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ABSTRACT 
The study intended to establish the relationship between Customer care and organisational 
performance of selected tour and travel companies in Kampala, Uganda. it was guided by the 
following objectives; (a) To determine the profile of the respondent (b) to determine how 
communication influences the organizational performance; (c) to examine how time taken by 
customers before being served influences organizational performance; (d) To determine how 
staff etiquette influences the organizational performance (e) To examine the extent to which 
customer care training influences organizational performance of selected Tour and Travel 
Companies. Descriptive correlational and cross-sectional designs were used. Data analysis was 
done using frequencies, percentages, means, and Pearson linear correlation coefficiency 
(PLCC). The data collection methods were questionnaires interview guide and document 
analysis. The findings indicated that most respondents were male with (54%), ranged 
between 20-39 years of age with (66%), over (50%) had bachelors' in education and majority 
(60%) had a length of experience between 6-10 years. Regarding Customer Care the findings 
reveals that, four constructs were measured and rated as follows; Customer involvement 
(average mean= 3.06), Innovativeness (average mean= 2.95), Adaptability (average mean= 
3.01), Mission (average mean= 3.09) with an overall mean of 3.027. On organisational 
Performance (n=lOO), the findings indicate that four constructs were measured and rated as 
follows; Financial performance (Average mean=3.01), Market performance (Average 
mean=2.94), shareholder return (Average mean=2.93), Services provided (Average 
mean=3.03), with an overall Mean=2.98. It was recommended that, realize that your people 
will treat your customer the way they are treated; go the extra mile, give customers the 
benefit of the doubt. If a customer makes a request for something special, do everything you 
can to say yes; Set meaningful, attainable expectations aligned with the mission and broad 
objectives of your programs; be clear about employee expectations, and explain any 
measurements used; seek out employees' ideas to develop appropriate critical elements or 
outcomes that support your work and lead to the achievement of organizational goals; provide 
employee access to the necessary tools, resources, and environment supportive of 
performance enhancement; assess and communicate progress regarding performance. 
Credible, constructive feedback includes timely, specific references to predefined targets and 
goals; Provide for coaching, mentoring, and the active pursuit of new knowledge, using 
traditional and innovative means to enhance learning, optimize employee strength, and 
address areas targeted for improvement. Provide employees with mid-year progress review 
and final evaluation feedback, demonstrate appreciation of employee performance and 
recognition, Communicate clear goals and expectations to your employees; the majority of 
employees want to be a part of a compelling future, want to know what is most important at 
work and what excellence looks like. Share information and numbers; be open-minded and 
encourage them to express their ideas and perspectives without criticism. This means putting 
into practice everything you have learned about effective listening. Address their concerns in 
the best way you can. Actively promote organizational effectiveness, reputation, values and 
ethics; It is imperative that the employee knows exactly what is expected of his or her 
performance. Describe exactly what you're looking for from the employee and exactly how 
you will evaluate the performance. Make sure that you also share the performance format 
with the employee so she is not surprised at the end of the performance review time period. 
Share with the employee how your organization will assess performance; avoid the horns and 
halo effect in which everything discussed in the meeting involves positive and negative recent 
events. Jot notes with key points of feedback. Let staff tell their own stories; build 
engagement; provide constant feedback on the positives; Delegate; demonstrates your trust 
in them to do the job correctly and increases their ownership of the task. 
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CHAPTER ONE 

PROBlEM AND IT'S SCOPE 

1.1 Background of the study 

Uganda Tourism began in earnest in the 1950s with the gazetting of 

Queen Elizabeth National Park, Murchison Falls National Park and Kidepo 

National Park. The principal attractions were the superabundance of animals and 

the incredible diversity of scenery. 

By the 1970s, we had hundreds of thousands of holidaymakers flooding into the 

country. In those days Uganda was an integral part of the famous East African 

Tourist Circuit, which also covered Kenya and Tanzania. During the 1960s 

Uganda Tourism was the third largest foreign exchange earner in the country, 

after the traditional cash crops cotton and coffee, grossing up to US$ 19 million 

in 1970. 

The sector as with other sectors of the economy, however, suffered 

tremendously from the years of political turmoil in the period 1970 to 1986. This 

period saw a major deterioration in the services offered by hotels, neglect of 

game parks and reserves in addition to the incessant political turmoil, a deterrent 

to Uganda Tourism (Brown, et a/2001). 

Today, animal populations are no longer what they were but these have shown a 

remarkable recovery rate. Though still not as highly competitive in the market 

segment catering to the Long Haul tourists seeking the "big five",Uganda has 

repositioned itself to focus on new markets and attractions. This strategy is being 

coordinated by the Ministry of Tourism, Trade and Industry and implemented by 

Uganda Tourist Board. As part of the regional cooperation efforts through the 

East African Cooperation, players in the sector have also launched efforts to 

market the region to enable tourists benefit from the biodiversity offered by each 

of the three countries (Castro, eta!., 2007). 

The Uganda Tourism focus in recent years has been the rare mountain gorilla. 

The success of these tourism initiatives have caused the Demand for Gorilla 

viewing permits to significantly exceed supply. Uganda is now moving away from 
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over reliance on the mountain gorillas in order to hedge the tourism industry 

from political factors such as was the case with the 1999 Bwindi Massacre. 

The Uganda Tourist Board with assistance from the European Union have 

identified the following new Uganda tourist products: Avi-tourism (bird 

watching), Sport fishing, Boating, Primate tracking (Gorillas, Chimps and others), 

Game Viewing, Walking and trekking, Mountaineering and White water rafting 

Uganda National Parks; Uganda's wildlife is concentrated in its protected areas, 

categorized as , National Parks, Wildlife Reserves, and Forest Reserves. These 

areas are Conserved and managed by the Uganda Wildlife Authority (UWA) 

under the Ministry of Tourism, Trade and Industry and the Uganda Forestry 

Department under the Ministry of Natural Resources. Uganda has 10 established 

National Parks where you can enjoy the African wilderness. 

tourist attraction centres like Murchison Falls National Park; Queen Elizabeth 

National Park; Bwindi Impenetrable Forest National Park; Mgahinga Gorilla 

National Park; Kibale Forest National Park; Kidepo National Park ;Mount Elgon; 

Semuliki National Park; Lake Mburo National Park; Ruwenzori Mountains National 

Park; Located on the Western Ugandan the giant forest hog and many unique 

bird species such as the Rwenzori touraco, the francolin and the olive pigeon 

(Conduit eta!., 2001). 

Health resort organisations are the providers of the most complex services, 

because they commonly act as service provider and producer of goods at the 

same time. The difficulty of this complexity shows a need to improve 

organisational effectiveness to become more competitive in the health service 

market. As in many other private and public service organisations, competitive 

advantage is strongly attached to and dependent upon customer satisfaction. 

Customers and consumers put high pressure on service organisations to provide 

and deliver a cheap, innovative and high quality service. They develop new 

needs and expectations which directly push service organisations to compete and 

strengthen their capability to satisfy the customer. These rapid changes are 

happening due to development of the information society. The customer is well-
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informed, goal-oriented and wants to participate actively in the process of 

creation and consummation of the service to expand the field of his satisfaction. 

Moreover, new customers have access to similar services at the same time and a 

possibility to benchmark the service of one provider to the services of other 

providers. Bellou (2007) estimates that the new customer has the power to 

decide which organisation will survive and which organisation will eventually 

cease to exist. Such a competitive environment pushes service organisations to 

search for new and innovative ways to satisfy customers as well as new factors 

of organisational effectiveness. It is of the utmost importance that an 

organisation understand its competitive advantages and its position in the market 

based on a clear mission. It is not enough to provide a customer with a 

contracted service. Service organisations deliver service timely and effectively 

accompanied with feelings of comfort and joy, and the possibility of customer 

inclusion in the service that he or she wants to buy. These new demands can be 

fulfilled when a service organisation has a customer oriented organisational 

culture, which is in a constant flux of innovation. 

The aim of our study is to gain insight into the relationship between 

organisational effectiveness and customer satisfaction from the employee and 

the customer point of view in two health resort service organisations. The study 

tries to reveal how existing organisational effectiveness in these two 

organisations shapes the organisation and its ability to emphasise customer 

needs and priorities (Heiser, McQuitty and Stratemeyer, 2005). 

Uganda is a comparative newcomer to today's international tourism scene, which 

has benefited both the country's natural environment and the tourism experience 

it offers. we have avoided the trap of courting the mass market and have 

instead followed the path of eco-tourism. This approach has ensured that 

growth in the visitor numbers is sustainable and that industry development is not 

detrimental our natural environment and local culture. Uganda boasts of some 

the most stunning scenery on the continent from shimmering lakes, lofty 

mountains, mysterious forests and game parks teeming with game. National 
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parks contain a wide range of habitats, while the private sector is setting up new 

safari lodges, sympathetically built to blend in with the surrounding scenery. The 

Ugandan people are traditionally hospitable. Our population is united in providing 

a warm welcome to foreign guests. You will find that even in the smallest of 

villages local people will go out of their way to make you feel at home. 

1.2 Statement of the Problem. 

Although, tour and travel operators typically combines tour and travel 

components to create a holiday, The travel agency management system should 

be able to centralize data and real-time to allow uploads of tour files for 

immediate viewing, real-time information across whole company, branches and 

even with external agents, also allowing front desk staffs to disseminate 

information accurately. Should business operations be your main challenge, then 

the system should integrate with back-end system including but not limited to 

payroll, time attendance system, e-leave management system, billing, accounting 

and financial implementation, customer relationship management and loyalty 

programs to name a few. There are travel agencies which are still managing 

travels and tour packages manually. Too many papers are wasted daily to check 

on tours and collaboration among departments in the travel agencies is difficult. 

Walk in to a typical travel agency and you see stack of papers on the shelf with 

all tour itineraries, some may even be outdated. If you are lucky enough, you get 

a good pricing for your tour because the travel agency did not update the pricing 

or tours on a real-time basis. Main challenges for travel agencies include 

business operations, castings and employee management. - Break-down in 

communications among departments and difficulty to communicate among 

branches. Tremendous amount of papers used and wasteful printings for travel 

packages and itineraries - incurring extra overheads- Employees need to work 

extra hours to complete checkings and coordination manually - incurring extra 

employees wages - Communications using traditional methods including faxes, 

scans, phone calls and land lines incurring additional costs. Fraud of employees 

punching cards for each other, making losses for extra overtime payments-
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Leaves are managed manually without accuracy and often miscalculated

Additional employees needed every end of month to calculate working hours to 

compute payroll. Customers will normally pay for a tour with many different 

methods so a travel agency solution should allow multiple payment types 

including by cash, cheque, direct transfer, credit card or tele transfer. The 

recession: This is undoubtedly squeezing consumer spending and while things 

have been tough for some time. Access to, and the cost of, finance - another 

headache: Because of the seasonal nature of travel, firms need effective financial 

markets to access capital at reasonable rates when they need it. They also need 

to have ways of protecting consumer money and in times of shrinking confidence 

in the banking sector and lack of finance availability the pressure on travel firms 

is mounting. For international expansion to work, operators will need to identify 

strong partners and work closely with them. performance is in a jeopardy. 

It is against this background therefore, that this study will be undertaken to 

examine the Customer care and organisational performance of selected tour and 

travel companies. 

1.3 Purpose of the Study 

The purpose of the study was to test the relevant hypotheses, identify the 

strength and weakness of the respondents in relations to customer care and 

organisational performance, review literature and identify gaps therein, validate 

theory in context of the study and generate new information. 

1.4 Research Objectives 

1.4.1 General objective 

The general objective of this study was to examine the Customer care and 

organisational performance of selected tour and travel companies In Kampala by 

modifying previous customer care strategies. The underlying assumption will be 

that tour and travel companies' customer care is significant factor in positive or 

negative determination of customer perceptions of the tour and travel 

companies' quality. This comparison was helpful to the tour and travel firms 
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seeking opportunities in overseas markets, assisting them in developing 

appropriate strategies based on the results 

1.4.2 Specific objectives; 

(i) To determine the profile of the respondent in terms of, age, gender, 
education qualification, experience and position held. 

(ii) To determine how communication influences the organizational 
performance; 

(iii)To examine how time taken by customers before being served influences 
organizational performance; 

(iv)To determine how staff etiquette influences the organizational performance 

(v) To examine the extent to which customer care training influences 
organizational performance of selected Tour and Travel Companies. 

1.5 Research questions 

(i) What is the profile of the respondent in terms of, age, gender, education 
qualification, experience and position held. 

(ii) How communication influences the organizational performance; 

(iii) How time taken by customers before being served influences organizational 
performance; 

(iv) How does staff etiquette influences the organizational performance and 

(v) What is the extent to which customer care training influences organizational 
performance of selected Tour and Travel Companies? 

1.6 Hypothesis 

There is no significant relationship between the extent of Customer care and 

organisational performance of selected tour and travel companies. 

1.7 Scope of the Study 

1.7.1 Geographical Scope 

The study was carried out in Kampala central district which is one of the five 

administrative divisions of Kampala, the capital of Uganda, and the largest city in 

the country. Makindye division is in the southeastern corner of the city, bordering 
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Wakiso District to the south and west. The eastern boundary of the division is 

Murchison Bay, a part of Lake Victoria. Nakawa Division lies to the northeast of 

Makindye Division. Kampala Central Division lies to the north and Lubaga Division 

lies to the northwest. The coordinates of Makindye Division are:0°17'00.0"N, 

32°35'00.0"E (Latitude:0.283334; Longitude:32.583334). Makindye, where the 

divisional headquarters are located, sits approximately 6 kilometres (3.7 mi), by 

road, southeast of Kampala's Central business district (Ikwap, 2013) 

1.7.2 Theoretical Scope 

This study was based on The expectancy disconfirmation theory of Anderson 

(2014) it suggests that consumers form satisfaction judgments by evaluating 

actual product/service. The heart of the satisfaction process is the comparison of 

what was expected with the product or service's performance -this process has 

traditionally been described as the 'confirmation 1 disconfirmation' process. First, 

customers would form expectations prior to purchasing a product or service. 

