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Abstract

The hotel industry is one of the fastest growtramsoof the global economies; its significant cdmition is seen
to be on an upward trend, as evidenced even hekeitya where international hotel chains are opeiting
branches to reap the market rewards from this cttiveeindustry. The purpose of this research pbjeas to
find out the effect of customer satisfaction irstiidustry. The researcher employed descriptiveares design,
simple random sampling was used, questionnairb@sesearch instrument was used for data collectind
descriptive statistics was used in analyzing datasentation of data was done through use of tzgohgr pie
chart and frequency tables. The research finditigsved, hotels strive to meet the expectations efhbtel
customers through provision of excellent servicespursuit of customer satisfaction, and the custeme
appreciate this by becoming not only regular, st doyal clients’, hence good performance of théeh The
hotel industry in western tourism circuit of Kenfias low performance as compared to what other Souri
regions has, yet the tourism circuit has unique gt potential to offer. These research findisgggested
some appropriate hotel strategies that may enhaustemer satisfaction
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1.0 Introduction
The hospitality sector is part of a huge group raiz¢l and tourism industry is one of the fastesiwgng
industries that provide the necessary and desimgbels and services to travellers worldwide. Sriy@@10)
points out that guest satisfaction in the hotelsidy is the highest priority for owners and mamagmmpeting
with hundreds of others, because personal sergieeat the top of the travellers list of the magpdortant things
when considering a hotel to stay in. Tailoring abtomer service has seen more and more customéch sw
from one service provider to another, this is segpecially in the hotel sector where guests prefagh level of
service, and individual requirements are therefoueh differentiated. Little (2011) gave an exampi@anyan
Tree Hotels where customers were offered tailoeskmvation to their taste; such as enjoying dirarethe
ocean sandbank with a poem written in the sandplrgksome music played by the boat crew.
As Kenya focuses to be industrialized by 2030,aedeforesees the hotel industry as one of themsetiiat will
contribute greatly to the industrialization (Schu2912), the hotel industry has seen customerfaatisn as a
key marketing tactic in differentiating itself froits competitors and therefore a heightened unaledstg of a
guest preference and total worth will enhance ageeperience and maximize hotel revenue.
The specific objectives of the study were:
i. To assess the perception of customer satisfactidgheservices of the hotel industry.
ii. To find out the kind of strategies the hotel indyshas put in place to enhance customer
satisfaction.
iii. To establish whether customer satisfaction stragegut in place have improved and sustained
performance in the hotel industry.
iv. To examine the challenges influencing customesfgatiion in the hotel industry and suggest ways
of overcoming the challenges.
2.0 Literature Review
The tourism as an international industry and atfgest provider of jobs on the planet boastsatgr array of
heterogeneous stakeholders than many other indsistfBuhalis, 2008). In the International Labour
Organizations (2010), Tourism industry accountadnfiore than 235 million jobs globally, an equivalém 8%
of the overall number of direct and indirect jobs.
Tourism has also helped in providing employmena targe number of people in Kenya, and accordintpéo
Economic Survey (2012), the tourism earnings inyéerose by 32.8% from 73.7 billion in 2010 to 9BiBion
in 2011. The hotel industry is seen to shift toveanéghly competitive, integrated and customer deémmarket
framework, supported by the progressive career gattent from the fact that more and more universiare
now offering hotel management courses, a phenomerich was rare some ten years ago, even in Kenya.

87



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
VoL, No 14, 2013 ISt

Customer satisfaction, according to World Trade &dization (1985) is a psychological concept thabives
the feelings of well-being and pleasure resultingrf gaining what a person hopes for and expects fao
product and /or service. It is the customer’s fulént response to consumption experience, a higafgonal
assessment that is greatly affected by customezotexiions and experience (The Centre for Study aciab
Policy, 2007), and is linked to both the persomgkriaction with the service provider and the outeom
experienced by the service users, it is a psycltdbgffect on their choice when they choose aipadr hotel
or resort to visit and stay in. Dominici et al (®)Dbbserved that in order to achieve customerfaatien, it is
important to recognize and to anticipate customees’ds and to be able to satisfy them, consequethgy
attractiveness of a touristic destination is infloed by the standards of the services providedhéyacal hotels
in the region.

