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ABSTRACT 

 

COURSE:  

Bachelor Thesis in Business Administration 15 ECTS 

 

AUTHORS:  Ossai Uche, (21st March 1980), Västerås. 

                       Prosper Akpabli Hanyabui, (17th March 1980), Västerås. 

 

PROBLEM STATEMENT 

How can Labadi Beach Hotel improve on customer care activities in order to create a positive 

customer experiences in the hotel? 

 

PURPOSE:  

The purpose of this study is to describe what Labadi Beach Hotel is doing and what they 

could do to improve customer care. Furthermore we shall also find out the problems or 

complaints encountered by customers in the course of service delivery and make necessary 

recommendations. 

 

METHODOLOGY:  

This thesis shall be based on a qualitative method of study with information gotten from 

Labadi Beach Hotel. This is due to the fact that in order to fulfil the purpose, it would require 

an in-depth research in the form of a qualitative study. The main sources of data comprises of 

primary and secondary data. Primary sources of data were gotten through telephone interview 

with employees of the hotel as well as designed questionnaire from the hotel guest. Secondary 

data were gotten from articles, journals, books, websites etc. 

 

CONCLUSION:  

We observed that customer care is being implemented at Labadi Beach Hotel in order to 

create a positive customer experiences. This is done through the recruitment of qualified 

employees and conduction of training programs. In addition, Labadi Beach Hotel has 

developed a service oriented internal process through the use of procedures. Moreover new 

recruits are retained upon successfully passing an appraisal report. This has actually resulted 

in friendly and courteous attitudes of its employees towards hotel guest. Furthermore, Labadi 

Beach Hotel has internal complaint system to check service failures. 

 

Lastly, customer complaints received were embodied around Availability, Tangibles, 

Reliability, Responsiveness, and Empathy. It must however be noted that despite the guest 

complaints received, the aspect of positive customer experience in each of the dimensions 

above outnumbers the complaints. In spite of what Labadi Beach Hotel is doing to improve 

customer care, suggested measures were recommended to help them further improve upon 

customer care. 
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1.0 INTRODUCTION 

Most organisations today continue to remain in operation as a result of their customers being 

satisfied and therefore loyal to them. This has been possible due to the nature of various 

customer oriented activities they have implemented within and outside the organisation, 

which may be referred to as customer care. In an attempt to explain what customer care is all 

about, Donaldson (1995) described customer care and customer service as being the same and 

therefore having the same definition. He defined customer care and customer service as all 

those activities provided by the seller which have value for the buyer thus increasing customer 

satisfaction and encouraging patronage and loyalty between the parties.  For this reason we 

shall use both terms to mean the same intermittently. This research on customer care will 

focus on the hotel industry as a case study. 

 

The hotel industry is one of the largest, most dynamic industries in the world and it is one of 

the largest employers of all industries and continues to increase along with any increase in the 

local economy, tourism and business travel (Gilmore 2003). According to Gilmore (2003), the 

hotel industry is of great benefit in the sense that it provides facilities for the transaction of 

businesses, meetings, conferences as well as for recreation and entertainment. Furthermore 

she argued that, the hotel industry serves as a source of facilities for local residents and as a 

result many hotels have become social centres for their communities. An example of such 

hotel is Labadi Beach Hotel which is the first five star hotel in the economy of Ghana.  
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1.1 PROBLEM DISCUSSION 

Most service organizations indicate in their mission or vision statement as being customer 

oriented but in reality their action of customer orientation in business is not actually being felt 

or seen by their customers. The reasons to this can be attributed to the nature of services as in 

the case of being intangible. Zeithaml et al. (2006) defined the nature of services as 

comprising of deeds, processes and performance. According to them, due to the fact that 

services cannot be readily displayed or easily communicated to customers, it is difficult for 

consumers to access the quality of the service. Moreover due to the simultaneous production 

and consumption nature of service, Zeithaml et al (2006) further argued that the quality of a 

service will be dependent on what happens in “real time” with regards to employee action and 

interaction between customers. They also stressed on the fact that the perishability nature of 

services makes it difficult to return a service.  

 

Customers tend to make complains about the attitude of employees. According to Cook 

(2002), customers’ perceptions of an organization are often based on their dealings with front-

line staff. She further explained that, these members of staff represent the organization in the 

customers’ eyes and any complain that the customers make are normally directed at this level.  

 

Gronroos (2000) argued that customers may also complain about the physical surrounding 

and other aspect of the service encounter. According to him, these support the bases for 

positive experiences in the delivery process.  Customer care has been of great importance with 

regards to the delivery of services. It is therefore important to understand the concept and its 

application. 

 

1.2 PROBLEM STATEMENT 

How can Labadi Beach Hotel improve on customer care activities in order to create a positive 

customer experiences in the hotel? 

 

1.3 PURPOSE OF STUDY  

The purpose of this study is to describe what Labadi Beach Hotel is doing and what they 

could do to improve customer care activities in the hotel.  Furthermore we shall also find out 

the problems or complaints encountered by customers in the course of service delivery and 

make necessary recommendations. 
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1.4 TARGET GROUP 

As the topic says, customer care is of essential benefit to all establishments in business. It 

would be of better help especially to Labadi Beach Hotel and any other person who might 

show interest in the aspect of researching into customer care. 

 

1.5 LIMITATION OF STUDY 

The study is limited to Labadi Beach Hotel, Accra- Ghana in the aspect of customer care 

activities. Moreover perceptions from the hotel guest have been used to access their 

experiences in the hotel and are exclusively related to the hotel operation. Even though we 

designed questionnaire for 10 customers to fill, information we received indicated that 3 of 

them were not filled due to the tight schedule on the part of the hotel guest. In view of this 

only 7 customers filled the questionnaire. We intended using two case study but none of the 

hotels were willing to co-operate. Further explanations have been discussed concerning this 

section in the methodology under selection of industry and company. Kindly refer for further 

clarification. 
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2.0 PRESENTATION OF LABADI BEACH HOTEL 

This chapter discusses the history of Labadi Beach Hotel, their facilities and other services 

they provide with information directly gotten from the company through their website and 

brochure. 

 

 
2.1 COMPANY BACKGROUND 

The Labadi Beach Hotel was built in August 1991. Since its operation the hotel has been 

under the management of Metropole Hotels of United Kingdom and the Lohnro Africa group 

of hotels. The hotel is exclusively owned by the Social Security and National Investment 

Trust of Ghana (SSNIT). The hotel currently has an employee size of 230. In 2006, the 

management of the hotel was contracted to Legacy Hotels and Resorts International of South 

Africa; they have the management contract to see to the expansion and day to day running of 

the hotel. Legacy Hotels have their head office based in Johannesburg in South Africa.   

 

2.2 LOCATION 

Labadi Beach Hotel is conveniently situated opposite the International Trade Fair Centre and 

adjacent to the popular La Pleasure Beach and is only a 10 km drive from Kotoka 

International Airport and 15 km from the Central Business District of downtown Accra. Set 

amidst tropical landscaped gardens, adjacent to one of Ghana’s most popular beaches in the 

country’s administrative, communication, and economic centre, the Labadi Beach Hotel caters 

for the business and leisure travellers.  

 

 

2.3 ACCOMODATION AND FACILITIES 

ROOM TYPES: The hotel has 100 spacious double and twin rooms and additional 4 luxury 

suites, complete conferencing and banqueting facilities, it has also earned its reputation as 

being the most sought after business venue in the country. The rooms comprises of 45 twin 

rooms, 53 double rooms, 4 Crown Suites and 2 Paraplegic rooms. They have smoking and 

non-smoking rooms designed for the comfort of their guest.  

 

All 104 spacious rooms offer a private bathroom, Air Conditioning and Ceiling Fan, Mini 

Bar, Balcony, Direct Dial Telephone, Hair Drier, Colour TV with 15 Satellite Channels, 
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Tea/Coffee Making Facilities, as well as in- room safes. All accommodation types come with 

Bed and Breakfast. The hotel works 24 hours every day and seven days a week. 

 

The dining facilities of the hotel are made up of restaurants and bar. These are the Ristorante 

Primavera, the Akwaaba Restaurant, The Terrace Bar, The Cocktail and Lounge Bar and 

Room Service. 

 

The Ristorante Primavera is Accra’s most sought after venue for business, entertainment and 

special occasions. Beautifully designed, this elegant restaurant offers an Italian menu. The 

Italian menu ranges from popular Italian dishes to modern Italian classics. The Ristorante 

Primavera has quickly built a reputation for its charm and quality. 

 

The Akwaaba Restaurant opens all day and serves a full English breakfast as well as an 

extensive buffet for both lunch and dinner with a distinct Ghanaian influence.  

 

The Terrace Bar overlooks the swimming pool and is very much casual, al Fresco venue ideal 

for a lunch time break or soothing sundowners. It opens to 20h00 every day. 

 

The cocktail bar offers a popular rendezvous for business men. Here guest may be served 

24hrs a day, be it with freshly squeezed juice, coffee with the morning paper or a mid-night 

snack. Opens 24 hours a day, the lounge bar is situated in the hotel’s lobby area and offers 

musical entertainment 5 nights per week. The hotel provides a 24 hour room service at the 

request of guest to their rooms. 

