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Abstract: The major and imperative objective of hotels endeavour to achieve is to satisfy and hold their customers.
Past examination demonstrated that contented hotel visitors will probably return to a hotel than visitors who were
by one means or another disappointed. South Florida is a standout amongst the most appealing destinations in the
U.S. for vacationers. The hotel business in South Florida has become quickly as of late to serve the expanding
number of travellers. In any case, concentrates on with respect to the hotel business in South Florida are restricted.
This study endeavoured to examine and explore the relationship between service quality and customer loyalty in
the hotel industry in South Florida, encompassing Palm Beach. The particular purposes of this illustrative
guantitative study were: (a) to portray hotel guest situated in South Florida, U.S.A. as far as socio-demographic
attributes, impression of service quality of supplier of the service that is service provider, and customer loyalty; (b)
to investigate the connections between socio - demographic attributes, service quality measurements, and customer
loyalty; and (c) to create meanings for service quality preparing in customer loyalty methodologies and
administration change in the hotel business in South Florida.
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1. INTRODUCTION

In today's aggressive business environment, an organization needs to discover new techniques to fight with contenders.
An endeavour to fulfil customers need and satisfy them, it doesn't end there and hold them turns into a critical objective
that organizations need to accomplish. A study by Gaylord Opryland Hotel in Nashville (2000) demonstrated that fulfilled
clients will probably visit a hotel again than clients who were by one means or another disappointed. It was demonstrated
that an expansion of 2 % in holding clients can offer an organization some assistance with reducing costs by 10%. This is
predictable with the finding of Reichheld and Sasser (1990) that an expansion of 5% in client faithfulness can prompt an
improvement in profitability to go up to 85%. Then again, it costs an organization six-15 times more to pull in new clients
than to keep the current ones. Most firms right now understand that consumer loyalty can prompt long haul achievement;
the hospitality business, particularly hotels, is no special case to this rule.

The worldwide hotel industry has progressively created, in past decades, bringing about over - development and high
rivalry among hotels. The fast development in the business constrained inns to start to truly perceive the significance of
change in service quality. In 1992, Berry and Parasumaran demonstrated that 78% of the reviewed directors in North
America, Western Europe, and Japan trusted that the way to focused achievement were service quality upgrades. Service
quality is one of the pointers of consumer loyalty and hotel benefit. SERVICE quality is basic to a hotel to separate itself
from competitors and attain and retain consumer loyalty.

2. THE RELATIONSHIP, CUSTOMER SATISFACTION, CUSTOMER LOYALTY AND SERVICE
QUALITY

Customers assess nature of service quality contrasting their desire and their observation. Thus, keeping in mind the end
goal to achieve an upper hand and hold the customers; service quality change has turned into a noteworthy instrument in
the hotel business.
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After the 09/11, the hotel business was compelled to decrease consumptions, incorporating scaling down of
representatives and diminishments in administrations and conveniences. Alongside this occasion, the Iraq war and SARS
plague likewise prompted a reduction of the quantity of hotel visitors. The hotel industry has as of now recouped from
these occasions, and has raised a score of consumer loyalty to 83 in the second from last quarter of 2003 from July
through September. In any case, the hotel business needs to reliably keep up and enhance service quality and appeal to
expand fulfilment of client score, since consumer loyalty assumes a key part in fulfilling customer loyalty and profitability
of the hotel.

South Florida is a standout amongst the most alluring destinations in the U.S. for vacationers.

The hotel industry in South Florida has become quickly in past years to serve the quantity of visitors' landings that
marginally build each year. The South Florida Tourism Department reports that the hotels in Dade, Palm shoreline and
Broward regions could close the pre-September 11 crevice for the room inhabitancy and rate in the initial six months of
the year 2003. In 2004, the quantities of authorized hotels in Dade, Broward, Palm Beach provinces were 298, 136, and 73
separately (Florida Statistical Abstract, 2004).

Shoreline (Florida Statistical Abstract, 2004). In 2003, the quantity of voyagers who went by South Florida just in the Fort
Lauderdale range was roughly 8.6 million. In any case, not every one of the visitors have been content with the services
that they have gotten amid their stay in these hotels. In light of examination in regards to consumer loyalty, and expenses,
what's more, benefit, inadmissible administration might potentially prevent the lodging business in South Florida. Along
these lines, the need to enhance nature of administration in inns appears to be vital.

Consumer loyalty and client dependability are not new ideas. Best-hone inn associations see consumer loyalty as a
standout amongst the most critical key weapons of guaranteeing benefit picks up. Consumer loyalty emerges when a
consumer is satisfied with the hotel services and its quality, as seen by customers, meets or surpasses their expectation.

As per our view, the need for most hotels with respect to customer services is to satisfy consumers and hold them. A hotel
which can't live up to customers' desires or neglects to satisfy customers' services necessities would be bankrupt in seven-
nine years. In this way, with a specific end goal to survive, the hotel needs to manufacture appropriate service standards
principles in regards to customers’ wishes and desires. When customers get to be satisfied, Hotels chiefs need to find the
key driver that moves customers from satisfaction to faithful loyalty, and components that decide their loyalty. With a
comprehension of what makes customers come back to a hotel, chiefs can add to a procedure to enhance service quality
and customer loyalty.

In spite of the fact that a satisfied customer can add an incredible deal to the result of the hotel, consumer loyalty is
insufficient for the hotels to raise their aggressive, point of interest, and adequacy

The idea of customer loyalty has been as of late talked about as an extreme objective of firms to achieve.

Customer loyalty is especially crucial to the hotel industry, in light of the extreme rivalry among full grown areas of the
business. Also, consumer loyalty alone does not ensure that placated consumers will return to utilize the services once
more. Along these lines, the hotel business has contributed extensive measures of cash every year to build customer
loyalty (Schall, 2003).

For illustration, Skogland and Siguaw (2004) noticed that Marriot paid out about $56 million in 1996 for its Honoured
Guest program, while Hyatt spent about $25 million on its loyalty program around the same time. The hotel industry
needs to construct customer steadfastness in development way so their products and services aren't copied by competitors
easily immediately, to expand piece of the pie, and in addition enhance their benefits.

Consumer satisfaction impacts the stretch out of service change, and the other way arou nd. The relationship between
consumer satisfaction and service quality is solid when considered from either way. Hotels enhance their service quality
to enhance the experience by consumers which would result in consumer satisfaction, which could be the stage for a hotel
to accomplish customers’ value and loyalty, and in the end enhance general monetary execution. Past exploration by
Hurley and Hooman (1998), showed that impression of service quality effect sentiments of satisfaction, which could
impact loyalty and the choice to return later on. Be that as it may, no exact studies were found, that inspected the
relationship between service quality and customer loyalty in the hotel business, particularly in South Florida.
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