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ABSTRACT 

This study examines two aspects of relationship quality in the bed-and-breakfast 

(B&B) industry of Fu-Hsing Village, Taiwan. The purpose of this study is to investigate 

the association between antecedents (relationship marketing activities) and relationship 

quality, and the association between relationship quality and consequences. The 

objective of this study is to analyze these associations in order to provide information to 

B&B innkeepers so that they may implement more effective relationship marketing 

strategies. Pearson correlation coefficients and regression analyses were used to identify 

the associations between antecedents, relationship quality, and consequences. The 

correlation analysis indicated that greater innkeepers' attributes, guest orientation, mutual 

disclosure, and homelike atmosphere create greater relationship quality, which results in 

greater repeat patronage and positive word-of-mouth recommendations. The regression 

analysis indicated that innkeepers' attributes, privacy, mutual disclosure, guest 

orientation, and homelike atmosphere significantly influence relationship quality. In 

addition, word-of-mouth has a higher influence on relationship quality than does repeat 

patronage. Finally, repeat patronage and previous word-of-mouth referrals have an affect 

on profitability; however these are only two of many factors that influence profitability. 
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CHAPTER I 

INTRODUCTION 

The bed-and-breakfast (B&B) industry in Taiwan has experienced rapid growth 

since the beginning of this industry around 1981. There are four main bed-and-breakfast 

areas in Taiwan: northern, central, southem, and eastem. Because of a limited amount of 

information relating to the bed-and-breakfast industry in Taiwan, this study will focus on 

the bed-and-breakfasts of Fu-Hsing Village, which is in the northem area of Taiwan. 

Fu-Hsing Village is a popular tourist area that boasts both natural scenery and a 

rich, indigenous culture of Tao-Yuan County, Taiwan. It is an aboriginal village that was 

settled over 100 years ago. The primary residents of the village belong to the Atayal 

tribe. The population of Fu-Hsing Village is approximately 11,000, and its area is 350 

square kilometers. To develop and promote the travel and tourism industry in Fu-Hsing 

Village, the government has developed programs designed to integrate the existing 

natural scenery with the culture of the native people. The goal of these programs is to 

improve the tourism economy of Fu-Hsing Village by communicating the beauty and 

valued resources globally to international tourists. 

Issues such as transportation, lodging, natural scenery protection, and 

environmental preservation need to be considered when promoting the travel and tourism 

industry. Three years ago, the increased number of tourists began to strain the supply of 

accommodations in Fu-Hsing Village. Bed-and-breakfasts began to fill the void for 

accommodations and their numbers subsequently have experienced rapid growth. 



accommodations and their numbers subsequently have experienced rapid growth. 

However, because of the government's complicated licensing regulations and the length 

of the application process, as of November 2003, there was only one bed-and-breakfast in 

Fu-Hsing Village that had received an official license. At the time of this presentation, 

March 2004, there are now four licensed bed-and-breakfasts in Fu-Hsing Village. 

Today, three years after most of the bed-and-breakfasts began operating, the 

government has started to be concerned with the quality and legal issues of the bed-and-

breakfast industry of Fu-Hsing Village. In order to promote a high quality travel and 

tourism industiy, the mayor of Tao-Yuan County in July 2003 announced that all bed-

and-breakfasts in Fu-Hsing Village need to become licensed under the official guidelines 

by the end of 2003. Since there is limited information available about the tourist 

selection factors of bed-and-breakfasts in this popular destination, legal issues aside, this 

study will focus on the operational aspect of bed-and-breakfasts in Fu-Hsing Village, 

Taiwan. 

In today's highly competitive marketplace, businesses should focus not only on 

traditional marketing but also on non-traditional marketing. Over the past few years, 

relationship marketing has gained increased attention in many business organizations 

(Gmen, Summers, & Acito, 2000). Bowen and Shoemaker (1998) mentioned that 

relationship marketing causes repeat patronage, which leads to an improvement of overall 

profitability and a decrease in marketing costs. The growing discussion of relationship 

marketing has led to an increased interest in measuring the quality of the relationship 

between service providers and customers (Kim, Han, & Lee, 2001). Higher relationship 



quality results in relationship continuity, higher share of purchases, and positive word-of-

mouth recommendations (Kim & Cha, 2002). 

Statement of the Problem 

Pritchard and Howard (1997) noted that building committed customer 

relationships resulted in guest satisfaction, loyalty, positive word-of-mouth, and increased 

business referrals. Providing high quality service and enhancing customer satisfaction 

are important factors that lead to a company's success in the hotel, catering, and tourism 

industries (Stevens et al., 1995). These findings indicate that in today's hospitality 

industry, keeping a lifelong relationship with valued customers and providing unique 

services to satisfy them will sustain competitive advantages. A number of studies 

(Crosby, Evans, & Cowles, 1990; Kim, Han, & Lee, 2001; Kim & Cha, 2002) have been 

conducted on relationship marketing and service quality in the insurance, banking, and 

hotel industries. At present, few empirical research studies have been undertaken to 

study the relationship quality in the bed-and-breakfast industry in Taiwan. Thus, 

knowledge in this area is limited. 

Purpose of the Study 

Previous studies have demonstrated that the cost of acquiring a new customer is 

approximately five times that of retaining a loyal one (Kotler, Bowen, & Makens, 1996; 

Christopher, Payne, & Ballantyne, 2002). Maintaining long-term relationships with 

guests will bring profitability for a company. Furthermore, while a significant of 



relationship marketing and relationship quality literature exists, few studies have been 

done on testing the relationship quality in the bed-and-breakfast industry. 

The purpose of this study is to examine two aspects of relationship quality in the 

bed-and-breakfast industry of Fu-Hsing Village, Taiwan. The first is the association 

between antecedents (relationship marketing activities) and relationship quality, while the 

second is the association between relationship quality and consequences. The objective 

of this study is to analyze these associations in order to provide information to B&B 

innkeepers so that they may implement more effective relationship marketing strategies. 

Research Questions 

Using the Fu-Hsing Village bed-and-breakfast industry as a focus, this study 

sought to answer four research questions to better understand the antecedents and 

consequences of relationship quality between service providers and guests in the bed-

and-breakfast industry of Fu-Hsing Village, Taiwan. The research questions are: 

RQl: Is there an association between antecedents (guest orientation, mutual disclosure, 

relational orientation, innkeepers' attributes, homelike atmosphere, general 

amenities, and privacy) and relationship quality in the bed-and-breakfast industry of 

Fu-Hsing Village, Taiwan? 

RQ2: Is there an association between relationship quality and consequences (repeat 

patronage and word-of-mouth) in the bed-and-breakfast industry of Fu-Hsing 

Village, Taiwan? 



RQ3: Is there an association between repeat patronage and word-of-mouth in the 

bed-and-breakfast industry of Fu-Hsing Village, Taiwan? 

RQ4: Is there an association between repeat patronage, word-of-mouth, and 

profitability in the bed-and-breakfast industry of Fu-Hsing Village, Taiwan? 



CHAPTER II 

REVIEW OF LITERATURE 

To contribute to the knowledge about the antecedents and consequences of 

relationship quality in the bed-and-breakfast industry, this study identified different 

factors affecting relationship quality and the consequences influenced by the relationship 

quality. In this chapter, two types of relevant literature will be explored. First, the 

background about relationship marketing will be discussed. This is followed by the 

antecedents, relationship quality, and consequences. Second, an overview of the bed-

and-breakfast industry will be described. This is followed by a discussion of marketing 

stiategies implemented by B&B innkeepers. 

Relationship Marketing 

Relationship marketing emphasizes building long-term and trusting relationships 

wdth profitable customers. Berry (1983) first mentioned the relationship marketing 

concept in the service marketing literature (Gronroos, 1994; Berry, 1995; Thorsten, 

Gwinner, & Gremler, 2002; Kim, Han, & Lee, 2001; Kim & Cha, 2002; Wong & Sohal, 

2002). He defined relationship marketing as "attracting, maintaining, and enhancing 

customer relationships in multi-service organizations" (p.25). As stated by Kim and Cha 

(2002), relationship marketing is a set of marketing activities that deepen, maintain, and 

improve relationships with guests for the benefit of both sides. Lewis and Chambers 

(2000) addressed that relationship marketing is an ongoing process of identifying and 



creating new value with individual customers for mutual value and benefits, and then 

sharing the benefits over the lifetime of the association. 

Antecedents and Consequences of Relationship Quality 

This section will cover all of the dimensions of the study model. Antecedents can 

be broken down into guest orientation, mutual disclosure, relational orientation, 

innkeepers' attributes, homelike atmosphere, general amenities, and privacy, while 

consequences can be broken down into repeat patronage, word-of-mouth, and 

profitability. 

Antecedents (Relationship Marketing Activities) 

Kim, Han, and Lee (2001) found that guest confidence and communication are the 

most effective relationship marketing activities in building a stronger relationship with 

customers. Kim and Cha (2002) stated that relational orientation, customer orientation, 

and service providers' attributes have a significant effect on relationship quality. Staff 

service quality, room quality, and value are considered to be influential factors in 

deciding travelers' overall satisfaction levels (Choi & Chu, 2001). Therefore, the 

variables in this study that may influence relationship quality have been identified based 

on existing research. 



Guest Orientation 

Guest orientation is created when service providers keep putting guests' interests 

and needs ahead of their own (Kim & Cha, 2002). Guest orientation is often used as an 

indicator of the quality between service providers and customers. Customer-oriented 

service providers will influence customers' satisfaction as well as the duration of 

relationships with service providers (Kelley, 1992). 

Mutual Disclosure 

Mutual disclosure refers to the sharing of personal and business information, 

which develops trust between salesperson and buyer (Boles, Brashear, Bellenger, & 

Barksdale, 2000). As Choi and Chu (2001) mentioned, higher customer-employee 

interaction results in customers' overall satisfaction, and their willingness to retum to the 

same hotels. Kim and Cha (2002) demonstrated that mutual disclosure of loyal 

customers is considered to be a critical factor to building life-long relationships with 

service providers. However, the result of their study showed that there is no significant 

relationship between mutual disclosure and relationship quality for hotels. Since 

providing a personal hospitality experience is one of the unique characters for B&B 

operators (Vallen & Rande, 1997; Dawson & Brown, 1988), the consequences of mutual 

disclosure between B&B innkeepers and guests might be different from those of previous 

studies. Therefore, mutual disclosure is considered to be the antecedent that may 

influence relationship quality in this study. 



Relational Orientation 

Relational orientation refers to the service providers' tendency to cultivate and 

maintain relationships with customers (Crosby, Evans, & Cowles, 1990). In Kim and 

Cha's (2002) study, relational orientation has the strongest positive relationship with 

relationship quality. 

