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ABSTRACT

Resort hotels have sprung up all over China in recent years, providing cus-
tomers with pleasurable and memorable experiences. The concept of customer ex-
perience was first introduced into the consumer behaviour literature by Holbrook
and Hirschman in 1982, and the notion was quickly taken up by numerous re-
searchers. However,the way in which customer experience is formed and the ways
in which products and services affect the formation of customer experience are un-
clear. This study developed and tested a structural equation model of customer ex-
perience in the resort hotel setting in an attempt to better understand the nature,
antecedents ,and consequences of customer experience.

The research model includes six exogenous variables ( reception, room, food
and beverage, recreation and entertainment, open public areas and customer in-
volvement ) and three endogenous variables ( customer experience , satisfaction , and
behavioural intention). Basee on the work of Rust and Oliver(1994 ) and Holbrook
(1994) , the study developed two scales to measure resort hotel service perform-
ance and customer experience. Customer involvement was measured using Mittal’s
(1995 ) revised personal involvement inventory ; customer satisfaction was measured
using three items from Crosby and Stephens(1987) ;and behavioural intention was
measured using the loyalty and willingness-to-pay scales developed by Zeithaml ,
Berry ,and Parasuraman(1996). All of the scales used in this study were pretested
and refined using exploratory and confirmatory factor analysis.

An on-site survey was conducted in three resort hotels in the province of Yun-
nan,and 497 questionnaires were successfully completed. The collected data were
first analyzed through structural equation modelling ( SEM ) with LISREL. The re-

sults suggested that the proposed model fit the observed data well ,with acceptable
s §
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model fit indices. The results from confirmatory factor analysis ( CFA ) indicated
that the scales had good reliability and validity. Customer experience was con-
firmed to be a significant mediator between service performance and customer sat-
isfaction,and in addition to service performance, customer involvement was found
to be an antecedent of customer experience, directly having a positive impact on
behavioural intention. Taken together,the results suggest that service quality is im-
portant, but not as important as customer experience in a resort hotel which has a
direct effect on customer satisfaction. Therefore, resort hotels should make every

effort to create a special customer experience and promote it among customers.
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PREFACE

This book “ The Resort Hotel Experience: Conceptualization, Measurement ,
and Relation to Antecedents and Consequences” ,is built on Yang Yun’s research
at the School of Hotel & Tourism Management,the Hong Kong Polytechnic Univer-
sity ,which she took charge of. As her research supervisor,I am glad to provide the
preface for this book in order to congratulate her and warmly recommend it to read-
ers as well.

This book presents a review of the literature ,the research design and the find-
ings of a survey undertaken at Yunnan’s resort hotels. Some managerial and aca-
demic recommendations are also provided. One of the strengths of this study is that
it is the first of its kind to focus on customer experience in resort hotels. Results
will provide essential information to operators seeking to improve their services and
provide better experience to customers.

Today ,many hospitality and tourism organizations have moved away from a
cognitive orientation to an experiential orientation. Competition is also shifting a-
way from how organizations deliver their services to how well they convert their
services into memorable experiences. Despite the fact that we can conceptually dis-
tinguish between service performance and service experience , much of the research
in the tourism literature has not made a clear distinction between the two.

This study makes a distinction between service performance and service expe-
rience. Hotel services are separated into discrete components to determine their
relative impact on customer experience, satisfaction and behavioural inten-
tions. The results indicate that service performance and service experience are dis-
tinct concepts; service performance is the antecedent while service experience is

the consequence. Another factor examined in this study for its effects on service
s §
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experience is customer involvement. The results provide support for such a rela-
tionship. Customers with greater involvement are more likely to enjoy their hotel
stay. While service performance is clearly of concern to hotels, it is customer’s ex-
perience that matters most. Resort operators should pay attention not only to impro-
ving the quality of their services, but also to improving customer experi-
ence. Customer involvement could also be promoted which further enhances cus-

tomer experience and satisfaction.

Andrew Chon

Andrew Chan

Andrew Chan,Ph. D.

Assistant Professor

School of Hotel and Tourism Management

The Hong Kong Polytechnic University

Sead Toytiatity
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CHAPTER 1 INTRODUCTION

1. 1 Introduction

Today, consumption is more of an experience than a necessity. Surrounded by
a rich variety of products and services, consumers want products that can express
their lifestyles and identity. It has been said that post-modern consumers pursue
the aesthetic and symbolic values of a product rather than its substance ( Corrigan,
1997 ; Williams, 2000 ) . In other words, contemporary consumption is not merely
the act of buying and using products or services. It is the seeking of experience
through consumption.

“Experience” has become a buzz word in marketing. Phrases such as“ the
shopping experience,” “the hotel experience,” andthe restaurant experience” are
seen everywhere. Companies have realized that creating special experiences
through products and services can attract more customers. Pine and Gilmore
(1999) believe that profits are generated through the creation of experience and
the staging of products and services for customers. Today’s economy has evolved
from pure product to product with service and then from product with service to the
creation of a special experience.

The customer experience concept was introduced into the marketing literature
by Holbrook and Hirschman (1982 ) and was quickly taken up by numerous re-
searchers(e. g. ,Jensen, 1999 ; Pine & Gilmore, 1999 ; Schmitt, 1999 ; Wolf, 1999 ;
Gobe & Zyman,2001 ; Davenport & Beck,2002 ; Chan, 2003 ; LaSalle & Britton,
2003 ). Recent research has shown that the customer experience is linked to serv-
ice performance and customer satisfaction(e. g. ,Otto & Ritchie, 1996 ; Wakefield

& Barnes, 1996 ; Barlow & Maul et al. ,2000). Yet,the way in which the customer
o
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experience is formed and the way in which products and services affect the forma-
tion of the customer experience are unclear. There is an urgent need to understand
more fully the experiential aspects of consumption.

Resort hotels came of age with the advent of rail travel. Thanks especially to
further improvements in air transportation and automobiles after Word War II,
large numbers of travellers could arrive quickly and safely in exotic, though re-
mote , destinations , and increasing numbers of resort hotels then sprang up in beau-
tiful natural locations ( Walker,2006) . Resort hotels provide ample opportunities
for guests to relax in picturesque surroundings. Their emergence represents a trend
in which,in addition to the need for the supply of physical life products and serv-
ices ,the hotel also becomes a medium through which the consumer expression of
dynamic and multiple selves can be sustained and communicated, thus enabling
customers to act out their own desired social roles and make and maintain social
relationships ( Morrison, Rimmington & Willams, 1999 ; Beardsworth & Keil,
1997). Simply put, a successful resort hotel should now deliver its products and
services in a way that creates and exchanges pleasurable and memorable experi-
ences ,because guests are looking for a total experience rather than just a room to
sleep in( Walker,2006).

Compared with business hotel customers,resort hotel customers expect special
and additional experiences during their stay. For example ,when a customer lodges
in a resort hotel that is located in a beautiful , natural tourism destination , he or she
wants to obtain total relaxation and forget the trivial matters of life or do something
new and exciting and make new friends. Therefore, it is not enough for a resort ho-
tel to merely supply good service. If customers are only interested in accommoda-
tion, then they can stay at any downtown hotel , rather than in a resort hotel. What
differentiates resort hotels? And what attracts consumers to resort hotels? In es-
sence, it is the experience that a guest gains during the stay. Therefore, in this
study ,the customer experience is introduced in the resort hotel setting. It is pro-
posed that the customer experience in a resort hotel is firstly driven by the hotel
service performance, and that total satisfaction and loyalty after consumption are
the results of a favourable and memorable experience.
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