Second, consumption of or experience with the product or service produces a 

level of perceived quality that is influenced by expectations. If perceived 

performance is only slightly less than expected performance, assimilation will 

occur, perceived performance will be adjusted upward to equal expectations. If 

perceived performance lags expectations substantially, contrast will occur, and 

the shortfall in the perceived performance will be exaggerated 

1.7.3 content scope 

The study was confined to the Customer care in terms of Customer involvement, 

Innovativeness, Adaptability Mission and Organisational Performance in terms of; 

Financial performance; Market performance; shareholder return; Services 

provided 

1.6.3 Time Scope 

The study was conducted within seven (7) month. It started with writing Report 

followed by data collection, analysis and interpretation, submission of the final 

Report, between Febraury, 2015 and August, 2015. 
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1.8 Significance of the Study 

The findings of this study will be important to business, simply put, the elements 

of a total rewards program constitute all the things a business uses to attract 

employees, including salary, bonuses, incentive pay, benefits and employee 

growth opportunities such as professional development and additional training. 

The findings of this study will be also vital to organisations in order to monitor 

employees' performance, motivate staff and improve company morale since 

financial rewards and cash bonuses are advantageous to personnel because 

managers have the opportunity to retain their workers, allowing them to keep 

experienced taskforce, and providing employees with a degree of stability and 

familiarity. 

The findings of this study to the general public will be crucial, they streamline the 

fact that customer care programs will be evident if the managers are not 

adequately trained to monitor, interview and grade their staff. Grading that does 

not accurately reflect the employee's organisational performance could land a 

company in hot water, as performance evaluations often are used as evidence in 

wrongful termination cases. 

To stakeholders the findings of this study will be vital in a way that, cash rewards 

are expedient to customers because they can use the extra income to settle their 

bills and even start their own projects. According to recent studies, most people 

usually spend more money than they make each year. This shows you that 

personal income for most folks is not enough to cover basic necessities. 

Therefore, providing cash bonuses to employees offers tangible benefits and can 

boost their performance. 

Policy makers, the findings gives an insight that your employees with cash 

bonuses can demonstrate to them that you value their work as well as their 

contribution to the business. Although gratitude and praise are great motivating 
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factors, a raise is a tangible expression of appreciation. Employees will work 

harder in the hopes of receiving financial rewards. 

1.9 Key Operational Terms 

Customer care refer to the activity of looking after customers and helping them 

with any complaints or problems 

Customer satisfaction; Customer satisfaction is an organization's ability to 

attract and retain customers and to improve customer relationship over time. It 

is often seen as the satisfaction with an organization's products or services. 

Customer service means dealing with a variety of people and demands, the 

ability to adjust to the situation and the individual is an important job 

requirement. 

Organizational performance refers to the three specific areas of firm 

outcomes ; financial performance; market performance; and shareholder return . 

Organizational effectiveness is broader and captures organizational 

performance plus the plethora of internal performance outcomes normally 

associated with more efficient or effective operations and other external 

measures that relate to considerations that are broader than those simply 

associated with economic valuation, such as reputation. 

Customer involvement refers to ways which customers become part of the 

process and the extent of their participation. 
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1.10 Conceptual Framework 

Figure 1: Conceptual Framework 
Organisational 

Customer care Performance 

j 
Financial 

• Customer performance 
involvement, 

• Innovativeness, 
Market • attention to 

details 
performance 

• Adaptability 
Regulations Shareholder • Mission and 

communication 
return 

skills 
• Job motivation Services 

provided 

Source: Filed study (2015) 

Figure 1. illustration above relationship between Customer care in terms of 

Customer involvement, Innovativeness, Adaptability Mission and Organisational 

Performance in terms of; Financial performance; Market performance; 

shareholder return; Services provided. For over a decade, researchers have 

advocated that organizations view service customers as "partial" employees (e.g. 

Bowen, 1986; Mills and Morris, 1986; Mills, Chase and Margulies, 1983). This 

perception expands the boundaries of the service organization to incorporate 

service recipients as temporary members or participants. It recognizes that 

customers contribute inputs, much like employees, which impact the 

organization's productivity both via the quantity and quality of those inputs and 

the resulting quality of output generated (Mills et a!., 1983). For example, in 

contributing information and effort in the diagnoses of their ailments, patients of 

a healthcare organization are part of the service production process. If they 

provide accurate information in a timely fashion, physicians will be more efficient 
10 



and accurate in their diagnoses. Thus, the quality of the information patients 

provide can ultimately affect the quality of the outcome. Furthermore, in most 

cases, if patients follow their physician's advice, they will be less likely to return 

for follow-up treatment, further increasing the healthcare organization's 

productivity. 

Customer participation in service production raises a number of issues for 

organizations. Because customers can influence both the quality and quantity of 

production, some experts believe that the delivery system should be isolated as 

much as possible from customer inputs in order to reduce the uncertainty 

customers can bring into the production process. This view reasons that the less 

direct contact there is between the customer and the service production system, 

the greater the potential for the system to operate at peak efficiency (e.g. 

Chase, 1978). The introduction of ATM machines and automated customer 

service telephone lines in the banking industry are both examples of ways to 

reduce direct customer contact in that industry, resulting in greater efficiencies 

and reduced costs. 

Other experts believe that services can be delivered most efficiently if customers 

truly are viewed as partial employees and their participative roles are designed to 

maximize their contributions to the service creation process. 

The logic in this case is that organizational productivity can be increased if 

customers learn to perform service-related activities more effectively (Mills et al 

., 1983). The extreme case would be full self-service where the customer 

produces the service for him or herself with very little intervention or support 

from the organization's employees. This case is similar to Bateson's (1983) "full 

participator" group uncovered in his empirical study of the self-service customer. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Concepts, Opinions, Ideas from Authors and Experts 

It measures future customer expectations and quality measures what the 

customer should expect from the service in the future, which is a more abstract 

category. The outcome of both measures is the relation between expectations 

and performance (Bolton and Drew 1991; Parasuraman; Zeithaml, and Berry 

1988). Empirical analysis has shown that, not only are the actions of employees 

fundamental for a high-quality delivery of service, but also that their morale 

influences consumer satisfaction (Schneider and Bowen, 1993). 

Based on intensive research through time, two types of customer satisfaction 

definitions have emerged (Hasmi, eta!., 2007). The first type defines customer 

satisfaction as an outcome of a buying experience (Westbrook and Reilly, 1983). 

The second type of definition defines customer satisfaction as a benchmark 

between the real purchase and the purchase expectations of the customer (Hunt, 

1977). 

Customer involvement refers to ways which customers become part of the 

process and the extent of their participation. This is particularly important if your 

business involves a high level of customer contact. For example, in order to fill 

orders accurately and efficiently, Starbucks trains its counter clerks to call out 

orders to beverage makers in a particular sequence. It is even better when 

customers themselves can do so. Starbucks attempts to teach customers it's 

ordering protocol. First, it provides a "guide-to-ordering pamphlet" for customers 

to look over. Second, it trains clerks to repeat the order in the correct sequence 

for the beverage makers, which may not be how the customer presented it. This 

process not only makes it easier for the beverage makers, but also indirectly 

"trains" the customers in how to place their orders (Adde Jong, eta!,. 2005). 
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However, customer involvement is not always the best option as there are 

disadvantages commonly associated with it. For example, allowing customers to 

play an active role in a service process can be disruptive thereby making the 

process Jess efficient. Further, if the customer is physically present and is expects 

prompt delivery, managing the timing and volume of customer demands can be 

very difficult and challenging. Quality measurement also becomes more difficult 

to manage, for example, exposing your facilities and staff to the customer may 

either have negative or positive quality implications. Additionally, customer 

involvement in processes can also mean greater expenses for your business as 

you will require employees with greater interpersonal skills and possibly consider 

revising your facility layout. However, despite these possible disadvantages, the 

advantages of a more customer-focused process might increase the netvalue to 

your customer. Some customers seek active participation in and control over the 

service process, particularly if they will enjoy savings in both price and time. It is 

your job to assess whether the advantages outweigh disadvantages, judging 

them in terms of the competitive priorities and customer satisfaction. More 

customer involvement can mean better quality, faster delivery, greater flexibility, 

and even lower cost. Self-service is the choice for many retailers, such as 

supermarkets, petrol stations and bank services. Customer involvement can also 

help coordinate across the supply chain. For example, emerging technologies 

now allow companies to actively communicate with customers and make them 

partners in creating value and forecasting future demand. 

Service experiences are the outcomes of interactions between organizations, 

related systems/processes, service employees and customers. Considerable 

research in marketing and management has examined customer satisfaction with 

service experiences (Arnold and Price, 1993; Bitner, Booms and Mohr, 1994; 

Bitner, Booms and Tetreault, 1990; Keaveney, 1995; Ostrom and Iacobucci, 

1995; Surprenant and Solomon, 1987; Zeithaml, Parasuraman and Berry, 1990). 
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Predominantly, the research has focused on the roles of service processes, 

employees and tangibles in creating quality service experiences for customers. 

However, in many services customers themselves have vital roles to play in 

creating service outcomes and ultimately enhancing or detracting from their own 

satisfaction and the value received. This is true whether the customer is an end 

consumer or a business (for example, organizations purchasing maintenance, 

insurance, computer consulting or training services). In all of these examples, 

customers themselves participate at some level in creating the service and 

ensuring their own satisfaction (Ambro, 2004). 

In some cases, all that is required is the customer's physical presence (low level 

of participation), with the employees of the firm doing all of the service 

production work, as in the case of a symphony concert. Symphony-goers must 

be present to receive the entertainment service, but little else is required once 

they are seated (Detert, et a!. 2000). In a business-to-business context, 

examples of services that require little participation are less common. 

Customer satisfaction is an organization's ability to attract and retain customers 

and to improve customer relationship over time. It is often seen as the 

satisfaction with an organization's products or services. Furthermore, it is 

considered to be the key to success and long-term competitiveness. The 

knowledge of customer satisfaction is the source for the fulfilment of customer 

expectations, the informed source for gaining their retention and the source for 

studying organizational effectiveness in the process of service delivery. An 

organization can decide on the actions required to meet customer needs if it 

understands perceptions. Furthermore, it can identify its own strengths and 

weaknesses and chart out the strategy of future progress and improvement of 

the work practices and processes used within the organization. 

Customer satisfaction is a hardly universal category because its meaning is based 

on circumstances and different points of view and is the outcome of individual 
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customer judgement. Researchers of customer satisfaction have developed 

different concepts and different views of organizational performance outcome. 

Wilson (2002) argues that customer satisfaction is ambiguous and complex in 

nature, and it often consists of various components that are measured with 

different methods under different conditions. Edvardsson (1996) argues that 

customer satisfaction is an individual category since the customer tacitly 

understands it in his own unique way. This means that customer satisfaction can 

be understood as a web of psychological, social and physical variables, which 

correlate with the notion of a satisfied customer (Anderson, eta!., 1997). 

Parasuraman, Zeithaml and Berry, (1988) and O'Neill in Palmer (2004) see 

customer satisfaction as a cognitive construct and as a psychological state. 

Anderson, Fornell, and Lehman (1994) argue that customer satisfaction is 

primarily an emotional state and the outcome of the long-term relationship 

between customers and service providers. Ning-jun Zhang et al (2007) show that 

the emotional dependency of employees fosters their efforts to satisfy 

customers. Parasuraman, Zeithaml & Berry (1988) relate customer satisfaction to 

qualitative and quantitative elements of the service and see it as a relation 

between customer satisfaction, service performance, and perceived customer 

service performance expectations (Oliver, 1997). 

Zeithaml & Bitner (2000) propose a simpler definition of customer satisfaction 

based on the degree of customer needs and expectation satisfaction, which 

directly impacts the degree of customer dissatisfaction. Customer satisfaction 

measures future customer expectations and quality measures what the customer 

should expect from the service in the future, which is a more abstract category. 

The outcome of both measures is the relation between expectations and 

performance (Bolton and Drew 1991; Parasuraman; Zeithaml, and Berry 1988). 

Empirical analysis has shown that, not only are the actions of employees 

fundamental for a high-quality delivery of service, but also that their morale 

influences consumer satisfaction (Schneider and Bowen, 1993). 
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Based on intensive research through time, two types of customer satisfaction 

definitions have emerged. The first type defines customer satisfaction as an 

outcome of a buying experience (Westbrook and Reilly, 1983). The second type 

of definition defines customer satisfaction as a benchmark between the real 

purchase and the purchase expectations of the customer (Hunt, 1977). Despite 

its complexity, customers do not have any problems with the definition of 

satisfaction even if it is not deliberately explained (Gupta and Zeithaml, 2007). 

This is the reason it is so important that the management of a service 

organization primarily sees the customer's point of view of the organisation's 

strength that results in delivering the service that fulfils the customer's social, 

personal and physical expectations regarding service quality. Service 

organizations must consider customer satisfaction as a key leverage point to 

differentiate themselves from other organisations (Gillespie eta!, 2007). 

