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ABSTRACT

The purpose of the study was to investigate théesiges facing tourist hotels in provision
of good customer services in Arumeru district, Aasegion. Specifically, the study
sought to address the following specific objectjivibst is, to examine contributions of
good customer’s services to tourist hotels, tordatee challenges facing tourist hotels in
provision of good customer services and to identifyasures for preventing challenges
and improve hotels’ customer services. The stuygh was a descriptive research design
whereby both qualitative and quantitative studiesemused. The sample size included 30
tourists, 36 hotel employees and 5 hotel managengfosive and simple random sampling
methods were used. The data collection instrumeate questionnaires, interview, direct
observation and document review. Quantitative Deg¢sie analyzed by using Statistics
Packages for Social Science (SPSS version 16.0)Vacbsoft excel whereby content
analysis was used to analyze qualitative data.stindy found that unqualified staffs, poor
management, poor communication system, shortaggtaff were the main challenges
facing tourist. These are the reasons for pooincEs\offered in tourist hotels. Furthermore
this study recommended some appropriate stratabegs hotels may use to enhance
customer satisfaction. These are training of th#f,gecruiting qualified staff, employing
enough staff, to maintain good communication systasmwell as ensuring the hotel has
enough working equipment was the measure towardBedges facing tourist hotels in

Arumeru District.
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CHAPTER ONE

1.0 INTRODUCTION

1.1 Introduction
This chapter introduces the study by providing lgagind to the problem, statement of the
problem, objectives of the study and research ourestlt also explains significance of the

study and describes the expected output and liomtaif the research.

1.2 Background to the Problem

It is important to note that hotel business is veoynpetitive and provision of quality
service has been seen as a determinant factoiofel businesses survival. In the era of
global competition, many service firms like hotllsus on service quality and excellence

to acquire and retain a pool of loyal and profieatlistomers (Anantharaman, 2001).

Mbise (2012) describes that in Tanzania the deweémnt of hospitality industry started in
the early 70s, but was wholly state owned, differéflom the usual perspective of
managing the hospitality and tourism industriesesgby it is widely known that the
industry is private sector motivated. After indegence, Tanzania followed a socialist
system whereby the majority owned major means oflyetion. Despite the fact that
Tanzania had a lot to offer to foreign touristg tburism industry found itself struggling
for existence. This was due to mismanagement, ¢dhckccountability and responsibility
which resulted in some properties being closedahdrs operated at a loss (Mbise, 2012).
He continues that, it was in the early 1990s whanZzania liberalized trade and adopted a
free market economy. Most of the state owned base® including hospitality business
were privatized. In that time, Tanzania witnessetbo@m of investments in tourism

enterprises, especially chain lodges and internatibotels and that though these changes



were important for the hospitality and tourism istty to revitalize, they did not take into
account the business environment factors. He clénaisthe industry faced poor language
proficiency, communication skills and lack of gfiall employees to provide services that

met international standards.

Customer satisfaction is one of the most importattomes of firms in a market-oriented
firm where the obvious need of firms is to sati#fgir customers, expand their business
and improve profitability (Kandampuly, 2000). Redmand Mathews (1998) argues that it
is essential to invest in quality improvement ifimn wants to increase sales or market
share and that the increase of sales and market dbpends on how much a firm is able
to attract and retain existing and potential cusianThe ABCN Worldview Forum (2014)
discussions suggests that; 86% of people arengilio pay more for a better customer
experience; 89% will switch to your brand for atbetustomer experience; a dissatisfied
customer will tell 9-15 people about their expecerfl3% tell more than 20 people; 86%
of consumers stop doing business with you becatideg@ customer service; or every
customer complaint there will be 26 others who heemained silent and that 73% are
loyal to a brand because of great customer expmgieThat is to say, a good customer
service provision is a primary platform in attemfias hotels to attract and retain their

customers.

Cook (2008) shows the importance of satisfying @m&trs in businesses by highlighting
that: reducing customer defections can boost rdijt 25—-85 per cent; that the price of
acquiring new customers can be five times gredta@n the cost of keeping current ones
and that the return on investment to marketingefdasting customers can be up to seven
times more than to prospective customers. Literaltgrything that we do in business,

every concept perceived, every technology devel@metassociate employed, is directed



with this one objective clearly in mind - pleasitige customer. For hotels, these are the

living facts behind their business success.

Mosoma (2014) argues that organisations, whethefitymriented such as market
enterprises or pure public goods-oriented suclasshforcement agencies, virtually exist
to accomplish varied goals that are at the cohaif organisational formation. However,
one common goal for both market and public sectstitutions is obtaining and retaining
consumers of their products and services. He coesithat in other words, customers are
centripetal to the survival goals in businesses.T@nzania Mosoma (2014) informs that
with transformations that have elevated the need fnarket and competitive business
policies, businesses including hotels have fourmitelves under increasing pressure to
invest in initiatives that would allow them to getd retain customers. He continues that
whereas scholars agree that getting customers im@ortant step towards the success of
businesses generally, they also caution that gettirstomers may come accidentally and
thus might not guarantee retention of those custemiérom that intellectual angle,
business owners and managers have found it comgeti make sure that any customer
who calls in must leave satisfied as a way of bogsthe organisation’s image and

attracting even more customers in addition to nétgiold customers.

In hotel business, customer service provision ivetaded on all staffs of a hotel. It
stretches across business relations between theroamd management, business and
employees, management and customers, and empl@mekscustomers. Apart from
employees, who are specifically entrusted with taglay customer satisfaction activities,
all employees in a hotel have a role of facilitgtemd making sure that they best satisfy
customer needs with the intention of attracting mestomers and retaining old customers.

Therefore, this study builds from the concept ti@d customer service delivery is such a



complex process that would always require a hotélet well prepared in delivery of good
services. The intention is therefore to identife tthallenges that hotels faces in good

service delivery.

1.3 Statement of the Problem

Good customer service leads hotel to increaseaies sreducing marketing costs through
the word of mouth, customer’s retention and redgocbomplains. However the good

service in hotel reflected by how the managementesded to plan and ensures quality
services delivery to the customer. Good servicevelgl would always require staff to be

on top of their performance and with regard to,tBieaum and Devine (2007) argues that
hotel staffs are required to manage their emotionthe benefit of their customers and the
hotel at large. Poon (1993) argues that employeésspitality must be trained to be loyal,

flexible, tolerant, amiable and responsible andt tlaa every successful tourism

establishment, it is the employees that stands Bliat having employees with such

qualities may assure good service delivery to hotedtomers.ls logical to argue that
whatever a hotel does with attempts of meetingornet needs and expectation, their

staffs are the centre of all such processes.

A study by Mbise (2012) affirms that the operatioh tourist hotel requires meeting
international standards to ensure the delivery udlity service despite the fact that the
hotel in industry in Tanzania has tried to achiéivese standards, complaints still arise
about the quality of service offered. He also rtagdhat poor service standards have been
a concern not only to the government but also terostakeholders including the hotel
owners, tour operators and Tanzanian developmetrigra such as the European Union,
the World Bank. This being the case for responsiid@agement and other stakeholders to

ensure that the level of services offered are ramiatl in a required standard. This will



lead to increase the length of stay for gueststoousr loyalty, and increase of hotel
profits, employee’s retention, and increase incqee capital, increase national income

and development of tourism industry.

The Integrated Tourism Master Plan of Tanzania t@éhiRepublic of Tanzania, 2002)
identified that Tanzania international competitigss is being jeopardised by a poor level
of service standards. Equally, large proportion€Eafopean tour operators surveyed in
2002 felt that the service elements in Tanzanizewet high enough to justify the prices
being charged (Mbise, 2012). Poor service standaagie been a concern not only to the
government but also to other stakeholders includireghotel owners, tour operators and
Tanzanian development partners such as the Eurdgeam, the World Bank (URT,
2002). Studies on customers services and custamterstion has been conducted all over
the world by a variety of researcher’s to nameva Kangogoet al. (2013) conducted a
research on effects of customer's satisfaction eniopnance of the hotel industry in
western tourist circuit of Kenya. Other studiesatetl to customers services are; The
quality of service standard and related factorstaarist hotels in Arusha, Tanzania
(Mbisse,2012) and the study conducted in Pakistaningorovement of hotel service
quality by Naseenet al. (2011).There is no studies conducted to invesigaiallenges
facing tourist hotels in provision of good custonservices .This study was designed to
find out challenges facing tourist hotels in pramsof good customer services in Arumeru

district, Arusha region.

1.4  Objectives of the Study

1.4.1 General Objective
The general objective of this study is to invedegahallenges facing tourist hotels in

provision of good customer services in Arumeru ogtArusha region.



1.4.2 Specific Objectives
i.  To examine impacts of good customers servicesuigstchotels.
ii.  To determine challenges facing tourist hotels mvjling of good customer
services.
iii.  To identify measures for preventing challengesiermgtove hotels’ customer

services.

1.5 Research Questions
i.  What are the impacts of good customers’ servicésuost hotels?

ii.  What are the challenges facing tourist hotels avigion of customer services?

iii.  What are the measures to maintain and improvesia@stomer services?

1.6  Significance and Justification of the Study

For the academic purpose, this study is the reopargé for the award of Master of
Tourism Planning and Management. The findings o study will help hotels and their
staff to improve customer services and increaseratain customers. The study also
provided a genuine feedback on the areas wheretnaadintain and improve in relation
to service provision to their guests. This studil also act as a platform for hotels that is
incorporated in this study to assess their strengtid weaknesses in the hospitality and
tourism industry in Tanzania. Competent staffs gbswvstand a chance of not only surviving
in the labour market but also chances of succeedinieir careers. The study suggested
areas where staffs of hotels need to maintain amgtdve service delivery. Finally, the
study findings will shade lights on hotels in treuntry on what they need to improve and

correct in attracting and retaining customers.



1.7 Limitations of the Study

According to Orodho (2008), a limitation of study an aspect of the study that the
researcher knows may adversely affect the resultgeperalizability of the results of the
study, but over which she/he has no direct cordvelr. In this study the researcher faced
different limitations as follows: The nature of Wwan the hotel industry where employees
are working on shift basis was limitation to thisdy; this was because respondents could
not be reached at the same time in the researcbedshAlso the hotel operators in
Arumeru District are not supportive of academiceegsh. A number of managers were

over-protective of any information that the resbardried to obtain from their guests.

1.8  Delimitations of the Study

The researcher used the respondents who were ishitiyto overcome the problem of
respondents with different schedules of day andhtniglso the researcher forced to use
tour operators collecting their guest’s informatias per questionnaires after check out

from their hotels.



CHAPTER TWO

2.0 LITERATURE REVIEW

2.1 Introduction

This chapter presents what has been done, idendifid describes the theoretical,
empirical, policy implications and conceptual framoeks underlying this study. This
chapter also identifies gaps in this field of reskahus legitimising undertaking of this

study as well as defining the key terms.

2.2 Definition of Terms
2.2.1 Hotel

Mackenzie and Chan ( 2009) defined hotel as sbkshment held out by the proprietors
as offering sleeping accommodation to any persdmy ¥& able and willing to pay a
reasonable sum for the services and facilities idemz Pyreet al (1989) defines hotel as
commercial establishment providing lodging for tlpeiblic and offer meals and
entertainments. In general hotel means an estatdish held out by the proprietor as
offering sleeping accommodation to any person pit@sg himself who appears able and
willing to pay a reasonable sum for the services facilities provided and who is in a fit

state to be received.

