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Abstract  

With the improvement of material living standards, more Chinese tourists are 

willing to purchase quality goods and services (e.g., food, accommodation, clothes), 

regardless of the price to seek social status as well as meet their own needs. This 

phenomenon often happens in luxurious consumptions in the context of the hospitality 

industry (e.g., luxury hotels, Micheline-starred restaurants). Luxury hotels differ from 

ordinary hotels with their excellent services by creating a personalized and luxury 

experience that exceeds customers’ expectations. And customers may experience a high 

level of positive experience, which may evoke positive evaluations or emotions and 

make them engaged. Thus, this thesis has investigated the relationship among customer 

experiential value (e.g., aesthetic value, playfulness, return on investment, and service 

excellence), customer post-purchase consequences/evaluations (brand satisfaction, 

brand commitment, and brand love), and their citizenship behaviors.  

The data were collected utilizing an online questionnaire and used smart-PLS 

software to do PLS-SEM analysis. The findings revealed that two types of experiential 

value (return on investment, and service excellence) had a positive effect on brand 

satisfaction. Meanwhile, brand satisfaction was proved to have a positive impact on 

brand commitment and brand love, while brand commitment also had a positive effect 

on brand love. Moreover, brand commitment and brand love had a direct and positive 

impact on customer citizenship behaviors. These results make up the gap of the 

relationship between brand love and customer citizenship behavior in the hospitality 

industry and provide some useful theoretical and managerial implications for 



encouraging luxury customers to engage with luxury hotels and be life-long loyal 

customers. 
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1. Introduction  

The structure of the hotel industry is not static. On the contrary, it has changed in 

the last 30 years (Roper, 2018). In the hotel and tourism industry, the growth rate of the 

luxury hotel market is expected to be around 5% during 2018-2023 (Mordor 

Intelligence, 2019). And many studies suggested that luxury hotels are growing 

strongly, especially in developing countries. For example, in China, the number of five-

star hotels (top hotels) in 2011 was twice that of 1991 (Gu et al., 2012). The growth of 

this market has received increasing attention from the mass media and academic 

researchers (Danziger, 2018). In this case, the luxury hotel brand is expected to expand 

its business continuously around the world.  

As a part of the experience economy, luxury hotels provide customers with 

superior geographical location, 24-hour room service, spacious space, rich facilities, 

high-quality food, elegant aesthetics, and providing guests with privacy, security, and 

highly customized services (Davidson et al., 2006; Kucukusta et al., 2014). Therefore, 

when the exquisite decoration and upscale facilities become the standard and common 

in almost luxury hotels, customers begin to pay attention to details and demand higher 

service and supporting facilities (Chang, et al., 2020). In this case, managers need to 

attach great importance to customer evaluations and subsequent behaviors. Moreover, 

the strong momentum of the luxury goods industry in the face of the recent and ongoing 

global economic recession has also stimulated the interest of scholars and practitioners 

in this field (Hung et al., 2011). In contrast to research on the consumption of physical 
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luxuries such as handbags or cars (Han et al., 2010), few studies have investigated the 

consumption of luxury hotels, although this market has grown significantly since 2005.  

Brand love is “the degree of passionate, emotional attachment a satisfied consumer 

has for a particular trade name” (Carroll & Ahuvia, 2006). This definition highlights 

the evaluation and emotional reaction as fundamental elements of brand love. And it 

ultimately leads to enhanced economic, competitive, and strategic advantages for a 

company (Yang & Peterson, 2004). Hence, the construct brand love is greatly important 

for academia and practitioners, because satisfied customers become loyal customers, 

thus reducing several costs and improving some marketing activities. Previous studies 

have confirmed the positive effect of brand love in the post-consumption stage. Kim 

and Kim (2018) emphasized that when people fall in love with a brand, they are likely 

to have long-term relationships that produce positive emotions, cognitive (such as brand 

commitment), and psychological outcomes that influence customer citizenship 

behavior. Hence, hotel managers and marketers must understand customers' emotional 

and behavioral responses after providing services to their customers to make their 

customers be loyal and be in love with a hotel. 

Marketing literature understood the value of customer participation and considers 

customers to be an integral part of the service (Lusch & Vargo, 2006). To be specific, 

volunteer participation or customer citizenship behavior (CCB) is crucial to the smooth 

operation and long-term sustainable development of service brands (Chan et al., 2017). 

To date, earlier studies on luxury hotels have focused on service quality, experience, 

price promotion, and drivers of loyalty (Giglio et al., 2019). Indeed, these studies have 
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repeatedly shown the effect of brand experience on satisfaction and subsequent 

behaviors. In recent years, CCB has been applied to studies in hospitality to understand 

the extra-role behaviors of customers in response to the high levels of satisfaction, 

engagement, and loyalty (Bove et al., 2009). This concept is not simply beyond 

customers’ own behaviors, rather positive, voluntary, helpful, and constructive 

behaviors – e.g., from being tolerant for failure to provide a constructive comment 

(Ford, 1995; Balaji, 2014). Besides, the development of customer citizenship can help 

the brand manage the customer-brand relationship and enhance the brand's 

sustainability (Tung et al., 2017). CCB can not only improve customer influence, 

loyalty, and brand equity (Burmann et al., 2009), but also improve the performance of 

enterprises and their employees (Sun et al., 2007). Thus, this study believes that 

encouraging CCB is especially conducive to the luxury hotel brands to stand out in the 

fierce competition and maintain healthy development. 

Nevertheless, CCB as an ultimate outcome has been rarely investigated in the 

context of luxury hotels. And the lack of CCB research has sparked heated debate 

among practitioners (Nagy & Marzouk, 2018). In addition, there are no studies on the 

relationship between brand love and CCB in the context of luxury hotels so far. 

Therefore, it is necessary to understand how the luxury hotel experience interacts 

with customer consequences and evaluations, and ultimately relates to voluntary 

behavior in the luxury hotel environment.  

This study has three research questions: 

1. to assess the relationship between experiential value (aesthetics value, 
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playfulness, return on investment, and service excellence) and brand satisfaction; 

2. to evaluate the relationship among brand satisfaction, brand commitment, and 

brand love; 

3. to test whether the consequences/evaluations of customers after experience have 

an impact on their citizenship behaviors； 

In conclusion, the purpose of this thesis was to examine the relationship between 

customer experiential value and post-experience consequences/evaluations and their 

citizenship behaviors in luxury hotels. 

Moreover, the proportion of Chinese consumers in the overall economic source of 

luxury hotels is increasing, so it is very necessary for the hospitality industry to study 

their consumption behavior. Therefore, this thesis took Chinese consumers as the 

research object to investigate the relationship among customer experience, post-

experience consequences/evaluation (brand satisfaction, brand love, and brand 

commitment), and CCBs in the context of luxury hotels. The data were collected 

utilizing an online questionnaire and analyzed using smart-PLS software.   

This study aims to theoretically enrich our understanding of the relationship 

between hotels and consumers. Indeed, it is hoped that this study can help luxury hotel 

managers better understand customers and provide practical and managerial 

suggestions from the research framework. 

After the introduction section, the thesis is divided into four parts: the following 

literature review first reviewed the relevant literature and research models of customer 

experience, customer experiential value, post-experience consequences/evaluations, 
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and CCBs, and then the research model followed by justifications for each proposed 

hypothesis. In the methods section, data collection procedures, measurements, and data 

analysis were processed. Both participant profiles and analytical results of the 

hypotheses testing were reported in the finding section. Finally, the conclusion 

summarized the results, discussed the theoretical and practical implications, and offered 

limitations and suggestions for future research.  
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2. Literature Review  

2.1 Customer Experience in Luxury Hotel 

Researchers have declared that the economy has shifted to an experience economy 

(Pine & Gilmore, 1999; Schmidt, 1999). They thought that as the economy provides 

increasingly commoditized goods and services, managers and operators should 

differentiate themselves from their competitors. Therefore, many industries attached 

great importance to creating consumer experiences (Walls et al., 2011). And those 

companies which engaged in creating consumer experiences focus not only on their 

products or services, but also on the whole process of the consumer experience (Yuan 

& Wu, 2008). Similarly, Pine & Gilmore (1999) supported that it is no longer acceptable 

for companies just to offer goods, products, or services; Instead, their products and 

services must be accompanied by unforgettable experiences. 

In the hospitality industry, the concept of customer experience is particularly 

mentioned (Titz, 2007), because consumers compared the physical environment, 

customer interaction with the service delivery system, and customer interaction with 

other guests to determine whether these qualities are acceptable and consistent, thus 

affecting the consumer experience (Walls et al., 2011). This view was supported by 

Schmidt (1999) who writes that hotel customers are highly involved in the purchase of 

products and the consumption of props and services. And as the best provider of 

environment and service in this industry, luxury hotels should pay more attention to all 

aspects of the customer experience. 

The experience or experiential dimension(s) was a mixture of many individual 
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dimensions that may involve the consumer's emotions, body, intelligence, and spirit 

(Mossberg, 2007) and were memorable (Pine & Gilmore, 1999). Carlson (1997) 

postulated that experience can be described as a steady flow of thoughts and feelings 

occurring at moments of consciousness in the dimensions of experience, which can be 

generated in physical environment and human interaction (Walls et al., 2011). And in 

the past 30 years, the concepts of physical environment and human interaction and their 

impact on consumer behavior have been studied in detail (Domenico & Lynch, 2007; 

Turley & Milliman, 2000). 

Physical environment contained some specific dimensions. In terms of luxury 

hotel experience, there were mainly four key dimensions: ambiance; multisensory; 

space and functions; and signs, symbols, and artifacts (Walls et al., 2011). And 

ambience and multisensory are two of the most frequently mentioned dimensions in 

this category. Thereinto, atmosphere dimensions included: comfort, cleanliness, 

elegance, landscape, air quality, safety and security, lighting, color, smell, temperature 

and humidity, noise and music; multisensory dimensions included: vision, text, hearing, 

taste, and aroma; space and function dimensions included: architectural layout and 

arrangement, good maintenance, furniture, social incentives, environment, and 

equipment; signs, symbols, and artifacts included: the quality of materials, direction 

signs, and decorations.  

