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Abstract

Customer Experience Management (CEM) appeared as a complementary solution to overcome CRM limitations.
CEM enhances profitability through building long-term relations with customers by understanding their experiences.
This study aims at investigating the impact of customer experience quality on the willingness to pay more through
customer satisfaction in the hotel businesses. The survey for this study was carried out on customers who had
domestic hotel experience s within the last 6 months. Out of the 306 questionnaires retrieved, 225 valid responses
were used for the empirical analysis that utilizied the statistical package programs SPSS 18.0 and AMOS 18.0.
The research findings may be summarized as follows. First, as an outcome of the research hypothesis that each

component of customer experience management would influence satisfaction, ‘the peace of mind’ & ‘the moment
of truth® were shown to have a significantly positive (+) impact on it. On the other hand, ‘the product experience’
was shown not to significantly influence it in a positive (+) way. Second, as an outcome of the research
hypothesis that satisfaction would influence willingness to pay more. From the findings of the study, theoretical
implications are as follows. It can be predicted that customer experience management will likely make customers

more profitable because customers are willing to pay more with a sense of loyalty built through satisfaction

of the hotel industry. In the practical implications, the dimension of experience quality examined by the study

can be used as an index to measure and manage customer experience in the hotel industry.

Key words: customer experience management, moment of truth, peace of mind, product experience, satisfaction,

willingness to pay more
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{Table 1> Demographic characteristics of the samples
Classification Frequency % Classification Frequency %
Male 78 34.7 Employee 118 52.4
Gender
Female 147 65.3 Professional 32 14.2
20s 30 133 Business 37 16.4
Job
30s 84 37.3 Public officer 4 1.8
Age
40s 71 31.6 Housewife 21 9.3
Higher than 50s 40 17.8 Etc. 13 5.8
Business 38 16.9 Below 2~3 million 82 36.4
Average
Vacation 121 53.8 monthly Below 3~4 million 47 20.9
Purpf)sje Food & bev. 45 20.0 salary Below 4~5 million 30 13.3
of visit (won)
Event 4 1.8 Over 5 million 66 29.3
Etc. 6 2.7 Total 225 100.0
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{Table 2> Result of exploratory factor analysis

. Eigen Total variance Cronbach's
Factor Items Factor loading .
value explained alpha
Past experience 0.799
POM  Process ease 0.701 2.125 72.21 0.792
Convenience retention 0.669
Comparison necessity 0.816
PRO 1.702 82.85 0.820
Cross-product comparison 0.808
Service recovery 0.816
MOT  Risk perception 0.745 2.560 78.14 0.875
Flexibility 0.721
Satisfaction for choosing 0.805
Positive feeling 0.800
SAT 3.342 40.94 0.958
Overall satisfaction 0.796
Satisfaction for expectation 0.760
More expensive 0.874
To obtain benefits 0.856
WTP 3.529 22.05 0.934
Willingly pay more 0.853
Even if the lower prices 0.801

KMO=0.922(sig=0.000), 7°=3,188.40(df=120)

t} 1 A3= tFS (Table 3>} Zon, 2423
o] AP 5’=199.414(df=94, p=0.000), GFI=
0.900, NFI=0.939, TLI=0.957, CFI=0.967, RMSEA
=0.0712 U} 71828 S5 A 28 U
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AAGF7E 075 F3lska Slo] Fagh e At
gt 4= 9JTHHair et al 1998). =4 =7-9] A S
2R3l Yl 7d 412 Z(composite reliability;
CR)E ol&sisien, 2t 7d7id e A= =e nf
2] HHPOM)©] 0.715, “FFE A (PRO)O] 0.739,
zl4d o] =7HMOT)°] 0.849, THE(SAT)®] 0.950,
aela Zu|Qd A= A(WTP)7} 0.886 0.2 =
Al GRSt T8k i EAREE(AVE) #e] 0.5
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{Table 3> Result of confirmatory factor analysis

Construct Items Factor loadings S.E. t-value p-value CR AVE
Past experience 0.750 - - -
POM  Process ease 0.754 0.084 10.467 ok 0.715 0.561
Convenience retention 0.743 0.094 10.329 HHE
Comparison necessity 0.816 - - -
PRO 0.739 0.697
Cross-product comparison 0.853 0.082 11.430 ok
Service recovery 0.836 - - -
MOT  Risk perception 0.868 0.069 15.385 ok 0.849 0.702
Flexibility 0.808 0.072 13.960 ook
Satisfaction for choosing 0.883 - - -
Positive feeling 0.949 0.044 23.216 ok
SAT 0.950 0.854
Overall satisfaction 0.919 0.047 21.399 ok
Satisfaction for expectation 0.944 0.046 22.902 HEE
More expensive 0.856 - - -
To obtain benefits 0.951 0.053 25428 HHE
WTP 0.886 0.776
Willingly pay more 0.943 0.053 25237 HHE
Even if the lower prices 0.761 0.066 17.742 wEE

77=199.414(df=94, p=0.000), x*/dfiQ)=2.121, GFI=0.900, NFI=0.939, TLI=0.957, CFI= 0.967, RMSEA=0.071

Note. POM: Peace of mind, PRO: Product experience, MOT: Moments of truth, SAT: Satisfaction, WTP: Willingness to
pay more.
**k p<0.01.

{Table 4> Result of confirmatory factor analysis

POM PRO MOT SAT WTP
POM 0.561
PRO 0.667%** 0.697
MOT 0.752%4* 0.631%** 0.702
SAT 0.735%** 0.591%x** 0.802%** 0.854
WTP 0.586%** 0.608%** 0.513%** 0.616%** 0.776

Note. POM: Peace of mind, PRO: Product experience, MOT: Moments of truth, SAT: Satisfaction, WTP: Willingness to

pay more.
w5 <001,
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{Table 5> Result of hypotheses test
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Hypothesis (Path) Path coefficients t-value p-value Result R
H. 1 (POM — SAT) 0.285 2.895 0.004%** A 0.689
H. 2 (PRO — SAT) 0.067 0.905 0.365 R
H. 3 (MOT — SAT) 0.546 5.954 ok A 0.689
H. 4 (SAT — WTP) 0.623 9.674 ook A 0.388

77=226.643(df=97, p=0.000), x°/df=2.337, GFI=0.886, NFI=0.931, CFI=0.959, TLI=0.949, RMSEA=0.077

Note. A: Accept, R: Reject; *** p<0.01.
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