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ABSTRACT

The hotel industry cannot be successful withouirgaloyal customers. Thus business image is améaséctor to
help in retaining customer. The purpose of the ystwas: to find out roles played by employees irairéhg
customers, to explore the technology utilizatiorecugo retaining customer in hotels, to find out homage
management enhances customer retention and tdigistaballenges faced by hoteliers in customernteda in
hotels. The study was conducted using explanatesigd. Simple random sampling and stratified randampling
were conducted. Questionnaires and interview sdbsduere used for data collection. Data was andlymeng
descriptive statistics and SPSS software. Datapresented by using bar graphs, pie charts anctquéncy tables.
The findings showed that top management and stefirevolved in creating a positive image, use a@htelogy
provided quality services and quality servicesh®y/personnel improved the image of the establishmen
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1.0 Introduction

As Kenya intends to be industrialized by the ye@8®the research foresees a case where hotel indsisv be one
of the sectors that will contribute much to theusttialization. In most hotels business image isaomsidered as
key factor to help retain customers, thus this leasl to many hotels starting —up and closing up ldick of
customers. Many customers leave the hotel unsadisfue to lack of customer recognition and lackrahd image
and unpleasant experience. According to Zeithatrd) e (2006), confirms that the customers appra¥ahe firms
quality of service can outcome into better businessge of the hotel industries, thus leading toaghoin its sales
and profits. This research sought to provide messia be put in hotels in order to shift their tgtgy from customer
acquisition to customer retention.

Stauss et al, (2001), quotes that amicably retgitdyal customers for hoteliers is essential antbie factor in
keeping the industry in shape and competitive ehaiaglevel up the changing trends of globalizattbat has
impacted such business and economic activitieh@fbtel markets. Kotler & Keller (2006) says thaspitality
organizations are becoming more aware of the hsnefi the technological applications; customersehalso
become increasingly driven by technological andthezefore demanding higher level of services aatedt with
technology. It is therefore imperative that hofdntify ways in which they can utilize new teclogies to create
services that contribute to increased value far thestomers.

In recent research by Sharma & Patterson (1999)xliggested that the face recognition and nanadl treglps create
a sense of belonging to the organization. Theeseh®elonging in turn fosters closer customer-hkationship
and leads to improved quality. Simple customesnifdiy facilities such as non-smoking rooms uporuest and
flexible check-in and check-out times further cdmite to customer loyalty. Reichheld (1996), quotiest “for

hoteliers to be in control of business image andlile to manage it properly. It implies that theéghiers require and
must keep atop propriety in order for them to retayal customers and increase the size of custineiThe hotel
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business must have to secure and update its basmage to loyal customers and to the potentiaiocners in the
future.

Zeithaml & Bitner (1996) states that, in the pastables the hospitality industry has witnessed expttad growth
resulting in increased competition on the globalesc Thus loyal customers critically assess tlanddrd of
services provided by other hotels and customersoapp of firms quality of services can outcome irietter
business image of the hotel industries thus, lgatbngrowth in its sales and profits. AccordingRatterson et al
(1997), he state that in determining customer lyy#he management is required to develop a framlevadr
assessing the value of customer satisfaction. ffémmework enables managers to find out which custom
variables have the greatest impact and how muchldhme spent to improve satisfaction variables. cakding to
Richards (1996), hotels are shifting their marlgtitrategy away from customer acquisition and td&/austomer
retention and loyalty. In addition he says thaictbrs that make a customer become loyal and kagpnizing the
same hotel are: quality service, brand image, serypierformance, customer recognition, pleasant rexpees,
flexibility and technology advancement”.

According to Armstrong & Kotler (2008), they belex/that as specific and important relation betwamporate and
managing performance would influence the orgarmatirofit. That customers are assets to hotelsrataining
customers in the hotels and retaining custometidrhotel will boost high profits in return. These$ he continues
that good business image in hotels will lead tdaugr retention and in turn will yield high profifhis is because a
hotel having more loyal customers will definitelgde many customers and thus increase the hotelaueyv

1.1 Objectives of the study

1. To find out how image enhances customer retemtidotels in Eldoret, Kenya.

2. To explore how technology utilization ensurgsméon of customers in hotels in Eldoret, Kenya.
3. To establish challenges faced by hoteliers stamer retention in hotels in Eldoret, Kenya.