2.2.2 Conceptual Framework

The study was guided by a conceptual frameworkldeee by the researcher as presented below:

Independent variable Dependable variable
Customer Satisfaction Hotel industry Perfance
e Length of stay Profits
» Customer loyalty Sales turnover
* Repeat Sales Market share
* Referrals > Service quality
¢ Handling of Customer Complaints Company Image
* Guest Retention Tyrnover of customers
Turnover of employees

Moderating Variables

Age of the hotel
Size of the hotel
Number of employees

Figure 1: effects of customer’s satisfaction orfgranance of the hotel industry in western touristuit of
Kenya (Source: Researcher, 2013)

2.1 Customer satisfaction
Customer service has never been as exciting as tbday because customers are more connected and
knowledgeable than ever before, the social medibne customer reviews, messages forums and thempofv
internet search are tipping and shifting the badaotpower in their favour. Kevin et al (2011) obs=sl that
hotel websites provides the type of informationt thastomers would like to have, this has been seéncrease
in use of internet services and that global hagskrvations rising from $ 5 billion in 2001 to $.4illion in
2010. Effective modes of communications halaped the marketplace enabling consumers to rréser
preferences and standards to organizations thatcased to listen and respond (Adele, 2013). Adrdmuted by
Schultz (2012), that as competition in the hotelustry intensifies, hoteliers have learnt to sthiftir strategies
from customer acquisition to customer retention &alty, which is only possible with effective ¢camer
satisfaction.

A research done by Kenexa Institute found out thate was a strong positive relationship betweepleyse
and customer satisfaction (Wiley, 2012), and thibecause employee behaviour is defined as conseegief
their actions in delivering hotel services. Knowindpat the customer expects is the first and pogsibst
critical step in delivering good quality serviceytlbeing wrong about what customers wants can ruesamng a
customer’s business when another company hitsatigettexactly.
2.2 The concept of customer loyalty, length of stagnd retention
Customer loyalty is the degree to which customeqsegence positive feelings for and exhibit postiv
behaviour towards a company or brand. Accordingkatler and Armstrong (2006), loyalty is won through
delivery of consistent superior customer serviteeans providing them with services that are sadgsuch
that there is little chance of not meeting up teirtkexpectations and requirements. Retaining loyatomers
for hoteliers is essential and a core factor inpkag the industry in shape and competitive enowgiméasure
itself up to the changing trends of the industrgh(@z, 2012). Achieving the desired results oftooer
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loyalty is frequently a customer action, and tlgtal customers don’t leave for any attractive offlsewhere,
but rather gives the organization a chance to theadther offer. Kotler and Armstrong (2006) sawality as a
factor of consistent superior customer servicey floeind out that five percent increase in custoneéention
yielded seventy five percent increases in the retgnt value of a firm.

In research contributions, Cvent (2013) found fhatoday’s era of customer-oriented business gyatthe
80/20 rule has proved to be one of the fundameiainess effects; this is where 80 percent of {aiolie
revenues come from just the 20 percent of the drgtons’ clients. Findings from Carson Research
Consulting (2013) indicate that loyal customers these who purchase from an organization repeatedly

do so even in the face of certain challenges, they are twenty six to fifty four percent more likgo
positively refer the organization to others. Rousaal (2010) also found out that loyal custondwr’t get
swayed by price inducement from the competitows,viill continue as loyal customers , a researcBaunith
Africa fast foods industry showed that customertengon tend to focus on evaluation of customers
management relationships as the major strategefaiming customers.

Kohlmayr (2012) concludes that to inspire long téogalty among guests, hoteliers must not only figrvho
their most valuable guest is, but also put strategi place to make them feel welcome and mosedalu

