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and accessibility”. The researchers
comment that the city’s low ratings
may not be surprising given its
vast expansion, hectic image and
poor transportation facilities which
create “logistic inconveniences” for
exhibition attendees.
Chinese visitors rated the exhibition
venue facilities and accessibility of
second-tier cities as “at least on par
with Shanghai”, but non-Chinese
visitors did not rate the destination
features of these cities highly. The
researchers recommend that to
increase their competitiveness,
second-tier cities should focus
on marketing and promoting
themselves to potential international
visitors, while endeavouring to
improve the “service quality and
professionalism of operations”.

Interviews with
Organisers
In the second study, the researchers
interviewed eight owners or
managers of exhibition companies,
two of which organised the two
large international exhibitions
included in the visitor survey. The
interviews explored the factors that
influenced the organisers’ exhibition
venue decisions, including venue,
destination and other factors. The
researchers note that the organisers
generally “take a rational and
holistic approach” to evaluating the
advantages and disadvantages of a
potential exhibition city, balancing
market demand against all of these
factors to varying degrees.
For instance, the organisers were
more concerned about meeting
visitors’ rather than exhibitors’
needs, because they thought that
the latter would “go anywhere”
if there is an opportunity for
business. As visitors are much
harder to attract, the researchers
suggest that finding an accessible
host city with a “good variety
of convenient, high-quality
accommodation” is essential.
Similar to tourism destinations, the
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availability of leisure facilities is also
important in attracting exhibition
visitors. One interviewer noted, for
instance, that Hong Kong “ticks
all the boxes” as one of the few
places in the world with a good
supply of accommodation, good
communication, entertainment,
shopping and no sales tax.

Major City versus
Industrial Base
The organisers were not particularly
concerned about venue factors
when deciding on a location, but the
researchers suggest that this may
be because modern convention
and exhibition centres are widely
available across China, even in
second-tier cities. Accessibility, or at
least the perception of accessibility,
was considered much more
important. One interviewee pointed
out that international visitors would
not choose to go to Hangzhou
because, although it is only a
couple of hours from Shanghai,
visitors who are unfamiliar with
China would perceive the logistics
of getting there as a “hassle”.
Overall, the organisers gave the
impression that China’s secondtier cities are not good enough for
large-scale, international exhibitions
because of their inaccessibility and
lack of drawing power.
In contrast to the visitors, the
organisers considered the cluster
effect to be important in their
decision making. Ideally, the host
city should be a manufacturing
base of the industry, because
manufacturers are more likely
to support an exhibition that
is logistically easier for them
to attend. One interviewer
commented that Hong Kong has
become a successful destination
for consumer goods exhibitions
because it is an “international
hub” for consumer goods trade,
but is unsuitable for machinery
and manufacturing equipment
because it is not a manufacturing
location. However, although being

an industry leader is desirable, it is
not essential. The researchers note
that exhibition organisers may be
better off considering a leading city,
particularly for consumer goods
and services exhibitions that do not
need to be close to manufacturing
bases.

Potential to Expand
With the trend of exhibitions
moving away from traditional
markets in the West, Asia is an
attractive destination for organisers.
As the world’s largest emerging
market, China is leading the
development of Asia’s exhibition
industry and still has plenty of
potential for expansion, particularly
in second-tier cities. Although
these cities may have to make
extensive efforts to convince largescale organisers to select them as
exhibition locations, particularly for
international exhibitions, the study
provides useful guidance on where
to direct those efforts.

POINTS TO NOTE
• China is an important and rapidly
developing exhibition destination.
• Visitors prefer destinations with good
accessibility and leisure facilities.
• Exhibition organisers take visitors’
needs into account more than
exhibitors’.
• China’s “second-tier” cities still lack
drawing power.
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Russian Tourist Satisfaction Hinges on
Hotel Features
The majority of Russian tourists are
highly satisfied with Hong Kong’s
upmarket hotels according to the
findings of a recent study by the
SHTM’s Dr Denis Tolkach and Dr
Tony Tse. A consideration of more
than a thousand online reviews
written by Russian guests revealed
a particular appreciation for Hong
Kong’s spectacular views and
attentive and friendly hotel staff.
Although there are a few negative
issues that hotels may wish to
focus on improving, the findings
present an overall positive picture.

Unknown Russian
Tourist Market
Despite its size and importance,
the researchers note, little is known
about the Russian outbound tourist
market “beyond the numbers”
provided by various industry
reports. Yet, with a population of
144 million and the seventh largest
economy in the world, Russia
has a potentially huge tourism
market. In 2012, for instance,
Russian tourists spent US$53.5
billion, which represents 4.6% of
the world’s tourism market and an
increase of almost 25% on 2011.
The quality of life in Russia has
improved considerably over the
past few years, with the researchers
explaining that while “holiday
travel remains very expensive for
the majority”, Russians make up
a large share of the global luxury
travel market. Many overseas trips
are for business or visiting family
and friends, rather than for leisure,
and Russians often “do not plan
and book far in advance”.

