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ABSTRACT

Customer satisfaction and retention within the hospitality industry involve many elements,
tangible and intangible ones. Prior studies in the tourism and hospitality industries have developed
theoretical frameworks and introduced various methodologies to explore different types of customer
satisfaction and retention as companies and academics have been aware of the great benefits of
maintaining a solid base of satisfied revisitors. The present thesis examines the influence of three
hotel attributes (physical surroundings & ambience, hospitality, and hygiene attributes) and of
customer-brand identification (the state where consumers perceive, feel and value their belonginess
with a hotel brand) on hotels’ customers’ satisfaction and retention levels and aims to identify
differences or similarities between the domestic and the external customers. An online questionnaire
was filled in by both Greek and foreign customers who have visited a Greek hotel within the last year.
The data collected were analyzed in order to reject or accept the conceptual framework’s hypotheses

using correlation, multiple regression, mediation, and moderation analysis.

The results indicated that there is a positive correlation between all construct and customers’
satisfaction and retention. However, the multiple regression analysis later showed that physical
surroundings & ambience, hospitality, and customer-brand identification have statistically significant
influence on satisfaction. Mediation analysis later revealed that satisfaction has a mediation role
between the three hotel attributes and customer-brand identification on the one side and customers’
retention on the other. The moderation analysis conducted suggested that customers’ have
differences in the way they perceive satisfaction and retention based on their nationality. This
outcome suggests that hotel managers should pay attention to differences of their customers based

on their nationality when they try to satisfy and retain them.

Keywords: hospitality, customer satisfaction, customer retention, hotel attributes, customer-brand

identification, nationality
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CHAPTER 1: INTRODUCTION
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1.1. Introduction

Greece in a well-known leading tourism and leisure destination. By far most of the tourist
spending in Greece comes from leisure travelers as opposed to those traveling for business, and this
has a significant impact on the Greek economy (Statista, 2022). Prior to the coronavirus (COVID-19)
pandemic, the total contribution of travel and tourism to GDP in Greece was around 38 billion euros,
though this fell by over half in 2020 due to the effects of the health crisis. Tourism sector accounted
for 12,5 % of Greece’s Gross Domestic Product in 2019, but it fell to 3,7 in 2020 (INSETE,2021).
Accordingly, its contribution to Greece’s employment was 17,1% in 2019, and it fell to 15,9 after the
covid-19 pandemic in 2020 (lkkos & Koutsos,2021). However, tourism still boosts employment in the
country, with roughly 759 thousand jobs in the Greek travel and tourism industry in 2020 (Statista,

2022).

Many international hotels such as Hilton, Hyatt, and Marriott invested heavily in the Greek
hospitality industry. In addition, Greece. has developed brand names such as Grecotel, Sani, Luis, Mitsis
and lkos. Every year, a large number of international and local hotel resorts is built providing luxurious
hospitality services. Hotels that provide superior services at affordable prices and offer various facilities

are more preferable among customers (Haque et al., 2014).

In this environment of paramount importance, hotels that can attract, maintain, satisfy, and
retain customers are more likely to survive (Choi & Chu, 2001). High quality service and enhancing
customer satisfaction are widely recognized as important factors leading to the success of companies

in the hotel, catering, and tourism industries (Barsky & Labagh, 1992).

1.2. Problem statement & justification

The goal of this study is to investigate the influence that three core hotel attributes — a)
physical surroundings & ambience, b) hospitality, c) hygiene attributes- and customer-brand
identification have on customers’ satisfaction and retention in order to provide results of practical
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importance for the industry’s professionals. The focus of the study is the context of 4* & 5* hotels in
Greece and a comparison is conducted among their visitors based on the country they come from.
More specific, it is aimed to compare the domestic and the foreign markets and reveal any potential
differences in the way they perceive satisfaction and retention, that will therefore aid their effective

targeting.

Satisfaction may be defined as “an overall evaluation of performance based on all prior
experiences with a firm” (Skogland & Siguaw, 2004). A customer who receives what she or he expected
in a hotel stay is most likely to be satisfied (Bowen & Shoemaker, 2004). Customer satisfaction with
the hotels involves many elements, such as the ambience of the hotel and hospitality of the service
provided to the customer (Choi & Chu, 2001). Dube and Renaghan (2000) reported that the top two
attributes driving business-meeting travelers’ hotel-purchase decisions are physical property (exterior,
public space) and guest-room design. Bitner (1992) refers to the physical design or setting as tangible
and the quality of interpersonal services or hospitality as the intangible present within the
servicescape. This study examined the people factor “hospitality», «physical surroundings &
ambience” of the hotel as antecedents of customer satisfaction, whereas “hygiene attributes” were
added too in order to detect any important aspect of this hotel attribute as a result of the covid-19

pandemic.

Prior studies in the tourism and hospitality industries have developed theoretical frameworks
and introduced various methodologies to explore different types of customer satisfaction and
retention as companies and academics have been aware of the great benefits of maintaining a solid
base of satisfied revisitors (Wang et al., 2012). Studies have shown that a 5% increase in customer
retention can generate a profit of 25-95% across a range of industries (Chi & Qu, 2008). Long-term
customers buy more, bring in new customers, and take less of the service providers’ time. It has been
shown that the cost of soliciting new customers is seven times higher than that of retaining old ones

(Reichheld & Sasser, 1990) and that enhancing customer retention leads to profit increase. Overall
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hotels that can attract, maintain, satisfy, and retain customers are more likely to survive in times of

crisis (Choi & Chu, 2001).

Even though the relationship between customer satisfaction and customer retention has been
researched for many years, this study extended that research to look at what level customer brand
identification influences hotel guests’ satisfaction and retention, along with the hotel attributes
mentioned above. Customer brand identification, originating from social identity theory, can lead to a
range of consumer outcomes, including brand loyalty (He et al., 2012), an essential goal for hospitality
managers. Investigators also believe that the concept of customer-brand identification provides a
richer understanding of brand management (Kuenzel & Halliday, 2008), and propose that a strong
customer-brand identification can induce customers’ favorable evaluation of the brand (Ahearne et
al.,, 2005; Underwood et al.,, 2001). In general, the longer the customer stays in the long-term

relationship, the more profitable the relationship becomes to the organization (Sim et al., 2008).

Greece has a far-reaching potential to grow in the world hospitality market, but this requires
that hotel managers know the factors that contribute to their customers’ satisfaction, their
identification with the Greek hotels’ brands and finally their retention. The motivation behind this
research is to enrich the already established literature with new findings affected by the covid-19 crisis,
to deepen the research in the Greek context, view possible differences in the internal and the external
markets of customers, and derive useful conclusions for more effective strategies by the industry’s

managers.

1.3. Objectives of the study

Specifically, in order to achieve the purposes of the study, six research objectives are set:

1. To examine the influence of hotel attributes and customer-brand identification on customer

satisfaction.
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2. To examine the influence of hotel attributes and customer-brand identification on customer
retention.

3. To examine the influence of customer satisfaction on customer retention.

4. To compare the domestic and the external market and reveal any potential differences in the
way they perceive customer satisfaction.

5. To compare the domestic and the external market and reveal any potential differences in the
way they perceive customer retention.

6. To compare this research’s findings with previous research conducted, accept or reject

hypotheses based of previous research.

1.4. Context of the study

The present research is conducted in the context of the Greek hospitality market. Greek
tourism is divided into 3 “products”: a) sea & sun, b) city break and c) religious & cultural tourism.
European countries are the main source of tourists for Greece, accounting for 68% of the total and
showing a 40% increase between 2014 and 2017 (PwC, 2018). Five destinations (Crete, South Aegean,
Central Macedonia, lonian Islands and Attica) accept more than 80% of all incoming tourists (Lolos et
al.,2021). Greece has 10.082 hotel units, with 457.125 rooms and 902.930 beds, with more than 70%
of them located in the five destinations of Crete, South Aegean, Central Macedonia, lonian Islands and

Attica (Hellenic Chamber of Hotels, 2022).

1.5. Outline of dissertation

The next chapter examines the research constructs based on the existing literature. Therefore,
the term of customer satisfaction in analyzed regarding the three hotel attributes (physical

surroundings & ambience, hospitality, and hygiene attributes) and customer-brand identification.
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Then the construct of customer retention is analyzed, followed by an examination in the
literature of the cultural impact on customer satisfaction and retention in the hotel industry. The

research’s hypotheses are formulated in this section.

The third chapter is dealing with the research methodology, where the research method, the
conceptual framework, questionnaire design, sampling, analytical methodology, ethical considerations

are included.

Data analysis and the study results are included in the fourth section, while the fifth and
concluding chapter the discussion alongside limitations, recommendations, and suggestions for future

research of the topic are presented.
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CHAPTER 2: LITERATURE REVIEW
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2.1. The concept of customer satisfaction

Many studies in the literature have been conducted the last sixty years (Cardozo,1964;
Olshavsky & Miller,1972; Oliver,1980; Barsky & Labagh,1992; Back et al., 2003; Hargreaves,2015; Bi et
al.,2020) in order to measure and explain the concept of customer satisfaction. One of the most
important theories that have been developed to conceptualize satisfaction is the expectancy
disconfirmation theory by Oliver (1980); that suggests that the variation between expected and
perceived performance can determine the level of satisfaction. Positive (satisfaction) or negative
(dissatisfaction) disconfirmation occurs when the perceived performance surpasses or falls short of
the expected, respectively (Oliver, 1980). Customer satisfaction has been characterized as a largely
personal evaluation, dependent on an individual's expectations (Khuong & Hanh, 2016) that takes

place after the consumption of a product or a service (Gundersen et al., 1996)

In past research customer satisfaction has generally been studied as a construct that measures
the overall satisfaction with the service organization as a result of the aggregate judgement of all
interactions and touch points with the service organization (Yang & Peterson, 2004; Chen and Tsai,
2008). The goal of any customer-driven organization is to maximize customer satisfaction through the
products and service offered (Mittal et al., 1999), due to the long-term benefits of having satisfied
customers such as positive word of mouth, customer loyalty, and sustainable profitability (Greenwell
et al., 2002; Liu and Jang, 2009). A customer who receives what she or he expected in a hotel stay is

most likely to be satisfied (Bowen & Shoemaker, 2003).

The crucial concept of customer satisfaction has got researcher’s attention in many research
fields, including the field of tourism and hospitality, since it is recognized as the key to the success of
every organization (Lu et al., 2015; Slevitch & Oh, 2010; Tontini et al., 2017; Xiang et al., 2015). The
multi-attribute approach has been described by researchers as the most appropriate way to measure

and evaluate customer satisfaction, i.e., customer satisfaction should be measured through the
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performances of multiple attributes (Mihalic, 2013; Slevitch & Oh, 2010). This approach is also followed

by the present study.

2.2. Customer satisfaction attributes in hotel industry

An important number of studies have tried to identify the determinants that shape customer
satisfaction in the hospitality industry, as can be seen in Table 2.2. Customer satisfaction with the
hotels involves many elements, such as the ambience of the hotel and hospitality of the service
provided to the customer (Choi & Chu, 2001). Dube and Renaghan (2000) reported that the top two
attributes driving business-meeting travelers’ hotel-purchase decisions are physical property (exterior,
public space) and guest-room design. Bitner (1992) refers to the physical design or setting as tangible

and the quality of interpersonal services or hospitality as the intangible present within the services.

Table 2.2: Customer satisfaction attributes overview

Attribute Reference

Room Barsky & Huxley (1992); Chaves et al., (2012); Choi & Chu (2001);
Juwaheer (2004); Shankar et al. (2002); Zhou et al. (2014)

Staff Akan (1995); Atkinson (1988); Barsky & Huxley (1992); Choi & Chu
(2001); Hargreaves, (2015); Juwaheer (2004); Knutson (1988); Shankar
et al., (2002); Xiang & Krawczyk (2016); Zhou et al. (2014)

Cleanliness Akan (1995); Atkinson (1988); Hargreaves (2015); Knutson (1988);
Xiang & Krawczyk (2016)

Location Barsky & Labagh (1992); Chaves et al. (2012); Knutson (1988); Xiang &
Krawczyk (2016); Zhou et al. (2014)

Security& Safety Atkinson (1988); Hargreaves (2015); Knutson (1988)

Value for money Atkinson (1988); Chaves et al. (2012); Choi & Chu (2001);Hargreaves
(2015); Shankar et al. (2002); Zhou et al. (2014)

Service Knutson (1988); Xiang & Krawczyk (2016); Zhou et al. (2014)

Comfort Knutson (1988)

General hotel facilities Zhou et al. (2014)
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This study examined three attributes as components of hotel customer satisfaction:

1.

Hotel’s physical surroundings & ambience: The location of a hotel and its physical surroundings

is a factor that almost every research has identified as a crucial attribute regarding customer
satisfaction (Barsky & Labagh (1992); Chaves et al. (2012); Knutson (1988); Xiang & Krawczyk
(2016); Zhou et al. (2014)). It is therefore concluded that it is an attribute that cannot be missed
from research examining the topic of hotel customer satisfaction. Ambience is added to the
physical surrounding’s impact due to the fact that research is examining this factor the past
few years more than ever, with papers about its importance in any relevant service
organization, for instance Sulec and Hensley (2004) reported that restaurant atmosphere
effected customers’ satisfaction while Skogland and Siguaw (2004) found that hotel ambience
did positively affect hotel satisfaction.

Hospitality: In the service literature, hospitality is described as an intangible product (Walker,
2006). This attribute was chosen out of many because of its significance in any service relevant
field. Asitis depicted in the table presented above, the “people factor” or what in the table is
called “staff” has got research attention by the earlier years of customer satisfaction studies
(Atkinson, 1988) until more recent ones (Xiang & Krawczyk (2016), showing the intertemporal
significance of the term.

Hygiene attributes: Cleanliness has always been an attribute to be examined regarding

customer satisfaction in hotels, as it is depicted in the table above. However, after the covid-
19 pandemic crisis its significance has been increased. This study aims to examine to what
extend is customer satisfaction affected by this attribute and if after the covid-19 pandemic

this affect has changed in comparison to what previous studies have shown.
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5.2.1. Hotel physical surroundings & ambience

Ambience refers to the special atmosphere or mood created by a particular environment.
Ambience is one of the pivotal issues in hospitality services (Heide, Laerdal, & Grgnhaug, 2007).
Following the environmental psychology stance developed in the 1970s (e.g., Mehrabian & Russell,
1974) and Bitner’s (1992) seminal work, which led to the evolution of the consumption environment
into servicescape, academic and professional interest has increased in the service consumption
environment. Studies have found that the ambience of the hotel affects a customer’s selection
decision (Lewis, 1984). Link (1989) suggested that hotel revisits could be enhanced by improving its

ambience to meet the needs of the target market segments.

Out of the above, the first hypotheses can be formed:

H1: Hotel’s physical surroundings and ambience affects positively customers’ satisfaction.

H2: Hotel’s physical surroundings and ambience affects positively customers’ retention.

Bitner (1992) categorized the servicescape into ambient conditions, space/function, and sign,
symbols, and artifacts. Ambient conditions pertain to the intangible background environment (Ryu &
Jang, 2008), including air quality, temperature, odor, music, and sound (Bitner, 1992). Since these may
be perceived by the sense organs (Lin & Worthley, 2012), they can evoke sensory perceptions.
Research interest in service ambient conditions may offer information on easy ways to manipulate
environments to enhance customer satisfaction, compared to alternatives (Heung & Gu, 2012; Ryu &

Jang, 2008) that increase product ranges and require the creation of new services.

Skogland and Siguaw (2004) examined the people factor and satisfaction with hotel ambience
and reported that satisfaction with a hotel’s ambience did positively affect word-of-mouth and loyalty.
In similar context, Sulek and Hensley (2004) reported that in examining customer satisfaction in
restaurants, restaurant atmosphere was one of the factors that had significant effects. A comfortable
ambience acts to enhance customer satisfaction, serves to ensure behavioral intentions toward the
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service environment, positive reviews about service, and creates a favorable image of the service or

brand in the mind of the customer (Jani & Han, 2013).

5.2.2. Hospitality

According to the Merriam-Webster Dictionary (2021), hospitality is the: “friendly and generous
reception and entertainment of guests or strangers.”. Hospitality can therefore be described as the
people component of service quality. One essential difference between the “hospitality” business and
other business sectors is that hospitality produces guest satisfaction-an ephemeral product or, in the

service literature, an intangible product (Walker, 2016).

To further define hospitality in the hotel business, Walker included “the need to greet, assist
and serve guests” (Walker, 2006). Characteristic of hospitality’s influence is the notice that almost 70%
of identifiable reasons why customers switched to competitors were associated with a dissatisfying

service experience with a service provider during the service encounter (Whiteley, 1991).

In the hotel business, the employees act as the boundary spanners with the customers that
represent the service quality being delivered (Zeithaml & Bitner, 2003). The quality of service provided
by the service producer during the face-to-face encounter with the customer could be the deciding
factor on which the customer makes a re-purchase decision and is an influencing factor in the
customer’s decision to form and maintain a long-term relationship with an organization (Barksy &

Labagh, 1992; Bitner et al., 1990; Bolton & Drew, 1992).

Service relationship between the customer and the service provider has always been cited as
being critical (Scanlon & McPhail, 2000). Petrillose and Brewer (2000), using focus groups, found that
customers perceived their experience as excellent when employees were courteous, friendly, helpful,
and ready to respond. Major findings from Fu and Parks (2001) were that friendly service and individual

attention were more important factors than tangible aspects of service in influencing elderly
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customers’ behavioral intentions. Scanlon and McPhail (2000) reported that the underlying dimensions
defining relationship formation are positive first impressions, adaptive behavior, memorable and
satisfying service experience, extended interaction and conversation, and intentions to continue to

patronize the organization.

The “people factor” may be the most salient factor in determining overall satisfaction and
repeated purchasing in the service industries (Yuksel & Yuksel, 2000). Choi and Chu (2001) reported
“staff service quality” to be one of the influential factors in determining travelers’ overall satisfaction

levels and their likelihood of returning to the same hotels.

H3: Hospitality affects positively customers’ satisfaction.

H4: Hospitality affects positively customers’ retention.

Skogland and Siguaw (2004) while examining if the people factor effects customer satisfaction
in hotels, they reported that the factor that caused guests to be most involved in the purchase decision

was its employees.

As competition is growing, employees in multiple service sectors and particularly in the
hospitality industry are expected to cater guests’ needs and to learn continuously about their
expectations (Hemmington, 2007; Ro & Wong, 2012). They have to create memorable experiences and
to be hospitable (Skandrani & Kamoun, 2014). This is likely to encourage guests to return back and to
foster not only favorable attitude towards the hotel but also “behavioral loyalty” as stated by
Hemmington (2007). Besides, loyal customers are more likely to provide strong word-of-mouth or
“emotional loyalty” (Dick & Basu, 1994; Hemmington, 2007; Yuksel, Yuksel, & Bilim, 2010). Behaviorally
loyal customers act loyal but have no emotional bond with the brand (e.g., identify themselves with
the brand) or the supplier whereas emotionally loyal customers do, making therefore emotional loyalty

much stronger and longer lasting than behavioral loyalty (Kuusik, 2007).
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2.2.3 Hygiene attributes

Hygiene refers to protecting one’s own safety from harm to life or well-being or it can also be
regarded as preparation for and securing conditions to benefit health (Yu et al., 2021). Enhancing
hygiene can significantly reduce the risk of diseases that may endanger life. Inadequate hygiene
management can lead to diseases, in particular, poor hygiene can cause respiratory diseases, such as
pneumonia and influenza (Utsi et al., 2016). In addition, poor hygiene management can cause
infectious diseases, such as gastrointestinal infections, trachoma, and worm infections (Biran et al.,
2014). In other words, hygiene conditions can have positive effects, which prevent a variety of
diseases, or negative effects, which cause such diseases (Yu et al., 2021) in many service industries
(e.g., restaurants, retails). Therefore, many studies emphasize the necessity and importance of
hygiene to maximize positive effects for companies and minimize the negative consequences for them

(Brian, et al., 2014; Delea et al., 2020; Sifuentes et al., 2014).

Hygiene attributes are especially important in the service environment where the customer’s
first impression of a firm has significant ramifications (Vilnai-Yavetz & Gilboa, 2010). Regarding the
hospitality industry, hygiene and cleanliness are essential to successful hotel operations and have
garnered increased attention after public health crises such as the 2003 SARS outbreak (Kim et al.,
2005). Specifically, hygiene and cleanliness have been widely discussed in terms of the hotel industry

recovery (Chien and Law, 2003; Henderson and Ng, 2004).

Studies show that customers are influenced by hygiene and cleanliness conditions when
making purchase decisions in a service environment (Hecht and Martin, 2006; Vilnai-Yavetz and Gilboa,
2010; Zemke et al., 2015). More specific, hotel customers have brief experiences of a hotel’s products
and services and develop immediate reactions to these products and services (Yu et al.,, 2021).
Therefore, it can be argued that the hygiene of hotel products and services is a key factor in
determining hotel-centric customer behavior, such as customer satisfaction, perceived service quality,
and revisit intention (Barber & Scarcelli, 2010; Pizam & Tasci, 2019).
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H5: Hotel’s hygiene attributes affect positively customers’ satisfaction

H6: Hotel’s hygiene attributes affect positively customers’ retention

2.2.4 Hotel’s hygiene attributes and covid-19 crisis

The spread of COVID-19 and large-scale travel restrictions have wreaked havoc on the global
tourism and hospitality industry (Yiang & Wen, 2020). According to an open letter from Gloria Guevara,
President and CEO of the World Travel and Tourism Council, the travel and tourism sector was “in a
fight for survival” due to the COVID-19 global health crisis (Guevara, 2020). Hotels were especially
susceptible to reduced tourism and travel along with a slowdown in economic activity (Hoisington,
2020). A characteristic example was in February 2020 the revenue-per-available-room (RevPAR) at
Marriott hotels that fell by nearly 90% in Greater China and declined by 25% in other parts of the Asia-

Pacific region compared with the same period in 2019 (Wallis, 2020).

