
©Rajasthali Journal                                                                                                                                                    ISSN 2583-1720 

 

https://www.rajasthali.marudharacollege.ac.in           Volume 2, Issue 2, Jan - March 2023                                                          53                                                           

Received: Dec ‘22 

Revised:  

Accepted: Jan ‘23 

© 2022 by the authors. This article is an open access article distributed 

under the terms and conditions of the Creative Commons Attribution (CC 

BY) license (https://creativecommons.org/licenses/by/4.0/).  

EMPLOYEE SATISFACTION LEADS TO CUSTOMER DELIGHT- A REVIEW PAPER 

Jyoti1*, Dr. Md. Chand Rashid2, Dr. Mujibur Rahman3 and Monalisha Dash4 
1Research Scholar, Galgotias University Greater Noida 

2,3Professor, Galgotias University, Greater Noida 
4Associate professor, Galgotias University, Greater Noida 

E-mail: 4jyotikukrejaa@gmail.com 

A
B

S
T

R
A

C
T

 

Guest satisfaction and delight have directly affected by employee’s job satisfaction. Employee satisfaction is 

very crucial to their performance in hotel. The study examines that the guest satisfaction is important for hotel 

growth. The factors which contribute to employee satisfaction are good working conditions, proper training, a 

better working atmosphere, a good pay scale, proper incentives, wages, development and opportunities. Less 

benefits, opportunities, and growth are factors that leads to employee dissatisfaction. The main objective of the 

research paper is an employee satisfaction leads to customer delight. The methodology used for this paper is 

primary as well as secondary. We have targeted the hotel employees and guests. The finding of the paper is 

When employees have higher job satisfaction then it helps increase the financial performance of the hotel. It is 

said that a “Happy employee makes, Guests delighted”. 
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INTRODUCTION 

Hotel employees have first and continual 

interaction with guests in each and every stage of 

the guest stay.  Hotel employees are responsible for 

providing food and shelter to guests. The main 

motive of the hotel employees is to make the guest 

satisfied and delighted. Hotel employees are the one 

who directly and indirectly interacts with the 

customers, so their helping and positive behavior 

toward guest make the guest happy and 

comfortable.  Making a strong first impression on 

the guest is crucial to ensuring that he returns to the 

hotel. This is because the hotel is the point where 

the tourist ceases to be the traveler and turns into a 

guest paying for services. If a guest has a high 

satisfaction level, then it helps in generating 

revenue for the hotel. As it provides the hotel with 

new guests through beneficial word-of-mouth 

communication. The basic says is that “Satisfied 

guests will come back; while dissatisfied ones will 

not”. Employee satisfaction is the first and very 

crucial part of making customers happy So, to 

achieve high level of service by hotel employees, 

the employee satisfaction factor is must. In making 

employees happy and satisfied here are some 

important points that the hotel should take care of 

creating a fun work environment where employees 

feel friendly and relaxed, supporting the employees 

whenever there is a need, giving employees 

appreciation certificates and rewards, and giving 

them necessary and regular training of new 

technologies. This research seeks to show that the 

idea of customer delight goes beyond customer 

satisfaction (Berman, 2005) by offering unexpected 

benefits to the customers in addition to the 

fundamental services offered by hotels. It has been 

observed that with time, these appealing traits blend 

in with the more satisfying ones. Their expectations 

keep rising as the hotel keeps surprising its visitors 

with extra facilities in addition to the standard 

services. They begin to anticipate the earlier 

delighter characteristics during each subsequent trip 

as a result. There is a limit to how profitable a hotel 

can continue to be, though. In order to decrease the 

likelihood that visitors would remember any of the 

prior delightful experiences, this study also 

emphasizes how any hotel may produce transitory 

delight or recreate delight (assimilated delight). 

These may result in the preservation of constant 

delighter qualities, which will delight. 

OBJECTIVE 

1. To identify various measures of employee 

satisfaction.  

2. To analyze the behavior of hotel employees 

towards guests. 

3. To identify the various ways to make the 

customer delight and helps in generating revenue in 

long term 

LITERATURE REVIEW 

What Is Customer Delight? 
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Based on theory from the emotion literature (e.g., 

Plutchik 1980; Russell 1980), delight was first 

defined as a genuinely positive emotional state that 

typically happens when one's expectations are 

unexpectedly exceeded (Oliver, Rust, and Varki 

1997). Recent studies have shown that customers 

can be delighted without being surprised (Chitturi, 

Raghunathan, and Mahajan 2008; Keiningham and 

Vavra 2001; Kumar, Olshavsky, and King 2001), 

making this a more attainable objective for the hotel 

industry.  

