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THE IMPORTANCE OF AN IMAGE AT THE RITZ-CARLTON DOHA, QATAR

1. Introduction

The following report is based on the findings conducted during a research study among 50 hotel guests of the Ritz-Carlton Doha. This research study asks customers about their perception towards the Ritz-Carlton Doha with regards to the level of the various aspects of service quality. In particular, the researchers want to identify the image guests have about the hotel and its facilities and how this image has been achieved over the time. In order to accomplish this goal the following problem statement and research questions have been developed, which create the base and framework of this research study.
How does the deviation between actual service delivery and customer’s expectations and perceptions of services affects the image of the Ritz-Carlton Doha?

· What factors define customer satisfaction at the Ritz-Carlton?

· What are the different levels of service expectations of the guests of the Ritz-Carlton?

· Which factors influence customers’ perceptions of the services at the Ritz-Carlton?

· How can the Ritz-Carlton exceed customer service expectations?

· How can service delivery gaps between customer perceptions of quality and customer satisfaction be bridged?

To answer the above mentioned questions use of qualitative- and quantitative research techniques has been undergone in form of a sample size of 50 SERVQUAL questionnaire and focus group interviews.

The findings are then organized in the following different categories: (1) first in the executive summary, (2) then the collection methods used, (3) various SPSS outputs illustrated in matrices, (4) explanation of detailed findings and (5) finally in outlines of the information gathered during the focus group interviews and open-ended questions.
2. Literature Review
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To support this research study and to base the findings on scientific facts the following statements shall give a deeper view into the topic, if perceived service quality has an impact on the image of the Ritz Carlton Qatar. To do so, the authors of this study are focusing on several elements, which are highly assumed to be related to this topic. These are visually shown in the matrix above.

First of all, it needs to be mentioned that service as itself needs to be distinguished into three different categories, service industries and companies, services as products and customer service according to Zeithaml (2006).Without going more in depth it becomes clear that a hotel belongs to all three categories of service. Additionally, all three subdivisions of service can be further categorized into service quality and even into different levels of service quality. The Ritz Carlton Qatar, which obviously wants to provide very high service quality, is even more susceptible for service level gaps when trying to deliver this high standard. Zeithaml (2006) says that the basis for preventing to fall in one of the four service level gaps begins with the customer. This means that strategic service decisions start together with the customers, which then create further tasks of an organization. The four gaps are “not knowing what customers expect”, “not selecting the right service designs and standards”, “not delivering to service designs and standards” and “not matching performance to promises” according to Zeithaml (2006, p. 46). When able to prevent failing in one of the above mentioned service level gaps a hotel not only creates customer loyalty, but also generates positive word-of-mouth advertising along its guests, which contributes positively to the image of the hotel according to Skogland and Siguaw (2004).

They further mention that customers evaluate their stay after having purchased the service or product by comparing their experiences, expectations and perceptions. Nevertheless, the image of a hotel does not automatically suffer although the expectations have not met or differed. According to Skogland and Siguaw (2004, p.222) this statement is based on the confirmation – disconfirmation theory, which identifies three different kinds of post - experience evaluation: “Confirmation”, when the actual performance equals the expectation, ”positive disconfirmation”, when the actual performance exceeds the expectation and ”negative disconfirmation”, when the actual performance is worse than expected. Consequently, all three outcomes have either a negative- or positive effect on the image of a hotel. However, Golicic, Broyles and Woodruff (2003) assume that customers’ expectations are clear projections, which means that some guests expect a particular product- or service performance although the hotel did not even promote it. This has logically a negative impact on the image, as well confirmed by Kotler, Bowen and Makens (2003).

