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Hotel brand value by the implementation of a digital-based untact service: The case of
luxury hotel room division
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ABSTRACT : Based on the expectation confirmation model, this study analyzed the relationships
among Al service characteristics, choice confirmation, vicarious satistaction, self satisfaction, and hotel

brand value. In order to test the research model, this study conducted a survey with hotel guests of
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five-star hotels that implemented Al service in the Republic of Korea. A total of 384 valid surveys were
analyzed through structural equation modeling. The results showed that two functional characteristics of
the Al service (ie., convenience and enjoyment) positively affected the choice confirmation of the hotel
guests. Results also indicated that a social characteristic of the Al service (i.e., new normal receptivity)
positively affected the choice confirmation of the hotel guests. Findings also showed that the
psychological characteristics of Al service (i.e., digital efficacy) positively affected the choice
confirmation of the hotel guest and, in turn, choice confirmation positively affected both vicarious
satisfaction and self satistaction. Finally, both vicarious satisfaction and self-satisfaction positively
affected hotel brand value. Theoretical implications of the study and marketing strategies to management
for the Al service of luxury hotel rooms were suggested at the end of the study based on the findings
of the study.

Key words : Expectation Confirmation Model, Al Service Characteristics, Choice Confirmation, Vicarious
Satisfaction, Self Satisfaction, Hotel Brand Value

[.A & AtH(Kervenoael, Hasan, Schwob, & Goh,
2020).

SR E g AEE Aosshe dd AeAS Al =ddel me o9 BAE 7
E AH]~(untact service)7} Al=$ sz tiel A A2 7L Rl 7] Zsto] AAlE
o7 SR 2 F2S uy Juh(UEE - T U 7R PR A 83} 7
HEZ - 23] - S-S 2020). AAZ AH] dE o]2(el: 7RIt #ERd, VlesdR
A5 AYE Mu| 27} Bo] Aew Hof 2 5 B, A2 F)3 vwalE v PEA|2~E
U2 sEB0E(3] 9%)E e uForn 21 o AEKA o FHE FHIA - £AE,
JtHENE RUH, 2018). o|#g Wisl= Al4  2014). EZF, HAES Jpx|eh #HE o] E(d:
2 el g7 TAE 78k dEE Au] A FH-E7 A}&o]E, CBSBERHY, VABe|&
Fe2 Yehtz glom, 219 Ay st 9 HaslE w AHjrke] XA % A
o2 Q3 B % 7%k 2 vh(Li, Yin, Qiu, S5 o3 Bal= 71A] g AR+ v
& Bai, 2021). @A &= g J)e 3 € HolA 2 AoliE Adnh. wepA o] 2d
oA olZASL ol7te] < W oxsE =& < AFAT AH| 2 o] & T A EH o7 Ve
Fds] AL YA 5 glon], g 9= & Ik 39 HAs K 2ge A7 s
A% F Uz #E UchBuhalis &  AEE o184 wigel @ & gk wele] Fa
Moldavska, 2021). EAkdle] olFx]% A W82 ML A BA| 2~Elof] thg Abd 7o)<}
B A A U 24 A977) 71 gl E Aoy, vl wste] 7S & TS AA A& s
Ao WYL d4st] e A& &7 FAd= Ao, JdEd dFE A=
AL AFET. oA THEL AFAT Ay APWELE FUisle] &2 Sirk(e]xls
22 B3 s S A wata glon 7199 A 23 - Adx, 2019a).
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AT ALY &5 ofm g =R AdeA
e §58olH, A9 (self satisfaction)
< A7) AR s AR4le sl tisl S0 o
2 dAdote] e FEF|T (PR - HE

©

AT AH] 25 o] 83 Aol 2easel ol
& nr=sto 24 s tia) A& o7 o]est

o|29] A WA A&elmeA Td

g AaAES B VHAE FEShe BRE
59 g4 Exoltd(Mansilla, Contri, &
Cantallops, 2019). o]gj3t 58l B = 713

£ ge vasg Juge onAs G4

ZollA Fel3 AXE AMsle ° 259 2
224 w9 F83HChen & Chen, 2010).
E3] AF7H olE BAE F&g olgsls F
Aol FEol weh AA FHeEHo g