Human interaction was also an important part of the luxury hotel experience, 

including human interaction with the hotel staff and other guests who live in the hotel 

(Walls et al., 2011). When considering the interaction with employees, four factors, 
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namely attitude, professional performance, active service and appearance, were the 

important factors influencing their hotel experience. And when asked about the impact 

of human interaction with other guests on their hotel experience, four items were 

referred to: presence, behavior, appearance and sociability. In conclusion, whether in 

physical environment or human interaction, consumers wanted not only the basic 

purchase of products and services but also the experience, relationship, and story behind 

the transaction (Carlson, 1997).  

Moreover, the customer experience was multi-dimensional and constantly 

changing, which was the result of the interaction between the physical environment 

dimension and the human interaction dimension (Mossberg, 2007). In other words, 

customers who actively participated in the customer experience may find themselves in 

an environment of positive emotions, satisfaction, and loyalty (Bitner, 1992). 

According to the research of Yuan & Wu (2008), consumers could define experiential 

value according to the experience of service providers. This was proved in the work of 

Bitner (1990), in which she assumed that consumers were more satisfied with the 

service interaction through special attention or treatment, thus creating high 

experiential value. Consumers were no longer just dull buyers, but cooperative 

producers who actively construct their own consumer experience through the 

interaction between the environment, sellers, and other consumers (Prahalad & 

Ramaswamy, 2003). Therefore, when the environment and services provided by luxury 

hotels were more prominent than those provided by other hotels, the customer 

experience would be more obvious, and their experience evaluation would be more 
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emotional and productive (Johnson et al., 2009). In turn, it generated a stronger 

"experiential value". 

 

2.2 Customer Experiential Value 

Experiential value perception was based on the interaction of using goods and 

services directly or appreciating them from a distance. These interactions provided the 

basis for the relativistic preferences of the customers involved (Holbrook & Corfman, 

1985). Batra and Ahtola (1991) proposed that experiential value can provide both 

extrinsic and intrinsic benefits (Figure 1).  

Among them, the extrinsic benefit is related to human interaction of customer 

experience, while the intrinsic benefit is related to physical environment. Extrinsic 

benefits usually came from the utilitarian nature of the experience, which usually began 

with "task" or "work" (Batra & Ahtola, 1991; Holbrook & Hirschman, 1982), expects 

to receive premium services or benefits during the experience. And externally oriented 

shoppers were usually happy to satisfy through this type of exchange (Babin et al., 

1994). In contrast, intrinsic value came from the appreciation of the experience itself, 

paying attention to the intuitive feeling brought by the environment without considering 

any other possible consequences (Holbrook, 1994). Furthermore, the subjective and 

personal nature of intrinsic value perception was generated by fun and pleasure rather 

than task completion (Babin et al., 1994). 

To sum up, consumer experience itself was rich in value, so the value of 

management experience was crucial to creating customer engagement in the travel and 
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hotel industry (Chathoth et al., 2016). However, based on the complexity and 

experiential characteristics of the tourism and hospitality industry, it was necessary to 

adopt a multidimensional approach to determine the determinants affecting the post-

experience consequences of the customer experiential value (Cao et al., 2019). And 

according to Mathwick et al. (2001) on the concept of customer experiential value, we 

divided the experiential value into four dimensions: aesthetics value, playfulness, return 

on investment, and service excellence to help us fully understand the customer 

experience in the luxury hotel environment. Thereinto, aesthetics value and playfulness 

belong to the intrinsic value, return on investment and service excellence belong to the 

extrinsic value. 

 

Figure 1 Typology of experiential value. 
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2.2.1 Aesthetic Value 

Aesthetic value was defined as the pleasure that a customer obtains from a product 

or service (Holbrook, 1980), so it was related to personal feelings and emotions, and 

it's classified as intrinsic value. In the market environment, aesthetics value was mainly 

reflected in two key dimensions: the visual elements of the environment and the 

appreciative elements of the atmosphere (Deighton & Grayson, 1995; Mano & Oliver, 

1993). 

Visual appeal was made up of design, physical appeal, and an inherently beautiful 

consumption setting (Holbrook, 1994). A good example of this was that customers pay 

attention to the color, shape, and style of products mentioned in previous studies 

(Veryzer and Hutchinson, 1998). And consumers who felt the shopping experience as 

more important than the purchase opportunity perceived the experience as enjoyable 

and appreciated all its nuances. This was the appreciative aspect of the shopper 

responding to the aesthetic response, which reflected the appreciation of the consumer 

environment. For those who shop for pleasure, the experience was like a "pick-me-up", 

and in some cases, it was consciously used to lift the spirit (Babin et al., 1994). 

In the tourism and hospitality industry, the interaction of aesthetic value perception 

played an important role in the decision-making part (Kirillova et al., 2014). Moreover, 

aesthetic value in the luxury hotel environment could be created through physical 

objects, visual appeal, and entertainment-related factors that influenced positive 

evaluations of the experience, such as satisfaction and positive impact (Mathwick et al., 

2001). 
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2.2.2 Playfulness 

Playfulness emphasized that consumers experience playful, enjoyable, and 

interesting leisure consumption activities (Holbrook & Hirschman, 1982), which 

reflected the intrinsic pleasure of interesting activities, and thus provided a way to 

escape the demands of the daily world (Huizinga, 1955; Unger & Kernan, 1983). To 

some extent, playfulness existed in any activity that you freely participated in. Playful 

behaviors were resilient and operate outside the immediate material benefits (Day, 

1981). The intrinsic pleasure of the game exchange behavior was an end in itself, 

participating in it regardless of the actual situation (Babin et al., 1994). Escapism was 

an aspect of entertainment that temporarily "keeps the customer away from everything", 

often involving elements of "pretending" (Huizinga, 1955). 

The defining difference between playfulness and aesthetic value was the positive 

role the customer took when communication was promoted to play a role. With the leap 

of customers from onlookers to participants, their role has shifted from the distant 

appreciation of aesthetic elements to the co-producer of values (Deighton & Grayson, 

1995). With this shift, the exchange of atmosphere translated into positive playfulness. 

In the luxury hotel setting, customers perceive the value of playfulness in the 

process of engaging in various entertainment experiences (e.g., SPA and dining), such 

as pleasure, fun, enjoyment and so on. Therefore, the author hypothesized that the 

perceived playfulness of the luxury hotel experience is a key factor in promoting 

positive post-experience outcomes, such as brand satisfaction. 
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2.2.3 Return on Investment 

Return on investment (ROI) referred to consumers' positive investment in financial, 

time, behavioral, and psychological resources of potential returns (Mathwick et al., 

2001), which was related to the utilitarian aspect of customer experience (Jin et al., 

2013). Thus, efficiency and economic value could be used as indicators of ROI 

(Mathwick et al., 2001). 

In the context of luxury hotels, the perceived utility of the customer experience 

was compared to the resources invested, such as money, time, and effort. Whether the 

time and energy could be saved and whether the money was worth spending were all 

the return on investment factors considered by customers. So many customers expected 

their investment to be of high practical value and have determined the impact of price 

equity on customer trust and satisfaction (Kim et al., 2006). Therefore, unreasonable 

price perception would have a negative impact on customer's attitudes and behaviors. 

And the author believed that a high level of customer perceived ROI on the luxury hotel 

experience improves satisfaction and voluntary behavior on a brand. 

 

2.2.4 Service Excellence 

Service excellence reflected the superiority of tourism reception service 

performance and met the expectations of customers (Ahn et al., 2019). The customer's 

evaluation of service was related to the excellence of service experience, so service 

excellence came from the dimension of extrinsic value (Mathwick et al., 2001). Oliver 

(2002) described this value dimension as an ideal standard for operation and final 
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quality judgment. He believed that the relationship between service perception and 

service quality was regulated by performance results. In other words, the value 

generated from the perceived excellence of the service reflected the general consumer 

appreciation of the service provider for fulfilling its promise through demonstrated 

expertise and task-related performance (Zeithaml, 1988). In this experience, consumers 

appreciated the increasing ability of marketing entities to achieve their goals (Holbrook 

& Corfman, 1985). 

High-quality service embodied the superiority of tourism reception service 

performance. In this experience, consumers appreciated the increasing ability of 

marketing entities to achieve their goals (Holbrook & Corfman, 1985). In the luxury 

hotel environment, the professional skills of the service personnel, the reliability of the 

overall service quality, and the service performance would affect the customer's 

evaluation of the service quality. Tangible features of employee-oriented service (such 

as reliability, reassurance, empathy) and consumer attitudes could improve the quality 

of service for luxury hotel brands. This dimension value acted as an ideal criterion, 

forms a quality judgment, and may ultimately be a key factor affecting consumer's 

attitudes and behaviors after consumption. Also, a large number of quantitative studies 

have shown that service quality is a predictor of satisfaction (Bitner et al., 1990; 

Ramseook-Munhurrun & Naidoo, 2011). Therefore, service quality was an important 

driver of customer satisfaction with luxury hotel brands. 

Experiential value was related to the perceived value consumers obtain from their 

consumption experience (Ahn et al., 2019). This parameter reflected aesthetic value of 
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the service environment, playfulness, and return on customer investment and service 

excellence (Mathwick et al., 2001). Positive experiential value tended to produce 

positive post-experience consequences, so we propose the following hypothesis (Figure 

2): 

H1. Aesthetic value of luxury hotel experience is positively correlated with 

brand satisfaction. 

H2. Playfulness of luxury hotel experience is positively correlated with brand 

satisfaction. 

H3. Return on investment of luxury hotel experience is positively correlated 

with brand satisfaction. 

