponse for

customerscomplainwithresulting of8(66.7%)and theremaining 4(33.3%)giveprompt

response forcustomers complain butnotcompletely.This implies thatemployees are

committedtogivequickresponsetocustomerscomplain

Table4.3.5 satisfactionfrom Yebsabihotel (n=12)

No Q u e s tio n Alternative Frequency Percent(%)

8

AreyousatisfiedwiththecompensationprovidedbyYebsabi

hotel?

Yes,

completely

4 33.3

Yes, but not

completely
2 16.7
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No 6 5

0

Total 1

2

10

0

Source:Ownsurveyresult-2020

Table 4.3.5 depictedthatmajorityofrespondentssatisfiedwiththecompensationgranted

byYebsabi hotelis notsatisfied ordissatisfied which accounts 6(50%),followed by

completelysatisfiedwith4(33.3%)andtheremaining2(16.7%)ofrespondentsarebutnot

completelysatisfiedbythecompensationprovidedbythehotel.Thisimpliesthatemployees

havenocomplainsonYebsabihotelbecausetheyaresatisfiedbythecompensationand

rewards.

AccordingtotherespondentsthemajorityofemployeesofYebsabihotelwereproposedtheir

ideathepricingsystem hasthevaluetoretainthecustomer31(96.9%)andbutnotcompletely

1(3.1%)butoverallhasitsvaluetoretainthecustomeraswellthroughprovidingdiscount

specialdependingonseason.

4.4BACKGROUNDOFCUSTOMERS

Inthisparticularsectiontheresearchershavebeenanalysistherespondents(customers)

characteristicsintermsofgendermix,educationalstatus,agemix,maritalstatusandreligion.

Table 4.4.1 Gendermixoftherespondents (n=8)

Question Alternative Frequency Percent(%)

Gender

M a le 5 62.

5

Female 3 37.

5

Total 8 10

0

Source:Ownsurveyresult-2020
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Table4.4.1portraythatmajorityofrespondentsweremaleswithresultingof62.5%andthe

remainingwerefemaleswith37.5%.ThisimpliesthatmajorityserviceusersinYebsabihotel

aremalesratherthanfemales.

4.4.2Educationalbackgroundofcustomers

Question Alternative Frequency Percent(%)

Educational

status

Primary - -

Secondary - -

Certificate - -

Diploma 2 2

5

Degree 4 5

0

Above

degree

2 2

5

Total 8 10

0

Source:Ownsurveyresult-2020.

Table4.4.2depictedthatmajorityofrespondentsweredegreeholderwhichaccounts50%

followedbydiplomaandabovedegreeeach accounts25%.Thisimpliesthatcustomersare

abovedegree,degreeanddiplomaholdersbutmorearedegrees.

Table 4.4.3 Agemixoftherespondents(n=8)
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Question Alternative Frequency Percent(%)

Age

Under

20

- -

21-

23

- -

24-

27

1 12.

5

28-

30

2 2

5

Above

30

5 62.

5

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.4.3showsthatmajorityoftherespondentswereabove30yearsoldwith62.5%

followed by25% and 12.5% ofrespondentsthatfallundertheageof28-30 and 24-27

respectively.

Table4.4.4 maritalstatusofcustomers(n=8)

Q uestion Alternative Frequency Percent (% )

Maritalstatus

Single 4 50

Married 3 37.5

Divorced 1 12.

5

Total 8

100
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Source:Ownsurveyresult-2020

Table4.4.4portraythatmajorityoftherespondentsweresinglewhichaccounts50%andthe

remaining37.5%and12.5%weremarriedanddivorcedrespectively.ThisimpliesthatYebsabi

hotelserviceuser’sgreatnumberissingleandsameusersaremarriedbutlessinnumber.

Table4.4.5religiousmixofcustomers(n=8)

Question Alternative Frequency Percent(%)

Religin

Orthodox

5 62.5

Protestant

2 25

Islam 1 12.5

Other - -

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.4.5illustratethatthemajorityoftherespondentswereorthodoxresulting62.5%of

therespondent,followedbyprotestantwith25% andtheremaining12.5% wereIslam.This

impliesthatmoreusersareorthodox.

