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ABSTRACT 

The aim of the study is to determine the level of Quality Perceptions, 
Satisfaction, and Repurchase Intentions with regard to locally 
manufactured leather shoes. An additional attempt was made to 
examIne the interrelationships among user's perceived quality, 
satisfaction and repurchase intentions. Dimensional variables for this 
study are obtained from literature review and exploratory investigation 
of preliminary questionnaire. The variables determining perceived 
quality were obtained as aesthetics and "fit and jinish", durability, 
store image, repairability, promotion, price, reliability, and pelj()rma nce. 
However, the study used some other variables such as overall 
perceived quality, overall satisfaction, repurchase intention and 
demographic variables, inline with research objectives. A total of 400 
questionnaires were distributed to the consumers of locally 
manufactured leather shoes, however, 386 collected back (96. 5 percent 
response rate) and properly jilled were retained for further analysis. 
Perceived overall quality of leather shoes was found to be as above 
average by the respondents, while the dimensions of price, durability, 
repairability, performance, store image, and reliability were perceived to 
be with above average; promotion and aesthetics and ''fit and finish" 
were perceived to be below average. Overall, respondents (consumers) 
were found to be as satisfied with the leather shoes manujactured in 
Ethiopia and reported with higher repurchase intentions . Additionally, 
there exist gender differences in quality perceptions on durability, store 
image, and price dimensions. A regression model, depicting the 
association of overall perceived product quality, satisfaction and 
repurchase intentions was developed. Overall satisfaction was found to 
be significantly predicting the repurchase intentions of the consumers, 
while no significant effect of overall perceived quality was obtained over 
consumer repurchase intention. However, perceived quality was found 
to be contributing in developing favorab le buying intentions j()r locally 
manufactured leather shoes through consumer satisfaction. Finally, the 
jindings of the study can be used by the producers and retailers of the 
leather shoes to design and implement their marketing strategies and 
activities, specific to product design, pricing, promotion, and while 
segmenting their consumers . 

Keywords: Customer Perceived Quality, Satisfaction, Repurchase 
[ntention, Leather Shoes, Ethiopia. 
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CHAPTER ONE 

Introduction 

This chapter draws an outline of the research work, while providing a 

general introduction and background of the study. Additionally, conceptual 

framework, statement of the problem, research objectives, s ignificance, 

scope and limitations of the study, operational definitions and organization 

of the paper are addressed. 

1.1. Background of the Study 

Eth iopia is one of the leading cou ntries in the world In terms of livcstock 

resources. It is repeatedly s tated that the country ranks first in Africa 

and tenth in th e world in livestock with an estimated 4 1 million of cattle , 

25 million s h eep, a nd 23 million goats . Annually, it produces 2.7 million 

hides, 8. 1 million s h eepskins and 7.5 million goatskin s that further 

ensure compara tive advantage, In producing leath er a nd leather 

products, for th e n ation (Me konnen, 2009). 

The leather and leather products is one of the major sources of foreign 

earnings for Ethiopia. Mekonnen a nd Gezahegn (2 002) in Mekonnen 

(2009) indicated that the s hare of leath er a nd leather products in t.hc 

m a nufacturing sec tor was 7.8 percent. They additionally explaincd , 

during last two decades , leather and semi-processed hides and skins 

have constituted the second major foreign exchange earning iLems in the 

Ethiopian export basket (10-20% of fore ign earn ings), next Lo coffee. But 

in terms of m anu fac tured products, the leath er sector ranks first. 

On the other h a nd , the production of leather shoes in Ethiopia dates 

from late 1930s when Armenian merchants founded two shoe factories in 

Addis Ababa. These factories nurtured a number of shoemakers, who 

laLely deve loped their own m a nufacturing capaci ties wiLh train ed 

workforce, wiLhin the city . Also, t h e experts of the industry believe LhaL 



about 1000 factories are operational in producing leather sh oes in and 

a round Addis Ababa. While most of them employ only te n workers or 

less, a few other factories ma in tain hundreds o f workers . Moreover, the 

neighborhood of "Mercato", a huge marketplace, swarms with 

sh oemakers, wholesale shops dealing in leather and leather shoes, soles, 

accessories, a nd shoe retail stores (Sonobe, Akoten and Otsuka , 2006). 

S in ce early 1990's, Ethiopia has implem ented liberalization policies. Thi s 

resulted, a m ong other things, in the invasion of cheap, new or second­

hand clothing a nd footwear, especially from China and other Asian 

countries, making life very hard for the domestic producers being 

uncompetitive (Loop, 2003). 

Countries that were be hind, in terms of design, such as China , have now 

overtaken Ethiopia. The invasion o f Chinese products in the country has 

led to adaptations among firms . For example, s m all -sca le producers arc 

trying to cope with the situation by increasingly imitating shoes in vogue 

in the market, with locally appreciated designs. Also , Eth iopia is 

developing a taste for the fashionable Chinese ladies shoes, while many 

people, especially in the countryside, prefer sturdy shoes that have a 

prolonged lifespan (Loop, 2003). 

Berhanu a nd Kibre (2002) report the factors influencing Ethiopian 

leather and leath er shoes manufacturers to be uncompetitive with 

foreign suppliers . According to the findings of their research, for th e 

leather footwear firms, poor quality of domestic leather and high cost of 

(imported) inputs put local manufacturers on disad vantage . 

Similarly, quality and customer satisfaction have lon g been recognized as 

critical drivers for organizational success a nd survival in today's 

competitive market (Fen and Lian, 2008). The leather shoes industry has 

certainly, not been exempted form increased competition or ri s ing 

consumer expectation of quality. Since the focal point of modern 
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marketing strategy is consumer , knowing consu m crs' pe rccptions of 

product qua li ty, satisfac tion a nd thus purchase/ re purchase inte ntion 

are cruc ial fo r leather shoes m a nufacturers a nd mark eters. Furthermore, 

companies must determine th e n eed s a nd wants of s pec ific targe t market 

and work h a rd to ensure high er levels of satisfac tion , more than what is 

being promised by the competitors. 

According to Shiffman and Kanuk (2 000), to id e ntify u nsa tisfied 

consumer n eeds, compa m es h ave to en gage 111 extensive marketi ng 

resea rch , through which one can discove r th e n eed s and priorities of 

different con sumer segm ents, and des igning new products and 

marke ting strategies that would fu lfill consumer n eed s. Given these 

important issu es that need to be a ddressed, th e main purpose of the 

s tudy is to de termine the consumer 's level of quality perception, 

satisfaction , a n d re purchase intention of locally ma nu fa c tured lc;otthcr 

shoes. 

1.2. Conceptual Framework 

Research e rs (Aaker, 199 1; Zeith a m a l, 1988) present quality pe rception s 

as consumer judgm en ts about th e superiority of a prod1JC:t, whic h the 

user-based a pproaches think is essentia l in d escribing quality. Bundle of 

attributes together represe nt a certa in level of qu a lity that further 

provides utility to the cu stomer. However, the ben e fi t s a re measured 

through a perceived level of quality (leve l of working s uperiority), a 

collec tion of attributes in comparison w ith the con su m er expecta tions. 

Schiffma n and Kanuk (2000) s tated that consumers often j udge the 

quali ty of a product on the ba s is of a variety of informa tion al cues, whi ch 

they associate with th e produc t. These eu es can either bc intrinsic or 

ex t r insic. While, intrinsic cu es a re related to the physical characteristics 

of th c produ c t such as s ize, color, aesth e tics fit and finish , th c extrinsic 

c ucs represent e leme n ts th a t a re put togcther with the actua l product 
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likc packaging, pncmg, advertising elc. On the othcr hand , they point 

out that, perceived qua lity of products and serv ices is central to the idea 

that strong brands add value to consumer's purchasc cvaluations. 

The terms perceived quality and satisfaction have becn u scd 

interchangeably, especially among practitioners. However, Rust and 

Oliver (1994) proposed that perceived quality and satisfac l. ion differ in 

two ways: perce ived qua lity is a more specific concept bascd on product 

a nd service features, whilst satisfaction can result from any dimension 

(e.g. loyalty, expectations). 

In addition, perceived quality can be controlled to a ce rtain degree by a 

company whi lst satisfaction can not. Thus, it IS suggested that when 

both perceived quality and satisfaction are regarded as ovcrall 

assessments, perceived quality is understood as an antecedent of 

satisfaction, and therefore, precedes it (Llusar et a!. , 2001 ). 

The research findings reported by Caruana (2 002) a nd TsiolSO U (2006 ) 

verify the preceding role of perceived quality and suggest a direc t effect of 

perceived quality on co nsumer satisfaction. Thus, it is expected that the 

higher the perceived quality of a product, the high er thc consumcr 

satisfaction. There is no agreement however, on whether there is an 

interaction effec t between perccived quality and satisfaction . For some 

researchers no interaction e ffect exists bc tween thc two conccpts, 

whereas others h ave reported a n interaction effect bctwecn satisfaction 

a nd perceived quality on purchase intentions (Llusar ct a !. , 200 1). 

Additionally, Cronin and Taylor (1992) reported that servicc quality ca n 

bc seen as one of the determinants of satisfaction, whi c h in turn 

innuences purchase intentions (Bloemer et a!., 1998). Therefore , 

perceived product quality has a role to influence consumer's purchasc 

choice or poin t of purchase. Some scholars support a posit ive dircct 

cffect of perceived quality on purchase intentions (Carma n 1990; 
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Boulding et aI., 1993; Parasuraman et aI., 1996), othcrs rcport only an 

indirect effect through satisfaction (Cronin and Tay lo r 1992; Sween ey ct 

aI., 1999), and yet others argue that both relationships exist (Tsiotsou, 

2006). 

Howeve r , it is observed that the dual effect (direct and indirect) of 

perceived produc t qua li ty on purchase intentions has been rcported for 

good s, while the s ingle effec t (direct or indirect) h as been found with in 

studies focu sed in service sectors. 

Tsiotso u (2006) providcs significant relationship bctwecn repurchasc 

intention, perceived product qua lity and customer satisfaction . 

Furthermore, h e expla ined tha t perceived product qua lity is an importa nt 

issu e in the developmen t and imple me nta tion of marketing strategies 

a imed at brand image building and increasing m a rkc t sh a rc. 

Based on the review o f literatu re on perceived quality, satisfaction a nd 

re purch ase intention discussed above, th e research er dcveloped the 

following theoretical research framework (Figure 1) . 

Pcrceivcd Quality Variables 

• Pcrformancc 
• Reli a bility 
• Dura bility 
• Serviceabili ty / 

Repairability 
• Acsthetic a nd 

"fit a nd fini s h" 
• Promotion 
• Price 
• S tore Im age 

Overall perceived 
Qua li ty 

Overall 
satisfaction 

- --- ~-=---:---:-=---::;::==~ 
Figure 1: Theoretical Research Framework 

Repurchase 
intention 
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1.3. Statement of the Problem 

Lcathcr s hoe indu stry, in Ethiopia, IS both largc and compctitive. 

Therefore, designing and implementing effective stratcgies targeting 1.0 

market acceptance/ purch ase of local leather s hoes is crucial to firm's 

success and survival. Moreover, while offering better quali ty, 

organizations in the industry may draw profitability through fetching n ew 

customers and retaining the existing on es. Thus, loca l leather shoe 

manufacturers need to first iden tify and then satisfy the market 

requirements, while ensu rmg better quality image, in thc mind of 

consumers, on th e part of their offerings. Such a favorable consumcr 

perceptions of quality and overall satisfaction with previous purchasers) 

may guide the con sumcrs to repurchase the same brand of lea ther shoes 

over agam. 

However , there seem s little research being done on consumer behavior in 

Ethiopian leath er shoes industry . Ameha (2004) rcportcd customcr 

satisfaction with locally manufacture leather shoes, and con sidered to be 

h e lpfu l in bridging the gap between quality perceptions a nd repurchase 

in tention in the current perspective. Therefore, the study is an attempt to 

see the re lationship of quality perceptions, sati s faction , and repurchase 

intcntions of the consumers of locally m anufactu red leath e r shocs. 

Specifically, thc study foc u scs on answering thc following rcscarch 

qucstions: 

1. What perceived quality variable d etermines th e quality of locally 

manufactured leather s hoes as perceived by Ethiopian the 

con sumers? 

2. Do male and female consumers of locally manufactured leathcr 

shoes differ on the p a rt of their quality perceptions and satisfaction 

level? 
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3. Is there any significant rela tion s hip be tween perceived q uali ty a nd 

con sumer satis fac tion with locally m anufactured leath er s h oes? 

4. How does overall pe rceived qu a li ty a nd satis faction a ffect the 

re purchase in tention of co n s ume rs buying loca lly manufaclu,ed 

leathe r s hoes? 

1.4. Objectives of the Study 

The objec tives of the s tudy a re m a n ifo ld . However , the bas ic p u rpose of 

th e stu dy is to d e te rmine the qua li ty perceptions of locally m a nu fac tured 

lea the r s hoes, consume r satis fac tion, a nd re purch a s e in ten t ion . S pecific 

objectives include : 

l. To identify the factors a ffec ting con sumers ' pe rce ivcd qu a li ty of 

leath e r shoes manufactured in Ethiopia. 

2. To know th e d ifferences of qua li ty p erception s of loca lly 

m a nufactured leath er s hoes and satisfac tion levels between m ale 

a nd fema le consumers . 

3. To under s ta nd the role of perceived qua li ty variables determ ini ng 

leather s h oe qu a li ty in perCelVll1g overa ll qu a lity (of locally 

manu factured leath e r s h oes). 

4. To s tudy the rela tion s hip between con sumers perceived qua lity o f 

locally manufa ctured leather shoes a nd overall sa ti s faction. 

S . To ex a mine th e role of ove ra ll pe rceived quali ty a nd sati s fac tion JI1 

es tima tin g repurch ase inten t io n of th e consumers of loca lly 

man u fac tured leath er s h oes. 

1.5. Significance of the Study 

Th e fun da m e n tal concerns of this research pa p er we re to dete rmi ne 

con s umers' level of qua li ty pe rception , satisfaction , a n d repu rchase 

in ten ti on and th e ir re la tion s hip with regard to locally manufactured 

leather s h oes . 
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The s tudy is u seful fo r th e following reaso n s : 

• The results of the s tudy m ay help local lea ther shoes 

m anu facturers (ma rke te rs, d ecis ion m a kers ) In un de rstanding 

product quali ty perception s of their cons umers . 

• The study may provid e guides to Ethiopia n s hoe manufacturers in 

fra ming th e ir m a rke ting s tra tcgies a nd m arketing m ixes. 

• The s tudy m ay provide a n in s igh t to co n s umc r bc havio r In 

Ethiopia n setting with re spect to locally m a nufac turcd leather 

shoes, a nd draws attention to both p ractitione rs a n d acad emicia n s 

in the a rea. 

• The s tudy may a lso be consider as a benchma rk for resea rchers 

inte rested in explo ring th e a reas of perce ived product quali ty, 

consum er sa ti s faction , a n d repurch ase in tentio n . 

1.6. Scope and Limitations of the Study 

Th e s tudy focuses on exa mining the qua lity perce ptions of the 

con sumers of locally m a nufacturer leather shoes, a nd high lighting the 

relationsh ip o f perceived product quality with con s umer satisfaction and 

repurchase inten tion . However , to keep the geographic limits o f th e s tudy 

ma nageabl e, the s tudy was confined to Addis Aba ba (the capi ta l c ity). 

In mos t cases it is difficult for customers to ide ntify domestic s hoes with 

their bra nd s ; rath er s hoes a re gene rally iden t ified as locally m a de a nd 

imported. Thus, the study is conducted on gen era l survey bas is rather 

than on bra nd basis . 

Th e m a In limi tatio n o f thi s s tudy is th a t beh av io ral inte n tions 

(repurchase in tention) d o not a lways equa l ac tua l con sumer beh aviors. 

Lack of s uffic ie nt li te ra tu re and research findings, d eali ng with con ce pts 
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of perceived product quality, was a nother m ajor problem t.he researchc r 

faced whi le conducting th e study . 

1. 7. Operational Definitions 

Perceived quality: the consumer's judgment about a product's overall 

excellence or superiori ty (Zeithaml , 1988). 

Customer satisfaction: the overall attitude regarding a good / scrvlce 

after its acquisition and use (Mowen and Minor, 1998). 

Repurchase intention: individua l's judgment about buying agall1 a 

d esignated service from the same company, ta king into account his or 

h e r current situation a nd likely c ircumsta nces (Helli e r et a I. , 2 003). 

1.8. Organization of the Paper 

The resea rch paper is orga nized into five chapters. Beginning with a n 

Introduc Lion, the report follows Literature Review, Researc h Methodology, 

Data Analysis and Findings, and finally Conclusions a nd 

Recommendations arc forwarded . 
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CHAPTER TWO 

Review of Related Literature 

This section provides an understanding of marketing and behavioral 

issues and how these contribute to influence repeat buying or repurchases. 

Therefore, the section presents a theoretical review with an aim to provide 

a rele vant insight into the related literature and findings revealed by the 

researchers in the subject area. 

2.1. Marketing 

In thc earlier times, marke ting was gIven little attention as thc main 

objective of busincss firms was to produce the limitcd goods and 

servI ces . As productivity incrcased and production caught up with 

demand, more emphasis was placed on marketin g activitics of selling 

a nd promotion . As a result, in today's marketplace, marketing is 

co nsumer oriented e.g. pl a nned and implemented to fa c ilitate exchange 

between the buyers and sellers on the basis of identified consumer wants 

a nd n eeds (Dunn, 1990). 

The emphasis in modern m arketing is on buyer-seller exchan ge and 

consumer satisfaction . To induce consumers to engage in exchange , 

marketing managers a re responsi ble for most of the act ivitie s necessary 

to create the customers the organizations wants. These act iviti cs in clude 

identifying customer needs , designing goods and services that mcetthose 

needs, communicating informa tion about th ose goods and scrvices to 

prospective buyers , making th e goods or services availabl e at times and 

places that meet customers' needs, pricin g goods and services to re nect 

costs, competition, and c ustome rs a bility to buy, a nd providing for the 

necessary service and follow up to ensure consume r satisfaction after the 

purchase. 
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Thus, m a rke te rs m u s t conduct considera ble research to und e rs ta nd an d 

d escribe the variou s segm ents or groups of ta rge ted consumc rs a ll or 

whom m ay have di ffc rcn t nccd s as pa r t of thc proccss of dcveloping 

offe rings th a t actually m ee t cu stom er n eed s. 

2.2. Marketing Mix 

Several m aj or ac ti vities can be underta ken by an organ i:wtion th a t is 

m a rke ting oriented. Th ese inc lude Ma rke t-opportun ity analys is, ta rget­

m a r ket selection , a nd m a rketing-mix (produc t , pr ice, promotion , a nd 

di s tri bution ) d e te rmin a tion. 

2 .2 .1. Product 

At the h eart of a great bra nd is a great product. Prod uc t is a keyelemen : 

in the m a rketing offe ring. Marke t leade rs ge n era lly offer products and 

services of s uperior quali ty (Kotle r a n d Kelle r , 2006, p. 343). Thcy furth cr 

d escribe produc t a s a bundle of physical s e rvices and symbolic 

pa rticula rs expected to yie ld sat isfac tions or benefits to the bu yers . Th c 

buyer purch ases a product on ly becau se, it serves th c customer by 

satisfying hi s n eed s a n d dcs ircs and , th c refo re, he pays for it. Thus, a 

product is a bundle of potential utility because cu sto m er is morc 

inte re s ted in the benefi ts h e gets from th e product ra ther th a n the 

p roduct ch a rac te r istics in a physical sen se . 

Additiona lly, S ta n ta n (1994) described produc t a s a com p lex of lan gible 

attributcs, includ ing pac kin g, co lor, pri cc, manufa cLurcs prcstige and 

re ta ile r 's prestige and m a nufactures a n d retaile r 's serviccs which thc 

buye r may ex pect a s o ffe rin g s atisfac ti o n of wan ts a nd ncc d s. 

It is t rue th a t a ll th e marke ting activities a re don e fo r thc sa ti s faction of 

custom ers a nd th e producers must know th c ir custome r a nd th c ir necd s . 

The produ ct mus t conta in qua lities , wh ich can sati s fy th c c u s tomers. 

Ga r vin (1984) identified eigh t d im en s ion s o f qua li ty: pcrforma nce, 

1 I 



feature , reliability, conformance, durability, serviceability, aes thetics , 

and perceived quality. 

Branding, packaging, a nd labeling are the possible methods generally 

employed to differentiate several products for the same kind but from 

different manufacturers. The dictionary of marketing terms defines 

brand , package, and label in the following ways (Bennet, 1988). A brand 

is a device designed to assist in the process of creating, stimulating, 

strcngth ening or maintaining demand for his products. Packaging may 

be defined as the general group of activities in product planning which 

involve designing and producing the container or wrapper for a product. 

The label is that part of the product which carries verbal information 

about the product or the seller. 

Shoes are shopping goods that are bought by consumers only after 

companng quality, price, suitability and style. Selection of these goods 

thus becomes an ingredient of the buying motive of a customer. These 

products exhibit a high d egree of differentiation, are durable in nature 

and purchased less frequently and are of high unit value. Here the brand 

name is also of much use. Wide distribution arrangements are not hasty 

in deciding wh at to buy. 

2.2.2. Price 

Price is the on ly element in the marketing mix that creates sales revenue; 

the other e lem ents are costs (Kotler and Keller, 2006). Th e price of a 

produc t must be determined in such a manner as to offer a reasonable 

amount of profit to the manufacturer, a reasonable remuneration to 

middlemen and the maximum satisfaction to consumers. Pricing and 

price competition are the number one problems facing many marketing 

executives . Yet many companies do not handle pricing well. The most 

common mistakes are: pricing is to cost oriented, price is not revised 

often to enough to capitalize or marketing changes; price IS sct 
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in dependen t of th e rest of th e marketing m ix rath er th a n as a n intrinsic 

e lem en t of m a rket pos itioning stra tegy; an d p rice is not var icd cnou gh for 

d ifferent p rod u c t item s, m a rket segmen t , and purch asc occasions. 

Price is on e type of cu e in judging produ ct qua lity. Th e u sc o f price as a 

s ign a l of qua li ty has been su bsta ntiated repeatedly. Even so, price may 

have li ttle innuen ce on perceivcd qua li ty in some s itua ti ons and for somc 

co nsumers . Recognize that a lthou gh higher pri ced offering bencfit when 

consu me rs pe rceIve a price-q ua lity re la tion shi p, thi s perception is not 

desirable from pers p ective of th ose offe r in gs of lowe r priced products. 

The ch a llenge for low priced comp eti tors, then , is to u nd erm ine 

con s u mers' u se of price as a n indicaLOr of qua li ty. 

Vari ous stud ies have fo und th at wh en con s umers do n o t h ave suffic ie n t 

in fo rmation abou t product quali ty, th ey u se price as an ind ica tion of 

qu a li ty . S ince these consumer s know little a bout th e product , they a re 

less like ly to be involved . Conversely, con s u mer s w ith in fo rmation about 

ch a ractforistics a re less like ly to mak e price- qu a lity inferenccs. These 

con s u me rs are more li kely to be in volved with product catcgofY (Assacl, 

1987) . 

2.2.3. Promotion 

Promotion is a ny communica tion u sed to inform, pers u ade, a n d/ Of 

re mind people a bou t a n o rganiza tion a l or individual goods, services, 

Images, ideas, community involvem en t, or impac t on socie ty (i!:van s an d 

Berman, 1997). Promotion is impor tan t for various reasons: fo r new 

products, to inform a bout the items a nd th eir featurcs; for products with 

som e con sum er awareness, the focu s is on pcr suasion th aL is converti ng 

knowledge to liking; for popu la r products, th e focus is on rcm indin g i.c . 

rei n forc ing exis ting consum er bel iefs. 
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Th e m ajor concern s in promotion m ay be th e goa ls a n d mcthod s or 

communications as pects or the rirm a nd its o rre rings to ta rget 

co nsumers. 

Communication occ urs throu gh bra nd name s , packaging, compa ny 

m a rquees a nd di s plays , personal se lli n g, c us tom e r service, t radc s hows , 

sweepstakes a nd m essages in mass mcdia (such as ncws pa pers, 

televis ion, radio , direct mail , billboards, ma gazines, and tra nsit). It can 

be company sponsored or controlled by independent m edia . 

Compa ni es u se on e or m ore of the ro llowing rour basic types or 

promotion. 

Ad vertis ing IS paid , n on personal communication regardin g goods, 

se rVices, organi zations, people , places , a nd ideas th a t is tra n smi tted 

through various m edia by bus iness firm s, government a n d o ther 

n onprofit o rga nization s , a n d individuals wh o a re identiried in the 

a dverti s ing message as the spons or. The m essage is genera lly controlled 

by the s pon sor. 

Public relations includes any communication to trans rer a ravora blc 

image ror goods, serVices, organization s , pcople, p laces, a nd ideas a mong 

their publics such as consumers, investo rs , govcrnmcn t , cha nncl 

members , employees, a nd gen era l public. It m ay be non pcrson a l o r 

persona l, pa id or n on -pa id , a nd s pon sor controllcd or n ol co ntro ll ed . 

