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Abstract:

Sleeping quality of employees possesses a relationship with the work performance of
employees which is a crucial concern of employers. In this study, a research is conducted to
examine the difference in emotional exhaustion, cynicism and diminished professional efficacy
of employees with different sleeping quality in Macao hospitality industry. Significant
differences are found for emotional exhaustion and cynicism but not diminished professional
efficacy between good sleepers group and bad sleepers group.

Keywords: burnout, emotional exhaustion, cynicism, diminished professional efficacy,
sleeping quality

1. Introduction

Working in the hospitality industry is always considered as a high-pressure job (Birdir and
Tepeci, 2003). Employees have to fulfill the demands and needs requested by customers.
Meanwhile, they also have to finish the tasks and duties delegated by superiors. On the other
hand, based on the result of Melamed et al. (1999), when an individual is working under high
pressure or already suffering burnout, there is a negative influence to his/her sleeping quality,
such as an individual is hard to fall into sleep at night or wakes up earlier in the morning.

In Macao, one of the main industries is hospitality. According to the data from Direccdo dos
Servicos de Estatistica e Censos (2020), there are 116 hotels (including guesthouses) until 2018.
According to the demand on manpower, 52,976 employees work in hotels, which is already
13.7% of Macao labor force (total labor force was 388,000 people in 2018) (DSEC, 2020).

According to the above, this study focuses on the employees working in hotels and examining
if there is any interconnection among three dimensions of burnout (i.e., Emotional exhaustion,
Cynicism and diminished professional efficacy) and sleeper groups i.e. good and bad (Buysse,
Reynolds, Monk, Berman, & Kupfer, 1989). The results indicate there are significant
differences in both emotional exhaustion and Cynicism comparing with good sleepers group
and bad sleepers group. Yet, no significant result when comparing diminished professional
efficacy with two groups.
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2. Literature Review
2.1 Burnout

Burnout, which is a psychological indication, consists of Emotional exhaustion, Cynicism and
diminished professional efficacy (Maslach and Jackson, 1986; Schaufeli, Leiter, Maslach, &
Jackson, 1996). When it happens to an individual in a workplace, it leads to a negative influence
on peers, superiors, organization and customers as well (Hakanen, Schaufeli, & Ahola, 2008).
Furthermore, burnout is easier to occur in the workplace when the individual’s position needs
to have an interaction with other people, such as customers, clients, patients, students, etc.
(Pines and Aronson 1988).

2.1.1 Emotional exhaustion

Emotional exhaustion can be manifested as one of the dimensions of burnout (Maslach and
Jackson, 1986). When emotional exhaustion happens in the workplace, it explains that the
individual is suffering from both physical and psychological pressure. It would be due to the
excess load on his/her work (Lee & Ashforth, 1990; Pines & Aronson, 1988). In addition,
Maslach and Jackson (1981) found that the length of job is also an element to let emotional
exhaustion occurred. It is easier for employees to get emotional exhaustion when they take that
job position during the first two years.

2.1.2 Cynicism

Organizational Cynicism is a cynical attitude. WWhen someone establishes such attitude towards
the organization, it leads to reduce the belief of the organization, to deprecate management, to
disagree with the mission and vision of the organization as well (Cook and Medley, 1954; Dean
et al., 1998). The level of cynicism is lessened when employees feel they are treated with
respect and get the reasonable rewards from an organization (Byrne & Hochwarter, 2008;
Chiaburu et al., 2013).

2.1.3 Diminished professional efficacy

Bandura (1977) defines that professional efficacy is distinct from the actual outcome.
Professional efficacy is more likely to focus on an individual’s behavior towards the required
circumstances. An individual should believe him/herself obtains the ability and capacity to
finish the task requested (Cox, 1978; Lazarus and Folkman, 1984). As aforementioned, there
are three dimensions of burnout (Maslach and Jackson, 1986); diminished professional efficacy
is one of them.

2.2 Burnout and sleeping quality

Melamed et al. (1999) examine that when an individual is suffering burnout, there is a negative
influence on his/her sleeping quality, such as an individual is hard to fall into sleep at night or
wakes up earlier in the morning. In addition, some previous studies (Pagnin et al., 2014,
Jansson-Frojmark and Lindblom, 2010) also proved the relationship between burnout and
sleeping quality has an interconnected relationship. When an individual is suffering burnout,
perhaps it makes sleeping quality even worse, and vice versa.
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Therefore, three hypotheses are raised accordingly.

H1: Employees working in the hotel industry who have low sleeping quality will have a higher
level of Emotional exhaustion compare with those who have a better sleeping quality.

H2: Employees working in the hotel industry who have a low sleeping quality will have a higher
level of Cynicism compare with those who have a better sleeping quality.

H3: Employees working in the hotel industry who have a low sleeping quality will have a higher
level of Diminished professional efficacy compare with those who have a better sleeping
quality.

3. Methodology
3.1 Measurement

The three dimensions of burnout (emotional exhaustion, diminished professional efficacy, and
Cynicism) are examined in current study. Maslach Burnout Inventory (Maslach &
Jackson,1996) is used to measure the score on Emotional Exhaustion, Diminished Professional
Efficacy, and Cynicism. Sleep quality is measured by the Pittsburgh Sleep Quality Index
(PSQI) (Buysse, Reynolds, Monk, Berman, & Kupfer, 1989). The higher the score, the worse
the sleeping quality.

3.2 Survey Procedures

Electronic questionnaires were distributed to the employees working in the hotel industry.
Convenience sampling is used as survey is sent out through researchers’ personal networks and
posted on the website. A total of 159 responses has been received.

4. Results

A correlation analysis is used to investigate the relationship between different constructs.
Based on a survey of 159 employees, the correlation analysis results show Emotional
Exhaustion (emotional_exhaustion) and Cynicism (cynicism) are positively related to PSQI,
but Diminished Professional Efficacy (low_efficiacy) does not have any significant correlation
towards PSQI.

Table 1: Correlations

emotional _
exhaustion cynicism low_efficiacy | PSQI_Total
emotional_ Pearson Correlation 1 739" .085 291"
exhaustion g0 (9_tajled) 000 285 000
N 159 159 159 159
cynicism Pearson Correlation 739™ 1 281" 420™
Sig. (2-tailed) .000 .000 .000
N 159 159 159 159
low_efficiacy Pearson Correlation .085 281" 1 -.002
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Sig. (2-tailed) 285 .000 984
N 159 159 159 159
PSQI_Total  Pearson Correlation 2917 4207 -.002 1
Sig. (2-tailed) .000 .000 984
N 159 159 159 159

**_Correlation is significant at the 0.01 level (2-tailed).

To further investigate how the level of sleeping quality affecting the score of emotional
exhaustion, cynicism, diminished professional efficacy on hotel employees in Macao, the data
is split into two groups based on the score on sleep quality according to literature. The first
group contains respondents who have a score of greater than 5, which is labeled as bad sleeper
(n=75). The second group contains respondents who have a score of less than or equal to 5
(n=84) and is labeled as good sleeper.

A MANOVA is used to investigate the score differences of emotional exhaustion, cynicism,
diminished professional efficacy among different types of sleepers (i.e., good sleepers and bad
sleepers). The Wilks' Lambda with .819, with F-value 11.429 and p-value <.00 indicate there
are significant differences in scores of emotional exhaustion, cynicism, diminished
professional efficacy among good sleepers and bad sleepers.

Table 2
Hypothesis

Effect Value F df Error df Sig.

Intercept  Pillai's Trace 945 | 882.318° 3.000 | 155.000 .000
Wilks' Lambda 055 | 882.318 3.000 | 155.000 000
Hotelling's Trace 17.077 | 882.318" 3.000 | 155.000 000
;gé’f Largest 17.077 | 882.318" 3.000 | 155.000 000

sleepers  Pillai's Trace 181 | 11.4290 3.000 | 155.000 000
Wilks' Lambda 819 | 11.429 3.000 | 155.000 000
Hotelling's Trace 221 | 11.429° 3.000 | 155.000 .000
ROy Largest 221 | 114290 3.000 | 155.000 | .000

Further analysis shows that there is a significant difference in Emotional Exhaustion
(emotional_exhaustion) for different groups; good sleepers group has a mean of 3.59 compared
with bad sleepers group (mean = 4.15).
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Table 3
Mean
Sum of Squares df Square F Sig.

emotional _ Between Groups 12.011 1 12.011 8.921 .003
exhaustion Within Groups 211.386 157 | 1.346

Total 223.397 158
cynicism Between Groups 56.932 1 56.932 | 30.557 .000

Within Groups 292.517 157 1.863

Total 349.449 158
low_efficiacy  Between Groups .307 1 .307 .307 .581

Within Groups 157.219 157 1.001

Total 157.526 158

For Cynicism (cynicism), the score is lower for good sleepers (mean =2.76) compare with bad
sleepers group (mean = 3.96). However, there is no significant difference in Diminished
Professional Efficacy (low_efficiacy) among good sleepers (mean = 2.49) and bad sleepers
(mean=2.58).

5. Discussion and Conclusion

Burnout gets the negative influence in a workplace, no matter on peers, superiors, organization
and customers (Hakanen, Schaufeli, &Ahola, 2008). The results from current study prove that
there are significant differences between two dimensions of burnout (i.e. emotional exhaustion
and cynicism) with sleeper groups. This indicates when employees have good sleeping quality,
the dimensions of burnout get a lower score. Then, in order to let employees obtain good
sleeping quality and to reduce level of burnout, employers can think about improving the
working environment and/or preparing a better working schedule for employees to let them
have good sleep. It would benefit to both parties.
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Abstract:

The purpose of this study is to obtain an understanding of hotel housekeepers’ perceptions of
their jobs. A thematic analysis was employed to analyze data. The top three things they liked
about their jobs were nothing, sense of achievement from cleaning rooms, and monetary
rewards; the top three things they disliked were things that would increase difficulties in
cleaning guest rooms, time pressure, and increasing workload. The insight gleaned from this
study can be used by hotel employers or managers to develop strategies to create a meaningful
work environment for hotel housekeepers.

Keywords: Hotel housekeeper, Room attendant, Perceptions, Job satisfaction, Job
dissatisfaction

1. Introduction

As one of the world’s largest industries, the hospitality and tourism industry generates more
than 10 percent of global Gross Domestic Product (GDP) (Ambardar & Rajeka, 2017). The
industry continues growing very quickly, and competition in the market is fierce. According to
an STR report, there are more than 16.9 million rooms around the world, and hotel
housekeepers comprise a significant occupational segment (STR, 2019). The main
responsibilities of hotel housekeepers include cleaning guest rooms, lobbies, lounges, and any
other areas, and maintaining neatness and orderliness in a hotel (Eriksson & Li, 2009). More
specific duties include making beds, changing bedsheets and towels, cleaning toilets, emptying
trash, vacuuming floors, refilling bath amenities, and pushing heavy carts (Hsieh,
Apostolopoulos, & Sonmez, 2013). Since guestrooms are the core feature of a hotel operation,
hotels strongly rely on housekeepers to provide clean guestrooms and facilities to support
sustainable profitable operations.

A full-time hotel housekeeper typically works one 8-hour shift per day, five days a week. On
average, a hotel housekeeper cleans 12-16 rooms during an eight-hour shift, allowing less than
20 minutes to clean each room. Sometimes, they may encounter extremely dirty rooms that
require deep cleaning, or guests who request a late checkout, which often delay their work
process. Many times, they are rushed by the front desk to have rooms ready in order to check
in guests. In order to meet the demands of a variety of situations, they are forced to assume
awkward positions in order to get the job done quickly. As a result, hotel housekeepers have

12
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the highest overall injury rate as well as the highest rate of musculoskeletal injuries among all
hotel workers (Buchanan et al., 2010). The cleaning tasks they perform are repetitive and
physically demanding. Additionally, hotel housekeepers are exposed to multiple workplace
hazards (i.e. physical, chemical, biological, and psychosocial hazards) that may have a negative
impact on their health and well-being.

Even though the work of a housekeeper is important in providing the core product (clean guest
rooms) of a hotel operation, their pay is lowest among all hotel workers (Hsieh, Apostolopoulos,
& Sonmez, 2013) and they are often perceived as silenced and invisible (Ons@yen, Mykletun,
& Steiro, 2009). It is not surprising that the hotel housekeeping department is troubled with
high employee turnover (Mest, 2017). Some of the hotel housekeepers stay in their jobs only
for a short time period (Eriksson & Li, 2009). Studies have documented the negative
consequences of high employee turnover rate, including low workplace morale, deteriorating
product or service quality, reduction in marketing return on investment, and especially loss of
revenue and profitability as the hotel has to spend money on hiring and training new employees
(Markovich, 2018).

Previous studies have shown that a higher level of job satisfaction is associated with higher
work productivity, higher morale, higher organization commitment, better customer
satisfaction, better employee performance, less absence, and lower turnover rate (McShane &
VonGlinow, 2000; Octaviannand, Pandjaitan, & Kuswanto, 2017). Hotel housekeepers are at
the lowest level of the hotel’s organizational hierarchy chart, which puts them in a
disadvantaged position. They are considered an underserved and under-researched group
(Buchanan et al, 2010; Lee & Krause, 2002). The purpose of this study is to respond to this
paucity of research, and to obtain an understanding of hotel housekeepers’ perceptions of their
jobs in order to create a meaningful work environment that can retain hotel housekeepers and
increase their job satisfaction.

2. Literature Review
2.1 Job satisfaction

The term “job satisfaction” first appeared in the1920s (Dogan, Akyel, & Dogan, 2018).
Scholars believed that how an individual feels about work and the meaning that works holds
in his or her life is a critical component of his/her employment experience (Judge et al., 2017).
Hoppock (1935) defined job satisfaction as a combination of psychological, physiological, and
environmental circumstances that make someone feel truly satisfied with the job. Locke (1969)
defined job satisfaction as ‘“a pleasurable or potential emotional state resulting from the
appraisal of one’s job as achieving or facilitating the achievement of one’s job values” (p.316),
which is the most widely accepted and cited definition of job satisfaction. Luthans (1992)
described job satisfaction as a condition when an employee thinks the working experience is
cheerful, positive, and delightful. Spector (1997) defined this term as a combination of both
positive and negative emotions regarding how people feel about their job. Based on these
definitions, job satisfaction can be interpreted as a result of what employees like or dislike
about their job.

Evidence of the positive impact that job satisfaction has on an organization further encourages
studies exploring factors that contribute to job satisfaction and dissatisfaction. Kong et al.
(2018) categorize hospitality and tourism job satisfaction predictors into four groups: (1)
organizational (e.g. salary, work environment, leadership, management style, training,
organizational support, career development, promotion, co-workers); (2) individual (e.g.
person-organization fit, personal fulfillment, role clarity, self-efficacy); (3) social and family
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(social atmosphere, customer incivility, work-family conflict, food and living quarters); and
(4) psychological (e.g. emotion, stress and exhaustion, trust, personal feeling) factors.

The hospitality and tourism literature clearly documents that job satisfaction is positively
associated with organizational commitment (Bai, Brewer, Sammons, & Swerdlow, 2006;
Gunlu, Aksarayli, & Pergin, 2010), job performance (Hu, Woods, Chen, & Brandmeir, 2004;
@gaard, Marnburg, & Larsen, 2008), service quality (Choi & Joung, 2017; Choi & Kim, 2012),
organizational citizenship (Nadiri & Tanova, 2010), life satisfaction (Zhao et al., 2011), and
career satisfaction (Ko, 2012). Research also shows that job satisfaction is negatively
associated with intention to quit (Thomas, Brown, & Thomas, 2017) and level of burnout (Lee
& Ok, 2012).

2.2 Job satisfaction of hotel housekeepers

A study of Latina hotel housekeepers in the U.S. reveals that more than half (54%) of
housekeeping employees are satisfied with the job, while 23% of them think the job is okay,
and 23% are dissatisfied with their jobs (Hsieh et al., 2016). This result is not consistent with
a study of Danish hotel housekeepers (Eriksson & Li, 2009). Danish room attendants show a
high level of job satisfaction due to higher wages and relatively short working hours compared
to other countries. The researchers believed that a stable schedule and short working hours
allow employees to have more time to spend with their families, thus increasing their job
satisfaction (Eriksson & Li, 2009).

In addition to higher wages and shorter working hours, factors such as support from supervisors,
flexible schedules, and friendly coworkers were found to have a positive impact on hotel
housekeepers’ job satisfaction (Hsieh et al., 2016). Coughlan, Moolman, and Haarhoff’s (2014)
study on hotel employees in South Africa proved that good supervision, a healthy
organizational culture, and day-care services had a significant influence on hotel employees’
job satisfaction.

Hsieh et al.’s study found that many housekeepers complained that they suffered from time
pressure at work (2016). They had to give up their lunch break in order to finish their assigned
rooms (Hsieh et al., 2016). Low wages, poor benefits, overtime work, heavy workload, hard
work, unfair treatment by supervisors, little progression, problems with cleaning equipment,
and unfulfilling work conditions are all negative factors affecting housekeepers’ job
satisfaction (Hsieh et al., 2016; Knox et al., 2015). Studies show that aged equipment, heavy
cleaning carts, lack of supplies, shortage of tools, and harmful cleaning chemicals are all
difficulties housekeepers face when performing their cleaning tasks (Hsieh et al., 2016; Knox
etal., 2015).

3. Methodology

In order to obtain a comprehensive understanding of hotel housekeepers’ perceptions about
their job, a qualitative approach was utilized for the research. Due to time and financial
constraints, a convenience sample was chosen for the research. Open-ended surveys were
conducted among 70 hotels in Taiwan through researchers’ hotel contacts. Considering the
lower educational background of hotel housekeepers and the limited free time they have at
work, the survey was purposely kept simple and short. In addition to the demographic questions,
the participating hotel housekeepers were asked to complete the following two sentences:

e [ like my job because...
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e [ do not like my job because...

Data was analyzed by utilizing a thematic analysis. Maguire and Delahunt (2017) introduced
that “the thematic analysis was the process of identifying patterns or themes within qualitative
data” (p. 2). Steps involved in a thematic analysis include: familiarize oneself with the data,
generate initial codes, search for themes, review themes, and define themes (Braun & Clarke,
2006).

The first step was to read the data repetitively to become familiar with it. The data was read
several times until the basic body of data was in the researcher’s mind. Rough notes were also
taken at this step to help deepen the impression. The second step was to code the data and
organize it in a systematic way. Open coding was used during this step, which means the codes
were developed during the coding process rather than pre-setting them (Maguire & Delahunt,
2017). Then, the third step was to search for themes. Preliminary themes were developed, and
the codes were segmented to the themes at this step. The various factors in the work
environment were identified when developing themes. Next, the preliminary themes were
reviewed and modified to make sure they were clear and understandable (Maguire & Delahunt,
2017). The fourth step was to define themes, which means identifying the essence of each
theme (Braun & Clarke, 2006). After defining themes, the frequency of each code was counted,
and the percentage was calculated.

4. Results

Of the 656 responses, 10 were excluded due to missing data, yielding 646 completed surveys
for analysis. The majority of study participants were female (N=508, 79%) compared to male
(N=138, 21%), with an average age of 31 (SD=10.68). Most of the respondents worked in a
resort (50%), followed by a business hotel (48%), and bed-and-breakfast (2%). Overall,
respondents were well educated, with 55% having a college degree and 32% having a high
school diploma. More than half (57%) of the respondents reported monthly salaries ranging
between NT 20,000-40,000 (US$597-$1,194), equivalent to or less than the national average
monthly salary in Taiwan for workers aged 25-39 of NT 40,980 (US$1,350) (National Statistics,
2019). On average, respondents reported working as hotel housekeepers for four years
(SD=12.67). In the previous 12 months, 72% experienced either minor or severe work-related
body pain. On average, respondents cleaned 15 rooms per shift, and 36% reported frequently
having to shorten their lunch break in order to complete their assignments on time. When asked
about working overtime, 45% indicated that they were occasionally required to work overtime,
and 23% reported frequently working overtime.

4.1 Things housekeepers liked about their jobs

The top six things that hotel housekeepers liked most about their jobs were nothing, sense of
achievement from cleaning rooms, monetary rewards, performing cleaning tasks, things that
can reduce the difficulty in cleaning guest rooms, and get out of work on time or earlier. It is
worth noting that approximately 15% of respondents indicated that they liked nothing about
the job. They may keep the housekeeping jobs for the purpose of making a living. These type
of housekeepers may just do the minimum to keep their jobs. On the other hand, there were
approximately 13 % of respondents indicated that they liked their jobs because of the sense of
achievement from cleaning rooms. These type of housekeepers may enjoy performing cleaning
tasks and take their jobs seriously. The cleaning activities that hotel housekeepers perform are
monotonous and repetitive. However, some housekeepers were able to add variety and fun to
their jobs by developing their social connections at the workplace. Many reported that they
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liked their jobs due to positive interactions with guests, co-workers, and supervisors. It was
obvious hotel housekeepers loved receiving rewards. In additional to monetary rewards, hotel
housekeepers reported that they liked to receive gratitude or compliments from guests and their
supervisors. They liked to work in a positive environment that embraces a culture of teamwork,
where co-workers work together and help each other. In terms of the nature of the jobs,
participants liked the freedom/autonomy they had to decide how to clean the guestrooms and
being able to be exposed to an elegant hotel environment and broaden their view of the world
by serving guests from different countries. They also liked the fact that the cleaning job was
simple and easy and they did not need to worry about work after clocking out. They also
enjoyed the free lunch and drink provided by the employee commissary. They also liked the
flexibility they had in terms of scheduling and days off. Table 1 shows the details of the themes
and sub-themes elucidated from the survey.

Table 1
Things Hotel Housekeepers Liked about Their Jobs

Like Themes Like Sub-themes Frequency Percentage
Nothing e Liked nothing about the job 114 14.9
Sense of achievement from e  Felt great by turning a dirty room to a clean 97 12.7
cleaning rooms room

e  Passing supervisor’s room inspection
e Finish cleaning rooms efficiently

Monetary rewards e Tips 64 8.4
e  Annual bonus
e Reward system

e Payraise

e Receiving gifts from guests

e Payday
Liked general and specific e  Cleaning 64 8.4
cleaning activities o Making beds

e Cleaning bathroom

e Dusting

e  Cleaning public area

e  Stocking the cleaning cart

e  Working in the linen room/folding
pillowcases

e Changing sheets
e  Collecting guestroom trash
o  Smell the scent of amenities

e  Performing routine housekeeping
maintenance

e  Performing turn-down service
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Guests

Teamwork

Intrinsic rewards

Co-workers

Reducing the level of
difficulty in cleaning guest
rooms

Get out of work on time/or
earlier

Job characteristics (Nature
of the job)

Vacuuming

Interactions with guests 60
Providing service to guests

Smiles from guests

Solving guest problems

Eating guest leftovers (fruit in the rooms or
food in the refrigerator)

Nice/friendly guests

Fun of observing guests from different
countries

Observing happy/satisfied guests
Delivering requested items to guests
Returning guests/frequent guests

Enjoyed working together as a team and 59
helped each other

Being well-treated and respected by 57
employers

Receive gratitude or appreciation from guests
or supervisors

Received compliments from guests

Nice-friendly co-workers 52
Chatting with co-workers

Socializing with co-workers after work

Smiles from co-workers

Not having messy rooms to clean 31
No special cleaning request from guests
There is nothing to fix in the guestrooms

Being able to finish cleaning rooms quickly 29

Job autonomy (self-pace work, perform 28
cleaning tasks independently)

Regular work hours

The time passes quickly while cleaning
Simple, easy job/sense of job mastery
Allowing me to be creative

Exposed to an elegant hotel environment

Having a broader view of the world (by
contacting guests from different countries)

Less guest contact (unlike Front Desk)

17

7.9

7.7

7.5

6.8

41

3.8

3.7
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Reducing workload

Break time

Positive work environment

Supervisors

Everything

Employee commissary

Days off

Reducing Time Pressure

Scheduling

Good employee benefits

Enhancing health
consequences

Language

Leaving my work behind when | am done
with my shift (no need to worry about work
after clocking out)

Lower work load 17
Being assigned more stay-over rooms

Assistance from interns

Room assignment on the same floor

Low season-fewer rooms to clean

Have no room assignment (may be assigned
to work in the laundry or linen room)

Break time flexibility 17

Abilities to enjoy free time after finishing
work assignment before clocking out

Enjoyed the positive work environment 16

Nice/supportive supervisors 13

Frequently giving recognition and
compliments to employees

Enjoy chatting with supervisors
Enjoy leaning things from supervisors

Liked everything about the job 11
Was happy to be able to have a job

Free food and drink 10
Enjoyed lunch break

Days they do not need to come to work 8

When guests check out earlier 5
Having sufficient time to clean guest rooms

Flexible schedule 4
Liked the employee benefits 4
Opportunities to exercise 2
Opportunity to converse in other languages 1

18

2.2

2.2

21

1.7

14

13

1.0

0.7

0.5

05

0.3

0.1
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Training program e Enjoyed participating in training program 1 0.1

Total 764 100

4.2 Things housekeepers dislike about their jobs

With regard to things that they did not like about their jobs, the 10 most frequently mentioned
things were those things that would increase the level of difficulty in cleaning guest rooms,
time pressure, increasing workload, job characteristics, performing cleaning activities,
nothing, guests, co-workers, negative health consequences, and supervisors. More than 23 %
of respondents especially did not like things that would directly make the cleaning of
guestrooms difficult or more challenging (for example, cleaning very messy rooms, party
rooms, rooms with vomit, rooms with furniture out of place). Some did not like the
inappropriate cleaning tools (e.g. broken vacuum cleaners, small cleaning cart) and amenity
short stock, which may delay or slow down their cleaning tasks. They also did not like factors
that may increase their workload, including full house, high season, being assigned too many
checkout rooms, and short staff. They complained about the time pressure they experienced at
the workplace and did not like the negative impact of cleaning jobs that were detrimental to
their health. Some disliked the nature of the housekeeping jobs for its lack of variety
(monotony), autonomy, and job security, being physically demanding, long work hours, low
pay, and no promotion opportunity. Even though guests, co-workers, and supervisors were
reported as factors that hotel housekeepers liked about their jobs, many expressed their
frustrations with co-workers, supervisors, and high-maintenance guests. Some reported there
was a lack of training, poor employee benefits, and poor-quality food provided in the employee
commissary. Table 2 presents themes and sub-themes that hotel housekeepers disliked about
their jobs.

Table 2
Things That Hotel Housekeepers Disliked about Their Jobs

Dislike Themes Dislike Sub-themes Frequency Percentage

Increasing the level of e Very messy rooms 135 23.60

difficulty in cleaning guest e  Cleaning rooms with group guests (used all
rooms beds)

e  Guests moving furniture around

e Cleaning up vomit

e Cleaning rooms with small children

e Rooms with sand

e Cleaning party rooms

e  Cleaning rooms with more than one bed
e Fixing broken items in the guestrooms
e Floor litter

e  Guestrooms poorly designed for cleaning
e Travel far to reach the inventory room

e Rooms are too spacious (a lot to clean)
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Time Pressure

Increasing workload

Job characteristics (Nature of
the job)

Disliked general and specific
cleaning activities

Nothing

Guests

Late checkout/early check-in guests
Rush rooms

Not enough time to finish cleaning assigned
guestrooms

Multi-floor cleaning assignment

No time left to maintain equipment or
facilities

Unable to keep up with pace

No break time

Room assignment overload

Short staff

High housekeeper turnover rate

Full house

High season

Assignment of too many checkout rooms
Endless cleaning

Additional job assignment

Monotonous (boring/repetitive) job
Physically demanding
Lack of autonomy

Long work hours/work overtime/unable to get
out of work on time

Low pay
Job insecurity (easily replaceable)
Lack of promotion opportunities

Cleaning in general

Cleaning bathrooms

Making beds

Moving furniture

Rotating mattresses
Performing housekeeping maintenance
Performing turn-down service
Cleaning public area
Stripping linen

Cleaning elevator

Dusting

Trash collection

They liked their jobs.

High-maintenance guests
Indecent guests

20

90

64

55

41

36

30

15.73

11.19

9.62

7.17

6.29

5.24
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Co-workers

Negative health
consequences

Supervisors

Rooms with a smell

Insufficient/inadequate
cleaning tools

Rush to finish lunch

Last-minute room change

Last-minute schedule change

Amenity short stock

Language barriers

Guest complaints
Theft of room items

Lazy

Slow
Uncooperative
Irresponsible

Not a team player
Unfriendly

Physical fatigue/body pain
Skin irritation

Respiratory disease due to fiber dust or the
smell of cleaning chemicals

Work injuries/accidents

Picky/demanding
Unappreciative

Do not listen

Hard to communicate with
Indecisive

Nagging

Stinky rooms
Smoke
Guests use drugs in the guestrooms

Insufficient cleaning tools (not enough gloves,
mobs)

Awkward clearing cart (hard to maneuver)
Broken vacuum cleaner

Not enough time for lunch
Skip lunch
Rush to finish lunch

Front Office changing guest room assignments

Be called to work on days scheduled off

Unable to restock the guestrooms

Being unable to communicate with guests

21

25

24

14

12

10

4.37

4.20

2.45

2.10

1.75

1.22

1.22

0.87

0.70

0.52
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Employee commissary e  Poor quality of food available to employees 3 0.52
Poor employee benefits e Poor employee benefits 3 0.52
Everything e They disliked everything about their jobs. 3 0.52
Lack of training e Lack of opportunities to participate in training 1 0.17

Total 572 100

5. Conclusion

This study explored hotel housekeepers’ opinions regarding their jobs and elucidated important
insights that can serve as a reference for managers to develop strategies to create a positive
working environment, thereby motiving housekeepers, increasing their job satisfaction, and
decreasing their job dissatisfaction and intention to quit. This study suggested that extrinsic
rewards such as tips, gifts from guests, competitive pay, annual bonuses, reward systems for a
job well done, employee benefits, and employee commissary were positively perceived by
hotel housekeepers and can be utilized to motivate them. The same is true of intrinsic rewards
such as sense of achievement, work freedom, gratitude and appreciation from guests, and
recognition from supervisors. Managers should pay special attention to the list of things that
housekeepers disliked about their jobs and seek solutions for improvement. For example, the
majority of things that hotel housekeepers disliked pertained to dirtiness of the rooms and
worries about being unable to complete cleaning guestrooms during their work shift. Managers
need to be aware that cleaning hotel guestrooms is a physically demanding job with time
pressure, which can wear down hotel housekeepers’ health physically and psychologically in
the long term. Therefore, instead of assigning tasks solely based on number of rooms (a quota),
managers should try assigning hotel housekeepers a reasonable number of guestrooms per shift
by considering the dirtiness of rooms, number of checkout rooms, number of stay-over rooms,
and number of beds in a room. If possible, managers should try to assign guestrooms on the
same floor for housekeepers to clean. To facilitate the completion of housekeepers’
assignments, managers need to provide sufficient and appropriate cleaning tools, including
purchasing ergonomic cleaning carts and lighter vacuum cleaners that are easy to maneuver.
The housekeeping department should have a system to track the inventory of cleaning materials
and guest amenities and to ensure these items are stocked for housekeepers to use. In addition,
respondents did not like the additional cleaning assignments due to short staff. To cope with
this problem, managers should pay special attention to manpower planning to avoid labor
shortages. This can be done by collaborating with hospitality and tourism programs to recruit
interns to assist housekeepers or working with outsourcing cleaning companies to cover labor
shortages due to high employee turnover or high season. Most of all, managers should provide
a positive working environment by incorporating extrinsic and intrinsic motivators to retain
employees and reduce turnover rates.

In terms of the nature of cleaning jobs, some hotel housekeepers disliked the fact that
housekeeping jobs were repetitive, monotonous, lacked variety, and had a low level of
autonomy. It was interesting to see some housekeepers viewed these characteristics in a
positive way. They actually enjoyed the monotony of the cleaning job because they felt it was
easy and did not require critical thinking skills, which they were not good at. In terms of job
autonomy, some liked the way they were able to determine how they wanted to clean rooms
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and complete the job assignment. Some mentioned that they liked the fact that they were able
to determine when to take a short break during the work shift as long as they were able to finish
guestrooms as required. They remarked that they actually enjoyed the freedom they had in their
jobs.

When asked about what they liked or disliked about their jobs, some mentioned “nothing” and
some mentioned “everything.” These findings reinforce the importance of selecting the right
employees who fit the housekeeping position. It is human nature that no one will enjoy a boring
job. Even though the standardized operational procedures are widely adopted to control and
monitor the operations of a hotel, managers should allow housekeepers the flexibility to make
their own decisions without hindering the quality requirements. In order to increase the job
variety and reduce job monotony and boredom, managers can rotate housekeepers to work in
different areas of the housekeeping department such as cleaning public areas, performing
maintenance, and working in the linen room or laundry room.

Housekeepers addressed their concerns regarding the negative health consequences resulting
from their cleaning jobs, including physical fatigue/body pain, skin irritation, respiratory
disease due to fiber dust and smell of the chemicals from cleaning products, accidents (trip,
fall) and injuries (back, shoulder, ankle). In order to safeguard housekeepers’ occupational
health, it is suggested that hotels offer mandatory work safety training to teach housekeepers
how to perform cleaning jobs without hurting their bodies. Since those employees suffering
body pains can recover given enough time, it is important that hotels enforce break time to
allow physical recovery.

In addition to cleaning guestrooms, the social context where hotel housekeepers perform their
jobs also impacted their perceptions of their jobs. The three major social contacts included
guests, co-workers, and supervisors. Respondents reported that guests who were appreciative
and friendly, supervisors who were supportive, appreciative, communicative, and helpful, as
well as co-workers who were supportive and helpful, all added to their positive perceptions of
their jobs. On the contrary, high-maintenance guests, supervisors who will not listen and
communicate with housekeepers, and slow, irresponsible co-workers added to their negative
perceptions of their jobs. They especially enjoyed the social time with their co-workers after
work, indicating that positive people interactions can be a motivator to retain housekeepers.

Herzberg's motivation-hygiene theory proposed that there were job factors that are essential
for creating motivation at the workplace but do not lead to job satisfaction. However, the
absence of these hygiene factors will lead to job dissatisfaction (Herzberg, 1987). This study
identified three themes that were not among housekeepers’ “like” list but were on the “dislike”
list. These were insufficient/inadequate cleaning tools, amenity short stock, and rushing
through lunch, which require attention from managers.

6. Limitations and Future Study

Data was collected from a convenience sample consisting of housekeepers working in a variety
of hotels in Taiwan. The findings may not be generalizable to housekeepers in other countries.
Future studies can expand on the current study and collect data from different countries and
compare it with this study to determine if there are differences regarding housekeepers’
perceptions of their jobs. Limited by the qualitative nature of the study and the scope of the
study, this study focused on things that housekeepers liked and disliked about their jobs and
was not able to empirically test which factors could satisfy or dissatisfy hotel housekeepers.
Future studies can collect quantitative data to explore hotel housekeepers’ job satisfaction and
dissatisfaction.
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Have hospitality employees become more extrinsically motivated?
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Abstract:

We used an employee’s motivation scale to measure an employee's work performance. We
include achievement, extrinsic, and intrinsic motivation and used a cross-sectional study
(n=155) to test initial assumptions. We advance that achievement and extrinsic motivation are
more relevant than intrinsic motivational factors in determining employee’s perceptions of
their work performance. We discuss practical implications of the use of this scale and suggest
future research directions.

Keywords: intrinsic motivation, extrinsic motivation, achievement motivation, scale,
measurement, perceived work performance, perceived work effort, and perceived work
quality.

1. Introduction

Jobs in the hospitality industry have gradually become precarious, stretched between the ever-
growing hospitality industry smart luxury demands, the tourism sector competitiveness,
productivity, and service quality demands (Baum et al., 2016). This trend has significantly
affected the hospitality industry, namely, in locations where (talented) labor is scarce, and,
paradoxically, the number of hotel pre-openings increases exponentially like in China
(Noordzy & Whitfield, 2016). Attracting, developing, retaining, and mobilizing talent is now
a universal quest because successfully engaging employees is credited to enhance their level
of trust, motivation, encourage training, skills development, and reduce turnover (ILO, 2013).

For some, employee compensation and the underlying motivational mechanisms remain a core
discussion amongst practitioners, and interestingly, scholars seem to have overlooked
employee compensation, notwithstanding its influence on employee attraction, employee
performance, retention, and organization effectiveness (Gerhart & Fang, 2015a). Others argue
that the advent of influential theories like Maslow's needs hierarchy, Hertzberg motivation-
hygiene theory and, the cognitive evaluation theory (CET) "demonized" pay, connected it to
extrinsic motivation, and labeled it as damaging to employees' motivation (Rynes et al., 2005).

This study contrasts with the current trend elevating the importance of achievement motivation
and extrinsic motivation. We look at a shift in the underlying motivational factors that support
employees' perceptions of their work. We posit that extrinsic and achievement motivational
factors are more relevant than intrinsic factors on employee's perception of their work
performance. We aim at understanding the correlation between intrinsic, achievement, and
extrinsic motivation factors towards employee's perception of their performance at work (work
quality and work effort) using a modified I,A,E scale developed by Locke and Schatke (2018).

This study adds to the extensive literature published in the last 40-years focused on the
dichotomy between intrinsic and extrinsic motivation to explain performance at work (Cerasoli
et al., 2014b). We capitalize on the conceptualization proposed by Locke (1968) and his
lifetime work for the past fifty years (Locke & Latham, 2019a). We substantiate our approach
based on the latest research on motivation (Locke & Schattke, 2018a), pay-for-performance
(Gerhart & Fang, 2015b), the evolution of performance management systems (Pulakos et al.,
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2019), and finally, taking into account the work of practitioners on performance ratings (Adler
etal., 2016).

We add to the existing body of literature on the theory of motivation. We trust that content and
process motivational theories together explain better employees' motivation than they do in
isolation. Therefore, we measure achievement motivation (McClelland, 1988), extrinsic, and
intrinsic motivation within the goal-setting theory (Locke & Latham, 2019b; Locke & Schattke,
2018b).

The research question we would like to answer is if achievement motivation, in the context of
extrinsic and intrinsic motivational factors, contributes significantly to developing employees'
awareness of their performance at work. The independent variables of our study are intrinsic
motivation, achievement motivation, and extrinsic motivation. The dependent variable of this
study is perceived work performance: here is defined as a combination of the individual
"perceived work quality" and "perceived work effort".

This study has material implications for practitioners. Suppose extrinsic and achievement
motivation is more important than intrinsic motivation. If this is the case, hospitality brands
may consider designing employee compensation policies accordingly and articulate
achievement motivation and extrinsic motivational factors while understanding intrinsic
factors. In turn, this will help to better engage employees in performing and aligning their
perception with the organization’s expectations.

The rationale provided paves the way for a mutually beneficial agenda: first, for the employee,
setting the expectations right, and, second, for the organization who may design a system that
creates coherence with organization adaptive goals and expectations.

2. Literature Review

The etiology of the word “motivation” derives from the Latin word "movere", and according
to different authors, its' definition varies, yet there are three common denominators. They
usually define it as the set of factors or events that energize, channel, and sustain human
behavior over time (Steers et al., 2004). Motives are "primary"” (biogenic) or "secondary"
(sociogenic). The former caters to hunger, thirst, escape from pain, sex, etc. The later
encompasses "psychological” (security, freedom, adventure), "social™" (social approval, social
affiliation, gregariousness, acquisition), and "personal™ (competency, self-concept, values,
achievement).

The understanding and study of motivation seduce academia and practitioners across different
areas of knowledge with significant implications to management and the working environment
given its impact on employee's performance (Elliot, 2018; Gagné et al., 2010; Tremblay,
Blanchard, Taylor, Pelletier, & Villeneuve, 2010).

References to motivation in the tourism literature are focused on destination choice (Chung,
Koo, & Kim, 2014; Hwang, Park, & Woo, 2018), entrepreneurship in the hospitality industry
(Wang, Hung, & Huang, 2019), green tourism (Cheng, Chiang, Yuan, & Huang, 2018), wine
consumption (Taylor, Bing, Reynolds, Davison, & Ruetzler, 2018), the paper review process
(Correia & Kozak, 2017), tourist's adoption of smart technologies (Kim, Kim, Kim, & Kim,
2016; Li, 2017) and sports tourism participation and club association (Aicher & Brenner,
2015).

A classification of all motivation theories divides them into three main groups: environmentally
based theories, content, and process motivation theories. Environmentally based theories focus
on factors that sustain a behavior over time, while content theories focus on what and process
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theories focus on how one may motivate human behavior (Bowditch et al., 2007; Rhee, 2019).
Content theories, a.k.a." needs theories,” were embraced by practitioners with consequential
embeddedness into company policies and management practice. Authors of these theories
assume that we motivate the employee by attending to their "needs"”. By contrast, process
theories authors explain how motivation occurs and the factors that may influence motivation.

In the following paragraphs, we advance a brief explanation of the theories and definitions that
sustain our research's theoretical foundation.

The goal-setting theory introduced by Locke in 1968 remains one of the most influential and
practical approaches to motivation (Latham & Locke, 2006; Locke & Latham, 2019b) and,
more recently, supported by neuroscience (Berkman, 2018). Locke assumed that behavior is a
consequence of conscious goals and intentions (Locke, 1968). He also posits that these goals'
adequacy is determinant for the manager to influence subordinates’ behavior. He advanced two
specific goal characteristics: goal difficulty and goal specificity, credited to shape performance.
Goal difficulty refers to the number of resources and effort that make it challenging to attain.
Likewise, goal specificity refers to the clarity and precision of a goal. The author expanded
these two constructs to include goal acceptance, the extent to which a person accepts a goal as
his/her own, and goal commitment, the degree to which a person is personally interested in
reaching a goal (Locke & Latham, 2019b).

Below we clarify our understanding of these three types of motivation: intrinsic, achievement,
and extrinsic motivation. Intrinsic motivation is defined in this research as liking or wanting
an activity for its own sake. It entails enjoyment and finding pleasure in the experience (Deci
et al., 2017; Gerhart & Fang, 2015a). In this study, achievement motivation refers to the
accomplishment or achievement of goals towards a norm. Intrinsic motivation refers to the
liking or wanting an activity for its own sake (Steers et al., 2004). Extrinsic motivation is
defined as involving means-end relationships, which is doing something to get some future
value (or avoid some future disvalue) (Locke & Schattke, 2018b).

While the proliferation of motivation studies delves through identifying which one is more
important for employee’s performance, this study assumes the importance of all three. We
believe that, in the context of work, the three independent constructs interact interchangeably,
that is, between intrinsic, achievement, extrinsic, and may be measured first at an employee's
perception of her/his performance. What we suggest is that employee’s perception of their
performance is better explained using these three types of motivation: loving what you do
(intrinsic), doing it well comparing to a standard (achievement), and being rewarded for the
efforts and choices taken through time (extrinsic) (Locke & Schattke, 2018). Therefore, we
posit:

Ho: Intrinsic motivation has no influence on work performance
(H1: Intrinsic motivation has a significant influence on work performance)

Ho: Extrinsic motivation has no influence on work performance

(H1: Extrinsic motivation has a significant influence on work performance)

Ho: Achievement motivation has no influence on work performance
(H1: Achievement motivation has a significant influence on work performance)
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Moreover, this study aims to support the existence of the interaction mentioned above towards
other factors that explain the hospitality worker's behaviors, like their perception of their work
performance. Lastly, we aim to understand if there is a relation between these three motivation
types while verifying when achievement and extrinsic motivation are significant and intrinsic
motivation may not.

