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Introduction 
The question of customer satisfaction became 
one of the central themes of marketing in the 
late 1970s. One of the reasons was and has 
been the growing importance of services with 
a marked shift towards increasing quality. 
This is evident in the development of selected 
economic indicators, as well as by analyses 
of the contribution of services. Present-
day customers are more informed, they are 
becoming more emancipated and demanding, 
and they want to receive fi rst-rate services, 
i.e. services that fully meet their requirements. 
The needs and requirements of every tourism 
participant change over time depending on 
their health condition. Spa tourism represents 
a special form of convalescence with emphasis 
on health and preventive care.

The development of spa tourism is 
preconditioned by the existence of natural 
healing resources (i.e. natural healing waters, 
gases, bog and climate) that affect the focus 
of spa treatment. Grounded on the exploitation 
of natural healing resources, spa treatment 
is combined with medicamentous therapy, 
diet therapy, and rehabilitation. Spa treatment 
is aimed at disease prevention, health 
improvement and, consequently, at reducing 
the incapacity for work of the population.

As of June 2013, there were 37 spa 
locations on the territory of the Czech Republic, 
operated by 90 spa entrepreneurial entities 
with the total number of 27,000 beds [4]. At 
present, these spa companies offer a wide 
portfolio of services – medical, therapeutic 
and rehabilitation care, wellness services and 
hotel accommodation. According to the Czech 
law, no. 48/1997 medical rehabilitation care 
(spa care) is provided as indispensable part of 
medical (healing) process. The law divides two 
types of medical rehabilitation care, which are 
covered by public health insurance and has to 

be allowed from inspection doctor of the health 
insurance company: (1) comprehensive spa 
medical rehabilitation care (further referred as 
comprehensive spa care) and (2) contributory 
spa rehabilitation care (further referred as 
contributory spa care – treatment is covered 
from public health insurance funds while 
accommodation and boarding is paid by the 
client). The main difference is in the level of 
health insurance contribution to the cost of the 
spa care. Historically this kind of spa care has 
been typical and prevailing for most Czech spa 
locations and it´s granted to Czech citizens only. 
Beyond this system of spa care there are other 
clients of spa companies, so called self-payers 
(they are accepting the system of medical spa 
care, but they fi nance their stay by themselves 
or better to say not from the Czech public health 
insurance system), Usually such spa care stays 
are long-term stays (at least 14 days). We can 
also fi nd another groups of customers in spa 
hotels – e.g. regular hotel guests (no use of spa 
facilities), wellness guests (short stays, some 
use of spa facilities and service).

This article focuses on such spa companies, 
which are offering their services to a wide range 
of domestic and foreign guests. Their sales 
are no longer only dependent on stays within 
the comprehensive and contributory spa care 
segment. Nowadays, they are tourism-oriented 
enterprises, which don´t focus on a single 
target group. They are dealing with diverse 
customer segments – domestic and foreign 
and to foster their business success they need 
to understand diversity or diversifi cation, which 
stem from the naturally present differences in 
the human society. Communication is often 
infl uenced by prejudice and individual cultural 
differences, and when not understood properly, 
the achievement of the desired business 
success tends to be quite diffi cult. [6]

In 2012, the regulation of Department 
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(Ministry) of Health of Czech Republic no. 
267/2012 limited spa medical rehabilitation 
care covered from public health insurance. For 
example, in comparison to previous regulation 
from 1997, the length of comprehensive spa 
care has been limited from 28 to 21 paid days, 
the length of contributory spa rehabilitation 
care has been limited from 21 to 14 paid days, 
some medical indications have been deleted 
from the list of paid spa care etc. This change 
affected Czech spa companies greatly. For 
example , during the fi rst 6 months of 2013, 
there was a decrease in recommended spa 
care by 37% compared to 2012. In the course 
of 2012, spa care had already been gradually 
limited in the light of the changes that were to 
be introduced. If we look at a comparison with 
2010, it is obvious that comprehensive spa 
care experienced a 43% drop and contributory 
spa care a 30% drop, compared to 2013. This 
drop in spa care covered by public health 
insurance is extreme. Most spa companies had 
to undergo rapid changes in promotion, target 
group orientation, and in general, they had to 
change the product structure and service offer.
[1] Recently, The Constitutional Court of the 
Czech Republic limited the legal force of the 
Regulation no. 267/2012 to the end of 2014 and 
an actualization of the law no. 48/1997 is being 
prepared. This new regulation should partially 
restore the situation valid before 2012.

The importance of balneology as a part of the 
tourism industry is of considerable signifi cance 
for the Czech Republic. The tourism industry 
GDP share was 2.7% in 2011. In the same year, 
the number of people employed in the industry 
amounted to 231,266, which represents 4.56% 
of the total number of employees. The number 
of guests staying at mass accommodation 
tourist facilities amounted to 12.9 million in 
2011, 706,838 of whom were accommodated 
at spa facilities, i.e. 5% of all visitors. Measured 
in bed nights (38,235,088 in all accommodation 
facilities, 6,857,724 in spa facilities), the share 
amounts to almost 18% [21]. Balneology is 
therefore of vital importance for tourism in the 
Czech Republic. The company under review 
provides services in West Bohemia, namely in 
the Region of Karlovy Vary. In 2011, the Region 
of Karlovy Vary received 709,733 guests, 
426,976 of whom were accommodated at spa 
facilities. Spa guests make up approx. 60% of 
the total number of visitors and they are thus of 
substantial relevance for the region.