(Chang & Ma, 2015), @& Al ol
g AT T MH|2E BT 2 AgE & gl

<A Asd77t a7,
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7|digI 2 E (expectation confirmation model)
< AvzEEEAT A Oliver(1980)7F B #
gk 7t =Hilo] 2ol 7] ZshH, A HA| 28 8kl
Bhattacherjee(2001)°l 23 7WE= ALt o]
Tae 289l AH| 2 S CA A HA]2~E] 4]
2] PF& dS3r] fal AtE $7] mdo]
o, AIZte] 55l wht 7|igrEe] Wstete A
H] 2ol g AL -5 Ak (Yang & Jiang,
2020). 29 A &2 LBxpF HEA A~
Bl AE2~E o] &g $ ARHZIH 9L vl asto]
71t 84l (expectation confirmation)< 3k,
olelgh ghlo] Afr|2of thgk T (satisfaction)
= AA HFAHo® A% %E(continuance
intention) & #Aste dH9 FHFS dort
(Bhattacherjee, 2001).

WA tAE Fobet #ed rgigilnd
o] tjEAQ A7E°] Jth(Bukhari, Ghoneim,
Dennis, & Jamjoom, 2013; Kim, Bae, &
Jeon, 2019; Nam, Baker, Ahmad, & Goo,
2020). B3 UAE FofelA 7R
de HEA 2] S8R S AFete ol F&
& AFEd F PR AAEHI Ark(e]xlE]
¢, 2019a). 53] 71&] 779 #EEY,
71ET8 Y, Ao T B HA|2H
HZx olgd mX& JFgadd WS A
Hh | 7))kl e H| A B oA PHAA
dlo] 244 0|88 7}x3H(Bhattacherjee,
2001). =3 "AE 7l = nhE 2=
727 A& getelr] g B0 R 7|
Arde vle 7ix)9F E S5 AlE
°]&, CBSBE(customer based service brand
equity) ®4l, VAB(value attitude behavior)
ol T tE2A Bt 7HXE HAPHsE
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fol
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2
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TAAH L
e LIESR R

2012). S8 7l gmee] o 59,

o QEAs AHl2 B (AFWS)S g A
Hlmt A o4l JiAE degond 2
Aol A e (18 S o2 & At} ol
@ A e ARA s AH 2~ 58S 2 A
Aoke Weg Fol dRE(IE)37 Ar|w
2(25) & L)) 3}

d ZdiEardd oshH, AdFAT
v~ EA (Al service characteristics)&
do] 3 HA GAQl Mgl sfdE 5
. 4 <1¥A]S (artificial intelligence)
19561 7= hEM 2 (Dartmouth) thgare]
A A1ZFeE Q17| A1F 75 ek 71A AT
NN FelEden, ZAEE, dA, FE o
Nes 2 AlaElE wath(Zhang & Lu,
2021). o= AFsstd AHEA EAlw e W
F AH AsAgo] Thssithe AolA dnt
ARI7|=2 3A g2, e5g AMHlx il
T8 930l HUHQiu, Li, Shu, & Bai, 2020).
AH 22 Ao A e 2utEZ7], AR, 54 29
A, Ml 25 T OFd G339 AT A
H27b 3 glom, O 34 297 = A
T@ol ol & dfAlsta A SR s
Ae T8 252 S0 AAE Sl= stolEA|
MY 22 £33 3 JJtH(McLean, Frimpong,
& Barhorst, 2021).
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, 2020 ¥FAR] - wkgk - o] A - 7
6}, 2011 AR - aAlE, 2013). #
OAE oA QA5 AH| 2~ 542 7]
=Ye] 27|l BE A AFEA] AT
Chae and Kim(2003)d] wa} 7152 EA4
Ak2lA B4 (social
characteristic), 424 54 (psychological
characteristic) Al 7k AFde2 & 4 i},
7]3:z4 E_/a o /\]/\Eﬂ,] /\].ﬁ;gi
58 AHEAe] ALEA gl AlelF 54
& AR WA 24 YR of2ig
TAT MH| 2 B 2HAL A A 9%

= o
& v & glem, AE olgdt w5 o

(functional characteristic),

;ﬂz«l O/\o]

&g WbgE olF & Slo] 1 FLeAo] ARAn
AH Pelau, Dabija, & Ene, 2021). =3}
EEHA WP FHAlRIE S A ¢
TE ot FAE 18T o O]J‘X]b A

A WS olsfiete A2 v

£ £ 31
g3lta B 4 ok (Prentice & Nguyen,
)

T

EI=Y

ox » R rE Jm

fo 4
2
Y
o

o of
N,
ofo olr
o X
=
[»