2.2.2 Customer Services

Customer services is the service provided in suppbrthe company's core product.

Customer service is never charged and has tradiljolneen seen as the augmented
product offered to the customer (Zeithaetl al 2006) .According to Schultz (1998)

customer service is the provision of service to ¢bhetomers before, during and after a

purchase. Also it may vary by product, serviceustdy and individual customer.



2.2.3 Customer Satisfaction

Randall and Bitner (1994) defined customer satigfa@s a positive alternative towards a
supplier that is achieved when the customer’s egpieas are met. Customer satisfaction,
according to World Trade Organization (1985) issgghological concept that involves the
feelings of well-being and pleasure resulting frgaming what a person hopes for and

expects from a product and /or service.

2.2.4 Tourism

According to World Tourism Organization (1991) tisan is defined as the activities of

people travelling to and not less than one yealtdisure activities, studying, business, or
other purposes and one must cover the distancetofeas than 160 kilometres .Jafari

(1977) state that tourism is the study of man a¥vagn his usual habitat, the industry

which responds to his needs, and the impact thidt be and the industry have on the
socio-cultural, economic, and physical environmeitsurism is deemed to include any
activity concerned with the temporary short-termveraent of people to destinations

outside the places where they normally live andkwand their activities during the stay at
these destinations. (British Tourism Society,192@)ain the World Tourism Organization

(1994) defined tourism as the activities of perstmaselling to and staying in places

outside their usual environment for less than a,yeaany main purpose (leisure, business
or other personal purpose) other than to be emglbyea resident entity in the country or

place visited.

2.3 Tourism and Hospitality Services in Tanzania
Tourism and Hospitality is an important sector ianZania. Government and other
stakeholders more and more realize the contributfdhe hospitality sector to the country

(good for close to 18% of the GDP). It employs ophalf a million people including
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indirect employment (Tanzania Tourist Board Rep2@02).This rapidly growing sector
has a great potential for development. Still, sayaps exist that keep Tanzania from
reaping the fruits of this potential. One majorlgem is the shortage of skilled workers
There is a big gap between the demand of the secibrthe availability of staff with
relevant qualifications. This is a problem for thelustry, which often recruits new
personnel abroad. It is also a missed opportupityife country, as these skills could and

should be provided internally.

The Tanzania Hotel Colleges have been trying ngthen the capacity of the hospitality
sector by addressing education and training in itedgp. Experienced professionals
provide high-quality education in a practical sejti Target groups are hospitality
professionals that need an update or upgrade assvékesh students. People that already
work in Hospitality could follow a refresher course enrol for a certificate in a

department that is new to them.

Comparing to neighbouring Kenya, in 2012 the nundddnternational tourist arrivals in
Tanzania were 1,077,058 while in Kenya were 1.7hahgania Tourism Visitors Report,
2014). Hotel investment in Tanzania has been moaing snail’'s pace, derailing tourism
development in terms of visitor arrivals. Tanzasifacing a shortage of tourism rooms in
key tourist sites, towns, and the capital city air@s Salaam. Further, bureaucracy in
processing investors’ licenses and other businesandents is slowing the process down.
Dar es Salaam leads in accommodation facility itnmeats, mostly big hotels of
international standards, including Serena Hoteljtls&rn Sun, Hyatt Kilimanjaro Hotel,
Peacock Hotel, and Sea Cliff Hotel. The northewnrisd city of Arusha has been developed

with 91 hotel investments, including the leadingpata Chain, which manages Impala
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Hotel, Naura Springs, and the prestigious Ngurddtuntain Lodge on the middle of

Mount Kilimanjaro and Mount Meru.

Other chain hotels are Serena Lodges and Hotelshwbperates under Tourism
Promotions and Services Tanzania (TPST).Thesedaduake Duluti Serena Hotel, Lake
Manyara Serena Safari Lodge, Ngorongoro Serenai3afdge, Serengeti Serena Safari
Lodge, Mbuzi Mawe Serena Camp and Kirawira Sereama The Kilimanjaro region,

famous for Mount Kilimanjaro and home of Tanzaniasabica coffee, has been
developed with 38 high-class tourist hotels andyésj including Kilemakyaro Mountain

Lodge, Mountain Inn (Shah Tours), and Nakara Hof€le rest of Tanzania excluding

Zanzibar island, the remains are with little or ligglgle hotel investments.

A hotel establishment has a number of departmehtshnare responsible for the day to
day operations of an accommodation facility. Daparits which generate revenue for a
hotel are referred as revenue canters which aoat foffice, housekeeping, telephone,
restaurants outlets, kitchen and laundry, healtibscl The departments which incur
expenses are known as cost canters, these are aadesnarketing, accounting and
maintenance. Also these cost canters provide stummovices to enhance the overall

operation and to ensure guest satisfaction witienhiotel.

2.4 Theoretical literature review

2.4.1 Customers Expected and Experienced Serviceollel

The study aims at examining if hotels managed tetraad exceed customer expectations
and challenges associated with processes of gomitesedelivery. The study aims at
deriving the theory that if their expectations waret then they would be able to mention

and describe areas where they mostly enjoyed at@lwarsa. Thus, the study will adopt
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the customers expected and experienced service®lnfGdonroos, 2001). Gronroos
(2001) argues that if expectations were unrealiskie total perceived quality would be

low, irrespective of the experienced quality meadun an objective way being good.

However, SERVQUAL is the most common model useddsgearchers but it has strong
structure and specifies the factors of customespsative as well. Though SERVQUAL
has been generally robust as a measure of seruabtyy the instrument has been
criticized on conceptual and methodological grouride main criticism of SERVQUAL
has focused on the use of expectation as a coropastandard. It has been argued that
expectation is dynamic in nature, and that it derdfore change according to customers’
experiences and consumption situations. One ofnthér problems mentioned in the
literature is the applicability of the five SERVQUAdimensions to different service
settings and replication studies done by other stigators failed to support the five-

dimensional factor structure (Parasurametaal. 1985)

Figure 2.1 : Customers expected and experienced service mod8burce Gronroos,
2001
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Figure 2.1 describes thahe expected quality is a function of factors, ngmmarketing
communication, word of mouth, company/local imagece, customer needs and values.
Image as used in this context is used to refehnéocustomers’ mental setting about the
hotel and expected services Marketing communicaticiudes advertising, direct mail,
sales promotion, websites, internet communicatimhsales campaigns. These are directly
under the control of the company unlike the image word of mouth factors, which are

indirectly controlled, by the company.

Image of the company plays a central role in custoperception of service quality. Thus,
it is imperative that image be properly managedefal impact on these factors could
possibly occur, but they are a function of the pes performance of the firm, supported
by for instance advertising. Lastly, the needsha&f tustomers as well as the values that
determine the choice of customers also affect thgectations. Thus, the level of total
perceived quality is not determined simply by teeel of technical and functional quality

dimensions, but rather by the gap between the ¢éapp@nd experienced quality.

According to the SERVQUAL model, good service canrbeasured by identifying the
gaps between customers’ expectations of the setvibe rendered and their perceptions
of the actual performance of service That gap ia study will filled by collecting the
empirical evidences about the hotel services froeirtguests and hotel staffs will also
express challenges that they face on service dgliveis logical that customers to any
service come with expectations. An ability to maed exceed customer expectations may
assure a firm of a repeat business and its growtgood service is obtained when the

experienced quality meets the expectations of tiseomers.
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2.4.2 Multilevel Model

Multilevel model explains how retail services gtialwill be provided so as to ensure
provision of quality services. The model dividedoinprimary dimensions and sub
dimension to explain retail quality services. Retpiality service has physical aspects,
reliability, personal interaction, policy and prebi solving. These are primary dimensions.
Physical aspects divided into appearance and camnen The way physical appearance
of the hotel look like it will help ease provisiaf customer services, hence provision of
convenience service. Reliability involving promisesl doing it right, customer services is
needed to be real. The services offered to theomest should be as the way organization

promised this is termed as retail quality services.

Personal interaction while providing services isampanied with inspiring confidence
courteous, this will help an organization to deligeiality customer services. Policy and
problem solving are primary dimensions in provisadmuality services. The policy which
tourist hotels practise to delivering services Wwillp them to providing quality customer
services. Problem solving is the dimension whigpliag to ensure retail quality services is
provided. The way tourists’ hotels solving the penb existing in services provision, helps
these hotels in provision of quality customer ssasi Figure 2.2 on multilevel model was
adopted fromDabholkaret al. (1996). Multilevel model is adopted in this studlycause

the study is focusing in assessing challenges datonrist hotels in provision of good
customer service. The model show how retail quakwice will be provided by a firm or

organization. The way tourist hotels strugglingproviding quality customer services is

when challenges are discovered.
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Figure 2.2 : Multilevel model. Source: Adopted fom Dabholkar et al 1996
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2.4.3 Expectancy-disconfirmation Paradigm

Oliver (1977; 1980) proposed the Expectancy-Diseordtion Paradigm(EDP) as the
most promising theoretical framework for the assesg of customer satisfaction. The
model implies that consumers purchase goods anttssmwith pre-purchase expectations
about the anticipated performance. The expectdtosl then becomes a standard against
which the product is judged. That is, once the pob@r service has been used, outcomes
are compared against expectations. If the outcommelmas the expectation confirmation
occurs. Disconfirmatioroccurs where there is a difference between expestatand

outcomes.

The expectancy-disconfirmation paradigm was caédiby some scholars. The main
criticisms of this approach focus on the use ofeetqtions as a comparison standard in
measuring customer satisfaction, the dynamic nattiexpectations and the timing of its
measurement, the meaning of expectations to regptsidthe use of difference scores in
assessing satisfaction, and the reliability andditsl of the EDP in predicting customer
satisfaction (Yuksel and Yuksel, 2001). One of gneblems related to the EDP is the
suggested sequence of the model, which presupptis®s everyone has precise

expectations prior to the service experience.

Application of Expectancy-Disconfirmation Paradigiowards the provision of good
services to customers is that, a customer is eghtésfied or dissatisfied as a result of
positive or negative difference between expectatiamd perceptions. Thus, when service
performance is better than what the customer hdidlip expected, there is a negative
disconfirmation between expectations and performamuich results in satisfaction, while
when service performance is as expected, thereamfamation between expectations and

perceptions which results in satisfaction. In casiir when service performance is not as
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good as what the customer expected, there is atimegdisconfirmation between

expectations and perceptions which causes disaetis.

2.4.4 Equity Theory

According to this theory, satisfaction exists whamsumers perceive their output/input
ratio as being fair (Swan and Oliver, 1989). Equitgdels are derived from the Equity
Theory (Adams, 1963), and are based on the notianpait-output ratio, which plays a

key role in satisfaction (Oliver and Swan, 1989cérding to this theory, parties to an
exchange will feel equitably treated (thus, sa)j if in their minds, the ratio of their

outcomes to inputs is fair (Oliver and DeSarbo,898Vhether a person feels equitably
treated or not may depend on various factors imetuthe price paid, the benefits received,
the time and effort expended during the transachod the experience of previous
transactions (Woodru#t al. 1983). This implies that comparative baseline na&g tmany

different forms.