2.3 Repeat Sales and word of mouth
Dominici (2010) pointed out that the search foreavocation is certainly the most important fadimr many
tourists, that the choice of repeat holiday detitnadefends on their loyalty which is guided byside to
reduce risk of making a mistake, chance to meesdimee people again, emotional affection to a sisgulifce
and to explore the place better. Kapiki (2012) obes@ that excellent services quality by hoteligesults in to
better customer satisfaction and loyalty. Word ajuth according to Cvent (2013) is non official wafy
communication between people regarding a produaskeofice, findings by Natuhwera (2011) showed that
satisfied customer is the one whose expectatiomsnatt, and that the benefits from positive woranofuth is
an important factor in the hotel industry becaugé axcellent customer satisfaction, customersaoee likely
to recommend such high services to their friendigtives and colleagues and this will consequemtike the
hotel business thrive on credible and positive imagowever, according to Litrin (2006), negativerdv@f
mouth can have an overwhelming impact upon a hiotage, since dissatisfied visitors spread unflatter
comments related to their experience, hence negatiles and performance of the hotel.
2.4 Word of Mouth (WOM)
Word of mouth according to Cvent (2013) is an ddfiavay of communication between people regarding a
product of service, and it is among the first theeeirces of information through experiences ofnfiie and
relatives. It is a powerful tool that provides iimgun with an indirect experience about the produrctservice
through friends and relatives; it is tailored tmple that have same interests and is not limitechbgey or any
other constraints as social, time, family or phgkieatures. Little (2011) contributed that theiabaetwork
offers an appealing context to study word of mobéitause it provides easy tools for current useigvite
others to join the network and build relationshgudine. In the hotel industry, the best word of itioaomes
from high service quality and good customer expeee this will make the customer talk about theehot
services in a positive way. However, according fitril. (2006), negative word of mouth can have an
overwhelming impact upon a hotel image, becaussatigfied visitors spread unflattering commentatesl to
their experience, but positive recommendation msales and hence good performance for the hotel.

Natuhwera (2011) found out that in a service sgttike the hotel industry, steps must be taken nifgeto
pacify dissatisfied customers, failure to which thestomers will exit or engage in negative wordnajuth
(WOM) to the detriment of the service provider dhd result will not be positive; lost sales andfisoln the
findings of Little (2011), failing to create fabuwi® word of mouth is more expensive, and that custerwho
experience poor services not only cease to use sgnvices, but also deters up to fifty people inryoetwork,
and this can cause real decline in the hotels’operdince and growth. According to Abdullah et al12p0
satisfied customer, either foreign or local maydléa favorable words of mouth which have been pnoag the
best advertisement money can buy.

2.5. Handling of Customer Complaints

According to Nathuwera (2011), customer complaieftect customer dissatisfaction and service deficies
and this require great attention and care. Cargme&ch Consulting (2013) found out that custoraergwice

as likely to speak to others when things go wrdyagl(experience) than when things are right. Thgsire that

the hotel employees attend to problems immediatady,to leave issues and problems unresolved becaus
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solving them at the earliest time creates goquré@ssion to the customer about the type of estahbat they
are in. An unresolved issue encourages negatike &ald a bad impression of management inabilitpanage
the organization. It is not in order to disappangolden customer because it is them that theygbnrmore
customers by their word of mouth, the earlier tlig$ues are solved and satisfied, the more thegrtsl the
organization. Satisfied customers will talk abdw hotel service to others and their word of masth act as
magic to increasing the sales of the organization.

Yeji (2012) posits that service attitude of the dégpe’s plays a critical role in maximising custame
satisfaction; therefore employee’s ability to sojwemblems efficiently and accurately is the mospamant
factor in maintaining customer satisfaction lev@rson Research Consulting (2013) suggested thapamies
including hotel establishments need to provideamsts with the tools to be heard, because theeros will

be used to avoid recurrence of similar experiercartother client. The hotel employees need to accep
apologise to the client then attend to the faultba earliest time possible but not to argue withcustomer, in
doing this; hotels can stimulate word of mouth thyle addressing complaints effectively hence can #ur
client into a supporter who will tell others theogloexperience offered.

2.6 Strategies for enhancing customer satisfactidn the hotel industry

In the world of today and tomorrow in the hotelustty, service will be the difference between baseirviving
and achieving success. Providing high quality sexwiand improving customer satisfaction are widely
recognized as fundamental factors boosting theopmence of companies in the hotel and tourism itmgus
(Dominici, 2010). In their contributions Onyangoat(2012) found out that the hotel industry hapegience
enormous growth in business volume thereby makivegnt larger and more complex to manage and meet
challenges of customer demands. This is furtheraagged by the modern communications technologyailem
telemarketing, television advertising) which ham@y created too much “white noise” in the markgtin
airwaves. With the increased bargaining power comess are obtaining, hotel corporations are reaitivat the
key to their success will be to foster strategiatienship marketing efforts, particularly throutte usage of
loyalty measures (Gordon, 2006).

