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Relational Performance in the Hotel Firms
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Abstract

The study is a hotel firm's brand evidence on the switching and relational performance by identifying a
causal relationship to the differentiated and competitive was to provide useful information. Units of samples
for evidence of brand switching hotels in Seoul participated in surveys customers in 2011, from June 10 to
20 July 2011 for a total of 500 copies for distribution and the Department of dual 408 with SPSS 18.0 and
AMOS 18.0 Using factor analysis and reliability verification caried out, and presented research in order to
test the hypothesis covariance structure analysis was performed. Analysis, employee services switching baniers
and switching costs showed no significant affect. Switching bariers and switching costs, brand name, image
congruence transition castle wall and switching costs, altemative attractiveness showed no significant visible
results. And perceived price on switching bamiers to conversion rates showed was significant affect. Second,
switching bariers, switching costs, altemative attractiveness and that the relationship, to help conversion of
non-financial performance showed no significant affect. Third, the practitioner services, brand names, images,
match the castle there, and non-financial performance of the transition showing a statistically significant result
was found.
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(Janiszewski C - Van Osselaer, SMJ 2000).
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<Fig. 1> Research model
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o) AL HAFA 4G gzl ZH]
2 A3} 0] 5(2010)2] AT A= A1)
2 F49] EA ugl nEy) AR QAL
ol el Aot Sle Aoz Yepth
upebd o3 o] 7S A ek

[9FE 3] - B = FA4 & A o] 72
o F(+)e] FeFS nlE Aol

3. AL A&l

B ATE s HAle S 9 HAekgy
9 WARIE AFe] S8 BAEE xSt
SE7IQe A E0] Aol Fofsiitt 2011
69 10¢45E 2011 7€ 20¥47H4 HAH=E A
Shet el S diid o2 F 50055 wlEstar o]
43757} 3l AR FollA s ake] 4

A etel AR 2952 A 95t

SPSS 18.07} AMOS 18.0% ©]

£3te] 9l AR HSE AAlska, A
[e]

d AFHE AF] A FRATEE

= ==
V. &5 2A
1. HE0| QUN EA
2 ApE g 25 B wgUdl 59
7199 HEAS FHE F JE= ATEAA
EAQS goste MEEAS AFgslgoen, 1

{Table 1> Credibility analysis

Az oo 2ok WA, dEEEXE 9o
242%8(59.3%), AIA7F 166™(40.7%) = JER}
Wdo] KT} w2 ¥ &S Ho|x QlTh
Az {= 7] E0] 1557(38.0%), nl&o] 253
(62.0%) 0.2 Yelgth g oRe= FFo] 51
(1.2%), 1LZ0] 58%(14.2%), AT Zo] 142
™H(34.8%), tZE°] 1627(39.7%), L2 41
H(10.0%)2] Bl &S Hole Aoz Yehyt) o
BHo g 204 ola7F 7H(1.7%), 20th7} 239
(5.6%), 30th7} 417(10.0%), 40th7} 30678
(75.0%), 504 o]’do] 31%(7.6%) 22 YEFT]

T3 4 2S5 E 1009 mRke] 1029
(25.0%), 100~200%FAm|Rko] 967(23.5%), 20
0~3007+In|7to] 887 (21.6%), 300~400%Hm]
o]l 479(11.5%), 400~5007+m]qto] 427
(10.3%), 5007t € ©]/Fo] 33%(8.1%) = Vbt
o} mxgto 7 9 gEo 7= [5ukdu|uto] 67
H(16.4%), 15-307-7|7ko] 11478(27.9%), 30-50
qklm] ko] 1059(25.7%), 50-80%+dm]eko] 567
(13.7%), 80-100%+1 1| Rko] 30%H(7.4%), 1007+
o]4to] 367(8.8%) .= HA =tk

2. =X HTO| EIA U ARIN 2B

= A2l A5

7 Aol A SR A T AlE
= 4537l fAste] SPSS 18.02 ©] 8¢ TAA
Q91 F-Y(exploratory factor analysis: EFA) 2
AMOS 18.0= ©] 83t d7le] 14 gliy
(confirmatory factor analysis: CFA)= A3} Th

Factor Question Number Cronbach's «
Workers Service 7 0.891
Brand Name 5 0.837
Brand Evidence Image Congruence 4 0.845 0.929
Perceived Price 4 0.825
Service Environment 3 0.766
Switching Barrier 6 0.850
Switching Switching Costs 5 0.778 0.861
Alternative Attractiveness 3 0.770
. Switching Intention 6 0.825
Relational Performance Non-Financial-Performance 6 0.838 0875
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1) LigEEA ch's alphagtS 818+ A3} t}3 <Table 1> 1}

a1l AE EdE 2 NdH =% ERd ko) 2ol cronbach's alpha %t Nunnally
FEEo] WALdd e Adsr] 91kl cronba-  (1978)7F AAIGE 715441 0.6 ©]73%1 A=

