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Abstract

The government of Rwanda allocated many efforts in
attracting foreign investors and incentivizing local
entrepreneurs to establish sustainable business projects
contributing in the country’s development. This study
analyzed the factors influencing business projects in
Rwanda, using a case study of hotels in Kigali for the
period of 2012 to 2017. The population is the 212
registered hotels in Kigali stratified in three constituting
districts and the Slovin’s sampling formula allowed 178
hotels. The data collection used a Likert scaled
questionnaire to identify the factors influencing project
success and the analysis used the mean and the standard
deviation to generate the overall respondents’
perceptions and their level of divergences. The findings
present that a hotel to succeed, human resources
motivation through both financial and non-financial
incentives are essential and contribute to the success of
the hotels, applying suitable technology solutions and
marketing mix strategies as well the selection of a
suitable location contributes in realizing success
measures of hotel entities which rely on financial
soundness, the stakeholders’ satisfaction as well as the
operations efficiency.

Keyword —Business, Projects, Project success.

1. Introduction

Business projects face increasing challenges today in
their routine activities as the environment become
more dynamic with increasing uncertainties in
technology, markets etc. thus the project managers
should be equipped with the tools and techniques to
monitor the business project success and regularly
verify anumber of indicators that critically influence the
undertaken success (Infosys, 2013). The current study
therefore, identifies what are the influencing factors for
the success of the business projects, particularly in
Rwandan tourism industry with emphasis on hotel sub
sector context. The impact of hospitality on our global
economy is significant; across the world, the travel and
tourism industry encompasses 266 million jobs, and
contributes 9.5% of gross domestic product (GDP)
globally (EY, 2015). With travel and tourism sector
growth forecast to expand by 3.9% during 2015, the
sector has been increasingly recognized as a key driver
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of economic growth at the local, regional and global
level (MINICOM, 2009)

Zakic et al. (2008) found that success of business
projects requires comprehensive and continuous
innovations, as well as the sustained research and
developments; they also found that cooperation
between different functions. Milis K. (2004) states that
project cannot always be seen as a complete success or
a complete failure; he also clarified, the words success
or failure, as the words good or bad, are differently
perceived by the project participants.

The study has been guided by the following specific
objectives:

1. To determine factors influencing business
project success in relation to human resources
To examine how Information Communication
Technologies solutions, influence business
project success,

To assess how a strategic geographical
location influences the business project
success

To analyze the marketing strategies that
influence the business projects success

2.

2. Literature Review

Project success is a dependent element on more than
one factor that can be classified in terms of internal
factors and external factors, again titled environmental.
The present subsection deals with all the above factors
starting with internal ones. Previous research regarding
project management concentrate mostly on project’s
sustainability on cost, time and quality Atkinson (1999).
There is a lack of research on the detailed internal and
success factors of project considering the long-term
horizon of project and its sustainability.

2.1.HUMAN RESOURCES AS
PROJECT SUCCESS

Hrout and Mohamed, B. (2014) presented that
professionalism, manpower development and frequent
motivation are the cardinal drive towards successful
hotel business. They also argued that regular training of
frontline personnel in the area of communication skills
goes a long way in upgrading the frontline staff in their
service delivery to their prospective customers which