 

Labadi Beach Hotel has recreational facilities such as two flood lit tennis courts, volleyball 

court and Swimming pool with adjacent children’s pool. The hotels concierge organises trips 

for guest within Accra and Tema, hand craft market and other entertainment and recreational 

options which are close to the hotel. Various tours can also be booked for other purposes. 

 

  

2.4 CONFERENCES AND BANQUETS: The Labadi Beach Hotel offers conferences and 

banquets services. Fully air-conditioned, the conference centre consist of one large Suite 

called the Labadi and may be split into two separate suites known as Adinkra and Obuasi, by 

a sound proof sliding door. The Labadi can accommodate up to 250 cinema style seats, 120 
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classroom styles seats, and 140 seats for dinner. When divided, each smaller venue can 

accommodate 100 cinema styles, 50 classroom style seats and 60 seats for dinner. The Labadi 

suite has been designed for flexibility with movable walls thus catering for small board 

meetings up to a banquet for 250 delegates. The Labadi suite can be used for anything from 

presentation to fashion shows. Dinner and dinner dances can also be held for up to 120 guests. 

Audio-visual facilities used for such occasions include flip chart screen, overhead projectors, 

VHS video recorder, TV monitors, PA systems etc. 

  

 

2.5 OTHER SERVICES: In addition to the services provided by Labadi Beach Hotel, they 

provide other services such as health club offering a fully equipped gymnasium, sauna and 

massage facilities, business centre where secretarial services are rendered, bureaux de change 

which offers foreign exchange currency market, Curio and Gift shops, Salon and Laundry and 

Dry-clean services. The hotel has also employed a qualified nurse who takes care of 

employees and guest on emergency cases. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



12 
 

3.0 FRAME OF REFERENCE 

This chapter focuses on the literature review concerning the topic in question. In order to have 

a clear understanding of customer care in the hotel industry, we started by giving some 

definitions concerning marketing. Moreover we established how service marketing was 

developed and related it to customer care. We have also connected the service marketing 

triangle (SMT) and the 5 SERVQUAL dimensions to the customer care concept.  

 

The interactive marketing has been connected to the scope of customer care whilst that of 

internal and external marketing has been further discussed under the management and 

organisation of customer care. The 5 SERVQUAL dimensions have also been thoroughly 

explained under the scope of customer care. 

 

 

3.1 DEFINITION OF MARKETING 

The Chartered Institute of Marketing UK (2007) defined marketing as “the management 

process responsible for identifying, anticipating and satisfying customer requirements 

profitably.” 

 

McDonald and Payne (2006) argued that, “the central idea of marketing is to match the 

organisations capabilities with the needs of customers in order to achieve the objectives of 

both parties”. 

 

Kotler (2003) stated that, “the aim of marketing is to know and understand the customer so 

well that the product or service fits him and sells itself”. 

 

Based on the above description for marketing it is therefore clear to establish that there is an 

element of customer orientation and satisfaction running through all the definitions. Moreover 

it is also necessary for every organisation to be marketing oriented. 
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3.1.1 WHAT IS BEING MARKETED 

Kotler and Keller (2006) established that marketing people are involved in marketing 10 types 

of entities. Among these 10 entities are goods, services, experience, ideas, persons, events, 

places, properties, organisation and information. For this reason we wish to say that service 

marketing was developed from the scope of marketing.  

 

Service marketing is founded upon the fundamental concepts of marketing (Gilmore 2003). 

According to her the development of service marketing concepts over the years has evolved in 

accordance with the philosophy of customer orientation.  

 

3.1.2 CHARACTERISTICS OF SERVICES COMPARED TO GOODS 

Zeithaml et al (2006), defined services as comprising of deeds, processes and performances 

(ibid). As a result of this, we argue that service industries should have higher focus on 

customer orientation. Our argument is based on the nature and characteristics of services 

compared to goods which many authors have categorised them into intangibility, 

heterogeneity, simultaneous production and consumption, perishability etc. These 

characteristics have been explained below: 

 

INTANGIBILITY 

Due to the fact that services are deeds, performances or actions rather than objects, they 

cannot be seen, felt, tasted or even touched in the same manner as can be done for goods 

Zeithaml et al (2006). In view of this it is difficult for consumers to access the quality of 

services but in the case of goods, consumers can access the quality by examining it. 

 

 

HETEROGENEITY 

Zeithaml et al (2006) also argued that, because services are performances, frequently 

produced by humans no two services will be the precisely alike. Their argument were that, the 

employees delivering the service frequently are the service in the customer’s eyes and people 

may differ in their performances from day to day and or even hour to hour. However two or 

more goods may be similar in nature or appearance. 
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SIMULTANEOUS PRODUCTION AND CONSUMPTION 

Whereas most goods are produced first, then sold and consumed, most services are sold first 

and then produced and consumed simultaneously (Zeithaml et al 2006). They backed their 

arguments with an example of the restaurant services. According to them, such services 

cannot be provided until they have been sold and dining experience is essentially produced 

and consumed at the same time.  

 

PERISHABILITY 

This refers to the fact that services cannot be saved, stored, resold or returned (Zeithaml et al 

2006). According to them, the fact that services cannot typically be returned or resold also 

implies the need for strong recovery strategies when things go wrong. In the hotel industry for 

example, such a recovery may take the form addressing guest complaint and finding a way to 

compensate the guest. However in the case of goods defected ones could be returned and at 

times a new one replaced. 

 

The above characteristics seem to explain why it is necessary for service industries to have 

more focus on marketing orientation. In addition Clutterbuck and Kernaghan (1991) also 

argued that the approaches to customer care by service industry and manufacturing industry 

are different. According to them, manufacturing companies tend to start with total quality 

management (TQM), then move on to customer care when the main processes in the logistics 

chain are under control. Moreover they further explained that, service-based company 

typically start with customer care and then recognise the need for total-quality techniques to 

support their initiatives.  

 

A marketing orientation puts the customer at the core of an organizations purpose and activity 

(Gilmore 2003). According to her, many organizations have manifested the philosophy in 

terms such as the customer is king and everything the organization does is with the customer 

in mind. She further stressed that, a more rational and business oriented approach to service 

marketing encompasses the philosophy of marketing orientation by concentrating on looking 

after customers, and maximizing their satisfaction in the context of competitive offerings 

while remaining profitable as an organization.  
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3.2 CUSTOMER CARE 

Donaldson defined customer care and customer service as all those activities provided by the 

seller which have value for the buyer thus increasing customer satisfaction and encouraging 

patronage and loyalty between the parties (ibid). 

 

The customer care concept focuses on achieving customer satisfaction by dealing with the 

needs and problems of the customers and hence being friendly to the customer. Clutterbuck 

and Kernaghan (1991) argued that, most of the relevant experiences we can bring to bear on 

customer care issues come from the way we ourselves have been treated or mistreated as 

customers. According to them, customer care involves a complex series of relationship 

between customers, individual employees and the organization. They further stressed that, 

customer care is primarily a means of establishing a customer-supportive attitudes and 

behavior for the customer. 

 

Many management consultants, authors and writers of articles, books, journals and other 

materials have various opinions when discussing on issues pertaining to customer care 

activities. Most people believe that the hardest part of starting and maintaining a successful 

business is finding the right product or service (Brown 2007). According to Brown (2007), in 

order to be successful there is the need to see the business through the customer’s eyes which 

can be done by accessing what customers want and need, employing friendly staff and other 

criteria.  These criteria are made up of the following; 

 

• ACCESSIBILITY: She explained this as making it easy for customers to do business 

with the organization. According to her, accessibility should include returning e-mail 

messages on time, creating a website that is clear and easy to navigate as well as the 

use of simple language that is easy to understand by all customers. 

 

• AVAILABILITY: In her opinion, the operation of business hours should be 

compatible to the needs of customers. Moreover she further explained that, on 

occasions where the business is closed, there should be a system in place where 

customers can have access to information when they need it. 

 

• AGREABILITY: Brown (2007) made very interesting suggestions and comments 

with regards to agreeability. According to her, customers always want to hear “YES” 



16 
 

in their demands. Moreover she stressed that, at times customers tend to make 

demands which go contrary to organization policies and procedures and when that 

happens, it is better to have a nice way of dealing with the customer than saying “No 

sorry, it’s our policy”. She was of the view that, if those demands made are not illegal, 

immoral or unethical, its best to say “YES” than saying “NO”. In order to meet such 

demands of customers, she stressed that it is also necessary to explain to the customer 

to wait and see what can be done to solve the problem and from there a supervisor can 

be called to assist in the situation. Moreover she concluded by saying that, when this 

happens it show customers how they are being valued and their interest being cared 

for. 

 

• ACCOUNTABILITY: Brown (2007) was of the view that, there is the essence of 

taking ownership of customers needs and issues by making them know what can be 

done to make them happy. According to her the issue of problem solving should be a 

responsibility for all within the organization. 

 
In the hotel industry, the provision and delivery of services involves a variety of interactions 

between the employees and customers which affect how customers will perceive customer 

care activities of the hotel. In addition to the employees, the premises of the hotel are also 

important in the provision of quality services and by so doing the need to care for the 

customer. These are all embodied around the scope of customer care. 

