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ABSTRACT 

 

 In Taiwan, there is no commonly accepted and official standard to measure 

customer satisfaction in hotels. A customer satisfaction index represents a uniform 

system for evaluating, comparing, and enhancing customer satisfaction within firms and 

industries (Fornell, Johnson, Anderson, Cha, & Bryant, 1996). The purpose of this 

preliminary study was to develop an appropriate customer satisfaction index model 

associated with Taiwanese international tourist hotels and identify any significant 

differences in guests’ perceptions of service quality, hotel image, perceived value and 

customer satisfaction based on gender, age, nationality, education, and annual income. 

This study utilized a convenience sampling method to collect data in six international 

tourist hotels in Taipei, Taiwan from May 1 through May 20, 2009. Questionnaires with 

stamped envelopes were given to each guest as they checked out. Each of six hotels was 

allotted 200 questionnaires, which were distributed by fieldworkers who stood in front of 

reception desk to invite guests to participate in this study. Of the 1,200 questionnaires 

distributed, 352 were usable (29.33% response rate). Respondents included 65.90% male 

and 34.10% female. Taiwan R.O.C was the nationality of 34.38% of guests with 20.17% 

from Japan, and 11.93% from North America. 
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The study used Structural Equation Modeling to test the hypotheses and relationships 

among variables in the proposed customer satisfaction index model. In addition, this 

study used ANOVA to test for significant differences in terms of service quality, hotel 

image, perceived value, and customer satisfaction based on gender, age, nationality, 

education, and annual income.  

Statements of hotel guests who responded to open-ended questions during the pilot 

study as well responses to qualitative questions by experts in the hotel industry and 

university educators helped to clarify the meaning of items included in the structured 

questionnaire. When the items on the final questionnaire matched the top three attributes 

of four constructs (service quality, hotel image, perceived value, and customer 

satisfaction) of the qualitative findings, the researcher demonstrated that the items on the 

questionnaire were more reliable and valid.  

Results indicated that a modified customer satisfaction index model provided a 

uniform means of assessing the quality of customer satisfaction in Taiwanese 

international tourist hotels. For hotel owners and managers, this customer satisfaction 

index could be a useful tool for evaluating customer satisfaction and would provide a 

significant complement to conventional measurements of customer satisfaction.  

 

Key Words: customer satisfaction, customer satisfaction index model, international tourist  

hotels, Taiwan 
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CHAPTER I 

INTRODUCTION 

 

Research Background and Problem Statement 

Taiwan’s economy has been described as following America’s; the trend of the 

industry in the country has gradually been transformed from a manufacturing industry to 

a service industry. The service industry represented almost 70 percent of the Gross 

Domestic Production (GDP) in 2003, according to the Directorate-General of Budget, 

Accounting and Statistics, Executive Yuan (2007a) (http://eng.dgbas.gov.tw). However, 

the Global View Monthly (Executive Yuan, 2007b) reported in 2005 that the average GDP 

for the top ten service industries was 14 points lower than the previous year. Obviously 

there is room to improve the service industry. 

Currently the service industry is the body in the entire economic system of Taiwan 

that is experiencing booming development. The Tourism Bureau, Ministry of 

Transportation and Communication in Taiwan realizes this trend and has set up the 

tourism policies, “Doubling Tourist Arrivals Plan 2006-2007 and Tour Taiwan Years 

2008-2009 Campaign”, for creating advanced tourism development (Tourism Bureau, 

2008a). In fact, according to the statistical reports about the purchase behaviors of 

inbound tourists issued by the Tourism Bureau (2008a), on average, tourists to Taiwan 

expended USD 215.21 for daily consumption. The major expense was USD 94.61 

(43.96%) for lodging; all other individual expenses by tourists in Taiwan were less than 

USD 60.00. According to the annual survey of the purchase intention of inbound tourists, 

most international tourists stayed in hotels (88%) with 54.35 percent of tourists choosing 
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to stay in international tourist hotels (Tourism Bureau, 2008b). Therefore, the Taiwanese 

government and hoteliers have reached a consensus to raise the quality of lodging service 

and encourage the hotel industry to improve lodging facilities so as to enable the industry 

to reach international standards.  

Findings of the Tourism Bureau (2008a) annual survey which was conducted in 

2007 showed that tourists’ total consumer satisfaction with travel dimensions including 

scenic spots, lodging, transportation and others, decreased from 89 percent in 2006 to 86 

percent. However, there has been a gradual improvement in customer satisfaction since 

2003. More importantly to this study is the fact that no customer satisfaction data are 

available for the hotel industry specifically.   

Overwhelming customer demand for lodging products and services has become 

increasingly evident in recent years. The hotel industry in Taiwan has been considered to 

be the main approach to influencing market position strategy in an extremely competitive 

tourism market and for hotel businesses to distinguish themselves. Therefore, scholars 

have begun to pay more attention to customer satisfaction in the hotel industry. 

Customer satisfaction has been viewed as an important issue for the hotel industry 

because of its impact on repeat business and word-of-mouth reputation. In reality, the 

hotel industry in Taiwan has not always responded satisfactorily to the customers’ 

demands for improvement. In Taiwan, each hotel has its own criteria to evaluate the level 

of customer satisfaction. There is no common accepted and official standard to measure 

customer satisfaction across hotels in Taiwan. Hence, the hotel industry in Taiwan is in 

need of an effective customer satisfaction index. If hotels objectively measure customer 

satisfaction using the common index, they can improve the items which guests care about 
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as well as optimize resource distribution for the hotel industry.  

A customer satisfaction index (CSI) represents a uniform system for evaluating, 

comparing, and enhancing customer satisfaction across firms and industries (Fornell, 

Johnson, Anderson, Cha, & Bryant, 1996). A customer satisfaction index provides clear 

categories for strategic decision making for investment of resources for what customers 

value most in order to sustain customer loyalty (Bloemer & Kasper, 1995). Specifically, 

customer satisfaction index scores function as intangible economic indicators and are 

used to monitor the financial viability of companies, industries, and international trade 

unions (Fornell, 1992). For example, the American Customer Satisfaction Index (ACSI) 

model developed in 1994 and the European Customer Satisfaction Index (ECSI) model 

which was developed in 2000 have been extensively applied to service industries 

(Johnson, Gustafsson, Andreassen, Lervik, & Cha, 2001).  

The main components of the ACSI and ECSI models focus on customer expectation, 

value, customer satisfaction, complaints, and loyalty. However, image has a positive 

effect on customer satisfaction (Martensen, Gronholdt, & Kristense, 2000; Kristensen 

Martensen, & Gronholdt, 1999). The presence of material elements in the advertising of 

service industries reflects not only their strategy to make the intangible tangible, but also 

an efficient way to create a more concrete and real image (Nguyen & LeBlanc, 2002). 

The five significant material element factors for advertising in service industries reported 

by Nguyen and LeBlanc, (2002) were physical environment, contact with hotel personnel, 

quality of service, corporate identity, and accessibility to measure the hotel image 

constructs. Results of several studies indicated that hotel image has a positive effect on 

repeat intention (Lee, 2003). 
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Statement of the Problem 

 Johnson, Gustafsson, Andreassen, Lervik, and Cha (2001) demonstrated that many 

national and international customer satisfaction indices are introduced a composition of 

cause and effect relationships or satisfaction models; moreover, indices have been 

conducted in New Zealand, Australia, Korea, and the European Union. Customer 

satisfaction indices could be developed and modified through the models and methods 

used to measure customer satisfaction. For example, when comparing the Swedish 

Customer Satisfaction Barometer (SCSB) model and the American Customer Satisfaction 

Index (ACSI) model, the main difference is the addition of a perceived quality 

component because quality is a component of value; the ACSI model also links quality 

directly to value (Fornell et al., 1996).  

Most indices are developed in terms of the degree to which a product/service 

provides key customer requirement (customization) and how reliably these requirements 

are delivered (Johnson, Gustafsson, et al., 2001). There is no commonly accepted and 

official standard to measure customer satisfaction across hotels in Taiwan. Hence, the 

hotel industry in Taiwan is in need of an effective customer satisfaction index. 

After reviewing the customer satisfaction indices in the literature, the researcher 

considered that although international tourist hotels in Taiwan ask guests to rate their 

service quality and customer satisfaction though questionnaires, it is difficult to 

determine what types of indices provide the most useful information for international 

tourist hotels in Taiwan. What index provides the competitive advantages for Taiwanese 

international tourist hotels based on statistical findings? 

In addition, according to the statistical reports from the Tourism Bureau, Ministry of 
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Transportation and Communication, 2008b), in 2008, the majority of inbound tourists 

were from Japan (1,086,691); 387,197 tourists were from United States; and 200,914 

tourists were from European countries. The proposed consumer satisfaction index model, 

which is based on customer opinions, may vary from that of other countries due to the 

diversity of international tourists to Taiwan. 

To determine the validity and reliability of an index for Taiwanese international 

tourist hotels, an appropriate customer satisfaction index model and methods were 

proposed and tested. A number of modifications to the customer satisfaction index model 

were made to fit the model to the Taiwanese international tourist hotel context.  

 

Purpose of the Study 

The purpose of this study was to (a) develop an appropriate customer satisfaction 

index model associated with Taiwanese international tourist hotels by applying the 

American Customer Satisfaction Index (ACSI) and the European Customer Satisfaction 

Index (ECSI) model, (b) propose and analyze a customer satisfaction index model based 

on interrelationships among service quality, hotel image, perceived value, and customer 

satisfaction, (c) compare the qualitative differences among service quality, hotel image, 

perceived value, and customer satisfaction in the model of customer satisfaction index, 

and (d) determine whether respondents’ perceptions regarding service quality, hotel 

image, perceived value, and customer satisfaction differ significantly based on 

demographics. 

For academic researchers, this study proposes a customer satisfaction index model 

that includes service quality, hotel image, perceived value, and customer satisfaction and 
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expands on the variables reported in the related literature for measuring a customer 

satisfaction index model for the international tourist hotels in Taiwan. For owners and 

managers of the international tourist hotels, this study illustrates how service quality, 

hotel image, perceived value, and customer satisfaction in a customer satisfaction index 

model can be operational in a specific international tourist hotel context. This customer 

satisfaction index model is a causal model that links specific variables that may have an 

influence on the overall quality outcomes of the international tourist hotels in Taiwan. 

The customer satisfaction index model may assist the owners and managers of Taiwanese 

international tourist hotels as they evaluate and analyze the performance of their hotels 

for improvement.  

 

Objectives of the Study 

The study is to modify the customer satisfaction index established by the ACSI and 

ECSI models to propose a model for hotels in Taiwan. Questionnaire data from customers 

were gathered at four and five star international tourist hotel properties in Taiwan to 

determine the relationship among variables in the proposed model. The customer 

satisfaction model proposed by the researcher for this study has four dimensions: hotel 

image, service quality, perceived value, and customer satisfaction. The measurement 

index for each dimension was established. 

 Specifically, the objectives of this study are as follows:        

1. Develop a proposed model of a customer satisfaction index for the hotel industry in 

Taiwan in terms of the American Customer Satisfaction Index (ACSI) and the 

European Customer Satisfaction Index (ECSI) model.  
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2. Determine if service quality, hotel image, perceived value, and customer satisfaction 

are appropriate conceptual variables for a customer satisfaction index for the 

international tourist hotels in Taiwan. 

3. Test and analyze the interrelationships among service quality, hotel image, perceived 

value, and customer satisfaction in a hypothesized model of a customer satisfaction 

index for the international tourist hotels in Taiwan. 

4. Modify the proposed customer satisfaction index model to achieve a goodness-of-fit 

model of customer satisfaction for Taiwanese international tourist hotels.  

5. Use qualitative research to investigate the important levels of components in service 

quality, hotel image, perceived value, and customer satisfaction based on the 

perceptions of guests who stayed in Taiwanese international tourist hotels. 

6. Compare the differences between variables in the model of customer satisfaction 

index and constructs generated from qualitative research.  

7. Identify any significant differences in guests’ perceptions of service quality, hotel 

image, perceived value and customer satisfaction at Taiwanese international hotels 

based on gender, age, nationality, education, and annual income. 

 

Research Hypotheses 

 Based on the purpose and objectives of the study and the relevant literature, six 

hypotheses were developed to test a customer satisfaction index model in Taiwan 

international tourist hotel area. The hypotheses were: 

H1: Service quality has a direct and positive effect on hotel image. 

H2: Hotel image has a direct and positive effect on perceived value. 
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H3: Hotel image has a direct and positive effect on customer satisfaction. 

H4: Service quality has a direct and positive effect on perceived value. 

H5: Service quality has a direct and positive effect on customer satisfaction. 

H6: Perceived value has a direct and positive effect on customer satisfaction. 

 

In addition, aimed at the diversity of tourists’ demographics, the researchers were 

interested in understanding foreign tourists’ perceptions regarding Taiwanese 

international tourist hotels. According to the above statement regarding demographics 

and customer satisfaction index models, four hypotheses were developed to test for 

significant differences among demographics, service quality, hotel image, perceived 

value, and customer satisfaction. The hypotheses were: 

H7: There is no significant difference in guests’ satisfaction with service (reliability and  

assurance) at international tourist hotels in Taiwan based on gender, nationality, age, 

education, and annual income.  

H7.1: There is no significant difference between service quality and gender. 

H7.2: There is no significant difference between service quality and nationality. 

H7.3: There is no significant difference between service quality and age. 

H7.4: There is no significant difference between service quality and education. 

H7.5: There is no significant difference between service quality and annual income. 

H8: There is no significant difference in guests’ perceptions of the hotel image at  

international tourist hotels in Taiwan based on gender, nationality, age, education, 

and annual income.    

H8.1: There is no significant difference between hotel image and gender. 
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H8.2: There is no significant difference between hotel image and nationality. 

H8.3: There is no significant difference between hotel image and age. 

H8.4: There is no significant difference between hotel image and education. 

H8.5: There is no significant difference between hotel image and annual income. 

H9: There is no significant difference in guests’ perceived value for international tourist  

hotels in Taiwan based on gender, nationality, age, education, and annual income.   

H9.1: There is no significant difference between perceived value and gender. 

H9.2: There is no significant difference between perceived value and nationality. 

H9.3: There is no significant difference between perceived value and age. 

H9.4: There is no significant difference between perceived value and education. 

H9.5: There is no significant difference between perceived value and annual income. 

H10: There is no significant difference in customer satisfaction with international tourist  

hotels in Taiwan based on gender, nationality, age, education, and annual income.  

H10.1: There is no significant difference between customer satisfaction and gender. 

H10.2: There is no significant difference between customer satisfaction and nationality. 

H10.3: There is no significant difference between customer satisfaction and age. 

H10.4: There is no significant difference between customer satisfaction and education. 

H10.5: There is no significant difference between customer satisfaction and annual  

income. 

 

Limitations of the Study 

Limitations of this study deserve mention. First, the sample for the study cannot be 

generalized to the Taiwanese hotel industry as a whole since it was not a randomly 
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selected sample. A convenience sampling was used in this study to collect data; the 

reliability and validity of the data may be questioned. Second, respondents (sample) were 

within the limit of hotel guests who stayed at Taiwanese international tourist hotels in 

Taipei. The results of the study provide suggestions for the owners and managers of 

Taiwanese international tourist hotels; however, the findings may not be generalized to 

other types of hotels in Taiwan. 

Third, the survey was translated from English to Chinese. Responses were transcribed 

and then translated from Chinese to English. Subtleties in the language might not 

translate precisely. The questionnaires for the Taiwanese customer satisfaction index were 

translated into three languages (English, Chinese, and Japanese). All question items were 

translated from English to Chinese and translated back. Although the Chinese version of 

the questionnaires was translated and back-translated by experts, there may have been 

limitations and bias in the confirmation of the translation.  

Finally, a proposed model of customer satisfaction index with four variables (service 

quality, hotel image, perceived value, and customer satisfaction) was developed based on 

a review of the literature. An actual model of a customer satisfaction index for the 

Taiwanese hotel industry may be more complicated that the one proposed by this study. 

The operations of the hotel sector in the real world include a number of potential 

variables such as employment, management, and environmental issues which were not 

included in this study. 
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Definition of Terms 

 The following terms are defined for the purpose of the study: 

 American Customer Satisfaction Index (ACSI) Model. The ACSI model, developed 

in 1994, built upon the original Swedish Customer Satisfaction Barometer (SCSB) model. 

The ACSI model is a causal model that connects specific activities to perceptions of 

quality and satisfaction, which associated with specific behavioral responses, such as 

complaints and loyalty (Van Ryzin, Muzzio, Immerwahr, Gulick, & Martinez, 2004).   

 Assurance. Assurance is one of five dimensions of the SERVQUAL approach and is 

defined as the knowledge and courtesy of employees and their ability to convey trust and 

confidence (Parasuraman, Zeithaml, & Berry, 1988). 

Customer Satisfaction. Customer satisfaction is defined as an overall evaluation of a 

firm’s post-purchase performance or utilization of a service (Fornell, 1992).  

 Empathy. Empathy is one of five dimensions of the SERVQUAL approach and is 

defined as the provision of caring, individualized attention to customers (Parasuraman, et 

al., 1988). 

European Customer Satisfaction Index (ECSI) Model. The ECSI model, developed 

in 1999, is a structural equation model that links customer satisfaction to its determinants 

(image, expectation, perceived quality, and perceived value) and its consequence 

(customer loyalty) (Grønholdt, Martensen, & Kristensen, 2000).  

Hotel Image. Hotel image is an accumulated perception of various experiences at the 

hotel where the consumer stayed (Lee, 2003). The overall impression made on the minds 

of the public about a hotel can be considered hotel image. 

 Norwegian Customer Satisfaction Barometer (NCSB) Model. The NCSB model was 
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identical to the original ACSI model with the exception that it included corporate image 

and its relationships to customer satisfaction and customer loyalty (Fornell, Johnson, 

Anderson, Cha, & Bryant, 1996).  

Perceived Value. Perceived value is the comprehensive assessment of the 

effectiveness of the product to the customer based on the cost (Zeithaml, 1988). 

 Reliability. Reliability is one of five dimensions of SERVQUAL approach and 

defined as that the activity to perform the promised service dependably and accurately 

(Parasuraman, et al., 1988).  

 Responsiveness. Responsiveness is one of five dimensions of the SERVQUAL 

approach and defined as the willingness to help customers and to provide prompt service 

(Parasuraman, et al., 1988). 

Service Quality. Quality is a consumer’s judgment about a product’s or service’s 

overall excellence or superiority (Petrick, 2004). 

 SERVQUAL Model. The SERVQUAL, developed by Parasuraman, Zeithaml, & 

Berry (1985), has been used to compare customers’ expectations before a service 

encounter and their perceptions of the actual service delivered. SERVQUAL has five 

dimensions, including tangible, reliability, responsiveness, assurance, and empathy.  

 Swedish Customer Satisfaction Barometer (SCSB) Model. The SCSB model, created 

in 1989, was the first national customer satisfaction index for domestically purchased and 

consumed products and services (Fornell, 1992).  

 Tangible. Tangible is one of five dimensions of the SERVQUAL approach and 

defined as the appearance of physical facilities, equipments, personnel, and 

communication materials (Parasuraman, et al., 1988). 
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CHAPTER II 

REVIEW OF LITERATURE 

 

 This Chapter includes a review of the literature on four components of the customer 

satisfaction index model proposed for this study including hotel image, service quality, 

perceived value, and customer satisfaction. The literature is reviewed to understand 

background information related to this study as well as to develop a conceptual model for 

a customer satisfaction index for hotels in Taiwan. In addition, the literature revealed that 

language ability in the hotel industry is an important issue related to customer 

satisfaction.   

Viewing customer satisfaction as a form of consumer purchasing behavior is 

consistent with a framework for understanding customers’ wants and needs. The 

framework of customer satisfaction includes important components that must be 

described as a basis for the study reported herein. LeBlanc and Nguyen (1996) indicated 

that five attributes including physical environment, contact personnel, quality of service, 

corporate identity, and accessibility determine hotel image. Kandampully and Suhartnto 

(2000) revealed that hotel image provides an important attribute for consumer loyalty.  

 Parasuraman, Zeithaml, and Berry (1988) indicated that service quality is the 

difference between consumer expectations of service and perceived service. Rust, 

Zahorik, and Keiningham (1995) presented that customer satisfaction indices offer 

possibilities to value the profitability of various quality efforts. Therefore, the potential 

relationship between service quality and customer satisfaction may be expected.  

 The perceived value is related to the price paid. The basic prediction is that when 
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service providers increase their price to improve on service quality, they expect that 

consumer satisfaction will increase at the same time. Oliver (1980) demonstrated that 

these expectations are argued to positively affect customer satisfaction because they serve 

in the evaluation process.  

The measurement of customer satisfaction may be an important predictor of 

consumer purchasing behavior. In general, this study will illustrate a framework of 

customer satisfaction that describes the relationships among hotel image, service quality, 

and perceived value.  

 

Hotel Image, Service Quality, Perceived Value, and Customer Satisfaction 

Hotel image 

 Image refers to the brand name and the kind of associations customers get from the 

product/company (O’Loughlin & Coenders, 2002). Berman and Evans (1995) considered 

that store image is the functional and emotional mix; that is, the prior experience of 

having contact with enterprises that includes new information such as advertising, 

word-of-mouth effect, and prediction to meet expectations for the future that has a 

directive positive influence on satisfaction. Lee (2003) used the five significant factors of 

physical environment, contact personnel, quality of service, corporate identity, and 

accessibility to measure the hotel image construct. The result indicated that hotel image 

has a positive effect on repeat intention. Hotel image is difficult to pinpoint however 

because services are high on intangible attributes. Hotel image is an accumulated 

perception of various experiences at the hotel where the consumer stayed (Lee, 2003). 

The overall impression made on the minds of the public about a hotel can be considered 
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hotel image. 

 

Service quality in the hotel industry 

 Service quality reflects the movement across the gap between customer perceptions 

and customer expectations. Parasuraman, Zeithaml, and Berry (1988) defined service 

quality as a kind of attitude, the degree of difference between the expectation of service 

and actual perception and used factor analysis to deduct five dimensions: tangibility, 

assurance, responsiveness, reliability, and empathy. Quality is a consumer’s judgment 

about a product’s or service’s overall excellence or superiority (Petrick, 2004).  

Quality is part of the process of forming satisfaction judgment in the hospitality 

industry (Petrick, 2004). Getty and Thompson’s (1994) study of the lodging industry 

illustrated that quality evaluation leads to a judgment of satisfaction. Fick and Ritchie 

(1991), studying perceived service quality in airlines, hotels, restaurants, and ski sectors, 

demonstrated the usefulness of the SERVQUAL instrument to indicate the relative 

importance of expectations in affecting customer satisfaction.  

Another description of quality stems from the American Customer Satisfaction 

Index (ACSI) model. Fornell, Johnson, Anderson, Cha, and Bryant (1996) argued that the 

inclusion of both perceived quality and perceived value in the ACSI model provides 

important diagnostic information. As the impact of value increases relative to quality, 

price is a more important determinant of satisfaction (Huber, Herrmann, & Morgan, 

2001). As quality is a component of value, the model also links quality directly to value 

(Fornell, et al., 1996). The Swedish Customer Satisfaction Barometer (SCSB) model was 

expected to delineate two types of perceived quality: product quality (hardware) and 
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service quality (software/humanware) (Fornell, et al., 1996).  

 

Perceived value in the hotel industry 

 Perceived value is the comprehensive assessment of the effectiveness of the product 

to the customer based on the cost (Zeithaml, 1988). Wyner (1998) demonstrated that 

perceived value comes from customers’ value. Value is generated from the product itself 

or the relevant image and intangible/non-product experiences. Value is defined in relation 

to pricing as the difference between customer perceptions of benefits received and 

sacrifices incurred (Leszinski & Marn, 1997). Huber, Herrmann, and Morgan (2001) 

suggested that to evaluate the perceived customer value of a product, the costs of 

obtaining the perceived benefits are usually the major concern of buyers, since consumers 

may apply principles of cost-benefits to evaluate a purchase.        

One of the most widely used definitions of perceived value is that it is “the 

consumer’s overall assessment of the utility of a product based on perceptions of what is 

received and what is given” (Zeithaml, 1988, p. 14). Zeithaml (1988, p. 8) identified four 

patterns of responses in an exploratory study, resulting in four potential definitions of 

value: 

1. Value is low price. 

2. Value is whatever one wants in a product. 

3. Value is the quality that the consumer receives for the price paid. 

4. Value is what consumers get for what they give. 
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Customer satisfaction in the hotel industry 

 Some efforts have been made to capture explicitly cognitive and emotional 

processes related to customer satisfaction. For example, customer satisfaction is an 

emotional reaction resulting from one specific transaction (Oliver, 1993). Woodruff, 

Cadotte, and Jenkins (1983) argued that customer satisfaction should be defined to reflect 

the link between the cognitive and emotional processes, because customer satisfaction / 

dissatisfaction is an emotional feeling in response to confirmation / disconfirmation. 