Innkeepers' Attributes 

Kim and Cha (2002) noted that service providers' expertise, experience, and 

professional appearance enhances guests' trust and satisfaction. Zane (1997) mentioned 

that an innkeeper's knowledge of local attractions, events, and restaurants is an important 

factor when that guests consider their experiences with bed-and-breakfasts. 

Other Antecedents 

Offering an interesting and friendly atmosphere is at the heart of the bed-and-

breakfast industry (Dawson & Brown, 1988). Business travelers, especially women, look 

for lodging at bed-and-breakfasts because they offer security, quaintness, attractive 

appointments, and a relaxing home-away-from-home atmosphere (Carrol, 1995). 

Based on Zane's (1997) study in the bed-and-breakfast industry, privacy, a quiet and 

homelike atmosphere, and a written guide to the area's attiactions and restaurants are the 

main features that guests consider important when they experience bed-and-breakfasts. 

He also mentioned that "no children" policies, a luxurious atmosphere, and an organized 

social hour are also important for guests in choosing bed-and-breakfasts over other places 



to stay. Amenities provided by innkeepers are also a vital factor for guests in selecting 

bed-and-breakfasts. Nusbaum (2002) found that business travelers seek personal-touch 

accommodations while they are on their business trips, and they also look for hotel-like 

amenities when they experience bed-and-breakfasts. Choi and Chu (2001) argue that 

although general amenities are not the central factor influencing customers' satisfaction, 

hoteliers still need to maintain standards to meet the basic needs of travelers. Therefore, 

this study also identified the following antecedents that may affect the relationship 

quality between innkeepers and guests: homelike atmosphere, general amenities, and 

privacy. 

Relationship Quality 

Relationship quality is a higher-order constmct encompassing tmst, satisfaction, 

commitment, mirumal opportunism, customer orientation, and ethical profile (Dorsch, 

Swanson, & Kelley). Parsons (2002) noted that relationship quality depends on the 

nature of the business involved, and individuals in the business. He mentioned that tmst 

and satisfaction are factors that contribute to the quality of relationships between service 

providers and customers. Wong and Sohal (2002) found that customer tmst and 

commitment to the salesperson are essential in achieving high levels of relationship 

quality. Kim, Han, and Lee (2001) mentioned that "guest confidence and communication 

are the most effective relationship marketing activities in building higher relationship 

quaUty" (p.284). In this study, guest tmst and guest satisfaction were used to evaluate 

relationship quality. 
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Consequences of Relationship Oualitv 

Reynolds and Beatty (1999) stated that satisfaction with the salesperson has a 

positive association with share of purchases, satisfaction with the company, loyaUy to the 

salesperson, and word-of-mouth about the salesperson. Kim and Cha (2002) stated that 

greater service providers' relational orientation, customer orientation, and service 

providers' attributes resulted in higher relationship quality, and resulted in an increase in 

positive word-of-mouth, share of purchases, and relationship continuity. Positive 

customer word-of-mouth and customer loyalty are the key relationship marketing 

outcomes (Thorsten, Gv^nner, & Gremler, 2002). Based on previous studies, three 

consequences were identified: repeat patronage, word-of-mouth, and profitability. 

Repeat Patronage 

Kim, Han, and Lee (2001) demonstrated that higher service quality results in 

repeat purchases. Kaj, Tore, and Christian (1994) also argued that a satisfied guest 

creates a strong relationship with the service provider that leads to relationship longevity 

or customer retention. Choi and Chu (2001) stated that from the customers' point of view, 

service quality, room quality, and value are factors that most influence their decision to 

retum to the same hotel. 

Word-of-Mouth 

Thorsten, Gwinner, and Gremler (2002) noted that positive word-of-mouth 

communication helps to attract new customers. Bowen and Shoemaker (1988) found that 

11 



a loyal guest helps create new guests through positive word-of-mouth. Satisfaction with 

tiie company is positively associated with word-of-mouth about the company. In 

addition, word-of-mouth about the salesperson is related to word-of-mouth about the 

company (Reynolds & Beatty, 1999). 

Profitability 

Kaj, Tore, and Christian (1994) mentioned that customer retention generates 

steady revenues and increases profitability of the business. Previous studies found that it 

costs approximately five times more to attract a new guest than it does to keep an existing 

one (Bowen & Shoemaker, 1988; Christopher, Payne, & Ballantyne, 2002; Reichheld & 

Sasser, 1990). Vallen and Rande (1997) argued that bed-and-breakfasts that spent the 

least on marketing (less then $1,000) showed the lowest occupancy rate. There are only a 

few ways to measure property-to-property performance, comparisons of total profits, 

profits-per-available room, and retum-on-investment (Hotel Online, 2004). Occupancy 

rates and average daily rate (ADR) are two common indicators of a property's success 

(Lubetkin, 1999). In this study, the average occupancy rate, average daily rate, and 

revenue per available room (RevPar) were the indicators used to measure the financial 

performance of each bed-and-breakfast. 
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Bed-and-Breakfast Industry and Marketing Strategies 

Visitors to bed-and-breakfasts are the subjects of this study; therefore the 

background of the bed-and-breakfast industiy will be discussed first. A description of 

marketing strategies used by bed-and-breakfasts will follow. 

Bed-and-Breakfast Industry 

Bed-and-breakfast (B&B) is a term for accommodations operated in private 

homes or historic buildings with distinctive rooms, where breakfast is usually the primary 

meal provided by the innkeeper (Lanier, Caples, & Cook, 2000; Dawson & Brown, 1988; 

Smith, & Smith, 2002). The concept originated in Britain after World War II and 

experienced a substantial growth in the United States in the late 1970s (Kelly & 

Marquette, 1996; Notarius & Brewer, 2001). Travelers may find bed-and-breakfasts 

located in urban apartments, historic mansions, country farmhouses, remote mountain 

retreats, modem suburban homes, and even boats at anchor (Dawson & Brown, 1988). 

Personal interaction with the innkeepers and private-home ambiance are what makes a 

bed-and-breakfast stay unique with regard to other commercial accommodations (Zane, 

1997; Notarius & Brewer, 2001). Bed-and-breakfast innkeepers earn extra income while 

continuing their present employment or retirement. They have less stress related to 

mrming a bed-and-breakfast for a living and reaching the targeted occupancy volume. 

Therefore, instead of targeting a certain amount of occupancy rate, they can decide which 

types of guests they will enjoy being around (Notarius & Brewer, 2001). Lubetkin 

(1999) found that it typically takes three years or more for a bed-and-breakfast to become 

13 



profitable and stable. Poorani and Smith (1995) found that the larger the operations the 

higher the occupancy rate and average daily rate. 

There are various classifications of bed-and-breakfast properties, and these 

definitions vary by size, region, purposes of using, or individual innkeeper. The quality 

of bed-and-breakfasts varies from one to another. The Professional Association of 

Innkeepers International (PAII) codify the following definitions that are presently being 

used in tiiis field: Homestay, B&B, B&B Inn, Country Inn, B&B Cottage, and B&B 

Hotel. The Bed & Breakfast Council of NSW (2002) defined five principal types of bed-

and-breakfast accommodations based on the purposes of using: B&B Homestay, B&B 

Farmstay, B&B Inn, B&B Cottage and Cabin, and B&B Apartment or Suite. Zane (1997) 

grouped bed-and-breakfasts into four main types in his study: B&B, B&B Inn, B&B 

Hotel, and Country Inn. In general, bed-and-breakfasts are characterized by (a) generous 

hospitality and personal attention to guests (b) architecturally interesting or historic 

stmcture (c) owner involvement in business (d) clean and comfortable ambiance and 

surroundings (e) individually decorated rooms. Although the above categories are 

viewed as providing those bed-and-breakfasts characteristics, in reality, the larger the 

property - and if the owner is not actively involved in daily operations and guest 

interaction - the more likely the property moves into the hotel category in travelers' 

perspectives (PAII). 

14 



Marketing Strategies in Bed-and-Breakfasts 

The growth of the bed-and-breakfast industry is making marketing techniques 

more important. From previous studies, referrals from friends and relatives, guidebook 

write-ups, and inn brochures are seen as the most valuable marketing tools for guests 

(Zane, 1997). Word-of-mouth is the most frequent source of information about bed-and-

breakfasts for customers (Dawson & Brown, 1988; Lubetkin, 1999; Smith, & Smith, 

2002). Lubetkin (1999) also demonstrated that word-of-mouth, brochures, as well as 

Mobil and AAA guidebooks are ranked as the first three useful advertising and 

promotional tools in the bed-and-breakfast industry. In addition, Elmer's (2000) study on 

marketing in the bed-and-breakfast industry states that the Internet is now considered the 

primary marketing vehicle for innkeepers, and it accounts for almost 90% of new 

business. Lituchy and Rail (2002) demonstrated that the Internet enables bed-and-

breakfasts to attract larger and different market segments and to become a part of the 

global market. Because of the popular usage of the Internet, bed-and-breakfasts should 

carefully monitor and maintain their web pages to distinguish themselves from 

competitors (Hapgood, 1997). 

15 



CHAPTER III 

METHODOLOGY 

This study was designed to identify the antecedents and consequences of 

relationship quality in the bed-and-breakfast industry of Fu-Hsing Village, Taiwan. The 

research model and definition of each dimension will be described in this chapter. In 

addition, the survey, which includes the pretest and the main test used for this study, will 

be discussed separately in this section. The instmments used for this study are presented 

in Appendix B through D. 

Research Questions 

The model for this study (see Figure 3.1) was mainly adapted from Kim and 

Cha's (2002) study concerning the antecedents and consequences of relationship quality 

in the hotel industry. However, rather than testing the whole model, this study intends to 

test the association among several components of the research model. The four research 

questions of this study are summarized in Figure 3.2 through Figure 3.5. 

As previously mentioned, there were a total of seven antecedent dimensions used 

to evaluate antecedents: (a) guest orientation, (b) mutual disclosure, (c) relational 

orientation, (d) innkeepers' attributes, (e) homelike atmosphere, (f) general amenities, 

and (g) privacy. Consequences were measured by repeat patronage, word-of-mouth, and 

profitability. 

16 



Antecedents Consequences 

Figure 3.1: The Research Model 

Adapted from "Antecedents and Consequences of Relationship Quality in Hotel Industry," by W. G., Kim and Y. Cha, 2002, 
IntemationalJoumal of Hospitality Management, 21, p. 328. 
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Antecedents 

Figure 3.2: Research Question One 

The first research question attempts to answer if there is an association between 

antecedents as a whole and relationship quality in the bed-and-breakfast industry of Fu-

Hsing Village, Taiwan. In addition, the relationship between each of the seven 

antecedent dimensions and relationship quality will be addressed. 
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Consequences 

Figure3. 3: Research Question Two 

Consequences 

Figure 3.4: Research Question Three 

19 



In the second and third research questions, the association between relationship 

quality and the level of willingness of guests to visit the same bed-and-breakfast (repeat 

patronage) and provide positive word-of-mouth will be explored. In addition, the 

association between repeat patronage and word-of-mouth will be examined. 

