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Abstract:

The client maintenance is vital for the lodging to keep up with the old client and draw in the new client.
This is extremely challenging position for the lodgings and for each organization to hold the old client
and hence the inn offers different bundle for their clients to hold. The fundamental point of the
exploration is to figure out which calculate assume significant part the clients maintenance. Research
directed to figure out which lodgings are better in contrasting Grand inn and Park inn. In this line, study
has applied both subjective and quantitative strategies. The essential information were gathered through
poll, which was disseminated among the clients of these lodgings. Besides, the auxiliary information
were gathered from various diary articles, course books, magazines and so forth. The example size was
140, out of which 70 were topped off by clients of the Grand lodging, and 70 were topped off from the
clients of the Park inn. The fundamental expectation of this exploration was to examine what inn clients

are more held by separate lodgings..

Introduction:

1.1 Customer satisfaction
Consumer loyalty is called client input as appraisal in the wake of purchasing labor and products looked at as their
assumptions. As per Razak, Nirwanto and Triatmanto (2016), consumer loyalty is assessed by using the client
assumptions with the introduction of the labor and products that can address the requirements and assumptions for
the Customer.
A fulfilled client demonstrates that there is a comparability between the exhibition of the item and administration

with the assumption for the client, where it will draw in them to repurchase the things. All the while, a frustrated
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client would convince various clients to not re-purchase and thusly they will move to another specialist co-ops. At
first, Customer fulfillment is a critical portion of a business technique, similarly as client upkeep and thing
repurchase. Consumer loyalty is a pointer that predicts the future client unwaveringness (Hill, Roche and Allen2007.)
Consumer loyalty has been one of the top devices for a successful business. Consumer loyalty is characterized as a
general assessment zeroed in on outright obtaining and organization cooperation (Fornell, Johnson, Anderson, Cha
and Bryant 1996). Consumer loyalty accompanies promoting that exhibits the client's desire for the decency of the
item and administration. (Oliver 1999.) According to Kotler and Armstrong (2012), consumer loyalty is how much
a thing's clear display organizes a client's assumptions. Kotler and Keller,
(2012) likewise stress that there are a couple of signs of consumer loyalty, to be explicit, repurchases story, little
inquiries to advance, status to recommend the item and authoritative mindfulness. Regardless, the main subjects
expected to reach or go past consumer loyalty are item and its elements, capacities, productivity,
Circulation activity and client service. Clients who are cheerful ordinarily bounce back furthermore, purchase more.
As well as purchasing more, they are much of the time utilized as a framework by trading Gatherings to arrive at
other likely clients (Hague and Hague 2016). In this way, at the point when an association wins a client it ought to
continue to stir up a respectable association with the client. In the 20th hundred years, the pith of merchandise and
endeavors isn't just to satisfy shoppers yet in addition to hold a safe position. For sure, the utilization of quality
merchandise was exceptionally helpful for clients (Rebekah and Sharyn 2004).
1.2 Customer loyalty
It is important regardless of the scale of a customer loyalty business. First-time customers are harder to persuade
because they don't have any experience of the products and services offered by the firm. As such, the brand needs
an exhaustive marketing funnel to get them to purchase. However, Customer loyalty is portrayed as a customer's
recurrent appearance or rehash purchase conduct while including the emotional commitment or articulation of a
favorable attitude toward specialist organization (Petrick, 2004). In other words, Customer loyalty is a customer's
eagerness to purchase from or work with a brand
over and over, and it's the consequence of positive customer experience, customer satisfaction, and the value of the
products or administrations the customer gets from the exchange. Obviously, brands need to provide good customer
service o) that customers will keep buying in future again.
According to Reichheld (1993); Reichheld and Sasser, (1990) One of the most fundamental theories of loyalty
marketing is that a little increment in loyal customers can bring a significant increment in profitability to a business.
Reichheld and Sasser (1990) found that a 5% expansion in customer retention came about up to a 125% expansion

in profits in their investigation in administration business.

1.3 Hospitality industry
The cordiality business is an immense area, and many individuals consider the sort of associations which
consider neighborliness brands, and a substantially more unassuming number can make sense of what endlessly

is the organization reasonably and accurately. This suggests the substance and style of the progressions in the
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association as do the sorts of food and festivities and the degrees of information and aptitude utilized at all
levels of the organization.

The cordiality business alludes to an assortment of associations and organizations associated with
entertainment and consumer loyalty. The trademark part of friendliness industry was additionally brought up
by Hallak, Rob and Etal, (2019), which centers as opposed to giving food to necessities and basic qualities on
the reasoning of extravagance, delight, joy and experience. They likewise underlined three divisions of the

cordiality business, for instance, Restaurants, Bars, and focal points.