1. Customer Satisfaction and Loyalty
Building customer loyalty and fi delity has always 
been a priority for balneology and it has become 
one of the fundamental traits of present-day 
modern marketing. Quality, customer services, 
as well as other marketing activities form one 
complex. Relationship marketing strives to 
interconnect all these elements and to combine 
them to achieve a synergic effect. Kotler and 
Keller [15] see the relationship marketing as 
a part of the holistic marketing concept, which 
consists of four main components: relationship 
marketing, integrated marketing, internal 
marketing, and socially responsible marketing. 
In times of intense global competition, 
a customer-oriented business policy belongs 
among the fundamental preconditions for 
business success. “Customer relationship 
management embraces employees, business 
processes and IS/IT technology with the aim to 
maximise customer loyalty and to consequently 
increase the company’s profi tability. It is 
a part of corporate strategy and as such, it 
becomes a part of corporate culture. In terms 
of technology, it makes use of the potential and 
the possibilities offered by the Internet more 
increasingly.” [5, p. 18] Customer relationship 
management (CRM) comprehends a process 
ranging from customer acquisition (CCM – 
Customer Creation Management) and retention 
(CRM) to customer churn (CTM – Customer 
Termination Management). One of the essential 
objectives in business is to achieve customer 
satisfaction at all levels. For the purposes of 
this article, its authors focus only on the “gap” 
between customer retention and customer 
churn (Fig. 1). First step to customer retention is 
their satisfaction with products of the company.

Although literature provides a general 
defi nition of satisfaction, the authors of this 
article believe that there are several levels of 
satisfaction. The fi rst level may be considered as 
simple satisfaction. The second level represents 
the willingness to recommend the product or 
service to others (fi delity). The highest and 
most valuable level is loyalty when the customer 
willingly recommends the product or service to 
others and returns. In this case Iordache a Sirbu 
[12] use the term customer enthusiasm. Kotler 
and Keller [15] defi ne satisfaction as “the level 
of satisfaction of a customer’s expectations 
that is linked to how the customer perceives 
and values the purchased product”. The Czech 
Technical Standard CSN EN ISO 9000:2006 
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defi nes the term “as a customer’s opinion on 
the level to which a business case fulfi lled the 
customer’s needs and expectations”. More 
authors, e.g. Moon-Koo, Myeong-Cheol, Dong-
Heon [23], mention a defi nition of satisfaction by 
Oliver: “Customer satisfaction generally means 
customer reaction to the state of fulfi lment, 
and customer judgment of the fulfi lled state.” 
The same authors state that a high level of 
satisfaction increases the level of loyalty and that 
the main factor of satisfaction is the customer’s 
own perception of the services quality. This view 

is also supported by McDougall and Levesque 
[19] who besides other industries monitored 
restaurants as well. These defi nitions are 
consistent with the Proposal of Spa Guest 
Satisfaction Model provided in Fig. 2. This 
proposed model shows some limits for guests 
on comprehensive and contributory spa stays, 
because some of their payments and their 
return rate are to a certain point regulated. 
An overview of loyalty defi nitions provide 
Szczepańska and Gawron. [29]

Fig. 1: Area of customer relationship management under review

Source: Own diagram according to Lehtinen [17]

Fig. 2: Proposal of Spa Guest Satisfaction Model

Source: Own diagram according to Nenadál [24]
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Satisfaction is closely linked with 
complaint (the customer’s dissatisfaction 
with the rendered performance may lead to 
a complaint). Momberger (in [2]) associates 
complaint with the issue of quality and he puts 
both these areas in the foreground. The authors 
of this article deem that some defi nitions fail 
to state that if the complaining customer is 
satisfi ed (the complaint is resolved according 
to the customer’s expectations), such customer 
becomes loyal to the particular company 
(see Fig. 2). Momberger’s research shows 
that a company may reacquire an unsatisfi ed 
customer, provided, that it takes the customer’s 
complaint seriously and attempts to resolve it 
as soon as feasible. There is a tolerance zone 
of complaint response, so called tolerance 
fi eld, between the expected and acceptable 
response. If a standard acceptable response is 
not achieved, there is dissatisfaction because 
not even the minimum requirements of the 
customer based on the complaint were met. 
If the perceived complaint response is on 
the acceptable response level, the customer 
becomes disinterested or there is a low level 
of satisfaction with the response. According to 
Stauss ([9]), the following factors determine the 
level of expectation and tolerance zone’s width: 
understanding of the customer’s role, problem’s 
relevance, perceived fault of the provider, 
explicit and implicit promise, experience 
with complaints, verbal communication, and 
expected response to the complaint. As 
mentioned in the introduction, differences may 
exist within individual diversities. The Czechs 
are generally denoted as frequent complainers, 
yet they go over to a new provider only 
exceptionally. The German customers who form 
a signifi cant section of the Czech spa guests 
are fairly conservative. [11]

The issue of satisfaction also examine e.g. 
Stauss and Seidel [28], Kozel [16], Meffert, 
and Bruhn [20]. They focus on a comparison 
of the benchmarks and actual perception. 
The relationship between these two variables 
stands in the foreground and their comparison 
may result in three different situations: (1) 
perceived level > expected level; (2) perceived 
level = expected level; (3) perceived level < 
expected level.