From a practitioner's hindsight, there is an urgent need to revise the dated goal-setting methods
pervasive in corporations hence revisiting how companies decide upon goals and how they use
them to generate participative success (Colquitt, 2017; Locke & Latham, 2019b). We also
witness a shift to technology solutions, from accountability to learning (Cappelli & Tavis,
2016) and individual assessment to group assessment (Colquitt, 2017). Likewise, frequent
conversations around achievement are seen to prevent employee performance, and career
progression expectations seldom realistic (Ngan & VVong, 2018). Thus, we hereby propose the
study of achievement motivation in the context of the extrinsic and intrinsic motivation given
it sets a new course to understand better and fine-tune goals that sustain a value-based
proposition in an organization context (Kotler et al., 2011).

3. Methodology

This study collected questionnaire responses through an on-line platform, and a convenience
sample was obtained by crawling and filtering hospitality professionals working at Macao SAR
using LinkedIn (n=155). We conducted a pilot study of 30 questionnaires a week before and
modified the scale wording and sequence. The questionnaire’'s heading identified the study's
objective, highlighting anonymity, confidentiality, and approximate time to answer all
questions. Questions were in both English and Chinese with different links to each
questionnaire in each respective language. We used a back-translation method to ensure the
Chinese wording represented as near as possible the meaning of the English version (Cha et
al., 2007; Forsyth et al., 2007).

The questionnaire had two parts. The first part asked questions related to intrinsic,
achievement, extrinsic motivation, and work performance. The second part asked questions
about respondents' demographics like gender, age, tenure, job role, job type, education, and
civil status.

All independent variables were measured on a 7-point scale rating from 1 (totally disagree) to
7 (totally agree). We use various scale items selected and adapted from Schattke-Locke I,AE
Motivation Scales (unpublished work, personal communication). Sample items for intrinsic
motivation are for example: 'my work tasks involve doing things | even enjoy doing off the
job'; extrinsic motivation: 'On my job, | get credit for what | achieve' and achievement
motivation: 'l am able to excel in my work tasks'. The Cronbach alpha is not reported for these
scales.

All dependent variables were measured on a 7-point scale rating from 1 (totally disagree) to 7
(totally agree). We measured work performance with five scale items selected and adapted
from May, Korczynski, and Frenkel (2002) and Dysvik and Kuvaas (2011). The work
performance component included items like ‘I often expend extra effort in carrying out my job’
(Cronbach’s a = .89).

We collected 172 responses in total, of which only 155 were validated based on three criteria:
questionnaire completeness. The majority of the respondents were male (58.7%), with tertiary
education (72.9%), married (60%), in a managerial role (59.3%), aged between 45-49 (20%),
and most of them working for more than ten years (83.9%) see also Table 1.
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Table 2 shows the means and standard deviation of the employee's level of agreement or
disagreement towards the various motivation and work performance constructs. The following
paragraphs describe the procedure used to build the model. We used SPSS and Amos to do so.

This study sought to establish the extent of the effect of intrinsic motivation, achievement
motivation, and extrinsic motivation on work performance - is statistically significant or not.
This section will provide a detailed analysis from the validation of the constructs to the
structural equation modeling.

The model had four constructs, and each construct had several items; hence EFA was
conducted to explore and uncover the underlying structure among the set of items (observed
variables, questions in the survey) for each of the constructs. We used the Kaiser-Mayor-Olkin
(KMO) test of sampling adequacy as well as Bartlett’s test for sphericity to compute it. (J. F.
Hair et al., 2011) furthermore, recommend that the optimal KMO statistic should be greater
than 0.5, while Bartlett’s test must be significant at p<0.05.

These assumptions were tested for each of the four constructs, and the results are presented in
Table 3. The KMO statistic for IM was 0.930>0.50, while that for AM was 0.931>0.5, and
0.894>0.5 for EM and for WP, this was 0.796>0.5. With respect to the Bartlett’s test, for IM,
¥2(36) = 1318.296, p=0.000<0.05 and for AM, x2(36) = 1193.416, p=0.000<0.05, while for
EM, , %2(153) = 2726.853, p=0.000<0.05, and lastly, for WP, 23610 = 453.966,
p=0.000<0.05. As explained above, the outcomes for KMO were greater than 0.5, and both
outcomes for the Bartlett p-values were less than 0.05, thereby confirming the validity of factor
analysis (Kline, 2011).

We considered the Principal Component Analysis (PCA) as the extraction method. This
decision assumes that it is more robust than other extraction methods such as image factoring,
alpha factoring, principal axis factoring, unweighted, or generalized least squares. To further
improve the extraction robustness, the rotation was applied. Because the motivation sub-
constructs were expected to be uncorrelated or negligibly correlated, the orthogonal varimax
rotation method was chosen instead of the promax, equamax, quartimax, and the direct oblimin
rotation methods (J. Hair et al., 2016).

Upon running the PCA, the first criterion of cleaning up the outcome was the consideration of
the commonalities. These commonalities help determine the degree of correlation between an
item and the aggregated items, and they show the common variance explained. Under optimal
conditions, the common variance explained ought to be greater than 0.4 (Field, 2013). The key
findings are presented below in Table 4.

For intrinsic motivation, the least commonality was 0.476, and for achievement motivation,
this the least was 0.532, and 0.725 was the least observed for extrinsic motivation while for
work performance, this was 0.595. Because none of the commonalities were less than 0.40,
none of the items were dropped across all the four constructs.

For each of the four PCAs conducted, the Guttman-Kaiser criterion was used to establish the
number of optimal components, and according to this criterion, only those with eigenvalues
greater than 1.0 are selected. The key outcomes for the component extraction across the four
constructs are presented in Table 5. For intrinsic motivation, only one component had an
eigenvalue greater than 1.0 (eigenvalue = 6.277), and the total variance explained was
69.749%. For achievement motivation, only one component was again extracted (eigenvalue
=6.114), and the total variance explained was 67.936%. For work performance, one component
was extracted (eigenvalue = 3.338), and the total variance explained was 66.761%. For the
three constructs, the fact that only one component was extracted meant that the items were
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homogeneous and unidimensional, in contrast to extrinsic motivation, which was
multidimensional.

For extrinsic motivation, five components with eigenvalues greater than 1.0 were extracted.
The eigenvalue for the first component was 8.430, 2.992 for the second, 1.358 for the third,
1.218 for the fourth, and 1.099 for the fifth. The cumulative total variance explained by the five
components was 83.874%. For all the constructs, the cumulative total variance explained was
greater than the prescribed minimum of 50.0%. The findings do confirm that the extracted
components were valid (J. F. Hair et al., 2011).

The rotated component matrix was extracted, and considering the optimal threshold for item
inclusion in each of the components was 0.5 and 0.4 would be tolerable for exploratory studies,
while for confirmatory studies, 0.7 would be ideal. Since intrinsic motivation, achievement
motivation, and work performance had one component, no rotation was done. However, the
rotation was done for extrinsic motivation, and the rotated component matrix is presented in
Table 6.

From the outcome in Table 6, five components were extracted. Using the inclusion criteria
defined earlier, factor loadings greater than 0.50, the first, second, and third components
comprised four items each while the fourth and fifth components comprised three items.
Overall, none of the items was dropped as all the items had factor loadings greater than 0.50.

The last stage for EFA was the attribution stage, which entailed the assignment of names to the
extracted components. For intrinsic motivation, achievement motivation, and work
performance, only one component had been extracted, and therefore, the constructs did not
have any sub-dimensions, and in this respect, they retained their names (Hair et al., 2011).
However, for extrinsic motivation, there were new dimensions that were extracted, and these
will be outlined below.

Component 1: Rewards

The first component for extrinsic motivation comprised of:
¢ My job allows me to meet expenses.

+ My job allows me to support my family.

e My job gives me financial security.

¢ My job allows me to improve my standard of living.

Broadly, meeting expenses, supporting the family, financial security, and improving the
standard of living all related to remuneration issues, and in this respect, the best name for the
dimension was "“reward".

Component 2: Recognition

The following items constituted the second item:

e | get praise when | do good work.

e Onmy job, I get credit for what I achieve.

¢ Onmy job, I get recognition for task success.

+« Onmy job, others make me feel visible for what | accomplish.
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Getting praise, getting credit, getting recognition, and being made to feel visible, all related to
the issue of recognition, and thus the ideal naming for this dimension was named recognition.

Component 3: Career Development

For component 3, the respective items were:

¢ My job enhances my employment prospects elsewhere.

¢+ My job helps me to develop marketable skills.

+ Having this job makes me get ahead in my career.

« What I learn on my job increases my chances of getting promoted.

Enhancement of career prospects, development of marketability skills, getting ahead in a
career, as well as increasing promotion prospects are all related to the development of one's
career. In this respect, the dimension was labeled career development.

Component 4: Well-Being

The fourth component comprised of the following items:
¢ My job enhances my daily mood.

e My job enhances my psychological well-being.

¢ My job enhances my physical well-being.

From the foregoing, enhancing the daily mood, enhancing the psychological well-being, and
enhancing the physical well-being could best be summarized as referring to one's daily well-
being. In this regard, the dimension was labeled welfare.

Component 5: Social Support

The last component comprised of the following:

¢« My job gives me the chance to meet people with whom | can become personal friends.
¢ My job gives me chances to socialize with people whom 1 like

« My job allows me to reach goals in many life domains.

Affording the chance to meet people and allowing the chance to socialize broadly refers to the
ease of socialization that the job offers. The third item relating to the allowance for one to reach
one's goals was nevertheless offset from the two socialization items. However, the fact that the
first two socialization items had very high factor loadings, 0.902 and 0.896 respectively, vis-
a-vis the 0.536 for the third item, meant that the first two items were the major constituents of
the fifth component. In this respect, the fifth component was labeled social support.

We validated the research constructs prior to structural equation modeling, conducting both the
reliability and validity testing of the extracted dimensions. For reliability testing, we considered
the Cronbach's alpha, while for the construct validity, the researcher considered the use of the
Confirmatory Factor Analysis (CFA) (Tabachnick & Fidell, 2006).

For reliability testing, the Cronbach's alpha was computed to help evaluate the reliability of the
constructs, and the outcome from the study is presented in Table 6.
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According to Field (2016), the general standard threshold for the assessment of reliability in
0.7; however, alpha loadings as low as 0.6 are still considered to be reliable, while those above
0.7 are considered to be the most desirable. From the above results, the least observed alpha
statistic was 0.860 for the dimension social support, and this was a very high statistic, being
greater than 0.70, and the second least was work performance, whose alpha statistic was 0.873.
The rest of the other dimensions were all greater than 0.9, with the highest being 0.942 for the
dimension rewards confirming all the extracted dimensions to be statistically reliable.

To test for construct validity, we computed confirmatory factor analysis (CFA), and two key
tests were done: these include convergent validity and discriminant validity. The respective
CFA measurement model diagram is presented in Figure 2. For the assessment of the
convergent validity, we use as a reference a minimum path coefficient of 0.6 for the
unstandardized, and 0.4 for the standardized. The convergent validity results are presented in
Table 8 (J. F. Hair, 2010). From the results, neither of the standardized path coefficients was
below 0.40, with the minimum observed being 0.635. In this respect, the convergent validity
was not violated. With respect to discriminant validity, we considered a maximum standardized
covariance of 0.85 between any two constructs. The discriminant validity results are presented
in Table 9. From the results, the maximum covariance observed was 0.806, and this was
between achievement motivation and intrinsic motivation, while the second was 0.769 between
intrinsic motivation and performance. Because these were less than 0.85, this meant that
discriminant validity was not violated; hence we considered all the dimensions to be
independent.

4. Results

Having validated the research constructs and items, we perform structural equation modeling.
The main hypotheses that the research was testing were:

Ho: Intrinsic motivation has no influence on work performance
Hi: Intrinsic motivation has a significant influence on work performance

Ho: Achievement motivation has no influence on work performance
H2: Achievement motivation has a significant influence on work performance

Ho: Extrinsic motivation has no influence on work performance
Hi: Extrinsic motivation has a significant influence on work performance

By adjusting the model using modification indices, covariates between items were observed,
and the model was adjusted to indicate these covariates as a way to improve the model fitness
(Hair et al., 2010). The final structural equation model tested is presented in Figure 3. The
respective path coefficients from the above SEM model are presented in Table 10.

The highest standardized coefficient was observed with extrinsic motivation, being 0.429 (S.E.
= 0.151). The corresponding critical ratio was 2.758>1.96, and the p-value was 0.006<0.05.
With the p-value being less than 0.05, the null hypothesis is therefore rejected, and we may
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confirm that there was a statistically significant relationship between extrinsic motivation and
work performance.

Ho: Extrinsic motivation has no influence on work performance
Ha: Extrinsic motivation has a significant influence on work performance
NULL REJECTED

On the other hand, the second-highest standardized path coefficient was observed for
achievement motivation, and this was 0.346 (S.E. = 0.132). The critical ratio was 2.062>1.96,
and the p-value was 0.039<0.05. Again, because the p-value was less than 0.05, the null
hypothesis was therefore rejected, and the researcher confirmed that there was a statistically
significant relationship between achievement motivation and work performance.

Ho: Achievement motivation has no influence on work performance
H2: Achievement motivation has a significant influence on work performance
NULL REJECTED

The least standardized path coefficient was observed with intrinsic motivation (0.035), and the
corresponding standard error was 0.102. The critical ratio was 0.346 and is less than 1.96; this
meant that the relationship was not statistically significant. This is further confirmed by the
very poor p-vale of 0.729>0.05. In this regard, we fail to reject the null hypothesis, and this
meant that work performance was not dependent on intrinsic motivation.

Ho: Intrinsic motivation has no influence on work performance
Hi: Intrinsic motivation has a significant influence on work performance
NULL NOT REJECTED

Overall, the squared multiple correlation (r-square statistic) was 0.601 (Table 10.). It followed
from this finding that the three independent variables explained 60.1% of the variation in work
performance.

To validate the structural equation model results, Hair et al. (2011) recommend the use of
goodness-of-fit (GoF) tests. There are four main categories of these GoF tests, and they include
absolute fit indices, relative fit indices, parsimonious fit indices, and non-centrality-based
indices. For the absolute fit indices, the CMIN/DF was used, and the CMIN/DF threshold
considered was 3.0. On the other hand, for the relative fit indices, Goodness-of-Fit Index (GFI),
Comparative Fit Index (CFl), Incremental Fit Index (IFI), and Normed Fit Index (NFI) were
used, and the threshold considered was 0.90. With respect to the parsimonious fit indices, the
Parsimony Normed Fit Index (PNFI) and Parsimony Comparative Fit Index (PCFI) were
considered with the minimum threshold considered being 0.50. Lastly, for the non-centrality-
based indices, Root Mean Square Error of Approximation (RMSEA) was tested, and the
threshold considered was 0.08. The results are presented below.

With respect to CMIN/DF, this was 1.703 <3.0, and this favorable statistic, which was less
than the 3.0 threshold, validated the structural equation model at an absolute fit level. At
relative fit level, IFI=0.918>0.9; TLI1=0.910>0.9; CFI=0.917>0.9 and because these statistics
were favorable, the model validity was confirmed. With respect to the parsimony level, which
penalizes the model for its complexity, PNFI=0.755>0.5 and PCFI1=0.843>0.5.
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In both instances, the computed statistics were greater than 0.5, and this meant that the
parsimony validity was not violated. Lastly, considering the non-centrality level, the RMSEA
was computed to be 0.065<0.08, and this again was within the tolerable thresholds. For the
four levels tested above, the validity statistics fell within the tolerable range. In this regard, the
researcher confirms that the SEM model was valid.

5. Discussion and Conclusion
5.1 Discussion and implications

This research aimed to address motivation and perceived work performance (dependent
variable) exploring three types of motivation extrinsic, intrinsic, and achievement motivation
(independent variables). The study's findings support that achievement motivation emerged
independently from both intrinsic and extrinsic motivation, and it accounts to explain more of
the variance of this sample than extrinsic and intrinsic do.

Intrinsic factors seem not to be significantly correlated with employee’s perception of their
work performance. This seems to contradict previous studies that have addressed motivation
under a different epistemology taking into account only intrinsic and extrinsic motivation
(Cerasoli et al., 2014a). Therefore we believe that the context on which the study was
conducted (pilot) and the fact that we were focused on hospitality professionals may pave the
way to develop a more deep understanding hence designing new research methods considering
both content and process theories of motivation.

Under extrinsic motivation, we unveil five sub-dimensions: Rewards, Recognition, Career
Development, Well-Being, and Social Support. These dimensions support conceptual work
previously conducted, placing extrinsic motivation within the recognition at individual and
collective levels (Locke & Schattke, 2018a). We also contend that there is nothing wrong with
using extrinsic factors as motivators as long as the workplace context purports to it and in
tandem with the measurement of both achievement and intrinsic factors.

Finally, achievement motivation found its’ place among the dichotomy once overruled by
intrinsic and extrinsic motivation: loving what you do (intrinsic), doing it well comparing to a
standard (achievement) and being rewarded for the efforts and choices taken through time
(extrinsic) (Locke & Schattke, 2018).

5.2 Conclusion
5.2.1 Intrinsic motivation does not have a direct effect on perceived work performance

Intrinsic motivation is defined as liking or wanting an activity for its own sake. It entails
enjoyment and finding pleasure in the experience. (Locke & Schattke, 2018b). Interestingly,
findings in this study somehow add to the existing literature considering that the perception of
work performance is said to be moderated by intrinsic motivation (Dysvik & Kuvaas, 2011).
(Kuvaas, 2006) using a cross-sectional study with a large sample (n=1508), when examining
intrinsic motivation as a moderator of the relationship between performance appraisal
satisfaction and employee outcomes, these authors identified that the relationship between
performance appraisal satisfaction and work performance was a relatively weak (f = .09, p <
.05). This may explain why we did not find such an influence between work performance and
intrinsic motivation in this study.
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5.2.2 Extrinsic motivation has a direct effect on perceived work performance

Extrinsic motivation is defined as doing something to get some future value. It is outcome-
based and focused on attaining valued outcomes and related to satisfaction with the outcome
(Gerhart & Fang, 2015a).

We identify a positive correlation between extrinsic motivation and perceived work
performance. According to the literature, extrinsic motivation shows confusing results
(Kuvaas, 2006). Zhang, Zhang, and Li (2018), using the goal content theory, identified that
extrinsic goals positively predicted task performance, adaptive performance, and intrinsic
goals. These were found to enhance the relationship between extrinsic goals and task
performance. In the current study, we identify a positive relationship between extrinsic and
intrinsic motivation and confirm that extrinsic motivation is more important for employee’s
perception of their performance at work than intrinsic motivation.

5.2.3 Achievement motivation has a direct effect on perceived work performance

Achievement motivation is defined as a recurrent concern for a standard of excellence. The
core aspect is about achievement and includes meeting a standard, improving building a skill
wherein the drive is the improvement, the challenge (McClelland, 1985).

In this study, we identify that achievement motivation had a positive effect on work
performance, and therefore we had this to the scarce literature on this matter. We believe that
an explanation of this is the lack of experimental work aside from sports and education. In this
research context, the only supporting literature we found is related to the positive relation
between achievement striving and in-role performance in a study about emotional exhaustion
(Halbesleben & Bowler, 2007).

The study of extrinsic motivation is connected to the design of effective incentive systems in
organizations (Tremblay et al., 2010) and, inadvertently, money (Deci et al., 2017; Locke &
Schattke, 2018b). Studies now reflect the fact that under specific contexts, it seems money
relates to happiness (Biswas-Diener, 2008). We found that there is a relation between extrinsic
and intrinsic motivation confirming recent studies that connect it to creativity and innovation
when they have a positive effect on the outcome (Fischer, Malycha, & Schafmann, 2019).

In this study, we note that extrinsic motivation has a higher suggested relation to intrinsic
motivation than it has for achievement motivation. In other words, the reward for doing an
activity is more related to the pleasure of doing that activity than to achieve a result from that
work. There is a lack of literature to support this hypothesis, but from a practitioner’s point of
view, rewards systems should pertain from business goals clarity. Therefore, achievements
should pertain to the agreed rewards, and the measurement of these three types will help
managers and organizations to understand what and how employees are motivated in an
expedited way.

5.3. Limitations of this study and suggestions for future study

Most of the pilot study's limitations are related to the sampling methodology, and the fact that
the instrument used to measure motivation is still under development. Therefore, we cannot
generalize the results. We contend that the replication of this study to other business areas
within the hospitality industry and related sectors of the economy is advantageous. Doing so
may shed light on the applicability of this IAE scale to the context of many other business
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operations allowing organizations to adapt and fine-tune new forms of motivating employees
within the new context of work after COVID-19.
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Table 1 : Description of questionnaire respondents (n=155)

N % N %
Gender Job nature
Male 91 58.7 | Administrative 75 48
Female 64 41.3 | Operational 80 52
Civil status Position
Married 93 60 | Managerial 92 59.4
Single 41 26.5 | Non-managerial 63 40.6
Divorced 21 135

Tenure (years)

Age <1 3 1.9
18-24 3 19|15 6 3.9
25-34 22 14.2 | 5-10 16 10.3
35-44 52 33.5 | 10 and above 130 83.9
45-54 50 32.3
55-64 22 14.2
65 and above 6 3.9
Education
Primary 15 9.7
Secondary 27 174
Tertiary 113 72.9
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Table 2: Means and Standard Deviations of the level of agreement or disagreement

(n=155)

Mean Std.
Intrinsic Motivation (IM)
My job allows me to work on things that | love doing. 5.15 1.41
I like the kind of work | do on my job. 4.86 1.69
I enjoy the tasks | work on in my job. 4.83 1.43
The type of work | do on my job gives me pleasure. 4.78 1.68
My work tasks involve doing things | even enjoy doing off the job. 3.95 1.97
Achievement Motivation (AM)
I am able to excel in my work tasks. 5.52 1.36
In my work, | feel I can succeed in reaching challenging goals. 5.29 151
My work gives me a sense of achievement. 5.23 1.63
My work allows me to progress to higher and higher levels of achievement. 4.67 1.74
I go home from work feeling like | really accomplished something. 4.54 1.65
Extrinsic Motivation (EM)
My job gives me financial security. 5.25 1.82
On my job I get credit for what | achieve. 451 1.68
Having this job makes me get ahead in my career. 4.10 1.84
My job enhances my psychological well being. 4.05 1.79
My job enhances my physical well being. 3.68 1.70
Perceived Work Performance (WP)
I usually don’t hesitate to put an extra effort when it is needed. 5.90 1.34
| often expend extra effort in carrying out my job. 5.45 1.41
The quality of my work is top notch. 5.14 1.46
I intentionally expend a great deal of effort in carrying out my job. 5.14 1.61
Others in my organization look at my work as typical high-quality work. 5.11 1.52
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Table 3: KMO and Bartlett’s Test

IM AM EM WP
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .930 931 .894 796
Bartlett’s Test of Sphericity] Approx. Chi-Square] 1318.296 1193.416 2726.853 453.966
df 36 36 153 10
Sig. .000 .000 .000 .000
Table 4: Exploratory factor analysis findings.
IM | Extraction AM Extraction EM Extraction WP Extraction
101 736 A01 567 EO1 .867 P01 .735
102 .709 A02 532 E02 .882 P02 .595
103 AT76 A03 .689 EO3 .832 P03 .650
104 138 A04 197 EO4 .868 P04 128
105 .616 A05 .743 EO05 .824 P05 .631
106 .857 A06 .685 E06 867
107 .847 A07 187 EO7 .840
108 .651 A08 .630 EO08 .850
109 .648 A09 .684 E09 739
E10 .829
Ell .824
E12 .804
E13 .786
El4 872
E15 .884
E16 910
E17 .894
E18 125
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Table 5: Total Variance Explained

# | Intrinsic Motivation | Achievement Motivation Extrinsic Motivation Work Performance
Eigen | % Variance | Eigen % Variance Eigen | % Variance | Cumulative | Eigen % Variance

1 | 6.277 | 69.749 6.114 67.936 8.430 | 46.836 46.836 3.338 66.761

2 10677 | 7522 0.821 9.123 2.992 | 16.620 63.456 0.727 14.531

3 | 0582 | 6.464 0.442 4911 1.358 | 7.543 70.999 0.455 9.098

4 10340 | 3.780 0.437 4.859 1.218 | 6.767 77.766 0.258 5.169

5 | 0319 | 3.544 0.303 3.368 1.099 | 6.108 83.874 0.222 4.441

6 | 0.276 | 3.067 0.262 2.912 0.502 | 2.786 86.660

7 |0.261 | 2.899 0.243 2.702 0.378 | 2.098 88.758

8 |0.177 | 1.969 0.191 2.125 0.307 | 1.707 90.464

9 | 0.090 | 1.005 0.186 2.065 0.256 | 1.422 91.887

10 0.221 | 1.230 93.117

11 0.209 | 1.162 94.278

12 0.184 | 1.022 95.300

13 0.176 | 0.976 96.277

14 0.171 | 0.951 97.228

15 0.158 | 0.879 98.107

16 0.121 | 0.673 98.779

17 0.115 | 0.639 99.418

18 0.105 | 0.582 100.000

Extraction Method: Principal Component Analysis
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Table 6: Rotated Component Matrix — Extrinsic Motivation

Component
1 2 3 4 5

My job allows me to meet expenses. 930 | .012 | .127 | -.017 | .005
My job allows me to support my family. 920 | .067 | .089 | .077 | .047
My job gives me financial security. 919 | .105 | .084 | .037 | .066
My job allows me to improve my standard of living. .862 | .177 | .200 | .113 | .066
| get praise when | do good work. .077 | .844 | .206 | .239 | .153
On my job | get credit for what | achieve. 110 | .828 | .266 | .240 | .203
On my job | get recognition for task success. 122 | .819 | .248 | .229 | .156
On my job others make me feel visible for what I accomplish. .099 | .816 | .269 | .276 | .161
My job enhances my employment prospects elsewhere. 223 | 191 | .821 | .161 | .198
My job helps me to develop marketable skills. .050 | .303 | .804 | .227 | .107
Having this job makes me get ahead in my career. 205 | .260 | .764 | .314 | .193
\What I learn on my job increases my chances of getting promoted. 207 | .448 | .657 | .190 | .165
My job enhances my daily mood. .018 | .267 | .172 | .870 | .158
My job enhances my psychological well-being. 127 | 289 | .219 | .838 | .151
My job enhances my physical well-being. .010 | .267 | .247 | .803 | .095
My job gives me the chance to meet people with whom | can become| .019 | .221 | .177 | .129 | .902
personal friends.

My job gives me chances to socialize with people whom I like .063 | .195 | .160 | .153 | .896
My job allows me to reach goals in many life domains. 192 | 179 | .338 | .505 | .536
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Table 7: Construct Reliability

Initials Construct Full Name N Composite Mean | Cronbach’s Alpha
IM Intrinsic Motivation 9 4.629 0.941
AM Achievement Motivation 9 5.102 0.940
EM Extrinsic Motivation 18 4.590 0.930
RW Rewards 4 5.430 0.942
RC Recognition 4 4,513 0.939
CD Career Development 4 4.333 0.905
WwB Well-Being 3 3.905 0.913
SS Social Support 3 4.601 0.860
WP Work Performance 5 5.410 0.873
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Figure 2: Confirmatory Factor Analysis — Measurement Model



Table 8: Convergent Validity Results
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Estimate Standardised S.E. C.R. P

AM1 &<- AM 1.000 707

AM?2 <- AM .926 .668 110 8.416 .000
AM3 - AM 1171 .796 A17 10.015 .000
AM4 «- AM 1.436 .883 129 11.100 .000
AM5 <- AM 1.476 .844 139 10.616 .000
AM6 &- AM 1.306 .801 130 10.081 .000
AM7 &- AM 1.382 .862 127 10.839 .000
AMS8 - AM 1.366 187 .138 9.910 .000
AM9 <- AM 1.406 .833 134 10.480 .000
IM1 - IM 1.000 824

IM2 €- IM 1.081 812 .085 12.723 .000
IM3 &<- IM .980 .635 .108 9.079 .000
IM4 <- IM 1.051 .852 .077 13.718 .000
IM5 «- IM 1.325 .730 121 10.917 .000
IM6 <- IM 1.384 .937 .086 16.117 .000
IM7 - IM 1.396 939 .086 16.177 .000
IM8 €- IM 1.315 763 113 11.609 .000
IM9 «- IM 1.122 175 .094 11.881 .000
CD1 &<- CD 1.000 .826

CD2 &- CD 1.027 .810 .084 12.253 .000
CD3 - CD 1.140 .899 .080 14.277 .000
CD4 «- CD 1.110 .830 .087 12.708 .000
RC1 <- RC 1.000 871

RC2 - RC 1.026 921 .059 17.424 .000
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Estimate Standardised S.E. CR. P

RC3 <- RC .949 .869 .061 15.457 .000
RC4 &- RC 1.082 .905 .065 16.777 .000
RW1 <- RW 1.000 914

RW2 - RW 1.072 911 .056 19.148 .000
RW3 &- RW 1.118 .904 .060 18.788 .000
RwW4 €- RW 1.005 .860 .060 16.626 .000
SS1 &<- SS 1.000 916

SS2 <- SS .990 .905 .065 15.262 .000
SS3 <- SS 707 671 .070 10.044 .000
WB1 «- WB 1.000 924

WB2 <- WB 1.025 913 .054 18.925 .000
WB3 €- WB .866 .805 .060 14.397 .000
WP1 &- WP 1.000 832

WP2 - WP 916 152 .085 10.762 .000
WP3 <- WP 197 128 .077 10.305 .000
WP4 - WP .896 787 .078 11.451 .000
WP5 - WP 933 723 .091 10.226 .000
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Table 9: Discriminant Validity Results

Estimate Standardised S.E. CR. P
AM &> IM .925 .806 .145 6.355 .000
AM «> CD .949 .656 .166 5.721 .000
AM > RC .966 .630 .169 5.723 .000
AM «> RW .186 126 122 1.518 129
AM &> SS .820 501 .165 4.969 .000
AM > wB 1.199 740 .190 6.313 .000
AM «> WP .888 129 .148 6.008 .000
IM «> CD .843 514 162 5.196 .000
IM «> RC 877 .504 167 5.240 .000
IM &> RW 115 .069 136 .846 .398
IM <> SS .818 440 73 4.723 .000
IM «> WB 1414 769 204 6.941 .000
IM «> WP .863 624 147 5.862 .000
CD «> RC 1.547 .705 241 6.426 .000
CD &> RW 812 .385 193 4.216 .000
CD <> SS 1.251 534 .233 5.371 .000
CD «> WB 1.439 .620 .239 6.020 .000
CD &> WP .998 572 .183 5.462 .000
RC «> RW 574 257 191 3.009 .003
RC «> SS 1.289 519 .239 5.385 .000
RC > wB 1.573 .639 .249 6.308 .000
RC «> WP 1.080 .584 190 5.673 .000
RW &> SS 408 A71 202 2.020 .043
RW <> WB 425 .180 199 2.140 .032
RW «> WP .468 .264 157 2.980 .003
SS «> wB 1.239 472 246 5.038 .000
SS «> WP 931 471 192 4.839 .000
WB &> WP 1.135 .581 199 5.711 .000
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Figure 3: Structural Equation Model
Table 10: SEM Path Coefficients
Estimate |Standardised S.E. C.R. P
WP |<-| AM | .272 .346 132 2.062 .039
WP |€<-| IM .035 .040 .102 .346 729
WP |€-| EM 417 429 151 2.758 .006

Squared Multiple Correlations

Estimate

WP

.601
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Table 11: Model Fit Tests

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 107 1284.291 | 754 | .000 1.703
Saturated model 861 .000 0
Independence model 41 7197.285 | 820 | .000 8.777
Baseline Comparisons
Model NFI RFI | IFI TLI | CFI
Default model .822 .806 | .918 910 | .917
Saturated model 1.000 1.000 1.000
Independence model | .000 .000 | .000 .000 | .000
Parsimony-Adjusted Measures
Model PRATIO | PNFI | PCFI
Default model 920 755 .843
Saturated model .000 .000 .000
Independence model | 1.000 .000 .000
RMSEA
Model RMSEA | LO90 | HI 90 | PCLOSE
Default model .065 .059 .071 .000
Independence model | .216 211 .220 .000
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Customer-related social stressors, self-esteem and tourism involvement for
frontline-service employees in integrated resorts

Tam, Pui Sun
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Abstract:

This study examines the relationships among customer-related social stressors (CSS), self-
esteem and tourism involvement. Data collected from a survey of frontline-service employees
in integrated resorts of Macao is analyzed by structural equation modeling. Our findings verify
that CSS adversely affects self-esteem. While CSS exerts a positive impact on tourism
involvement, self-esteem affects tourism involvement in a negative manner. This study
confirms that tourism involvement is a good way to relieve CSS and maintain the psychological
health of service employees.

Keywords: customer-related social stressors, self-esteem, tourism involvement

1. Introduction

Recent years saw the vigorous development of integrated resorts worldwide in tourist
destinations such as Macao, Malaysia, Mexico, Singapore, the United States and Vietnam.
Integrated resorts offer casinos, exclusive shops, star hotels and upscale restaurants to tourists.
They are mega luxurious complexes to keep tourists’ expenditure within their boundaries
(Andriotis, 2008). Thus, frontline employees as service providers in integrated resorts are
endeavored to provide high-quality service to secure customer loyalty. Irrespective of dealing
with liked or disliked customers with unreasonable requirements, frontline employees are
required to behave with positive attitudes and warm smiles. However, unpleasant interaction
with customers may make them under work stress, which is known as customer-related social
stressors (CSS) (Zhang et al., 2016; Dudenhoffer and Dormann, 2013). Past studies indicate
that CSS adversely affects employees’ emotions and psychology (Dormann and Zapf, 2004;
Zhang et al., 2016; Dudenhéffer and Dormann, 2015; Kim et al., 2012). Self-esteem is an
important determinant of psychological health, which can be lowered by work stress that
triggers feelings of incompetence and pessimism (Golembiewski and Aldinger, 1994;
Kiviméaki and Kalimo, 1996). Previous studies usually investigate the relationship between
stress and self-esteem focusing on generic works. However, since CSS is one of the most
important sources of work-related stress, the significance of how CSS affects self-esteem
should not be overlooked (Dudenhéffer and Dormann, 2013).

Tourism involvement is a process of getting pleasure, enjoyment and refreshment (Suhartanto
et al., 2018). Past studies identify tourism involvement as an antecedent to positively predict
frontline employees’ work engagement, job satisfaction and service performance, while stress
is regarded as a motivation for tourism that people are eager to seek relief and recovery by
involving in tourism activities (Yeh, 2013; Suhartanto et al., 2018; Amara, 2018; Chen et al.,
2016). Moreover, people participate in tourism for the purpose of maintaining self-esteem and
keeping psychological health (Todd, 2001). Consequently, CSS and self-esteem are drivers for
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people to engage in tourism. It is therefore reasonable to treat tourism involvement as an
outcome variable in this study.

The aim of this paper is two-fold. First, we close the research gap by exploring the relationships
among CSS, self-esteem and tourism involvement, which provide both theoretical and practical
contributions to the tourism literature. Second, our study confirms that tourism involvement is
positively affected by CSS and negatively affected by self-esteem, which could be a good
reference for human resource managers of integrated resorts to have a better understanding
about relieving employee’s CSS and improving their psychological health so as to maintain
sustainable development of the industry.

2. Literature Review

As one kind of work-related stressors, CSS is firstly identified by Dorman and Zapf (2004). It
consists of four dimensions, namely disproportionate customer expectation, ambiguous
customer expectations, disliked customers and customer verbal aggression. Previous research
demonstrates that CSS not only has a negative effect on work performance and job satisfaction
but also causes bad psychological issues for service providers, such as emotional exhaustion
burnout (Dormann and Zapf, 2004; Zhang et al., 2016; Dudenhéffer and Dormann, 2015; Kim
etal., 2012).

The literature suggests that work stress is closely related to self-esteem (Golembiewski and
Aldinger, 1994; Kiviméki and Kalimo; 1996). Self-esteem is an important personality trait that
has a significant influence on an individual’s daily life, which reflects the person’s subjective
self-evaluation (Zhang, 2009). Lee et al. (2012) confirm that work-related stress lowers self-
esteem and leads to depression. Despite CSS being an inevitable factor to reduce employees’
self-esteem, there is a lack of related research that formally study their relationship to the best
of our knowledge. We therefore contribute in the present study by testing the effect of CSS on
self-esteem under the first hypothesis as follows:

H1: CSS is negatively related to self-esteem.

Havitz and Dimanche (1990) identify the definition of tourism involvement as ““a psychological
state of motivation, arousal or interest between an individual and recreational activities, tourism
destinations or related equipment, at one point in time, characterized by the following elements:
importance, pleasure value, sign value, risk probability and risk consequences”. Individuals
experience the freedom of getting away from work and enjoy the feeling of self-control while
involving in tourism (Yeh, 2013). Existing studies show that stress is a motivator of tourism
and tourism experience helps people to gain refreshment and recovery (Amara, 2018; Chen et
al., 2016). Moreover, Todd (2001) points out that people want to maintain self-esteem needs
or improve self-concept by ‘showing off” their tourism experience. Different from simply
participating in tourism activities (e.g. vacation), tourism involvement not only has long-term
effects on tourists’ attitudes and behaviors but also profound influences on people’s lifestyle
(Yeh, 2013). Therefore, relationships among CSS, self-esteem and tourism involvement, rather
than short-term travel or vacations, are worthwhile to explore with the goal of improving the
psychological health of the integrated resort employees. In this research, we thus examine how
tourism involvement is affected by CSS and self-esteem. Accordingly, we present the second
and third hypotheses with the proposed model (Figure 1) as shown below:

H2: CSS is positively related to tourism involvement.
H3: Self-esteem is negatively related to tourism involvement.
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Cutomer-related Tourism
stressors Involvement

Self-esteem

Figure 1. The proposed model

3. Methodology

The target respondents are employees who have full-time customer-facing jobs in the 6
integrated resorts of Macao, as a tourist destination in the world that is developing the industry
most aggressively. After deleting the invalid ones, 788 questionnaires are used for the study.
The questionnaire consists of 3 sections to measure CSS, self-esteem and tourism involvement
respectively and all items are measured with a 7-point Likert-type scale (1 = “strongly
disagree”, 7 = “strongly agree”). Structural equation modeling (SEM) with maximum
likelihood estimation is applied for data analysis using AMOS21.0.

4. Results

Before the data analysis, confirmatory factor analysis is conducted. The overall goodness of fit
of the estimated model indicates an acceptable fit (Chi-square = 753.87, p = 0.000, CFI =0.917,
TLI =0.906, RMSEA =0.050, SRMR = 0.070, CD = 0.870). The standardized factor loadings
of all items are above 0.40, while the average extracted values and composite reliability of each
latent construct are larger than 0.5 and 0.7 respectively, which show good validity and
reliability (Fornell and Larcker, 1981). The SEM helps to examine the relationships among
CSS, self-esteem and tourism involvement. As we can see from Table 1, results are supportive
of our proposed Hypotheses 1, 2 and 3. CSS indeed has a significantly negative influence on
self-esteem. More importantly, while CSS exerts a significantly positive impact on tourism
involvement, self-esteem significantly affects tourism involvement in a negative manner.

Table 1. Estimated results

Hypothesis Coefficients  Accept/ Reject
CSS—» Self-esteem (H1) -0.12™ Accept
CSS—>» Tourism involvement (H2) 0.48™ Accept
Self-esteem — Tourism involvement (H3) -0.11™ Accept

Note: ""p < 0.001
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5. Discussion and Conclusion

In this research, we use customer-facing employees of integrated resorts in Macao as sample
participants and identify the negative relationship between CSS and self-esteem. Low self-
esteem is not only bad for employees’ work performance in the short-run but also has profound
negative impacts on subjective well-being on a long-term basis. More strategies should be put
forward by managers to encourage employees to transfer CSS into the motivation for self-
improvement, such as offering more professional job training and psychological counseling.

One of our main results shows that frontline employees with a higher level of CSS are more
involved in tourism. Therefore, tourism as a good stress reliever should be made aware of by
managers. In particular, tourism packages could be offered as a form of employee welfare to
foster both physical and psychological relaxation among employees. After all, the healthy
condition of employees is conducive to overall service quality and company success.

Another finding of this research suggests that self-esteem has a negative relationship with
tourism involvement. Employees with low self-esteem are more eager to get away from
stressful work and gain recovery from tourism. Word of mouth of tourism experience, sharing
tourism photos on the social network are good ways for them to fulfill self-esteem needs. This
research helps human resource managers of integrated resorts to explore a viable and effective
way for relieving employee’s CSS and improving their psychological health, thereby achieving
overall long-term development and growth of the company as a whole.
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Abstract:

This study aims to investigate the mediating effects of positive psychological capital between
psychological empowerment and job characteristics on job embeddedness among hotel
employees. The findings of this study provide organizations of hotel industry to redesign the
work and employee training, to reexamine the importance of positive psychology and to
develop successful operational strategies by engaging hospitality employees.

Keywords: Psychological Empowerment, Job Characteristics, Positive Psychological
Capital, Job Embeddedness

1. Introduction

Hospitality industry has been developing vigorously in the era of internationalization.
Nowadays, the working population of the industry has been increasing, while the entry
threshold of the hospitality employees is quite low. Psychological empowerment of positive
psychological resources and psychological capital play an important role in organizational
change, and attracting and retaining employees with positive psychological capital can also
bring positive advantages to organizations under a high degree of psychological empowerment
(Lizar et al., 2015).In addition, job embeddedness is more effective in predicting personal and
work outcomes (Hechanova et al., 2006).

2. Literature Review
2.1 Psychological empowerment, Job characteristics, and job embeddedness

Psychological empowerment and psychological capital as positive psychological resources
play an important role in organizational change, and psychological empowerment is more
likely to influence an individual's readiness for change than psychological capital (Lizar et al.,
2015). The Job Characteristics Model (JCM) is the most widely cited job analysis model today
(Hackman & Oldham, 1975). Through the core variables of job characteristics, key
psychological states of employees are elicited, acting as mediators between core job variables
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and personal and work outcomes. Finally, there are three key psychological states that influence
personal and work outcomes (Hackman & Oldham, 1976). The job characteristics dimension
is positively correlated with the four components of psychological capital (Sameer et al., 2019).
In the concept of positive psychology, scholars regard psychological capital as an individual
whose psychological state can be developed (Luthans et al., 2007; Sun et al., 2012). Research
has shown that psychological capital and job embeddedness are closely related. Improving an
employee's cumulative psychological state will have a positive impact on his or her willingness
to stay in a job and on job performance (Sun et al., 2012). Hypotheses are hence proposed as
the following, H1: Psychological empowerment positively and significantly affects positive
psychological capital, H2: Job characteristics positively and significantly affect positive
psychological capital, H3: Positive psychological capital positively and significantly affects
the job embeddedness.

