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Abstract: It has been emphasized in the literature that there exist consistent justification for the effect of
customer satisfaction and service quality on customer loyalty in most service industries. However, substantial
numbers of  these studies were conducted in advanced countries ranging from the United States of  America,
Canada, European countries, China, Malaysia, India and other countries outside Africa. Hence, the need to
replicate these studies in Africa and Nigeria in particular considering the present economic challenges the
country is presently experiencing, which to a large extent have a negative impact on the patronage of  goods
and services. Specifically, the paper intends to ascertain the attributes capable of  generating customer loyalty in
the hotels. It also seeks to identify the correlation among customer satisfaction, service quality and hotels guest
loyalty in Nigeria. As Shoemaker and Lewis (1999) observed that hospitality industry’s survival lie solely on
their ability to achieve customer loyalty. Therefore, the study proposed that a positive and significant relationship
exists between; customer satisfaction, service quality and customer loyalty. Extant literature review in the study
found that positive and significant relationship exists between the studied variables in most studies. Scholars
are therefore recommended to empirically investigate the relationship between the studied variables in the
Nigerian context. Also, the study recommends that hotel industry managers should strive and ensure that their
offerings are in conformity or even exceed the requirements of  their esteemed guests.
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INTRODUCTION

Today’s businesses are being operating in a globalised world, characterized with stiff  competition; easy
accessibility of  information as well as enlightened customers. These had created a scenario where future
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survival of  organsations is not guaranteed by reducing prices or improving the qualities of  products (Johan
et al., 2014). But, on the quality of  services provided as well satisfaction derived by customers to remain
loyal to such organizations (Bowen & Shoemaker, 1998). In fact, one of  the daunting task facing organizations
is devising strategic means for survival and winning the competition (Kandampully & Suhartanto, 2000;
Kim & Kim, 2016).

The concept of  customer loyalty is of  great importance not only to marketing scholars but also to
business practitioners (Kandampully & Zhang, 2015). Especially, now that businesses operates in a market
that is very competitive, dynamic and turbulent, customer loyalty is therefore regarded as a strategic weapon
in achieving long-term competitive advantages (Kandampully & Suhartanto, 2000). According to Johan et
al. (2014), customer loyalty is considered to be the strategy organizations should strive to imbibe in order to
achieve competitive advantage. Therefore, for organizations to strive, they must devise various strategies in
order to win the trust and by extension the loyalty of  their current customers (Kim & Kim (2016), and will
subsequently motivate and induce the customers to communicate positively to others regarding the offerings
of  the organizations (Karim, 2014). Thus, staying ahead of  competition and achieving competitive advantage
is one of  the daunting tasks ahead of  many business organizations.

According to Adeleke and Aminu (2012), Loyalty is regarded as the willingness of  a customer to
continue patronizing organizational products continuously, and at the same time, recommending the
products to others. Loyalty exists when organizations create something of  value to their customers to
induce them to maintain and repeatedly patronise organizational offerings (Anderson & Jacobsen, 2000)
in (Adeleke & Aminu 2012). According to Anil (2015), creating and maintaining customer loyalty is
beneficial to the organizations, as it help them develop long standing, mutually beneficial relationships
with their clients, these loyal customers are more committed toward organization’s offerings.
Hence, cannot be easily influenced by competitors (Rai & Medha, 2013). Bowen and Shoemaker (1998)
specifically emphasized that loyal customer are not normally being influenced by price increment, and
they are cheaper to maintain. In fact, loyal customers attract new buyers by spreading positive word of
mouth.