4.5DESCRIPTIVEANALYSISOFDATACOLLECTEDFROM CUSTOMERSOFYEBSABIHOTEL

Table4.5.1 userstatusinYebsabihotel(n=8)

No Question

Alternative

Frequenc

y

percent%

Below1year - -
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1 How manyyearshaveyoubeencustomerofYebsabi

hotel?

1-3year

4 5

0

3-5year

1 12.

5

Above5year 3 37.

5

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.1 surveyresultrevealthatmajorityofrespondentswereuserorcustomerof

Yebsabihotelfrom 1-3yearwhichaccounts4(50%)followedbyabove5yearwith3(37.5%)

andtheremaining1(12,5%)werecustomersofYebsabihotelfor3-5yearrespectively.This

impliesthatthereisagaptoretaincustomersforlongerperiodoftime.

Table4.5.2 Typeofservice(n=8)

No Question Alternative Frequency Percent(%)

2 Whattypesofserviceyoureceivefrom Yebsabi

hotel?

Food and

beverage

5 62.

5

Bed room and free internet

service

2 2

5

Conference hall 1 12.

5

All - -

Total 8 10

0
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Source:Ownsurveyresult-2020

Table4.5.2portraythatmajorityofrespondentsreceivefoodandbeverageservicefrom

Yebsabihotelwiththeresulting5(62.5%)followedbybedroom andfreeinternetserviceusers

with2(25%)andtheremaining1(12.5%)receivetheserviceofconferencehall.Theseshow

thatgreaterpartofrespondentsisuseroffoodandbeverageservice.Therefore,thisimplies

thatthereisagapinthemanagementareatoworkinotherpromotionalactivitiestoattract

useroftheremainingservice.

Table4.5.3 reasonforchoice (n=8)

No Question Alternative Frequenc

y

Percent(%)

3
Why you prefer this

hotel?

Informationobtainedfrom friend 2 2

5

Nearness to

home

5 62.

5

Informationobtainedfrom employees 1 12.

5

Due to

advertise - -

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.3surveyresultshow thatmajorityofrespondentspreferredtheYebsabihotel

because ofnearness which accounts 5(62.5%)followed by2(25%)with the reason of

informationobtainedfrom friendsandtheremaining1(12.5%)customerspreferredYebsabi

hotelbecauseofinformationacquiredfrom employeesofthehotel.Thisimpliesthatthereis

againagapinusingotherpromotionalmixelementstoattractlargenumberofcustomers.

Table4.5.4 Expectationofservice (n=8)
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No Question Alternative Frequency Percent(%)

4

Expectation before using the

service?

Veryhigh 3 37.

5

H igh 2 2

5

M edium 2 2

5

Low 1 12.5

Verylow -

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.4portraythatmajorityofrespondentsexpectationwereveryhighbeforeusingthe

servicewhichaccounts3(37.5%)followedbyhighandmedium expectationswith2(25%)each.

Theremaining1(12.5%) customer’sexpectationwerelow respectively.Thisimpliesthat

Yebsabihotelhasgoodreputationtowardsitspotentialcustomers.

Table4.5.5 Actualperformance(n=8)

No Question Alternative Frequency Percent(%)

5 Actual performance after using the

service?

VeryHigh 1 12.

5

H ig h 2 2

5

M edium 5 62.

5
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Low 3 37.

5

Verylow - -

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.5surveyresultshowthattheactualperformanceafterusingtheserviceofYebsabi

hotelwasmedium accordingto5(62.5%)ofrespondents,2(25%)ofrespondentgottheactual

performanceofthehotelwerehighandtherestof1(12.5%)and3(37.5%)ofrespondents

answeredthattheactualperformanceofthehotelwereveryhighandlowrespectively.This

impliesthatcustomer’sexpectationandtheactualperformanceisdifferentmeanthatthey

arenotsatisfiedcompletely.

Table4.5.6 employeesperformanceonhandlingofcustomerscomplain (n=8)

No Question Alternative Frequency Percent(%)

6 Employeesappropriatelyhandlecustomercomplain?

Stronglyagree 4 5

0

Agree 2 2

5

Neutral - -

Strong

disagree

1 12.

5

Disagree 1 12.