2.2 The mediating role of positive psychological capital

Job characteristics directly affect job embeddedness, but also affect job retention intentions
through job embeddedness mediation (Nguyen, 2015). The relationship between job crafting
and job embeddedness, and positive psychological capital has significant mediating effects
(Arasli et al., 2019). Job diagnostic survey (JDS) is to verify the psychological state generated
by the job characteristics and finally affect the employee's personal and work outcomes
(Hackman & Oldham, 1975). Therefore, employees in the hotel industry, who are labor-
intensive, need to face the unexpected challenges of customers and have a good psychological
attitude to solve problems. Psychological empowerment is positively correlated with job
satisfaction and performance, and subsequent studies across multiple industries have found that
job embeddedness is a better predictor of important organizational outcomes (Hechanova et al.,
2006). Job embeddedness is more predictive of turnover intention and voluntariness, two key
outcomes, and explains significant incremental differences over job satisfaction, organizational
commitment, job choice, and job search (Mitchell et al., 2001). Further studies have also shown
a significant correlation between psychological empowerment and job embeddedness (Sun et
al., 2012). Hypotheses are hence proposed as the following, H4a: Psychological empowerment
positively affects job embeddedness through the mediation of positive psychological capital,
H4b: Job characteristics can positively affect job embeddedness through the mediation of
positive psychological capital.

3. Methodology

Stratified random sampling was utilized from each level containing 15 employees of 40 distinct
departments and organizations of hotels in Taiwan. All measure items were adopted from
previous studies on a 7-point Likert Scale. Data were assessed by utilizing SPSS 24 and AMOS
24. Structural equation modelling (SEM) was subsequently conducted to examine all
hypotheses in this study. Based on a two-step approach recommended by Anderson and
Gerbing (1988) was applied to test the measurement and structural models, confirmatory factor
analysis (CFA). Additionally, bootstrap approach was recommended to test the mediating
effects based on 10,000 bootstrapping samples (Hayes & Preacher, 2014).
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4. Results

By a time lag of 2 months, out of 600 questionnaires, 465 were usable, amounting to a response
rate of 77.5%. Among the respondents, the majority were: female; aged 20s; working
experiences in hospitality industry of 1 year or more but less than 3 years; job type depending
on monthly salary. The outcomes of the CFA revealed a good fit and Cronbach’s alpha
coefficient were higher than 0.70. The factor loadings of all measures were significant. Besides,
average variance extracted (AVE) values were recorded greater than 0.5 and composite
reliability (CR) were even greater than that. The results from SEM revealed that psychological
empowerment, job characteristics are positively related to positive psychological capital and
job embeddedness. Therefore, H1, H2, H3 are supported. Based on the bootstrap approach, the
effects of psychological empowerment and job characteristics on job embeddedness are
mediated by positive psychological capital, supporting H4a, H4b.

5. Discussion and Conclusion
5.1 Discussion and conclusion

According to the results, all hypotheses are supported. On one head, this the first empirical
research to examine positive psychological capital mediates job characteristics, psychological
empowerment on job embeddedness with a mediation model. On the other head, psychological
measurement is used to enhance the management approach of employees in hotel organizations.

5.2 Implications and limitation of this study

This study contributes to the hospitality industry and literature in three ways. Firstly, in order
to reduce the losses of the hotel industry, the benefits of human resources in the hotel industry
can be achieved by measuring and training employees' positive psychology. Secondly, most of
the previous researches focus on human capital and work performance, but ignore the
importance of employee psychology. Therefore, we emphasize the results of psychological
empowerment and positive psychological capital on employee's job embeddedness. Finally,
the positive psychology of employees enables them to endure a difficult working environment,
which in turn transforms into psychological energy and willingness to stay in the organization
for a long time. In future research, data can be collected from other countries to design a
transnational study or to conduct tests from different service environments.
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Abstract:

This article explores the effects of the frontline employees’ surface acting and emotional
exhaustion caused by abusive supervision on service quality and customer loyalty. Research
subjects were mainly restaurant and hotel practitioners from whom the questionnaire data were
collected. The valid questionnaires were analyzed and presented using descriptive statistics and
structural equation modeling analysis. The results of this study confirm that surface acting has
a significant positive effect on emotional exhaustion, abusive supervision has a significant
positive effect on emotional exhaustion, emotional exhaustion has a significant positive effect
on service quality, and service quality has a significant negative effect on customer loyalty.

Keywords: Frontline employee, Surface acting, Abusive supervision, Service quality,
Customer loyalty

1. Introduction

Being the hospitality employee are front-line service staff, facing different types of consumers
every day, and must serve each customer well. From the perspective of hospitality industry
management, where the consumer is the top priority customer orientation is the concept
essential for the improvement of customer satisfaction and retaining customer loyalty in today's
industry environment (Chen, 2015 ; Nyadzayo & Khajehzadeh, 2016). The hospitality
industry should internalize customer loyalty as a belief of all hospitality employees, and
increase customer loyalty through direct implementation of this concept by frontline staff in
service quality delivery. By creating customer-valued services in hospitality. Accordingly, all
of the above forms the motivation for this study.

This study aimed to investigate the effect of the negative emotional labor of hospitality workers
on service quality and customer loyalty using surface acting, abusive supervision, emotional
exhaustion, service quality, and customer loyalty as the study dimensions. The objectives of
the current study were to:

Objective 1: Explore the surface acting of hospitality workers in relation to emotional
exhaustion.
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Objective 2: Explore the effects of abusive supervision on the emotional exhaustion of
hospitality workers.

Objective 3: Explore the effects of emotional exhaustion on the service quality of
hospitality workers.

Objective 4: Explore the effects of service quality on hospitality workers to customer
loyalty.

2. Literature Review
2.1 Social network

Hochschild, Irwin & Ptashne (1983) consider that surface acting is a disguise which focus on
changing the way of expressing external emotions. Goodwin, Groth & Frenkel (2011) indicated
that emotional labor is a collective theoretical model. It is a process in which employees can
adjust their emotional expression during work in order to accomplish the organizational goal.
While emotional labor is about adjusting feelings and expressions to achieve organizational
goals, deep and surface acting are seen as ways to regulate and manage emotions. Based on the
above literature, this study defines "surface acting" as a behavior in which frontline service
workers in the hospitality industry adjust their outwardly visible expressions of emotions to
cover up the inconsistencies between their true feelings and expressed emotions and to conform
to the service regulations of the hospitality industry, striving to change their feelings to adapt
the specific emotions that should be exhibited in accordance with their job expectations.
Besides, Ramachandra & Rotimi (2015) show that improper supervision by supervisor will
cause victims to reduce their job and life satisfaction, produce negative psychology, increase
resign tendency and decrease organizational commitment. In a business organization, abusive
supervision by a supervisor will cause more emotional distress (Tepper, 2000; Ramachandra,
& Rotimi, 2015) and lower satisfaction levels among subordinates (Tepper, 2000; Farahani,
Ghaffari, Oskouie, & Tafreshi, 2017). Abusive supervisory behaviors, such as shouting at
employees, belittling and taunting subordinates, or even taking public humiliating and abusive
actions without regard to the employee's dignity, will cause harm to the employee's physical,
mental, and work performance, especially if the supervisor continues to use unfriendly words
and non-verbal behaviors in front of customers (Tepper, 2002; Li, 2018). Based on the above
literature, this study defines inappropriate supervision as the non-physical hostile behavior
toward hospitality industry employees by their supervisors, which is also not episodic but
persistent, that affects the psychological health of hospitality industry employees and has a
negative impact on their work attitude. In addition, Lee & Chelladurai (2016) proposed that
emotional exhaustion is a kind of work pression reaction which lead to an increase in retreat,
and lower production. It regarded as the main reason of burnout. Moreover, service quality is
a very vague concept, which provide the difference feelings between of consumer and
employee. (Parasuraman, Zeithaml & Berry, 1988).Conway, Fu, Monks, Alfes & Bailey (2016)
conducted a study from an interpersonal perspective and defined emotional exhaustion as a
state of physical or emotional overload resulting in depletion of energy during interactions
between people, which can lead to increased frequency of regressive behaviors, lack of energy,
and feelings of depletion of psychological resources and reduced productivity in the person
concerned, and is a specific stress response that is often seen as the main cause of occupational
burnout. Finally, Sayani (2015) proposed that customer loyalty represents the behavior
tendency of customers towards products and services, and it can be said to be an important
factor that governs the actual purchase behavior of customers. Although each industry may
have different definitions of service quality, the study of service quality is often discussed in
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four characteristic perspectives: intangibility, heterogeneity, inseparability, and perishability
(Sun, & Kim, 2013; Bradley, Sparks, & Weber, 2015; Lai, & Hitchcock, 2016). This study
defines service quality in the hospitality industry as an evaluation determined by consumers'
perceptions before receiving services and their feelings after actual consumption and is based
on the overall evaluation of the hospitality industry, including the consumption environment,
the consumption process, the experience of using the product, the interaction with the service
staff, and the difference between their expectations and the actual feeling of service.

3. Methodology
3.1 Measurement

This study aims to investigate the impact of negative emotions on service quality and customer
loyalty from the perspective of hospitality workers. The study collected questionnaire data
mainly from Australian hotel and restaurant workers, using a convenient questionnaire. Besides
the paper form, a Google questionnaire form was also used to collect data in order to reduce
the time of the workers to complete the questionnaire. In this study, data collection was
completed over a period of two months and communicated through each of the different
departments, as the strict sampling method required sufficient time for distribution. In order to
ensure that respondents might be sampled at the same time, two groups were divided to obtain
data. There was a total of 34 items in this study, and after eliminating 16 invalid data, the final
520 questionnaires were used with 320 from the first group and 200 from the second group,
giving a valid response rate of 97.01%. Specifically, 63 companies, each with 1 to 5
departments and each department containing 3 to 22 respondents, were involved.

IBM SPSS 24.0 and AMOS 24.0 statistical software packages were used in this study. While
SPSS 24.0 was used for narrative statistics and reliability analysis, AMOS 24.0 was used for
validation factor analysis to verify the model suitability in this study. Confirmatory factor
analysis (CFA) was performed in this study by first assessing the overall fitness of the model,
and if the model was well fit, then the estimated model parameters were further evaluated and
explained. The fit indicators used were: Goodness of Fit Index (GFI), Adjust Goodness of Fit
Index (AGFI) and Root Mean Square Residual (RMR).

4. Results
4.1 Profile of the respondents

According to Anderson and Gerbing (1988), Goodness of Fit Index (GFI), Normed Fit Index
(NFI), and Comparative Fit Index (CFI) should be higher than 0.9, with an approximate Root
Mean Square Error (RMSE) of less than 0.05; the factor loadings of each indicator should be
significant; the composite reliability (CR) of each component should be higher than 0.7;
average variance extracted (AVE) should be higher than 0.5. The data of each component were
analyzed by AMOS version 24.0, and the composite reliability and average variance extracted
of each component were calculated using the estimation parameters of the Maximum
Likelihood Estimation (MLE).

In the model, the RMSEA was 0.05, lower than 0.05, while the GFI, NFI, and CFI were 0.92,
0.93, and 0.96, respectively, all higher than 0.9. The factor loadings of the indicators were over
than 0.5; the composite reliability and average variance extracted were 0.78, 0.81, 0.87, 0.93,
0.83, and 0.78, 0.81, 0.87, 0.93, 0.83, 0.83, respectively. Therefore, based on the analysis of
the data, the convergence was within the acceptable range.
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According to Gaski and Nevin (1985), the correlation coefficient between two components
should be less than 1; the correlation coefficient between two components should be less than
the individual Cronbach's alpha reliability coefficients, indicating that the two components
have discriminant validity. Two components have discriminant validity if their correlation
coefficient is less than the square root of AVE. In this study, we used SPSS 24.0 and AMOS
24.0 to perform matrix analysis of the correlation coefficients of the measurement variables,
and it showed that the discriminant validity between components was favorable.

In addition, confirmatory factor analysis and Cronbach's alpha coefficient analysis are
conducted for each research component and its questions in the first stage to develop a stable
evaluation model through the analysis of convergent validity, discriminant validity, and
reliability. In the second stage, the hypotheses of this study were validated using a structure
model by reducing the number of evaluation questions to a few evaluation indicators.

The result of absolute fit measures: the evaluation indicators for the absolute fit measures of
the overall theoretical model of this study were: ¥>= 545.13, d.f.= 256, y*/d.f.=2.13, GFI= 0.92,
RMR=0.09, RMSEA= 0.05, and AGFI= 0.90. All indicators were within the standard except
AGFI, which was slightly below the best standard of 0.9 but still within the acceptable range.
In addition, incremental fit measures: the evaluation indicators for the incremental fit measures
of the overall theoretical model of this study were: NFI= 0.93, and CFI= 0.961. Both were
within acceptable range. Finally, parsimonious fit measures.Both PNFI and PGFI were within
acceptable range (> 0.5). In general, the overall SEM results of the theoretical model of this
study was judged to be fair, based on a combination of indicators.

The results of analyses showed that, in the model, surface acting and emotional depletion had
a path coefficient of 0.54, and the p-value was significant, (f = 0.54, p<.001), so the HI
hypothesis is valid;abusive supervision and emotional depletion had a path coefficient of 0.35,
and the p-value was significant, (5 = 0.35, p<.001), so the H2 hypothesis is valid; emotional
depletion and service quality had a path coefficient of -0.29, and the p-value was not significant,
(8 =-0.29, p<.001), so the H3 hypothesis is not valid; service quality and customer loyalty had
a path coefficient of 0.81, and the p-value was significant, (5 = 0.81, p<.001), so the H4
hypothesis is valid.

5. Discussion and Conclusion
5.1 Discussion and implications

This study found that frontline workers were emotionally and physically drained and exhausted
due to emotional exhaustion, and had lost their enthusiasm for their work, resulting in
depressed mood (Sambasivan & Kumar, 2016 ; Zadow, et al., 2017). The service provided to
customers also failed to comply with the standards of the hospitality industry, resulting in easy
tension and heightened frustration in workers. Thus, affects the quality of customer service.
Abusive supervision in the form of non-contact supervision by managers, often through verbal
or visual signals, can cause work, family and psychological imbalances, which in severe cases
can lead to emotional exhaustion and increase the difficulty of managerial control. Moreover,
Farahani, et al. (2017) also argued that subordinates who encounter abusive supervision by
supervisors will be depleted of their own resources, and the ongoing depletion of intrinsic
energy will cause serious emotional depletion of employees. However, the customers' demand
for service quality is getting higher and higher. In order to satisfy the customers' demand, the
hospitality industry provides high quality service and creates customer loyalty through the
service process, hoping that customers will think of the corporation whenever they have
demands.
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5.2 Conclusion
1. Reduce the frequency of surface acting

This study found that hospitality workers spend a great deal of time and effort in adjusting their
true feelings to meet the needs of their customers. The recurrent repetition of surface acting
will create emotional disturbances and lead to a feeling of depleted competence, a state of
helplessness, and constant emotional exhaustion, and in serious cases, conflict with customers.
Therefore, supervisors should help their subordinates so that they can enjoy a pleasant working
environment and make their work meaningful and purposeful so that they can devote
themselves to their work.

2. Reducing the incidence of staff emotional exhaustion

This study found that when hospitality workers are in a state of sustained emotional depletion,
it will result in increased withdrawal behaviors, lack of energy, and feelings of depleted
psychological resources. At this time, the supervisor should intervene appropriately to create a
buffer period to ease the emotions of the worker to avoid burnout.

3. Reduce abusive supervision by supervisors

This study found that abusive supervision by supervisors will affect the psychological health
of hospitality workers and have a negative impact on their work attitude. Therefore, supervisors
should not exercise abusive supervision on their employees by taking advantage of their
position. Rather, they should communicate rationally and avoid short intermittent interruptions
of verbal abuse, verbal bullying, and unfriendly verbal and non-verbal behaviors so that the
workers can work hard and perform.

4. Value the quality of service that employees provide to customers

This study found that customers' assessment of service quality starts before the service is
provided. It is therefore suggested that the hospitality industry should emphasize on customer-
oriented services in official websites, media, and image advertisements.

5. Continuous enhancement of customer loyalty

Customer loyalty is reflected in purchase behavior, such as frequent repeat purchases.
Therefore, a high level of customer loyalty will continue to generate revenue for the hospitality
industry. It is recommended that the hospitality industry offer appropriate discounts or small
gifts to repeat customers in recognition of their support for the industry.

5.3 Limitations of this study and suggestions for future study

In addition to the research perspectives used in this study such as surface acting, emotional
exhaustion, abusive supervision, service quality, and customer loyalty, other perspectives such
as job achievement and job satisfaction may be considered in the future to improve the study.

This study is mainly a quantitative study based on a questionnaire survey. Although the scales
were found to have good validity, they could not be used for more in-depth research due to the
limited response tendency and statement contents, as well as the limitations of manpower and
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financial resources. It is proposed that future studies should instead use the focus group method.
A total of five groups of 5-7 people should be interviewed separately for cross-comparison to
identify the important factors so that the findings will be more in line with the actual situation.
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Abstract:

Hotel’s images often depend on features and contents of online pictures generated by suppliers.
However, most managers in hospitality concern the attractiveness of photos but ignore the
visual sources. Accordingly, this research conducts a 2x2x2 experimental model based on the
theory of visual marketing. The study explores three important attributes of online pictures
(functional value vs. aesthetic value vs. identity value),and investigates their impact on
customer psychology and behavior intention. The results reveal that: Identity has no significant
effect on both trust and emotion; functional value positively affects trust and emotion without
identity difference; aesthetic value only affects positive emotion; trust and positive emotion
appear to be important predictors of purchasing intention. Final conclusions inspire managers
to make use of combined effect of identity rather than the single effect. In addition, Hotel
practitioners should consider the study findings to better design their pictures to improve
consumers’ trust.

Keywords: Identity Visual value Purchase intention Perceived credibility

1. Introduction

Visual images have been extensively used by E-commerce. A picture could deliver a complex
concept and make it possible to quickly convey large amounts of product information
(Zimbardo, 1992; Li,2016).In reality, many online booking platforms, such as Trip Advisor,
encourage users to publish product reviews and pictures together(Pan, 2014). Such pattern
will have a profound impact on consumers' perception and promote purchase
intention(Lobinger, 2011; Hou,2017). The image that the viewer is “reading” from the
photographs often includes two aspects (Kim,2015) : manifest content (MC) and latent
content(LC). MC usually refers to the elements that consumers could observe directly, such as
product elements, color elements, clarity and so on. Present hotel managers take MC as a key
consideration while arranging marketing pictures. Consequently, many customers are willing
to spend more time browsing because of “charming photos”. LC could only be perceived after
consumers’ comprehension and one of most classic LCs is visual provider’s identity. A
growing trend for hotel assessment is the e-WOM produced by social media, which improves
the persuasiveness of consumers’ information (Wei,2019). For example , Sparks (2011)

found that information surfacing from consumer-generated media is more useful and
credible than information associated with seller-generated media. Therefore, from a practical
perspective, we appeal hotel managers to use LCs and highlight more empirical researches
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about the role of identity.

A handful of scholars have shown great interest in studying photographic images (Li,2016) in
hospitality marketing, including photo structures and effects. Based on the content elements
of the pictures, Ert (2016) . Nikjoo (2019) . Li (2016) . Balomenou (2017) have
confirmed the functions of characters, scenery, words, etc on the photographs. In
addition ,Siamionava (2018) . Tantanatewin (2018) . Kim (2013) investigated the
positions of basic structural elements such as color, brightness and saturation. Referring to the
effect level, original scholars mainly regarded online pictures as supporting materials of text
messages, and proved their effecst on information usefulness (Andriotis, 2012; Chatterjee,
2020). Given the rapid improvement of visual research technology, researchers have gradually
explored the internal mechanism of visual influence, which shows that the impact of online
pictures is mainly realized by arousing users’ positive emotion (Laros, 2005; Song, 2017; Yan,
2018). In total, previous studies have roughly explained key issues of visual research, such as
"what is a high quality picture" , "why photos are important”. Despite the extensive inquiry
into online images, existing research conclusions still pay much attention to the MC elements
and the LC perspective (especially identity) has not been identified yet. Furthermore, the
opinion of identity determines whether we should regard pictures as entertainment tools or
decision-making aids.

Recognizing above omissions, this paper proposed a systematic approach to understand online
visual images. Through a 2x2x2 experimental design, this study analyzed three kinds of values
(functional value & aesthetic value & identity value) from pictures and examined their impacts
on consumers’ trust, emotion as well as behavior intention. Final research conclusions could
provide new inspirations for visual literatures and hospitality practice.

2. Literature Review
2.1 Visual value of online pictures

Marketing studies have highlighted the significance of photographs as a valuable tool for
potential customers, such as an old adage says “A picture is worth a thousand words.” The
above influence of pictures benefits from the transmission of clue values. Based on the
framework of visual marketing theory (VMT), Kim (2015) proposed that images contain both
functional and psychological features. Kirillova (2018) divided the characteristics into specific
functional value and aesthetic value. The former mainly reflects the functional attributes of
image, such as the number of visual elements, etc; The latter is related to the pure art, consisting
of color, brightness and saturation (Tantaatewin & Inkarojri, 2018), etc. Different combinations
of two values will generate distinct types of pictures, as shown in the following figure:
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A Aesthetic value

High

Aesthetic-oriented Perfect picture

Low High
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Fig 1. Types of pictures from Kim (2015) & Kuo (2015)

High functional value is defined as a photo whose elements are complete and reflect a common
theme. For example, the picture of clean bedroom should contain clean bed, clean table, clean
chair, clean lamp and cabinet, etc. High aesthetic value is often related to high visual appeal,
such as “beautiful”, “charming”. “Perfect picture” refers to an image with high functional value
and aesthetic value, while “Terrible picture” represents the opposite. It has been argued in
previous literatures that consumers' perception of image quality largely depends on the
combination of two values.

2.2 Value of identity

The ‘meaning-transfer model’ (Kim,2013) explains the photo concept by showing that a
symbol can be transferred to consumers, who must then decode the symbols to understand their
meaning, which delivers the wishes of publishers. Moreover, with rapid growth of user
participation in online platforms, the identity of information publisher has gradually shifted
from sellers toward buyers. Identity cues can be important as consumers may use such
information to evaluate the expected service (Filieri,2019). Thus, studies on visual identity and
behavior among potential consumers in the online environment have become inevitable. In the
related researches, there are few literatures that directly consider the identity variable, but test
the identity from the perspective of distinct information sources.

Isabel (2015) distinguished the identity attributes of images, and pointed out that the photos
reflected the ideas of suppliers or customers, which affected the information helpfulness. On
the one hand, source in online environment is not physically present, so identity cues from an
unfamiliar participant could be particularly valuable to reduce the insecurity that arises from
the lack of nonverbal communication (Tidwel & Walther, 2002). On the other hand, identity
factors to a very charming photo could increase the trustworthiness and consequently the
potential purchasing intention (Filieri, 2016). However, scholars have not yet reached a
consensus on the effective types of identity. Xie (2011) appeals consumers to use the personal
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identification information of other reviewers as the evaluation clues. Due to lower profit
relationship and higher interpersonal relationship (Du,2020), the pictures provided by same
users are easier to be accepted. By contrast, Isabel (2015) believes that a more honest and
professional image presented by a seller could enhance the positive impression of consumers.
In total, with regards to the helpfulness of visual photos, it is suggested that richer identity
information is more diagnostic or informative than a simple image.

2.3 Visual value. identity value and perceived credibility

While online transaction brings positive benefits to consumers, such as convenience, it will
also lead to users' uneasiness caused by the separation of time and space (Cheng, 2019; Moes,
2017). Trust has been proved to be the primary means to address such kind of concerns (Sparks,
2011, Esfahani & Kang, 2019). Specifically, in the case of online environment, trust is defined
as perceived credibility.

Specifically, the transmission of function clues provides a proof carrier for the products in the
picture. In addition to evoking feeling of warm, functional value also creates real atmosphere
(Noy, 2014), which enhances consumers' confidence in product evaluation and reduces their
risk perception from online uncertainty (Kuo,2014; Rad, 2016). Further, plenty of research
endeavors have shown that aesthetic value is closely related to consumers' perception or
judgment (Yang, 2016; Vos, 2019), such as service quality, reviews effectiveness, etc. The
mechanism from aesthetics to trust cognition, also known as "halo effect”, involves the legacy
effect from physical appearance to other fields (such as service quality or availability)
(Tractinsky et al, 2000).such concept comes from social psychology, which initially refers to
that people with visual appeal are always considered to have ideal personality characteristics
(Dion et al, 1972). Schnurr et al (2017) extended it to the field of marketing, which verified
that website attraction can affect the trust of product quality, especially when consumers are
not familiar with it.

Thus, two hypotheses are proposed as follows:
H1: Functional value of pictures significantly affects consumers' perceived credibility.
H2: Aesthetic value of pictures significantly affects consumers' perceived credibility.

Identity has been confirmed as a salient element in marketing. Viewers have no direct profit
relationship with social information providers, but approve each other's identity. Therefore,
consumers tend to trust the information released by similar consumers rather than the seller's
clues. Isabel (2015) explored the weight of different information sources in tourists' decision-
making: the marketing information formed tourists through social media will have more
profound effect on target customers. Hilary (2016) concluded that tourists prefer to adopt the
information obtained by family or friends through decision-making rather than the information
provided by hotel itself. Nevertheless, much of the early research focused on the providers of
text reviews, but few studies have been found investigating whether visual-provider styles may
have an apparent effect. As a result, in order to enhance existing literature, the following
hypotheses are proposed:

H3: The influence of pictures on perceived credibility will differ according to identity of image
providers.
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2.4 Visual value. identity value and positive emotion

Emotion is regarded as another key factor in decision-making. Emotion could explain the
change of individual response beyond rational cognition (Ouyang, 2017), especially in
enjoyable products (Song, 2017). Scholars of service marketing argue that the functional values
are the results of delivering product clues. Owing to increase of the clues, pictures gradually
create the feeling of contacting with others (Walters, 2012), which greatly reduces the
psychical distance between buyers and sellers. Further, Gefen (2004) proved that once users

describe images as "gentle”, “personal” and “social", their positive emotion is easy to be
aroused.

The mechanism from aesthetic value to emotion can be divided into two sub mechanisms. The
first one, known as visceral effect (Norman, 2004), is closely related to the basic visual clues
(color, brightness, etc.). The second one, known as reflection effect (Norman, 2004), involves
advanced aesthetic judgment and interpretation, including composition, symmetry, etc. Once
the visual information is accepted by our eyes, we will spontaneously arouse the positive

emotional results like "happiness”, "arousal” and "domination™.

The hypothesis is as below:

H4: Functional value of pictures significantly affects consumers' positive emotion.
H5: Aesthetic value of pictures significantly affects consumers' positive emotion.

Consumers' positive emotion usually comes from temporary visual stimulation rather than
complex information which require more concentration to assimilate. Consequently, while
browsing the internet, users might be more pleased by appealing elements of a website instead
of identity. Once pictures lead to perfect visual experience, the consumer’s emotional state
tends to be stable. In other words, the presence of identity affects trust, but not positive emotion.
The following hypotheses are suggested:

H6: The influence of pictures on positive emotion will not differ according to identity of image
providers.

2.5 Purchasing intention

Consumers' purchase intention is regarded as the ultimate goal of online marketing. Heuristic-
systematic theory (H-S) demonstrates consumer's process of decision-making: After
acceptance of relevant information through photos, their psychology will be further guided,
including cognitive guidance (Ladhari, 2015) (trust) and emotional guidance (Han,
2014)(positive emotion). Eventually, according to the “H-S” process of "information
stimulation - psychological change - intentional response”, consumers' willingness to buy will
also change (Ladhar, 2015; Mauri, 2013).

Thus, two hypotheses are proposed as follows:
H7: consumers' perceived credibility positively influences their purchase intention.
H8: consumers' positive emotion positively influences their purchase intention.

Nonetheless, it should be emphasized that the perceptual and affective processing of the target
pictures continuous (Baek, 2017). That means quality judgment might be activated by the
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emotion experienced. For instance, Choi (2017) suggested in the study of destination image
that tourists’ emotional image had a significant impact on their cognitive intention. Above
results reveal that consumers' emotion will inevitably permeate into rational judgment,
especially in uncertain environment (Kirillova & Chan, 2018), so the following assumption is
put forward:

H9: consumers' positive emotion positively influences their perceived credibility. The
conceptual framework of this study is represented in Fig. 2.

Functional
Value H1
Y Perceived
Credibility
H7 ]
H2 Purchasing
. H9 .
Aesthetic Intention
Value HS8
H5
Positive
>< H3 Emotion
H6
Identity

Fig. 2. Proposed research model

3. Methodology
3.1 Data collection

To examine the impact of functional value versus aesthetic value versus identity on affective
evaluations, cognitive evaluations, and subsequent behavioral intentions, the current study
employed a 2 (functional value: low vs. high) x 2 (aesthetic value: low vs. high) x2(identity:
buyer vs. seller) scenario-based experimental design. To eliminate the effect of previous
experience, only potential customers were allowed to participate in, which was achieved by
asking “have you been to the hotel in photos?”. Attention check questions were built into the
survey to evaluate whether respondents browsed the pictures, understood the directions, and
answered questions carefully. Incorrect attention answers would also be removed from the
analysis. Finally, a total of 340 surveys were collected by using Questionnaire Star (an online
survey panel).After reducing respondents with missing and invalid values, 268 samples were
utilized for analyses, netting 79% of the usable sample rate.

3.2 Scenarios

Previous studies applied a scenario-based method (Bufquin,2019; Kuo et al., 2015) to identify
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respondents’ emotions or behavioral intentions. Similarly, the present study also utilized a
scenario method. The participants were first asked to imagine that they were going vocation
and reserving a hotel room by descriptive text directions. In order to reduce the influence of
other factors, it was reasonable to set participants’ scenario hotel as a place with “Good location”
and “appropriate price”. After reading the directions, all participants were randomly assigned
to one of the hypothetical hotel websites and viewed 6 hotel Photos. All settings of the pictures
had been checked. First, hotel images were selected from official websites of foreign countries
and removed the brand names to rule out the effect of the brands. Each set of hotel pictures
consisted of two different parts: public areas like the hotel lobby, front desk, restaurant,
swimming pool and private areas like guest rooms and bathrooms. Each group was showed in
actually the same order. Secondly, present manipulative approach of aesthetic value was
adopted from Hidayetoglu et al (2012) and adjusted brightness, contrast and saturation to
change the aesthetic degree. Further, in terms of functional value, this study inherited the word
experimental method (Li ,2016), and overcame the drawback of focusing on single element in
previous studies. Specifically, we first defined the main element of a picture, for example, the
main element of a guest room was a bed. Then, we controlled the level of functional value by
increasing or decreasing additional decorative element, such as a chair beside the bed. As for
the difference between hotel and consumers, we constructed a virtual hotel page and customer
comment area respectively. After the reading task, participants would complete a questionnaire
about their trust, emotion and intention. Finally, we captured demographic information such
as gender, age, education level, household income, hotel type at the end of the survey.

3.3 Measurement

The study used scales to measured three sets of variables: positive emotion, perceived
credibility, purchase intention. Most scales were adapted from previous studies. A measure of
positive emotion toward visual images was adapted from Tsaur (2015) and Sukhua
2019) . According to a seven-point Likert scale ranging from 1 (definitely disagree) to 7
(definitely agree), subjects responded to items such as, “the image is satisfactory, enjoyable,
and pleasing,.” Four measures of perceived credibility (e.g.,“the above image content is
trustworthy”’)were adopted from Cheung (2009) and Ladhar (2015) , anchored at strongly
disagree (1) and strongly agree (7) . Measures for purchasing intentions came from Kim (2013)
and Han (2012), and assessed using seven-point scales ranging from highly unlikely to highly
likely (7)( (e.g., “I would like to book this room™).

3.4 Analysis method

This study adopted a two-step approach to fulfill the research objectives. In the first step, a
two-factor ANOVA was performed with positive emotion and perceived credibility as the
dependent variables. In the second step, the validity of each construct and model fit were tested
by confirmatory factor analysis (CFA). Once the validity of all constructs was verified,
structural equation modeling (SEM) was employed to measure the overall fit of the proposed
conceptual model and test the proposed hypotheses. Data analysis was realized by SPSS22.0
and AMOS.

4. Results
4.1 Descriptive statistics
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Of the 268 respondents, most were female (61.94%, n = 166), and the overall mean of age was
26.4 (standard deviation = 0.913). Most of the respondents were undergraduate students
(64.55%) or master graduates (31.72%). Forty-two percent of the respondents had a monthly
household salary below 3000 yuan. The two most frequently checked average hotel stays per
year was3-5 times (33.96%,n =91) and 1-2 times (29.85%, n = 80). Approximately 57.46% of
the respondents indicated that they would choose budget hotels. Participants assigned to each
scenario was about 30-50.

4.2 Manipulation check

To confirm whether participants perceived the scenarios as intended, a series of manipulation
check questions were conducted. First, participants were asked to indicate their perception of
the beauty of photographs they had viewed. The results suggested that there was a significant
difference in the perceived aesthetic value in the scenarios (t =4.655, p<0.01). Second,
participants were asked to indicate the feeling of integrity of functional clues in photographs.
The t-test result also showed that there was also a significant difference in the perceived
functional value in the scenarios (t =9.30, p < 0.01).

4.3 Measurement model

It was necessary to assess the overall fit of the measurement model by conducting a CFA before
SME. Overall, the goodness of fit indicators (¥*=63.861 , df=34, y*/df=1.878, CFI= 0.991,
NFI=0.981, GFI=0.961, RMSEA =0.057) suggested that the proposed model fit the data
properly(Table 1).

The results of this study confirmed that all of the constructs exceed a satisfactory level of CR
and Cronbach’s a(0.7), hence indicating sufficient internal consistency. The average variance
extracted (AVE)for all constructs was well above the 0.50 cut off (Bagozzi & Yi,1988),
demonstrating the convergent validity of the measurement scales (Fornell & Larcker, 1981).

Discriminant validity was assessed by comparing the AVE and the squared correlations of the
two constructs of interest (Fornell &Larcker, 1981). Based on the final results, all the square
roots of the AVEs, diagonally arranged, exceed the maximum value of related construct
correlations, indicating adequate evidence of the discriminant validity.

Table 1 Results of CFA

Construct Item  Std. Loading t-value Cronbach’s a AVE CR
Positive Emotion PE1 1 - 0.952 0.771 0.953
PE2 1.073 22.064
PE3 1.032 30.478
PE4 1111 19.954
PES 1.035 19.166
PE6  0.986 16.889
Perceived
Credibility PC1 1 - 0.891 0.735 0.973
PC2 1.051 14.659
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PC3  0.969 11.449
PC4  1.08 10.429

Purchasing Intention P11 1 - 0.917 0.848 0.918
PI2 1.101 23.867

¥?>=63.861, df=34, ¥*/df=1.878, CFI= 0.991, NFI=0.981, GFI=0.961, RMSEA =0.057

4.4 SEM results

The model fit was appropriate (x*df=1.489, CFI= 0.987, NFI=0.963, GFI=0.947, RMSEA
=0.043), and the hypothesizes from 5-7 were evaluated by using structural equation modeling

(Table 2) . As expected, the results indicated that both positive emotion and perceived
credibility influenced users’ purchasing intention of hotels. Positive emotion affected
purchasing intention positively (B= 0.637, t = 11.499, and p <0 .01), supporting H7. Besides,
perceived credibility had a positive, direct effect on purchasing intention (p=0.361, t=6.629,
and p <0.01) ,supporting H8.Morever, the effect of positive emotion on perceived credibility
were significant (f=0.578, t=10.262, and p <0 .01), supporting H9. Finally, Gender variables
deserves attention (f=0.094, t = 8.711, and p <0 .01). Results suggested that women are more
susceptible to visual images.

Table 2 SEM results

Hypotheses Std.
Coef. SE t-value results
H7 Perceived Credibility -> Purchasing Intention 0.637 0.052 11.499***  Supported
H8 Ppositive Emotion -> Purchasing Intention 0.361 0.061 6.629%** Supported
H9  Positive Emotion -> Perceived Credibility 0.578 0.056 8.711%** Supported
v*=139.982 , df=94,y?/df=1.489, CFI= 0.987, NFI=0.963, GFI=0.947, RMSEA =0.043
Note: *** 1% significance level.
4.5 Multigroup analysis
To investigate the effects of aesthetic value, functional value and publisher identity on subjects’
emotion and trust, a multi-group analysis of variance was conducted in this research (Table 3).
Table 3 Results of ANOVA
positive perceived
emotion credibility
Dependent Variables df F F
significance significance
Main effects
Aesthetic clue 1 20.466 0.000*** 0.457 0.499
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Functional clue 1  28.585 0.000*** 20.581 0.000**
Identify 1 0913 0.34 3.134 0.078
R2 0.156 0.084

Note: *** 1% significance level.

Whether positive emotion would vary by functional value, aesthetic value and identify was
investigated (table 7). A three-way ANOVA was first performed with positive emotion as the
dependent variable and functional value, aesthetic value and identify as independent variables.
The results showed significant main effects of functional value and aesthetic value (Fig3) on
positive emotion, but insignificant main effects of identify. Given the same visual situation,
the positive emotion of high aesthetic value was evidently higher than the low one (F=20.466,
P < 0.01), therefore, H5 was supported. Similarly, keeping aesthetic value and identify
unchanged, the functional value also showed a significant effect on positive emotion(F =
28.585, P < 0.01),hence,H4 was supported. However, whether viewing buyers’ pictures or
seller’s pictures, participants' emotions would not be affected (F=0.913, P>0.1), H6 was
supported.

Seller Buyer

s00 Aesthetic
Aesthetic Value
Value - — high
~—— g
450 — high T— -
— low i ~——

high low high low

Functional Value Functional Value

Fig 3. The influence of AV and FV on positive emotion under different identities

The perceived credibility was also examined (Table3). A three-way ANOVA was performed
with perceived credibility as the dependent variable and functional value , aesthetic value and
identify as independent variables(Fig4).The results indicated a significant main effect of
functional value (F=20.581, P < 0.01) , participants demonstrated higher perceived credibility
in high functional stimulation than in the low functional stimulation,H1 was supported.
However, the results did not show any significant main effect of aesthetic value (F=0.457,
P >0.1), indicating that perceived credibility did not vary by aesthetic value.,H2 was not
supported. It could be clarified by online trust theory. Online trust was determined by three key
factors: information content, information channels and information publishers. Over
beautification of product images could be perceived as a superficial assessment (Filieri,2019)
of a product rather than trust enhancement. In addition, the main effect of identity is not
significant (F=3.134, P >0.05), suggesting that the trust of participants was not determined by
identity, H3 was not supported.
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Fig 4. The influence of AV and FV on perceived credibility under different identities Since
the interaction items could not meet the significance level of 0.05, it was not necessary
to consider the interaction effect.

Table 4 Results of H1-H6

Hypotheses F-value Results

H1 Functional Value -> Perceived Credibility 9.255*** Supported

H2  Aesthetic Value -> Perceived Credibility 0.606 Not Supported
H3  Identify -> Perceived Credibility 3.134 Not Supported
H4  Functional Value -> Positive Emotion 15.974*** Supported

H5  Aesthetic Value -> Positive Emotion 20.322*** Supported

H6  Identify -> Positive Emotion 0.913 Supported

Note: *** 1% significance level.

5. Discussion and Conclusion
5.1 Findings

The current study employs a 2x2x2 experimental model to explore the joint impact of
functional value, aesthetic value and identity value on customers’ positive emotion, perceived
credibility and purchasing intention in the context of hotel online marketing. The findings shed
light on a better understanding of customers’ responses to online photos, extending the existing
literature in the field of visual marketing. Tosum up, the conclusions of this study are as follows:

1. The identity of picture provider has no significant effect on consumers' perceived
credibility or positive emotion.

2. Both aesthetic and functional values positively affect consumers' positive emotions, and
the "high function- high emotion" group arises the optimal effect , which does not differ
with the identity.

3. Only functional value positively affect consumers' perceived credibility, which does not
differ with the identity.

4. Both positive emotion and perceived credibility positively affect purchasing intention,
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furthermore, perceived credibility partially mediates the relationship between positive
emotion and purchasing intention.

5.2 Theoretical implications

Firstly, there is no agreement on what kind of information provider is beneficial to visual
marketing. The current study begins to clarify this by showing that the types of identity had no
significant influence on enjoyment or trust. Such enlightening results take an important step
towards expanding the theory of visual communication and visual trust. The traditional
marketing theory regards information provider as an important factor of reliability, and
supports the distinction between buyer and seller. However, given the online visual context,
identity differences seem to be ignored automatically, which can be summarized into two
aspects:1. The results obtained from t-test suggested that the main effect of provider’s identity
on perceived credibility was not significant. It was proved that the identity could not be
considered as an independent variable while keeping other elements unchanged. 2. Identity still
had no effects on perceived credibility when coupled with other visual values. Three- factor
ANOVA test revealed that the coefficient of identity is still not significant even if the functional
elements and aesthetic elements were taken into account. In total, this study indicates that there
is no obvious combination effect between the identity variables and other elements of the
picture itself. In other words, the collocation of information provider and information
presentation does not affect consumers' subsequent decisions. Despite the difference with our
prediction, final finding doesn't mean that identity is not important in decision-making. One
possible explanation is related to the consistency of online information. When the seller and
the buyer show ambivalent information about the product, the image observer tends to suspect
picture content and trust the identical consumer. Therefore, current research identities the
action boundary of image identity attributes. Strong consistency of information weakens the
consumers’ recognition of identity. Emphasis on photo providers are more likely to occur in
contradictory situations.

Besides, the present study initiates the examinations of picture elements in visual processing
research which expands the previous research of text (Li, 2016). In particular, it considers the
unique role of functional value in hotel photographs, namely functional value naturally
influences consumer’s cognitive and affective responses. Through an ANOVA analysis,
functional value, as an important element of online photos, has been confirmed to elicit and
change consumers’ positive emotion as well as trust. In other words, the attractiveness of high-
quality pictures depend on the complete presentation of the functional elements in the
photographs. Through the combination of main functional elements and additional functional
elements, consumers could quickly establish the high-quality perception of the products and
arouse their purchase intention.