Consequences 

Figure 3.5: Research Question Four 

The fourth research question will investigate the association between repeat 

patronage, word-of-mouth referrals, and the financial performance of the bed-and-

breakfasts. 

20 



Definitions 

The definition of each dimension shown in the research model will be addressed 

in this section. 

Relationship marketing: a set of marketing activities that attract, maintain, and 

enhance guest relationships for the benefit of both sides (Berry, 1983). 

Antecedents: relationship marketing activities implemented by innkeepers in the 

bed-and-breakfast industry. 

1. Guest orientation: the degree to which innkeepers understand guests' 

needs and deal with guests' complaints (Kim & Cha, 2002). 

2. Mutual disclosure: Two-way interaction between service providers and 

customers (Kim & Cha, 2002). 

3. Relational orientation: Innkeeper's tendency to cultivate and maintain 

relationships with guests (Crosby, Evans, & Cowles, 1990). 

4. Innkeepers' attributes: Innkeepers' knowledge, experience, and 

professional appearance. 

5. Homelike atmosphere: Friendly atmosphere and comfortable environment 

that innkeepers create for guests. 

6. General amenities: Amenities that innkeepers offer to guests. 

7. Privacy: Promotes a quiet and secluded atmosphere. 

Relationship quality: Guests' perceptions and evaluations of individual service 

providers' communication and behavior (Kim & Cha, 2002). Guest satisfaction 

and guest tmst are two indicators used to measure relationship quality. 
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Consequences: Results after implementing the relationship marketing activities, 

which include repeat patronage, word-of-mouth, and profitability. 

1. Repeat patronage: guests who return to the same property. 

2. Word-of-mouth: positive experiences that are spread verbally by guests. 

3. Profitability: each bed-and-breakfast's average daily rate (ADR), revenue 

per available room (RevPar), and occupancy rate during both the high and 

low seasons. 

Pretest 

The pretest was conducted in Lubbock, TX, and Fu-Hsing Village, Taiwan with 

English and Chinese versions between June 2003 and July 2003. The purpose of the 

pretest was to verify that the research questionnaire was adequately designed for this 

study. The following discussion explains the sampling, the questionnaire, and the data 

treatment. 

Sampling 

Five innkeepers (two from Lubbock, TX; three from Fu-Hsing Village, Taiwan) 

and eight guests (three from Lubbock, TX; five from Fu-Hsing, Taiwan) were recmited 

for the pretest and were volunteer subjects. The pretest was conducted to assess the 

questionnaire for any changes needed to eliminate research bias and error. 
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Instruments 

There were two types of instruments used in this study. One was a 30-minute 21-

question interview with each B&B innkeeper. The other was a guest questionnaire that 

combined 55 five-point Likert scale questions with 14 behavioral and demographic 

background questions. The five-point Likert scale questions were concemed with the 

measures of marketing activities (antecedents) and the performances (consequences) of 

relationship quality. The innkeepers' interview questions were generated from Vallen 

and Rande (1997), Zane (1997), Lubetkin (1999), and Notarius & Brewer's (2001) 

studies. The guest questionnaire was based on Kim and Cha's (2002) studies. 

Innkeeper Interview 

Twenty-one bed-and-breakfast related questions were designed to provide the 

researcher with a better understanding about the properties. Based on Vallen and 

Rande's (1997) study in the bed-and-breakfast industry, seven questions were created.' 

Room amenities questions were created based on Zane (1997) and Notarius & Brewer's 

(2001) studies. The marketing tools question was generated from Vallen and Rande 

(1997), Zane (1997), and Lubetkin's (1999) studies. The researcher also generated eight 

questions to better understand about the properties. Those questions included: 

innkeepers' roles in operating the property, innkeepers' experience with the property, 

innkeepers' experience in the hospitality industry, the age of the property, the activities 

'Financial data, the position of the innkeeper, years in operation, the number of rooms of the 
properties, recommendations about local attractions, restaurants, or events from innkeepers, marketing 
budgets, average room rate, and average occupancy rate. 
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provided by the innkeeper, number of meals included in the room rate, and the rack rate 

of the property. 

Guest Questionnaire 

The guest questionnaire was constructed in two parts: a series of main questions, 

and a series of behavioral/demographic questions. In the main question section, there are 

55 five-point Likert scale questions asking guests' perceptions about their experiences 

staying at specific B&B during the evaluation period. Appendix A outiines each 

dimension, multiple indices, and the measurement items of each dimension. 

There are three main categories of questions in the questionnaire: antecedents, 

relationship quality, and consequences. There are seven antecedent dimensions and two 

consequence dimensions. The seven antecedent dimensions include: (a) guest 

orientation, (b) mutual disclosure, (c) relational orientation, (d) innkeepers' attributes, (e) 

homelike atmosphere, (f) general amenities, and (g) privacy. Guest orientation, 

relational orientation, and innkeepers' attributes were measured by two to three indices, 

and there was an average of three questions under each index. Mutual disclosure, 

homelike atmosphere, general amenities, and privacy were each measured with three to 

nine questions. Two consequence dimensions include repeat patronage and word-of-

mouth, which were measured by three and two questions respectively. Relationship 

quality was measured by six questions relating to guest satisfaction and guest tmst. A 

five-point Likert scale ranging from one (strongly disagree) to five (strongly agree) was 

used in the main question section, and N/A was used if the statement was not applicable. 
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In the behavioral/demographic section, ten behavioral questions and four 

demographic questions were generated. Behavioral questions were asked to understand 

more about the subjects' motivation for coming to this particular bed-and-breakfast, their 

impressions of the bed-and-breakfast, and how frequently they visit bed-and-breakfasts in 

Fu-Hsing Village. These questions were generated from Vallen and Rande (1997), Zane 

(1997), and Lubetkin's (1999) studies. The researcher also asked four behavioral 

questions: 

1. "How many times have you been to this bed-and-breakfast?" 

2. "Did you meet new friends while staying at this bed-and-breakfast?" 

3. "How often do you visit Fu-Hsing Village?" 

4. "How many other bed-and-breakfasts have you stayed at when visiting Fu-

Hsing Village?" 

The last part of the questionnaire asked demographic questions. Four demographic 

variables (gender, age, level of education, and occupation) were used. 

Execution 

The first phase of the pretest was held in Lubbock, TX, from July 2 - 6, 2003. 

Two B&B innkeepers were asked to review the innkeeper interview questions and the 

guest questionnaire. The researcher used a combination of interviews and questionnaires 

with the innkeepers to identify the measures of antecedents (relationship marketing 

activities) and consequences of relationship quality. Three B&B guests were also asked 

to evaluate the main questionnaire. Because the first phase was conducted in Lubbock, 
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TX, the English versions of the interview questions and the main questionnaire were used. 

Based on the subjects' suggestions, the researcher revised the innkeeper interview 

questions and the guest questionnaire and then translated these into Chinese. 

The second step was to use the Chinese versions of the instmments to test whether 

the questions were valid and fluid. Three B&B innkeepers and five B&B guests of Fu-

Hsing Village were recruited. The evaluation period was from July 11-13, 2003. 

According to the pretest results, the comments and changes can be generalized as 

follows. Four suggestions were provided for the innkeepers' interview questions. First, 

in response to question 10, conceming whether children are allowed on the property, 

guests' experiences may be affected by the pet policy, thus innkeepers suggested that the 

pet policy should be included. Second, in response to question 16, conceming what 

marketing tools are used, the subjects suggested that the question should include which 

market segments the property targets, and how different marketing tools have been used 

for different market ruches. Third, questions 16 through 21 are concemed with rack rate, 

average daily rate (ADR), average occupancy rate, and increases and decreases in net 

profit within the last six months. The subjects suggested that, instead of comparing the 

present financial condition with that of the previous six months, the present statistics be 

compared to the same period from the previous year. The innkeepers expressed concerns 

that the financial situation differs between high and low seasons. Fourth, in response to 

question 21, conceming annual net profit, the subjects stated that annual net profit tends 

to be confidential information, which innkeepers may not want to provide. 
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Several changes were made by the researcher after reviewing the comments. A 

question concerning pet policy was added as question 11, "Do you allow pets at this 

property?" Question 16, concerning marketing tools, was expanded to include two new 

sub-questions, "What market segments do you target?" and "Do you use different 

marketing tools to attract different segments?" Questions 17 through 21, conceming 

financial situations, were revised to compare the current period with the same period in 

the previous year. Furthermore, in question 21, the annual net profit was revised to 

armual gross profit. 

In the guest questionnaire, 55 five-point Likert Scale questions and 14 

behavioral/demographic questions were presented. Some subjects expressed concem that 

there were a few similar questions, and it might take too long for guests to fill out. 

However, others said that they believed it was easy for guests to understand and would 

not take guests too long. Therefore, the researcher changed the order of a few questions 

in order to make the survey clearer. In addition, one of the subjects mentioned that it is 

important to add a question about whether the innkeeper is accessible when guests 

encounter questions; it is very important that guests be served whenever they have a need. 

Therefore, the researcher added question 26, which asks guests to rate the accuracy of the 

following statement, "The innkeeper is accessible when I have questions." Moreover, 

question 17 was changed from "I receive birthday cards or presents from the innkeeper" 

to "I receive greeting cards or presents from the innkeeper." 

Finally, in the demographic/Tjehavioral question section, the subjects said that 

they had a difficult time choosing only one answer from the following questions: "What 
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appeals to you most about this bed-and-breakfast" (question two), "How did you discover 

this bed-and-breakfast" (question three), "What is the most important activity provided 

by an innkeeper that attracts you most when you are selecting a bed-and-breakfast?" 

(question five), "What type of recommendation provided by the innkeeper was the most 

usefiil to you?" (question six), and "Which marketing tool do you use most often to find a 

bed-and-breakfast?" (question eight). Therefore, rather than restricting the respondents to 

one answer, they were allowed to choose all answers which applied to them. 

In general, subjects mentioned that the interview questions and questionnaire are 

very detailed and clear and are therefore effective tools for evaluating both the bed-and-

breakfast industiy and guests' experiences in bed-and-breakfasts. 

Main Test 

Following the pretest, the next step was to proofread the instmments to see if any 

changes were needed; then the main test was conducted. The main test was designed to 

assist in answering research questions. 

