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CHAPTER ONE

INTRODUCTION

1.0 Introduction
This chapter comprises of the background of the study, statement of the problem, objectives of
the study, research questions, scope of the study and significance of the study and the conceptual

framework.

1.1 Background of the study

Customer satisfaction is the outcome of customer’s perception of the value received in a
transaction or relationship, where value equals perceived service quality, compared to the value
expected from transactions or relationships with competing vendors (Ntimane & Tichaawa,
2017). According to (Agatep & Villalobos, 2021). Staff attitude is the positive or negative
display of motivation a staff shows. It can be displayed toward individual job duties, products or
services, coworkers or management, or the organization as a whole in the workplace by

providing their clients with the ambience, food, and room quality (Butler et al., 2023).

In Spain, Spanish Customer Satisfaction Index (SCSI2022) (Malik et al., 2022) over the previous
year’s customer satisfaction increased by 8.8%, the country witnessed 8.5% increased tourist
arrivals over the previous year, 2019 (WTTC2020) the number of guests who travelled to Spain
all over the world increased and this was particularly evident in October 2019, there were
41,854,450 tourists from all over the world, an increase of 29.38% compared to last year. While
in 2019, the revenue of the three-to —five-star hotels in Spain (Bupu et al., 2023) which includes
luxury hotels, increased by 18.8%, and the Spanish government aims to reach 100 million
tourists by 2040 (UNWTO,2022). A case of Hotel Albacete in Madrid recognized a great
customer satisfaction and increased tourist arrivals in form of good hotel repeated patronage of
21% of guests. In 2019 it had about 300,000 visitors (WTTC 2019). Similarly, the reports of
(IFSTA 2022) at Muraless art Luxury hotel (2022) in Barcelona, the country witnessed an 18%
increase in customer satisfaction over the previous years. Customer satisfaction is attributed to
guest loyalty as a good management style and quality product, service reliability and automation
of services in hotels (SCS12022).
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