Customer Satisfaction is a psychological concept that involves the feeling of well-being 

and pleasure that results from obtaining what one hopes for and expects from an 

appealing product and/or service (WTO, 1985).  

Another viewpoint is to focus on the behavior of consumption. Engel, Blackwell, 

and Miniard (1990) suggested that customer satisfaction/dissatisfaction is the result of the 

comparison of a customer’s pre-purchase expectation and their post-purchase evaluation. 

The customer satisfaction theories have developed by customer behaviorists in the areas 

of lodging (Ekinci & Riley, 1998; Barsky, 1992; Barsky & Labagh, 1992) in order to 

investigate customer satisfaction applicability to the hospitality and tourism industries.  

 

Development of Customer Satisfaction Indices 

 Since 1970s, researchers of consumer behavior and marketing in developed 

countries have conducted comprehensive studies on customer satisfaction (Spreng, 

MacKenzie, & Olshavsky, 1996). In 1989, Fornell and his colleagues at Michigan State 

University helped Sweden build the first national-level measurement system for customer 

satisfaction – the Swedish Customer Satisfaction Barometer (SCSB) (Fornell, 1992). 
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Later in 1994, the American Customer Satisfaction Index (ASCI) was launched (Fornell, 

et al., 1996). In the mid 1990s, Customer Satisfaction Indices were gradually recognized 

by governments and companies worldwide as a good instrument to measure a nation’s or 

company’s output quality (Yang, Tian, & Zhang, 2000).  

 

Swedish customer satisfaction barometer (SCSB) model 

 Created in 1989, the Swedish Customer Satisfaction Barometer (SCSB) was the first 

national customer satisfaction index for domestically purchased and consumed products 

and services (Fornell, 1992). The original SCSB model shown in Figure 1 contains two 

primary antecedents of satisfaction: perceptions of a customer’s performance experience 

with a product or service, and customer expectations regarding that performance. 

Perceived performance is equated with perceived value (Johnson, Gustafsson, 

Andreassen, Lervik, & Cha, 2001, p. 221).  

Accordingly, the consequences of increased satisfaction are decreased customer 

complaints and increased customer loyalty. An increase in satisfaction should decrease 

the incidence of complaints (Johnson, Gustafsson, Andreassen, Lervik, & Cha, 2001). 

Increased satisfaction should also increase customer loyalty (Bloemer & Kasper, 1995). 

Loyalty refers to a customer’s psychological predisposition to repurchase from a 

particular product or service provider (Johnson, Gustafsson, Andreassen, Lervik, & Cha, 

2001). 
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American customer satisfaction index (ACSI) model 

 The American Customer Satisfaction Index (ACSI) Model was developed in 1994 

and builds upon the original SCSB model. The ACSI model represents a customer-based 

measurement system (see Figure 2) for evaluating and enhancing the performance of 

firms, industry, economic sectors, and national economies (Johnson, Gustafsson, 

Andreassen, Lervik, & Cha, 2001, p. 222). The ACSI measures the quality of the goods 

and services as experiences by the customers that consume them.  

 The ACSI model predicts that as both perceived value and perceived quality increase, 

customer satisfaction should increase (Fornell, et al., 1996). Expected customization and 

expected reliability were two latent variables used to measure customer satisfaction 

expectations through three measures, including overall expectations, expected 

customization, and expected reliability (O’Loughlin & Coenders, 2002). The main 

differences between the SCSB model and the ACSI model are the addition of a perceived 
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Figure 2.1. Swedish Customer Satisfaction Barometer (SCSB) Model 
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quality component, as distinct from perceived value, and the addition of measures for 

customer expectations (Fornell, et al., 1996).  

 
 

 
 

Norwegian customer satisfaction barometer (NCSB) model 

 The NCSB model was identical to the original American model with the exception 

that it included corporate image and its relationships to customer satisfaction and 

customer loyalty (Fornell, et al, 1996). According to Fishbein and Ajzen’s (1975) study, 

attitudes are functionally related to behavioral intentions which predict behavior. 

Andreassen and Lendestad (1998a,b) found a positive correlation between the constructs 

related to the impact of corporate image on customer intent.   

 The NCSB model is different from the ACSI model because of three important 

reasons (Yang, et al., 2000). First, the NCSB model uses the introduction of SERVQUAL 
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to measure service quality. Second, the NCSB model focuses on the introduction of 

corporate reputation. Finally, the NCSB model replaces customer complaints with 

complaint handling.  

 

European customer satisfaction index (ECSI) model 

 The European Customer Satisfaction Index (ECSI) model (See Figure 3) differs 

from the ACSI model (Eklof, 2000) in several ways. The ECSI model is an indicator that 

measures customer satisfaction. It is an adaptation of the SCSB model (Fornell, 1992) 

and is compatible with the ACSI model (Fornell, et al., 1996). 

 The ECSI model is based on well-established approaches in customer behavior and 

can be used by different industries. Bayol, Foye, Tellier, and Tenenhaus (2000, p. 361, 

362) illustrated that the ECSI model contains seven interrelated variables: (a) a core 

model, i.e., the traditional latent variables: perceived quality, expectations, perceived 

value, satisfaction index, and loyalty, shown in bold for the constructs with impacts 

shown by solid lines; (b) two optional latent variables that can be added by national 

committees: image and complaints shown in italics with impacts shown by dotted line. 

The variables on the left side are to be seen as drivers for explaining the Customer 

Satisfaction Index; variables on the right side of the model are performance indicators 

(loyalty/complaints).  

 Johnson, et al. (2001, p. 225) maintained that there are two differences between the 

ACSI and ECSI models. First, the ECSI model does not include the incidence of 

complaint behavior as a consequence of satisfaction. Second, according to the original 

NCSB model, the ECSI model incorporates corporate image as a latent variable in the 
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model. Corporate image is specified to have direct effects on customer expectation, 

satisfaction, and loyalty.  

 

 
 

Relationships among Hotel Image, Service Quality, Perceived Value, and Customer Satisfaction 

Influence of image on perceived value and customer satisfaction 

 Kristensen, et al. (1999) provided a model suggesting that image may have a direct 

effect on value. However, the results of O’Loughlin and Coenders’s (2002) European 

Customer Satisfaction Index (ECSI) survey, which used a structural equation model, 

revealed that image did not have a significant impact on customer satisfaction.  
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Image refers to the brand name and the kind of associations customers get from the 

product, brand, and company (Johnson, et al., 2001). This construct was first introduced 

in the Norwegian Customer Satisfaction Barometer (NCSB) model (O’Loughlin & 

Coenders, 2002; Andreassen & Lindestad, 1998a; Andreassen & Lindestad, 1998b). 

Martensen, et al. (2000) indicated that image is an important component of the customer 

satisfaction model and expected that image would have a positive effect on customer 

satisfaction and loyalty.  

In the research on hotel image, Lee (2003) indicated that hotels should set standards 

that help to create a positive image because hotel image, with five factors including 

physical environment, contact personnel, quality of service, corporate identity and 

accessibility, has a positive impact on repeat business. Therefore, three hypotheses, which 

include hotel image as a variable, are proposed in this study: 

Hypothesis 1: Service quality has a direct and positive effect on hotel image. 

Hypothesis 2: Hotel image has a direct and positive effect on perceived value. 

Hypothesis 3: Hotel image has a direct and positive effect on customer satisfaction.  

  

Influence of service quality on perceived value and customer satisfaction 

 Quality has been shown to be an antecedent of perceived value (Baker, Parasuraman, 

Grewal, & Voss, 2002). Fornell, et al. (1996) expected that perceived quality has a 

positive association between perceived value and customer satisfaction based on the 

American Customer Satisfaction Index (ACSI) model. Value is positively affected by 

perceived quality (Anderson & Sullivan, 1993; Fornell, 1992). 

Service quality has become an important topic because of its apparent relationship to 
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customer satisfaction (Bolton & Drew, 1991). Fornell, et al. (1996) illustrated that 

perceived quality and perceived value in the ACSI model provides important indicative 

information. Both perceived quality and perceived value are expected to have a direct and 

positive effect on overall customer satisfaction (O’Loughlin & Coenders, 2002). The 

European Customer Satisfaction Index (ECSI) includes the premise that service quality is 

an antecedent affecting perceived value and is expected to have a direct and positive 

effect on overall customer satisfaction (Kristensen, Martensen, & Gronholdt, 2000). Two 

hypotheses related to service quality have been formulated for this study as follows:   

Hypothesis 4: Service quality has a direct and positive effect on perceived value.   

Hypothesis 5: Service quality has a direct and positive effect on customer satisfaction. 

 

Influences of perceived value on customer satisfaction 

  Howard and Sheth (1969) had revealed that customer satisfaction is dependent on 

value and perceived value is the perceived level of product quality relative to the price 

paid. Previous research has revealed that the measurement of consumer satisfaction 

should be used in conjunction with the measurement of perceived value (Oh, 2000; 

Woodruff, 1997). Fornell, et al. (1996) found that price perceptions affect customer 

satisfaction. Their study indirectly used a ratio of value and equality perceptions rather 

than a direct measure of price perceptions. Value is expected to have a direct impact on 

customer satisfaction (Anderson & Sullivan, 1993; Fornell, 1992). Accordingly, this 

study will test the following proposition:  

 Hypothesis 6: Perceived value has a direct and positive effect on customer satisfaction. 
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Development of Proposed Customer Satisfaction Index Model 

The conceptual framework for this study was developed by the researcher based on 

the relevant literature reviewed in this chapter (see Figure 2.4). Each cell stands for an 

intangible variable, based on the customer satisfaction models developed by the 

American Customer Satisfaction Index (ACSI), the European Customer Satisfaction 

Index (ECSI) and the Norwegian Customer Satisfaction Barometer (NCSB) Model.  

 Yang, et al. (2000) demonstrated that when a nation attempts to set up a customer 

satisfaction index model, it can take advantage of other nations’ customer satisfaction 

index models and modify them to fit. Therefore, the researcher is attempting to develop a 

customer satisfaction index model for the hotel industry in Taiwan. This study will use 

the ACSI model as the foundation for the customer satisfaction index and modify some 

variables based on the literature review. First, the proposed model eliminates customer 

expectation from the ACSI model and replaces expectation with corporate image. The 

findings of the Chitty, Ward, and Chua (2007) study suggested that brand image is a 

predictor of satisfaction with a hotel.  

Second, in the NCSB model (Johnson, et al., 2001) the SERVQUAL instrument was 

introduced to evaluate quality. Therefore, the researcher replaced perceived quality with 

service quality in the proposed model.  

Third, Johnson, et al. (2001) revealed that the ECSI model does not include 

complaint behavior because of optional latent variables. Yang, et al. (2000) found that 

most respondents rarely complained even if they were unsatisfied with products or 

services, which results in large amounts of missing data on complaints. Therefore, the 

researcher decided to eliminate the complaint variable in the present study. Future studies 
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will explore complaints.  

Fourth, there is an extended relation between customer satisfaction and customer 

loyalty in the ACSI model (Fornell, et al., 1996). However, McAlexander, Kim, and 

Robert (2003) demonstrated that loyalty is developed in various ways that are more 

dynamic and complex than reflected in customer satisfaction surveys. Alonso (2000) 

revealed that after a first satisfying experience, a customer requires some kind of 

reinforcement to become loyal. Therefore, the researcher decided to eliminate the loyalty 

variable in the present study but will examine the loyalty variable in future studies.   

 

 
 

Language Skills in the Hotel Industry 

Foreign language skills are particularly significant components for the moment of 

truth in the hotel industry. When the clerks of the front desk face foreign tourists and 

cannot speak their language for conversation, this situation may make a dissatisfying first 
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Figure 2.4. A Proposed Model of Customer Satisfaction Index  
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impression of a hotel. Martin and Davies (2006) conducted a survey of language skills 

and identified that the level of language skills possessed by Scottish hotel operators was 

low. They provided recommendations to overcome the failure at the moment of truth. 

Front line staff could learn how to read short messages in key foreign languages. Frumkin 

(2006) revealed that service quality of restaurants is to serve the public in a way that they 

feel comfortable; however, how to hospitably take care of guests who speak foreign 

languages is an important issue.  

Statistical information in 2008 from the Tourism Bureau, Ministry of Transportation 

and communications, Republic of China (Taiwan) (2008b), showed that the majority of 

inbound tourists (1,086,691) were from Japan; 387,197 tourists were from the United 

States; 200,914 tourists were from European countries; and 67,310 tourists were from 

Australia or New Zealand. Personnel in Taiwanese international tourist hotels must 

interact with those inbound guests. The importance of language ability for front line staff 

has been emphasized in employee training programs. The Economic Bulletin (2004) 

identified that language competence is of particular significance in the service sector in 

Taiwan. Foreign tourists should be addressed in their own language while they are in the 

process of service delivery (Martin & Davies, 2006). Consequently, Martin and Davies 

(2006) attributed the language issue to the category of service quality.  
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CHAPTER III 

RESEARCH METHODOLOGY 

 

The purpose of the study was to develop an appropriate customer satisfaction index 

model associated with Taiwanese international tourist hotels and determine whether 

respondents’ perceptions regarding service quality, hotel image, perceived value, and 

customer satisfaction differ significantly based on demographics. After reviewing the 

literature, potential variables were integrated into a proposed model, whose reliability and 

validity were tested by collecting data from international tourist hotels in Taiwan. This 

chapter presents the statistical methods to test the various hypotheses. The objectives of 

the study, research model, instrumentation, questionnaire translation, description of 

sample, qualitative questionnaire development, pilot study, data collection, and data 

analyses are described in this chapter.  

 

Objectives of the Study 

The objectives of this study were as follows: 

1. Develop a proposed model of a customer satisfaction index for the hotel industry in 

Taiwan in terms of the American Customer Satisfaction Index (ACSI) and the 

European Customer Satisfaction Index (ECSI) model.  

2. Determine if service quality, hotel image, perceived value, and customer satisfaction 

are appropriate conceptual variables for a customer satisfaction index for the 

international tourist hotels in Taiwan. 

3. Test and analyze the interrelationships among service quality, hotel image, perceived 

value, and customer satisfaction in a hypothesized model of a customer satisfaction 
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index for the international tourist hotels in Taiwan. 

4. Modify the proposed customer satisfaction index model to achieve a goodness-of-fit 

model of customer satisfaction for Taiwanese international tourist hotels.  

5. Use qualitative research to investigate the important levels of components in service 

quality, hotel image, perceived value, and customer satisfaction based on the 

perceptions of guests who stayed in Taiwanese international tourist hotels. 

6. Compare the differences between variables in the model of customer satisfaction 

index and components from qualitative research.  

7. Identify any significant differences in guests’ perceptions of service quality, hotel 

image, perceived value and customer satisfaction at Taiwanese international hotels 

based on gender, age, nationality, education, and annual income. 
 

Research Model 

The proposed Customer Satisfaction Index model (See Figure 3.1) linked service 

quality, hotel image, perceived value, and customer satisfaction as an integrated model, 

which depicted the final outputs of customer satisfaction in terms of the interrelationships 

among service quality, hotel image, and perceived value. A positive direct relationship 

between two variables presented a solid line in the proposed model.  

Service quality refers to tangible facilities and intangible services in relation to 

customer satisfaction in an international tourist hotel. Hotel image refers to customer 

perception and experience at the hotel. Perceived value is based on customer’s value, 

which is generated from the product itself and individual experiences in the evaluation of 

an international tourist hotel. Customer satisfaction is an emotional presentation of the 

results of the comparison of a customer’s expectation and perception.  

The researcher hypothesized that within the proposed customer satisfaction index 
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model (a) service quality has a direct and positive effect on hotel image, (b) hotel image 

has a direct and positive effect on perceived value, (c) hotel image has a direct and 

positive effect on customer satisfaction, (d) service quality has a direct and positive effect 

on perceived value, (e) service quality has a direct and positive effect on customer 

satisfaction, and (f) perceived value has a direct and positive effect on customer 

satisfaction. 

 
 

Instrumentation 

 A closed-ended questionnaire was designed to be self-administered. (Appendix C) 

The survey instrument consisted of six major sections. The first section examined 

information related to guests who stayed in the international tourist hotels in Taiwan with 

seven question items including: day of week; stay information (number of nights); major 
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Figure 3.1 Proposed Model of Customer Satisfaction Index  
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purpose for travel; who paid for the hotel stay; special account - any special rate received 

by the guest; who chose the hotel; and frequency of stay.  

A.  Day of week – The day of the week consisted of (a) Monday, (b) Tuesday, (c) 

Wednesday, (d) Thursday, (e) Friday, (f) Saturday, and (g) Sunday. The 

variable was a nominal variable.  

B. How many nights lodging at this hotel – The number of nights of stay at the 

hotel was measured using an open-ended question format. The variable was a 

nominal variable. 

C.  Major purpose for travel – The major purpose for travel consisted of (a) 

Business, (b) Vacation, (c) Visiting friends, (d) Family reunion/event, (e) 

Tour group, (f) Independent travel, and (g) Other. The variable was a nominal 

variable. 

D. Who paid for lodging – The response options to who paid for the trip included 

(a) By yourself, (b) Company, (c) Conference, (d) Friends, (e) Family, (f) 

Travel agent, and (g) Other. The variable was a nominal variable. 

E.  Special rate – Whether a special rate was received by the guest was measured 

on an open-ended question format. The variable was a nominal variable. 

F. Who chose hotel – The options for who chose the hotel included (a) By 

yourself, (b) Company, (c) Conference, (d) Friends, (e) Family, (f) Travel 

agent, and (g) Other. The variable was a nominal variable. 

G. Frequency of stay at this hotel – The frequency of stay was measured using an 

open-ended question format. The variable was a nominal variable. 
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Section two referred to perceived value with two items from Fornell, Johnson, 

Anderson, Cha, and Bryant’s (1996) survey using a ten-point Likert scale from 

1=“strongly disagree” to 10 =”strongly agree.” Those items included (a) The service at 

this hotel is good for the price I paid and (b) My total expenditures were reasonable for 

the service I received. The perceived value variable was a continuous variable.  

The third section focused on customer satisfaction with four items from Olorunniwo, 

Hsu, and Udo’s (2006) study using a ten-point Likert scale from 1=“strongly disagree” to 

10 =”strongly agree.” Those items included (a) I am satisfied with my decision to stay at 

this hotel, (b) My choice to stay at this hotel was a wise one, (c) I think I did the right 

thing when I chose to stay at this hotel, and (d) I feel that my experience with this hotel 

has been enjoyable. The customer satisfaction variable was a continuous variable.  

Section four referred to hotel image with seven items from Lee’s (2003) study using 

a seven-point Likert scale from 1=“strongly disagree” to 7=”strongly agree.” Those items 

included (a) The hotel’s reservation system is efficient, (b) The rooms are well furnished, 

(c) The interior of the hotel represents the ranking of this hotel, (d) This hotel provides me 

with the amenities I want, (e) The food in the hotel restaurants is of good quality, (f) The 

hotel is located in a good location, and (g) I would stay at this hotel again. The hotel 

image variable was a continuous variable.  

Section five focused on service quality with 22 items from Parasuraman, Zeithaml, 

and Berry’s (1988) research using a seven-point Likert scale from 1=“strongly disagree” 

to 7=”strongly agree”. Those items included (a) This hotel has up-to-date equipment, (b) 

This hotel's physical facilities are visually appealing, (c) This hotel's employees are well 

dressed and appear neat, (d) The appearance of the physical facilities of the hotel is in 
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keeping with the type of services provided, (e) When this hotel promises to do something 

by a certain time, it does so, (f) When I have problems, this hotel is sympathetic and 

reassuring, (g) This hotel is dependable, (h) This hotel provides its services at the time 

it promises to do so, (i) This hotel keeps accurate records regarding my personal 

account, (j) This hotel does NOT give accurate information to me, (k) I do NOT receive 

prompt service from this hotel's employees, (l) Employees of this hotel are NOT 

always willing to help customers, (m) Employees of this hotel are TOO busy TO respond 

to my requests promptly, (n) I can trust employees of this hotel, (o) I feel safe in my 

transactions with this hotel's employees, (p) Employees of this hotel are polite, (q) 

Employees get adequate authority from management to deal with my complaints, (r) This 

hotel does NOT give me individual attention, (s) Employees of this hotel do NOT know 

what my needs are, (t) This hotel does NOT have my best interests at heart, (u) This hotel 

does NOT have operating hours convenient to me, and (v) Hotel employees can speak a  

foreign language.  

According to the SERVQUAL questionnaire developed by from Parasuraman, 

Zeithaml, and Berry (1988), eight of the 22 items were negative statements. This study 

used Parasuraman, Zeithaml, and Berry’s (1988) 22 items, 14 positive and 8 negative 

items, to test the service quality variable. The service quality variable was a continuous 

variable.  

A choice of non-applicable (NA) was provided on each Likert-type scale used in the 

instrument described here. This choice of non-applicable gave an option for instances in 

which the items of the instrument were not offered by the hotel or were not applicable to 

the guest.    
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Section six examined respondents’ personal information with five question items, 

including gender, nationality, age, education, and annual income.  

A.  Gender – (a) male; (b) female. The variable was a nominal variable.  

B.  Nationality – Nationality was measured on an open-ended question format. 

The variable was a nominal variable. 

C. Age – Age was measured using an open-ended question format. The variable 

was a nominal variable. 

D. Education – Education choices were (a) High school or less, (b) 2-year college 

degree, (c) 4-year college degree, (d) Master’s degree, (e) Doctoral degree, (f) 

Profession degree, and (g) Other. The variable was a nominal variable. 

E. Annual income – The annual income choices were (a) US$50,000 and 

under, (b) US$50,001-US$70,000, (c) US$70,001-US$90,000, (d) 

US$90,001-US$125,000, (e) US$125.001-US$200,000, and (f) US$ 

200,001 and over. The variable was a nominal variable. 

 

Questionnaire Translation 

According to the statistical information from the Tourism Bureau, Ministry of 

Transportation and communications, Republic of China (Taiwan) (2008b), in 2008, the 

majority of inbound tourists (1,086,691) were from Japan; 387,197 tourists were from the 

United States; 200,914 tourists were from European countries; and 67,310 tourists were 

from Australia or New Zealand. Therefore, the survey was presented (Appendix C, D, E) 

in three different languages (i.e., Chinese, English, and Japanese) for data collection. In 

order to avoid research errors from language misunderstanding, this study used the 
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process of questionnaire translation recommended by Del Greco, Walop, & Eastridge 

(1987) in order to improve the reliability and validity of research in different languages. 

 

Spielberger and Sharma (1976) described four stages in translating a questionnaire: 

(a) preliminary translation into the second language, (b) evaluating of the 

preliminary translation, (c) establishment of the cross-language equivalence 

between the original and the translated questionnaires, and (d) establishment of the 

reliability and validity of the translated questionnaire.  

 

The researcher invited four experts (one was an assistant professor in the Department 

of Applied English at Jinwen University of Science and Technology; one was an assistant 

professor in the Department of Applied Japanese at Jinwen University of Science and 

Technology; two were international tourists hotel managers who spoke English and 

Japanese languages and served in the global chain hotel group) to translate the final 

questionnaire. There were several steps for questionnaire translation and back translation. 

First, the questionnaire was translated from English into Chinese by an assistant professor 

with a major in English. Second, the questionnaire was translated from Chinese into 

Japanese by an assistant professor major in Japanese. Third, the other translator (hotel 

manager A) translated the Chinese and Japanese versions of the questionnaire back into 

English. Finally, the fourth translator (hotel manager B) compared the original 

questionnaires and back-translated questionnaires.  
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Description of Sample 

Hotels in Taiwan are divided into three categories issued by the Taiwan Tourism 

Bureau (2008a) as follows: standard, international standard, and international tourist hotel. 

The Tourism Bureau of Taiwan normally considers four-and five-star hotel designations, 

issued by the American Automobile Association (AAA), to be international tourist hotels 

in Taiwan. The researcher chose to conduct the study with guests in the international 

tourist hotels in Taiwan. A list of the four-and five-star hotels is included in Appendix B.  

Based on the statistical report of the Taiwan Tourism Bureau (2008a), there were 90 

international tourist hotels in Taiwan. These hotels are classified into six categories based 

on geographic location (Taipei, Kaohsiung, Taichung, Hualien, Scenic Area, and Other) 

(See Appendix C). 