The perceived level means the current state 
of the received service. Nonetheless, there is 
a difference between objective and subjective 
performance. While objective performance is the 

same for all customers, subjective performance 
is based on a variety of perceived effects that 
may differ with each customer. The existence of 
a large number of perceived performance levels 
for one state is no exception. The expected 
level expresses the customer’s expectations 
in relation to the provided services. Literature 
often mentions various benchmarks (e.g. 
expectations, experience standards, or ideals). 
While expectations mainly concern the expected 
performance level, experience standards build 
on the experience of customers with the same 
or similar product or service. [14]

In addition, satisfaction may be viewed 
from several perspectives: Economical 
perspective: A customer makes a purchase 
under conditions that are consistent with the 
value of the service for the customer. One of the 
possible approaches envisaged by Simová [27] 
is the perception of value as a multidimensional 
concept, comprising both functional and 
affective dimensions. In this article, the 
economical perspective of satisfaction will 
be preferred. Psychological perspective: An 
essential role is played by emotions. Vysekalová 
[30] claims, “the conception, existence and 
satisfaction of needs as the base of motivation 
are intertwined with emotions, the satisfaction 
of a need always carries a positive emotional 
accent“. Sociological perspective: It examines 
customer behaviour from the point of view of 
the environment in which the customer lives 
and the community with which the costumer 
associates.

2.  Selected Approaches to 
Measurement of Customer 
Satisfaction and Loyalty

With the growing signifi cance of customer 
satisfaction over the recent years, some 
countries have introduced national customer 
satisfaction indices (e.g. Switzerland – 
Swiss Index of Customer Satisfaction). The 
development of these indices is recorded in 
an easy-to-understand way e.g. in Johnson et 
al. [13]. This type of indices provides a more 
in-depth understanding of the relationship 
between the customer and the company with 
the aim to acquire fi ndings that would aid in 
the planning and implementation of improved 
company satisfaction programs. Each of these 
models presents a uniform overview of customer 
preferences in terms of the quality of products 
and services. Although the Czech Republic has 
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no established quality control system at present, 
certain areas have been making use of specifi c 
standards (e.g. gastronomy – HACCP system, 
accommodation – uniform (non-compulsory) 
classifi cation of accommodation facilities, etc.).

The objective of this article is to examine 
the customer satisfaction and loyalty index 
at the company level. “The principle of 
measuring customer satisfaction is based on 
measuring overall (accumulated) satisfaction, 
which is infl uenced by a wide range of partial, 
satisfaction-oriented factors. These factors 
need to be measurable and their signifi cance 
(weight) for the customer with respect to overall 
satisfaction has to be known.” [16, p. 190] Today, 
a variety of different methods and models 
[7] may be utilised to ascertain the level of 
customer satisfaction, such as Satisfaction Only 
method, Gap analysis, Importance-Satisfaction 
(I-S) model, Multiplicative approach, Customer 
Satisfaction Index. For the purposes of this 
article, the customer satisfaction index will be 
calculated with the aid of the adapted formula 
according to Foret [8]:

 (1)

CSIj – customer satisfaction index for the 
customer j,

vij – weight of ith measurable variable for jth 
customer,

xij – value of ith measurable variable for jth 
customer,

4 – relates to applied scale (1 to 4 scale),
n – number of measurable variables.

A term often mentioned in connection with 
customer satisfaction is loyalty. It represents 
a long-term process, a developing relationship 
between the service provider and the customer. 
A loyal customer is someone who becomes 
emotionally attached to a brand or a company. 
An important condition with respect to loyalty is 
customer retention. As regards the relationship 
between these two terms, we may say that 
satisfaction is opinion-based, while loyalty is 
a manifestation of consumer buying behaviour. 
The level of loyalty may be measured with the 
aid of the customer loyalty index. [18]

CLI = CSI * CRI * SRI (2)

CLI – customer loyalty index,
CSI – customer satisfaction index,
CRI – customer retention index,
SRI – spontaneous recommendation index 

in relation to a company product or brand.

This index is in line for example with the 
model used by Oh [25] who studied the link 
between the perceived price, perceived quality, 
perceptions and customer satisfaction and 
the value which should then infl uence the 
intention of repeated purchase and intention of 
spontaneous recommendation (Oh refers to it as 
the Word-of-Mouth Communication intention). 
Yunus, Bojei and Rashid [32] chose a similar 
concept in studying the low-cost airlines’ 
customers’ loyalty. When the perceived services 
quality is understood as an independent 
variable implying the customer’s satisfaction 
and subsequently also the customer loyalty. 
This article deals with loyalty specifi cally in the 
conditions of a spa enterprise, i.e. in the spa and 
medical tourism, characterised mostly by older 
clients who often repeat their visits. The cruise 
tourism studied by Petrick [26] has a similar 
customer characteristic. He also concluded that 
the customer satisfaction infl uences their loyalty 
and that the more loyal customers are more 
profi table for the enterprise in the end. Loyalty 
in the medical tourism industry was also studied 
by Ho, Hsieh and Yu [10]. Mohajerani and 
Miremadi [22] in their hotel industry research 
also discovered a positive correlation between 
the value perceived, customer satisfaction and 
customer loyalty.

3.  Research of Customer Satisfaction 
and Loyalty in a Spa Company

The objective of the research was to examine 
the possibilities of measuring loyalty and 
satisfaction of customers in a spa company 
based on comparably simple data collection. 
Partial objectives are (1) to set (compute) 
weights for different factors in customer 
satisfaction index; (2) to compute customer 
satisfaction index (CSI) and customer loyalty 
index (CLI); (3) to compare CSI for different 
customer segments; (4) to validate the set of 
items used for data collection. 

3.1 Research Methodology
Development of a questionnaire research was 
the key to carrying out the study, or specifi cally 
the selection of factors (items) infl uencing the 
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quality within the framework of the individual 
variables monitored: accommodation (U), 
boarding (J), spa treatment (L) and leisure time 
activities (K/S). The research took place in the 
following steps.