As hospitality industry globally is characterized with stiff  competition, this equally applies to the
hospitality segments of  the sub Saharan African region. For instance, in 2016, there was an 18% increase
of  foreign guests visiting Africa signifying 58 million with majority of  them went to the countries in the
sub Saharan African region and the figure is expected to be maintained (UNWTO 2017). And according to
Manzuma-ndaaba and Harada (2014) such guests are to stay in hotels. In similar vein, Ladipo, Rahim,
Oguntoyibo, and Okikiola (2016) revealed that the Nigerian sector is predicted to grow at an annual rate of
6.20%. Further, according to them, the growth rate will reach up to 2023. Thus, as hotels are hotels are
operating in an environment which is extermely competitive and dynamic in nature (Berezina, Bilgihan,
Cobanoglu, & Okumus, 2016), their chances for survival significantly depends on their ability in meeting
the needs of  their respective guests (Oyner & Korelina, 2016). Hence the need to ensure that guest
requirements are met through meeting their needs and providing them enhanced service quality (Albayrak,
Caber, & Bideci, 2016). In similar vein, provision of  enhanced service quality to guests in order not only
attract, but retain them has equally being acknowledged (Jasinskas, Streimikiene, Svagzdiene, & Simanavicius,
2016). In fact, (Kandampully, 1998) posit that organizations that fails ro embrace customer loyalty stands
a greater chance of  loosing their customers to their rivals.



151 International Journal of Economic Research

Do Customer Satisfaction and Service Quality Predict Loyalty in Nigerian Hospitality Industry?

Similarly according to Gupta et al. (2004) in Watson, Beck, Henderson, and Palmatier (2015) the
ability of  an organization to retain just 1% of  its customers will lead to at least an increase of  their profitability
position to 5%. That is why Cossío-silva and Revilla-camacho (2015) viewed loyalty an important intangible
assets to be possessed by organizations considering its impact as a differentiator as well as its competitive
power.

PROBLEM STATEMENT

The importance of  the hospitality sector cannot be over emphasized considering its tremendous contributions
in enhancing economic growth and development of  various countries in terms of  employment generation
thereby improving county’s Gross Domestic Product (Rosa & Hastings, 2016). The contributions of  tourism
and hospitality industry towards enhancing global economy is highly significant, contributing about USD$ 1.3
trillion in 2012 (Babalola & Oluwatoyin, 2014). In fact, the industry has significantly improved economies of
various countries, such as; South Africa, Kenya, Hong Kong and the Caribbean (Adeola & Ezenwafor 2016).
Similarly, the contribution of  the sector to the development of  the Nigerian economy has also been
acknowledged by the country’s apex bank; the central bank if  Nigeria which rose from $USD 3million in
1980 to over USD 12million in 2006 (Adeola & Ezenwoafa 2016). Furthermore, the United Nations World
Tourism Organization (UNWTO) indicated “between 70 and 75 per cent of  international tourists expenditure
goes to hospitality services on annual basis” (Babalola & Oluwatoyin, 2014, p.41).

According to Kandampully and Suhartanto (2000), the stiff  competition existing in the hospitality
industry globally has forced the hoteliers to come up with various strategies to survive and gain a competitive
edge over their rivals, as hotel industry is extremely competitive characterized with increasing demand of
services from well informed customers. The competition allows the customers to have more alternatives
by having a greater value for their money, as well as their quest for improved services.

Today, the services rendered by most hotels are more or less similar as a result of  the intense competition
existing in the industry making it difficult for the guests to distinguish significant differences among
competing offerings (Banki, Ismail, Danladi, & Dalil, 2016). This point has earlier been supported by
Berezina, Bilgihan, Cobanoglu, and Okumus (2016), who stressed that the commoditization of  the hotels’
offerings necessitated the need for the hoteliers to come up with various strategies aimed at soliciting
customer loyalty. And by extension providing enhanced service quality that will exceed the requirements
of  their customers. In fact, the hotel sector in Nigeria is facing a serious challenge as a result of  the
economic recession the country is experiencing which has an impact on consumers’ income (Ecosystem,
2016). Specifically, Chima, 2016) stated that Nigerian hotel sector is negatively affected as a result of  the
present economic recession the country is presently experiencing where the tenancy rate dropped drastically
by 35 per cent. Hence the call for hotel industry managers to come up with strategic measures aimed at
ensuring consumer retention. Therefore, a dedicated focus on the core determinants of  guest loyalty is the
necessary prerequisite for the future survival of  hotels businesses. Understanding of  what will meet and
exceed the needs of  the consumers and the quality of  their desired services should be given utmost priority.
This will be of  tremendous relevance to hotels industry managers, as it will determine where marketing
attention will be focused in soliciting customer loyalty.

