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Abstract: 

This article raises such issues as the importance of the customers 

to the hotel business, the importance of improving the hotel 

service quality, the level of satisfaction and loyalty of customers in 

the lodging industry. The article raises questions such as "What is 

customer loyalty?" and "What is the difference between customer 

loyalty and customer satisfaction?" "Ways to increase the level of 

customer satisfaction and customer loyalty?" and "How service 

quality affects customer satisfaction and customer loyalty" etc. 

The article pays special attention to modern marketing, new 

technologies, and the influence of these technologies on today’s 

business. The article also gives advice to those who are interested 

in increasing customer loyalty in their business performance.  
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Service quality is relevant in all spheres of activity, including tourism. Hotels or tourism organizations 

that do not pay attention to service quality will not be able to ensure the competitiveness of their 

services under market conditions. This is because quality is the main foundation of competitiveness. 

In today's globalized world, the manufacturer's market has become a consumer market. The 

competitiveness of any tourism organization depends on the quality of the services provided at a price 

that is acceptable to the consumer. Service quality is assessed only by the consumer and depends on 

his needs and wants. 

The analysis of the economic situation in the national market and international experience shows that 

there is increasing competition in the hotel business, especially in the major cities, where the 

concentration of accommodation is greatest. We conducted a customer survey of B&B hotels in 
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Samarkand on customer satisfaction, along with the service quality. The study was part of an 

explanatory study with quantitative data. Here should be noted that B&B hotels were chosen because 

they have a higher occupancy rate than other hotels in Samarkand. 

Service quality was defined in the 5-dimensional scale proposed by Zeithmal and Parasurman [1] 

Thus, we have introduced service quality as a multidimensional construct with five dimensions, 

including Reliability, Responsiveness, Assurance, Empathy, and Tangible. To assess customer 

satisfaction, we used the measurement methods developed by Zeithaml & Bitner [2]. Customer loyalty 

assessment was taken from the method proposed by Zeithmal and Parasurman [1]. 

The research results show that customer satisfaction is low, so we can conclude that the level of loyalty 

will be low too. This means that in order to ensure the efficiency of the company, it is necessary to 

improve service quality and customer satisfaction. 

Therefore, organizations need to implement quality systems that help meet client expectations. An 

accurate understanding of customer wants, needs, demand, the way to improve the level of customer 

satisfaction, and customer loyalty, are the most important assets of the hotel business in today’s 

competitive environment. 

Service quality can be divided into two categories: functional quality and technical quality [3]. 

Functional quality represents tangible aspects of a service, such as premises and physical evidence, 

while technical quality represents intangible aspects of a service, such as service processes. Defining 

key attributes of service quality is important because customers have certain standards for attributes 

and their absence negatively affects their perception. 

In order to maintain the level of customer satisfaction, hotels have to spend more and more money. 

According to a number of researchers, Improving customer service and overall customer satisfaction 

are among the factors that lead to increased customer loyalty and the desire to return them back to the 

hotel» [2]. 

«Service quality is the degree where a service meets or exceeds the customer expectations». In today's 

globalized world every customer purposely seeks quality in this service, while they demand a higher 

service quality. In another word, service quality is the difference between expectations and what they 

actually receive from the service. 

Service quality is mainly focused on meeting the needs and requirements of clients, as well as on how 

well the services provided meet the expectations of customers. Studies have shown that quality of 

service has a direct and positive impact on customer satisfaction. [6] [7] [11]. 

Service quality plays a vital role as there is a significant relationship between service quality and 

customer satisfaction. Consequently, as the quality of service improves customer satisfaction increases 

which leads to customer loyalty increment. Here, customer satisfaction acts as an intermediary 

between service quality and customer loyalty in the lodging industry. 

Customer loyalty is a complex and difficult construction to define. One of the most accepted and 

frequently cited definitions is that given by [12] which defines customer loyalty as: «a deep-rooted 

obligation to re-buy or re-purchase the preferred product or service in the future, despite situational 

influences and marketing efforts that may cause a customer dissonance» [12]. 

The most important key of customer loyalty is customer satisfaction. 

Customer satisfaction is the customer’s assessment of whether the service meets the buyer’s needs and 
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expectations. Customer satisfaction is an important element in the development of customer relations, 

and it relates to the evaluation and perception of the consumers. [13]. Customer orientation in the hotel 

business is an important element of the marketing concept. With the increasing competition in the 

service economy and the recent global crises, the provision and targeting of high-quality services to 

clients has become more important than ever [8]. 