4. To find out roles of employees in ensuring comoretention in hotels in Eldoret, Kenya.

20LITERATURE REVIEW
2.1 The concept of customer retention

Jobber (2001) states that for many years marketatiyities in hospitality organization aimed to agg as many
new customers as possible. As the hotel industtyiras and competitions intensify, this conquestketamg fails to

suffice. Thus hotels shift their marketing strategyay from customer acquisition and towards customntion

and loyalty. According to Richards (1996), competitintensifies in the hotel industry; hoteliersfstheir strategy

from customer acquisition to customer retention ahthe same time, information technology continteesnake

inroads into increasing customer retention andltgyhoyalty programmes common to the industry, emportant

tools for hotels to win and retain customer’s loyal According to Kotler & Armstrong (2006), hosglity industry

recognizes that superior quality of service is oh¢he crucial factors within its control that cadd value to its
image and amicably will lead into customer retemtamd loyalty, then good image as well as the guafi service

have become the key to hoteliers ability to diffei@e itself from its competitors and retain itydl customers and
gain their loyalty.

1)
2) 2.1.1 Factors influencing customer retention

According to Bolton et al (2000), getting customé&smportant, but keeping and satisfying custonisreore
important. What is changing is the pace at whiamganies must improve their products or servicékdf hope to
maintain or retain customers. Loyalty is won thrhouge delivery of a consistently superior custorservices.
Reichheld (1996) suggested that a 5 percent inereasustomer loyalty could produce a profit inceaf 25-80
percent. They further argued that the profitabilitgrived from an individual customer grows duringsiness
relationship. They found that up to 60 percentraféased sales to new customers could be attriltatedstomer
recommendations, in form of customer loyalty. Rbeld (1996) argues that five percent increase istotner
retention yields seventy five percent increaseeihpmesent value. He states that in most busitesd,customer are
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willing to pay premium price. It is therefore ewvidethat the long-term benefits of loyal customeupgier
relationship can be significant to any hospitdiitsn.

Kotler & Keller (2006), says that technological &pation have increasingly lead to customer retemtisince
customers have become increasingly driven by tdoggoand are therefore demanding higher levelseofises

associated with technology. It is therefore impeeathat hotels identify ways in which they canlisé new

technologies to create services that contributmd¢ceased value for their customers. Ranaweeraabtrr (2003)
states that customer satisfaction and quality sesvare pre-requisites of customer retention awe Bagnificant

effects on purchase intentions. Factors that malestomer to be retained or become loyal and kaépmzing the
hotel include: satisfaction, quality services, loramage, service performance, customer recogniteasant
experiences, flexibility and technology. Gronrod894), states that paying attention to complairenis of the good
tips to retaining customers. One should keep irdrttie concept that-the customer is always right-that customer
complaints and compliments helps to discover mbauathe product. Gronroos (1990), states that tewemketing

is an expensive option to retain customers bubitke/ a lot. The event can be through seminarsus#son groups
and conference. Customers can be invited to takgeapart on those events too. The activities makgood

reputation of the business and people like to treystited organization. Service with a smile makescustomer feel
respectable and calm and helps to control any aspl@ situation that may happen.

According to Bolton et al (2000), loyalty programmsip the organization to retain the customers asctistomer is
going to be loyal to them. The common loyalty pesgmes include points, discount and customer methipers
which reward customers for reaching certain paimtspending certain amounts at participating hotdtgeliers use

technology related loyalty programmes. To helpdp#byalty, the hotel provides regular guest wittWAP enabled

device to access reservations and other informafitve use of internet allows hoteliers to createsqmalized

website, email coupons and email marketing to dgvehline loyalty.

2.2 The concept of business image

Loyal customers critically assess the standardseofice provided by competing hotel and this comdirthat the
customers approval of the firm quality of serviesm @utcome into better business image of the lmdeistries thus
leading to growth in its profits. Richards (1996tes that hospitality industry recognizes thatesigp quality of

service is one of the crucial factors within itsntol that can add value and amicably will leadbimustomer
retention and loyalty then, good image as wellresduality of service have become the key to hatelability to

differentiate itself from its competitors and retéis loyal customers and gain their loyalty. Gawos (1994), states
that loyalty of firm’s customer has been recogniasdthe dominant factor in a business organizatoicsess. He
also indicate that hotel image and customer satisfa with the performance of housekeeping, receptfood and

beverage and price are positively correlated tdocoer loyalty. Corporate image is influenced bothdervice

quality and customer satisfaction which in turduefces customer loyalty.