The importance of hotel cleanliness and hygiene has therefore become particularly salient,
because COVID-19 can be spread by touching surfaces contaminated with the virus (WHO, 2020). Hotel
surfaces are likely to be dirty, contain higher microbial counts and yield potential sources of disease
transmission (Park et al., 2019). In addition, aerosol transmission via central air conditioning could be

another route of COVID-19 infection (Zhang et al., 2020).

Many studies have considered overall hygiene and cleanliness as a principal determinant of
travelers’ hotel choices (Lockyer, 2005), guest satisfaction (Gu and Ryan, 2008), guest delight (Magnini
et al., 2011) and guest loyalty (Barber and Scarcelli, 2010). Given the growing consumer demand for
hotel hygiene following the COVID-19 outbreak, enhanced cleanliness and sanitization to prevent or
limit the spread of disease can be promoted as a selling point during and after this pandemic (Yiang &
Wen, 2020). Zemke et al. (2015) found that younger travelers and women of all ages would be willing

to pay a premium for enhanced guestroom disinfection. Thus, when predicting the hotel industry’s
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recovery post-COVID-19, hygiene and cleanliness must be focal points given the severe effects of this

pandemic and hotel guests’ higher safety-related expectations during travel (Yiang & Wen, 2020).

2.3. The concept of customer-brand identification

The concept of identification originates from social identity theory, which maintains that the
self-concept comprises a personal identity, consisting of idiosyncratic characteristics such as abilities
and interests, and a social identity, encompassing salient group classifications (Ashforth and Mael,
1989; Hoyy and Turner, 1985). Identification is essentially a perceptual construct (Mael and Ashforth,
1992), implying identity fit and identity matching. Individuals tend to go beyond their self-identity to
develop a social identity by classifying themselves and others into various social categories (e.g.,
organizational membership and sport clubs) (Mael and Ashforth, 1992). Identification takes place
when an individual sees himself or herself as psychologically entangled with the characteristics of the
group (So et al., 2013). Customer brand identification has been also defined as a customer’s
psychological state of perceiving, valuing, and feeling his or her belongingness with a brand (Lam et

al., 2013).

From a consumer perspective, identification is an individual’s “perceived ownness with or
belongingness to an organization” (Bhattacharya et al., 1995). In an attempt to determine why and
under what conditions consumers enter into strong, committed, and meaningful relationships with
certain companies, investigators have proposed that strong consumer— company relationships are
based on consumers’ identification with the companies that help them satisfy one or more important

self-definitional needs (Bhattacharya and Sen, 2003).

Establishing brand loyalty towards service brands is considered to be more challenging than
brands associated with goods because the intangible nature of service brands is associated with

increases in consumers’ perceived risk of purchasing a service (So et al., 2013). To address this concern,
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brand cues are suggested as a way to enhance the brand image which, in turn, influences service
purchase decisions (Brady et al., 2005). As extrinsic cues such as advertising and personal referrals
have been shown to be significant influences in hotel purchase decisions (Brady et al., 2005), it is
reasonable to suggest that a level of identification with the brand is the result of such brand cues (So
et al., 2013). Specifically, Kuenzel and Halliday (2008) demonstrate that corporate communication, in
addition to the perceptions of others that the brand is well regarded has a significant influence on

customer brand identification.

2.3.1 The effect of customer brand identification on hotel industry

In the highly competitive hotel industry, where products and services have reached
“commodity” status (Mattila, 2006), hoteliers are required to find ways to set their products and
services apart from others (Choi and Chu, 2001) in order to satisfy their customers and retain them.
This need has given rise to the use of branding strategies as a source of differentiation (Pappu et al.,
2005) and competitive advantage (Kim and Kim, 2005), making branding one of the most dominant
trends in the global hotel industry (Kayaman and Arasli, 2007), integrant part of which is the goal of

customer identified with the brand.

Hospitality and tourism researchers have described customer brand identification as an
important yet underutilized construct (Bhattacharya & Sen, 2003; Martinez & Rodriguez Del Bosque,
2013). Research indicates that customer— company identification increases product utilization
(Ahearne et al., 2005) as well as repurchase frequency (Bhattacharya et al., 1995). Similarly, customers,
who are identified with a brand community are satisfied and are more likely to recommend the brand

(Algesheimer et al., 2005).

H7: Customer-brand identification positively affects customers’ satisfaction.

H8: Customer-brand identification positively affects customers’ retention.
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Empirical research also supports the effect of customer-brand identification on brand loyalty
measures, including word-of-mouth intentions (Kuenzel and Halliday, 2008; Tuskej et al., 2013),
purchase intention (Kuenzel and Halliday, 2008), and consumer commitment (Tuskej et al., 2013), as
well as the brand loyalty construct (He and Li, 2011; He et al., 2012; Homburg et al., 2009; Kuenzel and

Halliday, 2010).

2.4. The concept of customer retention in hotel industry

Customer retention has been defined by Oliver (1997) as “Deeply held commitment to rebuy
or repatronize a preferred product or service consistently in the future, despite situational influences
and marketing efforts having the potential to cause switching behaviour”. From an organizational point
of view, there are several definitions of customer retention, for instance, customer retention was
defined as “the way in which a company can keep its customers and maintain its customer portfolio”
(Ammari & Bilgihan, 2019). Another definition look into the customer retention as transferring the new
customer to regular customers and keep good relationship with them (Mokhtaruddin et al., 2019).
Thus, customer retention is to maintain the base of customers and turn them to loyal customers to the
organization (Hawkins & Hoon, 2019; Syagirah & Faizurrahman, 2014). In this study the term of
customer retention is viewed from a customer perspective, and it is measured by the answers of guests

regarding their intention to revisit the 4* or 5* hotel that they visited in Greece.

The first important dimension of customer retention is customer’s “intent to switch”, since
hotel customers may enjoy switching to different hotels when returning to the same destination
(Tideswell & Fredline, 2004). Researchers in hospitality industries have indicated the importance of
understanding the underlying causes of customer retention behavior and how it relates to customers’
intent to switch (Back & Parks, 2003). The intent of switch may be affected by many factors, such as
loyalty (Shoemaker & Lewis, 1999), and dissatisfaction that occurred as a result of defections
(Reichheld, 1990).
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The second dimension of customer retention is the one of customer loyalty, that can be
defined as the likelihood of a customer’s return to a hotel (Bowen. 2003). A loyal customer may have
emotional attachment to the hotel (Griffin, 2002). Loyal customers are the principal drivers of profits
as they continue to stay at a brand’s properties with almost no marketing costs to obtain them.
Tideswell and Fredline (2004) reported that guests who fit into the extremely loyalty cluster have high
attitudinal attachment to the hotel, so that many are prepared to change the timing of their visit to
ensure they are able to stay at their preferred property. They are also not as sensitive on pricing issues
and are willing to pay more to stay in their favorite property rather than go elsewhere in favor of
cheaper room rate (So et al., 2013). It has been found that brand loyalty customers reduced marketing
costs associated with attracting new customers (Kotler et al., 2009). In addition, these customers say
positive things about a company to others (Tepeci, 1999) and frequently pay premium prices (Bowen

& Shoemaker, 1998).

In service-oriented industries such as hospitality, customer retention is the ultimate goal of all
hotel’s operations (Mokhtaruddin et al., 2019). Barsky and Lin (2004) reported that in the luxury hotel
segment among leisure travelers, overall satisfaction was significantly higher among repeat guests.
This suggests that satisfying leisure travelers can pay off handsomely with higher rates and more
repeat guests (Kim et al., 2001). According to the findings of Reichheld and Sasser (1990), a 5% increase
in customer retention translated into a 25% to 125% increase in the profitability of nine selected
service firms. Most recent studies indicated that an increase by 1% in customer retention can increase
the profit of companies by 5% (Hawkins & Hoon, 2019). Long-term customers buy more, bring in new
customers, take less of the service providers’ time, and are less sensitive to price (Reichheld & Sasser,
1990). It has been shown that the cost of soliciting new customers is seven times higher than that of

retaining old ones (Sim et al., 2006) and that enhancing customer retention will lead to profit increase.

In order to enhance the retention of customers, it is essential for hotel managers to

understand the relationship between customers’ satisfaction and customer retention (So et al., 2013).
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Studies have reported significant links between customer satisfaction and retention (Bolton, 1998;
Cronin & Taylor, 1992). Sirgy and Tyagi (1986) mentioned that a customer’s repeat purchase is closely

associated with his or her satisfaction with an initial purchase.

H9: Customer satisfaction positively affects customer retention.

Choi and Chu (2001) reported factors that determined travelers’ overall satisfaction levels and their
likelihood of returning to the same hotel as well. However, Skogland and Siguaw (2004) reported only

a weak connection.

2.5. The moderating role of nationality on hotel’s customer satisfaction and retention

As the ‘global consumer’ seems to be a myth, the role of cultural differences on the formation
of customer behaviour and the perceptions of the satisfaction from the service offered are gaining
support in the marketing literature (Keillor et al., 2007; Kozak, 2001; Liu et al., 2001; Woodside et al.,
2011). In the competitive environment of hospitality industry, it is of vital importance for a hotel to
have services that are able to satisfy and retain a very diverse customer base. Culture is one of the
most effective yet complicated elements that hotel operators need to understand in order to provide
great services in accordance with the customers’ needs (Ueltschy et al., 2007). Travelers from different
countries may have different preferences that alter their expectations (Yuksel, 2004) and level of
satisfaction (Bowen & Clarke, 2002) from the services received. Furthermore, Ueltschy et al. (2007)
stated that it is important for service providing companies such as hotels to realize that customer

preferences are not identical all around the world.

H10: Domestic and foreign hotel customers have differences regarding the way they perceive

customer satisfaction.

In another research conducted by Seo J. (2012) examining cultural impact on customer

satisfaction in hotels among American, Chinese, and Japanese customers, it was found that cultural
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background of a guest has a strong impact on how one expects and perceives satisfaction. Seo J. (2012)
further suggests that “It is hotels’” utmost competitive advantage to utilize the information on cultural
differences and to implement cultural values into their operations”. It is important to focus on the
attributes that each culture value the most because it enables hotels to provide customizable service
to their guests and in turn, it helps hotels in maximizing customer satisfaction and retention (Seo,

2012).

H11: Domestic and foreign hotel customers have differences regarding the way they perceive

customer retention.

Cultural variation results from different cultural values and affects perceptions and
experiences that play an important role in consumers’ attitude behaviors (Kim & Prideaux, 2006),
satisfaction (Van Birgelen et al., 2002), retention (Mattila & Choi, 2005), decision making or
perceptions of a hospitality business (Huang et al., 1996). In line with Van Birgelen et al. (2002),
Pantouvakis (2013) suggest that people tend to differ in their levels of satisfaction and retention as a

result of nationality.
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CHAPTER 3: METHODOLOGY
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3.1 Method

For this study, qualitative research was conducted in the early research stages, in order to
identify and determine the proper variables for the main quantitative research. Research by different
business studies, academic journals and other sources was presented in detail in Chapter 5, that one

of literature review.

Quantitative research was then used in this study through an online questionnaire. The data
collection methods and the analytical methodology used for this study are based on the analysis of
primary data collected through questionnaires specifically created for the purpose of this particular
dissertation. The survey was administered online, in order to gather a significant volume of answers of
the investigated sample and collect all the primary data needed. The questionnaire was designed and
shared through the social media in order to reach a broad audience both in Greece and abroad, for
the period 16/11/2021 - 5/12/2021. The questionnaire was pretested in October 2021 by 34
participants in order to ensure the clarity of the questions and that few ambiguities existed. Overall,

362 individuals participated in the research out of which 318 were valid.

The scientific approach used was the one of deductive reasoning, where hypotheses (Table

3.1) were made and then research was designed to test if the hypotheses were confirmed or not.
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Table 3.1: Research Hypotheses

RESEARCH HYPOTHESES

H1 Hotel’s physical surroundings and ambience affects positively customers’ satisfaction.

H2 Hotel’s physical surroundings and ambience affects positively customers’ retention.

H3 Hospitality affects positively customers’ satisfaction.

H4 Hospitality affects positively customers’ retention.

H5 Hotel’s hygiene attributes affect positively customers’ satisfaction.

H6 Hotel’s hygiene attributes affect positively customers’ retention.

H7 Customer-brand identification affects positively customers’ satisfaction.

H8 Customer-brand identification affects positively customers’ retention.

H9 Customers’ satisfaction affects positively customers’ retention.

H10 Domestic and foreign hotel customers have differences regarding the way they perceive
customer satisfaction.

H11 Domestic and foreign hotel customers have differences regarding the way they perceive
customer retention.

The below conceptual framework was designed based on previous studies (where PSA=
Physical surroundings & ambience, H=Hospitality, HA=Hygiene attributes, CBI= customer-brand
identification, CS=customer satisfaction and CR=customer retention) and tested in the specific context

of 4* & 5* hotels in Greece in order to accept or reject the hypotheses mentioned above:
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Image 3.1: Conceptual Framework

3.2. Questionnaire design

The survey’s questionnaire was designed in order to measure participants satisfaction, brand
identification, and intend to revisit a 4* or 5* hotel in Greece that they have visited within last year.
The questionnaire consisted of 44 questions, where 40 of them were Likert scale type of questions
ranging from strongly disagree to strongly agree. Firstly, the respondents were introduced to the
guestionnaire through a question to assess if the person responding has visited within the last year a
4* or 5* hotel in Greece and if yes, what was the purpose of the visit and what was his/her companion

if any.

Then the questionnaire had 6 chapters, each of one addressing a different research construct
with Likert scale type of questions. The three satisfaction attributes were addressed first: a) Hotel’s
physical surroundings & ambience, b) Hospitality, c) Hygiene attributes and then customer- brand

identification. Customer satisfaction and customer retention were examined lastly, again with Likert
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scale type of questions. All using scales that were used derived from the literature (Sim et al, 2006, So

et al,2013) with small amendments taken place.

Last but not least, some demographic questions were added to the last part of the
guestionnaire, asking the respondent to reply to typical questions like nationality, sex, age, and level

of education.

3.2.2. Pretest’s comments

The survey’s questionnaire pretest took place in October 2021. The total number of the
participants was 34 out of which 31 were valid to proceed, including 12 females and 19 males who
have visited a 4* or 5* hotel in Greece within the last year. A default sample size of 30 participants is
recommended (Perneger et al., 2015) making the size of the pretest conducted sufficient. Copies of
the questionnaires that were distributed can be found in the last chapter of this thesis (7. The

Appendix).

The feedback included several positive comments like the up-to-date reference to the hygiene
attributes due to the covid-19 crisis and the high interest of the participants concerning the concept
of customer-brand identification. However, of vital importance was the fact that the phrasing of the
questionnaire was easy to comprehend, it did not stress the participants, and it did not make them

tired as they declared that it took them less than fifteen minutes to complete it.

However, some problematic areas were spotted as well and corrected in order to distribute
the final version of the questionnaire. Firstly, the Likert scale was changed in order to include six points
and not five. It was noticed that participants easily tended to select the neutral point of 3 in all the
answers of several units of the questionnaire (385 out of 961 answers- 40%) and in order to solve this

issue a Likert scale of 6 points was adopted. The even number of 6 response scale was adopted without
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having a middle neutral or undecided choice, in order to force the respondent to decide whether they

lean more towards the agree or disagree end of the scale for each item (Sim et al., 2006).

Furthermore, even though participants mentioned how important it is to measure hygiene
attributes in such a questionnaire, they proposed that further and more clear importance should also
be given to the covid-19 protocols that a hotel should follow. For this reason, one more relative
qguestion was added in the hygiene attributes section. All expressions in the hygiene attributes sections
were also changed in order to make clear that they refer to the specific hotel experience based on
which the participant is answering the questionnaire, and not the general option that someone may
have concerning such issues. This action aimed to eliminate the threat of irrelative to the context of

the survey answers by the participants.

Last but not least, some more questions were added in the last part of the questionnaire in
order to capture more clearly the participants’ satisfaction level about not only the four satisfaction
parameters included (1. Physical surroundings & ambience, 2. Hospitality, 3. Hygiene attributes, 4.
Customer-brand identification), but about their overall hotel experience. Most important though, is
the fact that by this mean it is ensured that a participant that was satisfied concerning the four
parameters tested, but not generally satisfied would be able to be detected in the analysis of the data

afterwards.

3.2.3. Reliability analysis

As reliability, Nunnally (1978), defines the degree to which measurements are free from error
and, consequently, provide consistent results. In spite of the fact that there are many methods for
calculating internal consistency, the most frequent method used is Cronbach’s Alpha, which is the
degree of inter-correlations among the items that constitute a scale. The reliability analysis tests that

were conducted concerning questionnaire answers, as well as pretest’s answers indicated that the
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guestionnaire’s items had high internal consistency — all Cronbach alpha reliability coefficients were
above ,70 (,846 to ,929) (Table 3.2 & Table 3.3). Cronbach alpha reliability coefficient can range from
00.0 (if no variance is consistent) to 1.00 (if all variance is consistent) with all values between 00.0 and

1.00 being possible and with all values above ,85 being characterized as “excellent” (Bonnet 2002).

Table 3.2: Questionnaire’s Cronbach alpha reliability coefficients

Questionnaire’s scale N of items Cronbach alpha coefficient
Physical surroundings & ambience 9 ,918
Hospitality 6 ,956
Hygiene attributes 8 ,934
Customer-brand identification 7 ,960
Satisfaction 2 ,921
Retention 4 ,943
Table 3.3: Pretest’s Cronbach alpha reliability coefficients
Questionnaire’s scale N of items Cronbach alpha coefficient
Physical surroundings & ambience 8 ,846
Hospitality 5 ,929
Hygiene attributes 6 ,879
Customer-brand identification 5 ,894
Retention 7 ,902
3.3 Sampling

There are two main sampling techniques in research: probability sampling, where it is feasible
to generalize the findings to the population, and non-probability sampling. In this present research,
non-probability sampling is used and more precise, convenience sampling was used regarding the
Greek participants and snowball sampling was used in order to gather responses from non-Greek
participants. The resulting sample may have the limitation of not being representable of the
population, but it was conveniently available to use due to the time limitations and constraints of the

study.
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The sample size was 318 responses (they were 362 originally but 44 were excluded because
they were not valid Thus, the pass-through rate was 88 percent. More than have of the responses
derives from Greek participants (186) that participate to the survey by using the convenience sampling
technique. More particular, participants were easily available to participate since they belong to the
close social sphere. The questionnaire was distributed online through social media and was filled by

users that were online minimizing that way the time and cost needed to collect the necessary data.

Regarding the non-Greek audience of the survey (132 participants), the snowball sampling
technique was used where people who are easily accessible are asked to forward the questionnaire to
their acquaintances. In this case, employees working in 4* and 5* hotel in the front office (receptionists
and guest relations agents) were asked to forward the questionnaire to guests who have visited the
hotel they work for within the last year. This technique has a viral character that provides more

answers faster.

3.4 Analytical Methodology

Data were processed and analyzed using statistical software SPSS version 26 after confirming
no missing information and removing outliers. Statistical tests were also conducted for each hypothesis
separately for demographic variables using univariate analysis (descriptive statistics). The demographic
data include gender, age, educational level, nationality, hotel category, purpose of the trip, and type
of guest. The results will be presented in graphs, in the next chapter in order to depict the survey

sample’s characteristics.

Bivariate and multivariate analyses (inferential statistics) examined the research hypotheses.
More specifically, correlation analysis investigated the interrelations between the constructs; multiple

regression analysis provided a more in-depth conceptual model analysis; moderation analysis using
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Process macro model 4 checked the moderating role of nationality. Bootstrapping or the robust

method was used to enhance results’ accuracy.

3.5 Ethics

The conducted research was conducted with integrity in order to minimize any ethical
concerns. The mainly decision that was taken to offset threats like deception, lack of inform consent,
invasion of privacy and stress to the participants was the use of a cover letter at the beginning of the

questionnaire, serving as a briefing before participation.

In this cover letter (see Appendix), the purpose of the conducted survey was firstly described and a
description of the topic. Concerning the ethical principle of autonomy, this was guaranteed by the fact
that participants were able to answer whenever they wanted to, they were not pressured to
participate, and they could of course make their own decisions when answering. It was therefore clear
stated and declared that participation is voluntary and that each and every participant is free to
withdraw at any time without any consequences. Refusing to participate also involved no penalties or
loss of benefits. The issue of privacy and confidentiality was dealt with the declaration in the cover
letter that all data gathered will be recorded anonymously and without any chance of identifying the
participant by his/her answers. Consequently, the cover letter presented to the survey participants
sufficiently provided information about the research’s ethical considerations, safeguarding their

anonymity and confidentiality

Last but not least, the questionnaire was designed in such a way in order not to stress the
participants. Participant easily comprehend the content of the questionnaire and neutral wording was

used avoiding that way words that may be perceived as leading within the survey’s context.
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CHAPTER 4: DATA ANALYSIS & RESULTS
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4.1. Respondents’ profile

At first, a preliminary analysis was conducted, in order to obtain descriptive statistics about
the respondents’ demographics. In total, 318 valid responses were collected. Detailed data regarding

respondents’ characteristics are depicted in the following subsections and their figures.

4.1.2. Gender

An ideal situation for research like the one conducted in this thesis is to have an equally
distributed sample between male and female respondents. This questionnaire was sent through social
media via personal messages, was posted in groups and profiles in order to guarantee that both male
and female audience will have the chance to answer it if they wanted to. Based on the analysis
performed, out of the 318 respondents 130 were from male, 183 were from female, and 18 from

people that preferred not to say their gender (Figure 4.1.2).

