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ABSTRACT 
The influence of Service Quality on Customer Satisfaction and Customer Loyalty in 4-star hotels in Nairobi County, Kenya has been a major importance in the hospitality industry. Service quality as seen is a major factor that contributes to customer satisfaction in the hotel industry since excellent service quality will bring about the satisfaction of their guests thus the brand of the hotel will be improved by the satisfaction of their guests. Service quality is also a major factor to which contributes to the loyalty of a guest since the customer will be satisfied and will definitely visit the hotel occasionally since the service quality of the hotel is good and professional thus the customers will talk to other to other potential customers about the quality of service of the hotel and they were treated as well as how they enjoyed their experience in the hotel. This then will improve the appearance of the hotel and increase the brand status of the hotel. We see the relationship of service quality on customer satisfaction and customer loyalty and the various theories as well as the different models that display the relationship between service quality, customer satisfaction and customer loyalty
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1.0 CHAPTER ONE: INTRODUCTION 
[bookmark: _Toc56290216][bookmark: _Toc56343720][bookmark: _Toc67750156]1.1 Background Information
High level of competition and competitiveness in the hospitality industry like hotels, we see that hotels function has been one of the main reasons as to why service quality and customer satisfaction have become very important. In the hotel industry, customers who are satisfied tend to be loyal by returning and visiting the same hotel again and again thus making a profit to the hotel. The top management of the hotel focuses more on how to maximize guest satisfaction. This project has two objectives. One objective is to determine the factors influencing guest satisfaction and the other objective is to examine the relationship between service quality and guest satisfactions among hotels located in Nairobi. Performance Only Mode was used to develop a questionnaire which was later distributed across hotels in Nairobi. Descriptive statistics and Regression analysis will be used to establish the influencing factors of guest satisfaction as well as bring out the relationship between service quality and guest satisfaction.
Three-factor theory build up in this study, targets on unravelling how the role of hotel attributes like basic, excitement and performance factors differs according to different 4 star hotels and their distinct customer segments. It is natural for hotel operators to invest on massive amounts of resources in satisfying their customers since customer satisfaction constitutes assessing hotel performance, appreciation of the factors contributing to both satisfied and dissatisfied customers which is very important to hotel management. We see that, satisfied and delighted customers have a more likely chance to return and recommend a hotel since they display distinct behavioural patterns of satisfaction thus leading to guests who are satisfied but dissatisfied and frustrated guests are more likely to spread negative words which destroys the image and reputation of a hotel which leads to the hotel revenue decreasing by discouraging potential customers from visiting the hotel. (Li, 2020)
In concern to customers in the service market, not only are they cautious with the quality of products and consumption of services, but they are also cautious with how the products are being delivered as well as they know they are major participants on the delivery process of the service. Therefore, hotels have to implement on the quality control techniques on their operations so as to help out and ensure that employees’ performance are able to meet and exceed customer expectations of their service by ensuring that the delivery has been done effectively and efficiently. (Ainsworth, 2008)
When customers are satisfied with the service, they are most likely to be loyal customers and return occasionally as well as spreading good word and talk good about the hotel but when they are disappointed and dissatisfied, customers tend to get frustrated and switch off, thus will talk ill about the service of the hotel to different potential customers.. We see that the image of the hotel  is a major and important factor that influences to advertising of the hotel. So the image of the hotel is a main thing that creates a good first impression of the hotel. (Pearce J. A., 2011)
Most hotels aim at establishing and maintaining a firm relationship with its customers. We see that many hotels will invest more in the application of new marketing strategies which its main function is to create and maintain a firm communication network with their customers by using new technology to facilitate the process. We see that the ultimate aim is to update and advance customer satisfaction, loyalty and retention in the hotel. However, customer and loyalty have been an issue for numerous hotels in the hospitality industry. The main aim of this study is to examine the direct effects of selected aspects of trust, convenience and security of online transactions (CRM), on customer satisfaction among classified hotels in Nairobi County. (Cherapanukron, 2017)
Five star hotels are focusing on brand positioning strategy where it is necessary for hotels to find a way strategically on how to get a competitive advantage over other hotels as a market strategy since there is existence of several competitors. This study is focused on how brand positioning is adopted on five star hotels located in Nairobi and their relationship with competitive advantage which are achieved by five star hotels in Nairobi. It is observed that the application of various brand positioning strategies is above average with quality positioning and solution positioning which is mostly being applied on the strategies. We see that the hotel industry is viewed as not prioritizing rivalry-based positioning and benefit-driven positioning types of brand positioning. Competitive advantage of various brand positioning strategies is above average, where the respondents agree with the fact that increased clientele loyalty is the greatest competitive advantage from brand positioning strategies. On the other hand, we see that the hotel industry is not gaining a big competitive advantage of more customer response to price increase. (Kilonzo, 2012).
Cultural differences and cultural diversity, in today’s globalized world, is a challenge that is faced by hotels. The shrinkage of cultural boundaries across the world, as an impact of globalization, we see that it has made it important for global managers to possess appropriate various skills that enable functionality to be effective in diverse cross cultural settings. It is important for hotels to realize that customer orientation is not identical all around the world, thus understanding customer cultural orientation is important in enhancing service quality. The study evaluates how customers’ cultural orientation affects service quality expectations among 4 star hotels in Nairobi City County. (Aldehayyat, 2011)
Services offered in the hospitality industry are necessities due to change in lifestyle, where customers need service as a result of their cost in order to get services according to their expectations. Therefore, the hotel industry will give different services that are the best, to customers with expectations that the customer will come back to use the same services in future. We see that it is not easy to meet all customers’ needs with different backgrounds but good customer service is major in the hotel industry, despite new customers are important, good customer service will enable customer loyalty and repeat clients visiting the hotel occasionally. (Abukhalifeh, 2012)
1.1.1 [bookmark: _Toc56290217][bookmark: _Toc56343721][bookmark: _Toc67750157]Service Quality
Service quality is characterized as a customer’s view of how well the quality of a service meets or surpasses their desires. We see that a service is characterized by various attributes that make the evaluation of the performance. Services are intangible in nature; this means it is hard to quantify what a hotel is offering to their clients. For a first time client, we see that they may not see the value of the service being offered. Service delivery is also complicated in nature as each employee delivers service in a unique way. Even for the same employee, the service experience may vary during different times of the day depending on other external factors.
1.1.2 [bookmark: _Toc56290218][bookmark: _Toc56343722][bookmark: _Toc67750158]Customer Satisfaction 
Customer in any institution no matter the nature of the business is very important. This is because it helps the organization retain more customers and improve on their service provision gradually. Customer satisfaction is a judgment that a product or service feature, meets the clients desires. We see that, customers are content and happy, when they get that which is promised. That is when the offer is equal the expectations, they are satisfied and if they get more that was promised, they are delighted. If the performance is lower of what the client expected, then the customer is disappointed. When the customer is disappointed, it means that they are not satisfied. This also means that they likely to tell other customers about their dissatisfaction.
Understanding the factors that influence customer satisfaction will assist the decision maker, in designing the right products for their customers. We see that, hotels pay a lot of attention to customer preference, feedback from their clients and criticism which guides them in development and improvement of their products and services.
Customer satisfaction is a gateway to earning brand loyalty. Therefore, hotels focus on ensuring that they meet and exceed the customers’ expectation. This does not necessarily result to loyalty it increases the chance on getting loyal customers.
1.1.3 [bookmark: _Toc56290219][bookmark: _Toc56343723][bookmark: _Toc67750159]Customer Loyalty
Customer loyalty is usually achieved when a customer continues to believe that you’re product or service is the best that meets their needs or wants. It can be characterized in two particular ways. To start with, it is an attitude, which is a combination of feelings that creates the overall commitment to product or brand. When these feelings are measured, we see that an individual’s loyalty is determined. Loyalty can be defined in a behavioural way, for example; continuous purchasing, increase in the amount of purchases. We see that loyalty improves the relationship between the customer and the service provider.