 

 

3.3 SCOPE OF CUSTOMER CARE 

Customer care lies at the heart of marketing a service for profit (Clarke 2000). According to 

him, a customer’s opinion of the level of service the company provides will be directly 

influenced by how they are dealt with as a person. For this reason he argued that, all contact 

with customers comes under the scope of customer care and customers can change their 

opinion of a firm very quickly for good or ill. However in service marketing the interaction 

between customers and employees is referred to as interactive marketing. In spite of this, the 

interactive marketing shall be used to explain the scope of customer care. Many authors have 

described interactive marketing as the “moment of truth” or the “moment of opportunity”. 

The interactive marketing is one aspect of the service marketing triangle. The interactive 

marketing is represented in the diagram below as in the case of the hotel industry:        
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                                                      MANAGEMENT 

                                                        

 

 

                                    

 

 

                                                                                                                                             

CUSTOMERS                              (INTERACTIVE MKTG)                    EMPLOYEES        

 

                                                   Figure 1: interactive marketing (Zeithaml et al 2006) 

 

The interactive marketing from the diagram above is seen to be involving the customers and 

employees of the service industry. According to Zeithaml et al (2006), the interactive 

marketing is where promises made can be kept or broken and people are critical at this 

juncture. In the hotel industry for example, Customers would access how the hotel cares about 

them through interactive marketing. Some would also use the premises of the hotel in their 

assessment of customer care activities.  

 

Hotel guest perception of staff will be determined by how the staffs appear and the level of 

professionalism demonstrated which will include both tangible and intangible qualities 

(Gilmore 2003). According to her, the physical appearance of the staff in terms of being 

clean, tidy and identifiable as staff is important and also the more intangible aspects of 

appearing to be professional depends on staff attitudes, actions and ability to carry out the 

service role in relation to all aspects of the service delivery. In view of this, she further 

stressed that, there is the need to provide the hotel staff with an appropriate uniform or 

something to identify them with the hotel such as a name badge.  

 

Clutterbuck (1992) described customer care as a basic approach to standards in service 

quality. His arguments were supported by Gilmore (2003), who argued that because of highly 

people-dependant services in hotels, the quality of face to face interactions and the frontline 

company staff can have a major influence on customer care and perceived service quality.  
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However the perceived service quality occurs as a result of experiences customers have when 

they come in contact with the service industry. Meyer and Schwager (2007), described 

customer experience as the subjective response customers have to direct or indirect contact 

with a company.  

 

Grönroos (2000) argued that, Reputation and Credibility of an organization can affect 

customer experiences. He further argued that, the reputation and Credibility of the 

organization would make customers believe that the service providers business can be trusted 

and gives adequate value for money, and it stands for good performance and values which can 

be shared by customers and the service provider.  

 

3.4 SERVICE QUALITY 

In order to assess how customers evaluate the delivery of quality service, Zeithaml et al 

(1990) developed the SERVQUAL dimensions which customers use to assess the quality of a 

service. They argued that the dimensions below shall form the bases of customer experiences: 

 

• Tangibles: Appearance of physical facilities, equipment, personnel, and 

communication materials. They argued that, for Labadi Beach Hotel as an example to 

create positive customer experience, the appearance of its physical surrounding, 

facilities, equipment, personnel and communication materials should be appealing in 

the eyes of the hotel guest. 

 

• Reliability:  Ability to perform the promised service dependably and accurately. 

Furthermore, they stated that Positive customer experience would occur for example 

when Labadi Beach Hotel guest receive error-free bills, they receive the right service 

for first time and also employees show sincere interest in solving guest problems. 

 

• Responsiveness: Willingness to help customers and provide prompt service. This 

could also take the form of when employees are able to tell customers exactly when 

the services would be delivered and also employees not getting too busy in 

responding to guest request. 

 

• Assurance: The knowledge and courtesy of employees and their ability to convey 

trust and confidence. Furthermore this dimension could create a positive customer 
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experience when employees make customers feel safe in their transactions, employees 

being consistently courteous with customers and also having the knowledge in 

assisting customers. 

 

• Empathy: The caring, individualized attention the firm provides its customers. It 

could also create positive customer experience when employees are able to 

understand the specific needs of customers, having customers interest at heart and 

giving them personal attention. 

 

The SERVQUAL dimension is usually used in measuring service quality through the 

difference between customers’ expectation and perceptions. This means that measuring 

service quality with the use of SERVQUAL dimension would enable the service industries to 

know what their customers expect from them and at the same time their perceptions on 

service delivery.   
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3.5 MANAGEMENT AND ORGANISATION OF CUSTOMER CARE 

For a service industry to effectively manage and organize its customer care activities, it is 

necessary to do this with regards to internal customers and external customers. The internal 

and external customers can be well organized and managed with the help of internal and 

external marketing concepts respectively.  

 

3.5.1 INTERNAL CUSTOMERS 

Due to the frequent interaction between customers and employees in the service industry, 

there is the need for the service organization to effectively implement its internal marketing 

activities. According to Berry (1980), internal marketing views employees as internal 

customers and jobs as internal product. Internal marketing is another aspect of the service-

marketing triangle which describes how employees are managed within an organization. It is 

shown in the diagram below:                                                                                                                                           

                                                                        MANAGEMENT 

                                                                      

 

 

              (INTERNAL MARKETING) 

 

 

EMPLOYEES 

                                                             

                                      Figure 2: internal marketing (Zeithaml et al 2006) 

 

Internal marketing is primarily the province of human resource management within a 

company, who has responsibilities for developing enlightenment personnel policies to include 

recruitment, selection and training, appraisal, rewards and recognition (Lewis 1995). 

According to her, satisfying the needs of internal customers upgrades the capability to satisfy 

the needs of external customers. Management put all these measures in place so that 

employees will be comfortable and able to deliver accurately to the satisfaction of the 

customers.  

 

Gilmore (1995) defined internal marketing to include the creation of an internal environment 

where all functions of the organization proactively communicate, understand and inform each 



21 
 

other in relation to all marketing activity, so that all activity can be performed in an integrated 

and co-ordinated way. According to her, sound internal marketing can be practiced when joint 

responsibility is taken by all functional departments, with the people from each function 

leading the front. She further argued that, internal marketing can provide considerable 

benefits to employees as individuals, particularly if looking after the external customers is 

recognized as a skill and employees can then measure their own improvement, they will have 

a great sense of achievement. 

 

Grönroos (1985) concluded that internal marketing has three objectives and these are: 

1) Overall - to achieve motivated, customer conscious and care –oriented personnel 

 

2) Strategic- to create an internal environment which supports customer-

consciousness and sales mindedness among personnel 

 

3) Tactical- to sell service campaigns and marketing efforts to employees; the first 

market place of the company-via staff training programs and seminars. 

 

 

Zeithaml et al (2006) proposed that in order for a service industry to be customer-oriented, it 

must undertake the following measures below in its internal marketing: 

 

 

HIRE THE RIGHT PEOPLE: 

According to them, the service industry should focus on hiring and recruiting the right people. 

They argued that, it should include competing for the best people, hiring for service 

competencies, service inclination and being the preferred employer. Successful personnel 

policies include recruitment and the selection of the right people (Lewis 1995). According to 

her, key characteristics for employees to perform effectively may relate to process and 

technical skills, interpersonal and communication skills, teamwork skills, flexibility and 

adaptability as well as empathy with the external customer.  

 

DEVELOPING PEOPLE TO DELIVER SERVICE QUALITY 

They argued that, to grow and maintain a workforce that is customer-oriented and focused on 

delivering quality; an organization must train and work with these individuals to ensure 
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service performance. Cook (2002) further backed the argument of training in organizing 

customer care. According to her, customer service training should include all members of 

staff ranging from managers, frontline-employees as well as support staff. Furthermore, she 

argued that, the training should include a mixture of skills, knowledge, teamwork, process 

improvement and empowerment. 

 

PROVIDING NEEDED SUPPORT SYSTEMS 

They argued that, to be efficient and effective in their jobs, service workers require internal 

support systems that are aligned with their needs to be customer focused. According to them 

this can be done through developing service-oriented internal process by providing supportive 

technology and equipment and measuring internal service quality. 

 

Grönroos (2000) suggested that a service industry’s internal marketing activities should also 

include the use of systems that facilitates the free flow of information. According to him, 

these systems should include the use of intranets, databases, e-mail, internal memos, reports 

and other means to help people communicate easier within the organization. The development 

of communication media to convey the service philosophy is a vital means of creating an 

awareness of the investment that an organization is making in a service (Cook 2002). She 

further argued that, visual media such as videos are a powerful way of conveying a message 

and moreover people learn through sight and should also be included in the means of 

communication. 

 

 RETAINING THE BEST PEOPLE 

Zeithaml et al (2006) argued that, there is the need to retain the best people in an     

organization in order to be customer oriented. In view of this they further argued, that there is 

the need to include employees in company’s vision, treating employees as customers and 

measuring and rewarding strong service performers. For many organizations, customer 

service will come high on people’s agenda only if it is an integral and important part of the 

reward system (Clutterbuck and Kernaghan 1991). Berry (1981) was of the view that, in other 

to make employees deliver to the satisfaction of the organization and customers, there should 

be a research among employees to identify their needs, wants and attitudes towards rewards 

such as working conditions, benefits and company policies. 
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MISSION OR VISION STATEMENT 

In the process of conducting the internal marketing activities, it is also necessary for the 

service industry to introduce or educate its employees on the company’s mission statement. A 

mission statement embodies the core values of the business and should be understood by all 

staff, customers, financial investors and suppliers (Clarke 2000).   