Publicity is the form of public re la tion s that e nta ils non persona l 

communication passed on via various media bu t n ot pa id ro r by a n 

identified s ponsor. Wording a nd placem e nt or public ity mc ssages a rc 

gen era lly m edia controlled. 

Personal selling involves oral communications wi th on c o r more 

pe rs pec tive buye rs by pa id representa tives fo r the pu rpose or m a king 

sales . 
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Sales Promotion involves pa id m a rke tin g communication activi ties (othcr 

th a n a dvc rti s ing, publicity, o r persona l sellin g) th a t arc intended to 

s timula te consumer purc hascs a nd dealer effectiveness, in c ludcd arc 

tra d e s h ows, premiums , incen tives, giveaways , d emon stra tion s, a nd 

va rIOU S other efforts no t in the ordinary promotion routin es (Benn et , 

1988). 

2.2.4. Channel Distribution 

According to Kotler and Keller (2006), distribution IS a se t of 

inte rdepe ndent organiza tions involved in the process of m a king a product 

o r se rvice a vaila ble for use or cons umption. They a rc thc set of pa th ways 

a produc t or s ervice follows a fte r produc tion, culmina ting in purchase 

a nd u se by the final end users . 

The m ajor decisions in distribution ch a nnel includes answe rin g to: wha t 

ty pe of re ta il outle t should se ll the firm's offerings, wh ere sh ould they be 

loca ted , a nd how many should th ere be, what arrangeme n ts a rc needed 

to di s tribu ted products to re ta ile rs, to wh a t extent is it necessary for th e 

compa ny to own or m a inta in tigh t control over activities of firm s in the 

c ha nnel of dis tribution , a nd wh a t image a nd clien tele s hould thc retaile r 

seek to cultivate (Loudon a nd Della, 1993) 

Retailing, is a n important pa rt of m a rke ting channels , includ es all thc 

a c ti vities involved in s e lling produc ts a nd se rvices to ultima te, o r fin a l, 

consumer. A retailer or retail s tore is a ny business enterpri se wh ose sales 

volume comes primarily from re ta iling. 

Re ta iler s, s hops from whom th e consumer ultimatcly buys, serve th e 

consumer s in m a ny ways . These include : keeping stock o f diffe re n t 

var ie ties of goods , store loca tion , store hours, store layou t, de ma nd 

c reation, keeping custome rs in proper selec tion of good s, c red it fac ili ties, 

pe rson a l s ervices (home d elive ry, a fte r sale- service , libe ra l exc h a nge of 
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goods, etc.), providing fac ility of return of goods, and mcrease of 

knowledge of customers about new varieties of goods. 

2 .3 . Consumer Behavior 

Consumer behavior is a broad field of study that investigates the 

exchange process through which individuals and groups acq UIre, 

consume, and dispose of goods, services, ideas, and experie nces. The 

principles of consumer behavior are useful to business managers, 

government regulators, and nonprofit organizations, as well as to 

ordinary people. For marketing managers, knowledge of consumer 

behavior has important implications for environmental analysis, product 

positioning, the segmentation of the marketplace, the design of market 

research, and the development of the marketing mix (Mown & Minor, 

1987). 

The consumer behavior has a strong impact on marketing management. 

Modern marketing managers have embraced the "marketing concept" -

the idea that understanding consumer needs a nd wants will facilitate the 

exchange processes and achieve profits for the company. They th erefore 

see satisfying consumers as the focal point of the marketing effort. 

2.3.1. Strategic Applications of Consumer Behavior 

As per Asseal (1987), a marketing manager faces two important tasks: (1) 

identifying new opportunities in the market place and (2) evaluating the 

strengths and weaknesses of existing brand offerings : fulfilling these 

tasks requires information about the determinant of consumer behavior­

consumers' needs, perceptions, attitudes, a nd intentions. 

Marketing management requires information on the consumer in order 

to: define and segment the market, plan marketing strategies, evaluate 

marketing strategies, and assess future consumer behavior. 
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2.3.2. A Model of Consumer Behavior 

The focal point of m a rke tin g concepl orienled company I S consumer. 

When compan ies design m a rketi ng s lrategies they should co n s ider lhc 

fac to rs that inl1uence consumer behavior. Following is a s implc modcl of 

co nsum er beh avior by Asseal (1 987) that emphasizes lhc inlerac tion 

between the marketer and lh e co n sumer. The central component of lhe 

m odel is con sumer decis ion m aking-lhat is, the process of percc iving and 

evalua ling brand information , con s idering how brand a lterna tives meel 

the consumer's needs and deciding on a bra nd. 

THE INDIVIDUAL 

CONSU M ER 

ENVIRONMENTAL 

INFULENCES 

Application of 
consu mer 
Behaviour to 

MARKETING 

FEEDBACK TO CONSUMER: 
Postpurchase Evaluation 

CONSUMER 

DECISION 

FEEDBAC K TO MARKETER: 

CONSUMER 

RESPONSE 

Developme nl of Ma rke ting Stralegies 

Figure 2: A Simple Mod el o f Consumer Be h avior 
(Source : Asseal 1987, pp. II) 
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Three fa c tors influence the consumer's choicc . Thc first is the individual 

consumer. Bra nd choice IS influenced by the consumc r 's needs , 

pcrccptions of brand characteristics, a nd attitudes toward alternatives. 

I n add ition, bra nd c hoice is influenced by the consumer's demographic, 

life-style, a nd personality characteristics. 

The other two factors - environmental influences a nd m a rke tin g 

strategies - also influence decision making. The consume r's purchasing 

en vironment is represen ted by culture (the norm of th e socie ty, th e 

influ en ces of region a l or ethn ic subcultures), soc ia l c lass (the broa d 

socioeconomic group to which th e consumer belongs), social class (th e 

broad socioeconomic group to which the consumer belongs), face-to-fa ce 

groups (friends, family members, reference groups), a nd s itua tional 

d etermina nts (the s ituation for which a product IS purchased; e.g., 

buying a car for business or family purposes). 

Marketing stra tegy , the third factor, represents va riables with in th e 

control of marketer th a t attempt to inform and influence thc co nsume r. 

These variables-product, price, advertis ing, a nd di s tribulion - may be 

rega rded as s timuli perceived a nd evaluated by the consumer in the 

process of decision m a king. The marketer must obta in inform ation from 

the consumer to evaluate marketing opportuni ty prior to dcveloping 

m a rketing strategies. This requirement is r e prescnted by the double 

arrow between marke ting strategy and consumer decision ma king in 

Figure 2. Ma rketing research provides information to marketing 

organizations on consumer needs, perceptions of brand characteristics, 

and attitudes toward brand alternatives. Marketing strategics a re thcn 

d eveloped and directed to the consumer. 

On ce the consumer has made a dec ision , poslpurcha se eva lua tion , 

re presented as a feedback to the individu a l consumer, takc p la cc . During 

evaluation , th e consumer will lea rn from th e experience and may chan ge 
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his or her pa ttcrn of acquirin g informa tion , evaluating brands, o.nd 

selec ting a brand. Consumption experience will directly inOucncc 

whether the consumer will buy the same brand again. 

A feedback loop a lso lead s back to the m a rketing organization. Th e 

marketer will track consumer responses in the form of markct s hare a nd 

sales d a ta. But such information doe s not te ll t h e markete r why the 

consumer marke ter's brand relative to competition. Th ereforc, marketing 

research is also requ ired at this s tep to determin e consumer reactions to 

the brand and future purchase intent. This information permits 

management to reformulate la te m a rketing strategy to bctter mee t 

consumer need s . 

2.4. Concept of Perceived Product Quality 

As businesses' competition becomes greater significantly, the concept of 

perce ived product quali ty is increasingly becoming much on th e minds of 

academicians a nd marketing prac titioners today. That is because thc 

concept of perceiveu product quali ty not only affec ts the purchase 

intention of the consumer but also affects the market s hare, brand 

profitability, brand power, a nd brand equity (Garvin , 1984; Aakcr, 199 1; 

Aaker a nd Jacobson , 1994). 

There a rc va rious academics d efi ning the concept of perceivcd qua lity . 

Zeithaml (1988) defined perceived qua lity as consumer's judgm ent about 

a product's overall excellence or superiority. Further s h e cmphasized 

that perceived quality is: 

(a) different from obj ective or actua l qu a lity, 

(b) a hi gher level abstraction rather than a specific attribute of a 

product, 

(c) a global assessment that in some cascs resembles altitude, a nd 

(d) A judgment usually m a de within a consumer 's evoked set. 
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Similarly, Aa ker (1 99 1) defines perceived qua li ty as customcr 's 

pe rception of th e overa ll qua lity or s uperiori ty of thc product or servicc 

with respect to its intended purpose, re lative to a lte rn atives. Add in g th at , 

th e perceived qu a lity is diffe ren t from : 

(a ) actu al or obj ective quality: the exten t to which thc product o r 

service d e live rs superior service, 

(b) product- based quality: th e natu re and qua ntity of ingred ients, 

features, services included), and 

(c) m a nufacturing qua li ty: conforma nce to specification , th e "zero 

defect" goal. 

Al th ou gh there a re a lot of definitions from many schola rs, each of th e 

d efini tion ha s a sha red common m eaning; th at is, perceived product 

qua li ty is the con sumer 's perccption of overall componcn ts of product 

both tan gible a nd inta n gible charac teri stics 

2.5. Factors Affecting Perceived Quality 

Understanding of th e factors affec ting perceived product qu a li ty is 

necessary for a ll marketing prac titioners to design marketing s trategies 

e ffi ciently. In general, th e re are two types of factors d iscussed a mon g 

m a rketing a cad e mics . These a re intrins ic cues a nd extrinsic cues. 

2 .5 .1. Intrinsic Cues 

The intrin s ic c u e concern s ph ys ica l ch a racteristics o f th e product itse lf, 

such as s ize, color , fl avor , o r a roma. In some cases, consumers use these 

physical characteristics to judge produc t qua li ty (Schiffma n and Ka nu k , 

2000). Also, Bhuian (1 998) , express in trins ic cues as a ttributes that can 

no t be c hanged or m anipulated with out ch anging the physica l 

cha racte ristics of th e produc t itself. Studies by Sc hiffma n and Kanuk , 

(2000) show th a t th e perceived product quali ty varies with the variatio n s 
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in the nature of con sumer perceptions of in trin s ic ma rkctin g cues 

associa ted with those products. 

2.5.2. Extrinsic Cues 

Frequently, consumers can not u se intrinsic cu es in m8k in g decisions . 

Hen ce, th ey often evaluate qu a li ty on the basis of extrinsic cucs that a rc 

extern a l to thc produc t itself, such as price, bra nd image, manu facture r's 

image, reta il store image, or even the country of origin (Sc hiffma n and 

Ka nuk, 2 000). 

Lin and Kao (2 004) reported tha t perceived produc t qu a lity may be 

influen ced from distribution channels, bra nd image, country of origin , 

price, a nd certificates . Moreover, Tha kor a nd Katsanis (1997 ) identified 

th e extrins ic c ues that a ffec t perceived qua li ty as price, warra nty, 

advertis ing, m a rket share, a nd the coun try-of-origin . Likewise Dodd s et 

a l. (1 99 1) reported that pri ce, brand na m e, and s tore name affect 

perceived quality . 

A. Price-Quality Relationship 

Studies suggest th a t consumers US1l1g a price/ quali ty relationship a re 

ac tually relyin g on a well-known (and h en ce more expe n sivc) brand name 

as a n indicator of quali ty, without actually re lyin g d irecLly on pricc per 

se. Becau se price is so often conside red to be an indicator of quali ty, 

some product a d ver tisements delibera te ly empha s ize a high price to 

underscore the ma rketers' claims of quality . One of th e d a n gers of sales 

pric ing for reta ile rs is that products with lower prices may be interpre ted 

as reduced qua li ty For thi s reason , it is importan t to include olhe r 

information associated with perce ived quali ty (s u ch as bra nd a nd s pcc ific 

a ttribute information) to coun te r any pc rceptions of negative qua lity 

associated with lower price (Schiffman a nd Kanuk, 2 000). 

21 



In general, different studies revealed that consumers usc price as 

s urrogate indicator of quality if they have little information to go on, or if 

they h ave little confiden ce in their own ability to make the choice on 

o ther grounds. When consumer is familiar with a brand name or has 

experience with a product o r service , price declines as a fac tor in product 

selection. 

B. Retail Store Image 

Re ta il store h ave images of their own tha t serve to influence the pe rceived 

quality of products they carry a nd the dec isions of consumers as to 

where to shop (Shiffman a nd Kanuk, 2 000). Store image d efined by 

Loudon and Della (1993) as the way in which the store is defin ed in the 

shopper 's mind , partly by its fun ctional qualities and partly by a n a ura o f 

psychological a ttributes. This implies that perception of s tore image is 

derived not only from so called functional attributes of price, 

convenience , a nd selec tion of m erchand ise, but a lso from the inOuence of 

va riables such as architectu re, interior design , colors , and advertising. 

Th e refore , con sumers can develop image of s tores regardless of w he thcr 

reta ilers conscio usly attempt to project a specific image . 

c. Manufacturers' Image 

Consumers a lso judge product quality by considcring manufacturers ' 

image . Manufac turers who enjoy a favorable imagc generally find th a t 

th e ir new products are accepted more readily than those of 

m a nufactu rers who have a less favorable or even a "neutral" image . 

Researchers have found that consumers gen era lly have fa vorable 

perceptions of pionee r brands (the firs t in a product category), eve n after 

follower brands become ava ilable. They a lso found a positive correlation 

be tween pioneer brand image and a n individual's ideal self-image, which 

suggests that positive pe rce ptions toward pioneer brand lead to purchase 

intentions (Schiffman a nd Kanuk, 2 000). 
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2.6. Dimensions of Product Quality 

The most importa nt issue in asscssing perceived produc t pcrformancc is 

what dimensions con sumer s use to make their evalu a tion s. In other 

words, if pe rceived product qua li ty is to be m a n aged efficicntly , it is 

nccessary to con sider the dimension s of it . With respect to product 

quali ty , Garvin (1 984) and Aaker (1991) su ggested the following prOdlJct 

qua li ty dimension s (Performance, Features, Conforma n cc , Reliability, 

Durability, Serviceabili ty or Repairability , "Fit a nd finish ", Acs thctics and 

Pcrce ived Quali ty). 

A. Performance: the prImary opera tin g charactc ri s ti cs of th c produ ct. 

For an automobi le, these could include traits like acccleration, 

h a ndling, c ruis ing s peed, a nd comfort. For a te levis ion sct, th ey wou ld 

include sound a nd picture cla rity, color, a nd a bility to rcceive distant 

s ta tion s. 

B. Features: the bells a nd whis tles of products. They a re seco nda ry 

elements of products that supplement the produc t's l>a sic functioning. 

Examples include free drinks on a plane flight , permancnt prcss as 

wcll as co tton cycles on a washing machine , and a uLOma Li c tun crs on 

a color Lclevision set. 

C. Conformance: with specifications (the absence of defects). Thi s is a 

traditional, m a nufacturing-orien ted view of qua lity . According to 

Kotle r a nd Kelle r (2 006), buye rs expect products to h ave a high 

conform a n ce quality , which is the degree to which all thc produccd 

units a re iden tical a nd m eet the promiscd s pecification s. 

D. Reliability: is a m ea sure of the proba bility that a product will not 

m a lfunction or fail within a s pecified period. It is the con s istcncy of 

pc rformance from cach purch ase to the next.. Japc\l1cse 

manufacturers ty pically pay grcat attcntion to thi s d imcnsion of 
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perceived quality, and used it: to gain a competitive' edge in th e 

automotive, consumer electron ics, semiconductor, a nd copyll1g 

machine industries (Garvin, 1984). 

E. Durability (a measure of product life): How long will it last? it is 

s imply a measure of the product's expected opcrating life under 

natural or stressfu l conditions, is a valued attribu te for certain 

produ cts. Volvo has long positioned its car as durable. It once showed 

pictures of 10-year-old Volvos s till running well (Aaker, 1991). 

F. Serviceability (Repairability) : is a m easure o f the ease of fixing a 

product wh en it malfunction s or fails. It re flects the ability to service 

the product, or the speed, cour tesy, and competence of repair. A 

number of companies have begun emphasizing th is dimension of 

perceived quality . Caterpillar Tractor promises that it will deliver 

repair parts anywh ere in the world with in forty -eight hours a nd 

Mercedes guarantees of twenty-four-h our se rvices in Californ ia and 

Arizona show thH I ~ven top-of the-line producers believe that this 

approach h as value (Garvin, 1984). 

G. "Fit and finish": It refers to th e appearance or feel of quality. For 

automobiles, it might be reflected by the p a int j ob and fit of the doors. 

"Fit and finish" is important because it is a dimension wh ich 

customers can judge. Th e assumption is usually that if thc business 

cannot produce good "fit a nd finish" products, th c products will not 

probably h ave the other, more important, quality attribu tes (Aaker, 

1991 ). 

H. Aesthetics: refers to "how a product looks feels, tastes or smells". 

Acsthetics is an a bstraction, but th e rc are approaches for measuring 

a nd dealing with it. For shoes fashion , style, colour, dcsign , can bc 

base line for standard. 
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I. Perceived Quality: can be as subjective as assessment of aesthetics. 

Because con sumers do not a lways possess comple te information 

about a produ ct's attributes, they must frequ en Uy rely on indirect 

measures when compa ring brands. In these circumst.anccs, prod ucts 

will be evaluated less on their objective characteristics than on their 

images, advertising, or brand names. 

2.7. Customer Satisfaction 

Customer satisfaction is de fi ned as the overall attitude regarding a good / 

service after its acquisition and use (Mowen & Minor, 1998). They further 

expla ined that it is a post choice evaluative judgment resu lting from 

specific purchase selection and the experience of using/ consuming it. 

However , Kotle r and Ke lle r (2006) define customer satisfaction as a 

person 's feelings of p leasure or disappointment resul ting from compa rin g 

a produ ct's perceived performance (or outcome) in relation to his or hcr 

expectations. If the performance falls short of expcctations, the c ustomcr 

is d issatisfied. If th e performance matches th e expectations, thc 

customer is satisfied. If the performance exceeds expectation s, the 

customer is highly satisfied or delighted. 

East (1997 ) explained the role of customer satisfaction as a cen tral 

elemen t in th e marketin g exchange process, because it undoubtedly 

contributes to the success of service providers. F'urther the researcher 

de scribed customer satisfaction as, th e full m eeting of one's expectations. 

It has been a c ritical concept in contempora ry marketing thought and in 

research related to buyer behavior. It is a lso genera lly argued that if 

c u stomers arc satisfied with a pa r ticu lar product or service offerings a fter 

its use, then they are likely to engage in a repeat purchase and try line 

cxtension s (Naser et a !. , 1999). 

Customer sa ti sfaction is in fluenced by perceived quality of product and 

service attributes, features a nd benefits, and is moderated by customer 
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expectations regarding the product and servicc . Each o f these constructs 

that inOuencc customer satis faction nced to be derincd by the 

researchers (Smith & Alba um, 2007). 

Custom er satis faction as it is defined earlier is a n overall a ttitude 

con sumers have toward a good /scrv ice after acquired. On the o th er hand 

product quality is consumers ' overall evaluation of the excellence of th e 

performance of a good/ service. A key issue in assessing perceived 

product performance is wh at dimensions consum ers u se to make their 

evaluations. Therefore the key question is, h ow each of the dimensions of 

product quality combi n ed to form a n overall impression of quali ty. 

Mowen a nd Minor (1 998) suggest that consumers form beliefs about each 

of the products' quality dimensions, and th en sum up these bel iers to 

form a n overall belief regarding the quality of the product. J n effed, 

people act as though their perception of the overall pcrformance quality 

of a product is formed via a type of multi-allr ibute model. 

2.7.1. Expectancy Disconfirmation Model of Consumer 
Sa tisfaction/ Dissa tis faction 

An understanding of consumer satisfaction/dissatisfaction (CS/D) 

through expectancy disconfirmation model can be obtained through 

Figure 3. 

The model explains that the process through which CS/D is formed 

begin s with the use of oth er brands in the produ ct class as well as with 

the use of th e brand in question. Through this usage behavior, and 

through communication from firms and other people, consumers develop 

exceptions of h ow the brand shou ld perform. 

[n the next stage consumers compare their performance expectations to 

actual product performance (i.e., the perception of product's qua li ty). If 

quali ty fa lls below their expectation s, they expenence emotional 

dissatisfaction. If performance is perceived as equal to expectations, they 
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feel emotional satisfaction. If performance is perceived a s equ al to 

expectations , consumers experien ce confirmation. 

Prio r product/ brand 

expcncnce I 

Expec tations of 
I Evaluations o f I! 

how the brand actual performance I' 
should perform of the brand 

I t 
Evaluation s of discrepancy 

I be tween expectation and 

perfo rmance 

EmoLi naJ Emotion aJ 

DissaLi, faction Expecta ~cy Con fi rmation satisrae tion 

Performance faiJ s to I PerfoJ:mance not I Perfo rmance 

I meet expectauons noticeably different surpa sses 

fro ll1 expectatio ns expectatio ns 

Figure 3: Expectancy Disconfirmation Model of consum er 
satisfaction /dissatisfaction (Source: Mown and Minor, 19 98p . 4 25) 

2.7.2. Measuring Customer Satisfaction 

According to S mith and Albaum (2007), satisfaction measures involve 

three psychological elements for evaluation of th e product or servlcc 

expen ence: cognitive (thinking/ evaluation), a ffc ctive (cmotional -

feeling/ like-dislike) a nd bchavioural (curren t/ future actions). 

A. Affective Measure of Customer Satisfaction 

A con sumer 's a ttitud e (liking/disliking) towards a product / scrvice can 

result from a ny produc t / se rvice information or experien ce wheth er 

perceived or real. Again , it is meaningful to measure attitudes towards a 

product or se rvice that a customer has neve r used. 
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B. Cognitive Measure of Customer Satisfaction 

A cogn itive element is defined as an appraisal or co nclusion that thc 

product was useful (or n ot uscful), fi t th e s itua tion (or d id not fit) , 

exceeded the requirements of the problem/situation (or did not cxceed). 

Cognitive responses are specific to th e s ituation for which the product 

was purchased and specific to con sumer's in tended use o f the product, 

regardless if that use is correct o r incorrect (Smith & Albaum, 20( 7). 

C. Behavioral Measure of Customer Satisfaction 

It is sometimes be lieved th at dissatisfaction is syn onymous wit.h regret o r 

d isappointment whi le satisfaction is liked to ideas such as, "it was a good 

choice" or "I am glad th at I bought it ." Whcn phrased in behavioural 

response terms, consumers indicate that "purchasing this product would 

be a good choice" or "I would be glad to purchase thi s product." Often , 

behavioural measures refl ect th e con sum er's experience individuals 

associated with the product (i. e. customer service representatives) a nd 

the intention to repeat th a t experience (Smith & Albaum, 2007). 

More precisely, m easuring customer sati s faction will h ave the fo llowi n g 

marketing implication s: Satisfied customers form th e foundation of any 

successful bu s iness leads to repeat purchase, profitability, bra nd loyalty , 

positive word of mouth. On the other hand d issatisfied customers wi ll 

leads to a vari ty of n egative outcomes: Negative word of mouth 

communication , complaints, reduced purchases with resulting lower 

profits (Hoyer & Maclnnis, 2007). 

2.8. Purchase and Repurchase Intentions 

Purchase intention is defined as a plan to purch ase a particular or 

service in the future. (http://www.business_d ictionary.com/definiti on). 

From the a bove d e finiti on one can u nderstand that purchase in ten tions 
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are predic tion s of beh a vior or ac tions to be ta k en in a s pccifi ed fu ture 

period . 

Accord ing to I-lille r et a l. (200 3), repurch ase inten sion is t.hc in dividual' s 

judgmen t a bou t buying aga in a designa ted p rodu ct., taking in to accou nt 

hi s or h er curre nt s itu ation a nd li kely circ ums tances . 

On th e oth er h a nd Lindquis t a nd S irgy (200 3) dcscribed, bchaviora l 

purch ase inten tion as a ttitude no t toward a bra n d in tention bu t toward 

b rand purch ase and , as su ch , is a fa r bette r predic tor of beh avior tha n 

e ith er belie f or a ffec tive response . Green e t a l. (2004 ) su gges ted th a t thc 

m ajor use of inten s ion is in forecastin g sale . 

Purch ase inten t ion is a lso a n importa n t con ccpt 111 that it u scs in the 

eva lua tion of effectiveness of a dve rtis ing, it is a n in put for a new product 

model, and it is used a lso to segm en t m a rket fo r proposed new 

(redesign ed) produ c t (Morrison , 1979). 