Research findings by Yun (2000) indicated to sec¢heecontinual growth of the business and markatesh
international hotel companies are increasingly remgeinto strategic alliances and tie-up relatiapstwith other
companies including, but not limited to, airlinengoanies and travel companies in the form of sheyrit
opportunistic relationships, medium-term tacticaelationships, or long-term strategic relationshipsAn
educated, sophisticated customer base is placiangasing emphasis on the value of goods and ssrxéceived

in relation to the price paid in the market pla@éth an intensely competitive industry vying to \&erithem,
customers are in a position to demand good valu¢hfbr money. According to Schultz (2012), for @téd to
lead in customer retention and loyalty, they havefter superior quality service as compared t@aspetitors.
Service quality leaders understand that the littlags matter and that if left unattended will tumo larger
more complex things that will negatively affect\dee quality (Zeithamal, Parasuraman, & Berry, 1990

2.7 Critique of Existing Literature relevant to the study

There is emerging power shift in businesses anbarhotel industry, the customers know they areharge, the
modern customer is very knowledgeable and has ¢eeiphence they demand nothing but the best that ca
satisfy them. To realize effective customer satigfm, the hotel industry must constantly gatherreno
information on how to improve their services byyding communication channels for the customersciavey
their complaints easily. Critics argue that custoraisfaction is not enough anymore, and thatecost loyalty

is the key (Michael, 2013), yet without the rigtititade of service, the customer will not feel wadunor
welcomed. Therefore hotel employees need to keejr thassion for the customer alive. According to
contributions of The Centre for Study on Sociali€®0(2007,) lack of customer oriented culture poges big
challenge to attaining customer satisfaction. Tdead media too has flooded customers with mixddrination

on reviews of the hotel industry, an hotel may ragey high in some services but very poor in sothetefore
timely identification and understanding the magiéwf some of these customer complaints and idse@smes

a challenge to most hotels as they may not havedpacity to analyze critically some of the repodsed
which may be of help in formulating decisions armmpetitive business strategies for effective custom
satisfaction and good performance of the hotelsigu

2.8 Summary

The growth and contributions of the hospitality aodrism industry sector across the globe is seeepend
largely on growth of the hotel industry and thag tonstant demand of touristic services is infleenby the
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standards of the services provided by the locaklhofDominici, 2010). In the hotel industry, custm
satisfaction which is defined as a highly persasaliassessment of a services experience (The GenBtudy
on Social Policy,2007) can impacts a company’sdmetline in myriad ways especially in the hotel istty
which is seen as key in retention of loyal custoaad for continued growth of the organization, @meently,
customer service has become very exciting becalsecurrent customer has become more knowledgaaldle
way ahead in terms of what to expect, this is douated by the sophistication of the social medidciwthas
enabled speedy sharing of customer reviews wittsincat period of time.

Schultz (2012) noted that the competition in théehindustry has caused shifts of strategy fronmtarasr
acquisition to customer loyalty and retention whishpossible only through effective customer satigon.
Customer satisfaction has been seen to have grgmtcts on customer loyalty, future purchase as a=ll
customer retention. Therefore customer satisfaatEm provide major competitive advantage becauseareh
findings point out that with excellent customerisfaction, customers are more likely to recommeunchshigh
services to their friends, relatives and colleagaied this will consequently make the hotel busirtasse on
credible and positive image.

3.0 Methodology
The study adopted a descriptive research desigohwdaicording to Churchill (1991) is appropriate wehthe
study seeks to describe the characteristics o&icegroups in making predictions. This researclsedul 0% of
the sample size to arrive at the number of respusdéherefore 24 respondents in two major hotéls; was
guided by the contributions of Krejcie and Daryl®70) and arrived at the number of respondentfi@srsin
the following table:

Table 1: No of selected sample size

Hotel Customer Sample size 10%
Population
Golf Hotel 250 152 15
Siaya Guest House 100 86 9
Total 350 238 24

Source: Researcher 2013

The researcher used questionnaires that were asteril to the respondents in the hotels by dropardater
method, data was analyzed and presented througtf pse charts, bar charts and graphs.