 

 

3.5.2 EXTERNAL CUSTOMERS 

Service quality improvements come about as a direct result of listening to customers and 

proactively going out to generate feedback rather than just relying upon complaint analysis 

(Cook 2002). According to her, this can be done through external market research. Market 

research is however one form of external marketing. 

 

External marketing is attributed to the situation where the service industry communicates to 

its customers as to what it can deliver to them. Making a market research on customers will 

give the service industry the idea or knowledge on what customers expect from them and this 

would help them in making promises to customers.  

 

Zeithaml et al (2006) defined external marketing as all those efforts that the firm engages in to 

set up its customer’s expectations and make promises to customers regarding what is to be 

delivered. According to them, anything or anyone that communicates to the customer before 

service delivery can be viewed as part of external marketing. The external marketing is shown 

in the diagram below:                  

                                                 MANAGEMENT 

 

                                                                                                                  

                                                                                          

                                                                                                      (EXTERNAL MARKETING) 

 

                                                                                                                     

                                                                                                                     CUSTOMERS 

                                     

                                             Figure 3: external marketing (Zeithaml et al 2006)                                                
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Clarke (2000) argued that, it is necessary that customers’ feelings are acknowledged and 

addressed through customer complaints. Moreover he stressed that, there is the need to 

compensate customers with an apology or any other means if their complaints are found to be 

justified. Gronroos (2000) further backed the use of complaint system in terms of service 

recovery. According to him, there is the need for customers to acknowledge that whenever 

something goes wrong or something unpredictable happens the service provider will 

immediately and actively take action to keep them in control of the situation and find a new, 

acceptable solution. 

 

Market research would enable the service industry to effectively use the other means of 

external marketing tools. Payne and Clark (1995) classified such external marketing tools as 

communications mix, comprising of: Advertising, Sales Promotion, Public Relations, Word-

of-Mouth, and Direct Marketing. According to them, the choice of medium is determined by 

decisions on how to create most favourable awareness amongst the target audience. Below is 

how Payne and Clark (1995) explained the above communications mix. 

 

• Advertising: According to them, the role of advertising in services marketing is to 

create awareness of the service, to add to the knowledge of the customer about the 

service, to help persuade the customer to buy and differentiate the service from other 

service offerings.  

 

• Sales Promotion: They argued that, point of sale promotion includes brochures, 

information sheets and other materials made available to customers. 

 

• Public Relations: Payne and Clark (1995) defined Public Relations as “The planned 

and sustained effort to establish and maintain goodwill between an organisation and its 

publics” which have an interest in the service company. This argument was further 

supported by Clutterbuck (1992) who argued that management should involve in 

public relations in other to deliver customer care. 

 

• Personal Selling: According to Payne and Clark (1995), has a vital role in services, 

due to the fact that large number of service businesses involves personal interaction 

between the service provider and the customer. The argued that whilst advertising can 

create knowledge of the firm, targeted and effective personal selling and motivated 
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staff are needed to bring in the revenue. For this reason they further argued that selling 

has a pivotal role in the communications mix, and in certain services is the pre-

eminent element in the communication mix. 

 

• Word-of-Mouth: According to Payne and Clark (1995), one of the most distinctive 

feature promotion in service businesses is the greater importance of referral and the 

word-of-mouth communication. They further argued that, because customers are often 

closely involved in the delivery of a service, they normally share their experiences 

with other potential customers. In view of this they argued that, word-of-mouth 

communication have more impact than the other communication mix. 

 

• Direct Marketing: Developments in electronic media, telecommunications and 

computers are now presenting greater opportunities for developing an integrated 

programme of direct marketing activities (Payne and Clark 1995). According to them, 

this can be used in conjunction with each other to reinforce the personal selling, 

advertising and other promotion elements. 

 
 

 
3.6 IMPORTANCE OF CUSTOMER CARE 

As the understanding of customer care has emerged, it is therefore necessary to take into 

consideration the importance or benefits that can be derived from customer care activities.   

The one element common to all organisations we have observed successfully orienting 

themselves to their customers needs is that they think customer service (Clutterbuck and 

Kernaghan 1991).  Below are some of the benefits that could be enjoyed by a service industry 

as a result of implementing customer care activities: 

 

CUSTOMER LOYALTY: According to Lewis (1995), the implementation of customer care 

activities leads to customer loyalty through satisfaction. She argued that, taking good care of 

present customers can generate repeat and increased business and may lead to attraction of 

new customers through positive word-of-mouth communication. In view of this, Lewis (1995) 

further argued that, customer care leads to the retention of customers. 
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INCREASED OPPORTUNITY FOR CROSS-SELLING: Comprehensive and up-to-date 

product knowledge and sales techniques among employees, combined with developing 

relationships and rapport with customers, enables staff to identify customer needs and suggest 

relevant products or services (Lewis 1995). 

 

EMPLOYEES BENEFIT: According to Lewis (1995) good customer care results in 

increased job satisfaction, morale and commitment to the company, successful employer-

employee relationships and increased staff loyalty. She further argued that, this would also 

lead to reducing the rate of staff turnover and the associated cost of recruitment, selection and 

training activities. Moreover Lewis (1995) stressed that, good customer care will result in 

employees committed and competent employees making fewer mistakes thereby reducing the 

amount of complaints. 

 

COMPETITIVE ADVANTAGE: According to Donaldson (1995) the effective 

implementation of customer care activities could serve as a source of competitive advantage. 

To this effect, Donaldson (1995) argued that, it could be achieved by increasing the scale of 

customer support. Moreover, he further stresses that by varying the types of service offered, 

the supplier can match their offer more closely to the needs of individual customers or 

specialised market segments.  

 

IMPROVEMENT IN SERVICE QUALITY:  Clutterbuck (1992) argued that, customer 

care is a basic approach to standards in service quality (ibid). In the hotel industry, customers 

tend to make complaints ranging from the hotels premises to the attitudes of employees. 

These complaints if adhered to would enable the hotel to improve upon its service quality. 
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4.0 METHODOLOGY 

This chapter highlights on the research method used in gathering information, how it was 

designed and presented. In addition, it illustrates the area of examination with regards to those 

interviewed. Furthermore we shall also describe why we chose the company, sources of 

literature, techniques employed in data collection, research purpose, data analysis as well as 

critiques to the method use. In a research process, it is very important that the information 

provided satisfies the purpose and should be reliable as well. This would depend on the 

method of data collection employed. The reason to this is due to the fact that if the data 

collected does not suit the purpose, then it would be difficult to analyse and the research 

would be considered as inappropriate. 

 

4.1 CHOICE OF TOPIC 

The topic was chosen as a result of knowledge gained from previous courses in marketing. It 

is well established that customers access the quality of goods through its features. There was 

therefore the need to identify how the quality of services could be accessed by customers. Our 

search for information revealed that the quality of services are accessed by customers with 

regards to their experiences and by this they look for how the organisation has cared for them. 

The authors’ findings revealed that much has not been researched in the aspect of customer 

care and as a result they developed the topic: “The Impact of Customer Care on Experiences 

in Service Quality Delivery.” 

 

4.1.1 SELECTION OF INDUSTRY 

The hotel industry which forms part of the hospitality industry was chosen because we think it 

covers most activities within customer care. The hospitality industry consists of all those 

businesses that give their customers any combination of the three core requirements of food, 

drink and accommodation, at an appropriate service level, within a physical and social 

environment that caters for their physiological, psychological and social needs (Littlejohn, 

1990).  

 

4.1.2 SELECTION OF COMPANY 

We decided to use Labadi Beach Hotel as our research company due to several reasons. As 

we decided to research on the hotel industry, there was the need to look for a company within 

the hotel industry in Västerås. We however combed a lot of Companies like Scandic Hotel, 

Best Western Hotel, First Hotel Plaza and other hotels in Västerås. Unfortunately none of 
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these companies were willing to grant us the opportunity in using them for our research. They 

gave several excuses like the topic is too sensitive and reveal a lot about their business 

activities when they grant us the opportunity. We extended our search of company to 

Eskilstuna but it also proved fruitless. Our search continued to Nigeria for companies but also 

yielded no result. Other hotels in Ghana were contacted but they rejected our request. Upon 

discussing it with Management of Labadi Beach Hotel, they agreed to grant us the interview 

on condition that we are using it for academic purposes. Through formal writing we were able 

to get the information we need with the help of the university’s student counsellor (Anna 

Lind).  In view of the above scenario we focussed on using Labadi Beach Hotel as our chosen 

company for the research. Labadi Beach Hotel was contacted because it has the reputation and 

credibility as a five star hotel in Ghana and we believe it could serve as a source of learning 

material. 

 

4.1.3 LITERATURE SEARCH 

In order to get relevant and necessary information to achieve our study aim, we focussed on 

getting information through Malardalen University Library with regards to literature sources. 

In view of this we used ELIN@Malardalen, e-bray as databases to get academic articles and 

electronic books respectively. In addition, hardcopy of books were gotten from the university 

library. Moreover there were some books that we needed but could not get them directly at the 

university library. With the help of inter-library loan through Libris, the university library 

organised those books on our behalf. We were able to browse the internet using search engine 

such as Google for other information sources. The above seems to describe how we had 

literature for our study. 