My S
Jm
o
o =

oo
o U
24 e

¢

oH
B
olf
2
=

=
o
=
_(|){_v‘
o
N
)
yo o X
o o
N
&
&
=
i

)
o &

fr
2 ok
N
e =

> 2 ¥
o >
XN

pa

|
e,
L)
ox

i
ol
il
N

&

e
NERY

>

o

o

oo i
)

ook

=2

_]lm b‘
2,

o
0

o

4

4

X
oo g Ar of

)
(A
N olr O>EI
Ij\l
g
& =
> =
o ¥
RS
o op
_>‘i =
>~O
pod
o
N
B
N
5
ﬂllo mm = 7
N

_>;L il
i)
Y

k&l

e
o
o
I

r

>,
AC)

>,
_Il;rl rr
) O.|>L
)
¥° i d

B

3. AdA
g 7oAl =] ofsbd, A8k (choice
confirmation)2 Zge F Hxl @A 7|

il (expectation confirmation)®l G2
sk, Sale AwlAp) pule el Aalel
P53 Aol thefl ot Ashe FES ¢
afn, ZHAQl «Wé*éﬂl Eee T0tEd
- AZFS 2015). Al o2 YAk} vlw
ot} 57 a7l EH‘J e onlsi,
A4 LS Adait= meo wjsl= 4
Q1 ARzlzteltk(Kiani, Corthell, & Shadlen,
2014). =3, g AdeAEe HsEs o

: O]%Ef‘ﬂ, 2014

A2U19 49 OWWW *n Wi 0474
i MBS (HAE 7]RE AE) 0] ARd

71e) < T8 7}714 EE Hmtm oR Ak

AR
il
o
rr
;9 )
i~
1o
_‘
)
2

TAAo R FEAR]C] olFR|S MH| A T
3 Melskal e olF3AS Afu)A TES AYe



4. dig|ukEa} A7nkE

e 71 Al mdol ofahd, 2] < (vie-
arious satisfaction)# A7 19=(self satisfaction)
2 mdo] A WA @Al v (satisfaction)
o a2 o ATHEAID - &A1 - o734, 2020:
Twenge & Campbell, 2008). TFEL Ak
A4 F8 A7}t AMH| 2 o] &3 & et
£ AvEl A% B 58S W&
n] .« 2584 2015: Koc, Ulukoy, Kilic, Yumusak,
& Bahar, 2017). $41 digln %——?: BE7=
WA A AFA FELZ] AR FoR
21| ohute(avatar) #E AF7F FE
ol £ HAUHQ] Fefzo| FEAH &7t FF
A X3 AS vE dAER wle 1S 9
sk (S, 2019 447 - H84, 2017).

SO 2, AN 27| ARilolu 2kl g
ol 8] =7l &S o]t (Twenge &
Campbell, 2008).

WA gAY Fopet vHd oiEvE
A7) dEA Q] AE0] ATkCRA] - A
3t - et - o], 2019: Chan, To, Chu,
& Zhang, 2014: Kim & Kim, 2020). %4
WA tAE ZofellA devEe g A
A4 AFETE UAY =R T35t 4
© olgta & itk &, AAR e o
WA Rshe WAt AYETE TV A z=
a9 9 7Pl For S5O RN tevE
= 22 F Qv g R, W fAE &
ofof| A AL Ao TEA|IA] eken, o
HEo g w7t AES FUAY dEjoiHE

O:

(early adopter)”7} M2 gAE A|FE o] &
g w24l Anlg el da) =rle v
olgjgt tE|rtEy v
2R3 EHJ—EH el Al ofs & 3
WS olom, g g o] 87 E =
4= slo] % S8ttt (Jahmani, Bourini,
Jawabreh, 2020; Wu, Chiu, & Chen, 2020).
TAACRE YO FA T AH el tf
3 JEurEe 321419 74dy dalko g ol
#HAd i Afuj s 855 Q1FAs AH|AE

B 390 At FEPIgA T 4 Aok
[e)

_x_.o]

o T
&g 3

20 mo mo rlo S o

gE Zldgalndd oahd, 39 Hil=

7} (hotel brand value)& Z4le| vpx|2 ©+

|
Al A< % (continuance intention)el aH
FE o ¢ Base 5% k] A
= )

¥ 9 AH| 25 gt A Aol AlE 4
Au| 29} zpEEel7] el WHE WA g0, A
Q.2 AAE w2 2@ (Kotler &
Gertner, 2002). Bal=o] tigl 7}1x]&= 1980
ddf 2 wpAE A T8 o]fE T &
Rem, 27l A JHXE A=A o
olF ;A Aed FWS xatHA A
0 HAA 2y Soz sdo] sFu|ogrh(o]
Z4 - A3, 2015: Holbrook, 2006). B
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WAE T3k bl gAAQl &S gk (Aaker,
1991; Kotler & Armstrong, 2012).