Translated into a tourism context, the Equity tfesuggests that tourists compare
perceived input-output (gains) in a social excharigthe tourist’s gain is less than their
input (time, money, and other costs), dissatisfactesults (Reisinger and Turner, 1997).

Satisfaction is therefore, "a mental state of beadgquately or inadequately rewarded

(Moutinho, 1987).

In the handful of studies that have examined tifiecebf equity on customer satisfaction,
equity appears to have a moderate effect on custsagsfaction and post-purchase

communication behavior.

Application of Equity theory to the challenges fagitourism hotels towards provision of

customer services is that, satisfaction is seera aglative judgment that takes into
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consideration both the qualities and benefits olethithrough a purchase as well as the
costs and efforts borne by a consumer to obtainphichase. For instance, it found that
consumers were less satisfied and had a less ygositiitude toward a hotel when they
heard that other customers received a better piéed and better service than them. In
other words, their perceptions of equitable treatmby the hotels translated into

satisfaction judgments and even affected theiréutixpectations and purchase intentions.

This study was guided by Customers expected andriexgged service model because the
way guest adapt service offered in tourist hotethiced or minimized challenges facing

tourist hotels towards provision of good custonevise.

2.5 Empirical Literature Review
2.5.1 The need for Customer Service Delivery in thidotel Industry

The hospitality field, by definition, is a serviaedustry. Its task is to create shareholder
wealth by servicing and satisfying guests. Indusggments include, among others: hotels,
restaurants, private clubs, managed food servisgnte planning, tourism related
businesses, and travel providers. More often thain the product purchased is either
intangible or the perceived quality of the prodparchased is impacted by the service
method in which it was received. Langhorn (2004dedathat in hospitality, the service
provider is “part of the product itself” and that fguests to be satisfied, they not only must
believe that they have received a valuable seffaicéheir dollar, but also feel valued and
respected by the workers providing the service. dhams examples illustrate that it is
important that the hotel industry develop custotogalty, as opposed to relying solely on

pricing strategies.
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Researchers have shown that a 5 per cent incneasistomer loyalty can produce a profit
increase of 25 per cent to 85 per cent (Reichhetd $asser, 1990). Hence, a dedicated
focus on customer loyalty is likely to become arpgeiisite for the future survival of hotel
organizations and for hotels they must carefullysider analyse and act upon every aspect
of their relationships with their guests and bogkaustomers. Additionally, there is little
to distinguish one hotel's products and servicesnfranother. Thus, it has become
imperative for hotel organizations to gain a cornipet advantage. There are two
strategies most commonly used by hotel manager®rier to gain a competitive
advantage, which are low-cost leadership througlkepdiscounting and developing
customer loyalty by providing unique benefits tattumers. Hotels that attempt to improve
their market share by discounting price run théossrrisk of having a negative impact on
the hotel’s medium- and long-term profitability. Asresult, quality of service rather than
price that has become the key to a hotel’s aliitglifferentiate itself from its competitors

and to gain customer loyalty.

Guzzoet al.(2010) insist that in order to be successfullthiea market it is not sufficient to
attract new customers rather managers must coatemn retaining existing customers by
implementing effective policies of customer satiifan and loyalty. They further stress
that, customer satisfaction is largely hooked upprality of service. From such
conceptions, we can claim that in the hotel ingustnowing a guest had a less-than-
memorable experience in the hotel restaurant gigvasa chance to win them back the next
time they are in town. Guzz al (2010) further insists that research on the topiguest
satisfaction, which translates into the consideratf whether or not customers will return
to a hotel or advice it to other tourists, is paldb the success of the hospitality business.

That, neglecting to pay attention to those hoteibattes considered most important by
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guests, may lead to negative evaluation of thel htftes restricting the chance of repeat

patronage.

Guzzoet al. (2010) also argues that to obtain loyalty and ubmeigh other competitors,
hotel providers must be able to obtain high lewdlsustomer satisfaction for the service
supplied. They affirm hotel guest define the petiogpof hotel attributes as the degree to
which guests may find various services and faesitritical for their stay in a hotel. Hotel
attributes such as cleanliness, price, and locatiod security, personal service, physical
attractiveness, opportunities for relaxation, sémddof services, appealing image, and
reputation are recognized as decisive by travettemmssess the quality of the hotel. This
study aims at examining visitor's perception onehaervices and this literature qualifies
the study in a way that the attributes as liste@Ghyzoet al (2010) will also be quantified
by this study. The attributes in reference to #iisdy are things like cleanliness, price,
location, and security, personal service, physie#tractiveness, opportunities for

relaxation, standard of services and appealing enodi@ hotel.

2.5.2 Delivering Customer Service in Hotels

Achieving improvements in customer service is n@agognized as a major challenge
facing manufacturing and service industries thraugtthe world (Garavan, 1997). The
management and hotel staffs are responsible foel h&grvices delivering to their
customersCallan (1992) argues thtte exact definition of service quality is quiteigle,
and the nature of service and its unique charatiesiadd to the difficulties of definition.
He argues that a customer will judge a relationginigervice as lacking equity if their
rewards and costs do not equal the rewards and ocbghe service provider. For him
service quality is defined as a subjective procbased upon the discrepancy of

expectations and perceptions of the service recei@allan (1992) continues that
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customers will identify dimensions of service qtyalby making judgements about levels
of responsiveness (willingness to help customes3urance (knowledge and courtesy of
employees and their ability to convey trust andficemce) and efforts to achieve empathy
(caring, individualized attention to customers). ¢tecludes that customers could sample
from either of dimensions of service quality towsasstablishing whether there is equity or
not in the relationship, they have with the senpoavider. This literature is relevant to my
study in a way that these attributes as explaine€&llan (1992) are the centre of this

study that aims at examining customer perceptiohaiel services.

Service quality from an external perspective refierscustomer perceptions of service
delivery experiences as compared with then expenta{Hensel, 1990). When talking of
service delivery in hotel services time remainsamissue. (Doo, 2005) claims that there
is no doubt that interpersonal skills are importenan individual’s professional life and
the success of organizations. In general, integpeisskills are emphasized across all
fields in current society, not only in service-otied occupations. It is undeniably that,
service encounter involves the time that the corsudirectly interacts with the personnel,
physical facilities and other tangible elementse Blervice encounter is primarily a social
encounter and in an industry like hotel that ofteals with intangibles and uncontrollable
elements, it is the nature and quality of commurocaduring this first encounter that
further establishes and confirms customer expectatabout the hospitality product. That
is to say, for staff that are concerned with servidelivery they must be good
communicators with their clients. Being an effeetsommunicator, however, involves a

set of skills that need to be developed in serprowiders through practice and training.

These are the skills of action or encoding skhigttinvolve the ability to articulate ideas,

thoughts and feelings, and to successfully integtta¢ verbal and non-verbal components
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of the message. Skills of reception or decodinghemother hand, involve the ability of the
receiver of the message to understand the mearmiognamunication (Callan, 1992). For
hotel staffs and in the essence of good servicevedg| they must just perfect
communicators. This study is intended to examiree glrception of services by visitors
and it is logical that measuring perceptions wilvolve capturing the notion of how

service was delivered to them during their stay.

Guzzoet al (2010) explain that customer satisfaction is aifmess philosophy, which
tends to the creation of value for customers, gatng and managing their expectations,
and demonstrating ability and responsibility tasgttheir needs. The challenge with god
service delivery is if you do not meet expectatieaastomers will say it. Cook (2008)
affirms that to provide excellent service an orgation needs to under-promise, over-
deliver. She further argues that as the power efdhstomer increases, customers are
becoming more vocal in expressing their dissatigfacIn addition, as the vast majority of
customers still do not complain, those that do gineecompany both valuable insights and
the opportunity to rescue the situation. She cometinthat an ability of an organisation to
capture and deal with complaints stands a changardmote the benefits of effective
complaint handling, which include: improved customeetention, avoidance of
unfavourable publicity, avoidance of legal cosw@yvisg time and giving information to

prevent future problems.

An organisation that deals with service deliveryn@ free from customer complaints.
Hampson and Junior (2005) argue that conflictingspures result in the contradictory
requirements that front-line workers be both eéfiti and effective. That is to say,
regardless of all what an organisation does inmgite to build a strong foundation for

satisfying their customers, an attempt to make thaethey handle customer complaints
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effectively would help retaining loyal customer aatlarge avoid ruining their brand

names to their customers.

It is also beyond doubt customers’ perceptionsnobanization are often based on their
dealings with front-line staff. These members affstepresent the organization in the eyes
of the customer, and any complaints that customeake are normally directed at this
level. It takes a serious incident for the comgléinescalate beyond front-line staff. Cook
and Macaulay (1997) argues that customer servafé rsteds to display knowledge and
skill and that nothing turns off the customers mitwan staff that do not know the answers
to their questions or handle their requests andblpnas unsympathetically. One of the
aspects of good customer delivery is the abilitystaiff to meet customers’ expectations
and this study will examine satisfaction from haetvices by looking at the aspect of staff

competency.

2.5.3 Understanding Customer Expectations

Understanding customer expectations is crucial rig service-oriented establishment.
Rosenbaum and Masiah (2007) argues that serviablisbiments would relish the

opportunity to have their customers display custowmduntary performance behaviours,
which refer to helpful, discretionary customer bgbars that support an organization’s
service performance and quality. Yavas et al. (20@@ues that unless satisfactorily
rectified, service failures can result in such idedntal outcomes as decline in customer
confidence, negative word-of-mouth and loss of @ausgrs permanently. If effectively

resolved, however, failures have positive impactegaining customer confidence, post-

recovery satisfaction and repurchase intentions.
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Plouffe et al. (2009) claims that successful spisple readily acknowledge that different
approaches are needed for different customersidBaethat service processes consist of
delivery plus performance has important consequefaenotions of service productivity
and quality (Johns, 1999). From such a claim bydp{iL999) argue that, if the aim of the
hotel is to meet customer expectations than thers bie a way, into which hotels can tap
and analyse customers’ expectations. Nickson €2@1.3) argue that employees can
portray the firm's image through their work, andhet same time appeal to the senses of
the customer for those firms' commercial benefiisTstudy finds this aspect important
from the presumption that it would be relativelgnpie to handle customer needs if the

management of a hotel can earlier project the nektteir customers.

Pratten (2004) advise that employers should exacanefully how effectively all of their
staff is made part of a team. On how hotel managéero@n get it right, Hensel (1990)
present what can be done by a hotel managemerde Bieps are important and relevant to
this study as id shades a light on what can be ddhe study concludes that hotels faces
challenges in delivering good customer servicehtrtcustomers. Hensel (1990) advise
that the first step for service quality improvemantd control is to define accurately the
relative importance of service delivery expectatiaf targeted segments of their market.
He says that, the management must understand whatmers want and how they will
evaluate the delivered service as an input inteicedelivery system design and quality
control activities. He warns that, although qualisy often defined as conformance to
specifications it is the customer’s definition @race quality specifications that matters.
From such a platform, this study would like to exaenthe perceptions of visitors on
hotels services and this will help to establish tvinakes a day for hotel visitors. These

findings will help hotels incorporated in this syu re-position if possible.
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Zetthaml et al. (1988) indicates that service dquaroblems related to management not
understanding consumer expectations is a functioth® extent to which a company
recognizes the importance of consumer input, resei@ccurate communication about
consumer needs, and places barriers between customact personnel and top
managers. They continue arguing that, these issalesonly be addressed through top
management commitment and funding of programs tesault into awareness and
acceptance of customer-defined service quality iBpattons by those involved in the

design of the service delivery mechanism and quaisurance.