 

Sample 

 The research target population for this study was the international tourist hotels in 

Taiwan. Tourist hotels in Taiwan are divided into international tourist hotels and ordinary 

tourist hotels (Tourism Bureau, Ministry of Transportation and Communications, 2009). 

Hotel rating is with a star mark that is issued by the Tourism Bureau, Ministry of 

Transportation and Communications, Taiwan. International tourist hotels are four- and 

five-star tourist hotels; ordinary tourist hotels are two or three stars tourist hotels. 

Currently, there are 90 international tourist hotels in Taiwan which are subdivided into 

city hotels and resort hotels. The sizes of international tourist hotels range from a 

maximum of 856 rooms to a minimum of 40 rooms (Tourism Bureau, Ministry of 

Transportation and Communications, 2009). According to the official statistics, the 
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percentage of international tourist hotels chosen by travelers by region is as follows: the 

north area of Taiwan receives 81.5 percent; central area 4.75 percent; south area, 10.65 

percent; and east area 3.08 percent (Tourism Bureau, Ministry of Transportation and 

Communications, 2004).  

A single area was selected for the research study because it was confirmed that most 

travelers stay in hotels in the northern geographic area of Taiwan. Thus, international 

tourist hotels in the north area of Taiwan were the target population. Once the area of 

research had been decided, the four- and five-star category international tourist hotels in 

the area were identified. There were 40 international tourist hotels whose guests 

comprised the target population of the study. A convenience sampling of the four- and 

five-star international tourist hotels in Taiwan was used for the study. The Gloria Prince 

Hotel, The Ambassador Hotel, Far Eastern Plaza Hotel (Taipei), United Hotel, Miramar 

Garden Taipei, and The Westin Taipei were selected for the study. The basic information 

for these six hotels is presented in Table 3.1 and 3.2. The target sample of the study was 

the guests who stayed in the six international tourist hotels in Taipei, Taiwan from May 1 

through May 21, 2009 (see Table 3.1 and 3.2). 
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Table 3.1: Statistical Information for Six International Tourist Hotels in Taiwan 
Monthly Report on Tourist Hotel Operations in Taiwan                                              

Data for May 2009 
Hotel Name No. of 

Rooms
No. of Rooms 

Occupied
Occupancy 

Rate
Average Room 

Rate(NT$)* 
Room Revenue

(NT$)*
F&B Revenue

(NT$)*
Total Revenue

(NT$)*
No. of 

Employees

Gloria Prince Hotel 199 3,562 57.74% 2,925 10,419,933 7,889,770 20,193,936 226

The Ambassador Hotel  428 7,037 53.04% 3,259 22,933,901 63,839,076 93,031,752 420

Far Eastern Plaza Hotel (Taipei) 420 7,143 54.86% 5,745 41,033,808 54,385,662 111,955,699 625

United Hotel 243 4,140 54.96% 2,418 10,008,896 3,322,970 14,788,088 146

Miramar Garden Taipei 203 5,007 79.56% 2,027 10,151,603 6,859,762 23,843,876 169

The Westin Taipei 288 6,317 70.75% 4,719 29,809,928 45,271,664 87,148,023 477
* NT$: New Taiwan Dollars; Source: http://202.39.225.136/indexc.asp 
 
 

Table 3.2: Monthly Report for Six International Tourist Hotels in Taiwan 
Monthly Report on International Tourist Hotel Operations                                             

Data for May 2009 
No. of Guests by Type No. of Guests by Country / Region Hotel Name 

F I T* GROUP Domestic China
Chinese 

Overseas
North 

American Japan
Asia

(Excluding Jap.) Europe Australia Other
 

Total 

Gloria Prince Hotel 2,505 8,328 555 2,222 389 416 5,630 1,144 169 46 262 10,833 

The Ambassador Hotel  1,299 1,586 225 531 242 16 1,434 403 19 1 14 2,885 

Far Eastern Plaza Hotel (Taipei) 7,311 3,133 1,761 825 0 2,161 648 4,028 781 102 138 10,444 

United Hotel 8,747 1,634 4,524 1,287 0 1,408 1,152 1,595 236 152 27 10,381 

Miramar Garden Taipei 3,241 4,877 1,872 2,106 0 498 2,331 927 308 67 9 8,118 

The Westin Taipei 3,952 2,999 2,237 1,707 0 486 765 685 777 146 38 6,951 
* F.I.T.: Foreign Independent Tourist; Source: http://202.39.225.136/indexc.asp 
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Pilot Study 

 A pilot study was conducted from December 1 through December 7, 2008. The 

questions for the pilot study consisted of seven sections. The seven sections were (a) 

information related to the hotel where the guest stayed, (b) perceived value, (c) customer 

satisfaction, (d) hotel image, (e) service quality, (f) personal information, and (g) space 

for any additional comments.  

For the pilot study, a convenience sampling of the hotel guests who stayed in the 

“Grand Hyatt Taipei” and “The Landis Taipei Hotel” was used. The Grand Hyatt Taipei 

(Taiwan), a five-star, luxurious, and international chain hotel, located at the center of the 

New Taipei, a developing business, shopping, and entertainment area 

(http://taipei.grand.hyatt.com/haytt/hotels/index.jsp). The Grand Hyatt Taipei has 856 

rooms and suites, eight restaurants, and two lounges. The local attractions near the Grand 

Hyatt Taipei are the National Palace Museum, Chiang Kai-Shek Memorial Hall, and 

Taipei 101 (http://taipei.grand.hyatt.com/haytt/hotels/index.jsp). The Landis Taipei Hotel is a 

member of the leading hotels of the world (http://Taipei.landishotelsresorts.com/index.php). 

The Landis Hotel is an international chain brand and the first international hotel to be 

managed by Taiwanese (http://Taipei.landishotelsresorts.com/index.php). The Landis Taipei Hotel 

has 209 rooms and suites, three restaurants, and a banquet facility. The hotel is located 
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within the business and entertainment district in Taipei and approximately five-minutes 

driving distance from the domestic airport and 40-minutes from Chiang Kai-Shek 

International Airport.  

The researcher conducted the pilot study from 9:00am – 11:00am on December 1 

through December 7, 2008. The researcher received oral permission to conduct the study 

from the hotel managers of lodging department at the Grand Hyatt Taipei and Landis 

Taipei Hotel. Two assistants (total field researchers were four) who were undergraduate 

students majoring in Food and Beverage Management at JinWen University of Science 

and Technology were assigned to stand in the lobby of each hotel. When guests 

completed the process of checking-out, the assistants asked them to complete the 

questionnaire. The total number of questionnaires returned at the Grand Hyatt Taipei was 

100; those completed 56, and the valid number of questionnaires was 43. The total 

number of questionnaires returned at the Landis Taipei Hotel was 100; completed 47, and 

the valid number of questionnaires was 27. The total useful responses were 70, which 

accounted for a 43 percent response rate for the Grand Hyatt Taipei and a 27 percent 

response rate for the Landis Taipei Hotel.  

Item analysis was conducted on the 35 items for evaluating each items regarding 

service quality, hotel image, perceive value, and customer satisfaction to determine which 
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items should be included on each scale. The values of critical rations were considered as 

p value of 0.05 and 0.01 and/or all the correlations greater than 0.30 were accepted 

(Green & Salkind, 2004). In terms of Green and Salkind’s (2004) suggestion, all question 

items in the study were retained and those retained items were developed for the final 

questionnaire. Results of the item analysis from the pilot study are shown in Table 3.3. 

 

Table 3.3: Item Analysis of Pilot Study 
 
Item 

 

Critical 

Ration 

 

Pearson 

Correlation 

Corrected 

Item-Total 

Correlation

Cronbach’s  

Alpha if Item 

Deleted 

Retained 

Or 

Deleted 

Reservation 1.60 0.25* 0.14 0.86 Retained
Facility 5.34*** 0.41** 0.46 0.85 Retained
Decoration 6.30*** 0.48** 0.58 0.85 Retained
Environment 6.17*** 0.46** 0.51 0.85 Retained
Food 5.77*** 0.50** 0.50 0.85 Retained
Location 4.84*** 0.49** 0.41 0.86 Retained
Staying 4.17*** 0.37** 0.41 0.86 Retained
Latest 4.49*** 0.34** 0.43 0.85 Retained
Visual 4.76*** 0.46** 0.32 0.86 Retained
Dress 3.60*** 0.45** 0.36 0.86 Retained
Appearance 4.74*** 0.29* 0.42 0.86 Retained
Promise 3.86*** 0.49** 0.42 0.86 Retained
Sympathetic 1.52 0.31** 0.23 0.86 Retained
Dependable 6.08*** 0.40** 0.47 0.85 Retained
Time 4.20*** 0.52** 0.43 0.86 Retained
Record 2.72* 0.54** 0.22 0.86 Retained
Information 0.90 0.34** 0.18 0.86 Retained
Prompt 2.30** 0.42** 0.43 0.85 Retained
Willingness 2.75* 0.11 0.41 0.85 Retained
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Table 3.3: Item Analysis of Pilot Study (continued) 
 
Item 

 

Critical 

Ration 

 

Pearson 

Correlation 

Corrected 

Item-Total 

Correlation

Cronbach’s  

Alpha if Item 

Deleted 

Retained 

Or 

Deleted 

Quick Response 3.23** 0.12 0.44 0.85 Retained
Trust 2.80** 0.53** 0.56 0.85 Retained
Transaction 4.16*** 0.42** 0.52 0.85 Retained
Language 2.09** 0.51** 0.27 0.86 Retained
Polite 3.57*** 0.58** 0.50 0.85 Retained
Authority 1.81* 0.27* 0.26 0.86 Retained
Attention 1.40 0.32** 0.25 0.86 Retained
Need 1.07 0.15* 0.19 0.86 Retained
Interest 0.97 0.25* 0.28 0.86 Retained
Hours of Operation 1.67 0.41** 0.30 0.86 Retained
Price Paid 2.60* 0.39** 0.43 0.85 Retained
Service for Price Paid 2.92** 0.51** 0.47 0.85 Retained
Satisfaction 3.59*** 0.37** 0.29 0.86 Retained
Wise choice 5.32*** 0.39** 0.43 0.85 Retained
Right decision 3.99*** 0.53** 0.35 0.86 Retained
Enjoyable 3.87*** 0.56** 0.40 0.86 Retained
p<.001 ***; p<.05**; p<.01* 
 

In addition to the results of item analysis to determine the reliability and validity of 

items, the quality of the questionnaire should be assessed by the researcher’s observation 

during the research period of the pilot study. According to the researcher’s observation, 

there were two interesting issues in the pilot study that where improved for the final 

survey. First, female fieldworkers were more successful in approaching hotel guests and 

requesting their participation in the study. The response rate was higher for female 
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fieldworkers. The researcher employed female fieldworkers to conduct the final survey. 

Second, the researcher conducted the pilot study from 9:00am – 11:00am for one week. 

In terms of the researcher’s observation, hotel guests and particularly business guests 

checked out before 7:00am. The pilot study missed many potential guests who would 

have qualified for the study. Therefore, the researcher decided to conduct the final survey 

between 7:00am and 11:00am daily. 

 

Reliability of the Pilot Study  

The reliability of the survey instrument to measure customer satisfaction was 

measured by Principal Components Analysis (PCA) within factor analysis, using a 

minimum factor loading of 0.40 to screen out unreliable variables and to assess the 

reliability of the variables. The factor loadings were between 0.487 and 0.871 (See Table 

3.4). The reliability of the customer satisfaction index scale achieved a satisfactory level 

in the pilot study.  

This study used the Statistical Package for the Social Science Window Version 16.0 

(SPSS) program to implement the Reliability Analysis. The purpose of the Reliability 

Analysis is to estimate a measure’s reliability in yielding consistent scores; the coefficient 

alpha assesses consistency in scores among equivalent items. Cronbach’s alpha (α) is one 
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of the diagnostic measures to assess internal consistency. Hair, Anderson, Tatham, and 

Black (1998) identified that reliabilities of 0.70 or higher are sufficient. 

 

Table 3.4: Factor Loading for Reliability in the Pilot Study 
Component Item 

1 2 3 4 5 6 7 8 9 

Facility .571         

Decoration .659         

Environment .684         

Food .820         

Location .654         

Staying .763         

Latest .653         

Visual .490         

Dress .760         

Appearance .673         

Sympathetic  .487        

Information  .661        

Prompt  .536        

Willingness  .807        

Quick Response  .784        

Attention  .778        

Price Paid   .580       

Service for Price Paid   .581       

Satisfaction   .861       

Wise choice   .860       

Right decision   .838       

Enjoyable   .871       

Reservation    .656      

Trust    .826      

Transaction    .866      
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Table 3.4: Factor Loading for Reliability in the Pilot Study (continued) 
Component Item 

1 2 3 4 5 6 7 8 9 

Need     .674     

Interest     .830     

Hours of Operation     .771     

Promise      .766    

Dependable      .545    

Language      .751    

Authority       .692   

Time        .659  

Polite        .761  

Record         .808
 
Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 10 iterations. 
 

Information in Table 3.5 shows that all of the variables surpassed the 0.70 level for 

coefficient alpha (alphas between 0.715 to 0.949), which signified that the scales had a 

high degree of internal reliability. Based on the factor loadings and coefficient alpha from 

the pilot study, all question items remained and were included in the final questionnaire 

for this study. 

 
Table 3.5: Pilot Test: Coefficient Alpha of Reliability Analysis  
Variable Items Score Range Coefficient Alpha (n=70)

Hotel image 7 0 - 7 (0-No Comment) 0.848 

Service quality 22 0 - 7 (0-No Comment) 0.715 

Perceived value 2 0-10 (0-No Comment) 0.949 

Customer Satisfaction 4 0-10 (0-No Comment) 0.926 

Total 35 0.774 
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Qualitative Research 

The purpose of using qualitative research for this study was to identify the important 

levels of components in service quality, hotel image, perceived value, and customer 

satisfaction based on the perceptions of customers who stayed in Taiwanese international 

tourist hotels. The researcher provided four open-ended questions to understand the 

guests’ opinions regarding service quality, hotel image, perceived value, and customer 

satisfaction. (Appendix F). The four open-ended questions were as follows: (a) In your 

opinion, what are the differences between Taiwanese international hotels and foreign 

international hotels? (b) In your opinion, what are the reasons why foreign tourists stay in 

Taiwanese international hotels? (c) What are the advantages/disadvantages of Taiwanese 

international hotels? and (d) What is the most important point for the improvement of 

Taiwanese international tourist hotels, in your opinion? Please give examples. (Appendix 

F). 

 The open-ended questionnaire was administered November 3 through November 10, 

2008. Eleven faculty members from Department of Food and Beverage Management and 

nine faculty members from the Department of Hotel Management at Jinwen University, 

Taipei were asked to respond to the questions. The researcher received eighteen faculty 

members’ verbal agreement to complete the open-ended questionnaire. Thirty hotel 
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managers were selected from a list of the international tourist hotels that have an 

agreement with the Department of Food and Beverage Management and the Department 

of Hotel Management at Jinwen University. Twenty-three experienced international 

tourist hotel managers agreed to participate in this qualitative research.  

First, the researcher contacted potential guests (n = 50) through telephone, email, 

and face-to-face interviews. After receiving their verbal agreements, the researcher 

hand-delivered the open-ended questionnaire. Guests could mail, email, and/or hand 

deliver the completed survey to the researcher. The researcher also visited international 

tourist hotel managers to receive their completed questionnaires. A follow-up was made 

by telephone and/or email to increase the response rate. By mid November 2008, a total 

of forty-one completed questionnaires were returned: 18 from university faculty 

members in hospitality programs and 23 from experienced international tourist hotel 

managers in Taipei. The response rate was 82 percent.  

 

Content Analysis  

Content analysis was used to examine responses to four open-ended questions. 

Content analysis is a qualitative classification of a given body of content, in terms of a 

system of categories devised to yield information relevant to specific items (Kaplan & 
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Goldsen, 1965). The technique of content analysis should indicate the frequencies of 

elements of such traits with a high degree of precision. Content analysis allocates 

numerical value to such frequencies (Marris & Thornham, 2000).  

In addition, words, phrases, and sentences used by guests to describe an experience 

and procedure were considered as units of data. A coding guide was prepared for 

classifying guests’ responses for the four open-ended questions based on a framework 

used by Marris and Thornham (2000). According to the guidelines for conducting a 

content analysis cited here, responses were categorized based on the four constructs in the 

proposed model of a customer satisfaction index for international hotels in Taiwan (i.e., 

service quality, hotel image, perceived value, and customer satisfaction). Examples of 

responses are shown for each construct.    

   

Content Validity 

Content validity refers to how the instrument measures the research theories and 

concepts. Content validity means that the measurement instrument adequately covers the 

most important aspects of the construct that is being measured (Churchill, 1996). The 

validity and reliability of the final survey for this study was improved by completing a 

content analysis of responses to open-ended questions and developing survey items based 
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on the content analysis. Therefore, the researcher invited six experts (three faculty 

members of the Tourism and Hospitality School at Jinwen University of Science and 

Technology and three managers of international tourist hotels in Taipei) to analyze the 

guests’ responses. After the reviews and suggestion of six experts, “Hotel employees can 

speak a foreign language” was added into the service quality construct of the final survey.  

Additionally, the qualitative responses were divided into four constructs (service 

quality, hotel image, perceived value, and customer satisfaction) which were used to 

assess question items for the four constructs in the final survey. When the findings of the 

final survey were consistent with the results of the qualitative research, it demonstrated 

that the items of the final survey instrument were supported by the qualitative research; 

the reliability and validity of this dissertation research were confirmed.  

 

Data Collection  

The proposed study was approved by the Texas Tech University Institutional Review 

Board (IRB) for the Protection of Human Subjects in the spring of 2009. The letter for 

potential guests in the study is shown in Appendix A. 

The researcher contacted each hotel property manager of the hotel properties in the 

sample to get their verbal agreement to participate in the study. A follow-up visit was 
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made by the researcher to those agreeing to participate to refine the procedures. Twelve 

female undergraduate students from Jinwen University of Science and Technology in 

Taipei County were employed as the fieldworkers to assist the researcher with the data 

collection. Questionnaires with stamped envelopes were given to each hotel guest at the 

close of the process of checking out. The fieldworkers stood in front of the reception desk 

to invite guests who stayed in the international tourist hotels to participate in this survey. 

After respondents completed the questionnaire, they placed it in the stamped envelope 

that was provided and mailed or gave the survey to the fieldworkers. As an incentive, a 

coupon useful for a service at the next visit to the hotel was offered customers for 

participation in the study.  

This study utilized a convenience sampling method to collect data in the 

international tourist hotels in Taipei, Taiwan. The target sample of the study was the 

guests who stayed in six international tourist hotels (i.e., Gloria Prince Hotel, The 

Ambassador Hotel, Far Eastern Plaza Hotel (Taipei), United Hotel, Miramar Garden 

Taipei, and The Westin Taipei) in Taipei, Taiwan. The survey was conducted from May 1 

through May 20, 2009 between 7:00am to 11:00am daily. 

Interceptor Guidelines (Appendix K) were developed by the researcher for the 

fieldworkers to briefly explain the study, elicit their assistance, and explain procedures 
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including the recording of non-respondents (Appendix D). The study used a follow-up 

method to ask guests to complete the questionnaire in order to increase the response rate. 

Due to the low response rate for international tourists, the researcher determined to return 

to the six international tourist hotels form June 15 through June 21, 2009 to collect data 

from international tourists as a follow-up method.  

The process of the follow-up method was similar to the data collection used in the 

final survey. The differences between the final survey and the follow-up method were (a) 

the researcher contacted two hotel property managers, Far Eastern Plaza Hotel (Taipei) 

and The Westin Taipei, who agreed to participate in the follow-up method, (b) four 

fieldworkers were assigned to participate in the follow-up method, and (c) each of the 

two international tourist hotel was allotted 100 questionnaires; the total number of 

questionnaires distributed was 200. After the data collection of the follow-up method, the 

number returned was 86, incomplete 8, the useful number of questionnaires was 78. 

Each of the six international tourist hotel was allotted 200 questionnaires; the total 

number of questionnaires distributed was 1200. The number returned was 381; 

incomplete 29; a total of 425 refused the questionnaire when offered (non-response rate 

of 35.42 percent); therefore, the valid number of questionnaires was 352. The overall 

response rate was 29.33 percent.  
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The reasons for non-responses which were logged by the fieldworkers were that (a) 

hotel guests were busy with their business schedules, (b) someone or a travel bus waited 

for them, (c) hotel guests felt uncomfortable completing the questionnaire, (d) the survey 

was rejected with no reason, (e) hotel guests did not want to spend their time filling in the 

questionnaire, and (f) attitude such as “not being in a good mood”. In addition, two major 

reasons for the low response rate were that (a) since H1N1, the so called Swine Flu, had 

become a health issue, the occupancy rates in Taiwanese international tourist hotels had 

declined and (b) both individual and global companies reduced their budgets for 

individual/business travel due to the global economic crisis in 2009.  

 

Data Analysis 

 The study used a set of statistical techniques to measure hypotheses. Structural 

Equation Modeling (SEM) with the Analysis of Model Structures version 7 (AMOS 7) 

was used to test hypotheses and the relationships among variables in the proposed model 

of a customer satisfaction index for the international tourist hotels in Taiwan. The 

Statistical Package for the Social Sciences version 16.0 (SPSS 16.0) was used to test the 

hypotheses for the significant differences among variables.    
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Hypotheses in the Proposed Model of Customer Satisfaction Index 

Data were collected to test the six hypotheses in the proposed model of customer 

satisfaction index for the international tourist hotels in Taiwan. 

H1: Service quality has a direct and positive effect on hotel image. 

 All items in service quality and hotel image were used to measure H1. 

H2: Hotel image has a direct and positive effect on perceived value. 

 All items in hotel image and perceived value were used to measure H2. 

H3: Hotel image has a direct and positive effect on customer satisfaction.   

 All items in hotel image and customer satisfaction were used to measure H3. 

H4: Service quality has a direct and positive effect on perceived value.   

 All items in service quality and perceived value were used to measure H4. 

H5: Service quality has a direct and positive effect on customer satisfaction. 

 All items in service quality and customer satisfaction were used to measure H5. 

H6: Perceived value has a direct and positive effect on customer satisfaction. 

 All items in perceived value and customer satisfaction were used to measure H6. 
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Structural Equation Modeling (SEM) 

 Structural equation modeling (SEM) is a multivariate statistical technique for 

measuring causal relationships using a combination of statistical data and research 

hypotheses (Anderson & Grebing, 1984). SEM starts with the researcher’s hypotheses 

expressed in the form of a structural equation model, operates them with a measurement 

instrument, and evaluates model fit, which means to determine how well the model as a 

whole explains the data (Kline, 2005). The proposed model may need to be modified in 

order to improve the goodness-of-fit, thereby estimating the proposed model’s likely 

relationships among variables. This study used Analysis of Moment Structures (AMOS 
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7.0) software to measure the goodness-of-fit of the model. The AMOS software 

implements the general approach to data analysis known as SEM. AMOS is an 

easy-to-use program for visual SEM. With AMOS, the researcher can quickly specify, 

view, and modify the model graphically using simple drawing tools (Arbuckle, 2008).  

According to the Arbuckle (2008) User’s Guide, one of the more commonly used 

goodness-of-fit measures is chi-square. Wheaton, Muthēn, Alwin, and Summers (1977) 

suggested that the researcher compute that a χ2/df ratio of approximately five or less as 

beginning to be reasonable. March and Hocevar (1985) recommended using a χ2/df ratio 

as low as two or as high as five to indicate a reasonable fit. Therefore, it is clear that a 

χ2/df ratio that is less than two represents an inadequate fit (Byrne, 1989).  

Second, the root mean square error of approximation (RMSEA) is a useful measure 

to test the goodness-of-fit. A value of the RMSEA of about 0.05 or less would indicate a 

close fit of the model in relation to the degrees of freedom (Arbuckle, 2008). It cannot be 

regarded as infallible or correct, but it is more reasonable than the requirement of exact fit 

with the RMSEA = 0.00 (Browne & Cudeck, 1993). Browne and Cudeck (1993) revealed 

that a value of about 0.80 or less for the RMSEA would indicate a reasonable error of 

approximation; these researchers would not advise employing a model with a RMSEA 

greater than 0.10.  
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Finally, the Normed Fit Index (NFI), the Tucker-Lewis Index (TLI), and the 

Comparative Fit Index (CFI) are displayed in the output path diagram. Bentler and Bonett 

(1980) indicated that typical ranges for NFI, TLI, and CFI lie between 0 and 1. The NFI, 

TLI, and CFI values close to 1 indicate a very good fit. A model with overall fit indices of 

less than 0.90 can usually be improved substantially (Bentler & Bonett, 1980).  