What Leads to Customer Delight? 

It's important to assess what customers consider to 

be delightful after recognising how important 

customer satisfaction is to a company. It appears 

that there are two basic ways to make the client 

happy, cognitive and affective, from a review of the 

research on both satisfaction and joy (see Figure 1). 

For both satisfaction and joy, the cognitive route 

has received the greatest attention (Arnold et al. 

2005; Oliver, Rust, and Varki 1997; Rust and 

Oliver 2000), but research provides strong 

justifications for the importance of emotive routes 

to delight as well (i.e., Arnould and Price 1993; 

Schneider and Bowen 1999). 

WHAT CUSTOMERS BELIEVE LEADS TO 

CUSTOMER DELIGHT 

Seven categories were identified from customer-

generated examples of delightful incidents: (1) 

employee affect (2) employee effort, (3) employee 

skill (4) time issue  (5) core product  (6) bend the 

rules/give stuff away  and (7) service failure 

recovery. 

According to Patterson (1997), customer delight 

involves delivering what can best be defined as a 

pleasant experience for the client means going 

above and beyond customer satisfaction. Schneider 

and Bowen (1999) stated that the fundamental 

human demands of justice, security, and esteem can 

be the source of both customer satisfaction and 

delight. If the three requirements are satisfied, 

wonderful emotions will follow. On the other side, 

ignoring such fundamental needs will result in a 

negative experience. According to Minghetti 

Valeria's 2003 paper, hotels need to be aware of 

guests' wants and preferences in order to boost 

occupancy levels, subsequently revenue levels, and 

the overall guest experience. According to the 

statement, it will benefit customers and aid in 

visitor retention. A methodology has been created 

in the study to examine the guest–hotel connection. 

According to Lee and Way (2010), a work 

atmosphere where staff can feel satisfied is 

associated with high-quality service and delighted 

customers. Ma et al(2013)  findings suggested that 

visitors' perceptions of an experience's significance 

to their own well-being or particular requirements 

can induce delight. 

EMPLOYEE AND DELIGHT 

RELATIONSHIP 

Employees may affect a customer's contentment, 

discontent, and enjoyment in a number of ways. 

While reducing discontent and balancing bad 

emotions may be the most optimistic expectations 

of a successful employee effort, others claim that 

by properly managing such tasks, one may 

experience joy. According to Bell, a front-line 

employee's reaction often converts a client's 

unhappiness into customer contentment and 

sometimes even ecstasy (1994). Despite the fact 

that many organisations have service breakdowns, 

they may respond differently. By putting the proper 

processes and qualified personnel in place, mistakes 

may be transformed into opportunities for 

enjoyment. Research shows that consumers who 

have difficulties that are successfully handled are 

more likely to stay loyal than those who have never 

had a problem (Bell, 1994). Good service recovery 

may, in fact, have a big influence on how the client 

feels about the business. 

CUSTOMER DELIGHT AND FINANCIAL 

PERFORMANCE 

The service-profit chain predicts a positive 

relationship between financial success and 

customer satisfaction, with better customer 

satisfaction translating into more favourable 

performance measures. Although some studies 

(Bernhardt et al., 2000; Nelson et al., 1992) suggest 

a favourable association between the two, others 

argue that profits are sometimes, but not always, 

reflected in customer service quality opinions and 

enjoyment (Schneider, 1991). The financial success 

of an organisation and changes in customer 

satisfaction have a significant and positive 

association, according to Bernhardt et al. (2000). 

This strong and positive link may be obscured 

temporarily by a number of factors, albeit they may 

change to favourably over time. 

Hypothesis 1. There is a significant positive 

relationship between customer delight and financial 

performance. 
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EMPLOYEE SATISFACTION AND 

FINANCIAL PERFORMANCE 

Studies show that organisations' capacity to satisfy 

their workforce has a significant role in their 

capacity to achieve financial goals (Koys, 2003). 

This argument is founded on the notion that if a 

company protects its workers, those employees will 

protect the customers. It's true that companies with 

greater employee happiness and engagement levels 

often provide consumers with a better experience. 

