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Summary

A Study of The Hotel Selection Attributes Affecting
Customer Loyalty

Dong-Eun Kim

Department of Tourism Management
Graduate School of

Cheju National University

Jeju, Korea

We called the contemporary society the era of 3C(Customer, Competition,
Change). Tourism is changed with changing of market. In this situation, it is
indispensable that we need the ability to create harmony between each custome
r' s needs and the marketing strategy of company. Therefore, major goal of
hotel is the customer satisfaction, to fulfill this, “who is major customer of the
Hotel,”  “Under which circumstances they use our Hotel,” we analyzed follow
situation and input adequate marketing strategy. Especially, to achieve the goal
of company, it is important not only to develop new customer, but also to
minimize customer defection, it is very important to maintain the existing
customer. When case customer loyalty is high, the advantages the company
obtains are increasing of purchasing frequency and purchasing volume,
decreasing of expenses and effectiveness of word of mouth.

The purpose of this study is to find out and analyze what is the most

important attributes to choose Hotel through conducting a questionnaire survey



of Hotel customer who is very loyal to the specific Hotel. I'll offer the
customer to satisfy their needs as well as I'll offer the effective information to
set up marketing strategy.

For this study, the hypotheses are as follows;

First, it will affect significantly one another among attributes that they think
important, when they choose Hotel according to customer loyalty of Hotel.

Second, it will affect significantly between customer loyalty of Hotel and
behavioral variables.

Third, there is correlation between the loyalty of Hotel customer and
democratical variables.

To verify hypotheses, 1 used the 337 of final significant sample to empirical
analysis conducting a questionnaire survey of Five Star Hotel customer in Jeju
Jung-mun Tourist complex.

The results are as follows;

First, they are analyzed that the scene of surroundings, facility, security, price
and location, additional service, the service quality of employee affected
significantly the customer loyalty and Hotel selection factor.

Second, they found out that the lodging experience of another Hotel, Service
level of employee among Hotels, overall satisfaction, the purpose of lodging, and
the source of information affected significantly the customer loyalty and
behavioral variable.

Third, age, the type of vocation, average income by month affected
significantly the customer loyalty and democratical variables.

In conclusion, the most effective factor in customer loyalty is the service
quality of employee among factors. Therefore, It must be set up internal
marketing strategy to satisfy employee, especially, we must care about hiring of

excellent employee, maintenance, training. We do our best for the customer to be

- Vi -



satisfied providing a refined service.

The most important thing in customer management is to manage current
customer and to create high customer satisfaction. That is the sales promotion
activity, and the most effective publicity and advertising, Therefore, Hotel
management must recognize that what is the important factor is for customer.

This is the source of information in decision-making.
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Research 9. Sep, 1969, pp.29~36. ®H$-2] “of A} 24 % o) FEFagel B3 A A7)
et b, Mabete g 1997, p1l. AN L.
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30) B. Mittal & W. M. Lassar, “Why Do Customers Switch? The Dynamics of Satisfaction
versus Loyalty,” Journal of Service Marketing, Vol.12 No.3, 1998. pp.177~194.

31) D. S. Guseman, “Risk Perception and Risk Reduction in Consumer Services,”
Marketing of Services, American Marketing Association, 1981, p.200.
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flo

32) M. P. Pritchard & D. R. Howard, “Measuring Loyalty in Travel Services : A
Multi-Dimensional Approach,” Proceedings of the World Marketing Congress, 6, 1993,
pp.115~119.

33) D. Gremler & S. Brown, Service Loyalty : Its Nature, Importance, and Implications. In
B. Edvardsson, S. Brown, R. Johnston, and E. Scheuing(Eds.), Advancing Srevice
Quality : A Global Perspectlve New York : ISQA. 1996.

34) B. Strauss & P. Neuhaus, “The Qualitative Satisfaction Model,” International Journal
of Services Industries Management, Vol.8 No.3, 1997, pp.236 ~249.

35) M. Soderlund, “Customer Satisfaction and Its Consequences on Customer Behaviour
Revisited,” International Journal of Services Industries Management, Vol9 No.2, 1998,
pp.169~188.

36) EAE - A, TortaBAlest, | WAZHAL 1994, p.109.

37) M. ]. Bitner, B. H Booms & L. A. Mohr, “Critical Service Encounters : The
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38) J. B. Heide & A. M. Weiss, “Vendor Consideration and Switching Behavior for Buvers in
High-Technology Markets,” Journal of Marketing, 59(July), 1995, pp.30~ 43.

39) P. Abraham & M. Yoel, Consumer Behavior in Travel and Tourism, The Haworth
Hospitality Press. An Important of The Haworth Press, Inc., 1999, p.191.
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40) R. Goodwin & B. Ball, “Closing The Loop on Loyalty,” Marketing Management, 8,

1999, p.24.
41) H. Assael, “Consumer Behavior and Marketing Action,” 3rd ed., Boston :@ Kent
Publishing Co., 1987, p.75. A&8, “FHddA4dRo] g mAZH w0 o8 A=H o
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@ E<¢4 %4 =(Unstable Loyalty) £+ @4 H %A ©(brand loyalty switches)
YR st RiEFoj2 R Y 2 Ao tE wE oz Hisie Aol
7}e AAABBB2| FojslEel & ol Zo|r}

o
o

@ w4 ¥ %4 % (no loyalty, brand indifference)