 

4.2 RESEARCH APPROACH 

Many authors have written extensively with regards to the various approaches that can be 

used in research. In view of this, Holme and Solvang (1991) argued that, quantitative and 

qualitative are the two research methods that could be applied in research work. Bryman 

(2004) also explained the use of quantitative method as a research approach with regards to 

deductive approach. According to Bryman (2004), this method focuses on quantification in 

the gathering and analysis of data and a deduction made between theory and the research. 

Bryman (2004) arguments are further backed by Saunders et al (2003) who explained that a 

deductive approach usually develops a theory and hypothesis and a research strategy is 
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designed to test the hypothesis. However, Holme and Solvang (1991) stated that this 

particular method is applied when conducting a statistical research. 

 

Bryman (2004) further explained that, qualitative research develops a research approach and 

focuses on the use of inductive approach. According to Bryman (2004), the inductive 

approach compares the relationship between theory and the research with emphasis made on 

the generation of theories. 

 

With regards to the various approaches explained it is therefore necessary to indicate that 

qualitative method will be applied for this research work. This is due to the fact that in order 

to fully comprehend what Labadi Beach Hotel is doing and could be done to improve 

customers care, we deem it necessary to apply a qualitative approach than a quantitative. In 

view of this our research would be conducted qualitatively in a case study form. 

 

4.2.1 INFORMATION REGARDING QUESTIONAIRE AND TELEPHONE INTERVIEW 

We designed a set of questions (interviewees guide) and dispatched them on the 4th of January 

2008. However due to the preparations towards the African Cup of Nations to be played in 

Ghana we were asked to hold on as a result of the tight schedules of the hotel. Moreover 

management could only grant us the interview after the completion of the tournament. As a 

result of this the questionnaires developed for the customers were filled from the 12th to the 

29th of February 2008. The House Manager of the hotel and the Night Auditor were made 

available for the interview on the 1st of March 2008. The interview lasted for about one hour 

50 minutes with the House Manager (1st interviewee) and the Night Auditor (2nd interviewee). 

During the interview we tape-recorded, and also wrote some on information on paper so that 

we could refer back to it. The tape actually aided us in re-playing comments made. 

 

4.2.2 SOURCES OF EVIDENCE 

According to Yin (1994), six sources of evidence could be used in conducting a research 

method which he indicates as comprising of; documentation, archival records, interviews, 

direct observations, participant-observation, and physical artefacts. According to Eriksson & 

Wiedersheim-paul, (1999), when a case study is carried out, the researcher has the possibility 

to collect data’s from archives, interviews, documentation, direct observation, participant 

observations and physical artifacts. In this, the above sources of evidence can be classified 

into two: Secondary and primary form data collection. For the purpose of this research we did 
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not only collect data by way of primary source, but also secondary sources of data collection 

were also applied. 

 

4.2.3 PRIMARY DATA 

The researcher takes into consideration the purpose at hand and decides on the sources of 

primary data to use.  For the purpose of this research the following sources of primary data 

were used in getting information; interviews, questionnaires, e-mails etc. It is very important 

to note that interviews were conducted in the form of designed questionnaire for customers 

and telephone interview for management and staff. We applied the above method due to the 

geographical distance between the company and us. E-mails were also used to collect other 

necessary information.  

 

In other to collate complaints from guest, we designed questionnaires centered on the 

SERVQUAL and other criteria discussed in the frame of reference for guest to complaint 

about them. However the SERVQUAL is usually applied on quantitative studies but we were 

interested in getting their description of complaints rather than quoting figures. In view of this 

we wish to say that the SERVQUAL was not fully applied. This is due to the reason below: 

 

• The SERVQUAL is usually used in quantitative study and expanded on 22 attributes 

with a 7 scale rating. Moreover, the SERVQUAL is used to measure service quality by 

striking the difference between perceived quality and expected quality. Since we are 

conducting a qualitative study we deem it necessary not to expand the dimension and 

scale it but rather develop questionnaire from the perceived quality side in order to get 

guest remarks. Moreover due to geographical distance, we taught it best not to scale it 

so that customers can freely describe their complaints. 

 

• We therefore selected questions from each dimension developed under the 

SERVQUAL for guest to answer. We used this method in order to get direct responses 

from the hotel guest. Moreover we realized that it would be bias on our part to limit 

the guest in their complaints with regards to the specific dimension chosen. In view of 

this we asked them to give other complaints that do not fall within the dimension 

specified.  
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4.2.4 PROBLEMS ENCOUNTERED IN COLLECTING PRIMARY DATA 

• Even though we could not get expected respondents in terms of the customer 

complaint, we do not think this would affect our work since 7 represent the majority 

out of 10. 

 

• Geographical distance made it impossible to actually interact with the customers as 

well as management of the hotel. However written interview gave customers the 

opportunity to describe their complaints and also made them to express their feelings 

and emotions through writing. The customer questionnaires were monitored by the 

kind assistance and courtesy of the Night auditor in the hotel. 

 

4.3 SECONDARY DATA 

Secondary sources of data used include the use of articles, books, journals which were gotten 

through the assistance of search engine such as ELIN@malardalen and Google. This actually 

helped us in gathering information needed for the research work. These materials aided us in 

getting most information for the research. In addition they were interpreted with caution in 

order to avoid misinterpretation with the originators view. 

 

4.4 DATA ANALYSIS 

Miles and Huberman, (1994) discusses two strategies for analyzing data: These are within 

case analysis and cross case analysis. According to them, within- case analysis is said to be 

the only kind of strategy that a researcher can apply when making analysis of a single case. 

This implies that the researcher goes within the case and compares it to previous research. 

Moreover they further argued that, where there are said to be more than one case, the 

researcher can use a cross-case strategy for data analysis, thereby comparing one case to the 

other. For the purpose of this research we will apply within- case analysis to our empirical 

data, which we collected from interviews since we believe that within-case analysis can 

provide a more clear representation of our interview data to the reader`s understanding. This 

will further enable us to make sure that our interview data answers our research questions and 

purpose. In view of this, we wish to say that we shall compare our empirical data to our frame 

of reference and that will help us describe what Labadi Beach Hotel is doing and could do to 

improve customer care. The customer complaints shall also be described in the analysis. 
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4.5 TRUSTWORTHINESS 

There has been a tremendous doubt in evaluating qualitative research as compared to 

quantitative research. In view of this, there is the need for researchers to motivate the choice 

of methodology. According to (Broch et al, cited in Holme and Solvang, 1991), researchers 

have to argue on the fact that their results are accurate and trustworthy. In order to fully fulfill 

the purpose of our study, we chose concepts and models that would help us describe what 

Labadi Beach Hotel is doing and could do to improve customer care in the hotel industry as 

well as identify guest complaint. Moreover, to achieve this there was the need to conduct an 

interview and also design questionnaire. Eriksson and Wiedersheim-Paul (1999) argued that, 

in order to make sure whether or not the researcher measures what he or she is intended to 

measure, the term validity is used. According to (Johnson and Turner 2003; Maxwell (1992) 

cited in Maxwell and Loomis 2003), four main category of validity in qualitative research 

methods exist. Out of the four categories, three were applied in our work and are outlined 

below: 

 

Descriptive validity: this refers to the degree of accuracy that the researchers have been able 

to determine of the data collected. They also argued that, in order to ensure accuracy of the 

collected data, it is important that the researcher carefully collects and confirms descriptive 

information during the process of data collection to ensure accuracy. In this research the data 

has been collected through telephone interview and where some statements are not well 

understood, the interviewees are given the opportunity to clarify them before the interview 

can proceed. With regards to customer complaints, the written interview made it possible to 

describe what has been stated categorically. 

 

Interpretative validity: this refers to the validity of statements about meanings made by 

participants. It also refers to the degree the researcher is able to portray respondents opinions 

and meanings of the studied field. With regards to our research, information gathered through 

the interview were taped and some written on paper and will be used throughout the empirical 

data and analysis. Moreover since questions directed to the hotel guest are more of a direct 

one, it is easy to understand their complaints. 

 

Theoretical (explanatory) validity: This refers to the degree of the theoretical importance. 

Moreover it refers to how the questions developed fit the theory or concept chosen. In our 

research, the analysis and interpretations shall be derived solely from the questions developed. 
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4.6 METHODOLODY CRITIQUE 

Qualitative research has often being criticized in the aspect of subjectivity. According to 

Gummesson (2000), one disadvantage of this method is that the information obtained might 

not lead to objectivity but rather subjective interpretations.  

 

The extent to which our research can be generalized to other services industries is limited. 

This is due to the fact that we made only one case study and all information gotten falls within 

the confinement of Labadi Beach Hotel. In view of this we wish to say that it will be difficult 

to generalize our research in the hotel industry. 
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5.0 PRESENTATION OF EMPIRICAL DATA  

This chapter focuses on the empirical data gotten through telephone interviews, designed 

questionnaires, and websites of the hotel. It begins with the presentation of data from the 

hotels website, guest complaint, and data gotten from employees of the hotel. 