2.9. Relationship among Perceived Product Quality, Consumer 
Satisfaction and Repurchase Intention 

Rcsea rch ers h ave tried to s tudy the re la tionship o f product qua li ty, 

satis fac tion , a nd fu ture purc hase inten tion /behavior. In the fo llowing 

d iscu ssion we s h a ll see at the resul t of diffe rent s tu d ics on th e 

relation s hips a mon g the variables . 

2.9.1. Perceived Product Quality and Satisfaction 

Th c term s perceived qua li ty and satis faction havc bccn uscd 

in te rchangeably, especia lly a mon g practi t ion crs . Howevcr, Ru st a nd 

Oliver (1 994) proposed tha t perceived qua lity a nd s a tis fac tion diffe r in 

two ways: perccived qua lity is a more specific concept based on produ ct 

and se rvice features, whils t satis fac tion can result from a ny di men s ion 

(c.g. loyalty, expecta tion s). In addi tion , perceived qua li ty can bc 

co ntro lled to a certa in degree by a compa ny whils t satis faction can not. 

29 



Thus, it is suggested that wh en perceived quality and satisfaction arc 

regarded as overall assessments, perceived quality is understood as an 

antecedent of satisfaction and therefore precedes it (Llusar et a !., 2001). 

The research findings reported by Caruana (2002) and Tsiotsou (2006) 

verify the preceding role of perceived quality and suggest a direct effect of 

perceived quality on consumer satisfaction . Thus , it is expected that the 

higher the perceived quali ty of a product, the higher the consumer 

satisfaction. Bloemer, Ruyter, and Peeters (1998) revealed that service 

quality can be seen as a determinant of satisfaction which in turn 

influences purchase intention. 

The research result by, Chaudhuri (2002) a lso explained perceived 

quali ty leads to consumer satisfaction, which is determined by perceived 

performance and expectation. 

2 .9.2 . Perceived Product Quality and Repurchase Intention 

The importance of perceived quality derives from its beneficial impact on 

purchase intentions, a lthough contradictory research findings have been 

reported in the literature. Some scholars support a positive direct effect 

of perceived quality on purchase intentions (Boulding et a!., 1993; 

Parasuraman et a!., 1996), while others report only an indirect effect 

through satisfaction (Cronin a nd Taylo r , 1992; Sweeney et a !. , 1999), and 

yet others argue that both re lationships exist. However, it is of note that 

the du a l effect (direct and indirect) of perceived product quali ty on 

purchase in tentions has been found for goods, whi le the single effects 

(direct or indirect) h ave been reported from studies focused on servi ce s 

(Tsiotsou, 2006). 

Although perceived quality is generally treated as a post-purchase 

construct (Tsiotsou, 2006). Schola rs like, Rust and Oliver (1994) support 

the notion that perceived quality is both a pre-purchase and post-
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purchase construct, as they argue that a prevIOu s product expe rien ce is 

not needed to assess quality. Whether an interaction, a direct and/or 

indirect effect exists between perceived product quality and purchase 

intentions, m arketing scholars agree that a relationsh ip between these 

two constructs exists. 

2.9.3. Satisfaction and Repurchase Intention 

A direct positive relationship between customer satisfact ion and 

repurchase intention is supported by a wide variety of product a nd 

service stud ies . These stud ies establi sh that overall customcr satis faction 

with a service is strongly associated with the beh avioural in tcntion to 

return to the same service provider. However, it must be kept in mind 

that the direct positive re lationship of satisfaction upon rcpurchasc 

intention is a simplification of the matter. While customer satisfaction is 

a major factor, it is only one of the many variables that can impact upon 

customer repurchase intention (Hellier et a I. , 2003). 

As customer satisfaction IS strongly linkeu to impreSSion:; of 

performance, satisfaction and switching barriers arc assumcd to bc lhc 

most important antecedents of repurchasc behavior, or the intention to 

repurchase a good or service (Bateson & Hoffman, 1999). 

Th ey added th at, when some degree of satisfaction cxists aftcr purchasc 

and cvaluation, the intention to repurchase will be positivc. Convcrsely, if 

there is dissatisfaction the intention to repurchase will be negative, and a 

consumer would be unlikely to repu rchase the product again. Howeve r , 

in both cases the existence of switching barriers raises the like lihood o f 

repurchase. Every available a lternative within a consumer's 

consideration set creates its own level of intentions to repurchase; but, if 

ne ither satisfaction nor switching barriers exist then rcpurc hasc is 

unlikely. 
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CHAPTER THREE 

Research Methodology 

Based on the theoretical framework, the study developed with the 

methodology applied Jor preparing instruments oj data collection, 

sampling, and data analysis. This chapter deals with the specific steps 

followed to collect primary data, sampling procedure, and ethical 

grounds maintained in accomplishing research objectives. 

Th e basic purpose of th e study is to determine the qu ality perception s 

of locally manufactured leather sh oes, consumer satisfaction , a n d 

repurchase intention o f con sumer. Therefore, exploratory research 

d esign was u sed to get insights on the factors determining quali ty. 

Additionally, d escriptive approach was used to determine th e level of 

perceived quality of locally manufacture leather s h oes, co n s umer 

satisfaction and repurch ase intension. 

3 . 1. Data Sources 

The required data used in the s tudy were obtained through both 

secondary and primary sources. While books, journal a r ticles, and 

internet we re explored to gath er publi s h ed data on th e issues under 

research stud y, primary da ta were collected through the consumers of 

locally manufactured leath e r sh oes by usmg sel f-ad ministered 

structured questionnaire. 

3.2. Sampling Method 

Th e required data for the research were co llected from the consumers 

of local leather shoes in Add is Ababa at different retail stores mainly 

in "Merkato", th e biggest open market in Ethiopia, and in some retail 

stores in "Piassa" and "Arat Kilo". S ince th e population is infinite and 

no particu la r s a mple frame was availab le for th e research , non ­

probability (convenience) sampling tech nique was used to obtain 

representative sample. 
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In this way, 400 respondents were contacted personally by the 

resea rch er on convenience basis at 40 different retai l stores at 

"Merkato" , specifically "Amedc Gebeya" (a market for shoes), 2 retail 

stores at "Piassa", and 3 retai l stores at "ArM Kilo". Because of 

resource (money and time) constraints, this sample size was 

considered sufficient for the study. However , wh ile se lecting the 

respondents for the study, disti n ctions was made based on 

demograph ic profiles, to avoid biasness caused by using non ­

probabili ty sampling and to justify the findi n gs of the resea rch. 

3.3. Variables Unde r Study 

(1) Aesth etics a n d "fit and finish" (ASF) , 

(2) Durability (DUR), 

(3) Store Image (SIG) 

(4) Repairability (REP), 

(5) Prom otion (PRO), 

(6) Price (PRI), 

(7) Reliability (REL), 

(8) Performance (PER). 

(9)Consumers overall qu a lity perceptions (OQ), 

(10) Overall satisfaction (OSAT), and 

(l l )Repurchase intentions of consumers (RPI) of loca lly manufactured 

leathe r shoc are the variables used under th is stu d y. 
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3.4. Instrument and Procedure 

3.4.1. Data Collection Instrument 

There are three genera l ways of obtaining primary data in marketing 

research ; survey, observation , and experiment (Burn s & Bu s h , 1995). 

However, in this s tudy survey was used as method of da ta collection 

for it is advantageou s for collection of s ignifican t amount o f data in an 

economic and efficient manner on the one hand , and it typically allow 

for much larger sample sizes on th e other hand. 

The in strument u sed to collect data from consumers of loca lly 

manufactured leather shoes was questionnaire. The questionnaire 

was selected for it h a d the following advantage (1) Filling up a 

questionnaire doesn't take that much of time so this IIlcreases the 

respondent's willingness to provide more accurate data, (2) 

Respondents ' secrecy can be strictly maintained, and (3) It IS ea sy to 

quantify a ll the data from the questionna ire for quantitative analysis. 

The questionnaire was drafted on the basis of ideas and insigh ts 

obtained from exploratory study (Append ix C), the reviewed literature , 

adopting from previous researchers (Swinker and Hines , 2006), and 

the experience of the researcher for th e intended data to be co llected. 

Stm ctured questionnaire with four main parts was u sed to collect 

data. The first part of the questionnaire was on consumers ' quality 

p erception contains 32 items (statements). The 31 statements were 

sub grouped with nine quality dimensions (1) aesthetics (2) "fit and 

fini s h", (3) Durability (4) Store image (5) Repariability, (6) Promotion, 

(7) Price (8) Reliability and (9) Performance; whi le the last (one) 

question was on overall quality perception. The secon d and third parts 

of the questionnaire consists of 4 construct statements each on 

consumer satisfaction and repurchase intention of leather shoes 

manufactured 111 Ethiopia (Table 1). The fourth part of the 

questionnaire contain s demographic profile of respondents on gender, 
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age , e ducation, occupation, income, number of year s on p rodu ct 

usage , and numbe r local leather s h oes purc h ase in a year. 

All t h e statements in part one, two , a nd three had been placed on a 5 -

po int Liker t -scale a n chored by " l -strongly disag r ee" to "5-strongly 

agr ee". But, the last question in part l. was measured on a fi ve point 

scale a n ch o re d by " 1- very low" to "5 -ver y high" . 

Table 1: Product Quali ty Dimensio ns, Consumer Sati s faction a nd 
~urchase In tentions 

----r=-
Dimensions Code Items 

--
AS! The style is a ttractive. 

Aesthetics -- -
AS2 Are fashiona ble . 

(AS) --
AS3 The colour is a ppealing. 

-
AS4 Maintain attractive designs / models . 

-- ---
FF! The "fi t and finish " are of high quality. 

-

"fit and finish" FF2 The outer cover maintains high quality on the part of 
(FF) "fit and fini sh" 

FF3 The design/model suits to consumers due to their "fit 

f-- and fin is h " -- - -
DUR! Leath er shoes manufactured locally show 

durability / Iong li fe. 
-- - -

Durability DUR2 The outer sale of the leather shoes promises h igh 

(DUR) durabilit.\::. .- -

DUR3 The inner sale of the shoe is durable. 
--

DUR4 Leather used as shoe cover is durable . 
-

SIG! Leath er shoes manufactured locally arc not on 
locational disadvantage (avai lable at most of the places) 

Store Image SIG2 Retailers keep diffe rent varieties of leather shoes 

(SIG) manufactured locally . 
--

SIG3 Prestigious retail ers also keep local ly manufactured 
leather shoes in to their stores. 

SIG4 The quality of services provided by sales people at retail 
s tore is good. -

REP! Are easi ly re pairable. 

---- -- -
Repairability REP2 The oute r sole of local ly manufact'urcd leather shoe is 

(REP) easi ly rq~airable . -- -- -
REP3 The cover leather is easily repairable. 

-- -
PRO! The advertisement messages/ commercials appealing. 

-

Promotion 
Exert high commu nication effort to build/maintain 

(PRO) PR02 favourabl e image and relationship with 
customers/ public. 

- -
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r- --
PR03 

PRII 

Price PRI2 
(PRI) 

PRI3 

RELI 

Reliability 
REL2 

(REL) 

REL3 

REL4 

REL5 

PERI 

Performance PER2 

(PER) 
PER3 

Overall Quality OQ 
Perception (OQ) 
Consumer Satisfaction 

Usi ng incentives (gift , discount) is one of the prac Liccs 
of stimulating consumers. 
The shoes are priced reasona bly (affordable). 

---
The price is fair compared to the benefits/usage I 
maintain with them. 

By paying affordable price, it is possible to ensure 
quality on the part o f locally made leather shoes 

Leather s hoes manufactured locally arc consisten Lin 
s ize (with number). 

- - ---
Local leath e r sh oes show dependability over t ime 
without re por ting any damage/failllrc/tearin g off. 

---- -
Leath e r shoes manufactllred locally are conSiSlell' Lon 

o the part of th eir color (of cover leather) fro m one 1 

oth er in a pair. 
---

Locally manufactured leath er shoes a rc consisten t in 
designing pattern (models). 
The overall re li abi li ty on the part of performance 0 f 

rom locally manufactured leather s hoes is consistent f 
on e purchase to anoth er. 

Are comfortable. 

Leather shoes manu facturers in Ethiopia use hig h 
quality leather material. 
Locally manufactured leather shoe are easy an d 
su itable . ----
The Overall qual ity of locally manufactured leathe r 
shoes is: - ----- -

-- -- -- -,----- - -- -

SATI My decision to purch ase locally manufactu l-ed lea the r 
shoes was a wise one. --

Satisfaction SAT2 I fee l good abollt my decis ion of purchasi n g locall 
manufactu red leather shoes. 

(SAT) ---
SAT3 I am pleased th at I purchased leather shoes 

y 

manufactured locally. 
SAT4 As I am satisfied, I would recommend locally 

---- -
manufactured leather shoes to other peoele. 

Repurchase Intention 
--

RPIl 
I intend to continue my purchase o f locally 
manufactured leathe r sh oes. 

Repurchase RPI2 I re-buy local ly manufactured leathe r shoes even there 
Intention (RPI) exists many alternatives 

RPI3 It is very like ly that I would prefer to buy leather s hoes 

RPI-4 
those are 1 0cal ly~anufacture~Lir, ncar futuE":_ 
I wi ll contin ue with my use of locally manufacture d 
leather shoes in a s imi lar fashion as in the past. 

--- -- --
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3.4.2. Procedure 

To conduct the stu dy more objectively, the foll owing procedures were 

followed. 

l. Th e questionnaire was first drafted and prepared in English. 

Then by emp loying an exp er t in translation it was trans la ted 

into Amharic (Appendix A and B) . 

2 . The instrument was pre-tested for face valid ity a nd relia bility 

u sin g 30 local leath e r shoes use rs in a pilot study. 

3 . To review the inte rnal con sistency of the scale items, Cronbach 

coeffi cien ts (alpha) were computed and found to be 0.935. The 

Cronbach a lpha coefficient for the quality dimensions were : 

0.700 for performance, 0.414 for reliability, 0. 7 81 for 

durability , 0.709 for r ep airability , 0.936 for aesthetic , 0 .927 for 

"fi t and finish" , 0.761 for price, 0.568 for promotion, and 0.631 

for store image. Additionally, cronbach a lpha for satisfaction 

and repurchase intention was 0.927 and 0.784 respectively. 

4. Based on the result of the pre- test the instrum ent format was 

modified a nd vague s tatem en ts were corrected. 

5. Finally, the modified and corrected questionnaire was 

distribu ted to the respondents (firs t by approaching a visitor to 

shoe stores and asking if th ey are users of locally made leather 

sh oe) a nd by following th e process as mentioned earlier. Data 

was gath ered from September 11 to October 15 (for thirty four 

days). 

6. Out of the 400 questionnaires distribu ted a total of 386 (96.5% 

response rate) were found to b e completely filled and therefore, 

retained for the purpose of final analysis. 

3 .5. Data Analysis 

After editing a nd ch ecking the validation of data collected, the 

variables were coded and entered to the SPSS ver.1 7.0. Responses of 

th e respondents were analyzed by both descriptive a nd inferential 

statistical methods . In order to describe the data , preliminary 
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descriptive s ta tis tics such as; frequen cy, percentages, a nd mea n were 

employed. 

To test for the significant difference between mean va lue of quality 

perception and satis factio n among gend ers, an independent-sample t ­

test was run (executed). F'u r th er, coefficient of co-relations and 

mu ltiple regressions (mu ltivariate a na lysis) we re employed to observe 

intercorrelation among variab les and to determin e the pred ictive 

power of variables unde r study respec tive ly. 

3.6. Ethical Considerations 

The respondents were informed th a t their partic ipation was on a 

voluntary basis and all informa tion provided wou ld be kept private 

a nd confidential. Questionnaires were distributed only to th ose who 

q u a lified and agreed to participate in the study. Th e researcher then 

briefly expla ined the nature and requirement of the s urvey be fore the 

respondent filled up the ques tionna ire. 
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CHAPTER FOUR 

Data Analysis and Findings 

Data collected, by following the methodology presented in the last 

chapter, were exposed to various statistical analyses to generate the 

results inline with research objectives. This chapter explores the 

techniques used in computing scale reliabilities, and analyzing data 

associated with demographic profile of the respondents, perceived 

quality, satisfaction, and repurchase intention! behavior. 

4 . 1. Scale Validity and Reliability 

Separa te facto r a n alyses were car r ied out to assess thc u n i­

dimensionality of the con structs (d ependent and in depend ent) for the 

subsequen t analysis . Princ ipa l Compon ent Ap proach (PCA) of 

extraction by using Direct Oblimn factor rota tion was em p loyed, since 

th e factors are conceptually lin ked and obliqu e ro tation represents the 

clustering of variab les more accurately. 

A total or 29 item s (ou t of 32) r epresenting qua lity dimensions were 

fou n d to b e loaded into 8 facto rs, p erceived to be quali ty dimensions 

with loadings 0.50 and above (representing 61.71'/'0 of cum u lative 

var iance expla ined), a n d were retained for fu r ther analysis (Table 2) . 

The resu lt su ggests th at th e respondents rela te aesth etics dimension 

of quality with "fi t a nd fi n is h " d imension a nd th erefore, fo r fi n al 

a n a lysis th e two d imension s were con s idered as on e (aesth etics and 

"fi t and fin ish") . The removed item s were SIG4, REL5, and PER2 

(Tablel). 

Fu rther , th e fac tor analysis was performed on the items re presenting 

consum er satisfaction and repurchase in tentions (de pen dent 

con structs). All th e item s were found to be loaded separately in two 

constructs with a value above 0 .50 (Table 3) . 
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Table 2: Construct Validity (Factor Analysis) for Independen t 
Variables , 

,-- ---- -

I 
"'~ » " Items/ '" " .. " '" .~ bJl .~ 

1:1 » 1:1 = » '" -.~ t::: 
.~ 

0 .. '" .. 8 .0 Dimensions .~ .~ .~ 

8 .. - '" .. -".", . ~ - .. 0 
.~ 

.<: = .0 .~ .0 .. 

.. oS '" " '" 8 " oS ~ .. .. Po " .~ "'., 0 0 .~ - .. 
"I::l :; .. " .. .. " " < , 0 (/J 0:: Il. Il. 0:: Il. 

ASFl 0.750 

! 
I 

ASF2 0.670 I 

ASF3 0 .708 0.554 

ASF4 0 .806 

ASF5 0 .701 

ASF6 0.738 

ASF7 0.687 

OUR l 0.809 

OUR2 0 .650 

OUR3 0.638 

OUR4 0.706 

SIGl 0.655 

S IG2 0.770 I 

S IG3 0.644 I 
I 

R EPI 
-- .. -

0.606 --r -- -- 1---
I 

REP2 0.836 I 
REP3 0.803 

PRO] 0.645 

PR02 0.800 

PR03 0.744 
--

PRI] 0.726 

PRI 2 0 .819 

PR13 0.797 

RELl 0.546 

REL2 0.687 

REL3 0 .549 

REL4 , 0.742 
-- -~-

-- -I ~:~:~ PERI 

PEI~2 
L. .. ----- - -
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Table 3: Construct Validity (Fac tor Ana lys is) for Dc pendent 
Variables 

--
Items Satisfaction Repurchase 

-
SAT] 0 .884 

SAT2 0.918 
- -

SAT3 0.926 

SAT4 0.854 
-

RPIl 0.876 

RPl2 0 .870 

RPl3 0.814 

RPl4 0.890 I --_. __ ._- '-- -

Note: SAT-Sati sfaction; RPI-Repurchase Intention 

Additionally, to review the internal con s isten cy o f each construct, 

scale reliabilities were computed by u s ing Cronbach coeffi cients 

(a lpha). If all item s being measured a re drawn from the domain of a 

s ingle constru c t , response to those item s should be hig hly inter 

corre lated as found to be 0.880 for independ ent dimensions of 

perceived quality (Table 4), and 0.933 for depend ent dimension s of 

consumer satisfaction and repurchase intentions (Ta ble 5). 
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Table 4: Scale Re liability (Cron bach Alphas) for Perceived 
Quality Dimension s 

~ 

~--~ -
Dimensions Items Alpha Coefficient Alpha Coe fficient 

for dimensions if item deleted --
AS Pl 0.850 

ASP2 0.852 
Aesth etics and ASF3 0.850 

0.871 -- ~. ~ 

"fit and fi ni s h " ASF4 0.840 
- -- ---

ASPS 0.86 1 

ASP6 0.858 
-

ASP7 0.858 

DURl 0.63 ] 

Dura bili ty DUR2 0.733 0.683 
~- ----

DU R3 0.651 
--- -- -.- -

DUR4 0 .72 1 
- - -~ --~-

S IG ] 0 .580 
Store [mage 0.657 -- - -~-

S IG2 0 .471 
--

S1G3 0627 
- -- ~ 

REP 1 0693 
Repair ability 0.724 -~ 

REP2 0.543 
R -EP3 0.658 

. -
PRO ] 0.68 5 

Promotion 0 .649 1- ~-- - ~ 
PR02 0 .332 

----
PR03 0. 59 5 

PRIl 0.684 
Pri ce 

PRI2 
0 .72 1 

0.622 
--

PR13 0.57 5 
- -

REL 1 0.509 

REL2 
-_. - ---

Relia bility 0.554 0.453 
-- - - -

REL3 0.46 5 
-~ --

REL4 0.499 
-~-

Perform an ce PER ] 0.672 0 668 
---- -~ 

PER2 0.670 
- - -
Reliability of the Total Scale 0.880 

-
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Table 5: Scale Reliab ility (Cronbach Alphas) for Depende n t 
Dimen s ions 

Alpha Coefficient Alpha Coe fficient 
Dimensions Items 

~~.~ ---
SAT! 

Satisfaction SAT2 

SAT3 

SAT4 

RPIl 

Repurch ase RP[2 

Intention RP[ 3 

RP[4 

Reliability of the Total Scale 

for dimensions 

--

0.9 17 

0.886 

if item d eleted 

- ~ 

0.89 
r----- 0 .88 

0.87 
1--.-

0
.
91 
~ 

0.84 
.-

0.85 
-

0.87 

0.83 

8 

o 
4 

4 

7 

8 

5 

0.933 

4.2. Demographic Characteristics of Respondents 

The participan ts in th e study were 386 consum ers of locally 

m a nufactured leather s hoes. 

The d emographic profile of the responden ts was found more or less 

d iverse with a m ajority of the responden ts (68.9%) wh o claimed to be 

male a nd th e remaining (3 1.1 %) as female (Ta ble 6 ). While less th an 

ha lf (44%) reported to be in younger age group (18-25), a little over 

one-third (3 5%) fell Il1 the middle age group (26 -35) with remaining 

distributed as upper-m iddle (l4. 5%), junior (1.6%) a nd sen ior c itizens 

(4.7%). 

On education , little over on e-third (34.2%) of the respondents stated 

to be with co llege diploma , with over one-fourth (27.5%) wh o 

completed 10th / 12 th certification, a nd little less than on e- fourth 

(22.8% ) wh o obtained their fi r s t degree. 

With regard to occupation , little over one-third (35. 5%) of th e 

respondents a re private organization employees , litter grea te r than 

on e fourth (26 .9%) are governm ent employees, little less than one fifth 
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(IS. 1 %) are students, a bout fifteen (15%) run their own business and 

about fi ve (4.S%) are ou t of the categories given . 

While over ha lf (52.9%) of the respondents claimed to be with monthly 

income between Ethiopian birr 500 and 2000, about one fourth 

(26.4%) earn below birr 500, and (11.9 %) are above birr 3000. 

With respec t to number of years of produ c t usage, lit.tle over one third 

(35.5%) of the res pondents reported to be users of locally 

m a nufactu red leather shoes since last 1-5 years, followed by (30.2%) 

since last 6 - 11 years a nd a bout little greater than one third (33.2%) 

users form more than 11 years. 

Finally, respondents were asked about how frequently they purchase 

locally manufactured leather shoes in a year. About two fifth (40%) of 

the respondents reported they purchase locally manufac tured leath er 

shoes 2 times in a year, about thirty five (35.2%) purchase 1 time in a 

year, fourteen (14%) 3 times , and about ten (9.S%) reported more than 

3 times in a year (Table 6). 
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Table 6: Personal Profile o f Responden Ls 

- - -
No. Characteristics Respondents in 

Number Percent -- -
1 Gender: 

Male 266 68.9 
Female 120 31. 1 -

2 Age : 
<18 6 1.6 
18 -25 170 44.0 
26-35 136 35.2 
36-45 56 14.5 
>4 6 18 4·.7 

~. Education: 
--I---

<10 16 4 .1 

10 or 12 complete 106 27.5 
College Diploma 132 34.2 
First Degree 88 22.8 
Master and Above 44 11.4 -

4 Occupation: 
Studen t 70 18.1 
Government employee 104 26 .9 
Private Organization Employee 136 35.2 
Runnin g own Business 58 15.0 
Other 18 4.7 

.- ~ - -
5 Monthly Income (in ETB): 

Below Birr 500 102 26.4 
501 -1000 84 2 1.8 
1001-2000 120 :)] .1 
2001 -3000 30 7 .8 
3001 -5000 36 9.3 
Above 5000 10 2.6 
Undesignated 4 1.0 

-
6 Number of years of product usage : 

1-5 years 136 35.2 
6 - 11 116 30. I 
>11 130 33.2 
UndesignatecJ 6 1.6 

--- -
7 Purchase in a year: 

1. t imes 136 35.2 
2 times 154 39.9 
3 times 54 14.0 
More than 3 limes 38 9.8 
UndesignatecJ 4 1.0 

... ---- -- _____ L ___ 
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4.3. Consumers' Quality Perceptions 

In order to measure con sumers' quality perce p tion with rcgard to 

locally manufactured leather shoes, the study designed the 

questionnaire to investigate the s hoes quality in terms of e ight 

product quality dimensions: (1) Aesthetics and "fit and finish ", (2) 

Durability, (3) Store Image, (4) Repairabi li ty, (5) Promotion, (6) Price, 

(7) Reliability , and (8) Performance. 