H4. Service excellence of luxury hotel experience is positively correlated with 

brand satisfaction. 

 

2.3 Customer Post-experience Consequences/Evaluations 

Customers purchase or consumption based on the products or services of suppliers, 

thus generating customer experience, which could generate both intrinsic and extrinsic 

experiential value from both physical environment and human interaction (Mathwick 

et al., 2001). When the customer experiential value reached a certain level, the post-

experience evaluation and consequence would be promoted (Grace et al., 2020). 

Positive customers’ experiential value leads to positive evaluations and consequences 

(e.g., brand satisfaction). In turn, brand satisfaction influences other brand evaluation 



16 
 

processes and outcomes (such as brand commitment and brand love) (Figure 2), which 

are closely related to customer subsequent behaviors (Olive, 2014). 

 

2.3.1 Brand Satisfaction 

Satisfaction was the customer's evaluation of the product or service after 

consumption (Kotler, 1994). Based on previous theories and empirical evidence, Day 

(1984) defined satisfaction as the post-experience evaluation of purchasing choices. 

Therefore, brand satisfaction referred to the cumulative satisfaction of consumers based 

on their purchase and experience of brand products or services (Grisaffe & Nguyen, 

2011). And when the performance of a brand met the expectation of buyers, brand 

satisfaction was generated (He et al., 2012). These concepts implied that satisfaction 

was an overall evaluation process of perceived differences between prior expectations 

and actual consumption experience. 

This evaluation method has been widely adopted by many researchers and was 

regarded as an effective way to measure satisfaction (Oliver, 2014). If customers were 

satisfied with the brand, they would have a positive relationship maintenance behavior 

(Grace et al., 2020). If customers were not satisfied, there was a high probability of 

change the brand and complaining about the product and the company (Erciş et al., 

2012). Therefore, satisfaction was considered as a performance response to understand 

and evaluate customer experience, which would lead to changes in customer follow-up 

evaluation (Oliver, 1981). 
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Gibson (2005) found in a study of the hotel industry that satisfied consumers 

would become repeat customers of products or services and provide positive feedback 

about their experiences to family or friends. And these positive feedbacks would make 

the brand get a high degree of satisfaction, and consumers would be more willing to 

commit to the brand. At the same time, brand satisfaction was an important positive 

evaluation and consequence of customer experience. When the degree of satisfaction 

reached a certain height, it would even affect brand love from customers. There is no 

doubt that post-experience evaluations and consequences interact more strongly in the 

context of a luxury hotel. 

 

2.3.2 Brand Commitment 

Brand commitment was one of the most important structures for understanding the 

strength of marketing relationships and a useful structure for measuring consumers' 

subsequent behaviors and predicting future purchase intentions (Wong & Sohal, 2002). 

Commitment referred to the exchange process in which one person develops loyalty to 

another person or organization using the concept of group or organizational affective 

commitment (Meyer & Allen, 1991). Previous studies have described the role of 

commitment as an interventional process that mediates between a particular premise 

and the outcome of the action. Thus, commitment could be seen as a mechanism for 

maintaining the consequences of positive actions (Gruen et al., 2000; Wilson & 

Mummalaneni, 1986). 
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In Wang et al.’s (2017) study, about hotel brand love quoted the triangular theory 

of love (Sternberg, 1986), that commitment, intimacy, and passion together constitute 

the brand love. However, Sternberg (1986) also pointed out that commitment is an 

independent concept that does not overlap the concepts of intimacy and passion. 

Therefore, commitment is not only a part of brand love but also an important factor for 

customers to generate brand love. That is, brand commitment has a positive impact on 

brand love. 

Coincidentally, Fournier (1998) believed that the positive emotional connection 

between consumers and brands they consume was driven by a series of satisfying 

experiences. As a satisfying outcome of experience, brand commitment was a response 

to the desire to maintain a valuable relationship and a lasting desire between the 

customer and the brand (Moorman et al., 1992), which was rooted in identity, shared 

values, attachment, and trust (Morgan & Hunt, 1994). In other words, consumers with 

a higher degree of brand commitment had a higher degree of emotional attachment to 

the brand (Keh et al., 2007). 

Now luxury hotels were more and more built on the opportunity of recognition 

and attachment, we hope that when customers are satisfied with the luxury hotel brand, 

they would have a certain commitment and love for the brand. In turn, customer 

commitment to the brand would further influence their love for the brand. 
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2.3.3 Brand Love 

Brand love was a construct that describes consumers' passionate feelings and 

emotional attachment to the brand (Carroll & Ahuvia, 2006). The subject of brand love 

came from the research areas of consumer-brand relationships (Carroll & Ahuvia, 

2006). Therefore, brand love was a wide range of positive emotions and attitudes, which 

helped to explain and predict changes in post-consumption behavior to satisfy 

consumers (Batra et al., 2012). Ahuvia (2005) deemed that brand love includes 

customers' passion for the brand, attachment to the brand, positive evaluation, and 

response to the brand, declaration of love for the brand, and so on.  

These positive emotions and attitudes embodied in brand love were associated 

with greater behavioral intentions (Thomson et al., 2005; Batra et al., 2012). Many 

scholars have contributed to the conceptualization of brand love by observing the 

importance of consumers' love for the brand and proposing different factors to identify 

the characteristics of brand love. The most common approach was to associate brand 

love with interpersonal love because there were basic similarities between these 

concepts (Ahuvia, 2005; Langner et al., 2016). Shimp and Madden (1988) 

conceptualized eight types of consumer object relationships using the combination of 

intimacy, passion, and commitment in the triangle theory of love (Sternberg, 1986). 

Fournier (1998) proposed six dimensions of brand relationship quality (BRQ) through 

three in-depth case studies and believed that love was the strongest and most profound 

dimension. Thomson et al. (2005) developed a brand affective attachment scale using 
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three factors (emotion, passion, and connection) and "loved" effective items as affective 

factors.  

These studies contributed to a better understanding of the structure of love in the 

context of consumer behavior. And many factors affecting brand love have also been 

found in the literature. For example, Drennan et al. (2015) took coffee shops, restaurants, 

airlines, and hotels as samples to study wine brand love, and determined the antedated 

factors such as wine knowledge, wine experience, wine brand satisfaction, and wine 

brand trust. And the research of Langner et al. (2016) showed that the commitment to 

the brand provided consumers with the opportunity to establish a long-term relationship 

with the brand. Through this relationship, the accumulated brand experience could 

enhance consumers' sense of brand love (Langner et al., 2016); Therefore, consumers' 

commitment to the brand may gradually lead to love for the brand. 

Based on the above review of brand satisfaction, brand commitment, and brand 

love, as well as previous discussions on their relationships, we propose the following 

hypotheses (Figure 2): 

H5. Brand satisfaction is positively correlated with brand commitment. 

H6. Brand satisfaction is positively correlated with brand love. 

H7. Brand commitment is positively correlated with brand love. 

 

2.4 Customer Citizenship Behaviors 

Customer citizenship behavior (CCB) referred to the discretionary, pro-social 

behavior of the customer that is beneficial to the service provider (e.g., the luxury hotel) 
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(Bove et al., 2009; Balaji, 2014). Specifically, customers could help employees or other 

customers, provided constructive input to the organization, and suggested ways to 

improve the organization's performance or products (Choi & Hwang, 2019). And CCB 

has been referred to as customer voluntary performance and customer extra-role 

behavior (Rosenbaum & Massiah, 2007). When a customer felt satisfied and loves a 

brand, he or she would give more favorable word of mouth, gave feedback on the 

improvement of the brand, helped the brand publicity, tolerated failure, and resisted 

negative information (Albert & Merunka, 2013; Leventhal et al., 2014).  

Given the importance and value of CCBs to marketers and customers, researchers 

have increasingly studied CCBs and demonstrated that CCBs are influenced by factors 

based on social relationships or networks with companies, such as perceived 

organizational support (Bettencourt,1997), commitment (Bove et al., 2009). Indeed, 

brand commitment was also a voluntary attitude of customers, which was the key to 

explain the citizenship behaviors of the brand (Burmann & Zeplin, 2005). According 

to the social identity theory, individuals who were committed to a brand would commit 

themselves to actions that support the brand (Dutton & Dukerich, 1991). When a person 

felt satisfied and committed to a brand such as a luxury hotel brand, they were endowed 

with its successes and failures of the brand (Ashforth & Mael, 1989). This suggests that 

individuals who are committed to a luxury hotel are more likely to develop positive 

behaviors toward the services and brands. Therefore, citizenship behavior is an 

important result and expression of brand satisfaction, commitment, and love. Also, 

marketing literature emphasized that CCB was essential for maintaining the 
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relationship between the brand and customers (Tung et al., 2017), which could help the 

brand retain customers in the long term and improve brand performance (Jaakkola & 

Alexander, 2014). Therefore, CCB has become a hot topic in this era for scholars and 

practitioners (Nagy & Marzouk, 2018). 

In order to better study the relationship between customer post-experience 

consequences and customer citizenship behaviors, this thesis proposes four sub-

elements of consumer citizenship behaviors, including helping, advocacy, tolerance, 

and feedback (Choi & Hwang, 2019). More specifically, helping referred to specific 

consumer behaviors aimed at helping service providers and other customers. Through 

people's behavior, help could be seen as an extension of empathy for service providers 

and other customers (Rosenbaum & Massiah, 2007). Advocacy referred to the behavior 

of consumers whose purpose was to recommend service providers (e.g., luxury hotel 

brands) to others (Groth, 2005). Advocacy was mainly attributed to customers' 

satisfaction, commitment, and love for the brand. Therefore, advocacy accompanied by 

positive comments was an indicator of customer loyalty, which ultimately improves 

service quality, brand reputation, and market share (Yi et al., 2013).  