Despite the submission of  Adeleke and Aminu (2012), that customer loyalty is among the most
researched areas in the service marketing scholarship, there is paucity of  studies in Nigeria regarding the
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predictors of  customer loyalty, as most of  the studies were conducted in advanced countries; in South
America, Europe, Asia, and their findings may not necessarily be of  benefit to Africa, and Nigeria in
Particular. Kandampully and Zhang (2015) in their meta-analysis where extant literature were reviewed and
synthesized recommend that research in less developed countries should be encouraged in view of  their
peculiarities.

Moreover, in Nigeria researchers give more emphasis on non-marketing areas, for example, Babalola
and Oluwatoyin (2014) in their study, focused their attention on the manpower need in the industry,
specifically the hotel sector. On their part, Adeola and Ezenwafor (2016) conducted a study, were issues
and challenges afflicting the Nigerian hotels industry were extensively elaborated. Ogechi, 2016 seek to
identify weaknesses in human capital development in the country’s hotel sector with the aim of  proffering
sustained remedies. Trevor (2016), reviewed contributions made to the strategic question about human
capital issues in Nigerian hotels and means of  tackling them. Nwokorie (2016) in his study gave emphasis
on service recovery tactics. (Nwosu, 2016) provided an outline of  the dynamics that define, govern and
shape the tourism and hospitality sector in Nigeria, specifically; the hotel industry with respect to its size,
structure and leading issues that impact it. Opara (2016) examined the correlation between Customer
Relationship Management and Marketing efficiency of  Nigerian hotels. Peter (2014) evaluates the effect of
interpersonal relationship on the performance of  Hotels. Nevertheless, Banki, et, al. (2016), investigated
how service quality, perceived value, as well as customer satisfaction impacted on the guest intention to
patronize hotels in Nigeria, specifically in Minna city. This clearly justifies the paucity of  studies regarding
the area of  customer loyalty in Nigerian hospitality industry, specifically the hotels sector. Therefore, the
main focus of  this study lies in determining; impact of  guest satisfaction and service quality on customers’
loyalty in Nigerian hotel sector. As according to Angelova and Zekiri (2011), delivering high quality service
is highly significant in achieving sustainable competitive advantage. Also, satisfying customers’ needs has a
positive effect on the profitability of  the organizations. They further added that Service quality and customer
satisfaction should be accorded prominence for organizations to survive the competition and remain relevant.

LITERATURE REVIEW

The theoretical framework underpinning the study is; the expectancy/disconfirmation paradigm extracted
from the process theory with both service quality and customer satisfaction serving as antecedents of
customer loyalty. Armstrong and Seng (2000), in explaining this theory maintained that consumers normally
become satisfied with an organization if  the performance of  its product/service exceeds their expectation.
Conversely, they become highly dissatisfied if  the performance of  the product did not meet their anticipation.
This is equally supported by the disconfirmation model of  service quality developed by Oliver, (1980).
Similarly, the same theory can equally extend to service quality to provide the theoretical foundation as
used by Caruana (2002), Pizam, Shapoval, and Ellis (2016). Additionally, Santos (2003) maintained that the
literature conceptualized service quality based on disconfirmation approach or performance only approach.

Traditionally, the tactics normally employed by hotel industry managers to outwit their rivals include;
cost leadership strategy by reducing their prices, and adopting customer loyalty measures aimed at adding
distinctive values to the customers. But reduced prices have an impact on the organizational earnings either
in the short-run or in the long-run. Hence the need for the hotel operators to embrace the concept of
customer loyalty, which according to Reichheld and Sasser (1990) a five percent rise in customer loyalty can
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lead to the increment of  profit ranging from twenty five to eighty five percent. This therefore calls for the
need to adopt the idea of  customer loyalty rather than depending entirely on price reduction. Thus, the
concept of  service quality is of  strategic relevance to hospitality researchers and practitioners (Worsfold et
al., 2016). Further, Markovic and Raspor (2010) cited in Ghaith et al., (2016) affirm that customer satisfaction
significantly predicts customer loyalty in hotels context.

RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND
CUSTOMER LOYALTY

Satisfaction can be referred to “a person’s feeling of  pleasure or disappointment that results from comparing
a product’s perceived performance or outcome with their expectations” (Kotler & Keller, 2009, p. 789).
Kandampully and Suhartanto (2000) assert that customer satisfaction as an important concept improves
organizations to increase their market share; it induces repeat patronage and recommends organizational
offerings to others which significantly increase their return on investments. Cronin and Taylor, (1992) in
their studies related to service industry found a positive and significant associations between customer
satisfaction and purchase intentions in all the researched areas which are; pest control, banking, dry cleaning
and fast food.

The findings of  several studies revealed positive and significant relationship between customer
satisfaction and loyalty. For example, Nesset and Helgesen (2009) in their empirical study consisting of  240
students respondents as their sample from Aalesund University Norway using a two-step confirmative
modeling in hypotheses testing found a direct positive relationship between satisfaction and customer
loyalty. Armstrong and Seng (2000) revealed that corporate satisfaction impacted positively with repurchase
intentions. Also, Halimi, Chavosh Choshali (2011) conducted a study that developed a model which connect
various constructs of  relationship marketing determinants to customer loyalty in the context of  Singaporean
tour and travel context. Their correlations and regression results showed that positive and significant
relationship exist between customer satisfaction and customer loyalty. In the study conducted by
Kandampully and Suhartanto (2000), to determine the impact of  customer satisfaction and image on
hotels loyalty in New Zealand, their findings revealed a positive and significant relationship exist between
customer satisfaction and hotels guest loyalty. However, there are some studies whose findings revealed
insignificant and negative associations between the construct of  customer satisfaction and customer loyalty.
Among them is Dagger and David (2012), the results of  their studies consisting of  509 customers from
nine different service firms indicated nonlinear relationship between customer satisfaction and customer
loyalty. Also, Baumann, Elliott and Burton (2012) conducted a study in the context of  retail banking in
Australia using Bivariate and Multivariate technique in testing two different models found that there is no
positive relationship between customer satisfaction an customer loyalty. Similarly Shiang-Lih (2001) in
their efforts of  finding the factors that will enhance customer loyalty among Hotel guests found negative
correlations between customer satisfaction and loyalty. The mix findings therefore, suggest that research
on the link between satisfaction and loyalty as well as between trust and loyalty is inconclusive.

RELATIONSHIP BETWEEN SERVICE QUALITY AND CUSTOMER LOYALTY

The concept of  service quality is of  significant importance not only in meeting the profitability objectives
of  an organization, but also in prompting customers’ behavioural intentions thereby holding valued customers
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in an organization (Zeithaml, Berry, & Parasuraman, 1996). Similarly, Santos (2003) argued that the concept
is of  relevance to researchers due to its pivotal role as a competitive weapon in achieving competitive
advantage. Lewis and Mitchell (1990) assert that despite the significance of  the concept of  service quality
in achieving in achieving various organizational objectives, yet, there is no universally accepted definition
of  quality, as majority of  the definitions emphasize mainly on satisfying the requirements of  their customers.

However, Parasuraman, Zeithaml, & Berry (1985 p. 42), defined service quality as “the comparison
between customers’ expectations and performance of  the service” According to them, evaluating service
quality as variance between perceived service and expected service is of  significant to the service industry
as it will allow them to identify strategic areas or gaps that need to be improved. Also, Parasuraman,
Zeithaml and Berry (1988) viewed service quality as; the assessment of  customers’ anticipations of  firm’s
services with the performances of  the services rendered. Similarly, Kotler and Keller (2009, p. 789) defines
service as “any intangible act or performance that one party offers to another that does not result in the
ownership of  anything”.

Banki et al. (2016) examines the connections between service quality and behavioral intentions in
Nigerian hotels. Using a structural equation modeling (SEM) in testing the proposed conceptual model,
involving 263 guests from eight 4-star hotels. The result revealed that the hotels are only providing
services to their guests on an average level. They therefore call for the enhancement of  the services
offered by the hotels in order to meet the requirements of  their customers and by extension achieve
customer loyalty.