As shown in Table 7, the range for quality perceptions was from as low 

as 2.6 to as high as 4.21 o n a 5-point scale. In addition , the s tudy 

revealed th at on average, loca lly manufactured leather shoes are 

perceived highest with price dimen s ion average mean of (3.95) : are 

priced reasonably (affordable) (4.2 1), fair compared to the 

ben efits/usage I maintain with them (3.92), and by paying affordable 

price, it is possible to en sure quality on the part of locally made 

leather shoes (3.72). 

The second above average mean was found with durability quality 

dimen siu TI (3.74): s how durability/ long life (4.19), ou ter so le of locally 

manu factured leather shoes promises high durabi li ty (3.23), inner sole 

of the shoe is durable (3.35), and leather used as shoe cover by local 

manufacturers is durable (4.19) are perceived on fi ve point scale 

(Table 7). 

The third above average m ean was found with the quality dimension 

of repairability (3.65): the s hoe is easily repairable (4.04) , the outer 

sole IS easi ly repairable (3.67), and cover leather of local ly 

manufactured leather shoe is easi ly repairab le (3.25). This shows that 

consumers' are h appy on the repairability or serviceability of locally 

made leather shoes . 

The fourth above average perceived qua lity dimension was 

performance with average mean of (3.57): locally mW1ufacturcd leather 

shoes a re com fortable (3.68), arc easy and suitable (3.48) perceived on 

five po in t scale. 
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Th e fifth a b ove average perceived quality dimension by consumers was 

store im age. Its average mea n on five point scal e was (3.37), with 

high est o n statem ent that leather shoes manufac tured locally a re not 

on locational disadvantage (available at most of the places) (3.59), 

followed by reta ilers keep different varieties of leather shoes 

m a nufac tured locally (3.51), while the s ta tement prestigious retailers 

a lso keep locally manufactured leather sh oes into their stores is 

averagely (3.01) perceived on five point scale (Table 7). 

The last a b ove average perceived quali ty dimension with regard to 

locally manufactured leather shoes was re liabili ty with ave rage mean 

valu e (3.26). Con sisten cy in designing p attern (models)(3.43) followed 

by consi sten cy in s ize (wi th number) (3.27), shoes s how dependability 

over time with out reporting any da m age/fai lu re/teari n g off (3 .22), a nd 

arc consistent on the part of their colour (o f cover leath er) from one to 

other in a pair (3.1 1). 

However , the dimensions o f promotion with average mean of (2.77) 

and aesth etics a nd "fit and finish" (2.89) we re perceived below average 

(to be the lowest) by the respondents on a five point sca le. For 

promotion statements focusing were: local leather shoes 

manufacturers' advertisement messages / commerc ia ls arc appealing 

(2.81), exert high communication e ffo rt to build/maintain favourable 

im age and re lationship with customers/pu blic (2.91), using incen tives 

(gift, di scount) is one of the practices of stimula tin g consumers (2.6). 

Whi le for aesthetics and "fit and finish" statements were: Th e style is 

attractive (2.76) , a re fashion ab le (2.83), the colou r is appealing to eyes 

(3.19), m ainta in a t tractive designs/models (2.74), the "fi t and finish" 

are of high qua lity (2.74), the outer cover m a in tain s high quality on 

th e part o f "fit a nd finish" (2.95), and the design/ m odel suits to 

consum ers due to the ir "fit and fini s h " (2 .99). Therefore, it can be said 

loca lly manu factured leath er s h oes are poorly performing on the part 

of promotion and aesth etics and "fit and fi n is h ". 
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Table 7: Consume rs' Quality Perceptions 

Quality Perception Dimension Items Mean SO. 
ASF l 2 .76 l.312 
ASF2 2 .83 1.319 
ASF3 3. 19 1. 23§ --

Aes thetics and "fit and fini s h" ASF4 2.74 1.24 2 
ASPS 2 .74 1.2 30 - - -
ASF6 2.95 1.241 ---
AS F7 2.99 1. 162 
ASF 2.89 0.938 

DURl 4.19 1.033 

Durability 
DUR2 3 .23 1.384 -
DUR3 3.35 1.28 5 
DUR4 4 .19 0.972 
DUR 3 .74 0.880 
SIO l 3 .59 1l9~ 

Store [mage S[02 3 .51 1.224 
SI03 301 1. 3 17 ---_. 
SIG 3.37 0 .959 ._- -- - - -

REP1 4.04 0.944 
Re pa ira bility REP2 3 .67 1.141 

-

REP3 3.25 1.29 3 ----
REP 3.65 0 .911 
PROl 2 .8 1 1.269 - -

Promotion PR02 2.9 1 1.284 
PR03 2.60 Un 
PRO 2.77 0 .990 --- - --
PRIl 4.21 0. 9 11 

Price PRI2 3.92 l.032-
PRI3 3.72 1.1 37 
RRI 3.95 0.827 --- - ----

I~ELl 3.27 1.163 --
REL2 3.22 1.1 5 1 

Reliabi lity - -
REL3 3. II 1.34 7 --
REL4 3.43 1.1 7 8 --
REL 3.26 0.7~ --
PERl 3.65 1. 125 

Performance ---- -

PER2 3.48 1. 125 -
PER 3 .57 0.935 --- - - --
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From the above discussion one can infer that loca lly m a nufactured 

leath er sh oes are perceived a bove aver age on five point sca le with 

perceived quality dimensions: 1't price (3.95), 2nd du ra bility (3.74), 3 rd 

repairabl ity (3.65), 4th performa n ce (3 .57), 5 1h store image (3.37), and 

6 th re liability (3.26). Howeve r , they a re pe rceived p oorly (below average 

or less than 3 on 5 point scale) with promotion (2. 77) and aes thetics 

and "fit a nd finish " (2 .89) qua li ty dimensions (Table 7 ). 

4.4. Overall Quality Perception 

Responden ts were asked to ra te the overall quality of locally 

m a nufactured leather s hoes . With question; the overall quality of 

locally m anufactured leather s hoes is (1 for very low a nd 5 for very 

high ) on a 5 -point Likert scale. 

Whi le little greater th an one-third (34.7%) of the r espond ents reported 

low a nd very low (below a verage), and on e-fifth (20.2%) s tated as 

average (moderate), a nd with majori ty (45.1%) found it above average 

(Table 8). 

Table 8: Overall Quality Pe rception 

SI. Overall Quality Frequency 
No 
1 Very Low 44 

2 Low 90 

3 Moderate 78 

4 High 120 

5 Ve ry High 54 
-. 

Total 386 

Note: Very low and low- below average 
Moderate ~ average 
High and very high ~ above average 

Percentage 

11.4 

23 .3 

20.2 

31.1 

14.0 

100 

Mean 

3.13 

From the result it is possible to infer tha t con sumer s ' overall qu ality 

perception is litter greate r than average (3. 13). Th e below average 

quality perce ption level with promotion and aesthetics and "fit and 

fini s h" dim en s ion s may be th e reason for overall q u a lity perception 

level to become little greate r th an ave rage. 
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4.5. Consumers' Satisfaction 

Most u sed satisfaction m easu res invo lve three psychological c lements 

of evaluation of the product or se rvice expcnence: cognitive 

(thinking/evaluation), affective (emotional fee lings/ li ke -dislike and 

behavioural (current and futurc action) (Smith & Albaum , 2007). 

Thu s, satis faction levels of consumers to locally m anufactured leather 

s hoes were measured by measuring the level o f satis faction with 

cognitive, affective and behavioural psychological e lemen ts. 

As shown in Table 9, th e overall level of consumers' satisfaction IS 

h igh o r above average with mean score of 3.76. The mean value for 

cognitive (3.84) was higher than a ffective (3.73) and behaviou ral (3. 72) 

measures of satis faction on fivc point scale. 

Table 9: Consumer Satis faction 
- ---

Item Attribute(N = 386) Mean 

SAT! My decis ion to purchase was a wise one 3.84 1 
~ 

SAT2 I feel good about my decision of purchasing 3.72 1 

SAT3 I am pleased that I purchased th e shoes 3.74 1 
~ --

SAT4 As I am sati s fi ed, r would recommend to 3.72 I 
other people. 

----

- 376 1 1 OSAT Overall Satisfaction 
~-~-- - - - -

4.6. Consumers' Repurchase Intension 

50 

.3 12 

.319 

.236 

.242 

.Cll J 

The repu rch ase intention is measu red by m easuring the consum ers 

judgments about buying again of locally m anufactured leather shoe, 

taki n g in to account his or her cu rren t situation and likely 

c ircumstances. 

As sh own in Table 10, over a ll , con sumers' h ave higher repu rchase 

in tentions to locally manufactured leather s hoes, s ince the mean 

score is a bove ave rage (3.69) on five p oint scale. 
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Table 10: Consumers' Repurchase Intention 

Mean I 
-

Items Attribute(N= 386) SD 
- -

RPII I intend to continue to purchase. 3.79 1.083 
-- -

RPI2 I re-buy locally manufactured Icather 3.56 1.256 
s hoes even there exists m any a lternatives 

-
RPI3 

It is very likely that I would prefer to buy 3.77 1. 1 02 
leather shoes those are locally 
manufactured in near future. --
I will continue with my u se of locally 3.65 1.153 

RPI4 manufactured leather shoes in a s imilar 
fashion as in the past. 

-
RPI Repurchase Intention 3 .69 0.990 

4 .7. Gender difference with Quality Perception and Overall 
Satisfaction 

Onc of the objectives of th e study was to know if differences exist on 

(qUality-perceptions and overall satisfactions) levels of consumers of 

locally manufactured leather sh oes, among male and fem ale. 

Following are the results and discussions. 

4.7.1. Gender and Quality Perceptions 

As s hown in Table II , on average th e m ean scores of respondents by 

gender over their quality perception level a re different. Ma les were 

found to be having higher m ean scores (2.90) than female (2.86) with 

res pect to aesthetics and "fi t and finish". Also, their mean perceptions 

for price (4.04) against fem ale (3.75) were reported as high. 

On the other hand , from Table II result, females h ave higher mean 

score than males with qu ality dimensions: durability (3.88 , 3.68), 

store image (3.5 , 3.29), repariability (3. 72, 3 .62), promotion (2.9 , 

2.72), reliability (3.3, 3.24), and performance (3.70,3.51) rcs pective ly. 

Overall qu a lity perception level with gender shows differences in that , 

female overall average score (3.18) is greater than m a le overall average 

score (3.11). The result revealed females con sumers of leather shoe 

maintain higher overall quality p erception level than male. 
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An ind ependent group t - test was conducted to d e termin e if the re is 

significan t differen ce between the m ean values of m ale a nd female 

consumer s. The result of t - test was stati s tically significant for qualily 

dimen s ion s: durabilily, store image, and price . For d u rabi lity (meal1 

differen ce of 0. 21, l-valu e is 2. 165 and p-value is 0.03 1), for store 

image (mean difference of 0.26 , t-value is 2 .52 1 and p -va lu e is 0.01 2) 

and for pr ice (mean diffe rence is -0. 29 , l-va lue is -3.226 a nd P-va lue is 

0.001). However, t he resu lts reveal, no statistically s ign ificance 

differen ce on gend er with quality dimension s of aesth e tics and "fit and 

fini sh", Reparabilty, promotion , relia bility, a nd p erformance. Furth er, 

the t- tes t run for overa ll quality pe rce ption shows no s tatistical 

s ignifican ce difference among the two gender s (Table 11 ). 

Table 11: Gender a nd Qua lity Perceptions 

Gender Mean 
t .va luel p -va luc Dimensions -

Female=120 Male=266 difference 
(m ean) (m ean ) 

-- --- - -
Aesthetics a nd 2.86 2.90 -0.04 -0.349 0.727 
"fit and fini s h " 

Dura bility 3.88 3.67 0.21 2.165* 0.031 

Store image 3.55 3.29 0.26 2.521* 0.0 12 
._-. 

Repa ira bili ty 3 .72 3.62 0.10 1.004 0. 3 16 
r-1. 687 

.• 

Promotion 2.90 2.72 0.18 0.092 

Price 3.75 4.04 -0. 29 -3 .226* 0.001 

Reliability 3.30 3.24 0.06 0. 750 0 .454 

Performa n ce 3 .70 3.5 1 0.19 1.876 0 .06] 

Overa ll qua lity 3 .18 3.11 0.07 0.57 0. 569 
perception 

.. - ._ . 
*Level of slgl1lficance IS 0.05 
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4.7.2. Gender and Overall Satisfaction 

As s hown in Table 12, the mean score for overall satisfaction leve l of 

female (3.90) is high er tha n m ale (3.69) consumers. The mean 

difference value (0.21) shows that females overall satisfaction level is 

high e r than male consumers. To observe if this difference has 

statistical significance, t - test was run. As shown in Table 12, no 

stati s ti cally s ignificant diffe ren ce was found between female an d male 

respondents on the part their overall leve l of satisfaction with local ly 

manufactured leath e r shoes. 

Table 12: G ende r a nd Ove ra ll Satisfaction 

Gender 
t -value p-value Item Mea n 

Female= 120 Male=266 differen ce 
{meanL (mean) 

Ov e ra ll satisfaction 3.90 3.69 0 .2 1 1.839 

4.8. Modeling Overall Quality Perception, Overall Satisfaction and 
Repurchase Intention 

In the following discussion regression model is u sed to sec the 

determining quality dimen s io n on overall quali ty perception a nd 

overal l satisfaction. Additionally, the predictive ability of overall 

quality perception and overa ll satis faction on repurchase intentio n is 

d iscussed. 

Th e ave rage scores of the eight dimensions are taken as the scores of 

th e independent variables and the mean score of overall quality 

pe rception and the average m ean score of overall satisfaction were 

ta ken for the dependent variables. The linear regression enter method 

is u sed to model th e predic tion capability of the independ ent. varia bles 

(pred ictors) on dependent va riab les. 

Yet, Cro ft (1983) in Negi (2009) s u ggests, undertaking corre lation 

a nalysis before attempting to regression is a n essential step in mode l 

deve lopm ent. Both the dependen t variab les (overall quality and overa ll 
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satis faction) was found to be s ignifican tly a t (p<O.OO 1 an d p<0.05) 

associated with all produc t qua lity dimen sions under s tudy Cfable 13). 

Also, stron g posi tive assoc ia tion (r=0.58 , p<O.OO 1) was reported 

between overall qu a lity perception a nd overall satisfac tion. 

Table 13: Summary of Corre la tion Coe fficien ts 

Vari ables AS!" OUR SJC REP PRO PRJ REL 

OUR .279** 

Cs!G - - -
.424** 0.] 2* 

I - - -- -0.383** ~ . 223** 
- --

REP .301 ** 

PRo .436** 0 .206** 0.330** 0. 194** 

PRJ .300** 0.42** 0.193** 0.309** 0.233** 

REL- . -
.291 ** 03 56** 0.00 0.255** 0.273** 0.253** 

PER - --
.49 1 ** 0.31 3** 0.193** 0.332** 0.325** 0.187** 0.314** 

oQ 
OSAT 

--

.6 10** 0.44** 0.191 ** 0. 364** 

--
0.277** .594** 0.354** 0.348** 

- --- - - - --- -- -
**Significant at 0 .001 level (2 -tailcd) 
* Significant at 0.05 level (2 -tailed) 

0.424** 
---

0.3 14** 0.31 7** 

0.424·** 0.404** 0.269** 

~_I _" _._. 

4 .8.1. Quality Dimensions and Overall Quality Perception 

0.439** 

0.505"'* 0.580** 

Regression model is used to evalu ate the predicting capability of 

product quality dim en s ions to overall quality perception of consumers' 

with regard to locally m a nufactured leath er shoes. 

The resulted regression coe ffi c ients (lJ) s h own in Figu re 4 , revealed 

th a t three perceived qu a lity dimensions (aesthe tics a nd "fit and fini s h" 

(,8=0.46 4), price (,8=0.1 78), and durability (,8=0 .1 75) at p<0.001 for 

a ll of them were identified as m os t s ign ificant or critica l de terminant 

in pred icting or eva lu a ting the overal l quali ty perception of locally 

made leather s h oes as perceived by respondents followed by s tore 
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image (fJ =O.105), repairability (fJ =O.083), and performance (jJ =O. 106) 

sign ifieanLly at (p<O.05 ). However, promotion and reliability are not 

signifi cant factors by consu mers ' in evaluating overa ll quality of local ly 

manufactu red leath er shoes (Figure 4). 

Th e fi rst important and s ignificant perceived qual ity d imension was 

fou nd to be aesth etics and "fit and fini sh" i.e. a ttrac ti ve n ess of the 

style, fashionably, eye appealing colou r , attractive design/model , "fit 

and fi nish" of the shoes, high qual ity "fit and fi nis h " o f the outer cover, 

suitability of th e d esign in du e to th eir "fi t and fini sh" are th e most 

statis ti cally s igni ficant (impor tant) factors in assessment of overall 

quality of locally manufactured leather shoes by consumers. 

The second important factor used in assessing the overa ll quality was 

price: reasonable price (affo rdab le), pr ice is fair compared to the 

benefit/usage, quality and price a re comparable. And, the third 

sign ificant factor was du rability: life period of th e shoes in te rm s o f 

outer sole , innersole and the leather material a re the aspects used by 

consu mers of locally manufactured leath er s h oes in assessing product 

qua lity. 

Therefore, from the above resu lt one can conclude that aesthetics a nd 

"fi t a n d fini s h ", price, and du rabili ty a re most s ign ificant dimensions, 

followed by s tore image, rep ai rabi lity , and performance aTe sign ifi can1, 

wh ile promotion and reliability are not signi ficalll dimension s in 

evalu ating th e overall quality by consumers' of leath er shoes 

manu factu red in Ethiopia. 

4 .8 .2 . Quality Dimensions and Overall Satisfaction 

To evaluate the predicting capability of prod uct quali ty dim ensions to 

the overall satisfaction of con sumers' of local leather shoes, regression 

model was used. 

Perceive quali ty dim ensions: aesth etics and "fit and finish" (fJ =O.341), 

promotion (fJ =0.146), price (fJ =0.188), and performance (fJ =0. 224 ) 
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with (p<O.OOl) for all of them a re found to be the m ost s ignificant in 

evaluating overall satisfac tion level of con sum ers . However , du rability, 

store image, repaira bility, and re liabili ty arc not s ignifica nt. (p>0.05) 

facto rs in evaluatin g th e overall sa ti s faction level (Figure 4). 

Therefore, from the result on e can understand tha t the evalu ations of 

con sumers ' for both d ependent varia bles (overall sa ti s fac tion a nd 

overall qual ity pe rception) are mos t s ignifi cantly determined by 

aesthe tics a nd "fit a nd fini s h" and price dimen s ion s . 

On the oth e r hand cons umers' perception quality to the dim en sion 

perform a nce is m ost s ignificantly (,8 =0 .2 24, p <O.OOl) d ete rmining 

overa ll satisfaction leve l while significantly ( ,8 =0.106, p<O.O 1) 

de te rmining overa ll qua lity perception . 

Howeve r the dimension reli ab ility is not d etermin ing fac tor to the 

evalu a tions both de pendent varia bles by (arc con s is tent in s ize (with 

n u mber), s h ow d ependa bility over time withou t repor tin g any 

damage/ fai lure / tea ring off, are consistent on the pa rt of their colour 

(of cover leath e r) from one to other in a pa ir , and a re con s Is tent in 

designing p attern. 

Furthe r , from th e result on ca n a lso understand th a t , s torc image a nd 

repaira bi lty affec ts only overa ll qua lity evalua tion consu mers while 

promotion d etermines s ignificantly to only con sumers' overall 

sati s faction . 

Additio nally , the regression result revealed overall q uality perception 

is the most s ignificant determin a nt of overa ll sa tisfactio n for locally 

m anufactured leath e r shoe cons umer s (,8=0 .580 , p <O.OOl ). 
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4.8.3. Overall Quality Perception and Overall Satisfaction with 
Repurchase Intension 

One of th e objectives of th e s tudy was to analyze the predic tive abil ity 

o f overall qua lity perception and overall sati s faction on repurchase 

intention. Before running regression, corre lation among measu res 

(ove ra ll quali ty, overall satisfaction and repurch ase intention) was 

undertaken. Table 14, provides a matrix of th e correlation coeffic ien t 

for the m easures (overa ll qual ity, overa ll satisfaction and repurchase 

intention). 

The inter-corre la tion resul ts revca led a direct effect of overall quality 

perception on repu rch ase intention with r -value of 0.470 and the 

correlation IS significant at p<O.O l. As for the effect of overall 

consumer satisfac tion on repurch ase inten t ion, it was found th e 

satisfaction a lso h as a positive significant influ ence on repu rchase 

intention (r~ 0.765 , p<0.0 1). 

Table 14: In ter-correl ations b etween Measures 

Variable OQ OSAT RPI 
--

Pearson Correlation 1 .580** .470** 
OQ ._--

Sig. (2 - tailed) .000 .000 
--- - - - - - --
N 386 386 386 

-- -_. - I 
Pearson Correlation .580 ** 1 .765** 

OSAT 
S ig. (2-tailcd) .000 .000 

N 386 386 386 

Pearson Correlation .470** .765** I 
RPI 

S ig. (2 - tailed) .000 .000 
-_. 

N 386 386 386 
.. 

Note: **CorrelatlOn IS slgl1lficant at the O.Ollcvel (2-taJlcd). 

Predicting Repurchase Intension 

The linear regression e nter m ethod analysis was conducted 1.0 

investigate the influen ce of overa ll quali ty pe rception and overall 

satisfaction on repurchase intention. The result found that overa ll 

satisfac tion was s ignificant predictor (fI ~0.742 , p <O.OOl ) to 
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repurchase intention while ove rall quality was no t s ignificant 

(jJ =0 .039 , p >0.05) in predicting repu rch ase intension. 

Ove rall quality perception is th e most significant d e te rminan t of 

overall satisfaction for locally m a n ufac tured leather shoe con su m ers 

(jJ =0.580 , p <0.00 1). Therefore, it ean be said overa ll qu a li ty indirec tly 

through overall sati s faction can be used as m eans of predicting 

con sumers ' repurchase in ten tion level (Figure 4 ). 

Even if th ere is limited research findi ng with regard to produ c t quali ty 

pe rception, and its re lationship with sati s faction a nd repurchase 

inte ntion. The resu lt is in harmony with that of Parasuraman et a L 

(1994). as "cu stomer sa ti sfac tion is s ignifican tly contributing to draw 

repu rchase intentions com pared to perceived product qual ity" (He llie r 

e t aLl. 

Also , the result su pports research es of Cronin and Taylor (1992) in 

service sector, as service quali ty was n o t be able to inOu ence 

repurchase inte ntion directly. In a ddition , Moli nari et al . (2008) found 

positive and s ignifican t re lation ship o f customer satisfaction with 

repurchase intention. However , th e result diffe rs from Hellier et a L 

(2003) In a way that cu stomer satisfaction do not inOucnce 

repurchase intension directly. 
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CHAPTER FIVE 

Conclusion and Recommendations 

Based on the analysis carried out and findings rep0l1ed, this part 

presents the conclusions drawn, and recommendations made. Further, 

it provides some directions to future researchers. 

5.1. Conclusions 

Locally manufactured leath e r shoes a re p erceived by con sumers' as 

high ly (positively) or above average on fi ve point scale with perce ived 

quali ty dimensions ranked: 1" price (3.95), 2 nd durability (3.74), 3" d 

repairability (3.65), 4 th performance (3.57), 5 th s tore image (3.37), and 

6th reliabili ty (3.26). However, the dimension promotion (2.77) a nd 

aesthetics a nd "fit a n d finish" (2.89) a re perceived n egativeiy (below 

ave rage). Thus, from the resu lt it is possible to conclude th at local 

leather s h oes manufacturers work litLie on the promotion aspect. In 

addition, consumers of local leath e r s hoes a re not happy on t.he 

aesthetics and "fit and fini s h" aspect of the shoes. 

Overall quality perception level was found a bove average. I-lence , it is 

possible to conclude that the overall quality of leather shoes is 

perceived as strongly by consumers. 