5

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.6 surveyresultrevealthataccordingto4(50%)respondentsreactstronglyagree
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andagreeonemployeesperformanceinhandlingofcustomer’scomplaincorrectlyandno

respondentsreactneutralandtherest1(12.5%)respondentsrevealstronglydisagreeand

disagree.Thisimpliesthatevenifcustomershavecomplainsontheserviceemployeesare

committedtoproperlyhandlethesecomplains.

Table4.5.7 Specialtreatment(n=8)

No Question Alternative Frequency Percent(%)

7

Haveyoueverobtainspecialtreatmentfrom hotel?

Yes

1 12.

5

No 7 87.5

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.7surveyresultportraythatgreaterpartofrespondentshaven’tobtainspecial

treatmentfrom Yebsabihotelwhich accounts 7(87.5%) and the remaining 1(12.5%)

respondentsobtainedspecialtreatmentfrom thehotelwhenthereisnewthingsinthehotel

butitisnotthatmuchvisible.Theimplicationisthatthehotelisnotreadytocontact

personallywitheachcustomertoknowtheirspecialrequirementsandtocreatestrongbond

withthem.

Table4.5.8 perceptionofservice(n=8)

No Question Alternative Frequency Percent(%)

Levelofquality service you getfrom the

hotel?

Veryhigh - -

High 2 2

5
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8 Medium 5 62.

5

Low 1 12.

5

Verylow -

Total 8 10

0

Source:Ownsurveyresult-2020

Table4.5.8surveyresultshow thatmajorityofrespondentswereperceivedmedium quality

servicefrom southstarinternationalhotelresulting39(55.7%)followedbyhighqualityservice

with

5(62.5%)andtheremaining2(25%)and1(12.5%)respondentswereperceived highandlow

qualityservicefrom thehotel.Thereforeitimpliesthemanagerofthehotelandemployees

arenotaddressinghighqualityserviceforcustomerstosatisfyandretainthem forlong

periodoftime.

Table4.5.9 Satisfactionfrom Yebsabihotel(n=8)

N o Question Alternative Frequency Percent(%)

9

AreyousatisfiedwiththeserviceofYebsabi

hotel?

Yes

completely

3 37.

5

Yes, but not

completely
4 50

No 1 12.

5

Total 8 10

0
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Source:Ownsurveyresult-2020

Table4.5.9portraythatmajorityofrespondentsweresatisfiedbutnotcompletelybythe

service ofYebsabihotelresulting 4(50%)followed byrespondents who are completely

satisfiedwiththeserviceofthehotelwhichaccounts3(37.5%)andtherest1(12.5%)not

satisfiedbytheserviceofthehotel.Thisimpliesthattheirexpectationwasexceededthe

actualperformanceofthehotelthatresultsduetotheprovisionofmedium qualityservice.

4.6 QUALITATIVE DATA ANALYSIS COLLECTED FROM INTERVIEW OF MANAGER OF

YEBSABIHOTEL

Regardingwiththetypeofservicesthehotelprovide;themanagerstatedorrespondedthat

theyprovidedifferenttypesoffoodsandbeverages,freeinternetservice,andthereisclean

pensionservicesareavailableinadditiontothisconferencehallisincludedasthemain

servicetheyprovidetothecustomers.

Regardingtotheservicecurrentlyprovidedbythehotelandcustomers’expectations;the

managersaidthattheservicewedelivermostlymeetcustomersexpectationbecausewetry

todeliverqualityserviceaccordingtocustomer’srequestwithoutanydelay.

Regarding with employees competence and abilityto respond customers complain;the

mangerwasconfidentabouttheemployeestosaythattheycanhandlecomplainscomes

from customersalmost

allemployeescanhandlecustomerscomplainbutifitisbeyondtheircapacitytheywould

refertotheirsupervisoralsomajorityofemployeesrespondedthattheyarereadytohandle

complainscomesfrom customers.

Regardingtotheeffortsmadetosatisfycustomers;themanagerstatedthatinorderto

satisfycustomersfirsttheymadeneedassessmentofcustomersbycarefullyidentifyingthe

mostrepeatedrequestsofcustomersandthenprovidetheneededservicesassoonas

possibletomakecustomerssatisfy.OntheotherhandcustomersofYebsabihotelmajorityof

them werenotsatisfiedcompletelybecausetheyexpectedhighqualityservicebutthey

actuallyfoundmedium levelservicequality.