Zetthaml et al. (1988) identified five categoridsservice quality determinants to include:
tangibles, the physical facilities, equipment, apace of service personnel’s; reliability,
the ability to perform the desired service depehdabhccurately, and consistently;
responsiveness, the willingness to provide proreptise and help customers; assurance,
employees’ knowledge, courtesy, and ability to @yntrust and confidence and empathy,
the provision of caring, and individualised attentito customers. These service quality
determinants are relevant to this study in the esehat if the hotel staff did not display
them then there are higher chances that hotel gwestild have not experienced good

service delivery thus ruining their stay.

Still on the issues of the importance of understandyour customers’ expectations,
Alexander and Turner (1997 ) argues that deliveagginst your customers' wants and
needs can add costs into your business and thaaxamise your profit it is necessary to
differentiate your customers based on value, irelotd meet your best customers' needs
and make profit. They argue that for any organisetithat deal with customers it is always

important to themselves ask the following questiombom should your organisation
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serve; how should your organisation serves themvarat customers do the organisation
no longer wishes to serve? This study finds thegenaents important because answers to
these questions may help hotel to prepare and edelervices that perfectly suit

customers’ needs and this is in line with State &tade (2004) who claims that, customer
satisfaction depends directly and most immediabelyhe management and monitoring of

individual service encounters.

2.6  Conceptual Framework

The study was guided by a conceptual framework @diofrom Kangogo et al. (2013)
(Figure 2.3). The tourist hotels are facing chajks towards offering good customer
services in meeting the expectations of the custeni@ough provision of excellent
services in pursuit of customer satisfaction, dredustomers appreciate this by becoming
not only regular, but also loyal clients’ hence gqeerformance of the hotel. The profits
which tourist hotels get, sales turnover, markearesh service quality, turnover of
employees and turnover of customers are variableshwdetermine the existence tourist

hotels.
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Independent Variables Dependent variable

Customer Satisfaction Hotel industry
* Length of stay .« Profit
. (Fiustor?;r Iloyalty Moderating variables . turnover

Rgfeer?alsa €s Age of the hotel » Sales Market share
. » Si . ice qualit
« Handling of Customer ;'zfn%fetrhjfhoml — Tserv'c quf d
Complaints employees urnlover 0
« Guest Retention employees
e Turnover of customers

A

Figure 2.3 : Effects of customer’s satisfaction on performancef the hotel industry
in western tourist circuit of Kenya. Source:Adopted from Kangogoet
al. 2013

Customer loyalty is the degree to which customerserence positive feelings for and

exhibit positive behavior towards a company. Acaagdo Kotler and Armstrong (2006),

loyalty is won through delivery of consistent supercustomer service. This means
providing customers with services that are gooltl weet expectations and requirements
of customers. Retaining loyal customers for hotslies essential and a core factor in
keeping the industry in shape and competitive ehdagneasure itself up to the changing
trends of the industry (Schulz, 2012). Achieving tlesired results of customer loyalty is
frequently a customer action, and that loyal custiendon’t leave for any attractive offer

elsewhere, but rather gives the organization aahémbeat the other offer.

Dominici (2010) pointed out that the search for ewnlocation is certainly the most

important factor for many tourists. The choice epeat holiday destination defends on
their loyalty which is guided by; desire to reduisk of making a mistake, chance to meet
the same people again, emotional affection to &ikpelace and to explore the place

better. Kapiki (2012) observed that excellent smwiquality by hoteliers’ results in to
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better customer satisfaction and loyalty. Word afuth according to Cvent (2013) is non
official way of communication between people regagca product of service. Findings by
Natuhwera (2011) showed that a satisfied customtra one whose expectations are met,
and that the benefits from positive word of moushan important factor in the hotel
industry because with excellent customer satisfacticustomers are more likely to
recommend such high services to their friends,tivela and colleagues and this will
consequently make the hotel business thrive onildee@nd positive image. However,
according to Litrin (2006), negative word of mouthn have an overwhelming impact
upon a hotel image, since dissatisfied visitorgagrunflattering comments related to their

experience, hence negative sales and performaribe bbtel.

According to Nathuwera (2011), customer complaiefiect customer dissatisfaction and
service deficiencies and this require great atenéind care. Carson Research Consulting
(2013) found out that customers are twice as likelyspeak to others when things go
wrong (bad experience) than when things are righis require that the hotel employees
attend to problems immediately, not to leave issaled problems unresolved because
solving them at the earliest time creates good @&sgion to the customer about the type of
establishment they are in. An unresolved issue wages negative talks and a bad

impression of management inability to manage tigamization.

Length of stay, customer loyalty, repeat salesdhiag of complains and guest retention in
the tourist hotels their outcomes are increaserdlitpProfit leads the increase of market
share due to the increase of length of stay, custdoyalty and repeat sales. Handling of
customer complaints help tourist to provide quabirvices and overcome challenges

which facing the hotel towards provision of qualggrvice. Turnover of employee and
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turnover of the guests is the outcomes of handbihgomplaints, repeat sales, customer

loyalty, and length of stay.

2.7 Research Gap

Studies on customers services and customers ktehis been conducted all over the
world by a variety of researcher’'s to name a fewndo et al. (2013) conducted a
research on effects of customer's satisfaction emfiopnance of the hotel industry in
western tourist circuit of Kenya. Other studiesatetl to customers services are; The
qguality of service standard and related factorstaarist hotels in Arusha, Tanzania
(Mbisse,2012), Improvement of hotel service qudhtyakistan( Naseeset al. 2011), An
assessment of hotel product quality in Kenya asaaisbfor building destination
competitiveness( Wadawi ,2008),Factors influencougtomers satisfaction in tourist
hotels in Tanzania( Mrutu ,2008),Micro and smalitivolltural enterprises’ market access

to tourist hotels in Tanzania(Nguni,2012).

These studies focused on what a hotel has to wiferder to meet customer satisfaction.
Issues that addresses challenges that hotel mest wloviding service were silently

addressed. Hotels know that their survival; retiashow best they satisfy their customers
(Timmeran, 2013). This study was focused on whatlehges do they face and how do

they address them in attempts to meet good custseneice.
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CHAPTER THREE

3.0 THE STUDY AREA AND RESEARCH METHODOLOGY

3.1 Introduction
This chapter presents the study area, researclgndetarget population, sampling
procedures and sample size. This chapter alsomseaad data collection methods data

analysis, presentation and data interpretatelability and validity.

3.2 The Study Area

The study was conducted in Arumeru district (FigBi®) in Arusha region. The district is
located at the foot of Mount Meru bordered withiikihnjaro region to the eastern part and
Arusha municipality to the western side. To thetketn part the district is bordered with
Kiteto and Simanjiro districts of Manyara regionisé to the northern part the district is

bordered with Longido district.

The study was conducted in Arumeru District in Arasegion because it is the womb of
tourism in Tanzania as most of tourist attractiares found in this circuit. Not only in this

but it is also the way towards other attractionshsas Ngorongoro Conservation Area
Authority (NCAA), Arusha, Serengeti, Tarangire ahdke Manyara National Parks.
Arumeru District is the most important arriving tieations for the most of tourists who
are arriving in Kilimanjaro International AirportK[{A). These tourists are also

accommodated in different tourist hotels found imueru District. Apart from

accommodation services, hotels in Arumeru Distoicivides other services like walking
safari, canoe, bird watching, mountain climbingmount Meru and conference facilities
center in Ngurudoto Mountain lodge which held meggiand brought a good number of

visitors who need services from hospitality indystr
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Figure 3.1 : Map to show the study area. Sourcéuttp://merudc.blogspot.com/

3.3 Research Design

Research design is the conceptual structure whgisbarch is conducted (Kothari, 2009).
The research design enables the researcher tactcddga with minimal expenditure of

effort time and money (Orodho, 2008). Accordind.&vrakas (2008), a research design is
a general plan or Strategy for conducting a reseatady to examine specific testable
research questions of interest. There are diffekgntt of research design like descriptive,

case study and experiment research design. Thity stsed descriptive research design
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whereby both qualitative and quantitative dataesméld. Descriptive studies are usually the
best research design for collection informationt ttemonstrate relationships and describe
the world as it exists. It can also answer the tjoles such as “what is” or “what was”.
Experiments can typically answer “why” or “how” Biman and Rog (1198). A descriptive
study is one that provides descriptions of phen@rarcharacteristics associated with the
research population, giving an estimate of the famn that have certain defined
characteristics while also making discoveries @associations among different variables

(Cooper and Schnder, 2003)

3.4 Target Population

The population can be defined as the entire gréupdividuals, events, or objects having
common observable characteristics (Mugenda and Ntage 2003). Frankfort and
Nachmians (1996) explain that a population is thbject on which measurement is
undertaken, and from which a sampling unity is migld. According to Kothari (2004) a
population refers to all items in any field of inquand is also known as the ‘universe.
Populations considered in this study involved tetsriaccommodated in tourist hotels in

Arumeru District and hotel employees together wiidnagers.

However, the researcher obtained the informatrmmfowners of selected five hotels
concerning number of staff, hotel managers togethgth number of tourists

accommodated in these hotels. The information diggrpopulation show that Ngurudoto
Mountain Lodge have 284 population, Lake Dulutieper Hotel 198 , Kigongoni Lodge
168, Lake Duluti Lodge 107and Arumeru River Lodgéhv®@0 which make total of 847 as

the target population.
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3.5  Sampling Procedure and Sample Size
3.5.1 Sampling Procedure

Sampling procedure is the systematic procedureowhihg the manageable sample size
that is investigated to answer the research questidooper and Schindler, 2003). Simple
random sampling used to select five tourist hotdigh included in the sample size out of
ten hotels in Arumeru district. To avoid bias whaelecting five tourist hotels, the
researcher prepared a list of ten tourist hotelpiene of paper and numbered them and
mixed all the pieces of paper together in a box eked his colleague to pick five pieces
randomly. The hotels in reference are Lake DuletieBa Hotel, Kigongoni lodge, Lake
Duluti lodge, Ngurudoto mountain lodge and ArumBiuer Lodge. According to Hornby,
(1995), ethics relate to moral principles or cofleanduct. The issue of ethics in this study
was highly taken in consideration. By considerihg issue of ethics in this study the
researcher was renamed all selected hotels asviliNgurudoto mountain lodge to be
hotel “A”, Arumeru River Lodge to be as hotel “Bl’ake Duluti Serena Hotel to be as
hotel “C”, Lake Duluti lodge to be as hotel “D” aidgongoni lodge to be as hotel “E”.
The question of being ethical cannot be ignoredaby research; this is because there is
law which prohibits unethical behaviour in condngtresearcher (Mugenda and Mugenda,

2003).

Simple random sampling was used in selecting heteployees to be used as the
respondents by the researcher in tourist hotelsrder to avoid bias a researcher asked a
list of staff were on duty from head of departmemiisd write their names on pieces of
paper by numbering them. This was done by writiigSYor NO on pieces of paper equal
to the number of employees on duty during the dayselection from the various
departments of the hotel. Pieces of paper writtéi Yare equal to the number of the

respondents required to participate in the resed@wtes of paper written YES and NO
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mixed together in a box, shaken well and then midkethe service employees. Those who
picked YES included in the sample size, due tantitere of hotel industry which works on

shift basis.