Sampling 

"Sampling is taking any portion of a population or universe as representative of 

that population or universe" (Kerlinger, 1986, p.l 10). In order to address the sampling in 

this study, the researcher first defined the population of this study. Then the method of 

sample selection was presented. 
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Population 

The target population for this study was the guests who stayed in bed-and-

breakfasts in Fu-Hsing Village, Taiwan during the summer session, 2003. 

Method of Sample Selection 

There are a number of sampling techniques including simple random sampling, 

probability sampling, and non-probability sampling (Keriinger, 1986). This study used a 

convenience sample of bed-and-breakfasts. The methods for selecting bed-and-

breakfasts for this study were as follows: 

The researcher first visited Mr. Chung, the representative of Taiwan Country 

Lodging Association, for assistance. Mr. Chung has been working in his B&B in Fu-

Hsing Village since 1998, and he provided the researcher detailed information about the 

bed-and-breakfast industry in Fu-Hsing Village. The researcher asked Mr. Chung to 

provide a list of properties to assist the researcher in accomplishing this study. There are 

over thirty bed-and-breakfasts in Fu-Hsing Village; some of the larger establishments are 

defined as motels and hotels. From the Professional Association of Innkeepers 

International (PAII), the property moves into the "hotel" category when the property is 

large, and the innkeeper is not actively involved in daily operations or guest interaction. 

Therefore, nine bed-and-breakfasts were accepted for this study with the number of 

rooms under fifteen for each property. 

29 



Instruments 

Using the established instruments from the pretest, the main test included a 30-

minute interview with each innkeeper and a four page questionnaire for the guests. The 

guest questionnaire included two pages of main questions, and two pages of 

behavioral/demographic questions. The questions asked subjects to rate their degree of 

satisfaction, using a five-point Likert scale, which was anchored by (1) Strongly Disagree 

to (5) Strongly Agree. N/A was used if the statement was not applicable. The statistic 

packages used were Microsoft Excel and Statistic Package for the Social Sciences (SPSS). 

Execution 

After two professors granted permission from the Education, Nutrition, and 

Restaurant/Hotel Management Department, the survey was started. The main test was 

administrated over a 28-day period between July 15'*' and August 12* , 2003. 

There were nine B&B innkeepers participating in this study. A 30-minute 

interview with each innkeeper was conducted first to provide a better understanding 

about the operation and background of each property. Each innkeeper was asked to 

distribute questionnaires to guests upon check-in and collected at check-out. The guests 

received an envelope with a self-administered questionnaire and a letter from the 

researcher encouraging the guest to complete the survey. In addition, the irmkeeper 

explained the purpose of the survey to guests before they were given the questionnaires. 
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Data Treatment 

The first part of the questionnaire (questions 1 through 55) was designed in a 5-

point Likert scale format for interval data while the second part of the questionnaire 

addresses behavioral and demographic questions collected for nominal data. A total of 

69 questions were used in the questionnaire. In addition, the interview with each B&B 

innkeeper encompassed twenty-one questions. The data analysis is addressed below. 

Initial Analysis 

The study sample's behavioral/demographic results are summarized first. 

Frequencies and percentages are used to describe the characteristics of the study sample. 

This is followed by a profile of each B&B property and innkeeper. In addition, 

descriptive statistics are used to evaluate each study dimension. Mean, standard 

deviation, and reliability values are presented. 

Research Question One 

Research question one that asks whether there is an association between 

antecedents and relationship quality in the bed-and-breakfast industry was first answered 

by using Pearson correlation coefficients. Each of the seven antecedent dimensions was 

correlated independently with relationship quality. Multiple regression analysis was then 

conducted to get a better understanding of the relative influence of each of the seven 

antecedents (independent variables) on relationship quality (dependent variable). 
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Three to nine questions were used to measure each of the seven antecedents, 

while six questions relating to guest satisfaction and guest trust were used to measure 

relationship quality. In order to determine each dimensional score, the questions under 

each dimension were averaged. 

Research Question Two 

The second research question was designed to ascertain whether there is an 

association between relationship quality, repeat patronage, and word-of-mouth in the bed-

and-breakfast industry. To answer this question, Pearson correlations coefficients were 

first calculated to examine whether relationship quality correlated with repeat patronage 

and word-of-mouth. Simple regression analysis was then performed to obtain a better 

understanding of the relative effect of relationship quality on repeat patronage and word-

of-mouth, respectively. The independent variable in this question is relationship quality 

while repeat patronage and word-of-mouth are viewed as dependent variables. 

Repeat patronage was measured with three questions to determine the 

respondents' intention to retum to the same property; word-of-mouth was measured with 

two questions to determine respondents' willingness to spread posftive word-of-mouth. 

These questions were averaged respectively to create repeat patronage and word-of-

mouth scores. These two scores were then analyzed independently with relationship 

quality. 
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Research Question Three 

Research question three was constructed to answer whether there is an association 

between repeat patronage and word-of-mouth. In order to address this research question, 

Pearson correlation coefficient and simple regression analysis were used to determine the 

association between these two dimensions. 

Research Question Four 

Research question four asks whether there is an association between repeat 

patronage, word-of-mouth, and profitability. To answer that, a financial comparison 

table was created. From the respondents' behavioral questions and the innkeepers' 

interview, the real repeat patronage, previous word-of-mouth referrals, average 

occupancy rate, average daily rate (ADR), and revenue per available room (RevPAR) 

were used to address this research question. Each property's financial comparison table 

was then created for this comparison. 
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CHAPTER IV 

RESULTS 

This chapter reports the study results in the following ways. First, the respondent 

profiles, which include behavioral and demographic information. Frequencies and 

percentages are used to describe the behavioral and demographic results. Second, the 

profiles of B&B innkeepers and properties are summarized. Third, descriptive statistics 

(means and standard deviations) are used to report each dimension of the research model. 

The reliability values for each dimension are also displayed. Fourth, to address the first 

research question through the third research question, Pearson correlation coefficients 

and regression analyses were used. Finally, to address research question four, financial 

comparison tables were created. These tables summarize information on real repeat 

pationage, word-of-mouth referrals, average occupancy rate, average daily rate (ADR), 

and revenue per available room (RevPAR). 

Respondent Profiles 

A total of 335 questionnaires were distributed, and 255 were returned. Of these, 

11 were eliminated from the analysis due to incomplete responses. Therefore, 244 

questionnaires were completed which resulted in a 72.8% response rate. The 

demographic and behavioral results are as follows: 
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Demographic Results 

A total of 244 guests participated in this study. There was an almost equal 

distribution of females (55.7%) and males (44.3%) among the respondents. The majority 

of respondents were between 20 and 39 years of age (68.5 %) with the primary 

occupation being business workers (37.7%). Approximately 73% of the respondents 

were college graduates (see Table 4.1). 

Table 4.1: Respondents' Demographic Characteristics (N=244) 

Gender 

Female 
Male 

Age 

Under 19 
20-29 
30-39 
40-49 
50-59 
over 60 
No response 

Frequency Percentage 

136 
108 

55.7 
44.3 

Frequency Percentage 

7 
80 
87 
46 
18 

1 
5 

2.9 
32.8 
35.7 
18.9 
7.4 
0.4 
2.1 

Education 

High school 
College 
Graduate school 
Other 
No response 

Occupation 

Business 
Student 
Government 

Teacher 
Other 

No response 

Frequency 

59 
163 

15 
6 
I 

Frequency 

92 
34 
22 

15 
66 

15 

Percentage 

24.2 
66.8 

6.1 
2.5 
0.4 

Percentage 

37.7 
13.9 
9.0 

6.2 
27.1 

6.2 

Behavioral Results 

The majority of respondents (86.5%) were first time guests of the bed-and-

breakfast in question (see Table 4.2); 42.2% were visiting Fu-Hsing Village for the first 
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time (see Table 4.3). Among all respondents, 30.7% of them have stayed in at least one 

other bed-and-breakfast in Fu-Hsing Village (see Table 4.4). 

The majority of respondents (91%) stated that the reason they were staying at the 

bed-and-breakfast was for leisure (see Table 4.5); 56.8% of subjects indicated that the 

quiet atmosphere is a vital factor when selecting a bed-and-breakfast (see Table 4.6); 

42.2%) of respondents reported that they make new friends while staying at the bed-and-

breakfast (see Table 4.7). In addition, sight seeing (38.8%) and making Chinese Tea 

(25.4%)) were the two activities that attracted guests most to the bed-and-breakfast where 

they were staying (see Table 4.8). Furthermore, nearly 50% of respondents indicated that 

they were attracted to bed-and-breakfasts where the innkeeper provided 

recommendations on local attractions and events (see Table 4.9). 

Table 4.2: Number of Times that Guests Have Stayed at This B&B (N=244) 

Times Stayed 

First time 

Twice 

Three times 

More than three times 

Total 

Frequency 

211 

20 
4 

9 
244 

Percentages (%) 

86.5 

8.2 

1.6 

3.7 
lOO.O 
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Table 4.3: Number of Times that Guests Have Visited Fu-Hsing Village (N-244) 

Times Visited Fu-Hsing 

First visit 
Once a week 
Once a month 

Once every two months 

Once every three months 
Once every six months 

Once a year 

Missing Data 

Total 

Frequency 

103 
2 
9 

1 

13 

18 

85 

13 
244 

Percentages (%} 

42.2 
0.8 
3.7 

0.4 

5.3 
7.4 

34.8 

5.3 
lOO.O 

Table 4.4: Number of other B&Bs that Guests Have Visited in Fu-Hsing Village (N=244) 

Number Frequency Percentages (%) 

None 159 65.2 

1-2 B&Bs 63 25.8 

3-4 B&Bs 9 3.7 

5-6 B&Bs 3 1.2 

More than 6 B&Bs 0 0.0 

Missing 10 4.1 

Total 244 100.0 

Table 4.5: Reasons that Guests Stayed at This B&B (N=244) 

Reason Frequency Percentages (%) 

Leisure 222 91.0 

Special occasions 20 8.2 

Business and leisure 1 0-4 

Business only 1 0.4 

Other 0 0.0 

Total 244 100.0 
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Table 4.6: Factors that Attracted Guests to Stay at This B&B (N=244) 

Quiet atmosphere 

Homelike atmosphere 

Reputation of the food 
Privacy 

Other 

Total 

193 

83 
24 

23 

17 

340 

Factor Frequency Percentages (%) 

56.8 
24.4 

7.1 

6.8 

5.0 

100.0 
(Note: Multiple answers were permitted) 

Table 4.7: Making New Friends During the Staying at This B&B (N=244) 

Making New Friends Frequency Percentages (%) 

Yes 103 42.2 

No 130 53.3 

Missing 11 4.5 

Total 244 100.0 

Table 4.8: Activities that Attracted Guests to This B&B (N=244) 

Activity 

Sight seeing 

Making Chinese Tea 

Fruit picking 

BBQ 
Nature hiking 

Karaoke 

Other 

Total 
(Note: Multiple answers were 

Frequency 

139 

91 
45 

39 

27 
5 

12 

358 

permitted) 

Percentages (%) 

38.8 

25.4 
12.6 
10.9 

7.5 
1.4 
3.4 

100.0 
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Table 4.9: Recommendations From Innkeepers which Most Usefiil to Guests (N=244) 

'i^<^o'"'»endation Frequency Percentages (%) 
Attractions or events 123 475 

Trip-planning suggestions 54 20 8 
Restaurants 15 ^ o 

Other 10 39 

No recommendations 57 22 0 

Total 259 lOQ.O 
(Note: Multiple answers were permitted) 

Table 4.10 presents the information sources that respondents used for finding a bed-

and-breakfast. The B&B's webpage (37.7%) was ranked as the highest marketing tool 

used by the respondents, followed by B&B guidebooks (16.3%), referrals from friends 

(15.8%)), and travel and tourism articles from newspapers (10.2%). The same four 

information sources were listed at the top when the respondents were asked which 

sources they used to find the bed-and-breakfast where they were currently staying (see 

Table 4.11). 