A FACTOR OF



ensures competence skills as well as professional skills
and lack of adequate training among the hotel staff has
been counterproductive because this has often resulted
in low performance and commitment in the hotel
business. Cole (2009) clarifies that motivated
employees constitute a significant resource for the
firm’s sustainability and they are motivated through a
complex mix of rewards ranging from financial security
and bonuses to promotion and peer recognition, and
from taking on new challenges to making a difference to
the things they care about. Kazlauskaite and Buciuniene
(2008) presents that some authors maintain that
sustained competitive advantage lies in the human
resources and not in human resources management
practices, as the latter are well known as it does not
suffice to hire best people in order to gain the
competition. Ongori, K. et al, (2013) indicated that
quality control among the hotels and restaurants can be
addressed by recruiting right employees and providing
them with excellent training, trained employees are
competent, courteous, and trustworthy and make fewer
mistakes. Arthur et al (2008) argues that competent,
trained and well informed employees with the right
attitude to offer prompt and reliable services with the
help of modern equipment and information technology
can be a source of competitive advantage and success to
organizations.
2.2.GEOGRAPHICAL LOCATION
PROJECT AS SUCCESS FACTOR
Cohen and Soto (2007) say the importance of human
capital to the knowledge economy, much of the recent
research in location theory explores how firms select
sites that either appeal to their current workforce or
attract new workers to the area, or where the requisite
skilled labor already resides. Kala et al. (2010)
presented that most important factor of
entrepreneurship and small business development is
the strategically location of the business which could
include the nearness to raw material, accessibility to
business premises, good road network, the busyness of
the area of the business etc. Minai and Igwe (2011)
concluded that the location factor is an important factor
in entrepreneurship development and must be
adequately considered as it has been found to
contribute significantly to the development of
entrepreneurship and the success of the entrepreneurs.
Lockyer (2005) found the four major factors of selecting
a suitable location imply the price, location, facilities
and cleanliness. Wen Hua et al (2009) found that the
important considerations for initial hotel selection and
return of frequent travelers were clean and comfortable
rooms, convenient location, prompt and courteous
service, safe environment and friendly and courteous
employees.
2.3.ROLE OF MARKETING PRACTICES IN THE
SUCCESS OF PROJECT
Moorman and Rust (1999) explored the role of the
marketing function in market oriented firms, and found
that subunits contribute to financial performance,
customer relationship performance and new product
performance beyond the contribution of a market
orientation. Kotler, P &Armstrong, G. (2004) noted that

OF THE
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marketing mix is one of the major concepts in modern
marketing and is often brought up in general
discussions of marketing. Marketing mix is a set of
marketing tools that a company uses to pursue its
marketing objectives in the target market using the
product, price, place and promotion; in the hospitality
industry, the products are primarily designed to satisfy
the needs and wants of business and leisure travelers.
In the hospitality industry, the place of business is many
times the key to success. Bowie & Buttle (2004)
mentions that pricing decisions influence the demand
and profitability. In a hotel setting for example the rack
rates and agreeing to discount for key accounts are
crucial and require a lot of attention and careful
consideration. Promotion is usually the function of most
marketing and sales departments and it includes all the
tools that a company can use to communicate with
customers. They also specify that brands help
consumers to identify what the product or the company
is.

2.4.ROLE OF INFORMATION TECHNOLOGY IN

BUSINESS SUCCESS

Nikoloski, K. (2014) stated that with the deployment of
faster and more reliable broadband networks, we are
experiencing yet another technology driven transition
where technology-based businesses can be referred to
as businesses that engage in technology related
products, processes and services, in this manner,
information technology enables businesses to operate
efficiently and profitably. Lad, E. (2008) presents that by
simplifying and consolidating an organization’s
Information Technology there is: reduced or lowered
costs, improved efficiency and increased consistency,
easier overall administration, ability to respond quicker
to change, and better use resources (hardware,
software and people). Bhatt, L.M. (2013) says that hotels
need information technology & communication to
manage their inventory, to operate a property
management system (PMS) that enables them to
integrate their ‘back-office’ operations. Frew and Horam
(1999) present that information technology allows the
use of a computer reservation system (CRS) to
administrate a database with all reservations, rates,
occupancy, and cancellations.

2.5. EXTERNAL ENVIRONMENTAL FACTORS
Akanni et al. (2015) specify that the project
environmental factors that have been generally
identified include; political, legal, institutional, cultural,
sociological technological resource, economic, financial,
and physical infrastructure According to Ajayi et al.
(2010) the four most important external environmental
factors in decreasing order include community issues,
weather conditions, economic situation (boom or
meltdown) and government policy. Thomas and Martin
(2004) believed that no project exists in a vacuum but is
rather subject to an array of influences from regulatory
control to political and industrial intervention and
opined that managers of the construction project takes
cognizance of the political aspect that can produce an
uncertain environment such as unstable government,
unpredictable shifts in the economy and unexpected
changes in consumer demand. The legal environment



facing organizations is becoming more complex and
affecting businesses more directly. It has become
increasingly difficult for businesses to take action
without encountering laws and regulations (Akanni et
al. 2015). However, Martin and Thomas (2004)
observed that changes to industrial, safety, taxation and
environmental laws are not uncommon and problems
may arise when the law changes during the life of a
project. The socio-cultural dimensions of the
environment consist of customs, lifestyles, and values
that characterize a society (William, 2002) while
population demographics, rising educational levels,
norms and values, language and attitudes toward social
responsibilities are examples of socio-cultural
variables.