The result of the stu dy a lso shows that con sumers are overall satisfied 

with the leather s h oes manufactured in Ethiopia. Consumers ' have 

high er (3.69) repurchase intentions to loca lly manufactu red leather 

shoes at five poin t scale. 

Quality perception leve ls ort each dimensions among the two genders, 

from the resul t of the study it can be said: Males have hi gh er mean 

score th an female with respect to aesthetics a nd "fit an d finish " (2.90, 

2.86) and price (4.04, 3.75) dimensions respectively . O n the other 

hand females h ave higher mean score than m a les with respcct to 

durability (3.88, 3.67), store image (3.55, 3.29), reparia bility (3.72 , 

3.62), promotion (2.90, 2 .72), reliability (3.30, 3 .24), and performance 
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(3. 70 , 3 .5 1) respectively at five point s ca lc . Thc ru n t - test s howed 

stati s tically s ignificant difference with dura bility, store image, and 

price dimension s . However , the difference in m ean value for aesthetics 

a nd "fit and fini s h ", rep a irability, promotion re liab ility , a nd 

pe rform a n ce dimen s ions were found to be statistically not s ignificant.. 

Thu s, it can be conclud ed that there is s ignifican ce differe nce in 

qu a lity pe rception level o f m a les a nd fe m a le con sumers of leather 

shoes with respect to durabili ty, s tore im age, and price q ua lity 

dimensions. 

Even though average m ean values of overall quality perception level 

s hows diffe ren ce of 0.07 on five point scale between gend ers (average 

m ean of 3. I 8 female and 3 .11 for male), the t - tes t run for overa ll 

qua lity perception shows no statistical difference a mong th e two 

genders. Thus, it can be d educe that, the re is no differen ce in terms of 

overall qua lity perception between m a le and fem a le consumers of 

locally manufactured leath er shoes. 

In add ition, average m ean values on overall satisfaction leve l s hows 

rlifferen ce of 0. 20 on five point scale between genders (average mean of 

3.90 female and 3.69 for male), the t- test run for shows no statistical 

diffe rence among the two genders on the level of their overall 

satisfaction with res pect to locally manufactured lea ther s h oes. And 

hence, it can b e s aid that overa ll satisfaction level is similar or a lmost 

the sam e be tween m ale a nd female consum ers of locally 

m anufactured leathe r s h oes. 

From the regresslOn resu lt one can conclude that con su m ers ' use 

aesthetics a nd "fit and finish ", pnce, a nd durabili ty as most 

significant dime nsion s, followed by store Image, r e pa irabili ty, and 

pe r fo rma n ce as significant quality dimensions in evalu ating or 

(pred ic ting) the overall quality of leather s h oes m a nufactured Il1 

Ethiopia. Wh ereas, promotion and re liability are not s ignificant 

dimen sions for evalua ting (determin ing) overall quality local leather 

sh oes by consumers '. 
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From the result of the study it can b e said that the evaluation s of 

consumers for their overall level sa tisfaction are most significantly 

determined by d imensions: aesthetics and "fit and finish", prom otion , 

price and performance. 

Perceived quality dimension of performance is most significantly 

determ ining factor for overall satisfaction level while significantly 

determining factor for overall quality p erception of locally 

manufactured leather shoes consumers. 

The perceived quality dimension, reliability is not a s ignificant factor 

for predicting both overall quality level and overall satisfaction of 

consumers of leather shoes made in Ethiopia. 

Finally, it is noted that this study provides evidence for the direct 

e ffect of overall satisfaction to repurchasc intension . While overall 

quali ty (not directly) rather indirectly through overall satisfaction 

a ffects repurchase intentions. 

5.2. Recommendations 

Locally manufactured leather shoes arc positively perceived by quality 

dimension namely price, durability, repariablity, performancc, store 

image and re liability where as perceived below average by dimen sion: 

promotion and aesthetics and "fit and finish". Thus, when developing 

marketing strategy, marketers have to take in to consideration about 

perceived product quality of consumers. This can be done through 

continuous integrated marketing communications tools slJch as 

advertising, public relations, sales promotion, direct markcting, 

personal se lling etc. And paymg significant attention on the 

attractiveness of the style, fashion , eye appealing colour, attractive 

design (model), and maintaining quality on the "fi t and finish " of the 

shoes are also important things to be done by locally leathcr shoes 

manufacturers. 
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When d eveloping marketing strategies, m a rketing managers should be 

cognizant of perceived product qual ity dimensions and their rel a tion s 

with overall quality perception and overall satisfaction. 

Perceived product quality could be also used as a segmcntation 

criterion to identify homogenous groups o f consumers. The basis 

selected for segmenting market is a key factor in providing a firm with 

a strategic advantage over its competitors. The result o f the study 

indicates that significance difference existed in quality perception level 

of (durability, store image, and price) between the two genders. 

Therefore , producers, retai lers, marketing managers sho uld give 

emphasis in crafting their segmentation strategies with respect to 

gender and the dimensions. 

Con sumer satisfaction is a critical con cept in marketing thought a nd 

consu mer research. It is genera lly argued that if consumers are 

satisfied with the product, they will be more likely to continu e to 

purchase and use it and to tell others of th e ir favorable expcr ien ce 

with it. If they are dissatisfied , they will be more likely to switch 

brands a nd complain to manufacturer, retailer, and other consumer 

about the product. The result of this study indicates that a 

sign ificance relationship between overall satisfaction s a nd 

repurchases intention exist. And hence, producers, marketers and 

retai le r s of local ly manufactured leather s hoes must satisfy consumer 

by (l) c reating reasonable expectations through repeated promotional 

e fforts and (2) maintaining consistent quality so the reasonable 

expectations a re fu lfilled. Specially, looking in to the factors that a ffect 

consumer overall satisfaction leve l (Aes thetics and "fit a nd finish ", 

promotion , price, and performance) are very important. 

5.3. Implications for Further Research 

The findings of the current study provided several implication s for 

future research. First, this study is made on a general base i.e a ll 

locally manufactured leather shoes are considered. Therefore , brand 

base s tudies overcome the general ization of all locally manufac tured 
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leather shoes as one. Since leather shoes manufactured in Ethiopia 

may differ in terms of quality with regard to , performance, reliability, 

price , promotion, store image , durabili ty , aesthetics and "fit and 

finish" etc. 

Second, the effect of valu e, word of mouth, disconfirmation of 

expectation also another area to be studied in relation to repurchase 

intention. Lastly, association of demographic variables to quality 

perception and satisfaction call for addition al research. 
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Appendix - A 

Survey on Determining Consumers' Perceptions about Qualitlt,. 

Satisfaction, and Repurchase Intention for Locally Manufactured 

Leather Shoes 

Dear responden t, 

My name is Temesgen Gebregziabher, graduate student of Marketing 

Management Education at AAU. Given below are the items to evaluate you r 

experiences with local ly manufactured leather shoes . This information will 

be used for academic purpose and the respon ses will be treated in strict 

confidentiality. I thank you very much for acti ve cooperation. 

Section I. Perceptions about Product Quality, Satisfaction, and 

Repurchase Intention. 

Directions: Based on yo u r experiences with locally manufactured leather 

shoes, p lease respond the fo llowing by checkin g (" ) the most appropriate 

choice . 
. 

Items used to measure Consumers' Perceptions of Qualit y 

.-

Item >-
Statement - " " 00" " No. e ~ 5;, o 00 

l::< < 
~ 

Locally m anufactured leather shoes are 

1 comfortable. 
--

Leather shoes manufacturers in Ethiopia usc 
I I 

2 h igh quality leather material. 
._- - -_. --

Locally manufactured leather shoe are easy and 

3 suitable. I . --- -
Leather shoes manufactured locally are 

4 consisten t in size (with number). 
--

Local ly man LI factu red leather shoes show 

dependability over time withou t reporting any 

5 damage/failure/tearing off. 
-

Leather shoes manufactured locally are 

6 consistent on the part of their colour (of cover 
--

>-" - " oo~ 
e 00 
o <U 
.... .~ 
':;;0 



---_. --

leather) from one to other in a pair. 

Local ly manufactured leather shoes are 
-I~-

7 consistent in designing pattern (models). 
~~--

The overal l reliabil ity on the part of 
I 

performance of locally manufac tured leather 

shoes is consistent from one purchase to the 

8 other. 

Leather shoes manufactured locally show 
I---

9 du rability /Iong life. 
-~-~ 

The outer sale of locally manufactured leather 

10 shoes promises high durabili ty . 
-~--

1 ] The inner sale of the shoe is durable . 

Leather used as shoe cover by local 

12 manufacture rs is durabl e . 

Locally m anufactured leather shoes are easily 

13 repairable. 1 I 
----- -

The outer sale of locally manufactured leather 

]4 shoe is easily repairable. 
--

The cover leather of locally manufactured 

15 leather shoe is easily repairable. 

The style of leather shoes manufactu red locally 
I---

16 is attractive . 

Locally manufactured lea ther shoes are 
f-

17 fashionable. 
--- --

The colou r of locally manufactured leather 

18 shoes is appealing to eyes. 
I------

Locally manufactured leather shoes maintain 
I I 

19 attractive d es igns/models . I I ------- --.- --- - --

I The fitting and finishing of leather shoes I 
20 manufactured locally are of high quality . 

The outer cover of locally manufactu red leather 
f--~ 1-- -

shoes maintains high quality on the part of 

21 the ir fitting and finishing. 

22 The design/ model of leather shoes 
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'-' 
manufactured locally suits to consumers due to 

the ir fitting and finishing, 

The locally manufactured leather shoes are 

23 priced reasonably (affordable). 

The price of locally manufactured leather shoes 

is fair compared to the benefits/usage I 

24 maintain with them. 

By paying affordable price , it is possible to 

ensure quality on the part of locally 

25 manufactured leather shoes . 

The advertisement messages/ commercials 

dealing with leather shoes manufactured locally 

26 are appealing. 

Local manufacturers of leather shoes exert high 

communication effort to build/ maintain 

favourable image and relationship with 

27 customers/public, 

Using incentives is one of the practices of 

stimulating consumers by the local 

28 manufacturers of leather shoes, 

Leather shoes manufactured locally arc not on 

Locationa.l disadvantage (available at most of 

29 the places). 
-- .-

Retailers keep different varieties of leather 

30 shoes manufactured locally. 
-, 

Prestigious retailers also keep locally 

31 manufactured leather shoes into their stores. 

The quality of services provided by sales people 

32 at retail store is good, 

Item Stateme nt 

No. 
f-- ----- -

The Overall quality of locally manufactured 

1 leather shoes is 

-

__ I 

--

1 

-

--. 

1- ,-

--
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0 l -u 0 
01) 0 

~ 0 
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:> 
--I--

I I 
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o o 
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-- --- - ---
Customer Satisfaction 

--

Item >- " >-" - " " ~ " - " Statement bO" " 
~ bO~ 

C ~ ~ :; bO C bO 

No_ o bO bO 
" :ll o '" ;:« « ..... .~ 

~ z is ~Cl 

- --
My decision to purchase local ly manufactu red 

1 leather sh oes was a wise one 
1-- - - -

2 
I feel good abou t my decision of p u rch asing 

locally manufactu red leather s hoes. 
- -

I am p leased that I pu rchased leath er s h oes 

3 manufactured locally . 1 
--- I-- -r .-

As I am sati sfied , I would recommend locally 

4 manufactured leather shoes to other people. 
- --

Repurchase Intension 

Item >- <ii " >- " - " " 
., - ., 

Statement bO., ., ~ 00 bO~ 
~ C bO C ~ 00 ::l o bO ., :ll o '" no. ;:« « I- .~ 

~ z is ~Cl 

I intend to continue my purchase of locally 

1 manufactu red leather shoes. 

I re-buy locally manufactured leather shoes I I 
2 even there exists 111any alternatives 

---
It is very likely that I would prefer to buy leather 

s hoes those arc local ly manufactured in near 

3 future . 

I wi tt continue with my use of locally 

man u factured leather shoes in a similar fash ion 

4 as in the past. 
---- -- - --- - --

IV 



Section II. Personal Profile. 

1) Age (in years): A) Under J 8 B) 18 - 25 C) 26 - 3S 

D) 36 - 45 E) 46+ 

2) Gender A) Male B) Female 

3) Education : A) be low 10 th B) 10th/12 th C) College Diploma 

D) First Degree E) Masters & above 

4) Occupation: 

A) Student 

B) Government Employee 

C) Private Organization Employee 

D) Running Own Business 

E) Others (Please specify) ___ _ 

5) Monthly Income (in ETB): 

A) Less than 500 

C) 1001 -2000 

E) 3001 - 5000 

B) 50 1- 1000 

D) 2001 -3000 

F) Above 50000 

6) For how long havc you been using leather s hoes (manufactured 

locally)? Y cars. 

7) How often do you purchase locally manufactured leather s hoes? 

times in a year. 

v 
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IIU~ 1'oulll'l 1/h"lfLM1'bC .e~~e.: Ilh.ltll hIl~ f.~7iC(l."t ll"'lch: t'}"1 "'n~ou'}1o r109''vc~' 1We. r.\:'v,: 

9"'::» 1'U~{, )'j" hfLV Il;Ff Yh1C (])oll'l' 41'<: .... "'1 h9Dt-.)Cf Mmj""l.9'iI''f(])o Y"'I.Y'I'crr1o .... "'1 
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11,,)9" "'I OUQJII,} II MII"'I 
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2 Yh 1C QJ'!n "'I. "'I 1.9" t-·l+ 'I't-1' J'ItQJ' 41'<: .e1Ti1""l(\-:: 

3 Yh1C QJ'!n "'1."'19"1' 'I'~e.<; '1'11"'1"'1. <;'f(])o:: 
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Ol-"}.t:' YI,1C aJ'Il'1' 4'1l ""Luy Y"'l.onL ·/' 4'1l ""LUV9'+ f</>II'1" 

7 trhrlCI ~·on~~R-~1· laJ'1'~')'1 M'faJ':: 

o'~l\!'r 1.H. f1!L'f(/)' fl-1C (/)'11'1' 4'-'\ ""LUVl"f ~·IlUV"'l.~T<; 

8 '1".Y-1' I,"} J': I-R-H- ~ar:: 

9 fl-1C arll'1' ""Il ""LUY m"}l-]t- ~aJ':: 

JO fl-1C arll'1' ""-'\ ""LUY {It;.. (outer sole) m"}l-]t- )ar:: 

II fl-1C ar!!'1' ""-'\""LUY 10C(inner sole) m"}l-]t- )aJ·:: 

12 
fl,1C arll'1' ""Il ""LUY f",,-,\ar YW'''f,b 7i4-~·(leather) m"}l-]t-
~ar:: 

13 fl-1C ar!!'1' ""-'\ ""LUV 0</><\11' onm7110".r.l:1l R--r<\t;..:: 

14 
Y""1l ""Luvar ar""L'e h<;:t;.. M<\II- R-m1'lt;..IR-.r.l:~t;..:: 

(easily repairable) 

15 fl-1C ar!!'1' ""-'\ ""LUY {It;.. M<\II· onm71IUY.l:1l R-f<\t;..:: 

16 
YI-1C aril'1' ""Il ""LUYl",' -'t~.e"} ~Il~'r lattractive in their 
style/l-lIar: : 

01-1C aril'1' Y"'l.onL-t> ""-'\""I,UYl",' I.l.\'. aJ</>'~/4-m"}1 

17 YThTt .. <;far:: 

18 
Y""Luvar </>I\'l" IhIlC/IIIl.e"} onilU·mT leye appealingl 
I-lIar: : 

19 Y""LUYaJ' -'t't.e"} 1'I">'.,t;..1 .euvcl-]t;..:: (a ttractive design) 

Y""Luvar ~'i1UY"'l. ~1' 1.<; l-Q,l,t-LiI(fit and finish) '1't-T h<;: 

20 S'II ~ar:: 

Y""Luvar aJ'""L'ear ""Il TIlUV"'l.~T I.e; I-Q;J.t.LiI '1't-'i- h<;: S'II 

21 ~ar:: 

'. 

22 Y""Luvar .. t~.e"} ""-'\ ~·i1UV"'l.~1·1-Q;l,t-LIl '1'<;' ~(/).:: 

23 fMC aril'1' ""-'\ ""LUV '1':> ~·ontT)tT)') Ireasonab!el ~ar:: 

111-1C arll'1' ""-'\ ""LUY '1':> h"'l.l'lmar '1'iI"I" I-nc ~·ontT)tT)') 

24 ~ar:: 

25 111-1C aJ'i1'1' ""-'\ ""LUV "I1f Yh.l.II·T '1':> '1't-~,"} .eon'1'<;t;.. :: 

26 
YI-1C aril'1' ""LUY I.'1"t-·Y:f(t'i!?'f1 017"1<;<;' lltf'Ul 
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Appendix-C 

Preliminary Explorative Questions 

Marketing managers and researchers are interested in d etermining 

how people perceIve varIOUS objects, su ch as product, com panIes, or 

brands. In its qu est for a differential a dvantage , a firm needs to 

correctly position its products against competitive offerings. To do 

this , the product manager and researchers need to identi fy the 

fo llowing: 

1. Th e num ber of dimensions consumers use to distinguis h 

products 

2. the names of these dimensions 

3. the positioning of existing product alon g these dim en sion s 

4. wh ere con sumers prefer a product to b e on the dimensions 

Having thi s in mind , the research er asked twenty (2 0 ) local leathe r 

shoe consumers to li st the dimensions th81· 1"1lCY u sc in (cV8 i1J81in g 

leath er s hoes . 

Ql. Wh at c riteria's d o you use when you purchase local leath er 

shoes? 

Q2. Which one of th e following reason s is most importan t in yo u r 

choice of loca lly made leather shoes? 

Price, Store image, Promotion, Durability, Re lia bili ty, 

Repairability, Fit and finish , Aesth etics, Performance 

x 



Appendix- D 

Result of Regression Analysis-Overall Perceived Quality 
- ~ 

Model Summary 

R Adjusted R 
Model R Square Square Std . Error of the Estimate 

1 . 70Ba .502 .491 .887 

a. Predictors: (Constant), PER, PRI , SIG , REL, REP, PRO , OUR, ASF 
-

--- ~----- -
ANOVA' 

- .--
Model Sum of Squares Of Mean Square F Si9 · 

1 Regression 298.681 8 37. 335 47.41 7 
-

Residual 296.842 377 .787 

Total 595.523 385 

a Predictors: (Constant) , PER, PRI , SIG , REL, REP, PRO , OUR, ASF 

b. Dependent Variable: Overall Quality Perception 

Coefficients 3 

-- , 
Standardized 

Unslandardized Coefficients Coefficients 

Model B Std Error Beta T 8 ig 

~ I- --~ 

1 (Constant ) ~ 1 . 219 .310 ~3 . 931 .000 

~ -- -
ASF .615 .063 .464 9.686 .000 

-

OUR .247 .062 .175 4002 .000 
- --- -
SIG .136 054 .105 2.494 .013 

REP .114 057 083 1.996 .047 

PRO .016 .053 .013 307 .759 

PRI .268 063 178 4.268 000 

REL .026 .065 017 .397 .692 

PE R 141 .059 .106 2.403 
--, 

a. Dependent Variable: Overall Quality Perception 

--- -- ------- -----

O~71 
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Appendix-E 

Result of Regression Analysis -Overall Satisfaction 

,- -
Mode l Summary 

Adjusted R Std. Error of the 

Model R R Square Square Estimate 

--
1 .699<1 .488 .477 .73172 

a. Predictors (Constant) , PER , PRJ , SJG, RE L, REP, PRO , OUR , ASF ! 
! _. -

--_.- -- --_. -
ANOVA' 

--
Model Sum of Squares Of Mean Square F 

--
1 Regression 192.640 8 24 080 44 .975 

f-. - . 

ReS idual 201.849 377 535 

---
Total 394 .490 385 

---
a Predictors: (Constant), PER, PRJ, SJG, RE L, REP, PRO, OUR, ASF 

b. Dependent Variable: OSAT 
----

Coefficientsil 

--- - [ Standardized 
Unstandardized Coeffjcients Coefficients 

Model B Std . Error 8eta T Sig . 
_. - -

(Constant) .129 .256 .503 616 

----- ._-
ASF .368 .052 .341 7.030 000 

OUR 
- ----

.075 .051 .065 1.467 143 

'siG.---- - -
.019 .045 .018 429 .668 

--_. 
REP 079 047 .071 1.685 093 

PRO .149 .044 .146 3.401 001 

PRJ 230 .052 188 4.446 000 
-_. --- 1------- ----. 
REL -.039 .054 · 030 '. 720 472 

'PER - -- -- -
.242 048 .224 5.01 3 

- - -~- -- ------- --- - I 
a. Dependent Vanable: OSAT 
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Appendix-F 

Result of Regression Analysis -Repurchase Intension 

_.-

Model 

1 

a. Predictors: 

Model Summary 

Adjusted R 
R R Square Square 

- -- -
765a .586 .584 

Std , Error a f the 
e Estimat 

-
6 4068 

(Constant), Overall Quality Perception , OSAT 

----------- ANOVA' 

-
Model Sum of Squares Of Mea n Square F 

Reg res sion 222.286 2 11 1 143 270.770 

-
Resid uat 157.210 383 410 

Tot al 379.496 385 

a. Predictors. (Constant ), Overall Quality Perception, OSAT 
--------------

b. Dependent Variable: RPI 
--------------

- ~- - --- ------::--=-:--;----­
Coefficientsa 

Model 

r:--- -­
Standardized 

Unstandardized Coefficients Coefficients 

Std. Error Beta 

(Constant) 

B 

-- .862 126 6.829 

~SAT - -~--- -- --- 728 --- 04C::
O
t---

.742 18370 

r::----::--::--c--::------,- --~ 
Overall Quality Perception 031 .032 039 .975 
-,----,-,--,-,-:--=:c=:---i----1-____ -----

a. Dependent Variable: RPI 
'-------------- --- ------- --

, 
Sig. 

.000 

.000 

330 
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Abstract 

Wilh increased globalization, competition, higher customer turnover, growing 

customer acquisition costs, and rising customer expectations in today 's competitive word, 

CRM is Fery important for several" companies and received an increasing amount of 

interest lI/IIong scholars and practitioners especially in recent years. Some companies have 

received immense benefits from their investments in enhancing customer satisfaction and 

profitabilily. Hotels in Ethiopia are no exception. The purpose of this thesis is to 

,investigale the application of Customer Relationship Management (CRM) in the local hotel 

induslly. 

A case, Sheralon Addis Hotel, is selected for the study. Samples are determined 

using a sampling formula and subjects are requesled to fill out a questionnaire. In 

addition. with Ihe help of open- ended questions and observation, the researcher extracled 

firsl hand informaliol7. Secondary data sources are used to enrich the amount of gathered 

i n[or11101 iun. 

Tile researcher Iried to find out i[CRM is implemented in the form of giving special 

services I\ 'ith Ihe help o[ IT. one-to-one marketing, ef[ective relationship building wilh 

gllesl, and discovering guest needs and meeting them by giving always new special services 

could be (} li[e saver/or hotel induslly. 

Tile results showed Ihal after i111plemenling CllSlomer relalionship managemenl 

(CRM) gllesl salis[aclion ef[ecled in guesls ' loyally and relenlion. As guesl stay longer they 

buy more, lind more(i'equenlly and Ihis pushes up Ihe wallel share also. Similarly, Ihe hOlel 

kepi dOl1'll some COSIS by relaining exisling customers. 

Fill' Ihe hOle/. guesls loyallY '10 the brand reduces Ihe risk 0/ service variability, 

alloll's.fill ' Ihe developmel1l ala social rapporl 11'ilh Ihe provider, and Ihe cuslomizalion o[ 

service,l' I() Iheir desires. 



CHAPTER ONE 

INTRODUCTION 

The tirst chapter presents the purpose of the study and the problem area. Initially, an 

introduction and a background are provided in order to signify the importance of the 

subject. Then, a discussion of the research problem that necessitated the current study 

follo ws. 

Before discussing the main topic, a highlight of the nature of the hospitality industry is 

presented. The hospitality industry is a segment within the tourism industry. When most 

people think of the hospitality industry, they usually think of the hotels and restaurants. 

However, the true meaning of hospitality is much border in scope. According to the 

Oxfvrd English Dictionary. hospitality means "the reception and entertainment of guests, 

visitors or strangers with liberality and good will." The word hospitality is derived from 

hospice, the term form medieval time to mean rest for travelers and pilgrims. 

Hospitality. then, not only includes hotels and restaurants but also relates to other kind of 

institute that offers she lter, food, or both to people away from their homes. This might 

include pri vate clubs, casinos. resorts, attractions, and so on. 

Hotel s as one part of hospitality industry have evolved from the very modest beginning of 

famili es and landowners who opened their homes to trave lers to the high rise of properties 

toda\ "'hich contain thousands of guest rooms that these lodging facilities can be classified 

by locat ion, by room rate and by the number of rooms they contain. 