Mey, Akbar, and Fie (2006) in their study aimed at evaluating the expectations as well as the perceptions
of  hotel service quality in Malaysia, made a comparison between customers that are from Malaysia, customers
from other Asian countries and those from non – Asian countries. They found that customers’ perception
of  service quality delivered by their chosen hotels did not match their expectations. And the least perceived
were from Malaysian hotel customers. Similarly, Cheng and Lew (2015) in their efforts to find important
determinants of  customer loyalty in the hospitality in the Malaysian hotel industry, their empirical result
shows that perceived service quality significantly predict customer loyalty.

Kandampully and Hu (2007), in their study intended to find out the correlation among service quality
and customer satisfaction and their effect on customer loyalty in Mauritius, found that service quality is a
prerequisite for achieving customer loyalty. Service quality has also been found to be one of  strongest
determinant of  customer loyalty out of  the seven concepts identified by Rai and Medha (2013). Their
results were obtained by the use of  Multiple Regression Analysis in the context of  Indian insurance sector.
Similarly, Gbenga and Osotimehin (2015) found a linear relationship between hotel service quality and
customer loyalty. In fact, the concept of  service quality has been widely researched by many researchers
including hospitality researchers (Worsfold, Fisher, And, & Andrew, 2016).

CONCLUSION

The study examined the impact of  two determinants of  loyalty which are; customer satisfaction and service
quality and after reviewing extant literature the study found that they determine customer loyalty to a large
extent. Especially now that the Nigerian hospitality industry is presently facing serious challenges, specifically,
the hotels industry, the study therefore recommends to the hotel industry managers to pay adequate attention
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to these variables especially in today’s environment which is characterized with stiff  competition and increased
demand from the customers who are provided with ample alternatives.

The need to empirically examine the impact of  customer satisfaction as well as service quality as
predictors of  loyalty in African context, specifically in the Nigerian hospitality domain is highly suggested.
Similarly, the inclusion of  other variables in order to mediate or moderate the link between the constructs
that determine loyalty in the Nigerian hotels context is equally encouraged in future studies.

REFERENCES

Adeleke, A., & Aminu, S. A. (2012). The Determinants of  Customer Loyalty in Nigeria’s GSM Market. International Journal
of  Business and Social Science, 3(14), 209–222.

Adeola, O., & Ezenwafor, K. (2016). The hospitality business in Nigeria: issues, challenges and opportunities OgechiArticle
information/ : Int J Logistics Management, 8(2), 182–194. https://doi.org/10.1108/09574090910954864.

Albayrak, T., Caber, M., & Bideci, M. (2016). Identification of  hotel attributes for senior tourists by using Vavra’s importance
grid. Journal of  Hospitality and Tourism Management, 29, 17–23. https://doi.org/10.1016/j.jhtm.2016.05.004.

Angelova, B. Z. aekiri J. (2011). Measuring Customer Satisfaction with Service Quality Using (ACSI Model). International
Journal of  Academic Research in Business and Social Sciences, 1(3), 232–258. https://doi.org/10.6007/ijarbss.v1i2.35.

Armstrong, R. W., & Seng, T. B. (2000). Corporate-customer satisfaction in the banking industry of  Singapore. International
Journal of  Bank Marketing, 18(3), 97–111. https://doi.org/10.1108/02652320010339617.

Babalola, W., & Oluwatoyin, O. (2014). Direction for the Future of  Tourism , Hospitality and Events Management
Education in Nigeria. Journal of  Tourism, Hospitality and Sports, 2, 39–52.

Banki, M. B., Ismail, H. N. Bin, Danladi, M. H., & Dalil, M. (2016). Measuring Hotels Service Quality in Nigeria: A Case
Study of  Minna Township. Journal of  Quality Assurance in Hospitality & Tourism, 17(1), 71–88. https://doi.org/10.1080/
1528008X.2016.1099997.