3.1.1  Research Conducted among Other 

Spa Companies

Sample questionnaires were collected and an 
online review of the websites of the subject spa 
companies was carried out. The objective of the 
review was to determine what factors the other 
spa companies focus on, what scales they use, 
and how their questionnaires are structured. 

3.1.2  Interviews with Spa Guests

Customer opinions are the most valuable 
asset for any company. The authors have taken 
advantage of the opportunity to establish direct 
contact with customers in the form of focus 
group. The outcome of these interviews was 
the defi nition of factors and their items that 
are important for measuring the satisfaction. 
As mentioned in the introduction, the authors 
view customer groups as various diversities 
and thus the interviews differed depending on 
their nationality with respect to the customer 
structure of the spa company under review. 
Ten groups (each approximately with 10 
participants: fi ve groups with German guests 
and fi ve groups with Czech guests) took part 
in the focus group. Those guests stayed at least 
one week in the spa company. 

3.1.3 Interviews with Experts

From the point of view of the business managers 
from the other spa companies, customer 
satisfaction is important. Nonetheless, as 
the present times are not very favourable to 
balneology, everyone is more concerned about 
“numbers” than customer opinions. Naturally, 
inquiries among guests are conducted, yet 
the processing of the collected data is not 
ideal in many companies. The evaluations are 
rather simplifi ed and the companies do not 
use any sophisticated model that would point 
to problematic areas. Within these interviews 
(n=10), the importance of the individual 
variable studied (accommodation, boarding, 
spa treatment and leisure time activities) in the 
customer satisfaction evaluation for the spa 
companies business managers was studied. 
Stipulating the expert weights for the factors 
in the CSI and verifi cation of factors and items 

important for satisfaction were the output of the 
questioning. Each expert had to weight four 
observed variables according to his perception, 
in total each expert´s weights had to make up 
100% in total. Experts’ weights were averaged 
for each variable and mathematically rounded.

3.1.4 Composition of Questionnaire

Several key factors (items) were selected 
based on the previous steps for each variable 
(satisfaction determination factor) – see Fig. 
2. The customers then evaluated 23 items on 
the scale of one through four (excellent-good-
average-unsatisfactory). Factors represent the 
price dimension, technical quality and functional 
quality (mostly focusing on the staff attitude). 
The authors worked with the extended marketing 
services mix where the essential space is 
dedicated to the price, people, physical evidence, 
and process factors, as well as with the Grönroos’ 
approach ([3]). In addition to conventional hotel 
accommodation, the questionnaire needed to 
encompass the area of provided therapeutic 
care (spa treatment) and leisure time activities. 
The authors looked at satisfaction mainly from 
the economic perspective.

The evaluation of the satisfaction/quality 
of the 23 defi ned items (Tab. 1) was a key part 
of the questionnaire. The ordinal data received 
was transformed into nominal data 1-2-3-4 
that may resemble school grades. We believe 
the respondents understood it in a similar 
way because it is the simplest interpretation. 
A simple arithmetic mean was calculated from 
the responses in the individual areas. We got 
a vector of four values for each respondent, 
representing his or her evaluation of the four 
variables (factors).

The respondents were to evaluate their 
individual preference in the next question. 
They also fi lled in the importance (1 = the 
least important, 5 = the most important) they 
attach to the individual factors (U, J, L and 
K/S). These customers’ preferences were then 
used to establish the weights in the customer 
satisfaction index (CSI). The weight of the 
specifi c factor was calculated as the proportion 
of the value given to the factor and the total of 
all of the values given. We will thus get a vector 
of four values representing the weights for the 
four areas, with their total equalling one.

The vector of the values of the factors is 
multiplied scalarly by the weights vector, thus 
receiving an index (scalar value) representing 
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the given customer’s satisfaction. In the end the 
index is aligned to norm so that its highest value 
is 1 (the respondent answered all 23 questions 
as “excellent”) and the lowest value 0 (all 23 
questions were answered as “unsatisfactory”). 
The index can also be understood as 
a percentage fulfi lment of the enterprise’s goal: 
value 1 is a 100% satisfi ed customer etc.

It was necessary to add two more questions 
into the questionnaire to allow the calculation 
of CRI and SRI in order to calculate the loyalty 
index (CLI):

CRI – Will you use the services of our hotel 
during your next visit? (yes=1, no=0);

SRI – Will you recommend the services of 
our hotel to others? (yes=1, no=0).

The customer loyalty index is then 
calculated as the product of the customer 
satisfaction index and two binary variables 
(resp. CRI and SRI). The resulting value of the 
loyalty index for individual customer can thus 
be either the same as the satisfaction index, or 
zero. It can be expected that the zero loyalty 

index is tied to the visitors with a rather low 

satisfaction index.

The last part of the questionnaire was 
composed of answers to the segmentation 
questions, which would allow monitoring CSI, 
CLI for different company customers segments. 
The segmentation criteria included gender, 
type of stay, type of accommodation (hotel), 
nationality, age and number of visits.

3.1.5 Questionnaire Survey

A draft questionnaire was prepared for a pilot 

survey conducted at three different spa companies 
in 2011. Subsequently, the questionnaire was 
modifi ed according to the obtained results and 
distributed in the company under review in the 
years 2012 and 2013. The survey targeted 
spa guests who had stayed at one of the spa 
hotels operated by the spa company during this 
period. The questionnaire is distributed upon 
arrival at the reception and it is available to the 
guests upon their request at any time during 
their stay. In order to motivate the guests to 
complete the form, it includes a competition 
draw for a weekend stay. In total, we received 
7,442 questionnaires, which is a relatively big 
sample that allowed us to calculate the CSI 
and CLI. This sample covers approximately 
9% of all guests of the company. The sample 
is proportional regarding the different types of 
stays in the company as well as age structure 
of the customers (compared to the basic 
set, the total number of all customers in the 
reviewed company). Nevertheless, the structure 
of respondents regarding each hotel of the 
company and the nationality of the guests is not 
proportional, so those results have to be handled 
with care. Yet, still the sizes of each observed 
group of respondents are broad enough to 
achieve applicable results. Validation of the 
questionnaire is performed in the chapter 4.4.