NowCldays, basic accommodation of a room with only a bed, a cupboard, a small table and 

a washstand has largely been replaced by rooms with en-suite bathrooms and, more 

comll1only in the United States than elsewhere. climate control. Other features found may 

be a telephone. an alarm clock. a TV. and broadband Internet connectivity. Food and drink 

nla) be supplied by a mini-bar (which often includes a small refrigerator) containing snacks 

and drinks (to be paid for on departure) , and tca and coffee making facilities (cups, spoons, 

an electric kettle and sachets containing instant conce. tea bags, sugar. and creamer or 

milk ). · 
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In most parts of the word, hotels are driven 'by daily operation throughout the industry, the 

percentage of academic education is generally low, and general mangers (hoteliers) at 

different hotel levels usually come from the operational side of business and they are not 

familillr with new concepts of management put together by academics, hence most of the 

time they rely on their practical experience that they face lots of problems such as 

increasing costs, decreasing revenues and di ssatisfied guests while guests satisfaction is the 

main job of hoteliers. 

Customer relation management model with requiring customer-centric business philosophy 

and a culture to support effective marketing, sale, making long term relationships and 

services process could be a life saver for most businesses especially for the hotel industry. 

"CR ;vl is about managing customer knowledge to better understand and serve them. It is an 

umbrella concept that places the customer at the center of an organization. Customer 

service is an important component of CRM; however CRM is also concerned with 

coord ~nating customer relations across all business functions, points · of interaction, and 

audiences" (Bose and Sugamaran, 2003, p.4) . 

CR1\·! can bring a lot of benefits for hotels such as customer sati sfaction and loyalty, 

incr~"se in revenues, decreas ing costs that all these benefits for a hotel can be a source of 

sustainable competitive advantage. 

Problem Discussion 

In tClciay" s world , touri sm has expanded to such an ex tent that it is now claimed to be the 

world"s largest industry, with high rate of employees, and bringing a lot of revenue for 

coulllries. On the other hand, the increased online price/product trar\sparency and the new 

e-busi iless models (e.g. online auctions) enhance touri sts' purchasin'g powers, who are 

becll llling more price sensitive, less brand loyal , more sophist icated and experience seekers 

(Gil more and Pine, 1997; Sigala and Christou. 2002; Sigala, 2003; Chri stou, 2003a; 

Chri, ill u and Kass ianidi s, 2003). 

• 

The hotel industry is experiencing increased globalization, competition, higher customer 

turnove r. growing customer acquisition costs and ri sing customer expec tations, meaning 
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that hotels' performance and competitiveness is significantly dependent on their ability to 

satisfy customers efficiently and effectively (e.g. Olsen and Connolly, 2000; Gi lmore and 

Pine, 1997). 

In the hotel industry the basic products (rooms) are very similar. When comparing same 

qualit y hotels, customer's focus is on soft factors like personal treatment, personalization, 

one-IO-one marketing and attention to the hospitality professions. 

The hotel industry enjoys easy data access which guests need to provide with their name 

and address during check-in. In some countries, guests even need to provide their passpolt 

data and more detailed private information. In addition, people are very likely to share 

their personal preferences with hotel staff to make their stay more enjoyable. 

In order to be able to compete on a highly competitive market, a hotel has to meet every 

single customer' s needs and expectations. To do this, it is important to understand which 

aspects of a business performance persuade 'customers to become repeat purchasers, and to 

exhibi t behavioral loyalty (it cost five to ten times more to sell to a new customer than to an 

old customer). 

To enhance profitabi li ty and guest satisfaction, hotels must these days focus on 

implcll1e.nting Customer Relationship Management (CRM) strategies which aim to seek, 

gather and store the right information, validate and share it throughout the entire 

organization, and then use it throughout all organizational levels for creating personali zed, 

unique guests' experiences (Sigala and Connolly, 2004 ; Olsen and Connolly, 2000; Siguaw 

and Cnz, 1999). 

To enhance profitability and guest loyalty focusing on implementing customer Relationship 

Management (CRM) strategies that aim to' seek, gather, and store the right information, 

va lilbti ng and sharing it throughout the entire organi zation could be a good solution. 

Xu states that, "basically, CRM is an idea regarding how a company can keep its most 

profit,ible customers by increasing the value of interaction. The value is maximized 

through di fferentiation of the management of customer re lationships." Another definition 

prolided by Xu is formulates that "basica ll y. CRM is a notion regarding how an 
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organization can keep its most important customers and at the same time reduce costs, 

increase the values of interaction to consequently maximize the profits:" According to Xu, 

CRM can also be defined as "an informatioll! industry term for methodologies, software, 

and usually Internet and IT capabilities that help an enterpri se manage customer 

relationships in an organized way." 

The hospitality industry is perfect for the application of CRM principles. Customer 

Relationship Management as a business strategy, which selects and manages the most 

valuab le guest relationship , makes use of one-to-one marketing plans (offering personalized 

sen ic:es) and gives value-added services to build guest sati sfaction, loyalty and retention. It 

is the best strategy for hotel companies to differentiate themselves from their competitors 

(Francese and Renaghan, \990). 

Customer satisfaction and loyalty occurs when customers find the company being more 

responsive and more in touch with their specific needs that they will visit again. Customer 

retenti on is good for both businesses and customers. For business, it is cheaper to keep 

existi ng customers happy than to attract new ones. Dyche (2001) stated that a five percent 

increase in customer retention results in a 25 to 95 percent increase in profits. On the other 

side. for a customer, loyalty to one organi zat ion reduces the ri sk of service vari ability, 

allo\\ s fo r the deve lopment of a social rapp~lrl with the provider, and the customization of 

sen 'ices to hi s/her specifi cation (Berry, 1995). 

Customer Relationship Management implementation, particularl y in hotel industry, is ver~ 

challenging. A successful CRM strategy cannot be implemented by ·only installing and 

integrating software packages, but it needs co-ordination along with the business 

operat ions. strategy and user and customer acceptance. 

Rest'arch Purpose 

The pr imary intention of thi s research is to undertake a feasibil ity study of Customer 

Relat ionship Management (CRM) appli cation in hotel industry. 
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Main Objective: 

• Determining the effect of implementation of customer relationship management 
I 

(CRM) on customer satisfaction, loyalty and retention, 

Sub objectives: 

• Does CRM implementation has an impact on customer satisfaction and loyalty? 

• Does IT-supported special service delivery influence customer satisfaction and 

loyalty? 

• Does customer loyalty and retention oscillate with marketing style? 

• Does application of Customer Relationship Management (CRM) Il1crease 

profitability? 

• Suggesting useful and practical CRM solutions that could be used in hotel industry , 

Research Questions: 

To assess the research purposes, the following research questions were raised: 

I. How can hotels implement an effect ive CRM? 

1 What is the influence of implementing a CRM model on customer satisfaction, 

loyalty and retention? 

Research Hypothesis: 

To r~ach this purpose, the following research hypothesis is formulated: 

Main hypothesis: Implementation of CRM model will increase a hotel's customer 

satisfaction, loyalty and retention , 

Secoll'd hypothesis: IT infrastructures in hote l services (that are appl ied to ga in customer 

insight. build relationships, enable custom ization and provide new opportunities for serv ice 

distribution) cause customer's sa tisfaction and loyalty, 
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Third hypothesis; Using one-to-one marketing as one of Customer Relationship 

Management (CRM) strategies to offer more and better services according to customer's 

prefe rences and characteristics will increasela hotel 's customers loyalty and retention. 

Fourth hypothesis; Personalization of services (according to guest' s preferences and 

characteri stics) increases guest satisfaction and loyalty. 

Fifth hypothesis; A good customer support and services (CSS) (as one of the segments of 

operational CRM) will increase customer satisfaction and loyalty. 

Research Methodology 

This research is both descriptive and exploratory. The research approach is quantitative 

because relationship can be expressed in numbers (Hamgame Arya group hotels) . 

Both primary and secondary data are used. Secondary data is utili zed to explore theoretical 

issues on CRM books, latest journal articles that focus on CRM, credible CRM web portals 

and mass media. Primary data gatherin~ tools that are employed are questionnaire, 

interview and archival records. 

For testing the hypothesis, research questions are designed, and gathered data is analyzed 

with SPSS (ANOVA, T-TEST and FRIEDMAN). At the end, a number of possible 

solu tions are forwarded based on ~he research questions. The number of samples (n) wa~ 

found using the following formula: 

n = N ~Zal2~2 ~ 
€2N- I) (L )2 - pq 

In thi s formula N = 300 

P = q = Yo 

E = 0.07 

A = 0.05 

Z""= Z "o,,,=± 1.96 
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With regard to the above information, the (n) is calculated 100. 

n = 300 x (1.96/ x Il2 X I/2 - 288 .1 = 100 
I 

(0.07)2 x(300-1 )+(l.96)2x 1/2 x 112 2.42 ) 

Outline of the Thesis 

The research aim was to find and analyze a hotel's needs, expectations and prerequisites for 

a successful CRM implementation and beneficial application via testing the hypothesis. 

This researcher wanted to find out the effect of implementing CRM, and customer 

sati sfaction , loyalty and retention. The theoretical findings are compared and adapted to 

the hotel 's (which is the subject of study) specific needs giving practical and useful 

solutions. Sheraton Addis hotel being a case for the study, the upcoming information and 

solutions could help it for the betterment of its performance. 

Discussion in the Coming Chapters 

In chapter one. an overview is made on the whole topic to be studied. In the following 

chap ters more details are lined up. In chapter two, a detailed description of related 

literature review is presented, and 111 chapter three the methodology of the research is 

described. Chapter four presents results obtained form gathered data and the tested 

hypothesis are discussed in light of . the results. Finally, the concl usion and 

recoll1mendat ions are presented in chapter tive . 
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CHAPTER TWO 

LITERA TURE REVIEW 

In the present chapter, theories that are relevant to the research are discussed. The literature 

revie.w generally investigates about the definition of customer relationship management, 

benel its and implementation and in some parts the specifics of the hotel industry. At the 

end. results of two applied researches will be presented. 

Tourism 

The world touri sm organization defines touri sts as people who "travel to and stay in places 

outside their usual environment for not more than one year for leisure, business and other 

purposes not related to the exercise of an activity remunerated from within the place 

visited." Touri sm has become a popular global leisure activity. 

Touri sm has expanded to such an extent that it is now claimed to be the world's largest 

industl'y and provider of jobs, and it brings in huge earnings for countries and going to have 

a rap id expansion (Chon and Sparrowe, 2000; Go and Pine, 1995). This fast growing 

indust ry re lies on development and expansion of hotels around the world as lodging is an 

essential provision in tourist acti vities. 

Hospitality Industry 

The hospita lity industry is a segment within the touri sm industry. Figure 2. 1 provides an 

overview of the different types of organizations that make up the tourism industry. 

When most people think of the hospitality industry, they usuall y think of the hotels and 

restJurants. However, the true meaning of hosp itality is much border in scope. According 

to th t: Oxford Engl ish Dictionary, hospitality means "the reception and entertainment of 

guest s. vis itors or strangers with liberality and good will. " The word hospitality is derived 

from hospice, the term form medieval time to mean rest for trave lers and pilgrims. 

Hospital it y, then. not onl y includes hotel and restaurant sector but it al so relates to other 

kinel s of institutes that offer shelter, food. or both to people aWJY from their homes. Thi s 
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might include private clubs, casinos, resorts, attraction sites and· so on (Olsen, 1996; 

Barrows 1999). 

Figure 2.1 The five main sectors of the travel and tourism industry. 

Tourism 
Industry 

I I I I 
Accommodation Attraction Travel Transport Destination 

Sector Sector Organization Sector Organization 
(H ospitality) Sector Sector 

0...=-

The hotel sec tor as one part of hospitality industry has evolved from the very modest 

beginning of families and landowners who opened their homes to travelers to the high rise 

of properties today which contain thousands of guest's rooms. These lodging facilities can 

be classified by location, by room rate and by the number of rooms they contain. 

In ot h~ r words, the hotel industry is a large and highly diverse industry that includes a wide 

range of property styles, uses and qualities (Chon and Sparrowe, 2000; Go and Pine 1995; 

Olsen 1996; Powers and Barrows, 1999). The industry covers a spectrum of small , medium 

and large enterprises (Brotherton, 2003 ; Jones 2002) and makes a significant contribution 

to national and international economies. 

The hotel industry is gett ing complex for a number of reasons. First, the industry is 

structurally complex for the large number of categories it contai ns. These categories 

encompass hotel qualit y (e.g. luxury. first class. mid-range and economy), hotel location 

(e.g. c ity center. rural. seas ide). hote l style (e.g. traditional hote l, resort hotel, all-suite 

hotL·1. limited service hote l. mote l) (Chon and Span'owe, 2000; Go and Pine, 1995; Lewis, 

Chambers and Chacko , 1995; Litt lejohn, 2003; Powers and Barrows, 1999) and hotel usage 
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(e.g. business, leisure, convention) (Jones 2002; Lewis et al. 1995; Powers and Barrows 

1999). 

Second, the industry is further complicated by affiliation and management structures. In 

terms of affiliation hotels can be operated as independent properties, franchised to a 

brand~d hotel company (e.g. Marriott, Holiday Inn), or as members of a marketing 

consortium (e.g. Best Western, Leading Hotels of the World) . In addition, hotels can be 

owner-managed, managed by independent hotel management companies or managed by a 

national or international branded hotel company (Chon and Sparrowe 2000; Go and Pine 

1995). 

Third, the industry is also highly fragmented with most hotels being independently owned 

and operated, (Olsen, 1996; Powers and Batrows, I 999) although there is a higher level of 

concentration in certain key quality sectors such as the luxury and first class sectors and the 

limited service sector (Jones,2002). The perceived level of fragmentation is also lower 

when measured by the number of bedrooms rather than the number of properties (Olsen, 

1996). 

NO\I a days, in hotels basic accommodation of a room with onl y a bed, a cupboard, a small 

table and a washstand has large ly been replaced by rooms with en-suite bathrooms and, 

more commonly in the United States than elsewhere, climate control. Other features found 

may be a telephone, an alarm clock, a TV, and broadband Internet connectivity. Food and 

drin k may be supplied by a mini-bar (which often includes a small refrigerator) containing 

snacks and drinks (to be paid for on departure), and tea and coffee making facili ties. 

As it was mentioned earlier touri st movements continue to grow and become a source of 

revenue for different countries, so different segments of thi s industry with their act ivities 

have an important role in bringing a lot of revenue for countries. 

The inc reased online price/product transparency and the new e-business models (e.g. online 

auctions) enhance touri sts' purchasing powers, who are becoming more price sensitive, less 

brand loyal, more sophi sticated and experi cnce seekers (Gilmore and Pine, 1997; Siga la 

ancl Chri stou. 2002: Sigala 2003a: Chri stou. 2003a; Chri stou and Kass ianiclis, 2003 ). 
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The hotel industry is also experiencing increased globalization, competition, higher 

customer turnover, growing customer acquisition costs and rising customer expectations, 
! 

meaning that hotels' performance and competitiveness is significantly dependent on their 

ability to sati sfy customers efficiently and effectively (Olsen and Connolly 2000; Gilmore 

and Pine 1997). 

As travelers are becoming more price sensitive, less brand loyal and transient, Customer 

Relationship Management (CRM) becomes a strategic necessity fo r attracting and 

increasing guests' patronage to enhance profitability and guests' loyalty. Hotels must these 

days focus on implementing Customer Relationship Management (CRM) strategies that 

aim to seek, gather and store the right information, validate and share it throughout the 

entire organization and then use it throughout all organizational levels for creating 

personalized, unique guests' experiences (Sigala and Connolly 2004; Olsen and Connolly 

2000; Siguaw and Enz 1999). The hyper competitive global economy has intensified the 

importance of identifying factors that will provide firms with long-term competitive 

advantages. This is where the importance of CRM surfaces. Contemplations over CRM 

el11p luyment has become a common agenda in board rooms and management meetings in 

an enart to gain competitive advantage. 

Definition of CRM 

Several lesearchers have made attempts to define CRM. The definitions principallv capture 

the intertwine between information technology and sa les to better predict customer's 

beha,'ior and serve it even better. 

There la re, CRM as a business approach aims at identifying those customers that can be a 

source of profit over time and providing them enhanced service to augment the profit 

margin . Identifying these sec tions of customers from the legion of c li ents is diffi cult 

witlwu t the use of information technology. Bose's (2002) definition of CRM emphasizes 

on the technological aspect of the strategy. " It is an enterpri se-wide integration of 

technologies and fu nctions such as data warehouse, web sites, intranet/extranet, telephone 

suppui,t system, accounting, sal es, marketing and production." 

1 1 
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The convergence of service units facil itates the collection of valuable data on customers 

which forms the backbones in any planning. It is the business intelligence that is acquired 

from .such data, as Swift (200 I) Pljt it, that makes CRM a creditable approach in 

"understanding and influencing customers' behavior through meaningful communication in 

order to improve customer acqu isition, customer retention, customer loyalty, and customer 

profi tab ility. " 

The term CRM is coined following the desire to combine the varied services of helpdesk, 

customer support, Enterprise Resource Programme (ERP), and data mining to provide 

improved service. Though it is not clear who first coined it, it possibly was born out of an 

ongoi ng trial and error approaches (Oberkamp, 2002). 

Originally, Personal Information Manager (PIM) was used by executives to orgamze 

simple information about customers and activities. The next generation gadget, Contact 

Management Systems (CMS) had wide acceptance by people in sales and marketing due to 

their improved functionality that emanates from better capacity database engines. 

Then. Salcs Force Automation (SF A) replaced CMS laying the cornerstone for modern 

CRM application. CRM is a business auxiliary that helps an enterprise to manage its 

customer relationships in an organized way deploying a set of methodologies and tools. 

Xu' s (2002) defin iti on encapsulates that CRM is a business endeavor that espouses strategy 

with technology to increase profit. Xu states, "basica ll y, CRM is a notion regarding how a 

company can keep its most profitable customers and at the same time reduce costs, 

increase the value of interaction to consequently max imize the profits'.". 

Requiring customer-centric business philosophy and a culture to support effect ive 

market ing. sale, and service process, CRM can enable effective customer relationship, 

customer sati sfaction and customer loyalty. CRM has developed as an approach focusing 

on g;l ining a multifaceted view of the customer, having a ll the data from a ll touch points 

(B la tlbcrg and Deighton. 1996: Brass ington and Pettit. 2000; A11I1 , Kim, and Barf, 2003). 
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CRM as Profit Multiplier 

Understanding the needs of customers and offering value-added services are recognized as 

factors that determine the success of companies. The real value 10 a company lies in the 

value it creates for its customers and in the value the customer delivers back to the 

company. It is important to note that value does not lie in a bulk of information extracted 

through advanced technology. Value lies in knowing the customer and in transforming that 

knowledge to manage their customer relationship. Knowledge is . according to Newell 

(2000) at the heart of CRM: Unfortunately, few companies use their knowledge of a 

customer and therefore many miss the opportunity to provide value to their customers. 

However. applied in the right way, CRM is a tool that contributes to customer satisfaction. 

If companies transform their customer data into knowledge and use it to build relationships, 

they can win customer' s loyalty and secure their profit (Newell, 2000). 

Swili (2001) indicates the multitude of ways companies can gain benefits from CRM. It 

helps an organization to avo id/lower marketing cost for recruiting new customers; by 

preserving existing customer base a steady volume of business can be maintained; selling 

and marketing campaign costs are reduced owing to existing customers' responsiveness; 

aged relationship with a customer often leads to up-selling, cross-selling and follow-up 

sale. and more referrals come with higher customer sati sfaction; satisfied customers buy 

more and they buy more frequently which indicates a customer's loyalty; and last CRM 

allows a business to identify which customers are profitable, less profitable, and which 

ones might be profitable in the future . This is very important since the key to success in 

any business is to focus on acquiring customers who generate profit. Nevertheless, not all 

custoillers are valuable; some may even' be a source of lose. This occurs when the 

customers use the company's time, energy and resources without generating enough 

business to make them worth the effort (Budhwani, 2000). 

As a new approach, CRM wi ll bring in best possible return by focusing on customers who 

already are or wi ll be the company's most profitable customers (Newell, 2000). 
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Servic;es that an organizati.on provides to its customers have .an impact on the 

customer' s perspective of the organization. CRM objectives for service applications 

according to Ryals and Knox (2001) I are to create a profit center out of a service 

organ ization using operational tools and customer information by reducing costs and 

generating more revenues; increasing the efficiency of a business using integrated 

enterprise-wide information available in front offices and ERP application; boosting 

customer care, service and customer information management across the organization to 

improve customer satisfaction and loyalty; .and in the least to differentiate a business by 

offering service as a distinguisher using multiple-channel communication with customers. 

CRM.Technologies 

CRM technologies are rapidly evolving and are providing companies a collection of 

tool s to use in order to enhance their customer relationships . According to Stone 

(200U) there are two main forces that influence the need for CRM teclmologies to 

suppurt the completion of CRM. One drive is the need for higher quality CRM in order to 

meet the needs of customers. CRM systems are increasingly being used to arrange 

companies ' resources in a proper order. Another factor is the need for greater profitability. 

CRTvl systems are giving the possibility to automate work previously done by hand (S tone, 

200) 

According to Trepper (2000), a CRM system must provide three cmcial functions, namely, . . 

prov iding the company a consistent and unified view of each customer for every customer 

interaction: presenting the customer with a complete view of the company irrespecti ve of 

how the customer contacts the company; and last allowing the sales, marketing and service 

staff to perform their tasks more like a team, leading to reduced costs and increased 

effic icncy (Treeper, 2000). 

Wh 'll is known as CRM technologies is a cu lmination of three fu nctional units: operational 

CRM. analyt ica l CRM, and col laborative' CRM. Operat ional CRM incl udes customer­

fac ing app lications that integrate fro nt-, bacl.-, and mobi le offices in order to increase the 

efficicncy of customer interactions (Trepper, 2000). Th is invo lves automating business 



operations processes, such as order management, customer service, marketing automation, 

sales-force automation and field service. For the system to be effectual, employees must 

have the right skills and the company must have a customer-centric focus (Lawrence et. ai , 

200\). 

Figure 2.2 Integrated customer data on a data warehouse. 

D 

Source: Dyche 2002. 

Analytical CRM involves applications that analyze customer data generated by operational 

tools (Trepper, 2000). The data is often stored in a data warehouse, a repository for 

corporate data. Stored data shall give the company information that will allow it to provide 

value to its customers (Dyche, 2002). 

Using data warehouses to analyze business performance, a company can enrich its business 

intelligence. CRM integrates new business knowledge development with business action. 

The analytical function of a CRM technology prepares a company to take better decisions. 

Since customer retention is vital for companies, analytical CRM is used to identify which 
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customers are likely to leave. After these customers are identified, the company can design 

tailored marketing actions that will motivate these customers to stay. Thus, a lot of 

marketing decisions are made based oq the knowledge how a customer is likely to behave. 

Analytical CRM generates different sorts of profitability analysis, i.e. propensity-to-buyer, 

next sequential purchase, product affinity, and price elasticity modeling and dynamic 

pricing, using historical data. 

Identi fying the most profitable customers is not that easy. The identification process can be 

performed starting by distinguishing the pure transaction oriented· customers who only 

focus on price and who never will be even a little loyal. New technology can measure 

account specific profitability, average discount percent of a customer's cumulative 

purchases and identification of purchases done during off-price sales. This information 

helps to identify buyers who only focus on transactions. 

When this group is discovered, the company can engage in relationship building with the 

remai ning customers. These customers can be divided into three groups based on their 

utilit\' rate to a company. The divisions include customers who are the most profitable 

customers, customers who are delivering good profit and have the potential of becoming 

references to new profitable customers, and customers who are .profitable, but only 

margi"nally so (Newell,2000). 

After identifying the profitable customers, Newel states that they shall be classified 

depending on regency and frequency of purchase, depending on how they buy. Next, the 

company has to consider how many of these customers it can afford to cultivate. This 

depends on the company's incremental profit objectives and how much time, money and 

recourses that can be allocated. 

Yet. discovering a profitable customer only constitutes a small part of calculating a 

customer's value (Dyche, 2002). In Dyche's view a customer who is unprofitable but has 

referred three high-value customers to the company is, in turn , very valuable. Companies 
. . 
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value their customers based on different metrics, such as a customer's Life Time Value 

(LTV), its potential value, and competitive value also known as wallet share. 

Most important is not to base customer value assessment on a single dimension; companies 

need to take several factors into consideration, such as historical customer behavior, 

product costs, support costs, channel usage and last but not least customer profitability 

(Dyche, 2002). 

Historical customer data is analyzed employing varIOUS techniques. OLAP and Data 

Mining are two of the frequently used techniques in CRM projects. Online Analytical 

Proct'ss ing (OLAP) supplies a set of data attributes from a database that are organized 

around certain dimensions, like time and location. For example, a company can demand the 

regional sales revenue for a certain product, or during a certain time period. The researcher 

can gain a more detailed view· of the data by drilling down to sales by" city, and then sales 

by residential area, and so forth (Dyche, 2002). 