Besides, a good few visual scholars have proved the positive effect of aesthetic elements (color,
brightness, contrast) on consumers' emotional arousal, but no previous studies regarding the
rational influence (like trust) of aesthetic value have been found. This research extends the
literature into this important area. Based on the existing aesthetic theory, this study further
attempts to explore the rational path of "aesthetic-trust™, and confirms that the enhancement of
aesthetic value will not directly affect the rational judgment of consumers. Nevertheless, SEM
results also suggests that the influence of aesthetics on rational response is indirect, namely
emotional state plays a mediating role between aesthetic value and trust. The indirect effects
of aesthetics deepen the understanding of picture elements, thereby contributing to the
literature on sensory marketing and consumer responses toward online photos.
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5.3 Practical implications

The present findings provide suggestions about developing valuable identity materials.
Whether seller-provider or buyer-provider, the inner perception of consumers could not be
affected, which is largely related to the online "information booming™. Once hotel’s review
area is filled with consistent comments (either from a real consumer or an individual employed
by seller), the persuasive effect of their identity information will be greatly reduced. The
present findings encourage image managers to make use of this online characteristic to
compare their own pictures with the pictures in the comment area. Pictures coupled with
consistent positive reviews often reveal the hotel's profession or advantage in a certain field.
On the contrary, the inconsistency between official images and users’ images highlights the
weaknesses in management, especially a large number of contradictory reviews. The above
situation usually prompts managers to focus on improvement in a certain area of hotel
management. In addition, current appeals hotels to properly manage their customer reviews.
Hospitality marketers should give priority to high-quality image reviews, and control the
number of low-quality reviews, so as to avoid trust “fatigue” caused by excessive visual
materials.

Similarly, it would be prudent to coordinate functional and aesthetic value. While it is common
practice for hotels to use highly edited images in their promotional materials, participants in
our study did not consider it is suitable for hotels to use “over-charming” photos alone.
Although aesthetic elements are attractive, it seems that there is a limit to their effectiveness:
their effect on trust is not as significant as functional elements. Hence, when hotels simply post
"perfect pictures" (Kuo, 2015), it is easy to result in the huge gap between buyers’ photos and
sellers’ pictures, which usually leads to lower brand trust even negative emotions. Conclusions
of this study also support Colliander's (2018) concept of "snapshot aesthetics”, which has
previously been tested in online store environment. : marketing pictures released by
enterprises should be as close to the real world as possible. Moreover, a high-quality hotel
picture should cover all the elements of relevant functional areas, including the main elements
and additional elements for embellishment. For example, while presenting the guest room, a
bed could be regarded as the main element, besides, the murals, tables, chairs, carpets and other
additional elements are also essential. Therefore, to enhance the emotion and trust of potential
customers, we advocate hotel managers to cultivate a sense of "complete function” in the
process of images selection. On the one hand, online hotel platform can keep a certain
proportion of the high functional pictures and eliminate the low ones. On the other hand, online
hotel websites and apps developers can redesign the picture system by allowing readers to sort
or rank photos by sensation or emotion filters (Li,2019).

5.4 Limitations and future research

Like many studies, our research is not exempt from limitations. Above all, the study of identity
variable is mainly based on the same functional and aesthetic value, which only reflect the
consistent scenario. Thus, it is suggested that future researches consider contradictory product
pictures to explore the value of identity. Second, the measurement of subjects’ psychological
perception was mainly realized by self-report. Consequently, the accuracy of final results may
be affected by the common method variance of the questionnaire, like subjective biases. Future
studies could measure the role of visual images with a more advanced method to alleviate many
of the above mentioned concerns about previous approaches., such as eye-tracking (Wang,
2014).
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Abstract:

Based on the media richness theory, this study explores the effect of human images on
consumers’ positive affect toward hotel websites, their stickiness to the website, their
perceived quality of hotel, and their booking intentions. An online experiment was conducted
on 115 Chinese participants. Despite human-present website represents higher media richness,
this study finds that embedding human images on hotel websites do not necessarily generate
more positive consumer responses. The findings contribute practical suggestions to hoteliers
on effective website design. Future research directions are also provided.

Keywords: human image, hotel website, media richness theory, experiment

1. Introduction

Hoteliers strive to constantly improve the design of their websites so as to leave a positive
impression on consumers, enhance consumers’ evaluation of the hotel, and thereby encourage
purchases (Tang, Jang, & Morrison, 2012). Although a hotel is able to communicate its service
quality and brand image to its customers via the hotel website, this communication is generally
impersonal. Hotels increasingly embed human images on their websites to bring the impersonal
online experiences closer to face-to-face interaction. However, the effect of these human-
present hotel websites on consumers has yet to be studied. This study fills this important gap
by examining the effect of human images on consumers’ positive affect toward the hotel
website, perceived quality of the hotel, website stickiness, and booking intention. To ease
readability, “no-human website” refers to “website without any human images, while “human-
present website” denotes website containing human images.

2. Literature Review
2.1. Human images on website design

Communication in the online environment is impersonal. Users rely on various cues to
determine the trustworthiness and service quality of a firm (Wang, Law, Guillet, Hung, &
Fong, 2015). According to Cyr, Head, Larlos, and Pan (2009), human image refers to the visual
representation of humans. Embedding human images on websites re-introduces social
interactions to the online environment (Riegelsberger, Sasse, & McCarthy, 2003). In general,
researchers agree that the presence of human images on a website can increase trust on the
company and mitigate the negative effect of impersonal interaction (Cyr et al., 2009).
Furthermore, people are more attracted to human images showing facial expressions because
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these images make people feel warm and a stronger sense of belongingness (Cyr et al., 2009;
Riegelsberger et al., 2003). In other words, human-present websites create a higher level of
social presence, which enhances customers’ experience in the online service environment
(Hassanein & Head, 2007). Cyr et al. (2009) suggested that human images affect people’s
decision on hedonic products such as hotels.

2.2. Media richness theory

Media richness theory suggests that various communication channels possess different levels
of features that determine a channel’s strength in carrying information, with rich information
being superior to lean information in minimizing equivocality (Daft & Lengel, 1986). Channels
that incorporate more features are considered to be richer. For instance, face-to-face
communication is a richer type of medium than e-mail messages as the former allows instant
feedback and simultaneous communication of multiple cues, such as facial expression,
emotions, and body language. Information communicated via richer media is easier to
understand and interpret, and thus positively affects consumers’ decision quality and behaviors
(Maity, Dass, & Kumar, 2018)

Drawing on the media richness theory, the current study postulates that embedding human
images on a hotel website enhances the media richness of the website. In other words, a no-
human website is a literal presentation of the hotel, whereas a human-present website
represents a higher level of media richness, which communicates more information about the
service environment of the hotel. Thus, a human-present website is likely to generate more
positive affects toward the website, higher website stickiness, higher perceived quality of the
hotel, and higher booking intention. This study defines website stickiness as the ability of a
website to attract and retain browsers in the website to browse more information (Zhang, Ye,
Law, & Li, 2010). Specifically, the following hypotheses are proposed:

H1:Human-present website is positively related to positive affects toward the hotel website.
H2:Human-present website is positively related to website stickiness intention.
H3:Human-present website is positively related to perceived quality of the hotel.
H4:Human-present website is positively related to booking intention.

3. Methodology
3.1. Participants

Participants were approached via an online survey company in Mainland China. They were
asked to read a scenario, which instructed them to browse a hotel website and respond
to questions related to the website. They were then randomly assigned to either the control
condition (i.e., no-human website) or the treatment condition (i.e., human-present website).

3.2 Experimental instruments

Two fictional hotel homepages with an unfamiliar brand name were developed. Except for the
main pictures in the middle of the hotel homepages which represent the manipulation of
human-presence images, the two homepages contain identical features. The image on no-
human homepage shows the interior environment of the hotel room, while that on the human-
present homepage shows the same room with a lady added. This study adopted a self-
administered questionnaire to collect participants’ responses after the experiment.
Measurement items were adapted from previous research (Zhao, Muehling, and
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Kareklas, 2014 for positive affect, Elliot, Li, and Choi, 2013 for website stickiness, Baek and
Ok, 2017 for perceived quality of hotel, and Ajzen and Fishbein, 2005 for booking intention).

4. Results
4.1. Profile of respondents

A total of 115 valid responses were collected, with 52 observations assigned to the control
condition and 63 assigned to the treatment condition. There were slightly more female (51.3%)
than male participants (48.7%). The participants were young, with 95.7% participants aged
between 18 to 25 years old, and the rest aged 26 to 32 years old.

4.2. Hypotheses testing

Table 1 shows the effect of human-present website on consumers’ responses toward the
homepage and the hotel, after controlling age, gender, and perceived website authenticity.
Comparing the two groups, the effects of human-present website on positive affect toward the
website (F=0.39, p>0.05), website stickiness (F=0.27, p>0.05), perceived quality of the hotel
(F=0.44, p>0.05), and booking intention (F=0.98, p>0.05) are not statistically significant. In
other words, participants’ feelings toward the hotel website, thoughts about the hotel, and their
behaviors do not differ between the no-human group and the human-present group. Thus H1,
H2, H3, and H4 are not supported.

Table 1. Effects of human-present websites

Dependent variables

Positive affect Perceived quality Stickiness Booking

F P F p F p F P
Antecedent
Human image 0.39 0.54 0.44 0.51 0.27 0.61 0.98 0.325
Intercept 824 0.01 6.05 0.02 0.11 0.74 6.06 0.02
Covariates
Gender 327 0.7 3.74 0.06 1.35 0.25 0.23 0.63
Age 123 0.27 0.86 0.36 0.09 0.76 0.67 0.42
Web Authenticity 44.24 0.00 34.79 0.00 44.03 0.00 60.67  0.00
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5. Discussion and Conclusion
5.1. Discussions

Incongruent with the existing literature (Hassanein & Head, 2007; Jeong & Choi, 2004), this
research demonstrated that embedding a human image on the hotel website neither evokes
more positive affects toward the website itself, nor induces higher perceived quality related to
the hotel shown. The mere presence of human image might therefore be considered distracting
and irrelevant, which does not add value to consumers in the evaluation process of the hotel
website and the hotel itself. Cyr et al. (2009) found that Germans are less affected by the human
images on a website compared to their Japanese and Canadian counterparts. German
participants are more interested to know about the facts of the product that they purchase.
Likewise, Chinese participants in the current study may be more concerned about the functional
aspects of the hotel and thus the presence of human images did not make any significant
differences in their feelings toward the website nor thoughts about the hotel. In addition, only
one picture was used in the hotel websites, which may not be sufficient to stimulate consumers
to perform more elaborative processing, as customers generally prefer to see a variety of
pictures when making hotel purchase decisions (Jeong & Choi, 2004).

5.2 Implications

Based on the findings of the current study, the use of human-present hotel websites may not
necessarily outperform no-human websites in creating positive consumer responses. Hoteliers
and website designers may adopt no-human websites highlighting the functional aspects of the
hotel, rather than human-present websites even though the latter may demonstrate the hedonic
experience at the hotel.

5.3 Limitations and future research

Since most of the participants in the current study are 18 to 25 years old and they are all Chinese,
the experimental results only represent the opinions of this group of young adults, which may
not be generalized to other ethnic or age groups. Future research may explore the effects of
human-present websites on other online users with different demographic characteristics, and
investigate whether different types of human images will generate different effects.
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Abstract:

The technology of web 2.0 is a two-edged sword for hotel business. Being able to harness and
leverage on the trend of social network certainly can create great business potential for hotels.
On the other hand, it places hotels in the limelight and makes their reputation vulnerable to
attack. Underestimating the threats posed by negative eWOM, a crisis may strike at any
moment and severely damage the image of a hotel. This exploratory study provides an in-depth
understanding on how hotel managers monitor eWOM and craft management response in
addressing undesirable customer comments.

The findings of this study revealed among the four identified categories of eWOM sources, the
researched luxury hotels in Hong Kong most frequently monitor “review site and blog.” Their
selection of eWOM monitoring channels are associated with the function of a site, booking
sources and the functional area of the manager’s work.

When framing management response in addressing negative eWOM, the structure in general
follows a business letter with an opening and close. To demonstrate the genuine care of the
hotel, the reply content should be case specific and more importantly, it is crucial to use the
right word to match with hotel branding and avoid misattribution of problems.

Keywords: Electronic word-of-mouth, management response, strategic communication,
online company image, hospitality management

1. Research Background

Word-of-mouth (WOM) are the feedback and opinions created by the customer of particular
products, brands, or services, which can influence the attitude and buying intention of other
potential customers (Tham, Croy, & Mair, 2013; Hawkins, Best, & Coney, 2004). Compared
with commercial advertisement, WOM is perceived by customers as a more reliable
information source that can help lower risk and formulate better buying decisions. This
interpersonal influence is especially important in purchasing tourism and hospitality services
because of the high risk arouse from product intangibility (Walker, 2007; Roehl, & Fesenmaier,
1992).

Social media provide various Internet-based technological platforms supporting the generation
of user-generated content (UGC). When WOM goes digitalized in different communication
channels, it spreads at an unprecedent rate without the limitation of the geographic boundaries
(Litvin, Goldsmith, & Pan, 2008). Because of the proliferation of UGC and the powerful impact
of electronic word-of-mouth (eWOM), many product/service providers acknowledge the
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strategic importance of social media and incorporate this channel into their e-marketing
campaign (Digital Insights, 2013).

EWOM has thus become an emerging research topic in academia. Through a thorough review
on the literature researched on eWOM, Chen and Law (2016) found the number of research
pieces published continuously increased since 2008, and many researchers explored the subject
matter from the perspective of customers. Examples of these studies are to investigate the
characteristics of eWOM (Melian-Gonzélez, Bulchand-Gidumal, & Lopez-Valcarcel, 2013;
Racherla, Connolly, & Christodoulidou, 2013; Ong, 2012), the antecedents of eWOM (Boo, &
Kim, 2013; Reza Jalilvand, Samiei, Dini, & Yaghoubi Manzari, 2012; Rong, Vu, Law, & Li,
2012) and the influence of eWOM on travel and hospitality business (Jalilvand, Ebrahimi, &
Samiei, 2013; Mauri, & Minazzi, 2013; Huang, Chou, & Lin, 2010).

Positive eWOM are free and persuasive advisement for hospitality companies; whereas,
negative ones could create devastating effect. In the worst situation, unfavorable eWOM
communications could develop into a crisis, such as destruction of the image and reputation of
acompany, and exert an undesirable effect on the attitude of potential buyers and their purchase
intention (Hoffman, & Chung, 1999; Pizzutti, & Fernandes, 2010; Tax, & Brown, 2012).

Proper management responses addressing negative eWOM can be employed as an effective
tool to demonstrate and communicate responsive actions of a company to affected consumers,
potential consumers, and the community members at large. Such an approach cannot only serve
as a second chance of service recovery but also help to restore the online image of a company
(Massey, 2005). Chen, Yan and Law (2017) discovered luxury hotels in Hong Kong
acknowledge the importance of eWOM, and developed a specific mechanism to monitor and
handle these electronic customer comments. Their research findings also revealed that hotels
tend to make a justification or demonstrate corrective actions when responding to negative
eWOM.

Corporate response strategy was primarily studied in literature focusing on public relation
management and crisis management. In recent years, although researchers studying on eWOM
attempted to explore how hospitality companies handle eWOM and what are the best strategies
to manage negative eWOM. Few of them explore how hospitality companies strategically
frame management response when they deal with customers with limited background
information in the cyber space. In this regard, this exploratory research uses luxury hotels in
Hong Kong as the case to investigate how hotel managers oversee and address negative eWOM
to restore online company image. Specifically, the objectives are: (1) to identify and examine
the sources of eWOM, (2) to identify and examine the frequency of eWOM monitoring, and
(3) to analyze the strategies of crafting management response on eWOM sites. Luxury hotels
strive for service excellence and have more resources for digital marketing, and thus, are
chosen as the object of study.

2. Methodology

With the aim to uncover and develop an in-depth understanding on how negative eWOM was
handled and addressed from the perspective of hotel management, this study adopted semi-
structure interview as the instrument for qualitative data collection, followed by an analysis of
management responses posted on different eWOM sites. An interview guide with the three key
questions below was developed and pre-tested by a hospitality management scholar with
substantial industrial experiences to ensure the clarity and appropriateness of questions.
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1.  What eWOM channels do you use to learn about customer feedback about your
hotel?

2. How often do you monitor these channels?
3. How do you craft management response to address negative eWOM?

This guide facilitated the interviewer to explore the subject matter within the established the
framework, and at the same time allowed participants to flexibly bring up new ideas during the
interview. The target population of the study was the luxury hotels in Hong Kong which
reviewed and monitored guest feedback posted on any eWOM channels.

Through convenience sampling method, this study conducted 13 face-to-face interviews with
middle and top managers who work in the department of Front Office, Housekeeping, Food
and Beverage, Sales and Marketing, and General Management. The average length of
interviews was approximate one hour. All interviews were audio recorded, transcribed
verbatim and analyzed following spiral analysis (Boeije, 2010). In this analytical activity, the
researcher began with opening coding, data collection and proceeded with axial coding. Then
there was another around of data collection. Finally, the researcher performed selective coding.
The key findings of content analysis are presented in the following section.

3. Findings and discussions
3.1 Sources of eWOM

This study identified four major categories of sources from which the respondents learned
about eWOM related to their hotels, including: (1) review site and blog, (2) online travel agent
site, (3) social media, and (4) reputation management system. Table 1 exhibits the specific sites
under these four categories and the usage by the number of respondents.

Table 1: EWOM channels monitored by the researched hotels in Hong Kong

EWOM monitoring site and category Usage by the number of respondents

Review site and blog

TripAdvisor / daodao.com 13
OpenRice 3
Travel blogs 1

Online travel agent site

Ctrip 6
Booking.com 1
Agoda 3
Quar.com 1
Travelocity (connected with TripAdvisor) 1
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Expedia (connected with TripAdvisor) 3
Social media
Facebook page of the hotel 6

Reputation management system
Brand Karma 3

ReviewPro 1

It was also found that their selection of eWWOM channels associated with the function of a site,
booking sources of a hotel and the functional areas of the respondents’ work. TripAdvisor was
the major channel that the vast majority of respondents used to learn about eWOM related to
their hotels. Because of its world-wide popularity in many countries, TripAdvisor allows hotel
managers to learn about feedback from international travelers through language translation,
and more importantly, to make a management response to address guest concerns.

Booking sources of a hotel and the functional areas of the respondents’ work were the other
two determinants of eWOM channel selection. A respondent explained, “Ctrip, Agoda,
Travelocity, and Expedia are our important booking sources. We, therefore, include these four
sites as well as some other six sites in our service plan [of Brand Karma].” To particularly
know the comments of local dinners, respondents who worked in Food and Beverage
department often monitored the reviews posted on OpenRice, a popular online platform in
Hong Kong for searching different types of restaurants and bars with consumer reviews.

In the category of social media, the Facbook page of the hotel was the sole channel monitored
by many respondents to learn about customer feedback. Nowadays, Facebook is becoming an
important and convenient platform which not only connects hotels and their customers around
the world but also helps to generate customer enquiries and business leads. Since the main
function of social media was social networking, few customers used it to register complaints.
A respondent expressed, “We seldom receive negative eWOM on social media sites because
most of the people visit these sites are our fans or followers. What they often do is to comment
on our posts. If guests have a bad experience, they will express their dissatisfaction in our
comment cards...some will do on TripAdvisor.”

A reputation management system collects electronic information of all kind regarding specific
companies (e.g., product reviews and press reports) and periodically generates a market report
which contains qualitative and quantitative data to help its service users to better monitor and
manage their online company reputation. Brand Karma was one of the systems used by the
researched hotels. There were pros and cons of using this service. The respondents commonly
agreed that Brand Karma was an efficient and useful tool, which not only assembled customer
comments from various e-channels but also showed the performance of competitions for
benchmarking. However, such overview report cannot provide sufficient details of the context
for complaint cases, and therefore, the hotel managers had difficulty to figure out the
underlying reasons of customer dissatisfaction and took proper follow-up actions to service
failures. Besides, some hotels concern its expensive service charge.
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3.2 Frequency of monitoring eWOM sites

The findings indicated that TripAdvisor was the eWOM channel which was most intensively
checked by the respondents. Many of them visited this review site to learn about customer
comments on their hotel services every day. For other eWOM channels (except reputation
management systems), the monitoring frequency mainly ranged from “two to three days a
week” to “once a week.” A respondent expressed that the frequency of site monitoring was
related to the expected response time to customer feedback/enquiries set by the corporate
office, and whether a site has the notification function for review posting. In a case where the
response time was within 24 hours, all the e-channels used by that hotel would be constantly
monitored. In addition, higher frequency of monitoring was required if the sites under
surveillance would not send an alert of newly posted reviews to the representative of the
researched hotel. Only one respondent stated that he reviewed and responded to eWOM twice
a week. His department was short of manpower. He, therefore, had very limited time to check
eWOM because of the heavy workload every day.

Although Brand Karma helped some hotels to assemble customer feedback from numerous
electronic sources, the collected data would be presented in a monthly report which showed
their overall performance and the performance of specific service dimensions over a period of
time. To promptly react to eWOM, hotels had to monitor individual sites as frequently as they
could. A respondent commented, “We will have a monthly meeting in the end of each month
to review our performance and see what we can improve. But it is a bit late. Our staff, therefore,
will visit the individual sites every day to monitor customer comments, print them out and
debrief others at the morning briefings [of the following day].”

3.3 Strategies of management response in addressing negative eWOM

A vast majority of respondents expressed the difficulty in harassing eWOM because customers
had freedom to express their personal opinions and share this information on any electronic
platform. They commonly agreed that taking preventive measure was the best and the most
effective way to manage negative eWOM. Striving to provide quality services minimized the
possibilities of service breakdowns and further prevented negative eWOM generation
(Harrison-Walker, 2001). When interacting with guests, frontline employees should observe
their subtle expressions of body languages (e.g. having a frown on face or speaking in a
displeased tone). Early detection of customer dissatisfaction and solve the problem on spot is
the last line of defense for negative eWOM generation.

Drawing on the analysis of interviews, the structure of a management response basically
followed the pattern of a business letter, which comprises key elements of recipient name,
opening, main body, conclusion, close, name of sender and his/her resignation (Taylor, 2004).
Communication is an art, let alone virtual communicating with someone one has never met.
Since thousands of potential customers may read the management responses posted online
when selecting a hotel, crafting communicative messages requires hotel managers’ special
attention.

In most online communities, the real names of eWOM generators were unknown. Guests,
therefore, were addressed by their account names or the preferred names they registered with
a particular review site. In the introduction, hotel managers thanked customers for providing
feedback and/or expressed ‘regret’ for learning that the hotel experience did not meet their
expectation. A respondent illustrated that the word ‘regret’ sounded more neutral. Using the
word ‘sorry” implied that a hotel admitted to making a mistake and might need to bear legal
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responsibility. It was also suggested not to use the word ‘complaint’. Instead, respondents more
often used the word ‘comments’ to refer to the negative reviews that they received.

The main body was to address the core matter at issue. Despite complainers often listed several
problems in a negative review, a respondent commented that the reply should focus on and
address the most serious one or two concerns. In the close part, hotel managers expressed their
wish to see customers again in the future. More importantly, to defend company images, they
stressed that such unpleasant experiences were ‘individual cases’ and assured to the customers
that the hotel always provided quality services. The name of the general manager was indicated
at the very end of the response to demonstrate the sincerity and care by senior management.

It was evident from the analysis that there were five basic principles for drafting a management
response. First, in an online environment, apology should be cautiously used. A respondent
stated, “Usually we won’t apologize to customers at once when receiving a negative message.
Instead, we tell the customer that we will look into the matter and get back to him/her.” Second,
it was unwise to argue with customers or blame them for mistakes even customers account for
the problem. Third, the tone should be kept genuine and any words which deliver defensive
messages should be avoided. A respondent stated, “...the priority of responding to these
comments is trying to diffuse customer dissatisfaction and not let the problems escalate. Never
use any strong or defensive wording!” Fourth, it was suggested using proper service language
which matched with the branding of a hotel. Fifth, many respondents highly emphasized the
importance of customizing a management response. A standard reply showed no respect to the
involved customer and made other review readers perceived that the management response
lacked genuineness.

4. Conclusions and Future Research

In the cyber world, customers are exposed to an environment which comprises commercial
product information provided by the service providers as well as abounding personal opinions
shared by peer customers. Some are compliments; whereas, some are critics. With the
advancement of web function, hotels now have a choice to express their voices in response to
online commentary or stay silent.

Litvin, Goldsmith, and Pang (2008) identified six types of channels where customers can
generate eWOM. To learn about customer feedback associated with the company and its
products, the interviewed hotel managers mainly use two types of them only, namely (1) blogs
and virtual communities, and (2) websites, product review, and hate sites. More specifically,
the three sites which are most commonly and frequently monitored in this study are
TripAdvisor/daodao.com, Ctrip and Facebook page of a hotel. The analysis further uncovers
that when selecting eWOM monitoring sites, hotel managers consider whether a site provides
the function of management response, the major booking sources of the hotel, and the
functional area of his/her work. TripAdvisor is one of the most popular product review sites
where travelers around the world share and exchange personal experiences with their peer.
From the perspective of service providers, this platform serves as a crucial source where hotel
managers can review customer feedback, and get to know what customers like and dislike for
future enhancement. This platform also provides hotels an opportunity to address customer
comments. Such response function is especially important when customer comments are
untrue, partial true or in the worst cases, are slander.

Because of the popularity and convenience of the Internet, more customers nowadays are
comfortable with and enjoy ‘finger shopping’ (Morrison, 2010). Product information can be
accessed anywhere and anytime customers like, and the completion of bookings and
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transactions often takes a few minutes only. The valence of eWOM on the websites of online
travel agents, such as Ctrip, Agoda and Expedia, is of great concern for hotels, especially those
depending much on e-business because the experience sharing of previous customers exerts a
powerful impact on the purchase behavior of future customers. Social media are an increasingly
important tool which hotels use to connect and cultivate relationship with their customers.
Because of such function and characteristics, Facebook is found to be one of the common
eWOM monitoring sites but it should be noted that few customers express their dissatisfaction
through this channel.

When drafting a management response addressing guest comments, the structure of a hotel
reply comprised key elements of name of recipient, opening, main body, conclusion, close,
name of sender and his/her resignation. To post such communicative messages in an online
environment, hotel managers need to be particularly cautious about the wording they use. For
example, it will be better to use the word “regret” instead of “apologize” to avoid affected and
potential customers attribute the problem to hotel. In writing, it is also important to use proper
service language which matches hotel brand and avoid standardized reply.

Numerous research studies eWOM from the perspective of customers and proves its powerful
impact on the attitude and purchase behavior of customers. However, few of them explore the
subject matter from the viewpoint of companies. Chen, Law and Yan (2016) discovered in the
recent years more and more hotel adopt a more active approach in responding to eWOM. The
findings of their research indicated many hotels publicly respond to both positive and negative
eWOM. Some hotels prefer to privately contacting complainers, and only one takes no
response. Chen, Yan and Law (2017) explored the evolutionary development of eWOM
handling mechanism of hotels. To continuously advance knowledge in this research area, the
current study investigate how management response perform as strategic communication to
restore online company image. The merit of this qualitative research is to have an in-depth
exploration of eWOM; nevertheless, the generalization of results is limited because of small
sample size.

Nevertheless, the sample size is small, this qualitative study advances the knowledge of
corporate response in the context of eWOM. Future studies may explore how the personality
traits of consumers affect the eWOM motivations and eWOM behavior. The findings will
provide hotel managers practical insights on how they can better interact with different types
of eWOM generators. Another possible research direction is to empirically investigate how the
intervention of management response influence hotel performance by examining customer
comments and hotel rating.
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Abstract:

This research aims to compare tourists’ perception toward smart tourism applications (STAs)
and behavioral intention in terms of region of residence and income level and assess the
association between the tourists’ information search and region of residence. A total of 6 out
of 14 STAs and 3 out of 5 behavioral intention items are statistically significant based on the
region of residence and income level. Moreover, an association was observed between the
tourists’ information search behavior and region of residence.

Keywords: Smart tourism applications (STAs), Behavioral intention, Information search,
Region of residence, Income level

1. Introduction

Many destinations have adapted various technological applications to facilitate the interaction
of visitors by providing platforms through smart tourism applications (STAs) to exchange
information instantly among stakeholders and increase the quality of experience for visitors.
STAs include mobile devices, virtual reality applications, location-based services, and
recommendation systems (da Costa Liberato, Alén-Gonzalez, & de Azevedo Liberato, 2018).
The use of smart systems can improve the visitors’ experiences, encourage them to share their
experiences, improve their overall satisfaction toward the destination, and predict and
recommend potential experiences to them (da Costa Liberato, et al., 2018; Shafiee, Ghatari,
Hasanzadeh, & Jahanyan, 2019). Tourists’ characteristics (e.g., region of residence and income
level) and their travel behavior (e.g., frequency and sources of information search) can
influence the patterns of smart application usage. Chiang, King, and Nguyen (2012) addressed
the relationship between culture and information search behaviors.

Therefore, this study aims to: 1) investigate tourists’ perceptions on STAs and behavioral
intention in terms of region of residence and income level, and 2) explore whether information
search can shape tourists’ perceived experience during their visit as they learn more about the
destination.
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2. Literature Review
2.1 Smart tourism applications (STAS)

STAs refer to technological tools that facilitate interactions between the tourists and the
destination. Focusing on the consumer can illuminate their motivations and preferences toward
smart tourism, such as their preferences regarding STAs, smart tourism destinations, and
experiences (Mehraliyev, Chan, Choi, Koseoglu, & Law, 2020). Identifying tourist preferences
is crucial because these ICTs influence tourist behavior and destination choice, which would
indicate the shift for public and private sectors to adapt accordingly (Ghaderi, Hatamifar, &
Henderson, 2018). Smart destination refers to where intelligence guides economic growth and
increases quality of life through smart systems (Shafiee, et al., 2019).

2.2 Region of residence

Culture is important and has been discussed widely in many studies on tourism (Matzler,
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Quintal, Lee, & Soutar, 2010).
Investigating the impact of culture on tourists’ satisfaction and behavior is important because
aspects of cultural dimension can influence tourists’ behavioral intention as delineated by
nationality (Quintal et al., 2010). As such, in the context of smart tourism, researchers have
also discussed the relationship between culture and STAS perceptions and behavioral intentions
to use STAs. Visitors of different backgrounds may perceive ease of use; usefulness; and
enjoyment of STAs, such as augmented reality to varying degrees caused by cultural
dimensions (e.g., power distance and uncertainty avoidance) (Jung, Lee, Chung, tom Dieck,
2018).

2.3 Income level

Income is a key socio-demographic factor that influences tourist behavior (Peterson, 2007).
Studies have also found that individual income affects the decision-making process of choosing
a destination (Djeri et al., 2014) as well as information search behavior prior to travel, such as
the choice to utilize Internet sources versus other sources like word-of-mouth or travel agents
(Luo, Feng, & Cai, 2004; Djeri et al., 2014).

2.4 Information search

Information search is a part of the trip process that may occur in different forms depending on
the visitor’s cultural background. Internal information search depends on previous personal
experiences, whereas external information search involves outside sources, such as online
resources and past experiences of other travelers. In the past, culture influences travel
information search behavior significantly (Chiang et al., 2012).

3. Methodology

The self-administered questionnaire was developed on the basis of the study of Papadimitriou,
Apostolopoulou, and Kaplanidou (2015) and Wang, Li, and Li (2013) by using a 7 Likert-type
scale from 1 — strongly disagree to 7 — strongly agree. Demographic characteristics, such as
age, gender, and region of residence, were asked using close-ended questions. Various
quantitative data analyses were applied to test the research objectives. Descriptive analysis was
used to explore the demographic characteristics of visitors. MANOVA test was utilized to
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investigate any differences between STAs and behavioral intention in terms of the region of
residence and income level. Lastly, chi-square test was used to assess any associations between
information search and the region of residence. A convenience sampling approach was
conducted on international tourists at major attractions in Hong Kong during June — October
2019. Respondents were enlisted to voluntarily participate in the study survey in Hong Kong,
of which 1,459 responses were accepted.

4. Results
4.1 Profile of the respondents

Respondent characteristics are presented in Table 1. Out of the 1,459 respondents, 46.1% (n =
673) were male and 53.9% (n = 786) were female. A total of 48.0% of the respondents were
between 18 to 30 years old, 37.6% were between 31 and 45 years old, and 14.5% were 46 years
old or above. In terms of region of residence, 67.4% of respondents resided in the Asian region,
and 32.6% of respondents lived in the Western region. For monthly income, 31.6% of
respondents earned more than US$4,001 and 46.6% earned between US$2,000-4,000.

Table 1: Respondent characteristics

Item N %

Gender

Male 673 46.1

Female 786 53.9
Age

18-30 years old 700 48.0

31-45 years old 548 37.6

46 years old and above 211 145
Residence

Asian region 983 67.4

Western region 476 32.6
Income (per month)

< US$2,000 318 218

US$2,000 — 4,000 680 46.6

US$4,001 and above 461 31.6

4.2 Perceptions of STAs and behavioral intention by region of residence and income level

MANOVA test is applied to figure out the answers. Among the 14 items of STAs, 6 items are
significant. Perceived effectiveness of E-tour map (F-value = 6.59, p < 0.01) was the most
significant. Moreover, kiosk bookings (e.g., airline check-in) (F-value = 4.55, p < 0.05); mobile
apps (F-value = 3.82, p < 0.05); sight-seeing tools, such as personal-itinerary design (F-value
= 3.54, p < 0.05); E-tourism-recommendation system (F-value = 3.38, p < 0.05); and free Wi-
Fi (F-value = 3.24, p < 0.05) are statistically different in terms of region of residence and
income level.
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Among the five items of behavioral intention, three items differ in terms of statistical
significance. “I will encourage friends to travel Hong Kong” (F-value =5.43, p <0.01), “I will
recommend to others the places in Hong Kong” (F-value = 5.34, p < 0.01), and “I will say
positive things of Hong Kong” (F-value = 4.02, p < 0.05) are significantly different in terms
of region of residence and income level.

4.3 Region of residence and information search priority

Chi-square test was conducted to assess the prioritized association relationship between
information search and region of residence. The region of residence of the participant was
significantly related to all information search categories. The categories of shopping/retail
shops (F-value = 29.39, p < 0.01), directions/Google maps (F-value = 12.82, p < 0.01), and
food/what to eat (F-value = 12.23, p < 0.01) were especially significant. Meanwhile,
transportation schedule (F-value = 6.44, p < 0.05) and attractions and tourist sports (F-value =
6.11, p <0.05) were associated with tourists’ regions of residence.

5. Discussion and Conclusion
5.1 Discussion and implications

This study aims to compare the tourists’ perception toward STAs and behavioral intention in
terms of the region of residence and income level and assess the association between the
tourists’ information search and region of residence. Westerners in the middle-income group
of US$2,000-4,000 consistently ranked perceived effectiveness of the STAs, free Wi-Fi,
mobile apps, personal-itinerary design, E-tourism recommendation system, E-tour map, and
kiosk bookings the most favorable, whereas lower and higher income Westerners displayed the
least agreement to perceived effectiveness of these STAs. Wi-Fi availability and quality are
particularly important to tourists, especially in airports and hotels. These findings are in line
with previous studies that noted the importance of Internet availability and widespread usage
of STAs to establish interactivity among stakeholders in a tourism ecosystem and enable
tourists to co-create their experiences (da Costa Liberato et al., 2018; Shafiee et al., 2019).

Perceptions and information search behavior regarding transportation and food are also aspects
of the experience that can be shaped by culture. For a certain segment of travelers,
transportation can be a priority. Chen and Gursoy (2001) noted the significant influence of
convenient transportation and safety on destination loyalty, suggesting that quality and ease of
transportation were crucial elements to the tourist’s experience. For Hong Kong, the local
culinary scene is key to its tourism industry. Kivela and Crotts (2005) found that almost a
quarter of their study sample traveled to Hong Kong mainly for food. Tourists who traveled
for gastronomical experiences tend to travel from Taiwan, Singapore, and Japan rather than in
Europe or North America. The researchers concluded that Hong Kong was a regional rather
than an international gastronomy destination, thereby reflecting the relationship between the
residence and information search priority in this study. Bjork and Kauppinen-Raisanen (2015)
also found that regardless of whether a tourist was traveling primarily for food, he will engage
in information search regarding food but only to varying extents and sources.

Managerial implications are also introduced. Initially, the government bodies and destination
marketing organizations can explore tourist segments based on the demographic profiles of
their region of residence and income level and their travel behavior to develop advanced smart
technologies to respond to their needs. In addition, the tourism contents of map and attractions
should be accurate and updated to enhance the tourists’ travel experiences. Tourists’ behaviors
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will change after the COVID-19 pandemic. STAs can facilitate the new normal of travel
patterns and tourists’ needs such as using e-tour mapping with travel flow can be introduced
so that tourists can avoid traveling there due to crowdedness. The availability of Koisk booking
counters can reduce the socially physical contact between the tourists and tourism providers.

5.2 Limitations of this study and suggestions for future study

Several limitations are stated as follows. Respondents in this study were categorized into
residence within the Asian or Western region. Future studies could focus on specific countries
or cultures to niche specific tourist segmentation. Convenience sampling approach was applied,
thereby possibly restricting the result generalization. Different sampling techniques can be
considered to improve the findings and reduce data bias and errors.
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Abstract:

Employees’ hindrance stressors and challenge stressors have received increasing attention in
hospitality management as both stressors are found to influence many organizational outcomes,
such as work engagement, turnover intention, job performance, and organizational
commitment (Kang & Jang, 2019; Karatepe et al., 2014). Despite most of the previous studies
confirming the results of Cavanaugh et al. (2000), how employees assess challenge stressors
needs to be further investigated. Different from what the challenge stressors and hindrance
stressors framework proposes, Kang and Jang (2019) found that a high workload is viewed as
a hindrance stressor, but not as a challenge stressor from the hotel employees’ perspective.
Employees in the hospitality industry experience extremely stressful situations daily because
of repetitive tasks, longer working hours, and shift work (Pienaar & Willemse, 2008). As the
hospitality industry is defined as a guest-focused industry, employees in this industry
experience more accentuated stressors than employees from other industries (Zohar, 1994).
Hence, we propose to use a daily diary approach to study the influences of hindrance stressors
and challenge stressors. We investigate if and how challenge stressors and hindrance stressors
influence job satisfaction and work engagement daily. Meanwhile, we consider the daily
moderating effects of coworker support.

Participants were 65 full-time employees who were hourly paid full-time employees who were
working in the guest-facing positions in food and beverage and front office departments in full-
service hotels and luxury hotels in the United States. Such a sample was chosen as employees
who are in guest-facing positions are more likely to experience fluctuations in job demands
(e.g., dealing with various guest issues within a day) and job resources (e.g., working with
different coworkers daily). Experience sampling methodology (ESM) was used to ask
participants to complete one survey a day for a minimum of 5 workdays (defined based on their
work schedules).

The results supported that both daily challenge and hindrance stressors are negatively
associated with daily job satisfaction. We found that daily challenge stressors have a positive
influence on daily work engagement. The daily relationship between hindrance stressors and
work engagement was not found. Different from most of the previous studies that found
challenge stressors have motivating effects (Cavanaugh et al., 2000; Tadi¢ Vujcic¢ et al., 2017,
Rodell & Judge, 2009), this study shows that the influences of challenge stressors should be
viewed differently depending on if the outcome has an affective or emotional component. We
found that although daily challenge stressors increase hospitality employees’ immediate work
engagement, they have a negative influence on their momentary job satisfaction. Daily
coworker support was found to moderate the relationship between hindrance stressors and job
satisfaction, such that the negative relationship only exists on the days when employees
perceive low coworker support.

103



APacCHRIE 2020 Conference (27-28 October 2020)

Our study contributes to the literature in several ways. First, combining affective events theory
(AET) (Weiss & Cropanzano, 1996) and the challenge stressors and hindrance stressors
framework (Cavanaugh et al, 2000), we propose that hotel frontline employees’ challenge
stressors and hindrance stressors could vary on a daily basis. Further, responding to the call for
future research from Yu et al. (2020) and Kang and Jang (2019), we used a within-person
approach to investigate the work stressors — job satisfaction and work engagement relationships
because both studies suggest that hotel employees’ emotions, attitudes, and behaviors change
frequently. Lastly, we further suggest that although there is no consensus regarding how
employees assess challenge or hindrance stressors, the nature of the industry and nature (e.g.,
affective oriented, behavioral oriented) of the outcome variable needs to be considered.
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Abstract:

This study compared dining experiences in private social dining and restaurants. A
theoretically derived model was empirically tested using data from 840 diners across four
sample groups. Structural equation modeling and multigroup analysis revealed significant
differences among the four sample groups in the mechanism through which the dining
experience influences diners’ psychological and behavioral responses. These findings present
a novel angle on experiential consumption in the sharing economy and provide practical
implications for catering businesses.

Keywords: private social dining, sharing economy, experience economy, dining experience,
word-of-mouth

1. Introduction

The most prominent framework of the experience economy is from Pine and Gilmore (1998),
who suggest four experiential dimensions: entertainment, educational, esthetic, and escapist.
This study on dining experience was motivated by two main research gaps. First, the literature
fails to incorporate the concept of experience economy into dining activities (Hussein, 2018)
because dining experience has usually been considered as a part of the experience (Loureiro,
2014; Hosany & Witham, 2010). This approach fails to reflect de Albeniz’s (2018) contention
that dining experience does not describe the way diners eat, but the way that diners experience
eating.

Second, the sharing economy contains a unique experiential value proposition to transform
how dining experience is staged (Oskam & Boswijk, 2016). In the food and beverage industry,
private social dining emerges as one of the biggest trends in the global hospitality industry. It
is a food-sharing service allowing diners to enjoy a meal with locals in the local’s private home.
Lin and Au (2019) proposed six additional dining experiential domains, namely, authenticity,
culinary, relationship, unrestrained, adventure and personalization, on top of Pine and
Gilmore’s four original domains to reflect the unique experiential value proposition of private
social dining.

2. Literature Review

While accommodation-sharing service was found to outperform hotels in staging experience
(Mody et al., 2017), Lin and Au (2019) doubted whether it holds true in private social dining.
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Diners would all be satisfied with a good dining experience, but not all types of dining
experience are equally attractive (Getz et al., 2014). Hence, the present study adopts the
stimuli-organism-response (SOR) model to (1) investigate the dimensionality of the dining
experience, (2) explore the differences between private social dining and conventional
restaurant dining in terms of the guest experience, and (3) investigate how diners respond to
the dining experience.

The SOR model is a theory from environmental psychology that describes an individual’s
reactions to their environment (Turley & Milliman, 2000). This model consists of three
elements—stimulus, organism, and response—to explain how environmental factors influence
an individual’s attitudinal and behavioral responses. This model was adopted to hypothesize
that the ten experiential domains (i.e., stimulus) trigger diners’ arousal and memorability (i.e.,
organism) to influence their willingness to spread word-of-mouth (i.e., response) because Cao
et al. (2019) suggested that dining activities go beyond food consumption to encompass
environmental input.

3. Methodology

We used a cross-sectional online survey for data collection purposes. The sampling frame for
this study consisted of diners who have at least one dining experience in either restaurant or
private social dining event in the last twenty-four months. Participants were then assigned to a
2 (the type of diners: local vs. overseas) x 2 (the type of dining experiences: private social
dining vs. conventional restaurant dining) design (Figure 1). The local and overseas
perspectives were taken into account because the target markets of private social dining have
recently enlarged from overseas tourists to local inhabitants (Price, 2016). Ketter (2019)
believed that overseas and local diners are differently motivated to consume private social
dining.

