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Abstract

Purpose: Before COVID-19 pandemic, Chinese mid/low-priced hotel industry has been steadily growing in recent years, and internal
and external competition has been intensifying. Under these circumstances, this study started with a strategic objective to increase the
quality of service, thus enabling customer satisfaction and revisit intention. For enhancing the competitiveness of Chinese mid/low-
priced hotel business, we plan to establish a model using SERVQUAL, 020 platform, and identify their relationship through empirical
analyses. Research design, data and methodology: Through the consideration of the existing literature, this study intended to identify
the characteristics of service quality in Chinese mid/low-priced hotels and to consider their impact on customer satisfaction and revisit
intention. We also wanted to examine the moderating effect of the O20 platform between the characteristics of service quality and
customer satisfaction. A survey was carried out on customers using mid/low-priced hotels in China and empirical analyses were
conducted using regression analyses. Results: First, in the hypothesis of service qualities’ effects on customer satisfaction were
identified with significant positive effects. Second, in the hypothesis of service qualities’ effects on revisit intention, “tangibles,
reliability, and empathy” have shown significant positive. Third, in the verification of the moderating effect of the O20 platform, there
were “positive partial moderating effects” between service qualities and customer satisfaction. Finally, the effect of customer
satisfaction on revisit intention was positive significant. Conclusions: In order to satisfy their customers, improvements in service
quality should be made first. In addition, customer satisfaction had a positive impact on revisit intention. In order to revitalize Chinese
mid/low-priced hotels, differentiation strategy is also needed for specialized customers such as college students, and basically, efforts
should be made to optimize the 020 platform. O20 platforms should establish optimal platform construction strategies based on the
customer's perspective. After all, in the case of Chinese mid/low-priced hotels, it is necessary to strengthen the construction of the latest
hardware infrastructure and O20 platform of software infrastructure, and to improve customers’ advanced online and offline
experiences. Finally, regarding the hypothesis that was rejected among service qualities’ characteristics, we tried to discuss the reason

and find the implications of these.
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Table 1: Comparison of Mid/low-Priced Hotels vs. Luxury
Hotels

. Mid/low-priced Luxury Hotel (or A
e Hotel Five-star Hotel)
Low-income p_eople Domestic and
(e.g., small business . ; ;
international high-
owners or students). : )
quality businessmen.
These guests must
Target P There are many and
pursue practicality in . .
Market ) diverse requirements
consumption and the
s . for hotels, and hotel
hotel's functions must
. brands are also
be substantial and .
) important.
simple.
These economical
hotels are relatively High-end luxury
Fadilities small in size, simple in hotels are equipped
facilities, and have no with good hardware, so
and o
Equipment other facilities than the they have a large
three basic elements investment and have a
of front, room, and high level of facilities.
restaurant.
Most affordable Most of the quu_ry
hotels are limited. and hotels are full-service
Scope of ’ hotels, which offer both
) most offer .
Service . recreational and
accommodation and .
. accommodation
breakfast services. -
facilities.

Source:https://zhidao.baidu.com/question/463222619757103405.htm
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Figure 1: No. of Mid/low-priced Hotels in China
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Table 2: Five Components of Hotel Service Quality Based
on the SERVQUAL Model

Components Contents
The extent to which a hotel's physical
Tangibles facilities, basic equipment, contact
personnel, means of communication, etc.
Reliability Ability to perform proml_sed services
accurately and reliably
How much trust and confidence you can
Assurance give your customers

Ability to provide knowledge and
confidence in employee manners and duties

Responsivene To provide immediate service and help
ss with customer requests

It refers to the attention, consideration,
and accessibility that companies and
employees are paying to customers.

Empathy

Source: Parasuraman, Zeithaml, and Berry (1985, 1988)
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S, SEHMEE SEHSER, IANEREES THHSE 510 SEHEE-0.141, =242 DATEFREO| FOlot FHHel FFO|
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M B=120, £2.089), ME|H(E=0228, =4.234), SAHPE-0.17, =2913,  BHQ| FES O|XICH= AS SEotH, M2t 7Hd 12 XHEHZ| QICH