 

LOCATION:  Information gotten from the website of Labadi Beach Hotel indicates that the 

hotel is located 10km from the Kotoka International Airport, 15 km from the City Center and 

12km from the Craft Market. However we also mandated a friend to send an e-mail and 

request for reservation on the 14
th

 of April and in some few hours that same day he received a 

reply about their charges, see appendix.  

 

 HOURS OF OPERATION:  Information gotten from the hotels website indicates that Labadi 

Beach Hotel operates 24 hours daily. However it is also observed from the website that the 

Terrace bar opens up to 20h00 which is also shown on their website. Information on their 

website is displayed in English language. In addition the website does not provide 

information on the rooms available at any point in time. 

 

5.1 CUSTOMER COMPLAINT   

This part will bring out the complaints received from the hotel guest.  

1) Did you encounter any difficulty in locating the hotel?  

The entire 7 guest also indicated that they did not encounter any difficulty in locating the 

hotel. 

 

2) What is your complaint about the hotels equipment, facilities, environment and employee 
appearance? Please specify your complaint. 
 
Out of the 7 guest, 3 actually complained about this dimension. According to one guest the 

physical appearance of the gym equipment looks old. A guest complaint that there was an 

instance when the air condition in her room got spoilt and in view of this her room has to be 

changed. The other complaint was that the rooms need painting. One guest indicated that 

“facilities need to be upgraded”. 

 

3) Do you have any complaint to make about delay in checking-in or checking-out?  
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We received only one compliant out of 7 from this dimension. The guest made complaint 

about the billing system in the hotel. According to her when she was checking-out, she 

realized that her bill included that from mini bar which she claim she did not use that service. 

 
 
4) Do you have any complaint to make about the employees not responding to your needs on 
time?   
We received two complaints from this dimension. According to the guest who reported earlier 

on the air-condition not working in her room, she indicated that it took the maintenance 

department a long time before they came to her room and later her room had to be changed. 

Another complaint we received from one guest indicated that she requested for room service 

but was not delivered on time.  

 

5) Do you have any complaint to make about employees attitude or how courteous they are? 
 We did not receive any complaint from this dimension with regards to employees’ attitude 

and how courteous they are. 

 

6) Do you have any complaint to make about the hotel failing to care for your needs? 
We actually received one complaint from the hotel guest. According to the guest there was a 

lot of noise coming from the beach area and actually it affected her sleep. Furthermore she 

stated that due to the noise she could not sleep the whole of that night. 

 

7) Apart from the above questions do you have any other complaint to make? 
According to the guest, there is no provision of a bus shuttle service for guest at night and 

guest who are checking-out early in the morning need to pay for transport service.  

 

8) Do you recognize the hotel activities as conforming to a 5-star hotel? 
a) Yes         b) No,  if no give reasons 

Surprisingly, 3 of the guest objected to the question regarding the recognition of the hotel as 

a 5-star. They gave the same reason as has been discussed under the tangible dimension. 

 

 

 

5.2 INTERNAL CUSTOMERS:  

This part would bring out the empirical data gotten from Labadi Beach Hotel employees 

through telephone interview: 
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   1) What is the mission statement of Labadi Beach hotel? 
 

According to the 1
st
 interviewee, Labadi Beach Hotel does not have a formal mission or vision 

statement. 

 
 
   2) How are employees selected for recruitment? 
 
According to the 1

st
 interviewee, the hotel has series of policies governing the recruitment of 

employees. She stated that, depending on the position at hand, they have a required 

qualification which people must satisfy before they are arranged for interview. In addition, 

recruitment is also made based on working experience and attitude of people. During the 

interview, the applicant is given the opportunity to demonstrate the skill he or she has in 

relation to the position applied. According to her this is done through oral and written 

interview and where there is the need for technical skills, it is carried out as such. 

Furthermore she stated that, whenever there is any vacant position they give priority to 

employees within the hotel before they go outside to look for new recruits.  

 

 

 3) How are new recruits introduced to their jobs? 

 

According to the 1
st
 interviewee, in order to help new recruits to settle into their new working 

environment, the hotel has developed a special induction training program which also covers 

matters such as health and safety, hygiene and fire and emergency procedures. Secondly, she 

stated that during the induction program, the new recruits are introduced to the formalized 

organizational policies and procedures governing their decision making in their work 

process. Furthermore she commented that in most departments, there are trained supervisors 

who help new recruits in carrying out their job on 3 month probation, after which they are 

expected to develop skills and teamwork in their related job. 

 

4) What means do you use in communicating information in the hotel and how often are they 
used? 
 
The 1

st
 interviewee indicated that in order to communicate effectively among them, they use 

reports, memos, meetings, telephone, and intranet.  According to her, these methods are used 

as often as the need arises. 
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5) How do you determine the reward system of employees in terms of salary and working 
condition? 
 
The 1

st
 interviewee stated that, it is after an employee has successfully passed an appraisal 

report that he or she is permanently staffed. Furthermore, the 1
st
 interviewee indicated that 

when an employee is permanently staffed, the working conditions and salary apply to him or 

her through a collective bargaining agreement between the hotel and the industrial and 

commercial workers union of Ghana in which representatives come from employees of the 

hotel. Furthermore she indicated that the negotiations are done annually. 

 

 

6) How do you encourage customer care activities at the hotel and what impact does it have? 
 
The 1

st
 interviewee also stated that apart from giving induction training to new recruits, the 

hotel organizes regular internal training programs for both frontline employees and 

managers twice a year in order to encourage customer care. According to her, these training 

programs are organized with the sole aim of creating positive and refreshing staff technical 

and communication skills. 

 

7) What measures have you put in place to encourage frontline employees in their decision 
making? 
 
The 1

st
 interviewee also made other statements in relation to decision making. According to 

her, the management structure of the hotel is decentralized and the existence of standardized 

organizational policies and procedures makes it difficult for frontline and other employee to 

be involved in decision making. Furthermore she also stated that decision making lies within 

the jurisdiction of heads of departments and senior managers, so frontline staff and other 

employees are required to apply such policies and procedures in their area of work. 

 

 
8) How do you retain good employees of the hotel? 
 
According to the 1

st
 interviewee, good people are retained by using an appraisal report to 

monitor their performance during their time of probation. In addition, such appraisal forms 

are submitted by heads of department after the employee has been accessed critically in the 

area of punctuality, neatness, ability to work accurately, relationship with other employee and 
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guest among others. However she indicated that this is done only after the employee has 

finished serving the probation period.   

 

9) How do guest get to know of the hotel? 

 

The 1
st
 interviewee also indicated that guest get to know of the hotel through the hotels 

website, brochure, information materials and recommendations from friends and companies 

who have patronized the hotel facilities.  

 

 

10) How do you monitor the hotels activities and why do you do that? 
 
According to the 1

st
 interviewee, the hotel monitors its activities by the use of the complaint 

system internally to improve upon its services. In order for this to be possible, they have put 

guest complaints forms in all rooms, front office and other customer contact areas such as the 

restaurant and bars in order to monitor the hotels activity. According to her, they use the 

complaint system in order to improve the quality of service provided, enhance high customer 

satisfaction and meet up to customer expectation.  

 

11) Do you have any motivational activities for your employees and how do you do that? 
 
According to the 1

st
 interviewee, the hotel had also instituted an employee of the month and 

year award where departmental supervisors oversee such activities. This helps to boost the 

morale of the employees. 

 

12) How are dissatisfied guest handled in your hotel? 
 
The 1

st
 interviewee indicated that, where there are dissatisfied guest arising from the 

complaint system, they meet them personally to address their issues and sometimes they make 

an official letter in writing to apologize to guest who have already checked-out. 

 

13) How do you communicate with the general public? 
 
According to the 1

st
 interviewee, they do not communicate with the general public since the 

hotel has carved a name for itself. 
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14)  Who is responsible for handling guest complaint? 
 
 According to the 1

st
 interviewee, Labadi Beach Hotel does not have any specific department 

or person solely in charge for handling guest compliant. However she stated that managers 

on duty are responsible for such matters within the hotel. 

 

 

15) Are you permitted to use company phone in making personal phone calls? 
 
According to the 2

nd
 interviewee, it’s against the company policy to use company phone in 

making personal call due to the fact that it serves a communication centre in generating 

revenue. However, he indicated that they are only permitted to use company phone in calling 

their colleague employees only on job related issues. 

 
 
 16) How would you attend to a guest whom you have finished checking-out from the system 
and later request to make an urgent call but has no money? 
 
 According to the 2

nd
 interviewee, If the guest has no money he cannot make the call, the best 

thing he would do is to explain to the guest that it goes against their policy. 
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6.0 ANALYSIS 

This part shall now describe what was observed in order to fully fulfill the purpose of this 

research. The analyses are based on the empirical data presented in the previous chapter and 

shall cover in theory customer care concept, customer complaint (interactive marketing), 

internal marketing and external marketing. 

 

 6.1 CUSTOMER CARE 

In an attempt to explain customer care, Brown (2007) designed criterion of effective customer 

care which organizations are required to follow in other to be customer oriented. 

 

ACCESSIBILITY: It was realized that the location of Labadi Beach Hotel is easily 

accessible by guest and as result of this; they did not encounter any difficulty in locating the 

hotel. Moreover the hotel is situated close to an international airport. In addition, the 

reservations department of Labadi Beach Hotel returns guest e-mails on time. It was also 

observed that information on the hotels website is only accessible in English and does not 

include other languages. For that matter information on the website cannot be read by a non-

English speaking guest. It would therefore be reasonable to say that Labadi Beach Hotel has 

not fulfilled the Accessibility criteria as discussed by Brown (2007). 