 

Hypotheses for Significant Differences  

The study tested if there is any significant difference in demographics regarding 

Taiwanese international hotels with regard to service quality, hotel image, perceived 

value, and customer satisfaction. Four hypotheses were tested to identify the significant 

differences.   

H7: There is no significant difference in guests’ satisfaction with service (reliability and  

assurance) at international tourist hotels in Taiwan based on gender, nationality, age, 

education, and annual income.  

H7.1: There is no significant difference between service quality and gender. 

H7.2: There is no significant difference between service quality and nationality. 

H7.3: There is no significant difference between service quality and age. 
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H7.4: There is no significant difference between service quality and education. 

H7.5: There is no significant difference between service quality and annual income. 

H8: There is no significant difference in guests’ perceptions of the hotel image at 

international tourist hotels in Taiwan based on gender, nationality, age, education, 

and annual income. 

    H8.1: There is no significant difference between hotel image and gender. 

H8.2: There is no significant difference between hotel image and nationality. 

H8.3: There is no significant difference between hotel image and age. 

H8.4: There is no significant difference between hotel image and education. 

H8.5: There is no significant difference between hotel image and annual income. 

H9: There is no significant difference in guests’ perceived value for international tourist 

hotels in Taiwan based on gender, nationality, age, education, and annual income.   

H9.1: There is no significant difference between perceived value and gender. 

H9.2: There is no significant difference between perceived value and nationality. 

H9.3: There is no significant difference between perceived value and age. 

H9.4: There is no significant difference between perceived value and education. 

H9.5: There is no significant difference between perceived value and annual income. 
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H10: There is no significant difference in customer satisfaction with international tourist 

hotels in Taiwan based on gender, nationality, age, education, and annual income.     

H10.1: There is no significant difference between customer satisfaction and gender. 

H10.2: There is no significant difference between customer satisfaction and  

nationality. 

H10.3: There is no significant difference between customer satisfaction and age. 

H10.4: There is no significant difference between customer satisfaction and  

education. 

H10.5: There is no significant difference between customer satisfaction and annual 

income. 

 

Statistical Package for the Social Sciences Version 16.0 (SPSS 16.0) 

 The Statistical Package for the Social Science Window Version 16.0 (SPSS) 

program was used to process the responses of the returned questionnaires. Descriptive 

statistics were used to screen all variables. One-way analysis of variance (ANOVA) was 

used to test hypothesis seven to ten. The demographics were as the independent variable; 

service quality, hotel image, perceived value, and customer satisfaction were as the 

dependent variable. The results were tested to determine whether there are significant 
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differences in demographics, service quality, hotel image, perceived value, and customer 

satisfaction. Post Hoc Tukey’s test was tested to determine the differences between 

variables. 
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CHAPTER IV 

RESULTS 

 

The purpose of this study was to develop an appropriate customer satisfaction index 

model associated with Taiwanese international tourist hotels and to determine whether 

respondents’ perceptions regarding service quality, hotel image, perceived value, and 

customer satisfaction differ significantly based on demographics. A model of customer 

satisfaction index proposed by the researcher had four constructs: hotel image, service 

quality, perceived value, and customer satisfaction. Questionnaire data from customers 

were gathered at international tourist hotel properties in Taiwan to examine the 

relationships among constructs. The results which follow in this chapter are divided into 

the following sections: (a) personal information of the sample, (b) demographic 

characteristics of the sample, (c) scale assessment, (d) scale qualification, (e) model 

modification and model estimation, and (f) hypothesis testing: one-way analysis of 

variance (ANOVA). 

 

Personal Information of the Sample 

 The population for this study was guests who stayed in Taiwan international tourist 

hotels in Taiwan from May 1 through May 20, 2009. Hotel guests who stayed in the four- 
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and five-star international tourist hotels in Taiwan made up the sample (n=352). Six 

hotels (i.e., The Gloria Prince Hotel, The Ambassador Hotel, Far Eastern Plaza Hotel 

(Taipei), United Hotel, Miramar Garden Taipei, and The Westin Taipei) were selected for 

the study. The personal information collected from the respondents included (a) day of 

week, (b) how many nights lodging at this hotel, (c) major purpose for travel, (d) who 

paid for lodging, (e) special rate, (f) who chose hotel, and (g) frequency of stay at this 

hotel. The frequencies and percentages of sample by personal information are revealed in 

Table 4.1.  

Guests who responded to the survey stayed in Taiwan international tourist hotels on 

Saturday (20.74%) and Monday (17.33%) with other days of the week being about the 

same. Approximately 63% of the guests stayed one night; 27% of the guests stayed two 

nights at the international tourist hotel at the time they participated in this survey. The 

guests presented six purposes including business (35.80%); tour group (27.84%); 

vacation (11.93%); visiting friends (10.80%); family reunion/event (6.53%); and 

independent travel (3.41%). For the category “who paid for the room?”, 35.80% of the 

guests reported that lodging was paid by themselves (35.80%); travel agent (27.84%); 

and company (24.43%). When asked about whether the guest received a special rate for 

lodging, 61.65% answered “yes” and 32.95% answered “no”.  For the “who chose 

hotel” category, the majority of hotel choice was by yourself (34.94%); travel agent 
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(27.27%); and company (24.43%). The percentage of guests who had stayed one time at 

this hotel in the past was 40.63%; 34.09% of the guests had never stayed at this hotel in 

the past, and 19.32% guests had stayed two times at this hotel in the past. The sample 

represented the perceptions of guests who had chosen the hotel based on past experience.   

 

Table 4.1: Personal Information of the Sample.  (n=352) 

Personal Information Frequency Percentage
Day of week 
    Monday 61 17.33
    Tuesday 48 13.64
    Wednesday 45 12.78

Thursday 36 10.23
    Friday 52 14.77
    Saturday 73 20.74
    Sunday 37 10.51
   
How many nights lodging at this hotel  
    One night 223 63.35
    Two nights 94 26.70
    Three nights 12 3.41
    Over three nights 13 3.69
    Missing 10 2.84
   
Major purpose for travel  
    Business 126 35.80
    Vacation 42 11.93
    Visiting friends 38 10.80
    Family reunion/event 23 6.53

Tour group 98 27.84
    Independent travel 12 3.41
    Other 7 1.99
    Missing 12 3.41
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Table 4.1: Personal Information of the Sample (continued).  (n=352) 

Personal Information Frequency Percentage
Who paid for lodging  
    By yourself 126 35.80
    Company 86 24.43
    Conference 9 2.57
    Friends 3 0.85
    Family 27 7.67
    Travel agent 98 27.84
    Other 3 0.85
   
Special rate  
    Yes  217 61.65
    No 116 32.95
    Uncertain 19 5.40
   
Who chose hotel  
    By yourself 123 34.94
    Company 86 24.43
    Conference 9 2.56
    Friends 10 2.84
    Family 13 3.69
    Travel agent 96 27.27
    Other 2 0.57
    Missing 13 3.69
   
Frequency of stay at this hotel  
    None 120 34.09
    One time 143 40.63
    Two times 68 19.32
    Three times 11 3.13
    More than three times 8 2.27

Missing 2 0.57
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Demographic Characteristics of the Sample 

 The demographic characteristics of the sample included (a) gender, (b) nationality, 

(c) age, (d) education, and (e) annual income (before tax). The frequencies and 

percentages of the sample by demographic characteristic are presented in Table 4.2. The 

guests who stayed in the international tourist hotels included male (65.90%) and female 

(34.10%). Taiwan R.O.C was the nationality of 34.38% of the guests; 20.17% were from 

Japan, and 11.93% was from North America. The age of respondents was 36-40 years of 

age (19.32%); 31-35 years (15.63%), and 46-50 years (14.77%). The majority of guests 

had at least a 4-year college degree: master’s degree (39.77%), a doctoral degree 

(20.17%), and a 4-year college degree (12.22%). The annual income (before tax) was 

under US$ 50,000 (23.30%), missing (20.45%), US$ 50,000 – 70,000 (17.90%), and US$ 

90,001 – 125,000 (17.61%). Over a fifth of the respondents were unwilling to share 

income information. Divulging income may have raised confidentiality and safety issues 

for the respondents.    

 

Table 4.2: Demographic Characteristics of the Sample.  (n=352) 

Demographic Characteristics Frequency Percentage

Gender   

    Male 232 65.90

    Female 120 34.10
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Table 4.2: Demographic Characteristics of the Sample (continued).  (n=352) 
Demographic Characteristics Frequency Percentage

Nationality  

    Taiwan, R.O.C. 121 34.38

    North American 42 11.93

    China 33 9.38

    Chinese overseas 12 3.41

    Japan 71 20.17

    Asia (excluding Japan) 23 6.53

    Europe 23 6.53

    Australia 11 3.13

    Other 5 1.42

    Missing 11 3.13
  
Age  

Under 25 years (including 25 years) 12 3.41
    26-30 years  33 9.38
    31-35 years  55 15.63
    36-40 years  68 19.32
    41-45 years  43 12.22
    46-50 years  52 14.77
    51-55 years  22 6.25
    56-60 years  31 8.81
    61-65 years  14 3.98
    66 years and older 4 1.14
    Missing 18 5.11
  
Education  
    High school or less 4 1.14
    2-year college degree (Associate) 26 7.39
    4-year college degree (BA, BS) 43 12.22
    Master degree 140 39.77
    Doctoral degree 71 20.17
    Professional degree (MD, JD) 23 6.53
    Other 25 7.10
    Missing 20 5.68
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Table 4.2: Demographic Characteristics of the Sample (continued).  (n=352) 
Demographic Characteristics Frequency Percentage
Annual income (before tax)  
    US$ 50,000 and under 82 23.30
    US$ 50,001 – US$ 70,000 63 17.90

US$ 70,001 – US$ 90,000 53 15.06
US$ 90,001 – US$ 125,000 62 17.61
US$ 125,001 – US$ 200,000 12 3.41
US$ 200,001 and over 8 2.27
Missing 72 20.45

 

Scale Assessment 

 Before developing meaningful variables for a goodness-of-fit model by using 

structural equation modeling (SEM), the data from the 35-item Likert-type scale had to 

be tested. Five statistical methods, including data screening, factor analysis, composite 

reliability, and convergent validity and discriminant validity were used. 

 

Data Screening 

Before conducting a statistical analysis in SEM, data screening procedures should be 

used for all variables to identify a reliable data set. The major purpose of data screening is 

to demonstrate that data screening techniques can improve the outcomes of statistical 

analysis so that the analysis procedures produce the most efficient estimates. Kline (2005) 
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revealed that the original data should be carefully screened based on (a) multivariate 

normality; (b) univariate normality; and (c) missing data. The following information is 

from Kline (2005).  

A. Multivariate Normality 

The most used assessment in SEM is multivariate normality, which indicates that all 

the univariate distributions are normal. An effective method to examine the quality of 

multivariate normality is to delete the outliers. Outliers are scores more than three 

standard deviations beyond the mean. Univariate outliers are easy to find by 

examining frequency distributions of z scores. A multivariate outlier has extreme 

scores between two or three standard deviations above the means on all variables. The 

multivariate outliers were computed by means and standard deviations (see Table 4.3). 

This study converted scores of each variable to z scores and required that all scores 

for each variable must be between ± 3.0 (i.e., 99.72% of data fall into between three 

standard deviations above the means on all variables). There were 49 outliers in the 

data set from 352 respondents for 35 variables; therefore, the ratio of outlier was 

0.40% (i.e., 49/352x35) and 99.60% of the data were useful for data analysis in the 

study.  
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Table 4.3: Means and Standard Deviations of Variables  (n=352). 

Variable Mean Standard Deviation
Hotel Image  
   Reservation system is efficient 5.64 1.26
   Rooms are well furnished 5.56 1.29
   Hotel represents the ranking 5.66 1.23
   Hotel provide amenities I want 5.67 1.20
   Food is good quality 5.62 1.24
   Hotel is in a convenient location 5.73 1.37
   I would stay again 5.59 1.24
Service Quality  

Up-to-date equipment 5.31 1.27
   Physical facilities are appealing 5.58 1.31
   Employees are well dressed 6.28 0.98

Appearance in keeping with type of service 5.64 0.97

   Hotel promises for service 5.74 1.06

   Hotel staff is sympathetic and reassuring 5.71 1.14

Hotel is dependable 5.76 0.99

   Hotel keeps promises 5.92 1.00

   Hotel keeps accurate records 5.32 1.73

Hotel gives accurate information * 4.23 1.73

   Employees provide prompt service * 4.19 1.73

Employees are willing to help * 4.46 1.60

Employees respond to customer requests * 4.20 1.69

   Employees can be trusted 5.58 1.05

   Transaction is safe 5.72 1.18

Employees are polite 6.12 1.12

   Employees get adequate authority 5.44 1.18

   Hotel gives individual attention * 4.63 1.64

Employees know what customer needs * 4.62 1.46

   Hotel has customer best interests * 4.45 1.77
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Table 4.3: Means and Standard Deviations of Variables (continued)  (n=352). 

Variable Mean Standard Deviation

   Hotel has convenient operating hours * 4.34 1.64

Employees speak foreign language 5.20 1.25

Perceived Value  

   Service is good for the price 5.51 2.63

Expenditures are reasonable 5.52 2.63

Customer Satisfaction  

   Staying in this hotel was satisfying 5.83 2.36

   Choosing this hotel is wise 5.76 2.54

Staying in this hotel is right 5.75 2.49

   Enjoyable experience 6.18 2.38
* indicated reversed items 

 
 

B. Univariate Normality 

The positive/negative skew and kurtosis is not normal in a single variable. Excess 

skew is easy to spot by checking frequency distributions; normal probability plots, 

which show the relation of actual z scores to ones expected in a normal curve, are 

useful for spotting both skew and kurtosis. The acceptable values for skew and 

kurtosis for variables with absolute values on the skew index are those lower than 3.0 

and variables with absolute values of the kurtosis index that are lower than 8.0. Skews 

and kurtosis can be screened by the Statistical Package for the Social Sciences (SPSS) 

Program (see Table 4.4). 
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Table 4.4: Skews and Kurtosis of Variables  (n=352) 

Variable Skew Kurtosis

Hotel Image   

   Reservation system is efficient -1.10 1.61

   Rooms are well furnished -0.89 0.94

   Hotel represents the ranking -0.63 -0.27

   Hotel provides amenities I want -1.18 2.38

   Food is good quality -0.43 -1.03

   Hotel is in a convenient location -0.85 -0.08

   I would stay again -0.62 -0.46

Service Quality   

Up-to-date equipment -0.60 0.72

   Physical facilities are appealing -0.81 0.60

   Employees are well dressed -1.16 0.61

Appearance keeps the type of service -0.37 -0.83

   Hotel promises for service -0.44 -0.74

   Hotel is sympathetic and reassuring -1.23 2.67

Hotel is dependable -0.41 -0.46

   Hotel keeps promises -0.62 -0.30

   Hotel keeps accurate records -1.12 0.54

Hotel gives accurate information * 0.83 -0.43

   Employees provide prompt service * 0.81 -0.45

Employees are willing to help * 1.06 0.33

Employees respond to customer requests * 0.92 -0.12

   Employees can be trusted -0.56 -0.11

   Transaction is safe -0.85 0.22

Employees are polite -1.29 1.32

   Employees get adequate authority -0.27 -0.38
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Table 4.4: Skews and Kurtosis of Variables (continued).  (n=352) 

Variable Skew Kurtosis

   Hotel gives individual attention * 1.23 0.63

Employees know what customer needs * 1.03 0.22

   Hotel has customer best interests * 0.96 -0.09

   Hotel has convenient operating hours * 0.88 -0.22

Employees speak foreign language -0.63 0.61

Perceived Value   

   Service is good for the price -0.20 -0.12

Expenditures are reasonable -0.16 -0.07

Customer Satisfaction   

   Staying in this hotel was satisfying -0.61 0.82

   Choosing this hotel is wise -0.60 0.50

Staying in this hotel is right -0.69 0.62

   Enjoyable experience -0.73 1.25

 

C. Missing Data 

Missing data indicates that data sets have missing scores. A few cases of missing data 

in a large sample may be of little concern. If there are many instances of missing data 

in a small sample, the researcher may have a more serious challenge for data analysis. 

Two accepted methods are used to deal with incomplete scores. The first method, 

missing completely at random (MCAR), means that the researcher analyzes only the 

data available through deletion of cases with missing data. Second, the most basic 
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method is mean substitution, in which a missing score is replaced by the overall 

sample average (Kline, 2005). The researcher used the second method, mean 

substitution (see Table 4.3, mean values for each variable), to identify cases that 

contribute the most to this study.   

 

Factor Analysis 

According to specific statements about factor analysis by Hair, Anderson, Tatham, 

and Black (1998), the primary purpose of factor analysis is to find a method to 

summarize the data information contained in a number of original variables into a data set. 

More importantly, factor analysis technique has two objectives: (a) identifying structure 

through data summarization and (b) data reduction. As a general rule for data 

summarization, the minimum is to have at least five times as many cases as there are 

available to be analyzed; the more acceptable size may have a ten-to-one ratio. There 

were 35 variables in the questionnaire with a sample size of 352 for this dissertation 

research. Therefore, this study achieved an adequate sample size (i.e., from 175 to 350) 

for the number of variables examined. The researcher obtained a high cases-per-variable 

ratio to minimize the chances of overfitting the data (i.e., deriving factors that are sample 

specific with little generalizability).  
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The values of factor loadings are used to determine which variables/items should be 

deleted based on the statistical requirement. Hair, et al. (1998) indicated that the main 

purpose in factor loading is that it provides a means of interpreting the role each variable 

plays in defining each factor. Factor loadings are the correlation of each variable and the 

factor. Loadings specify that the degree of correspondence between the variable and the 

factor, with higher loadings making the variable representative of the factor. It is a rule of 

thumb used frequently that factor loadings more than ± 0.30 are considered to meet the 

minimal level; loadings of ± 0.40 are considered more important; and if the loadings are 

± 0.50 or greater, they are considered practically significant.  

In determining a significance level for the interpretation of factor loadings, an 

approach similar to determining the statistical significance of correlation coefficients may 

be used. Hair, et al. (1998) indicated that in a sample of 50, a factor loading of 0.75 is 

required for significance. In comparison with the prior rule of thumb, that being that all 

factor loadings of 0.30 have practical significant, this approach may consider that factor 

loadings of 0.30 are significant only for a sample size of 350 or greater (Hair, et al., 

1998).  

In this dissertation, the researcher required factor loadings for all items that were 

more than 0.40 for internal consistency. The loadings of the items greater than and equal 
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to 0.40 were retained and analyzed by the SEM with AMOS software program; the 

loadings of the items lower than 0.40 were removed from the data analysis. Therefore, 

SQ9: “this hotel keeps accurate records regarding my personal account (loading = 

0.310)” and SQ22: “hotel employees can speak a foreign language (loading = 0.368).” 

were removed from the constructs in the model of customer satisfaction index (see Table 

4.5). 

 
Table 4.5: Results of Scale Assessment 

Scales 
Factor 
Loadings 

Composite 
Reliabilities AVE 

Hotel Image   0.893 0.620 
   Reservation system is efficient 0.592   
   Rooms are well furnished 0.806   
   Hotel represents the ranking 0.815   
   Hotel provide amenities I want 0.846   
   Food is good quality 0.847   
   Hotel is in a convenient location 0.744   
   I would stay again 0.824   
Service Quality   0.764 0.446 

Up-to-date equipment 0.581   
   Physical facilities are appealing 0.444   
   Employees are well dressed 0.611   

Appearance keeps the type of service 0.808   
   Hotel promises for service 0.580   
   Hotel is sympathetic and reassuring 0.518   

Hotel is dependable 0.670   
Hotel keeps promises 0.657   
Hotel keeps accurate records 0.310    
Hotel gives accurate information * 0.722   
Employees provide prompt service * 0.791   
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Table 4.5: Results of Scale Assessment (continued).  

Scales 
Factor 
Loadings 

Composite 
Reliabilities AVE 

Employees are willing to help * 0.709   

Employees respond to customer requests * 0.604   

   Employees can be trusted 0.847   

   Transaction is safe 0.847   

Employees are polite 0.462   

   Employees get adequate authority 0.430   

   Hotel gives individual attention * 0.825   
Employees know what customer needs * 0.682   

   Hotel has customer best interests * 0.611   
   Hotel has convenient operating hours * 0.708   

Employees speak foreign language 0.368    
Perceived Value   0.950 0.953 
   Service is good for the price 0.976   

Expenditures are reasonable 0.976   
Customer Satisfaction   0.927 0.825 
   Staying in this hotel was satisfying 0.903   
   Choosing this hotel is wise 0.913   

Staying in this hotel is right 0.903   
   Enjoyable experience 0.907   
Coefficient alpha value for 35 items = 0.819    

 

Composite reliability  

Composite reliability is a measurement of the overall reliability of a collection of 

heterogeneous items for internal consistency. Composite reliability represents an 

indicator reflecting the influence of measurement errors upon the scale. High reliability is 

a necessary condition for high validity, and an important requirement for applications of 
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scale scores that are frequently used for purposes of behavioral assessment (Raykov & 

Grayson, 2003).  

For construct reliability measurement, composite reliability draws on the 

standardized loadings and measurement errors for each item (Fornell & Larcker, 1981). 

An acceptable threshold for composite reliability is 0.70, with each item’s reliability 

recommended to be ≧ 0.50 to equal a factor loading of 0.70 for each item (Fornell & 

Larcker, 1981). Peter (1979) suggested that a minimum composite reliability of 0.80 is 

desired within confirmatory factor analysis settings.  

In this dissertation, the researcher required that the values of composite reliabilities 

for construct reliabilities be more than 0.70 for internal consistency. The factor loadings 

of the constructs ranged from 0.764 to 0.950; those above 0.70 that were considered the 

acceptable values for reliability of scales in this study (see Table 4.5).  

 

Convergent Validity and Discriminant Validity  

The average variance extracted (AVE) was used to examine convergent validity and 

discriminant validity. The AVE was checked to see if constructs accounted for more than 

50 percent of the corresponding items (Fornell & Larcker, 1981). Convergent validity is 

established because all indicators are effectively measuring the same construct. 
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Discriminant validity is shown by the confidence interval of two standard errors around 

the correlation for each respective pair of actors (Campbell & Fiske, 1959; Hair, et al., 

2006). Discriminant Validity was assessed by comparing the AVE with the squared 

correlation between constructs (Fornell & Larcker, 1981). 

In this dissertation, the researcher required that the values of AVE be more than 0.50 

for the evaluations of convergent validity and discriminant validity. The values of AVE 

ranged from 0.446 to 0.953. An exception was the AVE of the service quality construct 

which was lower than 0.50, hotel image, perceived value, and customer satisfaction 

construct were above 0.50 and therefore were considered acceptable values for construct 

validity of scales in this study (see Table 4.5). The researcher considered that the reason 

for the low AVE for service quality construct was because several factor loadings were 

below 0.50. For example, five items were lower than 0.50, including physical facilities 

are appealing (0.444), hotel keeps accurate records (0.310), employees are polite (0.462), 

employees have adequate authority (0.430), and employees speak foreign language 

(0.368). Due to the fact that the value of the AVE on service quality construct was close 

to 0.50 convergent validity and discriminant validity were still considered the acceptable 

values for construct validity of the scales.  
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Scale Qualification 

 For the quality of constructs, the study used Structural Equation Modeling (SEM) 

with AMOS software as the first stage of statistical analysis. SEM is a statistical 

technique with the ability to deal with multiple constructs and scales.  

 According to the results of SEM, two of the items in service quality were found to 

be less than ideal in the measurement of the construct. Meanwhile, for the goodness-of-fit 

for the proposed model of customer satisfaction index, the researcher determined that 

service quality was divided into two constructs: reliability and assurance, which were 

renamed in terms of categories used in the five dimensions of SERVQUAL scale. 

 The reliability construct was described as the definition of SERVQUAL in this study. 

Parasuraman, Zeithaml, and Berry (1988) defined that reliability is the activity to perform 

the promised service dependably and accurately; assurance is the knowledge and courtesy 

of employees and their ability to convey trust and confidence. As was shown in Table 4.6, 

the reliability construct had twelve items; the assurance construct had eight items in 

service quality. The hotel image construct had seven items. The perceived value construct 

had two items. The customer satisfaction construct had four items.  
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Table 4.6: Constructs and Scales 

Constructs Scales 

Service Quality  

SQ1 This hotel has up-to-date equipment. 