On the other hand, Zeithaml (2006, p.52) disagrees with the objection as she differentiates between “search-”, “experience-” and “credence qualities”, which divides the experience of every customer in different categories. She points out that negative deviations from customer perception and expectation does not lead automatically to bad word-of-mouth advertising and consequently to a bad image of an organization. The reasons for it are the so-called credence qualities, which irritate the consumer to draw clear conclusions about his stay. Credence qualities create a neutral opinion at the consumer as he experienced bad and good things, what makes it impossible to evaluate his experiences properly. At the same time however, Zeithaml (2006) lists that credence qualities are rather related to goods, whereas experiences are related to services themselves. Moreover, Skogland and Siguaw (2004, p.223) state that experiences exceed credence qualities as the “people factor” is synonymously to services, which consequently harms the image of a hotel or any other hospitality institution.

Also to consider are the differences in consumer perception according to Zeithaml (2006, p.69), with special focus on “national” and respectively “ethnic cultures” and more specific in “consumer decision making”. The whole model of buyer behaviour works basically after the same scheme; however cultural differences and characteristics add complexity to this important factor according to Kotler, Bowen and Makens (2003). Especially for international hotel chains like the Ritz Carlton with focus on customers from around the world an even more intense know-how of cultural differences is needed. Zeithaml (2006) not only advises to focus on customer differences, but also on own personnel as direct interaction between these two parties build the foundation to create customer satisfaction and with it a good image of the organization. Especially the mixture between multi-cultural employees and also guests makes it difficult to realize and respect cultural differences and values, which is expressed through tangibles, according to Kotler, Bowen and Makens (2003). To complete the identity of a customer, not only his cultural-, but also his social-, personal- and psychological- background is to determine in order to have a satisfied customer, who contributes to a positive image of the hotel according to Kotler, Bowen and Makens (2003).

3. Methodology
A mixed paradigm of two different data collection instruments has been used to accomplish this research study. On one hand a SERVQUAL questionnaire, which is the quantitative instrument, based on 10 questions has been answered by a sample size of 50 chosen customers, according to the characteristics of population, of the Ritz-Carlton Doha. The questions cover various aspects related to service quality, customer satisfaction and their variation of expected and perceived service quality. These questions are mainly measured on a five-point Likert scale. Furthermore, all of these questions record the degree to which the dimensions of service quality differ from the expectations and perceptions of customers staying at the Ritz-Carlton Doha and the affect on the image the guests have about this property.
Within the quantitative data collection method information has been gathered through a focus group interview among five particular chosen customers, in which the researchers formed the panel of facilitators according to Veal (1997), who create a discussion among the people being interviewed to connect and relate different point of views and aspects to one particular subject. With this, more valuable information has been gained to develop an even more precise research study.

The reason for the choice of both types of research is the fact of not only gathering information of the perceptions, but also the expectations of the customers. This is primarily supported by the SERVQUAL questionnaire (“multidimensional scale to capture customer perceptions and expectations of service quality”) according to Zeithaml (200, p.154), however the focus group interview goes more in depth of this particular topic and is especially suitable to find out how people create an opinion about certain product.
3.1 Sample

As mentioned above the sample for the quantitative data collection method consists of 50 customers well chosen out of a total population of 500 people. The population has been defined by a 100% occupancy level of the Ritz-Carlton Doha at the day of gathering the information, which is equivalent to a sample size of 10%, which makes it accurate.
4. Results

The following chapter gives an explicit description of the findings, divided into quantitative- / and qualitative results, of the research study. However, before giving the answers to the research question, it is important to know the characteristics of the sample, which is illustrated in the following:
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Table 1: Gender of Respondents

As can be seen in the table above, 56 percent of the respondents are male, 28 people, and 44 percent, 22 people, of it are female.
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Table 2: Age of Respondents

Furthermore, the three largest groups of age respondents are between 36-45 years of age with 30 percent, 46-55 years with 22 percent and 56-65 years with 18 percent. All other age categories are present with 10 percent each.
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Table 3: Intention to Visit
Table three further illustrates that 58 percent of the respondents visit the hotel for business-/ and 42 percent for leisure reasons.
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Table 4: Visit Hotel Before

This table indicates that 54 percent have visited the hotel before and 23 percent have not.