Customer satisfaction is the outcome of his or her needs and expectations which 

influence the interaction with service providers and other customers. The quality 

of this interaction impacts customer decisions to repurchase the service, his 

retention and the intention of the customer to recommend to other potential 

customers and finally to pass on useful information about the service quality and 

delivery. Customer satisfaction is related to different ways of interacting with the 

environment. A positive recommendation is a social interaction, which is 

positively related to customer retention, reduces transaction costs and increases 

long-term profitability (Jamieson, 1994, Mackey, 2005). Word of mouth has great 

communication power because it is a direct transmission of customer satisfaction 

to other potential customers. Weinberger, Allen and Dillon (1981) and Herr et al 

(1991), are convinced that word of mouth is more important than information 

about service generated by marketing activities. The communication power of 

word of mouth is manifested when the service provider fails to meet the 

complaints of the customer or his reactions are not congruent with the customer 
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demands. The highest importance of word of mouth is when customer reaction 

to the service provider is negative (Richins, 1983). 

The result of negative perceptions is a dissatisfied customer, who rarely decides 

to repurchase the service from the same provider (Newman and Werbel, 1973). 

The worst case is when a customer refuses to buy another service from the 

same provider (Fitzgibbon and White, 2007). Word of mouth is closely related to 

the customer intentions to repurchase the service (Gupta and Zeithaml, 2007). 

Customers can actually be involved in co-creating the service (high level of 

participation). For such services, customers have essential production roles that, 

if not fulfilled, will affect the nature of the service outcome. All forms of 

education, training and health maintenance fit this profile. Unless the customer 

does something, the service provider cannot effectively deliver the service 

outcome (Anderson, eta!., 1994). 

Similarly, an organization seeking training services for its employees will need to 

help define the nature of the training, identify the right employees for the 

training, provide incentives for them to learn and facilitate their use of the 

training on the job. If the organization does not do this, it and the employees 

involved will not receive the full benefits of the service (Jung, eta!., 2003). 

2.2 Organisational performance 

Organizations, whose cultures are not strongly customer and service 

oriented, have little chance to succeed. Service organisations must be constantly 

open to the suggestions, needs and expectations of the customer and open 

enough to make space for the active participation of the customer in this 

process. By focusing on the system as a whole, organizations may be better able 

to satisfy their customers, but in the process also identify areas in need of 

improvement with respect to their mission, the interaction among employees, 

and the systems and structures that encourage efficient operations (Denison, 

1990). 
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Past and recent empirical studies link organizational and customer satisfaction 

that address service delivery and customer satisfaction, but these relations are 

more or less theoretical or indirect (Gupta et al., 2005). De Tienne and Holland 

(2007) relate customer satisfaction to organizational culture by defining it as a 

consistent, adaptable and qualified process of customer needs satisfaction. 

Recently, Gillespie et al (2008) showed that organisational culture is a unique 

phenomenon that must be researched and used as an effectiveness indicator in 

the environment where a service organisation usually operates. Their recent 

research in two different organisations on the regional markets of a residential 

home-building company and automobile dealership show a significant 

relationship between organizational culture and customer satisfaction. 

Bellou (2007) confirmed these findings. She found that long-term customer 

satisfaction is closely related to the organisational culture which affects 

employees' eagerness to serve customers. She argues, "as a result, must be 

organisational agents shape culture in an effective way, by emphasizing 

aggressiveness, decisiveness, innovativeness and rewards but diminishing 

outcome orientation". She is convinced that the clear view of the power of the 

organizational culture by organizational agents serves to emphasize customers' 

needs and priorities (Bellou, 2007) 

Few would argue with the contention that all stakeholders have some potential 

claim to the rents arising from the activities of the firm (Freeman 1984). Viewed 

broadly, stakeholders include anyone that "can affect or is affected by the 

achievement of the organization's objectives" (Freeman, 1984). They can have 

different motivations that imply different measurement needs; for example., 

managers, employees, suppliers, customers, stockholders, governments and 

non-governmental organisations (NGOs) would all concentrate on those different 

measures of performance most directly related to their own goals (Fitzgerald and 

Storbeck 2003; Hillman and Keim 2001). Independent of whether one views the 

normative or descriptive view of stakeholder theory as relevant, or whether 

potential claims to organizational rents are legitimate, there is little doubt that, in 
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reality, an organization's management engages in an active tradeoff of 

stakeholder interests (Mitchell, Agle & Wood 1997; Blattberg, 2004). This can be 

seen both at the organizational level and the level of the country and has 

implications for the applicability of measures of performance. 

Operationally, management research has adopted a much narrower definition of 

stakeholders that focuses on a firm's economic interests and parties that risks in 

relation to them in order to narrowly define legitimate claims (Clarkson, 1995). 

This is reflected in the popularity of financial and accounting measures, which 

are closely associated with managers and shareholders, two of the highest 

legitimacy stakeholder categories (Mitchell eta!., 1997). 

A popular distinction is between 'primary' stakeholders like suppliers and 

customers who have a direct exchange relationship with the firm and 'secondary' 

stakeholders that do not (Clarkson, 2005). Relationships with primary 

stakeholders are characterized by a degree of mutual dependence, while 

secondary stakeholders have little impact on the firm (Casciaro & Piskorski, 

2005). Analyses of firm social performance indicates that meeting the wider 

interests of stakeholders with a close connection to the firm is associated with 

higher performance as measured by return on assets and earnings-per

share(Lundby, et al.,. 2001). In contrast, higher performance on dimensions of 

interest to secondary stakeholders has not translated into higher financial 

performance (Van der Laan et al., 2008). 

The nature of these measures can also be firm specific, depending on internal 

policies. For instance, cash flows, accounting numbers and stock prices produce 

different incentives for managers (Dutta & Reichelstein, 2005). The selection of 

such remuneration policies will impact the relevance of particular measures for 

staff groups. More broadly, management strategy also leads to different 

organizations placing emphasis on different aspects of their performance. For 

instance, organizations that rely heavily on debt financing would be expected to 

manage investments more in-line with the demands of these stakeholders and 

hence engage in less risky investment activity (devinney & milde, 1990). 
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A final role played by service customers is that of potential competitor. In many 

situations, customers (whether individuals or companies) have the choice of 

purchasing services in the marketplace or producing the service themselves, 

either fully or in part. Customers in a sense are competitors of the companies 

that supply the service (Subramony et a!.,. 2004). The decision whether to 

produce services for themselves (internal exchange) versus have someone 

provide the service for them (external exchange) is a common decision for 

consumers (Lusch, Brown and Brunswick, 1992). For example, a car owner who 

needs maintenance on his car can choose to do all his own maintenance, to have 

someone else do all the maintenance tasks, or to do some tasks himself while 

reserving more complex tasks for a car maintenance shop (Brown, et a/2001). 

At one extreme, the car owner does all of his own maintenance, while at the 

other he pays to have someone do everything for him. Parallel examples can be 

imagined for child care, landscaping, home maintenance, and other services 

needed by households. Bateson's (1983) "full participator", if he/she possesses 

the motivation and the needed skills, can be regarded as a prime candidate to 

engage in internal exchange and produce the service without the aid of a service 

provider. Similar internal versus external exchange decisions are made by 

organizations (Zeithaml, eta!., 2000). They find that it is advantageous to focus 

on their core businesses and leave these essential support services to others with 

greater expertise. 

2.3 Theoretical Scope 

This study was based on the expectancy disconfirmation theory of Richard L. 

Oliver (1977/1980) it argues that 'satisfaction is related to the size and direction 

of the disconfirmation experience that occurs as a result of comparing service 

performance against expectations'. Szymanski and Henard found in the meta

analysis that the disconfirmation paradigm is the best predictor of customer 

satisfaction. Ekinci et a! (2004) cites Oliver's updated definition on the 

disconfirmation theory, which states "Satisfaction is the guest's fulfilment 

response. It is a judgement that a product or service feature, or the product or 
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service itself, provided (or is providing) a pleasurable level of consumption

related fulfilment, including levels of under-or over-fulfilment" it also suggests 

that consumers form satisfaction judgments by evaluating actual product/service. 

The heart of the satisfaction process is the comparison of what was expected 

with the product or service's performance -this process has traditionally been 

described as the 'confirmation I disconfirmation' process. First, customers would 

form expectations prior to purchasing a product or service. Second, consumption 

of or experience with the product or service produces a level of perceived quality 

that is influenced by expectations. If perceived performance is only slightly less 

than expected performance, assimilation will occur, perceived performance will 

be adjusted upward to equal expectations. If perceived performance lags 

expectations substantially, contrast will occur, and the shortfall in the perceived 

performance will be exaggerated. 

Satisfaction can be determined by subjective for example customer needs, 

emotions) and objective factors for example product and service features. 

Applying to the hospitality industry, there have been numerous studies that 

examine attributes that travellers may find important regarding customer 

satisfaction. Service quality and customer satisfaction are distinct concepts, 

although they are closely related. 

2.4 Related Studies 

Various social environments impact customer satisfaction. Wangenheim et a! 

(2007) argue that customer satisfaction is social group dependent. Different 

social groups perceive customer satisfaction with a service differently and the 

goals of different customers are social group dependent (Mittal and Kamakura, 

2001). Castro et al (2007) developed a framework which shows that there are 

substantial correlations between tourist intentions to revisit a tourist destination 

and his or her intentions to recommend the tourist destination to his or her 

relatives and friends. Schneider and Bowen (1993) and Ad de Jong eta!. (2005) 

researched the internal social group environment and found that employees' 
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perceptions of positive group climate positively impact customer perceptions 

about the service quality (Angel, 2006). 

Service quality and customer satisfaction are related, but different. Bolton and 

Drew (1991) clearly distinguish between these two groups. Quality is a long-term 

process and customer satisfaction is a result of the immediate service 

transaction. Castro eta! (2007) showed that a tourist who decided to revisit a 

tourist destination recommended it to other tourists. Quality social interaction 

with employees of the service provider is evidently an important source of 

customer satisfaction (Bellou, V. 2007). 

Some researchers do not share this view, and argue that service marketing and 

the quality of service are primary factors that impact a customer's decision to 

repurchase the service from the same service provider (Nelson, 1994, Getty and 

Getty, 2003). Customers who are satisfied with the quality of the relations with 

the employees are more satisfied with the quality of the service (Sol net, 2007). 

Their research shows that quality relations between customers and employees 

have a positive impact on word of mouth, empower trust between groups, 

strengthen social interaction and build sincere personal relations. Service 

organizations tend to employ a cheap work force to maintain their competitive 

advantage. Seasonal workers and others with low wages are not motivated to 

build good relations with the customers. The consequences of these actions are 

mainly reflected in negative word of mouth and in the decision of the customer 

not to repurchase the service from the same service provider (Sungjin, 2005). 

Organizational effectiveness is closely related to the ability of the service provider 

to satisfy the customer(Whetstone,2005). A service provider who is in a position 

to offer extra services, such as better quality service, excitement or a large 

variety of services, will have a greater chance to satisfy a customer (Kano eta!., 

1984). Lewis and Bridger (2000:126) argue that customers that have an 

opportunity to save time, to gain personal advantage or to increase their 

enjoyment, will be more satisfied with the service (Bowen, eta!., 2000). 
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Ensuring survival of the service organization in the long run requires adaptations 

which are oriented towards achieving maximum customer satisfaction. This study 

intended to unveil the effect organizational factors have on customer service 

orientation from the customer and employee point of view within a health resort 

service set-ting (Wangenheim, eta!., 2007). Developing a culture which fosters 

customer satisfaction can provide a competitive advantage to the organization. It 

is thus critical for organizational agents not only to have a clear view of the 

existing culture but also to shape it in such a way that emphasizes customer 

needs and priorities (Wilkins, 2006). 

Accounting measures are the most common and readily available means of 

measuring organizational performance. The validity of their use is found in the 

extensive evidence showing that accounting and economic returns are related. 

For instance, Danielson and Press (2003) found that the correlation between 

accounting and economic rates of return was above 0.75, and Jacobson (1987) 

found that despite a weak R2 of 0.2, ROI was able to distinguish performance 

between firms and over time. Nevertheless, researchers must still be careful, as 

these measures can be distorted by accounting policies, human error and 

deception. 

Organizational performance is important to scholars across the entire domain of 

management research. Strategy and accounting scholars seek to influence and 

measure organizational performance. Similarly, scholars in marketing, operations 

and human resource management seek to understand and improve performance, 

each adopting discipline-specific measures such as customer satisfaction, 

productivity and employee satisfaction (Chenall & Langfield-Smith, 2007). 

However, understanding how discipline-specific measures load onto the 

dimensions of organizational performance and the interrelationships between 

specialist measures is essential to understanding the relationships between 

multiple organizational actions (Wilson, A. 2002). 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Research Design. 

This study adopted a descriptive correlation design in order to describe the 

nature of a situation, as it exists at the time of the study and to explore the 

causejs of particular phenomena. This approach is also quick and more practical 

financially it allow for a flexible approach, thus, when important new issues and 

questions arise during the duration of the study, a further investigation may be 

allowed. The study has opted to use this kind of research considering the goal of 

the study to obtain first hand data so as to formulate rational and sound 

conclusions and recommendations for the study. The quantitative pattern utilized 

techniques and measurement that generate numerical or quantifiable data and 

statistical tools were utilized for analysis on the qualitative part the study was 

employed in order to obtain in-depth point of view of the respondents. 

3.2 Research Population 

The study comprised a target population of 140 as a sample size of 103 was 

used with employees from Instinct Safaris, Uganda travel Bureau, ABA Global 

Tours and Travel Ltd, and Cipro Tours and Travel Safaris (table 3.1). These 

employees are selected because majority of them engage in the routine work of 

the institution. 