4.  Research Findings
In this chapter, you will fi nd our main research 
fi ndings. All calculations have been made with 
the Matlab software, which made it possible to 
analyse the sample data in high detail.

U – Accommodation
J – Boarding L – Spa treatment K/S – Leisure Time activities

Front Desk Room

U1 – Welcome
U5 – Cleanliness 
and cleaning

J1 – Menu quality L1 – Medical examination
K1 – Offer of cultural events 
and excursions

U2 – Information 
upon arrival

U6 – Technical 
condition

J2 – Menu variety L2 – Procedures
K2 – Quality and scope 
of provided information

U3 – Professionalism U7 – Comfort J3 – Service L3 – Equipment
K3 – Approach of personnel 
of infocentre

U4 – Complaisance 
and helpfulness

U8 – Price/quality J4 – Price L4 – Hygiene
K4 – Opening hours 
of infocentre

J5 – Atmosphere L5 – Approach of personnel S – Aquacentre

Source: own

Tab. 1: Questionnaire – factors and items of satisfaction
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4.1 Customer Satisfaction Index – 
Setting the Weights for Different 
Factors

When calculating the customer satisfaction 
and loyalty indices, the authors of this article 
deal with the issue whether the different levels 
of importance of the individual components 
(factors) of the spa stay (spa treatment, boarding, 

accommodation, leisure time activities) infl uence 
the overall customer satisfaction/loyalty 
calculations. One of the partial objectives is 
to determine, which area and what factors are 
important for the particular customer. Moreover, 
whether a change in the level of satisfaction 
with sub-areas could result in a change of the 
overall satisfaction.

 An important task was to defi ne the method 
of determining the weights of the examined 
factors. The authors decided to inquire into 
fi ve methods of weight determination: (1) all 
areas are equally important (for comparison 
purpose); (2) individual guest opinions from the 
questionnaire survey (there is a different CSI 
for each customer); (3) average of the individual 
guest opinions; (4) expert opinion (based 
on interviews with experts – spa company 
managers); (5) calculated weights (based on 
the sample).

For the purpose of further calculations we 
prefer to work with the whole set of calculated 
CSIj at the same time rather than with selected 

descriptive characteristics (e.g. average, 
median, variance) only. This empirical function 
of density, or histogram of absolute frequency, 
is presented in Fig. 3.

Let us consider a questionnaire where the 
respondents would not fi ll in the importance of 
the individual areas and we would not thus have 
individual weights of each respondent available. 
In such case, we would have to use arbitrary 
weights. The use of the so-called expert 
weights seems to be suitable, i.e. weights set 
up by experts with knowledge of the respective 
industry. The expert weights were set up 
based on interviews with the spa enterprises 
managers as accommodation 0.25, boarding 

Fig. 3:
Histogram (empirical density) of the CSI

j
 index variance with use of computed 

weights

Source: own
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0.10, spa care 0.50, culture and sports 0.15. If 
we replace the individual weights given by the 
respondents with these weights, we can test 
if the resulting function densities correspond 
or not. According to Kolmogorov-Smirnov test 
(α=0.05) we cannot reject the zero hypothesis 
about the correspondence of these distributions, 
so statistically both density functions come from 
the same population. The expert weights thus 
seem to be set up well and they do not infl uence 
the resulting customer satisfaction index. The 
P-value of the given test is close to the limit of 
0.05, though. The same result came also from 
Cramér-von-Mises two samples test. So we can 
state that the distribution functions of CSIj for 
weights set by experts and weights of individual 
customers do not differ, α=0.05. This was proofed 
also for all different segments we researched.

Instead of expert weights, there is the 
option of trying to calculate such weights, which 
would generate the density function as close as 
possible to the empirical function from Fig. 3. All 
possible combinations of weights with accuracy 
of 0.01 (total of 167,002 combinations) were 
tested for this purpose and the result with 
the highest P-value of Kolmogorov-Smirnov 
test was selected. The calculated weights of 
accommodation 0.19, boarding 0.29, spa care 
0.37, leisure time activities 0.15 generate 
the customer satisfaction index distribution, 
which seems to best resemble the empirical 
density function of this index (see Fig. 3). 
It is therefore obvious that the “expert 

weights” signifi cantly underestimate the 

importance of boarding and overestimate 

the spa treatment importance on the 

other hand. These data suggest that the spa 
company managers neglect boarding and 
primarily focus on the therapeutic services and 
accommodation. It can be explained in such 
a way that the customers consider the spa care 
and the treatment related to it as a “matter-
of-fact”, and on the other hand, they want to 
“enjoy” the hospitality services. Let us add for 
completeness that if we use equal weights 
(U – 0.25, J – 0.25, L – 0.25, K/S – 0.25) the 
result of Kolmogorov-Smirnov test will have 
P-value 0.00003. Therefore, these weights 
generate completely different distribution in the 
customer satisfaction index than the empirical 
distribution. We may therefore conclude that 

when determining the spa guest CSI, the 

same importance cannot be assigned to all 

examined areas.

The last possible way of deciding the 
weights is the utilization of the individual 
respondents’ weights average.