Table 4: Multiple Regression Analysis of Independent Variables

Dependent Var. Independent Var. Adjusted R? B T F Result of Test
Empathy 270 5.062 valid
Tangibles 120 2.089 valid
Customer Satisfaction Reliability .676 228" 4.234 131.560 valid
Assurance A70** 2913 valid
Responsiveness 141 2410 valid
432. O7Hp0L SHHS0| 2 HEM S HASIHCH, 1 ZiHs Table 52t ZTCh Table 59|
IHUECE S S OIS0 YREE XSz ZME EH, Adjusted R22 0652, FEt2 1183252 & EEHI o)
sto]  FPEAME  HAlgRem, THE  ZAne =M st 74 HaS 4ol BAE BB, FdE=0128, =2135),
DATEFE-0765, 0.4 AEO|E0) IHHO WS O/E  ABNE-0352 =626, BAY (0408 7332 K20l
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CHEOIME MHIAEXMS HMsted 3244, 94, My,  THEFY HBZ2A=0 SAHSE Roblst Fmel IS
SN, SHME SEESE NEREE Zawsz oo OUCE A2 onjett
Table 5: Multiple Regression Analysis of Independent Variables and Dependent Variable
Dependent Var. Independent Var. Adjusted R? B T F Result of Test
Empathy 128* 2.135 valid
Tangibles 352 6.266 valid
Intention to Revisit Reliability .652 .043 .699 12158'3 Invalid
Assurance -.013 -.212 Invalid
Responsiveness 408 7.331 valid

4.34. Dj7fH(DZHTHE )0| D7 = 0lof| CHSH HE B8 Oi7§Z 0} (partial mediating effect) 7} LHEFGCE
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Table 6: Mediating Effect Test

67

Variables Stage B p Adjusted R? Result of Test
Stage 1 7 17.294 .000 0.488
Tangibles/ Stage 2 663 15.632 .000 0.437 _ o
Customer Satisfaction/ partial mediation
Intention to Revisit Stage3 (Ind_Var) 257 5.196 .000 0.608
Stage3 (Med_Var) 58 11.703 .000 '
Stage 1 .709 17.763 .000 501
Reliability Stage 2 718 18.245 .000 515 ) o
/Customer Satisfaction/ partial mediation
Intention to Revisit Stage3 (Ind_Var) 362 7.519 .000 640
Stage3 (Med_Var) 503 10.452 .000 '
Stage 1 742 19.536 .000 549
Assurance/ Stage 2 683 16.500 .000 464 _ o
Customer Satisfaction/ partial mediation
Intention to Revisit Stage3 (Ind_Var) 265 5.011 .000 606
Stage3 (Med_Var) 563 10.639 .000 '
Stage 1 .729 18.791 .000 529
Responsiveness/ Stage 2 658 15.415 .000 431 _ o
Customer Satisfaction/ partial mediation
Intention to Revisit Stage3 (Ind_Var) 222 4238 .000 507
Stage3 (Med_Var) 598 11.416 .000 ’
Stage 1 752 20.164 .000 564
Empathy/ Stage 2 756 20.403 .000 570 _ o
Customer Satisfaction/ partial mediation
Intention to Revisit Stage3 (Ind_Var) 425 8.422 .000 653
Stage3 (Med_Var) 439 8.701 .000 ‘
435. ZHEguof Cclst AS Sgot "oz MalY, SHY, =Y, 3Zdol gt
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Appendixes
Appendix 1: Sample Properties
Classification Frequency Ratio (%)
male 135 43.0
Gender
Female 179 57.0
Under 20s 132 42.0
20s 118 37.6
Age 30s 29 9.2
40s 20 6.4
Over 50s 15 4.8
Single 247 78.7
Marriage status
Married 67 21.3
High school graduation and below 6 1.9
Technical college 93 29.6
Academic background Graduated from university / In college 151 48.1
Graduate university or higher 51 16.2
The others 13 41
Professional (doctor, Iavg(;e.;, professor, accountant, 43 13.7
Office job 17 5.4
Public officer 7 2.2
Occupation Production or labor 5 1.6
Self-employment 5 1.6
Sales/ Service Occupation 13 4.1
Student 212 67.5
Unemployed / the others 12 3.8
Not more than 2,000 yuan 187 59.6
2,000-4,000 yuan 37 11.8
Average monthly income 4,001-6,000 yuan 33 105
6,001-8,000 yuan 24 7.6
8,000 yuan or more 33 10.5
Appendix 2: Reliability Analysis
Variables Number of ltems (before) Number of ltems (final) Cronbach's Alpha
Tangibles 5 5 0.943
Assurance 4 4 0.944
Responsiveness 5 3 0.942
Reliability 3 3 0.942
Empathy 4 4 0.941
Customer Satisfaction 6 3 0.942
Intention to Reuvisit 5 5 0.943
020 platform 5 3 0.947
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Appendix 3: Correlation Analysis

and Revisit

Intention in Chinese

Mid/Low-Priced Hotel

Tangibles | Reliability | Assurance | Responsiveness | Empathy Sg::::zgn Int;z‘tl'i‘; riltto plgtig-m
Tangibles 1
Reliability B73* 1
Assurance 730" T713** 1
Responsiveness 776* .696** .769* 1
Empathy 704** B79** T T42* 1
Customer 700* 709** 742 729* 752 1
Satisfaction
Intention to 663+ 718 683+ 658+ 756 760* 1
Revisit
020 640** 655** 615** 615** 687 644** .706** 1
platform

**_correlation is significant at the 0.01 level