WY HAE woket BdE Hals JHA
o oAl AFEol UkAAH -
2019; o474 - vhd~7], 2019; Kim, Kim,
Badu-Baiden, Giroux, & Choi, 2021). &
B OAE FopdA BillE 7= gAY
7 WellA nAEe] A Adste BAllsd
g JAAA HJrigtn & 4 g H 7]%94
A ARSA ®sglel| e tAde &8ste
WF FEp7t soivta slow, 7pdad, /‘1‘1']
25 9 oy T3 22 txE 7w A&

o] 19| HAE 7S golFe AoR AT

Fisher, McPhail, Francis, & Thomas, 2016).
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$4€ AFAT Ausg datrFoz Foiat
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A2 o) gl That AT zke] Fgolu], At
34 AYPe AFA%S AUz ool Tt 3
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o
o, AhEA 15 &2 sle BHE E7le
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g Au) 2 289 vasle AEA% Aula

et Ailshe F =2 Ao

Continuance intention

Vicarious satisfaction
— HS5 —  Hotel brand value
Self satisfaction

(Figure 1) Research model
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(Table 1> Survey guestionnaires

Variables Items References
Choi, Wang, and
Convenience 1. The Al serv@ce @n a hotel room is convenient. Sparks(2019),
(V) 2. The Al service in a hotel room is easy to use. Eveleth et al.(2015),
3. The AI service in a hotel room is clear to use. Ogbanufe and
Gerhart(2018)
Han and
Enjoyment 1. The Al service in a hotel room is enjoyable. Yoon(2014),
(BJ) 2. The Al service in a hotel room is fun. Lee et al.(2019a),
3. The Al service in a hotel room is interesting. Rouibah et
al.(2016)
Interactivity 1. The Al service in a hotel room responds quickly. Kim and Lee(2017),
(IT) 2. The Al service in a hotel room answers my questions. Lee(2021),
3. The Al service in a hotel room gives information. Lee(2014)
1. Due to the spread of the COVID-19, I think it is a
New-normal common knowledge to use the Al service in a .hotel room. Baabullah(2018),
Receptivity 2. Dug to the spread of the CO\{IDj19, I think it is a Hwang et
(NR) social trend to use the Al service in a hotel room. al.(2016),
3. Due to the spread of the COVID-19, I think it is a Jeong(2018)
social norm to use the Al service in a hotel room.
1. Due to the spread of the COVID-19, I am responsible H d
. for using the Al service in a hotel room. assar _ar
Social ! Soliman(2021)
R bilit 2. Due to the spread of the COVID-19, I think the use of Ko(2020) Se ’
ESPOLSIDLILY Al service in a hotel room is important for the community. . + SEVEIO,
(SR) X Guimaraes, and
3. Due to the spread of the COVID-19, I think the use of Dellarmelin(ZOZl)
Al service in a hotel room is helpful for the community.
Digital 1.1 havg confidence in using the Al service in a hotel room. Chen and Chen(2010),
Efficac 2. I don't have any difficulties in using the Al service in Hatlevik and
y hotel room. Bjarno(2021)
(DE) a ho - o ) ,
3. I have an ability to use the Al service in a hotel room. Jeong(2018)
Voluntary 1. T usually enjoy being alone in a hotel room. Kﬂidﬂggg(iﬁo)‘
Solitude 2. I usually feel comfortable being alone in a hotel room. Leé(2012)
(VS) 3. I usually feel energized when I am alone in a hotel room. Yoo and Kim(2015)
1. The choice of the Al service hotel is better than the
Choice face-to—face service hotel. Choi(2019)
Confi . 2. The choice of the Al service hotel is superior to the Han and
onflrmation = ¢ o ¢o-f, ice hotel Yoon(2014)
(0) ace-to-face service hotel. . . oon ,
3. The choice of the Al service hotel is the best option Lee and Lee(2014)
rather than the face-to-face service hotel.
1. I am satisfied with a need for the face-to—face service K ¢ al
N through the Al service. ang e¢ al.
Vicarious o 1 tisfied with the AI . h th (2019),
Qatisfaction . ! aH_l s_a isfied wi e service as much as the Kim and
(VSS) ace-to fac.e service. . . Kim (2020)
3. I am satisfied with the Al service as if I was served by % (20195
ang
a hotel employee.
Chan et al.(2014),
Self- 1. I am satisfied with myself who uses the Al service. Lee, Park, and
Satisfaction 2. I am satisfied with myself who tries the Al service. Lee(2017),
(SS) 3. I am proud of myself who uses the Al service. Twenge and
Campbell(2008)

Hotel
(BV)

1. I think the hotel brand is attractive.
Brand Value 2.
3. I think the hotel brand is worth using.

I think the price of the hotel brand is appropriate.