Gender

Prefer not to say
2%

H Male

B Female

Female m Prefer not to say
57%

Figure 4.1.2 Respondents’ gender percentages %
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4.1.3. Age
Almost half of the sample of the study belongs to the age group of 26-40 years old. In actual

numbers, 75 respondents are 19-25 years old, 155 are 26-40, 34 are 41-55 and 54 are over 55 years

old. The results regarding the distribution of age are depicted in the figure below (4.1.3)

Age

over 55
17% m19-25

W 26-40
W 41-55

over 55

Figure 4.1.3 Respondents’ age percentages %

4.1.4. Education

The educational background of the respondents is analyzed too. Out of 318 respondents 42 of
them are high school graduates, 13 are university students, 140 hold a bachelor’s degree, and 123 hold
a MSc/Ma/PhD degree (Figure 4.1.4). It is therefore concluded that the majority of the respondents

belongs to the higher educational level (86,8%).
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Educational Level

M High school graduates

University students

Bachelor's degree holders

MSc/MA/PhD degree holders

Figure 4.1.4 Respondents’ educational level percentages %

4.1.5. Nationality

Nationality is a demographic characteristic of vital importance for the research of this study,
since one of the objectives of the dissertation is to test whether nationality has or not a moderating
role to the way customers perceive satisfaction and retention. The majority of the respondents, 186
out of 318, comes from Greece. Germans follow with 24 responses and French with 23 responses. Then
with responses between 10 to 20 comes the British, the Jewish, the Chinese, and the Italians. With less
than 10 responses there are five remaining nationalities, American, Russian, Polish, Swedish and lastly
Norwegian. In total, the sample is composed from respondents coming from 12 different nations

(Figure 4.1.5).
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Nationality

H Greek

M German

H French
British

M Jewish

H Chinese

H [talian

W American

M Russian

H Polish

W Sweedish

Figure 4.1.5 Respondents’ nationality percentages %

4.2. Hotel’s guests’ profile

At the next phase of the research, another analysis was conducted, in order to obtain
descriptive statistics about the respondents’ characteristics as hotel guests including a) whether they
visited a 4* or 5* hotel, b) whether they travelled for business of pleasure and c) whether they travelled

alone or with company (couple, family, or group). Detailed data are depicted in the following figures.

4.2.2. Hotel category

The research conducted included respondents that have visited a 4* or 5* hotel in Greece
within the last year, something that was achieved with a “filter question” at the beginning of the
guestionnaire in order to exclude any participant that did not met this criterion and would have been
out of the research context. Based on the above, 318 questionnaires were collected, where 177
respondents have visited a 4* hotel in Greece within the last year, and the remaining 141 have visited

a 5* hotel (Figure 4.2.2).
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Hotel category

H 4* hotel

m 5% hotel

Figure 4.2.2 Hotel category % the respondents have visited

4.2.3. Purpose of the trip

Respondents of the questionnaire distributed had to answer concerning the purpose of their
staying. The findings of such research may differ between people who travel and stay in a hotel for
business purposes from those who travel for pleasure, making therefore purpose of the trip a
moderator to how someone perceives satisfaction and retention. Out of 318, the vast majority of them
(286 responses) have travelled to Greece for pleasure and only 32 of them have answered that they
travelled for business purposes (Figure 4.2.3). The dominance of one purpose over the other does not
allow any further analysis to be conducted since there cannot be any reliable comparison between

them and therefore this variable will not be included in the analyses that follow.
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Purpose of the trip

W Business

M Pleasure

Figure 7.2.3 Purpose of the trip % of the respondents

4.2.4. Type of hotel guest

Another way to categorize guests in the hospitality industry is to divide them based on whether
they travel alone or with company, again categorized to couples, families, or groups. Respondent of
the questionnaire had to answer to that question too, where most of them have travelled with their
partner (167 out of 318), then 59 of them have travelled with a group, 53 have travelled with their

family, and lastly 39 had travelled alone (Figure 4.2.4).

Type of hotel guest

H Alone
M Couple
H Family

Group

Figure 4.2.4 Type of hotel guest % of the respondents
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4.3. Correlation matrix

To test if there are correlation among the variables of the study’s conceptual framework,
correlation matrix was computed for all the variables that are included in the research objectives.
Correlation matrix is a statistical tool that is used to compute and to describe the degree of correlation
among all variables. To test the relationship between the research’s variables, the Pearson’s r
correlation coefficient is used, a coefficient that can take any value between -1 and 1. While zero
correlation suggests that there is no linear relationship between two variables, as when the value of
one variable changes, the other remains constant (Craig & Douglas, 2005), for all the diagonal elements
of the correlation matrix, there will be a correlation of one (1), since the correlation of one (1) depicts

the correlation of a construct with itself.

Since the Pearson’s r correlation coefficient is a parametric statistic, who fundamental
statistical assumption should be met a) linearity and b) normality. By testing the linearity and normality
of the variables included, it was found that the assumption of normality was not met. Lack of symmetry
(skewness) and pointiness (kurtosis) are two main ways in which a distribution can deviate from normal
and the values for these parameters should be zero in a normal distribution (Ghasemi et al,2012).
These values can be converted into a z-score, where values greater or lesser than 1.96 are sufficient to
establish normality of the data (Ghasemi et al., 2012), whereas the data of the research do not meet

this assumption (Table 4.3.1).

Table4.3.1. Skewness & Kurtosis table

Skewness  Kurtosis
Variables Skewness Kurtosis  z-value z-value
1.Physical surroundings & ambience (PSA) -0,702 0,513 -5,13 1,88
2.Hospitality (H) -1,210 1,670 -8,852 6,13
3.Hygiene attributes (HA) -1,023 0,893 -7,48 3,27
4.Customer-brand identification (CBI) 0,186 -0,597 1,36 -2,189
5.Customers' satisfaction (CS) -0,850 0,117 -6,21 0,43
6.Customers' retention (CR) -1,314 1,563 -9,61 5,73
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In order to have reliable data and overcome the non-normality issue, bootstrapping was used
in SPSS when calculating the Pearson’s r correlation coefficient and the results are depicted in the table

below (Table 4.3.2).

Table4.3.2. Correlation matrix

Constructs PSA H HA CBI CS CR
1.Physical surroundings & ambience (PSA) 1 ,768** 751**  A73*%*  774*%* [ 7JE9**
2.Hospitality (H) ,768%* 1 ,768** 510** ,744** 773**
3.Hygiene attributes (HA) ,751**  768** 1 ,474** ,688**  690**
4.Customer-brand identification (CBI) LA73**  510**  474%** 1 ,510** ,454%*%
5.Customers' satisfaction (CS) J(774**  744*%*  688*%*  510** 1 ,888**
6.Customers' retention (CR) ,(769**  773*%*  G6O0**  A54**  BR/** 1
**_ Correlation is significant at the 0.01 level (2-

tailed).

All correlation coefficients mentioned in the table above have a positive direction (all of them
are between 0 and +1). Positive coefficients indicate that when the value one variable increases, the
value of the other variable also tends to increase. From the results it can be said that customers’
satisfaction has a strong positive correlation with all hotel attributes (r(316) =,688 to ,774 , p<,001),
and a strong positive correlation with customer-brand identification too (r(316) =510, p<,001).
Accordingly, customers’ retention has again strong positive correlation with hotel attributes
(r(316)=,690 to ,773 , p<,001) and a moderate positive one with brand identification (r(316)=,454 ,
p<,001). The customers’ retention has the most strong positive correlation with customers’ satisfaction
variable (r(316)=,888 ,p<,001). However, it should be noted that the existence of correlation does not
mean the existence of causality between the variables since this is something that cannot be addressed

by statistics only.
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4.4. Regression analysis

Linear regression was used in order to test the hypotheses of the present study. Regression
analysis is a very useful tool that helps explain to what extent a dependent variable is explained by
independent variables (Craig & Douglas, 2005). With linear regression analysis’s model summary, a lot
of useful conclusions can be interpreted. Information for the determination of R-square is provided,
here the R-square indicated the portion of variance (fluctuation) of one variable that is explained by
all the other independent variables in the model (Craig & Douglas, 2005). R-square optimistically
estimates how well the model fits in the population. Adjusted R-squared is a more accurate estimation
of how well this particular model fits in the population. In other words, adjusted R-square takes into
consideration the number of the observations and the number of predictor variables (Craig & Douglas,
2005). Coefficients provide information regarding the extent to which the independent variables are
associated with the dependent ones. In order to test the significance of the hypotheses, beta

coefficients, t values and significance levels have been examined.

In order to perform multiple linear regression analysis some assumptions should be met.
Firstly, the dependent variable should be either interval or ratio, where both customers’ satisfaction
and retention that will be used as dependent variables meet this prerequisite (they are measured with
a score from 1 to 6). Then the independent variables should again be either interval or ratio (hotel
attributes and customer-brand identification meet this assumption) or qualitative but dichotomous
and dummy coded (age, gender, educational level, nationality, type of hotel guest and hotel category
were coded that way in order to perform to analysis and serve as control variables). Furthermore, the
independence assumption is met since all observations come from different units and consequently

their errors are uncorrelated.

Regression analysis is a parametric statistical tool, therefore again the assumptions of linearity
and normality should be met, along with multicollinearity and homoscedasticity. Even though data did

not have issues either with collinearity (VIFs ranged from 1,03 to 1,21), nor with linearity and
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homoscedasticity, based on the analysis that took place in the previous chapter it was found that data
do not meet the prerequisites of normality (Table 7.3.1) and they lack symmetry and pointiness as it

shown in the histogram below (Figure 4.4).

For that reason, the regression models that follow were bootstrapped, in order to increase

validity of the results.

Figure 4.4. Regression analysis histogram
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4.4.1. Hypotheses for hotel attributes, customer-brand identification, and customers’
satisfaction

H1: Hotel's physical surroundings and ambience positively affects customers' satisfaction.

H3: Hospitality positively affects customers' satisfaction.

H5: Hotel's hygiene attributes positively affect customers' satisfaction.

H7: Customer-brand identification positively affects customers’ satisfaction.

The dependent variable of this model is customers’ satisfaction, and the independent variables
are a) hotel’s physical surroundings and ambience, b) hospitality, c) hotel’s hygiene attributes, d)
customer-brand identification. The independent variables of hotel category, type of guest, nationality,
gender, age, and educational level were added to the model too in order to serve as control variables
and increase validity of the model, but their analysis is not part of the research’s objectives. The
regression model interpreted 67,1% of the total information, but when the control variables were
added the percentage increased to 73,4%, while the rest is residual arising from the application of the
model. The estimated R-square adjusted has a value of 73,1% meaning that 73,1% of the variability of
customers’ satisfaction is explained by the variability of all the independent variables, which in our
case are the three hotel attributes, customer-brand identification and all the control variables
mentioned above. It is further concluded that 26,9% of the variation in customers’ satisfaction is

attributed to other variables that are not included in the model.

Results from the coefficient table of the model regarding the H1 indicate that physical
surroundings and ambience have a positive effect on customers’ satisfaction (b= 0,623, t= 8,014,

p<0,001). Thus, H1 is supported.

Results for the hospitality as an independent variable of the model (H3) indicate again that it
has a positive effect on customers’ satisfaction that once again is statistically significant (b= 0,285, t=

4,162, p<0,001). The H3 is again supported.
(48]
Investigating the influence of hotel attributes and customer-brand identification on customer
satisfaction and retention in 4*&5* hotels in Greece; a comparison between domestic
and foreign customers | Diamanti Aristoula



Athens University of Economics and Business, 2020 — 2022
M.Sc. in Marketing & Communication - Specialization in International Marketing (PR.I.MA)

Results regarding the H5 indicate that also hotel’s hygiene attributes affect positively
customers’ satisfaction but this time it is of no significance (b= 0,126, t= 1,647, p>0,05). Thus, H5 was

not supported.

Results from the coefficient table of the model regarding the H7 indicate that customer-brand
identification has a positive effect on customers’ satisfaction (b= 0,106, t= 2,953) and it is statistically

significant (p<0,05). Thus, the H7 is supported.

Table 4.4.1. Regression results for hotel attributes& customer-brand identification /customers’

satisfaction

Variables Standardized t-value Significance
Beta Coefficient

Hotel’s physical surroundings & ambience ,623 8,014 ,000

Hospitality ,285 4,162 ,000

Hotel’s hygiene attributes ,126 1,647 ,101

Customer-brand identification ,106 2,953 ,003

a. Dependent Variable: Customers’ satisfaction
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4.4.2. Hypotheses for hotel attributes, customer-brand identification, and customers’

retention

H2: Hotel’s physical surroundings and ambience affects positively customers’ retention.

H4: Hospitality affects positively customers’ retention.

H6: Hotel’s hygiene attributes affect positively customers’ retention.

H8: Customer-brand identification positively affects customers’ retention.

The dependent variable of this model is customers’ retention, and the independent variables
are a) hotel’s physical surroundings and ambience, b) hospitality, c) hotel’s hygiene attributes, and
customer-brand identification. The independent variables of hotel category, type of guest, nationality,
gender, age, and educational level were added to the model too in order to serve as control variables
in order to increase validity of the model. The regression model interprets 74,9% of the total
information, a little bit higher than the one of customers’ satisfaction, while the rest is residual arising
from the application of the model. The estimated R-square adjusted has a value of 73,7% meaning that
73,7% of the variability of customers’ retention is explained by the variability of all the independent
variables of the model. Therefore, a percent of 26,3% of customer retention is attributed to other

independent variables that are not included in the model.

Results from the coefficient table of the model regarding the H2 indicate that physical
surroundings and ambience have a positive effect on customers’ retention that is of absolute

significance (b= 0,563, t= 6,647, p<0,001). Thus, the H2 is supported.

Results for the hospitality as an independent variable of the model (H4) indicate again that it
has a positive effect on customers’ retention that once again is statistically significant (b= 0,505, t=

6,776, p<0,001). The H4 is again supported.
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Results regarding the H6 indicate that also hotel’s hygiene attributes affect positively

customers’ retention but this time it is of no significance (b= 0,111, t= 1,334, p>0,05). Thus, H6 was

rejected.

Lastly, results from the coefficient table of the model regarding the H8 indicate that customer-
brand identification has a positive effect on customers’ satisfaction (b=,032, t=,813) that is however

of no statistical significance (p>0,05). It is therefore concluded that H8 is rejected.

Table 4.4.2. Regression results for hotel attributes & customer-brand identification/customers’

retention
Variables Standardized t-value Significance
Beta Coefficient
Hotel’s physical surroundings & ambience ,563 6,647 ,000
Hospitality ,505 6,776 ,000
Hotel’s hygiene attributes ,111 1,334 ,183
Customer-brand identification ,032 ,813 ,417

a. Dependent Variable: Customers’ retention
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4.4.3. Hypothesis for the effect of customers’ satisfaction of customers’ retention

H9: Customers’ satisfaction positively affects customers’ retention.

In order to examine the effect that satisfaction has on retention, firstly the correlation that
customers’ satisfaction has with customers’ retention will be examined based on the correlation matrix
provided in table before in chapter 4.3. Based on the table findings it is concluded that the coefficient
of customers’ satisfaction has positive direction. This positive coefficient between customers’
satisfaction and retention indicates that when the value one variable increases, the value of the other
variable also tends to increase. From the results it can be said that customers’ retention has a strong
positive correlation with customers’ satisfaction (r(316) =,888 , p<,001). This indication does not

however show the existence of causality.

The regression model of customers’ retention that is so far designed will now be enriched with
one more independent variable, the one of customers’ satisfaction. The regression model now
interprets 86,6% of the total information while the rest is residual arising from the application of the
model. The estimated R-square adjusted has a value of 85,9% meaning that 85,9% of the variability of
customers’ retention is explained by the variability of all the independent variables, which now include
customers’ satisfaction. It is further concluded that 14,1% of the variation in customers’ retention is

attributed to other variables that are not included in the model.

Results from the coefficient table of the model regarding the H9 indicate that customers’
satisfaction has a positive effect on customers’ retention that is statistically significant (b= ,739,

t=16,194, p<0,001). It is therefore concluded that H9 is supported.

Table 4.4.3 Regression results for customers’ satisfaction/customers’ retention

Variables Standardized t-value Significance
Beta Coefficient
Hotel’s physical surroundings & ambience ,102 1,493 ,136
Hospitality ,294 5,226 ,000
Hotel’s hygiene attributes ,018 ,292 ,770
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Customer-brand identification ‘ -,047 -1,597 ,111

Customers’ satisfaction ,739 16,194 ,000
a. Dependent Variable: Customers’ retention

The table further shows that with satisfaction in the model, only satisfaction and hospitality
are statistically significant regarding their effect on customer’s retention. The change regarding the
result of the significance of the other attributes, that were before significant and now they are not
(physical surroundings & ambience, customer-brand identification) is an indication of the mediational

role of satisfaction between some attributes and customer’s retention.

Indeed, when a mediation analysis was conducted in order to check the mediation role of
customer satisfaction, it was found that the indirect effect of all hotel attributes and customer-brand
identification via customers’ satisfaction to customers’ retention was statistically significant (Table
4.4.4). More precisely, customer’s satisfaction partially mediates customers’ retention regarding
physical surroundings & ambience, hospitality, hygiene attributes since customers’ retention is
affected both directly and indirectly by these attributes (Appendix 9). However, customers’ satisfaction
fully mediates customers’ retention regarding customer-brand identification since customers’

retention is affected only indirect by customer-brand identification (Appendix 9).

Table 4.4.4. Indirect effect of PSA, H, HA, CBI on CR mediated by CS

Variables

Effect BootSE BootLLCI BootULCI
Hotgls physical  surroundings & 8256 0601 7026 9417
ambience
Hospitality ,6486 ,0444 ,5672 ,7406
Hotel’s hygiene attributes ,8123 ,0509 ,7061 ,907
Customer-brand identification ,4551 ,0499 ,3602 ,5543
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4.4.4. Hypothesis for the role of nationality as moderator in customers’ satisfaction

H10: Domestic and foreign hotel customers have differences in the way they perceive customer

satisfaction.

In order to examine whether nationality has a moderating role in the way domestic and foreign
hotel customers perceive satisfaction, four moderated multiple regression analyses were executed in
SPSS. The dependent variable of the models was customers’ satisfaction, and the moderator variable
was nationality, that was dichotomized with “1” being all Greek respondents and “0” all foreign
respondents of the questionnaire. The independent variable of the model was different for each of the
four analyses, in the first model it was physical surroundings & ambience, in the second one hospitality,
in the third hygiene attributes and in the last of customer-brand identification. All control variables
that were used in the regression analyses before, were put in the model now as covariates (hotel
category, type of guest, gender, age, and educational level) only to raise validity of the outcome since

their results are not of the research ‘s interest.

The first moderated multiple regression analysis (Model 1) revealed that nationality is a
moderator regarding the effect that physical surroundings &ambience have on customers’ satisfaction,
since the interaction term was statistically significant (b=-,2190, s.e.=,0868, p=,0122) in our model,
indicating that nationality was a significant moderator of the effect of physical surroundings &
ambience on customers’ satisfaction. The R-square change from Model 0 to Model 1 (where the
interaction term of nationality was added) was .0054, indicating the interaction effect accounted for

0.54% added variation in customers’ satisfaction.

To better interpret the nature of moderated relationship between physical surroundings &
ambience and customers’ satisfaction, the effect that the relationship has on the two different levels
of the moderator (O=foreign respondent, 1=Greek respondent) is analyzed. When respondents were
Greek (1), the relationship between physical surroundings & ambience and customers’ satisfaction was
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positive and significant (b=,5489, s.e.=,0858, p<0,001). However, the relationship is more positively

affected when there are foreign respondents (0) (b=,7679, s.e.=,0950, p<0,001).

Table 4.4.5. Model 1: conditional effects of the focal predictor at values of the moderator

Nationality Effect s.e. t p LLCI ULCI
0 ,7679 ,0858 8,9472 ,0000 ,5990 ,9368
1 ,5489 ,0950 5,7795 ,0000 ,3620 ,7358

The second moderated multiple regression analysis (Model 2), where hospitality was the
independent variable revealed that in this case customers’ nationality does not serve as moderator to

how hospitality effects customers’ satisfaction (b=-,0871, s.e.=,0765, p>0,05).

The third moderated multiple regression analysis (Model 3) revealed that nationality is a
moderator regarding the effect that hygiene attributes have on customers’ satisfaction (b=-,2838,
s.e.=,0953, p=0,0031). The R-square change from Model 0 to Model 3 (where the interaction term of
nationality was added) was .0074, indicating the interaction effect accounted for 0.74% added

variation in customers’ satisfaction.

To better interpret the nature of moderated relationship between hygiene attributes and
customers’ satisfaction, the effect that the relationship has on the two different levels of the
moderator (O=foreign respondent, 1=Greek respondent) is analyzed. When respondents were Greek
(1), the relationship between hygiene attributes and customers’ satisfaction was negative but of no
significance (b= -,1110, s.e.=,0786, p>0,05). However, when foreign customers (0) responded the

relationship was positive but again of no significance (b=,1728, s.e.=,0948, p>0,05).

Table 4.4.6. Model 3: conditional effects of the focal predictor at values of the moderator

Nationality Effect s.e. T p LLCI ULCI
0 ,1728 ,0948 11,8227 ,0694 -0138 ,3594
1 -1110 ,0786 -1,4134 ,1586 -,2656 ,0436
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Lastly, the fourth moderated multiple regression analysis (Model 4) revealed that nationality
is a moderator regarding the effect that customer-brand identification has on customers’ satisfaction
(b=-,1148, s.e.=,0584, p=0,05). The R-square change from Model 0 to Model 4 (where the interaction
term of nationality was added) was .0033, indicating the interaction effect accounted for 0.33% added

variation in customers’ satisfaction.

To better interpret the nature of moderated relationship between customer-brand
identification and customers’ satisfaction, the effect that the relationship has on the two different
levels of the moderator (O=foreign respondent, 1=Greek respondent) is analyzed. When respondents
were Greek (1), the relationship between customer-brand identification and customers’ satisfaction
was positive but of no statistical significance (b=,0712, s.e.=,0454, p>0,05). However, the relationship
is more positively affected when there are foreign respondents (0) and this time it is of absolute

statistical significance (b=,1859, s.e.=,0469, p=0,001).