{Table 2> Confirmatory factor analysis for the constructs

Standardized

Path Regression Weights Estimate S.E CR CCR AVE
Workers Service 1 <em- 154 1.000
Workers Service 2 <emm 735 958 .065 14.665
Workers Service 3 <--- Workers 731 1.018 071 14.245
Workers Service 4 <--- . 745 980 068 14323 .769 812
Workers Service 5 < Service 759 986 067 14.659
Workers Service 6 < 754 998 .069 14.513
Workers Service 7 <--- .657 916 .074 12439
Brand Name 1 < 713 1.000
Brand Name 2 <e-- 706 938 .072 12.960
Brand Name 3 <---  Brand Name 703 .876 .071 12.340 .508 .795
Brand Name 4 <e-- 157 1.034 .079 13.029
Brand Name 5 <--- 751 1.026 .079 13.014
Image Congruence 1 < 728 1.000
Image Congruence 2 <--- Image 77 1.096 .079 13.925 629 703
Image Congruence 3 <---  Congruence 738 1.067 .080 13.299 - ’
Image Congruence 4 <--- 715 1.027 .081 12.654
Perceived Price 1 <emm .661 1.000
Perceived Price 2 <emm . . 147 1.201 098 12.242
Perceived Price 3 <.... Perceived Price 728 1206 105 11.535 060 659
Perceived Price 4 <--- 726 1.236 106 11.717
Service Environment 1 <e-- Service 730 1.000
Service Environment 2 <e-- Environment 7129 1.093 092 11.840 .762 .61l
Service Environment 3 <--- .610 .852 .091 9.379
Switching Barrier 1 <--- .649 1.000
Switching Barrier 2 <emm 716 1.126 .095 11.885
Switching Barrier 3 <--- Switching .696 1.098 .098 11.254 02 776
Switching Barrier 4 <--- Barrier 735 1.163 .100 11.610 - ’
Switching Barrier 5 < 721 1.184 102 11.605
Switching Barrier 6 <--- .656 1.024 .096 10.691
Switching Costs 1 <--- .638 1.000
Switching Costs 2 <--- .703 1.268 114 11.075
Switching Costs 3 <--- Switching Costs 788 1.345 112 12.027 668 809
Switching Costs 4 < 729 1.298 116 11.193
Switching Costs 5 <--- 577 1.029 .109  9.401
Alternative Attractiveness 1 <ee- Alternative .659 1.000
Alternative Attractiveness 2~ <---  Attractiveness .826 1.326 110 12.046 .683 .501
Alternative Attractiveness 3 <--- 728 1.169 104 11.275
Switching Intention 1 <--- .640 1.000
Switching Intention 2 <--- .658 1.083 .100 10.861
Switching Intention 3 <--- Switching .661 1.040 .097 10.706 873 773
Switching Intention 4 <--- Intention .694 1.049 .096 10.871 - ’
Switching Intention 5 <--- .695 1.145 105 10.861
Switching Intention 6 <--—- .635 1.026 .100 10.231
Non-Financial-Performance 1 = <--- .691 1.000
Non-Financial-Performance 2 =~ <--- 715 1.065 .085 12.573
Non-Financial-Performance 3 ~ <--- Non-Financial- .686 1.046 092 11.320 508 768
Non-Financial-Performance 4  <---  Performance .696 1.026 090 11372 ’
Non-Financial-Performance 5  <--- .657 1.007 .093 10.850
Non-Financial-Performance 6  <--- .505 7123 .082 8.789

*Fit Index: X?=1782.682, DF=1082, p=0.000, RMR=0.036, RMSEA=0.041, GFI=0.841, AGFI=0.820, IFI=0.917,
TLI=0.908, CFI=0.916
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Bt FANEE BF SR AP FEd Aol /idel el tigk el miEia el
Aoz SR oMol v Ho Jidel AEsE o=
ke eH& oudith mEbA e <]
2) ZZHS0H CHSt 1N Q0124 AA7} el Bl 71TE‘rDWE by
A4 2y addd WAsd £ S 1 & 5 vk ARdAEAE shue] Sy
o] BhdS AF87] fldte] <Table 2>¢F 2 sde] Adefel tieh 54 ¢] laHAWOH he1A el
o] #lH 8AFAME AT tE S/dolu e AEiskE dSske e
AR ATl 8QAA Tl B 0.601d0H  efnlsi, WS 7he] ARG S defer] S
t#ke] 2.00 o179l B A B8/l sivar sk EH7IH e R Wizt g s T4t
AThBagozzi RP - Yi Y 1998). 2t SAREH & Aotk & d7ddAe 32799 B2
AT AFRIFSS ddste AT(N\7t 0.6 o] A= A, A2 a3 WA Wkl &,
o] AMHETLR] AAA S el gler WA ARAAAE HSohe Aotk
B FAH R fetah 2.003k ZF 737 Y 2 0ats Folu datdew AN
ol &3 SHAFEES] JFEEAC] de= & HY dIEE S Fole T8 E(summated scale)
A& 5 ek S &8skl FHAALH & AAISIHH: <Table
<Table 2>0A B vio} o] AFRFPe] of 3> FHAEE 3 FAWA LA 2345 et
gk AnkAQl Atz tigk AMOS £44¥E Wit

