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Abstract

A study for the influence factors on the Hotel Guests’

Word-of-mouth and Revisiting Intention

Ik-Joon Cho

Dept. of Tourism Management
Graduate School

Cheju University

In recent years, increasing attention has been paid to the management and
marketing of hospitality which has been widely recognized as very important
sectors of the service economy. Today’s hotels face their toughest competition in
decades, and things will only get worse in years to come. In this study I spell
out in more detail how hotels can go about winning customers and outperforming
competitors. The answer lies in doing a better job of meeting and satisfying
customer needs.

To succeed, or simply to survive, hotels need a new philosophy. To win in
today’s marketplace, hotels must be customer centered; they must deliver superior
value to their target customers. They must become adept in building customers,
not just building products. They must be skillful in market engineering, , not just
product engineering.

In tourism service sector, the tourism service itself is the product. The core
value of a service is produced in buyer—seller interactions. Hotel service is
primarily intangible. This means that hotel service does not have a physical
dimension: they cannot be touched, seen, tasted, felt, heard, or smelled in the
same way as goods before they are purchased. To reduce some of the difficulties
caused by the intangibility of tourism services, marketers often try to increase
their tangibility.

Production and consumption of hotel service is inseparable. Hotel service cannot

_66_



be produced in one place, transported for sale in another, and sold and consumed
again in another. Hotel service is sold first and then produced and consumed
simultaneously at the same place and time.

It is more difficult to control the quality of hotel service than physical goods.
The inability to store hotel service and its intangibility makes it difficult to select
them for testing and evaluation. The implication is that hotel service is usually
purchased without prior testing of their quality. If something goes wrong with the
service, it causes immediate damage and it is too late to implement quality
control measures. Poor service quality cannot be rejected before it gets to the
customer for consumption. Therefore, it is critically important for a service
provider to perform perfectly all the time.

Service providers are part of the service process and experience. They are
present at service production and consumption. The importance of service
providers indicates the necessity of developing internal marketing: attracting,
motivating, and training quality employees, developing jobs that satisfy the
employees’ needs, and encouraging staff to behave in a manner that attracts
customers’ attention. One implication is that the quality of providers is the key
element in the provision of services in hospitality. Consequently, the success of
hotel business depends upon the right selection, training, motivation, management,
and control of employees to provide in—house guests with better service.

In addition to this, what is to be noted here is that the hotel service should be
considered from the guests’ viewpoint, It is, therefore, necessary to work out an
astute marketing strategy to meet the guests’ needs and wants.

This study examines the effect that the quality of hotel service influences
word-of-mouth and revisiting intention in the service encounter. The purpose of
this study is to explain the causal relationships among service quality, consumer
satisfaction, trust, word-of mouth, and revisiting intention in the service
encounter. All Hypotheses I suggested here in this study were confirmed with the
data collected. This study provides hotel management with some guidelines for
enhancing the level of service quality among their personal in the service

encounter.
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