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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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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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members with different tiers of
membership. They also propose
that hotels make better use of
social media, along with emails
and text messaging, to facilitate
direct interactions and better
engage customers with the brand.
Customer relationship
management activities, particularly
those related to employee
customer orientation, are also
important for hotels seeking to
build BRQ, argue the researchers.
Given the critical role of hotel
employees in building trust with
customers, hotels need to ensure
that staff members are willing to
prioritise customers and “tailor
their different needs and wants
during face to face encounters”. As
customer orientation is important in
Asian countries, which emphasise
the “long-term development of
relational bonding and trust”, the
researchers were not surprised to
find that the Asian members of the
loyalty programme preferred to
build relationships with employees
who put customers first before
engaging in a business transaction.
Trust can also be gained when
employees deliver the service
as promised by the brand. The
researchers note that hotels could
make use of internal programmes
to ensure employees understand
the brand’s promise to customers,
and they need to hire staff with
the “right attitude” and train them
well. Well orchestrated internal
communications could also be
used to effectively disseminate the
brand’s message to employees
around the world.

Word of Mouth
Promotion
Loyalty programme members with
stronger BRQ indicated that they
would be willing to recommend
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the hotel brand to others and
would stay in the group’s hotels
more often. However, BRQ may
not always have positive effects.
Against their expectations, the
researchers found that those with
stronger BRQ were somewhat
less willing to serve as marketing
resources for the brand as they
were reluctant to allow their
personal information to be used.
Word of mouth recommendations,
however, were another matter
because they were spontaneous.
The researchers suggest that
hotels could make use of this by
“encouraging their customers to
be advocates for their brands via
social media”.

Avoiding Adverse
Effects
Well-designed programmes can
enhance member perceptions of
the brands involved and the loyalty
programmes themselves, but the
researchers also emphasise that
poorly designed programmes can
produce adverse effects. Hotels
that already offer or are considering
introducing loyalty programmes
should thus pay careful attention to
the features they contain.

POINTS TO NOTE
• Brand relationship quality comprises
trust, satisfaction and commitment.

Right Audience Critical for Destination
Marketing Mini-moves
Destination marketers interested
in how to produce effective
mini-movies to market travel
destinations need to ensure that
they target the right audience,
show the SHTM’s Tianyi Gong
and Dr Vincent Tung in a recently
published research paper. Minimovies are an increasingly popular
and effective form of advertising,
the researchers observe, but
many current efforts are missing
the mark. Indeed, in some
circumstances mini-movies may
actually have the opposite of the
intended effect on the destination’s
image.

Customers Prefer
Immediate Rewards

• Customer orientation, membership
communication and hotel-stayrelated benefits enhance that quality.

It is important for hotels to know
what types of rewards they
should offer through their loyalty
programmes. The researchers
found that members generally
prefer immediate rewards,
which include features such as
priority check-in, room upgrades
and discounts, that guests can
immediately redeem during their
stay.

• Members with strong brand
relationship quality are more likely to
recommend hotels.

Mini-Movies as
Advertising

• Brand relationship quality may
reduce members’ willingness to be
used as marketing resources.

Mini-movies have recently become
a popular way for marketers to
promote destination brands. The
researchers explain that a minimovie is a trailer-length video that
“blurs the line between advertising
and entertainment” by integrating
the product message into the plot
to better engage the audience.
They differ from promotional
videos in that they generally
emphasise “cinematic esthetics
and film attributes” and present
storylines focusing on the “place,
protagonist, and plot” rather than
on the landscape and scenery of a
destination.

Loyalty programme managers
could benefit from this by placing
more emphasis on immediate
rewards and offering more
distinguishable benefits that
differentiate the brand from
competitors. The researchers
note that managers could use
importance-performance analysis
to identify the benefits that
members value most, and may
need to take into account the
differences in preferences between
baby boomers and millennials,
as the latter are becoming more
important in the hotel business.
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The idea is that as viewers become
absorbed in the story, they are
“transported into a fantasy world”
that enhances their emotional
response but reduces their critical
thought. Similar to film tourism,
moviegoers are motivated to travel
to a destination by viewing the
characters, actors, plot and setting

portrayed in the movie. Unlike a
full-length movie, however, minimovies are usually only around
3-10 minutes long and have much
lower production costs. This, the
researchers note, make them
very appealing to “emerging and
growing destinations” that do not
have the resources to produce bigbudget films.

Motivation and
Reactance
The researchers also speculated
that the influence of mini-movies
on evaluations of destinations
might depend on viewers’ travel
motivation, or the extent to
which they are aware of, and
act on, their needs. In addition,
the effectiveness of any form of
advertising can be reduced by
“reactance” – that is, individuals
may resist persuasion if they feel
that advertising is attempting to
control their behaviour or eliminate
their freedom of choice.
However, the researchers also
hypothesised that mini-movies
could “reduce consumers’
resistance to embedded brand
promotions” because they tend
to be viewed voluntarily, usually
through online advertising channels
or video-sharing websites such as
YouTube. Moreover, the “narrative
storytelling” format means minimovies are less likely to be
regarded as attempts to persuade.

Viewing Peru
To determine whether motivation
on the one hand and recognition

of persuasion on the other have
considerable influences on the
impact of destination marketing
mini-movies, the researchers asked
a group of 156 students to watch
a mini-movie entitled “Whatever
you need is now in Peru”. Created
by the Peru Tourism Board, the
mini-movie features a hardworking businessman watching a
video he made 20 years ago when
he was a young adult travelling
through Peru. This seemed a
particularly apt movie because it
features landscapes, historical and
archaeological sites, activities and
facilities that are useful for tourists’
evaluation of destination images.
Furthermore, the destination and
marketing nature of the movie are
not revealed until the end.
Of the 156 viewers, most were
aged between 21 and 25, as
young people of this age group
were considered an appropriate
target audience. They were
randomly assigned to one of four
groups. The researchers asked
half of them to write about their
“most enjoyable and memorable
tourism experience” to prime their
motivation to travel, while the other
half were asked to write about
their morning routine. After being
assigned to a group, half of each
group received information about
the advertising nature of the video,
describing it as “a perfect platform
to . . . convince the audience to
come and visit Peru”. The other
half did not receive this disclosure,
and were merely asked to watch
the video.
After the movie, the viewers
answered questions designed to
evaluate what Peru has to offer as
a tourism destination in terms of
safety and comfort, interest and
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