From the point of view of future prosperity 
of the spa enterprise, it is important to have 
an overview of the customers’ preferences 
according to the different types of stay and the 
number of stays in the past. It is obvious from 
Tab. 2 that we fi nd differences in the areas of 
importance of individual factors infl uencing 
satisfaction between the individual segments.

Type of stay/number of stays n Computed weights (U-J-L-K/S)

spa – comprehensive 992 0.26-0.27-0.35-0.12

spa – contributory 284 0.17-0.26-0.39-0.18

spa – self-payers 4,430 0.17-0.35-0.33-0.15

wellness 1,161 0.27-0.27-0.34-0.12

hotel 672 0.26-0.29-0.31-0.14

fi rst stay 3,505 0.23-0.25-0.38-0.14

2x – 5x 2,301 0.17-0.23-0.41-0.19

6x – 10x 1,014 0.2-0.31-0.34-0.15

10+ 795 0.3-0.32-0.28-0.1

Source: own

Tab. 2: Computed weights of examined factors for different segments
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The most numerous group of visitors from the 
point of view of stay, i.e. the self-paying clients, put 
the greatest emphasis on boarding (the weight 
of boarding is 0.35). Therefore, we can see the 
largest opportunity for improving the satisfaction 
index here. This is also confi rmed by the increase 
in the weight of boarding for the visitors who have 
gone through fi ve or more visits, along with the 
decrease of the spa treatment’s importance. With 
the repetition of the stay the customers seem 
to put greater emphasis on other factors (they 
consider the rest as “met”).

To conclude, we can state that the 
management of a spa company might choose 
the weights of experts, the computed weights 
or the averaged individual weights for their 
computation of CSI and further for CLI. However, 
it is important to choose one set of weights and 
use it in the long term so that the computed 
values stay comparable. It seems evident once 

again that the management of spa companies 
underestimates the importance of boarding and 
overestimates the importance of spa facilities 
for customer satisfaction. This does not say that 
spa facilities are not important. More likely, it 
means that customers are anticipating that spa 
facilities in a spa company are on a very high 
level so they put more emphasis on boarding 
(catering) in their decision process than 
expected.

4.2 Computed CSI and CLI
Although the difference between CSI a CLI 
computed with help of different weights (see Tab. 
3) is not extreme, statistical differences were 
proofed. Overall the average difference between 
CSI and CLI is from 2 to 4% (CLI is always 
lower). It seems to be helpful to confront the 
results of the customer satisfaction index and the 
customer loyalty index. (see Fig. 4 and Tab. 4).

Index / Weights Individual Equal Expert Computed

CSI 86.52% 85.92% 86.87% 86.54%

CLI 83.82% 83.23% 84.07% 83.85%

Source: own

Tab. 3: Computed overall CSI and CLI for different weights

Fig. 4: Comparison between empirical density function of CSI and CLI=0

Source: own
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The above clearly shows that spa 
companies should pay detailed attention to 
the acquired data and they should adjust their 
business plans according to the analysis results. 
We investigated the share of the customers with 
a zero CLI as well as the CSI value for such 
customers (they should have lower CSI values) 
based on these results. It seems to be obvious 
that high CSI level does not necessarily mean 
high level of CLI. The share of the customers 
with zero loyalty indices is important for the 
company. The overall share of such customers 
is 0.0462, i.e. just below 5%. This share, by 

different segments, is presented in Tab. 4. 
The decreasing share of zero value in the 
satisfaction index with the increasing number of 
visits can be evaluated positively. The company 
is able to maintain the loyalty of its customers. 
On the other hand, it is obvious and logical as 
well that the hotel-stay clients are the least loyal 
as well as the guests who visited the company 
for the fi rst time. One possible explanation is 
that the customers look up another destination 
for their next stay even in the case of complete 
satisfaction. This is called variety seeking 
behaviour – e.g. Horbel and Woratschek [31].

4.3 Computed CSI for different 
segments – ANOVA

As mentioned in the questionnaire we used 
several segmentation questions (e.g. type of 
visit, different hotels, nationality) which allow 
us to compute CSI for different segments and 
compare their values and distribution functions. 
The average values of CSI and CLI seemed to 
be different, so we proofed them with ANOVA 
analysis and confi rmed that they are not equal 
for α=0.05 (Fig. 5).

It seems to make sense – from the 
manager’s point of view – to compare CSI for 
different segments separately. For our sample, 
the following implications were found:

The guests give different evaluation 
according to their nationality – the Czechs are 
more positive and satisfi ed than Germans (by 

about 10%). The reasons can be seen especially 
in the stay type (the Czech guests come usually 
to stays paid by the health insurance company, 
the German guests usually pay for the whole 
stay themselves so their expectations are 
higher); and in the number of repeated stays 
(the German clients come repeatedly and they 
know what they should expect so the tolerance 
fi eld narrows down). The guests evaluate 
individual hotels in a different way but two 
groups can be established (3* hotels and 4* 
hotels). Some differences can be found in the 
evaluation based on age. The greatest demands 
are presented by guests over 66 years of age. 
This might be caused by the fact that they place 
signifi cant emphasis on their health, they know 
what they want and what they should expect and 
their tolerance fi eld is quite narrow. The guests 

Type of stay/number of stays n Share of CLI
j
=0

spa – comprehensive 992 0.0441

spa – contributory 284 0.0286

spa – self-payers 4,430 0.0413

hotel 672 0.0396

wellness 1,161 0.0758

fi rst visit 3,505 0.0645

2x – 5x 2,301 0.0358

6x – 10x 1,014 0.0282

10+ 795 0.0288

Czech 4,716 0.0411

German 2,965 0.0537

Source: own

Tab. 4: Shares of CLI
j
=0 for different segments
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aged 46–65 who begin to experience some 
health problems in their productive age and 
any improvement of their health (even though 
it may not be signifi cant) somehow increases 
their satisfaction, or widens their tolerance fi eld. 
The other age groups evaluate in a similar way.