[bookmark: _Toc56290220][bookmark: _Toc56343724][bookmark: _Toc67750160]1.2 Statement of the Problem
Quality control is costly for the service industries as well as the government. The challenges associated with implementation of quality control are important since they are important to service quality which is to meet or exceed the expectations of customers. Though one problem with measuring customers’ satisfaction is there might often be discrepancies between the customers’ point of view and the understanding of the provider, which constitutes quality service. Any differences between consumer point of view and the hotel’s perception of the customer point of view on quality are very important on identifying ad determining the level and quality of the service provided. (Connar, 2011)
Customer satisfaction is a major aspect of every successful business which includes the hotel industry. In regard to that, we see that every hotel should strive to have a good relationship with their customers to ensure loyalty and be able to increase its profitability. However, many hotel managers face problems on trying to satisfy their customers thus ending up experiencing high levels of customer dissatisfaction. We see that the problem can be solved by learning customer requirements and using that knowledge to increase satisfaction of their clients. (Pearce J. A., 2011)
Customer satisfaction is the determinant and inevitable secret of success; therefore, hotels are unable to compete with other competitors without fulfilling the satisfaction of their guests. It is in the rapid growth of new hotels both local brand and international brands on the creation of a big gap in the hospitality industry in an emergence of great competition within the market. The emergence of competition has created a zest in creating sustainable loyal clientele which relies highly on the fact of customer satisfaction element to be addressed in the hotels. Customer satisfaction and service quality are key elements of attaining competitive advantage in the hospitality industry which will attract customers and maintain the customers as a result of that. There is great demand for customer satisfaction so as to achieve constant purchase and attract new customers.  
The increasing competition in hospitality industry has called hotels to embark on strategic management practices in order to remain relevant in the market. We see that managers in the service delivery in hotels should embark on service delivery strategies to improve customer services. The hospitality industry in Kenya has experienced a rapid growth globally providing a new perspective with increased number of classified hotels. (PWC, 2012)

[bookmark: _Toc56290221][bookmark: _Toc56343725][bookmark: _Toc67750161]1.3 Objectives of the Study
This section will have two objectives; a general objective and a specific objective.
The objectives are highlighted below.
[bookmark: _Toc56290222][bookmark: _Toc56343726][bookmark: _Toc67750162]1.3.1 General Objective
This is to determine the relationship between service quality, customer satisfaction and customer loyalty in the hospitality industry within 4 star hotels in Nairobi County, Kenya. To achieve this, the specific objectives are outlined in section 1.3.2
[bookmark: _Toc56290223][bookmark: _Toc56343727][bookmark: _Toc67750163]1.3.2 Specific Objective
i. To determine the relationship between service quality and customer satisfaction in 4 star hotels in Nairobi.
ii. To determine the relationship between customer satisfaction and customer loyalty in 4 star hotels in Nairobi.
iii. To determine the relationship between service quality and customer loyalty in 4 star hotels in Nairobi.
iv. To determine the relationship of service quality, customer satisfaction and customer loyalty together in 4 star hotels in Nairobi.