SQ2 This hotel’s physical facilities are visually appealing. 

SQ3 This hotel's employees are well dressed and appear neat. 

SQ4 The appearance of the physical facilities of the hotel is in 

keeping with the type of services provided. 

SQ5 When this hotel promises to do something by a certain 

time, it does so. 

SQ6 When I have problems, this hotel is sympathetic  

and reassuring. 

SQ7 This hotel is dependable. 

SQ8 This hotel provides its services at the time it promises 

to do so. 

SQ14 I can trust employees of this hotel. 

SQ15 I feel safe in my transactions with this hotel's employees. 

SQ16 Employees of this hotel are polite. 

- Reliability 

(Total Item: 12 

items; omitted 1 

item [SQ9]) 

   

SQ17 Employees get adequate authority from management to 

deal with my complaints. 

      

SQ10 This hotel does NOT give accurate information to me. 

SQ11 I do NOT receive prompt service from this hotel's 

employees.  

SQ12 Employees of this hotel are NOT always willing to help 

customers.  

SQ13 Employees of this hotel are TOO busy TO respond to my 

requests promptly. 

SQ18 This hotel does NOT give me individual attention. 

SQ19 Employees of this hotel do NOT know what my needs are. 

SQ20 This hotel does NOT have my best interests at heart. 

- Assurance  

(Total Items 8 

items; omitted 1 

item [SQ22]) 

SQ21 This hotel does NOT have operating hours convenient to me. 
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Table 4.6: Constructs and Scales (continued). 
Constructs Scales 

Hotel Image 

HI1 The hotel’s reservation system is efficient. 

HI2 The rooms are well furnished. 

HI3 The interior of the hotel represents the ranking of this hotel. 

HI4 This hotel provides me with the amenities I want. 

HI5 The food in the hotel restaurants is of good quality. 

HI6 The hotel is located in a good location. 

 (Total Items: 7 items) 

HI7 I would stay at this hotel again.  

Perceived Value 

PV1 The service at this hotel is good for the price I paid.  (Total Items: 2 items) 

PV2 My total expenditures were reasonable for the service I 

received. 

Customer Satisfaction 

CS1 I am satisfied with my decision to stay at this hotel. 

CS2 My choice to stay at this hotel was a wise one. 

CS3 I think I did the right thing when I chose to stay at this 

hotel. 

 (Total Items: 4 items) 

CS4 I feel that my experience with this hotel has been 

enjoyable.  

 

Model Modification and Model Estimation 

 According to the results scale qualification, the researcher illustrated a modified 

model of customer satisfaction index to replace the originally proposed model of 

customer satisfaction index. The researcher used the second stage of statistical analysis 

running Structural Equation Modeling (SEM) with AMOS software.  



Texas Tech University, Chung-Hao Chen, December, 2009 

 81

Structural equation modeling (SEM) was used to assess the quality of each set of 

question items in the final questionnaire. SEM was conducted to test the proposed 

hypotheses depicted in Figure 4.1. The recommended ratio of chi-square to degrees of 

freedom is less than 2 (Hair, et al., 1998). This study presented that the χ2 to df ratio = 

0.000 was less than 2. The root mean squared error of approximation (RMSEA) = 0.322 

and the value of RMSEA should be less than the recommended value, 0.05 (Kelloway, 

1998), indicating a good fit. In this model of customer satisfaction index, the value of 

RMSEA was not a good to fair fit. The overall fit indices for the proposed structural 

model were: the comparative fit index (CFI), normal fit index (NFI), and incremental fit 

index (IFI), at 1.000, 1.000, and 1.000, respectively, were all greater than the cutoff point 

of 0.90 (Kelloway, 1998), indicating an adequate fit for the measurement model. 

Therefore, the proposed model of customer satisfaction index was deemed the preferred 

model because it is more parsimonious.  
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The modified model of customer satisfaction index showed the simple and absolute 

relationships among constructs in the study. A modified model of customer satisfaction 

index assumed that nine hypotheses presented positive relationships. However, five 

hypotheses were positive and one hypothesis was negative based on the study reported 
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Figure 4.1. A Modified Model of Customer Satisfaction Index 
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(see Figure 4.1). This adjustment for a modified model of customer satisfaction index was 

recommended.  

There were nine hypothesized relationships presented and six were supported while 

three hypotheses were not supported (see Figure 4.2). The t-value of service quality 

(reliability) with respect to hotel image was 14.58, and the relationship was significant (p 

< .05) (see Table 4.7). Therefore, hypothesis 1.1 was supported – that is, service quality 

(reliability) positively influences hotel image. For hypothesis 1.2, the t-value of service 

quality (assurance) with respect to hotel image was 6.99, and the relationship was 

significant (p < .05). Therefore, hypothesis 1.2 was supported – that is, service quality 

(assurance) positively influences hotel image. For hypothesis 2, the t-value of hotel image 

with respect to perceived value was – 3.71, and the relationship was significant (p < .05). 

Therefore, hypothesis 2 was supported – that is, hotel image negatively influences 

perceived value.  

For hypothesis 3, the t-value of hotel image with respect to customer satisfaction 

was 2.49, and the relationship was significant (p < .05). Therefore, hypothesis 3 was 

supported – that is, hotel image positively influences customer satisfaction. For 

hypothesis 4.1, the t-value of service quality (reliability) with respect to perceived value 

was 3.36, and the relationship was significant (p < .05). Therefore, hypothesis 4.1 was 
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supported – that is, service quality (reliability) positively influences perceived value. For 

hypothesis 4.2, the t-value of service quality (assurance) with respect to perceived value 

was 1.09, and the relationship was insignificant (p > .05). Therefore, hypothesis 4.2, that 

service quality (assurance) positively influences perceived value, was not supported.  

For hypothesis 5.1, the t-value of service quality (reliability) with respect to 

customer satisfaction was 1.85, and the relationship was insignificant (p > .05). Therefore, 

hypothesis 5.1, that service quality (reliability) positively influences customer satisfaction, 

was not supported. For hypothesis 5.2, the t-value of service quality (assurance) with 

respect to customer satisfaction was 0.58, and the relationship was insignificant (p > .05). 

Therefore, hypothesis 4.2, that service quality (assurance) positively influences customer 

satisfaction, was not supported. For hypothesis 6, the t-value of perceived value with 

respect to customer satisfaction was 9.66, and the relationship was significant (p < .05). 

Therefore, hypothesis 6 was supported – that is, perceived value positively influences 

customer satisfaction. 
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Figure 4.2. Outcomes of a Modified Model of Customer Satisfaction Index 
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Table 4.7: Results of Proposed Model 
 
Path 

 
Hypothesis 

Expected 
Sign 

Path 
Coefficient t-value

 Significant 
(p<.05) 

Service Quality  Hotel Image      
   Reliability  Hotel Image  H1.1 ＋ 0.73 14.58  Significant  
   Assurance  Hotel Image  H1.2 ＋ 0.19 6.99  Significant 
      
Hotel Image  Perceived Value H2 － 0.72 -3.71  Significant 
      
Hotel Image  Customer Satisfaction H3 ＋ 0.37 2.49  Significant 
      
Service Quality  Perceived Value      
   Reliability  Perceived Value  H4.1 ＋ 0.77 3.36  Significant 
   Assurance  Perceived Value  H4.2 ＋ 0.12 1.09  Not Significant 
      
Service Quality  Customer Satisfaction      
   Reliability  Customer Satisfaction  H5.1 ＋ 0.32 1.85  Not Significant 
   Assurance  Customer Satisfaction  H5.2 ＋ 0.05 0.58  Not Significant 
      
Perceived Value  Customer Satisfaction H6 ＋ 0.39 9.66  Significant 
      
 

Notes:  

p<.001 ***; p<.05**; Chi-Square = 0.000, CFI = 1.000, NFI = 1.000, IFI = 1.000, RMSEA = 0.322.  
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Hypothesis Testing: One-Way Analysis of Variance (ANOVA) 

 The researchers were interested in determining whether guests’ satisfaction with 

Taiwanese international tourist hotels varied significantly due to gender, nationality, age, 

education, and annual income. Parasuraman, Zeithaml, and Berry (1988) defined 

reliability as the activity to perform the promised service dependably and accurately; 

assurance is the knowledge and courtesy of employees and their ability to convey trust 

and confidence. As was shown in Table 4.6, the reliability construct had twelve items; the 

assurance construct had eight items related to service quality. The following hypotheses 

were tested. 

 

H7: There is no significant difference in guests’ satisfaction with service (reliability and  

assurance) at international tourist hotels in Taiwan based on gender, nationality, age, 

education, and annual income.  

H7.1.1: There is no significant difference between reliability and gender. 

H7.1.2: There is no significant difference between assurance and gender. 

H7.2.1: There is no significant difference between reliability and nationality. 

H7.2.2: There is no significant difference between assurance and nationality. 

H7.3.1: There is no significant difference between reliability and age. 

H7.3.2: There is no significant difference between assurance and age. 

H7.4.1: There is no significant difference between reliability and education. 

H7.4.2: There is no significant difference between assurance and education. 

H7.5.1: There is no significant difference between reliability and annual income. 

H7.5.2: There is no significant difference between assurance and annual income. 
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To examine hypothesis 7.1.1 and hypothesis 7.1.2, independent samples t-test was 

used. Hypothesis 7.1.1 was not rejected (F=1.45, p=0.23). There was no significant 

difference between guests’ satisfaction with service quality (reliability) based on their 

gender. Hypothesis 7.2.2 was rejected (F=5.78, p=0.02); there was a significant 

difference on service quality (assurance) and gender. Female tourists had a higher level of 

agreement regarding the quality of service (assurance) than male tourists (see Table 4.8).  

To examine hypothesis 7.2.1 and hypothesis 7.2.2, one-way analysis of variance 

(ANOVA) was adopted. Hypothesis 7.2.1 was not rejected (F=0.34, p=0.80). There were 

no significant differences among guests with different languages in terms of satisfaction 

with service quality (reliability). Hypothesis 7.2.2 was rejected (F=6.44, p=0.00); there 

was a significant difference among guests with different languages regarding their 

perception of the quality of service (assurance). The Post Hoc Test (Tukey), indicated 

that the Japanese speaking group, the Chinese speaking group and other languages group 

were significantly different in terms of service quality (assurance). Guests who spoke 

Japanese were more satisfied with the quality of service than guests who spoke Chinese 

(p=0.001) and other languages (p=0.002).  

To examine hypothesis 7.3.1 and hypothesis 7.3.2, one-way analysis of variance 

(ANOVA) was adopted. Hypothesis 7.3.1 was not rejected (F=1.76, p=0.35). There was 

no significant difference in satisfaction with service (reliability) based on the age of 

guests who responded. Hypothesis 7.3.2 was not rejected (F=1.87, p=0.32); there was no 

significant difference between guests’ satisfaction with service quality (assurance) based 

on their age.  
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To examine hypothesis 7.4.1 and hypothesis 7.4.2, one-way analysis of variance 

(ANOVA) was adopted. Hypothesis 7.4.1 was rejected (F=7.93, p=0.00). There was a 

significant difference between guests’ satisfaction with service quality (reliability) and 

amount of education. The Post Hoc Test (Tukey), indicated that the masters degrees 

group, doctoral degrees group, and high school diplomas were significantly different in 

terms of their satisfaction with the quality of service (reliability). Guests with masters 

degrees were more satisfied with service quality (reliability) than guests with high school 

diplomas (p=0.005); Guests with doctoral degrees were also more satisfied with service 

quality (reliability) than guests with high school diplomas (p=0.006).   

Hypothesis 7.4.2 was rejected (F=8.80, p=0.00). There was a significant difference 

between guests’ satisfaction with the service quality (assurance) and amount of education. 

The Post Hoc Test (Tukey), indicated that respondents with a masters degrees, doctoral 

degrees, and high school diplomas were significantly different in terms of their 

satisfaction with the service quality (assurance). Guests with masters degrees were more 

satisfied with service quality (assurance) than guests with high school diplomas 

(p=0.003); Guests with doctoral degrees were also more satisfied with the service quality 

(assurance) than guests with high school diplomas (p=0.003).    

To examine hypothesis 7.5.1 and hypothesis 7.5.2, one-way analysis of variance 

(ANOVA) was adopted. Hypothesis 7.5.1 was not rejected (F=3.00, p=0.08). There was 

no significant difference between service quality (reliability) and annual income. 

Hypothesis 7.5.2 was not rejected (F=2.03, p=0.11); there was no significant difference 

in guests’ satisfaction with service quality (assurance) based on their annual income.  
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Table 4.8: Service Quality by Demographics. 
Demographic Profiles Service Quality 
Gender Reliability Assurance 
    Male 5.87 5.63 
    Female 5.53 5.80 
    F value 1.45 5.78 

p value 0.23 0.02* 
  Female>Male 

Nationality   
    Chinese 4.39 5.62 
    English 4.44 5.82 

Japanese 4.23 6.06 
    Other 4.31 5.62 
    F value 0.34 6.44 

p value 0.80 0.00** 
    Post Hoc Test (Tukey)  Japanese>Chinese(p=0.001)
  Japanese>Others(p=0.002) 
Age Reliability Assurance 
    Under 25 4.74 4.98 
    26-30 4.98 5.03 

31-35 4.88 5.00 
36-40 4.70 4.90 
41-45 4.59 5.03 
46-50 4.69 5.06 
51-55 4.53 4.76 
56-60 4.59 4.78 
61-65 4.56 4.89 
66 years and older 4.43 4.50 

    F value 1.76 1.87 
p value 0.35 0.32 

Education   
    High school or less 4.12 4.08 
    2-year college 4.45 4.82 

  4-year college 4.33 4.76 
  Master degree 5.01 5.46 
  Doctoral degree 5.09 5.37 
  Professional degree 4.48 4.89 

    F value 7.93 8.80 
p value 0.00** 0.00** 

    Post Hoc Test (Tukey) Masters>High(p=0.005)
Doctoral>High(p=0.006)

Masters>High(p=0.003) 
Doctoral>High(p=0.003) 
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Table 4.8: Service Quality by Demographics (continued). 
Demographic Profiles Service Quality 
Annual Income   
    US$ 50,000 and under 4.56 5.23 
    US$ 50,001 – 70,000 5.00 5.10 

US$ 70,001 – 90,000 4.89 5.00 
US$ 90,001 – 125,000 4.77 4.58 
US$ 125,001 – 200,000 4.80 4.60 
US$ 200,001 and over 4.93 4.93 

    F value 3.00 2.03 
    p value  0.08 0.11 
*p<0.05, **p<0.01 
 

H8: There is no significant difference in guests’ perceptions of the hotel image at  

international tourist hotels in Taiwan based on gender, nationality, age, education, 

and annual income.    

H8.1: There is no significant difference between hotel image and gender. 

H8.2: There is no significant difference between hotel image and nationality. 

H8.3: There is no significant difference between hotel image and age. 

H8.4: There is no significant difference between hotel image and education. 

H8.5: There is no significant difference between hotel image and annual income. 

 

To examine hypothesis 8.1, independent samples t-test was used. Hypothesis 8.1 

was rejected (F=8.76, p=0.00); there was a significant difference on hotel image and 

gender. It meant that female guests had a higher level of agreement regarding hotel image 

than male guests (see Table 4.9).  
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To examine hypothesis 8.2, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 8.2 was not rejected (F=0.09, p=0.97). There were no significant differences 

in perceptions of the hotel image and nationality of guests who responded.  

To examine hypothesis 8.3, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 8.3 was not rejected (F=0.47, p=0.79). There was no significant difference 

between hotel image and age of guests.  

To examine hypothesis 8.4, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 8.4 was rejected (F=5.76, p=0.01). There was a significant difference 

between hotel image and education. The Post Hoc Test (Tukey), indicated that the 

masters degrees group, doctoral degrees group, and high school diplomas were 

significantly different in terms of their satisfaction with hotel image. Guests with masters 

degrees were more satisfied with the image of Taiwanese hotels than guests with high 

school diplomas (p=0.005); Guests with doctoral degrees were also more satisfied with 

hotel image than guests with high school diplomas (p=0.005).  

To examine hypothesis 8.5, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 8.5 was not rejected (F=2.00, p=0.12). There was no significant difference in 

the perceptions of the hotel image based on the annual income of the respondents.  

 

Table 4.9: Hotel Image by Demographics. 
Demographic Profiles Hotel Image 
Gender  
    Male 5.38 
    Female 5.72 
    F value 8.76 

p value 0.00** 
 Female>Male 
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Table 4.9: Hotel Image by Demographics (continued). 
Demographic Profiles Hotel Image 
Nationality  
    Chinese 5.64 
    English 5.66 

Japanese 5.63 
    Others 5.59 
    F value 0.09 

p value 0.97 
Age  
    Under 25 5.67 
    26-30 5.59 

31-35 5.94 
36-40 5.90 
41-45 5.65 
46-50 5.54 
51-55 5.45 
56-60 5.57 
61-65 5.67 
66 years and older 5.44 

    F value 0.47 
p value 0.79 

Education  
    High school or less 5.00 
    2-year college 5.52 

  4-year college 5.70 
  Masters degree 5.99 
  Doctoral degree 6.09 
  Professional degree 5.58 

    F value 0.80 
F value 5.76 
p value 0.01* 

    Post Hoc Test (Tukey) Masters>High (p=0.005) 
Doctoral>High (p=0.005) 

Annual Income  
    US$ 50,000 and under 5.45 
    US$ 50,001 – 70,000 5.44 

US$ 70,001 – 90,000 5.67 
US$ 90,001 – 125,000 5.58 
US$ 125,001 – 200,000 5.60 
US$ 200,001 and over 5.53 

    F value 2.00 
    p value  0.12 
*p<0.05, **p<0.01 
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H9: There is no significant difference in guests’ perceived value for international tourist 

hotels in Taiwan based on gender, nationality, age, education, and annual income.  

H9.1: There is no significant difference between perceived value and gender. 

H9.2: There is no significant difference between perceived value and nationality. 

H9.3: There is no significant difference between perceived value and age. 

H9.4: There is no significant difference between perceived value and education. 

H9.5: There is no significant difference between perceived value and annual income. 

 

To examine hypothesis 9.1, independent samples t-test was used. Hypothesis 9.1 

was not rejected (F=2.53, p=0.11); there was no significant difference in perceived value 

based on gender (see Table 4.10).  

To examine hypothesis 9.2, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 9.2 was rejected (F=284.95, p=0.00). There were significant differences 

among guests with different languages in terms of perceived value. The Post Hoc Test 

(Tukey), indicated that the Japanese speaking group, the Chinese speaking group, English 

speaking group, and other languages group were significantly different in terms of 

perceived value. Guests who spoke Japanese were more satisfied with perceived value 

than guests who spoke Chinese (p=0.000), English (p=0.000) and other languages 

(p=0.000). Besides, guests who spoke English were more satisfied with perceived value 

than guests who spoke Chinese (p=0.000) and other languages (p=0.000).  

To examine hypothesis 9.3, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 9.3 was not rejected (F=0.47, p=0.79). There was no significant difference in 

perceptions of the perceived value based on the age of the guests who responded.    
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To examine hypothesis 9.4, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 9.4 was rejected (F=5.12, p=0.02). There was a significant difference 

between perceived value and education. The Post Hoc Test (Tukey), indicated that the 

masters degree group, doctoral degree group, and high school diplomas were 

significantly different in terms of perceived value. Guests with masters degrees were 

more satisfied with perceived value than guests with high school diplomas (p=0.007); 

Guests with doctoral degrees were also more satisfied with the perceived value than 

guests with high school diplomas (p=0.007).  

To examine hypothesis 9.5, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 9.5 was not rejected (F=2.27, p=0.10). There was no significant difference 

between perceived value and annual income.  

 
Table 4.10: Perceived Value by Demographics. 
Demographic Profiles Perceived Value 
Gender  
    Male 5.73 
    Female 5.43 
    F value 2.53 

p value 0.11 
Nationality  
    Chinese 3.82 
    English 6.60 

Japanese 9.22 
    Others 3.84 
    F value 284.95 

p value 0.00** 
    Post Hoc Test (Tukey) Japanese>Chinese(p=0.000) 
 Japanese>English(p=0.000) 

Japanese>Others(p=0.000) 
 English>Chinese(p=0.000) 
 English>Others(p=0.000) 
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Table 4.10: Perceived Value by Demographics (continued). 
Demographic Profiles Perceived Value 
Age  
    Under 25 4.94 
    26-30 5.00 

31-35 5.22 
36-40 5.13 
41-45 5.10 
46-50 4.96 
51-55 4.53 
56-60 4.67 
61-65 4.78 
66 years and older 4.43 

    F value 0.67 
p value 0.55 

Education  
    High school or less 4.98 
    2-year college 5.34 

  4-year college 5.57 
  Masters degree 6.03 
  Doctoral degree 6.00 
  Professional degree 5.78 

F value 5.12 
p value 0.02* 

    Post Hoc Test (Tukey) Masters>High(p=0.007) 
Doctoral>High(p=0.007) 

Annual Income  
    US$ 50,000 and under 5.54 
    US$ 50,001 – 70,000 5.48 

US$ 70,001 – 90,000 5.88 
US$ 90,001 – 125,000 5.71 
US$ 125,001 – 200,000 5.63 
US$ 200,001 and over 5.54 

    F value 2.27 
    p value  0.10 
*p<0.05, **p<0.01 
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H10: There is no significant difference in guests’ satisfaction with international tourist 

hotels in Taiwan based on gender, nationality, age, education, and annual income.     

H10.1: There is no significant difference between customer satisfaction and gender. 

H10.2: There is no significant difference between customer satisfaction and nationality. 

H10.3: There is no significant difference between customer satisfaction and age. 

H10.4: There is no significant difference between customer satisfaction and education. 

H10.5: There is no significant difference between customer satisfaction and annual  

income. 

 

To examine hypothesis 10.1, independent samples t-test was used. Hypothesis 10.1 

was not rejected (F=3.02, p=0.08); there was no significant difference in customer 

satisfaction based on gender (see Table 4.11).  

To examine hypothesis 10.2, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 10.2 was rejected (F=34.88, p=0.00). There were significant differences 

among guests with different languages in terms of customer satisfaction. The Post Hoc 

Test (Tukey), indicated that the Japanese speaking group, the Chinese speaking group, 

English speaking group, and other languages group were significantly different in terms 

of customer satisfaction. Guests who spoke Japanese were more satisfied with customer 

satisfaction than guests who spoke Chinese (p=0.000), English (p=0.000) and other 

languages (p=0.000).  

To examine hypothesis 10.3, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 10.3 was not rejected (F=0.55, p=0.72). There was no significant difference 

in customer satisfaction based on age.  
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To examine hypothesis 10.4, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 10.4 was rejected (F=5.55, p=0.01). There was a significant difference 

between customer satisfaction and education. The Post Hoc Test (Tukey), indicated that 

the masters degrees group, doctoral degree group, and high school diplomas were 

significantly different in terms of customer satisfaction. Guests with masters degrees 

were more satisfied than guests with high school diplomas (p=0.004); Guests with 

doctoral degree were also more satisfied than guests with high school diplomas 

(p=0.004).  

To examine hypothesis 10.5, one-way analysis of variance (ANOVA) was adopted. 

Hypothesis 10.5 was not rejected (F=3.22, p=0.09). There was no significant difference 

in customer satisfaction based on the annual income of guests who responded. Table 4.12 

shows all results among demographics (gender, nationality, age, education, and annual 

income), service quality (reliability and assurance), hotel image, perceived value, and 

customer satisfaction in this study.  