Baumann, C., Elliott, G., & Burton, S. (2012). Modeling customer satisfaction and loyalty: survey data versus data mining.
Journal of  Services Marketing, 26(3), 148–157. https://doi.org/10.1108/08876041211223951.

Berezina, K., Bilgihan, A., Cobanoglu, C., & Okumus, F. (2016). Understanding Satisfied and Dissatisfied Hotel Customers:
Text Mining of  Online Hotel Reviews. Journal of  Hospitality Marketing & Management, 25(September), 1–24. https://
doi.org/10.1080/19368623.2015.983631.

Bowen, J. T., & Chen, S.-L. (2001). The relationship between customer loyalty and customer satisfaction. International
Journal of  Contemporary Hospitality Management, 13(5), 213–217.

Bowen, J. T., & Shoemaker, S. (1998). Loyalty: A strategic commitment. Cornell Hotel and Restaurant Administration Quarterly.
https://doi.org/10.1016/S0010-8804(03)90105-4.

Caruana, A. (2002). Service loyalty. European Journal of  Marketing, 36(7/8), 811–828. https://doi.org/10.1108/
03090560210430818.

Cheng, B. L., & Lew, K. C. (2015). Antecedents of  Customer Loyalty in the Malaysian Hotel Industry. International Journal
for Innovation Education and Research, 3(8), 97–109.

Chima, O. (2016, November 24). Hotel Occupancy Drops Below 35% as Recession Bites. Thisday. Retrieved from https:/
/1push.ng/thisday-newspaper-headlines-thursday-24-november-2016-edition/

Cossío-silva, F., & Revilla-camacho, M.-ángeles. (2015). Value co-creation and customer loyalty. Journal of  Business Research.
https://doi.org/10.1016/j.jbusres.2015.10.028

Cronin, J. J., & Taylor, S. A. (1992). Measuring Service Quality - a Reexamination and Extension. Journal of  Marketing, 56(3),
55–68. https://doi.org/10.2307/1252296.



International Journal of Economic Research 156

Muhammad Sani Gawuna, Maria Abdul Rahman, Mohd Hakimi bin Abdul Rahman and Mona Fairuz Ramli

Dagger, T. S. and D. M. E. (2012). Uncovering the real effect of  switching costs on the satisfaction-loyalty association: The
critical role of  involvement and relationship benefitson/ : European Journal of  Marketing, 46(3/4). https://doi.org/
http://dx.doi.org/10.1108/MRR-09-2015-0216.

Dick, A. S., & Basu, K. (1994). Customer Loyalty/ : Toward an Integrated Conceptual Framework. Journal of  the Academy
of  Marketing Science, 22(2), 99–113.

Ecosystem, T. H. E. P. (2016, March 10). Nigeria â€TM s hospitality industry/ : A loser from consumer spending squeeze,
pp. 1–9.

Gbenga, O., & Osotimehin, K. (2015). Determinants of  Repeat Buy in the Hospitality Industry/ : Evidence from Hotel
Business in Lagos State. American Journal of  Marketing Research, 1(2), 20–27.

Ghaith, A., Ali, A., Mohd, Z., Mat, H., Aseel, A., & Ali, A. (2016). The Customer Satisfaction Role on Customer Loyalty,
New Evidence among Jordanian Hotel Industry. Imperial Journal of  Interdisciplinary Research, 2(12), 848–858.

Halimi Anahita Bagherzad, C. A. and C. S. H. (2012). Uncovering the real effect of  switching costs on the satisfaction-
loyalty association The critical role of  involvement and relationship benefit. European Journal of  Marketing, 15(1), 35–
48. https://doi.org/http://ssrn.com/abstract=1985284.

Industry, C. S. in the H. (2010). Customer Satisfaction in the Hotel Industry. International Journal of  Marketing Studies, 2(2),
3–12.

Jasinskas, E. of  hotel service quality on the loyalty of  customersdas, Streimikiene, D., Svagzdiene, B., & Simanavicius, A.
(2016). Impact of  hotel service quality on the loyalty of  customers. Economic Research-Ekonomska Istraživanja, 29(1),
1–14. https://doi.org/10.1080/1331677X.2016.1177465.