Table 4.10: Information Sources Used by Guests to Discover a B&B (N=244) 

Information Sources 

B&B's webpage 

B&B guidebooks 
Referral from friends 

Travel and tourism article of news 

Magazine article 

TV program 

Government tourism material 
Inn's brochure 
Travel agency 
Brochure from inn association 
Others 
Total 

paper 

(Note: Muhiple answers were permitted) 

Frequency 

148 
64 

62 

40 

25 

21 

9 
7 
6 

5 
6 

393 

Percentages (%) 

ll.l 

16.3 

15.8 
10.2 
6.4 

5.3 

2.3 
1.8 
1.5 

1.3 
1.5 

100.0 
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Table 4.11: Information Sources Used by Guests to Discover this B&B (N-244) 

Information Sources Frequency Percentages (%) 
B&B s webpage 
B&B guidebooks 

Referrals from friends 

Travel and tourism articles from 

Magazine articles 

TV programs 

Travel agencies 

Government tourism material 
B&B's brochure 
Brochures from inn association 
Other 

Total 

news papers 

(Note: Multiple answers were permitted) 

124 

49 

48 

13 

13 

7 
4 

3 
2 
I 

12 

276 

44.9 

17.8 

17.5 

4.7 

4.7 
2.5 

1.5 
I.l 
0.7 
0.4 
4.4 

100.0 

Profiles of Bed-and-Breakfasts 

In this section, the profiles of bed-and-breakfasts are presented in order to better 

understand the properties and B&B innkeepers. The basic characteristics of B&B 

innkeepers and properties are presented, followed by a brief description of property 

marketing efforts and overall profitability. 

Characteristics 

A total of nine B&B innkeepers participated in a 30-minute interview as part of 

this study. Almost 90 percent of the properties are fiiU time owner-operated businesses, 

where the innkeeper is interested in meeting new people and making some extra income 

while continuing their present employment or as part of their retirement. Therefore, 

many of the innkeepers are not overly concemed with maximizing their occupancy rate. 
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and may simply accept guests when they want to. In addition, many of the innkeepers 

were first time owners who, on average, had managed their bed-and-breakfasts for neariy 

four years. Only one out of the nine innkeepers had pervious experience in the 

hospftality industiy, and none of them had an academic degree in the hospitality field. 

Among the nine bed-and-breakfasts, eight of them are cottage style with the 

majority of innkeepers living on the premises. All of the bed-and-breakfasts are open 

year-round and experience a four-month high-season (Febmary due to Chinese New Year 

and June, July, and August) and an eight month low-season. Saturday night is the only 

night counted as the weekend. 

The average occupancy rate was approximately 60 percent during the high season 

but fell to 33 percent during the low season. The average daily rate (ADR) was $82 

during the high season and fell to $73 during the low-season. In addition, because of the 

rural area, most properties served not only breakfast, but also lunch and dinner; and these 

meals usually were not included in the room rates. All of the properties had a central 

dining room and social area where guests could meet and interact with one another. The 

activities provided by the innkeepers included bar-b-queing, peach picking, Chinese Tea 

making, sight seeing, and nature hiking. 

Marketing Efforts 

Due to limited fiinds, none of the properties have a marketing budget to promote 

their business. The B&B innkeepers rely on local joumalists who write articles about 

their properties in B&B guidebooks, travel magazines, and newspapers. Occasionally, 
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travel-related radio programs have also promoted the bed-and-breakfasts in the area. The 

innkeepers identified the Internet, B&B guidebooks, travel magazines, and word-of-

mouth advertising as the marketing tools they rely on most to promote their business. The 

Internet was reported as the best marketing tool to attract new guests, whereas guests' 

previous experiences at the property was the best tool to retain guests who had been there 

before. 

Overall Operation Performance 

There are tiiree indicators to evaluate the profitability of each property in this 

study: average occupancy rate, average daily rate, and revenue per available room 

(RevPAR). In general, the overall profitability of each property increased compared with 

last year. While international travel was threatened seriously by Severe Acute 

Respiratory Syndrome (SARS) in 2003, the travel industiy in Fu-Hsing Village benefited 

from the fact that most of its visitors tiaveled from nearby chies in order to relax in 

beautifiil natural surroundings. 

Antecedents. Relationship Quality, and Consequences 

This segment presents B&B guests' perceptions and experiences about the 

properties where they were staying. Mean scores (M), standard deviations (S), sample 

sizes, and reliability values were the statistical techniques used to analyze each dimension 

under the research model. The results conceming the antecedents of relationship quality 
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are presented in the top half of Table 4.12, whereas the results regarding consequences 

are reported in the bottom half of Table 4.12. 

Among the antecedents displayed in Table 4.12, privacy (M = 4.42) rated as the 

dimension that guests were concerned with most when staying at a bed-and-breakfast. 

Privacy was followed by mutual disclosure with innkeepers (M = 3.97), relational 

orientation from innkeepers (M = 3.94), and innkeepers' attributes (M = 3.92). These 

findings suggest that in general, the respondents tended to agree that a quiet atmosphere 

and a remote area are the most important factors when choosing a bed-and-breakfast. In 

addition, respondents appreciated innkeepers who provided friendly service and 

interacted well with guests. 

The results pertaining to relationship quality suggest that guests were highly 

satisfied with, and tmsting of, B&B innkeepers. Respondents agreed the innkeepers 

provided satisfactory and reliable service during their vacation. Moreover, the results of 

the two consequences: repeat patronage and word-of-mouth showed that the respondents 

have a strong willingness to retum to the same bed-and-breakfast (M = 4.02) and spread 

positive word-of-mouth (M = 4.10). 

Reliabilitv Test 

Reliability tests were conducted for each dimension of the questionnaire. 

Cronbach's alpha (a) was used to test the reliability in this study. The cutoff point for the 

alpha coefficient is generally 0.6 (Hair, et al., 1992). Therefore, the majority of this 

questionnaire is considered reliable and internally consistent as the alpha coefficients had 
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values between 0.80 and 0.95, with the exception of mutual disclosure (a = 0.55) (see 

Table 4.12). 

Table 4.12: Summary of Study Dimensions 

Study Dimensions 

Antecedents 
Guest Orientation 
Mutual Disclosure 
Relational Orientation 
Innkeepers' Attributes 
Homelike Atmosphere 
General amenities 
Privacy 

Relationship quality 
Consequences 

Repeat Patronage 
Word-of-Mouth 

M 

3.90 
3.97 
3.94 
3.92 
3.75 
3.70 
4.42 
4.16 

4.02 
4.10 

SD 

0.69 
0.70 
1.04 
0.70 
0.86 
0.81 
0.67 
0.68 

0.86 
0.84 

a 

0.87 
0.55 
0.80 
0.80 
0.81 
0.81 
0.84 
0.90 

0.83 
0.95 

Strongly Disagree =1, Disagree = 2, Neutral = 3, Agree =4, Strongly Agree = 5 

Research Questions 

In this section, the results of each research question are presented. Research 

questions one through three were analyzed by using both Pearson correlation coefficients 

and regression analyses. Research question four was examined by using financial 

comparison tables. 

Research Question One 

Research question one asks whether there is an association between antecedents 

and relationship quality. Pearson correlation coefficients and multiple regression 
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analysis were conducted. The seven antecedent dimensional scores were created by 

averaging the question items under each dimension and were then analyzed 

independently with relationship quality. 

Pearson Correlation Coefficients 

The Pearson correlation coefficients between antecedents and relationship quality 

are shown in Table 4.13. The relationship between all of the seven antecedents and 

relationship quality was positive and significant (p<0.01). The strongest correlations 

were: innkeepers' attributes (r = 0.682), guest orientation (r = 0.612), mutual disclosure 

(r = 0.596), and homelike atmosphere (r = 0.579). These results indicate that the more 

friendly and professional the innkeepers appear to their guests, the stronger the quality of 

the relationship between guests and innkeepers. In addition, the higher the levels of guest 

orientation, mutual disclosure, and homelike atmosphere, the higher the quality of the 

relationship between innkeepers and guests. 
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™ e 4.13: Pearson Correlation Coefficients Between Antecedents and Relationship 
Quality 

Guest 
Orientation 
MuUial 
Disclosure 
Relational 
Orientation 
Innkeepers' 
Attributes 
Homelike 
Atmosphere 
General 
Amenities 

Privacy 
Relationship 
Quality 

GO 

1 

.571** 

..s36** 

.581'* 

.503** 

.473** 

.366** 

.612** 

MD 

1 

.568** 

.574** 

.439** 

.450** 

.349** 

.596** 

RO 

1 

.626** 

.551** 

.593** 

345** 

.506** 

lA 

1 

682** 

.645** 

.368* + 

.682** 

HA 

1 

683 •• 

.259** 

.579** 

GA 

] 

297** 

.513** 

P 

1 

.503** 

RO 

1 

Multiple Regression Analysis 

To obtain a better understanding of the relative influence of each antecedent on 

relationship quality, multiple regression analysis was conducted (see Table 4.14). Based 

on the variance inflation factors (VIF) ranging from 1.23 to 2.70, multicolUnearity did not 

appear to cause estimation problems. The results indicate that among the seven 

antecedents, five significantly affected relationship quality; the variance explained by the 

regression was 62%. In other words, a high proportion of the variance in relationship 

quality can be explained by the combined influence of the seven antecedents. The 

standardized regression coefficient (standardized beta) of each antecedent reflects the 

relative importance of each independent variable. The larger the estimate, the higher the 

importance of that antecedent to the overall model. The standardized regression 

coefficients were significant for innkeepers' attributes, privacy, mutual disclosure, guest 

orientation, and homelike atmosphere, with beta weights between .174 to .305 at the .005 
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level of significance (see Table 4.14). The findings reveal that the most influential 

antecedent was innkeepers' attributes, which is followed by privacy, mutual disclosure, 

guest orientation, and homelike atmosphere. Relational orientation and general 

amenities, however, failed to reach statistical levels of significance. 

