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Abstract

There is little experimental evidence about the relationship between
service quality and behavioral intention through cultural dimensions. The
purpose of this study was to examine how cultural dimensions and nationality
related to service quality and behavioral intention in tourist hotel industry. To
investigate this issue, 761 tourists visiting Beijing were interviewed. These
tourists included 195 Chinese, 189 Korean, 192 Japanese and 185 Americans.
Respondents were asked to rate their cultural value, their evaluation of service
quality and their opinions on behavioral intention toward their staying hotels in
Beijing through self-administered questionnaires written in the language of
customers. The instruments include perceptions of hotel service quality,
behavioral intention, national culture and respondents’ background information.
The original questionnaire in English was translated into Chinese, Korean and
Japanese. A pilot study was conducted to test clarity of the instrument.

The study was conducted in three parts. First, it compared four groups

( Chinese, Korean, Japanese and Americans ) on service quality. An
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analysis of variance ( ANOVA) design was employed to test the difference
among the four groups with regard to service quality toward five dimensions:
tangibles, reliability, responsiveness, assurance and empathy factor.
Second, this study tested the relationship of cultural dimensions including
power distance, individualism/collectivism and Confucian dynamism which
were selected using Hofstede’s theory toward service quality dimensions.
Third, this study tested the relationship of service quality dimensions toward
behavioral intentions among four groups. The structural equation models were
developed to test these relationships.

Results from this study suggested that there were cross-cultural
differences toward service quality dimensions and the relationships between
service quality and behavioral intention dimensions. Results also showed that
cultural dimensions are related to service quality dimensions.

Specifically, First, ANOVA revealed that customers from the United
States and China tended to have higher scores on all five dimensions of service
quality, as compared to scores of customers from Korea and Japan. Korean
and Japanese had similar scores on service quality dimensions while American
and Chinese were regarded as a similar group toward service quality
dimensions. Simply speaking, there were significant differences on service
quality between the United States and Northeast Asia ( Koran and Japan),
but China made an exception.

Second, service quality dimensions were found to be related to
individualism/collectivism and Confucian dynamism dimensions but
unexpectedly not to be related to power distance dimension of cultural value in

the overall model (n =761). These results also explained the reason why
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customers from U.S. and China had higher scores on service quality
dimensions. According to Hofstede’s theory, U. S.is an individualism-based
nation while China is a Confucian dynamism-based nation.

Third, behavioral intention dimensions were found to be related to service
quality dimensions and the results among four groups were different. For Chinese
customers, tangibility, responsiveness and empathy factors played an important
role in improving customer loyalty. For Korean, tangibility and responsiveness
dimensions were not significant in resulting in behavioral intention and reliability,
assurance and empathy factors played an important role in improving customer
loyalty. For Japanese, tangibility and empathy factors played an important role
in improving customer loyalty. For American, only empathy factors played an
important role in improving customer loyalty. Simply speaking, in order to
stimulate positive behavioral intention of American customers, hoteliers
should made more emphases on empathy factor, for Chinese, more tangibility
factor , responsiveness and empathy factors, for Korean, more reliability ,
assurance and empathy, for Japanese , more tangibility and empathy factors
should be focused. For all four nations, as regarded to pay more factor of
positive behavioral intention, reliability factor should be emphasized.

It is very important to understand cross-cultural differences toward
customer’s evaluation on service quality and the relationships between cultural
dimensions, service quality and behavioral intention factors in global time.
This study may enhance both efficiency and effectiveness in international hotel
management. Managerial implications of this study could be used to allocate
managerial resources and develop international marketing strategies for dealing

with culturally diverse customers in hotel industry.
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R4l CHl A RREERAMRKEIR, HRFEMH (service
marketing) ARG TELRHL, FFGHERTERHER. REEH¥
FNK, BURBRS A A7 5 BT S AR R R I 5 R i, (A W

Ve R B SHATHEBERY, REEHARDHT M BUE IR
SHRBRRESMERREE, DHAERM, FERREEKF, #Hd
WERF (R . AMBE, 2001),

ARG BRE, BELSHELML, ASAZAZMIEES,
E 5B AT S, BTFRSEME MR ERM, XTRFHE
s By L U 1 BB K BB SCAL AR R T P A2 2 5 (Czepiel, 19905 Alden,
Hoyer & Lee, 1993), X|%2# (Liu et al. , 2001) A BFFRIAFN AL
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EHERBRARMBRS TROFRRA T RRPFENRE, R
HOFEAR R ER R . A R 5 B B 1 R 45 S B 5 A T 0 R B Y R R
(Zeithaml, Berry & Parasuraman, 1996); [RBf 2 E MRS FEE. WK

fTTAR M RS FRRHRXRRBHT TR (Zeithaml et al.
1996) , ®iA #k /R FE F1 % /R (Reichheld & Sasser, 1990) . #i 7 ik /X £l
(Reichheld, 1996) . #i# #f /R i K 4%F (Reichheld & Schefter, 2000)
BTN AR AT R N 5% , ¥ ILE (the net present value)
BRI 25% ~29% .