Johan, M. R., Bahar, N., Yan, L. M., Hwei, L., Faculty, P., Science, I., … Lumpur, K. (2014). Factors Affecting Customer
Loyalty Towards Airlines Industry in Malaysia: An Exploratory Analysis. Institute of  Interdisciplinary Business Research,
6(6), 12–23.

Kandampully, J. (1998). Service quality to service loyalty: A relationship which goes beyond customer services. Total
Quality Management, 9(6), 431–443. https://doi.org/10.1080/0954412988370.

Kandampully, J., & Hu, H.-H. (2007). Do hoteliers need to manage image to retain loyal customers? International Journal of
Contemporary Hospitality Management, 19(6), 435–443. https://doi.org/http://dx.doi.org/10.1108/09596110710775101.

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry/ : The role of  customer satisfaction and
image. International Journal of  Contemporary Hospitality Management, 12(6), 346–351. https://doi.org/10.1108/
09596110010342559.

Kandampully Jay and Zhang Tingting. (2015). Customer loyalty: a review and future directions with a special focus on the
hospitality industry. International Journal of  Contemporary Hospitality Management, 27(3), 379–414. https://doi.org/http:/
/dx.doi.org/10.1108/JEIM-07-2014-0077.

Karim, R. Al. (2014). Customer satisfaction on service quality in private commercial banking sector in Bangladesh. British
Journal of  Marketing Studies, 2(2), 1–11.

Kim, S.-B., & Kim, D.-Y. (2016). The influence of  corporate social responsibility, ability, reputation, and transparency on
hotel customer loyalty in the U.S.: a gender-based approach. Journal of  Sustainability and Social Responsibility, 5(1), 1–17.
https://doi.org/10.1186/s40064-016-3220-3.

Ladipo, P. K. A., Rahim, A. G., Oguntoyibo, C. A., & Okikiola, I. O. (2016). Market Orientation and Business Performance/
: a Study of  Interrelationships and Effects in a Small sized Hotels within Lagos State Metropolis. Academic Journal of
Economic Studies, 2(4), 98–119.

Lewis, B. R., & Mitchell, V. W. (1990). Defining and Measuring the Quality of  Customer Service. Markting Intelligence &
Plan, 8(6), 11–17. https://doi.org/10.1108/EUM0000000001086.

Manzuma-ndaaba, M., & Harada, Y. (2014). Challenges to Growth in Tourism Industry of  a Developing Country/ : The
Case of  Nigeria. Asian Social Science, 10(19), 282–290. https://doi.org/10.5539/ass.v10n19p282.



157 International Journal of Economic Research

Do Customer Satisfaction and Service Quality Predict Loyalty in Nigerian Hospitality Industry?

Mey, L. P., Akbar, A. K., & Fie, D. Y. G. (2006). Measuring Service Quality and Customer Satisfaction of  the Hotels in
Malaysia: Malaysian, Asian and Non-Asian Hotel Guests. Journal of  Hospitality and Tourism Management, 13(2), 144–
160. https://doi.org/10.1375/jhtm.13.2.144.

Nesset, E., & Helgesen, Ø. (2009). Modelling and Managing Student Loyalty: A Study of  a Norwegian University College.
Scandinavian Journal of  Educational Research, 53(4), 327–345. https://doi.org/10.1080/00313830903043117.

Nwokorie, E. C. (2016). Service recovery strategies and customer loyalty in selected hotels in Lagos State , Nigeria, 4(May),
1–8.

Nwosu, B. (2016). A review of  the hotel industry in Nigeria: size, structure, and issues. Worldwide Hospitality and Tourism
Themes, 8(2), 117–133. Retrieved from http://dx.doi.org/10.1108/17554211211198598%5Cnhttp://

Nwosu, B., & Ward, T. (2016). The way forward: human capital development in the hotel industry in Nigeria. Worldwide
Hospitality and Tourism Themes, 8(2), 235–240. https://doi.org/10.1108/09574090910954864.