When the quality of service delivery was not up to the appropriate level expected 

by the customer, the customer's tolerance indicated that the customer was willing to be 

patient (Lengnick-Hall et al., 2000). Since service failures from encounters have been 

recognized as one of the main causes of switching behavior, and consumer tolerance 

could be the basis for general customer citizenship behavior (Keaveney, 1995). Finally, 

feedback referred to the information provided by consumers to service providers to help 
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employees and companies enhanced the service creation process (Groth, 2005). 

Consumers have rich service experience and comprehensive service knowledge could 

guide employees. As a result, service providers could significantly benefit from 

consumer recommendations for service improvements. In conclusion, it can be 

considered that these four aspects can examine the impact of post-experience 

consequences on customer citizenship behaviors. Based on relevant findings, we 

propose the following hypothesis (Figure 2):  
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H8. Brand satisfaction is positively correlated with customer citizenship 

behaviors. 

H9. Brand commitment is positively correlated with customer citizenship 

behaviors. 

H10. Brand love is positively correlated with customer citizenship behaviors.  

 

Figure 2 Hypotheses model of the relationship among customer experiential 

value, customer post-experience evaluations & consequences, and customer 

citizenship behaviors. 
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3. Research Methodology 

3.1 Data Collection and Sampling 

To remain consistent with previous research, the measures were taken or adapted 

from previous marketing and hospitality research. The questionnaire design was based 

on a multiple-item measurement scale, which has been validated in previous studies. 

The sample was Chinese tourists who have had one or more luxury hotel experiences. 

Their experience could be multi-faceted: accommodation, catering, meetings, 

entertainment, etc. After an extensive literature review, we developed a questionnaire 

to test our proposed relationship outcome model. The questionnaire was mainly 

conducted in English and presented in both Chinese and English to help some 

respondents better understand the contents. 

Prior to the questionnaire, there was one screening question about whether the 

participants have experienced one or more hotels in the past 3 years (2017-2020). If the 

answer was not, the questionnaire would end. Next, participants were given general 

definitions, descriptions, and popular examples of luxury hotel brands. And the 

respondents were then asked to choose between 30 global luxury hotel brands that they 

had experienced once or more, in order to distinguish between luxury hotel consumers 

and general hotel consumers (Appendix I). In addition, these luxury hotel brands are 

from the ACCOR group (ACCOR, 2020), Marriott group (Marriott, 2020), Starwood 

Group, etc. According to their official websites and other reference materials (ZOYOO, 

2020), we selected the suitable 30 brands, which are respectively: Four Seasons, the 

Peninsula, Aman, InterContinental, Mandarin Oriental, the Ritz-Carlton, Banyan Tree, 
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Waldorf, Jumeirah, St. Regis, Grand Hyatt or Park Hyatt, Conrad, Wanda Reign or 

Wanda Vista, Six Senses, JW Marriott, The House Collective (the opposite house/the 

temple house/the upper house/the middle house), Bvlgari, Raffles, Lux, Sofitel/Sofitel 

Legend/ Sofitel So, Fairmont, Langham, Kempinski, Regent, W Hotels, Edition, The 

Luxury Collection, Wyndham Grand Plaza, Puli, Hualuxe. 

This thesis used the quantitative research method, namely an online survey, to 

collect the response data. The online survey had the advantages of fast response, few 

missing items, and convenient statistical analysis (Zang et al., 2015). After identifying 

the items for the questionnaire, a "personal management questionnaire" (data collected 

by the author) was used to distribute and collect the questionnaire. All questions must 

be answered to ensure that there was no bias. Incomplete questionnaires and 

questionnaires providing the same answers for all measurement items were excluded. 

The survey was executed during 2 weeks period in the summer of 2020. And the 

questionnaire was mainly published on WeChat, Weibo social software platforms, and 

propagated by forwarding the questionnaire link or two-dimensional code. The average 

response time was approximately 6-8 minutes. A total of 379 people responded to our 

invitation to conduct a survey. Of them, 245 respondents completed the survey, while 

65 respondents failed to correctly answer our attention check questions within the 

questionnaire, and the remaining 180 were used for analysis (response rate was 64.6%, 

the effective response rate was 47.5%). 
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3.2 Measurement 

Based on a literature review, 40 items were developed to verify how hotel 

experience would eventually influence customers' citizenship behaviors (Appendix I). 

The whole questionnaire was divided into six parts. The first part was about customer 

general preference, which had 4 basic questions. And the second part was the most 

recent luxury hotel experience which had 4 questions. The third part was the luxury 

hotel experience for customers, including four aspects (aesthetics, playfulness, return 

on investment, and service excellence) of experiential value (13 items). And the 

experiential value scale was adapted from a scale developed by Ryu et al. (2012) and 

Mathwick et al. (2001). The fourth part of the consumer's post-experience consequence 

included three constructs: 5 items of brand satisfaction, 4 items of brand commitment, 

4 items of brand love, 2 items of and revisit intention. To measure brand satisfaction, 

the author used scales from Westbrook & Oliver (1981). The scale of brand 

commitment was adopted from Sternberg (1998) and Wang et al. (2019). The scale of 

brand love was proposed by Carroll & Ahuvia (2006). And the scale of revisiting 

intention was proposed by Mattila (2001) and Maxham III and Netemeyer (2002). The 

fifth part was customer citizenship behaviors, including 12 items of four aspects of 

citizenship behaviors (helping, advocacy, tolerance, and feedback). Similarly, the four 

scales of customer citizenship behaviors were proposed by Groth (2005), Revilla-

Camacho et al. (2015), Yi et al. (2013). And all items in the scale were on a Seven-

point Likert- type scale, ranging from 1 (strongly disagree) to 7 (strongly agree). Finally, 

the sixth part of the questionnaire was the collection of personal information, namely 
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the respondents' six questions about demographic characteristics: nationality, gender, 

age, education level, and per capita monthly income, and so on.  

 

3.3 Data Analysis 

Partial least squares structural equation modeling (PLS-SEM) analysis was used 

as the main method to evaluate the proposed hypothesis by using Smart-PLS software. 

PLS has several benefits for researchers when compared with other multivariate models. 

For example, due to the partial nature of the PLS algorithm and principal method, PLS 

requires minimal restrictions on the measurement scale, sample size, and residual 

distribution (Tenenhaus et al., 2005). In this sense, PLS is an appropriate way to 

evaluate models containing complex relationships and many explicit variables (Vinzi 

et al., 2010). More importantly, the purpose of this study is to identify factors that can 

better explain many endogenous factors by analyzing exogenous variables, rather than 

by theoretical verification, which is consistent with the purpose of PLS analysis.  
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4. Finding 

4.1 Profiles of respondents 

Table 1 summarizes the demographic profile of the respondents. There were more 

females (65%) than males (35%), and most of them were 35 years old or younger. The 

majority of the respondents had at least an undergraduate degree (45%) or master’s 

degree (43.9%), and 4.4% had a doctor’s graduate education. It was seen that the 

educational background of the respondents was generally relatively high. And 33.3% 

had a monthly income of less than RMB¥5,000; more than 25.6% of respondents earned 

in the RMB¥5,000- RMB¥9,999 range; 20% had a monthly income of in the 

RMB¥10,000- RMB¥14,999, 11.7% had a monthly income of RMB¥15,000- 

RMB¥19,999, and 9.4% earned more than RMB¥20,000. Roughly more than 41% of 

respondents showed higher monthly income (more than RMB¥10,000) than the 

national average, and the sample may well represent the affluent groups of customers. 

 

Table 1 Profiles of respondents. 

Variables Frequency Percentage 

Gender   

Male 63 35.0% 

Female  117 65.0% 

Age   

18-25 85 47.2% 

26-35 55 30.5% 

36-45 23 12.8% 

46-55 16 9.0% 

56-65 1 0.5% 

More than 65  0 - 

Educational degree   

High school and below  12 6.7% 

Undergraduate 81 45.0% 

Master's degree 79 43.9% 

Doctor's degree and above  8 4.4% 
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Monthly income (RMB)   

Under 5,000 yuan 60 33.3% 

5,000-9,999 yuan  46 25.6% 

10,000-14,999 yuan  36 20.0% 

15,000-19,999 yuan  21 11.7% 

20,000 yuan and above 17 9.4% 

Table 2 reflects the respondents' general preferences for luxury hotel brands. Of 

the 30 luxury hotel brands, Four Seasons was the most visited hotel brand by 

respondents (14.4%), followed by InterContinental (10.6%), JW Marriott (10.6%), the 

Ritz-Carlton (8%), and Grand Hyatt or Park Hyatt (6.4%).  

 

Table 2 Respondents’ general preference for luxury hotel brands. 

Variables Frequency Percentage 

Visit the luxury hotel brands   

Four Seasons 54 14.4% 

the Peninsula 10 2.7% 

Aman 3 0.8% 

InterContinental 40 10.6% 

Mandarin Oriental 13 3.5% 

the Ritz-Carlton 30 8.0% 

Banyan Tree 15 4.0% 

Waldorf  11 2.9% 

Jumeirah  2 0.5% 

St. Regis  12 3.2% 

Grand Hyatt or Park Hyatt  24 6.4% 

Conrad  15 4.0% 

Wanda Reign or Wanda Vista 13 3.5% 

Six Senses 2 0.5% 

JW Marriott 40 10.6% 

The House Collective  

(the opposite house/the temple house 

/the upper house/the middle house)  

4 1.1% 

Bvlgari 6 1.6% 

Raffles 7 1.9% 

Lux 2 0.5% 

Sofitel/Sofitel Legend/ Sofitel So  16 4.3% 

Fairmont 3 0.8% 

Langham 4 1.1% 

Kempinski 16 4.3% 

Regent 3 0.8% 
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W Hotels 11 2.9% 

Edition 6 1.6% 

The Luxury Collection 2 0.5% 

Wyndham Grand Plaza 9 2.4% 

Puli 0 0.0% 

Hualuxe 3 0.8% 

 

And 37.5% of respondents have experienced luxury hotels twice, while 33.8% have 

experienced luxury hotels 3-5 times (Table 3). That is, more than three-quarters of 

respondents have experienced luxury hotels multiple times. The main factors that 

respondents consider when choosing a luxury hotel were (Table 3): geographical 

location (16.2%), quality of service (14.2%), price (14.2%), environment (13.1%), and 

facilities (13%).  