However, simple random sampling used in selectngists to be used as the respondents
by the researcher in tourist hotels whereby theaher asked for the hotel room guest
list from the receptionist which shows list of gusirist accommodated on that day. Then
the researcher selected names from the roomingrigtvrote them on pieces of paper and
mixed them together in a box then asked employeesidk a paper randomly as per
number of sample size determined. Therefore thestowhose name is picked included in
the sample size .Purposive sampling was used éectsay hotel managers. In purposive
sampling, subjects are selected because of somactiastic (Patton, 1990). According to
Kamuzora (2008), purposive sampliig defined as a judgmental sampling where the
researcher chooses only element that he believebeavable to deliver the required data.
The respondents also known as cases are spegifidatisen because they can teach a
researcher a lot about issues that are of impatémehe research (Boeije 2009). In this

study, five hotel managers were purposively setecte

3.5.2 Sample Size

A number of authors have provided formulae for deieing sample size. According to
Gay and Diehl (1992), generally the number of resients acceptable for a study depends
upon the type of research involved; descriptiverratational or experimental. For
descriptive research, the sample should be 10%optilption but if the population is
smaller then 20% may be required. Roscoe (1975) Awdnovic (1997) argue that a
sample of 500 assures that sample error will noeea 10% of standard deviation, about

98% of the time. Roscoe (1975) and Abranovic, (J98jain state that within 30 to 500
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number of population, the use of a sample about Hlé of parent population is
recommended. Alreck and Settle (1995) states tlimnhecessary to sample more than 10%

of the total population.

According to information which the researcher afdi from owner of selected hotels, it
showed that the number of target population in stigly was 847, therefore according to
Alreck and Settle (1995), number of sample sizthim study is equal to 10% of 847 which
is 84.7.S0 the number of sample size in this stwdg 85 (Table 3.1). According to

Sweeney and Williams (2002) a sample is a smalligrof respondents drawn from a
population that the researcher is interested imioistg information about. Patton (2002)
argues that the sample size depends on what orts teaknow, the purpose of the inquiry,
what is at stake, what will be useful, what wiliveacredibility and what can be done with

available time and resources.

Therefore, to ensure that what was taken in thidystvas used and can provide accurate
information the researcher obtained responses &bmotel tourists in a distribution of 13
guests in Ngurdoto mountain lodge, Arumeru rivetgie 4, Duluti lodge 4, Lake Duluti
Serena hotel 9,and 7 tourists from Kigongoni lodgm. the case of hotel staffs, this study
expected to capture responses from 43 hotel staffa distribution of 12 guests in
Ngurdoto mountain lodge, Arumeru river lodge 5, @ulodge 7, Lake Duluti Serena hotel
10, and 9 staff from Kigongoni lodge. This is besmun each hotel there are different
numbers of staff and tourist .And also for the ca$ehotel managers, the researcher
expected to capture respondents 5 hotel managardistribution of 1 hotel manager from

each hotel, these make total of 85 respondents.
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Table 3.1 : Sample Size

Respondents Population Sample size
Tourist 370 37
Hotel Managers 46 5
Hotel employees 431 43
TOTAL 847 85

Source:Researcher’'s Computation, 2015

However, during data collection the number of goesiaires administered to all the
respondents was 80. A total of 36 out of 43 quastires were properly filled and
returned from the hotel employees .This represeatedverall successful response rate of
84%. Also a total of 30 out of 37 questionnairesengroperly filled and returned from the
tourists, this represented an overall successipamse rate of 81%.Four managers were
interviewed out of five managers, this represen%86f all managers. According to
Mugenda and Mugenda (2003), a response rate ofd@0%ere is adequate. Babbie (2004)
also asserted that return rates of 50% are acdepmlanalyze and publish, 60% is good

and 70% is very good.

3.6 Sources of Data
3.6.1 Secondary data

Polit and Beck (2003) argue that secondary resaautives the use of data gathered in a
previous study to test new hypotheses or explome raationships. Secondary data
obtained from documents such as books, thesesrgpgpernals, magazines, articles,
atlases, pamphlets and unpublished literature daggamhat other people have written on

the theme. However other information could be at@difrom Tanzania Tourist Board
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Report, Tanzania Tourism Report and also from Boarinstitutions like National College

of Tourism.

3.6.2 Primary Data

Louis et al. (2007) describes primary data as those itemsaiteabriginal to the problem

under study. Ember and Ember (2009) describe pyirdata as data collected by the
investigator in various field sites explicitly far comparative study. Primary data include
information collected from respondents through mvieavs, questionnaires and through
direct observation which enabled the researcheobserve the processes of handling

customers. This helped a researcher to obtain &reéhsthand data.

3.7 Data Collection Methods

Burns and Grove (2003) define data collection as ghrecise, systematic gathering of
information relevant to the research sub-probleosng methods such as interviews,
observations, focus group discussion, narratives @ase histories. This study used the

following data collection methods to collect data.

3.7.1 Questionnaires

Kothari (2004) defines a questionnaire as a doctimdrich consists of a number of
questions printed or typed in a definite order daren or set of forms. A questionnaire is a
research instrument consisting of a series of guestand other prompts for purpose of
gathering information from respondents. There &aree basic types of questionnaires;
closed ended, open-ended or a combination of tlee(Bawson, 2002). In this study the
researcher asked the guest questions related vwiresevhich they obtained from the
employees (Appendix 2) and for the employees aareber asked employees the questions

related to challenges facing during service provigiAppendix 3). Questionnaires as the
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method of data collection used to collect informatconcerning hotel customer services
from the guests and also the information concerrchgllenges facing tourist hotels
towards provision of good customer services fronplegees. This is because it is difficult
for a researcher to meet and seat together wigethtespondents due to their time table or

nature of their job.

3.7.2 Interview

An interview is a data collection technique thavalves oral questions directed to
respondents, either individually or as a group Reaisseret al 2003) Interview is a one
on one directed conversation with an individualngsinterview guide (Appendix 4)
designed to elicit extended responses. The ansteethe questions posed during an
interview recorded by writing them down. Becausis timethod allows a researcher to
probe for greater depth or explanation, simplene@sjuestions or fixed response questions
are typical not used. This method used to collefirmation from the hotel managers
because they have enough time fire-to-face interview through interview guides @vhi

enable the researcher to obtain the in-depth ddtaformation.

3.7.3 Direct Observation

Direct observation is the process enabling reseascto learn about the activities of the
people under study in the natural setting througkeoving and participating in those
activities (Kawulich, 2005). Observation can givil@ional, more accurate information on
behaviour of people than interviews or questiorewirA researcher can check on
information collected through interviews especially sensitive issues (Varkevissral
2003). A researcher therefore went to the studg avebserve (Appendix 5) the processes

of handling customers in order to come up with a@@iinformation concerning provision
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of customer’s service. Observing specific scenadggesumed to supplement what would

have been collected by using other data collectiethods.

3.7.4 Documentary Review

Kothari (2004) defined secondary data as dataisheatailable in documents. Documentary
reviews are data collected and analyzed by somelsee These documents obtained from
Tanzania Tourist Board (T.T.B), Tanzania Tourismp&eé and also from Tourism

Institutions like National College of Tourism. Thigrocess helps the researcher to
formulate a good platform for discussing the resiitrelation to what others have found
in the area of good service delivery in hotels. @&iety of journal articles, relevant

websites, books and presentations will be reviewerksearcher intended to use this type
of data collection tool because it consuming lés® tand money. Polit and Beck (2003)
also indicates that secondary data collection fiefit and economical because data

collection is typically the most time consuming angbensive part of a research project.

3.8 Data Analysis, Interpretation and Presentation

Data analysis is the processing of data colleabethake meaningful information out of
them (Sounderst al. 2009). Burns and Grove (2003) defined data arsalsa mechanism
for reducing and organizing data to produce finditigat require interpretation by the
researcher. The first step to be taken is to teamshll interviews and questionnaires
information that were conducted in Swahili to Esglianguage. This process is known as
data preparation where transcriptions will takescelin order to allow the researcher to

work with texts, sometimes in combinations with dniginal recordings (Boeije, 2009).

The transcripts read repeatedly to identify themisin the transcripts, the process known

as coding. In qualitative studies, coding meanstifieng themes within interview notes,
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documents, or field observations that relate toréisearch questions in your study. Berkes
(2004) explains that themes are common ideas attdrips that the researcher observes
repeatedly s/he read the data collected informafibie process may often require reading
the transcripts repeatedly to identify themes. His ttase, themes developed in and to
reference to research questions. The researchéedef the information obtained answers
the research questions within the theoretical fraomk. Constant comparison and
analytical induction helped the researcher to dgve pattern-coded analysis table with
study findings. Constant comparison will helped thsearcher to describe the variation
that is found within certain phenomenon, and whergvossible to indicate in which

situations different variations of the phenomenanitest themselves (Boeije, 2009).

A simple approach of quantifying study results smg Statistical Package for Social
Scientists (SPSS) vision 16.0 and Microsoft exeepleyed. Statistic with regard to the
ranking of hotel services are expected thus makingecessary for application of
guantitative methods of data collection. By usiiRSS the study was able to reveal issues
and correlation between numbers of staffs concgrearvice delivery, number of rooms

vs. number of staffs as related to hotel servidwely.

The researcher presented analysed data both qualitand quantitative data presented by
using frequency tables, charts and percentage st asmplify interpretation of the
findings. For qualitative information collected,ethnformation presented in form of
content analysis. For quantitative information ecléd, the researcher used and run SPSS
and present results through statistical descriptignaphs and interpret them in relation to

challenges facing hotels in service delivery.
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3.9 Validity and Reliability

To ensure reliability, well-constructed primary @aa&bllection methods like interview and
guestionnaires was operationalized also supportedlitect observation. This ensured
reliability as defined by Boeije (2009) that reliélp is the extent to which an experiment,
test, or measuring procedure yields the same sesaltepeated trials. Reliability refers to
the extent to which data collection technique ahigques yield consistent findings. In
other words, similar observations made or conctusgached by other researcher or where
there is transparency in how sense was made framrdiv data ensures reliability
(Saunders et al. 2007). Secondary data collectemuigh document review from other
researchers with a high response rate applied sarerreliability. The researcher also

ensured that the authority or reputation of thes®of data is well assessed.

According to Boeije (2009) validity refers to thetent to which a concept, conclusion or
measurement is well-founded and corresponds aeturtd the real world. To ensure
validity of the data, triangulation of methods used sampling and effective data
collection. The use of triangulation such as usdifférent samples and methods of data
collection increases the validity of the study a{@woper and Schindler, 2003). This
means that different methods of sampling and daltaation used. The use of triangulation
helped to demonstrate validity and open up new peets/e about the topic under

investigation.