3.3 Sample Size 

While there are several ways of determining sample size, the researcher 

used, The Slovene's formula is used to determine the minimum sample size of 

109 respondents, as indicated below: 

n = N 
1+N (el2 • 

Where: 

n = the required sample size 

N = Known population size 
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e2 = Margin of error at 0.05 level of significance. 

n = 200 n =200 x 0.0025 = 0.5 
1+200 (0.05i 

n = 200 
1+ 1 

n= 200 
2 

n =100 respondents 

Table 3.1: Sample size distribution 

Areas of study Accessible Sample size Percentage 
Population 

Instinct Safaris 60 30 30.9% 

Uganda travel Bureau 40 20 20.6% 

ABA Global Tours and Travel Ltd 40 20 20.6% 

Cipro Tours and Travel Safaris 60 30 30.9% 

Total 200 100 100.0% 

3.4 Sampling Procedure 

There were interviews on prior arrangement and questions collected with 

or without response. choice of respondents based on purposive sampling. 

Stratified to ensured that all categories of respondents are represented sampling, 

as well as simple random sampling. While simple random sampling gave each 

respondent a chance of representation and purposive to cater for those 

participants under the study. Care was taken to ensure that all respondents are 

represented in the study. Areas are chosen using the simple random sampling 

technique to ensure that each unit in the entire population under study is 

represented. 
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3.5 Instrumentation 

The data collection instruments was basically be self-administered 

questionnaires, which encompassed of both open and close-ended questions that 

require respondents to answer all the questions to the best of their knowledge 

and options given to avoid deviating from the variables under study. Interviews 

were also be conducted during data collection from which the researcher had to 

ask questions and respondents answer from selected sections. The interview 

were supplemented with document Analysis of various sections agents. 

3.5.1 Interviews; 

An interview guide was used especially with the Customer care and 

organisational performance who also led the interviewer to the respective 

operational. The researcher carried a face-to-face interview with these 

interviewees. The research is preferred because it is intended to promote answer 

to the statement of the problem. 

3.5.2 Questionnaires; 

These are an efficient data collection tools when the researcher knows what is 

required and how to measure the variable of interest. For this particular case, 

the researcher personally administering the questionnaires to the targeted 

respondents. The preference for this data collection instrument is upon the fact 

that they save time especially when handling a large study population scattered 

geographically and can be stored for future reference. Questionnaires were also 

give straight forward answers and therefore easy to evaluate 

3.6 Validity and Reliability 

The research instruments were given to content experts to evaluate the 

relevance, flow, wording and clarity of questions or items in the instrument, after 

which a content validity of the questionnaires, the researcher specified the 

indicators which were relevant to the concept being measured. 
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Table 3.6.1: Validity ofthe data analysis 

Items Valid Items Total Validity 

Items 

Customer care 23 23 100% 

organisational performance of selected tour 23 23 100% 
and travel comoanies in Kamoala 

The results in table 2 indicated that 23 items were used (Customer care) and 23 

items were used on the organisational performance of selected tour and travel 

companies in Kampala valid based on the contents of the instrument. 

Content Validity Index (CVI) = the number of relevant questions 

The total number of questions 

A representative sample of indicators from the domain of indicators of the 

concepts of: Customer care and organisational performance of selected tour and 

travel companies in Kampala, Uganda were selected referred to as sampling 

validity. 

The researcher reviewed basing on the supervisor and experts in the study to 

measure content validity. The supervisor assessed what concept the instrument 

was trying to measure and ascertained that the instruments are adequate for 

Customer care and organisational performance of selected tour and travel 

companies in Kampala. 

Although the constructs developed in this study were measured primarily on 

previously validated measurement items and strongly grounded in the literature, 

they were modified to suit the Customer care and organisational performance of 

selected tour and travel companies, to measure and necessary adjustment were 

made after consultation to ensure that instrument was clear, relevant, specific 

and logically arranged. 
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3.7 Data Gathering Procedures 

3.7.1 Before data gathering 

1. An introduction letter was secured from the College of Economics and 

Management to conduct the study after which permission from selected tour 

and travel companies in Kampala was sought. 

2. There were actual interviews on appointment and questions collected with or 

without response. Permission to conduct the research were upon approval of 

this Report. 

3. The researcher oriented and brief his research assistants on the sampling and 

data gathering procedures. 

4. The questionnaires for actual distribution were prepared and coded 

accordingly. 

5. The non standardized instruments were tested for validity and reliability. 

3.7.2 During data gathering 

1. The respondents were requested to answer the questionnaires as objectively 

as possible and not to leave any option unanswered. 

2. The researcher emphasized that picking of the questionnaires were 

immediately from the date of distribution. 

3. During the picking of the questionnaires, all returned questionnaires were 

checked to see if all are fully answered. 

3.7.3 After data gathering 

The data collected was correlated, organized and entered into excel for data 

processing and analysis. 

3.8 Data Analysis 

Data analysis involved editing, categorizing, and tabulating the collected data 

sets. Frequencies and percentage distribution were used to determine Means 

scores were used to determine Customer care and organisational performance of 

selected tour and travel companies in Kampala. 
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The following mean range were used to arrive at the mean of the individual 

indicators and interpretation: 

Mean Range 
1.0- 1.75 
1.76- 2.5 
2.51- 3.25 
3.26-4.0 

Response 
Strongly disagree 
Disagree 
Agree 
Strongly Agree 

Interpretation 
Very low 
Low 
Moderate 
High 

Pearson's linear correlation coefficient and regression analysis was used to 

establish whether there is any relationship between Customer care and 

organisational performance of selected tour and travel companies in Kampala. 

3.10 Ethical Consideration 

To ensure confidentiality of the information provided by the respondents and to 

ascertain the practice of ethics in this study, the following activities were 

implemented by the researcher: 

The respondents and states were coded instead of reflecting the names. 

The researcher obtained an introductory letter from the College of Economics 

and Management that introduced him to the concerned authorities in the study 

areas for permission to collect data for this study. 

Solicit permission through a written request to the concerned officials of the 

commercial transporting agents be included in the study. 

Acknowledge the authors quoted in this study through citations and referencing. 

Present the findings in a generalized and acceptable manner. 

3.11 Limitations of the Study 

This study has some limitations that need to be taken into consideration when 

interpreting the results. 

(i) Attitude; some participants reveal the information or they might think 

that they are not benefiting from responding perhaps even be penalized 
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by giving their reveal opinion and others seek for money before allowing 

the researcher to distribute the questionnaires. 

(ii) Testing: there is always inconsistency in administration of the 

questionnaires in terms of time of administration, understanding of the 

items in the questionnaires and explanations given to the respondents. 

Also the participants keep on postponing the date of collecting data. 

(iii) Instrumentation: some respondent filled the questionnaires partially, 

think the researcher has distributed more than the required questions 

Update; some participants can not clearly give up-to-date information, 

others do not have documented report and it wasnot easy to memorize 

the previous business event. 

(iv) Extraneous Variable; the research has no control over the extraneous 

variable such as policies, organisation regulations, restricted documents, 

biases of which the research had to adjust in order to get the required 

data. 
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CHAPTER fOUR 

DATA PRESENTATION, ANAlYSIS AND INTERPRETATION 

4.1 Description of Respondents 

In this study, respondents were described according to gender, age, educational 

qualification designation in the organization and number of years of experience 

in commercial transporting agents' activities. In each case, respondents were 

asked to declare their respective profile information in order to enable the 

researcher classify them accordingly. Close ended questionnaire were employed 

by the researcher in ascertaining information about their personal profiles and 

analyzed their responses using frequencies and percentage distributions as 

summarized in table 4.1 below. 

Table 4.1: Profile of respondents 

Profile frequency Percent 
Gender 
Male 54 54 
Female 46 46 
Total 100 100 
Age 
20-39 66 66 
40-59 32 32 
60 and above 2 2 
Total 100 100 
Educational Qualification 

50 50 Bachelors 

Diploma 26 26 

Certificate 20 20 

Masters 4 4 

Total 100 100 

length of experience 
6-10 years 60 60 
1-5 years 25 25 
11 and above 15 15 
Total 100 100 

Source: Pnmary Data, (2015) 
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Results from Table 4.1 indicate that most of the respondents were male that is to 

say (54%) and minorities were females with (46%). Therefore, males dominated 

in this sample. 

Pertaining age (66%) respondents were in the age bracket of 20-39, (32%) were 

in the age bracket of 40-59 of age and 2 were 60 and above. It can therefore be 

deduced that though all age categories were represented, the youth respondents 

monopolized in this study. This is true because organizations prefer employing 

youths who have the potential to work towards development. 

Regarding the educational qualification of respondents 50% had bachelors, 26% 

diploma, 20% had certificates and 4% had masters, therefore respondents with 

bachelors dominated in the sample. 

Concerning the length of experience in commercial transporting activities, (60%) 

of the respondents had served for a period of 6-10 years, followed by (25%) 1-5 

years and above 11 years (15%) respectively. This indicates that majority of the 

respondents are experienced, knowledgeable about the Material Handling 

Systems and Suppliers' Effectiveness, in Commercial Transporting activities 

therefore are able to give perfect information. 

4.2 Customer Care 

The second objective of sought to determine customer care. On this, the 

researcher wanted to establish the impact of customer care on organisation 

performance using Pearson linear correlation coefficient, as indicated in table 4.3 

below:-

Key for interpretation of means 
Mean range Response mode 
3.26-4.00 strongly agree 
2.51-3.25 Agree 
1.76-2.50 Disagree 
1.00-1.75 Strongly disagree 
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Interpretation 
Very high 
High 

Low 
Very low 



Table 4.2: Level of Customer Care (n=100 
categories Mean Interpretation Rank 
Customer involvement 
our customer always receives quality service 3.33 Very high 1 

I am sure that employees will fulfill customer expectations 3.25 High 2 

Employees are always willing to help 3.10 High 3 

Employees sincerely want to please customer 2.90 High 4 

Employees always help to solve problems of the 
2.72 

High 5 
customers. 

Average mean 3.06 High 
Innovativeness 

I introduces new services 3.10 High 1 

I combine different services 3.07 High 2 
I introduce priced packages 3.00 High 3 

I offer animation services 2.90 High 4 

Our services are unique 2.70 High 5 

Average mean 2.95 High 
Adaptability 
Facilities of the organisation are comfortable 3.28 Very high 1 
organisation demonstrates deliverance services capability 3.09 high 2 
The organisation improves services 3.00 High 3 
The staff in organisation conduct themselves 

2.90 
High 4 

professionally 
The organisation introduces individual 2.77 Low 5 

Average mean 3.01 High 
Mission 
the management and staff in organisation successfully 

3.25 
High 1 

respond to the demands of the circumstances 
the organisation successful takes advantages of business 

3.20 
High 2 

opportunities 

The organisation has clear goals and strategy 3.10 High 3 
The organisation takes care of the employees personal 

3.09 
High 4 

development 

Customers know to whom to turn to get information about 
2.80 

Low 5 
service 

Average mean 3.09 High 

Overall mean 3.027 High 

Source: Primary Data (2014) 
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Customer involvement 

The findings on this construct reveals that five (5) items were measured (Table 

4.2) and the results showed that one item was rated Very high that is to say; our 

customer always receives quality service (mean=3.33) and other rated high for 

instance; I am sure that employees will fulfill customer expectations(mean=3.25) 

Employees are always willing to help (mean=3.10) Employees sincerely want to 

please customer(mean=2.90) Employees always help to solve problems of the 

customers(mean=2.72) with an average mean of 3.06 

In some situations, customers can actually be involved in co-creating the service 

(high level of participation). For such services, customers have essential 

production roles that, if not fulfilled, will affect the nature of the service 

outcome. All forms of education, training and health maintenance fit this profile. 

Unless the customer does something for exmaple studies, exercises, eats the 

right foods), the service provider cannot effectively deliver the service outcome. 

Similarly, an organization seeking training services for its employees will need to 

help define the nature of the training, identify the right employees for the 

training, provide incentives for them to learn and facilitate their use of the 

training on the job. If the organization does not do this, it and the employees 

involved will not receive the full benefits of the service. 

Innovativeness 

The findings on this construct reveals that five (5) items were measured (Table 

4.2) and the results showed that all items was rated high that is to say; I 

introduces new services (mean=3.10), I combine different services 

(mean=3.07), I introduce priced packages (mean=3.00), I offer animation 

services (mean=2.90), Our services are unique (mean=2.70) with an average 

mean of 2.95. This implies that, customers can actually be involved in co

creating the service (high level of participation). For such services, customers 

have essential production roles that, if not fulfilled, will affect the nature of the 
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service outcome. All forms of education, training and health maintenance fit this 

profile. Unless the customer does something for example studies, exercises, eats 

the right foods), the service provider cannot effectively deliver the service 

outcome. Similarly, an organization seeking training services for its employees 

will need to help define the nature of the training, identify the right employees 

for the training, provide incentives for them to learn and facilitate their use of 

the training on the job. If the organization does not do this, it and the employees 

involved will not receive the full benefits of the service. 

The higher the innovativeness of the services of a health resort, the higher the 

customer satisfaction. A service innovation dimension is a special feature of 

organisational effectiveness that enables an organisation to adapt its goals to 

customer expectations. Innovativeness is a core and long-term activity of an 

organisation which is manifested as the creation of new services and as a 

maintaining of an organisation's competitive advantage (Denison, 1990; Hatch 

and Cunliffe, 2006). At the same time, innovativeness is an organisation's 

capacity to innovate. Services structured in a series of processes that are 

designed and managed to create and apply ideas and knowledge, directed at 

value creation, are leading to new and different products, service and processes. 