Taking care of workers includes providing them 

with better pay, ongoing training, and a feeling of 

security, for instance (Gursoy and Swanger, 2007; 

Koys, 2003; Schneider, 1991). Those who are 

content at work are more likely to be driven and put 

in more effort than those who are not. Although 

company employees who are willing to work 

together, go above and beyond what is required, 

and put themselves in the manager's shoes tend to 

work more productively, provide better services, 

and ultimately lead to higher customer satisfaction 

(Koys, 2003), a number of studies contend that an 

analysis of the direct relationship between 

employee satisfaction and financial results typically 

yields insignificant results, suggesting an 

insignificant direct r Even worse, according to 

multiple research, there is a disconnect between 

employee and customer pleasure. 

Hypothesis 2. There is no significant direct 

relationship between employee satisfaction and 

financial performance. 

This bare minimum of a direct connection may be 

explained by the possibility of an indirect 

association between employee happiness and 

financial success. According to the service-profit 

chain, workers are more inclined to take the time to 

provide customers with outstanding service that 

meets or exceeds their expectations if they believe 

that the firm loves them. These clients will likely 

feel happier as a consequence, increasing sales and 

financial success via repeat business and positive 

word-of-mouth behaviour (Koys, 2003). According 

to the material that has come before, there is 

undoubtedly a connection between employee 

happiness and financial success that is indirect, and 

this connection is most likely mediated through 

consumer satisfaction. 

Based on the preceding discussion, following two 

hypotheses are proposed: 

Hypothesis 3. Between employee satisfaction and 

financial performance, there is a significant indirect 

positive relationship. 

Hypothesis 4. The relationship between employee 

satisfaction and financial performance is mediated 

by customer satisfaction. 

EMPLOYEE SATISFACTION AND 

CUSTOMER DELIGHT 

There is a strong relationship between employee 

satisfaction and customer delight. If employees are 

highly satisfied in terms of salary, work 

environment, rewards, working hours etc. obviously 

they will put 100 % efforts to make the customer 

satisfied and delight.  

Hypothesis 5. There is strong relationship between 

employee satisfaction and customer delight  

DATA ANALYSIS AND INTERPRETATION 

Data for this study has been collected on the level 

of excitement of the respondents. 

THE IMPACT OF NEW TRENDS ON 

EMPLOYEE’S AND GUEST’S 

SATISFACTION 

According to this data,69.3% people are strongly 

agreed to new trends of post COVID-19 that it has 

negative impact on employees as well as guest in 

overall satisfaction, where 21.3% are just agreed 

with the above statement. Only 9.4% have 

answered that they are not sure and disagreed with 

the statement. 

 
Figure -1 
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Effect of Rewards and praising on Employees 

According to the survey, people were asked if 

employee productivity improve by rewarding and 

praising their efforts. So, the responses we get 62.7 

percent of the people were strongly agreed, 24 

percent of the people were just agreed, and very 

small number of people were not sure, disagreed 

and highly agreed. 

 

 
Figure-2 

Factors affecting hotel preference 

According to the survey, 66.7 percent of people use 

hotel rating on websites factor in choosing hotel as 

a guest to stay, 20 percent of people use price factor 

in choosing hotel and 13.3 percent of people use 

location factor in choosing hotel to stay. 

  
Figure-3 

CONCLUSION 

From my research I have come to know that hotel 

businesses are now focusing more on operation and 

marketing as a strategy to boost profitability and 

market share as a result of mounting pressure on 

hotel sales and profit and a decline in new buildings 

and development. The best outcomes will be 

attained by businesses that use innovative 

techniques to raise customer delight. Given these 

changes, hotel operations must come up with 

innovative plans to guarantee that all of their 

current and potential consumers return as satisfied, 

devoted customers. Common sense teaches us that 

happy consumers are more likely to make a second 

purchase than unhappy visitors. Furthermore, it's 

well accepted that dissatisfied customers share their 

unpleasant experiences with friends and associates, 

spreading the effects of one unfortunate 

circumstance. Customer and employee happiness 

are mutually intertwined. Happy customers make 

for happy employees. Unhappy employees translate 

to unhappy customers. In general, it is not too far 

off, even if it is not nearly as simple. Employees are 

the major factor in clients' satisfaction. Employee 

relationships influence both positive and negative 

customer experiences. When employees are 

dissatisfied at work, their relationships with 

consumers may, and almost invariably will, become 

worse. In the long term, a corporation may suffer as 

a result of this. 
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