Table 4.4.7. Model 4: Conditional effects of the focal predictor at values of the moderator

Nationality = Effect s.e. T p LLCI ULCI
0 ,1859 ,0469 13,9630 ,001 ,0936 ,2783
1 ,0712  ,0454 1,5674 ,1181 -,0182 ,1606

To sum up the results mentioned above, nationality is a statistically significant moderator on
the effect that a) physical surroundings & ambience, b) hygiene attributes, and c) customer-brand
identification have on customers’ satisfaction, but it is not on the effect that hospitality has on
customers’ satisfaction. Since nationality moderates on at least of the independent variables, it is
therefore concluded that H10 is partially supported, meaning that domestic and foreign hotel

customers have differences in the way they perceive customer satisfaction.
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Table 4.4.8. Moderated multiple regression results of nationality as a moderator on customers’

satisfaction

Moderated Independent R-
multiple variable square  Standardized Beta  Standard
regression model change Coefficient errors Significance
Physical
surroundings &
Model 1 ambience ,0054 -,2119 ,0868 ,0122
Hospitality
Model 2 ,0011 -,0871 ,0765 ,2557
Hygiene
Model 3 attributes ,0074 -,2838 ,0953 ,0031
Customer-brand
Model 4 identification ,0033 -,1148 ,0584 ,0505
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4.4.5. Hypothesis for the role of nationality as moderator in customers’ retention

H11: Domestic and foreign hotel customers have differences in the way they perceive customer

retention.

In order to examine whether nationality has a moderating role in the way domestic and foreign
hotel customers perceive retention, five moderated multiple regression analyses were executed in
SPSS. The dependent variable of the models was customers’ retention, and the moderator variable
was nationality, that was dichotomized with “1” being all Greek respondents and “0” all foreign
respondents of the questionnaire. The independent variable of the model was different for each of the
fine analyses, in the first model it was physical surroundings & ambience, in the second one hospitality,
in the third hygiene attributes, in the fourth one customer-brand identification, and in the last one
customers’ satisfaction. All control variables that were used in the regression analyses before, were
put in the model now as covariates (hotel category, type of guest, gender, age, and educational level)
only to raise validity of the outcome since their results are not of the research ‘s interest. Due to the
mediational role of customers’ satisfaction on customer’s retention based on previous analyses
(Chapter 4.4.3), customers’ satisfaction was not included in the covariates of the analyses here, but it

was included only in the fifth model where it was the independent variable of the model.
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’

Table 4.4.9. Moderated multiple regression results of nationality as a moderator on customers

retention

Moderated Independent R- Standardized
multiple regression variable square Beta Standard
model change Coefficient errors Significance
Physical
surroundings &
Model 1 ambience ,0037 -,1979 ,0945 ,0371
Hospitality
Model 2 ,0007 -,0746 ,0831 ,3698
Hygiene attributes
Model 3 ,0030 -,1989 ,1043 ,0574
Customer-brand
Model 4 identification ,0017 -,0895 ,0636 ,1605
Customer
Model 5 satisfaction ,000 -,0089 ,0596 ,8814

The first moderated multiple regression analysis (Model 1) revealed that nationality is a
moderator regarding the effect that physical surroundings &ambience have on customers’ retention,
since the interaction term was statistically significant (b= -,1979, s.e.=,0945, p=,0371) in our model,
indicating that nationality was a significant moderator of the effect of physical surroundings &
ambience on customers’ retention. The R-square change from Model 0 to Model 1 (where the
interaction term of nationality was added) was .0037, indicating the interaction effect accounted for

0.37% added variation in customers’ retention.

To better interpret the nature of moderated relationship between physical surroundings &
ambience and customers’ retention, the effect that the relationship has on the two different levels of
the moderator (O=foreign respondent, 1=Greek respondent) is analyzed. When respondents were
Greek (1), the relationship between physical surroundings & ambience and customers’ retention was
positive and significant (b=,4072, s.e.=,1034, p=0,001). However, the relationship is more positively

affected when there are foreign respondents (0) (b=,6051, s.e.=,0934, p<0,001).
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Table 4.4.10. Model 1: conditional effects of the focal predictor at values of the moderator

Nationality Effect s.e. t p LLCI ULCI

0 ,6051 ,0934 66,4779 ,0000 ,4213 ,7890

1 ,4072  ,1034 3,9394 ,0001 ,2038 ,6106

In all the remaining four models (Table 4.4.5.), nationality is not a statistically significant
moderator in the relationships between the independent variables and customers’ retention (all
p>0,05). It is therefore concluded that H11 is partially accepted, since there was at least one
relationship of the independent variables and customers’ retention where nationality has a

moderating role.
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4.4.6. Hypotheses testing summary

Table 4.4.11. Hypothesis testing summary

Hypothesis Accepted or rejected

H1 (PSA— CS) Accepted
H2 (PSA— CR) Accepted
H3 (H— CS) Accepted
H4 (H— CR) Accepted
H5 (HA— CS) Rejected
H6 (HA— CR) Rejected
H7 (CBI—> CS) Accepted
H8 (CBI— CR) Rejected
H9 (CS— CR) Accepted

H10 (CS MOD. BY PSA, H, HA, CBI) Partially accepted
H11 (CR MOD. BY PSA, H, HA, CBI, CS) Partially accepted

S
/N
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CHAPTER 5: DISCUSSION & CONCLUSIONS
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5.1 Discussion

The present study firstly examined the influence of hotel attributes and customer-brand
identification on customers’ satisfaction. The correlation matrix indicated that there is a positive strong
positive relationship between these constructs. More specific, the multiple regression analysis results
showed that two hotel attributes (physical surroundings & ambience, hospitality) and customer-brand
identification are statistically significant regarding their effect on customer satisfaction. Physical
surroundings & ambience was the construct that affected customers’ satisfaction the most (consistent
with Sim et al,2008), while hygiene attributes was the construct that influence the sample satisfaction
the least and without being statistically significant (inconsistent with Barber & Scarcelli, 2010; Pizam &

Tasci, 2019).

The customers’ retention was later examined, and the influence of the three hotel attributes
and customer-brand identification on it. The correlation matrix indicated again a strong positive
relation with the hotel attributes and moderate one with customer-brand identification. This time the
multiple regression analysis revealed a statistically significant effect of only the first two hotel
attributes (physical surroundings & ambience, hospitality) on customers’ retention (consistent with
Sim et al,2008) while the effect of hygiene attributes and customer-brand identification on retention
was proven to be of no statistical significance (inconsistent with inconsistent with Barber & Scarcelli,

2010; Pizam & Tasci, 2019; Ahearne et al., 200; Bhattacharya et al., 1995).

The third part of the analysis aimed to examine the relationship between satisfaction and
retention in hotel customers. Based on the correlation analysis, the constructs had a strong positive
relationship (consistent with Sirgy and Tyagi 1986; Choi and Chu 2001 and inconsistent with Skogland
and Siguaw, 2004), something that was verified by the multiple regression analysis that followed,
where satisfaction was added in the model of retention and proved to have the most influencing effect

on retention. The addition of satisfaction to the model had such result, that further showed the
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mediation role that satisfaction has between all three hotel attributes and customer-brand

identification on the one side and customers’ retention on the other.

The last part on the analysis conducted dealt with the moderation role of nationality of how
customers perceive firstly satisfaction and the retention within the hotel context. Regarding
satisfaction, the results of the moderation analysis showed that Greek and foreign customers have
statistically significant differences regarding the influence of physical surroundings & ambience, of
hygiene attributes and of customer-brand identification on satisfaction. Regarding physical
surroundings and ambience, it was found that when the customers were foreigners, the effect of the
attribute on satisfaction was greater than the effect when customers were Greeks, meaning that
foreign customers pay more attention on physical surroundings and ambience than Greeks. Regarding
hygiene attributes, a statistically significant difference between Greek and foreign customers was
found, but the separately results of each group were not statistically significant. Lastly, regarding the
effect of customer-brand identification on satisfaction, again nationality had a statistically significant
moderating role, with customer-brand identification of foreign customers having a statistically
significant effect on their satisfaction, while for Greek the effect was not significant. It is therefore
concluded that Greek and foreign customers have differences in how they perceive satisfaction
regarding all aspect that were examined (consistent with Yuksel, 2004; Bowen & Clarke, 2002; Ueltschy

et al.,2007; Seo J., 2012) except of the construct of hospitality.

As far as it concerns retention and the moderating role of nationality, the analysis conducted
showed that Greek and foreign customers had statistically significant differences regarding the effect
of only one construct on retention, the one of physical surroundings and ambience. Similar to the
results mentioned above concerning the effect on satisfaction, again regarding the effect on retention
results showed that the effect is more positive when customers are foreigners than it is when
customers are Greeks. In the remaining three construct examined, no statistically significant

moderating role of nationality was detected between them and retention.

(64]
Investigating the influence of hotel attributes and customer-brand identification on customer
satisfaction and retention in 4*&5* hotels in Greece; a comparison between domestic
and foreign customers | Diamanti Aristoula



Athens University of Economics and Business, 2020 — 2022
M.Sc. in Marketing & Communication - Specialization in International Marketing (PR.I.MA)

Overall, the results converge with Bhagat (2002) notion that culture penetrates consumer
attitudes and results in different opinions. In line with Van Birgelen et al. (2002), our results suggest
that people tend to differ in their levels of satisfaction and loyalty as a result of nationality. The need
for managers and tourism professionals to focus their efforts on differentiating between specific

consumer audiences when developing a service-based strategy is therefore evident.

Previous pieces of research have focused mainly on the factors that contribute to hotel
customers’ satisfaction (Cardozo,1964; Olshavsky & Miller,1972; Oliver,1980; Barsky & Labagh,1992;
Back et al., 2003; Hargreaves,2015; Bi et al.,2020) or on the effects of customers’ retention for the
organization (Mokhtaruddin et al., 2019; Barsky and Lin, 2004; Kim et al., 2001; Hawkins & Hoon, 2019;
Sim et al., 2006). The present research examines the relationship between satisfaction and retention,
with the parameter of customer-brand identification included something that has not been researched
so far within the Greek market. The moderating role of nationality in the conceptual framework that
was designed is researched too, with the results of the data contributing to a clearer understanding of
the relationships separately for Greek and foreign customers. From both a theoretical and a practical

perspective the research gives essential findings.

5.2 Limitations & Future Research

For this study convenience and snowball sampling was used, which are non-probabilistic
sampling methods and therefore the results cannot safely be generalized to the general population.
The utilization of probability sampling methods by future studies may guarantee more representative

of the population results.

Furthermore, regarding the sample’s characteristics, when respondents were asked about the
purpose of their trip to Greece, out of 318, the vast majority of them (286 responses) have travelled
to Greece for pleasure and only 32 of them have answered that they travelled for business purposes.
Based on this dominance of one purpose of the study over the other it is concluded that the conceptual
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framework of the study is not tested under the context of business purpose travelers, something that

can be studied by future research.

Another limitation of this study is that the surveyed customers were only from 4* & 5*hotels.
Future research can investigate results when data derives from more than only these two hotel
categories, e.g., 3* hotel or hostels, and compare the results based on the type of the hotel. The

influence of the examined construct may differ from one type to the other.

Important limitation was also the fact that the moderating role of nationality was tested only
between Greek and foreign customers. More comparisons between nationalities and not the
compound of all nationalities under the term “foreigners” may reveal more results of theoretical or
practical significance. Additionally, although respondents were collected from as many countries as
possible, it was very difficult to reach a result where nationalities are representative of the world’s

population since in this research foreign customers come mostly from the european countries.

Lastly, the constructs that influence customer satisfaction and retention in the present study
were only four (the three hotel attributes & customer-brand identification). Future studies may include

more variables, such as food and beverage quality and service or security of the hotel.

5.3 Recommendations

The present study offers practical suggestions for managers in the hospitality industry. By
looking further into the attributes that enhance customers’ satisfaction and retention levels, the study
suggested that retention can be improved by increasing the customers’ satisfaction, something that is
also reported in studies that have found significant link between satisfaction and retention (Bolton,
1998; Choi & Chu, 2001). This study extends the outcomes that derive from this link, by examining the

moderating role of nationality on the two core concepts of satisfaction and retention.

The paramount importance of physical surroundings & ambience was obvious in all analyses
on the study since it is the most influential attribute on customer satisfaction. It is therefore confirmed
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what other researchers have identified, the importance of ambience as a contributing factor to the
success of the lodging operations (Siguaw & Enz, 1999; Griffin, 1998). Constant endeavors from
managers to maintain and update an excellent image of the hotel are critical. Special funds of the
annual budget of the hotel should refer to improvement of the hotel’s physical surroundings &
ambience, by conducting for example refurbishments in the room and public areas of the hotel or by

adopting modern styles of decoration.

Hospitality was then found to be the second more influential attribute on customers’
satisfaction. Hospitality in this study mostly refers to the service that the hotel’s employees offer to
the guests and their ability to meet guests’ needs (Choi & Chu, 2001). The critical effect that front-line
employees have is therefore obvious since their actions influence to an important extend the
customers’ satisfaction. Hotel managers should pay attention to their staff’s training. During the
trainings employees should be thoroughly informed on how to handle guests’ requests, to always show
their availability, to make the guests feeling unique by giving personalized services and to manage

properly inconvenient situation when they occur.

Hygiene attributes, even though they correlate positively with customers’ satisfaction, they
did not have a statistically significant influence on satisfaction based on the data that were collected.
This comes against to what other researchers have mentioned in their studies, where hygiene of hotel
products and services is a key factor in determining hotel-centric customer behavior, such as customer
satisfaction, perceived service quality, and revisit intention (Barber & Scarcelli, 2010; Pizam & Tasci,
2019). Hotel managers should adopt any necessary strategy regarding hygiene management, however
based on the study’s results this is of no statistically significant importance regarding guests’

satisfaction and retention levels.

The third construct that was found to have statistically significant influence on customer
satisfaction was the one of customer-brand identification. Marketers of hotel brand should invest on

the enduring relationship of customers with their brand by creating a clear, unique identity that targets
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customer segments desire allows a sustainable differentiation of the offering and helps to enhance
customers' identification with the brand (Baumgarth & Schmidt, 2010). However, the study showed a
relatively small influence of customer-brand identification, meaning that hotel guests do not identify
easily with hotel brands. This finding is not surprising given the recent explosion of global hotel brands,
which has led to confusion in the marketplace resulting from a lack of differentiation (King et al., 2011).
The need for brands to offer differentiated experiences to the guests in therefore demonstrated,

experiences that consumers would find meaningful.

The construct of customers’ satisfaction was found to have a mediation role between the hotel
attributes and customer-brand identification on the one side and customer retention on the other.
Indeed, if managers want to retain their customers, they should firstly satisfy them based on the above.
In other words, retention of hotel customers can be improved by enhancing satisfaction (Sim et al.,

2008).

The analyses conducted regarding the moderating role of nationality revealed several
important conclusions for managers in the Greek hospitality area. Firstly, physical surroundings &
ambience is an attribute that is moderated by nationality on how it effects both satisfaction and
retention. More specific, when Greek customers were compared with foreign customers, even though
both show a positively effect of the attribute on satisfaction and retention, for foreigner this influence
is greater than it is for Greek. Managers should therefore pay more attention to this attribute when

their guests come from abroad, than they do when guests come from Greece.

Nationality had significant moderating role also on the influence that customer-brand
identification has on satisfaction. In this case it was found that when customers are Greeks, then
customer-brand identification has no statistically important influence on satisfaction, but however
when customers do not come from Greece the influence is important. Brand strategies therefore that
focus on increasing identification of foreign customers with the hotel brand would result in greater

satisfaction levels for them.

(68]
Investigating the influence of hotel attributes and customer-brand identification on customer
satisfaction and retention in 4*&5* hotels in Greece; a comparison between domestic
and foreign customers | Diamanti Aristoula



Athens University of Economics and Business, 2020 — 2022
M.Sc. in Marketing & Communication - Specialization in International Marketing (PR.I.MA)

Based on the above, it is important to take into consideration the nationality aspect when
hotel managers try to measure hotel guests’ satisfaction and retention. This means that it is of vital
importance to focus on the attributes that each nation value the most because it enables hotels to
provide customizable service to their guests (Se0,2012) and in turn, it helps hotels in maximizing
customer satisfaction and loyalty. Valuable is also for hotel managers to understand cultural
differences and respond promptly according to the customer’s country of origin (Pantouvakis, 2013).
In accordance with that, the staff can be trained in order to be aware of the differences that customers

have between them based on their nationality.
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1.Final Questionnaire (English version)

3/30/22, 10:03 PM INVESTIGATING THE INFLUENCE OF HOTEL ATTRIBUTES AND CUSTOMER-BRAND IDENTIFICATION ON CUSTOM...

INVESTIGATING THE INFLUENCE OF HOTEL
ATTRIBUTES AND CUSTOMER-BRAND
IDENTIFICATION ON CUSTOMER SATISFACTION AND
RETENTION IN 4*&5* HOTELS IN GREECE; A
COMPARISON BETWEEN DOMESTIC AND FOREIGN
CUSTOMERS

Dear Participant,

As part of my postgraduate studies in “MSc in Marketing & Communication: Specialization
in International Marketing (PRIMA)” in “Athens University of Economics and Business”, a
survey is conducted titled “Investigating the influence of hotel attributes and customer-
brand identification on customer satisfaction and retention in 4* & 5* hotels in Greece; a
comparison between domestic and foreign customers”. The purpose of this research is to
examine which are the factors (physical surroundings & ambience, hospitality, hygiene
attributes) that influence customer satisfaction, create brand identification and lead to
customer retention after all in 4* & 5* hotels in Greece.

The questionnaire is designed to gather information and your participation in this study is
completely voluntary. The survey should take approximately 8-10 minutes to be completed.
Observe the questionnaire carefully and answer all the questions that follow in the given
order as honestly, accurately and carefully as possible. All of the responses in this survey
will be recorded anonymously and will remain private. You do not have to write your name
anywhere in the questionnaire.

You have the right to withdraw your participation at any time without any consequence.
Please be aware that there are no right or wrong answers, your real personal opinion and
perspective is the one that matters.

Thank you in advance for taking the time to assist in the study and complete this
questionnaire.

Kind regards,
Diamanti Aristoula

* Anatteitat

Please choose one of the below answers.

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 113
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3/30/22, 10:03 PM INVESTIGATING THE INFLUENCE OF HOTEL ATTRIBUTES AND CUSTOMER-BRAND IDENTIFICATION ON CUSTOM...

1. Have you visited within the last year a 4* or 5* hotel in Greece? *
Na emonuaivetat povo pia EAAewyn.

) Yes, | have visited a 4* hotel.
Yes, | have visited a 5* hotel.

No

2. Have you stayed in the same hotel before? *
Na emonuaivetat povo pia EAAewyn.

Yes

No

Thinking about this specific hotel experience, please choose one of the below
answers.

3. Didyoutravel...?*
Na emonuaivetat povo pia EAAeLN.

alone

with a partner
with family

in a group

ANAO:

4. Please indicate the purpose of your trip. *
Na emonpaivetat povo pia EAAeLyn.

Pleasure/Holidays
Business

ANAo:

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 2/13
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Hotel's physical surroundings & ambience: Thinking about this specific hotel
experience, please indicate your level of agreement with the following
statements. (1-6, 1=totally disagree, 6= totally agree)

5. This specific hotel ‘s location was an important reason for choosing it. *

Na emtonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

6. This specific hotel gave me the feeling that | am staying at a high-class luxury
hotel. *

Na emuonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

7. l'was very impressed with this specific hotel's architectural design. *

Na emionuaivetat povo pia EAAewyn.

Totally disagree Totally agree

8. |was very impressed with this specific hotel's interior decorating. *

Na ertonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 3/13
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3/30/22, 10:03 PM INVESTIGATING THE INFLUENCE OF HOTEL ATTRIBUTES AND CUSTOMER-BRAND IDENTIFICATION ON CUSTOM...

9. This specific hotel had beautiful accommodation. *

Na ertonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

10. This specific hotel's rooms were equiped with everything | needed. *

Na ertonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

11. The atmosphere in this specific hotel made me feel welcome, comfortable and
at ease. *

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

12. I was very impressed with this specific hotel's restaurant and entertainment
facilities. *

Na entonpaivetat povo pia EAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 4/13
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13. | feel satisfied concerning this specific hotel's physical surroundings and
ambience. *

Na erionpaivetat pévo pia EAAewyn.

Totally disagree Totally agree

Hospitality: Thinking about this specific hotel experience, please indicate your
level of agreement with the following statements. (1-6, 1=totally disagree, 6=
totally agree)

14. This specific hotel's employees were friendly, cheerful, polite, and responsive. *

Na ertonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

15. This specific hotel's employees always made me feel very important. *

Na ertonuaivetat povo pia EAAewn.

Totally disagree Totally agree

16. This specific hotel's employees communicated well and were good listeners. *

Na eronpaivetat povo pia EAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
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17.  This specific hotel's employees were able to anticipate my unmet needs. *

Na erionpaivetat povo pia EAAewyn.

Totally disagree Totally agree

18. This specific hotel's employees created a special mood of comfort and
relaxation. *

Na emonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

19. | feel satisfied concerning this specific hotel's employees hospitality. *

Na emonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

Hygiene attributes: Thinking about this specific hotel experience, please indicate
your level of agreement with the following statements. (1-6, 1=totally disagree, 6=
totally agree)

20. | consider that this specific hotel washed its laundry using antibacterial
products and practices (i.e., towels, bed covers, blankets and pillows). *

Na erionpaivetat povo pia EAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 6/13
[94]

Investigating the influence of hotel attributes and customer-brand identification on customer
satisfaction and retention in 4*&5* hotels in Greece; a comparison between domestic
and foreign customers | Diamanti Aristoula



Athens University of Economics and Business, 2020 — 2022
M.Sc. in Marketing & Communication - Specialization in International Marketing (PR.I.MA)

3/30/22, 10:03 PM INVESTIGATING THE INFLUENCE OF HOTEL ATTRIBUTES AND CUSTOMER-BRAND IDENTIFICATION ON CUSTOM...