Innovativeness is an outcome of processes that add new value to service 

(Bubner, 2001; Edwards et al., 2002; Angel, 2006). 

Adaptability 
The findings on this construct reveals that five (5) items were measured (Table 

4.2) and the results showed that one item was rated high that is to say; Very 

high Facilities of the organisation are comfortable (mean=3.28) organisation 

demonstrates deliverance services capability (mean=3.09), the organisation 

improves services (mean=3.00) the staff in organisation conduct themselves 

professionally (mean=2.90) the organisation introduces individual (mean=2.77) 

with an average mean=3.01. This implies that, the higher the adaptability of the 

services of a health resort, the higher the customer satisfaction. An adaptability 
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dimension is the capability of a service organisation to cope with changes in the 

service market. An adaptable organization is based on a dynamic network of 

connections between different internal and external stakeholders who participate 

in the continuous improvements of the organization's competitive advantage and 

customer satisfaction (Brown and Eisenhardt, 1997). The benchmark between 

successful and less successful organizations shows that successful organizations 

foster complete communication, create and recreate organizational environment 

and climate in order to support continuous low cost improvements 

For over a decade, researchers have advocated that organizations view service 

customers as "partial" employees (e.g. Bowen, 1986; Mills and Morris, 1986; 

Mills, Chase and Margulies, 1983). This perception expands the boundaries of the 

service organization to incorporate service recipients as temporary members or 

participants. It recognizes that customers contribute inputs, much like 

employees, which impact the organization's productivity both via the quantity 

and quality of those inputs and the resulting quality of output generated (Mills et 

al., 1983). For example, in contributing information and effort in the diagnoses of 

their ailments, patients of a healthcare organization are part of the service 

production process. If they provide accurate information in a timely fashion, 

physicians will be more efficient and accurate in their diagnoses. Thus, the 

quality of the information patients provide can ultimately affect the quality of the 

outcome. Furthermore, in most cases, if patients follow their physician's advice, 

they will be less likely to return for follow-up treatment, further increasing the 

healthcare organization's productivity. Customer participation in service 

production raises a number of issues for organizations. Because customers can 

influence both the quality and quantity of production, some experts believe that 

the delivery system should be isolated as much as possible from customer inputs 

in order to reduce the uncertainty customers can bring into the production 

process. This view reasons that the less direct contact there is between the 

customer and the service production system, the greater the potential for the 

system to operate at peak efficiency (Chase, 1978). The introduction of ATM 
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machines and automated customer service telephone lines in the banking 

industry are both examples of ways to reduce direct customer contact in that 

industry, resulting in greater efficiencies and reduced costs. 

Other experts believe that services can be delivered most efficiently if customers 

truly are viewed as partial employees and their participative roles are designed to 

maximize their contributions to the service creation process. The logic in this 

case is that organizational productivity can be increased if customers learn to 

perform service-related activities more effectively (e.g. Mills eta!., 1983). The 

extreme case would be full self-service where the customer produces the service 

for him or herself with very little intervention or support from the organization's 

employees. This case is similar to Bateson's (1983) "full participator" group 

uncovered in his empirical study of the self-service customer. 

Mission 
The findings on this construct reveals that five (5) items were measured (Table 

4.2) and the results showed that all items was rated high that is to say; the 

management and staff in organisation successfully respond to the demands of 

the circumstances (mean=3.25), the organisation successful takes advantages of 

business opportunities (mean=3.20) The organisation has clear goals and 

strategy (mean=3.10); The organisation takes care of the employees personal 

development (mean=3.09); Customers know to whom to turn to get information 

about service (mean=2.80) with average mean=3.09) as well as an Overall 

mean=3.027. this implies that, a mission is the capability of a service 

organization to set clear goals and strategies to sustain a long-term competitive 

advantage. Effective organizations follow their mission with economic and non

economic goals that make sense and bring meaning to the internal and external 

stakeholders (Denison and Mishra, 1995; Gillespie et a!, 2008). Successful 

organizations have clear intentions, goals and future vision (Jung et al, 2003; 

Whetstone, 2005). Their mission is reflected in customer satisfaction. Customers 

of the organisation with clear goals and mission have positive experiences that 
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empower a positive self-concept and open development perspectives that are 

realized in the opportunity to be part of the individual service creation delivered 

by satisfied customers. Wilkins eta/ (2006) researched the meaning of the self

concept of hotel guests after leaving the hotel. They found that positive 

experiences with the services of the hotel empowered guests' self-concept, 

depending on sex and tourist destination. 

Customers can play in services delivery is that of contributor to their own 

satisfaction and the ultimate quality of the services they receive. Customers may 

not care that they have increased the productivity of the organization through 

their participation, but they probably do care a great deal about whether their 

needs are fulfilled. Effective customer participation can increase the likelihood 

that needs are met and that the benefits the customer is seeking are actually 

attained. This is particularly apparent for services such as health care, education, 

personal fitness, weight loss, and others where the service outcome is highly 

dependent on customer participation. In these cases, the customer is an integral 

part of the service and unless he/she performs his/her role effectively, the 

desired service outcome is not possible. The same is true for an organizational 

customer purchasing management consulting services. Unless the organization 

uses or implements the advice it has purchased, it cannot expect to get the full 

value of the service. Recognizing this, many management consultants now get 

involved in teaching customers to use the information they provide. 

In addition to contributing to their own satisfaction by improving the quality of 

service delivered to them, some customers simply enjoy participating in service 

delivery. These customers find the act of participating to be intrinsically attractive 

(Bateson, 1983, 1985; Dabholkar, 1996). They enjoy using the computer to 

obtain airline tickets, or they may like to do all of their banking via ATMs and 

automated phone systems, to interact with service providers through the 

Internet, or to pump their own gasoline. In some cases, there is a price discount 

advantage for self-service, but other times, customers may be motivated by 
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convenience, a sense of greater control over the service outcome, timing of 

delivery, or simple enjoyment of the task (Dabholkar, 1996). Because service 

customers must participate in service delivery, they frequently blame themselves 

(at least partially) when things go wrong. If customers believe they are partially 

(or totally) to blame for the failure, they will be less dissatisfied with the service 

provider than when they believe the provider is responsible and could have 

avoided the problem (Bitner, 1990; Folkes, 1988; Hubbert, 1995). 

4.3 Organisational Performance 

The third objective of sought to determine Organisational Performance. On this, 

the researcher wanted to establish the influence of organisation performance 

using Pearson linear correlation coefficient, as indicated in table 4.3 below:-

In today's dynamic and rapidly changing workplace and globalised economy, 

development of organisational performance is associated with the development 

personal performance, skills, knowledge and experience (Covey, 1989; Covey, 

2004; Jones et a!., 2000). However, the ability to achieve and maintain high 

performance and productivity in organisations is a key challenge facing 

management today. 

Our experience shows that management need to give higher attention towards 

understanding individual differences, needs and behaviours, as well as their 

criticality to enable them to understand and manage organisational complexity. 

Such understanding is considered important in helping individuals develop 

effective learning styles that is aligned with organisational objectives and needs. 

Our primary learning is touching the subject of perceptions, beliefs and values 

that motivate our behaviours and impact the overall learning process we may 

decide to follow. A variety of theories regarding human nature and motivation in 

particular are explored here, to explain the divers ified behaviours, and 

particularly, what influences people to do what they do. We also reflect our 

learnings and make sense of the presented theories in relation to our 

experiences. 
39 



Table 4.3: level of Organisational Performance (n=100) 

Categories Mean Interpre Rank 
tation 

Financial performance 

I determine the profit, cash inflows exceed cash outflows 3.25 High 1 
return on assets 3.20 High 2 
Return on investment (always we re-invest) 3.00 High 3 
I know how to prepare financial statements 2.90 High 4 
I able to pay my operational expenses 2.70 High 5 

Average mean 3.01 High 

Market performance 

I always get good Sales, 3.26 High 1 
I have a good Market share 3.10 High 2 
Measuring performance requires weighing the relevance of 

2.90 
High 3 

performance to focal stakeholders. 

Measurement of performance must take into account heterogeneity 
2.72 High 4 

of environments, strategies and management practices 

Measurement of performance requires an understanding of the time 
2.70 High 5 

series properties relating organizational activity to performance. 

Average mean 2.94 High 

shareholder return 

Total shareholder return 3.14 High 1 
Economic value added 3.09 High 2 
Performance measures should be sufficiently robust to cover the 

2.85 
High 3 

domain of organizational performance 

Measurement of performance requires an understanding of the 2.80 High 4 
relationship between measures. 

Share are made after operation expenses are made 2.77 High 5 
Average mean 2.93 High 

Services provided 

I consider a customer as productive resource 3.25 High 1 
Economic value added 3.19 High 2 
I consider a customer as contributor to quality, satisfaction and 

3.15 
High 3 

value 

I consider a customer as competitor to the service organization 2.80 High 4 
Total shareholder return is given a priority 2.77 High 5 
Average mean 3.03 High 

Overall Mean 2.98 High 

Source: Data Primary (2015) 
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financial performance 

The findings on this construct reveals that five (5) items were measured (Table 

4.3) and the results showed that all items was rated high that is to say; I 

determine the profit, cash inflows exceed cash outflows (mean=3.25), return on 

assets (mean=3.20) Return on investment (always we re-invest) (mean=3.00), I 

know how to prepare financial statements (mean=2.90) I able to pay my 

operational expenses(mean=2.70) with an average mean=3.01. this implies that 

good financial Performance Management leads to more motivation to 

perform; If feedback is delivered properly and a genuine opportunity for 

improvement is given, the self-confidence of the employee can raise; 

The job is defined more clearly and expectations are clear, providing the 

required direction and aligning with the strategic goals of the company; 

and development opportunities. 

It also results into better knowledge of her team members; increased 

team and individual productivity/performance and Prevention of larger 

issues through an on-gong discussion around performance (on-going 

feedback); the strategy and company goals are better communicated, 

understood, and accepted Efforts are aligned in the direction of the 

achievement of the strategic goals. If there is a link to pay, the increase 

and/or bonus budget will be spent on a fairer basis, will be more 

credible, and should yield better returns in terms of recognition I 
motivation aspects. The content of the appraisals will help do the 

manpower planning and adapt the training plan to the needs expressed 

to perform well in the job. 

Several empirical studies implicitly or explicitly draw on the measurement 

diversity approach in their tests. A widely-cited practitioner-oriented study by 
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Lingle and Schiemann (1996) reports that "measurement-managed" firms 

(defined as those in which management updates and reviews semi-annual 

performance measures in three or more of their six primary performance 

categories, and where senior management reports being in agreement on 

measurable criteria for determining strategic success) achieve statistically higher 

self-reported industry standing, financial performance relative to competitors, 

and progress in managing change efforts than firms that are not "measurement

managed 

Scott and Tiessen's (1999) academic study indicates that work teams having 

more diverse performance measures (both financial and non-financial measures 

or more categories of measures) achieve higher self-assessed performance 

(relative to expectations). 

Hoque and James (2000) also find a significant positive relation between 

perceived organizational performance and the use of a diverse set of 

performance measures related to the four balanced scorecard categories. 

However, all of these studies place heavy reliance on perceptual results 

indicators and/ or simple univariate tests, making it difficult to 

place substantive interpretations on their results 

Market performance 

The findings on this construct reveals that five (5) items were measured (Table 

4.3) and the results showed that all items was rated high that is to say; Sales, 

3.26 Market share (mean=3.10) Measuring performance requires weighing the 

relevance of performance to focal stakeholders (mean=2.90) Measurement of 

performance must take into account heterogeneity of environments, strategies 

and management practices (mean=2.72) Measurement of performance requires 

an understanding of the time series properties relating organizational activity to 

performance (mean=2.70) Average mean=2.94 
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A final role played by service customers is that of potential competitor. In many 

situations, customers (whether individuals or companies) have the choice of 

purchasing services in the marketplace or producing the service themselves, 

either fully or in part. Customers in a sense are competitors of the companies 

that supply the service. The decision whether to produce services for themselves 

(internal exchange) versus have someone provide the service for them (external 

exchange) is a common decision for consumers (Lusch, Brown and Brunswick, 

1992). For example, a car owner who needs maintenance on his car can choose 

to do all his own maintenance (assuming he has the skills), to have someone 

else do all the maintenance tasks, or to do some tasks himself (e.g. changing oil) 

while reserving more complex tasks for a car maintenance shop. At one extreme, 

the car owner does all of his own maintenance, while at the other he pays to 

have someone do everything for him. Parallel examples can be imagined for child 

care, landscaping, home maintenance, and other services needed by households. 

Bateson's (1983) "full participator", if he/she possesses. the motivation and the 

needed skills, can be regarded as a prime candidate to engage in internal 

exchange and produce the service without the aid of a service provider. Similar 

internal versus external exchange decisions are made by organizations. Firms 

frequently choose to outsource service activities such as payroll, data processing, 

research, accounting, maintenance and facilities management. They find that it is 

advantageous to focus on their core businesses and leave these essential 

support services to others with greater expertise. 