3.10 Ethical Research Issues

Varkevisser et al. (2003) emphasized that whers@areher develop his/her data collection
techniques must consider whether his/her researcbegures are likely to cause any
physical or emotional harm. Ethical aspects syrictbserved in order to achieve the

research objectives. Respondents informed of thpoge of the research as being for
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academic purposes only. It observed that confidktytiand anonymity on findings
adhered to. Consent sought from respondents beftaeziewing them. Impartiality and
objectivity while conducting research adhered tartifipant’s right to withdraw and to
decline to take part in a particular aspect ofaeserespected. The researcher ensured that
there is no cause of harm or intrusion on partitiggprivacy. It ensured that no personal

assumptions or opinions of the researcher recorded.
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CHAPTER FOUR
4.0 DATA PRESENTATION AND DISCUSSION OF THE FINDINGS

4.1 Introduction

This chapter presents the research findings amaiskgon of the findings with focus on the
challenges facing tourist hotels towards provisiérgood customer services in Arumeru

District.

4.2  Socio-Demographic Characteristics of the Respdants
4.2.1 Age of the Respondents

The age of the employees was established (Tah)eirt the researched hotels with the
aim of knowing the age structure of the employeesthe industry. According to
Basnayake and Gunaratne (2002), the age of a pesaily is a factor that can explain
the level of production and efficiency. Table 4.fopdes the clear structure of the
employee’s age. It shows that 25% of the employggesof age between 18 — 24 years,
38.9% were of the age between 25-34, 22.2% agedcbat35-44, 8.3% had age between
45-54, 2.8% had age between 55-64 and also 2.8%abadbetween 65+.1t is widely
accepted that hospitality sector is the industryaafng generation as it needs energetic and
enthusiastic people. The findings imply that mayodf the respondents are in the middle
age group (18 to 24 years and 25 to 45 years) whaithvithin the economically active
and productive group. The economically active aratipctive group in Tanzania is from
the age of 15 years old to 64 years (URT 1991addition 33.3% of the hotels customers

were between 18-24years, 30%.

Constitute the ages of 25-34, 13.3 % were clieh2be44 years of age and a further 3.3%
were those between 45-54 years of age,10% of thedshocustomers were between 55-64

and 10% had age of over 65 years .
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Table 4.1 : Age of the Respondents

Age category Employees Tourists

Frequency Percent Frequency Percent
18-24 years 9 25 10 33.3
25-34 years 14 38.9 9 30
35-44 years 8 22.2 4 13.3
45-54 years 3 8.3 1 3.3
55-64 years 1 2.8 3 10
Above 65 years 1 2.8 3 10
Total 36 100 30 100

Source; Field survey, 2015

4.2.2 Sex of the Respondents

In order to have good representations of gender,0$ehe respondents was taken into
consideration. In this study both male and femadeewnterviewed (Figure 4.1). Thus, 14
(39%) of employees were females and the remainifg &ere males. This situation can

be attributed to patriarchal system which favouredle and discouraged females in

education system.

Figure 4.1 : Distribution of respondents by gener

Source: Field survey, 2015

m Male

W Fernale
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4.2.3 Respondents work experience

The information concerning working experience wa#lected from people interviewed
(Table 4.2). The findings provided a picture of gmployees’ professional experience of
the hotel industry in the researched area. More #1206 had experience between one and
five years, 27.8% had experience between six tyéans, 16.7% had experience between
eleven to fifteen years while 13.9% had experiavfcabove sixteen years. Understanding
the working experience of respondents in this stweg important in order to know how

their working experience relates to the performasfdbeir hotel activities.

Table 4.2 : Respondents’ work experience

Working years Frequency Percentages
1-5 15 41.7
6-10 10 27.8
11-15 6 16.7
16+ 5 13.9
Total 36 100

Source: Field survey, 2015

4.2.4 Educational level of the respondents

To ensure good customer service to guests, managedsto train the service employee in
the specifications of products and servicEse information presented in table 4.3 show
that 50% of the respondents had ordinary seconddugation and 30.6% had collage
certificate in professional qualification. In addit, the study revealed that about 16.7% of
respondents were standard seven educations witlerierpe but no professional

qualifications. According to Zeithandt al. 006) it is important also to accept that,
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professional qualification form a basis for builgliprofessional attitude of the hotel

employees, which is very crucial in provision ofogocustomer service. From the above
data analysis, majority of the hotel customerspl50% of them have at least a university
degree and above, demonstrating that a good nuofbdre hotel customers as career
professionals in their various respective fieldenhbl of the respondents has a primary level
of education; however some 6.6% of their Custorhax® attained post primary/secondary

education. Also the study revealed that about 48%uwists had college educations.

Table 4.3 : Educational Level of the Respondents

Level of Employees Tourists
education Frequency Percent Frequency Percent

Primary education 6 16.7 00 0
Secondary 18 50.0

. 2 6.6
education
Collage education 11 30.6 13 43.3
University 1 2.8

. 15 50
education
Total 36 100 30 100

Source: Field survey, 2015

4.3 Services offered in Tourist Hotels in Arumeru strict

This study identified several services offered irumeru tourist hotels. The level of
services provided in these hotels varies depenaiingjze of the hotel, location and type of

hotel as well as targeted customers. The follovairegservices offered in tourist hotels.

4.3.1 Food and beverage service
Food and beverage (F&B) department provides foall lz@verage services to the hotel

guests and visitors through a variety of outletd &atilities/services. These services are
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provided in two forms which are in house serviced autside services. In the house
(hotel) food and beverage (F&B) department providiesakfast, lunch and dinner to the
restaurants, banquet service and room serviceshwdlgp called in-room dining. Also
there are coffee shops and cake shops. Outsideesgiclude outside caterings and pick
nick services like lunch boxes. These servicespao®ided in most of tourist hotels in
Arumeru District. In the most hotels food which jpaeed is continental’s food, Indian food
and Swahili food which are offered to the clieotigh buffet service and ala carte menu.

Plate 4.1 and Plate 4.2 shows table setup in 8tausnt and buffet in the restaurant.

Plate 4.1 : Table setup in the restaurant. Soue: Field survey, 2015

Plate 4.2 : Buffetin the restaurant. Source: ield survey, 2015
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4.3.2 Business Centre Services

Some of tourist hotels in Arumeru District providarious business facilities and services
to the clients such as duty shops, curio shops twhave commodities ranging from
handicrafts, traditional clothes from the Maasaitiks, souvenirs, cards for those clients
who they want to buy gifts. There are also interfagilities and bureau de change to
customer needs in the exchange purpose. Theseesgnovide foreign money (forex),

income and employment to the people and governatdatge.

4.3.3 Transfer services, day trip tour and mountairclimbing

Most of tourist hotels in Arumeru District havehar shuttle which is going direct to pick
guest from air ports and transfer them or lookdompany to take care of the tourist and
ensure that guests are not walking here and thefiad these services. This system helps
guests to meet their demand easily. Apart fromehewost of tourist hotels organize day
trip and walking safaris for the clients in reque&sso most of tourist hotels in researched
area organized mountain climbing activities for tberists by either using mount Meru or

Mount Kilimanjaro.

4.3.4 Meeting and conference services

Most of tourist hotels in Arumeru District offerambnferences and meeting facilities as
they have special halls within the hotel which sed for meeting. These helps to cater for
the needs of different customers and meet the mvstandards of services required. The
tourist hotels observed by a researcher providomgerence services in Arumeru District

are Ngurdoto Mountain Lodge and Lake Duluti Serledge (Plate 4.3).
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Plate 4.3 : Conference room .Source: Field suey, 2015

4.3.5 Entertainment and recreational services

In tourist hotels in Arumeru District entertainmgmind recreational services are provided.
Entertainments and recreational services providellide swimming pools, gym and bird
watching. These services are intended to recreatesatertain guests so as to make them
comfortable and enjoyable. Also there are acrobstiows which resemble different

traditional dances as well khangapart.

4.3.6 Accommodation services

In Arumeru District the tourist hotels are also \pding accommodation service for the
tourists arriving in Kilimanjaro International Aigot (KIA) as well as from other parties.

However, these accommodation services differ frama lootel to another according to the
size and grade of the hot@llate 4.4 shows one of the double rooms as theapdrparcel

in accommodation services.
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Plate 4.4 : Guest double room.SourceField survey, 2015

4.3.7 Laundry service

The tourist hotels also provide laundry serviceBe Taundry department provides dry
cleaning services, valet services, washing andngpclothes according to color, type and
level of soiling. Some hotels maintain their owarldry, while others rely on commercial

operators.

4.4  Impacts of Good Customers’ Services to Tourigtotels

In order to understand the impacts of good custaaarices to tourist hotels in Arumeru
District, a researcher asked the respondents ttaiexfhe impacts of good customers’
services to tourist hotels. The findings in Tablé gresents comment from respondents

towards impacts of good customer services to tbhatels.
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Table 4.4 : Impacts of Good Customers’ Servicde Tourist Hotels

Impacts Responses Percentages
Good performance of the hotel 24 67

Profit increased 19 53
Customer loyalty 16 44

Market share 20 56

Service quality 25 69

Hotel image 22 61
Customer turnover 29 81

Source: Field Survey, 2015

4.4.1 Good performance of the Hotel

The study revealed 67% of the respondents saidgbatl customer services improve
performance of hotel. During interview session withnagers about the impacts of good
customer services to tourist hotels in Arumeru st managers came up with different
comments about the impacts of good customer sertctourist hotels. The manager from

hotel B said thatgood customer services lead to Good performanahethotel”.

4.4.2 Income and Profit increased

However, 53% of the respondent said that provisiogood customer services to tourist
hotels it increase the profits of the hotel. Taunsrease due to provision of good services
and proper advertisement of hotels attractionso i manager from hotel D said that
“the provision of good customer services to tourigels attract many customers hence

lead to increases amount of money each customedspe the hotel”.
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4.4.3 Customer loyalty

The findings showed 44% of the respondents saitl tttea provision of good customer
services to tourist hotels leads to customer lgyélitso the manager from hotel A said that
“provision of good customer services to the touristsd to Customer loyalty'The
findings also comply to the study done by Young0Q2) (1989) who observed that in
the long run, hotels that are successful in defivard maintenance of superior value are
able to build customer loyalty. In the line with tk and Armstrong (2006), loyalty is
won through delivery of consistent superior custoevice, it means providing them
with services that are so good such that therdtie thance of not meeting up to their

expectations and requirements.

4.4.4 Market share

During the study 56% of the respondents said thatigion of good customer services to
tourist hotels lead to the market share as it gaagyositive word of mouth and decrease
barriers to buying. The findings also comply to dtedy done by Abdullabt al (2012)
satisfied customer, either foreign or local maydléa favorable words of mouth which
have been proven as the best advertisement mondyuya The manager from hotel E said
that “provision of good customer services also reduces @omarketingy The study done
by Kangogo et al point out that with excellent onsér satisfaction, customers are more
likely to recommend such high services to theierfds, relatives and colleagues and this

will consequently make the hotel business thrivem@dible and positive image.

4.4.5 Service quality
The study showed 69% of the respondents saidptio&ision of good customer services
lead to service quality to the tourist hotels. Ttady done by Dominicet al (2010)

observed that in order to achieve customer satiefgat is important to recognize and to
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anticipate customers' needs and to be able tdys#tism. During interview session with
managers about the contributions of good customefices to tourist hotels in Arumeru
District, the manager from hotel B said thak€ellent services quality by hoteliers’ results

in to better customer satisfaction and loyalty”.