1.4 [bookmark: _Toc56290224][bookmark: _Toc56343728][bookmark: _Toc67750164]Research Questions

i. Is there a relationship between service quality and customer satisfaction in 4 star hotels in Nairobi?
ii. Is there a relationship between customer satisfaction and customer loyalty in 4 star hotels in Nairobi?
iii. Is there a relationship between service quality and customer loyalty in 4 star hotels in Nairobi?
iv. Is there a relationship of service quality, customer satisfaction and customer loyalty together in 4 star hotels in Nairobi?


[bookmark: _Toc56290225][bookmark: _Toc56343729][bookmark: _Toc67750165]1.5 Importance of the Study
The study will help in building up the part that service quality plays in ensuring the enhancement of customer loyalty and customer fulfilment. The study will be a great benefit in the academic sector, the entrepreneurs, as well as the operations managers in the hospitality industry.
The information gotten from study will ensure better understanding of customer perception of service quality. The study will form a basis for research on other sub-sectors of the services in Kenya which can be replicated in other geographical regions. The study will also contribute on refreshing insights which will be useful for relationship marketing.
This study will provide very important insights to managers regarding the customer service skills to equip their staff within their on-going effort to improve customer communication, customer satisfaction and customer loyalty. Therefore, the result of this research can be used as a foundation to build service strategy.