 

Table 3 Respondents’ general preference for luxury hotel brands. 

Variables Frequency Percentage 

Experienced the number of luxury hotels   

1 23 16.9% 

2 51 37.5% 

3-5 46 33.8% 

6-10 5 3.7% 

11 or more 11 8.1% 

Main considerations of selecting the luxury hotel   

Environment 82 13.1% 

Facilities 81 13.0% 

Geographical location 101 16.2% 

Price 89 14.2% 

Brand 61 9.8% 

Word of mouth (WOM)  72 11.5% 

Quality of service 89 14.2% 

Previous experience 47 7.5% 

Other 3 0.5% 
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Table 4 reflects the respondents' recent hotel experience (2017-2020). 

Approximately more than half of respondents experienced the luxury hotel for the 

purpose of leisure. While 21.6% of respondents were visiting relatives or friends, and 

16.7% were for the purpose of business. With regard to experience types, the majority 

of respondents were accommodation (40.2%) and food & beverage (32%). With regard 

to accompanier, the majority of respondents chose to experience luxury hotels with 

friends (33.5%) or family (25.1%). And over 65% of respondents chose to experience 

luxury hotels in cities in mainland China, followed by Macao (20.6%). 

 

Table 4 Respondents’ recent hotel experience (2017-2020). 

Variables Frequency Percentage 

Purpose of visit   

Leisure 120 56.3% 

Business 36 16.9% 

Visit relatives or friends 46 21.6% 

Other 11 5.2% 

Types of experiences   

Accommodation 146 40.2% 

 F&B 116 32.0% 

 Entertainment 69 19.0% 

Meeting/Exhibition/Convention 31 8.5% 

Other 1 0.3% 

Accompanier   

Family 63 25.1% 

Couple 43 17.1% 

Friends 84 33.5% 

Colleagues 36 14.3% 

Alone 21 8.4% 

Other 4 1.6% 

City of Experience   

Cities in Mainland China 117 65.0% 

HK 6 3.3% 

Macao 37 20.6% 

Taiwan 0 - 

Foreign countries 20 11.1% 
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4.2 Measurement Model 

This thesis employed partial least squares structural equation modeling (PLS-SEM) 

using the Smart-PLS software. The reliability and validity of constructs using factor 

loading, composite reliability (CR), average variance extracted (AVE), and correlation 

among constructs were tested (Table 5). First, CR was examined to test the internal 

consistency (Werts et al., 1974). Table 5 shows that all CRs were above the minimum 

value of 0.7, thereby indicating internal consistent reliability. Second, convergent 

validity was measured through factor loadings and AVE values for the latent constructs. 

All factor loadings were above the minimum value of 0.7, while AVEs were above the 

minimum value of 0.5 (Bagozzi and Yi, 1988). These results confirm the convergent 

validity (Table 5).  

 

Table 5 Factor loadings, CR, and AVE. 

Variables  FL α CR AVE 

Aesthetic value    0.889 0.923 0.750 

·This luxury hotel had attractive interior design and 

décor. 
0.886    

·The background music was pleasing. 0.857    

·This luxury hotel was thoroughly clean. 0.823    

·Employees were neat and well dressed. 0.895    

Playfulness    0.822 0.894 0.738 

·Staying at this luxury hotel made me feel like I am 

in another world. 
0.890    

·I got so involved when I stayed at this luxury hotel 

that I forgot everything else.  
0.875    

·I enjoyed staying at this luxury hotel for its own 

sake, not just for the items. 
0.809    

Return on investment    0.804 0.872 0.631 

·Staying at this luxury hotel was an efficient way to 

manage my time.  
0.708    

·Staying at this luxury hotel made my life easier. 0.814    

·Staying at this luxury hotel fitted with my 

schedule. 
0.835    
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·This luxury hotel had a good economic value. 0.814    

Service excellence    0.911 0.957 0.918 

·When I thought of this luxury hotel, I thought of 

"excellence". 
0.960    

·I thought this luxury hotel as an expert it offered. 0.957    

Brand satisfaction   0.940 0.954 0.807 

·I am satisfied with my experience at this luxury 

hotel brand. 
0.886    

·I truly enjoy this luxury hotel brand. 0.891    

·I feel good about my decision to experience the 

service at this luxury hotel brand. 
0.916    

·Using this luxury hotel brand is a good experience. 0.906    

·I am sure it is the right thing to be a customer of 

this luxury hotel brand. 
0.893    

Brand commitment   0.916 0.941 0.800 

·When I experience this luxury hotel brand,I am 

committed to maintaining my relationship with it.  
0.916    

·When I experience this luxury hotel brand,I view 

my commitment to it as a solid one.  
0.898    

·When I experience this luxury hotel brand, I view 

my relationship with it as permanent.  
0.922    

·When I experience this luxury hotel brand, I plan 

to continue in my relationship with it. 
0.840    

Brand love   0.933 0.952 0.833 

·This is a wonderful luxury hotel brand.  0.912    

·This luxury hotel brand makes me feel good.  0.924    

·I love this luxury hotel brand.  0.925    

·I am passionate about this luxury hotel brand. 0.891    

Customer Citizenship Behavior (Second-order 

factor) 
 0.914 0.874 0.637 

 Helping 0.834    

 Advocacy 0.879    

 Tolerance 0.632    

 Feedback 0.824    

Helping  0.882 0.919 0.739 

·I help other customers when they seem to have 

problems. 
0.880    

·I teach other customers to use the service correctly. 0.863    

·I give advice to other customers. 0.878    

·I assist other customers when they need my help. 0.817    

Advocacy  0.916 0.947 0.857 

·I encourage friends and/or relatives to experience 

this luxury hotel. 
0.916    

·I say positive things about this luxury hotel and the 0.924    
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employee to others. 

·I recommend this luxury hotel and the employee 

to others. 
0.937    

Tolerance  0.879 0.925 0.804 

·I am always patient and wait for the employee to 

recover from a mistake. 
0.890    

·I adapt to the situation when I wait longer than I 

expect to receive the service. 
0.916    

·I put up with it when the service is not delivered 

as expected. 
0.885    

Feedback  0.831 0.899 0.747 

·When I have feedback about the service, I fill out 

a customer survey form. 
0.861    

·I inform the luxury hotel about great service 

received from an individual employee. 
0.874    

·When I have a useful idea on how to improve 

service, I let the luxury hotel know. 
0.859    

Note. FL: Factor loading, α: Cronbach alpha, CR: Composite reliability, AVE: Average 

variance extracted. 

 

Third, discriminant validity was evaluated by comparing the square root of AVE 

and correlations among the latent variables (Fornell and Larcker, 1981). Table 6 shows 

that the square roots of AVEs were higher than the correlations, thereby indicating the 

discriminant validity.  

 

Table 6 Fornell-Larcker Criterion 

  (1) (2) (3) (4) (5) (6) (7) (8) 

Aesthetic value (1) 0.866               

Playfulness (2) 0.480 0.859             

Return on investment (3) 0.528 0.565 0.794           

Service excellence (4) 0.681 0.642 0.716 0.958         

Brand satisfaction (5) 0.653 0.581 0.731 0.832 0.898       

Brand commitment (6) 0.424 0.670 0.606 0.591 0.688 0.895     

Brand love (7) 0.611 0.624 0.690 0.802 0.880 0.740 0.913   

Customer citizenship 

behavior (8) 
0.511 0.646 0.617 0.645 0.630 0.697 0.673 0.708 
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In addition, all the Heterotrait–Monotrait matrix values were below 0.85, except 

the value of brand love was 0.938 (Table 7). However, the value does not exceed 1 (95% 

confidence interval: [0.911-.959], indicating that the discriminant validity is still 

confirmed (Henseler, Ringle, & Sarstedt, 2015). 

 

Table 7 Heterotrait-Monotrait Ratio (HTMT)  

  (1) (2) (3) (4) (5) (6) (7) (8) 

Aesthetic value (1)                 

Playfulness (2) 0.552               

Return on investment (3) 0.619 0.700             

Service excellence (4) 0.751 0.740 0.833           

Brand satisfaction (5) 0.708 0.658 0.836 0.898         

Brand commitment (6) 0.458 0.774 0.712 0.645 0.738       

Brand love (7) 0.665 0.711 0.794 0.869 

0.938 

[0.911

-.959] 

0.799     

Customer citizenship 

behavior (8) 
0.542 0.747 0.720 0.695 0.660 0.755 0.709   
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4.3 Structural Model 

By using the PLS-SEM analysis (Table 8, Table 10 & Figure 3), the inner model 

suggests that customers’ perceived aesthetics value did not significantly influence their 

satisfaction with luxury hotel brands (H1: β=0.14, p > 0.05, f2=0.04). Thus, H1 is not 

supported. Similarly, playfulness value also did not significantly influence brand 

satisfaction (H2: β=0.022, p > 0.05, f2=0.001). Hence, H2 is not supported. By contrast, 

the return on investment value of luxury hotel experience had a relevant effect on brand 

satisfaction of customers (H3: β=0.262, p < 0.01, f2=0.123). Hence, H3 is confirmed 

and the size of the effect is moderate. Moreover, the excellence of luxury hotel service 

significantly influenced brand satisfaction (H4: β=0.535, p < 0.001, f2=0.352). 