Shareholder return 

The findings on this construct reveals that five (5) items were measured (Table 

4.3) and the results showed that all items was rated high that is to say; Total 

shareholder return (mean=3.14), Economic value added (mean=3.09), 

Performance measures should be sufficiently robust to cover the domain of 

organizational performance (mean=2.85) Measurement of performance requires 

an understanding of the relationship between measures (mean=2.80) Share are 
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made after operation expenses are made (mean=2.77) with an average 

mean=2.93 

Customers have a role in their own satisfaction and the ultimate quality of the 

services they receive. Results from a study of new members of Weight Watchers 

provide empirical support for this role. Participants were 283 females who were 

just joining Weight Watchers of Arizona (Hubbert, 1995). The first of two 

questionnaires assessed expectations and was administered immediately 

following new-member orientation to the Weight Watchers programme 

(orientation session, video presentation, and written materials). The second 

survey followed one month later and asked the women about their experiences, 

weight loss outcomes, attributions, and satisfaction with the amount of weight 

lost and with Weight Watchers. 

Schneider, Parkington & Buxton (1980) and Schneider and Bowen (1985) 

revealed that branch customer attitudes about service quality were significantly 

correlated to employee views of customer service. Furthermore, Conduit and 

Mavondo (2001) found that synergistic effects of an internal customer orientation 

and market orientation have an impact on an organization's performance. 

Subramony, Beehr and Johnson (2004) investigated employee and customer 

perceptions on service effectiveness, group maturity, and service quality and 

confirmed positive links between these two group's perceptions. However, other 

studies do not support their conclusions. A study by Shahani-Denning (2000) 

revealed that customers and employees often perceive organizational 

effectiveness differently. Recently there has been an urgent need to study the 

relationship between an organization's behaviours and customer satisfaction. 

Despite the fact that profit is the major goal of every organization, most research 

efforts are spent on customer satisfaction and on his or her experiences with a 

service organization (Anderson et al., 1997). Bowen et al (2000) and Gupta et al 

(2005) studied organisational culture and customer satisfaction and confirmed 

the strong link between these two influencing conditions of organizational 

effectiveness. 
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Services provided 

The findings on this construct reveals that five (5) items were measured (Table 

4.3) and the results showed that all items was rated high that is to say; I 

consider a customer as productive resource (mean=3.25) Economic value added 

(mean=3.19) I consider a customer as contributor to quality, satisfaction and 

value (mean=3.15) I consider a customer as competitor to the service 

organization (mean=2.80) Total shareholder return is given a 

priority(mean=2.77 with Average mean=3.03 as well as the overall of the four 

constructs are 2.98. this implies that, A service can be simulated as a product, 

but in reality it is not tangible. It does not have a solid form and its physical, 

psychological and social dimensions are not easily identified and the production 

of service and deliverance cannot be separated and distinguished. One of the 

most important facts is that behaviour of the service provider during service 

delivery and consumption directly influences customer satisfaction. Customer 

perception during the providing and consumption of the service is focused on the 

provider and on the service delivery effectiveness, not on the service. 

Service quality and customer satisfaction are related, but different. Bolton and 

Drew (1991) clearly distinguish between these two groups. Quality is a long-term 

process and customer satisfaction is a result of the immediate service 

transaction. Castro et a!. (2007) showed that a tourist who decided to revisit a 

tourist destination recommended it to other tourists. Quality social interaction 

with employees of the service provider is evidently an important source of 

customer satisfaction. 

Some researchers do not share this view, and argue that service marketing and 

the quality of service are primary factors that impact a customer's decision to 

repurchase the service from the same service provider (Nelson, 1994, Getty and 

Getty, 2003). Customers who are satisfied with the quality of the relations with 

the employees are more satisfied with the quality of the service (Solnet, 2007). 
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Brown et al. (2001) confirmed that conclusion. Their research shows that quality 

relations between customers and employees have a positive impact on word of 

mouth, empower trust between groups, strengthen social interaction and build 

sincere personal relations. Service organizations tend to employ a cheap work 

force to maintain their competitive advantage. Seasonal workers and others with 

low wages are not motivated to build good relations with the customers. The 

consequences of these actions are mainly reflected in negative word of mouth 

and in the decision of the customer not to repurchase the service from the same 

service provider (Sungjin, 2005). 

Organizational effectiveness is closely related to the ability of the service provider 

to satisfy the customer. A service provider who is in a position to offer extra 

services, such as better quality service, excitement or a large variety of services, 

will have a greater chance to satisfy a customer (Kana et al., 1984). Lewis and 

Bridger (2000:126) argue that customers that have an opportunity to save time, 

to gain personal advantage or to increase their enjoyment, will be more satisfied 

with the service. 

Customer satisfaction is an organization's ability to attract and retain customers 

and to improve customer relationship over time. It is often seen as the 

satisfaction with an organization's products or services. Furthermore, it is 

considered to be the key to success and long-term competitiveness. The 

knowledge of customer satisfaction is the source for the fulfilment of customer 

expectations, the informed source for gaining their retention and the source for 

studying organizational effectiveness in the process of service delivery. An 

organization can decide on the actions required to meet customer needs if it 

understands perceptions. Furthermore, it can identify its own strengths and 

weaknesses and chart out the strategy of future progress and improvement of 

the work practices and processes used within the organization. 
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Customer satisfaction is a hardly universal category because its meaning is based 

on circumstances and different points of view and is the outcome of individual 

customer judgement. Researchers of customer satisfaction have developed 

different concepts and different views of organizational performance outcome. 

Wilson (2002) argues that customer satisfaction is ambiguous and complex in 

nature, and it often consists of various components that are measured with 

different methods under different conditions. Edvardsson (1996) argues that 

customer satisfaction is an individual category since the customer tacitly 

understands it in his own unique way. This means that customer satisfaction can 

be understood as a web of psychological, social and physical variables, which 

correlate with the notion of a satisfied customer. 

Parasuraman, Zeithaml and Berry, (1988) and O'Neill in Palmer (2004) see 

customer satisfaction as a cognitive construct and as a psychological state. 

Anderson, Fornell, and Lehman (1994) argue that customer satisfaction is 

primarily an emotional state and the outcome of the long-term relationship 

between customers and service providers. Ning-jun Zhang et al (2007) show that 

the emotional dependency of employees fosters their efforts to satisfy 

customers. Parasuraman, Zeithaml & Berry (1988) relate customer satisfaction to 

qualitative and quantitative elements of the service and see it as a relation 

between customer satisfaction, service performance, and perceived customer 

service performance expectations (Oliver, 1997). Zeithaml & Bitner (2000) 

propose a simpler definition of customer satisfaction based on the degree of 

customer needs and expectation satisfaction, which directly impacts the degree 

of customer dissatisfaction. 

Customer satisfaction measures future customer expectations and quality 

measures what the customer should expect from the service in the future, which 

is a more abstract category. The outcome of both measures is the relation 

between expectations and performance (Bolton and Drew 1991; Parasuraman; 

Zeithaml, and Berry 1988). Empirical analysis has shown that, not only are the 
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actions of employees fundamental for a high-quality delivery of service, but also 

that their morale influences consumer satisfaction (Schneider and Bowen, 1993). 

Based on intensive research through time, two types of customer satisfaction 

definitions have emerged. The first type defines customer satisfaction as an 

outcome of a buying experience (Westbrook and Reilly, 1983). The second type 

of definition defines customer satisfaction as a benchmark between the real 

purchase and the purchase expectations of the customer (Hunt, 1977). Despite 

its complexity, customers do not have any problems with the definition of 

satisfaction even if it is not deliberately explained (Gupta and Zeithaml, 2007). 

This is the reason it is so important that the management of a service 

organization primarily sees the customer's point of view of the organisation's 

strength that results in delivering the service that fulfils the customer's social, 

personal and physical expectations regarding service quality. Service 

organizations must consider customer satisfaction as a key leverage point to 

differentiate themselves from other organisations (Gillespie et al, 2007). 

Customer satisfaction is the outcome of his or her needs and expectations which 

influence the interaction with service providers and other customers. The quality 

of this interaction impacts customer decisions to repurchase the service, his 

retention and the intention of the customer to recommend to other potential 

customers and finally to pass on useful information about the service quality and 

delivery. Customer satisfaction is related to different ways of interacting with the 

environment. A positive recommendation is a social interaction, which is 

positively related to customer retention, reduces transaction costs and increases 

long-term profitability (Jamieson, 1994, Mackey, 2005). Word of mouth has great 

communication power because it is a direct transmission of customer satisfaction 

to other potential customers. Weinberger, Allen and Dillon (1981) and Herr et al 

(1991), are convinced that word of mouth is more important than information 

about service generated by marketing activities. The communication power of 

word of mouth is manifested when the service provider fails to meet the 
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complaints of the customer or his reactions are not congruent with the customer 

demands. The highest importance of word of mouth is when customer reaction 

to the service provider is negative (Richins, 1983). The result of negative 

perceptions is a dissatisfied customer, who rarely decides to repurchase the 

service from the same provider (Newman and Werbel, 1973). The worst case is 

when a customer refuses to buy another service from the same provider 

(Fitzgibbon and White, 2007). Word of mouth is closely related to the customer 

intentions to repurchase the service (Gupta and Zeithaml, 2007) 

Good customer service departments understand the relationship between the 

way they greet, treat and handle customers and the bottom line. Efficient 

customer service departments seek to solve problems as they occur, and, if 

possible, prevent them in the first place. For instance, when processing an order 

for products or services, good customer service departments will ask necessary 

questions to ensure the customer is ordering the correct item or service, and will 

verify the data before ending the call or contact to verify accuracy. This can 

reduce the drain on company resources and increase customer satisfaction by 

reducing the number of returns, complaints and problems that crop up because 

of poor handling. In addition, properly trained representatives can effectively 

cross-sell additional products or services while processing customer orders, 

thereby increasing sales. 

Treating customers with respect, greeting them with enthusiasm and going 

above and beyond to resolve any problems and issues can keep customers 

coming back. When companies seek to resolve problems and issues in a quick, 

pleasant and efficient manner, customers remain confident in the company and 

continue the business relationship. In addition, happy customers help spread 

positive word-of-mouth, resulting in an additional avenue for marketing and 

advertising for your company. Small businesses can compete with larger 

businesses by cultivating customer relationships through personal attention and 

care. 
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Good customer service provide exceptional customer service to external and 

internal customers. Internal customers, including marketing and product 

development, depend on the data collected from customer service contacts to 

improve existing products and services. This data can include information related 

to safety issues, production problems and poor performance. The internal 

benefits of good customer service also stretch beyond current products and 

services. Good customer service departments capitalize on the ideas customers 

provide for suggested products and services, leading to opportunities for new 

innovations and revenue streams. 

4.4 Relationship between Customer care and organisational performance 

of selected tour and travel 

The fourth objective of sought to determine relationship between the Customer 

care and organisational performance of selected tour and travel. On this, the 

researcher stated a null hypothesis that there is no significant relationship 

between Customer care and organisational performance of selected tour and 

travel. To achieve this last objective and to test the null hypothesis, the 

researcher correlated the means of all aspects of Customer care and 

organisational performance of selected tour and travel using Pearson linear 

correlation coefficient, as indicated in table 4.4 below:-

Table 4.4: Significant relationship between the Customer care and 

organisational performance of selected tour and travel companies in 

Kampala-Uganda 

(n=100) 

Variables r-value Sig- Value Interpretation Decision on 
correlated Ho 
Customer care .460 000 Positive and Rejected 

vs Significant 
organisational 
performance 
Source: Pnmary Data, (2015) 
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The results in table 4.4 indicate that the relationship that exist between 

Customer care and organisational performance of selected tour and travel 

companies in Kampala-Uganda is significantly correlated, (all sig.<O.OS). This 

means that the more logistic support is given and available in the company, the 

more inadequate Customer care is and the lower the, organisational performance 

in of selected tour and travel companies. Thus the findings are in line with 

Walters (2002) 'customers 'value' specific criteria. Product I service quality and 

reliability, service guarantees and so on are attributes that represent value to 

customers. Customers incur real costs (and opportunity costs) when acquiring 

product I services and these are important elements of thee customer value 

model. 

According to Walters (2002) 'customers 'value' specific criteria. Product I service 

quality and reliability, service guarantees and so on are attributes that represent 

value to customers. Customers incur real costs (and opportunity costs) when 

acquiring product I services and these are important elements of thee customer 

value model. 

51 



CHAPTER FIVE 

DISCUSSION, SUMMARY OF FINDINGS, CONCLUSIONS, AND 

RECOMMENDATIONS 

5.1 Findings 

The purpose of this study was to test the null hypothesis, to validate existing 

information related to theory to which the study is based on, to generate new 

information based on the findings of the study and to bride the gaps identified in 

the previous studies. The study was guided by four specific objectives, which 

included: (a) To determine the profile of the respondent in terms of, age, gender, 

education qualification, experience and position held; (b) to determine how 

communication influences the organizational performance; (c) to examine how 

time taken by customers before being served influences organizational 

performance; (d) To determine how staff etiquette influences the organizational 

performance (e) To examine the extent to which customer care training 

influences organizational performance of selected Tour and Travel Companies. 

5.1.1 Profile of the Respondents 

The findings indicated that most respondents were male with (54%), ranged 

between 20-39 years of age with (66%), over (50%) had bachelors' in education 

and majority (60%) had a length of experience between 6-10 years. 

5.1.2 CUSTOMER CARE 

Regarding Customer Care the findings reveals that, four constructs were 

measured and rated as follows; Customer involvement (average mean= 3.06), 

Innovativeness (average mean= 2.95), Adaptability (average mean= 3.01), 

Mission (average mean= 3.09) with an overall mean of 3.027. this implies that, 

the way your customers feel towards you is important. The more you show you 

care about them, the more they'll likely want to continue working with you. With 

that in mind, providing good customer service to your clients should naturally be 

a major priority in your day-to-day schedule. This article lists tips and 

suggestions for ensuring that you're treating your clients well. Speed is 
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everything, especially when a client is requesting something that's time-sensitive. 