3)
4) 2.2.1 Implication of business image

Winer, (2001) highlights that the implication ofibg customer oriented is the most important compbeéimage
management. Customer focus not only compels maregetm realize the firms’ primary responsibility $erve the
customer, but also to recognize that customer kedgé is paramount to achieving market orientattaeording to
Richards (1996)improving business image and retaining customedoise through developing customer loyalty
and also depends on food and beverage quality acel. Customers tend to repurchase and recomméndiness
with a favorable brand image in the belief thatssures high quality goods and services, suchadlent employee
attitude and facilities.

Gronroos, (1994), quotes that “hoteliers havedistrol business image and be able to manage itepsom order
for them to retain loyal customer and increasesthe of customer. The hotel business images td tmstomers and
to the people who can be away become potentiabewess in the future”. Kotler & Keller (2006), statéhat as
hospitality transforms from a traditional and lodabustry into a global industry, technology becsnmaore
important to customers and improves the businesyémThe hotels leverage the internet to give custe
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multi-lingual websites, online queries and onliesarvation and thus customers can have round dlc& bbokings
from the convenience of their home.

Sharma & Patterson (1999)ggests that face recognition and name recall ¢relate a sense of belonging to the
organization. The sense of belonging in turn fasteloser customer hotel relationship and leadsnipraved
business image and improved loyalty. The provisdbrsimple customer friendly facilities such as remeking
rooms upon request and flexibility check-in andakeut times, further contribute much to custonwglty. Thus
through delivery of superior or quality service laagreat impact on the business image.

2.3 The relationship between business image andmes retention

The control of business image and to be able toageit properly implies strong assumption that lerte require

and must keep a top propriety in order for themetain loyal customers. The possibly increase efdize of the

customers gives the fact that the business must ttasecure and update its business image to éaygabmers and
to people who can be in a way become potentiabousts in the hotels. Customer retention is theeefmstaining

the customers in an organization and through thistomer loyalty is experienced. Customer reterisquaramount
for the success of the hospitality industry on éased profitability. The retention of customers atefs on the
business image of the hotel or organization. Thellaeed to portray a positive business imagerdierato retain

customers or to have loyal customers. This enpadsision of quality services, recognition of ausier needs, and
utilization of technology in providing the produesd services to the customers.

In addition to that business image is also coneginfy on being pleasant, attractive and knowledgearhis will
help to create and maintain the kind of businessgerthat creates first impression, gets good wérdrouth and
builds credibility. This thus has a great impact arstomer satisfaction and thus influences customntion.
Customer retention in hotels is a major factor éocbnsidered because lack of customers in theshaiélllead to
lower sales thus closing up of the establishmeataiRing loyal customers for hoteliers is esseratral a core factor
in keeping the hospitality (hotels) in shape anchgetitive enough to level up the changing trenads bias impacted
such business and economic activities of the hotekets. Therefore to retain customers in the hdtedre should
be customer recognition for example recalling theesy name; this makes the customers feel recogrined
respected; flexibility of the products provided asetvices; trained personnel who will offer stawileed services
and by using loyalty programmes like: points, dists and customer membership cards. All this apeds of a
business image that enhances customer retentibe imotels.

3.0 Methodology

The study was carried out in Eldoret town; KenyaisTstudy employed an explanatory design. The targeulation

comprised of: the top management (assistant mamates supervisors,) and the service personnel. tafget

population was 240 staff in the three hotels asdraple of 182 respondents was used. Purposive isgntgthnique
was used to select the hotels while stratified oamdampling technique was used to select the regpts.  Data
was collected using questionnaires and intervieledales then analyzed using a statistical packagesdcial

scientist software. The results were presentedyuainles, bar graphs and pie charts.

4.0 Results
4.1 General information

From the findings, 46.5% of the employees were matde 53.3% were female. 46.5% of the employeesdag
betweenl18-25, 40.8% aged between 26-35 years, %6fé between 36-45 years and 2.8% were 46-55. Most
establishments employed individuals aged 18-25yeasically due to their performance in the seryitesy tend to
offer services faster as compared to individualdagé-55 years. 38% of the employees had workedhén t
organization for less than 2 years, 38% said 2&sjeand 21.1% had worked for 3-5 years, 2.8% ey had
worked for 5-10 years. This indicates that threartprs of the employees in the establishment hadtegicofor less
than 3 years. This was because of high employeever experienced in the establishments.
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4.2 How Image Enhances Customer Retention