Therefore, H4 is also acceptable and has a strong effect size. The results indicated that 

brand satisfaction significantly influenced brand commitment (H5: β=0.688, p < 0.001, 

f2=0.899) and brand love (H6: β=0.703, p < 0.001, f2=1.359), both of which have strong 

effect sizes. However, brand satisfaction of customers did not positively influence their 

citizenship behavior (H8: β=0.097, p > 0.05, f2=0.005). Thus, H5 and H6 are supported, 

but H8 is rejected. At the same time, brand commitment significantly influenced brand 

love (H7: β=0.256, p < 0.001, f2=0.181) and customer citizenship behavior (H9: 

β=0.433, p < 0.001, f2=0.183). Hence, H7 and H9 are confirmed and the sizes of the 

effect are moderate. And brand love had a relevant effect on customer citizenship 

behavior (H10: β=0.267, p < 0.05, f2=0.03). Hence, H10 is supported but has a low 

effect size.  
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Table 8 The results of the structural path model. 

Path Coefficient t values f2 

Aesthetics Value → Brand Satisfaction 0.140 1.459 0.040 

Playfulness→ Brand Satisfaction 0.022 0.420 0.001 

Return on Investment → Brand Satisfaction 0.262 3.483** 0.123 

Service Excellence → Brand Satisfaction 0.535 6.073*** 0.352 

Brand Satisfaction → Brand Commitment 0.688 15.467*** 0.899 

Brand Satisfaction → Brand Love 0.703 17.453*** 1.359 

Brand Commitment → Brand Love 0.256 5.261*** 0.181 

Brand Satisfaction → Customer Citizenship 

Behavior 
0.097 0.932 0.005 

Brand Commitment → Customer Citizenship 

Behavior 
0.433 5.539*** 0.183 

Brand Love → Customer Citizenship Behavior 0.267 2.517* 0.030 

Note: * p<0.05. ** p<0.01. *** p<0.001. 

 

Adjusted R-squared, a modified version of R-squared, adds precision and 

reliability by considering the impact of additional independent variables. Table 9 shows 

that the explanatory power of customer experience value for brand satisfaction was 

73.5%. The explanatory power of brand satisfaction for brand commitment was 47%. 

And the explanatory power of two latent variables (brand satisfaction and brand 

commitment) for brand love was 80.6%. At the same time, the explanatory power of 

three latent variables (brand satisfaction, brand commitment, and brand love) for 

customer citizenship behaviors was 53.5%. The explanatory power of customer 

citizenship behaviors for helping, advocacy, tolerance, and feedback was 69.3%, 77.1%, 

39.6%, and 67.7% respectively. Therefore, the pattern explains the degree of potential 

variables well.  

Apart from estimating adj. R2 for assessing predictive accuracy, this study 

calculated Stone-Geisser’s Q2 value to examine the cross-validated predictive 

relevance by using the blindfolding procedure (Hwang et al., 2018). Thus, when the Q2 
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value of an endogenous latent variable is greater than zero, it can be considered that the 

PLS path model has a predictive correlation to the construction. Table 9 shows that Q2 

values of the eight endogenous variables meet the acceptable levels to confirm the 

predictive relevance of the model (brand satisfaction = 0.584, brand commitment = 

0.372, brand love = 0.660, customer citizenship behavior = 0.262, helping = 0.505, 

advocacy = 0.653, tolerance = 0.310, and feedback = 0.501). 

 

Table 9 The results of predictive validity. 

Dependent variables Adj. R2 Q2 Q2 Predict 

Brand Satisfaction 0.735 0.584 0.720 

Brand Commitment  0.470 0.372 0.392 

Brand Love 0.806 0.660 0.658 

Customer Citizenship Behavior 0.535 0.262 0.447 

Helping 0.693 0.505 0.231 

Advocacy  0.771 0.653 0.466 

Tolerance  0.396 0.310 0.156 

Feedback 0.677 0.501 0.270 

 

Figure 3 Structural path coefficients. 

Note: * p<0.05. ** p<0.01. *** p<0.001. 
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Based on Table 8 and Figure 2, the results of our hypothesis testing are as follows 

(Table 10). 

 

Table 10 The hypothesis test results. 

Hypo-

thesis 
Path Results 

H1 Aesthetics Value → Brand Satisfaction Not supported 

H2 Playfulness → Brand Satisfaction Not supported 

H3 Return on Investment → Brand Satisfaction Supported 

H4 Service Excellence → Brand Satisfaction Supported 

H5 Brand Satisfaction → Brand Commitment Supported 

H6 Brand Satisfaction → Brand Love Supported 

H7 Brand Commitment → Brand Love Supported 

H8 Brand Satisfaction → Customer Citizenship Behavior Not supported 

H9 Brand Commitment → Customer Citizenship Behavior Supported 

H10 Brand Love → Customer Citizenship Behavior Supported 
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5. Conclusions  

This study contributes to the existing literature on tourism and hotel brand 

management by examining the relationships among customer experiential value, brand 

satisfaction, brand commitment, brand love, and customer citizenship behavior. And 

through the analysis of the research results, answers the three research questions raised 

in the introduction. 

Besides, the findings provide a theoretical framework that provides a useful 

construct for the travel industry, adding new insights into the importance of managing 

the luxury hotel experience. This study demonstrates the influence of customer 

citizenship behavior on tourism and hotels, especially the influence of customers' brand 

commitment and brand love on participating citizenship behavior. Therefore, it 

provides a wide range of insights into brand management and marketing theories for 

tourism and hotel settings. 

Because of the increasing importance of customer citizenship, practical guidelines 

for service providers to develop and maintain positive attitudes and voluntary behavior 

towards the hotel and tourism industry are also explored as follows. 

 

5.1 Theoretical Implications 

This study applied the experiential value in the retail environment to luxury hotels, 

and examined the concept of multi-dimensional experiential value in the hospitality 

field.  

Past research on customer experiential value and satisfaction has proved that both 
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intrinsic values (aesthetic value and playfulness) and extrinsic values (return of 

investment and service excellence) were positively correlated with satisfaction (Lee and 

Bang, 2004; Wu & Liang, 2009). However, in the results of this study, only return of 

investment (ROI) and service excellence, two extrinsic values, were positively 

correlated with brand satisfaction. This is because this study is conducted in the context 

of luxury hotels, where customers have higher requirements for service quality and 

return on investment (time and effort) (Harkison et al., 2018). Secondly, the survey 

objects of this study are Chinese tourists, who pay more attention to human interaction 

in the sense of experience (Chen et al., 2020), namely the extrinsic value. Also, the 

sample group collected in this study is generally the younger generation, who do not 

have a lot of assets and savings, so they think the return on investment in money is more 

important (Investopedia, 2020). 

Secondly, this research also found that brand satisfaction could promote brand 

commitment and brand love. And it is interesting and noteworthy that brand 

commitment could also enhance brand love. This is consistent with many previous 

studies (Erciş et al., 2012; Wang et al., 2019; Sallam et al., 2015). Thus, the contribution 

of this thesis is to revisit and re-examine these relationships and show the specific group 

of people that can also prove the hypothesis. And these findings shed light on the role 

of brand satisfaction and brand commitment in the hospitality industry, so improving 

brand love can begin with promoting brand satisfaction and commitment. 

At the same time, some scholars previously studied the relationship between 

satisfaction and customer citizenship behavior (CCB), or the relationship between 
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commitment and CCB (Assiouras et al., 2019; Bove et al., 2009; Chiu et al., 2015), but 

did not combine the study of brand love. This thesis explored the multi-dimensional 

relationship between brand satisfaction, brand commitment, brand love, and CCB, 

which makes up for the gap in this field. The results of this study found that brand 

commitment and brand love had a direct and positive impact on CCB, but brand 

satisfaction had no direct impact on CCB. That's because they have different properties. 

Brand satisfaction is the accumulation of customer evaluation (Day, 1984; Grisaffe & 

Nguyen, 2011). While brand commitment can promote and maintain the positive 

actions of customers (Gruen et al., 2000; Wilson & Mummalaneni, 1986), brand love 

can explain and predict the changes in consumers' subsequent behaviors (Batra et al., 

2012). By contrast, brand commitment and brand love were more associated with CCB. 

Meanwhile, the research results also well in accord with the social identity theory, that 

is, individuals who are committed to a brand will commit themselves to actions that 

support the brand (Dutton & Dukerich, 1991). This also laid a solid foundation for the 

proof of the relationship between brand commitment and CCB. 

Also, it is worth mentioning that this study did not use direct survey items to 

measure CCB, but divided it into four components (helping, advocacy, tolerance, and 

feedback) and used second-order factors to indirectly analyze it. This is because CCB 

itself is a reciprocal behavior (Choi & Hwang, 2019), it is not a single dimension, and 

it is more effective to analyze the results with four different types of behaviors. The fact 

also proves that CCB is positively correlated with all four dependent variables (Figure 

3). 
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Therefore, this research contributes to the following four major areas of hospitality 

and tourism research:  

1. customer experiential value, 2. brand love, 3. customer citizenship behavior, and 

4. provision of guideline for tourism and hospitality service managers. 

 

5.2 Practical Implications 

More and more customers tend to choose to experience a variety of products and 

services in the hotel and tourism industry. These managers need to focus on developing 

customer-brand relationships to achieve sustainable and stable growth in competition. 

And the results of this study provide some management enlightenment for service 

enterprises. 

First, hotel managers should design a brand experience that reflects the real needs 

of consumers. Emphasize the extrinsic value in consumer experience or human 

interaction. It is recommended that hoteliers improve brand satisfaction by making 

consumers feel that there is a potential return on their active investment. And the luxury 

hotel industry must constantly challenge and update itself to create an experience that 

meets the ever-changing expectations of its customers. Hotel managers or marketers 

can combine service performance with consumer interaction to create an overall 

valuable experience for customers.  