4.1 Quantitative Results
In the following, all research questions are analyzed and answered based on the information gathered during the research and illustrated in tables of the statistical program of social sciences.
What factors define customer satisfaction at the Ritz-Carlton?
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Table 1: Descriptive Statistics of Satisfaction

Table 1 shows the mean and standard deviation of the level of appreciation based on seven different dimensions of services within the Ritz-Carlton Doha.

Looking at the rating of the facilities an average of 2.98 from a scale from 1 to 5 can be seen, which indicates a neutral satisfaction level among all respondents. In addition, its standard deviation indicates a wide spread of ratings, which means that next to satisfied respondents also very dissatisfied respondents are to observe.
By analyzing the other six aspects, which define customer satisfaction, a very high similarity of the averages ranging from 3.30 to 3.50 as well as its standard deviations ranging from 1.147 to 1.374 can be identified. This explains that again a wide spread of different levels of satisfaction is to observe, although an average of neutral to agree can be seen.

Due to the fact that all elements observed show almost the same results a clear conclusion can be drawn. All of the illustrated aspects have an average of a neutral satisfaction level combined with a large spread of different opinions ranging from 1 to 5. This leads to the answer of the first research question, that all possible factors a guest is confronted with in the hotel define customer satisfaction.
What are the different levels of service expectations of the guests of the Ritz-Carlton?
To answer this research question an analysis of the differences has been conducted within the characteristics of the two intentions of visiting the hotel (business/leisure) and the fact of having met the expectations, from the point of view of the hotel, guests have about the property, or not. The dependent variable, meet expectation, is illustrated in the columns, whereas the independent variable is, intention to visit, in the rows.
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Table 2: Crosstabulation of Reason for Stay in Hotel*Meet Expectation

As indicated in table 2, the hotel has met the expectations of 68 percent of its customer, from which 58.8 percent business- and 41.2 percent leisure guests are. For a more precise analysis, the bar chart below indicates the various levels of service expectation.
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Bar Chart 1: Levels of Service Expectation
As can be seen the minority of the respondents complete-/ disagreed, whereas the majority perceived the actual level of service they have expected – 30 percent, agree and 24 percent complete agree. To proof the assumption, that intention to visit is related to the different levels of satisfaction, a chi square test has been conducted.
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Table 3: Chi Square Test Service Expectation
When reviewing table 3 it becomes obvious that the difference between the two observed groups (business/leisure) is insignificant indicated by the p value of 0.863. Concluded, it can be said that both, business- and leisure guests, independently rate the level of service expectation from their intention to visit the Ritz-Carlton.
Which factors influence customers’ perceptions of the services at the Ritz-Carlton?
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Table 4: Group Statistics Perception of Services
Table 4 visualizes next to the mean and standard deviation of the seven main factors, which have been observed, also the mean and standard deviation of the overall rating business- and leisure guests perceived during their stay. Although no deviation between the two groups has been made the beginning of this chapter, it is not necessary to go more in depth as barely variances are to observe. The overall rating however is a new factor to consider, which shows an average rating of 7.03 for business- and 7,48 for leisure guests on a Likert scale from 1 (very bad) to 10 (very good). Regardless of the other seven main factors, the overall mark explains a high satisfaction level perceived by all respondents. The standard deviation in turn indicates a very large spread of more than 2 for both observed parties, which indicates that their opinions with regards to the perceived service quality extremely vary. The following table has been carried to test the differences between the two observed groups with an independent samples t-test.
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Table 5: Dimensions of Perceived Levels of Service (Independent Samples T Test)
Without giving a precise analysis of every category shown in the table above a precise explanation and conclusion can be given. Due to the fact that all elements, which affect the rating of the level of perceived service quality between business- and leisure guests show mean differences and a higher significance value than 5 percent, however a t-value between 
-2 and 2, the same answer can be given.
All those indicators (mean difference, significance, t-value) can conclude, that there is no significant difference of all aspects between business- and leisure guests. Thus, they are synonymously satisfied with every element affecting service quality within the Ritz-Carlton.
How can the Ritz-Carlton exceed customer service expectations and how can service delivery gaps between customer perceptions of quality and customer satisfaction be bridged?
To find out how the Ritz-Carlton Doha can exceed customer service expectations and how to identify possible service delivery gaps a correlation- as well as regression analysis has been conducted based on the different age categories and overall report mark by making a distinction between business- and leisure guests.
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Table 6: Correlation of Age Respondents and Overall Satisfaction Rating
Based on the correlation analysis it has been found out, that there is no significant relationship between the overall rating and the age of the respondents (r = -0.159; p = 0.270). Furthermore, the negative  value of the correlation coefficient (r = -0.159) indicates, that the older the guests become, the lower is their overall rating with regards to their level of satisfaction. To proof this assumption a regression analysis has been conducted.
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Table 7: Model Summary of Regression Analysis
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Table 8: ANOVA of Regression Analysis