Independent variable:
Internal Factors of Success

Factors related to
Human Resources
Management

Dependent variables:
Indicators of success
e ————

Factors related to
Geographical location

=\ 1. Profitability
Factors related to 2. Stakeholders satisfaction
Marketing practices 3. Efficiency in operations

Factors related to
use of Information
technology

Figure 1: Project success model

2.6.SUCCESS INDICATORS IN HOTEL INDUSTRY

Despite the development of performance
measurement systems for the hospitality industry,
researchers including Kala and Bagri (2014) have
pointed to the reluctance of hotels to use balanced
measures and rely solely on financial measures,
especially profit based and short-term oriented,
unbalanced  (Harris &  Mongiello, 2001),
unsatisfactory for competitive advantages (Evans,
2005), past based (Atkinson & Brander Brown,
2001) and little market oriented and non-holistic
(Phillips & Louvieris, 2005).

Due to limitations of financial measures and the
impact of global and increasing competition in the
hotel industry, hotels should rethink their current
performance measurement based on financial to a
more balanced measurement which has both
financial and non-financial dimensions (Atkinson &
BranderBrown, 2001). Therefore, to remain
competitive, organizations now need to consider
non-financial or operational results. Several
research findings (Harris and Mongiello, 2001) in
performance management are advocating an
emphasis on both financial and non-financial
dimensions such as competitiveness, service quality,
customer satisfaction, organizational flexibility,
resource utilization, and technology. Satisfaction is
understood to be predicted by service quality
concluded that the hotel sector should focus
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especially on providing quality service with respect
to the factors of perceived quality that are the most
important to customers (Carol Lu, et al. 2015).
Wadongo, et al. (2010) identifies the financial and
non-financial key performance indicators of hotels
such as total revenue achieved, food and beverage
sales, total operating costs, total sales, customer
satisfaction surveys, relative market share, room
occupancy, and delivery speed flexibility. Denton and
White (2000) justifies the relevance of both financial
and nonfinancial measures for balanced
performance of the hotel. Kala and Bagri (2014)
presents the success of a hotel in a comprehensive

way composed of financial performance,
competitiveness, employee performance,
operational efficiency, innovation and service
quality.

3. Methodology

3.1.Sample size determination
To conduct this research a five scale questionnaire has
been designed and administered to collect primary data
in hotel business. The researcher referred also to
documentary technique which helped in getting
through with what other people, authors, writers say
and experienced about factors. A research sample has
been determined using Slovin’s sampling formula
(Kalimba et al, 2016)
n=N/ (1+Ne"2)

Where, n = Sample Size N = Number of Population and
e stands for the Significant Error Term (0.05).

The sample size of the target population of 178 hotel
managers in Kigali city distributed in Gasabo, Kicukiro
and Nyarugenge districts as follows:
Gasabo district n=106/ [1+106(.05) *2]
=84 respondents
Kicukiro district n=48/ [1+48(.05) *2]
=43 respondents
Nyarugenge district n= 58/ [1+58(.05) *2]
= 51 respondents:
Stratified sampling technique has been used in this
research, since it helps in grouping the population into
relatively homogeneous/standardized subgroups, and
avoids overlapping of the strata, before sampling and it
ensures better coverage of the population, always
achieves greater accuracy, and the results from each
stratum can be analyzed separately.

3.2.Data Analysis Procedures
The data collected was analyzed using SPSS. This
involved data coding, editing and tabulation especially
quantitative data. The purpose of all these was to make
the information clear and understandable for other
people. Qualitative analysis techniques were used. The
Qualitative analysis techniques were complemented
with some statistics that was mainly obtained from the
secondary data that was obtained through documentary
analysis from the case study organization. Mean and
standard deviations presentations gave clear
understanding of the research interpretations for clear
and easy understanding of the phenomenon studied.



The Mean (X) According to Aggresti and Franklin
(2009), Mean (x): is the average value calculated by
adding up the values of each case for a variable and
dividing by the total number of cases.

3.3.Mean
The mean refers to “averaging”, adding up the data
points and dividing by how many there are (Agresti &

franklin, 2009).Mean ()_C ): is the average value
calculated by adding up the values of each case for a
variable and dividing by the total number of cases. By
1vp

formula: p= ~ D=1 xi
The best known and frequently used measure of the
center of a distribution of a quantitative variable is well

known as the mean.