Table 4.14: Multiple Regression Analysis of Relationship Quality on 
Antecedents 

Guest Orientation 
Mutual Disclosure 
Relational Orientation 
Innkeepers' Attributes 
Homelike Atmosphere 
General Amenities 
Privacy 
R" = 0.62 

Standardized Beta 
.192 
.201 
-.075 
.305 
.174 
-.010 
.235 

/ 
3.510 
3.672 
-1.275 
4.611 
2.819 
.170 

5.250 

Sig. 
.001 
.000 
.203 
.000 
.005 
.865 
.000 

VIF 
1.841 
1.838 
2.113 
2.700 
2.339 
2.288 
1.232 

a. Dependent Variable: Relationship Quality 

Research Question Two 

Research question two asks whether there is an association between relationship 

quality and consequences (repeat patronage and word-of-mouth). The question items 

under repeat patronage and word-of-mouth were averaged, respectively, and these two-

dimensional scores were used to calculate Pearson correlation coefficients and for use in 

a simple regression analysis. 
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Pearson Correlation Coefficients 

As indicated in Table 4.15, the Pearson correlation coefficients show that 

relationship quality is positively correlated with repeat patronage (r = .665) and word-of-

mouth (r = .722) at the 0.01 level of significance. The subjects reported that the more 

they tinst the innkeepers and are satisfied with the overall service, the more they are 

likely to return to that bed-and-breakfast as well as spread positive word-of-mouth. 

Table 4.15: Pearson Correlation Coefficients Between Relationship Quality 
Repeat Pationage, and Word-of-Mouth 

Relationship Quality 
Repeat Patronage 
Word-of-Mouth 

Relationship Quality Repeat Patronage Word-of-Mouth 
1 

.665** 1 

.722** .763** 
A'ote.**p<0.01(2-tailed). 

Simple Regression Analysis 

Simple regression analysis was conducted to obtain a better understanding of the 

relative influence of relationship quality on repeat patronage and word-of-mouth 

respectively (see Table 4.16 & Table 4.17). The resuh {R^ = 0.52) reveals that a high 

proportion of the variance in repeat patronage can be explained by relationship quality. 

In addition, the standardized regression coefficient (standardized beta) is significant for 

relationship quality, with beta weights of .665 {p< .000). Furthermore, a high proportion 

•of the variance in word-of-mouth can be explained by relationship quality {R = 0.67). 

The standardized beta .722 {p< .000) reflects that there is a high relative influence 

between word-of-mouth and relationship quality. 
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Table 4.16: Simple Regression Analysis of Repeat Patronage on Relationship Quality 

Relationship Quality 
7?̂  = 0.52 

Standardized Beta J Sig. 

.665 13.848 .000 

a. Dependent Variable: Repeat Patronage 

Table 4.17: Simple Regression Analysis of Word-of-Mouth on Relationship Quality 

Relationship Quality 
R^ = 0.67 

Standardized Beta t Sig. 

.722 16.253 .000 

a. Dependent Variable: Word-of-Mouth 

Research Question Three 

Research question three asks whether there is an association between repeat 

patronage and word-of-mouth. Pearson correlation coefficients and muhiple regression 

analyses were conducted. 

Pearson Correlation Coefficients 

The Pearson correlation coefficients in Table 4.15 indicate that repeat patronage is 

strongly and positively correlated with word-of-mouth (r = 0.763) at the 0.01 level of 

significance. This resuh suggests that the more willing guests are to retum to a bed-and-

breakfast and continue a relationship with the innkeeper, the more likely they are to 

spread positive word-of-mouth. 
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Simple Regression Analysis 

From the simple regression analysis, the relative high R^{R^= 0.58) indicates that 

a high proportion of the variance in word-of-mouth can be explained by repeat patronage. 

Repeat patronage has a significant influence on word-of-mouth, as is also indicated by 

the standardized beta of .763 {p< .000). 

Table 4.18: Simple Regression Analysis of Word-of-Mouth on Repeat Patronage 

Repeat Patronage 
1^ = 0.58 

Standardized Beta t_ Sig. 
.763 16.550 .000 

a. Dependent Variable: Word-of-Mouth 

Research Question Four 

Research question four asks whether there is an association between repeat 

patronage, word-of-mouth, and profitability. Financial performance comparison tables 

(see Appendix E) of each property were created to answer this research question. The 

bed-and-breakfast properties were divided into two groups based on number of years in 

operation. In general, the average occupancy rate of the properties in operation for over 

three years was higher than those in operation for fewer than three years. Repeat 

patronage and word-of-mouth referrals also were higher for properties that had been in 

operation for more than three years. Intuitively, this makes sense since the properties that 

have been in operation longer would tend to have more opportunities for repeat guests 

who will generate more positive word-of-mouth referrals. Therefore, there appears to be 

a positive relationship between average occupancy rate, repeat patronage and word-of-
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mouth referrals based on the number of years in operation. A positive relationship was 

not found between repeat patronage, word-of-mouth referrals, average daily rate (ADR), 

and revenue per available room (RevPAR), which may have been due to the rack rate 

differences of each property. Apparently, repeat patronage and word-of-mouth referrals 

do have an effect on profitability, but these are only two of many of factors that influence 

profitability. 
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CHAPTER V 

CONCLUSIONS 

This chapter summarizes the study and results. The summary is presented first 

followed by a presentation of discussions, implications, and limitations. Finally, 

recommendations for future research are provided. 

Summarv 

This study examines two aspects of relationship quality in the bed-and-breakfast 

industry of Fu-Hsing Village, Taiwan. The main purpose of this study is to investigate 

the association between antecedents (relationship marketing activities) and relationship 

quality, and the association between relationship quality and consequences. The 

objective of this study is to assist B&B innkeepers in identifying and implementing 

effective relationship marketing strategies. 

The instruments used for this study were an innkeepers' interview and a guests' 

questionnaire. The innkeepers' interview questions and guests' questionnaires were 

derived from the stiidies of Vallen and Rande (1997), Zane (1997), Lubetkin (1999), and 

Kim and Cha's (2002) studies. Both of the instmments were created specifically for this 

study. 

Review procedures for the protection of human subjects were followed and the 

stiidy was approved by the Human Subjects Committee at Texas Tech University before 

proceeding with the collection of data. This study was gathered over a 28-day period 
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between the July 15"̂  and August 12"\ 2003. Nine B&B innkeepers participated in this 

study. A total of 335 questionnaires were distributed and 244 questionnaires were 

completed which resulted in a 72.8% response rate. 

The subjects consisted of an almost equal distribution of female (55.7%) and male 

(44.3%). The majority of respondents were between 20 and 39 years of age (68.5%) with 

the primary occupation being businesspeople (37.7%). Approximately 73% of the 

respondents have college graduates. 

The majority of guests are leisure travelers (91%) and were vishing Fu-Hsing 

Village for the first time (86%). The tools most commonly used by guests to investigate 

and select a bed-and-breakfast were B&B web pages, B&B guidebooks and referrals 

from friends. The bed-and-breakfast industry in Fu-Hsing Village is seasonal with an 

average occupancy rate of 60 percent during the high season (Febmary due to Chinese 

New Year and June through August, the summer break) and 33 percent during the low 

season (January, March through May, and September through December). The average 

daily rate (ADR) for the study period was $82 during the high season and $73 during the 

low-season. 

Descriptive statistics (mean and standard deviation) were used to report each 

study dimension. Privacy (M = 4.42) rated as the dimension with which guests were 

most concemed when staying at a bed-and-breakfast. Privacy was followed by mutual 

disclosure with innkeepers (M = 3.97), relational orientation from innkeepers (M = 3.94), 

and innkeepers' attributes (M = 3.92). Respondents also revealed that friendly service 

and positive interaction between respondents and innkeepers were important to them. 
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In addition, an analysis of the relationship quality indices (M = 4.16) revealed that guests 

perceived service to be satisfactory and reliable during their stays. Moreover, the 

respondents have strong intentions to retum to the same property (M = 4.02) and report 

their experience through positive word-of-mouth (M = 4.10). The reliability values for 

each study dimension are between 0.80 and 0.95, with the exception of mutual disclosure 

(a = 0.55). 

Four research questions were answered in this study. Research questions one 

through three were analyzed by using both Pearson correlation coefficients and 

regression analyses. Research question four was examined by using financial comparison 

tables of each property. 

The correlation analysis demonstrated that innkeepers' attributes, guest 

orientation, mutual disclosure, and homelike atmosphere are strongly positively 

correlated with relationship quality. In addition, relationship quality was found to have a 

positive correlation with repeat patronage and word-of-mouth. Word-of-mouth turned 

out to have a higher association with relationship quality than repeat patronage. 

Furthermore, repeat patronage was found to have a remarkably strong association with 

word-of-mouth. 

The magnitude of the regression coefficients indicated that innkeepers' attributes, 

privacy, mutual disclosure, and guest orientation have stronger influence on relationship 

quality than other antecedents. Word-of-mouth has a larger influence on relationship 

quality than repeat patronage. In addition, repeat patronage has a significant influence on 

word-of-mouth. 
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Regarding profitability, the numbers of repeat visits and word-of-mouth referrals 

were higher for the properties with higher average occupancy rates. However, there is a 

potential limitation to investigating the profitability of each property based only on repeat 

patronage and word-of-mouth referrals. The limitation will be addressed more fully in 

the directions for future research section. 