Data Mining is preferred to identify meaningful patterns, rules and relationships from 

detailed data. Data mining can generate information about patterns without the analyst 

knowing about them before. Thus it is a great tool for acquiring new knowledge. This 

characteristic constitutes the difference between data mining and OLAP, since OLAP 

requires the ana lyst to have a hypothesis· in mind before the analysis takes place. To 

illustrates the difference, with OLAP you first have to have a clue of what products certain 

groups of customers buy, and then you can identify those customers. In contrast, data 

mining can identify groups of customers who buy similar products: ~uch as home/office 

workc:rs who buy PCs and printers. When using OLAP, the analyst first would have to 

guess what products a home office/worker would buy and then those customers may be 

identilied. 

Data mll1lng allows researchers to make determination of future behaviors by uSIng 

hist()rical data (prediction ana lys is). identification of combinations of activit ies that take 
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place in a specific order (sequence analysis), and to identifying groups of similar events or 

items often bought together (Dyche, 2002). 

The third interfacing aspect, Collaboratiye CRM, focuses on facilitating interaction 

between customers and companies. One-way communication must be replaced by two-way 

communication, letting customers to get involved early with issues affecting their future 

purchase behavior (Lawrence et. aI., 200 I). In other words, collaborative CRM provides a 

point of interaction between the customer and the supplier. For exampl~, technologies, such 

as electronic communication, are used to facilitate relevant, timely, and personalized 

interaction with the customers (Greenberg, 200 1). 

CRM and Customer Loyalty 

The customer is King. An effective CRM is able to please this king by turning a 

business ' customer-centric ' in the most practical sense. Customer satisfaction and loyalty 

is secu red when customers find the company to be more responsive and more in touch with 

their specific needs. The topic of loya lty has received increased attention in tourism and 

hospitality research in recent years (Bowen and Shoemaker, 1998; Oppermann, 1999; 

Shoemaker and Lewis, 1999). Research on loyalty in general , however, dates back much 

earlier (Copeland, 1923). For an organization, loyal customers are the most profitable types 

of customers since they tend to spend more over a long time period. The " lifetime" value of 

loyal customers IS enormous S111ce they represent a positive word-of-mouth 

communication, often resulting in referral business (Reichheld and Sasser, 1990). For a 

customer, on the other side, loyalty to one organization reduces the ri sk of service 

variability , allows for the development of a social rapport with the provider, and the 

CUStUIll ization of serv ices to hi s/her desire (Berry, 1995). 

Accurding to Berry, loya lty can be divided into levels based on purchase frequency, vi sit 

frequency, customer recommendations, product recognition, and deal ' periods. Based on the 
. . 

afore mentioned statements. CRM can be used to boost both business relationships and the 

VOll1l11 ~ of transact ions with a customer in the active client bracket (i.e. first time cllstomer, 



repeat. customer, client, and advocate customer), and with clients whq are outside of this 

bracket (i.e. suspect, prospect, inactive customer and inactive client). 

CRM Implementation 

A successful customer relationship management system depends on many basic business 

rules and underlying organizational factors. On such factor is strategy. One of the basic and 

most common sources of failure for CRM implementations is a missing customer strategy. 

Porter (1996) defines strategy "as the creation of a unique and valuable position involving a 

different set of activities." A robust customer strategy based on customer segmentation is 

one of the first steps necessary when implementing sound CRM solution (Gi llies et. aI. , 

2002). Yet, it is not so important how customers are segmented, butthat it is vital that the 

segme'ntation complements the business strategy (Gillies, 2002). Companies that have the 

most successful CRM programs appear to be very selective in their customer segmentation 

process. which is congruent to their organizational strategy. Strategy is the guiding 

principle whi le CRM is instrumental in materializing the principle. 

A C RM strategy should balance value achievement for both stakeholders and customers for 

a mutua ll y beneficial relationship. Additionally, a CRM system needs to be congruent with 

the business strategy. 

Organizational Culture and Acceptance 

Another hasic prerequisite for a successful CRM project is internal support and marketing. 

The illitial customer strategy must be supported through a proper interhal business culture 

that brings off the customer re lationship ph ilosophy from top-level management to front­

of-house stafr (Haley, 2003). Many past studies have shown positive association between 

executive support and IT innovation success (Rai 1997). Those findings still app ly, as can 

be seen in a recent study by Gartner Inc. that rated CRM Excellence. The study showed that 

ele\'cll out of the 16 winners and finali sts received strong support from senior executives 

(Cl(lse. 2003). The management set sensible expectations and put heavy emphasis on 

empl(lvee buy- in and co llabo rat ion among' employees. Another study by Forsyth (2002) 

sholl cd causes for unsuccessfu l CRM implementation. Software issues are almost 
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evanescent, however company politics and organizational change issues relate to 

approximately 50 percent of failures . 

Customer Relationship Management is a replacement of many processes. This replacement 

requires change which most people are afraid of. Early and substantial work can be found 

by Lewin (1947) who points out that permanent change in behavior is ~ three-step process: 

unfreezing previous behavior, changing, and then refreezing the new patterns. 

Resistance needs to be addressed in the early stages of the project. To overcome employee 

resistance in a changing environment, one needs to focus on ' education and 

communication' and ' participation and involvement' (Kotler and Schlesinger, 19970). 

Education and communication helps people to understand the need for change and leads 

towards a mutual trust for the project. Participation and involvement is the key to success 

as people are likely to accept their own work, (Thompson, 200 1). We know from 

experience that most organizations and the people that make them up typically resist 

change at conscious and subconscious levels. 

The challenge for the change manager is to move the people past resistance to acceptance 

and fi nally to embrace the change (i.e. adopting a CRM initiative) as if it was their own. 

Change management toolbox contains communication exerci ses that could be used for thi s 

kind of changes. These exercises present communications about the change and its impact 

on me organization step-by-step. Prosci has condensed these steps into a useful acronym-

ADKAR. 

• Awareness 

• Desire 

• Knowledge 

• Ability 

• Reinforcement 

Each step in the ADKAR mode l represents a commun ications effort to individua ls 

and the organization, often with underl yin g structura l changes. The change manager 

cieli ve rs communications relevant to each step as the project moves through a natural 
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life cycle from identifying a business need, to conceiving a solution to the need, 

implementing the solution, and fo llowing up on the implementation. 

Awareness - Making sure that every one in the organization who will be affected by it 

understand what you are doing and why. 

Desire - Being aware of the change is not enough. Employees need to want to support the 

change. This is where articulate and unwavering support from the top of an organization 

becomes essential to change management. The CEO needs to be the cheerleader. 

Knowledge - After you have spent a lot of money on parties and incentives to make them 

want to embrace the CRM initiative, but you need to tell them what their new task is. The 

task might be simply capturing and verifying e-mail addresses at the point of reservation 

for the reservations personnel. 

Ability - Most of us need practice and training to do something consistently well. 

Kno wledge alone is not enough. 

Reinforcement - This phase is crucial. Catch people doing something right and reward 

them when you do. Continue to reinforce the desired behavior, ideally with positive 

reinll) rcement. rewards for appropriate behavior. 

Other critical components of change management that need consideration include budget 

for change management and structural modifications. It takes time and' costs money to put 

into lorce the change. The budget line item for change management may range typically 

bel\\ ~e n 8 percent to as much as I:? percent of the total project cost. Additionally, some 

rearrangement might be called for. It might mean setting up a new department at 

headquarters, a new position at the CRG or a new title in every hotel, depending on how 

your organization needs to use CRM to drive the business. 

Indc,·d. severa l CRM proj ects have failed' due to the lack of appropriate management 

practi ces. robust implementation approaches and measurement tools, the bad exploitation 

and integration of ICT tools with processes, people and business strategies as well as the 

inappropriate ICT and business reenginecring (Rigby et. aI. , 2002; Corner and Hinton, 

200~ : Rheault and Sheridan. 2002). Many observers cons ider CRM projects high-ri sk 
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undertakings. A popular statistic offered up by Gartner Inc. showed that 55 percent of 

customer relationship management programs fail. More optimistically, CRM Guru.com. 

report? only a 35 percent failure nite. A survey of the CRM literature. lead to some basic 

conclusions why some CRM projects have huge benefits across the enterprise and others 

become costly by the marketing, technology and operations departments alike. Some of 

these factors include: 

• a strong, persistent and personal commitment from top management for the 

initiative, 

• a coherent vision of what CRM is going to do for the organization, 

• a structured plan to introduce and manage staff resi stance to changes in processes 

and systems required to adopt CRM as a business strategy throughout the 

organization, 

• inadequate or inappropriate training of line personnel. 

One or more of the above factors is usually missing from a CRM project that has gone bad. 

All or them are often di scussed under the broader topic of change management. 

Today. companies invest a lot in CRM systems, however many of these hardware/software 

systems still fail to meet management expectations on return on investment. One reason is 

that companies apply the technology with the absence of a holi stic and coherent business 

stratcgj focused on '.he customer. CRM technology is basically 'In enabler. 

Another reason to why companies st ill have difficulties in using CRM technology is too 

slow and cumbersome business processes. Many companies still are very "command and 

control" oriented, which means controlling the customers impact on the organization rather 

than ;I iming to give better service to the customers (Stone, 2000). 

To beat these adversaries, Gronroos (1994) emphasized that businesses should be managed 

from a process rather than a functionali sti c perspective, whereas Mok et al.; (2000) stressed 

the im portance nf exploit ing and adop ting ICT. However, parti cipants in a Tourism 

Soc iet v's seminar on CRM conc luded th ,w CRM refe rs to a strategy that gets toge ther a 
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combination of ICT tools with business processes and services, e.g. automated call centre, 

customer data warehouses and data mining, customized Content, targeted banner 
I 

advertising and targeted e-mail delivery (Alford, 200\). Stohe's findings (Alford, 2001) 

also revealed that people, customer management and detailed measurement are the most 

critical elements for successful CRM, while ICT was found to act as a CRM enabler only 

when the previous elements were in place. 

Information and Communication Technology's (ICT) Role 

Data warehouses and data mining are the most popular and highly needed systems for 

pro\'iding CRM capabilities or else for defining, developing and managing "an all­

inclusive" view of the customer. This is because by helping to wade through volumes of 

information and decipher meaning, patterns and relationships from many seemingly 

unrelated bits of data, they are necessary and valuable tools for trying to determine 

customer demographics, buying patterns, market segments, contribution margins, customer 

lifeti me, etc. ICT is instrumental for gathering and storing customer data (e.g. EPOS 

system, website analysis , IBM systems), providing ways for one-to-one interactions, e.g. 

website, call centre, kiosks, etc., as well as identi fy ing ways for di sseminating and 

accessing information across the organization. However, to achieve the latter, a new ICT 

infrastructure is required that wou ld enable the creation of consolidated customer databases 

and ol'ercome limi tations created by functional iso lated digital " field-dooms. " 

Like many new technologies, CRM has been accompanied by vendor hype and stories of 

implementation failure . Chaffy 'S (2003) three-stage model of CRM shows how customer 

relationships can be managed . His model proposes that customers are first acquired via 

clear communication of a powerful value proposition, They are retained via good service, 

and Ihe relationship is extended via the delivery of tailored products/services to clearl y 

defined customer segments. This view means that CRM uses information and 

communications techno logy (lCT) to gather data, which can then be analyzed to provide 

the information required to create a more personal interaction with the customer (Swifi, 

200 I: Brohman . Watson, Piccoli. and Paraguayan, 2003 ; Pan and Lee, 2003), 
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From .an operations perspective, Bose (2002) pointed out that CRM is an integration of 

technologies and business processes that are adopted to satisfy the needs of a customer 

during any given interaction. i Whilst the potential benefits are attractive, CRM 

implementation must be managed carefully to deliver results. 

Romano (2000) and Massey et. a!., (200 1) strongly advocated the relation of CRM with 

KM and specifically customer KM, while the significance of customer knowledge is 

highlighted in several CRM studies. Knowledge is produced when information is analyzed 

and used to el)able and leverage strategic actions. To overcome the ICT productivity 

paradox, hotel management needs to embed ICT-generated customer and competitive 

information in to its decision-making processes. These processes involve three broad 

phases that run in parallel (Tiwana, 200 I) namely information acquisition, sharing and 

utili zation. Hence, the co llection and creation of insights, skills, and relationships 

(Knowledge acquisition), when they are disseminated and shared (knowledge sharing) are 

foll olled by integration of learning, insights and experiential knowledge that in turn 

suppurt effective decision-making processes (knowledge utilization). Davenport and Prusak 

(1988) identified the following Knowledge Management factors critical for success: ICT 

and organizational in frastructure; friendly . culture for knowledge sharing, creation and 

management; change in moti vational practices for encouraging and rewarding staff when 

inforJl1ation is collected. shared and used; and open organizational structure. 

CRM's 4p (Marketing Mix in Hotel Industry) 

The marketing mix may be defined as "the mixture of controllable marketing variables that 

the linn uses to pursue the sought level of sales in the target market" (Kotler, 1984). 

Accord ing to Mark Haleyand Bil l Watson. any se lf-respecting CRM toolbox contains its 

own lour Ps which are a ll tactical elements that are required for a successful CRM initiative 

in an \' hotel company. The indispensable four Ps are profiles, preferences, precision, and 

propcTty. 
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Profiles 

Effec tive profiling is at the heart of having one-to-one communications with hotels' guests. 

Capturing relevant information about the guest and their behavior, both observed and 

reported is the main task here. A hotel CRM initiative calls for major tactical decision to be 

very selective in data recording. The dilemma is between capturing· so much information 

that service delivery is overwhelmed and not capturing enough detail to do anything useful 

with it. Related issues include guests' legitimate concerns about the potential for privacy 

abuse. Some of the key elements to consider in defining your profile data include multiple 

addresses and telephone numbers, payment methods (i .e. credit card numbers), prior visit 

history, typically at some summary level with the detail available, some ranking 

measurement indicative of value to the brand, family composition, comments, and 

correspondence history. 

Preferences 

Preference data may be either observed or reported. For example, a preference for golfing 

could .be reported by the guestin a profile form completed when registering for a frequency 

program. Likewise, an observed golfing preference could be measured by noting that a 

given guest went to a go lf resort and had greens fees and pro shop purchases on their folio . 

Either way. you now have a topic to engage the customer in a dialog about, a topic of value 

and interest to your guest. One challenging thing about preferences is that a single guest's 

preie rences vary according to the purpose of a given trip and the destination. The 

vacationer 's preference for a room near the pool usually does not apply on a business trip to 

Manhattan. The trick for the hotel company is to identify what are global preferences 

agai nst local ones unique to a property. 

Precision 
. . 

Prec ision of data input is a crucial element for any CRM effort in any industry. Variations 

in abbreviat ions. address ing and formatting cripple a CRM effort that attempts to match 

new data with prior guest record. It becomes al most impossible for the system to match the 

new record with the old one if the new one is a rese rvat ion for IBM and the old one is for 

I.B.M. The answer to such setback is standardi zed data input. 
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Corporate management owns the responsibility to define data input standards for all 

address, comment or other fields that allow text entry. Property management owns the 

responsibility to train reseIjYations and front office personnel on those standards and 

reinforce their use. Global distribution systems (GDS) and internet reservations often come 

in with non-standard addresses and must be tidied up or matched to a guest history record. 

Sophisticated data hygiene and matching algorithms somewhat address the precision issue, 

but establi shing, training and reinforcing data input standards is the only effective remedy. 

Note that some legacy PMS will aggravate this problem by erroneously matching stay 

detai I history records under the wrong history master record, making a bad situation worse. 

Again. data input standards will minimize the negative impact of the primitive logic used in 

these systems. 

PMS (Property Management Systems) 

Many hotel enterprises use a third-party system or serVIce as the heart of their CRM 

initiative. Some of these systems are specific to the hospitality industry such as Guest 

Ware. Others are modules of horizontal CRM platforms from well-known vendors such as 

Grollp I , Siebel Systems. Pivotal or others. 

This approach makes sense: property management systems are built to drive the operation, 

perforh1 detailed analyses or manage personalized communications. However, in the hotel 

environment the measure of excellence in serv ice almost always comes down to a face-to­

face interaction with the guest. The PMS is a crucial part of servicing that interaction. 

Getting what we know about the guest and their preferences in front of the employee is a 

requi red element in supporting them through that moment of true interact ion. All the 

profiling and preferences taken down will not help if service delivery fails due to faulty or 

misin formation. 

Giwn the role of the PMS in serv ice delivery, an integrated CRM initiative must 

incorporate two-way data transfer between any third-party system and the PMS. As guest 

stays are completed, the stay detail and any new master records must get passed from the 
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CRM system to the PMS to enhance service delivery and synchronize the records for the 

next transaction. 

The Four Ps described above are all tactical elements required for · a successful CRM 

initi ative in any hotel company. However, there is a fifth element that overarches all of the 

others: management commitment to embracing CRM as a way of doing business, and thus 

embracing the customer. Without resolute leadership, this kind of initiative will go 

nowhere. 

CRM Payback (Return on Investment or ROI) 

Measu ring ROI in the context of CRM can be very subjective, but it will provide a 

company wi th the ability to identify which components of CRM improve customer 

relations (Dyche, 2001). Many of the CRM implementation decision processes span over a 

long jJeriod of time, as the ROJ is not easily visible and a substantia!" up front investment is 

necessary. 

Return on CRM investmeM is normally vi sible over the long term, through improvement in 

the company' s strategic objectives. Short-term ROI is hardl y measurable in terms of money 

and Ihe immediate benefits tie back to a customer-oriented strategy. It is sometimes 

overlooked that a clean data structure, which is normall y set during the implementation 

proj eCi. or even beforehand. is the basis for · accurate reporting and better results (Schuster, 

2002 ) One of the returns, that is easil y and quickly ident ified is a major saving in maili ng 

costs. as the percentage of undelivered pieces will normall y decrease substantially. 

In add.i tion, campaign management spending are cut back as marketing staff are endowed 

with the ability to pull queries themselves, without any external marketing or IT company 

assi stance (Dyche, 200 I). One needs to be carefu l not to mix up CRM program benefit s 

and ROl. It is important to sel KP I' s (Key performance indicators) in an early stage of the 

CRM project or even better before the project starts, to get a clear and spontaneo us 

comparison over the legacy process. 
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Long-term benefits of CRM are more oriented towards the interactive part of customer 

relationship and in the lifetime value of customers. Additional customer care, supported 

through an integrated profile and activity tracking of the gu1st, leads to increased loyalty. 

The end of a hotel stay is especially important, since this is what remains in the customer's 

recollections. This does not mean that the check-in process can be sloppy, but the guest 

recognizes if there is an upswing during his stay. 

Applied Research 

Marianna Sigala (2005) in his paper about integrating customer relationship management in 

hotel operations: managerial and operational implications, developed a model for CRM 

implementation, which instead of overstating the role of ICT, it suggests that an integrated 

managerial approach among three areas namely ICT, relationship and knowledge 

management, should he adopted. The applicability and value of this approach is illustrated 

by s~l'era l examples and cases from the international hotel industry. Moreover, data from 

the Greek hotel sector provided evidence that ICT is not the panacea and the exclusive 

CRM determinant factor. So, ICT is more important in large than small hotels, while other 

organizational and managerial factors such as culture, staff motivation and development 

also pjay a vital role on CRM's success. CRM implementation may al50 be driven and so 

affected by different (strategic) motivations. Indeed, CRM in small hotels was found to 

frequentl y adopt the owner's/manager's personal style and flair, whereas in large properties 

CRM is usuall y viewed as a way for formalizing processes, enhancing customer service 

and n:ducing costs. 

Wolfgang Emperger (2004) investigates CRM in hospitality industry. The analysis 

identifies the hotel corporations' needs and. expectations, the prerequisites of a successful 

CRM implementation and beneficial app liance. The findings assist CRM software 

companies to build a state-of-the-art CRM suite, and for hotel companies to apply customer 

relationship management successfully . 
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The survey identifies the importance of a centralized management of guest records and the 

linked possibility for campaign management activities. Global accessibility of chain-wide 

guest information needs proper management and access restrictions to avoid misuse I of 

stored data. Hotel organizations are aware that they need an underlying strategy and culture 

to support CRM; however, many companies are uncertain in their focus. The findings 

showed almost 40% of respondents do not have a clear corporate strategy. Hotel companies 

need to include all organizational levels during the definition and implementation phase of 

the CRM project. Internal acceptance and return on investment is strongly dependent on 

user support at hotel leve l. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

The purpose of this chapter is to describe the necessary methods pursued in the research. 

Research methodology refers to the procedural framework within. which research is 

conducted (Remenyi, Williams, Money, and Swartz, 1998). This chapter will present how 

the current study was designed, orchestrated and providing a clear and complete description 

of the specific steps that were taken to address the research problem and test each of the 

five hypotheses laid out in chapter one. First, the research approach and research design 

will be discussed, followed by a discussion of selection of population, sample, 

instrumentation and methods of analysis. 

The hote l industry accumulates considerable information about their guests. But the 

industry is inapt in collecting data, analyzing it to uncover unmeet needs and shaping the 

service to serve the demand. CRM could serve to fill up this gap. Frequently, the decision 

and ill1plementation for a CRM system is handled as a standard procedure without specific 

care and investigation. A piece of software cannot create a customer relationship 

philosopby witbin companies. Insufficient research wi ll lead to unqualified decisions and 

gaps between the botel' s needs and tbe CRM software provided by tbe vendor. Technology 

will not drive the change, but a customer-oriented culture can be supported and 

strengthened by a suitable CRM system. Altbough CRM needs a basic IT infrastructure and 

technological commitment, theses are barely incorporated in tbe industry. Integration 

between hotel departments is rare and even then , numerous manual steps are involved to 

exchange and use information. Hotels are operation-minded and will rather invest in 

new kitchen supplies than in sophisticated IT systems. 

Tbis study is bui lt to identify the needs of tbe hotel for implementing a successful CRM 

project and tbe effec t of usi ng CRM on customer sa ti sfact ion, loyalty and retention for 

the ho te l that already has an automated CRM process in place. 
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Figu re 3.1 Research Process 

Defining the problem 

Planning a research 
design 

Source: Zikmund, 2000. 

Formula ting conclusions 
and preparing the report 

Defining the n ew 
p roblem 

And so on 

Planning a sample 

Processing and 
analyzing the data 

Gathering the data 

The r~searc h purpose and research questions of the present thes is indicate that thi s study is 

primarily descriptive. It is desc riptive since it is the researcher's intention to describe what 

C RM practice is like in the hotel industry and draw some conclusions from the coll ected 

data . There by, descriptive research approach was used when asking 'questions about the 

CRM approach. 

The stud y is also a bit exploratory, since the a im is to gather as much information as 

possibl e concerning the problem under investi gat ion and suggesting CRM solutions. And 

a lso in order to increase understanding about CRM and CRM systems, explanation is given 

regard ing the relationship between the vari abl es. 

Research Approach 

As the stud y follows a deduct ive approach, the fac tors that are pinned in the literature 

rev iew are compared with the empirica l findings. In add ition, a li st 'o f new so luti ons that 

could boost C RM practi ce is offered towards the end under the recommendation sec tio n. 
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As outlined in chapter one, the data is collected via questionnaire and it will be analyzed in 

the form of numbers for seeking relationships and patterns between implementation of 

CRM and customer satisfaction, loyalty and retention. So, the results can be expressed in 

numb~rs rather than words. In this way quantitative approach could be adapted in the 

present research. 

Research Strategy 

For this research a case study was selected for a number of reasons. First, in the present 

research a deep understanding of the subject is necessary. Also for testing the hypothesis 

we need some information gathered via questionnaire. 

Data Collection Methods 

[n thi s study, I have chosen to collect data form both pnmary and secondary sources. 

Secondary data that is used was collected from archiva l records, organi2:ations infonnation, 

reference books, academ ic Journals, business magazines, internet publications, famous 

hote l websites such as Hilton and Marriott, from comments of general managers, from 

records of customer's relationship departments, advising from different journals such as 

The vuest Report, and through reviewing the advice of consultants who work in guest 

exper ience management. 

Prilll;lry data was collected via interviews and questionnaire. A lot of necessary data on 

guests' preferences was gathered interviewing customers while the interview with IT and 

CRl'vl experts on CRM solutions and requirements had rendered enriching information. 

Stati st ical information and data for testing the hypotheses was collected with questionnaire . 

The questionnaire first was developed in Persian in the form of a five point Likert Scale ( I 

; st rllllg ly agree. 2; agree; 3; not agree, 4; di sagree 5; strongly disagree) and was then 

revie\\'ed by expert s. The Persian version was per-tested on two experts in research 

methllds. and based upon their advice and suggestions, improvements were made. 
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The four pages questionnaire was accompanied by a one page cover letter. The cover letter 

provided a brief explanation of the actuality that instigates this study, instructions and on 

how respondents can go about the questions. The questionnaire (as a tool for collecting 

data) was distributed by the researcher himself to guests and also with the help of front 

office employees during check out times. 

The questionnaires were given to 200 guests and 125 completeq questionnaires were 

returned. The questionnaire iricluded few open-ended questions whicn help to dig up the 

views of customers about some aspects of CRM related services. 