21. | consider that this specific hotel cleaned in room-facilities using disinfectants. *

Na ertonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

22. | consider that the rooms in this specific hotel were equipped with special air
cleaners to prevent aerosol infections. *

Na entonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

23. | consider that this specific hotel used disinfectants cleaning restaurant
facilities. *

Na eronuaivetat povo pia EAAewyn.

Totally disagree Totally agree

24. | consider that this specific hotel staff received at least one health check-up per
year. *

Na entonpaivetat povo pia eAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 73
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25. | consider that this specific hotel staff meticulous washed and disinfected their
hands. *

Na erionpaivetat pévo pia EAAewyn.

Totally disagree Totally agree

26. | consider that this specific hotel followed the government's guidlines
concerning safety and health protocols against covid-19. *

Na erionpaivetat povo pia EAAewyn.

Totally disagree Totally agree

27. |feel satisfied concerning this specific hotel's hygiene attributes. *

Na erionpaivetat povo pia EAAewyn.

Totally disagree Totally agree

Customer-Brand Identification: Thinking about the hotel’'s brand name please
indicate your level of agreement with the following statements. (1-6, 1=totally
disagree, 6= totally agree)

28. When someone criticizes this specific hotel brand, it feels like a personal insult. *

Na eruonpaivetat pévo pia EAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 8/13
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29. lam very interested in what others think about this specific hotel brand. *

Na emonuaivetat povo pia EAAeLyn.

Totally disagree Totally agree

30. When | talk about this specific hotel brand, | usually say "we" rather than "they". *

Na erionpaivetat povo pia EAAewyn.

Totally disagree Totally agree

31. This specific hotel brand’s successes feel like my successes. *

Na erionuaivetat povo pia EAAewyn.

Totally disagree Totally agree

32.  When someone praises this specific hotel's brand, it feels like a personal
compliment. *

Na enionuaivetat povo pia eAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 9/13
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33. My values and those of this specific hotel are very similar. *

Na erionuaivetat povo pia EAAewyn.

Totally disagree Totally agree

34. lidentify myself with this specific hotel. *

Na eronpaivetat povo pia EAAewyn.

Totally disagree Totally agree

Customer retention: Thinking about this specific hotel experience, please indicate
your level of agreement with the following statements.(1-6, 1=totally disagree, 6=
totally agree)

35. |feel satisfied concerning my overall experience in this specific hotel. *

Na entonpaivetat povo pia EAAeLyn.

Totally disagree Totally agree

36. | do not have any concerns or complaints about this specific hotel. *

Na ertonuaivetat povo pia EAAewyn.

1 2 3 4 5 6
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 10/13
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37. | would love to come back to this specific hotel. *

Na erionuaivetat povo pia EAAewyn.

Totally disagree Totally agree

38. | would tell my friends and relatives to come to this specific hotel. *

Na eronpaivetat povo pia EAAewyn.

Totally disagree Totally agree

39. lwill not go to any other hotel but this one if | visit the same location again. *

Na eruonuaivetat pévo pia EAAewyn.

Totally disagree Totally agree

40. | may consider returning to this specific hotel again. *

Na emonpaivetat pévo pia EAAeLyn.

Totally disagree Totally agree

Please choose one of the below answers.

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 113
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41. Please indicate your nationality. *
Na emionpuaivetat pévo pia EAAeLyn.

Greek
British
German
French
Russian
American

ANAO:

42. Please indicate your sex. *
Na emionuaivetat povo pia EAAeLyn.

Female
Male

Prefer not to say

43. Please indicate your age. *
Na emionpaivetat pévo pia EAAeLyn.

Upto 18
) 19-25

26-40

41-55

over 55

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 12/13
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44. Please indicate your level of education. *
Na emionpuaivetat pévo pia EAAetyn.

High school graduate
Student
University graduate

Msc/Ma/PhD graduate

AuTO TO tepLexopevo dev €xel dnutovpynBei Kat dev Exel eykpiBei ano Tnv Google.

Google ®oppeg

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 13/13
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2.Final Questionnaire (Greek version)

3/30/22, 10:00 PM Epeuvidviag Tnv eTTppor TwV XapakTNPIoTIKWY Tou {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIa OTNV IKA...

Epeuvwvtag tnv ETILEEON TWV XAPAKTNELOTIKWY TOU
Eevodoyeiou Kal TNG TAUTIONG TOU KATAVAAWTNA UE
TNV ETIWVULLA OTNV LKAVOTIOLNGON KAl ETILOTPOPI TOU
oe 4* & 5* Eevodoyeia otnv EANASa - ouykplon
METAEU EYXWPLWY KAl EEVWV KATAVAAWTWYV

Ayannte/n ZuppeTExovTa/ovoa,

S ta mAaiola Tov PETANTLXLAKOL Tipoypdappatog “MSc in Marketing & Communication:
Specialization in International Marketing (PRIMA)” oto Otkovoptko MNMavemotrhplo ABnvwy
(OMA), die€ayw pia dnpookonnon pe BEpa «EpeuvwvTag Tnv EMPPon Twv
XAPAKTNPLOTIKWY TOL £evodoyeiou Kal TNG TAVTLONG TOL KATAVAAWTH PE TNV EMwvuia
OTNV LKAVOTIoinon Kat EToTpo@n Tou oe 4* & 5* Eevodoxeia otnv EAAAda - olykplon
HETAEL EYXWPLWY Kal EEVWYV KATAVAAWTWY». TKOTOG TG dnuookonnong ivat va
peAeTriBoLV oL tapayovTeg (puaoilko meptBallov & atpdopalpa, pLllogevia,
XAPAKTNPLOTIKA LYLELVIG) TIOU ETNPEAIOLY TNV LKAVOTIOLNCN TWY MEAATWY, dnutovpyoldy
TaOTION ALTWYV PE TNV eMwvupia Touv evodoyeiou KL ev TEAEL ETULOTPOPN AVTWY GTO {6L0
gevodoxeio 4*/5* otnv EAAGda. .

To epwTNUATOAOYLO TIOL aKoAoLBEl £xel oxedlaoTel WoTe va CUAAEXBOVY Ta anapaitnTa
dedopéva Kat n CUUPETOXN 0ag 0TV €peuva eivat evteAwg eBeAovTikn. H dtadikacia
oupTANPWONG Ba Stapkeael mepimou 8-10 Aemtd. MNapakaAw AMAVTHOTE OTIG EPWTNOELG
TIOLU AKOAOUBOLYV LE TN CELPA TIOL TtapaTiBevTal KAl He 600 PEYAADTEPN TIPOCOXH,
akpifela kat etkikpiveta yivetat. OAeg ot mAnpogopieg mov Ba pag napexete Ba
TAPAPELVOUV AVWVUHEG KAl EPTILOTEVTIKEG. AEV XpeldleTaAL Va YPAYETE TTIOLBEVA TO
OVOUA 0ag 0TO EPWTNHATOAOYLO.

‘ExeTe 10 SiKaiwpa va anoxwproeTe onotadnmoTe oTLypN XWpIig Kapia anoAdTwg
enintwon. Napakalw va BUPAcTE WS SEV LTIAPXOLY CWOTEG Kal AAB0¢ anavtnoeLg.
AuTO oL €XeL onpacia eivat n TPAyPaTLkhg TPOCWTILKA 0ag yvwun Kat avtiAnyn.

EuxaploTw TpokataBoAilkd yla To xpovo oag Kat Tnv pobupia 6ag va CUPPETEXETE OTNV
€peLvVa Kal va CUUTIANPWOETE TO TIAPOV EPWTNHATOAOGYLO.

Me ektipnon,
Atapavtn AptotolAa

* Anatteitat

Mapakalw eTIAEETE pia amod TG TTAPAKATW ETULAOYEG.

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 114
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3/30/22, 10:00 PM EpeuvidvTag Tnv ETTIpPON TWV XapaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

1. 'EXete eTOKETITEL TOV TEAEUTALO Eva XpoOVvo Eva 4* ) 5* Eevodoyeio atnv EANGSQ;

*

Na erionuaivetat povo pia EAAewn.

Nat, exw emiokevBei eva 4* Eevodoyeio.
Nat, éxw emniokevBei €va 5* Eevodoyeio.

Oxt

2. 'Exete peivel oto idLo Eevodoxeio oTo TTapeNdov; *
Na eronpaivetat povo pia EAAetyn.

Nat

Oxt

Mapakalw eTIAEETE Uia atto TG TIAPAKATW ETUAOYEG EXOVTAG UTIOYLY TNV
EUTIELPLO OAG OTO CUYKEKPLUEVO EEVODOYELD.

3. Tagweyarte...; *
Na erionuaivetat povo pia EAAewn.

Mévog

Me oOvipogo
Me olkoyévela
Me ykpoutt

AANO:

https://docs.google.com/forms/d/15i2YLhjyc6nrgQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTpPON TWV XapaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

4.  Ymodei&te apakalw tov okoTtd Tou Tagdlou oag. *
Na emonuaivetat povo pia EAAewyn.

) ALOKOTIEG
EmayyeApatiké tagidt

ANAoO:

Duoko TtepRAN OV & atpdodatpa: AsiETe TIAPAKAAW TO BABUO OTOV OTIOI0
OUUPWVELTE 1) SLAPUWVELTE UE TA TIAPAKATW EXOVTAG UTIOYLY TNV EUTIELPLO 0AG
OTO CUYKEKPLLEVO EeVOSOXELD.(1-6, 1= Aladwvw TIANPWG, 6=ZUUPWVW TIAHPWG)

5.  H tomobeoia Tou CUYKEKPLLEVOU EEVOBOYXELOU UTTNPEE £VAG ONUAVTIKOG AOYOG

yla va To ETIAEEW. *

Na erionuaivetat povo pia EAAeLyn.

Alapwvw MARPWS TUHPWVW TIARPWG

6. To CUYKEKPLUEVO EEVOBOYXELO LOU EBWOE TNV AloBnon Ttwg HEVw OE Eva
TIOAUTENEG Egvodoyeio. *

Na emtonpaivetat povo pia EAAewyn.

Alapwvw TARPWS SUHPWVW TARPWG

7. O OPXLTEKTOVIKOG OXESLACIOG TOU CUYKEKPLLEVOU Eevodoyeiou e evBouoiaoe. *

Na emtonuaivetat povo pia EAAetyn.

1 2 3 4 5 6
Alapwvw MARPWS TUHPWVW TIANPWGS
https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 314
[104]

Investigating the influence of hotel attributes and customer-brand identification on customer
satisfaction and retention in 4*&5* hotels in Greece; a comparison between domestic
and foreign customers | Diamanti Aristoula



Athens University of Economics and Business, 2020 — 2022
M.Sc. in Marketing & Communication - Specialization in International Marketing (PR.I.MA)

3/30/22, 10:00 PM EpeuvidvTag Tnv €TTpPON TWV XapaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

8. H eowTteptkn SLAKOCNON TOU CUYKEKPLLEVOU EEVOodoyEiou e evBouoiaoe. *

Na entonuaivetat povo pia EAAewypn.

Alapwvw MARPWS TUHPWVW TIARPWGS

9. To ouyKkekplEVOo Eevodoyeio eixe Opopda dwudtia. *

Na emtonuaivetat povo pia EAAewyn.

Alapwvw TARPWS TUPHPWVW TARPWG

10.  Ta SWHATLA TOU CUYKEKPLUEVOU EEvodoyeiou NTav eEOTTALOUEVA e OAa doa
xpetaopouy. *

Na erionpaivetat pévo pia EAAewyn.

Alapwvw TARPWG JUHEWVW TIANPWGS

11.  Hatpdodalpa Tou CUYKEKPLEVOU EEVOSOXEIOU e €KaVE va alobavbw aveta
KA EUTTPOCOEKTA. *

Na emonuaivetat povo pia EAAewyn.

Alapwvw TARPWS TUHPWVW TARPWGS

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 4/14
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTIpPON TWV XApaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

12. Ol xwpoL e0TiaoNg KAl SLACKESAONG TOU CUYKEKPLULEVOU Egvodoyeiou e
evBouciacav. *

Na erionpaivetat povo pia EAAewyn.

Alapwvw TARPWG TUPPWVW TIARPWGS

13.  NwBw LKavoTIoINEVOG/-N ATTO TO GUCIKO TIEPLBANNOV KAl TNV aTpudéohatlpa
TOU OUYKEKPLEVOU Egvodoyeiou. *

Na emonuaivetat povo pia EAAeLyn.

Alapwvw TANPWS SUHPWVW TARPWGS

DdoEevia: AeiEte TTOPAKAAW TO BABUO OTOV OTIOI0 CUPDWVELTE I DLadWVELTE pe
TA TIAPAKATW EXOVTAG UTTOYLY TNV EUTIELPLA OAG OTO CUYKEKPLUEVO EEVODOXEILO.
(1-6, 1= Aladpwvw TIAPWG, 6=ZUpdPWVW TIARPWG)

14. O epyadOUevoL TOU CUYKEKPLLEVOU EEvodoyeiou ATav GLALkol, eudlabeTol,
€uyevikol kat egurtnpetikol. *

Na entonuaivetat povo pia EAAewyn.

Alapwvw TARPWG SUHPWVW TARPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 5/14
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTIpPON TWV XApaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

15. Ol gpyalddevol TOU CUYKEKPULEVOU EEVOBOYXEIOU TTAVTA JUE EKavay va
altoBavopal onUavTkog/n. *

Na erionpaivetat pévo pia EAAewyn.

Alapwvw TARPWG TUPPWVW TARPWGS

16. Ol gpyalOUEVOL TOU CUYKEKPLUEVOU EEVOSOYXEIOU ETTLKOLVWVOUCAV KAAA Kal
akouyav e Tipoooxn. *

Na erionpaivetat povo pia EAAeLn.

Alapwvw TARPWS SUHPWVW TARPWGS

17. Ol epyaldUevol TOU CUYKEKPLULEVOU EEVOBOYXEIOU UTTOPOUCAY VA
LKQVOTIOL)COUV OTIOLASHTIOTE €TTLOUMIA LoU. *

Na ertonuaivetat povo pia EAAewyn.

Alapwvw TANPWS JUPPWVW TIANPWGS

18. Ot gpyalOPEVOL TOU CUYKEKPLLEVOU EEVOBOXELOU dnpLoupyoucay va
€EALPETIKO KAA Aveong Kal xahapwaong. *

Na emionuaivetat povo pia EAAeyn.

Alapwvw TANpwS SUHPWVW TARPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 6/14
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTIpPON TWV XApaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

19.  NwbBw tkavoTtotNuévog/-n amod tn PLAogevia Twv epyadopevwy Tou
OUYKeEKPLUEVOU Egvodoyeiou. *

Na erionpaivetat pévo pia EAAewyn.

Alapwvw TANPWGS SUPHPWVW TIANPWS

XAPAKTNPELOTIKA UYLEWVNG: AEIETE TTAPAKAAW TO BABMO CTOV OTIOI0 CUUPWVELTE A
OLAPWVELTE PE TA TIAPAKATW EXOVTAG UTIOYLV TNV EUTIELPLA OAG OTO
OUYKEKPLUEVO EEVOBOYELD.(1-6, 1= Aladwvw TIANPWG, 6=ZUndwWVW TIARPWG)

20. OewpPW TIWG TO CUYKEKPLULEVO EEVOBOYXELO XPNOLLOTIOINCE AVTLRAKTNPELAKA
TIPOIOVTA KAL TIPAKTIKEG OTO TIAUCLULO TOU LLATIOMOU ToU (TT.X., TIETOETEG,
oevtovia). *

Na ertonuaivetat povo pia EAAewyn.

Alapwvw TARPWS SUPPWVW TANPWS

21. Oewpw TIWG TO CUYKEKPLULEVO EEVOSOXELO XPNOLLOTIOINCE ATIOAUUAVTIKA
TIPOLOVTA OTOV KABAPLOUO TWV SWUATIWY. *

Na eruonpaivetat povo pia EAAewn.

Alapwvw TARPWG SUHPEWVW TARPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 74
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTIpPON TWV XApaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

22. Oswpw TIWG TA SWHUATLA TOU CUYKEKPLEVOU EEvodoyeiou NTav eEOTTALOEVA
ME EOKOUG KABAPLOTEG AEPOC TIOU ATTOTPETIOUV AEPOANUMATIKEG LOAUVOELG. *

Na erionpaivetat pévo pia EAAewyn.

Alapwvw TARPWG TUPPWVW TIARPWGS

23. O=swPW TIWG TO CUYKEKPLUEVO EEVOSOXELO XPNOLULOTIOINCE ATIOAUMAVTIKA YA
va KaBapPLOEL TOUG XWPOUG TWV ECTLATOPIWY. *

Na erionuaivetat povo pia EAAen.

Alapwvw TARPWS SUHPWVW TARPWGS

24.  OswpPW TIWG TO TIPOCWTILKO TOU CUYKEKPLUEVOU Eevodoyeiou eixe UuTtoRBANBEL
TOUAGXLOTOV pia $opd HECA OTO TIPONYOUEVO XPOVO OE YEVLKO LATPLKO
gheyyo. *

Na ertonpaivetat pévo pia EAAeLn.

Alapwvw TARPWG JUHEWVW TIARPWG

25. Oewpw TIWGE TO TIPOCWTILKO TOU CUYKEKPLULEVOU EEVOSOXEIOU ETTAEVE KA
QTTONULLAVE TIPOOEKTIKA TA XEPLAL TOU. *

Na ertonpaivetat povo pia EAAewyn.

Alapwvw TANPWS JUPQWVW TIANPWES

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 8/14
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTpPON TWV XapaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

26. OswWPW TIWG TO CUYKEKPLLEVO EEVOSOXELO AKOAOUBOUTE ONEG TIG KUBEPVNTLKEG
odnyieg OXETIKA PE TNV AOPANELQ KAL TA UYEWVOLKA TIPWTOKOAA EVAVTLA OTN
vooo covid-19. *

Na eronuaivetat povo pia EAAewyn.

Alapwvw TARPWG JUPHPWVW TARPWG

27.  NwBwW LKAVOTIONUEVOG/-N AT TA XAPAKTNPELOTIKA UYLEWVNAG TOU
OUYKEKpPLUEVOU Egvodoxeiou. *

Na emionpaivetat povo pia EAAeLyn.

Alapwvw TANPWS SUPPWVW TIANPWGS

Taution katavalwtn Ke TNV EEVOSOoXELaKN) eTtwVUpia: AsiETe TTOPAKAAwW TO
BaBpo oTov OTI0i0 CUUPWVELTE ) SLAPWVELTE E TA TIAPAKATW EXOVTAG UTIOYLY
TNV ETIWVULLA TOU CUYKEKPLUEVOU Egvodoyeiou.(1-6, 1= Aladwvw TIARPWG,
6=ZUPPWVW TIANPWG)

28. ‘Otav KATIOLOG AOKEL KPLTIKI TNV ETIWVULIA TOU CUYKEKPLEVOU Eevodoyeiou
ALoBAVOUAL VA PIE TIPOOBAAEL. *

Na ertonuaivetat povo pia EAAelyn.

Alapwvw TANPWS JUHPWVW TIANPWS

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 9/14
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3/30/22, 10:00 PM Epeuvidvag Tnv eTTppor TWwV XapaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIa OTNV IKa

Me ev3ladEpeL TTOAU TL OKEPTOVTAL OL AANOL YL TNV ETIWVULA TOU

29.
OUYKEKPLUEVOU Egvodoyeiou. *
Na ertonpaivetat povo pia EAAewyn.
1 2 3 4 5 6
Alapwvw TARPWG TUPPWVW TARPWGS
30. '‘Otav avadEpoual oTnV ETTWVULIA TOU CUYKEKPLLEVOU EEVodoyeiou
XPNOLLOTIOLW TIEPLOTOTEPO TO "gElS” TTapd To "autol”. *
Na erionuaivetat povo pia EAAen.
1 2 3 4 5 6
Alapwvw TANPWS SUHPWVW TARPWGE
31.  AoBAavopal TIG ETITUXIEG TNG ETIWVULIAG TOU CUYKEKPLLEVOU EEVOBOYEIOU oAV
OIKEG MOV ETILTUX(EG. *
Na ertonpaivetat povo pia EAAewyn.
1 2 3 4 5 6
Alapwvw TANPWS JUPPWVW TIANPWGS
32. '‘Otav KAToLoG ETALVEL TNV ETIWVULA TOU CUYKEKPLULEVOU Egvodoxeiou, TO

ALOBAVOUAL CAV TIPOCWITILKO KOTTALLEVTO. *

Na erionpaivetat povo pia EAAewyn.

Alapwvw TMARpwWS SUHPWVW TARPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTIpPON TWV XApaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

33.  Oragieg Lou KaL AUTEG TOU CUYKEKPLLEVOU Egvodoyeiou TauTtidovtadl. *

Na erionpaivetat povo pia EAAewyn.

Alapwvw TANPWS JUHPWVW TIANPWG

34.  Awbavopat va TauTi{opaL LE TO CUYKEKPLUEVO EgVodoyeio. *

Na eruonuaivetat povo pia EAAewyn.

Alapwvw TARPWS JUHEWVW TIANPWS

Emiotpodn katavalwtwv: Aei&te TTapakaiw 1o BaBPO OTOV OTIOI0 CUPDWVELTE
1 SLAPWVEITE PE TA TIAPAKATW EXOVTAG UTIOYLY TNV EUTIELPIA OAG OTO
OUYKEKPLUEVO EgvoBoxeio.(1-6, 1= KaBdhou anuavtikd, 6=MoAU GnuavTIKO)

35.  NuwbBw LKAVOTIOINUEVOG/-N ATTO TN YEVLKA EUTIELPLA LOU OTO CUYKEKPLULEVO

Eevodoyeio. *

Na erionpaivetat povo pia EAAewn.

Alapwvw TARPWG SUHPWVW TIANPWGS

36. Aev Exw Kapla avnouyia A TTapArovo yia TO CUYKEKPLULEVO Eevodoyeio. *

Na eronpaivetat povo pia EAAewyn.

Alapwvw TARPWS SUPHEWVW TIARPWGS

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 114
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTIpPON TWV XApaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...