The narrowest satisfaction tolerance fi eld 
(and thus the lowest CSI) is seen in the guest 
groups, who keep returning to the spa facility 
– again they have a clear idea and they know 
what to expect and they want to get it. The other 
groups (up to 4 visits) evaluate in a similar way. 
There are signifi cant differences within the 
individual types of stay. This is caused by the 
fact that the spa establishments focus usually 
on provision of treatment stays so wellness 
stays guests, accompanying persons or hotel 
accommodation guests do not show such 
a level of satisfaction as the other guests. On the 
opposite end are the guests whose stay is the 

health insurance covers. The self-paying guests 
are in the average CSI values – they know what 
they order for their money and expect to get it – 
they are realists.

4.4 Validation of the Questionnaire
Besides the processing of the data acquired 
through the questionnaire survey, it is also 
necessary to carry out a “check” in the sense 
of reliability and validity. We will use the 
results of the correlation table, factors analysis 
and Cronbach’s alpha for this purpose. The 
correlation table of answers to the individual 
questions is presented in Fig. 6. It is coloured 
so that the correlation coeffi cient equalling 1 is 
represented by the number 100 and the black 
colour, while the correlation coeffi cient equalling 
0 is represented by 0 and the white colour. No 

correlation coeffi cient was negative.

Fig. 5: CSI for different segments ANOVA

Source: own
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Some “darker squares” can be identifi ed in 
the fi gure, representing the higher correlation 
coeffi cients between the given items. The fi rst 
such square is U1-U4, the second one is J1-J5, 
the third L1-L5 and the fourth K1-S. The value 
of the correlation coeffi cient in the fi rst square 
is about 0.6, in the second one also about 0.6 
(except question J4 – price), in the third it is 
between 0.7 and 0.8, and fi nally in the fourth 
one it is signifi cantly lower, but still about 0.5 
(except item S – aquacentre). It seems, from 
this point of view, that the questionnaire has 
been correctly structured into the individual 
factors (variables). The low correlation between 
the answers to the individual question in the 
sub-area “Room” show possible issues in 
accommodation, where some services lag 
behind others, e.g. cleanliness and cleaning.

A factors analysis (Fig. 7, Tab. 5) by individual 
areas (and sub-areas) of the questionnaire was 
carried out, too. The goal of the analysis was to 
fi nd latent factors and use them for identifi cation 

of the questions, which are “duplicated” in the 
questionnaire. We found solutions for two 
factors in three areas of the questionnaire (Tab. 
5). In Fig. 7 we illustrate the areas of Boarding 
and Spa Care.

From the point of view of degrees of 
freedom, it is not possible to achieve a model 
with more than two factors from fi ve questions. 
All three above-mentioned models have a low 
test P-value though and we therefore reject 
the zero hypothesis about the existence of two 
factors. Nevertheless, we can still try to interpret 
the results obtained. The fi rst step is naming the 
latent factors. It is obvious from the graphs that 
the questions J1 and J2 in the area of Boarding 
are closest to each other. They relate to the 
quality and variety of meals. We can see a big 
loading with the fi rst latent factor and low loading 
with the second factor on them. In addition, the 
specifi c variance of both questions is relatively 
low. We can therefore recommend that these 
two questions are replaced with one and the 

Fig. 6: Correlation matrix for individual items of satisfaction

Source: own
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Fig. 7: Factor analysis for Boarding and Spa Care

Source: own

Area Boarding (J) Spa care (L)
Leisure time activities 

(K/S)

P-value 0.0016 3.9729e-029 1.1594e-005

Name of the fi rst component 

(fi rst latent factor)
Meals

Environment the spa care 
is provided in

Level of information 
and information provision

Name of the second component 

(second latent factor)

Environment in which 
is eaten

The spa treatment 
procedures and medical 

procedures
Activities themselves

Factor loadings matrix for the 

individual questions in the 

questionnaire

0.7343 -0.0298 -0.0685 0.3832 0.1817 0.8076

0.9852 -0.1253 -0.1761 0.9454 0.5932 0.3238

0.3669 0.2768 0.4182 0.3618 0.5440 0.1415

0.1402 0.3607 1.0892 -0.1292 0.6184 -0.0585

-0.1462 1.0528 0.2513 0.4483 0.3645 -0.1217

Specifi c Variances

0.4897 0.889 0.1184

0.1819 0.3312 0.2864

0.6505 0.4615 0.5812

0.7815 0.0133 0.6625

0.0798 0.5626 0.9117

Cronbach’s alpha for area 0.7395 0.7392 0.7372

Cronbach’s alpha after leaving 

the given question out

0.7395 0.7392 0.7371

0.7395 0.7394 0.7372

0.7395 0.7392 0.7371

0.7395 0.7392 0.7371

0.7395 0.7394 0.7373

Source: own

Tab. 5: Factor analysis – boarding, spa care, leisure time activities
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vacant spot in the questionnaire can be fi lled 
with another price-related question that seem 
to be problematic, or a question regarding the 
waiting staff where the company can relatively 
easily change the quality. The Tab. 5 also depicts 
Cronbach’s alpha for both the whole area and 
its value always after leaving out one question. 
Cronbach’s alpha is for all questions within 
the values considered “adequate” and thus it 
confi rms the previous result where leaving out 
one of the questions, J1 or J2, will not change 
the reliability of the questionnaire in the area of 
boarding.