 

AVAILABILITY: We observed that the hotel operates 24hrs daily but the Terrace bar opens 

up to 20h00 which is also clearly indicated on Labadi Beach Hotel`s website. However we 

also found out that the bus shuttle service does not operate 24 hrs and has also not been 

indicated on the website. In view of this, guests are also not aware of the operating hours of 

such service. Moreover the hotel does not communicate information on the availability of 

rooms to their guest on the website. Furthermore guests who need urgent information about 

rooms available would have to send an e-mail and make a request. In addition, we wish to say 

that Labadi Beach Hotel has not fulfilled the requirement as described by Brown (2007) as 

they have not communicated the working hours of the bus shuttle service and also availability 

of rooms to guest through their website. 

 

AGGREABILITY: It was observed that the existence of Labadi Beach Hotel`s policies and 

procedure has really made employees cautious in their activities with guest. However we 

found out that, Irrespective of the legality or morality of hotel guest request, employees are 

not willing to bend to policies and procedure so as to improve customer care. In view of this, 
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we wish to say that, it is not in accordance to Brown (2007) view concerning this issue. In our 

opinion we also think that the existence of policies and procedures governing employees in 

their work need not be regarded as negative but can also be a way of making them to work to 

a particular standard expected by the hotel due to the fact that services are heterogeneous as 

described by Zeithaml et al (2006). 

 

ACCOUNTABILITY:  We wish to state that, in order to improve customer care, Labadi 

Beach Hotel has made departmental managers responsible for solving guest problems 

exclusive of its frontline employees. For this matter, we think that there would be pressure on 

duty managers trying to solve guest problems and there might come a time when guest would 

have to queue for their complaints to be addressed. In addition, it can have effect on frontline 

employees losing their competence in the eyes of hotel guest as they cannot solve their 

problems. It would be reasonable to state that Labadi Beach Hotel has not acted in accordance 

with Brown (2007) view as frontline employees are not involved in solving guest problems. 

 

 

6.2 INTERACTIVE MARKETING (CUSTOMER COMPLAINT) 

The interactive marketing has always been used in describing customer experiences with 

organization. Many authors have described this as the moment of truth or opportunity for 

organizations to prove what they have communicated to their customers. In order to 

understand how customers feel about Labadi Beach Hotel`s services, the SERVQUAL and 

other dimension were used in gathering customer complaint and shall form the bases for 

analyzing interactive marketing. The quality of services delivered by Labadi Beach Hotel 

would be dependent on the guest experiences with regards to the complaints received. 

Moreover this would also enable us accomplish the purpose of this research. 

 

TANGIBLES: Zeithaml et al (1990) argued that, the physical facilities, equipment, personnel 

and communication material form the bases of customer complaint. The complaints received 

from guest were centered on the areas of bad air-condition facilities, rooms requiring painting 

and old appearance of gym facilities. We also wish to state that Labadi Beach Hotel`s 

facilities in terms of air-condition, gym facilities as well as painting in the hotel rooms are not 

appealing in the eyes of the 3 hotel guest. It could also be argued from the perspective of the 

other 4 guest who did not complain to this dimension. This would also imply that those guests 
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also had a positive experience regarding this dimension. In addition the aspect of positive 

customer experience under this dimension outnumbers that of the complaints. 

 

RELIABILITY: Zeithaml et al (1990) defined this as the ability to perform the promised 

services dependably and accurately which will also form the bases of customer complaint. 

Relating this to customer complaint, it was observed that Labadi Beach Hotel was not reliable 

in terms of accurate billing regarding one hotel guest. On the other hand, it would be bias on 

our part to exclude guest who did not complain to this dimension. For this reason we would 

also state that Labadi Beach Hotel created a positive experience in the view of these guest 

concerning checking in and checking-out. Again the aspect of positive customer experiences 

here outnumbers the complaints. 

 

RESPONSIVENESS: Zeithaml et al (1990) defined this as the willingness to help customers 

in providing prompt services. Two of the complaints indicate that employees are slow in 

attending to guest request in the aspect of room service and maintenance issue. In view of this 

we wish to state that Labadi Beach Hotel employees have been slow in attending to guest 

request under this dimension. This could also mean that the other five guests regarded Labadi 

Beach Hotel as being responsive to their needs and hence indicating a positive customer 

experience in their view. 

 

ASSURANCE: According to Zeithaml et al (1990), this refers to the knowledge and courtesy 

of employees and their credibility to convey trust and confidence. We did not receive any 

complaints with regards to employees’ attitude and how courteous they are. This indicates a 

positive experience in the eyes of customers regarding this issue. 

 

EMPATHY: Zeithaml et al (2006) defined this as the caring, individualized attention a firm 

gives its customers. Concerning this dimension, a guest complaint that the hotel has failed to 

care for her needs due to the fact that her sleep was disturbed as a result of noise from the 

beach area. Regarding this matter, we wish to state that, this might be a guest who came to 

Labadi Beach Hotel for relaxation and as such would require them to provide her with calm 

and cozy atmosphere to fulfill her need. Furthermore it would be necessary to say that Labadi 

Beach Hotel has failed in caring for that guest in the aspect of providing a nice and cozy 

atmosphere. On the other hand it would be reasonable to state here that Labadi Beach Hotel 

has created a positive customer experience by caring for the needs of the other six guests. 
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REPUTATION AND CREDIBILITY: It was also found out that, Labadi Beach Hotel was 

not regarded as a 5-star hotel according to three guest complaint received. The reasons can be 

attributed to the fact that their tangibles criteria discussed above do not fall within the 

standard of a 5-star hotel as described by the three hotel guest. It would therefore be 

reasonable to state here that, in order to improve customer care Labadi Beach Hotel has failed 

to maintain reputation and credibility as a 5-star hotel as described by Gronroos (2000). 

However this argument could be opposed in the same manner as done in the tangible 

dimension. 

 

 
 
6.3 INTERNAL MARKETING:  

It is also known in theory that for an organization to take care of its external customers, it has 

to channel it through its employees. Moreover since employees represent the organization in 

the customers view, there is the need to care for them so that they can also replicate that to 

external customers.  

 

We found out that in order to improve customer care, Labadi Beach Hotel has developed 

criteria regarding the hiring of personnel. They have established a required condition that look 

out for qualification (knowledge skills), work experience, attitudes and technical skills before 

recruitment is carried out. Apart from having these entire requirements, applicants are 

selected through an interview. However, we also realized that Labadi Beach Hotel does not 

look out for interpersonal and communication skills, teamwork skills, flexibility and 

adaptability as well as empathy with the customer in their selection criteria as described by 

Lewis (1995). 

 

It was also observed that in an attempt to develop personnel in the organization, Labadi Beach 

Hotel conducts a special induction program to introduce new recruits to their job so as to 

improve customer care. This helps the new recruit to acquire knowledge in technical and 

interactive skills, teamwork skills, health and safety, policies and procedures and other 

emergency procedures. In addition we also found out that in an attempt to encourage customer 

care, Labadi Beach Hotel organizes training programs for frontline employees and managers 

twice a year in order to improve technical and interactive skills. Moreover, Labadi Beach 
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Hotel twice a year training programs does not cover aspects such as empowerment of 

employees, promoting teamwork and process improvement as described by Cook (2002).  

 

We also found out that Labadi Beach Hotel measures internal service quality through the use 

of complaint system (please refer to external marketing) in order to improve customer care. 

Labadi Beach Hotel has also developed a service oriented internal process by use of 

procedures in order to improve customer care. This has led to the low level of empowerment 

among frontline employees. In addition we also realized that in other to improve customer 

care, Labadi Beach Hotel provides its employees with support systems such as computers so 

as to aid in their communication by use of intranet. Moreover other means of communication 

used are reports, memos, meetings and telephone. However we found out that their 

communication materials does not include the use of visual aid as described by Cook (2002). 

 

In an attempt to improve customer care, Labadi Beach Hotel has designed a report system 

where employees are accessed in the aspect of punctuality, neatness, ability to work 

accurately, relationship with other employee and guest among before they are retained. In 

addition salary and working conditions of retained employees are determined through a 

negotiation agreement between management and employees. Furthermore, we found out that 

in order to motivate its employees, Labadi Beach Hotel has put in place an award system to 

boost their morale in delivering customer care activities to the hotel guest. 

 

We also observed that Labadi Beach Hotel does not have a formal mission or vision 

statement. It would therefore be difficult for hotel customers to understand the purpose for 

which the hotel was established. As a result of this, employees are also not informed and 

educated on such issue as described by Clarke (2000). 

 

 

6.4 EXTERNAL MARKETING:  

External marketing is also important in delivering customer care in organizations. According 

to Cook (2002), this could be done in the form of market research to identify customer needs. 

Furthermore Clarke (2000) noted that, market research could be done internally through the 

use of complaint system and where there is the need to compensate customers with an 

apology or other means if complaints are found to be justified, it should be done as such. 
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Groonroos (2000) shares the same view with Clarke (2000) concerning the use of complaint 

system as a service recovery.  