Satisfaction is directly related to the customer experience, clients want more than just value, they want 

to be stunned and surprised by companies showing that they are doing everything possible to satisfy 

their needs and wants. 

Consumers are limitless and enthusiastic about their needs and the desire to purchase service as they 

pay for that. [16], [17], [14]) Consumers want to feel the joy of each hard-earned dollar they spend on 

products and services [9], [18], [17]. Companies should understand that this is the basic idea for 

satisfying the needs and wants of customers [20], [8]. To meet customer needs in the 21st century, 

product quality, innovation, research and development (R&D) have become an integral part of the 

organization’s strategy [20], [8], [9]. 

Research shows that customer satisfaction affects an organization’s productivity, for example, satisfied 

clients are loyal because they trust the organization and repurchase the product or service ([15], [18], 

[20]. If organizations fail to meet customer expectations, this may lead to customer dissatisfaction 

[16]. Customer dissatisfaction leads to the loss of loyal customers because the company will lose its 

strategic advantage over its competitor as well as will lose its market share as potential customers are 

the main segment of the market [16]. 

If the customer loses their trust, hotels will have difficulty convincing the dissatisfied customer to buy 

their product or service, even if they launch a new product that is better than the previous one. A 

dissatisfied buyer will complain to the seller or a third party about their dissatisfaction with the brand, 

which will affect new and potential customers [19], [14]. 

The result of customer satisfaction by improving the quality of services and increasing their level of 

loyalty contributes to:  

Organizations to satisfy their clients and gain their trust; 

Organizations can achieve a higher level of customer satisfaction than their competitors due to their 

strategic plans, which means that organizations have to be competitive over their competitors since 

competition here is the customer. 

Here should be noted that by satisfying customers' needs, the company will be able to increase its 

market share. By gaining a market share, an organization can increase its revenue and increase revenue 

for its shareholders. 

In order to improve competitiveness and level of customer loyalty in hotels of Uzbekistan, the 

following activities are required: 

 Customer service requires special attention, as satisfaction and trust are formed throughout the 

customer experience. Whether the client eventually stays with the company or discards the 

alternative (competitor) depends on the level of service quality offered by the company since 

clients have a natural tendency to repurchase service if they value the service quality. Therefore, it 

is very important for the organization that customers are satisfied with each service provided, the 
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organization must support its customers and make changes according to customer needs and wants 

rather than to the needs of the organization. 

 Hotels need to consider the interests of their clients and how their corporate activities affect them. 

Taking into consideration this responsibility, hotels should try to satisfy their clients by offering 

better services. 

 In the hotel business, managers must attract and retain guests, by focusing on those factors that are 

known to influence customer decisions. Thus, hotels need to constantly improve themselves and 

search the way to find current trends in their industry in order to respond effectively to the needs 

and demands of customers. 

 Service quality influences corporate results, such as improved customer relations, and encourages 

customer loyalty. Nowadays, customers are increasingly aware of their rights; hence, organizations 

need to make continuous progress on their service quality in order to support changing demand and 

growing competition, as well as to win customer loyalty. 

 Hotel managers need to understand the factors influencing customer needs in order to attract new 

customers, support existing customers, and prevent customer loss and reduce marketing costs. 

 To encourage and motivate employees and their interest in providing customer service; 

 Additional services need to be provided in order to tailor the needs of the guests; 

 Provide services to customers within the promised time. If the hotel is unable to provide the 

promised service for any reason, prior notification and apologies should be given to customers; 

 Another important factor is price. Therefore, the creation of an appropriate price strategy at 

different times and for different people is the main principle in the development of the level of 

customer loyalty; 

Increasing the level of customer satisfaction and customer loyalty in the lodging industry is a key 

element in the organization of hotel services. Therefore, the study of factors influencing the behavior 

of hotel customers and the relationship between satisfaction as well as loyalty is a priority in today's 

globalized world. 

Customer satisfaction by improving the service quality will result in a larger number of potential long-

term loyal customers who will use the services of the hotel throughout the customer life cycle, and this 

will help to increase hotel profits and access to the necessary money, as well as the future expansion of 

the hotel business. In addition, here should be noted that hotels would be able to pay good dividends to 

their shareholders and finally can maximize the welfare of their shareholders. 
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