Regardingtohowtheyhandledissatisfiedcustomers;themanagerrespondedthatfirstofall

asamanagerofthishotelIdidn’tgetanyonewhoisdissatisfiedbyourservicebutifthereis

dissatisfiedcustomerfirstweaskhim/herwhatmakeshim/herdisappointedandthenquickly

correcttheproblem andbacktowork.
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CHAPTER FIVE

.Summery,conclusionandrecommendation

5.1 Summery

Thegeneralobjectiveofthestudywastoassesstheroleofcustomer

retentiontowardsthesuccessofhotelbusinessincaseofYebsabihotel

andtheresearcherusedprimarysourceofdatatocollectrelevantand

reliableinformationfrom customersandemployeesofthehotelandthe

researchersuseddescriptiveresearchdesign.

Majorfindingsofthestudy

MostofYebsabihotelemployeeswhichaccount(50%)haveanexcellentcommunicationwith

theircustomers.EmployeesofYebsabihotelare males(66.7%)aswellasmajorityof

employees(66.7%)respondedthattheyhavereceivedtrainingbutnotcompletely,however

theyhandletheircustomersnotcompletely(66.7%)andalsotheyrespondasquicklyas

possibleforcustomerscomplainandmoreofthem arerecruitedbytheirdegree(66.7%)and

alsohascommonqualificationtotheiremployees.Greaternumberofemployees(50%)were

notcompletelysatisfiedbythecompensationandrewardsprovidedbythehotelbutthey

believeonotherhandYebsabihotelisprovidingqualityservice.

Onthecustomer’spartmajorityofrespondents(62.5%)werecustomersofYebsabihotel

wereabove35yearsandmostofthem wereuseroffoodandbeverageservicesfrom the

hotelwhichaccounts(62.5%).Majorityofthem preferredYebsabihotelbecauseofnearness

to theirhome and business center,and they strongly agree with the performance of

employeesinhandlingofcustomerscomplaincorrectlywithresultingof(50%)buttheydidn’t

obtainanyspecialtreatment.Majorityofrespondentsweresatisfiedbytheserviceofthe

hotelbutnotcompletelysincetheyexpectedhighlevelofservicequalitybuttheyhave

receivedmedium qualityservice.
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5.2CONCLISION

Basedonthedataanalyzedanddiscussedinformationcollectedfrom customers,employees

andmanagerofYebsabihotelresponsesareconcludedasfollows:-

 Theresearcherinfersthatthereisbettercommunicationbetweenemployeesand

customersofthehotel.

Employeesofthehotelwerenotfullytrainedregardinghandlingofcustomers,howtohandle

orcompensate customers complain and how to develop long-term relationship with

customers.



Themajoremployeesofthehotelweremaleratherthanfemaleandalsotheyaremore

orthodox.

Theresearcherinfersthatthehotelisnotreadytocontactpersonallywitheachpersonally

toknowtheircustomerspecialrequirements.Thecompensationsandrewardsbeingprovided

bysouthstarinternationalhotelarenotsatisfyingenoughforemployees.

 Nearnesstohomeandbusinesssignificantlyinfluencesthebehaviorofindividualsto

becustomerofsouthstarinternationalhotel.

 Majorityofcustomerswerenotcompletelysatisfiedbecausetheirexpectationwas

veryhighbuttheyreceivedmedium qualityservicefrom Yebsabihotel.

 Even ifemployees were notfullytrained theyperform verywellin handling of

customerscomplainandcustomersalsoverifieditbutiftheproblem isbeyondtheir

capacitytheywouldrefertotheirsupervisor.

 Customersdidn’tobtainorreceivedanyspecialtreatmentfrom thehotel.

 AccordingtherespondenttheCustomerofthehotelwasmaleratherthanfemale.

Generallymostoftherespondentsareinterestedontheoverallserviceofthehotelbutthere

arealsosomeimprovementsneedtobedoneinthehotelsoastosatisfyallcustomersand

retainthem.

5.3RECOMANDATION

Theresearcherhasfoundoutcustomerswerenotcompletelysatisfiedduetotheirhigh

expectationandmedium qualityserviceofthehotelsoimprovingthequalityofserviceand

satisfyingcustomersplaypivotalroleforcustomerretentionandleadtosuccessofthe
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business.