4.0 Research Findings

4.1 General information

It was found out that majority of the visitors (7P%§ the hotel clients are males as compared to 80% were
females, a strong indications that there is gelyelalv number of female clientele patronizing trerndces of
the hotel industry, this may be attributed to théure of their careers, parental care for the yames, and other
household duties which may be another reason ptiegeother potential female clients from visitirgs hotel
industry. However, 58% of the customers visiting totel industry in this tourism circuit are nosident guests
while only 42 % are on resident terms, in addit@% of the hotels customers were between 20-30y&88¢%,
constitute the ages of 30-40, 25 % were clien®0s50 years of age and a further 4% were thosedet\s0-60
years of age and over 60 years respectively. Therigtive nature of hotel clients is as shown ia fbllowing
pie chart demonstrating that more than half ofibil clients in this tourism circuit are local tists.
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B local tourist
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4.1.2 Education Level

Figure 1: Bar chart showing educational level of the respondents
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From the above data analysis, majority of the hotetomers, 17 or 71% of them have at least a tsitye
degree and above, demonstrating that a good nuofbre hotel customers as career professionalseir t
various respective fields. None of the respondbatsa primary level of education; however some 8¥hair
customers have attained post primary/secondarya¢ionc
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The visiting nature of respondents
Figure 2: Pie chart showing visiting nature of respondents
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The above statistical findings shown in the pierckhows that half of the hotels customers areadlgtiocal
tourists; these are clients residing within thealig /neighbourhood of the hotel location. Thisctfa
demonstrates affordability of the hotel serviceesaby the local customers which is a good indicatié the
business sustainability as they don't rely so manhforeign tourists as is experienced in some otherism
regions like the coastal tourism circuit of the oy,

4.1.6 Days spent in the hotel

Figure 3: Bar graph showing days spent in the hotel
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1-3days 3-5days over 5days always Dalways

The above figures clearly shows that majority @ ltotel clients spend less than 3 days accommaditithese
hotels; this could be supported by the above thet, most of them are actually local residents whty come
for other services but retreat to their residentsames for accommodation services.

93



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
VoL, No 14, 2013 ISt

4.2 SECTION B; responds on satisfaction level by #hhotel customers
Table 2: Respondents satisfaction level

ltem Excellent Good Fair Poor Very poor
1 Reservation 18 4 2
2 Reception 15 6 2 1
3 Food Quality 9 8 5 2
4 Beverage quality 3 14 5 2
5 Guest room quality 5 18 1
6 Costs 7 10 5 2
7 Timeliness in problem solving 2 12 4
8 Friendly and courteous staff 8 11 3 2
9 Security 5 13 6
10 | Hotel Amenities 4 6 10 4
11 | Personalised service 1 3 10 8

From the above table of responses, there is a gleimetication that majority of the customers visgithis
western region are happy from the hotel servicegived, out of the ten satisfaction items, scoresaw
satisfaction to excellent satisfaction are sigaffity higher than those for poor and very poorséattion.
However, there is one satisfaction item which reged dismal satisfaction; that of offering thelients a
personalised service, 75% (18) of the respondeat® lexperienced either poor or very poor persalis
services, and therefore could be one of the grealtedlenges why the industry in this region gelhgnzceive
certain type of clients and not others as evidero®anple by the low level of foreign tourists (0Aly %).

4.3 Responses on effect of customer satisfaction lootel performance
Table 3: Effect of customer satisfaction on hotelgrformance parameters

Hotel Performance parameters Positive response tiMegasponse
Profits 24

Sales turnover 24

Market share 19

Service quality 24

Hotel image 24

Customer turnover 21

Employee turnover 17

From the above scenario, majority of the resporgdagtee that customer satisfaction has a positiget®n the
hotel performance (positive relationship) as dertrated in the hotel performance indicators suchpasfits,
sales turnover, market share, service quality arel image. There is also a general agreementhbagffect of
customer satisfaction on customer turnover and eyegl turnover is negative, these responses clshdws
that good customer satisfaction translates to lostamer and employee turnover but increases prefties
turnover, and service quality.