Discussions and Implications 

This study examines two aspects of relationship quality in the bed-and-breakfast 

industiy of Fu-Hsing Village, Taiwan. Pearson correlation coefficients and regression 

analyses were used to clarify the possible relationship between antecedents, relationship 

quality, and consequences. The study findings indicate that innkeepers' attributes, 

privacy, mutual disclosure, guest orientation, and homelike atmosphere have a larger 

influence on relationship quality than other antecedents. This result is consistent with 

Zane's (1997) study that privacy and a quiet and homelike atmosphere are the main 

features that concem guests when they experience bed-and-breakfasts. Furthermore, 

these findings partially correspond with Kim and Cha's study (2002) conceming five-star 

hotels in Seoul, Korea; however, the results differ with regard to relational orientation 

and mutual disclosure. In Kim and Cha's study, relational orientation had a significant 

influence on relationship quality while it did not in this study. Information obtained from 

innkeeper interviews and guest responses suggests that a previous personalized 

experience at a B&B influences a guests' decision to retum more than marketing tools 

(telemarketing, thank you letters, greeting cards, and promotion information), which are 
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often used by commercial hotels. Therefore, B&B imikeepers should focus on creating 

unforgettable experiences for their guests. Although relational orientation does not have 

a significant influence on guests' satisfaction levels, this study suggests that innkeepers 

occasionally send a greeting card or promotional information to guests in order to sustain 

the relationship they built during the guests' stay. 

In regards to mutual disclosure, Kim and Cha's study (2002) found that there is 

no significant relationship between mutual disclosure and relationship quality, while this 

stiidy found that mutual disclosure has a significant affect on relationship quality. This 

smdy revealed that B&B guests prefer to have more personal interaction with innkeepers 

than do hotel guests. This lends credibility to the belief that personal interaction with the 

innkeeper is what makes a bed-and-breakfast stay unique with regard to other commercial 

accommodations (Zane, 1997). 

Moreover, general amenities in this study were not strongly correlated with guest 

satisfaction and tmst. This result is consistent with Choi and Chu's statement (2001) that 

although general amenities are not the central factor influencing customers' satisfaction, 

hoteliers still need to maintain standards to meet the basic needs of travelers. 

Relationship quality was found to have a positive relationship with repeat 

patronage and word-of-mouth, with the latter having a greater influence on relationship 

quality than the former. Guests' perceptions of innkeepers' sincerity and honesty 

influence their desire to recommend the bed-and-breakfast to others and to continue their 

relationship with it. This study also found that there is a marked relationship between 

repeat patronage and word-of-mouth. In other words, the more guests plan to continue a 
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relationship with the bed-and-breakfast, the more likely they are to recommend that 

property to others. 

Therefore, the study concludes that friendly, guest-oriented, and knowledgeable 

innkeepers are determining factors affecting guests' perceptions and evaluations of 

innkeepers. These results are consistent with the premise that hospitality experiences 

provided by innkeepers are a vital concern in the bed-and-breakfast industry (Dawson & 

Brown; 1988, PAII). Furthermore, the empirical data suggests that innkeepers' 

knowledge pertaining to trip planning and local events is an important factor that resuhs 

in greater guest satisfaction. This is consistent with Dawson and Brown's (1988) study 

that location and surrounding attractions are ranked as the first reasons that guests stay at 

B&Bs. 

To conclude this point, B&B innkeepers should focus on the following: (a) being 

friendly, (b) being knowledgeable about the area's attractions and able to plan trips for 

guests, and (c) showing interest in self-development to provide better service. It is 

important for B&B innkeepers to know the cultiire, history, and customs of the 

surrounding area. Since Fu-Hsing Village is a tourist attraction that boasts natural 

scenery, innkeepers should know something about botany, astronomy, or entomology in 

and around Fu-Hsing Village, and share this information with guests in order to make 

their travel experience more enjoyable. 

In order to enhance privacy, B&B innkeepers should focus on (a) providing a 

quiet atmosphere; and (b) offering private facilities, such as a private bath. It is 

important for B&B imikeepers to provide a quiet and private enviromnent for their 
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guests. Therefore, maintaining a quiet atmosphere and providing a private bath become 

very important to B&B innkeepers success. 

To improve mutual disclosure, B&B innkeepers should encourage guests to share 

tiieir opinions and express their thoughts regarding their experience at the property. To 

enhance guest orientation and homelike atmosphere, B&B innkeepers should focus on the 

following: (a) putting guests' interests and needs first, (b) dealing with guests' inquiries 

or complaints effectively, (c) providing social activities, and (d) creating a homelike 

atmosphere. It is important for service providers to sense guests' preferences and needs. 

For example, guests who visit Fu-Hsing Village may want to have unique experiences 

that they caimot obtain in urban areas. Picking fruit, gazing at the stars and natural 

scenery, and enjoying a diet of organic vegetables are just a few examples. Thus, B&B 

innkeepers should focus on the activities that guests enjoy in an effort to increase guests' 

willingness to retum. Moreover, creating a homelike atmosphere and making guests feel 

that they belong is another way to build a long-term relationship with guests. 

The profitability resuhs indicate that the average occupancy rates of the properties 

that have been operating for three years or more are higher than those that have been 

operating for fewer than three years. These results are consistent with Lubetkin's (1999) 

study, which found that it takes three years for a bed-and-breakfast to become profitable 

and stable. However, as shown in Appendix E, there are some exceptions; some 

properties that have been in operation for three years or more do not have higher average 

occupancy rates. This might be explained by establishing whether the innkeeper is 

operating the B&Bs as a hobby or as a viable business. In the former situation, the 
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occupancy rate would not be an innkeeper's first consideration. In addition, the number 

of rooms may be another factor that affect occupancy rates. Furthermore, accessibility of 

a property could be a factor that affects occupancy rates. Since Fu-Hsing Village is 

located in the mountains and is accessible by a main road, guests may simply stop at the 

first bed-and-breakfast they find which negatively impacts the occupancy of bed-and-

breakfasts at the end of the road. Finally, half of the properties cooperating in this study 

were in operation for less than two years, which made measuring repeat patronage and 

word-of-mouth referrals difficult. 

Limitations 

While there are many interesting findings in this study, there are some limitations 

that must be addressed. This study was conducted in Fu-Hsing Village, Taiwan in order 

to examine the antecedents and consequences of relationship quality in the bed-and-

breakfast industry and may not be applicable to other areas. 

In addition, due to limited time, labor, and fimds, the study was administered only 

during the summer season, which is the high season for travel and tourism in Fu-Hsing 

Village. This resulted in first-time guests outweighing the number of possible repeat 

guests. The results only represent the summer season in the bed-and-breakfast industry in 

Fu-Hsing Village and were not intended to be generalized to the overall hospitality 

industry. 

Finally, this study only examined repeat patronage and word-of-mouth referrals in 

relation to the profitability of each bed-and-breakfast. Naturally, there are other factors 
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that affect the financial performance of a property. Repeat patronage and word-of-mouth 

referrals are simply two of many factors that lead to financial success. 

Directions for Future Research 

There are many possibilities for future research, such as a comparison of the 

differences of relationship quality in bed-and-breakfasts in different geographic areas. 

Guests' perceptions or experiences pertaining to bed-and-breakfasts may be different 

based on tourist attractions in the surrounding area. Furthermore, fiiture research should 

be conducted throughout the year to compare the differences in relationship quality 

between high seasons and low seasons. In addition, since the reliability of mutual 

disclosure is low in both previous studies and this study, other questions may need to be 

designed to address this dimension in future research. Finally, fiiture research might 

explore other indicators, which may be associated with profitability such as the 

accessibility of each property, innkeepers' purpose for operating the property, and 

number of years in operation. 
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APPENDIX A 

SUMMARY OF STUDY MEASURES 
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Table A. 1: Summary of Study Measures 

Dimension Index Items 

Guest understanding The innkeeper is knowledgeable about my needs 
Orientation guest needs 

The innkeeper tried to understand changes in my needs 

conflict 
resolution 

Mutual 
Disclosure 

N/A 

Relational cooperative 
Orientation intention 

contact 
intension 

The innkeeper put my needs and interests first 

The innkeeper dealt with my inquiry / complaint 
courteously 

The innkeeper dealt with my inquiry / complaint speedily 

The innkeeper dealt with my inquiry / complaint accurately 

The innkeeper made an extra effort to handle my requests 

The innkeeper counseled and compensated unsatisfied 
guests 

The innkeeper is accessible when I have questions 

I asked the innkeeper detailed questions 

I showed respect to the innkeeper 

I have expressed to the innkeeper dissatisfaction with 
service 

The innkeeper told me the mistakes that he or she made 

The innkeeper treated me equally no matter how much I 
purchased 

The innkeeper treated me as special and valued 

The innkeeper helped me make decisions 

The innkeeper keeps in contact with me (phone, fax, e-mail) 

I receive greeting cards or presents from the innkeeper 

The innkeeper provided me with promotional information 

66 



Table A. 1 Summary of Study Measures 

Innkeepers" appearance The innkeeper's appearance is professional 
Attributes 

The innkeeper is well-dressed 

The innkeeper is friendly 

experience The innkeeper has experience in the B&B industry 

expertise The innkeeper has adequate knowledge in recommending 
restaurants 

The innkeeper has adequate knowledge in recommending events 

The innkeeper has adequate knowledge in recommending 
attractions 

Homelike N/A 
Atmosphere 

General 
Amenities 

N/A 

The innkeeper has adequate knowledge in trip-planning 

The social hour is organized 

It is easy to meet other guests at this bed-and-breakfast 

The innkeeper created a homelike atmosphere 

I enjoyed the outdoor activities provided by the innkeeper 

I enjoyed the indoor activities provided by the innkeeper 

The innkeeper provided an adequate amount of amenities 

The amenities provided by the innkeeper are practical 

The amenities provided by the innkeeper are high quality 

Transportation provided by the innkeeper is convenient 

A written guide to the area's attractions is important 

Parking is convenient 

The laundry room is convenient 

An air conditioner that is in good condition is provided 

A television that is in good condition is provided 
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Table A. 1 Summary of Study Measures 

Privacy N/A 

Relationship guest 
Quality satisfaction 

guest 
trust 

Repeat 
Patronage 

N/A 

Word-of-
Mouth 

N/A 

A private bath is important to me when choosing a B&B 

A quiet atmosphere is important to me when choosing a 
B&B 

A remote area is important to me when choosing a B&B 

I am satisfied with the innkeeper 

I am satisfied with the overall product 

The innkeeper kept promises 

The innkeeper is sincere 

The innkeeper is reliable 

The innkeeper is honest 

I am more likely to retum to this bed-and-breakfast next 
time 

I prefer this bed-and-breakfast to others 

I will continue a relationship with this bed-and-breakfast 

I would tell others about my experience at this bed-and-
breakfast 

I would recommend this bed-and-breakfast to others 
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INTERVIEW WITH INNKEEPERS 

1. Name of this property: 

2. What is your role for this property? 

3. Is this bed-and-breakfast your part-time or full-time job? 

4. How old is this building? 

5. How many years has this bed-and-breakfast operated? 

6. How many years have you operated this bed- and-breakfast? 

7. How many years have you worked in the hospitality industry? 

• Have you had any formal training/education in hospitality management? 