37. ©a embupouoa TTONU VA ETILOTPEPW OTO CUYKEKPLUEVO Egvodoyeio. *

Na erionpaivetat povo pia EAAewyn.

Alapwvw TANPWS JUHPWVW TIANPWG

38. Oa mpodTEWVa O PIANOUG KAL CUYYEVEIG LOU VAL ETILOKETITOUV TO CUYKEKPLUEVO
Eevodoyeio. *

Na emonuaivetat povo pia EAAewyn.

Alapwvw TARPWGS SUPQWVW TIANPWGS

39. Aev Ba ETILOKETITW AANO EEVOBOYELO TTAPA LOVO AUTO, AV ETILOKETITW EAVA TO
310 pgpog. *

Na erionpaivetat povo pia EAAewyn.

Alapwvw TARPWG JUHPWVW TIANPWG

40. IkédTopal va eToTPEYW EAVA OTO CUYKEKPLUEVO EgVODOYELD. *

Na erionuaivetat povo pia EAAewyn.

Alapwvw TARPWS SUPHPWVW TIANPWS

Mapakalw ETUAEETE Uia ATt TIG TIAPAKATW ETILAOVEG.

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 12114
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41.  MNapakaiw uttodei&Te TNV €BVIKOTNTA 0ag. *
Na emtonuaivetat pévo pia EAAetyn.

EAANVIKD
Bpetavikn
leppavikn
FaAAKn
Pwaootkn
ApEPLKAVLKRA
AAo:

42. TMapakaiw uttodei&te To dUNO 0ag. *
Na eronuaivetat povo pia EAAeLyn.

Avbpag
[uvaika

Agv eTlBupw va anavtnow

43. TMapakaiw uttodel&Te TNV NAkia 0ag. *
Na emionpaivetat pévo pia EAAeLyn.

€we 18
19-25
26-40
41-55

) Avw Twv 55

https://docs.google.com/forms/d/15i2YLhjyc6nrgQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 13/14
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3/30/22, 10:00 PM EpeuvidvTag Tnv €TTpPON TWV XapaKTNPIOTIKWY TOU {EVODOXEIOU Kal TNG TAUTIONG TOU KATAVAAWTH HE TNV ETTWVUNIA OTNV IKA...
44, TMapakalw UTTOJEETE TO eKTIAUDEUTIKO 0ag eTtimedo. *
Na ertonuaivetat pévo pia EAAewyn.

Anogottog devtepopabylag eknaidevong
doltntng
ATO@OLTOG TpLTORABULAGg EKTIaidELONG

Kdtoxog petantuxtakou/dLdaktoptkol SIMAWHATOq

AuTo To Teplexopevo dev €xel dnuiovpyndel Kal dev £xeL eykptBei ano tnv Google.

Google

https://docs.google.com/forms/d/15i2YLhjyc6nrgQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 14/14
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3.Pretest (English version)

1117121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

Factors influencing customer
satisfaction,brand identification and
retention in 4* & 5* hotels in Greece; a
comparison between domestic and
foreign customers

Dear Participant,

As part of my postgraduate studies in “MSc in Marketing & Communication: Specialization
in International Marketing (PRIMA)" in “Athens University of Economics and Business”, a
survey is conducted titled “Factors influencing customer satisfaction,brand identification
and retention in 4* & 5* hotels in Greece; a comparison between domestic and foreign
customers”. The purpose of this research is to examine which are the factors (physical
surroundings & ambience,hospitality,hygiene attributes) that influence customer
satisfaction, create brand identification and lead to customer retention after all in 4* & 5*
hotels in Greece.

The questionnaire is designed to gather information and your participation in this study is
completely voluntary. The survey should take approximately 8-10 minutes to complete.
Observe the questionnaire carefully and answer all the questions that follow in the given
order as honestly, accurately and carefully as possible. All of the responses in this survey
will be recorded anonymously and will remain private. You do not have to write your name
anywhere in the questionnaire.

You have the right to withdraw your participation at any time without any consequence.
Please be aware that there are no right or wrong answers, your real personal opinion and
perspective is the one that matters.

Thank you in advance for taking the time to assist in the study and complete this
questionnaire.

Kind regards,
Diamanti Aristoula

Please choose one of the below answers.

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifie13z-U/edit 1712
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11/7/121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

1. Have you visited within the last year a 4* or 5* hotel in Greece?
Na emonuaivetat povo pia EAAewyn.

Yes

No

2. Have you stayed in the same hotel before?
Na emionuaivetat pévo pia EAAswyn.

Yes

No

Thinking about this specific hotel experience, please choose one of the

EVéTnTO pric below aswers.

TiTAO

3. Didyou travel...?
Na emonuaivetat pévo pia EAAswyn.

Alone
Couple
Family
Group
AMNAO:

4. Please indicate the purpose of your trip.
Na erionuaivetat povo pia EAAewyn.

Holidays
) Business

AANO:

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 2112
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Thinking about this specific hotel experience, please indicate your
. level of agreement with the following statements.
surroundlngs & (1-5, 1=totally disagree, 5= totally agree)

ambience

Hotel's physical

5. The hotel ‘s location was an important reason for choosing it.

Na eronuaivetat povo pia EAAewpn.

Totally disagree Totally agree

6. The hotel gave me the feeling that | am staying at a high-class luxury hotel.

Na entonpaivetat povo pia EAAewyn.

Totally disagree Totally agree

7. lwas very impressed with the hotel's architectural design.

Na ertonuaivetat yovo pia EAAewypn.

Totally disagree Totally agree

8. |was very impressed with the hotel's interior decorating.

Na ertonuaivetat povo pia EAAewyn.

1 2 3 4 5
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 312
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11/7/121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

9. The hotel had beautiful accommodation.

Na enionuaivetat povo pia EAAeLpn.

Totally disagree Totally agree

10. The hotel's rooms were equiped with everything | needed.

Na enonpaivetat povo pia EAAewypn.

Totally disagree Totally agree

11.  The atmosphere there made me feel welcome, comfortable and at ease.

Na ertonuaivetat povo pia EAAewpn.

Totally disagree Totally agree

12. | was very impressed with the hotel's restaurant and entertainment facilities.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

Thinking about this specific hotel experience, please indicate your level of agreement
with the following statements.

Hospitality (1-5, 1=totally disagree, 5= totally agree)
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 4112
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11/7/121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

13. The hotel's employees were friendly, cheerful, polite, and responsive.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

14. The hotel's employees always made me feel very important.

Na enonpaivetat povo pia EAAewypn.

Totally disagree Totally agree

15.  The hotel's employees communicated well and were good listeners.

Na ertonuaivetat povo pia EAAewpn.

Totally disagree Totally agree

16. The hotel's employees were able to anticipate my unmet needs.

Na entonuaivetat povo pia EAAewyn.

1 2 3 4 5
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 5/12
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11/7/121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

17. The hotel's employees created a special mood of comfort and relaxation.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

Thinking about this specific hotel experience, please determine your level of
Hygiene importance to the following statements.

. (1-5, 1=not at all important, 5= very important
attributes HE )

18. | consider... that a hotel washes its laundry using antibacterial products and
practices (i.e., towels, bed covers, blankets and pillows).

Na entonuaivetat povo pia EAAewpn.

Not at all important Very important

19. | consider ... that a hotel cleans in room-facilities using disinfectants.

Na entonuaivetat povo pia EAAewyn.

Not at all important Very important

20. | consider ... that the rooms in a hotel are equipped with special air cleaners to
prevent aerosol infections.

Na emonuaivetat povo pia EAAewyn.

1 2 3 4 5
Not at all important Very important
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 6/12
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11/7/121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

21. | consider ... that a hotel uses disinfectants cleaning restaurant facilities.

Na enionuaivetat povo pia EAAewpn.

Not at all important Very important

22. | consider ... that the hotel staff receives at least one health check-up per year.

Na ertonuaivetat povo pia EAAewpn.

Not at all important Very important

23. | consider ... that the hotel staff meticulous wash and disinfect their hands.

Na enionuaivetat povo pia EAAewyn.

Not at all important Very important

Thinking about the hotel’s brand name please indicate how much you agree
or disagree with each of the following statements.
Brand (1-5, 1=totally disagree, 5= totally agree)

|dentification

Customer-

24.  When someone criticizes the hotel's brand, it feels like a personal insult.

Na erionuaivetat povo pia EAAewypn.

1 2 3 4 5
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 712
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25. lam very interested in what others think about the hotel's brand.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

26. When | talk about the hotel's brand, | usually say "we" rather than "they".

Na entonuaivetat povo pia EAAetyn.

Totally disagree Totally agree

27. The hotel's brand’s successes feel like my successes.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

28. When someone praises the hotel's brand, it feels like a personal compliment.

Na entonuaivetat povo pia EAAewpn.

Totally disagree Totally agree

Thinking about this specific hotel experience, please indicate your level of
Customer agreement with the following statements.

. 1-5, 1=totally disagree, 5= totally agree
retention ( Y g y agree)

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 8/12
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11/7/121, 12:46 PM Factors influencing customer satisfaction,brand identification and retention in 4* & 5* hotels in Greece; a comparison betwe...

29. | would love to come back to that hotel.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

30. [lidentify myself with that hotel.

Na entonuaivetat povo pia EAAeLyn.

Totally disagree Totally agree

31. I would tell my friends and relatives to come to that hotel.

Na ertonuaivetat povo pia EAAewpn.

Totally disagree Totally agree

32. | will not go to any other hotel but this one if | visit the same location again.

Na entonuaivetat povo pia EAAewyn.

1 2 3 4 5
Totally disagree Totally agree
https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 9/12
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33. I may consider returning to that hotel again.

Na entonuaivetat povo pia EAAewyn.

Totally disagree Totally agree

34. My values and those of that hotel are very similar.

Na enonpaivetat povo pia EAAewypn.

Totally disagree Totally agree

35. | do not have any concerns or complaints about that hotel.

Na ertonuaivetat povo pia EAAewpn.

Totally disagree Totally agree

Please choose one of the below answers.

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 1012
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36. Please indicate your nationality.
Na emonuaivetat pévo pia EAAewyn.

Greek
British
German
French
Austrian
Belgian
American

AAAO:

37. Please indicate your sex.
Na emonuaivetat pévo pia EAAetyn.

Female
Male

Prefer not to say

38. Please indicate your age.
Na emonuaivetat pévo pia EAAetyn.

Upto18
19-25
26-40
41-55

over 55

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 1112
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39. Please indicate your level of education.
Na emonuaivetat pévo pia EAAewyn.

High school graduate
Student
University graduate

Msc/Ma/PhD graduate

AUTO TO TIEpLEXOHEVO BEV £XEL dnpLlovpynBel Kal bev €xel eykplOei and tnv Google.

Google

https://docs.google.com/forms/d/1S0cL9XtoSBFhAM92Vonkucv8afCc5JASk-Ifje13z-U/edit 12112
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4 .Pretest (Greek version)

11/7/21, 12:44 PM MapayovTeg TIou £TTNPEAIOUV TNV IKAVOTTOINaT), TNV TAUTION PE TV ETTWVUIA Kol TNV £TIOTPo@n ot 4* & 5* {evodoxeia otny ...

[apAyovTeg TIoL ETINPEAZOLY THV
IKQVOTTOINON, TNV TAVTION PE TNV
ETIWVLMIA KQI TRV ETUOTPOY o€ 4* & 5*
Eevodoxeia oTnv EANGDA - oLyKkpIon
METAEL EYXWPIWV KAl EEVWV
KATAVAAWTWV

AyannTé/n ZupdeTexovta/ovaoaq,

S tamAaiola Tov peTantuxtakoL mpoypdppatog “MSc in Marketing & Communication:
Specialization in International Marketing (PRIMA)” oTo Otkovopiko Mavemotipio ABnvwy
(0ONA), dte€ayw pia dnpookomnon pe B€pa «Mapdyovieg mou ennpedlouvyv TNV
LKavoTmoinaon, TNV TauTLon Pe TNV EMWVLPLa Kal TV eMOTpoyr| oe 4* & 5* Eevodoyeia
otnv EANASa - cbykplon PETagL eyxwpLlwy Kat EEVWY KaTtavaAwTwy». ZKOMoOG TNG
dnpookomnnong eivat va peAeTiBoLV oL tapayovTeg (Puotko TeptBdiAov & atpoopalpa,
pLAogevia, XapaKTNPLOTIKA VYLELVIG) TIOU EMNPEACOLV TNV LKAVOTIOINON TWV MEAATWY,
dnuLoupyoLY TAUTLON AUTWY PE TNV EMWVLPLA Tou EEVodoXeLOL KL EV TEAEL ETILOTPOYN
avtwy oto idlo evodoxeio 4*/5* otnv EAAGda. .

To epwTNHATOAOYLO TIOU aKOAoULBEL €xel oxedlaoTel woTe va cUAAeXBOULV Ta anapaitnTa
dedopgva Kal n CUPPETOXN oag otnv €peuva eival evieAwg eBelovTikn. H dtadikacia
ouUTARPwWoNG Ba dlapkéoel epimou 8-10 Aemttd. MNapakaAw anMavINoTE OTIG EPWTNHOELG
TIOU AKOAOULBOULV UE TN oeLpd TIOL Ttapatibevtal Kat e 600 PeYAALTEPN TiPocoXH,
akpifeta kat elkikpivela yivetal. OAeg ol TAnpoopieg mov Ba pag mapexete 6a
TIAPAPEIVOUV AVWVUHEG KAl EPTILOTEVTIKEG. AEV XpELALETAL VA YPAYETE TIOLBEVA TO
ovopd oag 0To EpWTNHATOAOY!LO.

‘ExeTe 10 dlkaiwpa va anoyxwproeTe OnoladimoTe OTLyHn Xwpig Kapia anoAvTwg
enintworn. MapakaAw va BupdoTe WG Sev LTIAPXOLY CWOTEG Kal AdBog anavInoeLg.
AuTé Tou €XeL onpacia eival N MPAyHaTIK MPOCWTILKN 0ag YVwHN Kat avtiAnyn.

Euxaplotw mpokataBoALKd yla To Xpovo odg Kat TV mpobupia 6ag va CUHPETEXETE OTNV
€PELVA KAL VA CUPTIANPWOETE TO TAPOV EPWTNHATOASYLO.

Me ektipnon,

Alapdvtn AplotoUAa

MapakaAw eTUAEETE pia anod TIq MapakatTw eMAOYEG.

https://docs.google.com/forms/d/15i2Y LhjycénrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 112
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1. 'EXETE ETUOKETITEI TOV TEAELTAIO £va XPOVO 4* 1] 5* Eevodoxeio oTnv EAAGDQ;
Na emonuaivetat pévo pia EAAetyn.

Nat

Ooxt

2. Exete peivel o1o id10 EgvodoxXegio 0TO TIAPEABOV;
Na eronpaivetat pévo pia EAAeLyn.

Nat

Oxt

MNapakaAw eMAEETE Pia amd TIG MapaKATW ETUAOYEG £€XOVTAG UTIOYLY TNV EPTELpia 0ag 0TO EV AOyw
gevodoyeio.

3. Ta&idcyare ...;
Na emonpuaivetat povo pia EAAetyn.

Movog

Me clOvTpopo
Me otkoyévela
Me ykpout

ANAo:

4. YTodeiETe TTAPAKAAW TOV OKOTIO TOL TagISIoL OaG.
Na eronpaivetar pévo pia EAAeLpn.

AlakoTmég
EnayyeApatikd tagidt

) ANAO:

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 2112
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. . Aeigte mapakaiw to BabUo 6Tov onoio CUPPWVELTE I} Slapwveite pe
Duoikd TtepIBAAOV TA MAPAKATW EXOVTAG LTIOYLY TNV ENTELPLA GAg GTO £V AdYW

< Eevodoyeio.
& GTpOO(pIOIpCI (1-5, 1= Alapwvw TARPWS, 5=ZVPPWVW TARPWG)
Eevodoxeiov

5.  HrtomoBeoia Tou Eevodoxeiovu LTINPEE Evag GNUAvVTIKOG AOYOG YIA VA TO ETUAEEW.

Na erionuaivetat povo pia EAAewyn.

Ala@wVvw TARPWS JUHPWVW TIANPWS

6. To &evodoxeio pov EdwaOE TNV AiCONON TIWG HEVW O€ £Va TIONUTEAEG EEVOBOXEIO.

Na emonpaivetat povo pia EAAetyn.

Alapwvw MARPWS JUHPWVW TIANPWG

7. O apXITEKTOVIKOG OXESIAOUOG TOL EEVODOXEIOL PE EVOOLTIAOE.

Na erntonpaivetat povo pia EAAetyn.

Alapwvw TARPWGE ZUPPWVW TIANPWG

8. HeowTtepikr diakdopnon Tou £evodOXEioL UE EVOOLTIACTE.

Na emionpaivetat povo pia EAAetyn.

AlapwVvw TIANPWGE ZUHPWVW TIANPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit
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9. To Eevodoxeio eixe dpopPa dwUATIA.

Na entionuaivetat yévo pia EAAetyn.

Alapwvw MARPWS JUHPWVW TIANPWG

10.  Ta dwudTia ToL EEVODOXEIOL NTAV EEOTIANICUEVA PE OAA OCA XPEIAZOUOLV.

Na enionpuaivetat povo pia EAAewyn.

Alapwvw TARPWS JUHQWVW TARPWG

11.  HaTtpoo@aipa Tou EgVodoXeiovu Pe EKAVE va aloOavOw AveTa Kal EVTIPOCDEKTA.

Na entonpaivetat povo pia EAAewyn.

Alapwvw TARpWGS JUHPWYW TARPWG

12.  O1xwpol eaTiaong kai diaokEdaong Tov £evodoxeiov PE EvOouaiacav.

Na entonuaivetat pyovo pia EAAewyn.

Alapwvw TARPWG SUHPWVW TARPWGS

AeigTe mapakaAw To Babpo oTOV OToio CUHPWVEITE ) SlaPwveiTe Pe TA MAPAKATW
£€X0VTag LUTIOYLY TNV EPTELpia oag oTo ev Aoyw evodoxeio.

DiINoevia (1-5, 1= Ata@wvw TARPWE, 5=XUHEWVE TARPWG)
https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 4/12
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13.  O1gpyazdpevol Tou Eevodoxeiou PINIKOI, ELDIAOETOI, ELYEVIKOI KAl EELTINPETIKOI

Na ernitonuaivetat povo pla EAAewyn.

Alapwvw TANPWGS ZUHQWVW TARPWG

14.  O1 gpyagopevol TOL EEVOBOXEIOL TIAVTA PE EKAVA VA AICOAVOPAl CNUAVTIKOG/T.

Na enionpuaivetat povo pia EAAewyn.

Alapwvw TARPWS JUHQWVW TARPWG

15.  O1 gpyazopevol ToL EeVOSOXEIOL ETUIKOIVWYVOLOAV KAAG Kal AKOLYAV HIE
T(POOCOXT).

Na entonuaivetat yovo pia EAAewyn.

Alapwvw TARpWS JUHPWYW TARPWES

16.  O1 gpyazopevol ToL EEVOSOXEIOL UTIOPOVOAV VA IKAVOTIOINCOLY OTIOIAdATIOTE
eTuOLYIa pov.

Na ernionuaivetat povo pla EAAewyn.

Alapwvw TARpwG YUHQWVW TARPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 5/12
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17.  O1gpyazdpevol Tou Egvodoxeiov dnuiovpyoLoav £va eEAIPETIKO KAipa dveong
Kal XaAdpwongc.

Na erionuaivetat povo pia EAAewyn.

Alapwvw TARpWS JUHQWVW TARPWG

YrnodeifTe mapakaAw To EMIMESO GNUAVTIKOTNTAG yla EGAG, £XOVTAG UTIOYLY

XapakTnpIoTIKA TNV epTElpia oag oTo ev Aoyw Eevodoxeio.
, (1-5, 1= Ka®dAov onpavtiko, 5=MoAd onpavtiko)
LYIEIVAG

18. Oewpw ... TO EeVOdoXEiIO va XpNOIYOTIOIEI avTIBAKTNPIAKA TIPOoIovVTa Kal
TIPAKTIKEG OTO TIAUGIUO TOUL IATIOMOUV TOUL (TU.X., TIETOETEG, CEVTOVIQ).

Na entonuaivetat pyovo pia EAAewyn.

KaBoAov onpavtiko oAU onpavTtiko

19. OewpWw ... TO EEVODOXEIO VA XPNOIUOTIOIEI ATIOAVUAVTIKA TIPOIOVTA OTOV
KOBOAPIOHO TWV dWUATIWV.

Na eritonuaivetat pyovo pla EAAewyn.

1 2 3 4 5
KaBoAov onpavtiko MoAUL onpavtiko
https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 6/12
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20. OewpPW ... Ta dwudaTia Tov Eevodoxeiov va gival EEOTIONOICUEVA PE €IDIKOVG
KABAPIOTEG AEPOG TIOL ATIOTPETIOLY AEPOAVHATIKEG HOAOVOEIG,.

Na erionuaivetat povo pia EAAewyn.

KaBoAouv onpavtiko MMoAD onpavtiko

21. OewpWw ... TO EEVODOXEIO VA XPNOIPOTIOIET ATTOAVUAVTIKA YIa VA KaBapizel TOLG
XWPOULG TWV ECTIATOPIWV.

Na emtonuaivetat pévo pia EAAewyn.

KaBoAou onpavtiko MoAL onuavtiko

22. OswpPW ... TO TIPOOWTIIKO TOL EEVODOXEIOL VA LTIOKEITAI TOLAGXICTOV Hia pOopPd
TOV XPOVO O€ YEVIKO 1ATPIKO EAEYXO.

Na emonpuaivetat povo pia EAAetyn.

KaBoAouv onpavtiko MoA0 onpavtiko

23. OewpPW ... TO TIPOCWTUKS TOL EEVODOXEIOL VA TIAEVEI KAl VA ATIOAVUEVE!
TIPOOEKTIKA TA “XEPIA TOU.

Na emionuaivetat pyovo pia EAAewyn.