Private social diners Conventional restaurant diners
Group 1 (n-184) Group 2 (n=200)
Local diners Hong Kong residents who have Hong Kong residents who have
private social dining experience in conventional restaurant dining
Hong Kong experience in Hong Kong
G roup 3 (n=222) Grou P 4 (n=234)
Non-local diners non-Hong Kong travelers who have non-Hong Kong travelers who have
overseas private social dining overseas conventional restaurant
experience dining experience

Figure 1. Final sample

Screening questions were presented before the start of the survey to ensure that all respondents
were eligible to participate and belonged to one of the four target groups. Respondents were
asked about their private social dining experience before their restaurant dining experience
because private social dining was less popular than restaurant dining. This approach ensured

106



APacCHRIE 2020 Conference (27-28 October 2020)

that Groups 1 and 3 constituted a representative sample. The online self-administrated survey
contains 62 questions. All questions were asked using seven-point bipolar Likert scales
anchored with “strongly disagree” to “strongly agree” to measure the ten dining experiential
domains, arousal, memorability, and diners’ willingness to spread positive word-of-mouth and
electronic word-of-mouth. Prior to actual data collection, the survey was piloted with 20 Hong
Kong residents and 12 overseas travelers. The final sample consisted 840 valid responses after
adopting three criteria to eliminate invalid responses: those completed within less than two
min, those with a relatively low standard deviation (i.e., <0.25), and those fell into the trap
question (i.e., If you are reading this statement, please select “Strongly Disagree”) (Figure 2).

[ Where are you currently living? ]

Non-Hong Kong

Hong Kong

[ How many times have you traveled in the last 24 months? ]

z1 0

[ Have you dined in a private social dining event in Hong Kong? ] [ Have you dined in a private social dining event when you were travelling? ]

No No

[ Have you dined in a restaurant in Hong Kong? ] [ Have you dined in a restaurant when you were travelling? ]

Yes Yes

Y Y

Group 1 Group 2 Group 3 Group 4
Local private social diners Local restaurant diners Overseas private social diners Overseas restaurant diners

Ineligible respondents

Figure 2. Group assignment

4. Results

One-way ANOVA analysis and Chi-square tests revealed three significant general differences:
compared with restaurant diners, private social diners were (1) mainly men, (2) highly educated,
and (3) earned a higher income. While the gender difference seems to challenge the male-
agentic and female-communal relationships, it supports Prayag et al.’s (2019) finding that male
diners expect a closer relationship with the restaurant than female diners. The high safety risks
in private social dining also obstruct female diners from consuming because females were
found to have higher safety concerns in the sharing economy (Lee, 2016).

Confirmatory factor analysis on SmartPLS 3 validates the ten-dimensional conceptualization
of dining experience proposed by Lin and Au (2019). The result of PLS-SEM modelling is
presented in Figure 3. Multiple-group t-test and permutation tests suggested that the
composition of the dining experience significantly varied across the four sample groups. An
unrestrained experience is the distinct characteristic of private social dining. Perceived cultural
distance explained why private social diners value entertainment, escapism, and relationship
with companions more when they are dining in their home country. The mediating role of
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memorability between dining experience and diners’ behavioral responses was found
significantly weaker in the local settings, suggesting that sharing food-related elements at a
destination with others were always a high point of travel experience.

Stimuli Organism Responses
Arousal Word-of-mouth

Dining experience [f— 0.824*** —»

0.382%**
(R? = 0.679) 7 (R? = 0.630)
0.450%**
—— 0.799%** —ol Authentic
— 0.783** — Culinary 0.383%** 0.505%**
—— 0.783*** —>| Relationship strangers
0.320%**
—— 0.709*** —pl Relationship companions
Memorability Electronic word-of-mouth
= —-| i 0.405%**
0.680%** Unrestrained (R? =0.721) (R? = 0.480)

—— 0.845%** —-I Education

|
|
|
|
|
|
— o.g37err — Esthetic |
|
|
|
|

— 0.904*** —>| Adventure

— 0.800*** —>I Personalization

f—— 0.758%** —>| Escapism

Note. *** p<.001; ** p<.01; * ps.05; ™ p>.05; I:l First-order construct IEI Second-crder construct

Figure 3. Result of a structural equation modeling

L— 0782*** —{  Entertainment

5. Discussion and Conclusion

Theoretically, amid the conceptualization of experience economy, the expansion of Pine and
Gilmore’s (1998) four experiential domains is timely needed (Walls et al., 2011), especially
when the sharing economy contains a unique experiential value proposition to redefine the
guest experience in the hospitality industry (Oskam & Boswijk, 2016). This study serves as a
pioneering attempt to incorporate experience economy into the sharing economy by focusing
on the dining experience in private social dining. The comparisons between private social and
conventional restaurant dining experience, as well as between local and overseas diners,
provide new insights on the competitive relationship between sharing economy businesses and
conventional businesses.

Practically, the investigation on dining experiences allows catering operators to stage dining
experience through understanding the intricate linkages between experimental domains and
diners’ psychological and behavioral responses. The findings help restaurateurs to be proactive
and expansive in designing compelling dining experiences that go beyond dining satisfaction
and the experimental dimensions originally suggested by Pine and Gilmore. This study also
benefits destination marketers by demonstrating ways of differentiating private social dining
events and conventional restaurants to diversify the catering offerings in a destination.
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Abstract:

This research aims to investigate the impact of perceived error stability on hotel guests’
attitudes and behavioural intentions. A 2 (Error stability: high vs. low) x2 (Relationship norms:
high vs. low) experiment was conducted. Results indicated that consumers show a higher
likelihood to spread positive word-of-mouth towards a hotel that they have a communal
relationship with. No such difference was observed when a company is under exchange
relationship norm.

Keywords: Data breach, Error stability, Relationship norms, Consumer reactions

1. Introduction

The past a few years have witnessed a growing number of data breaches reported by multiple
hotel companies such as Choice Hotels, with the latest victim being Marriott. In 2018, Marriott
International announced that a breach of its Starwood guest reservation database exposed the
personal information of up to 500 million people. Information such as guests’ names,
addresses, travel dates, and passport numbers were accessed by hackers. It’s been more than a
year since Marriott began the investigation. Yet it seems that the company is still uncertain of
the cause of the breach. Conversely, another major breach, the Equifax data breach, was
publicly announced in September 7th, 2017. By mid-September, the company revealed the
cause of its massive breach and stated that criminals exploited the vulnerability of a website
application. A series of interesting questions arise: how important is it for companies to quickly
identify and fix errors? How does it impact consumers' behaviors? Are there any boundary
conditions on such an effect? The current research sets out to answer these questions.

2. Literature Review

Data breach is a type of online service failure (Goode et al., 2017). It can be considered as a
violation of trust, and can affect consumer perception of service quality in the long term
(Malhotra & Malhotra, 2011). When a service failure arises, customers are motivated to search
for the cause of the problems/failures. Weiner (1979) categorizes the cause of failures into three
dimensions: locus of control, stability, and controllability. The present study focuses on
stability as the underlying psychological mechanism explaining the effect of data breach
resolutions on consumers’ perceptions and evaluations. Stability is related to uncertainty and

110



APacCHRIE 2020 Conference (27-28 October 2020)

it concerns the perception that whether a service failure is either temporary or persistent, which
influences customers’ future expectations of similar events (Oliver, 1997). In the context of a
data breach, if the company can quickly identify the cause and devote resources to resolve the
issue (i.e. low error stability), consumers will perceive it as a one-time incident and be more
willing to forgive the firm. On the other hand, if the cause of data breach is not identified and
the problem is not fixed (i.e. high error stability), consumers may assume that they will likely
to experience similar events in the future, and consequently, discontinue to purchase from the
company (Goode et al., 2017). However, we argue that such an impact of error stability on
consumers is moderated by relationship norms.

According to Heide and Wathne’s (2006) framework, there are two types of relationship roles
in the market — friend type and businessperson type. People make decisions differently based
on relationship norms. When dealing with friends, people use logic of appropriateness, whereas
when dealing with businessperson, people make decision guided by utility-maximizing
considerations under logic of consequences (Heide and Wathne, 2006). Communal
relationships are usually based on friendship while exchange relationships are regarded as
impersonal (Wan et a., 2011). Prior research suggest that strong relationships magnify the
consumers' negative responses to the failure and heightened their expectation of recovery
efforts (Pizzutti dos Santos & Basso, 2012). As such, high error stability would lead to more
negative consequences. In contrast, for exchange relationship norm, consumers tend to see
service failures merely as unfilled business contracts and react less negatively when errors
cannot be fixed. When companies are able to quickly detect and fixed the errors, consumers
will simply perceive that their exchange partners fulfilled their obligations, which does not
necessarily lead to a more positive evaluation of the firm (Tsai et al., 2014). Thus, consumers'
intentions to spread positive word-of-mouth would be similar regardless of relationship norms.

As such, we formulate H1 and H2 as follows:

H1. When communal norms are salient, consumers will be more likely to spread positive word-
of-mouth in the condition of low (vs. high) error stability.

H?2. When exchange norms are salient, consumers’ likelihood to spread positive word-of-mouth
will be similar regardless of the condition of error stability.

3. Methodology

A scenario-based experiment with a 2 (Error Stability: high vs. low) x 2 (Relationship Norms:
exchange vs. communal) design was employed to test the hypotheses. The manipulation of
relationship norms was adapted from Aggarwal (2004) whereas the manipulation of error
stability was adapted from Wei et al. (2017). Two hundred and fifteen adult participants were
recruited from Amazon Mechanical Turk. Participants' intention to spread positive WOM was
measured as our DV (adopted from Wei et al., 2017; Cronbach's a = .929). Perceived severity
of the data breach was measured as a covariate (adapted from Wei et al., 2017; Cronbach's o =
.880). All items were measured on a 7 points Likert scale. Manipulation checks on Error
Stability and Relationship Norms were performed. Results indicated that our manipulations
were successful.
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4. Results

An ANCOVA analysis was conducted and the results indicated that there is a significant
interaction effect of Relationship Norms and Errors Stability on participants' intention to spread
positive WOM (F = 3.95, p<.05). Planned contrasts showed that for those participants in the
Communal condition, low Error Stability (vs. high) led to a more positive effect on their WOM
intentions (Mnigh = 4.92, Miow = 5.78, t = 3.73, p<.001). For the ones in the Exchange condition,
the difference between low Error Stability and high Error Stability was not significant (Mnigh =
5.04, Miow = 5.18, t = .55, p=.58).

5. Discussion and Conclusion

Findings of this study demonstrated that when guests perceive themselves in a Communal
relationship with a hotel, low error stability (vs. high) had a more positive effect on their
positive WOM intention, whereas when guests perceive themselves in an Exchange
relationship with a hotel, error stability had no significant impact on their intention to spread
positive word-of-mouth post the hotel’s reaction to a data breach. This finding brought up an
interesting insight. For guests in a Communal relationship with a hotel, they likely perceive
themselves as one of a collective group built upon friendship (Wan et al., 2011), thus holding
a higher expectation for what they receive, following the logic of appropriateness as coined by
Heide and Wathne (2006). In the event of a data breach, these guests may place more weights
on how properly the hotel would handle it. For guests in an Exchange relationship with a hotel,
they tend to perceive the hotel as a businessperson and are less emotionally engaged because
such exchange relationships are impersonal according to Wan et al. (2011). In the event of a
data breach, these guests may express more understanding from a business perspective because
their decision making is guided by utility-maximizing considerations under logic of
consequences (Heide & Wathne, 2006). How the hotel reacts to the data breach makes no
difference in people’s likelihood to spread positive word-of-mouth because what has been
damaged has already been done; the consequences are still. Taken together, these findings
offered empirical support that the reasoning of “people make decisions differently based on the
relationship norms” is also applicable to a consumer-business context post a service error.
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Abstract:

Although the huge spending power of Chinese outbound tourists has attracted attention
worldwide, it is still worth exploring whether this trend of luxury buying will continue in the
post COVID-19 era. This study finds that rational consumption will become the choice of most
outbound tourists after the epidemic. The establishment of mental account will be helpful for
rational consumption, but “crazy” or rational consumption is also affected by income level,
travel companion, construction style, perceived value, etc.

Keywords: Chinese outbound tourists, Tourist consumption, Luxury shopping

1. Introduction

Since the opening of outbound tourism, China has developed rapidly in this market. Now days,
travel outbound is no longer the privilege of a minority of Chinese people. Since 2013, the
number of outbound tourists in China has been steadily ranked first in the world, and the
outbound tourism expenditure also ranked first in the world in 2014. The increasing popularity
of outbound tourism has failed to alleviate the phenomenon of high consumption. Although the
"crazy buying" behavior of Chinese tourists has caused widespread concern, it is difficult to
explain the mechanism behind the phenomenon only focusing on the rapid growth of tourists'
luxury consumption and disposable income (Zhang, Zhou & Luo, 2018). The outbreak of the
COVID-19 in 2020 has hit the global tourism industry severely. Restricted by the epidemic
prevention and control measures in China and other countries, China's outbound tourism and
expenditure have been significantly reduced. In the post-epidemic era, whether China’s
outbound tourists’ consumption will continue to maintain the momentum of "luxury buying"
or tend to be rational spending, this study will introduce the mental accounting theory to survey
and analyze.

2. Literature Review

Shopping is an important tourism activity and an essential part of the travel experience (Kozak,
& Metin, 2016). On the other hand, shopping has been the main purpose of tourism, and
shopping tourism is a unique form of tourism (Choi, Heo, & Law, 2016). Shopping accounts
for a large proportion of tourist spending (Lloyd et al., 2011). For example, in Hong Kong,
tourists may spend more than 50% of their budget buying (Law & Au, 2000), and their
shopping expenses are related to their socio demographic characteristics and tourism attributes.

Chinese tourists with a brand complex are known for their super "purchasing power" and
pursuit of luxury products (Xu & McGehee, 2011). Chinese citizens' overseas consumption
behavior is prominently manifested as intensive shopping and lack of rational consumption
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concepts (Feng, 2006). Income gap, institutional factors (Li & Chen, 2011), economic reasons,
poverty complex, lack of spiritual beliefs, and unusual situations of outbound tourism (Wang
& Qi, 2006) have led to the emergence of high overseas consumption of Chinese tourists,
resulting in conspicuous consumption. Liu Junqing and Li Wen (2011) believe that high
overseas consumption is dominated by the high-level domestic tourist consumer groups in
China. As the degree of openness increases, this irrational consumption will naturally disappear.

Thaler (1985) believes that in addition to accounting accounts, people also have a mental
account system that is completely different from the calculation rules of accounting accounts.
Bounded rational people use it to simplify their financial decisions. Mental accounts regulate
people's consumption behavior through mental budget (Heath, Chip, Soll, Jack & B, 1996),
and people will set corresponding budgets for different consumption. When people enter the
buying decision stage, they will open a mental account and close it after completing the
consumption (Thaler, 2008). This provides a theoretical basis for the classification analysis of
tourists' consumption mental accounts in overseas tourism activities.

3. Methodology

This study predicts the consumption trends of outbound tourists in the post COVID-19 era
through in-depth interviews with mainland Chinese outbound tourists. The respondents were
selected according to the demographic characteristics, including those who have outbound
tourism experience and those who have not (but have plans for) outbound tourism until the data
was saturated, and the interview data was coded using NVivo 11 software.

4. Results

Most respondents stated that in the post COVID-19 era, they would set up mental accounts for
themselves and tend to consume rationally in their outbound travel, but this is affected by
income level, travel companion, construction style and value perception, and the consumption
mental account of the first outbound tourists is different with the tourists who have had
outbound tourism experience.

5. Discussion and Conclusion

This study is to explore China outbound tourists’ consumption style based on mental account
theory, which is a new research perspective, provides more targeted suggestions for the
marketing and management of China outbound tourism. However, mental accounts may not
reflect the impulsive consumption of tourists. In the future, more studies may be needed to pay
attention to the craziness and rationality of Chinese outbound tourists' consumption.
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Abstract:

The power of aesthetics in a restaurant is crucial in the experience economy and was rarely
discussed in the previous study. This study explores the effect of aesthetics on customers’
behavioral intentions in restaurants through Stimulus-Organism-Response (SOR) model with
125 valid responses and PLS_SEM technique. The result found that aesthetics can strongly
affect the customers’ aesthetic emotion- pleasantness and then affect their behavioral intention.
Further details are discussed in the articles.

Keywords: aesthetics, aesthetic emotion, everyday aesthetics, Stimulus-Organism-Response
(SOR) model

1. Introduction

After the experience economy launched by Pine Il and Gilmore (2011), experience has become
a crucial strategy for most of the organizations. One of the four realms for experience and also
is well-known for being emphasized to the contemporary customers is aesthetics (Kalnins &
Stroock, 2011; Reimann, Zaichkowsky, Neuhaus, Bender, & Weber, 2010; Rozendaal &
Schifferstein, 2010). Oh, Fiore, & Jeoung (2007) mentioned that only the aesthetic dimension
could significantly influence customers’ memory that is one of the most crucial consequences
that practitioners should concern. Especially, while the aesthetics started integrating into daily
life, the dining behavior became like an art behavior (Saito, 2010).

When we discuss aesthetics, not only the object but also the subjects should be considered.
Restaurant stimuli encompass both tangible and intangible elements, such as service (Jang &
Namkung, 2009), and those may influence customers’ emotions, such as pleasure (Ladhari,
Brun, & Morales, 2008; Loureiro, Almeida, & Rita, 2013). Blijlevens et al. (2017) note that
aesthetic pleasure/ pleasant is crucial for the subjects. Jang and Namkung (2009) raised the
influence of the perceived qualities in restaurants on emotions and behavioral intentions and
with the Stimulus-Organism-Response (SOR) model (Mehrabian & Russell, 1974). Although
the previous study started to notice that the stimulations are essential for customers; however,
rare previous studies adopted an aesthetic perspective that considers not only the objects but
also the subjects and should be considered as a crucial element for the era of the experience
economy.

SOR model mentioned that the stimulation of environments could affect individuals’ inner
reactions and behavior furtherly (Mehrabian & Russell, 1974). The process that the stimulus
variables affect the organism (O) and, in turn, carry the inner influences in the response (R) is
to the restaurant. Moreover, one of the environmental descriptions is pleasant that echoes one
of the most common feelings after aesthetic stimulation (Rozendaal & Schifferstein, 2010). In
addition, using an organism that developed for the aesthetic aspect may be more appropriate
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for this study. The pleasantness scale developed for aesthetics (Rozendaal & Schifferstein,
2010), especially for the organism section. Finally, the individual’s organism affects the
behavioral response (Donovan & Rossiter, 1982). Previous studies mentioned that pleasantness
produces a response, such as behavioral intention and willingness to pay more (Dedeoglu et al.,
2018; Lin, 2016). And, behavioral intentions is one of the most frequent consequence that be
used in the experience-related study (Tsai, Hsu, & Chen, 2020). Therefore, based on the SOR
model, the authors assumed two hypotheses as below:

H1: Aesthetic stimulations significantly affects pleasantness.

H2: Pleasantness significantly affects behavioral intentions.

2. Methodology

The study adopted a purposive sampling and recruited the research participants from the online
Taiwanese forums and online clusters with the titles that emphasized in gourmet, food and
beverage, and Michelin. The instrument that the researchers adopted includes four sections.
First, the aesthetic stimulations that include four dimensions, environment, food and beverage,
employee, customer, and 24 items (Horng & Hsu, 2019). The second variable- pleasantness
has seven sub-dimensions, sociality, aesthetics, comfort, agency, association, vitality, and
progression with 24 items (Rozendaal & Schifferstein, 2010). The last variable is the
behavioral intentions that have three items (Cronin, Brady, & Hult, 2000). The Cronbach’s o
values from .88 to .96. A 7-point Likert scale ranging from 1 “strongly disagree” to 7 “strongly
agree” was adopted for research participants to rate in the study. Finally, demographics were
asked, including gender, age, and educational status.

This study adopted the Partial Least Square SEM (PLS-SEM) launched by Wold (1975)
originally is one kind of technic of SEM that the basis is component-based. The analyzed goal
of the technic is to identify the key driver in a model (Hair, Ringle, & Sarstedt, 2011). The
number of participants in this study achieved a sufficient level for the PLS_SEM (Marcoulides
& Saunders, 2006); therefore, this study used utilized the SmartPLS software v3.2.9 to analyze
the data.

3. Results

The authors received 125 (98%) valid responses. The demographic results showed about 70%
of participants were female; around 88% of participants have degrees above college; 45% were
between 21 to 30 years old, and 22% were between 41 to 30 years old.

Composite reliability (CR) values of aesthetic stimulation, pleasantness, and behavioral
intentions are .92, .96, and .97 respectively; AVE values of the three variables are
between .74-.93 (Cohen, 1988); and both of the indexes of model fits that include SRMR
(0.066), and NFI (0.902). The result shows the model has good reliability and validity and good
model fit and explanation power (Hu & Bentler, 1998; Lohméoller, 2013).

The result of the path coefficients presents in table 1. The aesthetic stimulations positively
affect pleasantness (=.83, p<0.001) that supported hypothesis 1. Furthermore, pleasantness
positively affects behavioral intentions (f=.58, p<0.001) supported hypothesis 2. As shown in
Fig. 1, aesthetic stimulations can explain 69% of the pleasantness. Also, 33% of behavioral
intentions can be explained by aesthetic stimulations, and pleasantness and these results present
a sound effect (Chin, 1998).
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Table 1. The results of hypothesis

Hypothesis path Coefficient t-values Result
H1: ASaPL 76 16.68™" Supported
H2: PLaBI 55 10.48™ Supported

*okk

p~<.001. AS: Aesthetic Stimulations; PL: Pleasantness; Bl: Behavioural Intentions

Behavioral
Intentions

Aesthetic
stimulations

Pleasantness

Figure 1. The result of the research model

4. Discussion and Conclusion

According to the findings, the study indicates that aesthetics can positively and strongly affect
the customers’ pleasantness and then affect their behavioral intentions with the SOR model.
The study utilized the more precise aesthetic emotion- pleasantness as the organism to evaluate
the aesthetic stimulation that fixed the gap of the previous studies. Moreover, the practitioners
should pay more attention to the holistic elements in a restaurant that delivers information to
customers’ entire senses and then triggers their emotion and intention.

Future studies can be suggested to explore more variables under the organism section to
understand the power of aesthetic stimulations, such as cognitive or experience aspects.
Moreover, the responses step still open for more variables to explore the outcome after the
process of aesthetic effect in a restaurant.
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Abstract:

Previous studies usually take restaurant consumers as a whole to study food waste, however,
different consumer groups have different consumption characteristics. Culture and
environment can make some different behaviors in special space . This study adopts both
ethnography and interview to make an exploratory analysis of the current situation of food
waste in vegetarian restaurants. By comparing the dining behaviors and attitudes of vegetarians
and non-vegetarians, the real influencing factors of food waste were explored in China.

Keywords: Chinese food culture, Eating out, Food waste, Moral values, Beliefs and
behaviours

1. Introduction

The restaurant industry is a major waste producer of food and other resources, leading to
significant greenhouse gas (GHG) emissions, resource waste and business costs (Martin-Rios,
Demen-Meier, Gossling, & Cornuz, 2018). With the proportion of eating out rising steadily in
many countries, global concern about restaurant waste is also on the rise (Elitzak & Okrent,
2018; Food Standards Agency, 2019).Increasing a plant-based diet could bring huge
environmental benefits and has become a focus for mitigating environmental change (Turner-
McGrievy, 2016). Vegetarianism is increasingly being positioned as a means to improve public
health and reduce human impact on the environment (Dinu, Abbate, Gensini, Casini, & Sofi,
2017).

Vegetarianism has a long history in Chinese culture. Traditionally, both Chinese Buddhism and
Taoism/Taoism advocated the concept of not taking life (human and non-human) and not
eating meat (CAO, D. » 2018) .In recent years, with the revival of traditional vegetarianism
and the influence of western dietary ethics, there has been a great revival of vegetarian culture
and vegetarian restaurants in China. Food and eating habits are central to the Chinese way of
life and part of the Chinese national spirit (Chang, K. C., 1977). To be sure, Chinese attitudes
toward food waste are a combination of physical, economic, religious as well as artistic and
philosophical thinking (Sterckx, R.,2011).

With more and more Chinese eating out as a way of life, food waste shifts from the home to
restaurants in recent years. There have been few studies on vegetarianism and food waste in
China. The purpose of this paper is to explore the influence of traditional Chinese food culture
and values on food-related environmental beliefs and behaviors. More specifically, determine
the role of different dietary values, such as vegetarian and non-vegetarian, in related food
waste. How restaurants can create a vegetarian ethic, and how consumers can reshape the
restaurant will be discussed.
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2. Literature Review

The issue of how to reduce food waste has been receiving increasing attention (Reisch, L.,
Eberle, U., & Lorek, S. , 2013).People as atomized consumers should be reconsidered to
promote more sustainable lifestyles (Prothero, A., Dobscha, S., Freund, J., Kilbourne, W. E.,
Luchs, M. G., Ozanne, L. K., & Thegersen, J. , 2011). In contemporary China, ethical
consumption has become a fashionable consumption trend. Some recent academic research has
focused on ethical consumer behavior and consumer responses to corporate social
responsibility ( Deng, 2012),but the daily consumption of food is neglected.

In this study,attitude towards waste reduction is defined as individuals' feelings on waste
reduction behaviors during dining out at restaurants based on prior literature (Whitmarsh, L.
E., Haggar, P., & Thomas, M., 2018).Personal norm on waste reduction refers to an
interchangeably used moral norm to reduce waste when eating out drawing upon previous
research, while the social norm on waste reduction describes an imperative concept in
explaining individuals' eco-friendly decision formation and behavior to reduce waste at
restaurants (Han, H., Hwang, J., Lee, M. J., & Kim, J. , 2019) . Consumer value, attitude, and
norms with respect to the environment play critical roles in waste reduction behavior.

In the West, there are different types of vegetarians, for instance, lacto ovo vegetarian (eggs
and dairy products, but no meat), lacto vegetarian (dairy products, but no eggs or meat), ovo
vegetarian (eggs, but no dairy products or meat), pescatarian (fish, eggs, and dairy products,
but no non-fish meat), and vegan (no animal products of any kind, including eggs, dairy
products, and honey).In contrast, there are many types of vegetarians in China, different from
those in the West, although all are called su (vegetarian) (CAO, D., 2018). The consumers in
vegetarian restaurants may be semivegetarians, vegetarians of various kinds, vegans and others.
Non-religious consumers also see their ethical eating as an expression of the traditional Chinese
morality of self-discipline and thrift(High,2012). Though frugality is an important social norm
in Chinese society, few scholars have made a detailed discussion on the connection between
the concept of vegetarianism and food waste in sustainable consumption in China.

3. Methodology

The survey was informed by the results of ethnography and interviews with consumers .Reflect
on the implications of traditional food values of Confucianism and Taoism with the
development history of China, in terms of waste generation and waste management in
vegetarian restaurants .All of the recorded interviews were transcribed in Chinese and then
translated into English. Both of the researcher's diaries and the transcriptions of the interviews
were analyzed with Nvivo 8, a software for qualitative data analysis, which allows for a
rigorous coding process.

4. Results

Results from ethnography discussions revealed a broad array of beliefs and behaviors related
to the connection between food and waste. The interview confirmed these results and revealed
that in the vegetarian restaurant, most of the food waste occurred by non-vegetarians, and
vegetarians may also have food waste. The concept of "blessing” in Chinese culture makes
people reluctant to waste. Food education in China has changed in the present and in the past.
The connection between food, food production and the social environment shapes the unique
beliefs and behaviors of Chinese food culture.
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5. Discussion and Conclusion
5.1 Discussion and Conclusion

The restaurant's eaters always perform the traditional Chinese virtues, or other social
moralities, through their ethical eating.The vegetarian restaurant can provide an ethical
environment and generates ethics among the humans encountered during the eating experience;
likewise, the restaurant is shaped and reshaped as an ethical food space about reduce waste
through the expression of the consumers' social identities and "self-other" relations. The
practices of ethical eating in the restaurant are influenced by the mingling of traditional and
modern, and the connection between Eastern traditional food concepts and Western
environmental ideas.

5.2 Limitations of this study

Since the impact of COVID-19, apart form the self-ethnographic diary materials, telephone
interview is the other way to conduct the survey. It will be better if the field study is added to
supplement the research results.
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Abstract:

Despite the ever-growing presence of service robots in the hospitality industry, understanding
of customer responses to robot vs. human employees’ apologies in a failed service encounter
remains unclear. This study is proposed to fill this gap by examining a joint effect of apology,
service agent type, and customer age in shaping hotel check-in experience. Managers are
advised to consider their target customers’ age in delivering apologies of robot and human
employees following service failure.

Keywords: service technology, service robot, service failure

1. Introduction

Service robots permeate in airports, hotels (e.g., Marriott), and restaurants (e.g., Hai Di Lao
Hotpot) (Fan et al., 2020). Sometimes, robots get inquiries incorrectly, providing irrelevant
information. However, there is dearth of literature comparing customer responses to apologies
made by robot vs. human employees following service failure. To address this omission, this
study illustrates an interaction between apology and service agent type in shaping hotel check-
in experience (Study 1). It further suggests customer age as a boundary condition for such an
interaction (Study 2).

2. Literature Review

When service failure occurs, the golden rule is to apologize to customers immediately (even
when service failure results from factors out of service providers’ control such as unavailable
menu item due to virus outbreak). Apology is an interactive component of justice perceptions
that involve human-to-human encounters (Wirtz & Mattila, 2004). Apology reflects an
individual’s empathy, a prosocial emotion that entails perspective-taking (Howell et al., 2012;
Zaki, 2014).

However, robots are not perceived as having emotions, including empathy and thus apologies
made by robot (vs. human) employees might not sound authentic. Robots’ apologies might
sound rather mechanical or artificial. Consequently, we predict that customers’ revisit intention
increases when human employees make an apology (vs. no apology) following service failure.
Conversely, such an increase in revisit intention is attenuated for robot employees:

Hypothesis 1. There will be an interaction between apology and service agent type (human vs.
robot) on revisit intention following service failure. Specifically, Revisit intention will be higher
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with an apology (vs. no apology) of a human service agent. Such a difference in revisit intention
will be lessened with a robot service agent.

This study proposes that customer age further moderates the interaction between apology and
service agent type. Converging evidence suggests that older people are less comfortable
adopting and using technology devices (Barnard et al., 2013). This follows that they are less
fluent in interacting with service robots than their younger counterparts. Such discomfort may
lead them to be attentive to communication cues with service robots. Consequently, we predict
that their dissatisfaction increases in the absence (vs. presence) of a robot employee’s apology.
Conversely, for younger people, discomfort may not arise during interactions with service
robots as they are accustomed to such interactions (Barnard et al., 2013). Younger people’s
comfort in engaging with robots may ameliorate potential negative effects stemming from the
absence of robots’ apologies:

Hypothesis 2. There will be an interaction between apology, service agent type, and customer
age on customer dissatisfaction. Specifically, For older customers, dissatisfaction will be lower
with apology (vs. no apology) of a robot service agent. For younger customers, such a difference
in dissatisfaction will be attenuated with a robot service agent.

3. Methodology
3.1 Study 1

A 2 (apology: absent vs. present) by 2 (service agent: human vs. non-humanoid robot) between-
subjects, experimental design was used. Participants (n=193) were recruited from Amazon
Mechanical Turk (MTurk). Converging evidence shows that data from MTurk are as reliable
as data from other sources such as undergraduate students (Buhrmester et al., 2018).
Participants were randomly assigned to one of the four conditions and asked to imagine
themselves in a hypothetical hotel check-in experience. Service agent was manipulated with
photos. In the apology condition, the service agent said, “(I am sorry that) I am not able to find
your room reservation. (Let me see what | can do to solve this problem.) Please provide your
reservation number.” The words in parentheses didn’t appear in the no apology condition.
Eventually, the service agent was able to locate the customer’s reservation, issuing room keys.

Participants indicated their intention to revisit the hotel with two items (e.g., “I would consider
this hotel as my first choice compared to other hotels”; r = 0.82, p < .01; Kim et al., 2009).
Manipulation of service agent type was assessed with one item (“In the scenario, I think the
service was delivered by 1=a robot, 7=a human.”). Manipulation of apology was assessed with
one item (“In the scenario, I think the service agent apologized for the failed service.”) Scenario
realism was measured with two items (e.g., “The scenario was realistic”; r = 0.65, p < .01;
Mstudyr = 5.70; Msway2 = 5.73). All items were measured on a 7-point scale and our results
showed that manipulations were deemed effective.
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3.2 Study 2

A 2 (apology) by 3 (agent type: human vs. humanoid robot vs. non-humanoid robot) by 2
(customer age), between-subjects, quasi-experimental design was adopted. Apology and agent
type were manipulated as Study 1, whereas customer age was measured. Participants (n = 235)
were recruited from MTurk. Scenarios were the same as Study 1. After reading the scenario,
participants indicated dissatisfaction with three items (e.g., “I would feel unhappy about this
check-in experience”; a = 0.89; Fan et al., 2020). Manipulations of agent type and apology and
scenario realism were assessed as Study 1 and our results demonstrated the effectiveness of
such manipulations. At the end of survey, demographic questions were asked.

4. Results
4.1 Study 1

To test H1, a two-way ANOVA was run. The interaction between apology and agent type was
significant (F (1, 189) = 4.37, p <.05). An analysis of simple effects showed that when a service
agent was human, revisit intention was higher with apology (vs. no apology) (Mapology = 5.02,
Mo apology = 3.65, F (1, 189) = 12.82, p < .01). When a service agent was robot, revisit intention
was not different across apology and no apology conditions (Mapology = 4.42, Mo apology = 4.02,
F (1, 189) = 2.61, p > .1). Thus, H1 is supported.

4.2 Study 2

To test H2, a series of regression models was run via PROCESS (Model 3; Hayes, 2017). As
H2 entails comparisons between human and robot agents, the Helmert contrast codes were used
(Hayes and Montoya, 2017). Specifically, Contrast code 1 was human (-2/3), humanoid robot
(1/3), and non-humanoid robot (1/3). Contrast code 2 was used to control for differences
between humanoid robot (-1/2) and non-humanoid robot (1/2), and human was coded with 0.

As aresult, the three-way interaction between apology, Contrast code 1, and age was significant
(Coefficient = 0.10, t (226) = 2.21, 95% C.I. excluding zero from 0.01 to 0.19). A spotlight
analysis showed that for the group 1 SD higher than the mean age (46 years old), when a service
agent was robot, dissatisfaction was lower with apology (vs. no apology) (Effect = 1.18, t (226)
= 2.71). For the group 1 SD lower than the mean age (26 years old), when a service agent was
robot, such a difference in dissatisfaction was attenuated (Effect = 0.00, t (226) = -0.01). In
sum, H2 is supported.

5. Discussion and Conclusion

Findings from this study contribute to the hospitality literature by investigating an interactive
element of service recovery that compare robot vs. human employees. More importantly, the
present study advances our understanding of how customer characteristics (i.e., age) influence
encounter satisfaction following a failed service by robot and human employees. Hospitality
managers need to take customers’ age into account in training their employees and programing
their robot languages to deliver apologies appropriately.
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Abstract:

In response to customers’ expectation for social distance and sanitation elicited by the COVID-
19 pandemic, there has been a boost of the contactless service implement in the hotel industry.
This paper proposes a model of customer acceptance of contactless service that encompasses
six antecedents — concern for crisis events (COVID-19), service performance, individual
tendency, social influence, experience value, and perceived risk/trust. This study makes
theoretical and managerial contributions to the fields of technology and hospitality.

Keywords: Contactless Service, Technology Acceptance, 10T technology; Smart hotel,
Robotic service; COVID-19

1. Introduction

COVID-19 has caused fundamental and enduring changes to the hospitality industry (Hao,
Xiao, & Chon, 2020). One of the most significant changes is customers’ concern for social
distance, hygiene, health, and sustainability (Valle, 2020). The hospitality industry has to
leverage state-of-the-art technologies to meet customers’ renewed expectations. As a
consequence, contactless service has emerged in the hospitality industry to create the safest
possible experience for both guests and staff while maintain high-quality service. Contactless
service is designed to avoid the human-to-human contact among hotel guests, employees,
visitors and external service providers, reduce touching surfaces or objects in a public area that
are frequently touched by people, and minimize customers’ stay in public areas.

The Chinese mainland was the first region affected by the devastating influence of COVID-19.
In response to the pandemic, Chinese leading hotel firms have applied contactless elements in
the service encounter (All-China Federation of Industry and Commerce, 2020; Hao et al.,
2020). For instance, Huazhu requested its more than 5,700 hotels to reinforce the
implementation of contactless services during the pandemic, including remote check-in, self-
check-in and check-out, face-recognition payment and access to elevator and room, smart home
device, robot delivery, etc (Yunji Technology, 2020). According to statistics in March 2020,
during the epidemic, the self-check-in equipment "Hua Shopkeeper” has served more than
15,000 guests and the robot has delivered more than 24,000 items (Yunji Technology, 2020).
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2. Literature Review
2.1 The COVID-19 Pandemic and the Contactless Service

The COVID-19 pandemic has stimulated the adoption of contactless service in the hospitality
industry (Min, 2020). Human-to-human contact will be replaced by ‘robot receptionists, facial
scan check-ins, voice guest control, robot delivery, robot concierge assistants and other
contactless services’. Zeng, Chen, and Lew (2020) found out the deployment of robots, Al and
human-robot interaction in the hospitality industry has reduced the human contact and
combated the spread of COVID-19 by delivering food and items, sterilizing public facilities
and spaces, detecting body temperature, creating a sense of security, and comforting customers
during the difficult time. Serrano and Kazda (2020, p. 8) anticipated the acceleration of the
implementation of biometrics and contactless technologies in the airline industry. ‘Airports are
working tirelessly to implement contactless technologies across all passenger touchpoints
aiming to ensure that minimum passenger contact is required with aviation staff and airport
surface.” Based on this, we propose:

H1: The concern of COVID-19 pandemic has significant positive effect on hotel
guests’ usage intention of contactless service.

2.2 Customer Acceptance of Technology in the Hospitality Industry

Build on the technology acceptance model (TAM), we systematically reviewed and
synthesized antecedents that influence customer acceptance of technology in the hospitality
industry.

Firstly, service performance is the most fundamental determinants that influence customers’
perception and usage intention of the technology. The perceived usefulness and perceived ease
of use have been identified as the core determinants for TAM (Assaker, 2020; Dieck, Jung,
Kim, & Moon, 2017; Huang, Chang, Yu, & Chen, 2019; J. Kim, 2016; T. G. Kim, Lee, & Law,
2008; Kwon, Bae, & Blum, 2013; Lee, 2016; Morosan, 2012; Ozturk, 2016). In addition, good
customization can meet the specific demand of different customers (Lee, 2016). Desirable
facilitating conditions also smoothen the service experience (Venkatesh, Thong, & Xu, 2012).
Therefore, we propose:

H2: The service performance has significant positive effect on hotel guests’ usage
intention of contactless service.

Secondly, individual tendency represents customers’ capability and emotional tendency to
accept the new technology. Customers possess various self-efficacy to learn the new technology
(Assaker, 2020; Ozturk, 2016) and different innovativeness to embrace the technological
advances (Morosan, 2012; Sun, Lee, Law, & Hyun, 2020). Whereas some customers are more
optimistic towards new changes (Sun et al., 2020), and even developed habit to relay on one
specific technology (Venkatesh et al., 2012), other customers may raise serious privacy
concern for data collection, unauthorized secondary use, improper access, and errors (Hsu &
Lin, 2016). We propose:

H3: The individual tendency has significant positive effect on hotel guests’ usage
intention of contactless service.

Thirdly, social influence suggests customers’ inclination to be influenced by the surrounding
environment and social trends. Customers with a stronger subjective norm (J. Kim, 2016; Lee,
2016) tend to be affected by social influence easily (Venkatesh et al., 2012). In a similar vein,
customers’ with higher susceptibility to consumption influence and susceptibility to SNS
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influence demonstrate more desire to accept new technology (Tussyadiah, Kausar, & Soesilo,
2018). We propose:

H4: The social influence has significant positive effect on hotel guests’ usage intention
of contactless service.

Fourthly, customers’ perceived value derived from their prior experience with new technology
also affects their technology acceptance. The interaction with new technology in service
encounter can generate entertaining, educational, escapist, esthetics experience (Huang et al.,
2019). This experience may benefit customer functionally, hedonically cognitively, socially
(Dieck et al., 2017; Nambisan & Baron, 2007) and add to functional, emotional, social, and
epistemic value (T. G. Kim et al., 2008; Zhang, Zhang, & Lu, 2019). We propose:

H5: The experience value has significant positive effect on hotel guests’ usage intention
of contactless service.

Fifthly, customers’ perceived risk of bringing in the new technology in daily life may hinder
their intention to adopt new technology (Lee, 2016; Ozturk, 2016). However, the trust in the
performance, process, purpose of the new technology (Assaker, 2020; Dieck et al., 2017; J.
Kim, 2016; Lee, 2016; Park, 2020) boosts their confidence to embrace new technology. Hence
we propose H6a and H6b, and the conceptual model in Figure 1.

H6a: The perceived risk has significant negative effect on hotel guests’ usage intention
of contactless service.

H6b: Trust has significant positive effect on hotel guests’ usage intention of contactless
service.

i:/ Concern of COVID-19 \:}

[ Service performance ) H1
/’/. \ H 2
( Individual tendency )
s - -~ H3 - N
P B ~ / . - \\\
I s N [ Usage intention of
Social influence | H4 { . |
P \_ contactless service
~ Experience value )
h - H6a
Perceived risk  } Héb

Fig. 1. Proposed conceptual model.
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3. Methodology

We developed a questionnaire based on studies on the COVID-19 impact on contactless service
and a systematic review of customer’s technology acceptance in the hospitality industry. This
questionnaire contains 40 constructs reflecting six antecedents that affect customers’
acceptance of contactless service. Five questions were asked to measure the acceptance of
contactless service (e.g., | intend to continue using contactless service in the future; 1 will
always try to use contactless service in my daily life.), which followed by a stem: to what extent
do you agree with the statement? A 5-point Likert scale is applied ranging from 1 = strongly
disagree, to 5 = strongly agree. In addition, we collected information about travel frequency,
travel motivation, travel accompany, the scale of usually visited hotel, familiarity with usually
visited hotel, familiarity with contactless service in hotels, and socio-demographic information.

We invite four scholars in the area of hospitality and technology and three general managers
who have introduced the contactless service in their firms to examine the questionnaire. The
major functionality of the expert panel is to deduce the duplication of constructs and/or items,
avoid ambiguity, enhance readability, and thus ensure the content validity of the survey. As a
result, the questionnaire has been revised and shortened into approximate 20 minutes.