[bookmark: _Toc56290226][bookmark: _Toc56343730][bookmark: _Toc67750166]2.0 CHAPTER TWO: LITERATURE REVIEW
[bookmark: _Toc56343731][bookmark: _Toc67750167]2.1 Introduction
This is a review of studies researched and written by other authors. It first covers employee related factors in service quality, then reviews the effect of service quality on customer loyalty, service quality on customer satisfaction, as well as customer loyalty on customer satisfaction. It then gives a review summary and conceptual framework for the study.
[bookmark: _Toc56290227][bookmark: _Toc56343732][bookmark: _Toc67750168]2.2 Service Quality and Customer Loyalty
Unique studies have investigated the relationship between service quality and customer loyalty. We see that satisfaction is understood to be predicted by service quality. The hotel sector, should focus on providing quality service, in respect to the factors of perceived quality that are most important to customers. Sudin (2011), said that when it comes to luxury, service quality and satisfaction as well as positive customer positive experiences are very important since a positive experience will enable the customer to wish to visit and stay longer as well as recommend the hotel to other potential clients. Ekiz, Khoo-Lattimore and Memarzadeh (2012) said that social media and generally the internet have made it easier for customers to describe and share their satisfaction as well as dissatisfaction of the hotel, thus influencing others. Therefore, Chang and Hong (2010) said this has resulted to hotel operators to concentrate on the quality of each details of service that will be encountered by customers, and the customers’ emotional judgments about their hotel stays, which then becomes the basis for the companies’ efforts to distinguish themselves from other competitors and achieve their competitive advantages.
According to Guzzo (2010) customer satisfaction is the starting point on building customer loyalty, therefore long-term relationship is key. She adds that customer satisfaction creates loyalty’s stock in the hospitality industry improves on the image of the hotel. The processes of relations with guests lead to repeated visits. On the other hand, an unsatisfied client may present danger on the hotel since customer is defined as the consumer’s fulfilment response.
The concept of customer satisfaction is a popular concept in the hospitality industry where it has a major importance on the competitive of the hotel. The increasing competition in the industry has led to many hotels considering quality as a strategic tool. Service quality has been more important and service providers have been working to improve their service quality to gain sustainable and customer loyalty. (Al-Ababneh, 2016)
Watiki (2014) says customers are satisfied when their judgments of the service have exceeded what they expected. Once performance matches customers’ expectations, then they are satisfied. Better understanding of the factors that influence customer satisfaction, makes it easier for service providers to design and deliver service offers that correspond to customer demands. He states that service quality and customer satisfaction have formed an idea, therefore might considered as an evaluative construct.
[bookmark: _Toc56290228][bookmark: _Toc56343733][bookmark: _Toc67750169]2.3 Service Quality and Customer Satisfaction   
      According to research, diverse perspectives on the meaning of service quality are characterized similarly with the capacity between shopper desires and genuine service execution. This is implies that customers will judge quality in view of the relationship of the real service and their desires. A hotel that meets and surpasses a customer’s desires is seen to offer quality service. Service quality is a mentality that deals with long run evaluation of service in an overall basis The hotel industry has faced an increase in demand for service, with customers in need of services being offered. Unfortunately, this has contributed to rivalry among industry players. The level of service delivery has improved, since the hotels are trying to make their hotels to be the most appealing to customers. (Guzzo, 2010) 
 In highly competitive industry like hotels, we see that hotels are forced to take   a loser interest in understanding customer needs. This has been done through the understanding of the relationship between service quality and customer satisfaction. Provision of high service standards and improvement of customer satisfaction, are the two factors that have been responsible for the improvement in the industry. They have been also assumed to be capable of improving profitability. (Guzzo, 2010)
Service quality and customer satisfaction are two very important concepts. We see that these two concepts have been studied by many scholars for better understanding of them. They have received significant attention from the marketing fraternity; we see that the two, service quality and customer satisfaction appears in literature as separate concepts. Service quality and customer satisfaction have exhibited relationship in various and numerous studies and their 	studies and their developments, are fairly associated when it comes to circumstances and end results. (Guzzo, 2010)															
[bookmark: _Toc56290229][bookmark: _Toc56343734][bookmark: _Toc67750170]   2.4 Customer Satisfaction and Customer Loyalty
Customers are satisfied when the needs are met. We see that, this develops positive emotions, and these emotions are influenced by the buying experience. We see that customer satisfaction has turned out to be a qualification to building customer loyalty. Customer satisfaction in itself does not ensure loyalty, in light of the fact that now and again, 65% to 85% of customers will switch to competitors, yet they say they are either satisfied or exceptionally happy with the product or service. Therefore, in order to retain customers in the long-run, customers must be extremely satisfied. Nevertheless, customers may change hotels in light of cost, sampling a new product or seeking an alternative in the case of unavailability of their preferred hotel. Satisfaction is of no consequence if it does not result in loyalty. Hotels should strive to build customer loyalty in order to have a competitive advantage. Not all loyal customers are necessarily satisfied customers; we see the level of service quality plays a role as well. (Geronikolas, 2012)   
Customer loyalty can be accomplished at times by offering a quality item with a firm certification or using alternative incentive for the customer. The long term goal is to get loyal clients. Geronikolas (2012) states that some considerations in the hotel industry that are destined to chase customers away include, incompetence, unfriendly staff,   dirty premises. Overall, hotel food and beverage standards are the most important in hotel tangibles. 
[bookmark: _Toc56290230][bookmark: _Toc56343735][bookmark: _Toc67750171]2.5 Theories of Service Quality, Customer Satisfaction and Customer Loyalty
   Various researchers have developed alternative of service quality for specific service settings. SERVPERF model was developed by two researchers by the name Cronin and Taylor, which is used to measure service quality in the hotel industry. The model is based on the five original SERQUAL dimensions and contains 22 items.
[bookmark: _Toc56290231][bookmark: _Toc56343736][bookmark: _Toc67750172]2.5.1   The SERQUAL Model
            Service Quality measurements have benefited extraordinarily from these studies by Parasuraman, who built up the model and the estimation approach which they named SERVQUAL, which consists of 22 items. SERVQUAL was developed on a basis   of service levels of a group of service providers, who are classified in one category, and the customers’ assessment of the actual performance of a selected firm in this category. The SERVQUAL model will be the hypothetical premise where the context analysis will be created.
[bookmark: _Toc56290232][bookmark: _Toc56343737][bookmark: _Toc67750173]2.5.2 Performance Only Model (SERVPERF)
              SERVPERF which was created by Cronin and Taylor, in their trial work which incorporated the adjustment of SERQUAL concerning conceptualization and estimation of service quality. They developed an execution based measure of service quality by the name SEVPERF which is demonstrating that service quality is a sort of customer outward behaviour. It measures service quality on the basis of execution. Execution is the measure the best clarifies customer’s view of service quality, so perception should not be included into the service quality estimation instrument. SERVPERF looks at the attributes of the 5 dimensions which include dependability, responsiveness, affirmation, sympathy and physical assets.
[bookmark: _Toc56290233][bookmark: _Toc56343738][bookmark: _Toc67750174]2.5.3 The Disconfirmation Model
         The Disconfirmation Model depends on the examination of customers and their perceived performance ratings. Individuals’ expectations are met when a product or service performs according to the individuals’ desires. The disconfirmation is certain when a product performs superior to what is expected. The four constructs that represent the customary disconfirmation worldview are; desires execution, disconfirmation and satisfaction. Satisfaction is considered as a result of the experience that may be, buy and use, in connection to the purchasers’ correlation of expected rewards and aggregate expenses of the buy in connection to the foreseen outcomes.
[bookmark: _Toc56290234][bookmark: _Toc56343739][bookmark: _Toc67750175]2.6   	Summary and Research Gap
Service quality is staff driven yet criticism on experience and effectiveness originates from the customer’s experience, in a study that gets the customers’ perception of services that they get as well as the managements’ perspectives on customer feedback. Orientation, training, motivation, behaviour and attitude were also added as the main factors. It is considered that clarity at work is the part of the element that influences the service quality. According to Wanjau (2012), their study demonstrates how staff empowerment helps in enhancing the service quality. This study has investigated the variables and demonstrates how these elements influence service delivery and service quality recognition and their association with the customer satisfaction and customer loyalty.
This can be presented in the conceptual framework.
[bookmark: _Toc56290235]
[bookmark: _Toc56343740][bookmark: _Toc67750176]2.7 Conceptual Framework

Independent Variable                       Intervening Variable                              Dependent VariableCustomer Loyalty
· Competitive brand preference
· Price insensitivity
· Problem tolerance
· Resistance to competitive offers
· Overall brand preference
Customer Satisfaction
· Friendliness
· Appearance of physical facilities
· Approachability of the service provider
· Willingness to listen to customer
· Honesty and ability to communicate in clear language
Service Quality
· Tangibility

· Responsiveness

· Assurance

· Reliability

· Empathy


                                                                                                                                                                                                                                                                                                                                                                                    










The applied structure is expected to create mindfulness and comprehension of the circumstance under investigation and impact this viably.