1 2 3 4 5
KaBoAov onpavtiko [MoAL onpavtiko
https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 7112
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. i Aei€te mapakaAw to BaBuo oTov omnoio CUPPWVELTE 1) Slapwveite
TavTion KaTavaAwTn HE TA APAKATW €XOVTAG LTIOYLV TNV EMWVUHIA TOL €V AOYW

€ TNV Eevodoxelakn gevoboxeiov.
HE ™ a n (1-5, 1= Alapwvw MARPWGE, 5=ZVPPEWVW TARPWGS)
ETIWVLHIQ

24. OTtav KATIOI0G AOKE( KPITIKH OTNV ETIWVLHIa TOL EeVODOXEIOL, TO alIoOAavoual WG
T{POCWTLIKN) T(POCBOAN.

Na entonpaivetat yovo pia EAAewyn.

Alapwvw TARPWS SUHQWVW TARPWG

25. Mg evdia@EpEl TIOAD TI OKEQTOVTAI OI AANOI YIa TNV ETIWVLIA TOL EEVOBOXEIOU.

Na emuonpuaivetat povo pia EAAetyn.

Alapwvw TARPpWGS JUHPWYVW TARPWG

26. Otav avagEpopal oTnV ETIWVLHIA TOL EEVODOXEIOL XPNCIHOTIOIW TIEPICCOTEPO
TO "epEig" Ttapd 1o "avToi.

Na entonuaivetat povo pia EAAewyn.

1 2 3 4 5
Alapwvw TANPwWG JUHQWVW TANPWG
https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 8/12
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27. Ai06dvopal TIG ETUTLXIEG TNG ETIWVLHIAG ToL Eevodoxeiov oav BIKES POV
ETUTLXIEC.

Na erionuaivetat povo pia EAAewyn.

Alapwvw TARpWS JUHQWVW TARPWG

28. OTtav KATIOIOG ETIAIVEI THV ETIWVLUIA TOL EEVOBOXEIOL, TO AICOAVOUal cav
T{POCWTUKO KOTIAIJEVTO.

Na entonuaivetat pyovo pia EAAetyn.

Alapwvw TANPWS JUHQWVW TANPWG

YnodeigTe mapakaAw To eMinedo onUavTIKOTNTAG yla E0AG, £XOVTAG LTIOYLY

ET[IOTpO(pﬁ TNV EUNELpia 0ag 0To €V AOYyw Eevodoxeio.
, (1-5, 1= KaBoAou onpavtikd, 5=MoAb onpavTiko)
KATavVaAWTWV

29. ©a etudvPoOLOA TIOAD VA ETUCTPEWW CTO £V AOYW EEVODOXEIO.

Na enionpuaivetat povo pia EAAewyn.

Alapwvw TARPWGS ZUHPWVW TARPWG

30. Aic©dvoual va TauTizopal PeE TO eV AOYw Eevodoxeio.

Na entonuaivetat povo pia EAAewyn.

1 2 3 4 5
Alapwvw MARpwWS JUHQWVW TARPWG
https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 9/12
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31. ©aTmpdTIiva g PIAOLG KAl GLYYEVEIG POV VA ETUICKETITOLV TO £V AOYyW
Eevodoxeio.

Na erionuaivetat povo pia EAAewyn.

Alapwvw TARpWS JUHQWVW TARPWG

32.  Aev Ba eTUOKETITW AANO EeVODOXEIO TIAPA POVO AUTO, AV ETUCKETITW Eava TO
id10 pEPoQ.

Na emtonuaivetat pévo pia EAAewyn.

Alapwvw TARpWG JUPHPWVW TARPWGS

33.  ZKEPTOPAI Va ETUCTPEPW EAVA OTO £V AOYW EEVODOXEIO.

Na enionuaivetat povo pia EAAewyn.

Alapwvw TARPWES JUHPWYVW TARPWES

34. Or1agieg Pou Kal aLTEG TOL £V AOYW EEVODOXEIOL TAVTIZOVTA.

Na ernionuaivetat povo pla EAAewyn.

Alapwvw TARpwG YUHQWVW TARPWG

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 10/12
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35.  Aev €xw kapia avnouxia r) TtapdaTiovo yia To eV Adyw Eevodoxeio.

Na ernitonuaivetat povo pla EAAewyn.

Alapwvw TARpwS JUHQWVW TARPWG

MNapakaAw eTUAEETE Pia amd TIG MAPAKATW ETUAOYEG.

36. [apakaAw LTTOBEIETE TNV €BVIKOTNTA OAG.
Na emonuaivetat pévo pia EAAeyn.

EAANNVLIKN
Bpetavikn
leppavikn
FaAAKA
AvoTplakn
BeAykn
ApEpLKAVLKD

ANAo:

37. TNapakahw LTTOBEIETE TO YUAO OAG.

Na ertonuaivetat povo pia EAAeyn.

Avdpag
luvaika

) Aev eTlBupw va anavtnow

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 1112
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38. TMapakaiw vTtodei€Te TNV NAIKIa 0AG.
Na emonuaivetat pévo pia EAAeyn.

€wg 18
19-25

) 26-40
41-55

avw Twv 55

39. TMapakakw LTTOBEIETE TO EKTIAIBEVTIKO OAG ETUTIESO.

Na emonuaivetat pévo pia EAAewyn.
Anogoltog deutepofdbuLag eknaidbevong
dortnTtng
Anégoltog TpitoBdabutag eknaidevong

Kdtoxog HeTAmTuXLaKOu/S16AKTOPLKOL SIMAWHATOG

AuTo To epLEXOpEVO dev Exel dnulovpynBel Kat dev €xet eykpiBel and tnv Google.

Google

https://docs.google.com/forms/d/15i2YLhjyc6nrqQLzDIWDNbaRy_3neYZdWgb75maRDeo/edit 12112
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5. Respondents’ profile — SPSS output
i. Gender

Statistics
Please indicate your sex.
N Valid 318

Missing 0

Please indicate your sex.

Cumulative
Frequency Percent Valid Percent Percent

Valid male 130 40,9 40,9 40,9

female 183 57,5 57,5 98,4

prefer not to say 5 1,6 1,6 100,0

Total 318 100,0 100,0

ii. Age
Statistics

Please indicate your age.
N Valid 318

Missing 0

Please indicate your age.
Cumulative
Frequency Percent Valid Percent Percent

Valid 19-25 75 23,6 23,6 23,6

26-40 155 48,7 48,7 72,3

41-55 34 10,7 10,7 83,0

over 55 54 17,0 17,0 100,0

Total 318 100,0 100,0

iii. Education
Statistics

Please indicate your level of
education.
N Valid 318
Missing 0
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Please indicate your level of education.

Cumulative
Frequency Percent Valid Percent Percent

Valid high school graduate 42 13,2 13,2 13,2

student 13 4,1 4,1 17,3

university graduate 140 44,0 44,0 61,3

Msc/Ma/Phd graduate 123 38,7 38,7 100,0

Total 318 100,0 100,0

iv. Nationality
Statistics

Please indicate your nationality.
N Valid 318

Missing 0

Please indicate your nationality.
Cumulative
Freguency Percent Valid Percent Percent

Valid Greek 186 58,5 58,5 58,5

Norwegian 3 9 9 59,4

Polish 6 1,9 1,9 61,3

Sweedish 6 1,9 1,9 63,2

British 15 4,7 4,7 67,9

German 24 7,5 7,5 75,5

French 23 7,2 7,2 82,7

Italian 11 3,5 3,5 86,2

Jewish 14 4.4 4.4 90,6

American 8 2,5 2,5 93,1

Chinese 14 4.4 4.4 97,5

Russian 8 2,5 2,5 100,0

Total 318 100,0 100,0
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6. Hotel guests’ profile — SPSS output

i Hotel category

Statistics
Have you visited within the last

year a 4* or 5* hotel in Greece?

N Valid 318
Missing 0
Mode 1

Have you visited within the last year a 4* or 5* hotel in Greece?

Cumulative
Frequency Percent Valid Percent Percent
Valid 4 stars hotel 177 55,7 55,7 55,7
5 stars hotel 141 44,3 44,3 100,0
Total 318 100,0 100,0
ii. Purpose of the trip
Statistics
Please indicate the purpose of
your trip.
N Valid 318
Missing 0
Mode 1
Please indicate the purpose of your trip.
Cumulative
Frequency Percent Valid Percent Percent
Valid  holidays 286 89,9 89,9 89,9
business 32 10,1 10,1 100,0
Total 318 100,0 100,0
iii.  Type of guest
Statistics
Did you travel ... ?
N Valid 318
Missing 0
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Mode 2

Did you travel ... ?

Cumulative
Frequency Percent Valid Percent Percent

Valid alone 39 12,3 12,3 12,3

couple 167 52,5 52,5 64,8

family 53 16,7 16,7 81,4

group 59 18,6 18,6 100,0

Total 318 100,0 100,0
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7. Correlation analysis — SPSS output

Bootstrap Specifications

Sampling Method Simple

Number of Samples 5000
Confidence Interval Level 95,0%
Confidence Interval Type Bias-corrected and

accelerated (BCa)

Correlations
Brand
Ambien Hospital Hygiene identific Satisfati Retenti
ce ity attribute  ation on on

Score Score s Score  score score Score

Ambience Pearson Correlation 1 ,768™ ,751™ AT3™ 774 ,769™
Score Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000
N 318 318 318 318 318 318
Bootst Bias 0 ,000 -,001 ,000 -,001 -,001
rap®  Std. Error 0 ,023 ,025 ,044 ,025 ,023
BCa 95% Lo . 717 ,696 ,380 ,719 ,718

Confidence wer
Interval Up . ,812 , 796 ,559 ,820 ,813

per
Hospitality Pearson Correlation , 768" 1 ,768™ ,510" 744" 773"
Score Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000
N 318 318 318 318 318 318
Bootst Bias ,000 0 -,002 -,001 ,000 -,001
rap®  Std. Error ,023 0 ,029 ,039 ,025 ,026
BCa 95% Lo 717 . ,706 428 ,691 714

Confidence wer
Interval Up ,812 . ,817 ,583 ,793 ,821

per
Hygiene Pearson Correlation , 751" ,768" 1 474" ,688" ,690™
attributes Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000
Score N 318 318 318 318 318 318
Bootst Bias -,001 -,002 0 ,000 -,002 -,002
rap® Std. Error ,025 ,029 0 ,041 ,036 ,043
Lo ,696 ,706 . ,388 ,613 ,599

wer
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BCa 95% Up , 796 ,817 . ,549 ,751 , 763
Confidence per
Interval
Brand Pearson Correlation AT73” ,510™ AT74™ 1 ,510™ A54™
identification  Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000
score N 318 318 318 318 318 318
Bootst Bias ,000 -,001 ,000 0 ,000 ,000
rap®  Std. Error 044 ,039 ,041 0 ,038 ,040
BCa 95% Lo ,380 428 ,388 . 429 371
Confidence wer
Interval Up ,559 ,583 ,549 . ,584 ,529
per
Satisfation Pearson Correlation 774 744™ ,688™ ,510™ 1 ,888™
score Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000
N 318 318 318 318 318 318
Bootst Bias -,001 ,000 -,002 ,000 0 ,000
rap® Std. Error ,025 ,025 ,036 ,038 0 ,012
BCa 95% Lo , 719 ,691 ,613 429 . ,861
Confidence wer
Interval Up ,820 , 793 , 751 ,584 . 911
per
Retention Pearson Correlation , 769 773 ,690™ 454" ,888™ 1
Score Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000
N 318 318 318 318 318 318
Bootst Bias -,001 -,001 -,002 ,000 ,000 0
rap® Std. Error ,023 ,026 ,043 ,040 ,012 0
BCa 95% Lo ,718 714 ,599 371 ,861
Confidence wer
Interval Up ,813 ,821 , 763 ,529 911
per

**_Correlation is significant at the 0.01 level (2-tailed).

b. Unless otherwise noted, bootstrap results are based on 5000 bootstrap samples
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8. Multiple linear regression analysis — SPSS output

Customers’ Satisfaction

Bootstrap for Coefficients

Bootstrap?

BCa 95% Confidence

Std. Sig. (2- Interval

Model B Bias Error tailed) Lower Upper

1 (Constant) -,438 -,004 ,263 ,094 -,934 ,049
Ambience Score ,623 ,000 ,079 ,000 ,458 776
Hospitality Score ,285 -,002 ,063 ,000 ,164 ,402
Hygiene attributes , 126 ,003 ,077 ,094 -,014 ,282
Score
Brand identification ,106 -,001 ,031 ,001 ,045 ,164
score

2 (Constant) ,463 ,031 ,368 ,206 -,316 1,290
Ambience Score ,682 ,005 ,078 ,000 ,527 ,856
Hospitality Score 322 -3,177E- ,062 ,000 ,196 ,443

6

Hygiene attributes -,013 -,006 ,081 ,868 -,158 ,126
Score
Brand identification ,126 -,003 ,033 ,000 ,064 ,182
score
gender -,063 -,001 ,078 421 -,216 ,082
agel -,550 -,005 ,088 ,000 -, 717 -,398
age2 -,812 -,005 ,145 ,000 -1,114 -,543
educational levell ,167 -,009 ,314 ,573 -,516 ,756
educational level2 -,096 -,004 ,143 ,502 -,368 ,163
nationality -,120 -,005 ,119 ,308 -,351 ,096
Hotel category -,018 -,005 ,070 ,798 -,149 ,104
Type of guestl -,058 -,004 ,126 ,644 -,312 ,178
Type of guest2 -,234 -,001 ,160 ,139 -,550 ,075
Type of guest3 -,030 -,010 ,139 ,824 -,297 ,218

a. Unless otherwise noted, bootstrap results are based on 5000 bootstrap samples
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Customer’s Retention

Bootstrap for Coefficients

Bootstrap?
95% Confidence
Std. Sig. (2- Interval

Model B Bias Error tailed) Lower Upper

1 (Constant) -1,045 ,001 ,336 ,002 -1,696 -,312
Ambience Score ,563 ,001 ,074 ,001 ,420 ,705
Hospitality Score ,505 -,005 ,080 ,001 ,343 ,652
Hygiene attributes 111 ,004 ,102 ,255 -,067 347
Score
Brand identification ,032 -,001 ,034 ,354 -,039 ,096
score

2 (Constant) -,258 ,041 ,361 478 -,922 ,537
Ambience Score ,528 ,004 ,067 ,001 ,403 ,665
Hospitality Score ,571 -1,715E-6 ,076 ,001 421 722
Hygiene attributes ,012 -,007 ,092 ,895 -,166 ,201
Score
Brand identification ,106 -,001 ,036 ,006 ,034 174
score
gender ,224 ,004 ,083 ,008 ,061 ,389
age -,336 -,012 ,109 ,006 -,575 -,132
age -,684 -,017 ,120 ,001 -,928 -,460
educational level ,618 -,016 ,325 ,052 -,062 1,218
educational level ,069 -,006 ,114 ,530 -,154 ,291
nationality -,507 -,011 ,111 ,001 -, 725 -,297
Hotel category -,060 -,001 ,074 ,405 -,215 ,086
Type of guest -,158 -,003 147 ,305 -,441 117
Type of guest -,500 ,005 ,165 ,005 -,826 -,180
Type of guest -,119 -,005 ,149 ,429 -,445 ,149

a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples
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Customer Retention with satisfaction added in the model

Bootstrap for Coefficients

Bootstrap?
95% Confidence
Std. Sig. (2- Interval

Model B Bias Error tailed) Lower Upper

1 (Constant) -,721 ,001 ,217 ,003 -1,145 -,296
Ambience Score ,102 ,003 ,073 ,178 -,039 ,246
Hospitality Score ,294 -,005 ,068 ,001 ,146 ,420
Hygiene attributes ,018 ,002 ,062 , 787 -,098 ,143
Score
Brand identification -,047 ,000 ,027 ,092 -,100 ,007
score
Satisfation score ,739 -,001 ,044 ,001 ,651 ,824

2 (Constant) -,601 -,002 ,229 ,009 -1,043 -,155
Ambience Score ,022 ,001 ,079 , 797 -,139 174
Hospitality Score ,333 -,004 ,070 ,001 ,186 ,453
Hygiene attributes ,022 ,000 ,054 , 723 -,076 ,128
Score
Brand identification ,012 ,001 ,026 ,664 -,038 ,065
score
Satisfation score , 741 ,002 ,052 ,001 ,636 ,838
gender 271 ,007 ,066 ,001 ,156 ,407
age ,072 -,003 ,081 377 -,098 ,231
age -,082 -,007 ,092 374 -,273 ,092
educational level ,495 ,005 ,166 ,002 ,151 ,810
educational level ,141 ,000 ,103 , 170 -,064 ,348
nationality -,418 -,002 ,074 ,001 -,571 -,283
Hotel category -,047 ,005 ,048 ,357 -,133 ,052
Type of guest -, 115 8,461E-5 ,109 ,287 -,331 ,105
Type of guest -,327 ,011 ,126 ,009 -,563 -,069
Type of guest -,097 ,003 ,107 ,357 -,302 , 111

a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples
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9. Mediation analysis — SPSS output

i. Physical surroundings & ambience

Model

coeff se t
constant -,0424 , 22277 -,1906
PS AMB 1,0326 , 0475 21,7445

p LLCI
, 8490 -,4805
,0000 , 9392

ULCI
, 3956
1,1261

R R R I b e I b e S b S b I S b I S b S S I S b I S S I b e S b I IR S b S 2R S b S S S b S S b S I I S I b S b S 2b S 2

OUTCOME VARIABLE:
RET

Model Summary

R R-sqg MSE F dfl df2
P
, 8972 , 8050 , 3173 650, 3856 2,0000 315,0000
,0000
Model
coeff se t P LLCI
constant -,5407 , 1706 -3,1698 ,0017 -,8763
PS AMB , 2995 , 0575 5,2101 ,0000 ,1864
SAT , 7996 , 0431 18,5541 ,0000 , 7148

Frxxxxxxxxxxxxxxx*x DIRECT AND INDIRECT EFFECTS

Direct effect of X on Y

OF X ON

Effect se t o) LLCI ULCI
, 2995 , 0575 5,2101 ,0000 , 1864 , 4125
Indirect effect(s) of X on Y:
Effect BootSE BootLLCT BootULCT
SAT , 8256 , 0601 , 7026 , 9417
ii. 2. Hospitality
Model
coeff se t P LLCI
constant , 6532 ,2098 3,1131 ,0020 , 2404
HOSP , 8444 , 0427 19,7922 ,0000 , 7604

ULCI
-,2051
, 4125
, 8843

Y kkkhkhkkkhkhkkkhkhkkkhkhkkkk Kk

ULCT
1,0660
, 9283

R R e A b e S b A S b S b I S b i S b B S S S S R S S S S e S S e S IR S b S IR S b I S b I S R I A b S S R S S SR A S S 2 b 2 d i

OUTCOME VARIABLE:
RET

Model Summary
R R-sqg MSE

P
, 9036

, 0000

, 8165 ;2986

[149]

700,9355

F dfl df2

2,0000 315,0000

Investigating the influence of hotel attributes and customer-brand identification on customer
satisfaction and retention in 4*&5* hotels in Greece; a comparison between domestic
and foreign customers | Diamanti Aristoula



Athens University of Economics and Business, 2020 — 2022
M.Sc. in Marketing & Communication - Specialization in International Marketing (PR.I.MA)

Model

coeff se t p LLCI ULCI
constant -,5192 ;1499 -3,4628 , 0006 -,8142 -,2242
HOSP , 3131 , 0449 6,9680 , 0000 ;2247 , 4016
SAT , 7681 , 0396 19,3975 , 0000 , 6902 , 8460

kA Kk hkhkkhkkkhkkhkkhkk DIRECT AND INDIRECT EFFECTS OF X ON Y Ak kA kk kA khhkkhkkhik

Direct effect of X on Y
Effect se t o) LLCI ULCI
, 3131 , 0449 6,9680 , 0000 , 2247 , 4016

Indirect effect(s) of X on Y:

Effect BootSE BootLLCI BootULCI
SAT , 6486 , 0444 , 5672 , 740

iii. Hygiene attributes

Model

coeff se t p LLCI ULCI
constant -,5335 ;1851 -2,8823 , 0042 -,8977 -,1693
HYG ATT ;2264 , 0522 4,3330 , 0000 ;1236 ;3292
SAT , 8600 , 0380 22,6050 , 0000 , 7851 , 9348

kAkkkhk Ak kA kA khkkhkk DIRECT AND INDIRECT EFFECTS OF X ON Y khkkkhk Ak kA kA khkkhk

Direct effect of X on Y
Effect se t P LLCI ULCI
, 2264 , 0522 4,3330 , 0000 , 1236 , 3292

Indirect effect(s) of X on Y:

Effect BootSE BootLLCI BootULCI
SAT , 8123 , 0509 , 7061 , 9070

iv. Customer-brand identification

Model

coeff se t P LLCI ULCI
constant , 0187 , 1385 , 1351 , 8926 -,2538 ;2912
CBI , 0018 , 0303 , 0602 ;9521 -,0578 , 0615
SAT , 9724 , 0330 29,4235 , 0000 , 9073 1,0374

khkkhkhkkhkhk Ak Ak khkhkkhk*k DIRECT AND INDIRECT EFFECTS OF X ON Y kkhkkkhkkkhkhkkhkkhkhkkhkkhkhkkkh*k

Direct effect of X on Y
Effect se t o) LLCI ULCI
,0018 ,0303 , 0602 , 9521 -,0578 ,0615

Indirect effect(s) of X on Y:
Effect BootSE BootLLCI BootULCI
SAT , 4551 ,0499 , 3602 , 5543
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10. Moderation analysis — SPSS output

(1) Customer satisfaction

Cova
HOS

HOT _

Samp
Size

i. Physical surroundings & ambience

1 1

Y : SAT

X : PS_AMB

W : NATION

riates:

P HYG_ATT CBI GENDER AGE1 AGE2 EDU1

CAT GUESTI1 GUEST2 GUEST3

le
: 313

R R R I b I b S S S I S b S b S S S b b S I b e S b I b S b e I b S b S S S b S b b S b I S b Sb b b 2b b b 2b b S 2