Table 1: Evaluation of the mean

Mean Evaluation
1-1.49 Very weak
1.5-2.49 Weak
2.5-3.49 Strong
3.20-5 Very Strong

3.4. Source: Aggresti and Franklin (2009)
3.5.
3.6. The standard deviation
The standard deviation helps to measure how far or
near from the mean (Agresti & franklin, 2009). A
measure of the center is not enough to describe a
distribution well.

Table 2: Interpretation of the standard deviation

Standard deviation Level spreading

s5D=0.5 Moderate
S5D=0.5 Homogeneity
SD=0.5 Heterogeneity

Source: Ag.gresti and Franklin (2009)

It tells the researcher about the spread of the data. In
summary, we have o is typical distance from the mean,
larger values of o represent greater spread, and o =0

means that all observations take the same value. ¥ ~ ¢
denotes the value one standard deviation below the

mean. ¥ T ¢ denotes the value one standard deviation

above the mean, and xX=* o, denotes the values that are
one standard deviation from the mean in either
direction.

YT (x-x)

n-1

Standard deviation (s)S =

This standard deviation helps to measure how far or
near from the mean. A measure of the center is not
enough to describe a distribution well. It tells the
researcher about the spread of the data. The table 2
explains how the standard deviation is explained.
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4. Findings and Discussion

4.1.FACTORS RELATING TO HUMAN
RESOURCES IN INFLUENCING PROJECT
SUCCESS

There are several reasons why employee motivation is
important, mainly because it allows management to
meet the company’s goals. Motivated employees can
lead to increased productivity and allow an
organization to achieve higher levels of output with
efficiency. Motivation brings employees closer to
organization and human resources become loyal to the
company. For a project to succeed, the most important
factor is related to motivation of human resources. The
following table presents the Perceptions of respondents
on the success factors relating to motivation of human
resources

success factors

relating to N Mean Std Dev
human resources

Wages and salaries 178 417 040
Contract sustainability 178 3.96  0.38
Bonus 178 3.97 0.47
Retirement benefits 178 3896  0.69
Medical insurance 178 393 063
Appreciation of work 178 400 070
Competition among 385 076
employees 178

:Emplcu.yees Group 371 08l
incentive 178

Participation in

management 178 374 034
Opportunities for

career growth 178 380 085
Capacity building 17g 357 093
Overall average i7g 381  0.689

Table 3: Perceptions of respondents on the success
factors relating to motivation of human resources
Source: Primary data, 2018

This table presents all the motivation strategies to
human resources so that they contribute to the success
of the projects. Therefore, the strategy of whether the
wages and salaries motivates labour for the success of
the project was ranked agree with the mean (4.1) which
indicates that it is strong and has the standard deviation
of (.40); which indicates the homogeneity of
respondents’ perception. The statements which show if
the sustainability of employment contract motivates
labour to contribute in the success of the hotel has a
mean of (3.96) interpreted as a very strong and it has a
standard deviation of (.58) that indicates the
heterogeneity of respondents’ perceptions on this
variable. The statement mentioning bonus as a
motivation for labour to contribute in the success of
hotel has a mean of (3.97) which is very strong, it also
has a standard deviation of (.47) indicating the
homogeneity of respondents’ perceptions towards the



variable. The variables on the weather retirement
benefits and medical insurance motivate labour to
contribute in the success of hotels have both a mean of
(3.9) and a standard deviation of (.6) presenting the
heterogeneity of respondents’ perceptions towards
these variables. The variable related to appreciation of
work done whether it motivates employee and
contributes in the success a hotel project has a mean of
(4.0) which is very strong, while its standard deviation
of (.70) mentions that respondents’ perceptions are
heterogeneous. The variables of competition among
employees and the employee group incentive have
respective mean of (3.8) and (3.7) whereby they’re very
strong, and their standard deviations are respectively
(.76) and (.81) clearly show that respondents’
perceptions are heterogeneous. The variables of
participation in management and opportunity for
career growth have respective means of (3.7) and (3.8)
which are very strong, their standard deviations are (.9)
and (.8) which heterogeneous. It is also known that
trainings and capacity building is among the motivation
strategies of employees, this variable has a mean of (3.9)
which is very strong and the standard deviation of (.73)
which is heterogeneous. The overall mean is (3.9) which
is very strong and standard deviation of (.69) which is
heterogeneity of respondents’ perceptions towards all
the variables. This indicates that managers agree with
the motivation of labour force contributes to the success
of hotels. The above findings comply with Armstrong
(2009) where the two types of motivation are intrinsic
motivation and extrinsic motivation; where Intrinsic
motivation can arise from the self-generated factors
that influence people’s behavior while extrinsic
motivation occurs when things are done to or for people
to motivate them. These include rewards, such as
incentives, increased pay, praise, or promotion.