Let us add, for completeness, that even 
though we were not able to fi nd a suitable factor 
analysis model of the area of Accommodation 
nor its individual sub-areas, the reliability of this 
area/subarea is better than in the other areas 
(Cronbach’s alpha is 0.8357 for the sub-area 
of Reception, 0.7537 for the sub-area of Room 
and 0.8359 for the whole Accommodation 
area which is considered a very good value). 
The validity of the questionnaire could be 
computed also for different customer segments 
individually, but this is out of scope of this paper. 
However, we recommend running this in the 
spa company.

Evaluation and Conclusion
Doing business in the spa sector is specifi c. The 
companies are infl uenced by the legislature 
about public health insurance, which is 
nowadays very volatile in the Czech Republic. 
However, the market effectiveness of the 
enterprise cannot be assessed only by the fi nal 
market results. One of the important indicators 
for the company management are the customer 
satisfaction and loyalty indices. Especially the 
level of loyalty can be understood as a type of 
future business results prediction.

The main benefi t of this research for the 
company should be a deeper and better 
identifi cation of the customers, the knowledge 
of the critical points in the process of services 
provided and their subsequent optimization 
in such a way as to avoid economic loss. The 
importance for the company comes mostly 
in the area of stabilization of the customer 
relationship and their further development. 
Economic signifi cance can be seen within the 
marketing and business activities – a satisfi ed 
and returning customer who will share his or 
her positive (as well as negative) experience 
with other people in their social environment 

(word of mouth) is the best advertisement 
for the least money. Nevertheless, our article 
showed that sometimes the marketing experts’ 
beliefs are different from customer expectations. 
The results of the computations showed, that 
even a small difference in total number (value 
of index) could be statistically signifi cant 
and have important marketing and business 
consequences.

The results suggest that the guests of the 
spa company under review are satisfi ed and 
loyal (the value of the calculated indices always 
exceeds 80%). The research was carried 
out only in one spa company and under the 
conditions prevailing in the Czech Republic 
(they might differ from other EU countries). 
However, the results show signifi cant 
differences in satisfaction of different customer 
segments, e.g. Germans are less satisfi ed than 
Czechs are, self-payers are less satisfi ed than 
those guests on a stay, which is at least partially 
covered by public health insurance. Still the 
proposed model of spa guest satisfaction needs 
to be examined and tested for further use in 
other companies.

Following an in-depth examination, the 
authors of this article arrived at the conclusion 
that the questionnaires in use (or the data 
gathered) should be segmented at least 
according to the specifi c spa hotel and type 
of stay. The authors deem that categorisation 
into spa treatment and other stays would be 
suffi cient since each of these groups has 
different priorities, interests and preferences. 
Nonetheless, such verifi cation goes beyond 
the objectives of this article and the authors 
therefore recommend a more detailed 
research of the individual factors and their 
interrelationships.

The authors were nevertheless able to 
discover possible and suitable weights for 
the CSI (and CLI) calculation. The developed 
questionnaire seems to establish the spa 
company customers’ satisfaction level in 
a consistent way. The premise that the spa 
facilities customers are rather diverse and 
their satisfaction differs in relation to their 
nationality, type of stay, age structure or 
repeated visits was met. The resulting values 
of the CSI and CLI – regardless of the way of 
establishing the weights – are high. However, 
it is obvious from the computed outputs that 
mere comparison of the resulting CSI and CLI 
is not adequate for effective management of 
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the customers’ relationships, and that even the 
small differences in the resulting values can be 
statistically signifi cant.

It is obvious that even with the use of 
a rather simply structured data we can obtain 
essential information about the customers and 
their satisfaction and loyalty. This knowledge 
then contributes to setting up a suitable long-
term work system with the customers and 
their repeated visits. We proofed, that even an 
easy questionnaire brings useful information 
for business decisions and can disprove some 
management assumptions.

The paper was elaborated in connection with 
solution of the research projects of the Faculty 
of Economics, University of West Bohemia, No. 
SGS-2014-047 and No. SGS-2013-063.
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Abstract

MEASURING CUSTOMER SATISFACTION AND LOYALTY IN SPA COMPANIES 

Eliška Vildová, David Martinčík, Jan Tlučhoř, Dagmar Jakubíková

The importance of balneology for the economy of the Czech Republic has always been crucial. At 
a time of an unstable political environment as well as turbulent legislative and other changes, there 
is nothing more important than to ensure that spa guests are satisfi ed and that they return. Building 
customer loyalty and fi delity is a priority and today, it is one of the vital characteristics of modern 
marketing. A customer-oriented policy may become one of the keys to business success. The 
centre point of the issue under review is the difference between the expected and perceived level 
and its positioning in the tolerance zone of a particular customer. The main objective of the research 
is to examine the possibilities of measuring loyalty and satisfaction of customers in a spa company 
based on comparably simple data collection. The secondary objective is to point out the specifi c 
nature of providing spa services along with the factors that substantially infl uence the overall result 
of satisfaction and loyalty. The research results showed that managers and customers perceive 
the importance of satisfaction factors differently: customers put more stress on boarding than 
expected. As well as differences in levels of customer satisfaction and loyalty indices were proofed 
for different segments of customers. Therefore, the Czechs are in general more satisfi ed than 
Germans. Customers who come more often tend to be less satisfi ed. The guests, whose stay is at 
least partially covered by public health insurance, are more satisfi ed than self-paying customers. 
In general, it seems to be possible to obtain essential information about the customers and their 
satisfaction and loyalty from rather simply structured data gained with an easy questionnaire.
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