Table 4.11: Customer Satisfaction by Demographics. 
Demographic Profiles Customer Satisfaction 
Gender  
    Male 5.87 
    Female 5.89 
    F value 3.02 

p value 0.08 
Nationality  
    Chinese 5.15 
    English 5.66 

Japanese 7.96 
    Others 5.38 
    F value 34.88 

p value   0.00** 
    Post Hoc Test (Tukey) Japanese > Chinese (p = 0.000**) 

Japanese > English (p = 0.000**) 
Japanese > Others (p = 0.000**) 
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Table 4.11: Customer Satisfaction by Demographics (continued). 
Demographic Profiles Customer Satisfaction 
Age  
    Under 25 5.55 
    26-30 5.78 

31-35 6.01 
36-40 5.99 
41-45 6.22 
46-50 5.89 
51-55 5.45 
56-60 5.44 
61-65 5.57 
66 years and older 5.55 

    F value 0.55 
p value 0.72 

Education  
    High school or less 5.00 
    2-year college 5.69 

  4-year college 5.72 
  Masters degree 6.12 
  Doctoral degree 6.09 
  Professional degree 5.73 

F value 5.55 
p value 0.01* 

    Post Hoc Test (Tukey) Master>High (p=0.004) 
Doctoral>High (p=0.004) 

Annual Income  
    US$ 50,000 and under 5.78 
    US$ 50,001 – 70,000 5.89 

US$ 70,001 – 90,000 6.01 
US$ 90,001 – 125,000 5.78 
US$ 125,001 – 200,000 5.66 
US$ 200,001 and over 5.99 

    F value 3.22 
    p value  0.09 
*p<0.05, **p<0.01 
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Table 4.12: Results of Hypotheses Testing 
Hypotheses Result 

H7.1.1 There is no significant difference between reliability and gender. Not reject H7.1.1

H7.1.2 There is no significant difference between assurance and gender. Reject H7.1.2 

H7.2.1 There is no significant difference between reliability and nationality. Not reject H7.2.1

H7.2.2 There is no significant difference between assurance and nationality. Reject H7.2.2 

H7.3.1 There is no significant difference between reliability and age. Not reject H7.3.1

H7.3.2 There is no significant difference between assurance and age. Not reject H7.3.2

H7.4.1 There is no significant difference between reliability and education. Reject H7.4.1 

H7.4.2 There is no significant difference between assurance and education. Reject H7.4.2 

H7.5.1 There is no significant difference between reliability and annual 

income. 

Not reject H7.5.1

H7.5.2 There is no significant difference between assurance and annual 

income. 

Not reject H7.5.2

H8.1 There is no significant difference between hotel image and gender. Reject H8.1 

H8.2 There is no significant difference between hotel image and 

nationality. 

Not reject H8.2 

H8.3 There is no significant difference between hotel image and age. Not reject H8.3 

H8.4 There is no significant difference between hotel image and education. Reject H8.4 

H8.5 There is no significant difference between hotel image and annual 

income. 

Not reject H8.5 

H9.1 There is no significant difference between perceived value and 

gender. 

Not reject H9.1 
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Table 4.12: Results of Hypotheses Testing (continued). 
Hypotheses Result 

H9.2 There is no significant difference between perceived value and 

nationality. 

Reject H9.2 

H9.3 There is no significant difference between perceived value and age. Not reject H9.3 

H9.4 There is no significant difference between perceived value and 

education. 

Reject H9.4 

H9.5 There is no significant difference between perceived value and annual 

income. 

Not reject H9.5 

H10.1 There is no significant difference between customer satisfaction and 

gender. 

Not reject H10.1 

H10.2 There is no significant difference between customer satisfaction and 

nationality. 

Reject H10.2 

H10.3 There is no significant difference between customer satisfaction and 

age. 

Not reject H10.3 

H10.4 There is no significant difference between customer satisfaction and 

education. 

Reject H10.4 

H10.5 There is no significant difference between customer satisfaction and 

annual income. 

Not reject H10.5 
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Qualitative Research: Content Analysis 

Content analysis was used to analyze four open-ended questions. The major purpose 

was to understand participants’ perceptions of the differences between Taiwanese 

international tourist hotels and international hotels in other countries, the advantages / 

disadvantages of Taiwanese international tourist hotels, and the most important points for 

the improvement of the Taiwanese international tourist hotels. The researcher used  

qualitative data to clarify and answer some of the findings and to add some richness to 

the survey findings.  

For question one “In your opinion, what are the differences between Taiwanese 

international hotels and foreign international hotels?” the top five attributes for the 

differences between Taiwanese international hotels and foreign international hotels were 

“number of guest rooms,” “additional amenities (i.e., gallery, hot spring spa, natural oil in guest 

rooms),” “service quality,” and “style of architecture.” In turn, number of guest rooms 

was categorized into the construct of service quality; additional amenities (i.e., gallery, hot 

spring spa, and natural oil in guest rooms) was categorized into the construct of hotel image; 

service quality was categorized into the construct of service quality; and style of 

architecture was categorized into the construct of hotel image (see Table 4.13).  
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Table 4.13: Attributes of Open-ended Questions for Question One 
Question Attribute Frequency Construct

Number of guest rooms 12 Service Quality
Additional amenities (i.e., gallery, 

   spa, natural oil in guestrooms) 

 
10 Hotel Image

Service quality 9 Service Quality

Style of architecture  9 Hotel Image

Effective organizing and planning 8 Customer satisfaction

Chinese traditional interior 
   decoration 

 
6 Hotel Image

Franchising 4 Hotel Image

Service attitude 4 Service Quality

Impressive exterior  3 Hotel Image

Architecture represent 
   traditional culture 

 
2 Hotel Image

Employment welfare 2 Service Quality

Furnishings 1 Hotel Image

Atmosphere 1 Hotel Image

Different guests’ backgrounds 1 Service Quality

Environmental consciousness 1 Hotel Image

Ranking of hotel 1 Hotel Image

Language abilities 1 Service Quality

Question 1: 
In your opinion, what 
are the differences 
between Taiwanese 
international hotels 
and foreign 
international hotels? 

Various types of restaurants 1 Service Quality

Total                                             76 

 

For question two “In your opinion, what are the reasons why foreign tourists stay in 

Taiwanese international tourist hotels?” the top five attributes for the reasons were 

“service quality,” “convenient location,” “architecture represent traditional culture,” 

“natural attraction,” and “brand recognition.” In turn, service quality was categorized into 

the construct of service quality; convenient location was categorized into the construct of 
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hotel image; architecture represent traditional culture was categorized into the construct 

of hotel image; and natural attraction was categorized into the construct of hotel image 

(see Table 4.14).  

 

Table 4.14: Attributes of Open-ended Questions for Question Two 

Question Attribute Frequency Construct

Service quality 24 Service Quality

Convenient location 8 Hotel Image

Architecture represent traditional 

   culture 

 

6 Hotel Image

Natural attraction 6 Hotel Image

Brand recognition 6 Hotel Image

Delicious food 5 Hotel Image

Word-of-mouth 3 Customer Satisfaction

Up-to-date facilities 3 Hotel Image

Convention events 3 Hotel Image

Promotions/discounts 3 Service Quality

Entertainment and shops at hotel 3        Hotel Image

Cleanliness 2 Service Quality

Suggestion of travel agents 2 Service Quality

Dependable service 2 Service Quality

Chinese traditional interior decoration 2 Hotel Image

Mentioned in novels or movies  2 Hotel Image

Convenient transportation 2 Service Quality

Exhibitions/trade shows 2 Hotel Image

Heritage 2 Hotel Image

Question 2: 

In your opinion, 

what are the reasons 

why foreign tourists 

stay in Taiwanese 

international tourist 

hotels? 

Neat 1 Service Quality

Total                                              84 
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For question three “What are the advantages / disadvantages of Taiwanese 

international tourist hotels?” the top three attributes for the advantages were “service 

attitude,” “service quality,” and “facility/interior remodeled.” In turn, service attitude was 

categorized into the construct of service quality; service quality was categorized into the 

construct of service quality; and facility/interior remodeled was categorized into the 

construct of hotel image.  

The top three attributes for the disadvantages of Taiwanese international tourist 

hotels were “employee quality,” “language abilities,” and “appearance of staff.” In turn, 

employee quality was categorized into the construct of service quality; language abilities 

was categorized into the construct of service quality; and appearance of staff was 

categorized into the construct of hotel image (see Table 4.15).  

For question four “What is the most important point for the improvement of the 

Taiwanese international tourist hotels, in your opinion?” the top three attributes were 

“language abilities,” “hotels need remodeling,” and “employee training.” In turn, a 

language ability was categorized into the construct of service quality; hotels need 

remodeling was categorized into the construct of hotel image; and employee training was 

categorized into the construct of service quality (see Table 4.16). 
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Table 4.15: Attributes of Open-ended Questions for Question Three 

Question Advantage F C Disadvantage F C 
Service attitude 13 SQ Employee quality 8 SQ 

Service quality 10 SQ Language abilities 6 SQ 

Facility/interior       
remodeled 

6 HI Appearance of staff 6 HI 

Convenient location 5 HI Inflexible service  3 SQ 

Employee retention 4 SQ Facility needs  
updated 

3 HI 

Atmosphere 3 SQ Facility maintenance 2 SQ 

Style of architecture 2 HI Price 2 PV 

Brand recognition 2 HI Staff shortage  1 SQ 

Effective organizing  
and planning 

2 CS Effective organizing  
and planning 

1 CS 

Convenient  
transportation 

1 SQ Convenient  
transportation  

1 SQ 

Chinese traditional  
interior decoration 

1 HI Chinese traditional  
interior decoration  

1 HI 

Impressive exterior 1 HI Tour groups 1 SQ 

Facility maintenance  1 SQ Competition in  
prices/services 

1 PV/S

Q 

Airport transfers  1 SQ Ranking of hotel 1 HI 

Diverse guests 1 SQ Guest rooms too small 1 HI 

Question 3: 

What are the 

advantages/ 

disadvantages  

of Taiwanese 

international 

tourist hotels? 

   Trademark 1 HI 

Total                                   53                                      39 
Note: F=Frequency; C=Construct; SQ=Service Quality; HI=Hotel Image; PV=Perceived  

Value; CS=Customer Satisfaction 
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Table 4.16: Attributes of Open-ended Questions for Question Four 

Question Attribute Frequency Construct

Language abilities 9   Service Quality

Hotels need remodeled 8 Hotel Image

Employee training 7 Service Quality

Service quality 6 Service Quality

Update facility 6 Hotel Image

Ranking of hotel 3 Service Quality

Customization 3 Service Quality

Sanitation 2 Service Quality

Decoration of hotel 2 Hotel Image

Effective organizing and planning 2 Service Quality

Control of service delivery 2 Service Quality

Service attitude 2 Service Quality

Expansion of hotel market 2 Service Quality

Update Technology  2 Hotel Image

Theme-oriented decoration 2 Hotel Image

Convenient transportation 2 Service Quality

Standardization 2 Service Quality

Employee welfare 2 Service Quality

Entertainment and shops at hotel 1         Hotel Image

Food 1 Hotel Image

Handle guest complaints 1 Customer Satisfaction

Question 4: 

What is the most 

important point for 

the improvement of 

the Taiwanese 

international tourist 

hotels in your 

opinion? 

Safety and security 1 Service Quality

Total                                          68 

 

Compared to the frequency of each construct in the qualitative research (see Table 

4.17), the hotel image construct (frequency = 38) was the major difference between 

Taiwanese international hotels and foreign international hotels. The hotel image construct 

(frequency = 48) was the major reason given for why foreign tourists stay in Taiwanese 
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international tourist hotels. The service quality construct (frequency = 56) was the critical 

attribute for the components of competitive advantages, referring to advantages and 

disadvantages of Taiwanese international tourist hotels. The service quality construct 

(frequency = 45) was the most important area for improvement of Taiwanese 

international tourist hotels.  

 
Table 4.17: Construct and Frequency of Four Questions. 

Question Construct Frequency

Q1: In your opinion, what are the differences  Service Quality 30 

between Taiwanese international hotels Hotel Image 38 

and foreign international hotels? Customer Satisfaction 8 

Q2: In your opinion, what are the reasons  Service Quality 36 

why foreign tourists stay in Taiwanese  Hotel Image 48 

international tourist hotels? Customer Satisfaction 3 

Q3: What are the advantages/disadvantages  Service Quality  56 

of Taiwanese international tourist  Hotel Image 30 

hotels?  Customer Satisfaction 3 

 Perceived Value 3 

Q4: What is the most important point for the  Service Quality  45 

improvement of the Taiwanese Hotel Image 22 

international tourist hotels, in your Customer Satisfaction 1 

opinion?   
Note: The frequency on Q3 was to combine the amount of advantages and disadvantages. 
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Quotations of Respondents   

Words, phrases, and sentences used by guests to describe an experience and 

procedure were considered as units of data. A coding guide was prepared by collecting 

participants’ responses to four open-ended questions (Marris & Thornham, 2000). 

According to the above descriptions of content analysis, the qualitative research was 

organized around four main units (i.e., service quality, hotel image, perceived value, and 

customer satisfaction) based on the four constructs of the customer satisfaction index 

model that was proposed for this study. 

A.  Service Quality 

 Participants indicated that service quality includes both tangible and intangible 

service characteristics for the Taiwanese international tourist hotels. Those 

descriptions have been emphasized and listed in the SERVQUAL question items 

except the importance of foreign language for hotel employees. Examples of 

participants’ responses were the following: 

A.1 “Renovations undertaken to a high standard, making this older building on par 

if not better than many newer properties I have seen.” (Q1, N-8) 

A.2 “Taiwanese hotel employees are friendly and make participants feel more like at 

home.”(Q1, N-19) 

A.3 “The staff is courteous and efficient.” (Q1, N-33) 
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A.4 “The facilities of Taiwanese international tourist hotels are more old-fashioned 

and traditional than those of foreign international hotels. The size of foreign 

international hotels is bigger than Taiwanese ones.” (Q1, N-38) 

 A.5 “I had a check-in experience which was partly my own fault, but I must say the 

front desk of the hotel handled the issues quite well.” (Q1, N-40) 

A.6 “All the staff was very friendly and helpful and went out of their way to look 

after us.” (Q1, N-41) 

A.7 “Hotel is comfortable, clean and with excellent service by its staff.” (Q2, N-2) 

A.8 “Excellent service.” (Q2, N-5) 

A.9 “Staff is friendly and able to speak English and Japanese. The staff were very 

helpful and friendly, notably the housekeeping and health centre staff. We were 

well looked after and it is the little things that stand out. My companion found 

the room slippers a bit small and we wore these to the pool. The receptionist at 

the health centre noticed this and by the time we got back to our room, there 

were 2 pairs of large size slippers waiting for us!!! Well done.” (Q2, N-7) 

A.10 “Reception staff is very professional.” (Q2, N-15) 

A.11 “As it was our first holiday in Taiwan they gave us recommendations on 

places to visit, restaurants, tours and even wrote all the details/ directions in 

Mandarin for us (as cab drivers do not read or speak English).” (Q2, N-11) 

A.12 “The staff was incredibly friendly and helpful at all times without being too 

much.” (Q2, N-13) 
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A.13 “I can say without a doubt that the staff of Landis was genuinely friendly; 

always willing to help and consistently ensured that we received personalized 

attention (they knew what type of tea I drank on a daily basis and even 

escorted us to restaurants).” (Q2, N-16) 

A.14 “The interior of the international hotel is beautiful compared to the building 

exterior.” (Q2, N-17) 

A.15 “The personal service provided is excellent.” (Q2, N-31) 

A.16 “Customer service is one of the best I've had.” (Q2, N-33) 

A.17 “The hotel staff was incredibly service oriented, friendly, genuine and eager 

to assist.” (Q3, N-5) 

A.18 “The major disadvantage for the Taiwanese international tourist hotels is that 

staff needs to enhance their foreign language. They should be required to 

speak two more foreign languages.” (Q3, N-8)  

A.19 “Overall staff very helpful, atmosphere very appealing, but recent renovation 

is being carried out are in haste and still have paint smell.” (Q3, N-17) 

A.20 “Staff who serves in the international hotels should be helpful and 

knowledgeable, with a good English ability.”(Q3, N-18) 

A.22 “Service at this hotel is excellent, top notch.” (Q4, N-10) 

A.23 “Attitude is great, can-do. These guys understand hospitality.” (Q4, N-30) 
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B.  Hotel Image 

 Hotel image refers to customer perception and experience at the hotel. Examples of 

participants’ responses were the following:  

B.1 “The tea buffet is very good value for money if you can bear some of the ugly 

scenes.” (Q1, N-9) 

B.2 “It was raining and free umbrellas were available outside the entrance.” (Q1, 

N-12) 

B.3 “A truly grand hotel. Probably one of the most impressive looking hotels in the 

world.” (Q2, N-2) 

B.4 “The rooms were nice and luxurious, the beds were fluffy, more than enough 

pillows, and bathroom was large and spacious.” (Q2, N-3) 

B.5 “This hotel is really a landmark, and the structure is absolutely impressive, 

which increases its appeal.” (Q2, N-13) 

B.6 “Very nice hotel with competent staff. There are several restaurants to choose 

from.” (Q2, N-18) 

B.7 “The room we had was clean and comfortable, but it showed that it has been 

several years since the rooms were refurbished.” (Q2, N-22) 

B.8 “The location of this hotel is absolutely fantastic! As a tourist or businessman 

or even family, it is close to all of the transport (MRT, Train station, Bus stop, 

Taxi Rank) that you can go anywhere cheap and easily without getting lost.” 

(Q2, N-25) 
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B.9 “The hotel is centrally located. There is shopping and restaurants nearby. The 

subway is literally right next to the hotel which is very convenient.” (Q2,N-29) 

B.10 “The rating of hotel is not easy to understand.” (Q3, N-1) 

B.11 “The standard room is big with sitting area (sofa/coffee table and includes 

complementary fresh fruits and bottled water), work/study desk, and a large 

closet. The bathroom has a large Jacuzzi tub and modern amenities.” (Q3, 

N-11) 

B.12 “Hotel is in a good position, room is well appointed, and breakfast is good.” 

(Q3, N-12) 

B.13 “Our room was very big and quiet with a nice big bathroom.” (Q3, N-14) 

B.14 “The room was clean and spacious (approximately 200 square feet in size). The 

bed provided wonderful nights of slumber and came with a luxurious comforter. 

There was also a state of the art 42 inch plasma TV in the room. Our room also 

came with free internet access which was a welcome change from hotels which 

charge for access. The bathroom was one of the highlights. Appointed with 

granite countertops and floors; the bathroom was regal. The shower delivered 

the perfect temperature and pressure. The bathroom also came with a 

therapeutic whirlpool tub.” (Q3, N-20) 

B.15 “Whilst the hotel is not overly ornate or ultra luxurious, it is very comfortable 

and has all the amenities that we required.” (Q3, N-21) 
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B.16 “Breakfast was busy (that is to be expected in a large hotel as this) but the 

choices seemed endless and thoroughly enjoyable. Wished I could have grown a 

bigger stomach! Food was replenished very quickly and if there is something 

you desire that is not there, just ask. Very good selection of Western & Asian 

food items. I used the word "food items" because a number of items went 

beyond what you usually get for breakfast e.g. the chocolate fountain beside the 

myriad of donuts.” (Q4, N-11) 

B.17 “The hotel is clean but the fixture seems too old and outdated.” (Q4, N-12) 
 

C. Perceived Value 

 Perceived value comes from customer’s value, which is generated from product 

itself, and relevant images and individual experiences in evaluating an international 

tourist hotel. Examples of participants’ responses were the following:  

C.1 “Overall a decent hotel for the price.” (Q1, N-2) 

C.2 “Value for money is high, no silly add ones and all in cost on a week's business 

trip no more than the other alleged 5 stars.” (Q1, N-12) 

C.3 “The Regent Formosa is actually a Four Seasons hotel and the rate is very 

reasonable, one of the cheapest prices for Four Seasons Hotel I can find.” (Q1, 

N-15) 

C.4 “The hotels in Taiwan have reasonable prices.” (Q1, N-23) 
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C.5 “Cheaper than I expected, but once again, it could be due to the corporate 

rate... so it was excellent value for money.” (Q2, N-23) 

C.6 “Our stay was not cheap but if you want to spoil yourselves then I would highly 

recommended the Far Eastern Plaza.” (Q2, N-24) 

C.7 “The hotel restaurant is a bit pricey for the quality of the food.” (Q2, N-30) 

 C.8 “The international tourist hotels are very good value for money in Taiwan.” 

(Q3, N-1) 

C.9 “The hotel offers good deals with free English newspaper, breakfast buffet, 

access to the gym, a fruit platter every day and use of the business center.” (Q3, 

N-7) 

C.10 “In terms of price, it's a little expensive but I still think it's worth staying here 

at least a night or two just for the experience.” (Q3, N-10) 

C.11 “I stayed 2 nights for a reasonable price.” (Q3, N-13) 

 

D.  Customer Satisfaction 

 Customer satisfaction is an emotional presentation in the results of comparison of a 

customer’s expectation and perception. Examples of participants’ responses were 

the following:  

D.1 “We truly enjoyed our stay at the Landis Taipei, primarily because of the staff 

and the great value for money and convenience and coziness of the big room we 
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had.” (Q1, N-10) 

D.2 “I was also very satisfied with their limo service (In Mercedes S Class or BMW 

7 series).” (Q1, N-15) 

D.3 “I really enjoyed my stay at this hotel. Not only do they provide very 

considerate and courteous services, but they also have great facilities you can 

fully utilize.” (Q1, N-18) 

D.4 “Especially the people who work in the hotel. They do more than enough to 

make you feel like a king or queen.” (Q1, N-22) 

D.5 “I have no doubt that if we return to Taipei on a future trip we would not 

hesitate to stay at the Landis because of the aforementioned reasons.” (Q2, 

N-6) 

D.6 “All are good for Taiwanese international tourist hotels.” (Q2, N-7) 

D.7 “Anyway, if I go to Taipei again, I shall stay there.” (Q2, N-11) 

D.8 “The best place stays if you find the deal.” (Q2, N-23) 

D.9 “We were very pleased by the courtesy of the hotel staff.” (Q3, N-4) 

D.10 “Customers would like to stay in the same hotel next time.” (Q3, N-10) 

D.11 “Overall, we were very satisfied with the hotel.” (Q3, N-13) 

D.12 “The staff made arrangements for a full day private tour by taxi. The driver 

spoke English and included many cultural experiences that were beyond our 

expectations so we booked an additional day with the same driver. I would 
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highly recommend the hotel and their accommodating staff.” (Q3, N-19) 

D.13 “The overall experience is good.” (Q3, N-20) 

D.14 “The facilities could use some improvement, such as free internet.” (Q4, N-3) 

 

The direct statements of guests who responded to the questionnaire in the pilot study 

as well as those of experts in the hotel industry and of university educators helped to 

clarify the meaning of items included in the structured questionnaire. When the items on 

the final questionnaire matched the top three attributes of four constructs (service quality, 

hotel image, perceived value, and customer satisfaction) of the qualitative findings, the 

researcher demonstrated that the items on the final questionnaire were more reliable and 

valid.    
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CHAPTER V 

CONCLUSIONS 

 

The purpose of the study was to develop an appropriate customer satisfaction index 

model associated with Taiwanese international tourist hotels and identify any significant 

differences in guests’ perceptions of service quality, hotel image, perceived value and 

customer satisfaction at Taiwanese international hotels based on gender, age, nationality, 

education, and annual income. 

The study utilized a convenience sampling method to collect data in the international 

tourist hotels in Taipei, Taiwan from May 1 through May 20, 2009. Guests staying in six 

international tourist hotels in Taiwan were the target sample. Questionnaires with 

stamped envelopes were given to each guest at the close of the process of checking out. 

Each of six hotels was allotted 200 questionnaires, which were distributed by 

fieldworkers who stood in front of the reception desk to invite guests to participate in this 

study. Of the 1,200 questionnaires distributed, 352 were usable (29.33 percent response 

rate). Guests who stayed in hotels included male (65.90%); female (34.10%). Taiwan 

R.O.C was the nationality of 34.38% of guests; 20.17% were from Japan, and 11.93% 

was from North America. The age of respondents was 36-40 years of age (19.32%); 
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31-35 years (15.63%), and 46-50 years (14.77%). The majority of guests had a college 

degree: master’s degree (39.77%), a doctoral degree (20.17%), and a 4-year college 

degree (12.22%). The annual income (before tax) was under US$ 50,000 (23.30%), 

missing (20.45%), US$ 50,000 – 70,000 (17.90%), and US$ 90,001 – 125,000 (17.61%). 

The study used Structural Equation Modeling (SEM) to test the hypotheses and 

relationships among variables in the proposed customer satisfaction index model. Results 

of SEM showed that a modified customer satisfaction index model might be an 

appropriate customer satisfaction index for Taiwanese international tourist hotels. For 

hotel owners and managers, the customer satisfaction index model and survey instrument 

used for this study have the potential to be a useful tool for evaluating customer 

satisfaction and provides a significant complement to conventional measurements of the 

quality of customer satisfaction.  

The researchers were interested in determining whether guest’ perceptions regarding 

Taiwanese international tourist hotels varied significantly due to gender, nationality, age, 

education, and annual income. There were significant differences among guests’ 

perceptions regarding service quality (reliability and assurance), hotel image, perceived 

value, and customer satisfaction and selected demographic variables. There were 

significant differences among guests’ perceptions regarding service quality (assurance), 
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perceived value, and customer satisfaction and nationality; there were significant 

differences among service quality (reliability and assurance), hotel image, perceived 

value, and customer satisfaction and their education.   