[bookmark: _Toc56290236][bookmark: _Toc56343741][bookmark: _Toc67750177]3.0 CHAPTER THREE: RESEARCH METHODOLOGY
[bookmark: _Toc56290237][bookmark: _Toc56343742][bookmark: _Toc67750178]3.1 Introduction
The methodology displays how the study was drawn nearer. It displays the arrangement of the exploration, that is, the examination plan, how information was gathered and from whom, and the information investigation system that were embraced to break down the information keeping in mind the end result to produce the discoveries of the study. Therefore, it comprises of sub-sections namely; research design and methodology, target population, sample design, data collection methods, pilot study and procedures as well as data analysis techniques and reporting.
[bookmark: _Toc56290238][bookmark: _Toc56343743][bookmark: _Toc67750179]3.2 Research Design
Cooper and Schindler (2010) portrayed the exploration outline as a game plan and structure of examination which is confined to offer responses to research questions. In this study, distinct research outline was utilized. The outline achieved to characterize a subject, regularly by making a profile of gathering issues, individuals and occasions through accumulation of information and organization of the frequencies on research factors of their association.
It is a statistical, cross-sectional study in the sector to allow for generalization of the findings across sectors. The strategy was appropriate for the study since it helped to create factual data on the impact of service quality on customer reliability and customer satisfaction in hotels. It appeared as a connection study to demonstrate the degree of the relationship between service quality and customer satisfaction in hotels and took into consideration reasonable judgmental correlation of the factors included. The study expected controlled impact of different factors that influence service quality including data innovation.
[bookmark: _Toc56290239][bookmark: _Toc56343744][bookmark: _Toc67750180]3.3 Study Population
In this study, we see that the population that will be targeted comprised of the guests in four star rated hotels in Nairobi County, Kenya. According to the Kenya gazette, 20th November, 2015, Nairobi has thirty seven 5-star hotels, seventy eight 4-star hotels and one hundred and forty three 3-star hotels. Out of the list, seven 4-star hotels were randomly selected for the study.
[bookmark: _Toc56290240][bookmark: _Toc56343745][bookmark: _Toc67750181]3.4 Sampling
The study will use sampling method, where the hotels will be chosen randomly. This will be done because the numbers of hotels are very high and the time available for the study is limited. Based on the time constraint and resources available for this research, it will be be hard to interview more than 100 respondents drawn from the hotels in Nairobi County. As such, to obtain a representative sample for the study, the researcher will use tabling method for finite population to compute the sample size. 
[bookmark: _Toc56290241][bookmark: _Toc56343746][bookmark: _Toc67750182]3.5 Data Collection
The study will utilize both primary and secondary information which is quantitative and descriptive by nature. Primary data was collected through use of questionnaires which were administered to customers in the selected hotels. Kothari (2011) states that a survey comprises of various inquiries printed and written in a definite order. There were four different sections including; general information, service quality, customer satisfaction and customer loyalty. The questionnaire included open-ended and close-ended questions. The close-ended questions were used to test the rating of various dimensions. Secondary data on the other hand, was used to get insights on customer satisfaction.
The researcher personally administered the questionnaires and collected the questionnaire. The questionnaire was pretested using some population elements to ensure that it was easily understood to check if there were any obvious problems with the length, sequencing of questions or any sensitive items that should be corrected.
[bookmark: _Toc56290242][bookmark: _Toc56343747]
[bookmark: _Toc67750183]3.6 Data Analysis
The data that will be collected during the study will be edited, coded then entered into a computer for processing. Cohen and Manion (2010) states that altering of responses will be proposed clean and take mistakes that will be made by the respondents. Information therefore will be altered for fulfilment and consistency before examination.
Pearson correlation will be used to test if a relationship that exists the nature of that relationship in terms of direction as well as strength of the relationship between the concepts.
Y = β0 + β1X1 + β2X2 + έ
Whereby: Y = Customer Loyalty (CL);
X1 = Customer Satisfaction (CS);
X2 = Service Quality (SQ);
β0, β1, β2 = Regression model coefficients.
Έ= Error Term.
.
The data will be represented in form of tables, graphs and charts after analysis.



[bookmark: _Toc67750184]4.0 CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION
[bookmark: _Toc67750185]4.1 Introduction
This area is a presentation of results that has been obtained from field responses and data divided into two sections. One section is concerned with the establishment of information , while the other section presents revelations of examination. We see that the objectives of the study as researched by the surveys, drawing and inferential have been used.
[bookmark: _Toc67750186]4.2 Response Rate
From the data gathered, out of 70 questionnaires distributed, 62 copies were completed and returned making a response percentage of 88.57%. This rate concurs with Mugenda and Mugenda (2003) who explains that for hypothesis, a response rate of half is palatable for examination and reporting, 60% is extraordinary and a response rate of above 70% is excellent, thus 88.57% was excellent for an examination. This response rate can be credited to the data gathering systems, where the researcher pre-told the potential individuals as well as incorporating the drop and pick technique where the surveys were picked at a later date to allow the respondents ample time to fill the reviews.

[bookmark: _Toc67750187]4.2.1 Response Rate 
The table below will illustrate a breakdown of the questionnaires sent out. It indicates both returned and unreturned questionnaires.
	Response 
	Frequency 
	Percentage

	Filled-in Questionnaires
	60
	88.57

	Unreturned Questionnaires
	10
	11.43



Source: Research Data


[bookmark: _Toc67750188]4.3 Reliability Analysis
Reliability Analysis was assessed through Cronbach’s Alpha which is used to measure the inside consistency. Cronbach’s alpha was registered for unwavering quality investigation. The estimation of the alpha coefficient ranges from 0-1 and may be used to portray the devotion of parts removed at 0.5 importance level from dichotomous, as well as multi-point organized scales.
With a larger value of the result, the more the coefficient is dependable. (Schindler, 2008) have demonstrated 0.7 to be a satisfactory unwavering quality coefficient.
Table 4.3 will demonstrate that administration quality has the most outstanding service quality (α= 0.853) and customer satisfaction (α= 0. 770). Through this, it outlines all the three scales were dependable as the qualities on unwavering surpassed the recommended limit of 0.7 (Mugenda, 2018)
Table 4.3 Reliability Coefficients 
	SCALE 
	CRONBACH’S ALPHA

	Service Quality
	0.853

	Customer Satisfaction 
	0.770



Source: Research Data

[bookmark: _Toc67750189]4.4 Demographics
The study discovered the demographic data of the respondents which included sexual orientation, age and level of education. This was important since it enables the establishment under which the study can be reasonably embraced in making conclusions. The examination depended on this data of the respondents to sort the distinctive results as per reactions.

