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Effects of Hotel Using Experience
on Customers' Purchase and Behavior Intention
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Abstract The purpose of this study was to find out the effects of the hotel using experience on customers' purchase
and behavior intention. For this study, a total of 306 questionnaires among collected data for customers who hotel
using experience at five star hotels located in Seoul from April 1, 2015 to April 30, 2015 was to ensure a valid
sample. As a result of the experiments which conducted by factor analysis and regression analysis, it shows 1% level
positive significant effects in purchase and continual purchase intention of "emotional experiencer", "physical
experience factor", "continuous experience factor", and "superior experience factor", but it is 10% level significant
effects in continual purchase intention positively effected continual purchase intention of "physical experience
factor". Also, it shows 1% level positive significant effects on hotel customers' intention of reused, intention of
suggestion, intention of recommendation of "emotional experiencer", "physical experience factor", "continuous
experience factor", and "superior experience factor". From the study, it is expected to build hotel-customer
relationship and brand level of awareness for activating customers' loyalty.
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Table 1. Demographic characteristics hotel 4.2.1 3908 43 a]lst
customers
Categories N % Table 2. Results of factor analysis for using experience
Sex Man 167 546 of hotel customers
© Femele 139 454 '
The twenties % 20 Lze;ztzf 5';52 Varian|
Age The thirties m 363 Factor Variable o exCFain bach
The forties 67 219 g i a
Over the fifties 30 9.8
Less than 2 million 5 59 | feel enjoyable in the hotel. 0.743
won I feel fresh in the hotel. 0.734
More than 2 million
won-Less than 3 81 265 FAC 1: | Hotel is appealing. 0.701
million won Emotion »
oo More than 3 milion a chfgl sense of closeness in the | 0865 1 6511960710 664
( h won-Less than 4 65 212 Experien :
mont million won ce It feels so nice in the hotel. 0.638
More than 4 million Hotel have much fun. 0.609
won-Less than 6 87 284
million won Hotel is my style. 0.509
More than 6 million 57 186 I like hotel's lighting. 0819
won
Office Workers 75 245 Hotel's color is stylish. 0.800
Specialized Job 87 284 FAC 2: - -
Sales/Service Jobs 57 186 Physical | TOte/'s scent is good. 0661 200! 10195 0780
Occupation | Housewives 19 62 Experien| Hotel's music is good. 0560 | ' '
; ce
Business owners % 85 Hotel is comfortable. 0531
Technical post 8 26
Others 34 112 Hotel's temperature is suitable. 0.397
High schoal or less 21 69 | have hotels’ membership. 0.860
Education College 39 12.7
Level University 205 67.0 FAC 3 || receives hotel's various 0.850
More than graduate M 134 Continuo) Imformation.
school ) us | have continuous relationship with | 0.764 |1.298| 6.490 |0.847
Business 57 186 Experien| the hotel.
i ce
Main Accommodation 107 350 Using hotel experience is helpful for| 0.552
Wedding - Meeting + E me.
purpose of vent 83 288 g
hotel visit Meal 44 144 FAC Hotel makes me differentiation with| 0.799
Cthers 10 33 Superic;r others.
Broadcasting 30 98 Experien| Hotel makes me flattering. 0790 | 1-131] 5655 |0.826
Source of Printout 25 8.2 oe -
hotel Internet media 172 56.2 Hotel reflects my image. 0.713
advertising | Outdoor bilboard 14 46 + Cumulative %= 61.946%, KMO = 0907, Barllett's x2 : 2915.007(P=000)
Word of mouth 65 212
16 SeAsel B ngas guan  DAe] BHeLE F e gl e 207 @
sdolg SHAEe] sEFy FHY R, ] _ _ L
N o oA 172 - : o ol N T o) ol tiste] 2914 9 A3k Table 2014 2= 313}
QIE 1727 (56.2%0) o.& -5 H A} 2k o] 4do] <l - -
L ool AN AHn Aoz ummon G SURATE Fdelg AR tid adgyel
HY 3] SHARE Hshe= Aow Yehyton, B ) o ]
?Aaasw: 21.2%), mo Heﬂ 30%3(98%), 14974 ;1*25ua RS Sehn] dste] Batletts] 7Y H9E @
Z] =l % nj %
; o ] Lo A% Chissquare=2915007(p<0.000) 2 EAH 2 e
0, 31} 0 e M=
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o] TEIHFEL 2= 2O Al Z=d}lo ™ 0, B
R iﬁ%ﬁ;g;i?;g:ﬁ?‘i Q000152 AEAE P Aue 2= B2
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Table 3. The result of regression analysis of hotel
customers' purchase intention by hotel
using experience

standa
Unstandaraiz | rdized | p R2
type Variable |ed Coefficient|Coeffici F | (ad
ent value | value R
B | SE B
(A Constant) |3.605| .037 98.221(.000%++
Emotional | g | 037 | 71 | 7.280 | 000w+
Experience
PUeh oy sical
ase Exy rience 158 | 037 | 219 | 4.284 |.000x* 23801 248
Intenti G pe T (238)
on (COMINUOUS 1 45y | 037 | 208 | 4,085 |00
Experience
Superior
Experience 099 | 037 | 137 | 2693 |.008
(A Constant) | 3527 | 038 92.376.000%++
Emotional | 575 | 38 | 359 | 7.142 | 000w+
Repur Experience
Physical
chase ; 131 | 038 | .173 | 3428 |.001#x* 268
Intenti EXD?FIGHCG 26483 (258)
on (COMINUOUS 1 4q0 | 038 | 249 | 4956 |00
Experience
Superior 165 | 038 | 217 | 4312 | 000w
Experience
(A Constant) |2.993 | .042 70.484/.000%+
 [Emotional o
Colntln Experience 354 | 043 | 401 | 8325 (.000
ual -
Physical
Purch Experience 086 | .043 | 097 | 2015 .045+ 35950 328
ase ot (.319)
Intenti [“OMNUOUS | 303 | 043 | 344 | 7,126 | 000w+
on Experience
Superior 175 | 043 | 198 | 4106 |00+
Experience

note: = p<0.1, = p<0.05, *= p<0.001

A3 sdae) Sdolg APl we g
A9, weld A9, 444 29, S84 29 5 el
E018747 2910 FrlelAel MAE GFE LA
A3he Table 3914 Wi Ak 2k, #4925, Edol &
A9 9919, 449 39, #0449, A4 49, %
U4 AY 5 WE 5N Frjelapel 19 5o 4
Fo@ o= vehg, sdolg Baslel Al
Slafel WA= odeke BAIS A% Ed BYA Y, B

o Z—ql
AEL Aol golAel] 19 A fold FEE nA
= Aom Jeud ma 344 A% 2 20
o YOIHE BE Qe50] 19 Sol A Fole G
MR Ao et od@ A wAse] 58
o1§ APl doln) BAA, Beld, A5, 994 49
; .
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olafel 19 24 feld FFL WA Ao et
srow, AN Fuhe Aol 5% oA, 394
FAAE 10% FEANA Tl A #1332 w1
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Table 4. Results of factor analysis for customers'
behavior intention of hotel using experience

Table 5. The result of regression analysis for purchase
intention of customers' behavior intention
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