Thehotelisadvisednottoexaggerateitsservicebecauseitledtohigherexpectationwhich

mayresultsincustomer’sdissatisfaction.Thereforeit’sbettertoinform customerswhatit

hasactuallyinthehotelandprovidehigherserviceifpossibleunlesstheinformedservice

qualityshouldbeofferedinordertocreatelong-lastingrelationshipwithcustomers.

Thehoteladvisedtomaximizethenumberoffemaleemployees’relativewithmaleemployees

becausefemalesplaysgreatroletowardattractionofcustomeraswellasretaincustomerof

hotel.

Theadvisedtoworkmoreonpromotionalactivitytoattractnumberoffemalecustomer

becausetherearenosufficientfemaleusersofservice.

Theresearchersrealizedthatprovisionoftrainingforemployeeswerenotcompletetherefore

thehotelisadvisedtogivecontinuestraininginordertocopeupwiththesestrivecompetition

andchangingenvironmentbecauseFrontlineemployeesandcustomerrelationshipaffectthe

successfulnessofthehotel.Trainingcanimproveemployee’sknowledgeonhowtobuildlong

term relationshipwithcustomersthatleadthehotelintotheroadofsuccess.

Compensationsandrewardsbeingprovidedforemployeeswerenotsatisfactory.Sothehotel

isadvisedtosatisfyitsemployeesbecauseemployee’ssatisfactionisthemostvitalstaticfor

retainingacustomerinanyorganizationsincesatisfiedemployeecreatessatisfiedcustomer

inadditionemployeeshavethepowertotakeactionswhichprovideimmediatecustomer

satisfactionandtherebyreinforcecustomerretention.

Theresearcherrealizedthatnearnesshighlyaffectscustomerstoconsumeservices

ofsouthstarinternationalhotelbutcustomerretentionhasasignificantimpacton

positivewordofmouthadvertising.Thereforethehotelisadvisedtobenefitfrom

customerretentioninordertoincreaseitsshareofcustomersandtobesuccessful

serviceproviderinthisindustry.Themoresatisfiedcustomersarethegreateristheir

retentionandretainedcustomerstendtospreadsubstantialpositivewordofmouth

advertising.

 Thehotelisadvisedtomakepersonalcontactwithcustomerstobuildrapportand

trustthentheyaremorelikelytotellwhattheywantandwhatwouldencourage

them toreturnsuchasbyknowingtheirparticularlikesanddislikes,knowingtheir
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favoriteroom andanyotherspecialrequirementsareveryimportanttocreate

strongbondwithcustomerandhotelmusthastoworkmoretoextendtimeofthe

customerretent.

Generallythehotelisrecommendedthatbykeepingeyeoncustomer’shabitsand

seeinghowmanyarereturning,thehotelcanseewhereimprovementsarenecessary,

iftheorganizationhashighcustomerretentiontheyneedtoseewhyandensurethat

theykeepdoingwhattheyaredoing.Ifcustomerretentionislow,itemssuchas

product,pricingandcustomerserviceneedexaminingsoastoretainallcurrent

profitablecustomers.
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APPENDEXIINENGLISHVERSION
WOLKITEUNIVERSITY

SCHOOLOFBUSINESSANDECONOMICS

DEPARTMENTOFMARKETINGMANAGEMENT

First,the researcherwould like to thanks you foryourcooperation to fillthe

questionnaire.Thisquestionnairewasdevelopedforthepurposeofassessingtherole

ofcustomerretentionpracticetowardsthesuccessofhotelbusinessesforthat

matter;youarekindlyrequestedtofillthequestionnaire.Pleasenotethat,youareno

requiredidentifyingyourselfandyourresponsecannotleadtoyouridentification.

Apartfrom takingupsomeofyourtime,answeringthisquestionnairepresentsnorisk

whatsoever.Allresponseswouldbebetreatedinstrictconfidentialityandwouldbe

usedforacademic(senioressay)purposeonly.Soyourfrankresponseisvitalforthe

successofthestudypleaseput“x”markforthosequestionsthatyouthinkright.

Researcher’sthankyouinadvanceforthetimeandenergyyouscarifiedtofillthe

questionnaire.