[bookmark: _Toc67750190]4.4.1 Gender of the Respondents
A study was done to confirm the ender distribution of the respondents was done. The discoveries were as shown in the table below.
Table 4.4: Gender of the Respondents
	GENDER
	PERCENTAGE

	Male 
	55%

	Female
	45%

	TOTAL
	100%


Source: Research Data 
We see that 55% of the respondents were male while the rest 45% were female. This then confirms that the gender distribution was fair.
[bookmark: _Toc67750191]4.4.2 Age Bracket
The study established respondent’s age distribution which was categorized in a certain range. This was to determine how age relates to customer satisfaction based on experience. The findings were shown in the table below.
Table 4.5: Age Bracket of the Respondents
	AGE BRACKET
	PERCENTAGE

	21- 30 years
	23.3%

	31- 40 years 
	27.1%

	41- 50 years
	37.3%

	51- 60 years
	8.6%

	60 years and above 
	3.7%

	TOTAL
	100.00%


Source: Research Data
The respondents were required to indicate their age where the study showed that a large proportion showed that the age section was somewhere around 41-50 years. Further, 64.4% of the respondents were between the ages of 31-50 years. This shows that the greater parts of the clients were sufficiently experienced to give answers concerning the study.
[bookmark: _Toc67750192]4.4.3 Level of Education
This section determines the respondent’s educational level. They were supposed to indicate the highest level based on four options provided. The table below illustrates the outcome.
Table 4.6 Level of Education
	LEVEL OF EDUCATION
	PERCENTAGE

	Master’s Degree
	35.95%

	Bachelor’s Degree
	54.45%

	Diploma
	7.20%

	Secondary Education
	2.40%

	TOTAL
	100%



Source: Research Data
From the table above, majority, of a percentage of 54.45%, of the respondents had bachelor’s degree, with 90.4% of the respondents having a bachelor’s degree and above. The findings show that the respondents have the ability to answer the questions effectively.
[bookmark: _Toc67750193]4.5 Profile of Study Concepts
The questionnaire was concerned on bringing out the relationship of service quality, customer satisfaction and customer loyalty.
[bookmark: _Toc67750194]4.5.1 Service Quality
The researcher was able to investigate the influence of service quality on customer loyalty. This was achieved through the respondents being required to indicate to what extent service quality affected customer loyalty in the table below.
Table 4.7: Extent to which Service Quality affects Customer Loyalty

	SERVICE QUALITY 	
	Mean
	SD

	3. The hotel’s employees are neat appearing
	3.65
	0.630

	4. When the hotel promises to do something by a certain time it does so.
	4.17
	1.043

	5. When you have a problem the hotel shows a sincere interest in solving it.
	4.38
	0.801

	6. The hotel employees are always willing to help you.
	4.18
	0.601

	7. The employees are never too busy to respond to your requests.
	3.92
	0.771

	8. The hotel employees are consistently courteous with you.
	4.32
	0.879

	9. The hotel’s operating hours are convenient to its customers.
	4.52
	0.956

	10. The hotel employees have the empathy to answer your questions.
	4.03
	1.003

	11. You feel safe in your transactions with the hotel.
	4.39
	0.997

	12. The hotel has your best interest at heart.
	4.03
	0.731

	Total Mean 
	4.17
	



The researcher was aiming in determining the extent to which service quality affects customers. The respondents were needed to fill their own reactions in a five point scale where 5 was the most elevated score and 1 being the minimum. From the results, we see that the average mean was 4.17. In table 4.7, the respondents agreed the hotel had error free records, the employees informed the guests of the services that would be performed as well as their behaviour instilled confidence in the customers. The customers also indicated that hotel employees were neat(3.65).
[bookmark: _Toc67750195]4.5.2 Customer Satisfaction
The researcher was aiming at determining the extent to which customer satisfaction affected customer loyalty in the hotels located in Nairobi. The results were shown in table 4.8 below.
Table 4.8: Extent to which Customer Satisfaction Affects Customer Loyalty