Majority (66%) of the employees strongly agreed tihaining of the employees enhances customer tieter24%
agreed to this question, 8% were neutral and oftydisagreed. This indicates that majority of thepmndents
strongly agreed that most of the service persoareltrained and it was a major aspect that inflagrec positive
business image of the establishment. This cledubyvs that most of the service personnel are traihed offering
quality and standardized service which promotesoadgimage. 37% respondents strongly agreed that top
management roles were required in building busiimage. 27% agreed, 17% were neural, 14% disagrbéd 6%
strongly disagreed on the same. 15% strongly agieegdif image is maintained to all customers, titeenhances
customer retention, 21% agreed, 44% were neutralew20% disagreed on the same. This can be done by
advertising, offering quality services and havingalified and competent staff. 46% of the responslesttongly
agreed that equipment offer quality services tmlsacing retention of customers, 14% agreed, aft diBagreed
while 6% strongly disagreed. Most of the respondegteed that equipment influenced quality servitbis is
because tasks could be done accurately and fastentinimized complaints from customers thus enguciistomer
retention. The equipment also offered efficient afféctive in the work processes being carriedinuhe hotels.
Summary is as shown in figure 1.
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Figure 1: How Image Enhances Customer Retention

4.3 How Technology Utilization Ensures Retentio@o$tomers
73% of the respondents strongly agreed that usecbhology utilization of technology enhanced costoretention,
24% agreed and 3% were neutral. The respondents eveagreement that use of technology really hadeat
influence in improving the image of the hotel theading to customer retention. It was realized ttmatespondents
disagreed with the aspect.
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Figure 2: Use of Technology

4.4 The challenges faced by hoteliers in customigntion

56.3% of the respondents strongly agreed that dnéadlities maintained high customer retention the facilities

were lacking in the establishments, 42.3% agreeilewh4% were neutral. This indicates that lackeobugh

facilities can contribute a lot in tarnishing timeaige of the establishment which in turn affectsciiritomer retention
in hospitality establishments. 54.9% agreed thek t& skilled personnel was a challenge faced kgliers, 29.6%
agree, 14.1% were neutral and 1.4% disagreed. /b respondents pointed out that some staff weiaed

on-job and paid less as compared to skilled peedowho needed a much more pay. A part from thelehges

outlined the respondents stated that competitiom fother organization also posed a challenge irestelishment.

54.9
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m Agree

MNeutral

M Disagree
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1.1 0

Analysis ol Fadililies Lack ol skilled Personnel

Figure 3: Challenges Faced by Hoteliers in Customer Retention

4.5 Roles of employees in ensuring customer reteii hotels

59% of the respondents strongly agreed that offesfrperfect services ensured retention of custeniet% agreed,
18% were neutral while 4%disagreed and 1% of tepardents strongly disagreed. A high number ofaedents
accepted that they had a responsibility of offefegfect services to the clients as this enhanastbmer retention
and boosted the establishments’ image. 45% of éspondents agreed that customer recognition by wrees
ensured customer retention. This shows that custorezded to be recognized because this made #edipdrt and
parcel of the organization and secured. Reportimgptaints was strongly agreed by 33% that once taimtp were
reported and acted on, it helped in retaining custs in the establishment thus creating a good émad1%
disagreed on the same while 21% were neutral.
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Figure 4: Roles of employees in ensuring customer retentidiotels

5.0 Discussion of findings

From the findings it was evident that business ienlags got a great impact on customer retentionamdty. It was
clear that all the personnel working in hotels haveole to play in improving the business. In aspex image
management, trained personnel were essential Agsvpkrsonnel training which could contribute murckreating
a positive image of the establishment. Most esthbients accepted that top management played a nodgoin
maintaining the image of the establishment, andtrobthe respondents also strongly agreed withaigect. Other
aspects mentioned included facilities used in tlgamization, good services, staff motivation angroved service
which also contributed to image management thusnieg customers. On the other hand the top manageatso
discovered that service staff had a great impadhenmage management sine they always meet diredth the
customers during service delivery. This contachwlite customers will therefore retain them or mileen leave the
establishments for good. The hospitality induségognizes that superior quality service is onéhefdrucial factors
within its control that can add value and amicabily lead in customer retention and loyalty theroddmage. This
helps the establishment to differentiate itselfifrids competitors and retain its loyal customers.