With the analysis of table 7, it becomes clear that the assumption made above can be rejected as only 2.5 percent explain this fact (R Square = 0.025). Furthermore, table 8 indicates a very low significance (p = 0.270), which supports and confirms the fact, that no relation between the overall rating and age of respondents exists.
To visualize the explanation given above a linear regression in form of a scatter plot is shown in the following table:
Table 9: Linear Regression / Age Respondents*Overall Rating
Although both regression lines, business- and leisure, visualize a sloping trend, no relation between age respondents and overall rating can be confirmed.
Concluded, it can be said that no distinction has to be made between the various characteristics of the guests, particularly in terms of age, to satisfy them. Furthermore, an in depth analysis on all seven main aspects observed has to be conducted to specify the service delivery gaps experienced among all guests. This is further illustrated in the qualitative results in point 4.2.
4.2 Qualitative Results

The qualitative research has been conducted among 5 respondents during a focus group interview, in which the authors created the panel of facilitators. During the focus group interview all the above mentioned research questions have been discussed and evaluated with the help of the answers given of the open-ended questions from the questionnaire. The following comments and results can be concluded, especially to answer the least observed questions, what the various service delivery gaps are and how to bridge them.
Negative Comments
Count

Price/Quality










    4
Drinks in bar too expensive
Employees










    4
Lack of efficiency:
· Service speed (2)
· Friendliness (1)
Lack of communication skills (1)
Facilities










    3
Multiple repairs needed (1)
Waiting times at elevators (2)
Rooms











    5
Noise (from outside & Air Conditioning)

Quality of Food









    3
Touch of fast food flair in bar (1)
Choice of food in bar (2)
Choice of Outlets









    1
Opening times of restaurants (early closing)
Cleanness










    2
Windows are dirty
Other Comments









    1
Limousine service from hotel too expensive
The results of the focus group interview specify the information gathered of the questionnaire. In addition, the least answered question about the various service delivery gaps has been identified. The negative comments with one rating are the early closing times of the restaurants within the hotel and the pricing of the limousine service.

Two negative ratings have been given with regards to the cleanness of the windows, which has a negative impact on the view.

Three negative ratings in turn have been given to the hotel facilities with respect to the waiting times at the elevators as well as multiple repairs have been demanded by one customer. Also the bar received negative comments about the lack of choice of the food as well as its fast food quality.
With four negative comments, again the bar has been demanded with the overpricing of its drinks in comparison to the expected and perceived quality. Also four negative comments have been received by the employees in terms of a slow service speed with two ratings, friendliness and lack of communication skills with one rating.