The direct statements of participants who responded to the questionnaire in the pilot 

study as well as those of experts in the hotel industry and of university educators helped 

to clarify the meaning of items included in the structured questionnaire. When the items 

on the final questionnaire matched the top three attributes of four constructs (service 

quality, hotel image, perceived value, and customer satisfaction) of the qualitative 

findings, the researcher demonstrated that the items on the final questionnaire were more 

reliable and valid. 

 

Implications for Hotel Management 

 The managerial implications are based on the modified customer satisfaction index 

model and instrument that were developed for this study using structural equation 

modeling and qualitative research methods. The utility of qualitative research provided an 

in-depth understanding of hotel guests’ perceptions as well as industry and academic 

experts’ opinions regarding service quality, hotel image, perceived value, and customer 

satisfaction regarding Taiwanese international tourism hotels. Qualitative data were 
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categorized into the four constructs (service quality, hotel image, perceived value, and 

customer satisfaction) for further analysis.  

 

Positive Effect between Service Quality (Reliability and Assurance) and Hotel Image 

 The findings showed that service quality (reliability and assurance) had a direct and 

positive effect on hotel image in Taiwanese international tourist hotels. This result was 

consistent with the finding of LeBlanc and Nguyen (1996), who demonstrated that 

quality of service determined hotel image. A comparison of items in the modified CSI 

model’s quantitative instrument which were used to measure service quality and guest 

and expert responses to open ended items are shown in Table 5.1. Items of the instrument 

were matched with quoted text from responses to open-ended questions.  The findings  

revealed that the hospitality experts from the academic and industry areas support a 

modified customer satisfaction index model that is appropriate for Taiwanese 

international tourist hotels.  
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Table 5.1: Service Quality Based on the Modified Customer Satisfaction Index Model 
Instrument and Qualitative Research Findings. 

Service Quality 
Instrument Items  Quoted Text from Participant Responses 
This hotel has up-to-date equipment. “Renovations undertaken to a high standard, 

making this older building on par if not better 
than many newer properties I have seen.” (Q1, 
N-8) 

This hotel’s physical facilities are 
visually appealing. 

“The facilities of Taiwanese international tourist 
hotels are more old-fashioned and traditional 
than those of foreign international hotels. The size 
of foreign international hotels is bigger than 
Taiwanese ones.” (Q1, N-38)  
 
“The interior of the international hotel is beautiful 
compared to the building exterior.” (Q2, N-17) 

This hotel's employees are well dressed 
and appear neat. 

 

The appearance of the physical facilities 
of the hotel is in keeping with the type 
of services provided. 

“Hotel is comfortable, clean and with excellent 
service by its staff.” (Q2, N-2) 

When this hotel promises to do 
something by a certain time, it does so. 

“Staff is friendly and able to speak English and 
Japanese. The staff were very helpful and friendly, 
notably the housekeeping and health centre staff. 
We were well looked after and it is the little things 
that stand out. My companion found the room 
slippers a bit small and we wore these to the pool. 
The receptionist at the health centre noticed this 
and by the time we got back to our room, there 
were 2 pairs of large size slippers waiting for 
us!!! Well done.” (Q2, N-7) 
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Table 5.1: Service Quality Based on the Modified Customer Satisfaction Index Model 
Instrument and Qualitative Research Findings (continued). 

Service Quality 
Instrument Items  Quoted Text from Participant Responses 
When I have problems, this hotel is 
sympathetic and reassuring. 

“I had a check-in experience which was partly 
my own fault, but I must say the front desk of 
the hotel handled the issues quite well.” (Q1, 
N-40) 

This hotel is dependable. “The personal service provided is excellent.” 
(Q2, N-31) 

This hotel provides its services at the 
time it promises to do so. 

“As it was our first holiday in Taiwan they 
gave us recommendations on places to visit, 
restaurants, tours and even wrote all the 
details/ directions in Mandarin for us (as cab 
drivers do not read or speak English).” (Q2, 
N-11) 

I can trust employees of this hotel. “The staff is courteous and efficient.” (Q1, 
N-33) 

I feel safe in my transactions with this 

hotel's employees. 

 

Employees of this hotel are polite. “All the staff was very friendly and helpful and 
went out of their way to look after us.” (Q1, 
N-41) 
 
“The hotel staff was incredibly service 
oriented, friendly, genuine and eager to 
assist.” (Q3, N-5) 

Employees get adequate authority from 

management to deal with my complaints.

 

This hotel does NOT give accurate 
information to me. 

“Reception staff is very professional.” (Q2, 
N-15) 
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Table 5.1: Service Quality Based on the Modified Customer Satisfaction Index Model 
Instrument and Qualitative Research Findings (continued). 

Service Quality 
Instrument Items   Quoted Text from Participant Responses 
I do NOT receive prompt service from 
this hotel's employees.  

“The major disadvantage for the Taiwanese 
international tourist hotels is that staff needs 
to enhance their foreign language. They 
should be required to speak two more foreign 
languages.” (Q3, N-8) 

Employees of this hotel are NOT 
always willing to help customers.  

“Staff who serves in the international hotels 
should be helpful and knowledgeable, with a 
good English ability.”(Q3, N-18) 

Employees of this hotel are TOO busy 
TO respond to my requests promptly. 

 

This hotel does NOT give me individual 
attention. 

“I had a check-in experience which was partly 
my own fault, but I must say the front desk of 
the hotel handled the issues quite well.” (Q1, 
N-41) 
 
“I can say without a doubt that the staff of 
Landis was genuinely friendly; always willing 
to help and consistently ensured that we 
received personalized attention (they knew 
what type of tea I drank on a daily basis and 
even escorted us to restaurants).” (Q2, N-16) 

Employees of this hotel do NOT know 
what my needs are. 

“Attitude is great, can-do. These guys 
understand hospitality.” (Q4, N-30) 

This hotel does NOT have my best 
interests at heart. 

“Taiwanese hotel employees are friendly and 
make guests feel more like at home.”(Q1, 
N-19) 

This hotel does NOT have operating hours 
convenient to me. 
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Employee service attitude in Taiwanese international tourist hotels is the critical 

factor for improving the hotel image. Employee on-the-job training, especially focusing 

on the delivery of promised service and courtesy to guests is needed.  Because service 

has an intangible quality, hotel managers must shape an open organizational culture to 

encourage employees to share their knowledge regarding service skills and to help avoid 

customer complaints.    

 Further, hotel managers should take the opportunity to offer a variety of employee 

training programs.  Employees’ ability to serve hotel guests in a professional and 

appropriate manner can be enhanced.  One of the characteristics for employee training 

programs in Taiwanese international tourist hotels is the apprenticeship, especially for the 

training of new employees. New employees serve their apprenticeship with the senior 

employees. The senior employees can help new employees learn service skills including 

service attitudes. They can also encourage new employees to acquire relevant certificates 

such as bartender certificate, housekeeping service certificate, hazard analysis critical 

control point (HACCP), and the convention planning certificate. Internal service-related 

competitions could be held quarterly. Promotions are the reward.   

 Additionally, hotel managers should tape or write the details of all services provided 

by the hotel using the standard operating procedure (SOP) system. New or part-time 
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employees should have an orientation to understand their job descriptions and to learn the 

SOP of the job. Although standard operating procedures have been used by several 

Taiwanese international tourist hotels, the contents of the SOP are brief and ambiguous. 

The recording of SOPs gives the hotel a competitive advantage; however, only a few 

hotels use SOPs because it is time-consuming and can be costly initially.   If Taiwanese 

international tourist hotels require their employees to precisely follow the SOP for the 

standardization of service quality, hotel guests will receive   dependable and accurate 

service from employees who have courteous attitudes. 

 

Positive Effect between Service Quality (Reliability) and Perceived value 

Service quality (reliability) had a direct and positive effect on perceived value; 

service quality (assurance) had no effect on perceived value in this study. Humer, 

Herrmann, and Morgan (2001) supported the relationship between service quality and 

perceived value based on their explanation of the impact of value increase relative to 

quality. 

Hotel image items in the modified customer satisfaction index model instrument are 

matched with quoted text from the qualitative research items (see Table 5.2). The findings 

revealed that the hospitality experts’ responses from the academic and industry areas 
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support a modified customer satisfaction index model which is appropriate for the 

Taiwanese international tourist hotels.   

 
Table 5.2: Hotel Image Based on the Modified Customer Satisfaction Index Model 
Instrument and Qualitative Research Findings.  

Hotel Image 
Instrument Items Quoted Text from Participant Responses 
The hotel’s reservation system is 
efficient. 

 

The rooms are well furnished. “The standard room is big with sitting area 
(sofa/coffee table and includes 
complementary fresh fruits and bottled 
water), work/study desk, and a large closet. 
The bathroom has a large Jacuzzi tub and 
modern amenities.” (Q3, N-11) 
 
“The rooms were nice and luxurious, the 
beds were fluffy, more than enough pillows, 
and bathroom was large and spacious.” 
(Q2, N-3) 

The interior of the hotel represents the 
ranking of this hotel. 

“The rating of hotel is not easy to 
understand.” (Q3, N-1) 

This hotel provides me with the amenities 
I want. 

“It was raining and free umbrellas were 
available outside the entrance.” (Q1, N-12) 
 
“Whilst the hotel is not overly ornate or 
ultra luxurious, it is very comfortable and 
has all the amenities that we required.” (Q3, 
N-21) 

The food in the hotel restaurants is of 
good quality. 

“Very nice hotel with competent staff. There 
are several restaurants to choose from.” 
(Q2, N-18) 
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Table 5.2: Hotel Image Based on the Modified Customer Satisfaction Index Model 
Instrument and Qualitative Research Findings (continued). 

Hotel Image 
Items of the Model Quoted Text from Participant Responses  

The hotel is located in a good location. “The location of this hotel is absolutely 
fantastic! As a tourist or businessman or 
even family, it is close to all of the transport 
(MRT, Train station, Bus stop, Taxi Rank) 
that you can go anywhere cheap and easily 
without getting lost.” (Q2, N-25)  
 
“Hotel is in a good position, room is well 
appointed, and breakfast is good.” (Q3, 
N-12) 
 
“The hotel is centrally located. There is 
shopping and restaurants nearby. The 
subway is literally right next to the hotel 
which is very convenient.” (Q2,N-29) 

I would stay at this hotel again.   

 

Customization is trend for the hotel industry. Hotel managers might choose to set up 

a systematized customer history for tracking guest consuming behaviors. Hotel managers 

could provide the service of a steward to ensure that hotel employees deliver dependable 

and accurate services to hotel guests which leads to customer loyalty. Although 

customization provides a competitive advantage and requires many resources to support 

it, hotel managers have to evaluate the feasibility of customization. If the resources of the 

hotels can support customization, the hotel will gain a positive reputation; customers will 
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be willing to pay more. If the hotels fail to meet guests’ needs as promised in advance, 

hotels will loose customer trust and reliability will suffer. Guests pay more money at 

international tourist hotels in Taiwan for the promised service.  

 

Negative Effect between Hotel Image and Perceived Value 

The findings showed that hotel image had a direct and negative effect on perceived 

value in Taiwanese international tourist hotels. This result was not supported by Johnson, 

Gustafsson, Lervik, and Cha (2001). According to the findings of Johnson, et al. (2001), 

corporate image is a latent variable in the European Customer Satisfaction Index (ECSI) 

model; however, corporate image had no effect on perceived value for the study reported 

here. The negative relationship between hotel image and perceived value was a surprising 

finding for this study. Table 5.3 shows quoted text of guests and experts that illustrate 

items in the modified CSI model.   

 

 

 

 

 



Texas Tech University, Chung-Hao Chen, December, 2009 

 130

Table 5.3: Perceived Value Based on the Modified Customer Satisfaction Index Model 
Instrument and Qualitative Research Findings.  

Perceived Value 
Instrument Items Quoted Text from Participant Responses   
The service at this hotel is good for the 
price I paid. 

“The hotels in Taiwan have reasonable 
prices.” (Q1, N-23) 
 
“In terms of price, it's a little expensive but I 
still think it's worth staying here at least a 
night or two just for the experience.” (Q3, 
N-10) 
 
“The hotel offers good deals with free 
English newspaper, breakfast buffet, access 
to the gym, a fruit platter every day and use 
of the business center.” (Q3, N-7) 

My total expenditures were reasonable 
for the service I received. 

“The international tourist hotels are very 
good value for money in Taiwan.” (Q3, 
N-01) 
 
“Cheaper than I expected, but once again, it 
could be due to the corporate rate... so it 
was excellent value for money.” (Q2, N-23) 
 
“I stayed 2 nights for a reasonable price.” 
(Q3, N-13) 

 

The negative relationship between hotel image and perceived value was the reason 

that hotel guests believe that Taiwanese international tourist hotels do not reach the 

standard for the price they pay.  First, hotel guests believe that Taiwanese international 

tourist hotels are global hotels; and therefore, that they will provide outstanding service 
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and facilities. However, when guests stay in Taiwanese international tourist hotels, they 

often feel disappointed in the service and facilities.  

 Hotel managers are advised to pay attention to the consistency between the 

Taiwanese hotel rating system and the global hotel rating system. Hotel managers may 

refer to the standards for facilities based on the global rating system to remodel the 

design and facilities in order to improve guests’ impression. Hotel managers might also 

invite experts as secret guests to evaluate the services and facilities of the hotel. Further, 

hotel management should act on recommendations made in order to reach excellent 

service quality. Through the improvement of services and facilities, hotel managers can 

help to reduce the gap between the Taiwanese hotel rating system and the global hotel 

rating system. 

 Another possible reason for the negative relationship between hotel image and 

perceived value may be that hotel managers who make the pricing policy of Taiwanese 

international tourist hotels do not follow the trends of customer consumption. The 

economies of the world had declined at the time of this study; consumers had become 

very cautious with their money.  

 Guests staying in Taiwanese international tourist hotels would like to experience 

first-rate services and facilities. However, the hours that restaurants and the swimming 
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pool are open for guests does not meet customer wants and needs. Hotel management 

should reconsider the hours of service of the hotel’s amenities for guests’ convenience, 

such as a flexible schedule for a morning swim. The convenience of the guest should be 

the priority rather than the convenience of hotel employees.  

 

Positive Effect between Hotel Image and Customer Satisfaction 

The findings revealed that hotel image had a direct and positive effect on customer 

satisfaction. This finding was supported by John, et al. (2001), who concluded that 

corporate image has a direct effect on customer satisfaction in the ECSI model.  

Items making up the instrument used by the researcher to develop the modified 

customer satisfaction index model and responses to open-ended questions by guests and 

experts in the hotel industry and from academia are shown in Table 5.4.   

  
Table 5.4: Customer Satisfaction Based on the Modified Customer Satisfaction Index 
Model Instrument and Qualitative Research Findings.  

Customer Satisfaction 
Instrument Items Quoted Text from Participant Responses  
I am satisfied with my decision to stay 
at this hotel. 

“Customers would like to stay in the same 
hotel next time.” (Q3, N-10) 

My choice to stay at this hotel was a 
wise one. 

“I really enjoyed my stay at this hotel. Not 
only do they provide very considerate and 
courteous services, but they also have great 
facilities you can fully utilize.” (Q1, N-18)  
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Table 5.4: Customer Satisfaction Based on the Modified Customer Satisfaction Index 
Model Instrument and Qualitative Research Findings (continued). 

Customer Satisfaction 
Instrument Items  Quoted Text from Participant Responses  
My choice to stay at this hotel was a 
wise one. 

 “Especially the people who work in the 
hotel. They do more than enough to make 
you feel like a king or queen.” (Q1, N-22) 

I think I did the right thing when I 
chose to stay at this hotel. 

 “Overall, we were very satisfied with the 
hotel.” (Q3, N-13) 

I feel that my experience with this 
hotel has been enjoyable.  

 “We truly enjoyed our stay at the Landis 
Taipei, primarily because of the staff and the 
great value for money and convenience and 
coziness of the big room we had.” (Q1, 
N-10)  
 
“I was also very satisfied with their limo 
service (In Mercedes S Class or BMW 7 
series).” (Q1, N-15) 

 

Hotel image is the overall impression made in the minds of the public about 

Taiwanese international tourist hotels, including the impressions of the architecture, 

services, and food. For example, the Grand Hotel emphasizes its unique and 

temple-styled architecture to attract foreign tourists. When hotel guests enter a Taiwanese 

international tourist hotel, hotel employees greet them with a smile and bow. The bow 

action shows the sincere warmth of the welcome. Chinese cuisine has been viewed as an 

important attribute for attracting foreign travelers. Hotel managers may emphasize the 
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delicious Chinese cuisine created by famous chefs who work in their international tourist 

hotels in order to have a positive impact on the image of the hotel.  

 

Positive Effect on Perceived Value and Customer Satisfaction 

The findings of the study demonstrated that perceived value had a direct and 

positive effect on customer satisfaction. The results was supported by Fornell, Johnson, 

Anderson, Cha, and Bryant (1996), who revealed that price perceptions affect customer 

satisfaction and by Fornell (1992), who concluded that value is expected to have a direct 

impact on customer satisfaction. As shown in Table 5.3 and 5.4, items of the instrument 

matched the quoted text of guests, industry experts and university educators that were 

generated in the qualitative portion of this study.   

Hotel guests who stay in international tourist hotels pay more for services and 

facilities and had a high level of customer satisfaction in this study. Moreover, guests 

thought that they made the right decisions when they chose to stay at the hotel and their 

experiences there were enjoyable. Therefore, hotel guests may be willing to pay more 

because they believe the cost is worthy of the excellent service. Taiwanese international 

tourist hotels may increase profitability through making an adjustment in pricing.  
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Significant Differences among Constructs 

 Female guests were significantly more satisfied with service quality (assurance) and 

hotel image than male participants. The mean scores for each gender were less than 4.0 

indicating a need for improvement. Service quality (assurance) refers to the abilities of 

hotel employees to convey trust and confidence. Hotel managers are encouraged to train 

their employees to build professional knowledge regarding the services provided. Hotel 

managers are also encouraged to pay more attention to not only visible materials, such as 

the design of room decorations and food presentation, but also to interactions with guests, 

including the reservation system for booking rooms. Those improvements may attract 

more hotel guests, especially female guests, who have a higher level of willingness to 

stay at an international tourist hotel than males. 

Results showed that there were significant differences between service quality 

(assurance), perceived value, and customer satisfaction and languages. Guests who spoke 

Japanese considered that service quality (assurance) in Taiwanese international tourist 

hotels was more positive than guests who spoke English, Chinese or other languages. The 

reason may be that Japanese living expenses are higher than guests from some other 

countries. Japanese guests consider the amount they pay for Taiwanese products and 
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services to be more worthwhile; therefore, Japanese guests have a higher level of 

customer satisfaction.  

 Hotel managers may re-evaluate the target population and the policy of 

market-positioning. Managers who realize that most of their guests come from Japan may 

do more to fulfill the needs and wants of the Japanese guests. For example, hotels might 

provide Japanese restaurants, sauna rooms, and karaoke. Hotel management may ask the 

personnel department to offer employee training programs on the Japanese language. The 

personnel department may design a “language passport,” in which employees receive a 

stamp when they complete the assigned program. The more stamps employees receive, 

the more opportunity they have to be promoted.   

 Participants with masters and doctoral degrees were significantly more satisfied with 

service quality (reliability and assurance), hotel image, perceived value, and customer 

satisfaction than participants with high school diplomas. Findings regarding the education 

level of participants indicated that around 60% of the participants had a masters or 

doctoral degree. Hotel managers are encouraged to learn about the wants and needs of 

guests with higher levels of education and focus on the strategy of customer loyalty, 

especially for hotel guests with higher education.  
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Recommendations for Future Research 

It is important to know that customer satisfaction index models have been used in 

the United States, Europe, Sweden as well as other countries.  The efforts of researchers 

and practitioners provided a foundation for the preliminary research reported here. 

Constructs of the various customer satisfaction index models include customer 

expectations, perceived value, service quality, customer satisfaction, complaint behavior, 

and customer loyalty. In this study, the researcher focused on four constructs (service 

quality, hotel image, perceived value, and customer satisfaction), to measure the quality 

of Taiwanese international tourist hotels. However, adding or discovering other potential 

constructs (e.g., customer-oriented, employment, environmental, organizational or 

cultural issues) for the Taiwanese hotel industry is recommended. Multiple indices in the 

customer satisfaction model may increase the level of accuracy by considering 

differences across constructs for the assessment of industry performance.  

 The indices of the proposed Taiwanese international tourist hotel customer 

satisfaction model may be used as one instrument or to measure individual constructs 

(service quality, hotel image, perceived value, and customer satisfaction). The instrument 

requires that guests take over 5 minutes to complete when they are departing the hotel 

and may be on a strict time schedule. Other methods of data collection could be 
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considered such as distributing the instrument upon check-in with directions for 

submission to a location that will assure anonymity.  

An international tourist hotel may choose to compare areas of its business both 

directly and over time. The customer satisfaction index model may be viewed as an 

internal assessment procedure or tool to evaluate hotel performance. The indices are a 

series of evaluation indicators. It may be possible to compare individual (hotel 

employees), divisions, and companies by using the instrument.   

The study used not only the SEM to develop an appropriate customer satisfaction 

index model associated with Taiwanese international tourist hotels but also the one-way 

ANOVA to determine whether guests’ perceptions regarding service quality, hotel image, 

perceived value, and customer satisfaction differ significantly based on age, gender, 

nationality, education, and annual income. Information about additional independent 

variables may be of value to hoteliers. The study could be replicated and the sample of 

hotels expanded. Qualitative methodologies such as case studies, observations, in-depth 

interviews and focus groups might be used to build on this preliminary research effort.  
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March 1, 2009 
 
 
Dear Respondent, 
 
 Thank you for agreeing to participate in the dissertation research, “Development of a 
Model to Measure Customer Satisfaction with International Tourism Hotels in Taiwan.” I 
am Chung-Hao Chen, a doctoral student under the direction of Associate Professor Dr. 
Betty Stout and Dr. Tim Dodd in the Nutrition, Hospitality, and Retailing Department at 
Texas Tech University, Texas USA.  

The survey will take you about 5 minutes to complete. I hope you will take the time 
to complete this questionnaire and return it. Along with this letter is a short questionnaire 
that asks a variety of questions related to you stay in this hotel. I am asking you to look 
over the questionnaire and if you choose to do so, please complete it. Your participation is 
voluntary. You may withdraw at any time.  

The results of this study will be useful for the hotel industry in Taiwan, especially 
the measurement of customer satisfaction may improve employee performance and 
organizational achievement. Moreover, I hope to share the results at presentation of my 
dissertation research. I guarantee that your responses will not be identified with you 
personally and will not be shared with anyone outside my research group. 
 If you have any question about the questionnaire, you may contact me directly via 
email at nelson71@just.edu.tw or phone. You can contact me through the following 
information: Chung-Hao “Nelson” Chen, Department of Food and Beverage 
Management, Jin Wen University of Science and Technology, (23154) No. 99, An-Chung 
Rd., Hsin-Tien, Taipei, Taiwan, R.O.C.  Tel:+886-2-8212-2650. Thank you for your 
consideration.  
 