Luxury hotels can simply start with what they are good at and then go the extra 

mile to make a real difference. In view of the fact that consumers' experience value, 

hoteliers should grasp the utilitarian mentality of consumers to maximize the financial, 
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time, behavior, and psychological resources of potential returns, namely the display of 

efficiency and economic value. The hotel can launch some preferential activities or 

membership activities to meet the economic and psychological needs of consumers. 

And hotel managers can provide consumers with some rental cars, free shuttle buses, 

and tour guide services, so that consumers can save time and better experience the hotel 

services. The second is the service performance and professional level of hotel 

practitioners. Employees' behavior is considered to be an important factor in perceived 

service quality, so special attention should be paid to employees' continuous attitude, 

behavior, and selection and training of professional knowledge, as suggested by Wu et 

al. (2014). When they meet the expectations of consumers, their satisfaction with the 

brand will also increase. 

Besides, the hospitality industry is very competitive, hotels need brand love to 

make their brands stand out. From brand satisfaction and brand commitment to brand 

love, it shows that hoteliers can enhance brand commitment and love by improving 

customer brand satisfaction, thereby realizing brand extension and co-creation of 

products and services. Hotels need to consider more about brand commitment and brand 

love. Because customers will not become ambassadors for a brand just because it 

satisfies their experience. Hotel managers need to encourage more commitment and 

love from their customers, which results in CCB.  

It is also worth mentioning that an important issue for marketers is how they can 

encourage their customers to voluntarily generate subsequent citizenship behavior that 

will benefit their hotels. A big challenge for hospitality and the tourism industry is that 
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while they need help and advice from customers, they can't force them to volunteer. 

However, as this study shows, hotels can address this challenge by understanding brand 

commitment and the importance of brand love. Of course, companies can't directly 

influence or change customer citizenship behaviors, but they can adjust their ways to 

enable and facilitate customers to generate post-experience consequences or 

evaluations to enhance CCBs. In this way, hotel managers can not only encourage 

customers to provide more information or give more active feedback, but also improve 

the reputation of the brand, help the brand publicity, enhance the acceptability of 

customers' tolerance of service failure, and help the brand to resist negative information. 

Ultimately, it will improve the service quality, brand reputation, and market share of 

the entire hotel brand. 

During COVID-19, the hotel can add a variety of technical support during the 

service process to ensure the quality of service while reducing human contact and 

ensuring customer satisfaction with the hotel. Such as hotel service robots, contactless 

payment applications or contactless cards, and other digital payment means, as well as 

keyless check-in, tactile elevator, etc. Besides, hotels must regain the trust of their 

customers during the specific period. For example, Four Seasons announced a new 

health and safety program during the COVID-19 period, in partnership with Johns 

Hopkins Medicine International. They were also the first to provide free rooms for 

medical staff. This greatly increases customer satisfaction and commitment to their 

brand, which in turn increases love for the brand. 



47 
 

In summary, the findings of this study suggest how marketers can use brand 

commitment and brand love to encourage CCBs and performances (helping, advocacy, 

tolerance, and feedback). Therefore, managing customer experience and citizenship 

behaviors, as well as creating brand commitment and brand love, are the key conditions 

for the brand to remain prosperous. 

 

5.3 Limitations and Future Research 

While this study has important implications for academics and hotel practitioners 

alike, it is subject to the following limitations. First of all, this study took luxury hotel 

brands as the object of study to investigate the possible antecedents and consequences 

of customer citizenship behavior. Therefore, the findings were limited to the luxury 

hotel environment. Further study can apply these concepts to other service industries 

such as restaurants, cruises, and theme parks for better understanding.  

Second, the sample was limited to the perspective of Chinese customers. Previous 

studies have proposed the impact of customer demographic factors on brand-related 

behaviors. At the same time, Covid-19 has affected the travel of tourists, especially 

when traveling abroad, so most of the luxury hotels experienced by respondents in this 

survey were in mainland China and Macao, which is already open for free travel. And 

the distribution of luxury hotel brands in the mainland has a certain impact on customer 

evaluation. Furthermore, the impact of customer experiential value on brand 

satisfaction may vary from region to region. Therefore, future research objects can 

extend the framework to customers in different countries. And cross-cultural case 
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studies, focus groups of general hotel customers, and interviews with luxury hotel 

employees will benefit future investigations.  

In addition, due to time constraints, few questionnaires and valid questionnaires 

were collected in this study. In future research, the time and scope of the investigation 

can be extended. Finally, the author used an online survey to collect data. Although 

online surveys offer practical benefits, it may have to do with self-selection bias. For 

future research, field experiment design can effectively solve self-selection bias. 
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Appendix: 

Appendix I 

A Study on Brand Love and Customer Citizenship Behaviors of Chinese 

Customers in Luxury Hotels 

中国顾客对豪华酒店品牌挚爱和公民行为的研究 

 

Hello! I am a postgraduate of International Integrated Resort Management 

Program at the University of Macau. I am currently conducting a study on how hotel 

experience would eventually influence customers’ citizenship behaviors (e.g., 

helping others, criticizing, tolerant failure, WOM, and resisting negative information), 

which specifically analyzes the consumption or purchase experience of Chinese 

customers in luxury hotels. It will not take more than 10 minutes to complete the 

questionnaire. All the data of this questionnaire are only for the purpose of this 

academic research. And the information will be kept strictly confidential. Thank you 

very much! 

If you have any questions or inquiries, please feel free to contact me through my 

email: mb84677@um.edu.mo or Dr. Choe Yeongbae (ychoe@um.edu.mo) 

 

您好！我是一名来自澳门大学国际综合度假村管理硕士课程的学生，目前正

在进行一项“酒店体验如何最终影响顾客公民行为”的研究(例如,帮助别人,批

评,容忍错误,口碑宣传和抵制负面信息),该项研究以中国顾客在豪华酒店的消

费或购买体验为具体分析内容。完成本次问卷的用时不会超过 10 分钟，全部问

卷数据仅供本次学术研究使用，信息会严格保密，谢谢！ 

如果对此调查有任何疑问或咨询，请随时通过邮箱与我联系：

mb84677@um.edu.mo 或 崔榮培 博士 (ychoe@um.edu.mo) 

  

mailto:mb84677@um.edu.mo
mailto:mb84677@um.edu.mo
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Part 1: General Preference 

第一部分：一般偏好 

The below questions are for your choice and preference when you make a reservation 

for the hotel. 

以下问题是您在预订酒店时的选择和偏好。 

 

1. Have you been to a hotel for any purposes (e.g., accommodation, catering, meeting, 

or entertainment) in the past three years? 

在过去三年里，你有沒有因任何目的（例如：住宿、餐饮、会议或娱乐）而去过

酒店? 

□Yes, I visited a hotel within the last three years. 

有，我在过去三年里曾去过酒店。 

□No, I do not have any hotel experience in the last three years. (Skip to the end of the 

questionnaire) 

没有，过去三年内我没有过任何酒店体验。 
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Luxury hotels are generally referred to as five-star or super five-star hotels with a 

superior location, 24-hour room service, spacious space, first-class infrastructure, and 

business facilities, high-quality food, and providing guests with privacy, security and 

highly customized services. In addition, the luxury hotel has added additional luxury 

services, with high interaction and engagement between staff and guests, making guests 

feel at home. 

World-famous luxury hotel brands are: Four Seasons, the Peninsula, Aman, 

InterContinental, Mandarin Oriental, the Ritz-Carlton, Banyan Tree, Waldorf, Jumeirah, 

St. Regis, etc.     

豪华酒店一般是指五星或者超五星级的，具有优越的地理位置、24 小时客房服

务、宽敞的空间、一流的基础设施和商务设施、高质量的食物，以及为客人提供

隐私、安全和高度定制化服务的酒店。除此之外豪华酒店还增加了额外的豪华服

务，员工和客人的互动和参与度都很高，让客人有宾至如归的感觉。     

世界著名的豪华酒店品牌有：四季、半岛、安缦、洲际、文华东方、丽思卡

尔顿、悦榕庄、华尔道夫、卓美亚、瑞吉等等。 

 

2. Have you visited any of hotel brands in the below in the last three years? Please select 

all that apply.   

在过去三年里，您曾到访过哪些酒店品牌？请选择所有适用的选项 

□ Four Seasons 四季  

□ the Peninsula 半岛  

□ Aman 安缦 

□ InterContinental 洲际 

□ Mandarin Oriental 文华东方 

□ the Ritz-Carlton 丽思卡尔顿 

□ Banyan Tree 悦榕庄 

□ Waldorf 华尔道夫 

□ Jumeirah 卓美亚 

□ St. Regis 瑞吉 

□ Grand Hyatt or Park Hyatt 君悦或柏悦 

□ Conrad 康莱德 

□ Wanda Reign or Wanda Vista 万达瑞华或万达文华 

□ Six Senses 六善 

□JW Marriott JW 万豪 

□The House Collective (the opposite house/the temple house/the upper house/the 

middle house) 居舍系列（瑜舍/博舍/奕居/镛舍） 

□ Bvlgari 宝格丽 

□ Raffles 莱佛士 

□ Lux 丽世 

□ Sofitel/Sofitel Legend/ Sofitel So 索菲特/索菲特传奇/索菲特·索 

□ Fairmont 费尔蒙 

□ Langham 朗廷 

□ Kempinski 凯宾斯基 

□ Regent 丽晶 



65 
 

□ W Hotels W 酒店 

□ Edition 艾迪逊 

□ The Luxury Collection 豪华精选 

□ Wyndham Grand Plaza 温德姆至尊豪庭 

□ Puli 璞丽 

□ Hualuxe 华邑 

□ None of the above 以上都没有＿＿＿＿＿＿ (Skip to the end of the questionnaire) 

 

3. How many times have you experienced the luxury hotel in the past 3 years? Please 

select one. 

在过去的三年里，您体验过多少次豪华酒店？请选择一个。 

□1 

□2 

□3-5 

□6-10 

□11 or more 11 次或更多 

 

4. What are your main considerations when selecting the luxury hotel? Please select all 

that apply. 