Ogechi, A. (2016). Human capital development in the hospitality industry in Nigeria. Worldwide Hospitality and Tourism
Themes, 8(2), 149–157. https://doi.org/10.1108/09574090910954864.

Oliver, R. L. (1980). A cognitive model of  the antecedents and consequences of  satisfaction decisions. Journal of  Marketing
Research, 17(4), 460–470. https://doi.org/10.2307/3150499.

Opara, B., & Nwulu, S. (2016). The Nigeria Hospitality Industry Experience on Customer Relationship Management and
Marketing Effectiveness. Advances in Social Sciences Research Journal, 3(2), 1–8.

Oyner, O., & Korelina, A. (2016). “The influence of  customer engagement in value co-creation on customer satisfaction
Searching for new forms of  co-creation in the Russian hotel industry .” Worldwide Hospitality and Tourism Themes, 8(3),
327–345. https://doi.org/http://dx.doi.org/10.1108/MRR-09-2015-0216.

Parasuraman, A., Zeithaml Valarie, A. and B. L. L. (1988). SERVQUAL: a multiple item scale for measuring consumer
perceptions of  service quality. Journal of  Retailing, 64(1), 12–40.

Parasuraman, A., Zeithaml, V., & Berry, L. (1985). Conceptual model of  service quality and its implications for future
research. Journal of  Marketing, 49(4), 41–50. https://doi.org/10.1016/S0148-2963(99)00084-3.

Peter, O. A. (2014). The Effect of  Interpersonal Relationship on Marketing Performance in the Nigerian Hotel Industry.
International Journal of  Business and Social Science, 5(2), 206–217.

Pizam, A., Shapoval, V., & Ellis, T. (2016). Customer satisfaction and its measurement in hospitality enterprises: a revisit
and update. International Journal of  Contemporary Hospitality Management, 28(1), 2–35. Retrieved from http://
www.jstor.org/stable/3172866?origin=crossref

Rai, A. K., & Medha, S. (2013). The Antecedents of  Customer Loyalty: An Empirical Investigation in Life Insurance
Context. Journal of  Competitiveness, 5(2), 139–163. https://doi.org/10.7441/joc.2013.02.10.

Reichheld, F.F. & Sasser, W. E. (1990). Module1_3_Zero_Defections_-Quality_Comes_to_Services.

Rosa, N. B., & Hastings, S. O. (2016). “texting in their pockets”: Millennials and rule violations in the hospitality industry.
Journal of  Hospitality and Tourism Management, 29, 33–40. https://doi.org/10.1016/j.jhtm.2016.06.002.

Santos, J. (2003). E-service quality: a model of  virtual service quality dimensions. Managing Service Quality, 13(3), 233–246.
https://doi.org/10.1108/09604520310476490.

Shoemaker, S., & Lewis, R. C. (1999). Customer loyalty/ : the future of  hospitality marketing. International Journal of
Hospitality Management, 18, 345–370.

Watson, G. F., Beck, J. T., Henderson, C. M., & Palmatier, R. W. (2015). Building, measuring, and profiting from
customer loyalty. Journal of  the Academy of  Marketing Science, 43(6), 790–825. https://doi.org/10.1007/s11747-015-
0439-4.

Worsfold, K., Fisher, R., And, M. R. M., & Andrew, T. (2016). Satisfaction, value and intention to return in hotels.
Intenational Journal of  Contemporary Hospitality Management, 28(11). https://doi.org/http://dx.doi.org/10.1108/MRR-
09-2015-0216.



International Journal of Economic Research 158

Muhammad Sani Gawuna, Maria Abdul Rahman, Mohd Hakimi bin Abdul Rahman and Mona Fairuz Ramli

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral Consequences of  Service Quality. The Journal of
Marketing, 60(2), 31–46. https://doi.org/10.2307/1251929.

Zhang, T. (Christina), Kandampully, J., & Anil, B. (2015). Motivations for customer engagement in online co-innovation
communities (OCCs): A concepyual framework. Journal of  Hospitality and Tourism Technology, 6(3), 311–328. https://
doi.org/http://dx.doi.org/10.1108/JEIM-07-2014-0077.