Il. Related Work

Customer retention

Customer retention- defines many researchers that the customer retention are too much important for the
customer and they explain that to attract the customer and then retain that customer are too much important for
the customers. Gets and Thomas (2001) state that a customer retention occurs when customer purchase a
product or services in again and again this phenomenon is called customer retention over an extended period
of the time. For product or services for short purchase time the customer purchase the product or services over
a specified time period.

For product or services with long purchase time the customer purchase the product or services over a next
occasions or the regular basis this is basically called the customer retention this two situation is called the
customer retention according to the Get and Thomas. In this line, Pyne (2000) states that the customer retention
explain the percentage rate at the start of the time period and the customer who still remain customer in the
end of the time period.

The concept of customer retention

Jobber (2001) states that for many years in hospitality marketing activities of the organization as much as
possible to get as many new customers goal. Mature and intense competition in the hotel industry, it fails to
win a lot of marketing. The hotel away from customer gaining and customer retention and loyalty by moving
their marketing strategy. According to Richards (1996) intense competition in the hotel industry, hoteliers
customer acquisition to customer retention and simultaneously shift their strategy, information technology,
increase customer retention and loyalty continue to make inroads in 's. Industry standard loyalty program,
winning and maintaining customer loyalty is an important source for hotels (Kotler and Armstrong, 2006). The
hospitality  industry, the high quality of service can add wvalue to the image

and amicably as well as photographs, customer retention and loyalty will lead the have.
Research Design

Sample size

The sampling techniques, which are used in the collection of the data that is non-probability sampling
techniques. Non-probability sampling was applies because the customer was not common we select the every
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customer which comes in this hotel. For this reason, we distributed one hundred and forty questions in this two
hotel. Seventy questions were filling up from the Park Inn hotel and seventy questions are filling up from the
Grand hotel.

Statistical tool:

In this study both, the primary and secondary data are used. The primary data are collected in a form of
questionnaire. A Likert scale was designed with options from strongly agree to strongly disagree, whereas 1
refers to strongly disagree, 2 for disagree, 3 for neither agree nor disagree, 4 for agree and 5 for strongly agree.
For analysis of statistical tools, we used SPSS 20.0 version software. The SPSS is a statistical package for
social science software. In SPSS we applied the frequencies, descriptive statistic, reliability test, as well as

regression and correlation.

Theoretical Framework

The theoretical framework for the research is that the customer retention in the hotel industry is
the independent variable and the customer retention is the dependent variable. The independent
variable of that factor which attract the customer retention in the hotel industry, which are show in
the following services: accommodation, food quality, price, security, parking, cleaning and
reception. All these are independent variables. On the other hand, the dependent variable is the

customer retention.

« Mobile offers and

coupons

« SMS contests and
campaigns

« QR code campaigns

« Location-based
offers and coupons

« Loyalty reminders
and cross-sell

improvements

« Mobile loyalty
« Payment reminders

« Welcome messages
« Surveys

« Confirmation and
reminders

« Proactive
notifications

- Self-service payments

Conclusion
The aim of conducting this study is to investigate the factors that affect customer retention in the
hotel industry and determine which factors have a considerable impact on customer retention. To
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this effort the study was undertaken by reviewing secondary data written on related topics,
collecting and analyzing primary data through survey questionnaires; the primary data is
collected through self-administered questionnaires from customers of ten four star hotels
agree to examine the objective of the study.

To check the level of customer retention and to measure the relationship. According to the data
analysis performed using both qualitative and quantitative methods findings show that service
quality has a greater impact in determining the decision of customer to stay with a specific
service provider. In other words, customer retention level is highly affected by the quality of
service delivered by the hotel. The attributes of service quality is the combination of tangibility,
reliability, responsiveness, assurance and empathy. Above all other things if customers are
comfortable with the quality of the service they will continue their relationship with the hotel and
also recommend others to use the service of the hotel.

The study has also urges those in the hospitality industry to focus on customer satisfaction as it is
ranked as the second factor in increasing customer retention level. In conclusion the probability
of customers to look for other service provider is low if they are satisfied with the overall service
provision of the hotel. In addition to this price perception is also the other factor that influences
the customer retention level in hotels. If customers believe what they are being charged is not
reasonable compared to the service provision and if the service providers are too rigid in their
pricing policies and fail to accommodate customers’ interest, customers will show reluctance to
continue relationship with the hotel. This means customers would be better-off if their concern

related to price is handled flexibly.
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