Questionnairetobefilledbycustomers

Partone:personaldata

1Gender: male female

2 Educationalstatus: primary secondary certificate

diploma

Degree abovedegree

3Age: Under-20 21-23 24-27 28-30 above31

4Maritalstatus:Single married divorced

Religion:Orthodox protestant Islam

Others
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Parttwo:basicresearchquestion

1.HowmanyyearshaveyoubeencustomerofYebsabihotel?

Belowoneyear 1-3years 3-5years

above5year

2.Whichtypeofserviceyoureceivefrom Yebsabihotel?

Foodandbeverage bedroom service conferencehall All

3.Whydoyoupreferthishotel?

Informationobtainedfrom friends Nearnesstohomeororganization

Informationobtainedfrom thehotelemployee Attractedbyits

advertisement

4,whatwasyoursexpectationbeforeusingtheserviceofYebsabihotel?

Veryhigh High Medium low verylow

5,whatisactualperformanceafterusingthehotelservice?

Veryhigh High Medium low

6,ThepracticeofYebsabihotelemployeesoncustomercomplainthandlingis

good?

Stronglyagree Agree stronglydisagree Disagree

7,Haveyoueverobtainspecialtreatmentfrom thehotel?

Yes no

If your answer is yes please state your specialtreatment you have

received_________________________________________________________________________

_____________________________________________________________________8, How

muchqualityservicedoyougetfrom Yebsabihotel?



-41-

Veryhigh High Medium Low verylow

9.AreyousatisfiedbyYebsabihotelservices?Yescompletely

Yesbutnotcompletely No

If your answer is no or not completely specify the

reason______________________________________________________________________________

_______________________________________________________________________
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APPENDEXIIINENGLISHVERSION

WOLKITEUNIVERSITY
SCHOOLOFBUSINESSANDECONOMICS

DEPARTMENTOFMARKETINGMANAGEMENT

First,the researcherwould like to thanks you foryourcooperation to fillthe

questionnaire.Thisquestionnaireisdevelopedforthepurposeofassessingtherole

ofcustomerretentionpracticetowardsthesuccessofhotelbusinessesforthat

matter;youarekindlyrequestedtofillthequestionnaire.Pleasenotethat,youareno

requiredidentifyingyourselfandyourresponsecannotleadtoyouridentification.

Apartfrom takingupsomeofyourtime,answeringthisquestionnairepresentsnorisk

whatsoever.Allresponseswouldbetreatedinstrictconfidentialityandwouldbe

usedforacademic(senioressay)purposeonly.Soyourfrankresponseisvitalforthe

successofthestudypleaseput“x”markforthosequestionsthatyouthinkright.

Researcher’sthankyouinadvanceforthetimeandenergyyouscarifiedtofillthe

questionnaire. Questionnairetobefilledbyemployees

Partone:Personaldata

1Sex Male Female

2Age:21-23 24-27 28-30 above31

3Educationalstatus: secondary S certificate Diploma

degree

Abovedegree

4Religion: Orthodox protestant Islam Others

Parttwo:basicresearchquestion

1.Howdoyoucommunicatewithyourcustomer?

Excellent verygood good lesscommunicate
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2.DidyougetanytrainingfromYebsabihotel?

Yes,completely Yes,butnotcompletely No .

3.Doyouhandleyourcustomersinappropriatemanner?

Yes,completely Yes,butnotabsolutely No

IfyouranswerisNOornotabsolutelyspecifythereason

_______________________________________________________________________

4.Doyougivepromptresponseforyourcustomerscomplain?

Yes,completely Yes,butnotcompletely No

If you answer is NO or not completely specify the reason

___________________________________________________________________________

5.AreyousatisfiedwiththecompensationandbenefitsprovidedbyYebsabihotel?

Yes,completely

Yes,butnotcompletely No

6.Doyoubelievethatthepricingsystem hascontributiontoretaincustomer?--------------

--------------------------------------------------------------------------------------------
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InterviewforthemanagerofYebsabihotel

1.Whattypeofservicesdoyouprovidetothecustomers?

2. Do youthinkthatcurrentservicesprovidedbythehotelmeetcustomers’

expectations?

3.Doyoubelievethatemployeesofthehotelarecompetentandhaveabilityto

respondcustomerscomplain?

4.Asamanagerofthishotelwhateffortsareusedtosatisfiedcustomers?

5.Asamanagerhowdoyouhandledissatisfiedcustomers?
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