The survey is conducted online via Amazon Mechanical Turk and Wenjuanxing, targeting
customers who experienced contactless service in hotels during the past six months. Socio-
demographic variance plays an important role in influencing customers’ acceptance of
technology (Assaker, 2020; J. Kim, 2016). In order to compare the difference of uage intention
between various customer segments, especially the familarity of contactless service, we
recruited 200 participants from mainland China and 200 participants from western culture
countries such as the US, the UK, and Australia. To begin with, participants watch a two-
minute video introduction about contactless service in hotels, as well as five photos illustrating
core service scenarios of contactless technology. Then the participants are invited to fill in the
questionnaire.

4. Discussion and Conclusion

This study aims to explore customers’ acceptance of contactless service in hotels. We develop
a model of customer acceptance of contactless service in the hospitality industry. This model
examines the impact of six antecedents on customers’ acceptance for contactless service.
Findings from this study are expected to shed light on future studies on technology acceptance
and post-pandemic consumptive behaviour in the hospitality industry. Further, this study
guides hotel practitioners to develop a contactless service that meets customers’ expectation.
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Artificial intelligence and hotel marketing: A case study
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Abstract:

Acrtificial intelligence is playing a significant role not only in marketing generally, but also
specifically in hospitality marketing. Marketing departments are at the forefront of the adoption
of Al in the hospitality industry. In this extended abstract we explore the potential of combining
artificial intelligence and business intelligence in hotel marketing and discuss its effectiveness.

Keywords: Artificial intelligence, hotel marketing, information and communications
technologies, customer experience, customer loyalty, hospitality, education

1. Introduction

Acrtificial intelligence (Al) has extensive applications across marketing. Voice processing
technologies, text processing technologies, image recognition and processing, decision-making
and autonomous robots and vehicles each have found a place in marketing in services and
manufacturing (Bhattacharjee, 2019; Devang, Chintan, Gunjan, & Krupa, 2019; Jarek &
Mazurek, 2019; Kumar, Rajan, Venkatesan, & Lecinski, 2019; Wirth, 2018). Not surprisingly
then, Al impacts each area of the ‘marketing mix’ (Kotler, Burton, Deans, Brown, &
Armstrong, 2012):

Table 1: The impact of Al on the marketing mix (Jarek & Mazurek, 2019)

PRODUCT

PRICE

PROMOTION (BRAND)

PLACE (SALES &
DISTRIBUTION)

New product
development
Hyper-
personalisation

Automatic
recommendations

Creating additional
value

Additional solutions
beyond product
category

Price management
and dynamic price
matching to
customer profile

e Creating a unique
experience

e  Personalised
communication

b}

e Creating the ‘wow
factor and offering
benefits

¢ Elimination of the
process of learning
product categories

e Positive impact on
the customer

e Minimised
disappointment

Convenient
shopping

Faster and simpler
sales process

24/7 customer
service (chatbot)

Purchase automation
Service-free shops

Consultant-less
customer support

New distribution
channels

Merchandising
automation
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Hence, Al has a two-way impact on marketing benefiting not just the consumer, but the
marketing profession too. Al offers consumers more convenient and quicker shopping, new
consumer experiences and heightens the consumer-brand relationship. For marketing teams,
Al eliminates laborious and time-consuming activities, improves analysis in creative and
strategic activities leading improved competitive advantage, design innovations, developing
new competences in marketing staff, and the development of new marketing ‘ecosystems’
(Bhattacharjee, 2019; Devang et al., 2019; Jarek & Mazurek, 2019; Kumar et al., 2019; Wirth,
2018).

In this extended abstract, we further explore the potential of Al in hotel industry marketing,
before offering up a short case study indicating its effectiveness.

2. Literature review: Al in hospitality industry marketing

The present authors have previously identified how cloud-based Al systems are enabling a
wave of responsive, customer-centred improvement across hospitality through enabling
process optimisation (Smallman & Ryan, 2019). Out of these processes, marketing is at the
forefront of the adoption of Al in hospitality:

e Competitive intelligence, by drawing upon and analysing a whole range of data (Antonio,
Almeida, Nunes, Batista, & Ribeiro, 2018; Claveria, Monte, & Torra, 2015; Kirilenko,
Stepchenkova, Kim, & Li, 2018; Rita, Rita, & Oliveira, 2018; Salguero, Gamez,
Ferndndez, & Palomo, 2019);

e Booking and staff interaction, by deploying ‘chatbots’ to deliver a personalised experience

and ‘capture’ visitors to social media sites, rather than relying purely on aggregator sites
(Rita et al., 2018; Salazar, 2018);

e Occupancy and rate optimisation, by developing highly nuanced and ‘tuned’ analysis of
occupancy and rate data developed through data mining (Claveria et al., 2015; Rita et al.,
2018);

e Revenue optimisation (Millauer & Vellekoop, 2019);

e Personalisation, by tailoring experiences to match a guest’s preferences (Kirilenko et al.,
2018; Sanchez-Medina, Naranjo-Barrera, Alonso, & Rufo Torres, 2018), notably through
reward programs; and

¢ Reputation risk management, by better managing reviews and social media posts (Aula,
2010; Hirsch, 2018; Munnukka & Jarvi, 2014; Rodriguez-Diaz, Rodriguez-Diaz,
Rodriguez-Voltes, & Rodriguez-Voltes, 2018).

It is perhaps not surprising that important hotel performance indicators relate strongly to the
Al applications listed above. Occupancy, average daily rate, revenue available per room,
advertising return on investment and online rating are each strongly represented in the
applications outlined. Yet, research demonstrates that the key performance indicators that
occur most frequently in practice and in the literature are occupancy and rate optimisation,
followed closely by revenue optimisation (Pnevmatikoudi & Stavrinoudis, 2016). Indeed,
customer satisfaction is the only commonly used non-financial performance indicator in the
sector.

What sort of benefits can be expected from the use of Al in managing the processes that are
evaluated through these indicators?
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3. Methodology

A case study of the relationship between Trafflk Digital and the Accor Group was undertaken
to assess the outcomes of using Al to increase direct bookings with Accor hotels across
Australia.

4. Results

Trafflk Digital® is a digital marketing agency based in Australia and New Zealand. They
comprise marketers, designers, developers, writers and strategists. Their aim is to help clients
build a consistent digital presence on the Internet to accelerate the development of their
business online and offline. They are one of many such agencies but offer examples of what
can be achieved through the use of artificially intelligent systems in social media marketing.

Using organic search engine marketing and search engine optimisation, paid search, landing
page optimisation and dynamic local search they employ algorithms and search techniques that
are synonymous with artificial intelligence and business intelligence, which in Trafflk
Digital’s case they refer to as ‘digital intelligence.’

Trafflk Digital has enjoyed considerable success with leading brands across the hotel sector,
and most notably with the Accor Group. Trafflk Digital was engaged by the Accor Group to
increase direct bookings with individual hotel properties across Australia. The aim was to
reduce online agency overheads, improving revenue yield for each hotel through reducing
commissions. Through the application of various techniques by Traff1k Digital, Accord saw a
148 per cent increase in traffic on their websites and a 70 per cent increase in revenue.

Sofitel is part of the Accor Group. Their Noosa Pacific Resort lies on Australia’s Sunshine
Coast to the north of Brisbane, Queensland. Traff1k Digital were brought in after Sofitel took
over the resort from Sheraton. Artificially intelligent and business intelligent systems were
developed, focusing on improving direct bookings and search engine rankings. Across 2018-
2019, the resort saw a 97 per cent increase in average revenue growth, a 31 per cent increase
in room nights and a 38 per cent increase in room bookings.

Trafflk Digital has enjoyed similar success with other members of the Accor Group. How so?
Multiple factors are monitored on a daily basis to determine trends, demand and rankings. This
enables Al experts to make tactical adjustments to web page strategies, as part of wider, longer
term marketing strategy. Humans could undertake this analysis, but not with the speed of
artificially intelligent systems drawing on business intelligence.

5. Discussion and Conclusion

The challenge these types of results pose for the hotel sector is not truly technological. Hotels
of all different sizes can find Al applications to support them. The challenge is, as we have
previously reported, educating hotel staff in the use of these systems (Smallman & Ryan,
2019). At present, conventional approaches to hospitality education usually compartmentalise
technology, such as we are dealing with here, away from those training in the various
hospitality disciplines. However, this compartmentalisation can only last so long. Al is
increasingly being deployed directly in both services and manufacturing. Human intelligence,
work life and Al are developing an ever more intertwined relationship across many disciplines,

1 Traff1k Digital is known to one of the present authors through an open-ended advisory arrangement. The
information reported in this paper is based on publicly available information from Trafflk Digital’s website.
Trafflk Digital has not been involved in the development of this abstract.
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notably medicine, leading to the application of what is termed ‘augmented intelligence’ in
solving problems (Prentice, Lopes, & Wang, 2019; Rouse & Spohrer, 2018; Zheng et al.,
2017).

Al is further enabling the development of supply chain and operations management to better
cope with the increase in business that these outcomes deliver (Buhalis & Leung, 2018).

Taken together, the development of augmented intelligence with improved supply chain and
operations management, is leading to the development of increasingly ‘smart hospitality’,
whereby hospitality professionals and systems interconnect and interoperate to develop
increasingly effective and efficient hospitality ‘eco systems’ (Buhalis & Leung, 2018). This
marks the development of a new paradigm in hospitality and particularly hotel operations, with
marketing at the very leading edge.

One of the limitations of this study is that it is based on one case study, albeit across a large
hotel group. Therefore, it is important to observe the outcomes from replications of this study
in other hotels.
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Abstract:

VR travel has been an emerging trend in tourism industry, especially during the COVID-19
pandemic when consumers have limited mobility. Despite the growing body of work on VR
tour, little is known about the negative experience of cybersickness during VR tour. The
purpose of this study is to investigate the role of cybersickness on head-mounted display (HMD)
VR travel experience and tourists’ behavioral intentions. A mixed-methods approach was used
to answer the research questions. Qualitative interviews with 10 respondents who had HMD
VR tour experience before were conducted first to identify the items of cybersickness during
VR tour and explore the impact of cybersickness on tourists. An online survey was then
distributed, and structural equation modeling was used to test the proposed model. Results
suggest that interaction effectively drive the cybersickness in HMD VR tour. 2. Cybersickness
has strongly influence on behavior intention. It will influence decision making of customers.
This study contributes to the literature by providing a conceptualization of cybersickness in
VR tour, and identifying the important role of cybersickness in VR tour. This study also
provides valuable implications on how to reduce cybersickness experience and improve VR
tour experience to the VR tourism sector.

Keywords: HMD VR tour, virtual reality, cybersickness, sense of presence, mixed-method
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Abstract:

The paper’s purpose is to fill the gaps among virtual reality, augmented reality and existential
authenticity, moreover, to explore the effectiveness on the existential authenticity while
traveling in Augmented and Virtual reality tourism. Through depth semi-structural interview,
content analysis and coding the data, we found three categories which are sensory system,
interaction, technical level can affect the existential authenticity while using Virtual and
Augmented reality technologies in tourism.

Keywords: Virtual reality; Augmented reality; Existential authenticity; Semi-structural
interview

1. Introduction

Existential authenticity actually divided into two aspects which are intrapersonal authenticity
and interpersonal authenticity (Wang, 1999). Intrapersonal authenticity means the connection
with self and Interpersonal authenticity means the connection with others. Fu (2019) has proved
the intrapersonal and interpersonal has the effectiveness with the tourists’ choice while they
travelling the tourism destination. In previous research, most studies involve too simple
existential authenticity empirical research. Brown et al. (2013) proved that existential
authenticity can be affected by tourism objects. Wang (1999) found the existential authenticity
has the connection with the destination image, and heritage tourism. In current studies, they
mainly explained the core relationships among authenticity, customer behavior, tourist loyalty,
destination image and so on. Few researches have been undertaken in the relationship among
existential authenticity. Virtual reality and augmented reality.

Especially for heritage tourism, cause of Covid-19 pandemic, the tourists cannot leave their
site and to travel to destination tourism, which will induce the loss of heritage tourism. Heritage
tourism is famous for its culture, human, specialty and so on. Adding to AR and VR
technologies can provide the tourists more convenient guide and achievable knowledge about
destination image (Brown et al.,2012; Mody et al.,2019). In the regard, VR and AR were seen
as the potential and have been proved tool to attract the tourists and stimulate the economic
recovery at the moment. As the another key research object, existential authenticity as three
main part of authenticity has amply researched in heritage tourism (Belhassen et al.,2008;
Wang,1999; Dueholm et al.,2014; Yi et al.,2016;Fu,2019).Researches proved that existential
authenticity in heritage tourism can make the tourists’ experience more genuine and provide
the feelings of self-actualization, happiness, relaxation and so on(Yi et al.,2017; Wang,1999).
Therefore, applying in Augmented reality and Virtual reality are meaningful for tourism
industry, especially in enhancing the tourists’ existential authenticity.
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To fill this gap, the study of this paper will explore the factors to affect the existential
authenticity while tourists using virtual or augmented technologies in tourism.

2. Literature review
2.1 Virtual reality in heritage tourism

In recent years, virtual reality as important information technologies have been amply applied
in heritage tourism (Chang,2018; Benckendorff et al.,2017). VR technologies through
providing the 3D models, pictures, self-perception, dreamed site and other stimulated factors
to fulfill the tourists’ requirements and has been defined a connection with the computer-based
and people perceptions (Schuemie et al.,2001; Diemer et al.,2015), which can provide the
immersive 3D simulated environment to make the sense of real-world. In modern society,
people who have much pressure or want to release the negative emotions and they will choose
the virtual augmented reality as the platform to relax and search for liberation (Benckendorff
et al.,2017).Virtual reality allow them to perceive the vivid, visual and colorful world through
3D models, and sound conducting create the new games, interactions, amusement and so on.
In current studies, virtual reality actually divided into two types which are mobile VR or called
3D stimulated reality, 3D stimulated device is widely used in mobile-based platform, and
current users main use VR applications based on html5 such as some WeChat application refer
to tourism aspects (Wirth et al.,2017; Diemer et al.,2015). Through mobile-based virtual reality
can provide 3D images, interactively, interestingly and innovative aspects for tourists and
enhance the experience in heritage tourism. Other one called 360 videos virtual reality or also
can be called tethered device that through computer-based platform to design and reconstruct
the internal and external feelings for tourists (Diemer et al.,2015).

2.2 Augmented reality in heritage tourism

Immersive information technologies refer to virtual reality and augmented reality have been
researched in heritage tourism for many years (Bimber & Raskar,2005; Chuang et al.,2010).
Augmented reality in heritage tourism have been a new debate in recent years. Kounavis et al
(2012) thought AR technologies can through overlying the virtual environment to help tourists
the objects both in virtual and real feelings while they in travel. AR through providing 2D/3D
images, models, sound, touch, and technologies support, can make the tourists feel the depth
experience (Hariharan et al.,2015). The early studies about AR technologies in heritage tourism
such as some functions like Gps-based, IQ scanning and so on (Feiner et al.,1997). These
functionalists enrich tourism methods and not only limited in traditional tourism. Besides that,
AR also support tourists enable the virtual world such as dreamed destination, dreamed girls
or boys translate into the real world become the possibilities (Bimber & Raskar,2005). Amount
enterprises have ventured these AR technologies into the productions such as AR glasses, AR
games and AR maps (Feiner et al.,1997; Hariharan et al.,2015). These procedures can stimulate
the development of heritage tourism and attract more potential tourists who are interested in
advanced technologies. Tourism industry seems to be the best choice for augmented reality
application, Jung and Tom (2017) proposed a new model to incorporate the AR factors
including quality, risks, and other some factors which can help tourism mangers more set the
strategical planning to bring in AR equipment to the heritage tourism. Some studies have
proved scientific AR model can help managers attract the tourists and control risks (Bimber &
Raskar,2005). Besides that, in recent years, AR also provided interactions, sound equipment,
irritative adventure to enrich the AR products’ contents (Chisholm et al.,2020). These new
functionalists attract more and more tourists to experience heritage tourism.
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2.3 Existential authenticity in heritage tourism

Existential authenticity actually divided into two aspects which are intrapersonal authenticity
and interpersonal authenticity (Wang,1999). Intrapersonal authenticity was amply defined to
being true with tourists’ themselves, which refer to the tourists’ self-identity, self-satisfaction,
self-realization and make the tourists’ bodily feel more authenticity and relaxation (Steiner et
al.,2006; Wang,1999; Xu et al., 2014).In heritage tourism, bodily feelings such the sound,
tactility, vision will meet the tourists’ requirements refer to self-actualization, self-
making(Steiner et al.,2006). Some studies refer to intrapersonal authenticity thought from
psychology and sociology aspects, the perception in intrapersonal authenticity connect the
tourists’ thoughts and feelings will make heritage tourism become more real and colorful such
as some food, Spa, Sport experience with themselves (Lu et al.,2015; Yi et al.,2017; Kim et
al.,2007). Intrapersonal authenticity is also thought a self-searching, adventure, exploratory and
stimulated authenticity, which make the tourists achieve the perception that only one person to
search unknown journey, acquire knowledge and fight for the last boss in experience games
(Fu, 2019; Yi et al.,2018). In other words, if the heritage tourism can meet with tourists’
perception including exploratory, stimulated, unknown and other aspects in promotional videos
or the design of tourism equipment, the tourists who are interested in this aspect will be
attracted to experience the journey, meanwhile the intrapersonal authenticity will be increased
by advanced technologies such as adding in VR or AR products. In this regard, VR and AR
products can provide the genuine, simulated, unknown, and excellent journey including real or
virtual environment site and interactions to meet the tourists’ intrapersonal authenticity.
Different from intrapersonal authenticity, interpersonal authenticity more stresses on
connections not only in themselves, but also with their relatives, friends and other people and
through interactions, together cooperate with partners make the authenticity become more
authenticity and colorful (Wang,1999; Steiner et al.,2006).

3. Methodology
3.1 Date collection

The exploratory study used the qualitative research approach. Data collected from depth semi-
structured interview base on experts who major in AR/VR industries and tourists who
experienced this AR/VR products. Through semi-structured interview, we collect some
information about experts’ and tourists’ attitudes of using VR or AR products in tourism and
some factors they thought can affect existential authenticity in AR/VR tourism.

3.2 Date analysis

The content analysis of respondents’ answers was applied in this study, and coding induced
followed the principle of grounded theory (Glasser & Strauss, 1967). The process refers to
opening code, selective coding and theory coding. There were amply applied in the qualitative
data dealing and induce the categories. To compare and code the data, the computer software
for qualitative research tool Nvivo 12 was applied in this data analysis of this study. This tool
can help scholars to analyze identify relationships among data, coding the data and induce the
theoretic categories. In this research, three categories coding results were derived from the
experts and tourists who experienced AR/VR products. And in the outcome showing, we will
use EP(X) represents expert participants, such as the first expert participant will be showed in
EP1, in the same way, TP(X) means the number of tourist participant like first tourists will
showed in TP1.
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4. Results

The demographic information of respondents collecting from depth semi-structured interview.
Most experts and tourists came from mainland China. The ages range from 18 years old to 50
years old. Over 80% respondents own the college degrees and over 50% respondents’ income
over 5000 RMB.

Table 1 Demographic information of the respondents

Gender Male 30.8%
Female 69.2%

Income (RMB) 5000 or below 46.1%
5001-8000 11.5%
8001-15000 15.3%
15001or above 27.1%

Education High school or below 11.5%
College/University 30.8%
Postgraduate 57.7%

Age group 18-25 61.5%
26-30 7.6%
31-40 19.2%
41-50 11.7%
51 or above 0

Using depth semi-structured interview and content analysis, the effectiveness of existential
authenticity was induced into three categories base on grounded theory which are sensory
system, interaction and technology levels. Date in each category was classified into several
sub-categories (refer to Figure 1). The outcome of this study matched previous studies which
they thought existential authenticity can be affected by unknown areas, perceived feelings and
some activities where experiencing with themselves or other people (Wang, 1999; Lu et
al.,2015; Yi et al.,2017). Moreover, this study complemented new categories which can affect
the existential authenticity traveling in AR or VR tourism.
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Figure 1. Effects of existential authenticity of traveling in Augmented and Virtual reality tourism
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4.1 Sensory system

Almost every respondent thought using AR or VR products in tourism, the feelings in sensory
system will be affected by AR/VR technology, meanwhile existential authenticity also was
affected and changed base on the change of sensory system. In this regard, the changes in
sensory main reflected in three categories through grounded coding which are Tactile sensation,
Auditory sense and Visual sense.

In Tactile sensation:

EP4: Tactile sense can be provided through third-party tools. For example, in my picture, the
person has gone to the beach, and | feel I am in the reality. | mean that there are some tools
like this can provide this place, and its tactile vision has reached the sense of reality, which
must be stronger.

EP7: If  want to experience a glider, a project like this, I may actually be in a VR glider device
to experience. Therefore, | think the future experience. In addition to visual and auditory sense,
has more tactile sense. A combination of various senses will enhance my sense of reality. There
are other senses of touch. To judge whether it is a true reflection of the destination.

TP9, TP10, TP11, TP14, TP17 support their views.

Besides the tactile sensation regard, many respondents thought Auditory sense all affect the
existential authenticity while using AR/VR products. They thought the presentation base on
AR/VR technology is different from traditional approach to show the destination. Immersion
and impact are more intense than other promotional videos in tourism.

EP7: The sound of traffic, or the sound details that you can capture in the scene, for example,
for a concert like ours, if the equipment of your voice, these details can be handled very well,
and my visual effect is very good. Of course, it will also be very shocking and make me feel
more real.

TP19: It looks good. And then compare the pictures you find on the Internet, again with some
physical sensations, some auditory comparison base on some features, and then decide whether
it reflects the tourist attractions.

TP10, TP12, TP13, TP19 and TP22 all thought these views.
The last aspect in sensory system refers to visual sensation, in this regard, respondents thought
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its effect is the most important and the intense feeling is first point to affect the existential
authenticity.

EP3: Visual impact is very strong and better than VR movies, almost 100 times to 10,000 times
per minutes. When we do some interactive games such as the force of the gun, we will
deliberately bullets, and the enemy's bullets to our lens in the visual experience of the past.
This way will give me the feelings that the bullet is real or lifelike turn

TP10: That kind of 3D animation produced by the water screen movie or like some exciting
clips, after those clips produced, may give you that kind of visual experience and visual impact
will be better than some real physical actors to perform. This kind of visual impact will be
better and feel right. In some of the better tourist attractions, especially pay attention to some
cultural or scenic publicity, this feeling may be more attractive to you.

TP14, TP16, TP22 and TP26 support this point.

4.2 Interaction

Interaction as an important indicator to reflect the status of tourists traveling in destination,
which can reflect the degrees of popularity in amusement, especially in newest information
technology like Augmented reality and Virtual reality technology in tourism. In this research,
we found many of tourists thought interaction can enhance the existential authenticity while
using AR/VR products in tourism. Researches identified interaction refers to two aspects which
are interaction between people and people, and interaction between people with AR/VR
devices in tourism. In first regard, people with people interaction, tourists thought that make
them relaxed and feel more real in tourism.

EP1: Interactivity. | think this one is very important, because the tourism industry itself is
relatively special. Most people travel in groups. They want to go out with their families and
friends, which can enhance the real feelings.

EP6: This kind of interaction between people and people. In addition to enjoying the beautiful
scenery, it is more about sharing with people based on this interactive aspect. That let me feel
the real reflection of the tourist destination

EP7, TP9, TP15, TP19, TP23 and TP25 support this view.

In other aspect refer to interaction of people with AR/VR devices, tourists also thought can
enhance the existential authenticity in AR/VR tourism.

EP6: If you go to Disneyland or something like that, it's going to have a lot of games, but now
maybe there's a product where it just does a full 360, and it tells you that this is a game where
it can only see and then it can only walk inside, but some games you can't play, like there's a
ball, there's a roller coaster. Therefore, | think | have to add all of these. And then there are
characters who talk to you and so on. This interactivity is restored in the game, and there are
some scenarios. And these feelings can affect my real feelings.

TP10: In VR experience, for example, they have a group that can complete a certain task, and
what we feelings is the happiness between the group and the device and more feel more real.

TP13, TP14, TP17, TP21, TP22 and TP25 all support this view.

4.3 Technical level
In this research, we found most respondents all stress on important point-Technical level.

145



APacCHRIE 2020 Conference (27-28 October 2020)

Experts in AR/VR said the exploration and design main base on the abilities of technical level,
if the more technical level shows, the more the effect shown better. For the tourists’ angles,
they main through the show of AR/VR technology to experience the tourism. Therefore, they
all thought the Technical level is important for their feelings in tourism especially in affecting
existential authenticity. Meanwhile, we use coding data, and we found four categories which
are Equipment presentation level. Restoration of scenic features, Real-time change and First-
person perspective can affect the existential authenticity in AR/VR tourism.

In Equipment presentation level:

EP4: Like with the screen and the same sentence, which belongs to the hardware. Software
means that we are going to play a video, and it certainly means that there is a video production.
You make a video through first vision, and the software is a video. Through the hardware to
play out, the real effect of destination is decided by hardware and software.

EP6: At present, the resolution of the product is not high, including every time you move its
refresh rate is not high. If adding a very large team to make it may be very good, generally
small companies are false. The experience is particularly bad.

EP3, EP7, TP10, TP16, TP22, TP23, TP24 and TP26 all support this view.

In Restoration of scenic features, many tourists thought the degrees of restoration of destination
image can help them whether reflecting the image and further to affect the existential
authenticity in tourism.

TP10: Like this kind of animation, these pay more attention to some real scenes of some
restoration and somebody experience. For example, there are amusement parks like these
stimulation points and motion-sensing game halls, which, | think it can highlight its
characteristics and highlight the concept of zero distance between VR and you, so that you can
feel the happiness and real through this game.

TP14: The technical requirements will be higher and the feelings of the mountain, the visual
impact, the technical aspects, the visual aspects will make you feel more real.

EP3, EP7, TP8, TP9, TP10, TP11, TP12, TP13, TP15, TP16, TP17, TP18, TP20, TP21, TP22
and TP25 all support in restoration of scenic spot can affect the tourists’ existential
authenticity.

In Real-time change, tourist thought AR/VR tourism cannot show the real-time change in the
destination, which will affect the existential authenticity in tourism.

TP16: A very important point is its real-time, because it cannot show real-time characteristics
and show the most beautiful day in the season or a scene, and then people may have a
psychological gap.

TP22: In VR and AR, because we know the real scene, it may make an adjustment according
to the exhibition arrangement or some circumstances. However, in the process of implementing
browsing of AR and VR, we may browse a scene in a certain process before, but it has not been
updated timely.

TP17 also support this view.

In First-person perspective, many tourists thought when they immersive in first-person
perspective to experience, the feelings of authenticity will be more real.

EP3: Imaging you were a boy and a girl placed in front of you. She will tell you to stand in
your VR visual perspective of the whole and tell you come and | will take you. The Palace
Museum to see, | took your hand. Then we shoot pictures of the girl's hand to the camera. First
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to touch with you, then you can follow it straight on the lens along with it. Visitors take a VR
glasses, it is not only the scenery and adding little story. This way will make them feel more
real and It's like I'm in the scene

EPA4: If the first-person perspective is in VR or AR, the authenticity must be more than that.
The content design is more colorful, and it would be better to attract human eyes and make you
feel more real.

EP5, EP7, TP13, TP14, TP16 and TP17 support this view.

5. Discussion and implications

This research identified the effect of existential authenticity in Augmented reality and Virtual
reality tourism while tourists traveling in tourism destination. Through using depth semi-
structured interview, content analysis, coding data base on grounded analysis, three categories
which are Sensory system, Interaction and Technical level are induced and can affect the
existential authenticity in AR/VR tourism. Sensory system data is collected and induced base
on sub-category which are Tactile sensation, Auditory sense and Visual sense. Interaction data
is induced through two sub-category which are people and people and people and AR or VR
device. The last category-Technical level refers to four sub-categories which are Equipment
presentation level, Restoration of scenic features, Real-time change and First-person
perspective. The outcome of this research proved prior literatures and proved new categories
for future research.

The results of this study provided the practical implications refer to new categories for
managers who major in AR/VR operation to rethink the importance of existential authenticity
and how to improve the tourists’ experience in AR/VR tourism. First of all, three categories
refer to Sensory system, Interaction and Technical level can be applied into the improvement
and redesign of products. Second, the outcome of this study enriched the content refer to effect
of existential authenticity especially in information technology research. Furthermore, this
paper developed new scales refer to effect of existential authenticity in future research base on
grounded analysis. However, future researches need to further examine the relationships among
existential authenticity, Sensory system, Interaction and Technical level by using quantitative
research.
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Abstract:

If physical distance affects leisure travel, then cultural distance should have a similar or even
stronger decaying effect. This is because culture encapsulates management of risk perception,
uncertainty, individualism, and order. International tourism is expected to promote cultural
exchange and cohesion, as the interplay of differences is what sets the world moving.
Nevertheless, the differences have often led to cultural friction and cultural shocks. Cultural
diversity affects the inflow of tourists to destinations as markets continue to be globalized with
destinations seeking growth opportunities to become leading tourism destinations. This
manifests in the choices and behaviour of international tourists. This study contributes to the
literature by examining 1. Differences in the profile of visitors to Hong Kong, based on cultural
distance, 2. The differences in activities undertaken by different cultural cohorts and, 3. The
effect of cultural distance on travel demand and characteristics. The study makes use of six
long-haul and five short-haul markets from visitor profile report generated by the Hong Kong
Tourism Board (2019). It was found that there is a decaying effect with respect to tourism
demand and cultural distance. Differences realized in the socio-demographic profiles, travel
characteristics and behaviours among culturally similar and culturally dissimilar markets are
further explained in the paper.

1. Introduction

One main expectation of international tourism is to promote cultural exchange and cohesion
(Reisinger, International Tourism: Cultures and Behavior, 2009). However, this has empirically
been determined to lead to cultural friction and shocks (Yang, Liu, & Li, 2019) which reduces
tourist flow and activities. Alternative factors may affect the inflow of tourists to destinations
as markets continue to be globalized (Sousa & Bradley, 2006) with destinations seeking growth
opportunities to become leading tourism destinations. This reflects in the decisions and
behaviour of international tourists. The behaviour of tourists and their travel characteristics
including expenditure are as important to destinations as the attractions they possess. Research
on attractions, psychographics, travel and tourist behaviour has received much attention in
recent times (McKercher B. , 2016; Bao & Mckercher, 2008; Dewson, Eccles, Tackey, &
Jackson, 2000). In effect, the behaviour of tourists in destinations has been studied widely.

The interplay of differences is what sets the world moving. Therefore, differences in cultures
may influence the characteristics and behaviour of visitors (Reisinger, International Tourism:
Cultures and Behavior, 2009). International travel has long been noted to be affected by a
myriad of factors (Lepp & Gibson, 2003) together with the cultural background of tourists
(Ibrahim, 1991). The empirical indication that cultural distance affects leisure travel has been
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one of the least focused areas of research (Ahn & Mckercher, 2015). Pizam and Jeong (1996)
acknowledge that national culture affects touristic behaviour but in which circumstances the
changes occur and for which behaviour still stands unanswered. This is due to the focus on
spatial interactions when testing the theory of distance decay. If it is anticipated that physical
distance affects leisure travel, then cultural distance should have a similar or even stronger
decaying effect. This is because culture encapsulates management of risk perception,
uncertainty, individualism, and order (Hofstede, 2001).

Cultural distance (CD) is noted to have complex effects on global tourism. It functions as a two-
sided coin, where on one side, the differences form part of the primary motivations for
international tourism (Lui, Li, Cardenas, & Yang, 2018) while on the other, it is a challenge to
international tourism in the context of language and other cultural conflicts which may
negatively influence the choice of destination (Yang & Wong, 2012; Ng, Lee, & Soutar, 2009).
CD is one of the recognized concepts in the field of tourism which presents philosophical
thinking and has some influence on the tourism sector. However, it has largely been ignored
(Li, 2014)This study investigates the effect of cultural distance on demand for the tourism
offerings of Hong Kong. It contributes to the literature by examining 1. Differences in the
profile of visitors to Hong Kong-based on cultural distance, 2. The differences in activities
undertaken by different cultural cohorts and, 3. The effect of cultural distance on travel demand
and characteristics. The study makes use of six long-haul and five short-haul markets from
visitor profile report generated by the Hong Kong Tourism Board (2019).

2. Literature Review
2.1 Distance Decay and Tourism

Distance can be conceptualized in many ways. Though it generally represents how far apart two
points are from each other, different disciplines measure distance in different ways. It may be
measured as the distance travelled (Dewson, Eccles, Tackey, & Jackson, 2000), geodesic
distance (Hsin-Yu, 2006), market distance, or cultural distance (Yang & Wong, 2012; Shenkar,
2001) among other measurements. It is therefore not a concept exclusive to a specific area of
study (McKercher B. , 2008a). Indeed, as “everything is related to everything else, but near
things are more related than distant things” (Tobler, 2004; 1970), physical distance, the social
and cultural distance between a market and a destination will affect the movement of leisure
tourists.

Distance decay theory, the first law of geography, establishes the foundation for the argument
that the demand for tourism decays as distance increases (Hooper, 2015; McKercher B. ,
2008b). This reflects the notion that nearby areas generate more arrivals than distant areas or
that tourists may regularly visit sites that are in close proximity than distant destinations with
similar attractions and activities (Yan, 2016; McKercher & Lew, 2003; Wall, 2000). Studies
have shown that cost of travel, availability of time, and travel budget and ability to engage with
different cultures influence travel demand (Lui, Li, Cardenas, & Yang, 2018; Yan, 2016) and
that the volume of active tourism demand reduces as the physical distance between the source
market and destination increases. Though distance decay and its impact have been widely
investigated, it is argued that it has not been extensively applied within the tourism context
(Hooper, 2015; McKercher & Lew, 2003; McKercher, Chan, & Lam, 2008). From the
perspective of source markets, researchers posit that physical distance has an impact on tourism
demand (Ahn & Mckercher, 2015). Yan also argues in line with McKercher and Lew that in
tourism, the peak of travel occurs within a certain distance from a source market. Usually within
1000km radius (Yan, 2016; McKercher & Lew, 2003). It should also be noted that culture may
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have an impact on the demand for tourism as a result of interaction between people from
different cultures.

2.2 Cultural Distance

Undeniably, cultural distance (CD) is an important concept that helps in the understanding of
diversity in human society. It is one of the main issues that affect interrelationships among
humans. As differences are the key drivers setting the world in motion (Lui, Li, Céardenas, &
Yang, 2018), usually evident in language, religion, values, and family structure among others,
the CD is often used as the measure of national differences (Clark & Pugh, 2001).

Cultural distance is defined as the measure of the extent to which the culture of one country is
different from the culture of another (Cheng & Leung, 2013; Ng, Lee, & Soutar, 2009; Suanet
& Van de Vijver, 2009; Shenkar, 2001). Others also refer to it as shared norms, rituals and
traditions that collectively program the mind, making it possible to distinguish between groups
(Crotts, 2004; Litvin, Crotts, & Hefner, 2004). With the evidence of cultural shock, that come
into play when two distinctive cultures meet, the study of cultural distance is very important in
the tourism context (Ng, Lee, & Soutar, 2009). Tourists, as well as locals, from different cultural
backgrounds, may interpret activities, services, the pace of life, etiquette, intimacy and humour
among others differently which increases their risk perception when they travel to places which
are less familiar (Ng, Lee, & Soutar, 2009; Lepp & Gibson, 2003). In line with this, it is argued
for example that the similarity of cultures between two countries, will increase the likelihood
of international travels between them (Ahn & Mckercher, 2015; Crotts, 2004). Hence, the
research question: Does cultural distance have a decaying effect on tourism demand?

2.3 Measuring Cultural Distance

Cultural distance is usually measured at the national level to determine the differences between
two or more countries (Clark & Pugh, 2001). Out of the number of constructs developed to
measure differences in culture among groups, cultural distance has been used in discussions for
decades (Kluckhohn, 1951) but according to (Ng, Lee, and Soutar (2009), the use of quantitative
measures for cultural distance determination begun in the 1980s based on the Hofstede’s (1980)
cultural dimensions. He later proposed an additional two dimensions (Hofstede, 2001; 1991)
which are extensively explained in literature and therefore need not be repeated in detail:

1. Individualism -collectivism is the extent to which an individual is related to a group or
society. It is measured on a scale of 0-100 where countries with values close to 0 are most
collectivist and values close to 100 are the most individualized countries and expressed as
individualism scores (IDV). Visitors from high IDV countries visit culturally similar
destinations while those from collectivist countries visit culturally distinctive destinations
(Jackson, 2000).

2. Power distance is the degree to which persons who are less powerful in society
recognize and admit that power exists but it is unequally distributed. It is measured by the
Power Distance Index (PDI) on a scale of 0-100. Countries with values close to 100 have high
power distance while those with values closer to 0 have low power distance.

3. Masculinity-feminity relates to how individuals in countries approach and deal with
emotions and socially defined roles for the masculine and the feminine. This dimension is also
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measured on a 0-100 scale where lower values denote most feminine while high values are
related to masculinity.

4. Long Term versus Short Term Orientation is related to how society fosters either
pragmatic virtues or preservation of societal values in all situations. Its measure is denoted
buy Long term Orientation Index (LTO) on a scale of 0-100 with long term orientation
represented by values close to 0 and short term, close to 100.

5. Uncertainty Avoidance dimension represents the degree to which affiliates of a
national society are threatened by unknown situations. There are two extremes that are
measured on a scale of 0-100. Countries with values close to 100 are described as uncertainty
avoidance countries while countries with values close to 0 are uncertainty acceptance
countries. Visitors with low UALI usually travel to culturally dissimilar destinations while the
other group do not (Lepp & Gibson, 2003).

6. Indulgence-Restraint is measured by the indulgence-restraint index (IVR) also on a 0-
100 scale. It depicts the feelings of subjective happiness and control of peoples own lives or
otherwise. It is the most recent addition to the dimensions, explaining that on the indulgence
side, people feel happier and healthier than on the restraint side (see (Hofstede, 2001).

Altogether, the dimensions give a bigger and clearer insight into the cultural characteristics than
single or a couple of dimensions combined.

2.4 Distance and Tourist Behaviour

According to Yang, Liu, & Li (2019) CD has a partial effect on tourists’ attitudes towards
international destinations. In relation to the theory of reasoned action and theory of planned
behaviour, if a tourist feels uncomfortable with the cultural differences between his home
country and intended destination, the propensity to travel will reduce and the opposite will be
true because tourists are generally rational (Ajzen, 1991; Fishbein, 1967). Yet, some tourists
have the interest in travelling to destinations with wide differences in culture in order to
consume exotic cultural attributes (rather than leisure) that pull them towards the destination
(Kim, Cheng, & O’Leary, 2007). With this, Yang, Liu, and Li (2019) argue to support Ng, Lee,
and Soutar’s (2009) similarity-attraction hypothesis that only a small proportion of tourists will
travel to culturally dissimilar destinations (usually long -haul). Other studies also suggest a
mixed outcome (Yang & Wong, 2012). This also brings up the question that seeks whether CD
has a negative relationship with travel demand.

Culturally proximate markets are usually interested in hedonistic activities while culturally
distant markets are more into cultural and other intangible attributes (Suh & McAvoy, 2005).
In addition, it is noted that as distance decays, travel composition and behaviour change (Crotts,
2004) such that culturally similar markets engage in different activities for a different
experience from the distant counterparts (McKercher, 2008b). Culturally distant tourists prefer
to visit cultural and heritage site as compared to a culturally similar market. CD has a negative
effect on tourists’ service satisfaction such that cultural similarity is positively associated with
tourists’ perceived satisfaction (Leung, Woo, & Ly, 2013; Reisinger & Lindsay, 2003). Hence,
the question: will similar cultures rate satisfaction relatively higher than distinctive markets?
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3. Methodology

This study considers inbound tourist flows to Hong Kong and uses descriptive research design
with a quantitative approach. The study uses secondary data to analyse the vacation overnight
segment in the 2018 visitor profile, of the Hong Kong Tourism Board, which gives information
on 26 source markets, and a compendium of statistical tables, containing information on
departure from source markets by the World Tourism Organization. A total of eleven major
source markets including the USA, Canada, Australia, Taiwan, and New Zealand (Hong Kong
Tourism Board, 2019) were used in this study. China, the largest source market to Hong Kong,
was excluded from the study. This is because tourists from China have several transport modes
to Hong Kong, offering them more options than other tourists from other markets who use
mainly air transport (McKercher B. , 2008b). This is supported by Ahn and Mckercher, who
avowed “that it is impossible to distinguish the impact of physical distance from a cultural
distance” (2015, p. 101) when visitors are from a border town to a destination.

The cultural distance was calculated using the Composit Cultural Distance Index formulae by
Kogut and Singh (1988). The formulae have been criticised by scholars such as Kandogan
(2011) and Shenkar (2001) that it is no more relevant following the addition of more cultural
indices. Others also argue that single dimensions are the best. Notably, the use of uncertainty
avoidance (Crotts, 2004), and long term orientation (Manrai & Manrai, 2011) have been argued
as the best dimensions for measuring cultural distance. Other researchers (Lord, Putrevu, & Shi,
2008) argue that a single dimension cannot give a true picture. Therefore, they used three out
of the six cultural dimensions by Hofstede (2001). The potential effects of other cultural
variables are deemed very necessary in measuring the national culture and cultural distance.
Consequently, Kogut and Singh’s (1988) formula was improved by using all six dimensions for
this study which widen the scope of the composite index.

_ (Xka - ka)
CD, = z <—Vk >/6

Where CDa is the composite cultural distance index of the country (a) from Hong Kong, Xka
refers to the index of the dimension k of country a, while Yk is the index of dimension k of
Hong Kong and Vk denoting the variance of the k™ dimension of all countries. Descriptive
statistics and Kruskal Wilas Test of differences were applied to determine effects that CD has
on visitor profile, trip characteristics, behaviour and satisfaction. The markets were categorized
according to the cultural distance (very similar, fairly similar, dissimilar, and very dissimilar)
to Hong Kong.

4. Results
4.1 Cultural and physical distance

This section presents the results of the study based on secondary data. It was observed that
long-haul markets recorded higher Cultural distance Index (CDI) than the short-haul markets.
Indonesia recorded the lowest CDI (0.402) making it the most culturally similar market while
Australia was the most culturally distinctive market (3.416) (Table 1). From the table, the most
culturally similar after Indonesia was Singapore (0.508) and New Zealand the second most
culturally dissimilar (3.230). Therefore, short-haul markets form culturally similar markets
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while the long-haul markets form culturally distinctive markets. This is in line with the
assertion of Yang, Liu, and Li, 2019), Yang and Wong (2012), and Ng, Lee, and Soutar (2009)
that markets that are in close proximity are usually similar in culture.