	CUSTOMER SATISFACTION
	Mean
	SD

	3. Hotel’s physical facilities are great
	4.51
	1.027

	4. Hotel’s equipment is functional 
	4.18
	0.734

	5. The service is timely
	3.97
	1.047

	6. The hotel employees are tidy and very clean
	4.13
	0.597

	7. The hotel has clear channel of communication.
	4.64
	0.802

	8. The employees have an interest in problem solving
	4.42
	0.734

	9. The hotel records are accurate
	4.17
	1.024

	10. Prompt attention to guest’s requests
	4.01
	0.773

	11. The employees are professional
	4.13
	0.597

	12. Courtesy of employee
	3.97
	0.971

	13. I get individualized attention
	4.25
	0.679

	14. Understanding guest specific needs
	4.09
	0.941

	15. The hotel has great security procedures
	3.64
	0.802

	16. The hotel has convenient operating hours
	4.11
	0.815

	17. Employees are willing to help
	4.51
	1.027

	                   Total Mean 
	4.19
	




The researcher wanted to determine the extent to which service quality influences customer loyalty. From the findings shown in table 4.8, the respondents agreed to a great extent, those employees had interest in problem solving, the hotels had a clear channel of communication and that they received personalized service. Courteousness of employees was 3.97, while security had a score of 3.64. A mean score of 4.19 was attained, which illustrates that most customers were satisfied.
[bookmark: _Toc67750196]4.5.3 Customer Loyalty
The researcher wanted to research the degree to which the customer satisfaction impacted on a customer’s choice of a hotel. The results were displayed in table 4.9 below.
Table 4.9: Customer Loyalty

	CUSTOMER LOYALTY
	Mean
	SD

	3. I have not booked any other hotel in the city
	4.12
	0.897

	4. I only check other hotels when this hotels is overbooked.
	4.03
	1.003

	5. Price is the last thing I check when booking for accommodation.
	4.29
	0.997

	6. Even if the rates increase, I will still visit the hotel.
	4.61
	1.192

	7. I book the same hotel in other destinations if they are available.
	4.17
	0.971

	Total Mean
	4.22
	



We see that, in this section, the researcher wanted to determine the extent to which customer loyalty influences a customer’s choice of a hotel. The respondents were required to fill their own responses. All the respondents scored a mean which was above 4, with a mean of 4.22. This shows that even when a customer may not get everything in a perfect state at their respective hotels, they will still be loyal customers and they were not likely to go to another hotel.
[bookmark: _Toc67750197]4.6 Inferential Statistics
We see that in this section, it is concerned to understand the results on inferential statistics. The independent variables’ relationship was measured by the use of the correlation analysis. The relationship in consideration is service quality and customer satisfaction. Regression analysis was used to confirm the relative significance of these variables on customer loyalty.
	
	SERVICE QUALITY
	CUSTOMER SATISFACTION
	CUSTOMER LOYALTY

	Service Quality
	1
	
	

	Customer Satisfaction 
	0.8345
	1
	

	Customer loyalty
	0.8507
	0.8679
	1



The data in the table above, displays that all the indicator factors were appeared to a positive relationship between them at a colossal level of 0.05. This concludes that, there is a solid positive relationship between customer satisfaction and customer loyalty (connection coefficient 0.8679), service quality and customer loyalty (relationship coefficient 0.8507) and between service quality and customer satisfaction (connection coefficient 0.8435).
[bookmark: _Toc67750198]4.7 Regression Coefficients
The table below will display the after effects of the relapse coefficients required to frame the multiple regression models.
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	

	
	B
	Std. Error
	Beta 
	T
	Sig.

	(Constant)
	0.903
	0.123
	
	7.367
	0.000

	Service Quality
	0.056
	0.028
	0.158
	2.021
	0.045

	Customer satisfaction
	0.037
	0.030
	0.105
	1.194
	0.0234



Dependent Variable: Customer Loyalty
From the regression results in the table above, the multiple linear regression model, appears as
Y= 0.903+ 0.056 SQ+ 0.037 CS+ 0.123
The linear multiple regression models indicate that all the autonomous factors have positive coefficient. The result of the regression above confirms that there is a positive relationship between dependent variable which customer loyalty and independent variables which are service quality and customer satisfaction. One unit change in customer satisfaction results in 0.037 units increase in customer loyalty. One unit change in service quality causes 0.056 changes in customer loyalty.
The T statistics helps in deciding the relative importance of every variable in the model. In regards to helpful indicators as a guide, we search for T values underneath -0.5 or above +0.5. In this situation, the most imperative variable is service quality, which took after customer satisfaction.