 

It was observed that Labadi Beach Hotel does not undertake any external market research but 

does this internally only through complaint system in case of service failure. Even though 

Labadi Beach Hotel does not conduct any external market research, we think that another way 

to improve on their services is to seek the views of those who have actually used the hotels 

services which we believe they are doing through the complain system. It was also identified 

that, dissatisfied guest are addressed personally and sometimes in writing. Moreover we wish 

to say that, we think Labadi Beach Hotel has put this measure in place due to the fact that 

services are perishable and cannot be returned as pronounced by Zeithaml et al (2006).  

 

Clutterbuck (1992) and Payne and Clarke (1995) argued that Public Relations should be 

conducted in delivering customer care. It was observed that Labadi Beach Hotel does not 

conduct any Public Relations but only relies on the image they have created. In view of this 

Labadi Beach Hotel`s management do not go out and discuss with the general public as to 

what they have in place for them and also get their response. 

 

Apart from the above external marketing, Payne and Clarke (1995) stated other sources which 

include advertising, personal selling, sales promotion, word-of-mouth and direct marketing. It 

was however observed that other forms of external marketing Labadi Beach Hotel uses are 

word-of-mouth communication, direct marketing and point of sale promotion. They do not 

conduct any advertisement or personal selling. 
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7.0 CONCLUSIONS AND RECOMMENDATIONS 

7.1 CONCLUSIONS 

This research was conducted in order to describe what Labadi Beach Hotel is doing and could 

do to improve customer care.  In addition we also focused on getting customer complaints so 

that we could also recommend how they could be improved upon. For this to be possible, we 

chose theories, concepts and models so as to help us accomplish the research purpose. In 

addition our research was focused only on Labadi Beach Hotel as a single case study. 

We observed that customer care is being implemented at Labadi Beach Hotel in order to 

create a positive customer experiences. By this, Labadi Beach Hotel uses interview in 

recruiting applicants with required qualification, working experience, attitudes and technical 

skills. In addition, Labadi Beach Hotel organizes a three month special induction training 

program to introduce new recruits in their new jobs and also conducts twice a year program to 

encourage customer care among employees. New recruits are retained upon successfully 

passing an appraisal report. This has actually resulted in friendly and courteous attitudes of its 

employees towards hotel guest. 

 

Moreover, we found out that Labadi Beach Hotel has implemented a service oriented internal 

process through the use of procedure for frontline and other employees in order to improve 

customer care. This has actually led to the low level of empowerment among such employees. 

However, we do not think that the use of such procedures in place of empowerment is 

negative due to the fact that the heterogeneity nature of services demands that employees 

work conform to a particular standard required. 

 

Lastly, we also observed that in order to improve on customer care, Labadi Beach Hotel has 

developed an internal complain system and guest arising from such system are apologized 

personally by managers and sometimes through official writing as a result of service failure.  

  

However apart from what Labadi Beach Hotel has put in place to improve customer care, 

complaints we received from the hotel guest, covered the aspects of Availability, Tangibles, 

Reliability, Responsiveness, and Empathy. Furthermore, Labadi Beach Hotel website is only 

accessible in English Language. It must however be noted that despite the guest complaints 

received, the aspect of positive customer experience in each of the dimensions above 

outnumbers the complaints. Our findings also revealed that Labadi Beach Hotel does not 

conduct any advertisement or personal selling. Even though customer care has not been 
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described in terms of such activities, we think it is a good idea for Labadi Beach Hotel not 

conducting activities. Our argument is based on the fact that personal selling and 

advertisement have the effect of raising the expectation of customers before service delivery 

and might create problems such as over promising. This happens if the customer after 

patronising the service observes that the level of service received does not conform to his or 

her expectation as a result of advertising or personal selling. We would therefore conclude by 

stating that so far as Labadi Beach Hotel can maintain their reputation and credibility as a five 

star hotel and continue to win customers through their customer care activities, it would be 

reasonable for them if they continue to refrain from advertising and personal selling. In 

addition there are other measures that Labadi Beach Hotel could also put in place so as to 

improve customer care.  

 
 
7.2 RECOMMENDATIONS 

We shall therefore use this opportunity to suggest to management of Labadi Beach Hotel as to 

what could be done in other to further improve customer care and also reduce guest 

complaint. We suggest that in order to further improve on customer care: 

 

• Management of Labadi Beach Hotel could design a formal mission and vision 

statement and educate its employees towards it. They can also display it on their 

website so that guest or customers can be informed on their purpose of operation or 

establishment. 

 

• They could also indicate on their website their services or activities that are not 

performed on 24hour bases like the case of the shuttle bus service. In addition 

information on the website could also be made accessible in other languages. 

Furthermore they could display the availability of rooms on their website so as to 

enhance communication with guest and also help them in receiving guaranteed 

bookings. 

 

• They could implement public relations activities so that the general public can also be 

educated or informed on their activities. They could also include in their public 

relations, issues they consider important to them and affecting the society. For 

example this may take the form of Labadi Beach Hotel not promoting sex tourism or 

child labour in the hotel. They could do this through the distribution of newsletters. 
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• They could also implement external market research so as to improve service quality 

rather than relying only on customer complaint. 

 

• They could also improve upon their physical facilities by upgrading or refurbishing 

through proper servicing like the case of gym facilities, air-condition, rooms requiring 

painting and other facilities which they might deem necessary. 

 

• They could also include in their recruitment criteria: interpersonal and communication 

skills, teamwork skills, flexibility and adaptability as well as empathy with the 

customer. 

 

• They could also minimize the use of procedures and create room for frontline 

employees to involve in decision making through empowerment. This would help 

them to also solve guest complaints themselves rather than forwarding to above 

authorities. 

 

• They could include in their twice a year program activities that would improve; 

empowerment of employees, promote teamwork and process improvement. In their 

process improvement, they could educate employees on the need to: respond to guest 

request on time, provide accurate bills to guest and also matters arising from guest 

complaint. 

 

• They could also include the use of audio visuals as part of their communication 

support system. 

 

• They could adopt measures so as to bring the noise coming from the beach area under 

control by introducing sound-proof systems in their building. It is by doing this that 

they would care for guest with who require nice and cozy atmosphere for relaxation 

purposes. 
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APPENDIX 1: CUSTOMER QUESTIONNAIRE 

DEAR VALUED GUEST WE WOULD WANT YOU TO SHARE YOUR 

COMPLAINTS CONCERNING THE HOTELS OPERATION SO THAT WE COULD 

COMMUNICATE THAT TO MANAGEMENT, THANK YOU 

 

1) Did you encounter any difficulty in locating the hotel? 
2) What is your complaint about the hotels equipment, facilities, environment and 

employee appearance? Please specify your complaint. 
3) Do you have any complaint to make about delay in checking-in or checking-out? 
4) Do you have any complaint to make about the employees not responding to your 

needs on time?   
5) Do you have any complaint to make about employees attitude or how courteous they 

are? 
6) Do you have any complaint to make about the hotel failing to care for your needs? 
7) Apart from the above questions do you have any other complaint to make? 
8) Do you recognize the hotel activities as conforming to a 5-star hotel? 

b) Yes         b) No,  if no give reasons 
 

 
APPENDIX 2:  1st INTERVIEWEE 

       1)  What is the mission statement of Labadi Beach hotel? 
       2)  How are employees selected for recruitment? 
       3)  How are new recruits introduced to their jobs? 

4) What means do you use in communicating information in the hotel and how often are 
they used? 

5) How do you determine the reward system of employees in terms of salary and 
working condition? 

6) How do you encourage customer care activities at the hotel and what impact does it 
have? 

7) What measures have you put in place to encourage frontline employees in their 
decision making? 

8) How do you retain good employees of the hotel? 
9) How do guest get to know of the hotel?                                       
10) How do you monitor the hotels activities and why do you do that? 
11) Do you have any motivational activities for your employees and how do you do that? 
12) How are dissatisfied guest handled in your hotel? 
13) How do you communicate with the general public? 
14) Who is responsible for handling guest complaint? 

 
 
APPENDIX 3:   2nd INTERVIEWEE 

15) Are you permitted to use company phone in making personal phone calls? 
      16) How would you attend to a guest whom you have finished checking-out from the        
system and later request to make an urgent call but has no money? 
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APPENDIX 4     

From: "labadi" <labadi@legacyhotels.co.za>  Add Mobile Alert  

To: "Jack Brooks" <jbrooks_2009@yahoo.com> 

Subject: Re: hotel booking 

Date: Mon, 14 Apr 2008 14:04:04 -0000 

 

Please note the rate is $300 including breakfast and tax. Limited rooms available. Booking must be 

guaranteed 

Please revert 

Irene 

----- Original Message -----  

From: Jack Brooks  

To: labadi@legacyhotels.co.za  

Sent: Monday, April 14, 2008 7:44 AM 

Subject: hotel booking 

 

Hi Reservations! 

I would like to make a booking for three nights at Labadi Beach hotel with effect from 22nd April 2008 

to 25th April 2008. I would be obliged if you can send me details of your charges. I would prefer a 

single room. Counting much on your usual co-operation. 

  

Best Regards 

  

Jack. 

                                                                                                                   

 

  

 

 

 

 

 

 
 
 
 
 
 
 
 
 