Table 1: Distance from Hong Kong

Category Source market CDI PDist (km)

Very similar Indonesia 0.402 3105.67

% Singapore 0.508 2565.34

c_ic Fairly similar Taiwan 1.324 719.57
c

;c% Thailand 1.369 1472.64

" South Korea 1.839 1977.05

Dissimilar France 2.314 9820.76

g Canada 2.496 1254851

c_f UK 2.752 9577.36

f:;’ Very dissimilar USA 3.096 12410.38
5]

- New Zealand 3.230 9438.64

Australia 3.416 5566.17

PDI=Power distance; IDV= Individualism; Mas= Masculinity; UAl= Uncertainty

Avoidance; LTO= Long term Orientation; IvR= Indulgence; CDI=Cultural Distance Index; PDist= Physical
Distance

From Figures 1 and 2, it is interesting to note that both cultural and physical distances have
decay curves. However, when the countries are ordered in physical distance, the decay curve
is clearer where Hong Kong attracts a relatively higher percentage of tourists from the closest
country and less percentage from distant countries. On the other hand, cultural distance
displays a distance decay curve with a secondary peak rising at the end (Figure 2). This shows
that cultural distance on its own may not be a very strong determinant of decay though it tells
a story of one as Hong Kong attracts relatively high percentage from culturally similar markets
and falls as the cultural distance increases. It, however, begins to rise again as the cultural
distance widens. This graphically displays distance decay theory by (Bull, 1991) in the case of
culture.
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4.2 Visitor profile

To analyze the effect that cultural distance has on visitor characteristics, gender, age, and the
occupational characteristics are compared across the various divisions of cultural distance.
Figure 3 shows the distribution of average age and gender across different distance categories.
It is realized that as the cultural distance increases, more males are drawn to Hong Kong with
a significant difference (Kruskal Wallis H = 8.891, df =3; p= 0.031). There is a significantly
higher proportion of females coming from markets that are culturally similar to Hong Kong at
95% confidence level. On the other hand, the proportion of male visitors is relatively higher
than female in culturally distinct source markets except for New Zealand. The average age of
visitors increases as the cultural distance increase with Indonesia (most culturally similar)
reporting an average of about 38 years while Australia (most culturally dissimilar) reported an
average age of 46 years. A Kruskal-Wallis test showed that there was a statistically significant
difference in average age among of visitors from different source markets (H = 9.107, df =3;
p=0.028), with a mean rank cultural distance score of 7.30 for markets with very similar culture
with Hong Kong, 5.50 for fairly similar culture, 10.20 for culturally dissimilar and 15.38 for
very dissimilar culture.
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Figure 3: Gender and average of overnight vacation visitors

4.3 Trip characteristics of visitors to Hong Kong

This section discusses the effect cultural distance has on the trip characteristics of visitors from
different source markets. Figure 5 gives a summary of the length of stay and travel party of the
visitors to Hong Kong. Figure 6 shows a gradual rise in the length of stay of visitors to Hong
Kong as cultural distance increases. A significant difference was noted between groups as
revealed by the Kruskal Wallis H test, (H = 10.223, df=3; p=0.017). The difference is between
a very similar culture and dissimilar culture. Overall, the visitors spent an average of
approximately 3 nights in Hong Kong with a minimum of 2 nights (South Korea) and a
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maximum of approximately 4 nights by Australian visitors. The average length of stay is
generally shorter among culturally similar markets than the culturally dissimilar markets.
Though culturally dissimilar markets stay relatively longer than culturally similar markets,
Hong Kong serves as a secondary destination or a transit point to culturally dissimilar markets
as shown in Figure 4 (Kruskal Wallis H = 11.280, df= 3; p= 0.010). Tourists with multi-
destination itinerary, who are predominantly from culturally dissimilar markets mostly visit
destinations near Hong Kong such as Macao and Mainland China.
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Figure 4: Average length of stay and travel itinerary of visitors to Hong Kong

Again, the propensity of visitors to participate in day tours in Hong Kong does not change with
differences in culture (Kruskal Wallis H = 0.306, df= 3; p= 0.959). Though participating in
guided tours reduces the anxiety and bridge the gap between cultures (Bao & Mckercher,
2008), it was not a popular practice among culturally dissimilar markets. Interestingly, Hong
Kong attracts a higher share of first-time visitors from culturally dissimilar markets who hardly
ever participate in day tours and mostly do not use guided tour services. The tourists with
dissimilar cultures have a higher tendency to travel alone compared with culturally similar
markets (Kruskal Wallis H = 12.411, df= 3; p= 0.006). This is in line with (Jackson, 2000).

4.4 Travel Behaviour in Hong Kong

This section compares activities tourists engage in, the attraction they visit, and satisfaction
levels, among other indicators. Figure 7 shows the popular activities that tourists from different
cultural backgrounds engage in while in Hong Kong. In Figure 7, it is seen that shopping is a
common activity across different cultural markets. It also shows that relatively higher
proportion of culturally dissimilar markets visited Stanley Markets than similar markets where
a significant difference was realized among the cultural groupings (Kruskal Wallis H= 7.727,
df= 3; p= 0.052) but same cannot be said about Open Air Markets since as many culturally
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similar as culturally different tourists visit the place (Kruskal Wallis H= 4.307, df= 3; p=
0.230). In general, a significant difference was found in shopping activities among different
cultural markets (Kruskal Wallis H= 9.774, df= 3; p=0.021). Further analysis revealed that the
differences were between very similar and dissimilar cultures as well as between very similar
and very dissimilar cultures.
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Figure 5: Travel activities

In relation to visiting attractions, culturally specific differences were noticed in a visit to
popular cultural and natural sites. Though Victoria Peak was a popular attraction among the
tourists, no significant difference was noted between the groups (Kruskal Wallis H=7.209, df=
3; p=0.066). Similarly, there was no difference in visits to the Wong TaiSin Temple (Kruskal
Wallis H= 4.550, df= 3; p= 0.208), and Cheung Chu island. It is, however, interesting to note
that culturally dissimilar visitors had a higher propensity to visit Big Buddha and Po Lin
Monastery (Kruskal Wallis H= 7.975, df=3; p=0.047), and Lamma Island (Kruskal Wallis H=
12.058, df=3; p=0.007) than the culturally similar markets.
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Figure 6: Visitors to cultural and natural sites

With regards to entertainment-related or leisure attractions, very popular entertainment sites
and attractions were examined, and it was revealed that culturally similar markets have the
highest rate of visit entertainment-related attractions than culturally dissimilar markets. A
significant difference was found to exist between groups with respect to Ocean park (Kruskal
Wallis H=7.991, df= 3; p=0.046) and Disneyland (Kruskal Wallis H= 12.253, df=3; p= 0.007)
(Figure 9). However, there were as many culturally similar visitors as culturally dissimilar
visitors at other leisure attractions including the Symphony of Lights, Avenue of Stars, Golden
Bauhinia, and the Ngong Pin 360 Cable Car.
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Figure 7: Parks and entertainment site
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4.5 Visitor satisfaction

There seems to be an effect of cultural distance on the satisfaction derived by visitors to Hong
Kong. Visitors from culturally dissimilar source markets are noted to rate overall satisfaction
of their vacation in Hong Kong twice as high as visitors from markets with a very similar
culture and markets with a fairly similar culture to Hong Kong (Kruskal Wallis H= 8.430, df=
3; p= 0.038). Singaporeans had the lowest rating of 7.6 while US and UK visitors were the
most satisfied (8.8). Specifically, visitors from culturally dissimilar markets have higher
propensity to be satisfied with shopping value for money (Kruskal Wallis H= 8.796, df= 3; p=
0.032) and dining (Kruskal Wallis H= 11.671, df= 3; p=0.009), than visitors from markets that
are very similar and fairly similar to Hong Kong in terms of culture (Figure 8). On the other
hand, though the level of satisfaction seems to rise with cultural distance, there is no significant
difference between the satisfaction of visitors from different cultural markets in relation to
sightseeing. This corroborates with the assertion by (Lord, Putrevu, & Shi, 2008) that culture
has the potential to influence the vacation experience of vacationers.
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Figure 8: Visitor satisfaction

5. Discussion and Conclusion

This study sought to determine the decaying effect of cultural distance on travel demand. The
effect of cultural distance on the demand for Hong Kong as a leisure destination was tested
using 11 major source markets (both long and short-haul). The effects were tested by
comparing proportions of tourists from different cultural distance groupings (very similar,
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fairly similar, dissimilar and very dissimilar cultures) to Hong Kong. Few differences were
realized among the cohorts (both within groups and between groups).

Culturally distinctive markets were made up of long-haul markets. This could be because
countries that are close to one another tend to share more similarities and as the distance
between them grows wider, the similarities grow thinner. This is in obedience to the first law
of geography and in this case, closer countries will be more related than distant countries.
Therefore, it is not surprising that culturally similar markets are short-haul markets.

The culture of Hong Kong has a decaying effect on demand of selected source markets and
expresses that tourism demand varies inversely with cultural distance. This may be attributed
to the rationality of tourists where tourists might go for comparable attractions presented in a
destination with smaller cultural to their origin than Hong Kong. Therefore, will go to a familiar
place. Again, it is noted that all markets with high outbound percentage speak a similar
language. This will make visitors from such countries feel more comfortable and enjoy
travelling to such destinations as language is noted to contribute to Cultural Distance.

Differences were realized in the socio-demographic profiles, travel characteristics and
behaviours among culturally similar and culturally dissimilar markets. Visitors from culturally
dissimilar markets are generally older, and more likely to be retired males. Culturally
distinctive visitors usually engage in lone travel and stay for a relatively long period. They
recognize Hong Kong as one of their multiple destinations and engage in visiting natural and
cultural attractions. Notably, visitors to the Big Buddha and Po Lim Monastery, and Stanley
market were less interested in hedonistic activities. This reflects the notion that the greater the
CD, the more aspirational a tourist is likely to be, the older he is, with more discretionary
income, seeking to explore multiple destinations and learn cultural heritage through long trips.
Alternatively, culturally similar visitors are mainly repeat-visitors who have Hong Kong as
their only destination and engage in entertaining and pleasure-driven activities including visits
to theme parks (Ocean Park and Disneyland), and shopping. It is clear that (cultural) distance
decay, is affecting the markets of Hong Kong. The trip characteristics of visitors change as the
distance increases. This is because distance decay affects people with lower discretionary
income and time so are more sensitive to travel cost and length of stay. Again, in the case of
high UAI where visitors make shorter trips to a single destination while lower UAI is more
inclined to longer trips with multiple destinations, significantly different patterns emerged in
travel behaviour. This again establishes the effect that CD has on travel demand.

The study suggests that CD plays a key role in shaping the demand for tourism, determine trip
characteristics and tourist behaviour as do the physical distance. Tourist profile changes as CD
increases. Again, trip characteristics and tourist behaviour are also affected by CD. Therefore,
the HKTB should segment and do target marketing where value for cultural integration and
aspiration motives will be advertised to culturally distinctive (long-haul) markets while
pleasure-oriented adverts will be targeted at the culturally similar (short-haul) markets. This
will help to maximize and maintain competitiveness.

Though this study has revealed the effect that cultural distance has on leisure travel demand, it
has some limitations. First, it employed limited data which did not allow for rigorous statistical
analysis. Second, the study was not able to ascertain some reasons for tourist behaviour. For
instance, the Big Buddha and Po Lim Monastery are purposely for performing traditional
rituals and rites observed by cultures similar to Hong Kong yet culturally distinctive markets
were dominant. Future studies can establish the reason for such popularity among dissimilar
cultures. Further investigation can dwell on the findings of this study to conduct a longitudinal
study to determine whether the effect of cultural distance on tourism demand of Hong Kong
will change over time. Again, this paper did not consider the effect of the multiple crises (social

161



APacCHRIE 2020 Conference (27-28 October 2020)

unrest and CoVID-19) as it uses data before the happenings. As situations have changed, it
would be important to find the combined effect of crises especially the COVID-19 (as Hong
Kong was the first country to be affected by the virus before the global pandemic) and distance
decay on tourism demand in Hong Kong.
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Abstract:

This study extends the customer equity paradigm to propose a green induced tourist equity
model. Drawing on the attitude literature of subliminal persuasion and priming, we argue that
the environment performance of the source market plays a pivotal role in inadvertently
stimulate tourists to visit and hence, greater revisit desire for the destination. We develop
multilevel models to test individual-level direct effects leading from green equity to destination
loyalty through value equity, brand equity, and relationship equity germane to a destination,
and then tested cross-level moderating effect emanating from source-market’s environmental
performance to the proposed direct relationships.

Keywords: green equity, tourist equity, loyalty, energy efficiency, carbon emission,
subliminal persuasion

1. Introduction

Greening has often been accentuated to bring a constellation of positive impacts to tourists
(Han, Yu, Kim, & Kim, 2018; Xu, Huang, & Whitmarsh, 2020), service providers (Collins &
Cooper, 2017; Jones, Hillier, & Comfort, 2016; Rosenbaum & Wong, 2015), and hosting
destinations (Corte & Aria, 2016; Fok & Law, 2018). For example, implementation of greening
and energy-efficient practices has beneficial impacts on tourism development, such as
enhancing the comfort of tourist experience, improving the aesthetic value of destinations, and
more (Cingoski & Petrevska, 2018). There is no doubt that ecological initiatives could
galvanize tourists to react favorably to greening providers and destinations. Greening also
facilitates lower operation costs and helps reconcile “risks spoiling the equilibrium of local
ecosystems, causing the degradation of the environmental beauty in the long term” (Satta,
Spinelli, & Parola, 2019, p. 267). Yet, there is still limited understanding about how
destinations’ greening programs could ultimately foster favorable tourist responses to
functional, symbolic, and relational benefits that comprise the three drivers of customer equity:
value, brand, and relationship equities (Lee & Park, 2019; Vogel, Evanschitzky, & Ramaseshan,
2008).
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While a large body of the literature has discussed various mechanisms of specific greening
practices that could render powerful forces that influence tourists’ attitudes, perceptions, and
behaviors (Han, et al., 2018; Wolf, Ainsworth, & Crowley, 2017; Wong, Wan, & Qi, 2015),
these prior studies have largely relied on individual dispositions, ignoring the broader
environmental context that gives shape to their cognitions and actual behaviors. As such, with
a few exceptions (Xu, et al., 2020), sustainable tourism investigations thus far have focused
merely on tourists’ in-destination perceptions and behaviors, without taking consideration of
the environmental influence from the source market. This dearth of sustainable research has
prevented the field from using the systems thinking/theory tradition (Senge, 1994) to embark
on synthesizing the linkage between source and destination markets.

This study addresses the above knowledge gaps by investigating the following questions: (1)
What is the role of a destination’s greening program (i.e., green equity) in tourist equity? (2)
How do a source market’s environmental conditions subsequently influence tourists’ greening
dispositions while they sojourn in a foreign place? In answering these questions, we developed
a multilevel green-induced tourist equity model to underscore a process in which a
destination’s greening practices ultimately influence tourist revisit propensity through tourist
equity that is underpinned by value, brand, and relationship travel appeals. It also highlights a
subliminal priming mechanism in which destination greening helps activate tourists’
unconscious choices that are embedded within as a natural habitat based on the source market
environment cues (i.e., regional ecological performance) (Cooper & Cooper, 2002; Karremans,
Stroebe, & Claus, 2006). The key contributions of this study lie in articulation of the green-
induced tourist equity model as well as theorizing and examining the linkage between source
and host destinations pertinent to sustainable development. This study is a rather unique
multilevel inquiry in the sustainable tourism literature, as it opens a new avenue of research on
how unconscious beliefs that are embedded in a place of origin could ultimately play a role in
guiding destination evaluations and choices.

2. Literature Review
2.1 Green Initiatives in the Tourism Context

Green marketing is a marketing strategy to design, promote, price, and distribute products that
are not harmful to the environment (Rahman, 2015; Rosenbaum & Wong, 2015). Growing
environmental concerns have impelled the tourism industry to embark on more sustainable
tourism practices (Satta, et al., 2019; Wolf, et al., 2017). In the context of tourism, green
marketing has been implemented by reducing the operating costs of tourism facilities (through
measures such as water saving and energy saving) as well as to create value for tourists
(Knezevic Cvelbar, Griin, & Dolnicar, 2020). The main purpose of implementing greening has
been to respond to ecological concern through minimizing environmental harm from tourism
activities and ensuring the quality of the natural environment is diminished or jeopardized (Han,
et al., 2018). The tourism industry, including hotels, has been a pioneer in implementing green
initiatives. These green endeavors can be regarded as hotels’ intangible assets, which can
improve the corporate image, gain a competitive advantage, and enhance market attractiveness
(Gupta, Dash, & Mishra, 2019; Tanford & Malek, 2015).

In recent years, there is a growing attention towards sustainability and ecological concerns
from the tourist’s point of view. Thus, the tourism industry has been gradually responding to
environmental concern of tourists and societies with respect to tourism facility operations and
management through green marketing (Erdogan & Baris, 2007; Mensah, 2006; Merli, Preziosi,
Acampora, Lucchetti, & Ali, 2019). For example, there is a sustainable certification initiative
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called “Green Tourism Business Scheme” in Western England, which has played a crucial role
in helping businesses raise environmental awareness, protect sensitive environment areas,
reduce water consumption and improve waste management (Jarvis, Weeden, & Simcock, 2010).
Green initiatives have become a non-negligible factor in attracting tourists (Han & Yoon, 2015).
Several studies have reported a positive relationship between an individual’s perception of
green initiatives and behavioral responses (Gao, Mattila, & Lee, 2016; Han, et al., 2018), such
as satisfaction (Gao & Mattila, 2014; Martinez Garcia de Leaniz, Herrero Crespo, & Gomez
Lépez, 2018; Xu & Gursoy, 2015), loyalty, and willingness to pay a premium price (Teng,
Horng, Hu, Chien, & Shen, 2012; Wong, et al., 2015). Considering the role of green initiatives
in marketing, their adoption can be seen as a rational strategy to improve tourists’ appraisals
of a destination and to instill confidence in them as well as favorable responses (Ham & Han,
2013; Yusof, Rahman, & Iranmanesh, 2015).

2.2 Conceptualization of the Multilevel Greened Tourist Equity Model

The physical environment is a rich repertoire of stimuli that can influence people’s attitudes
and behaviors consciously and unconsciously (Albarracin & Vargas, 2010). This premise has
widely been acknowledged in various disciplines such as environmental psychology
(Mehrabian & Russell, 1974; Palanica, Lyons, Cooper, Lee, & Fossat, 2019),
management/marketing (Bitner, 1992; Menguc, Auh, Katsikeas, & Jung, 2016), and tourism
and hospitality (Ji, Wong, Eves, & Leong, 2018; Wong, 2017) to conjecture how the
environment could ultimately shape actors’ course of actions. The essence of this line of
inquiry lies in following the systems thinking/theory paradigm (Senge, 1994) to investigate
how human actors are predisposed to certain confined situations (i.e., person-in-situation).
These situations could ultimately impel actors to follow suit with certain normative forces
(Hirst, van Knippenberg, Chen, & Sacramento, 2011), such as being more ecologically
cautious and in pursuit of more eco-friendly excursion experiences (e.g., consuming less and
recycling). The present study draws on this tradition to highlight how the individual tourist’s
green perceptions of a destination and the impacts of those perceptions on other destination
attributes (e.g., tourist equity drivers and destination loyalty) are conditioned based on the
source market’s environmental forces that ultimately give shape to the tourist’s predispositions.

We further draw on the attitude literature pertaining to subliminal priming and motivation
(Cooper & Cooper, 2002; Wenke, Fleming, & Haggard, 2010) to argue that the environment
performance (i.e., energy consumption and carbon emission) of the source market plays a
pivotal role in inadvertently stimulating tourists to crave a greener destination to visit and
hence, greater revisit desire for the place. In particular, subliminal persuasion and priming point
to a phenomenon in which stimuli are undetected by the receiver yet render as an environmental
influence on one’s attitudes, choices, and future behaviors inadvertently (Cooper & Cooper,
2002; Karremans, et al., 2006). Such a view provides the guiding light on why consumers and
tourists alike are affected by the physical environment unconsciously. More importantly,
Albarracin and Vargas (2010) note that “subliminal persuasion seems to be most effective
when a related motive is already aroused” (p. 402). In other words, our proposed multilevel
green-induced tourist equity model argues that perceived greening of a destination (i.e., green
equity) evokes a higher level of tourist equity with elevated value, brand, and relational benefits
that could ultimately improve a tourist’s propensity to revisit the place (i.e., destination loyalty
intention) (see Figure 1). Yet, this chain of positive relationships is amplified for tourists whose
source markets embark on greening endeavors to improve energy efficiency and reduce carbon
emissions. That is, these initiatives could inadvertently emanate subliminal persuasions to
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outbound tourists. We further elaborate on the conceptualization of tourist equity and the
proposed model in the following sections.

Figure 1: Research Framework: Green-Induced Tourist Equity
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2.3 Green Equity as a Driver in the Tourist Equity Model

Although customers’ perceptions of an organization’s value equity, brand equity and
relationship equity can directly influence their loyalty, most customers thoroughly evaluate a
firm’s marketing programs before considering their patronage options (Gao, Melero-Polo, &
Sese, 2020; Ou, Verhoef, & Wiesel, 2017). As awareness of ecological issues continues to
increase, destination authorities have devoted a substantial amount of efforts to carry out
environment-friendly operations along with firms’ green programs to build a better habitat for
both residents and tourists (Martinez Garcia de Leaniz, et al., 2018). Indeed, these greening
effects have widely been reported in recent studies. For example, Chen (2016) stated that green
perceived value was positively associated with users’ green loyalty to public bicycles.
Rosenbaum and Wong (2015) investigated guests’ subjective appraisal of a hotel’s green equity,
along with value, brand and relationship equities, on guest loyalty. Their work showed that
green equity plays a significant role in customers’ overall assessment of a hotel’s marketing
programs. It further clarifies the role of green marketing programs in hotel management and
shows how hotels can benefit from enhanced customer loyalty and decreased operating costs
through the implementation of greening programs.

In this study, we propose the green tourist equity model by adding green equity as a driver of
tourist loyalty, and reveal how green initiatives may influence other equity drivers that may
ultimately impact tourist loyalty intentions. Green equity is described as the tourist’s subjective
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appraisal of green initiatives implemented by the tourism destination in response to
environmental concerns such as energy saving, water reuse, pollution reduction, energy
consumption reduction, and recycling (Trvst, 2020).

2.4 Hypotheses Development
Tourist Equity Drivers

The term tourist equity was conceptualized based on customer equity. Customer/tourist equity
serves as an institution’s (i.e., a firm’s or a destination’s) key strategic initiative to achieve
long-term marketing success, and it represents values generated from the institution’s current
and potential customers/tourists by maintaining a prolonged relationship with them (Ou, et al.,
2017). Itis calculated as the total of the discounted lifetime value summed over the institution’s
current and potential clienteles (Rust, Lemon, & Zeithaml, 2004). Yet, it “remains a pipe dream
for most firms” (Vogel, et al., 2008, p. 98) because it is difficult for all institutions to calculate
customer/tourist equity correctly by obtaining accurate customer/tourist lifetime value
measures. However, Vogel et al. (2008) pointed out another way to gauge customer equity
through its underlying drivers — value equity, brand equity, and relationship equity — as a means
to tout loyalty and expenditures. Drawing on this logic, this study conceptualizes tourist equity
to entail these properties — value, brand, and relationship equities — as drivers for the success
of destination marketing programs. In particular, it was acknowledged that customer equity
drivers can promote relevant managerial outcomes, such as loyalty, sales, and profitability
(Gao, et al., 2020). Lemon, Rust, and Zeithaml (2001) argued that it was important to reveal
which driver is the most critical in customer/tourist equity and will be most effective in
promoting loyalty behavior and ultimately increasing their expenditures. These three equity
drivers are rather distinct, and they are further detailed in the sections that follow.

Value equity is customers’/tourists’ perception of what is sacrificed and what is received during
a marketplace exchange (Lemon, et al., 2001). The common attributes of value equity in the
context of tourism are convenience, price, and quality of tourism products (Lemon, et al., 2001,
Priporas, Stylos, Rahimi, & Vedanthachari, 2017). Brand equity is customers’/tourists’
subjective appraisal towards the brand, which is beyond their objective assessment (Rust, et al.,
2004; Rust, Zeithaml, & Lemon, 2000). Evaluation of brand equity often lies in consumer-
based assessment (i.e., customer-based brand equity), which is a relative perception of a given
brand in reference to other similar labels (San Martin, Herrero, & Garcia de los Salmones,
2019). Relationship equity is the tendency of the customer to keep connection with a brand or
tourism product (Ou, et al., 2017). The influencing factors of relationship equity in the context
of tourism consists of tourists’ tendency to know and to stay connected with the destination.
Tourist equity is essential to enhance the competitive advantage of a touristic place or product
(Lee & Park, 2019; Wong, 2013). Each of these may work interdependently as a conduit to
enhance favorable tourists’ responses as well as providing an appropriate strategy for
destinations to respond to their changing needs.

The Relationship between Green Equity and Tourist Equity Drivers

Green initiatives have become a key competitive advantage to firms, as they help improve
product attractiveness through added eco-related benefits to the product value. Specifically,
green marketing could improve product appeals by enhancing customer preferences (Han, 2015;
Satta, et al., 2019). For example, Wong, Wan, and Qi (2015) empirically illustrated the role
greening plays in tourist value creation in the context of food festivals. Destinations and service
providers may leverage greening to improve cost control, increase attractiveness and
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profitability, and ultimately foster stronger tourist interests and preferences (Martinez Garcia
de Leaniz, et al., 2018). In essence, destination greening renders a means to improve tourist
perceptions of existing offerings, thus leading to an accentuated level of travel value (Gupta,
et al., 2019; Satta, et al., 2019). Accordingly, the first hypothesis was proposed as follows:

Hypothesis 1: Green equity is positively related to value equity.

With increasing environmental awareness, green practices of tourism destination are
considered as an effective way to improve the brand appeal of the place (Fok & Law, 2018).
The purpose of implementing green initiatives is to improve marketing competitiveness by
elevating the image and reputation of tourism destinations, and ultimately building a strong
connection with tourists (Fok & Law, 2018; Wong, et al., 2015). As such, DMOs around the
globe have embarked on development of sustainable tourism (Corte & Aria, 2016; Wolf, et al.,
2017) with a constellation of green practices implemented, mainly involving the 4Rs:
Recycling paper, metals, and plastics; Reducing and reusing waste water; using Renewable
energy through building solar panels; and Reducing energy consumption through LEDs and
other energy-saving instruments (Trvst, 2020); along with other ecological measures (Collins
& Cooper, 2017; Satta, et al., 2019).

Utility of these green marketing programs contributes to adding tremendous brand benefits to
an institution (e.g., tourism products or destinations) and their stakeholders (Koller, Floh, &
Zauner, 2011). As such, environmental efforts are often demonstrated by the literature to
emanate positive influence not only on the institution’s branding (Chen, 2010; Misra & Panda
Rajeev, 2017), but also on building a better connection with these stakeholders (e.g.,
customers) (Tanford & Malek, 2015; Wong, Wan, Huang, & Qi, 2020). In other words, an
institution’s greening initiatives (i.e., green equity) render a powerful conduit in facilitating the
institution to attain a higher level of brand equity and relationship equity.

Take the lodging industry as an example. Eco-friendly hotel brands can improve customers’
favorable impression towards them, which can ultimately arouse guests’ brand preference and
brand loyalty (Liu, Wong, Shi, Chu, & Brock, 2014). Rosenbaum and Wong’s (2015) work on
hotel greening programs point to the importance of eco-friendly practices, such as reducing
energy consumption and using recyclable water, in the lodging industry as a means to enhance
a hotel brand’s image and quality, leading to a greater desire to repatronize the property through
a stronger relational bond. The underlying logic may resonate with the premise of social
identity theory (Lohndorf & Diamantopoulos, 2014), which posits a situation in which a social
actor’s greening goal is activated by a service provider’s green initiatives to better categorize
himself/herself as a part of (or in association with) the focal brand. We believe that destinations
that embark on such green marketing initiatives would also benefit by improving destination
brand equity and relationship equity. Accordingly, the following hypotheses were proposed:

Hypothesis 2: Green equity is positively related to brand equity.
Hypothesis 3: Green equity is positively related to relationship equity.

The Relationship between Green Equity and Destination Loyalty Intention

Destination loyalty intention is defined as the propensity of a tourist to revisit a place
(Oppermann, 2000); it is an important indicator to measure the relationship between tourists
and a tourism locale (Yuksel, Yuksel, & Bilim, 2010). The relationship between greening and
loyalty behaviors has been acknowledged in prior studies (e.g., Yusof, et al., 2015). The body
of literature has revealed that green practices are an effective way to enhance satisfaction and
loyalty, and that they can serve as a main driving force for profitability and revenue growth of
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the providers (Gao, et al., 2016; Kassinis & Soteriou, 2015). Taking the lodging business as an
example again, it was identified that guests are more likely to patronize hotels with
environment-friendly facilities, which further leads to increased propensity to staying in
corresponding hotels in future trips (Han & Yoon, 2015). In sum, guests who are more eager
to stay in eco-friendly hotels are more willing to pay extra and to provide positive word of
mouth (Han, Hwang, Kim, & Jung, 2015). This phenomenon is also prevalent in other tourism
products (Tolkes & Butzmann, 2018; Wong, et al., 2015). Taken together, there is ample
evidence to suggest a linkage between green practices of a tourism product or destination and
revisit intention of tourists (Gao, et al., 2016; Kassinis & Soteriou, 2015), despite most prior
efforts germane to product-based experience. Here, we believe that a similar relationship is
warranted in the context of a destination because it subsumes a wide array of tourism products;
hence, the following hypothesis was proposed:

Hypothesis 4: Green equity is positively related to destination loyalty intention.

The Relationship between Tourist Equity Drivers and Destination Loyalty Intention

Loyalty intention is demonstrated by maintaining existing tourists through strengthening their
tie with the hosting destination (Mao & Zhang, 2014). In the increasingly competitive market,
efforts are made to recognize the role of customer equity as a major predictor of favorable
touristic behaviors. Although prior research on the linkage between customer equity drivers
and loyalty are primarily germane to the marketing discipline (Ou, et al., 2017), recent
tourism/hospitality literature has broadened its scope to cover travel-related phenomena. In
particular, the linkage has been investigated primarily in tourism product related services such
as restaurants (Hyun, 2009), casinos (Wong, 2013), retail stores (Yoon & Oh, 2016), and hotels
(Lee & Park, 2019) with emphasis on customers’ perceived loyalty to the particular service
providers.

Yet, the tenet of the present research rests on tourist equity that conceptualizes value, brand,
and relationship equity as a means to engender greater desire to revisit the host destination. A
destination’s marketing programs often serve as a conduit in building value propositions,
developing favorable destination brand image and preference, and increasing relationship with
tourists (including loyalty and affinity marketing programs) (Murphy, Prichard, & Smith, 2000;
Ritchie & Geoffrey, 2010). That said, tourists perceptions of destination attributes such as
functional benefits (i.e., travel value) (Bajs, 2015; Gallarza & Saura, 2006), symbolic benefits
(i.e., destination brand equity) (Nam, Ekinci, & Whyatt, 2011; San Martin, et al., 2019), and
relational benefits (Lam & Wong, 2020) have been noted in the body of literature to influence
tourists’ loyalty intentions and behaviors by enticing them and fulfilling their needs.
Accordingly, the following hypotheses were proposed:

Hypothesis 5: Tourist equity (value equity, brand equity, and relationship equity) is
positively related to destination loyalty intention.

The Moderating Role of Source Market Environmental Performance

Environmental performance can be seen as individual’s appraisal of the effect of environment-
friendly initiatives. Performance of an ecosystem is crucial in tourism marketing, as there are
growing environmental concerns that threaten humanity and the travel industry. Tourists
consider environmental performance not only for their place of origin but also tourism
destinations, especially when evaluating and selecting their place of choice (Mensah, 2006).
Generally, tourists tend to seek eco-friendly places that can reconcile their ecological worries
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and malaise, while instilling their confidence in compliance with green measures (e.g., waste
treatment measures, energy efficiency, usage of renewable energy sources, greenhouse gas
emissions) (Cingoski & Petrevska, 2018; Yusof, et al., 2015). In this study, environmental
performance, such as energy efficiency and carbon emissions, render environmental cues
embedded within the source market. Energy efficiency is reflected by introducing new energy
initiatives to reduce operating costs, and by creating eco-friendly facilities to protect the
environment (Cingoski & Petrevska, 2018). Energy-efficient practices achieve environmental
protection by reducing harmful emissions (e.g., carbon dioxide, methane, nitrous oxide, etc.)
that provoke global warming and climate change (Cingoski & Petrevska, 2018). In particular,
carbon emissions may be even more alarming in recent years, as they have been acknowledged
as a major factor that contributes to global warming. It was predicted that transport-related CO2
emissions caused by tourism activity will increase 25% from 1,597 million tones in 2016 to
1,998 million tones by 2030. Moreover, tourism-related transport emissions represented 22%
of all transport emissions in 2016 and will maintain a similar level in 2030 (UNWTO, 2019).

In general, a clean and well-preserved environment is considered as a main precondition for
residents’ well-being and livability (Wang, Wang, Li, & Yang, 2020). Thus, source markets
that act on preserving the environment with endeavors to improve energy efficiency and lower
carbon emission measures eventually transform into normative forces that “can trigger the
activation of unconscious goals... [so] that even goal-directed behavior often takes place
outside conscious awareness and... goals can be automatically activated by a multitude of
environmental cues” (Dijksterhuis, Smith, van Baaren, & Wigboldus, 2005, p. 198). In other
words, cues available from the source market’s eco-achievement and greening initiatives may
be consciously or unconsciously perceived, which intrigues people to pursue greening goals
even when they travel to a foreign place (Wong, et al., 2020). In this study, we focused on
theorizing the influence of environmental cues as unconscious and mindless stimuli, because
we operationalized environmental performance (i.e., regional energy efficiency and carbon
emission) at the macro level that often exists without being noticed, rather than at the individual
level where a tourist could consciously perceive the stimuli.

Drawing from the above assertions, with special emphasis on subliminal priming and
persuasion, tourists originating from relatively environmentally friendly source markets may
unconsciously place greater importance on green practices (e.g., more energy efficiency and
lower carbon emissions) (Parkinson & Haggard, 2014). Such an embedded motive for, and
placing of importance on, place greening should reinforce the ecological efforts enacted by the
tourism destination. Here subliminal priming renders as a motivational force that activates
tourists’ innate goals (Cooper & Cooper, 2002) to green and to protect the mother Earth (Wang,
et al., 2020). In other words, there should be an interaction of both the host market’s green
equity and the source market’s environmental performance that could jointly affect tourists’
perceptions of the value, brand, relationship, and loyalty merits of the destination.

This logic is congruent with empirical results from the literature on subliminal influence that
shows that “the behavioral effects of a subliminal prime seem to be contingent on a preexisting
motivation to engage in these behaviors” (Albarracin & Vargas, 2010, p. 402). Hence, we argue
that being green could better promote the value of a place, enhance the place’s brand image
and quality, and facilitate a stronger bond between the tourist and the destination, especially
for tourists who are subliminally motivated by an embedded sphere of a healthy environment
from their own habitat. In other words, drawing on subliminal persuasion and priming literature,
we could say that the environmental performance of the source market should not directly
affect a tourist’s perceptions and behaviors; rather, its impact should be triggered based upon
the tourist’s encounter of a preexisting stimulus (i.e., greening of a destination) (Albarracin &
Vargas, 2010; Wenke, et al., 2010). However, the moderating effect of environmental
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performance could work both ways. On one hand, poor environmental performance of the
source market could render a latent subliminal motive that impels tourists to seek greener
places, perhaps for escapism and relaxation (Xu & Chan, 2010). On the other hand, superior
performance of the source market’s environment could reflect a subliminal motive
commensurate with a normative force that intrigues the tourist to seek similar destination
environmental appeals (Han & Hwang, 2015). Accordingly, the following hypotheses were
postulated:

Hypothesis 6: Source market environmental performance moderates the relationship
between green equity and tourist equity (value, brand, and relation
equities).

Hypothesis 7: Source market environmental performance moderates the relationship
between green equity and destination loyalty.

3. Methodology
3.1 Sample

Data collected for this study came from two sources. The first data source was obtained from
the literature (Wang, Wang, Zhang, & Dang, 2019; Zhao, Guo, & Zhao, 2019) in respect to
regional environmental performance of the source market (more details are presented below).
The second data source was based on a survey that was conducted on April, 2019 with inbound
tourists visiting Macau, China. The destination was selected because the government has made
an earnest endeavor to promote sustainable tourism with efforts in recycling paper, metal, and
plastic; reducing and reusing waste water; and using renewable energy through building solar
panels; as well as reducing energy consumptions through LED and other energy-reduction
instruments. These initiatives were prevalent in the city and manifested through flyers and
green facilities that are vividly available in major tourism attractions. Hence, respondents of
the study were intercepted at major attractions. They were greeted with the objective of the
study and informed about the green initiatives that the city has undergone. A person-
administered approach was employed to assist tourists to complete the survey questionnaire.
This approach helped to address questions raised by the respondents if they lacked knowledge
about the measures and the city’s greening program. To improve representation of the study, a
systematic sampling method was used with a skip interview of three. Respondents who were
unclear about the green initiatives of the city were excluded from the interview. The
questionnaire was first developed in English and then back-translated to Chinese with
assistance from three bilinguals. A pilot test with eight subjects was conducted in order to
improve the readability and clarity of the instrument.

The survey contained a total of 428 respondents, which reflects a response rate of 53.5%. Of
these tourists, 46.4% were from mainland China, and the rest from other regions such as Hong
Kong (13.5%), Taiwan (8.4%), Singapore (4.9%), Europe (9.1%), and more; 50.7% were
males; 50.6% received a bachelor’s degree of high education, while 25.8% received a high
school graduate degree; 39.0% were between the age of 21 and 30, 31.8% were between the
age of 31 and 40. On average, they stayed in the city for three days. These demographic
characteristics were generally in line with the profile of inbound tourists in the city (Wong, Xu,
Tan, & Wen, 2019).
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3.2 Measures

As mentioned above, two sources of data were combined in order to perform the data analytics
required. The first data sources were imported from the literature on China’s regional energy
efficiency (Zhao, et al.,, 2019) and carbon emission performance (measures emission
efficiency) (Wang, et al., 2019) as proxy for environmental performance at the source market
(i.e, province). According to Zhao et al. (2019), energy efficiency was assessed based on
adjusted values obtained from exterior environmental factors on provincial energy efficiencies
to eliminate the influences of exterior environmental factors; hence it provides a reliable
measure of “real” energy performance of a region. Accordingly, higher values reflect better
energy performance and efficiency in terms of energy consumption per capita of a particular
locale. Wang et al.’s (2019) measure of carbon emission performance was used to assess
regional efficiency of carbon emissions with higher values reflecting better efficiency in carbon
emissions per capita within a region.

The second data source contains individual-level variables of interest, including green equity,
value equity, brand equity, relationship equity, destination loyalty and demographic
characteristics. Each item of the multi-item scale was evaluated using a 7-point Likert anchor
ranging from 1 (strongly disagree) to 7 (strongly agree). Green equity was a four-item measure
adopted from Rosenbaum and Wong (2015). The scale measures a destination’s green
initiatives from a tourist perspective with respect to four areas: energy saving, water reuse,
pollution reduction, and recycling. Cornbach’s alpha (o), used to assess consistency of the
scale, was adequate with o = .93.

Value equity was adopted from Rust et al. (2004) and Rosenbaum and Wong (2010) with
respect to three aspects of value proposition: convenience, price, and quality, of the destination.
The 10-item scale was fairly reliable with a = .87. Brand equity was a three-item scale adopted
from Rust et al. (2004). The scale assesses tourists’ awareness, image, and quality of a
destination brand; and it exercises adequate reliability with oo = .81. Relationship equity was a
three-item scale adopted from Vogel et al. (2008). The scale assessed tourists’ tendency to
know and to stay connected with the destination; it’s reliability is o = .70. Destination loyalty
intention assesses tourist propensity to express positive word of mouth and revisit the
destination. It was evaluated using a two-item scale adopted from the literature (Wong, et al.,
2019). The scale is consistent, with a = .71. Overall, all five scales of interest exhibited
adequate scale validity, with factor loadings significant at the .001 level (t > 12.37), average
variance extract (AVE) > .53, square root of each AVE > correlations of the corresponding
construct, o > .70, and composite reliability > .70. The measurement model of the five multi-
item scale produced adequate model fit: y?a77) = 500.10, comparative fit index (CFI) = .97,
root mean square error of approximation (RMSEA) = .06, and standardized root mean square
residual (SRMR) = .09.

Common method variance (CMV) poses a threat to the integrity and reliability of the results.
Following the recommendation from the literature (Podsakoff, MacKenzie, Lee, & Podsakoff,
2003), we first utilized two different data sources to mitigate the issue. Then we diagnosed
CMV based on the marker variable method by partialling out a theoretically unrelated marker
variable: satisfaction with cultural attraction, which is four-item scale adopted from Hui, Wan,
and Ho (2007). Inclusion of the variable does not affect the results, suggesting that CMV is not
a limitation. Multicollinearity was assessed through the variance inflation factor (VIF), and
results indicate that all VIFs are below 2.0, suggesting that multicollinearity does not affect the
reliability of the results.
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4. Results

Table 1 presents descriptive statistics and zero-order correlation of the scales of interest. In
general, results from Pearson-correlation analysis suggest that regional environmental
performance has a moderate negative relationship to green equity (Fcarbon emission performance — green
equity = -.13, p< .10) and relationship equity (I’carbon emission performance/energy efficiency — green equity = -12,
p <.10). We then tested the individual-level hypothesized relationships in a structural equation
model using LISREL 8.80. Results from Model 1 show that green equity is a significant
predictor for value equity (b = .33, p <.001), brand equity (b = .27, p <.001), and relationship
equity (b =.21, p <.001). In turn, value, brand, and relationship equities (» >.29, p <.001) are
significant predictors for destination loyalty, supporting Hypotheses 1, 2, 3, and 5 (see Table
2). However, results from Model 2 reveal that green equity does not have a direct relationship
with loyalty intention, thus Hypothesis 4 is not supported. We further assessed partial
mediation using the Sobel test with results showing that Z > 3.69 (p < .001), indicating that
value, brand, and relationship equities significantly mediate the green equity — destination
loyalty relationships. We validated the mediation through Hayes’ PROCESS procedure with a
boostrapping sample of 5,000. Results reveal significant indirect effect for brand equity (b =
.09, p <.001, Cl = .05 to .14), relationship equity (b = .05, p <.001, CI =.02 to .09), but not
for value equity (b = .01, ns., Cl =-.02 to .04).

Table 2. Results of Structural Equation Modeling Parameter Estimates

Model 1 Model 2
Main Effect Value Brand Relationship Destination Destination
Equity Equity Equity Loyalty Loyalty
Green equity 33FF* WX ekl 21F** -.03
Value equity A2xF* AZFF*
Brand equity 29*F* 29***
Relationship equity ABFE* ABF**
R? 16 .06 .07 .69 .69

Note: *** p < .001.
Fit indices: CFI = .95, RMSEA = .08, SRMR =.09.