The researcher spent six months and also worked in Public Relation and CRM Departments 

of Sheraton Addis hotel and gained a first-hand observer experience of the numerous 

challenges, opportunities and solutions pertaining to CRM. 

Validity and Reliability 

There are different ways for finding reliability of a questionnaire. In this study, I used 

SPSS and Cronbach's Alpha. As shown in the table below, Cronbach's Alpha is 92% 

(Cronpach ' s Alpha 0.921 and it is near to I). so the questionnaire is reliable. 

Table 3.1 Re liability Test of Questionnaire 

Case processing summary 

% N 

100.0 10 Valid case 

excl uded(a)* 

100.0 10 Total 

*Llstwlse deletIon based on all vanables In the procedure. 

Reliability Statist ics 

No of items Cronbach's 

Alpha 

24 .92 1 
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CHAPTER FOUR 

RESULTS AND DISCUSSION , 

This chapter displays the data and results of the study. First the descriptive data is 

presel1ted. Subsequently, the data analysis relevant to each hypothesis' is discussed and in 

the end the correlation between variables is shown. Finally, a short summary of the results 

is provided. 

Demographic Statistics 

This section presents descriptive statistics of the collected data such as sex, age, education, 

marital status and jobs of the respondents of the questionnaire. 

One hundred twenty five questionnaires were given to the guests and 100 of them were 

completed and returned. Table 4.1 shows that among 100 respondents which are used as 

the sample, 73% were male and 25% were female. 

Table 4.1 Gender Stati stics 

Frequency Percent Valid Cumulative 
percent percent 

Valid: Female 25 25.0 25.5 25.5 
Male 73 73.0 74.5 74.5 
Total 98 98.0 100.0 

Missing system 2 2.0 
Total 100 100.0 

Source: Respondents of the questionnaire. 
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Figure 4.1 Gender of the Respondents 

Single Married 

Source: Demography of respondents ' gender. 

Table 4.2 exhibits the marital status of the respondents and the outcome shows that, 

77% of the respondents are married and 21 % are single. 

Table 4.2 Marital Status 

Frequency Percent Valid Cumulative 
percent percent 

Valid: Single 21 21.0 21.4 21.4 
Married 77 770 78 .6 78.6 

Total 98 98.0 100 100 
Missing system 2 2.0 

Total 100 100 
Source: Respondents of the QuestIOnnaIre. 

Among the valid questionnaires, 21.4% are single and 78.6% are married ones. Two of the 

questionnaires are not responded to and the total respondents are 98. 

Figure 4.2 Marital Status of the Respondents 

Single Married 

This figure shows the difference of 

respondents in terms of their 

marital status which 21 % is single 

while 77% is married. Among the 

samples, two of them are missed. 
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From the total respondents, single men are II and female are 10. The married males are 62 

and female are 15. The married age composition of respondents is 21-30 years of age, male 

are 32 and female are 5 while 31 -65 years of age male are 25 and female are 10 in number. 

[n the single's composition between 21-30 years of age male are 11 and female are 5 while 

31-65 years of age male are 4 and female are 5. 

Table 4.3 Statistics of Respondents' Age 

N Valid 
Missing 

97 
3 

Mean 36.9 
Median 36.0 
Mode 40.0 
Range 44.0 
Minimum 21.0 
Maximum 65 .0 

Source: Respondents ' of the questionnaire. 

Figure 4.3 Age of the Respondents 

30,---------------------------, 

2S +----
20 

15 

10 

s 

o 
20 2S 30 3S 40 4S 50 SS 60 65 

Std. Dev = 10.73 
Mean = 36.9 
N = 97 

Among the respondents highest frequency of age is 30 and the lowest is 65. Twenty five 

years is the second highest age and 45 years of age exhibits the 3rd level. 

Hypothesis Testing 

In the present research, according to the subject and the essence of CRM there is one main 

hypotheses which serves us to test the general characteristics of CRM and four sub 
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hypothesis that each of them has different specific characteristics. For testing the 

hypothesis, a correlation test is used. Then to determine the degree of the relationship 

between demographic indicators and different variables one sample T-Test of SPSS, 

ANOVA and Friedman tests were used. 

Regarding to hypothesis testing, each indicator has been defined, and each of them includes 

related questions in the questionnaire. For testing each hypothesis, there is a null hypothesis 

against an alternative hypothesi s. In null hypothesis (HO), it is supposed that using related 

indicator has no effect on customer satisfaction, loyalty and retention while in alternative 

hypothesis (HI), implementing the indicator increase customers satisfaction, loyalty and 

retention. 

According to the result of T-Test, if Sig. be less than 0.05 the null hypothesis will be 

rejec ted. This means that there is a relation between variables. Secondly, if!l in the t-test be 

less than 3 based on the Likert Scale in the· questionnaire (I = strongly agree, 2= agree 3= 

not agree, not disagree 4= disagree 5= strongly disagree) it means that most of the 

respondent's answers are less than 3(1 = strongly agree 2= agree) so the alternative 

hypo thes is will be accepted since it has a positive relation. 

Research Hypothesis 

Main hypothesis: Implementation of CRM model in hotels will increase customer 

satisfaction, loyalty and retention. Indicator I (shakesh J) includes all questions for 

thi s hypothes is. 

Second hypothesis: IT infrastructures in hotel services (that is applied to gain customer 

in s i ~llt. build relationships, enable customization and provide new opportunities for service 

di strihution) will cause customer sati sfaction and loyalty. 

Thinl hypothesis: Using one-to-one marketing as one of the customer relationship 

mana~ement (CRM) strategies with offering more and better services based on customer's 

preferences and characteristics will increase hotel 's customer loyalty and retention. 

Fourth hypothesis: Personali zation of services according to guest' s preferences and 

chara"lcrislics wi ll increase guesl sati sfaction and loyally. 
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Fifth hypothesis: A good Customer Support and Service (CSS) (as one of the segments of 

operational CRM) will increase customer satisfaction and loyalty. 

Testing Hypotheses 

HI: Influence of implementation of CRM on customer satisfaction, loyalty and 

retention 

Implementing a CRM system that does not meet the business goals or is not accepted by 

and b<:ing usefu l for the customer, may create problems for companies and simply cause 

escalating costs, instead of leading to improvements in customer management. In this way, 

the main hypothesis which is needed is implementing CRM factors in general increases 

customers ' satisfaction, loyalty and retention or not (Customer acceptance). 

First or main hypothesis: Implementation of CRM model (IV) in hotels will cause customer 

satisfaction, loyalty and retention CDV). So, the null hypothesis is: 

Ho: Implementation of CRM model in hotel industry has no effect on customer 

satis laction, loyalty, and retention (11 =3). 

Agaill st the alternative hypothesis: 

HI: Implementation ofCRM model in hotel industry will increase customer loyalty, 

cllstomer satisfaction and customer retention (11 =3). 

Table 4.4 One Sample T-test of main hypothesis 

N Mean Std. Std. 
Deviation Error 

Mean 
Shakhes I 100 1.5636 .36721 .03672 
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HO: A good customer support and services (CSS) (as one of the segments of operational 

CRM) has no effect on customer satisfaction and loyalty. 

HI: A good customer support and services (CSS) (as one of the segments of operational 

CRM) increase customers' satisfaction and loyalty. 

Table 4.8 One-sample T-test of Fifth Hypothesis 

N Mean Std. Std. 
Deviation Error 

Mean 
Shakhes 5 100 1.3195 .33043 .03304 

One-sample Test 

Test Value-3 
95% Confidence 

t df Mean interval of the 
Sig. (2- Difference difference 
tailed) Lower Upper 

Shakhes 5 -50.857 99 .000 -1.68050 -1.7461 -1.6149 

Source: Collected data from questionnaires. 

For test ing th is hypothesis, there is an Ind icator 5 which includes questions I, 2, 3, 4, 8 of 

the questionnaire . According to table 4.8 above, the significant is 0.00. lt means that 

0.00<0.05. So, the null hypothesis (>I =3) will be rejected. A good customer support and 

the services have an effect on customer satisfaction and loyalty. In the next step regarding 

the cunfidence interval , the >I is less than 3. (3-1. 7461 < >I <3- 1.6149) and the alternative 

hypo thesis (>1 < 3) is accepted. As a result, g ivi ng a good customer support and services 

incre;lse customer retent ion and loyalty (positivist impact). 

Conclations 

Since' the results of the hypothesis test ing proved there is a relationship between the 

dependant and independent variables. testing the nature of the relationship using correlation 

(Iine;I,.. positive/negati ve. st rong/weak) and significance (high, low, moderate) tests make 

possib le genera lization of the findings. 
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Table 4.16 Customer service and support variable Friedman Test 

Ranks 

Mean Rank 

Answer ph 3.07 
Respond 2.63 
Beha\'ior 2.56 
Complain 3.07 
Cancellation 3.67 

Source: Questionnaires. 

Test Statistics 

N 
Chi·square 
df. 
ASYlllp. Sig. 

95 
71.81 ~ 

~ 

.000 

Table 4.16 Customer service and support variable Friedman Test 

1 Respond 17.5% 
2 Answer ph 20.9% 
3 Behavior 17.3% 
4 Complain 20.4% 
5 Cancellation 24.0% 

Source: Responses of the questionnairc$. 

The Friedman test of the customer services and support variables (Table 4.16), present 

that cancellation service has the highest mean (3.67) followed by complain customer 

behavior, which has 2.56 mean. These variables percentage share as shown in figure 4.6 

are, cancellation 24%, complain 20.4%, answer ph 20.9%, respond 17.5%, and behavior 

17.3%. These percentage differences or its variation indicates the degree of importance 

of the customer services and support. For the test of the variables, 95 questionnaires are 

filled up and responded to. 

Furthermore, the respondents highly approve of the services that are aided by a CRM 

system. A considerable number of guests said Sheraton ' s service is special because of the 

instant responses they get. One respondent said "the attendants solve things for you in no 

time. Because the system is computerized they give you an answer right there, and it's fast 
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to send queries to other sections for attention." Another respondent added that the standby 

help is what is fascinating about the service. " Wherever you're in the hotel , help is always 

f around which makes me feel reassured. In the public places like the restaurant and the 

lounge, when I look around for something one of the employees come to me and ask if I 

need help. When I am in my room, asking for help is fun. There is the phone, the TV, the 

internet to send my request." 

The worth of using CRM related facility is established in the sentiment it throws on guests. 

When responding to a question regarding how secure they feel when they are in the hotel , 

generally all said they feel well protected. The modern and computerized security system 

made the impression on clients that while they are at the hotel their personal and material 

well being is free from risks. One female respondent answered "the security installation at 

the Ill ain gate and the hotel entrance makes you think nothing harmful can escape the 

security system. Inside the hotel , the employees watch around vigilantly and I guess 

everything is under control." The coverage of the security system is another point that 

guarantees guests of their safety according to a male respondent. "Everything is controlled 

by a computerized security. There are sensor machines at entrances, even the car plot is 

controlled by a di gital system how many open spaces it has. I think evcry corner is covered 

by the system. And that is dependable." Sheraton Addis has excelled in guests safety 

assurance mainly due to the highl y digital security service it has in place. Opinions of 

guests showed that they took the place as a sanctuary from any harm once they are in the 

compounding. An elaboration is provided by a respondent who said , ''I'm sure my security 

is not something to worry about. From car parking lot to the bed room door everything is 

digiti zed without di sturbing my privacy. The digital system is reliable." 

Giving a sense of assurance is important for any hotel but in the case' of the Sheraton it has 

additi onal value. As the hotel is located near a poor residential area that is known for its 

frequent crime. infringeble safety is given clue attention. Most study participants touch thi s 

iSSUe' somehow in their response yet some talk emphatically of it. A male respondent who is 

in hi s the middle age said, " When I come to the hotel I drive through the village street and 

watcl! shabby yo ung men. It is not a nice view. But I know every inch of the hotel is under 
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security cam view. The security is very tight. Nothing bad can happen to me in the hotel." 

Though the hotel's location is a source of anxiety for few, some guests reduce the threat 

because of other surrounding factors. These groups accept the risk yet they arj: of the view 

that that danger is lessened because of the presence of other government institutions in the 

area. A young man of 36 years of age has this view: "Of course the surrounding is a bit 

slummy. But 1 don't think anyone can pass the security. Although those bad looking guys 

are around, it isn' t frightening. The palace is nearby, the Foreign Ministry is on the back of 

the hotel and Hilton is a few meters away. This is a well secured area. And those guys don't 

dare to do something bad around here." Even thought the stiff hotel security is liked by 

guests, a few guests rarely spoke of their restlessness with it. This discomfort stems from 

the over-secured environment. An aged lady tells her restlessness "The hotel is over 

secured .... ah ... 1 think 1 am watched all the time. It's ... it 's ... 1 feel tense." 

When looking at this type of stressing conditions against the overall service of the hotel, 

their importance is noticeably reduced since the security is one of the important services 

customers want the hotel to keep up. Askedwhat improvements the hotel should do to step 

up its Customer Relationship Management, a considerable sum of respondents said the 

secu ri ty should not be reduced. A customer who has special liking for the Sheraton 

environment said the security is one of the things the "make me come here often." 

The study pat1icipants are in general fond of the services they receive and suggest to keep it 

as it is. Many are satisfi ed that the hotel employees are attentive. A businessman who is 

nearing 60 tells "The reason 1 like Sheraton is because the workers are always ready to 

serve me. They know when you need something and don't wait until you call them." The 

attentiveness of the hotel staff makes the guest relax specially those who come on vacation. 

A young couple refreshing on the pool side cafe has the following view. 

Young man: "On vacation I like to come here because I can simply rest and relax without 

needing to do care for something a bit. The waiters alertly wait for your signal. Somet imes 

not \\'orrying even for the easiest things as kno wing the time is very relax ing." 

Young lady: "Like my partner said , Sheraton is good on thi s. Their dedicated attention 

somet imes make me fee ll ' m in the ca re ormy mother ..... someone I"m close to." 
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Overall , respondents are fulfilled with the hotel' s service as it is. Answering to the question 

about necessary improvements, some clients instinctively said it is good if the hotel gives 

luxurious services as live concerts by world class singers, standard size golf field . 

However, the hazy comment other respondents gave to the same question casts uncertainty 

if improvements are really needed. Though they like to see some changes they could not 

defin itely tell what sort .of change they want to see. Their answers were a sort of 

"sollldhing that will make it more excellent." Hence, it is possible to say the service is 

fulfilling well guest's demand. 



CHAPTER FIVE 

CONCLUSION AND RECOMMENDATION 

Based on empirical data and analysis, the hotel industry is expenenclng increased 

global ization, competition, higher customer turnover, growing customer acquisition costs 

and rising customer expectations. This means that hotels' performance and competitiveness 

is significantly dependent on their ability to satisfy customers efficiently and effectively. 

Sheraton Addis is no exception. It faces a double-faced challenge locally and . . 

internationally since it is a world class hotel and a first-rate service provider in the local 

circle. Therefore, to enhance guest sati sfaction and profitability, it must focus on 

implementing a full-fledged customer relationship management (CRM) strategies which 

aim to seek, gather and store the ri ght infornlation, validate and share it throughout the 

entire organization and then use it throughout all organizational levels for creating 

personalized relationship and unique guest' s experiences. 

According to the results of hypothes is testi"ng in chapter four, implementing CRM in the 

form of gathering information for personalization of services, using one-to-one marketing 

plans. improving guest services and support and using IT for giving more services In 

Sheraton Addis hotel resulted in increased customer satisfaction , loyalty, and retention. 

Correlation tests showed that customer's loyalty does not depend on demographic factors; 

it is a condition that occurs fo llowing the se rvice del ivery mode. As the study showed, 

loya lt l is instead affected by the types of services that are provided by the hotel, the type of 

marketing strategy adopted , and hospitality of the staff. 

A sllccessful implementation of personalized services, one-to-one marketing plans, 

impro,"ed guest· s service and support. and using IT for giving more services in Sheraton 

Addi s hotel resulted in growing customer sati sfaction. loya lty, and retention. 

Sheraton's success in preserving its loyal customers base paves the way for the hotel to be a 

source of long term and susta inable competiti ve advantage. 
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In light of this, the following recommendations are based on particular categories of CRM 

adopt ion Sheraton Addis need to consider. 

Recommendation 

For effective implementation of CRM, the main thing to remember is that CRM is not a 

computer system, it is not a line item in a marketing budget and certainly is not a fad: CRM 

is an approach to the customer that involves and embraces a hotel 's guest, making them 

want to be the guest of the property or the brand lastingly. If Sheraton wants to scale up its 

success in future , it should use all the three packages of CRM. Though Sheraton Addis has 

a CRM system in place, the hotel needs to exploit more some features of the system to 

make a good use of it. 

On the collaborative front, customer information should be kept consistently and it should 

be avai lable across all the customer related departments (front office, housekeeping, 

restaurants, coffee shop ... ). Based on the value that hotel put on a customer, it should 

establi sh an effective and correct communication channel. Besides, guests should be 

c1ass ili ed through the corporation 's data mining tool and put in special segments. 

Segmentation helps the hotel to manage its guests as individuals or small groups and 

become tluent in analyzing customer data. 

Som~ customers are worth more to the busiBess than others and Sheraton must invest more 

of its scarce resources in the most valuab le customers, and less in the others. This strategy 

is perhaps the most difficult element of CRM to accept, but it is absolutely essential. 

Simil ,irly, part of the CRM strategy needs to be a means of servicing profitable customers 

diffe rentially (according to service c1 assilication) . Therefore, the hotel should coordinate 

bet\\ccn it s customer classification and service tailoring strategies. 

Coordination is equally important between data capturing, storing and managlllg 

deparl lllents al ike to help people on the service delivery line to be we ll informed of 

custumers (return) needs. An elec tronic facial recognition system could assist employees by 

prol·idi ng a history of customers· behavio rs and preferences. Using handheld de vices, 
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attendants could read basic infonnation of a return customer in real time and be ready to 

give customized service. 

Last, the hotel should give back to its customers occasionally. Memberships and reward 

strategies are very convenient. Giving membership to frequent guest and giving opportunity 

to them for using from discounts or special services will cause their retention and make 

them .feel they are given special privileges that the common customer would not have 

access to. 

Buyer programs award redeemable points to customers that can be converted into free 

service, upgrades in class, and/or exchange of other products and services. The process of 

redeeming/ rewarding should be uncomplicated and easy to administer. Every organization 

should recognize that a frequent buyer program will increase the opportunity of the hotel 's 

share of a customer's business. 

Loyalty program provide opportunity to gather information about customer's demand and 

behav ior. It is also an opportunity to stay in touch with the customer monthly or quarterly 

by sending "points" statements. It is a chance to customize the services a customer gets 

whenever the customer makes contact with the organization. 

Finall y. the hotel should undertake research regularl y to find out changing customer needs 

and it s position in the market. Following is a li st of areas that could be of immediate 

interest for studying. 

I. From customer's perspective, how well is the hotel doing? 

2. What can be improved in exist ing serv ices to serve customers better? 

.J. In which areas competitors have an advantage~ 

"C RM is never done. it is an ongo ing effo rt. " 
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Addis Ababa University 

Questionnaire about Customer Relation Management in hotel industry (Case 

of Sheraton Addis) 

Dear respondent: 

The Rresent questionnaire is prepared for MA thesis in marketing management 

and its aim is to make the model "Cu stomer Relation Managem ent (CRM)" 

applicatory in hotel management. Hotel indus try is considered as one of the 

grealest industries in th e world and has a role in the world economy and foreign 

currency earnings updating the hotel services in relation to the customer needs 

and wants is of high importance. Therefore, the present questionnaire is 

formulated to h elp the tourism and hotel Industry in developing and improving 

the required services to satisfy customers. With this regard , you are kindly 

requ "sted to take some of your time td respond the questions. It is hoped that 

your valu able response shall contribute to the improvement of the service . 

With special thanks , 

Tadc~se Endaylalu 

MA sludent in Marketing Management 
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Questionnaire 

Part I Bi!,graphical Data 

Full name ________ _ Sex __ _ Age ___ _ 

Marital s ta tu s ______ _ Educational level _______ _ 

Occu pa tion ________ _ 

-
No Questions Strongly Agree Neutral Disagree Strongly 

agree disagree 

A. Hotel Point of View 

I Access to hotel informa tion via 
website is cons idered as one of 
the hotel 's advantages. 

2 24 h ours online re servation is 
on e of lh e h otel's advantages 

3 It is of hotel advanta ges to use 
a n effective media like website 

4 Paying the bills by the credit 
cards IS of the hotel's 
advant ages 

:, Applying IT in room s as s pecial 
Set\l l CCS , such as film on 
demand IS one of the h otel's 
advantages 

6 Applying IT 111 rooms as a 
specia l service, s u ch as mus ic 
on dema nd is on e of the hotel's 
a dvan tages 

7 Access 10 hotel vanou s m enu s 
a n d ge lling room services via 
TV is of hOlel's a dvan tages 

i
8 Sen ding good-wis hes m essages 

for new year , birth day, or 
wedding anniversa ry resu lt In 
marc CLI stamer loyalty 

.. - --
9 Adverti s ing a bou t d iscou nts 

a n d specia l prIces of each 
season by the h otel coul d be a 
fa ctor fo r rese lec ting the hotel. 

.-
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10 Baby s iller service is n ecessary 
for a h otel 

B. Customers Point of View , 
1 Responding to the guest's 

requests In the suitable time 
causes custom er 's s a tisfaction 

2 Personnel's appropria te 
beh avior is on e of the effective 
factors in extending customers 
stay 

3 Attending customer's 
complai nts results In more 
satis fac tion 

4 Filling out the feedback form 
via inte rne t provides more 
easiness for cu stomers 

5 Accepti ng cancella tion s by 
h otel I S of s pecial importance 
for cu stomers 

6 Reserving via interne t 
increases the p ercentage of 
hotel selection 

7 Seeing a private welcome 
message on room's TV results 
111 m ore satisfaction of 
cu stom e rs 

8 Con s idering special n eeds of 
the cu stomers during ch eck in 
time and fulfillin g them during 
staying results In more 
satis faction of custom ers 

9 Offe ri ng, addition al services 
su ch as To/ From airport 
tran s port IS of customer 's 
needs . 

10 Sending. welcome n ote from 
hotel m a nagemen t to rooms is 
p leasan t for cu stom ers 

C. Hotel and customer (Both) point of view 
- --

I Internel services 111 roo m s 
resu Its 111 customer's and 
sa ti sfac li on 

---" 
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2 Having membership card of 
Sheraton Addis encourages 
cu stomers to s tay in the hotel 

3 Customer's perception and the 

4 

rendered services of the hotel 
are at equal foot 

The image of the hotel and the 
service de livered are matching 

Part II 

Please tick l!'e closest choice which reflects your opinion (you CM tick more than one 

choice). 

1. If you want to travel for business, which services do you prefer in your opinion 

(you can tick more than one choice) . 

o Fax o Direct line phon e o Office equipments 

o Inte rnet o Answering phone o Laptop o Xerox 

2. In the case of follow- up advertising after your departure, which type of media 

do you p re fer better? 

O SMS D E-mai l o Sending letters 

o Telephone o Fax 

3. In the case of s taying in this hotel, which reservat ion do you prefer?' 

o Via in ternet o Via phone 

o Via t ravel agency o Letter and fax 

4 . How was this hotel introdu ced to you? 

o Oth er 's recommendation o Previous experiences 

o Trave l agen cies o From the website of the hotel 

5. If the h ole l is required to reclassified to high er standard , which services do 

you like 10 be included 

L. C((s ino game r Golf field 

L Grou nd tenni s cou rt l. City fou r by airp lane 

LJ Traditional dance in every evening 

If any more please write dO\vn __ _ 
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6. Which one of the hotel's service gives you the highest degree of satisfaction? 

o Accommodation 0 Food and beverage 

o Entertainment DCustomer relation 

Of any other please list down ________________ _ 

7. Compared with the same standardized hotels, that of Sheraton Addis, which 

one influ ences customers to be loyal? 

::J The ideal location and the space it holds 

o The amenities existed in the hotel which are quality by for 

o The personalized services given to guests 

o The reasonable price of every type of service 

If there are some reasons apart from the listed, please write them down 

8. Which onc of the following service/s has / have greate r contribution to satisfy 

m ore and to choose a given hote l to stay in 

C Wireless website access 0 Up to the minute billing system 

~ Credit facility o Access of a ll services to the room 

o Ava ilability of private guest lounge 

If there are some more please s tate them _____________ _ 

9. What makes Sheraton's service special to you? ____________ _ 

If th e re is nothing s pecial to yo u , what would you sugges t to be added on the 

current provi s ion of services? ____ _ _____________ _ 

10. What arc expected from the Sheraton Addi s to improve its total customer 

relation s hip ma n ageme n t? 



If there is no need of improvement, what action should be taken to maintain its 

slalus? __________________________ ~ __________________________ _ 

11. How do you find the safety and security services of the hotel? Does it cover the 

en tire hotel? ______________________________________________ ~ ______ _ 
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