4.4 Section C: Does the hotel qualifies to be custer’'s 1** choice

The inquiry on whether the respondents could camsidsiting the very hotel as their first choicaciéd
interesting responses as seen below, majorityerhithad positive responses with a few respondingtivedy.
Those who never considered the visited hotel as fiist choice may turn not being loyal customarthe
future, and are likely to switch to the rival hogalsily; dissatisfaction of customers may resutiégative word
of mouth which is not healthy for this industry wliecompetition is very stiff. The responses on Wwhethe
hotel is their first choice is as depicted in thdiwing pie chart.

Question: Would you make this hotel your i choice?

21 (yes) 3 (no)
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Figure 4: Pie chart showing rating of the hotel ad* choice

4.4.1 Responses in making future hotel reservations

22 (yes) 2 (no)

2,8%

Oyes

Eno

Figure 5: Pie chart showing future hotel reservatio

The above inquiry whether respondents could makedihotel reservation showed high positive respsras
compared to those who negatively responded, 92pthas intention of future reservation as compé&vezhly
8% who will not. This analysis showed that the wasttourism circuit hotels have good strategiesnaking
their customers loyal; with loyal customers thexaipossibility of future repurchases. However,8e of the
clients who will not make future reservations isiieely a future loss for the hotel in terms of/emue source as
the same customer will switch to another compe(gpof choice.

4.4.2 Recommending the hotel to friends and relatas
[ 19 (ves) [ 5 (no) |
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Figure 6: Pie chart showing recommendation of the d¢tel to friends and relatives

Hyes

Eno

The above data shows that most of respondentspadlitively recommend their friends and relativestbae
services of the hotel visited as demonstrated byhilgh number of positive affirmation; 79% as conapato
only 21 % for those who will not recommend.

4.5 Suggestions that could make the hotel attain stomer satisfaction

The study revealed several issues that the hotehgeas in this tourism circuit need to work on tionslate
retention through effective customer satisfactibime following were some of the valuable suggestitvas the
respondents presented that if provided in theirises will enhance their customer satisfaction.

First, the hotels need to establish some form sefauer retention strategies, careful consideratiomsade and
uniquely tailored to specific customer, and musthmse things that the customer values most. Suakegic
initiatives could be things such as discounts, domentary, offers and loyalty programme. The hatisb need
to categorize its customer base because not abroess are equal; first time and rare visiting groweeds
should be targeted for special treatment, perhapke form of a particularly high level of servide,addition
regular clients of the hotel must be assured oficoad excellent services such as good rooms iogration of

their loyalty. However, this may becomes a chalkeaggsome point if the hotel is not in a positiorptovide all
the required and expected level of services dutd@cexcessive number of both first time and regali&nts,

such scenario could be seen in case of overboaKimgoms (resulting into complaint) or a case afviding

restaurant services to abnormally big clienteleebgsirprise booking) resulting in to compromisedvise

quality.

Another suggestion forwarded is demonstration aeé&nt service skills and techniques by the hsizff; such
skills include simple courtesy, remembering gueséshes, and their preferences.

5.0 Summary and Conclusions
The research findings from this study, shows thistamer satisfaction have great impacts on a coynpatiom
line in myriad ways. The hotel industry being atooser driven sector must positioned itself at tiearh of
every operation so that their customer needs ajdireaments act as a guide in the hotels decisoigies and
strategies. High customer satisfaction possiblgdcff purchases intentions, customer’s retentiaisrrals and
reception. It is a strong predictor of future besis performance for the global hotel sector thaeén to be on
an upward growth trend though with great challenges

Conclusions

The hotel industry is facing customer service ratioh, and to achieve customer satisfaction, itinexg hotels
to constantly listen, understand and be creatiibecevolving needs and shifting expectations otitstomers.
Customer satisfaction impacts a company’s bottom ilhn many myriad ways, hotel industry inclusiveori the
literature review and study findings, all indicat#o point out that customer satisfaction positivalfects
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purchase intentions, customer retention, referitateguces price sensitivity and customer compdaémd is also
a strong predictor of future business performanetios.