Finally, most of the critics have been received because of the rooms of the Ritz-Carlton with regards to the noise from outside and the Air Conditioning. 
All in all it can be said that the most critical service delivery gaps can be found within the bar of the hotel in terms of its overpricing and level of food quality, the rooms with regards to noise and lastly the employees in terms of slow service speed, friendliness and lack of communication skills.
5. Conclusion

To confirm and answer this research study, the following conclusions can be given. The observed sample is based on 50 people, which indicate various characteristics. 56 percent of the respondents are male (28 people) and 44 percent (22 people) are female, from which most the people are aged between 36 and 65 years old. Furthermore, 58 percent of the respondents visit the hotel for business- and 42 percent for leisure reasons, whereas 54 percent have visited the hotel before and 23 percent have not.

With quantitative research methods it has been found out, that all possible factors a customer is confronted with in the hotel define customer satisfaction. This has been identified with seven observed factors, namely price/quality relation, employees, facilities, rooms, quality of food, choice of outlets and cleanness, which synonymously stay for all possible factors. All of them have shown an average of a neutral satisfaction level combined with a large spread of different opinions ranging on a Likert scale from 1 to 5. 

The question of different levels of service expectations among all guests has been identified within the comparison of the two intentions (business / leisure) of visiting the hotel and having met the expectations of the observed guests. 34 out of 59 respondents have perceived the service quality they actually have expected independently of their intention of staying at the Ritz-Carlton Doha. Additionally, the different levels have been illustrated in a bar chart and show that 20 percent rated this statement with a neutral opinion, 30 percent with agree and 24 percent with strongly agree.

The answer of the question, which factors influence the perception of the services, has been supported again with the seven main elements observed. Every single aspect observed indicates the same level of influence proofed with the mean difference, significance level and the t-value. Furthermore, there is no significant difference between business- and leisure guests, which shows that they are synonymously satisfied with every element researched.

The identification of service delivery gaps has been identified with a correlation analysis. However the results have been rejected by the regression analysis, which rejected the relation between age and overall satisfaction rating. The indicator for this explanation is R square, 0.025, which proofs only 2.5 percent of the first assumption made during the correlation analysis.

With quantitative research questions new evidence has been published caused by negative comments given during the focus group interview. Furthermore, this has given the answer to the last research question of the service delivery gaps. Within the answers given, negative comments have been collected such as too expensive drinks in the bar, lack of employees’ efficiency in terms of service speed, friendliness and communication skills, noisy rooms, waiting times at the elevators, condition of facilities, food in the bar, opening times of restaurants, dirty windows and lastly the too expensive limousine service.

The most critical gaps have been found in the bar, the rooms and among the employees.
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7. Appendices
7.1 Appendix 1: Questionnaire

1. Gender of respondent

o Man

o Woman

2. Age of respondent

o 15 – 25
o 26 – 35
o 36 – 45
o 46 – 55
o 56 – 65
o > 66

3. What is your intention to visit?

o Business
o Leisure

4. Have you visited the hotel before?

o Yes

o No

5. Could you please give your opinion on the following?






    Compl.Disagree
      Neutral
        Compl.Agree

· a) Price/quality selection is favourable
1
2
3
4
5

· b) Employees are professional & friendly
1
2
3
4
5

· c) Facilities are attractive


1
2
3
4
5

· d) Rooms are attractive


1
2
3
4
5

· e) Food is of high quality


1
2
3
4
5

· f) Choice of outlets



1
2
3
4
5
· g) Cleanness of facilities


1
2
3
4
5
· h) Did we meet your expectations?

o No



o Yes

· i) How did we meet your expectations?
1
2
3
4
5
6. Would you stay again at the Ritz-Carlton Doha?

o Yes

o Eventually

o No
7. With which overall report mark would you judge the Ritz-Carlton Doha (1 - 10)?........
......................................................................................................................................................
9. Comments/Suggestions:

............................................................................................................................................................................................................................................................................................................
10. Where may we contact you to follow up on any problems you have experienced?

Name:..................................................................Phone:..............................................................Address:........................................................................................................................................Problem:.......................................................................................................................................
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