4.2.FACTORS RELATING TO INFORMATION
TECHNOLOGY IN INFLUENCING PROJECT
SUCCESS

The success of every business depends on certain
factors; some of which are accurate analysis, choosing
the right technology and the future vision. It also
provides you many tools which can solve complex
problems and plan the scalability (future growth) of
your business. The following table presents the
Perceptions of respondents on the success factors
relating to use of Information Technology. The given
table 4 summarizes the respondents’ perceptions on the
usefulness of information technology in contributing to
the project success, especially in hotels undertaking.
The variable of use of electronic reservation system has
a mean of (4.9) which is very strong while the standard
deviation is (.25) which indicates the homogeneity of
respondents’ perceptions towards this variable. The
variable of using online procurement in hotels, it has a
mean of (4.70) interpreted as a very strong and the
standard deviation of (.44) indicating the respondents’
perception towards this variable is homogeneous.
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Table 4: Perceptions of respondents on the success
factors relating to use of Information Technology

Solutions.
Project success
factors relating Std.
to Information N Mean Dev
Technology
Electronic r?sewaﬁun 178 4.9326 0.251
Systems online
procurement 178 4.7472 0448
Tields management 178 4.8539 0.354
systems
Electronic billing 178 47079 0425
systems
property management ,o 4146 0503
systems
Inventory 178 3.0607 0.288
management software
Overall average 178 4.66%948 0373

Source: Primary data, 218

The yield management system is used in managing
revenues in hotels undertakings. Its use has been
ranked with a mean of (4.85) interpreted a very strong
and a standard deviation of (.35) which explains the
homogeneity of respondents’ perceptions towards this
variable. The use of electronic billing system helps to
appropriately issue invoices to clients for both
collecting revenues and taxes, this variable has been
ranked by respondents with a mean of (4.7) this is
interpreted to be very strong and a standard deviation
of (\42) indicating the homogeneity of respondents’
perceptions. Both special property management
systems, such as rooms and conference halls for hotel
and inventory software are useful for appropriately run
and ensure a hotel is successful, both have been ranked
by respondents with a mean of respectively (4.84) and
(3.96) which are very strong to witness the high
importance in running such hotels undertaking, they
also have a standard deviation of respectively (.50)
which is moderate and (.28) indicating the homogeneity
of respondents’ perceptions on these variables. the
overall mean for variables relating to use information
technology solutions has been (4.66) which are very
strong and the overall standard deviation of (.37) is
indicating the homogeneity of respondents’ opinion
towards the usefulness of using suitable information
technology solutions. This also indicates that business
projects without updated technologies are least
competitive on the market and leads to meager market
share, poor financial soundness and in the long run may
collapse. This has also been confirmed by Rob, L et al
(2009) where the tourism and hospitality industries
have widely adopted information technology [IT] to
reduce costs, enhance operational efficiency, and most
importantly to improve service quality and customer
experience.



4.3.FACTORS RELATING TO GEOGRAPHICAL
LOCATION IN INFLUENCING PROJECT
SUCCESS
The location of a business is one of the most important
variables in determining potential success. Businesses
need to establish locations that generate the most
customer traffic. The impact of geographical location on
business success is substantial; however the factors
differ depending on the business nature. The following
table summarizes the factors relating to geographical
location in influencing hotel business success.

Table 5: Perceptions of respondents on factors
relating to geographical location in influencing
hotel business success

success factors

relating to N Mean 5td.Dev
Geographical location

Neamessto basic utilities 178 4.16 0393
Neamessto transportation

facilities 178 406 0130
High traffic flow of 23 0479
people 178

Sanitation & cleanliness

ofthe area 178 41 0.34%
Business accessibility 178 42 0438
Safety ofthe swrounding 178 39 0233
Owverall average 178 415 0330