4.4.6 Hotel image

The findings shows 61% of the respondents said ttatprovision of good customer
services to the tourists raised the image of hgitabally. Also during interview session

with hotel managers about the contributions of goastomer services to tourist hotels in
Arumeru District, the manager from hotel C saidt thgpod customer services leads to
good image of the hotelAnother manager from hotel A said thatsatisfied customer is

the one whose expectations are met, and that thefibefrom positive word of mouth is an
important factor in the hotel industry because wekcellent customer satisfaction,
customers are more likely to recommend such highcss to their friends, relatives and
colleagues and this will consequently make the IHotsiness thrive on credible and

positive image”.

4.4.7 Customer turnover

The finding of this study revealed that 81% of teepondents said that the provision of
good customer services to the tourist hotels leadustomer turnover. Also the manager
from hotel A said thatgrovision of good customer service to the tourgges through
with good working environments hence lead to cust@urnover”. The study done by
Schulz, (2012) conclude that retaining loyal custmsn is essential and a core factor in
keeping the industry in shape and competitive ehdagneasure itself up to the changing

trends of the industry
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4.5 Challenges facing Tourist Hotels towards prasion of Good Customer Services

During the data collection respondents were askbdt are the challenges facing tourist
hotels in provision of good customer services inrAeru District? The results in table 4.5
show the percentage of respondents and their cotsnmmards challenges facing tourist

hotels in provision of good customer services.

Table 4.5 : Challenges Facing Tourist Hotels

Challenges Responses Percentages
Language barrier 27 75
Insufficient staff 18 50
Unqualified staff 17 47

Lack of working equipment 21 58

Poor communication system 24 67

Poor management(the hotel managers are |n22 61
professional hoteliers)

Staff are paid low wage of salary and there|i82 89

no motivations.

Source: Field Survey, 2015

4.5.1 Language Barrier

The result showed that 75% of the respondentstBatdanguage is the challenge towards
provision of good customer services in tourist lotédowever during the study the
researcher observed that, front office employee®meed poorly in language proficiency

than any other element in front office.
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4.5.2 Insufficient Staff

The results showed 50% of the respondents saidsti@mtage of staff is the challenge
towards provision of good customer services inighunotels. Also the manager from hotel
E said that the shortage in human resources has also resultethé drop of good

customer services to the hotel industry

4.5.3 Unqualified Staff

During the study 47% of the respondents said theualified staff is the challenge
towards provision of good customer service. Thdifigs are in line with Ngirwa (2006)

who established that most African work organizatido not have staff training policies at
their disposal. Similar results were observed lopbBa (2003) who states that, it is difficult
for trainees to understand the way the departmeotksv without proper training

programmes being set up in place.

4.5.4 Lack of working equipment

The findings showed 58% of the respondents saidléick of working equipment is the
challenge towards provision of good customer ses/idhe manager from hotel E said
that “one of the challenges facing tourists hotel isdaaf working equipment especially

laundry machines and kitchen equipments”

4.5.5 Poor management

The findings showed 61% of the respondents saidpibar management of the hotel is the
challenge towards provision of good customer sesvia tourist’s hotels. The researcher
observed that, in all researched hotels, employese not satisfied with performance of

the hotels management. This could be the reasquoforservice delivery.
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4.5.6 Low level of salary

The study revealed 89% of the respondents saidldhatvage of salary and absence of
motivation among staff is also the challenge towabvision of good customer services.
Similar results were observed by Mbisse (2012) widicated that well compensated
employees create a sense of ownership in the aa#n and encourage employées

loyalty.

4.5.7 Poor communication system

The results showed 67% of the respondents saigptiTatcommunication system in tourist
hotels is the challenge towards provision of gogst@mer services in tourist’s hotels. Also
during observation, the researcher observed thatn@mication system from managerial
level to the lower level of staff was not good .T$tedy done by Hartog and Verburg
(2002) indicated that communication with emphagizthe norms and values is related to

service quality in an organization.

4.6  Measures to Address Challenges Facing Touristdtels in delivering Customer
Services.

This part evaluates measures used in preventingenogas facing tourist hotels and

improves hotels’ customer services. The followimg aome of the valuable suggestions

that the respondents presented to enhance cusgsamsfaction. Table 4.6 presented the

responses and percentage of respondents and din@ments towards measures to address

challenges facing tourist hotels in Arumeru Digtric
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Table 4.6 : Measures to address Challenges FagiTourist Hotels

Measures ResponsesPercentages
Training of staff 28 78
Employ enough staff 21 58
Recruitment of the qualified staff 18 50
To ensure the hotel has enough working | 20 56
equipments

To maintain good communication system 26 72
Hotel owners to employ qualified hotel 23 64
managers

Management of the hotel to increase salary 28 78
scales

Source: Field Survey, 2015

4.6.1 Training of staff

About 78% of the respondents said that traininghef staff is one of the measures to
address challenges facing tourist hotels. The fiigglialso comply with the study done by
Mbisse (20012) who observed that Training plays gomrole in correcting mistakes

which occur on the course delivering the servicthoguest. Management need to know

that the aspect of training is managerial practwgeieh need to be exercise daily.

4.6.2 Employ enough staff

During the study 58% of the respondents said thag¢mploy enough staff is another
measure for the challenges facing tourist hofEt& manager from hotel D said tHanhe

of the measures to address challenges facing tohosels towards provision of good
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customer service is to employ enough staff so asdet customer expectations and on

time”

4.6.3 Recruitment of the qualified staff

The results showed 50% of the respondents saidréatiting qualified staff is also
measures to address the challenge facing toursitels towards provision of good
customer services. The study done by Provis eR@DB) confirmed that the method used
in selection of employees to fill the vacancy thases in the organization has impacts in

service quality to the hotel guests.

4.6.4 To ensure the hotel has enough working equignts

The findings showed 56% of the respondents saitl tth@&nsure the hotel has enough
working equipments is another measure to addres<hhllenges. During the study the
researcher observed that in order to address olakefacing tourist hotels towards
provision of good customer service, the hotel ownshould put enough working

equipments in each department.

4.6.5 To maintain good communication system

The findings revealed that 72% of the respondentancented that to maintain good
communication system in the tourist hotels is theasure to address the challenge facing
tourist’'s hotels. Kangogeet al (2013) conclude that, to realize effective custom
satisfaction, the hotel industry must constantlyngamore information on how to improve
their services by providing communication chanrfels the customers to convey their

complaints easily.



59

4.6.6 Hotel owners to employ qualified hotel manage

The findings showed 64% of the respondents saitl ahhotel owner to employ the
managers who has good knowledge of the touristl hetéhe measure to address the
challenge. Also during the study the researcheemesl that in order to address challenges
facing tourist hotels in delivering customer seegicthe owner of the tourist hotels should

employ qualified hotel managers

4.6.7 Management of the hotel should increase sajascales

The result showed 78% of the respondents said Mzatagement of the hotel should
improve the salary scales of the employees. Thithesmeasure to address challenges
facing tourist hotels towards provision of goodtounser services. Similar results were
observed by Mbisse (2012) who states that, Undedstg what motivate employees to
deliver the service quality like reasonable packaigsalary aimed identifying factors that
manager should focus in ensuring that employeesedeservice quality willingly. The
awareness of factors that motivate employees iwvatetervice quality assists manager in

making decision when planning the service qualitpiovement.

4.7 Discussion of the Findings

4.7.1 Challenges facing tourist hotels towards prasion of customer services

The findings of the study in table 4.5 showed thatmajor challenges facing tourist hotels
towards provisional of good customer services inmeru District. The findings are in line
with Ngirwa (2006) who established that most Africaork organizations do not have
staff training policies at their disposal. The fimgs also comply with the study done by
Mbisse (2012) and conclude that the industry fagewbr language proficiency,
communication skills and lack of qualified employeto provide services that met

international standards. While the industry pramtiérs trust a person with experience in
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performing a certain task; it is important als@atwept that, professional qualification form
a basis for building professional attitude of tlwteh employees, which is very crucial in
provision of service quality (Zeithanelt al., 2006). Also Multilevel model in this study
explained that,the way tourists’ hotels solving greblem existing in services provision,

helps these hotels in provision of quality custos@wices.

4.7.2 Measures to address challenges facing tourtstels in delivering customer
services
However during this study, the findings in tabl®& 4howed that training for the staff,
recruiting qualified staff, employing enough sta#f well as ensuring the hotel has enough
working equipment was the measure towards chaltefagng tourist hotels in Arumeru
District. Similar results were observed by Yang Q@0 who states that, Service
organizations therefore need to adopt critical ip@kactices and an outstanding quality-
management system-not only to delight customerstandcrease customer loyalty, but
also to pursue excellence in business performancaddition, services are more labour
intensive and employee behaviour and performanedhar key factors in the provision of
good customer service. Training of the employeesustomer satisfaction, and rewarding
and promotion programs for the successful employeesld motivate employees in

delivering quality service.

4.7.3 Impacts of good customers’ services to tast hotels

The results in table 4.4 showed that employee’siawer, Service quality, Good
performance of the hotel; customer loyaltyarket share, and Customer turnover are the
contribution of good customer services to tourwtiels in Arumeru District. The findings
are in line with Kandampully (1998) who states théat delivering superior service

quality enhances productivity, reduces costs, as®e customer loyalty, improves market
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share, and brings other general benefits to a @emiganization. Customer satisfaction
plays a role of mediator in perceived value of hated behavioral intention (Kinet al.

2008) Therefore management and staff should resfmtite expectations of the customer
and maintaining good standards of service in otdesatisfy the customers. Customer

expectations vary from one to another.
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CHAPTER FIVE

5.0 SUMMARY, CONCLUSION AND RECOMMENDATION
51 Introduction

This chapter presents the summary, conclusion ecmhrmendations. The conclusions and
recommendations are based on the findings and bega carefully analyzed to guide
policy makers, tourist hotels owner, managers dakiebolders in the tourism industry in
Tanzania on how to provide good customer servinewurist hotels so as to meet the
customer expectations. The summary summarize th@ewhork from the title, study
problem, objectives, significance of the studyerkiture review, research methodology as

well as findings of the study per specific objeetiv

5.2 Summary

The general objective of this study was to invedggchallenges facing tourist hotels in
provision of good customer services in Arumeru iBst Arusha region. Customers have
complained that, services offered in tourist hotéls not meet their requirement
.Specifically, the study sought to address theofwihg specific objectives, that is, to
examine contributions of good customer’'s services tdurist hotels, to determine
challenges facing tourist hotels in provision obgaustomer services and to identify and

evaluate measures for preventing challenges aniwapotels’ Customer services.

In this study the researcher faced different ltnins as follows: The nature of work in
the hotel industry where employees are workingloft basis was limitation to this study;

this was because respondents could not be reachiéte dame time in the researched
hotels. Also the hotel operators in Arumeru Distraze not supportive of academic

research. A number of managers were over-proteatfveany information that the
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researcher tried to obtain from their guests. bheotto deal with limitations of the study,
the researcher used the respondents who were irslifiyto overcome the problem of
respondents with different schedules of day andhtniglso the researcher forced to use
tour operators collecting their guest’s informatias per questionnaires after check out

from their hotels.

Literature review covered the theoretical and eiogii findings related to the study. The
study design was a descriptive research designebigdroth qualitative and quantitative
studies were used. Population considered in thdysinvolved tourists accommodated in
tourist hotels in Arumeru District and hotel emmeyg together with managers. The sample
size included 30 tourists, 36 hotel employees ahdtél managers which make total of 71
as the number of respondents. Purposive and simplgomly sampling methods were
used. The data collection instruments were quesdioas, interview, direct observation
and document review. Quantitative Data were andlyze using Statistics Packages for
Social Science (SPSS version 16.0) and Microsofelewhereby content analysis was

used to analyze qualitative data.