X2=1782.682(df=1.082, p = 0.000)% JERF 7}
2, GFI(0.841) ¢ AGFI(0.820)7} #uAF 3. GIF12E0| EMIt IS
(0.90 o’"HE AT Fohe o R e

r

o1} IFI=0.917, TLI=0.961(=0.908) CFI=0.916(> 1) SRRSO Mt HS
0.90)S A=A 4 ARAFE 3]st 9lo] 2 AT Bille FA9 AR 57091 94
B oA WMEE 7te] A2 el g 2 WSt wiAeQ] Mg, e, ok
2AlE gl Aow seEgelEd, 2007). g 8| AapAsel aAgEEA ] it A
WMo 914 LQlRAAIE PRA TERA
3) ARIRIH|EA < ol&ste] d7rd g S A
7)ZEFA (criterion-related validity)S 3 <] U <Fig. 2>°l|M Bz njel 2ol Aol
{Table 3> Correlation coefficients between variables
Factor 1 2 3 4 5 6 7 8 9 10
Workers Service 1
Brand Name .543%%* 1
Image Congruence JA21% 0 197** 1
Perceived Price S597x* 535%*  185%* 1
Service Environment S589** - 4]15%* 132 556%* 1
Switching Barrier 047  228**  578**  121* .097 1
Switching Costs 120% A97*% 0 972%%  188%*  133%*%  500** 1

Alternative Attra-ctiveness .156*%*  .110*  532%** 158 210%*%  466%*  559%* 1

Switching Intention A35%* 0 350%*  1@@¥*  A12%*  450%*F  258%F  200**  4]16%* 1
Non-Financial-Performance .494**  492%*  179%*  468%*  476**  264**  [192%* 197** 55]** 1
" p <001
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X?=1058.846, DF=939, p=0.004, RMR=0.039, RMSEA=0.018, GFI=0.903, AGFI=0.873, NFI=0.889, IFI=0.986,
TLI=0.982, CFI=0.986

<Fig. 2> Path coefficients of path analytic model
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<Table 4> The inspection result of the study hypothesis

Path SR Estimate SE CR Result
Switching Barrier <--- Workers Service -223 -.193 085 2259 Parts
Switching Costs <--- Workers Service -.151 -.150 096  -1.567 Adoption
Alternative Attractiveness — <--- Workers Service -.050 -.038 .083  -461
Switching Barrier <--- Brand Name 181 146 067 2.189 Parts
Switching Costs <--- Brand Name -.068 -.063 .078  -.806 Adoption
Alternative Attractiveness = <--- Brand Name -239 -.170 069  -2.467
Switching Barrier <--- Image Congruence .649 .660 132 5.010
Switching Costs <--- Image Congruence 765 .889 191 4.649 Adoption
Alternative Attractiveness ~— <--- Image Congruence .837 752 177 4.239
Switching Barrier <--- Perceived Price -227 -232 140 -1.654 Parts
Switching Costs <emm Perceived Price .031 .036 172 211 .
Alternative Attractiveness — <--- Perceived Price -.034 -.031 155 -201 Adoption
Switching Barrier <--- Service Environment -.101 -.093 099  -943 Parts
Switching Costs <--- Service Environment -272 -287 124 -2.309 Adoption
Alternative Attractiveness — <--- Service Environment -.205 -.167 107 -1.555
Switching Intention <--- Switching Barrier 121 102 .060  1.709 Adoption
Non-Financial-Performance ~ <--- Switching Barrier 241 283 .086  3.289
Switching Intention <--- Switching Costs -225 -.165 062 -2.649 Adoption
Non-Financial-Performance ~ <--- Switching Costs -254 -.261 087 -2.992
Switching Intention <---  Alternative Attractiveness  .425 404 070  5.759 Adoption
Non-Financial-Performance  <---  Alternative Attractiveness  .527 .702 169 4.168
Switching Intention <--- Workers Service .140 .102 057 1.793 Adoption
Non-Financial-Performance ~ <--- Workers Service .145 .148 .088  1.688
Switching Intention <--- Brand Name .028 .019 046 419 Parts
Non-Financial-Performance ~ <--- Brand Name .160 151 076  1.993 Adoption
Switching Intention <--- Image Congruence 289 247 098  2.519 Parts
Non-Financial-Performance =~ <--- Image Congruence 115 138 168 819 Adoption
Switching Intention <--- Perceived Price .047 .040 .090 449 Rejection
Non-Financial-Performance =~ <--- Perceived Price .076 .092 149 615
Switching Intention <--- Service Environment d11 .086 066 1317 Rejection
Non-Financial-Performance ~ <--- Service Environment .109 118 101 1.173

Prediction

of mode

Switching Barrier R?=24.60, Switching Costs R?=32.90, Alternative Attractiveness R
=35.70, Switching Intention R?=58.10, Non-Financial-Performance R*=67.80
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