SAGHEA W REFo7 o] FojxA] g Holth. k¥ ABCDEFS e ¢

& A4 33] 7]&(Three-in-a Row Criterion)
gtute] FHE 39W ol d&Hor Fojd A HEFFAHAE Uz Hedl
t} 43

(3) vl & 3 % (Probability-of-Purchase Measures)

of WHE #H7 oyl Betel ofw SHYEA @ Hoid FupuzA 4

ESAHEE FAH3= w8 £o) & & (Repeat Purchase Probability)z ghel ojw o

Aol e dE2 88 A g FoiA el gA g dER ¥ Eo}

=

Z &5, & 5479 E@Return Purchase Probability)24 AHEE 2 s 4

#ol gk

43) W. T. Tucker, “The Development of Brand Loyalty,” Journal of Marketing Research
I, August, 1964. p32, J. P. McConell, “The Development of Brand Loyalty : An
Experimental Study,” Journal of Marketing Research, February 1968, pp.13~19. o]4}
H, HEFAR s @B AZH A3 At sy, AALErg =R 1993,
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44) P. Kotler, Marketing Management : Analysis, Planning, Implementation and Control,
6th ed., 1988, p.2%4.
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45) L. P. Guest, “Last Vs. Usual Purchase Questions,”  Journal of Applied Psychology,
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Journal of Marketing Research, 1974, pp30 32. A&7, AA=E p13. WAL
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80) Alan S. Dick, and Kunal Basu, op. cit., pp.99~113.
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81) Susan M. Keveney, “Customer Switching Behavior in Service Industries :
Exploratory Study,” Journal of Marketing, 59(April), 1995, pp.71~82.
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3. &4 Myl 29 Hof(core service failure)

- M2 R A A o8

4. AMul2 A F ol M Aal(service encounter failure)

- AB 2R FAte] R, AEY 22 ndd giF FoA
5. Z 3ol thg wS(response to service failure)

- AMElL Aol did MulAA S BYA ue w Zuwg
6. 7 A (competition)

- ARz Mul A7 4

7. &2 4 & Al (ethical problems)

- &Hlab 7]k bu Aol Bl ols BA oy

8. ¥l 2 A A (involuntary switching)

- MR 2AF Y] T Foh/ol ™, Auabe] o)A}

°le 87hx 25 HMEW, 89 I, 25 Mulxo olfo] Ag¥E ue
(cos)# FAF AEZ AuAES MulA o] o] 225 v o] =du = za
Ad ASTEe Mul2g uddsta] Hulz aFe] HAstx Ravin Wz o A
MM E st Aoz Yegd a8a 3, 4 55 ABWe Mqujse T
A e F7h7h F2 2 o 2uASL o) g F Hul2A T AE =2
AU, M2 ATAZ AFFASS & £ U

2 AT A} 2HREL 8712 HBAJAE F ol Ao sty

T 27hA olge B dUdog s MulAATAE AES Ro2 Yehgr
7IM Y (Keaveney)] 7% avlatse Mul2ax3a dse] 258 ZasrAw
2 o8t REgozA RAZYESY o] BH AZH APZ @ & g 7
28 ATAge oA 1 g 28 4 Ay

£2(Johns)ot | M (Sasser)s2= LAZFMEEZE 3 799 AL /A E /A u) 2o )

e

82) T. O. Jones & W. E. Sasser, “Why Satisfied Customers Defect,” Harvard Business
Review, 1995(November-December).
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d¥ F4 Z(true long-term loyalty)9t 7 R
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F 4 E(false loyalty)2 FE&Q1, 281 BE 3 FHE BAE A A 99, =
o2 9 (zone of defection), o] A (zone of indifference), €% % (zone of
affection)®] oA BdsAD o)A =43 dd <2d 2-6>3 gon 7]¢
2 A G FolN 8 MBS ZIA A s}

<2 ¥ 2-6> " (satisfaction)/Z A S (loyalty) &4

T899
z 80%
4 60%
15 2ol g o
40% | o) gt g
20% o
*
1 2 3 4 5
o §- o] -
Bk R
4 F 3 x
28 : Ibid.

¥l £ (Bateson) % & 3 3H(Hoffman)8 e 24

=
(one-to-one)& A AP Ed], o] AL HAnAL S53 MAozy HFGsE Ao

3) J. Bateson & K. D. Hoffman, Managing Service Marketing, Dyden, 1999, pp.329~ 330.
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Quality,” Sloan Management Review, Summer 1990, pp.29~ 38.
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20tH 13 ( 3.9) 32 ( 95)

oe  |30CH 43 (12.8) 91 (27.0) 59.884, 3

S 40t 59 (17.5) 47 (13.9) .000°
50t o] 4+ 46 (13.6) 6 ( 1.8)
2ped ¢ 38 (11.3) 29 ( 86)

RREE T 34 (10.1) 77 (22.9)

e [Fw 22 (125) 41 (13.1) 28'3(7)(1): 4
A 5 2) 39 (11.6) 17 € 5.0) :

7] e} 8 (24 9 (27
2007+ o] 5} 17 ( 5.0) 58 (17.2)
201-3002H9) 23 ( 6.8) 45 (13.4) _

2% [301-40009 | 11 ( 33) 22 ( 65) ”6'0833*_ 4
401-500%+ ¢ 32 ( 95) 19 ( 5.6) :
5015 ¢ o] A 78 (23.1) 32 ( 95)

N FEDE! 5 ( 15) 11 ( 3.2) 1.838, 1

R 156(46.3) 165(49.0) 0.175
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