[bookmark: _Toc67750199]CHAPTER FIVE: SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc67750200]5.1 Introduction
The study displayed to choose the service quality, customer satisfaction as well as customer loyalty in four star hotels located in Nairobi County. This section shows the outline of the findings, conclusions and recommendations of the study.
[bookmark: _Toc67750201]5.2 Summary of the Findings
The goal of the study was to establish the relationship between service quality, customer satisfactions and customer loyalty in four hotels which are located in Nairobi County. The result of the study that uncovered that a larger part of the respondents were males while the rest were females. It also uncovered further that a large portion of the respondents were between the age of 41 and 50 years. The findings uncovered the largest part of educational level was Bachelor’s degree.
The study revealed that under service quality, there was an amazing relationship between service quality and customer loyalty with a mean of 4.17.Customer satisfaction had a strong relationship with customer loyalty with a mean score of 4.19 which is seen as a very strong relationship.
[bookmark: _Toc67750202]5.3 Conclusions
From the discoveries, we see that the hotels had great service quality, even if they were not perfect. We see that, some of the reasons that they were able to score excellent included: great physical offices, when the hotels to accomplish something by a specific time, they would deliver. 
Most of their customers were satisfied since the staff would empathize with the customers when a problem emerged. Service levels are consistent and the employees are ready to help at any point.
A large amount of customers are loyal, which displayed in the scores. Price is the last thing that they check when booking their accommodation which shows the loyalty of their customers, as well as that customers only check other hotels when their hotel is fully booked. Also the customers do not consider the competitions’ special offer which shows customer loyalty.
The study concluded that, when rates increase, the loyal customers will still come to the hotels of the same brand in other destinations.
[bookmark: _Toc67750203]5.4 Recommendations
I would recommend that hotel management should pay extra attention to service procedures and ensure that the staff is properly and well trained. Competence would massively improve the procedures as well as improve customer perception of the hotel. The hotel should always be clean, organized as well as information should be easily accessible.
Guest feedbacks and customer satisfaction reviews should seriously be involved for improvement and growth of the hotels. Areas indicated by the guests should be studied and implemented when the information is received immediately. The management of the hotel should also invest in customer loyalty programs, which will help the hotel in retaining their customers.
[bookmark: _Toc67750204]5.5 Limitations of the Study and Areas for Further Research  
[bookmark: _Toc67750205]Due to the increase in number of hotels in Nairobi County, sampling was used conveniently. A further research would be helpful, so as to research on more hotels. Time was also a major constraint due to the ongoing pandemic and only guests who were in-house during the period of the study participated. Given more duration, spreading out the distribution of the questionnaire would have helped to get a varied response. Although this research provides significant insights in service quality, customer satisfaction and customer loyalty in the hospitality industry, there is more room for further research. The current research can be also expanded to the tourism sector, in which the hotels operate, in order to understand the needs of the customer.
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[bookmark: _Toc67750207]APPENDICES	
Appendix 1: Questionnaire
Hello my name is Cynthia Kirigo Maina. I am an Undergraduate student in Strathmore University. I am carrying out a research on service quality, customer satisfaction and customer loyalty, a case study of four star hotels in Nairobi. This will take approximately 5 minutes of your time. Your answers will not be shared with anyone outside this project.
SECTION A:
GENERAL INFORMATION 
By the means of cross (x) kindly indicate an option that best describes you where appropriate. Also fill in the blanks where necessary.
1. Gender.         (a). Female         
                                  (b). Male         
      2. Age Bracket

              (a) 20-30 years	

              (b) 31-40 years

              (c) 41-50 years
              (d) 51-60 years 

              (e) 60 and above

     3.   Level of Education 

a) Secondary Education 

b) Diploma                         

c) Bachelor’s Degree
d) Master’s Degree





SECTION B: MAIN ISSUES OF THE STUDY
This part concerns the factors that influence your satisfaction with hotel services. Please show the extent to which you think each factor influences your satisfaction with the hotel services. Please indicate your overall evaluation of all part B sections that applies to your organization by placing a cross (x) mark in the relevant box below using the following scale;
5. Strongly Agree (SA)    4. Agree (A)   3. Neutral (N)   2. Disagree (D)   1. Strongly Disagree (SD)
	SERVICE QUALITY 	
This part concerns how you feel about aspects of service quality levels at the hotel, Please cross (x) in the appropriate box to show the extent to which you believe the hotel has features described by the statement
	SA 
	A
	N
	D
	SD

	8. The hotel’s employees are neat appearing
	
	
	
	
	

	9. When the hotel promises to do something by a certain time it does so.
	
	
	
	
	

	10. When you have a problem the hotel shows a sincere interest in solving it.
	
	
	
	
	

	11. The hotel employees are always willing to help you.
	
	
	
	
	

	12. The employees are never too busy to respond to your requests.
	
	
	
	
	

	13. The hotel employees are consistently courteous with you.
	
	
	
	
	

	14. The hotel’s operating hours are convenient to its customers.
	
	
	
	
	

	15. The hotel employees have the empathy to answer your questions.
	
	
	
	
	

	16. You feel safe in your transactions with the hotel.
	
	
	
	
	

	17. The hotel has your best interest at heart.
	
	
	
	
	



	CUSTOMER SATISFACTION
Please indicate the extent to which you agree with statements about your hotel.
	SA
	A
	N
	D
	SD

	18. Hotel’s physical facilities are great
	
	
	
	
	

	19. Hotel’s equipment is functional 
	
	
	
	
	

	20. The service is timely
	
	
	
	
	

	21. The hotel employees are tidy and very clean
	
	
	
	
	

	22. The hotel has clear channel of communication.

	
	
	
	
	

	23. The employees have an interest in problem solving
	
	
	
	
	

	24. The hotel records are accurate
	
	
	
	
	

	25. Prompt attention to guest’s requests
	
	
	
	
	

	26. The employees are professional
	
	
	
	
	

	27. Courtesy of employee
	
	
	
	
	

	28. I get individualized attention
	
	
	
	
	

	29. Understanding guest specific needs
	
	
	
	
	

	30. The hotel has great security procedures
	
	
	
	
	

	31. The hotel has convenient operating hours
	
	
	
	
	

	32. Employees are willing to help
	
	
	
	
	




	CUSTOMER LOYALTY
Kindly indicate the extent to which the following statements influence your choice of a hotel
	SA
	A
	N
	D
	SD

	33. I have not booked any other hotel in the city
	
	
	
	
	

	34. I only check other hotels when this hotels is overbooked.
	
	
	
	
	

	35. Price is the last thing I check when booking for accommodation.
	
	
	
	
	

	36. Even if the rates increase, I will still visit the hotel.
	
	
	
	
	

	37. I book the same hotel in other destinations if they are available.
	
	
	
	
	




Thank you for your time and participation.



	





Table 3.1: Sample Size

	NO. 
	NAME OF THE HOTEL
	NUMBER OF BEDS
	NUMBER OF SAMPLES

	1. 
	Radisson Blu Hotel
	271
	20

	2. 
	The Boma Hotel
	100
	10

	3. 
	Nairobi Serena Hotel
	283
	20


Source: Author (2016)
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