From the above findings, it can be concluded thatdffect of customer satisfaction in the hotelustdy in
Western tourism circuit in Kenya is real as it is the global hotel industry. As Kenya strives to de
industrialized nation by 2030, growth and developtr& the hotel industry cannot be underestimatedt &
seen to contribute to this realization. Customéisfeection in this industry is fueled by the speadl nature in
which customer experience is been transferred) battomers are now more knowledgeable than evierdse
they have more information through sophisticatedrees of information such as social media, onliegaw
and the power of the internet, they use such modescommending experiences of hotel serviceseao fheers,
friends and other prospective hotels clients.

There is good customer satisfaction in the hotdustry in the Western tourism circuit in Kenya, thetel
clients reported that satisfaction on reservatrecgption, food quality and beverage quality wasfetory.
Fair ratings were registered in costs, security laoigl amenities, however, provision of persondlizervices
registered dissatisfaction. But despite this sdendinere was a general believe that customerfaetisn has
positive impacts on market share, service qualiytel image, sales turnover, and that lack of austo
satisfaction results in customer and employee wtendSeveral suggestions were identified that cooddke the
hotels in this tourism circuit attain better custsmatisfaction, this strategies include; tailoriequirements to
meet customer expectations, offering of discoums eomplimentary especially for loyalty customerhis
further demands that the hotel understands clearlyy customer needs and requests in recogniticthedf
diverse needs and requirements. The Hotels alsdhtotgy aim at offering excellent services through
demonstration of current and relevant serviceskillthe industry.

However personalized service came out as a bigaseint to the industry, most customer decry lacthefn
same in this tourism region and this could be aw®of dissatisfaction and source of complaint Whifcnot
handled well may lead to negative word of mouthaose the hotel visitors were unable to experience
personalized satisfactory services contrary ta #wgdectation in regard to hotel industry.

5.1 Recommendations
The hotel industry in the Western tourism circuashall it takes in positioning itself as a trenayeh sector by
visualising what it uniquely offer to its custorsgthe hotel managers can strive to provide unieded!
customer service through focusing on the needs;ezom and experiences of each customer. It wasnalsa
that most hotels in this tourism circuit hardly Bgpersonalized service provisions, the hotel mansaferefore
in this region have an uphill task in ensuring teatployees stand up to the customers’ expectatibatever
provisions are required from the management, shoalthcilitated to them, otherwise provision of radcessary
hotel facilities and customers supplies to non cdttechemployees will not alone lead to the expecigstomer
satisfaction and service excellence.

They observation that employees especially in #nwice area either lack motivation or have a pnobla

attitude towards their work is a concern becauiseisha people industry and serving clients unhgppiagainst
the industry expectation. This therefore demandg thile designing customer care service policlestel

management need to consult especially their loysiammers so that quite a number of customer contplaind
areas of new interests are put in to considerafidns will be possible if the hotels undertake ounstr
satisfaction survey especially from a pool of dgdl regular clients. Making follow ups on thesees offered
will also improve in overcoming some of the negatissues raised and will serve as improvementegfies in
increasing customer satisfaction in the hotel ihgusvianagement should put in place strict guidedino be
followed while dealing with customer complaints & to eliminate negative word of mouth (feedbac&nf
customers. From the above research findings, dbed mdustry should have customer based retesti@mtegies;
many customers declared that they were satisfied sérvices and that they will continue visiting thotel,
although there are some who indicated that areasasihotel amenities were few and also not modaking

follow ups on the services offered will help to ca@me some of the negative issues raised andigilificantly

contribute to improvements in increasing custoraéisiction.

The hotel industry in this region need to also &wen better, the tourism circuit has very rich pt& and
much to offer such as: traditional foods, bull tigly, the only natural rain forest and the richtaré only found
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in this region is in itself a great potential amdque experience that any visitor will get value fimoney spend in
sampling what the region offers.

From the above research findings, the hotel inglusitould have customer based strategies, manymasio
declared that they were satisfied with services thatl they will continue visiting the hotel, althgiuthere are
some who indicated that there is general lack e$qrealized services and lack of choices since ¢geon has
few hotels and most of them not rated at all.
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