Lim, Hwang,
and Ha(2017),
Park(2011),
Worsfold et al.(2016)

Demographic
Characteristics

gender, age, education, stay period, companion type
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(Table 2) Demographic characteristics of study participants
Variables Frequency % Variables Frequency %
Male 44 11.5 < high school 15 3.9
Gender
Female 340 88.5 2-years university 58 15.1
Education
20s 134 34.9 4-years university 219 57.0
Age 30s 214 55.7 > graduate school 92 24.0
> 40s 36 9.4 alone 11 2.9
1 night 2 days 309 80.5 Companion with family 165 43.0
Stgy 2 nights 3 days 67 17.4 Type with friends 87 22.7
Period
> 3 nights 4 days 8 2.1 with a lover 121 31.5
total 384 100 total 384 100
2 3t T8 aHSo7| EeE fFHr = #(AVE)Z ZEAST AlFY k@) < H
g2 434 tigtw 2199 (57.0%), 8717t walitt. 1 A3, HEEAEE fto] Al
19} 291 309%(80.5%), BW 554 /b AFY gurt Folol e A1FL 32 =

= 1657 (43.0%)°] 71 w3kt 7AIAS W
&2 a9 (Table 2)¢F 2t}

(df=314, p=.000), CMIN/df=2.888, TLI=
.904, CFI1=.943, RMSEA=.070°]%, CMIN/df
3 o]&}, TLISF CFI .90 ©]/F, RMSEA .10 ©]
ate] 7)EE ko] 45 AR FolH

s
2016). =3+ #F3}

HE2, =3 A 0.5 °
4, C.R. 1.965 ©Id, CR 0.7 o, B2t
F2 % 0.5 o]BY 7IEE T S

o] s vHE=rt FEHUT(Hair, Black,
Babin, & Anderson, 2010). =
o] gl gl g ulotsly] $lste] At

ocom =
oo

o,

o] g el st FREATHFornell &
Larcker, 1981). 741821 W& t5<] (Table 3
3} (Table 4)9} 2t}

3. 7H7A

o] d7= /M UM dAFRF A
=5 gofsly] et 72 By BRds
Aleldth, 1 A3, FxREP S x*=1237.153
(df=367, p=0.000), CMIN/df=3.371, RMR=
.072, CFI=.917, IFI=.918, NFI=.900,
RMSEA=.079¢]9, %¥2o] =7]9} =3 W0
g 5ol WS weete CMIN/Af 3=
A9t CFI, IFI, NFI .90 °]%, RMR%
RMSEA .08 o|ste] 7|E& F5dtd gt
A2 FIFJtH(Hu & Bentler, 1999).

2o FEE A7 AREAS £
MRS AXsiET. o A 1109
< 87 AAHAG FAAL] Y82 o]
(Table 5y} Zt}

> o
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(Table 3) Results of the confirmatory factor analysis

Items Est. A S.E. C.R. CR AVE
CV1 1.000 .818 - -

CV2 0.946 .846 .049 19.139*** .859 670
CV3 0.930 792 .054 17.348***

EJ1 1.000 .859 - -

EJ2 1.050 .924 .048 21.849*** 932 821
EJ3 0.972 .934 .042 23.187***

IT1 1.000 792 - -

IT2 1.006 770 .062 16.306*** 847 .649
IT3 1.155 .854 .064 17.972%**

NR1 1.000 .816 - -

NR2 0.823 762 .053 15.635*** .840 637
NR3 0.875 .816 .052 16.689***

SR1 1.000 .806 - -

SR2 1.151 1932 .052 21.933*** .882 715
SR3 0.923 792 .049 18.674***

DE1 1.000 740 - -

DE2 1.236 .876 .076 16.187*** .853 .660
DE3 1.135 .816 .073 15.647***

VS1 1.000 .896 - -

VS2 1.065 947 .035 30.658"** 918 790
VS3 0.908 .820 .039 23.487***

CC1 1.000 .850 - -

CC2 0.997 .859 .045 22.346*** .887 724
CC3 1.060 .845 .053 19.884***
VSS1 1.000 927 - -
VSS2 1.034 .899 .037 28.269"** 913 779
VSS3 0.940 .820 .039 24.151%**