8. What type of rooms does this property offer? 

• How many rooms does each category have? 

• What bed sizes are provided in each category? 

9. What kinds of amenities are provided at this property? 

• Do you provide shampoo, conditioner, soap, toothbrush, etc. for guests' conveniences? 

• Do you allow guests to use the kitchen to cook for themselves? 

10. Do you allow children at this property? If yes, is there an age restriction? 

11. Do you allow pets at this property? 

12. What kinds of activities are provided at this property? 

13. What meals do you offer? 

• How many meals go with the room rate? 
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14. What kind of recommendations (trip-plamiing, attractions, restaurants, events or others) do you 

provide to the guests? 

15. What is the marketing budget for this property? 

• Has the marketing budget increased or decreased within the last 6 months? 

16. What marketing tools do you use for this property? 

(word-of-mouth ad\ertising, brochure, travel agency, B&B guidebooks, Internet....etc.) 

• What type of market segment do you target? 

• Do you use different marketing tools to attract different segment? 

• Do you use different marketing tools to attract new guests versus previous guests? 

• What marketing tools work best in attracting new guests? 

• What marketing tools work best in attracting previous guests? 

17. What is the rack rate of this property? 

• Has the rack rate increased or decreased in comparison with the same period last year? 

18. What is the average room rate for this property? 

• Has the average room rate increased or decreased in comparison with the same period last 

year? 

19. What is the average occupancy rate for this property? 

• Has the average occupancy rate increased or decreased in comparison with the same period 

last year? 

20. Approximately, what is your retum guest occupancy percentage? 

21. In general, has the profit of this property increased or decreased in comparison with the same period 

last year? 

• Roughly, what is the annual gross profit of this property? 
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1. K?S^ffi: 

7. itr=^^^fiSJi^mx^w^^7? 

12. i»ra^^ti«isi?s#wi>i^ii)i^?^WA? 
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\3.mmmii^smmm^m 

u.mr^itm^m^.ittf3^x-mmmfm^mirmWiB:mm^^,^m,^^m 
M)I&B)? 

- mmm&d^x^'^miikmmi^mu±m^i^A'j>mu±7 

• ftr=m^>fl̂ îi, mmmm^i5^m^^mmx? 

17. fiPn1^^6^1i^M1I(rackrate)^^il'^? 

18. ftr=^^^e^¥i5M^I(average room rate)^^i!>? 

19. fiPo^^^6^^i£l^M(ave^age occupancy rate)i^^^M.^'J^'? 

20. a ^ a ^ t t f t , S#A#M'fi&W^(retum guest occupancy percentage)^^i!'^? 

21. ±^±^m, ^fi^J^iJ/Tltb^i^e^ilfSHtiiMmif iP^SMi!'^? 
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ANTECENDENTS AND CONSEQUENCES OF RELATIONSHIP QUALITY 

QUESTIONNAIRE 

Instructions: 

The following statements are about your perceptions of this bed-and-breakfast. Please circle whether you 

STRONGL\' DISAGREE (SD), DISAGREE (D), are NEUTRAL (N), AGREE (A), or STRONGLY 

AGREE (SA), with each statement. If the statement is not applicable please circle N/A. 

SD D N A SA N/A 

01. The innkeeper is knowledgeable about my needs 

02. The innkeeper tried to understand changes in my needs 

03. The innkeeper put my needs and interests first 

04. The innkeeper dealt with my inquiry / complaint courteously 

05. The innkeeper dealt v\ath my inquiry / complaint speedily 

06. The innkeeper made an extra effort to handle my requests 

07. The innkeeper coimseled and compensated unsatisfied guests 

08.1 asked the innkeeper detailed questions 

09.1 showed respect to the innkeeper 

10. The innkeeper dealt with my inquiry / complaint accurately 

11.1 have expressed to the irmkeeper dissatisfaction with service 

12. The irmkeeper told me about the mistakes that he or she made 

13. The innkeeper treated me equally no matter how much I purchased 

14. The innkeeper treated me as special and valued 

15. The innkeeper helped me make decisions 

16. The innkeeper keeps in contact with me (phone, fax, e- mail, letter) 

17.1 receive greeting cards or presents from the innkeeper 

18. The innkeeper provided me with promotional information 

19. The innkeeper's appearance is professional 

20. The innkeeper is well-dressed 

21. The innkeeper is friendly 

22. The innkeeper kept promises 

23. The innkeeper is sincere 

24. The innkeeper is reliable 

25. The innkeeper is honest 

26. The innkeeper is accessible when I have questions 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

1 2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 
4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 
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5 
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5 
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5 

5 

5 

5 

5 
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N/A 
N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 
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27. The innkeeper has experience in the bed-and-breakfast industry 

28. The innkeeper has adequate knowledge in recommending restaurants 

29. The innkeeper has adequate knowledge in recommending events 

30. The innkeeper has adequate knowledge in recommending attractions 

31. The innkeeper has adequate knowledge in trip-planning 

32. The social hour is organized 

33. It IS eas\ to meet other guests at this bed-and-breakfast 

34. The innkeeper created a homelike atmosphere 

35.1 enjoyed the outdoor activities provided by the innkeeper 

36.1 enjoyed the indoor activities provided by the innkeeper 

37. The innkeeper provided an adequate amount of amenities (soap, etc.) 

38. The amenities provided by the innkeeper are practical 

39. The amenities provided by the innkeeper are high quality 

40. Transportation provided by the innkeeper is convenient 

41. A written guide to the area's attractions or restaurants is important 

42. Parking is convenient 

43. The laundry room is convenient 

44. An air conditioner that is in good condition is provided 

45. A television that is in good condition is provided 

46. A private bath is important to me when choosing a B&B 

47. A quiet atmosphere is important to me when choosing a B&B 

48. A remote area is important to me when choosing a B&B 

49.1 am satisfied with the innkeeper 

50.1 am satisfied with the overall product 

51.1 am more likely to retum to this bed-and-breakfast next time 

52.1 prefer this bed-and-breakfast to others 

53.1 will continue a relationship with this bed-and-breakfast 

54.1 would tell others about my experience at this bed-and-breakfast 

55.1 would recommend this bed-and-breakfast to others 

)D D 
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1 2 
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1 2 
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1 2 
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N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 
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N/A 

N/A 
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Please check the appropriate answer of the following questions. Thank you! 

1. What is the reason that you stay at this bed-and-breakfast? 

Leisure Business and leisure 

Business only Special occasions Others; 

What appeals to you most about this bed-and-breakfast? 

Quite atmosphere Reputationof the food 

Privacy Homelike atmosphere Others: 

3. How did you discover this bed-and-breakfast? 

TV program 

B&B's brochure 

B&B's webpage 

Brochure from inn association 

Government tourism material 

Others: 

Travel and tourism article of news paper 

B&B guidebooks 

Travel agency 

Referral from friends 

Magazine article 

4. How many times have you been to this bed-and-breakfast? 

First time Twice 

More than three times: 

Three times 

5. What is the most important activity provided by an innkeeper attracts you most when you are 

selecting a bed-and-breakfast? 

BBQ Frait picking Nature hiking 

Karaoke Making Chinese Tea Sight seeing 

Others: 

6. What type of recommendation provided by the innkeeper was the most useftil to you? 

Restaurants Attractions or events Trip-planning 

Others: No recommendations from innkeepers 
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7. Did you meet new friends while staying at this bed-and-breakfast? 

^'es No 

8. Which information soiuce(s) do you use most often to find a bed-and-breakfast? 

TV program 

B&B's brochiu^e 

B&B's webpage 

Brochure from inn association 

GoveiTiment tourism material 

Odiers: 

Travel and tourism article of news paper 

B&B guidebooks 

Travel agency 

Referral from friends 

Magazine article 

9. How often do you visit Fu-Shin Village? 

First visit Once a week 

Once every two months _ 

Once a year 

Once every three months 

Once a month 

Once every six months 

10. If you visit Fu-Shin Village frequently, how many other bed-and-breakfasts have you stayed at? 

None 1-2 3-4 5-6 more than 6 

Instmctions 

The following questions are for classification purposes only; all answers are confidential and completely 

anonymous. Please check the appropriate answer. 

1. What is your gender? 

Male Female 

2. How old are you? 

3. What is the highest level of education that you have completed? 

High school College 

Graduate school Others: 

4. What is your occupation? 
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Table 4.19: FINANCIAL COMPARISON TABLES FOR EACH OF NINE PROPERTIES 

l'ropcii> A. 1.5 ^c;|r^ o|K'rulion, 8 rooms 
Low Season 

Average 
Occupancy 
ADIT 
RevPar 

High Jieason 

57% 
~5T 
'W 

Repeat Patronages: I 

33% 
~5T 
~W 

Previous WOM: 3 

Property ( , 1.5 years operation, 7 rooms 

.A\ erage 
Occupancy 
ADR 
RevPar 

High Season 

57% 
93 
53 

Low Season 

21% 
92 
20 

Repeat Patronages: 0 
Previous WOM: 3 

Property H, 1.5 yenrs ope 

A\ erage 
Occupancy 
ADR 
RevPar 

High Season 

34% 
79 
27 

ration: 11 rooms 
Low Season 

20% 
77 
15 

Repeat Patronages: 0 
Previous WOM: 1 

Property B, 3 years operation, 7 rooms 
High Seas'on 

Average 
Occupancy 
^T5R 

65% 
TTT 

kevPar | 85 
Repeat Patronages: 3" 
t̂ revious WUM: 5 

Low Season 

66% 
"35" 
3 ^ 

Property F, 4 years operatio 

Average 
Occupancy 
ADR 
RevPar 

High Season 

100% 
70 
70 

n, 5 rooms 
Low Season 

61% 
71 
44 

Repeat Patronages: 11 
Previous WOM: 12 

Property 1, 5.5 years operation, 7 rooms 

Average 
Occupancy 
ADR 
RevPar 

High Season 

78% 
74 
58 

Low Season 

30% 
73 
22 

Repeat Patronages: 5 
Previous WOM: 14 

Property E, 2 years operation, 8 rooms 

Average 
Occupancy 
ADR 
RevPar 

High Season 

57% 
72 
41 

Low Season 

23% 
72 
16 

Repeat Patronages: 3 
Previous WOM: 2 

Property D, 8 years operation. 13 rooms 

Average 
Occupancy 
ADR 
RevPar 

High Season 

47% 
76 
36 

Low Season 

21% 
75 
16 

Repeat Patronages: 9 
Previous WOM: 6 

Property G, 8 years operation 

Average 
Occupancy 
ADR 
RevPar 

High Season 

33% 
83 
27 

Low Season 

20% 
82 
16 

Repeat Patronages: 0 
Previous WOM: 1 
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