OUTCOME VARIABLE:
SAT
Model Summary
R R-sg MSE F dfl
P
, 8653 , 7488 , 3605 59,0269 15,0000 297,0000
, 0000
Model
coeff se t i LLCI

constant , 1156 , 3277 , 3528 , 1245 -,5293
PS AMB , 7679 ,0858 8,9472 , 0000 , 5990
NATION , 8858 ,4109 2,1558 ,0319 , 0772
Int 1 -,2190 ,0868 -2,5227 ,0122 -,3899
HOSP , 3512 ,0688 5,1027 ,0000 ,2158
HYG ATT -,0413 ,0725 -,5693 , 5696 -,1840
CBI , 1295 , 0356 3,6368 ,0003 , 0594
GENDER -,0693 ,0801 -,8652 , 3877 -,2269
AGE1 -,6041 ,1019 -5,9272 , 0000 -,8047
AGE2 -,8638 ,1298 -6,6521 ,0000 -1,1193
EDU1 ,1079 , 2218 ,4863 , 6271 -,3286
EDU2 -,1353 ,1170 -1,1566 , 2483 -,3655
HOT CAT -,0133 ,0808 -,1651 , 8690 -,1723
GUEST1 -,0774 , 1247 -,6207 , 5353 -,3228
GUEST2 -,2472 , 1362 -1,8153 ,0705 -,5151
GUEST3 ,0313 , 1480 ,2113 , 8328 -,2599
Product terms key:

Int 1 : PS AMB X NATION
Test (s) of highest order unconditional interaction(s):

R2-chng F dfl df2 o)

X*W , 0054 6,3638 1,0000 297,0000 ,0122

Focal predict: PS_AMB (X)
Mod var: NATION (W)

ULCI
, 7605
, 9368

1,6944

-,0482
, 4867
,1014
,1996
,0883

-,4035

-,6082
,5443
,0949
,1456
,1680
,0208
,3224

Conditional effects of the focal predictor at values of the moderator(s):
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NATION Effect se t P LLCI
ULCT
,0000 , 7679 , 0858 8,9472 ,0000 , 5990
, 9368
1,0000 , 5489 , 0950 5,7795 ,0000 , 3620
, 7358
ii. Hospitality
Model : 1
Y . SAT
X : HOSP
W : NATION
Covariates:
GENDER AGE1l AGE2 EDU1 PS AMB EDU2 HOT CAT GUEST1
GUEST?2 GUEST3 HYG ATT CBI
Sample
Size: 313

R R R I b I b e S S S S S b S b S S b S b b S I b S b I b S S e S b S b S S S b S b b S b I S SR Sb b I 2b b b 2b b S 2

OUTCOME VARIABLE:
SAT

Model Summary

R R-sqg MSE F df1l df2
p
, 8629 , 7445 , 3666 57,7102 15,0000 297,0000

,0000
Model

coeff se t P LLCI ULCI
constant , 3007 , 3319 , 9060 , 3657 -,3525 , 9540
HOSP , 3739 ,0824 4,5396 ,0000 ,2118 , 5360
NATION , 3021 , 3839 , 7868 , 4320 -,4535 1,0576
Int 1 -,0871 , 0765 -1,1388 , 2557 -,2377 ,0634
GENDER -,0644 , 0807 -,7978 , 4256 -,2233 ,0945
AGE1 -,5751 ,1028 -5,5928 , 0000 -, 7775 -,3728
AGE2 -,8317 ,1304 -6,3762 ,0000 -1,0884 -,5750
EDU1 , 1291 , 2249 , 5740 , 5664 -,3135 , 5717
PS AMB , 06760 , 0797 8,4799 , 0000 , 5191 , 8329
EDU2 -,1229 ,1193 -1,0304 , 3037 -,3576 ,1118
HOT CAT -,0191 ,0814 -,2343 , 8149 -,1793 , 1412
GUEST1 -,0523 , 1256 -,4160 , 6777 -,2995 , 1950
GUEST2 -,2218 ,1376 -1,6116 ,1081 -,4926 , 0490
GUEST3 ,0238 , 1546 , 1537 , 8780 -,2805 , 3280
HYG ATT -,0202 , 0725 -,2792 , 7803 -,1630 ,1225
CBI , 1265 , 0359 3,5259 ,0005 , 0559 ,1972
Product terms key:
Int 1 : HOSP X NATION
Test (s) of highest order unconditional interaction (s):

R2-chng dfl df2 s
X*W ,0011 1,2968 1,0000 297,0000 , 2557
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iii. Hygiene attributes

Model : 1
Y . SAT
X : HYG ATT
W : NATION
Covariates:
GENDER AGELl AGE2 EDU1 EDU2 HOT CAT GUEST1
GUEST3 PS AMB HOSP CBI
Sample
Size: 313

GUEST2

R R R e e i b e ah S S AR S SR i S R S S S S S R S S I S S R S S I S AR R S S e S AR R S IR S SR S SR S R I S R S S SR S S R S dh R S dh b d i

OUTCOME VARIABLE:

SAT

Model Summary
R
P
, 8665
, 0000

Model

constant
HYG ATT
NATION
Int 1
GENDER
AGELl
AGE2
EDU1
EDU2
HOT CAT
GUEST1
GUEST?2
GUEST3
PS AMB
HOSP
CBI

Product terms
Int 1

Test(s) of hi
R2-chn

X*W , 007
Focal pre

Mod

R-sg MSE F dfl
, 7509 , 3575 59,6784 15,0000 297,0000
coeff se t i LLCI
-,0735 , 3466 -,2121 , 8322 -, 7556
, 1728 ,0948 1,8227 ,0694 -,0138
1,2410 , 4675 2,6543 ,0084 , 3209
-,2838 , 0953 -2,9785 ,0031 -,4714
-,0862 ,0801 -1,0766 , 2825 -,2439
-,6470 ,1044 -6,1955 , 0000 -,8525
-,8751 , 1294 -6,7607 , 0000 -1,1298
,0011 , 2211 ,4118 , 6808 -,3441
-,1745 ,1184 -1,4738 ,1416 -,4076
-,0159 ,0804 -,1973 , 8437 -,1741
-,0504 , 1240 -,4063 , 6848 -,2944
-,1839 , 1365 -1,3471 , 1790 -,4526
, 0691 , 1491 , 4634 , 6435 -,2244
, 6229 ,0810 77,6877 , 0000 , 4635
, 3200 , 0675 4,7374 , 0000 , 1871
, 1359 , 0356 3,8180 ,0002 ,0658
key:
HYG_ATT X NATION
ghest order unconditional interaction(s):
g F dfl df2 P
4 8,8712 1,0000 297,0000 ,0031

dict: HYG ATT (X)
var: NATION (W)

ULCI
,6086
,3594

2,1611

-,0963
,0714

-,4415

-, 6204
, 5262
,0585
,1424
,1936
,0848
,3625
,7824
,4529
,2059

Conditional effects of the focal predictor at values of the moderator(s):

NATION
ULCI

Effect se t P LLCI
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,0000 ,1728 ,09048 1,8227 , 0694 -,0138
, 3594
1,0000 -,1110 ,0786 -1,4134 ,1586 -,2656
,0436
iv. Customer-brand identification
Model 1
Y SAT
X CBI
W NATION
Covariates:
GENDER AGE1 AGE2 EDU1 EDU2 HOT_CAT GUEST1 GUEST?2
GUEST3 PS_AMB HOSP HYG_ATT
Sample
Size: 313

R R R A b e dh b A ah dh I S b I S R i S R i S S S S R S S S S R S dh R S dh R S b R A b I S b S SR S SR i A S S S R S S SR A S R S db R S 2 a2

OUTCOME VARIABLE:
SAT

Model Summary

R R-sg MSE F dfl df2
P
, 8641 , 7467 , 3635 58,3755 15,0000 297,0000

, 0000
Model

coeff se t i LLCI ULCI
constant , 3704 , 3023 1,2250 , 2215 -,2246 , 9653
CBI , 1859 , 0469 3,9630 , 0001 , 0936 ;2783
NATION ;2105 ;1956 1,0759 ;2828 -,1745 , 5955
Int 1 -,1148 , 0584 -1,9640 , 0505 -,2297 , 0002
GENDER -,0564 ,0804 -,7007 ,4841 -,2147 ,1019
AGE1 -,5587 ,1002 -5,5772 , 0000 -,7559 -,3616
AGE2 -,8434 ;1297 -6,5006 , 0000 -1,0987 -,5880
EDUL ;1552 , 2215 , 7006 , 4841 -,2808 , 5912
EDU2 -,1237 ,1173 -1,0547 ,2924 -,3545 ,1071
HOT CAT ,0017 , 0817 , 0205 , 9837 -,1592 , 1625
GUEST1 -,0670 , 1251 -,5359 , 5924 -,3131 , 1791
GUEST2 -,2573 ;1371 -1,8762 , 0616 -,5272 , 0126
GUEST3 -,0195 ;1466 -,1328 , 8944 -,3081 ;2691
PS AMB , 6704 , 0794 8,4419 , 0000 , 5141 , 8267
HOSP , 3185 , 0681 4,6758 , 0000 , 1845 , 4526
HYG ATT -,0052 , 0721 -,0727 , 9421 -,1470 , 1366
Product terms key:

Int 1 CBI X NATION
Test (s) of highest order unconditional interaction(s):
R2-chng F dfl df2 o)
X*W , 0033 3,8571 1,0000 297,0000 , 0505
Focal predict: CBI (X)
Mod var: NATION (W)

Conditional effects of the focal predictor at values of the moderator(s):
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NATION Effect se t P LLCI
ULCI
, 0000 , 1859 , 0469 3,9630 ,0001 , 0936
, 2783
1,0000 , 0712 ,0454 1,5674 ,1181 -,0182
, 1606

(2) Customer retention

i. Physical surroundings & ambience

Model HE
Y : RET
X : PS_AMB
W : NATION
Covariates:
GENDER AGE1 AGE2 EDU1 EDU2 HOT CAT GUEST1 GUEST?2
GUEST3 HOSP HYG ATT CBI
Sample
Size: 313

R R R e b e dh b A a2 S S I S R i S R S S S S S R S S S B e S S R S IR R S b e S b R S b S SR S R I A S S S R S S SR S S R 2 R dh S d i

OUTCOME VARIABLE:
RET

Model Summary

R R-sqg MSE F dfl df2
p
, 8673 , 1522 , 4271 60,1059 15,0000 297,0000

,0000
Model

coeff se t P LLCI ULCI
constant -,5720 , 3567 -1,6036 ,1099 -1,2739 , 1299
PS AMB , 6051 , 0934 6,4779 ,0000 , 4213 , 7890
NATION , 4021 , 4472 , 8992 , 3693 -,4780 1,2822
Int 1 -,1979 , 0945 -2,0945 ,0371 -,3839 -,0120
GENDER , 2182 ,0872 2,5035 ,0128 , 0467 , 3897
AGE1 -,3850 ,1109 -3,4703 ,0006 -,6033 -,1667
AGE2 -,7304 , 1413 -5,1684 ,0000 -1,0086 -,4523
EDU1L , 5649 , 2414 2,3400 ,0199 ,0898 1,0399
EDU2 ,0339 , 1273 , 2665 , 7900 -,2166 , 2845
HOT CAT -,0556 ,0879 -,6324 , 5276 -,2286 , 1174
GUEST1 -,1757 , 1357 -1,2947 ,1964 -,4428 ,0914
GUEST2 -,5120 , 1482 -3,4546 , 0006 -,8036 -,2203
GUEST3 -,0638 , 1610 -,3960 , 6924 -,3807 , 2531
HOSP , 5982 , 0749 7,9848 ,0000 , 4507 , 7456
HYG ATT -,0134 ,0789 -,1692 , 8658 -,1687 , 1420
CBI ,1088 ,0388 2,8001 , 0053 , 0325 , 1850

Product terms key:
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Intil PS AMB X NATION
Test (s) of highest order unconditional interaction (s):
R2-chng F df1l df2
X*W , 0037 4,3869 1,0000 297,0000 , 0
Focal predict: PS AMB (X)
Mod wvar: NATION (W)

p
371

Conditional effects of the focal predictor at values of the moderator(s):

NATION Effect se t P
ULCI
, 0000 , 6051 ,0934 6,4779 ,0000
, 7890
1,0000 , 4072 ,1034 3,9394 ,0001
, 6106
ii. Hospitality
Model 1
Y RET
X HOSP
W NATION
Covariates:
GENDER AGE1 AGE2 EDU1 EDU2 HOT CAT
GUEST3 PS AMB HYG ATT CBI
Sample
Size: 313

LLCI

, 4213

, 2038

GUEST1

GUEST2

Ak khkhkhhkhhkkhhAhkhhkhhkhhAhhhkhhhhdhhhkhhhkhAhhkhk bk hkh bk hkhkhhkhhhhkhkhhkhhdhkkhkhkhhkkhdrhkkhhkhrhkkhhrhkhkxkhkkx

OUTCOME VARIABLE:
RET

Model Summary

R R-sqg
p
, 8656 , 7492

, 0000
Model

coeff
constant -,3970
HOSP , 6162
NATION -,1453
Int 1 -,0746
GENDER ,2227
AGE1 -,3576
AGE2 -,7006
EDU1 , 5858
EDU2 , 04064
HOT CAT -,0608
GUEST1 -,1533
GUEST2 -,4896
GUEST3 -,0731
PS AMB ,5224

MSE F dfl

, 4322 59,1567 15,0000
se t P
, 3604 -1,1016 , 2715
, 0894 6,8905 , 0000
,4168 -,3485 , 12777
, 0831 -,8983 , 3698
, 0877 2,5406 ,0116
, 1117 -3,2029 ,0015
, 1416 -4,9465 ,0000
, 2442 2,3993 ,0170
;1295 , 3586 , 71202
, 0884 -,6871 , 4925
,1364 -1,1237 , 2620
, 1494 -3,2766 ,0012
,1679 -,4355 , 6635
, 0866 6,0353 , 0000

[156]

-1

df2

297,0000
LLCI ULCI
,1063 ,3122
, 4402 ,7922
, 9656 ,6751
-,2381 ,0889
,0502 ,3952
,5774 -,1379
,9793 -,4218
,1053 1,0664
,2084 ,3012
,2348 ,1132
, 4217 ,1152
,7837 -,1955
,4034 ,2572
, 3520 , 6927
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HYG ATT , 0060 , 0787 , 0761 ;9394 -,1490 ,1609
CBI ;1061 , 0390 2,7219 , 0069 , 0294 ;1828

Product terms key:
Int 1 : HOSP X NATION

Test (s) of highest order unconditional interaction(s):
R2-chng F dfl df2 o)
X*W , 0007 , 8069 1,0000 297,0000 , 3698

iii. Hygiene attributes

Model : 1
Y : RET
X : HYG ATT
W : NATION
Covariates:
GENDER AGE1 AGE?2 EDU1 EDU2 HOT CAT GUEST1 GUEST?2
GUEST3 HOSP PS AMB CBI
Sample
Size: 313

R R e e b e dh b A a2 S I A S SR i S R I S S S S R S S R I S S R S IR R S b e A b R S b S SR S SR A S S S R S S SR S S R S db SR S S d i

OUTCOME VARIABLE:
RET

Model Summary

R R-sg MSE F dfl df2
P
, 8669 , 7516 , 4281 59,9073 15,0000 297,0000

,0000
Model

coeff se t P LLCI ULCI
constant -,6341 , 3793 -1,6717 , 0956 -1,3805 ,1124
HYG ATT , 1424 ,1038 1,3723 , 1710 -,06018 , 3466
NATION , 4469 , 5116 , 8736 , 3830 -,5599 1,4538
Int 1 -,1989 ,1043 -1,9073 , 0574 -,4041 ,0063
GENDER , 2076 , 0877 2,3690 ,0185 , 0351 , 3801
AGE1 -,4041 ,1143 -3,5364 ,0005 -,6290 -,1792
AGE2 -,7279 , 1416 -5,1393 , 0000 -1,0067 -,4492
EDU1 , 5651 , 2420 2,3356 ,0202 ,0889 1,0413
EDU2 ,0144 , 1296 ,1109 , 9117 -,2407 ;2694
HOT CAT -,0584 ,0880 -,6636 , 5074 -,2316 ,1148
GUEST1 -,1529 , 1357 -1,1271 , 2606 -,4199 , 1141
GUEST?2 -,4650 , 1494 -3,1121 ,0020 -, 7590 -,1709
GUEST3 -,0497 , 1632 -,3047 , 7608 -,3708 , 2714
HOSP , 5703 , 0739 7,7156 , 0000 , 4248 , 71157
PS_ AMB , 4862 ,0887 5,4833 ,0000 , 3117 , 6607
CBI , 1126 ,0389 2,8902 ,0041 , 0359 ,1892

Product terms key:
Int 1 : HYG ATT x NATION

Test (s) of highest order unconditional interaction(s):
R2-chng F dfl df2 P
X*W , 0030 3,6380 1,0000 297,0000 , 0574
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dict:
var:

HYG ATT (X)
NATION (W)

Conditional effects of the focal predictor at values of the moderator(s):

NATION
ULCI
, 0000
, 3466
1,0000
;1126

Eff
1

-,0

ect se t P
424 ,1038 1,3723 , 1710
565 , 0860 -,6575 , 5114

iv. Customer-brand identification

Model HE
Y : RET
X : CBI
W : NATI
Covariates:

GENDER AGE
GUEST3 HOSP

Sample
Size: 313

ON

1
P

AGE2 EDUL EDU2 HOT CAT
S_AMB  HYG ATT

LLCI

-,0618

-,2257

GUEST1

GUEST2

R R i e b e dh b A a2 S IR A S SR B S R S S S S S R S S S S R S B R S IR e S b e A A S S b S S S R A R S S R S S SR S S R S 2 R S g d i

OUTCOME VARIA
RET

Model Summary
R
P
, 8661
, 0000

Model

constant
CBI
NATION
Int 1
GENDER
AGELl
AGE2
EDU1
EDU2
HOT_ CAT
GUEST1
GUEST?2
GUEST3
HOSP

PS AMB
HYG ATT

Product terms
Int 1

BLE:

R-sg MSE F dfl
, 71502 , 4305 59,4676 15,0000
coeff se t p
-,3303 , 3290 -1,0039 , 3162
, 1523 ,0511 2,9837 ,0031
-,2491 ;2129 -1,1701 , 2429
-,0895 , 0636 -1,4070 ,1605
;2291 , 0875 2,6168 , 0093
-,3429 ,1090 -3,1454 ,0018
-,7081 , 1412 -5,0156 , 0000
, 6091 , 2411 2,5266 ,0120
,0478 , 1276 , 3749 , 7080
-,0445 , 0889 -,5006 , 6170
-,1653 , 1361 -1,2143 ;2256
-,5182 ;1492 -3,4723 , 0006
-,1109 ;1596 -,6952 , 4875
, 5690 , 0741 77,6754 , 0000
, 5185 , 0864 5,9997 , 0000
, 0182 , 0784 ;2325 , 8163
key:
CBI X NATION
[158]

df2

297,0000
LLCI ULCI
-,9778 ,3172
,0519 ,2528
-,6681 ,1699
-,2146 ,0357
,0568 ,4014
-,5575 -,1284
-, 9860 -,4303
,1347 1,0836
-,2033 ,2990
-,2196 ,1305
-,4331 ,1026
-,8119 -,2245
-, 4250 ,2031
,4231 ,7149
,3484 , 6886
-,1361 ,1726
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Test (s) of highest order unconditional interaction(s):
R2-chng F dfl df2 o)
X*W , 0017 1,9797 1,0000 297,0000 , 1605

V. Customer Satisfaction

Model : 1
Y : RET
X : SAT
W : NATION
Covariates:
GENDER AGELl AGE2 EDU1 EDU2 HOT CAT GUEST1 GUEST?2
GUEST3 HOSP PS AMB HYG ATT CBI
Sample
Size: 313

R R R I I I b S S S b S b Sb b S S S b S I b S b S b S S e I b S b S b S b S b b Sb R I b R I b S 2b S 2b b S b

OUTCOME VARIABLE:
RET

Model Summary

R R-sg MSE F dfl df2
P
, 9306 , 8660 ;2318 119,5406 16,0000 296,0000

, 0000
Model

coeff se t P LILCI ULCI
constant -,6090 , 2448 -2,4873 , 0134 -1,0908 -,1271
SAT , 7480 , 0643 11,6322 , 0000 , 6215 , 8746
NATION -,3776 , 2804 -1,3466 , 1791 -,9295 , 1743
Int 1 -,0089 , 0596 -,1493 , 8814 -,1262 ,1084
GENDER ;2691 , 0650 4,1392 , 0000 , 1412 , 3971
AGE1l , 0681 , 0871 , 7812 , 4353 -,1034 ;2395
AGE2 -,0865 ;1141 -,7587 , 4486 -,3110 , 1379
EDU1 , 4914 , 1782 2,7578 , 0062 , 1407 , 8421
EDU2 ;1381 , 0946 1,4601 ;1453 -,0480 , 3242
HOT CAT -,0464 , 0648 -, 7171 , 4739 -,1739 , 0810
GUEST1 -,1157 , 0999 -1,1587 , 2475 -,3123 , 0808
GUEST2 -,3268 ,1096 -2,9806 ,0031 -,5425 -,1110
GUEST3 -,0931 ,1198 -, 7772 , 4377 -,3288 , 1426
HOSP , 3342 , 0570 5,8665 , 0000 ;2221 , 4464
PS AMB , 0188 , 0737 ;2548 , 7991 -,1263 ,1639
HYG ATT , 0200 , 0588 , 3398 , 7343 -,0957 , 1356
CBI ,0123 , 0291 , 4209 , 6741 -,0451 , 0696

Product terms key:
Int 1 : SAT X NATION

Test (s) of highest order unconditional interaction (s):
R2-chng F dfl df2 s
X*W ,0000 ,0223 1,0000 296,0000 , 8814
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