Next we examined the multilevel design of the proposed model using hierarchical linear
modeling (HLM) through HLM 6.06. HLM assumes that the endogenous measures including
value, brand, and relationship equities as well as destination loyalty vary among a higher level
of constituents (e.g., regions). Hence, we first tested this assumption through analysis of
variance (ANOVA) with source market as the independent variable and the four endogenous
measures as the dependent variables. Results reveal significant differences among regions (F o,
397 > 1.69, p < .05). Next we performed a series of HLMs to (re)assess the proposed
relationships by taking the regional variance into account. Also, due to data availability from
regional-level data, and to offer a finer control of extraneous influence from different cultures
and economies persisting among countries, only regional data from China were used for the
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macro-level environmental performance measures. After cleaning the data, 21 dyadic datasets
(i.e., regional and individual data) were created.

Results from Models 3 and 4 present evidence from a mediation model leading from green
equity to destination loyalty through value, brand, and relationship equities; while results from
Models 5 and 6 present further evidence for the mediation model by taking account of the two
moderating factors: energy efficiency (EE) and carbon emission performance (CEP). Results
from these models provide an internal validation for those presented in Models 1 and 2
discussed above. In particular, green equity is a significant predictor for value equity (b = .43,
p <.001) and brand equity (b = .33, p < .05), but not for relationship equity (b = .11, n.s.). In
turn, value equity (b = .15, p <.05), brand equity (b = .36, p <.001), and relationship equity (b
=.11, p <.10) are significant predictors for loyalty, but green equity (b =.15, n.s.) is not. These
results generally support Hypotheses 1, 2, and 5.

The moderation of regional EE and CEP was examined through modeling their impacts based
on random intercept (i.e., cross-level direct effect) and random slope (i.e., cross-level
moderating effect). Results from Models 5 and 6 indicate that EE and CEP do not exercise
direct influence on the mediating and dependent measures except for the relationship between
EE and relationship equity (b = -1.20, p <.10). The cross-level EE x green equity (b = -1.69,
p <.01) and CEP x green equity (b =-.75, p <.05) interactions on value equity were significant,
while the CEP x green equity (b = 1.85, p < .05) interaction on brand equity was also
significant; partially supporting Hypothesis 6, but not Hypothesis 7.

To graphically depict the cross-level moderating effect, we followed Aiken and West’s (1991)
simple slope approach by redefining the independent variable and the moderator into plus and
minus one standard deviation from the mean and portraying the values in Excel. Figures 2 and
3 consistently illustrate that the effect of green equity on value equity is more salient for tourists
from regions where environmental performance (i.e., EE and CEP) is low. Results may suggest
that tourists residing in regions where environmental protection and hence, environmental
performance are still relatively poor may subliminally influence them to crave greener places,
where initiatives toward better energy consumption and environmental protection are of
primary interest. Hence, a destination’s green endeavors could help tourists from these source
markets to better realize the valuation of their trips. Figure 4 illustrates that the effect of green
equity on brand equity is more salient for tourists residing in high carbon emission performance
regions. The result may hint at a congruency relationship between the source market’s and the
destination market’s greening initiatives in improving the living environment (i.e., by reducing
carbon emission); hence, being green helps to further promote the destination’s brand image
and quality, especially for those who perceive that the destination’s greening endeavors are in
line with their home regions.
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Figure 2. Cross-Level Green Equity x Energy Efficiency Interaction on Value Equity
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Figure 3. Cross-Level Green Equity x Carbon Emission Efficiency Interaction on Value
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Figure 4. Cross-Level Green Equity x Carbon Emission Efficiency Interaction on Brand
Equity
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5. Discussion and Conclusion
5.1 Discussion

The present inquiry is motivated by the extant research gaps on sustainable tourism with respect
to a need to better understand an intricate linkage between source markets’ and destination
markets’ environmental initiatives. In this study, we developed a multilevel model of green-
induced tourist equity to test individual-level direct effects leading from green equity to
destination loyalty intention through value equity, brand equity, and relationship equity
germane to a tourism locale. We then tested the cross-level moderating effect emanating from
the source market’s environmental performance to the proposed direct relationships. Findings
reveal that value and brand equity mediate the green equity — destination loyalty relationship.
Moreover, the green equity — value/brand equity relationships are moderated by source market
environmental performance. We close the article by recapping theoretical and practical
implications that can further open a broader discourse on destination greening.

5.2 Theoretical Implications

This study contributes to the literature from three primary perspectives. First, this study
conceptualizes green-induced tourist equity based upon the customer equity literature (Hyun,
2009; Lee & Park, 2019; Rust, et al., 2004) to describe tourist perceptions of a destination’s
greening efforts in delivering an elevated level of functional, symbolic, and relational benefits
through value, brand, and relationship equities. On one hand, this new approach in assessing
tourist equity helps foster a mediation impact of tourists’ ecological concerns on their future
behaviors. Such mediating effect of tourist equity is rather unique in the sustainable literature,
as it illuminates that the linkage between greening and tourist behaviors is dependent upon a
broad range of destination appeals that fall into three distinct pillars: value, brand, and
relationship. More importantly, this study extends the empirical inquiry of customer equity to
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the sustainable tourism research domain, juxtaposing greening along with tourist equity in
gauging the impact of destination ecological initiatives on tourists.

Second, subliminal persuasion and priming are often used in communication and advertising
research domains to articulate people’s unconscious information processing, which gives rise
to stimuli that inadvertently or mindlessly influence their attitudes, perceptions, and behaviors
(Cooper & Cooper, 2002). In turn, people make unconscious choices that “are highly
habitualized and based on attitudes that are automatically activated on the perception of a
product [or situation]” (Dijksterhuis, et al., 2005, p. 194). In the present study, we illustrate
such a subliminal motivational force that is inherited from the source market’s environmental
conditions. As the literature predicts, this force does not directly impact people but it enacts
upon other factors and situations to activate this true power. This discovery is rather novel in
the tourism literature, as it opens a new avenue of research on how unconscious beliefs that are
embedded in a place of origin could ultimately play a role in guiding destination evaluations
and choices. In turn, applications of subliminal persuasion in the current study broaden the
theoretical understanding of the role of attitude at an aggregate level, and they also help
strengthen the linkage between source market innate forces and tourists’ evaluations as they
traverse through a web of foreign encounters.

Third, while a wide array of efforts have been acknowledged in the academic literature that are
germane to the sustainability research stream in illustrating the role of greening on hotels (Han
& Yoon, 2015; Tanford & Malek, 2015), events (Andersson, Jutbring, & Lundberg, 2013;
Wong, et al., 2015), other tourism products (Yoon & Oh, 2016), and destinations (Fok & Law,
2018; Xu, et al., 2020) from the tourist perspective, these initiatives are confined within the
scope of individual-level analytics. This study contributes to the literature by bridging the
micro and macro perspective of sustainable tourism and by integrating both individual-level
and source market regional-level factors into a multilevel framework to better assess how
source market environmental factors could ultimately influence tourists’ greening perceptions
and behavioral intentions during their excursions. The extension from mere micro-level or
macro-level investigation to multilevel design is crucial to the social science inquiry tradition,
as it takes into account the environmental situation that gives rise to tourist perceptions and
behaviors. As such, it opens a new array of research opportunities not only to “reconcile the
limitations of single-level analysis” (Wong, 2017, p. 809), but also to better gauge macro-level
(i.e., source or destination market) “boundary conditions, contingencies, non-linearity, and
contextual factors in order to gain a fuller understanding of the research problems at hand” (p.
812). In doing so, this study takes a systems thinking/theory tradition to offer a new approach
in assessing the role of greening on destinations, taking account of individual tourist
perceptions and innate ecological properties associated with his/her corresponding source
market to portray an integrated model of how tourists’ predispositions are indeed contingent
upon the interaction of the source—host destination eco-forces.

5.3 Managerial Implications

Sustainable tourism has been an important issue since the 1990s, and it aims to better gauge
the sustainability of a place balanced between three pillars: social, economical, and
environmental. Yet, destination ecological concerns have lead to greater attention on green
practices, especially in recent years, due to increased global awareness and severity of global
warming, water shortage, natural disasters (e.g., flooding and extreme weather), and excessive
waste, among others. As such, destination greening is gaining traction due to the ever growing
environmental concerns among tourists and other stakeholders. As Satta et al. (2019, p. 265)
note, “Implementing ‘greener’ and more sustainable strategies by tourism-based companies
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and destinations helps reflect the increasing environmental concerns influencing tourist
behavior and consumption patterns.” Satta et al.’s contention certainly is reflected in the
present investigation, with findings pointing to a mediated relationship leading from green
equity to destination loyalty intention through the three tourist equity drivers. In other words,
destinations that are perceived to lift up their obligations to protect the environment through
recycling and waste reduction programs, for example, are recognized as more ideal places for
sojourns. Such places are also seen as possessing greater travel value and more favorable
branding appeal; hence they represent better places for tourists to connect to. Thus, the advent
of tourist equity along with its three drivers could offer DMOQOs a key metric in gauging a
destination’s competitiveness and the attractiveness of its marketing programs. In fact,
applications for tourist equity can certainly go beyond sustainable tourism to other areas of
investigation. In sum, we believe that tourist equity can become a rather popular tool to evaluate
the effectiveness of destination marketing and competitiveness from the tourist perspective.

Green practices have largely permeated into our daily lives. Greening not only plays a salient
role during our excursion in a foreign land, it is equally important to understand its impact on
tourists at their common habitat: home. Although prior literature (e.g., Wong, et al., 2020; Xu,
etal., 2020) has identified a spillover effect on pro-environmental behaviors and other greening
perceptions, empirical evidence collated from the present study moves beyond the individual
level to articulate a broader research context at the regional level. It showcases a phenomenon
in which an origin market’s environmental performance inadvertently influences tourist
outbound greening-induced value and brand perceptions. In particular, the green-value equity
relationship is more acute for tourists originating from low environmental performance regions,
while the opposite is observed for the green-brand equity relationship. These findings hint at
how destination greening could render as travel values especially for tourists whose source
markets possess poor ecological quality. That said, DMOs’ promotion of functional benefits of
their greening initiatives could be more effective in markets that have inferior environmental
conditions (e.g., northern parts of China where pollution is rather severe due to heavy reliance
on manufacturing), perhaps as a means of personal restoration. On the other hand, DMOs’
advertising appeals to place branding could be more effective in markets that have superior
ecological practices, as a destination’s green-induced branding appeals are more attractive for
those who are also originating from regions that have superior environmental conditions.

5.4 Limitations and Future Research Directions

Findings of the study should be interpreted with the backdrop of their limitations. First, the
study was conducted in China and hence, its generalizability is limited within a country-
specific context. This limitation notwithstanding, the design of the study helps to control
possible cultural and geo-political variations that may confound the results. Second, loyalty
intention is a proxy for future revisit propensity, while actual revisit behavior may also be
dependent on other factors that were not included in the present research. We encourage future
research to assess the long-term effect of destination greening on tourist equity and other
behavioral factors. This may require a longitudinal design with a continuous panel of cohorts
and hence, it could also pose methodological challenges that inhibit execution of such a study.
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Abstract:

This study focused on the current situation of tax-free shopping in Japan. The number of
retailers offering tax-free shopping options for inbound tourists is increasing, but the topic
remains largely unexplored. To extend the understanding of the current situation and the
historical development of the tax-free shopping environment in Japan, articles published in a
major financial newspaper were analysed. The results indicated that public awareness of this
topic is growing. Because this research project is ongoing, future research directions are also
discussed.

Keywords: duty-free shopping, tax-free shopping, shopping tourism, newspaper, Japan

1. Introduction and Literature Review

Tourism is becoming a key industry for Japan’s continuous economic growth. In 2018, more
than 30 million international tourists visited the country (Japan Tourism Agency [JTA], 2019a).
Due to the development of inbound tourism, tourists’ shopping activities are regarded as an
important economic driver. For example, more than 1.6 trillion yen (approximately US$15
billion) were spent on shopping in 2017, accounting for 37% of all consumption by
international tourists (JTA, 2019a).

Shopping is seen as an important tourism activity, and most travellers engage in some form of
shopping during their trips (Butler, 1991). Tax exemptions are widely believed to give
destinations a competitive advantage over others (Timothy, 2005). However, as Dimanche
(2003) noted, tax-free shopping was not well researched in the tourism literature until the early
2000s. In recent years, a growing number of studies have addressed this topic from different
perspectives (e.g. Jin et al., 2020; Lin & Chen, 2013; Sohn & Lee, 2017); however, the majority
of them have focused on duty-free shopping at airports and hotels. In contrast, the current study
examined the broader tax-free shopping environment in Japan, including duty-free shopping
(i.e. exemptions from consumption and other taxes such as liquor taxes, tobacco taxes and
custom duties) and tax-free shopping (i.e. exemptions from consumption taxes only). Retailers
at airports dominate the nation’s duty-free shopping environment, but the number of urban
retailers offering tax-free shopping has grown from 4,173 in April 2012 to 50,198 in April 2019
(JTA, 2019b). A further increase in the number of retail stores offering tax-free shopping is
expected, especially in regional areas (JTA, 2016).

Despite the recent growth in the number of tax-free shopping retailers in Japan, there is limited
research on the topic. As the initial phase of an ongoing study, this paper aimed to extend the
understanding of this phenomenon, including its historical development in Japan, through an
analysis of articles in a major financial newspaper.
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2. Methodology

Nikkei Telecom 21, a database provided by Nikkei Inc., the publisher of Japan’s largest
financial newspaper The Nikkei, was used to extract its past newspaper articles. Articles in
mass media publications, particularly newspapers, are viewed as useful sources to understand
public opinions and perspectives (Macanamara, 2005; Pew Research Center, 2010). They are
also beneficial for understanding topics over longer periods of time as they provide continuous,
day-to-day coverage of topics (Machi & McEvoy, 2009). Financial newspapers in particular
are regarded as ideal media to investigate industry-related topics, including those related to the
retail industry (Damstra & Swert, 2020; Doyle, 2006). In fact, articles from The Nikkei have
often been used when researchers have investigated tourism and industry-related topics in
Japan (e.g. Nagai et al., 2019; Larke et al., 2016).

To extract newspaper articles, the keyword menzei (‘tax-free’ or ‘duty-free’ in Japanese) was
used to identify articles with menzei in their headlines. To understand the historical
development of tax-free shopping, a search was conducted of the morning edition of The Nikkei
published from January 1975 (the earliest time point from which headlines and article abstracts
could be extracted) to October 2019. Text mining software KH Coder 3.0, which has been
applied extensively to analyse Japanese text, was used to perform a co-occurrence network
analysis (e.g. Higuchi, 2017; van der Does & Kawano, 2020).

3. Results

In total, 547 articles were identified in the database, the oldest of which was published in
February 1975. As seen in Figure 1, which shows the number of identified articles from the
study period, the word menzei was first widely used in the late 1980s. Japan introduced a
consumption tax in 1989, so the word appeared frequently in newspapers during the discussion
on its introduction. Use of the word menzei became popular again in the 2010s. It often
appeared with names of retail companies such as Lawson convenience stores and Takashimaya
department stores as they joined the tax exemption programme and started to offer the tax-free
shopping option to inbound tourists. This finding shows that, as Larke et al. (2016) suggested,
many Japanese retailers recognised the importance of tax-free shopping for encouraging
tourists to shop more at their stores around that time. Although the Japanese term menzei refers
to both tax- and duty-free shopping, most articles published since 2015 were related to tax-free
shopping for inbound tourists.
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Figure 1. Number of newspaper articles that included menzei in their headlines
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The co-occurrence network analysis was performed to examine the words used in relation to
menzei. The articles were categorised into two groups. The first group included articles
published between 1975 and 2002, while the articles published from 2003 (the year that the
Japanese government launched a major tourism campaign to boost inbound tourism) to 2019
were included in the second group. Figure 2 shows the results of the analyses for both time
periods.
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Figure 2. Co-occurrence network analysis results

The two co-occurrence networks showed different patterns of word use in the newspaper
articles. A limited number of words related to tourism and shopping appeared in the first group;
most of the words related to political and trade topics such as the debate on the introduction of
the consumption tax. A small cluster, which included the words ‘overseas’ and ‘souvenirs’,
was identified as being tourism-related, but outbound tourism was the main topic. In contrast,
words related to tourism, especially inbound tourism, appeared frequently in the second group.
The phrases ‘airport” and ‘duty-free shop’ were often used together in the newspaper articles,
while the words ‘inbound tourist’ and ‘department store” were also often used. These results
suggest that the word menzei appeared more frequently in the tourism context in The Nikkei as
the number of inbound tourists increased.

4. Conclusion

An analysis of the articles in a major Japanese financial newspaper was performed to extend
the understanding of the current situation and historical development of tax-free shopping in
Japan. The results showed that the word menzei has been used frequently in tourism contexts
in recent years, indicating rising public awareness of the topic in Japan, especially among
industry professionals as financial newspapers are often read by them (Davis, 2006; Nikkei
Inc., 2020). As indicated, this project is in an early phase, so future research extending the
scope to local newspapers is recommended to provide further insights into this topic. In
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addition, collecting primary data through research activities such as interviews with retail
managers could help develop an understanding of the current tax-free shopping environment
and identify key related issues.
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Abstract:

Drawing upon the stimulus—organism-response model and residential mobility theory, we
propose and test a model to understand the psychological needs of long-stay tourists and the
relationships of these needs with visitors’ destination attributes and preferences. Using data
collected from residents of three first-tier cities in China (Beijing, Shanghai, and Guangzhou),
results reveal five destination selection themes: familiarity, comfort, rurality, wellness, and
publicity. We also unveil the salience of each dimension through conjoint analysis. Our study
enriches and extends the literature on long-stay tourism and tourists, especially within Chinese
rural destinations.

Keywords: Rural, long-stay tourism, sojourn, tourist choice, mobility

1. Introduction

In the last decade, long-stay tourism has risen to prominence as a potential tool for rural
communities seeking revitalization (Hedberg & Haandrikman, 2014). Relatively affluent or
retired populations in urban areas may engage in long-stay tourism on their quest for a slower,
more fulfilling life; through such tourism, these visitors often seek opportunities to enjoy idyllic
life in rural areas (Carson & Carson, 2018). Long-stay tourism to rural areas is particularly
intertwined with a search for idyllic locations, modern communities, and tranquil settings (Han,
2019). The metropolitan—rural mobility associated with long-stay tourism can also enhance
connections between rural communities and major population, service, and political centers,
thus facilitating development in rural regions (Woods, Flemmen, & Wollan, 2014). Many rural
areas have launched long-stay tourism development projects in response to this growing
market. Rural destination options for long-stay travelers have also expanded rapidly, rendering
the market intensely competitive. It is therefore necessary to investigate the attributes of long-
stay destinations that most strongly attract tourists. Relevant findings can help these
destinations maintain a competitive advantage.

2. Literature Review
2.1 Long-stay tourism

Long-stay tourism is a discretionary form of mobility, between temporary and permanent,
where tourists pursue relaxation, learning and experiential opportunities, a particular climate
and/or lifestyle, natural beauty, culture, and better life conditions (Benson & O’Reilly, 2009;
Hongsranagon, 2006; Ozyurt, Basaran, & Kantari, 2018). Situated in the grey area between
short-term tourism and perpetual migration, long-stay tourism has been referred to as
“residential tourism” (Alarcon, Gonzdlez, & Pérez, 2010), “second-home tourism” (Wong &
Musa, 2015), “seasonal mobilities/migration” (Kou, Xu, & Hannam, 2017), and “lifestyle
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migration” (Cohen, Duncan, & Thulemark, 2015) in related literature. Thus, long-stay tourism
blurs the boundaries between everyday life and travel or ‘home’ and ‘away’ with a shifted
focus from movement to lifestyle choices (Cohen et al., 2015). As shown in Table 1, attractive
features include a location’s climate, slow pace of life, affordable cost of living, strong tourism
infrastructure and services, healthcare facilities, access to markets and stores, friendly local
people, and having family and friends in the destination. Two studies focusing on rural areas
highlighted a rural lifestyle, local culture, and low costs as major components of destination
attractiveness. Although long-stay travel is an important issue in tourism, current research has
been mostly narrative with a focus on attributes; systematic studies that compare and
summarize data on long-stay tourism remain limited. In addition, the trade-offs between
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attributes and dimensions in tourists’ decision making have been largely neglected.

Table 1.

Latest empirical research on long-stay destination attributes

Author(s) Perspective Research design Attributes

Montezuma  Lifestyle Interview Climate, quality of life, culture, amenities

& migration

McGarrigle,

2019

Miyashita Retirement Survey (N =237)  Low cost of living, short flight time, warm weather,

etal., 2017  migration availability of long-term visa

Wong, Second-home Survey (N =504)  Amenities and facilities, easy pace of life, cost,

Musa, & tourism climate, environment, friendly local people

Taha, 2017

Mussalam Long-term Mixed methods Tourism services; tourism infrastructure (access to

& holiday destination, sports facilities, efficiency of

Tajeddini, transportation); tourism attractions (architecture,

2016 natural resources, culture, entertainment events &
festivals); destination brand/reputation; past
experience

Wong & Second-home Interview Climate, healthcare facilities, good amenities and

Musa, 2015  retirement residential areas

Abdul- Retirement Mixed methods Climate, living environment, cost of living, pace of

Aziz, Loh,  migration life, access to medical care, access to markets and

& Jaafer, stores, direct flights home, compatriots from same

2014 country in destination, friends and family in
destination

Salazar & Seasonal Ethnographic Rural setting, local culture

Zhang, lifestyle fieldwork

2013 tourism
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2.2 Theoretical foundation

The SOR model (Mehrabian & Russell, 1974) is taken as the theoretical foundation of this
study. This model suggests that a change in the environment is a stimulus (S) containing cues
that combine to affect a living organism’s internal evaluation (O), which elicits a reaction to
the stimulus (e.g., approach or avoidance responses) (R) (Mehrabian & Russell, 1974). In the
consumer behavior field, scholars have applied the S—-O-R paradigm to explain how diverse
environmental cues influence consumer decision making (Chang, Eckman, & Yan, 2011; Peng
& Kim, 2014).

To analyze tourists’ chosen long-stay destinations, it is critical to understand how moving
affects tourists (Oishi, 2010). Prior research has shown that a mobile lifestyle evokes
immediate psychological responses, such as anxiety, anticipated loneliness, uncertainty,
excitement, conservative ideology, and conditional identification (Oishi & Talhelm, 2012). For
instance, people contemplating a mobile lifestyle tend to use more anxiety-related words in
their report compared to people who are considering a stable lifestyle (Oishi, Miao, Koo,
Kisling, & Ratliff, 2012). Residential moves also alter people’s social landscape (Eidse &
Sichel, 2004). Given that it takes time to develop stable friendships, long-stay tourism can
induce anxiety around concerns about social network disruption (Lun, Roth, Oishi, Kesebir,
2013). Conversely, moving to a brand-new environment may enrich people’s lives; excitement
and curiosity can be generated from aspects of long-stay trips such as a novel environment,
family reunions, and new work and leisure opportunities (Abdul-Aziz et al., 2014).

Based on the literature, we propose the following model of long-stay destination preferences
based on the psychological consequences of residential mobility under the SOR framework
(Figure 1).

. Stimulus Organism Response
' Psychological State ! . Response Mechanism | Destination Preference;
Excitement » Amenity seeking Amenity
Curiosity *  Novelty seeking Rurality
Anxiety » Familiarity seeking [~ Familiarity
: l Social network P s
Loneliness : > . ; > Sociability
, : expansion .
Uncertainty » Conservative ideology Reputation

__________________________

Fig. 1. Proposed theoretical framework
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3. Methodology
3.1 Data Collection

Two rounds of surveys were conducted to collect data. The first-round survey was intended to
generate traits and identify attributes related to rural long-stay destinations. The initial survey
was conducted by the online survey company ‘KuRunData’ on December 2-17, 2018. Several
sampling criteria were set to recruit appropriate participants: (1) respondents were residents of
one of three first-tier cities in mainland China (Beijing, Shanghai, or Guangzhou); (2)
respondents were 40 years old or older; and (3) respondents’ individual monthly disposable
income exceeded the lowest threshold of 5,000 RMB as a proxy of the average level as
calculated by the Municipal Statistics Department of the three chosen cities.

The second-round survey with a conjoint experimental design was administered through an
online self-completion questionnaire. The survey was conducted by the same survey company
and followed the same criteria as the first-round survey; data from the second-round survey
were collected July 6-20, 2019. Overall, 600 valid samples were obtained from a total of
34,183 respondents.

3.2 Measurements

Through an exploratory factor analysis (EFA) based on first-round data, five constructs were
obtained and used for conjoint analysis. Given the effort involved in answering conjoint
questions, a bipolar setting was applied for these five attributes. Conjoint questions were
designed using the SPSS conjoint module. First, 32 combinations (25) of levels for each
attribute were produced via the full-profile approach. Then, an orthogonal design generated 12
profiles, consisting of 8 estimations and 4 holdouts. Each profile was described as a
hypothetical rural long-stay destination.

4. Results
4.1 Profile of respondents

Table 4 presents the demographic statistics of respondents from both survey rounds. Most
respondents were employed (Round 1: 66.7%; Round 2: 64.2%) and earned a monthly
disposable income above 8,000 RMB but not more than 20,000 RMB (Round 1: 77%; Round
2: 68.2%).

Table 4.

Demographics of survey respondents

Percentage (%)

Demographic information
First-round survey Second-round survey

Age

40-49 34 34
50-59 33 33
60 and above 33 33
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Gender
Male 50 50
Female 50 50

Residential city

Beijing 333 333
Shanghai 333 333
Guangzhou 33.3 33.3

Educational level

High school and below 30.2 28.5
Diploma 25.8 26.8
Bachelor’s degree 23.3 26.0
Master’s degree and above 20.7 18.7

Monthly income (RMB)

5,001-8,000 16.7 28.8
8,001-12,000 26.0 34.7
12,001-16,000 30.8 22.5
16,001-20,000 20.2 11.0
20,001 and above 6.3 3.0

Current job status
Employed 66.7 64.2

Retired 33.3 35.8

4.2 Measurement refinement based on EFA

To determine the underlying constructs, EFA was conducted with the 31 destination items
measured on a 7-point Likert scale. The EFA results revealed five factors (Table 5) with
eigenvalues higher than 1.0. These five factors explained 54.764% of the total variance,
exceeding the minimum threshold of 50% (Hair, Black, Babin, & Anderson, 2009). All factors
had Cronbach’s a values higher than 0.6.

A stepwise regression was performed next to evaluate the contributions of the five identified
psychological attributes to respondents’ decision making relative to other potential factors,
such as demographic characteristics (e.g., age, gender, residential city, education, income, and
job status), cost of living in the destination, travel expenses (Miyashita et al., 2017; Ono, 2008),
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and past experiences in rural destinations (long-stay or residence) (Liu, Li, Cardenas, & Yang,
2018; Ye, Xiao, & Zhou, 2018). The results suggested that respondents’ prospective intentions
to stay in rural areas for a long time were predominantly driven by these five psychological
attributes. By contrast, none of the remaining variables contributed significantly to
respondents’ intentions to engage in long stays in rural areas. As such, the five attributes
identified in this study were deemed appropriate.

Table 5.

EFA results of rural long-stay destination choice preferences

Items Mean SD Factor Cronbach’s o
loading

Familiarity 0.805

Friends and relatives in destination 489 1585 0.771

Long-stayers from same region in destination 494 1541 0.770

Visited destination before 495 1516 0.768

Travel distance to destination 513 1.381 0.652

Chain stores (e.g., restaurants, shopping malls) 531 1.291 0.510

Comfort 0.737

Overall hygiene and cleanliness 6.09 1.112 0.647

Wi-Fi availability 576 1178 0.638

Quality of accommodations 599  1.093 0.626

Mandarin Chinese use 578 1.145 0.575

Friendliness of locals 599 1.155 0.508

Rurality 0.793

Nostalgic rustic setting 578 1.069 0.680

Special events and festivals 539 1.186 0.636

Entertainment activities 544 1211 0.564

Slow lifestyle 581 1.102 0.495

Tourism attractions (e.g., nature & scenery, cultural 591 1.117 0.478

amenities)

Long-stay tourism development in destination 5,55  1.137 0.502

Natural pastoral view 597 1.068 0.451
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Wellness 0.758
Treatment of medical conditions 5.65 1.178 0.655

Wellness services (e.g., sport facilities, elderly nursing  5.63  1.190 0.650
facilities)

Weather 585 1.147 0.561
Fresh organic gastronomy 6.19 1.030 0.539
Off-site medical treatment billing services 560 1.235 0.529
Publicity 0.630
Comprehensive destination information 586 1.008 0.685
Public transportation information 592 1.072 0.663
Destination reputation 588 0.989 0.466

4.3. Preference identification based on conjoint analysis

A conjoint experimental survey with another online sample was conducted to reveal
respondents’ preferences for different destinations within the context of rural long-stay
behavior. The part-worth utility (PU) was determined for each attribute, revealing the relative
importance of each attribute level in terms of its contribution to the overall worth of a
destination. Then, the relative importance values of attributes were calculated by determining
the PU; results indicated the contribution of each attribute to respondents’ preferences for rural
long-stay destinations. Table 6 illustrates the results of conjoint analysis. Our findings were
considered reliable according to the Pearson’s R value (0.983, p < 0.001). Kendall’s Tau for
the estimation (0.929, p < 0.05) and holdout profiles (0.667, p < 0.1) was computed to verify
the utilities’ internal reliability and validity. These results indicated that the data exhibited
acceptable internal validity and that respondents answered consistently throughout their rating
process. Interms of importance values, clearer differences emerged between the five attributes.
Table 6 also shows the proportions of importance values for each attribute. “Comfort”
(32.749%) was the most important, followed by “wellness” (23.915%). “Rurality” (18.622)
and “publicity” (17.425%) demonstrated similar importance values (i.e., moderate). The
“familiarity” attribute (7.289%) was evaluated as least important.

Table 6.
Part-Worth of Attributes

Theme Level Utility Estimate Importance Value
Comfort High 0.786 32.749

Low -0.786
Wellness High 0.574 23.915

197



APacCHRIE 2020 Conference (27-28 October 2020)

Low -0.574

Rurality High 0.447 18.622
Low -0.447

Publicity High 0.418 17.425
Low -0.418

Familiarity High 0.175 7.289
Low -0.175

5. Discussion and Conclusion

Discuss your findings by comparing those of previous studies. Address academic and practical
implications. Conclude with some directions for future research or practice, and any limitations
of this study. This study represents the first research effort to systematically unearth rural
destination selection attributes and their relative importance among long-stay tourists in China.
Our work thus makes a timely contribution to the tourism literature. Based on our literature
search, proposed framework, expert opinion, pilot study, and online survey, five themes
(familiarity, comfort, rurality, wellness, and publicity) were identified through EFA, and 25
related items were retained. Empirical results were consistent with most dimensions proposed
in our theoretical framework; the only exception was the newly identified dimension of
wellness in lieu of the proposed dimension of sociality. These five dimensions were further
evaluated for their relative importance using a different online sample through conjoint
analysis.

Our findings offer several key implications for long-stay tourism development in Chinese rural
areas. First, local governments, communities, enterprises, and residents should collaborate to
provide more comfortable living environments, better amenities, and more convenient services
to meet long-stay tourists’ needs and attract more of these visitors. Long-stay tourists typically
spend more money and time in their chosen destinations, becoming increasingly important
stakeholders in local rural areas. Enhanced rural community environments will improve the
wellness of current and future tourists in general while reinvigorating local life. Second, rural
destinations must preserve rurality or authenticity as long-stay tourists seek urban-like comfort
and rurality. All local stakeholders should make a concerted effort to maintain local rural
settings, cultural amenities, special events and festivals, entertainment activities, and a slow
lifestyle, which long-stay tourists expect. Third, local government and enterprises should work
together to publicize rural destinations by offering more information and promotions through
various media channels. By doing so, rural destinations can increase their visibility and solicit
more long-stay tourists. Finally, local government should cooperate with other governments at
different levels to advocate for the benefits of long-stay tourism on rural revitalization. Such
efforts could include removing potential barriers to long-stay tourism by establishing a national
medical system and developing a better local transportation system in rural areas.

As with any research of this nature, this study is subject to limitations that illuminate future
research directions. First, our work focused on middle-aged and older respondents from three
major cities in mainland China. The results of this study may be inappropriate for
generalization to other samples. Future studies could extend the proposed model to different
profiles, such as younger travelers and cross-national respondents. Second, our main data were
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collected using online surveys in a cross-sectional manner, which may have introduced bias
due to common method variance. Subsequent studies could apply other approaches, such as a
longitudinal design, to confirm our findings. Third, our results revealed respondents’
anticipated selections per se, but not their actual behavior. A comprehensive understanding of
tourists’ preferences for rural long-stay destinations may require further investigation. For
example, a qualitative approach is recommended to understand why long-stay tourists are
indifferent to interacting with locals in rural destinations. As we examined the attributes that
may pull tourists to stay in rural areas for extended periods, follow-up studies could expand
this research stream to explore how these elements influence tourists’ actual destination
experiences and relevant attributes’ effects on local societies.

References

Benson, M. (2014). Negotiating privilege in and through lifestyle migration.

Carson, D. A., & Carson, D. B. (2017). International lifestyle immigrants and their
contributions to rural tourism innovation: experiences from sweden's far north. Journal of
Rural Studies, S0743016717301717.

Castles, S., & Miller, M. J. (1993/1998). The age of migration. International population
movements in the modern world. London: MacMillan Press Ltd.

Hedberg, C., & Haandrikman, K. (2014). Repopulation of the swedish countryside:
globalisation by international migration. Journal of Rural Studies, 34(2), 128-138.

Hongsranagon, P. (2006). Needs of, and readiness to respond to the needs of japanese
pensioners in long-stay tourism in chiangmai province, thailand. Tourism Economics, 12(3),
475-485.

Jelleyman, T., & Spencer, N. (2008). Residential mobility in childhood and health outcomes:
a systematic review. Journal of Epidemiology and Community Health (1979-), 62(7), 584-
592.

Kordel, S., & Pohle, P. (2016). International lifestyle migration in the andes of ecuador: how
migrants from the usa perform privilege, import rurality and evaluate their impact on local
community. Sociologia Ruralis.

Miller, D. K. (2002). Second home ownership and sustainable development in northern
sweden. Tourism & Hospitality Research, 3(4), 343-355.

Oishi, S. (2010). The psychology of residential mobility implications for the self, social
relationships, and well-being. Perspectives on Psychological Science A Journal of the
Association for Psychological Science, 5(1), 5.

Oishi, S., & Talhelm, T. (2012). Residential mobility: what psychological research
reveals. Current Directions in Psychological Science, 21(6), 425-430.

Ono, M. (2015). Commoditization of lifestyle migration: japanese retirees in
malaysia. Mobilities, 10(4), 1-19.

Salazar, N. B., & Zhang, Y. (2013). Seasonal lifestyle tourism: the case of chinese
elites. Annals of Tourism Research, 43(4), 81-99.

Su, B. (2011). Rural tourism in china. Tourism Management, 32(6), 1438-1441.

Tkaczynski, A., Rundlethiele, S., & Beaumont, N. (2010). Destination segmentation: a
recommended two-step approach. Journal of Travel Research, 49(2), 139-152.

Williams, A. M., & Hall, C. M. (2000). Tourism and migration: new relationships between
production and consumption. Tourism Geographies, 2(1), 5-27.

Woods, M., Flemmen, A. B., & Wollan, G. (2014). Beyond the idyll: contested spaces of rural
tourism. Norsk Geografisk Tidsskrift - Norwegian Journal of Geography, 68(3), 202-204.

199



APacCHRIE 2020 Conference (27-28 October 2020)

Understand the consumer behaviour of hotel robot use

Sun, Sunny
College of Asia Pacific Studies
Ritsumeikan Asia Pacific University

Zhong, Lina

Institute for Big Data Research in Tourism
School of Tourism Science

Beijing International Studies University

Law, Rob
School of Hotel & Tourism Management
The Hong Kong Polytechnic University

Abstract:

Along with the recent development of artificial intelligence technology, robots have been
gradually gaining increasing attention in hospitality. Although a number of studies have started
investigating hotel robot, limited studies, if ever any, have thoroughly analysed consumer
behaviour of their use of hotel robot. The present study identified consumer behaviour through
analysing their operational commands of hotel robots. Empirical findings showed that the most
common operational command by hotel guests is turning all lights on.

Keywords: Consumer behaviour, command analysis, hotel robot

1. Introduction

At present, robots have been increasingly being applied to the service industry as Tung and
Law (2017) identified research opportunities for human-robot interaction in hospitality and
tourism. For example, Rodriguez-Lizundia, Marcos, Zalama, Gomez-Garcia-Bermejo, and
Gordaliza (2015) explored five dimensions to evaluate consumer experience in terms of
human-robot interaction, including embody, emotion, people-oriented perception, security, and
collaborative experience. Nevertheless, detailed consumer behaviour regarding the use of hotel
robots are overlooked by previous studies. Thus, the present study takes the initiative to
investigate consumer behaviour for using hotel robots. Specifically, the objectives of the
present study are to analyse the usage time of hotel robot by hotel guests, to identify the
commonly used operational commands of robots by hotel guests, and to provide detailed
implications to hotels about consumer behaviour regarding their use of hotel robots, and future
strategic decision-making directions. In the present study, hotel robot refers to humanoid small-
scale robot which mainly assists hotel guests in fulfilling most of their needs during their stay
in the hotel room.

2. Literature Review
2.1 Human-computer interaction

Robot application is in essence regarded a kind of human-computer interaction. Recently, hotel
robot adoption has been gaining increasing attention from academic researchers. Investigations
relating to hotel robot application in hospitality mainly include robot service evaluation, robot
application to hotels, the relationship between robots and employees, and consumer attitudes
towards robots (Ivanov, Webster, & Berezina, 2017; Murphy, Gretzel, & Pesonen, 2019). In
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the aspect of robot service evaluation, previous studies have mentioned the replacement of
human labor by robot service, as well as the privacy concerns of consumers (Mende, Scott, van
Doorn, Grewal, & Shanks, 2019; Murphy et al., 2019).

2.2 Application of robot to hotels

Regarding robot application to the hotel industry, Ivanov et al. (2017) reviewed the current
robot service of the hotel and tourism industry, and discussed the potential applications of
robots to tourism. In terms of the relationship between robots and hotel employees, although
on the one hand, hotel robots may gradually replace human labor, job duties with creativity
still largely depend on human being. Hence, Osawa et al. (2017a) and Osawa et al. (2017b)
suggested that hotels should refine the functional division of labor, and reconstruct duties
between hotel staff and robots to improve the efficiency of hotel operation. In terms of
consumer attitudes towards robots, Ivanov, Webster, and Seyyedi (2018) investigated the
attitudes of consumers toward the application of robots to hotels and found that the attitudes of
consumers are mainly depending on their past experiences and their perceived advantages that
robot can bring to hotels. In summary, most previous studies discussed the applications of robot
to hotels and their potentiality from either the perspective of hotel employees or consumers.
Nonetheless, an in-depth understanding of consumer behaviour for the use of hotel robot is
absent to some extent. Thus, the present study investiageted consumer behaviour for the use of
hotel robot throughly.

3. Methodology

Data were collected recently from 88 hotels in 23 cities in China. Data contained 745,528
orders from 789 hotel robots. Through analysing robot operational commands used by hotel
guests, hotel robot usage time was identified, and the commonly used operational commands
by hotel guest was recognized.

4. Results
4.1 Overall hotel robot usage time

Figure 1 indicates the overall hotel robot usage time by hotel guests. Results showed that after
hotel guests had checked in (i.e., 14:00), the frequency of the use of hotel robot started to
increase. In addition, findings revealed that the frequency of using hotel robot is the highest at
22:00. In the next morning, after hotel guests got up, they started to use the function of hotel
robot again. Overall, functions that hotel robot provided attracted hotel guests to use.

Figure 1. Overall hotel robot usage time
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4.2 Hotel robot usage time (Weekdays/Weekends)

Figure 2 shows the usage of robot by hotel guest on weekdays and weekends. Overall, findings
revealed that the frequency of the use of hotel robot on weekdays is higher than that of
weekends. Nevertheless, the frequency of the use of hotel robots on weekends is higher than
weekdays at a few time points. That is to say, 0:00, 1:00, 12:00, and 16:00, respectively, which
reflect the behavioural differences of hotel guests on weekdays and weekends.
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Figure 2. Frequency of using hotel robot on weekdays/weekends

4.3 Operational command analysis of hotel robot

Among 745,528 effective robot operational commands obtained, Table 1 lists the top 10 hotel
robot operational commands used by hotel guests based on the frequency of hotel robot usage,
and results indicated that the three most popular commands used by hotel guests are turning all
lights on, turning off the TV, and turning all lights off.

Table 1. Top 10 hotel robot operational commands used by hotel guests

Command Command meaning Frequency
LOP Turn all lights on 120,235
TOP Turn off the TV 100,573
LCL Turn all lights off 95,037
CL01 Draw the curtain 79,388
CLO1CL Sleep, draw back the curtain 66,411
CS01CL Sleep, close the window screen 38,024
MPP Play the music/Play a song 32,066
AOP Turn air conditioner on 25,721
QJ3 Sleep, turn all lights off 20,493
DOP2 Open the door 9,786
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5. Discussion and Conclusion
5.1 Discussion

Regarding the overall hotel robot usage time, findings of the present study reflected that hotel
robot can attract hotel guests to use, which is a good signal for hotels to further explore the
adoption of robots to hotel rooms. Moreover, results showed that the frequency of hotel robot
usage time periods is different on weekdays and weekends, indicating that hotel managers can
make necessary adjustments of job duties based on the differences of consumer behavior on
weekdays and weekends. Furthermore, most hotel guests only used robot to satisfy their basic
needs. Thus, promoting the further utilisation of robots to hotel guests can be considered to
reduce human labor and enhance hotel operational efficiency.

5.2 Conclusion

The present study takes the initiative to analyse hotel robot service through operational
command analysis to understand consumer behaviour in detail regarding their use of hotel
robots. Results showed that overall hotel robots are attractive to hotel guests. Findings further
indicated that consumers frequently use the basic hotel robot service, including turning all
lights on, turning off the TV, and turning all lights off. To conclude, findings provide detailed
implications for hotel managers to have an in-depth understanding of consumer behaviour, to
fully utilise the use of hotel robots, and to make future strategic planning accordingly.

5.3 Limitations of this study and suggestions for future study

Finding of the present study is limited to the context of robots in hotels in China, whether
findings can be applicable to other countries or regions remains known. In addition, the present
study did not compare consumer usage behaviors depending on hotel category (i.e., full service
vs. limited service). Hence, future studies are suggested to explore consumer behaviour of hotel
robots in other countries or regions or to make comparison studies so as to provide more
accurate implications to hotels to better satisfy hotel guests. Future studies can examine
consumer usage behaviors depending on hotel category.
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