Source: primary data, 2018

From the above table presenting the factors influencing
hotel success relating to geographical location, the
variable of nearness to basic utilities has been ranked
with a mean of (4.19) which is very strong while it has
the standard deviation of (.39) indicating the
homogeneity of respondents’ opinion. In this case the
basic utilities required for a hotel location are such
water, electricity, and internet. The variable on
nearness to transportation facilities has been ranked
with a mean of (4.00) which is very strong and the
standard deviation of (.13) indicating the homogeneity
of respondents’ perception towards this variable. The
factor of high traffic flow of people has been ranked with
mean of (2.32) which is weak, while the standard
deviation is (.47) which indicates the homogeneity of
respondents’ perceptions. This said the location of
hotels in high traffic flow of people is less important, not
even desired for high standing hotels requiring
tranquility. The cleanliness of the area standing for the
sanitation of the area, as geographical factor for hotel
success has been ranked with a mean of (4.14) which is
very strong and the standard deviation is (.34) that
indicates the homogeneity of respondents’ perceptions.
Both the accessibility and the safety of the location are
considered as geographical factors impacting the hotel
success, their respective mean are (4.2) and (3.9) which
are both very strong and this signifies their level of
importance in the hotel success is high, their standard
deviations are respectively (.45) and (.28) both
mentioning the respondents’ perceptions are
homogeneous. The findings are similar to Shoval et al
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(2011) presenting that at a practical level, tourists
highlight the importance of hotel location as a critical
factor influencing consumption patterns within a
destination, with broad implications for both product
development and destination marketing. While it is
recognized that tourism is a spatially selective activity
and the spatial selectivity is driven largely by hotel
location

4.4.FACTORS RELATING TO MARKETING
PRACTICES IN INFLUENCING PROJECT
SUCCESS

The marketing mix practices used to combine the
pricing strategies, promotional, the place convenience
and the product or service presentation. These four
components are analyzed as per the following
subsections.

Table 6: Perceptions of respondents on factors
relating to Pricing Strategies in influencing hotel
business success

Project success

factorsrelating to N Mean 5td. Dev
marketing practices

Pricing Strategies 178 41234 030
promotion &Advertisernent 178 41067 032
Place convenience & - -
attractiveness 178 49663 027
Product/Service presentation 178 49607 030
Orverall average 178 43968 028

Source: primary data, 2018

The pricing strategy is one of the marketing practices
that allows the firm to realize capable sales to cover
both the running costs and prevail the sustainability.
The following table 6 presents the most suitable pricing
strategy for hotel businesses. The above table
summarizes the methods of pricing applied in hotels,
whereby almost all methods are used in hotels and their
mean is very strong (4.12) and their standard deviation
(.30) indicates the respondents have homogeneous
point of view.

Businesses use advertising to accomplish diverse goals
and companies place those ads in diverse media; while
promotion is a key element in putting across the
benefits of your product or service to the customers.
The perceptions of respondents on factors relating to g
promotion and advertisement methods in influencing
hotel business success present a very strong mean of
(4.10) and a standard deviation of (.32). The role of
promotion and marketing refers to increase brand
awareness, increase customer traffic and helping in
market segmentation.

The place of accommodation institutions has to be
convenient and attract clients; its diversified products
and the quality of service delivery contribute a lot on
their reputation of the institution and clients’
attractiveness. In case of the insufficient satisfaction of
clients, the firm is imperatively under failure status. The
perceptions of respondents on factors relating to
facilities and services attractiveness in influencing hotel
business success have a very strong mean of (4.96) and
a standard deviation of (.27) interpreting the



homogeneity of respondents’ perception. The product
and service presentation is another component of
marketing practices, a crucial one for accommodation
facilities. The above table summarizes the perceptions
of respondents on factors relating to product and
service presentation whereby the mean is (4.96)
interpreted to be very strong and a standard deviation
of (.30) indicating the homogeneity of respondents’
perception. For financially succeeding, a hotel is
imperatively required to have facilities and service
delivery that satisfies the client’s expectations. To
achieve this success firms act on the basis of their
market knowledge, and this market knowledge
diffusion is significantly correlated with the firm'’s
ability to exploit new market opportunities in particular
and innovation performance more generally, improved
marketing capability by the use of customer and
relevant business intelligence, enhanced customer or
market research and analysis, and improved marketing
and delivery process leads to innovation and financial
performance of firms in global market. This has been
confirmed by Talabi, J. (2015) presented that most of
the hotels rely on marketing in almost all of their
business operations; to them marketing encompasses
more than just creating awareness of their products and
services, rather it is a whole process that involves
everything they do; from the research and development,
human resources, to their accounting and finance.