在选择豪华酒店时，您主要考虑的是什么？请选择所有适用的选项。 

□Environment 环境 

□Facilities 配套设施 

□Geographical location 地理位置 

□Price 价格 

□Brand 品牌 

□Word of mouth (WOM)  口碑 

□Quality of service 服务质量 

□Previous experience 以往的经验 

□Other 其他＿＿＿＿＿＿＿  
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Part 2: The Most Recent Luxury Hotel Experience 

第二部分：最近的豪华酒店体验 

 

5. In your most recent luxury hotel experience, what was the main purpose of your visit 

to the luxury hotel? Please select all that apply. 

在您最近一次的豪华酒店体验中，您访问豪华酒店的主要目的是什么？请选择所

有适用的选项。 

□Leisure 休闲放松 

□Business 商务会议 

□Visit relatives or friends 探访亲友 

□Other 其他＿＿＿＿＿＿＿ 

 

6. In your most recent luxury hotel experience, which aspect of the luxury hotel did you 

mainly experience? Please select all that apply. 

在您最近一次的豪华酒店体验中，您主要体验了豪华酒店的哪些方面？请选择所

有适用的选项。 

□ Accommodation 住宿 

□ F&B 餐饮 

□ Entertainment 休闲娱乐 

□ Meeting/Exhibition/Convention 会谈/展览/会议 

□ Other 其他＿＿＿＿＿＿＿ 

 

7. In your most recent luxury hotel experience, who were you with to experience the 

luxury hotel? Please select all that apply. 

在您最近一次的豪华酒店体验中，谁和您一起体验了豪华酒店呢？请选择所有适

用的选项。 

□ Family 家人 

□ Couple 情侣 

□ Friends 朋友 

□ Colleagues 同事 

□ Alone 独自 

□ Other 其他＿＿＿＿＿＿＿ 

 

8. In your most recent luxury hotel experience, where did you experience the luxury 

hotel?  

在您最近一次的豪华酒店体验中，您在哪里体验了豪华酒店？ 

□Cities in Mainland China 中国内地城市 

□HK 香港 

□Macao 澳门 

□Taiwan 台湾 

□Foreign countries 外国＿＿＿＿＿＿＿ 
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Part 3: The Luxury Hotel Experience for Customers 

第三部分：顾客的豪华酒店体验 

 

9. Please indicate your level of agreement with the following statements and select one 

for each statement. The degree of agreement ranged from 1(strongly disagree) to 

7(strongly agree). 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。

同意程度从 1(非常不同意)到 7(非常同意)。 

·This luxury hotel had attractive interior design and décor. 

这家豪华酒店有吸引人的室内设计和装饰。 

·The background music was pleasing. 

背景音乐是令人愉悦的。 

·This luxury hotel was thoroughly clean. 

这家豪华酒店非常干净。 

·Employees were neat and well dressed. 

员工们衣着整洁并且非常得体。 

 

10. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·Staying at this luxury hotel made me feel like I am in another world. 

待在这家豪华酒店时，我感觉置身于另一个世界。 

·I got so involved when I stayed at this luxury hotel that I forgot everything else.  

当我待在这家豪华酒店的时候，我十分投入以至于忘记了其他的一切。 

·I enjoyed staying at this luxury hotel for its own sake, not just for the items. 

我喜欢待在这家豪华酒店是因为它本身，而不仅仅是为了它提供的项目。 

 

11. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·Staying at this luxury hotel was an efficient way to manage my time.  

待在这家豪华酒店可以让我更加有效地管理自己的时间。 

·Staying at this luxury hotel made my life easier. 

待在这家豪华酒店使我的生活更轻松。 

·Staying at this luxury hotel fitted with my schedule. 

待在这家豪华酒店符合我的日程安排。 

·This luxury hotel had a good economic value. 

这家豪华酒店有很高的经济价值/是物超所值的。 

 

12. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·When I thought of this luxury hotel, I thought of "excellence". 

当我想到这家豪华酒店时，我想到的是“卓越”。 
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·I thought this luxury hotel as an expert it offered. 

我认为这家豪华酒店是提供这方面服务的专家。 
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Part 4: Customer Post-experience Consequences 

第四部分：顾客体验后的结果 

 

13. Please indicate your level of agreement with the following statements and select 

one for each statement. The degree of agreement ranged from 1(strongly disagree) to 

7(strongly agree). 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。

同意程度从 1(非常不同意)到 7(非常同意)。 

·I am satisfied with my experience at this luxury hotel brand. 

我很满意我在这个豪华酒店品牌的体验。 

·I truly enjoy this luxury hotel brand. 

我真的喜欢这个豪华酒店品牌。 

·I feel good about my decision to experience the service at this luxury hotel brand. 

我对自己决定体验这个豪华酒店品牌的服务感到满意。 

·Using this luxury hotel brand is a good experience. 

体验这个豪华酒店品牌是很好的经历。 

·I am sure it is the right thing to be a customer of this luxury hotel brand. 

我相信成为这个豪华酒店品牌的顾客是正确的事情。 

 

14. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·When I experience this luxury hotel brand, I am committed to maintaining my 

relationship with it.  

当我体验这个豪华酒店品牌时，我致力于维护与它的关系。 

·When I experience this luxury hotel brand, I view my commitment to it as a solid one.  

当我体验这个豪华酒店品牌时，我认为我对它的承诺是坚定的。 

·When I experience this luxury hotel brand, I view my relationship with it as permanent.  

当我体验这个豪华酒店品牌时，我认为我与它的关系是永久的。 

·When I experience this luxury hotel brand, I plan to continue in my relationship with 

it. 

当我体验这个豪华酒店品牌时，我打算继续与它保持关系。 

 

15. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·This is a wonderful luxury hotel brand.  

这是一个极好的豪华酒店品牌。 

·This luxury hotel brand makes me feel good.  

这个豪华酒店品牌让我感觉很好。 

·I love this luxury hotel brand.  

我喜欢这个豪华酒店品牌。 

·Please choose "Somewhat disagree". 

请选择“轻微不同意”。 
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·I am passionate about this luxury hotel brand. 

我对这个豪华酒店品牌充满热情。 

 

16. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·I consider this luxury hotel as my first choice compared to other luxury hotels. 

与其他豪华酒店相比，我认为这家豪华酒店是我的首选。 

·I have a strong intention to visit this luxury hotel again. 

我有强烈的意愿想再次访问这家豪华酒店。 

 

  



71 
 

Part 5: Customer Citizenship Behaviors 

第五部分：顾客的公民行为 

 

17. Please indicate your level of agreement with the following statements and select 

one for each statement. The degree of agreement ranged from 1(strongly disagree) to 

7(strongly agree). 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。

同意程度从 1(非常不同意)到 7(非常同意)。 

·I help other customers when they seem to have problems. 

当其他顾客遇到问题时，我会帮助他们。 

·I teach other customers to use the service correctly. 

我教其他顾客正确地使用服务。 

·I give advice to other customers. 

我为其他顾客提供建议。 

·I assist other customers when they need my help. 

当其他顾客需要我的帮助时，我会帮助他们。 

 

18. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·I encourage friends and/or relatives to experience this luxury hotel. 

我鼓励朋友和/或亲戚来体验这家豪华酒店。 

·I say positive things about this luxury hotel and the employee to others. 

我对其他人说这家豪华酒店和其员工的好话。 

·I recommend this luxury hotel and the employee to others. 

我向其他人推荐这家豪华酒店和其员工。 

 

19. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·I am always patient and wait for the employee to recover from a mistake. 

我总是耐心地等待员工把错误更正。 

·I adapt to the situation when I wait longer than I expect to receive the service. 

当我等待的时间超过预期时，我会适应这种情况。 

·I put up with it when the service is not delivered as expected. 

即使服务没有达到我的预期，我也并不介意。 

 

20. Please indicate your level of agreement with the following statements and select 

one for each statement. 

请指出您对下列陈述的同意程度，并就每项陈述选择一个你认为最符合的选项。 

·When I have feedback about the service, I fill out a customer survey form. 

当我对服务有反馈意见时，我会填写顾客调查表。 

·I inform the luxury hotel about great service received from an individual employee. 

从个别员工那里收到了优质服务，我会告知豪华酒店。 
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·When I have a useful idea on how to improve service, I let the luxury hotel know. 

当我对如何改善服务有有用的想法时，我会让豪华酒店知道。 
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Part 6: Personal Information 

第六部分：个人信息 

We will strictly guarantee your privacy and security of the following personal 

information. All the data are for the purpose of this academic research. 

以下有关阁下的个人信息，我们将严格保证您的隐私安全，所有数据仅为本次学

术研究之用。 

 

21.Are you a Chinese citizen? 

您是中国公民吗？ 

□Yes 是的 

□No 不是 

 

22. Which regions do you currently live? 

您目前居住在哪个地区？ 

Mainland 中国内地 

Hong Kong SAR 香港 

Macao SAR 澳门 

Taiwan 台湾 

Foreign countries 外国＿＿＿＿＿＿＿ 

 

23. Your gender: 

您的性别： 

□Male 男 

□Female 女 

 

24. Your age: 

您的年龄： 

□18-25 

□26-35 

□36-45 

□46-55 

□56-65 

□More than 65 65 岁以上 

 

25. Your highest educational degree: 

您的最高学历： 

□High school and below 高中及以下 

□Undergraduate 本科生 

□Master's degree 硕士研究生 

□Doctor's degree and above 博士研究生及以上 

 

26. Your monthly income (RMB): 

您的月收入（人民币）： 

□Under 5,000 yuan 5,000 元以下 
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□5,000-9,999 yuan 5,000-9,999元 

□10,000-14,999 yuan 10,000-14,999 元 

□15,000-19,999 yuan 15,000-19,999 元 

□20,000 yuan and above 20,000元及以上 

 

Thank you for your answer! 

 