Yet to benefit from this situation,
destinations need to know what
they can do to ensure Russian
visitor satisfaction. Hotels are an
important aspect of a trip, argue
the researchers, whether for leisure
or business, and they contribute to
visitors’ overall travel satisfaction
and return visits. Unfortunately,
visitors tend to be less satisfied with
Hong Kong hotels than many other
aspects of the destination such
as transportation and attractions.
The researchers thus focused on
Russian tourists’ perceptions of
“upscale hotel attributes” in Hong
Kong.

Online Reviews
The researchers collected 1,336
online reviews of four and five
star hotels in Hong Kong written
by Russian-speaking guests. They
then conducted a content analysis
of the reviews to establish what in
particular the respondents found
positive and negative in their hotel
stay experiences.
A majority of the reviews were
written by Russian residents from
Moscow, but there were also a
few from Kazakhstan, Ukraine
and other countries. Not all of the
reviewers indicated the purpose
of their trip, but of those who did
just over 40% were travelling for
leisure and 14% for business. Just
under 30% of the reviewers were
travelling as couples, around 18%
with their families, 16% solo and
7% with friends.
The guests were generally
impressed with the quality of Hong
Kong hotels – almost half gave

the highest rating of 10/10, with
an overall average of 9.15. As this
was higher than the overall rating
by all reviewers, the researchers
suggest that Russian visitors may
have less experience of foreign
hotels and thus may have a “lack
of awareness of the standards of
accommodation outside their own
country”. These high ratings were
also supported by the reviewers’
comments, as 96.8% contained
explicitly positive statements and
less than a quarter made any
negative comments.

Good Location Critical
The most common theme,
mentioned by more than half of the
reviewers, was the hotel location.
Guests were particularly impressed
when they found themselves in
a room with a view of Victoria
Harbour and the Hong Kong
skyline. Some guests also offered
advice to other travellers, such
as to request a room on a higher
floor to ensure a good view. As the
researchers note, such scenic views
are rare in Russia, where most
people do not live near the coast.
The guests were also pleased to
find that their hotels were easily
accessible by “different modes of
transport” and close to shopping
malls. Indeed, the reviewers advise
hotels to make the best of all
aspects of their locations. A hotel
swimming pool, for instance, can
be quite a draw, especially as few
Russians get to experience an open
air pool at home, so if possible it
should have a scenic view.
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Breakfast is the Most
Important Meal
The Russian guests also had
mainly positive things to say
about the food and drinks served
in Hong Kong’s upscale hotels. A
quarter of the reviewers specifically
mentioned breakfast, with one
describing it as “great”, with a
“huge variety” of dishes and types
of cuisine that made it “impossible
to stay hungry”. The researchers
explain that while many tourists
who are interested in learning
about the local culture will choose
to eat lunch and dinner outside the
hotel, breakfast is usually taken at
the hotel and can “set the mood for
the day”, so hotels are doing well
to satisfy guests.
When it comes to room amenities,
the researchers reveal that
the “bed appears to be more
important than the bathroom”
for Russian guests. Room quality
overall attracted almost as many
positive as negative comments,
indicating that although it is a
“highly important” aspect of guest
satisfaction it can be “challenging to
meet guest expectations”. Features
that attracted positive comments
included modern fittings, large
rooms, comfortable beds and
positive details such as flowers in
the room. The guests surveyed
were less impressed if they
perceived something was missing,
such as hair conditioner or a toilet
brush, and several mentioned the
dampness of their rooms.

Other Facilities and
Services
A lack of clarity about payment
when booking through online
travel agents seemed to “contribute
to confusion and dissatisfaction”
amongst the Russian guests,
even though such problems are
not usually the fault of the hotel.
Still, the researchers argue that
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hotels should make clear the form
and timing of payment to avoid
any confusion, and it can also be
helpful to ask guests about their
preferred payment arrangements in
advance. Some of the issues with
money were related to fluctuation
in exchange rates, which can result
in considerable differences in the
amount paid. However, other
problems were caused by guests
being charged twice, hotels failing
to return deposits and credit cards
being charged without notifying
guests.
The availability of WiFi tends to
be taken for granted these days,
so it is perhaps not surprising that
guests found it “irritating when
they had to pay extra” for such
amenities. However, many of the
guests also appreciated the “friendly
and attentive attitude” of the hotel
staff. The researchers explain that
sincerity is particularly valued as an
important part of Russian culture,
and knowledge of such cultural
nuances can be very helpful in the
hotel sector. Aspects of bad service
mentioned in the reviews included
“apathy, apparent unwillingness
to help” and a “very formal or
distanced attitude”.
Interestingly, few of the reviews
mentioned the hotel brand as
being important, and when it was
it tended to be so in a negative
context. Maybe, as the researchers
suggest, guests have much higher
expectations of international brands
that are difficult for them to fulfil,
or perhaps brands just “lack the
power they used to have”.