It was also evident that the aspect of technologg wery crucial when it comes to improving at te@aklishment’s
image. In the aspect of providing quality servibe establishment, most of the respondents stroagjiged that
technology improved the quality of service in thiae services were efficiently and effectively dorewas

discovered that customers became loyal to the $idiels encouraging repeat business. On the otmef tha top
management agreed that use of technology and aelyaguipment contributed in retaining customers aiggeat
percentage of the respondents strongly agreedyetause customers can be served very fast. Thenm@snts also
suggested that the advanced equipment did thewiolgp performed tasks accurately , the serviceewmompt
with less errors, increased productivity in fornmtleé output and they also ensured security for @@@CTV'S that
reveals all the actions/ activities carried in trsablishment. Technological application have iasirgly lead to
customer retention, since customers have becomeaisiagly driven by technology and therefore dermantigher

levels of services associated with technology. Thesirly depicts that it is imperative that hotielentify ways in

which they can utilize new technologies to creat®ises that contribute to increased value forrtbestomers

It was also realised that lack of facilities wagraat challenge that most establishments experdewbéch in turn
jeopardized retaining customers as well as the alivénage of the hospitality establishments. Thenerg of
hospitality establishments are thus required taenthat the right facilities are put in place $taff to carry out their
duties effectively and efficiently. Employees shibblke provided with conducive working conditionsveall as the
right uniforms and protective clothing during workThis ensures that employees deliver serviceseasined to
customers hence ensuring customer satisfactiomnattie long run retaining customers. All facilitiesquired by the
customers to ensure their stay in hotels should bbs ensured that they are up to the required atdadand
functioning at all times. The respondents alsoesitahat lack of skilled personnel was a big chaiéethey went
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through and a large percentage of the respondémisgly agreed that most of the personnel did retehthe
knowledge on operating machines and other equipnitenas realized that most establishment prefeeragloying
unskilled staff and training them on job so as @y ghem less money. This shows that most hospitalit
establishments rarely train their employees onuge of machines. This should always be done prgmyith the
changing technology to ensure that image of thabéishments is maintained which in turn ensures ¢hatomers
are retained.

The study also determined that employees had miedtributes that were required of them to ensbat a good
business image is portrayed in the establishm&ht&s.main reason is to retain customer or have Ildjahts in their

hotels. It was realised that employees were redueoffer perfect services and most of the respatsistrongly
agreed that as their major role in the hotel. Ista@mer recognition equally majority of the respamdeagreed that
they needed to recognize the customers especiattgling them by their names and remembering wkoclls they

like (in case of in house customers) as this cailég a positive image of the establishment thusimatg the

customers. Customer-staff relationship was an agpat also promoted a good relationship betweensthff and

the staff. Employees should offer services pelfettt portray a good business image and in retetaim the

customers. On the hand, customer complaints sHmuttealt with instantly and the same should alvileysoted not
to occur again. Other attributes suggested byelpandents were: honesty, provision of securitthéocustomers,
good communication, supporting management in datisiaking and employees also needed to have kngelefl
the product. Service with a smile makes the custdeel appreciated, respected and calm and helpantrol any

unpleasant situation that may happen. Serving mest® with a smile seeks the attention of the custemrhis

depicts clearly that employees have a responsilgfiensuring that customers feel at ease allithe &ind that they
enjoy the services offered.

6.0 CONCLUSION

Image management is an important factor in retgicinstomers. The top management and staff musiviodved in
building up this positive image. Incorporating adeed technology provides quality services andiin increased
productivity. This improves the business image ifidences retention of customers thus leadingefeat business
and increased sales. As hotels try to maintainsétipe image in their establishment they also elguee some draw
backs that pose a challenge. Lack of facilities wae of the great challenges, unskilled persoandl among
others were competition, employee turnover, teabmyladvancement, change in customers’ preferennds a
modernization. Employees have roles that they @aqgetform to ensure that a positive image is maieth It was
discovered that employees play a major role in enguhat customer’s needs are satisfied. The roleduties
include offering quality/perfect services, maintanstomer-staff relationship and recognizing oftocosers. Other
attributes that the respondents outlined were: $tgnknowledge of the product, good communicatind assisting
management in decision making.

Image management calls for the intervention of the directors, mamagaet, staff, and customers to come up with
strategies that will develop and improve the imafjethe establishment. These strategies shouldtesacorporate
when developing the policies that govern the eistlatlent. Top management should provide a pracijgpioach
to enhance customer loyalty. Hotels should be reéadydjust totechnological advancements be able to gain a
competitive advantage against other establishmesmisto ensure that they offer standardized servithe staff
should also accept to the changes and adjust tealvesystems being introduced to the establishfioerthem to be
efficient and effective in their work. Establishnershould set aside a percentage of the incomguorhasing
facilities at least twice a year in order to oveneothechallengeof lack of facilities. Every department should bav
roles, attributes and responsibilities of employeeafiined. The employees should have a copy sottiet are
conversant with their job description. The managarshould make a follow-up to ensure that the tasksexecuted
in the proper way. Training of staff should be doegularly as well to overcome these challenges.
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