Try to reply to your clients as soon as you can. Procrastinating on a response to 

a client's email, phone call or voicemail doesn't help anyone; you're going to 

have to reply eventually, so why not do it as soon as possible? Avoid that "mark 

as unread" button in your email client. Even if you can't work on the task they're 

requesting you to accomplish right away, at least let them know you got their 

request and then supply them with a timeline of when you're able to get the task 

completed. If you can't find the time to perform the task, it will be considerate of 

you to let them know as soon as possible so that they can make alternative 

arrangements. 

It's important to listen to what your clients are communicating to you. Like, really 

listen. Understand what they are saying and ask for clarifications on things that 

might be ambiguous. Clients might be unfamiliar with certain terminologies in 

our profession, and what you think they mean might be different to what they 

actually mean. 

Sticking to your client's work schedule will help you to both keep in touch with 

them and predict their future needs so it's tied to the two practices we just went 

over. Keep abreast of their activities and you'll learn valuable information about 

how their work is going and whether you can do anything to increase their 

exposure, whether by implementing new services or enhancing current ones. 

Check whether the services you've offered so far have been helpful in attracting 

customers and getting positive reviews. Track your client's business activity 

indirectly via social networks, for example or directly by contacting them and 

asking about their progress. A combination of the two is optimal; it's 

accommodating and not intrusive. Also check the overall activity of the market 

sector your client operates in; get a general idea of current trends so that you 

can contribute to business conversations. 

Let them know they're at the top of your list and that you cater to their needs 

first. Appreciating good customers will benefit your relationships, build trust and 
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serve as a marketing gesture. No matter how much you offer, sometimes things 

won't turn out the way you planned. Don't become embittered if a loyal client 

chooses a new service provider; maybe they want something you can't offer. 

Maybe your services could use some more sparkle. If a relationship with a client 

goes sour, even though you've done your best, perhaps it's because you've 

spoiled them or perhaps they didn't deserve those perks in the first place. 

Rethink the criteria by which you choose clients. 

No matter how vitriolic a client turns out to be, don't unleash your wrath on 

other clients. If you can't handle your disappointment or channel it appropriately, 

you'll miss opportunities for collaboration. You're allowed to be a little cautious, 

but remember that the client has to trust you and your skills first; don't be afraid 

to show off your best attributes and client-management tactics 

5.1.3 Organisational Performance 

On organisational Performance (n=100), the findings indicate that four 

constructs were measured and rated as follows; Financial performance (Average 

mean=3.01), Market performance (Average mean=2.94), shareholder return 

(Average mean=2.93), Services provided (Average mean=3.03), with an overall 

Mean=2.98 

According to Ghartey ( 1 9 9 3 ) "Training is expected to supplement education 

by developing or augmenting the knowledge skills, and attitudes a person has 

acquired from education with a view to enabling the person to apply them in 

specific work or practical situations. Beach (1995) defined training as the 

organized procedure by which people learn knowledge and/or skills for a definite 

purpose. He said the objective of training is to achieve a change in the behaviour 

f those trained in the industrial situation this means that the trainees shall 

acquire new manipulative skills, technical knowledge, problem solving ability or 

employees apply their newly acquired knowledge and skills on the job in such a 

way so as to aid in the achievement of organizational goals. Mckenna and Beech 
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(1995) regard training and development as interactive, each complementing the 

other. 

According to them, training as a vehicle for human resource development is 

concerned with improving the skills of employees and enhancing their capacity to 

cope with the ever changing demands of the work situation which could also 

make a positive contribution to the empowerment of employees on the other 

hand, management development is an activity that sets out to ensure that the 

organization has the present and future with confidence 

The role of customer as potential competitor does not apply to the provision of 

this particular service, nor is it appropriate. Despite the fact that breast self

examination is considered an integral part of breast care, it is not possible for a 

patient to produce the mammography screening procedure herself. In fact, 

mammography screening providers have a role in educating potential patients by 

strongly encouraging women not to use self-examination as a substitute for 

physician examination and mammography screening and by emphasizing that 

the benefits of the service cannot be self-produced. 

5.2 Conclusions 

In this section, the researcher gives conclusion to the study findings in relation to 

the study objectives above. 

The two contexts described here both demonstrate different levels of customer 

participation and a specific application of customers' roles. Apparent in both 

studies are the benefits of customer education, effective and realistic expectation 

setting, and other efforts by providers to facilitate customers in their roles. These 

studies exemplify the fact that the issue of customer participation in service 

delivery raises highly relevant and complex questions for both management 

practice and research. By locating itself in the typology shown in Table I, an 

organization can begin to see what is required of its customers. By clearly 

defining the roles it expects its customers to play, an organization can delve 

further into the issues. Thinking of its customers in these ways will lead the 
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organization to ask what types of information and business it may need to share 

with its customers, and how it might develop approaches for training and 

rewarding its customers for effective participation (Bowen, 1986; Goodwin and 

Radford, 1993; Kelley, Donnelly and Skinner, 1990). 

Approaches for monitoring the quality of customer contributions, providing 

feedback to guide improvement or offer encouragement, and rewarding 

customers for effective participation can be implemented. Researchers can also 

use the frameworks to motivate questions relevant to the different levels of 

participation and the participative roles customers play. For example, accurate 

expectations are believed to affect service customers' motivations and abilities to 

perform their participatory roles better (Schneider and Bowen, 1995). Empirical 

evidence of the realistic service preview as a tool to clarify role expectations has 

been presented here (Faranda, 1994). Additional research which examines and 

compares this and other methods by which service firms might foster the 

development of realistic customer expectations for instance teach customers 

their roles), would contribute to our understanding of the usefulness of the 

"partial" employee perspective. Also, an extension of the earlier work of Bateson 

(1983, 1985) and Langeard et al. (1981) would provide insights into the effects 

of customers' willingness to participate on providers' desired levels of client 

participation across service categories. Such findings would surely have 

segmentation implications. Finally, an examination of the moderating influence, if 

any, of participation levels on post purchase behaviours such as repurchase and 

word-of-mouth, would be of interest. 

5.3 Recommendations 

From the findings and the conclusions of the study, the researcher recommends 

there is need to improve on gender equality in the study since most of them 

were found to be males leaving out women unemployed. 
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5.3.1 Customer care 

Remember there is no way that the quality of customer service can exceed the 

quality of the people who provide it. Think you can get by paying the lowest 

wage, giving the fewest of benefits, doing the least training for your employees? 

It will show. Companies don't help customers. people do. 

Realize that your people will treat your customer the way they are 

treated. Employees take their cue from management. Do you greet your 

employees enthusiastically each day; are you polite in your dealings with them; 

do you try to accommodate their requests; do you listen to them when they 

speak? Consistent rude customer service is a reflection not as much on the 

employee as on management. 

Do you know who your customers are? If a regular customer came in to 

your facility, would you recognize them? Could you call them by name? All of us 

like to feel important; calling someone by name is a simple way to do it and lets 

them know you value them as customers. 

Do your customers know who you are? If they see you, would they 

recognize you? Could they call you by name? A visible management is an asset. 

At the Piccadilly Cafeteria chain, the pictures of the manager and the assistant 

manager are posted on a wall at the food selection line and it is a policy that the 

manager's office is placed only a few feet from the cashier's stand at the end of 

that line, in full view of the customers, and with the door kept open. The 

manager is easily accessible and there is no doubt about "who's in charge here". 

You have only to beckon to get a manager at your table to talk with you. 

For good customer service, go the extra mile. Include a thank you note in 

a customer's package; send a birthday card; clip the article when you see their 

name or photo in print; write a congratulatory note when they get a promotion. 
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There are all sorts of ways for you to keep in touch with your customers and 

bring them closer to you. 

Are your customers greeted when they walk in the door or at least within 

30-40 seconds upon entering? Is it possible they could come in, look around, and 

go out without ever having their presence acknowledged? It is ironic it took a 

discount merchant known for price, not service, to teach the retail world the 

importance of greeting customers at the door. Could it be that's because sam 

walton knew this simple but important gesture is a matter of respect, of saying 

"we appreciate your coming in," having nothing to do with the price of 

merchandise? . 

Give customers the benefit of the doubt. Proving to him why he's wrong 

and you're right isn't worth losing a customer over. You will never win an 

argument with a customer, and you should never, ever put a customer in that 

position. 

If a customer makes a request for something special, do everything 

you can to say yes. The fact that a customer cared enough to ask is all you 

need to know in trying to accommodate her. It may be an exception from your 

customer services policy, but (if it isn't illegal) try to do it. Remember you are 

just making one exception for one customer, not making new policy. Mr. Marshall 

Field was right-on in his famous statement: "Give the lady what she wants." 

Are your customer service associates properly trained in how to handle 

a customer complaint or an irate person? Give them guidelines for what to 

say and do in every conceivable case. People on the frontline of a situation play 

the most critical role in your customer's experience. Make sure they know what 

to do and say to make that customer's experience a positive, pleasant one. 

58 



Want to know what your customers think of your company? Ask them! 

Compose a "How're We Doing?" card and leave it at the exit or register stand, or 

include it in their next statement. Keep it short and simple. Ask things like: what 

it is they like; what they don't like; what they would change; what you could do 

better; about their latest experience there, etc. To ensure the customer sends it 

in, have it pre-stamped. And if the customer has given their name and address, 

be sure to acknowledge receipt of the card. 

5.3.2 Organisational Performance 

Set meaningful, attainable expectations aligned with the mission and broad 

objectives of your programs. Be clear about employee expectations, and explain 

any measurements used. 

Approach this process as a collaborative effort, engaging staff in the 

process. Seek out employees' ideas to develop appropriate critical elements or 

outcomes that support your work and lead to the achievement of organizational 

goals. Do periodic check-ins to learn about what's working, and where you can 

help remove obstacles. 

Provide employee access to the necessary tools, resources, and 

environment supportive of performance enhancement. Inquire about relevant 

technology; available literature in the field; or other materials/practices that 

facilitate successful performance. 

Continually assess and communicate progress regarding performance 

(don't save all your feedback until year's end). Credible, constructive feedback 

includes timely, specific references to predefined targets and goals. 

Provide for coaching, mentoring, and the active pursuit of new knowledge and 

learning, using traditional and innovative means to enhance learning, optimize 

employee strength, and address areas targeted for improvement. Inquire about 
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assistance needed; then allow time for employees to learn improved methods 

and procedures. Always contact the Workforce Relations Division immediately if 

you become aware of performance problems. 

Provide employees with mid-year progress review and final evaluation 

feedback, and assign ratings of record. Face-to-face progress reviews and final 

evaluations should be scheduled in advance. Supervisors can solicit employee 

accomplishments prior to each of these meetings. Engage employees in 

discussions about the best ways to meet future milestones and goals. 

Demonstrate appreciation of employee performance through the use of 

the many available forms of recognition. Employee recognition is strongly 

encouraged. 

Communicate clear goals and expectations to your employees; The majority of 

employees want to be a part of a compelling future, want to know what is most 

important at work and what excellence looks like. For targets to be meaningful 

and effective in motivating employees, they must be tied to larger organizational 

ambitions. 

Share information and numbers'; Let them in on what is going on within the 

company as well as how their jobs contribute to the big picture. When you keep 

you employees informed they tend to feel a greater sense of worth. Keep 

communication hopeful and truthful - do not be afraid to share bad news, 

instead be more strategic about how you deliver it. Improve performance 

through transparency - By sharing numbers with employees, you can increase 

employees' sense of ownership. 

Encourage open communication; You can get insight into what things are 

important to the employee by using surveys, suggestion boxes and team 

meetings. Be open-minded and encourage them to express their ideas and 
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perspectives without criticism. This means putting into practice everything you 

have learned about effective listening. Address their concerns in the best way 

you can. 

Not communicating or communicating late can damage engagement; Hearing 

about an important update from media, colleagues or family and friends can 

have a negative impact on employee engagement. Ensure employees hear these 

messages from the business as soon as possible. 

Actively promote organizational effectiveness, reputation, values and ethics; 

Actively promote organizational effectiveness, reputation, values and ethics -

Employees want to feel good about their leaders, where they work, the products 

they sell and the reputation of their company. 

No matter the components of your performance review process, the 

first step is goal setting. It is imperative that the employee knows exactly 

what is expected of his or her performance. Your periodic discussions about 

performance need to focus on these significant portions of the employee's job. 

You need to document this job plan: goals and expectations in a job plan or job 

expectations format, or in your employer's format. Without a written agreement 

and a shared picture of the employee's goals, success for the employee is 

unlikely. 

During preparation and goal setting, you need to make how you will 

evaluate the employee's performance clear. Describe exactly what you're 

looking for from the employee and exactly how you will evaluate the 

performance. Discuss with the employee her role in the evaluation process. If 

your organization's performance review process includes an employee self

evaluation, share the form and talk about what self-evaluation entails. 

Make sure that you also share the performance review format with the employee 
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so she is not surprised at the end of the performance review time period. A 

significant component of this evaluation discussion is to share with the employee 

how your organization will assess performance. 

The employee needs to understand that if he does what is expected, he will be 

considered a performing employee. In some organizations that rank 

employees, this is the equivalent of a three on a five point scale. An employee 

must do more than perform to be considered an outstanding employee. 

Avoid the horns and halo effect in which everything discussed in the 

meeting involves positive and negative recent events. Recent events 

color your judgment of the employee's performance. Instead, you are 

responsible to document positive occurrences such as completed projects, and 

negative occurrences such as a missed deadline, during the entire period of time 

that the performance review covers. (In some organizations, these are called 

critical incident reports.) Ask the employee to do the same so that together you 

develop a comprehensive look at the employee's performance during the time 

period that your discussion covers. 