Good News for
Upmarket Hotels
Managers of four and five star
hotels in Hong Kong will be pleased
to read that they are providing a
highly satisfactory service for their
Russian guests. Of course, there is
always room for improvement and

the researchers highlight a number
of problem areas that managers
could easily remedy to ensure even
greater satisfaction and the growth
of the potentially huge Russian
tourism market.

POINTS TO NOTE
• Russia presents a potentially large
outbound tourist market.
• Online hotel reviews are a
convenient resource with which to
understand tourists’ preferences.
• Russian tourists generally stay in 4-5
star Hong Kong hotels and rate them
very positively.
• Hotels should emphasise their
location and ensure helpful and
friendly staff.
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No.3-4, pp. 331-354.

How Hotel Loyalty Programmes Can
Boost Brand Relationship Quality
Well-designed hotel loyalty
programmes can increase
members’ satisfaction and improve
the quality of their relationships
with the associated brands,
according to Dr Ada Lo of the
SHTM and her co-authors. In
a recently published article the
researchers highlight the loyalty
programme features that are
most effective for building brand
relationship quality (BRQ), and
how BRQ contributes to outcomes
such as members’ word of mouth
recommendations and purchase
intention.

Customer Relationship
Management
The researchers explain that
many hotel chains offer loyalty
programmes as a means to “reward
frequent customers, generate
information about customers,
manipulate customers’ behaviour”
and compete with other hotels.
Although these programmes are
expected to build business in
various ways, in reality customers’
behaviour does not actually change
much once they become members.
Nevertheless, many hotels continue
to offer loyalty programmes as
customer relationship management
strategies.
Despite the large amounts of
attention paid to the quality of
relationships between employees
and customers, those between
customers and hotel brands are
little understood. This seems
surprising, argue the researchers,
given that BRQ reflects a
customer’s “strong emotional and
motivational tie with a brand”.
Although similar to brand loyalty,

BRQ is considered to be richer
because it is a better indicator of
the customer’s relationship with
the brand over time and can lead
to higher purchase intention,
increased business and income
for the hotel, and better customer
retention.
Given the lack of a clear
definition of BRQ, the researchers
suggest that it comprises three
dimensions: trust, satisfaction
and commitment. Trust indicates
a person’s confidence in and
willingness to rely on and maintain
a relationship with an exchange
partner. Satisfaction refers to how
well customers evaluate a good or
service over time relative to their
expectations. Commitment refers
to the customer’s willingness to
develop a relationship with the
brand over time and is vital for
building and maintaining a positive
relationship with the company.

Active Programme
Members
In an effort to investigate the
antecedents and consequences of
BRQ among loyalty programme
members, the researchers
surveyed the active members of
a programme offered by “one of
Asia-Pacific’s leading luxury hotel
groups”. They targeted roughly
equal numbers of participants
from each of the programme’s
three membership levels: basictier members, who had stayed at
one of the group’s hotels between
1 and 19 times within a calendar
year; mid-tier members, who had
stayed between 20 and 59 nights
in at least 2 of the group’s hotels;
and top-tier members, who had

stayed at least 60 nights in two or
more hotels.
An online questionnaire asked how
satisfied the members felt with the
programme’s hotel-related and
non-hotel related benefits. It also
measured the three dimensions
of BRQ and three relationship
outcomes: word of mouth, share
of purchase and willingness to
serve as a marketing resource.
Of the 920 respondents, more
than 80% were men, and around
60% were aged between 36
and 55. Their levels of education
were generally high, with
correspondingly high income levels
– almost 30% earned at least
US$14,000 a month. Around a
third of the members were from
the Greater China region and more
than a quarter were European.
Although more than half had been
members for less than two years,
almost a quarter had held their
membership for six or more years.

Building Relationship
Quality
The researchers found that BRQ
does indeed consist of trust,
satisfaction and commitment. On
this basis, they examined which
aspects of the loyalty programme
were most effective in building
BRQ. Membership communication
was found to have the strongest
effect, confirming the importance
of “communication with customers
in enhancing trust and other
relationship quality dimensions”.
The researchers suggest that hotels
should make use of this finding by
developing targeted and relevant
communications exclusively for
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