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The Relationship among Perceived Benefits of Hotel F&B Loyalty Program,
Relationship Quality and Loyalty
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Abstract

The purpose of this study was to investigate how users’ perceived benefits of hotel F&B loyalty program affected their
relationship quality{trust and satisfaction) and loyalty on hotel products and servicesfhotel food & beverage products/services) and
how their relationship quality(trust and satisfaction) influenced their loyalty. The model was tested in the settings of five-star hotels
using a sample of current members of food & beverage membership program. Empirical results confirmed that not only
perceived benefits of hotel F&B loyalty program affects users’ perceived relationship quality{trust and satisfaction) and loyalty on
hotel products and servicesfhotel food & beverage products/services) but that their perceived relationship quality influences loyalty
on hotel products and servicesthotel food & beverage products/services). According to the results, complimentary dining coupon
and food discount strongly affected relationship quality(trust and satisfaction) and loyalty on hotel products and servicesfhotel food
& beverage products/services). Strategically, it is recommended to appeal those benefits to current and potential members to
maximize the loyalty. Also, it should be considered as major factors to re-package hotel F&B loyalty program.

Key Words : hotel F&B loyalty program, relationship quality, loyalty
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<Table 1> Types and examples of loyalty program

Immidating Retardating
Retailer/brand/manufacturer  Airline

Direct Promotion mileage program coupon
(price promotion) (GM card)

Multi-product frequency

traveller club

(Fly Buys)

Free gift

Indirect
ndirec (lottery ticket)

Source: Yang SH. 2000. The effects of corporate loyalty program
on the perception of customer value and loyalty formation.
Masters degree thesis. Hanyang University:16
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<Figure 1> Study Model

B 7o BAS B A8 A7 e A AL
AW S 59 ASR W 22289 Y H9E of
Aoz shdon Aoxel BE Fastua e 1 B

gl
o‘r‘
ofr
—

=
Lot
i

EEQL, HE GOFH F 24055 wjg & 2207
£ 3]310] 91.6%9 3)+&S UepWley gulo] 44
a7 Eobdet HER] 1388 AAS AA £ AHE
H AR & 207HE 48 348 86.%% UERHTH

HEAL 25709 HBOR o|RolRku, olF A
of B WEo| 4, HeR WA =S H T
G olgAEl AP Yk Ao olFolAl 11
&, BAY 9 FAST QA9 ol 2 4R,

U Aol 2RO R o] fold MANE
A
[e]

157 &5 5 84 o9 AlZR W4 Z2IoA Al
S7) o EES AN FRoes, B 2 B
% TE2 Oliver(1980), Tse & Wilton(1988) 4
Anderson §(1994)8] A1& A=t 4oz A=
Gundlach & Murphy(1993), Doney & Cannon(1997)
o) e ISl WiFoR RGO, TA)EE
g2 F A7t =EE Kim(2002), F4doFE Price &
Arnould(1999)9] d+5 Zrxsiott

= 2eE| m2aol sg Eolo) A Y ofE 7ol Rl et 1T 285

3. X2 BA gy
E A8 SPSS 12.08 AMgste] BAAE sele
o euxio] BEAO HEHAS FiA] RlEet WEESS

Fatedar, e, BA Y A ool A= QQlEAT}
AL B oitofA] AeE HEEte] A=

SN
=1
Hae Aasad,

B A A= (Table 2%}
6178(77.8%), oA 46
H

Zoh, Al 34 vE2 "9y 1
(22.2%) 02 veERtow sl ujl&e 3007 487
(23.2%), 4097} 83 (40.1%), 500} ol4ko] 76

(36.7%) 2.5 viEtL, WHA Y divrt SAE Sl
AFs) Aeg & 4 olrh B3, 4 HF 254 A+

o] 9 40099 o]4F2] WASHE A0 R ehgt),

4

<Table 2> General characteristics of the subjects

Demographic

variable Contents Frequency Percentage
Male 161 77.8
Gender Female 46 222
30~39 48 23.2
Age 40~49 83 40.1
over 50 76 36.7
Affiliated with 64 30.9
company
. Self-employed 71 34.3
Occupation Professional/Technical 35 16.9
Housewife 11 53
The rest 26 12.6
Less than W3,000,000 21 10.1
W3,000,000~Less than 33 15.9
Average Income W4,000,000
per month W4,000,000~Less than 82 39.6
W5,000,000
Over W5,000,000 71 34.3
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<Table 3> Factor analysis and reliability statistics

Item Cronbach’s Alpha
Complimentary dining coupon
Food discount
Bakery discount
Banquet discount 740
Beverage discount

Perceived Complimentary accommodation coupon
benefits . p
Room discount
Free room upgrade
Complimentary spa & sauna coupon
Spa & sauna discount
Other benefits
Loyalty Intention of recommendation 731
Intention of renewal )
Factor analysis
Cumulative
Factor loading  FEigen value variance
explained (%)
This hotel products and services provided
. o 865
me with reliability
This hotel products and services provided 813
Trust me with honesty ’ 4.412 60.619 826
This hotel products and services kept its 714
promises
Relationship I trusted this hotel products and services 708
Quality This hotel products and services satisfied
my needs and wants 868 1.072 11.003 892
I think I did the right thing when I purchased
Satisfaction  this hotel products and services 854
This hotel products and services was exactly
what I need 804
I was satisfied by this hotel products and services .707
e a9Axgtol 86594 [ 7087FA], ofo]AZko] <Table 4> The effects of perceived benefits on trust
4.412, BAH]E0] 60,619%%, TEHS 2 A3 A gk Beta T Sig.
.86801A . 7077kA] el ofolZigte] 1,072, &AL Constant V. -431 667
ulgol 11L003%2 teidon, d@AAsE 42 826 conrhmenandningcompon A 28 00
I .8925 WERA L alteh Room discount 153 1972 050
_ R?=.259 F=6.188 P=.000
3. 3H 24 * p< 05, * p< 01
) Al = z]Z BHEo0] &8 AEZ3 AUl A(S
o /)51 -g: g A :1} N 1; o L—} ;9}01}55 of m °l ]E f; j;;);} el <Table 5> The effects of perceiveg benefits orir satisfacti:n
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stepwise W02 O HPEAE AAT ZT/E R 249 F=5.885 P=.000
(Table 4>} (Table 5)°fl Ve Qlet, *p< .05, *** p< 001
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<Table 6> The effects of perceived benefits on loyalty
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Complimentary dining coupon .254 2.967 .004*
Food discount 236 3.052 .002**
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<Table 7> The effects of relationship quality on loyalty

Beta T Sig.
Constant -.248 765
Trust 315 4625 .000%*
Satisfaction 306 4.447 000**
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