Solicit feedback from colleagues who have worked closely with the 

employee. Sometimes called 360 degree feedback because you are obtaining 

feedback for the employee from his boss, coworkers, and any reporting staff, 

you use the feedback to broaden the performance information that you provide 

for the employee. Start with informal discussions to obtain feedback information. 

Consider developing a format so that the feedback is easy to digest and share by 

the manager. 

If your company uses a form that you fill out in advance of the 

meeting, give the performance review to the employee in advance of 

the meeting. This allows the employee to digest the contents prior to her 

discussion of the details with you. This simple gesture can remove a lot of the 

emotion and drama from the performance review meeting. 
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Prepare for the discussion with the employee. Never go into a 

performance review without preparation. If you wing it, performance reviews fail. 

You will miss key opportunities for feedback and improvement and the employee 

will not feel encouraged about his successes. The documentation that you 

maintained during the performance review period serves you well as you prepare 

for an employee's performance review. If needed, practice approaches with your 

Human Resources staff, a colleague, or your own manager. Jot notes with key 

points of feedback. Include bullet points that clearly illustrate the point you plan 

to make to the employee. The more you can identify patterns and give 

examples, the better the employee will understand and be able to act upon the 

feedback. 

When you meet with the employee, spend time on the positive aspects 

of his or her performance. In most cases, the discussion of the positive 

components of the employee's performance should take up more time than that 

of the negative components. For your above average performing employees and 

your performing employees, positive feedback and discussion about how the 

employee can continue to grow her performance should comprise the majority of 

the discussion. The employee will find this rewarding and motivating. 

No employee's performance is completely negative - if so, why does the 

employee still work for your organization? But, don't neglect the areas that need 

improvement either. Especially for an underperforming employee, speak directly 

and don't mince words. If you are not direct, the employee will not understand 

the seriousness of the performance situation. Use examples from the whole time 

period covered by the performance review. 

The spirit in which you approach this conversation will make a 

difference in whether it is effective. If your intention is genuinely to help the 

employee improve, and you have a positive relationship with the employee, the 
63 



conversation is easier and more effective. The employee has to trust that you 

want to help him improve his performance. He needs to hear you say that you 

have confidence in his ability to improve. This helps him believe that he has the 

ability and the support necessary to improve. 

Conversation is the key word that should define a performance review 

meeting. If you are doing all of the talking or the meeting becomes a lecture, 

the performance review is less effective. The employee will feel as if he was 

yelled at and treated unjustly. This is not how you want employees feeling as 

they leave their performance reviews. 

Culture; Encourage employees to find a personal fit with the company culture. 

Let staff tell their own stories; Encourage them to tell their own stories about 

what they are doing to support company strategies or embody organizational 

values. Trust; Employees need to trust each other as well as their leadership. 

Employees are constantly watching leadership to see how their decisions affect 

the strategic direction of the organization and if their behaviors reflect what they 

say. 

Build engagement; Show that you're genuinely concerned about employees' 

opinions and use social media as a communications tool to build engagement. 

provide constant feedback on the positives; When people know what they're 

doing well, they'll keep doing it or, even better, do more of it. Providing someone 

with a little recognition on what they're doing well can go a long way toward 

boosting morale. This is not to say "ignore the weaknesses" just don't make the 

weaknesses the only focus area of feedback. This doesn't mean you should not 

create accountability, it actually means the opposite but, if all you do is criticize, 

people will learn how to hide their mistakes or shift blame. 

Collaborate and share on problem-solving; When employees get the idea that 

their manager or leader is the one who has to solve all the problems, it takes 
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away from their sense of empowerment, and ultimately is likely to decrease 

engagement over time. Encourage team members to take responsibility, and 

work through problems or issues on their own, or collaboratively. It's not the 

manager's job to fix everyone else's problems. 

Delegation; Delegation is good for you because it expands your managerial span 

of control. It's good for your employees because it is a growth opportunity for 

them. It demonstrates your trust in them to do the job correctly and increases 

their ownership of the task. 

5.4 AREAS FOR FURTHER RESEARCH 

Studies of the same kind be conducted in other regional in order to make a 

conclusive recommendation about customer care and organisational performance 
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APPENDICES 

APPENDIX IA: QUESTIONNAIRE TO DETERMINE CUSTOMER CARE 

Direction: Please write your preferred option on the space provided before each item. 

Kindly use the rating guide below: 

Instructions: 
Strongly Agree 
Agree 
Strongly Disagree 
Disagree 

A. Customer care 

Customer involvement 

Rating 
(4) 
(3) 
(2) 
(1) 

Description 
You agree with no doubt at all 
You agree with some doubt 
You disagree with no doubt at all 
You disagree with some doubt 

........ 1. our customer always receives quality service 

........ 2. I am sure that employees will fulfill customer expectations 

....... .3. Employees are always willing to help 

....... .4. Employees sincerely want to please customer 

........ 5. Employees always help to solve problems of the customers. 

Innovativeness 

....... 6. I introduces new services 

....... 7. I combine different services 

...... 8. I introduce priced packages 

...... 9I offer animation services 

...... 10. Our services are unique 

Adaptability 

....... 11. Facilities of the organisation are comfortable 

....... 12. organisation demonstrates deliverance services capability 

........ 13. The organisation improves services 

........ 14. The staff in organisation conduct themselves professionally 

........ 15. The organisation introduces individual 
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Mission 

....... 16.the management and staff in organisation successfully respond to the demands 

of the circumstances 

....... 17. the organisation successful takes advantages of business opportunities 

....... 18. The organisation has clear goals and strategy 

....... 19. The organisation takes care of the employees personal development 

....... 20. Customers know to whom to turn to get information about service 

APPENDIX IB: QUESTIONNAIRE TO DETERMINE ORGANISATIONAl 
PERFORMANCE 

Direction: Please write your preferred option on the space provided before each item. 

Kindly use the rating guide below: 

Instructions: Rating Description 

Strongly Agree (4) You agree with no doubt at all 

Agree (3) You agree with some doubt 

Strongly Disagree (2) You disagree with no doubt at all 

Disagree (1) You disagree with some doubt 

A. Financial performance 

...... 1 profit, cash inflows exceed cash outflows 

...... 2 return on assets 

...... 3 Return on investment (always we re-invest) 

..... .4 I know how to prepare financial statements 

...... 5 I able to pay my operational expenses 

B. Market performance 

...... 6. Sales, 

...... 7. Market share 

69 



...... 8. Measuring performance requires weighing the relevance of performance to focal 

stakeholders . 

...... 9. Measurement of performance must take into account heterogeneity of 

environments, strategies and management practices 

...... 10. Measurement of performance requires an understanding of the time series 

properties relating organizational activity to performance. 

C. shareholder return 

...... 11 .. total shareholder return 

...... 12. Economic value added 

...... 13. Performance measures should be sufficiently robust to cover the domain of 

organizational performance 

...... 14. Measurement of performance requires an understanding of the relationship 

between measures . 

...... 15. Share are made after operation expenses are made 

D. Services provided 

...... 16 .. I consider a customer as productive resource 

...... 17. Economic value added 

...... 18. I consider a customer as contributor to quality, satisfaction and 

value 

...... 19. I consider a customer as competitor to the service organization 

...... 20. Total shareholder return is given a priority 

Thank you for your valuable time and cooperation 
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APPENDIX IC: INTERVIEW GUIDE 

Direction: Please may I request you to write your preferred ANSWER on the space 

provided 

1) Take me through the process you use to check that you have the right details 

from a customer 

2) Describe a time you had to ask a number of questions and listen carefully to fully 

understand the customer's query. 

3) Describe a recent situation when you had to handle an angry customer. 

4) How do you define going the extra mile for your customer, give me an example 

of when you have done this. 

5) Describe a time that you picked up an error or problem that had been overlooked 

by others at work. 

6) Tell me about a time that you had a confusing interaction with a customer, how 

did you clarify things? 

7) Describe a time you had to change your approach to a customer because your 

initial attempts were unsuccessful. 

8) Tell me about a time you have had to adjust to a new manager who had a 

different management style to what you were used to. 

9) Tell me about a recent situation with a customer that really tested your patience. 

lO)Tell me about a time you experienced conflicting work demands, how did you 

respond 

ll)Describe a situation when you had to deal with an unpleasant customer who was 

making unreasonable demands. 

12) What do you regard as being the most positive aspects of dealing with 

customers 

13)What do you like and dislike about the customer service job 

Thank you for your valuable time and cooperation 
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APPENDIX II: THE ADOPTED TIME FRAME OF THE STUDY 

Feb April. March July. 2015 

No 

1 Report Preparation 

2 Data Collection And Review 

3 Data Processing, Coding, Typing 

4 Submission of Final Report 

5 Report Preparation 

6 Data Processing, Coding, Typing Editing 

7 Submission of the First Draft of The Report 

8 Discussing The Results Wit The Supervisor 

9 Reviewing and Correcting Typesetting Etc. 

10 Submission of Final Draft of the Report 
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APPENDIX III: RESEARCHER'S CURRICULUM VITEA 

A- BIO- DATA: 

Name 

Gender 

Marital Status 

Nationality 

Religion 

Agira Allan. 

Male 

Single 

Ugandan 

Protestant 

30th November, 1989. 

Mbarara 

Date of Birth 

Place of Birth 

Contact Address 

Telephone No 

E-mail 

C/0 P.O Box 20000, Ggaba, Road, Kampala 

0702142484 

agiraallan@gmail.com 

Current Position Internee, 

Ministry of Finance and Economic Development. 

P. 0 Box 20000, Ggaba-Road, Kampala

Uganda 

B- Academic Background: 
Year College/Institution Award Obtained 
2012- Kampala International University Bachelor of Tourism and Hotel 
2015 P.O Box 20000,Kansanga Ggaba Road Management 

Kampala-Uqanda 
2011- Kampala International University Diploma in Tourism and Hotel 
2012 P.O Box 20000,Kansanga Ggaba Road Management 

Kampala-Uganda 
2004- Manji Memorial Academy Uganda Advanced Certificate 
2010 Education (U.A.C.E). 
2004- St Peter SS Katukuru Uganda Certificate of Education 
2007 (U.C.E) 
1993- Rwentang Primary School Uganda Primary Leaving (P.L.E) 
1997 

C- Short Courses Attended 

Year College/Institution Award Obtained 
June 12tn- Dot (Digital Opportunity Trust) Complted the 25 Modules of 
July 12th 2013 the Reachup 
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D- leadership Background: 

Year College/Institution Award Obtained 
2001-2002 Rwentanga Primary School Health Prefect 
2002-2003 Rwentanga Primary School Head boy 
2006-2007 St. Peters Senior Secondary School Head boy 
2009-2010 Manji Memorial Academy Health Prefect 

E- Personal Strength: 
Qr Enjoy challenging tasks particularly academic and administrative assignment 
"'Computer literate with good working of Microsoft word, excel, and PowerPoint 
applications. 
or Enjoy team work and team spirit and Ability to work with minimum supervision 
or Negotiation and conflict management skills 
"' Perform very well under pressure to meet deadlines 
"' Excellent organizational and interpersonal skills, with ability to prioritize. 
or Ability to interpret and evaluate customer's requirement and provide solution 
"' Effective written and oral communication skills. 
<:ir Excellent judgment and decision making abilities. 

F- Specific Skills 
"'" Microsoft office ""' Driving Skills 
""' Communication skills 
""' Research skills 

"'" Use of Photocopying Machine 
czr Use of Scanner 

"'" Negotiation skills "" Conflict management skills. 

G- Critical Skills and Job Complexity 
czr Efficient organizational skills. 
,. Good interpersonal and communication skills. 
or Demonstrated ability to communicate effectively and professionally with internal 

and external associates. 
"' Ability to follow through on work assignments. 
"'" Demonstrated ability to work with and lead a team. 
or Detail and customer service oriented. 
err Relationship management. 

H- Research Work Accomplishedi 

Status Title 
Research report Customer care and organisational 
and performance of selected tour and 
Research Proposal travel companies in Kampala-

Uqanda 
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Study Area 
Kampala District-Uganda 



I- Membership; 

(i) Karookarungyi Students Association 
(ii) Lions Club 
(iii) GNLD 

.J- Hobbies: 
cr Reading/Searching 
"'" Surfing 
"'" Writing 

languages Knowledge 
cr English 
<Jr French 
<Jr Luganda 

cr Watching and playing football 
cr Driving 

cr Swahili 
<Jr Runyankole 

K- Working Experience; 

Year Organization/Institution Designation 
2013-2014 Fast flight Travel Limited Office attendant 

Kampala-Uganda 
2014-2015 Grand Grobal Hotel Receptionist 

Makerere 

l- Duties/Responsibilities; 
(i) Attending to visitor/customers 
(ii) requisition of office requirements 

M-Other skills; 
Knowledge to use : 
<Jr Photocopying machine 
cr Scanner 
cr Paper cutter 

N- Professional References; 

1. Mrs. Jovia Karwana 

2. Hon Nassar B 

3. Dr. Enoch Mutambi 

Dean of Student 
Kampala International University 
P.O. Box 20000 Kampala-Uganda 

Resident Director 
Kampala International University 
P.O. Box 20000 Kampala-Uganda 

Executive Director 
Nakasero Senior Secondary School 
P.O. Box Kampala- Uganda 
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0- Declaration; 

I, Allan Agira declare that the information given in this resume is correct and to the 

best of my knowledge as per 2015/2016. 
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