KXTMERBEMEEAEZHHELHT KX (e g, Gronroos, 1984;
Parasuraman et al. , 1988; Roest & Pieters, 1997), HH ZHMAXLETF
WA R A T ERBR . WBIEH (Gronroos, 1984) MR 455 & #%E
SEXHNBEPERSEFERANBESHOHLE; MAFNES
(Parasuraman et al. , 1988) ¥ R4 G & & X0 BE BB R &5 5 AR
F2E; BWAEMERN (Roest & Pieters, 1997) EXMMERERE
BARL, EE AR R R A R T MRS A 3 20 b MBS 5z M
X, AR EE, MBIk, RER MAasERER
u%mmwmmmw,%W%?EﬁA?mzﬁ%m% RTfT, HLARHN
(Binter, 1990) HIRIARIRS RBEREBPEYESBRMZ 2, WEKRS
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FRERE—FSE, #/RBFEME/LR (Bolton & Drew, 1991) &EidLiEMH
% ¥ Binter B W 5 o

(FBEITHER, HERARARFTHRELEE (unidimensional )
MBI, — % EX RS RE. MERESTHEAZEXRHAT T o
# ( Brady & Robertson, 2001; Bitner, 1990; Bolton & Drew, 1991;
Mohr & Bitner, 1995), ¥# 8 /R% (Zeithaml et al. , 1996) BHFTIAN,
BERARSRRE, SRABFENTHER, RS HEENBRET
NREEEEYW., MEBEMNRSREN TN, HET AR ERKRE
FEE; RZ, WRBENRS RERITEMIK, BETRHERRER TR
Mo IERMATHEMAY O (Zeithaml et al. , 1996; Bounlding et al.
1993) . #EFE 1 (Zeithaml et al. , 1996; Zeithaml, 1988; Liu et al. ,
2001; Reichheld et al. , 1990) . #s#+ (price premium) 3¢ 4 Fl 20 3% B
(Zeithaml et al. , 1996; LaBarbera & Mazursky, 1983; Rust & Zahorik,
1993) 4§ s 47 K B e A 5 e B R R EE A S ER . PR R N
( Parasuraman et al. , 1996; Bolemer, De Ruyter & Wetzels, 1999; Liu et
al, 2001),

XATEM S Z B R REEEEMEH . SUIERERALITRHY
HEEE, EER. REAHMGHAAREN. RAHHFENKAE
X MERELH S (Hendon, Hendon & Herbig, 1999) . 3C4L ¥ B4
BAENKNEE . FEMME, FALRITHFEEREL W (Hofstede,
1980) , F+44%% f1 D45 2F (Danaher & Mattsson, 1994) A K15 BOR 2
(affective states) FIURHMBURMF MEBAMEEE . RBEUMIE
MR WEF (determinants), MZSE. HEMMEREMARGTHEY
AP EEARIMS, R LB U EBORE RRA S
A RELW (Ball & McCulloch, 1999) . E i, ARIESCAE B % & xR
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Mo EENEELHX, RERBSTNEAZRBXERET T
5 ( Winsted, 1997; Donthu & Yoo, 1998; Mattila, 1999; Furrer,
Liu & Sudharshan, 2000) , FHLIBFI A (Pizam & Jeong, 1996) i1t #f
RREAKRAAFEROBEIT N ZEABEEZSR

TETEIE LIRS B B B RBT ST P, KR #R R 2 T 8 — UL HEAT 9,
X3t IRF RBMT AR AR N EHS (Tsaur, Lin & Wu,
2005) o

Lk, SRERE. BETAERMXALERWEZEML,
FRBIFRIEFAL, AR EESNETAER WS RS HER S5
BT HBERBRZHXR

B sxwEEl

ERBEXAERNIELZBERPRB ZATHERRERHEE
(Hofstede, 1980, 1988, 1991) &I CALHIE, ERATIHEME R
MR B R P RN (etic) WHFR T . BURFREFRE
34k (pan-cultural) AR ZSCAGERH] (culture — free) I & J5 B A BF 5% .
Xt PR, BRI A R R R 58 A OB #1742
M, BABRITEERBESULBIR PIEFE R (HHT, 1990),

ERWIMTE (Hofstede, 1980) EidBIR KM, AR ERMBFFRIT
KAEMPZLEEAARRZAL, RS T X ik — S E TR ER,
ERATHEFIRME (Hofstede & Bond, 1988) FFLFhSC A4t B B S04k
Z5, DRSCCHERE 73 F RALSIEE RS (power distance) . AN E P #
(uncertainty avoidance ), ™ A F X/2E 4k £ ¥ (individualism/collectivism) .