The study reveal that the impacts of good custaseerices to tourist hotels in Arumeru
District are good performance of the hotel, prafitreased, customer turnover, market
share, service quality as well as employee turnoMee challenges facing tourist hotels in
Arumeru District are poor communication system, ualified staffs, Language batrrier,
lack of working equipment, poor management and Veage of salary. Also the study
reveal that training for the staff, recruiting gtiatl staff, employing enough staff as well
as ensuring the hotel has enough working equipnvastthe measure towards challenges

facing tourist hotels in Arumeru District.
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Also the research finding from this study, showattthe provision of good customer
service have great impacts on the hotels bottom iinmyriad ways. The hotel industry
being a customer driven sector must positionedf isehe heart of every operation so that
their customer needs and requirements act as & guithe hotels decisions, policies and
strategies. Good customer service possibly affgmischases intentions, customer’s
retentions, referrals and reception. It is a strprggictor of future business performance
for the global hotel sector that is seen to be m@vard growth trend though with great

challenges.

53 Conclusion

The purpose of this study was to find out challenfgeing tourist hotels in provision of
good customer services in Arumeru district, Arusdgion. The tourist hotels in Arumeru
District were facing many challenges while provglicustomer services. To achieve
customer satisfaction, it requires hotels to canttdisten, understand and be creative to
the evolving needs and expectations of its custeniar provide good customer services,
the tourists hotel must positioned itself at thearheof every operation so that their
customer needs and requirements act as a guideeirhdtels decisions, policies and
strategies. Several suggestions were identified, tioa the tourist hotels in Arumeru
District to attain better customer satisfactione ®uggestions includes, making follow ups
on the services offered as the way to overcome suirttge negative issues raised as well
as additional of extra services to meet custompeetations. Also by providing training
for the staff, recruiting qualified staff, emplogirenough staff as well as ensuring the hotel
has enough working equipment was the measure tgveduiallenges facing tourist hotels in

Arumeru District.
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The findings indicated that, the challenging faciagrist hotels during provision of good
customer services are poor communication systemualified staffs, Language batrrier,
lack of working equipment, poor management and Yeage of salary. This means that
employees were repeating the same mistakes dumtacpmmunication system and hence

hotels failed to meet guest’s requirement into isergpecifications.

The study conclude that the reasons for poor sesvioffered in tourist hotels are
unqualified staff, poor management, poor commuitoasystem, insufficient of staff and
lack of working equipment. Good customer servicgrisatly depended on the quality of
service provided. In this regard, hotel enterprisheuld accept employees as internal
customers. In order to develop the skills and ti@ifications of the employees, a regular
training program should be designed in the hoteisilarly, employee involvement into
the decision-making processes and empowerment woreldgte loyalty and motivation
among the employees. The study reveals that someuaft hotels are not capable of
directing employees towards good customer senatigaty due to lack of professionalism
in their management. Also the hotels are focusingmaking profit by cutting cost and
neglecting standard of service. These are the meafw poor services offered in tourist

hotels.

However the study came up with the suggestions itnahe hotels there should be
personalized services whereby different cuisinesulshbe established so as to meet the
requirement of different groups of clients. Thioshl be arranged in a weekly basis or
cycle menu so as to cater the demand of differestomers. A cycle menu is a series of
menu that are offered in rotation, covering a gileamgth of time like one, two, or three

week(s).These cuisines are like Indian cuisinen€e cuisine, African cuisine, Italian
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cuisine and Ethiopian cuisine. This will help toeheustomer satisfactions for both local

and international tourists.

54 Recommendations

Based on the results, findings and conclusionsfal@ving are the recommendations.

5.4.1 Recommendation for Practice

* The study recommends that proper implementatiomahagement practices is
very important as it plays a great role in maintagrnthe good standard of services
offered to the tourist.

e The study revealed that 50% of the respondentsohdidary secondary education
and 30.6% had collage certificate in professionalifjcation. In addition, the
study revealed that about 16.7% of respondents wtmedard seven educations
with experience but no professional qualificatidine owners of the tourist hotels
and managers should provide training for staffadeedop their skills.

* The study recommended that some appropriate hwtgegies that may enhance
customer satisfaction should be established. Theserexruiting qualified staff,
increase salary scales, maintain good communicatistem as well as ensuring the
hotel has enough working equipment. Good commupitasystem will help
management to make follow up during and even bedergice delivery. Making
follow ups on the services offered is the way t@rceme some of the negative
issues raised and will significantly contribute itmprovements in increasing

customer satisfaction.
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5.4.2 Recommendation for Policy

 The government of Tanzania through the Ministry Nditural Resources and
Tourism should put emphasize on qualifications edddr tourist hotel staffs from
managerial level to other employees’ level so getaluce good staffs.

* The findings of the study reveal that unqualifigdffsare the reason for the
challenges facing tourist hotels in Arumeru Didtiowards provission of good
customer services.Thus, the study recommends tte¢ ichools and colleges to
put efforts on ensuring that skills required to kvam the hotel industry are well
addressed.

* Also the Tanzania government under Ministry of MaltuiResources and Tourism
should gazette the classification of hotels in oremaintain quality standards.
This is because levels of services offered in siumbtels are also depend on the

grade of the hotel.

5.4.3 Recommendations for further research
Another study should be conducted in other areels as Zanzibar and Dar es Salaam for
comparison purposes. The study will provide moneenwce on how to improve customer

services in tourist hotels.
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Appendix 2: Questionnaires for the customers

INTRODUCTION

My name isSikoyo Sarikiaely a student from the Open University of Tanzaniadcmting

a study on thechallenges facing tourist hotels towards provisiorof good customer
services in Arumeru District, Arusha-Tanzania. You are kindly requested to fill in as
much information as you can. The information yol miovide is strictly confidential and

your participation in this study is voluntary.

. QUESTIONS WITH REGARD TO SERVICE PROVISION BY THE H OTEL
1. Please, indicate your age by a TIGK if box given below
15-24 [ ]
25-34 |
35-44 [ ]
45-54 ]
55-64 [ |
65+ [ |
2. Please, indicate your sex by a TICK ih box given below

Male[ ] Femal |

3. Please, indicate your marital status by a TI€Kirf box given below

Singld__ ] Married_ ]| ,Divect [ |

4. Where are you coming from

5. Where did you hear about this hotel?
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6. Is this your first visit to this hotel? (Marketlappropriate answer)

7. How many nights have/are you planning to statiathotel?

8. What were the main reasons for your visit ts tiotel?

9. Below are listed some statements which refergitors the general image of the hotel

staff. For each of the hotel service element, ge&s& how you find the service

Hotel service element Visitors ranking of the serde
element
Excellent | Good Poor

The staffs in this hotel are friendly towards the

guests.

The staff in this hotel always put their gueststfif

Staff can be trusted.
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10.Below is the list of elements that you that you Imiyave experienced while staying

with the hotel. For each of the hotel service eleitnglease tick how you find the service

Visitors ranking of the

Hotel service element element

Excellent | Good | Poor

Clean and tidy hotel (reception area, restaurany et

Clean and tidy rooms

Catering offer

Information is accessible.

Information is clear and accurate.

Information is reliable.

Additional activities offered by the hotel (sports

facilities, entertainment etc.)

Additional activities offered in the local area

(possibilities for excursions etc.)

The price of B&B/half board/full board in this hots

reasonable

The prices of additional activities offered at thigel
(i.e. prices of food and drink, prices of souvenmsces
of handcrafted products, prices of excursions gsriaf

beauty and relaxing programs) are favourable.

Overall, staying at this hotel has been very vdkiat

me.

It gives me sense of joy that | have decided toestan
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this hotel.

| am delighted about this hotel.

Visiting this hotel exceeded my expectations.

If I had to decide, | would choose this hotel again

| will recommend this hotel to my friends and relas

and | will return to this hotel

11. With regards to the challenges faced fromithe of your arrival to departure, how

would you recommend the hotel to improve its cugioservice?

Thank you for your cooperation
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Appendix 3: Questionnaires for the staff

INTRODUCTION

My name isSikoyo Sarikiaely a student from the Open University of Tanzaniadcmting

a study on thechallenges facing tourist hotels towards provisiorof good customer
services in Arumeru District, Arusha-Tanzania You are kindly requested to fill in as
much information as you can. The information yoovmte is strictly confidential and your

participation in this study is voluntary.

. QUESTIONS WITH REGARD TO HOTEL SERVICE PROVISION TO
CUSTOMERS
1. Please, indicate your age by a TIGK if box given below
18-24 |
25-34 |
35-44 ]
45-54 ]
55-64 |
65+ |
2. Please, indicate your sex by a TICK ih box given below
Male [ ] Femal{ ]
3. Please, indicate your education level by a T(€Kin box given below
Primary educatid___| secondary etiood ]

College educatio[ | University edlion] |

4. Please, indicate your marital status by a TIGKir{ box given below
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Single[ ] Marrie[ ] Diced [ |

5. What is your job title and in which sectionytm work?

Job Title Section

6. For how long have you worked with this hofeICK (V) in box given below
1-5 [ ]
6-10 [ |
11-150 |
16+ ]

7. How does the hotel benefit from the good custaseevice that you offer to the

customer?

8. How would you rate your own performance withaiebto customers’ service provision?
» Excellent
* Good
* Poor

9. Please give reasons for your response
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10. What are the main challenges that you facke meigjard to service provision to

customers?

11. In order to overcome the challenges you hasedfavhile providing customer services

,What are your recommendations to the hotel managt&m

Thank you for your cooperation
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Appendix 4: Interview guide for hotel managers

INTRODUCTION

My name isSikoyo Sarikiaely a student from the Open University of Tanzaniadcmting

a study on thechallenges facing tourist hotels towards provisiorof good customer

services in Arumeru District, Arusha-Tanzania You are kindly requested to fill in as

much information as you can. The information yoovmte is strictly confidential and your

participation in this study is voluntary.

1.

10.

Do you agree that employee performance of affemtipion of customer services?

. How does the hotel benefit from the good custoraeerice that you offer to the

customer?
How does the hotel ensure service quality delilsryheir staff to the tourists?

What are the major complains tourist raise aboaistrvices delivered by Hotel

staff?
What are challenges facing tourist hotels in delhgecustomer services?

What are mitigations used to overcome challengasdéourist hotels in

delivering Customer services?

What would be your long term recommendation initherovement of customer

service in the hotel?

What kind of services do you offer in your hotel?

Who is your the customers?

How the management ensure that the level of sexaffered in the tourist hotels

satisfying the customers.

Thank you for your cooperation
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Appendix 5: Observation check list.
This guide is for helping the researcher to obséow service provided while visiting the
tourist hotels in Arumeru District.

Important issues to observe:

[EEN

. Types of services offered in tourist hotels.

N

. Equipment used in tourist hotels
3. Number of service providers (employees)

4. How services offered to the tourists.

o

. The way guest complaints handled.

6. The level of communication used between semiogiders and tourists.

7. How management of the hotel ensures and mamtaiavision of good customer
service.

8. Communication system from managerial level tltwer level.