4.5. FACTORS RELATING TO EXTERNAL
ENVIRONMENT IN INFLUENCING PROJECT
SUCCESS

External environment factors, which include political
environment, economic environment and social
environment are beyond the control of business project
manager and directly affect the success of business
projects. The macro environment consists of forces that
originate outside of an organization and generally
cannot be altered by the actions of the organization.
Dimensions of the macro environment consist of socio
cultural factors, technological factors, political-legal
elements, economic factors, and international elements.
A firm needs to study these elements of its
environment, as they have potential to affect how the
organization should operate to attain and maintain its
competitive advantage. Following table presents
perceptions of respondents on factors relating to
external environment in influencing hotel business
success. The given table 7 presents that external
environment factors affecting the success of business
imply the political and legal environment, economic
factor as well as the socio-cultural factors. The
respondents ranked these entire variables with an
overall mean of (3.96) which is very strong interpreted
as agreeing on their impact of the hotel business; their
overall standard deviation is (.28) which is indicating
the homogeneity of respondents’ opinion.

Helmut, B. (2013). presented that a company can only
be successful if it can manage to use its own potentials
and to attune to the company’s environment. For being
successful, any business in general and a hotel in
particular have to adapt and link its own strategy on the
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one hand to the structure and culture of the company
itself (internal fit) and on the other hand it has to
consider also the requirements of the environment
(external fit) and to link it the strategic direction.

Table 7: Perceptions of respondents on factors
relating to external environment in influencing
hotel business success

Extemal environment

factors Influencing _ .
Hotel Project success N Mean  Std De
in Kigali

Puh]_‘.v:al and Legal 178 047
ENVIronment 393

Economic factors 178 3097 0.23
Suc%al and Cultural 178 018
EnVIrorrment 308

Orverall average 178 396 028

Source: primary data, 2018

4.6.INDICATORS OF HOTEL PROJECT SUCCESS
IN KIGALI

The indicators of business success depend on the nature
of the business and the perspective. For hotel, it has
been identified that the profitability, the clients and
stakeholders’ satisfaction as well as the efficiency in
operations indicates the success of a hotel business.
Following table presents the Perceptions of
respondents on Indicators of Hotel Project success in
Kigali

Table 8: Perceptions of respondents on indicators
of Hotel Project success in Kigali

Indicators of Hotel

Project successin N = Mean 5td. Dev
Kigali

The profitability 178  3.97 0.22
The clients'

2

satisfaction 178 497 0.26
Thestakeholders” 1.5 397 0.8
satisfaction

Efficiency in 178 496 027
Operations

Overall average 178 4.47 0.23

Source: primary data, 2018

The above table mentions that the wvariable of
profitability has been ranked with a mean of (3.97)
which is strong and respondents agreed on this
indicator to be a proof of success, the standard deviation
allocated to this variable is (.22) indicating the
homogeneity of respondents’ opinion. Similarly, the
other variables have been ranked with an overall mean
of (4.47) which is very strong and an overall standard
deviation of (.23) meaning a homogeneity of
respondents’ perceptions on the success indicators in
hotels. This also stands to indicate that the lack of such
indicators in business of hotels prevail a poor
performance proof. As hotel industry is a people-
oriented industry, non-financial indicators of PM are



also important. They are valuable supplements to
financial measures as they are expected to supply
information that would improve the financial outcome
and support and monitor the strategic initiatives
(Haktanir, 2006). Atkinson and Brander Brown (2001)
emphasize the increasing recognition within the hotel
industry of the importance and value of people,
employees as well as guests. Therefore, the economic
and financial success of a hotel depends on the attitude
and behavior of employees, development of new
products and services, as well as customer satisfaction.
Hotel General and Department Managers must
recognize equal importance to the goals of all
stakeholders and not only of their shareholders. The
achievement of objectives of all stakeholders (guests,
employees, strategic partners, community etc.) can be
measured by both financial and non-financial measures
(Ivankovic et al., 2010).

5. Conclusion

The findings present that for a hotel to succeed, human
resources motivation both financial and non-financial
incentives are essential and contribute to the success of
the hotels, applying suitable technology solutions to
manage resources also contribute to the hotel's success.
Applying marketing mix strategies as well the selection
of a suitable location contributes in realizing success
measures of hotel entities which rely on financial
soundness, the stakeholders’ satisfaction as well as the
operations efficiency.
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