Sincerely, 
 
 
Chung-Hao Chen, M.B.A.      Betty Stout, Ph.D. and Tim Dodd, Ph.D. 
Doctoral Candidate            Faculty Advisors 
 
 
Enclosures: Questionnaire 
          Return Envelope 

 

 

Texas Tech University 

College of  Human Sciences 
Nutrition, Hospitality, & Retailing 
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中華民國 97 年 7 月 10 日                                        代碼:         

 

敬愛的顧客，您好： 

 

 這份文件說明您是否同意參加由美國德州理工大學食營、餐旅暨零售管理學系

(所)，Betty Stout 教授所指導之研究生 陳崇昊的論文。 

 

 論文題目為「建構衡量顧客滿意度模型-以臺灣國際觀光飯店為例」。此研

究的結果將有助於台灣觀光飯店業增進其競爭優勢。填寫問卷時，您將被要求

在每題選項選擇最適合的答案。本問卷有六個部分，包括飯店形象、服務品質、

體驗價值、產品價格、顧客滿意度與個人基本統計資料。 

 

 完成此問卷需要花費您五分鐘的時間。您的個人資料是匿名且機密的。這份問

卷不會涉及任何危險。參與這次問卷調查是自願的。您可以在任何時間拒絕或不願

繼續填寫問卷，沒有懲處或利益上的損失危及您的權利。美國德州理工大學問卷

審查委員會，有權力在合法的程序內，可以審查受試者同意參與的記錄與問卷。 

 

 填 寫 問 卷 過 程 中 ， 若 有 任 何 問 題 ， 請 用 電 子 郵 件 或 電 話 與 我 聯 繫 ：

nelson71@just.edu.tw。以下是我的連絡資料：陳崇昊 景文科技大學餐飲管理學

系 (23154)台北縣新店市安忠路 99 號 電話: (02) 8212-2650。 

 

 感謝您費時填寫本問卷，謝謝！ 

 

 

 
陳崇昊 
博士候選人 
食營、餐旅暨零售管理學系(所) 
美國德州理工大學 
E-mail: nelson71@just.edu.tw 
電話：(02)8212-2650 
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Development of a Model to Measure Customer Satisfaction with 
International Tourist Hotels in Taiwan 

Dear Sir or Madam, 
Good morning and welcome to this hotel. If you have spent at least one night in this 

hotel, I kindly ask you to participate in this survey. This questionnaire will take about 5-7
minutes to complete. Once you agree to participate in this study, you may withdraw at 
any time. After you complete this questionnaire, please put your response into the 
envelope provided. The information you provide will be anonymous and kept
confidential. 

Thank you for assisting in this research project. 
                                                        

Doctoral Candidate: Chung-Hao“Nelson” Chen
Texas Tech University

Nutrition, Hospitality, and Retailing Department
Dissertation Co-Chairs: Dr. Betty Stout & Dr. Tim Dodd

E-mail:nelson71@just.edu.tw 
 

Directions: Please tell us about your stay. 
1. Day of the Week you are completing this question:  

 Monday  Tuesday Wednesday  Thursday 
 Friday  Saturday Sunday                                    

2. How many night(s) did you stay at this hotel?      night(s) 
 

3. Your major purpose for staying in this hotel： 
 Business Vacation Visiting Friends 
 Family Reunion/Event Tour Group 
 Independent Travel Other:            

 
4. Who paid for your lodging?                 

 By yourself Company Conference 
 Friends Family Travel agent 
 Other:                

 
5. Did you receive a special rate?   Yes      No      Uncertain 

 
6. Who chose this hotel for this trip? 

 By yourself Company Conference 
 Friends Family Travel agent 
 Other:                

 
7. Estimate how many time(s) you have stayed at this hotel in the past?       time(s)    
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DIRECTIONS 
Please take a moment to think about this hotel by placing a 「 」at the check box 
that reflects your feelings.「10」means strong agreement [SA] ;「1」strong 
disagreement [SD] ; NA for not applicable.  
 SD         SA NA
 1 2 3 4 5 6 7 8 9 10 NA

The service at this hotel is good for the price I 
paid. 

           

My total expenditures were reasonable for the 
service I received. 

           

I am satisfied with my decision to stay at this 
hotel. 

           

My choice to stay at this hotel was a wise 
one. 

           

I think I did the right thing when I chose to stay 
at this hotel. 

           

I feel that my experience with this hotel has 
been enjoyable. 

           

 
DIRECTIONS 
Please take a moment to think about this hotel by placing a 「 」at the check box 
that reflects your feelings.「7」means strong agreement [SA] ;「1」 strong 
disagreement [SD] ; NA for not applicable.  
 SD      SA NA

 1 2 3 4 5 6 7 NA

The hotel’s reservation system is efficient.         
The rooms are well furnished.         
The interior of the hotel represents the ranking of this hotel.         
This hotel provides me with the amenities I want.          
The food in the hotel restaurants is of good quality.         
The hotel is located in a good location.         
I would stay at this hotel again.         
This hotel has up-to-date equipment.         
This hotel's physical facilities are visually appealing.         
This hotel's employees are well dressed and appear neat.         
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DIRECTIONS 
Please take a moment to think about this hotel by placing a 「 」at the check box 
that reflects your feelings.「7」means strong agreement [SA] ;「1」 strong 
disagreement [SD] ; NA for not applicable.  
 SD      SA NA

 1 2 3 4 5 6 7 NA

The appearance of the physical facilities of the hotel is in 
keeping with the type of services provided.         

When this hotel promises to do something by a certain 
time, it does so.         

When I have problems, this hotel is sympathetic  
and reassuring. 

        

This hotel is dependable.         
This hotel provides its services at the time it promises 
to do so. 

        

This hotel keeps accurate records regarding my  
personal account.         

This hotel does NOT give accurate information to me.         
I do NOT receive prompt service from this  
hotel's employees.          

Employees of this hotel are NOT always willing to  
help customers.  

        

Employees of this hotel are TOO busy TO respond to my
requests promptly.         

I can trust employees of this hotel.         
I feel safe in my transactions with this hotel's employees.         

Employees of this hotel are polite.         

Employees get adequate authority from management to 
deal with my complaints.         

This hotel does NOT give me individual attention.         
Employees of this hotel do NOT know what my needs are.         
This hotel does NOT have my best interests at heart.         
This hotel does NOT have operating hours convenient  
to me.         

Hotel employees can speak a foreign language.         
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Personal Information: 

1. Gender:  Male   Female  

2. Nationality:                    ; In which country do you live:                 

3. What year were you born?                 

4. Your Education： 

 High School or Less                   2-year College Degree (Associate) 

 4-year College Degree (BA, BS)         Master Degree 

 Doctoral Degree                      Profession Degree (MD, JD) 

 Other:                  

5. Annual Income (before tax)： 

 $50,000 and under  $50,001- $70,000  $70,001- $90,000 

 $90,001- $125,000  $125,001- $ 200,000  $200,001 and over 
 

Thank you for assisting with this research project. 
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飯店服務滿意度問卷 

親愛的房客，您好： 
    歡迎住宿本飯店！此問卷目的在瞭解房客對本飯店的服務滿意程度。填寫此問
卷只需花費您 5 至 10 分鐘。您的個人資料將完全保密且只使用於學術用途。感謝
您的支持與參與！ 
                                                        

景文科技大學 餐飲管理系
陳崇昊 老師

美國德州理工大學 餐旅管理系
Dr. Betty Stout 副教授

Dr. Tim Dodd 教授
E-mail:nelson71@just.edu.tw 

 
請告訴我們有關您住宿在這家飯店的訊息： 
1. 您填寫此問卷是星期幾? 

 星期一  星期二 星期三  星期四 
 星期五  星期六 星期日                                    

2. 您住宿在這家飯店幾夜?          夜 
 

3. 住宿在住家飯店的目的? 
 商務 度假 拜訪朋友 
 家庭活動 旅行團 
 自住旅行 其他:            

 
4. 誰支付您的住宿費用?                 

 自己 公司 研討會組織 
 朋友 家人 旅行社 
 其他:                

 
5. 住宿時，住宿費有得到特別的折扣嗎?   有      沒有      不確定 

 
6. 誰幫您決定住宿在此飯店? 

 自己 公司 研討會組織 
 朋友 家人 旅行社 
 其他:                

 
7. 您過去曾住宿過這家飯店幾次?            次   
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說明 
請花點時間思考，就您對這家飯店的感覺給予排名，請以「 」表示。「10」為「非
常同意」;「1」為「非常不同意」;「NA」為「無意見」。  
 非

常

不

同

意

         
非

常

同

意

無

意

見

 1 2 3 4 5 6 7 8 9 10 NA

此飯店提供的服務與我支付的費用一致            

我的總消費金額與我所感受到的服務一致            

我很滿意住宿在此飯店            

選擇住宿此飯店是一個明智的決定             

選擇住宿此飯店是對的            

住宿在此飯店的經驗是快樂的            

 
說明 
請花點時間思考，就您對這家飯店的感覺給予排名，請以「 」表示。「7」為「非
常同意」;「1」為「非常不同意」;「NA」為「無意見」。  
 非

常

不

同

意

      
非

常

同

意 

無

意

見

 1 2 3 4 5 6 7 NA

飯店的訂房系統很有效率         
我對飯店的設備很滿意         
飯店的裝潢很符合此飯店的星級         
此飯店提供我要的舒適環境         
飯店餐廳提供高品質的食物         
飯店地點很好         
我願意再住宿這家飯店         
飯店有最新的設備         
飯店的設備具有視覺上的魅力         
飯店人員穿著整齊         
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說明 
請花點時間思考，就您對這家飯店的感覺給予排名，請以「 」表示。「7」為「非
常同意」;「1」為「非常不同意」;「NA」為「無意見」。  
 非

常

不

同

意

      
非

常

同

意 

無

意

見

 1 2 3 4 5 6 7 NA

飯店的外觀與它所提供的服務品質一致         

當飯店保證提供某項服務時，一定做到         

當我有問題時，飯店提供的意見讓我很安心         

飯店提供的意見很可靠         

當我有問題時，飯店會提供立即的服務         

飯店保留我的住宿資料         

飯店沒有提供給我正確的資訊         

我沒有從飯店的服務過程中，得到快速的服務         

飯店人員並不是每一個都願意幫助房客         

這家飯店客人太多，而不能快速回應我的要求         

我相信這家飯店人員提供的意見         

當我在付錢(信用卡)時，我覺得很安全         

飯店人員很有禮貌         

飯店人員經由經理授權，來解決我的問題         

此飯店讓我覺得沒有得到應有的重視         

飯店人員不清楚我的需求         

我對此飯店的服務項目沒有興趣         

此飯店設施使用時間，不能符合我的需要         

飯店人員的外語能力(例如:英語、日語)很好         

 
(請翻閱下一頁) 
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個人資料: 

1. 性別:  男       女 

 

2. 國籍:                    ; 您現在居住在哪個國家:                       

 

3. 出生日? 中華民國                            年 

 

4. 教育程度： 

 高中(職)或以下                   專科(副學士) 

 大學(學士)                       碩士 

 博士                            專業檢定證書 

 其他:                  

 

5. 年薪(台幣)： 

 $150,000 and under  $150,001- $200,000  $200,001- $250,000 

 $250,001- $300,000  $300,001- $ 350,000  $350,001 and over 
 
 

非常感謝您完成此問卷！ 
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ホテルのサービスに満足度のアンケート 
親愛になるお客様、こんにちは 
  ようこそ我がホテルに泊まります。お客様は我がホテルのサービスに対する

満足度がどのぐらいと了解したいんですが。それはこのアンケートをとる目的で

す。このアンケートを済むのは１０分ぐらいかかります。お客様の個人情報は完

全に秘密で、学術の用途だけに使います。お客様の支持と参与に心より感謝いた

します。 
景文科技大学 飲食管理学科 陳崇昊 先生 

アメリカ Texas Tech University 飲食管理学科 Dr. Betty Stout 

Dr. Tim Dodd 

 
お客様がこのホテルに泊まる情報をお知らせください 
1 このアンケートに書き込むのは何曜日ですか？ 
 □月曜日    □火曜日    □水曜日    □木曜日 
 □金曜日    □土曜日    □日曜日 
 
2 このホテルに何泊しますか？ ＿＿＿＿＿＿泊 
 
3 このホテルに泊まる目的は何ですか？ 
 □ビジネス  □休日を過ごす  □友達を訪れる  □ファミリー旅行 
 □グループツアー  □セルフツアー     □その外：＿＿＿＿＿＿ 
 
4 この前に、我がホテルに泊まったことがありますか？ 
□ はい、＿＿＿＿＿回 
□ いいえ 
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説明 

ちょっと時間をかけて考えて、お客様が我がホテルに対しての感覚に順位を与えて、「∨」

を標してください。「10」は「非常に同意」；「1」は「非常に不同意」；「N」は「意見なし」。 

 非
常
に
不
同
意
1 

 
 

 
 

 
 

2 
 

 
 

 
 

 

3 
 

 
 

 
 

 

4 
 

 
 

 
 

 

5 
 

 
 

 
 

 

6 
 

 
 

 
 

 

7 
 

 
 

 
 

 

8 
 

 
 

 
 

 

9 

非
常
に
同
意 

10 

意
見
な
し 

 

N 

ホテルが提供したサービスは私が支払った費

用に合います 
           

私のトータル消費金額は私が受けたサービス

に合います 
           

このホテルに泊まるのは大満足です            

このホテルを選ぶのは賢明な決定です            

このホテルに泊まるのは間違いないです            

このホテルに泊まるのは楽しかったです            
 
説明 

ちょっと時間をかけて考えて、お客様が我がホテルに対しての感覚に順位を与えて、「∨」

を標してください。「7」は「非常に同意」；「1」は「非常に不同意」；「N」は「意見なし」。 

 非
常
に
不
同
意
1

 
 

 
 

 
 

2

 
 

 
 

 
 

3

 
 

 
 

 
 

4

 
 

 
 

 
 

5

 
 

 
 

 
 

6

非
常
に
同
意 

7

意
見
な
し 

 

N

ホテルの部屋を予約するシステムは効率があります         

私は部屋の設備に満足に思います         

部屋のインテリアはホテルのランクに似合います         

このホテルは私がほしい快適な環境を提供します         

ホテルにあるレストランの料理はとても上品です         

このホテルは地点がいいです         

もう一度このホテルに泊まりたいです         

このホテルはもっとも新たな設備があります         

ホテルの設備はビジュアルな魅力があります         

ホテルの従業員は整然な服を着ています         

（次のページへ） 
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説明 

ちょっと時間をかけて考えて、お客様が我がホテルに対しての感覚に順位を与えて、「∨」

を標してください。「7」は「非常に同意」；「1」は「非常に不同意」；「N」は「意見なし」。 

 非
常
に
不
同
意
1 

 
 

 
 

 
 

2 
 

 
 

 
 

 

3 
 

 
 

 
 

 

4 
 

 
 

 
 

 

5 
 

 
 

 
 

 

6 

非
常
に
同
意 

7 

意
見
な
し 

 

N 

ホテルの見た目は提供したサービスの品質に合います 

        

ホテルはあるサービスを提供すると保証したら、絶対し

ます 

        

質問があるとき、ホテルからの返事はすごく安心させま

す 

        

ホテルが提供した意見は信頼できます 

        

質問はあると、ホテルは早速サービスをしてくれます 

        

ホテルは私の泊まる情報を保留しています 

        

ホテルは正しいインフォメーションを提供していません

        

ホテルから早いサービスをもらっていません 

        

ホテルの従業員はみんなお客様を手伝いではありません

        

ホテルのお客様は多すぎるので、速めに返事できません

        

私はホテルの従業員がくれる意見を信じます 

        

私は支払う（クレジットカード）ときに、とても安心し

ます 

        

ホテルの従業員はとても礼儀があります 

        

従業員はマネージャーの授権により、私の問題を解決し

に来ます 

        

私はホテルからあるべきな重視をもらいません 

        

ホテルの従業員は私の要りものを分かりません 

        

私はホテルが提供したサービス項目に興味がありません

        

ホテルの施設の使用時間は私の需要が満たせません 

        

ホテルの従業員は外国語能力（例えば、英語とか日本語

とか）が上手です 
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個人情報： 
1 性別 
  □男    □女 
2 国籍：＿＿＿＿＿＿＿＿＿＿＿ 
3 生年月日： 中華民国＿＿＿＿＿年 あるいは西暦＿＿＿＿＿年 
4 教育程度 
  □高等学校以下    □専門学校    □大学 
  □修士        □博士      □その外：＿＿＿＿＿ 
5 年俸 
  □￥４５０万円以下          □￥４５０万１円～￥６００万円 
  □￥６００万１円～￥７５０万円    □￥７５０万１円～￥９００万円 
  □￥９００万１円～￥１０５０万円   □￥１０５０万１円以上 
 
 

このアンケートを済むのは心より感謝いたします！ 
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APPENDIX F 

OPEN-ENDED QUESTIONNAIRE 

English Version 
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Open-ended Questions for Questionnaire Development 
(a) In your opinion, what are the differences between Taiwanese international hotels and 

foreign international hotels? 
 

 

 

 

 

 
(b) In your opinion, what are the reasons why foreign tourists stay in Taiwanese 

international hotels? 
 

 

 

 

 

 
(c) What are the advantages/disadvantages of Taiwanese international hotels? 
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(d) What is the most important point for the improvement of the Taiwanese 
international hotels? Please give examples.   
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APPENDIX G 

OPEN-ENDED QUESTIONNAIRE 

Chinese Version 
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開放式問卷 

(a) 就您個人而言，台灣國際觀光飯店與國外飯店有何差異? 
 

 

 

 

 

 
(b) 就您所知，台灣國際觀光飯店吸引國外旅客的主要原因為何? 
 

 

 

 

 

 
(c) 台灣國際觀光飯店的優點與缺點分別為何? 
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(d) 您認為目前台灣國際觀光飯店最迫切需要改進的地方為何?請舉例說明之。 
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APPENDIX H 

AMERICAN AUTOMOBILE ASSOCIATION (AAA) DIAMOND RATING 
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American Automobile Association (AAA) Diamond Rating 

Five Diamonds:  
Facilities and operations exemplify an impeccable standard of excellence while 

exceeding guest expectations in hospitality and service. These renowned properties are 
both striking and luxurious, offering many extra amenities. (0.2% of hotels, 11 in 
California, 69 in US) 
 

Four Diamonds:  
Properties reflect an exceptional degree of hospitality, service and attention to detail, 

while offering upscale facilities and a variety of amenities (3% of hotels) 
 

Three Diamonds:  
Properties show a marked upgrade in physical attributes, services and comfort. 

Additional amenities, services and facilities may be offered (53% of hotels) 
 

Two Diamonds:  
Properties maintain the attributes offered at the one diamond level while showing 

noticeable enhancements in room decor and quality of furnishings. They target the needs 
of the budget-oriented traveler (34% of hotels) 
 

One Diamond:  
Properties offer good but modest accommodations that meet all Listing 

Requirements. They are clean, safe and well maintained (7% of hotels) 
 

Electric reference formals recommended by Calhotels. US (2003, April 2). Retrieved July 
15, 2008, from http://calhotels.us/ratings.php?madera 
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APPENDIX I 

SIX CATEGORIES OF HOTEL IN TAIWAN BY GEOGRAPHIC LOCATION 
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Six Categories Of Hotel in Taiwan by Geographic Location 
 
Category Hotel  Name 

The Grand Hotel 
The Ambassador Hotel 
Imperial Hotel Taipei 
Gloria Prince Hotel 
Emperor Hotel 
Hotel Riverview Taipei 
Caesar Park Hotel Taipei 
Golden China Hotel 
San Want Hotel 
Brother Hotel 
Santos Hotel 
The Landis Taipei Hotel 
United Hotel 
Sheraton Taipei Hotel 
Hotel Royal Taipei 
Howard Plaza Hotel 
Grand Hyatt Taipei 
Grand Formosa Regent Taipei 
The Sherwood Hotel Taipei 
Far Eastern Plaza Hotel (Taipei) 
The Westin Taipei 
Miramar Garden Taipei 
Astar Hotel Taipei 
First Hotel 
The Leofoo Hotel 
Empress Hotel 
Hotel Flowers 
Kilin Hotel Taipei 
The Riviera Hotel 
Gala Hotel 
Cosmos Hotel 

Taipei  
Total: 40 hotels 

The Fullon Hotel Taipei 
Taoyuan Hotel 
Ta Shee Resort Hotel 
Hotel Royal Hsinchu 
The Ambassador Hotel Hsinchu 
Monarch Plaza Hotel 
Howard Plaza Hotel Hsinchu 
Hotel Kuva Chateau 

 

Fullon Hotel Taoyuan 
Hotel Kingdom 
Hotel Holiday Garden Kaohsiung 
The Ambassador Hotel Kaohsiung 
Grand Hi-Lai Hotel 
Howard Plaza Hotel Kaohsiung 
The Splendor, Kaohsiung 
Han-Hsien international Hotel 

Kaohsiung 
Total: 8 hotels 

The Lees Hotel 
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Six Categories Of Hotel in Taiwan by Geographic Location (continued)  
Category Hotel  Name 

Hotel National 
Plaza International Hotel 
Evergreen Laurel Hotel (Taichung) 
Howard Prince Hotel Taichung 
The Splendor Hotel 

Taichung 
Total: 6 hotels 

Winsor Hotel 
Astar Hotel 
Marshal Hotel 
Chinatrust Hotel Hualien 
Parkview Hotel 
Farglory Hotel, Hualien 

Hualien 
Total: 6 hotels 

Star Hotel 
Hotel Landis China Yangmingshan 
Grand Hotel Kaohsiung 
Caesar Park Hotel Kenting 
Hotel Royal Chihpen Spa 
Grand Formosa Hotel, Taroko 
Howard Beach Resort Kenting 
The Hibiscus Resort 
The Lalu Sun Moon Lake 
Hotel Royal Chiao-His 
Alishan House 
Kenting House 
Dragon Valley Hotel 
South Formosa Hotel 
El Dorado Hotel 

Scenic Area 
Total: 15 hotels 

Beau Max Resort Hotel 
Hotel Tainan 
Formosan Naruwan Hotel & Resort Taitung 
Tayih Landis Tainan 
Evergreen Plaza Hotel (Tainan) 
Nice Prince Hotel 
Fenisia Hotel Sun Moon Lake 
Lion Hotel 
Sun Spring Resort 
BaoHwa Hotel 
Far Eastern Grant Tourist Hotel 
Evergreen Laurel Hotel (Keelung) 
Four Points by Sheraton Chung Ho, Taipei 
Lake Hotel 
Very Trusting 

Other 
Total: 15 hotels 

Beautiful Hotel 
Total: 90 hotels 
 
Reference formals recommended by Tourism Bureau (2008, May). The annual survey  
for the purchase intention of inbound tourists. Retrieved July 1, 2008, from http:// 
http://admin.taiwan,net.tw/statistics.asp
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APPENDIX J 

CHECKLIST OF GUESTS 
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CHECKLIST OF GUESTS 

 
Date:                                                
 

Directions: 
Please complete this record of guests who check out of this hotel each day. Give the 
survey envelope to every guest at checkout. Start a new list each day.   
If a guest chooses NOT to respond and indicates the reason, please make a note in the 
memo column.    
 

Note: 
「 」for guests in this study; 「x」for non-guests in this study 
  

Number Guest Memo 

1   

2   

3   

4   

5   

6   

7   

8   

9   

10   
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APPENDIX K 

INTERCEPTOR GUIDELINES FOR FIELDWORKERS 
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Interceptor Guidelines for Fieldworkers 
 
A. Preparation  

The checklist for fieldworkers included the following items.  
a、 Recruitment of fieldworkers (English and Japanese language ability) 
b、 Uniform with name tag (Fieldworkers are to wear the uniform of the 

Department of Food and Beverage Management, Jinwen University) 
c、 Questionnaires (English, Japanese, and Chinese versions) 
d、 Envelopes  
e、 Permission form from hotel managers 
f、 Notebooks, pens, and pencils 
g、 Greeting memo describing the study and approval to conduct the study. 
h、 Checklist of guests to log those approached and their response.   
i、 Hotel information (Map, hotel address, and telephone) 
j、 Gift Certificates  
k、 If you have questions, suggestions, or problems serving as a fieldworker for 

this research project, please contact me by cell phone number:__________ 
 

B. Survey Process  
a. Check in at the hotel with the manager and front desk staff by 6:45AM. Please 

plan to collect data until 11:00AM 
b. Inquire about where to stand when distributing questionnaires. 
c. Greet guests as they complete the check-out process. 
d. Speak directly to the guest regarding the purpose of the survey. Give each the 

letter describing the study and the fact that they may withdraw at any time.  
e. Confirm the qualifications of appropriate guests (Guests have to stay at least one 

night in this international tourist hotel). 
f. Explain that the responses are anonymous and encourage them to seal the 

envelope after completing the questionnaire.   
g. Encourage the qualified guests to complete the survey 
h. If guests are not willing to fill in all items for any reason, simply collect the 

incomplete questionnaire.   
i. If a guest chooses not to respond and indicates the reason, please make a note in 

the memo column of the guest form.   
j. When guests complete the survey, say “thank you” with a smile. 
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k. Give each respondent a Chinese node as a gift. 
l. The fieldworker should not interrupt guests during the survey. 
m. Thank the front desk manager and front desk staff before you leave the hotel.   
n. When your survey time is complete, deliver the questionnaires and all materials 

to the Department of Food and Beverage Management, Jinwen University. All 
survey materials are to be placed in the arranged drawer.  Include your name 
on the packet you submit. 

 
C. Additional Service 

If guests are looking for the other hotel services, you should assist them or 
direct them to the front desk for further assistance. 

 
 
 
 
 
 
 
 
 