SS1 1.000 .860 - -

SS2 0.839 774 .053 15.799*** .848 .652
SS3 0.880 7186 .054 16.245***

BV1 1.000 .500 - -

BV2 2.195 .879 .029 7.567* 751 513
BV3 1.466 720 133 11.003***

Note 1: ***p<0.001

Note 2: CV is Convenience, EJ is Enjoyment, IT is Interactivity, NR is New-normal receptivity, SR is Social
responsibility, DE is Digital efficacy, VS is Voluntary solitude, CC is Choice confirmation, VSS is
Vicarious satisfaction, SS is Self-satisfaction, and BV is Hotel brand value.
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(Table 4) Correlation matrix and discriminant validity among variables
CV EJ IT NR SR DE VS cC VSS SS BV
CcV .670
641
B (410) 821
708 484
T (s01) (234 642
527 483 .538
NR O (Cor7) (233) (289) 887
371 .384 .384 .733
SR (i 4m (4 (3 TS
520 .370 436 .358 324
DE ‘9700 (136) (190) (128) (104) 060
.266 .165 .184 .197 .186 .302
VS (070) (027 (033) (038) (034) (o091) 120
oc .566 401 525 592 490 .449 226 794
(.320) (.160) (.275) (.350) (.240) (.201) (.051)
Vs 524 .3110 501 498 .340 .345 277 752 779
(.274) (.096) (.251) (.248) (.115) (.119) (.076) (.565)
3S .664 .646 516 581 491 518 .289 .640 573 652
(.440) (417) (.266) (.337) (.241) (.268) (.083) (.409) (.328)
BV 451 .308 .406 .294 121 373 .040 .337 .392 411 513
(.203) (.094) (.164) (.099) (.014) (1390 (.001) (.113) (.153) (.168)

Note 1: The value below the correlation coefficient is 1°.

Note 2: The bold marks indicate AVE values.

Note 3: CV is Convenience, EJ is Enjoyment, IT is Interactivity, NR is New-normal receptivity, SR is Social
responsibility, DE is Digital efficacy, VS is Voluntary solitude, CC is Choice confirmation, VSS is
Vicarious satisfaction, SS is Self-satisfaction, and BV is Hotel brand value.

(Table 5%k #o] AR, H1-2 F-3& A2 =]
T} Hl-ax Aol Adeglel] froet &
()] F&& A= Aoz Yt A=A
(B=.237, t=3.140, p<0.01). AWH - o]
H(2017) 2 Eveleth et al.(2015) 52 A3
ATt frakeh Aol ol QIFAT AH| 2~
b Heldte Aedss nAe ou A 5

Eﬂ]i]_]q_ O]._:_;(]‘—— }\51]:]]/\ e L

35 2 Addgna
A= AL uiditt. Hl-be §3|Al0]
e ghilel] frolgh A (+)] 9 A= Ao
2 yeht AAHATHE=.193, t=4.094,
p<0.001). Rouibah et al.(2016) ¢ A3

A7sh A1 Aabole). ol QBAG AH|2

7t EASES AGSFE 14 UH ME|A &

8). O]'r (2017) ~./] /\%6304—?54
Clezl 7‘%?% b, ol= oEA% Hu| A9 7

2 R AIA| 3k
] A7l W] el e gile s
ojofAIA] & Ao fFdY. TR &
=8 AE vlaslE W QEAT AMu2e] 7]
T2 54 FolA REAel AdEelel 7 2
YFE A= Aoz Yet(HI-b). o3
At fraldo] ddgdile 59 &+ 3le F8
g 291 S AT
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(Table 5) Results of hypothesis testing

Hypothesis Path B S.E C.R Status
Hl-a (+) CV—CC 237 .075 3.140*" Accept

H1 Hl-b (+) EJ—CC 193 .047 4.094*** Accept
Hl-c (+) IT—>CC .098 .064 1.530 Reject

o H2-a (+) NR—CC 297 123 2.418" Accept
H2-b (+) SR—CC -.044 105 -.420 Reject

3 H3-a (+) DE—CC .038 .053 3.413*** Accept,
H3-b (+) VS—CC .180 .034 1.124 Reject

- H4-a (+) CC—VSS 918 .052 17.647** Accept
H4-b (+) CC—SS .863 .080 10.787*** Accept

5 Hb5-a (+) VSS—BV .093 .035 2.664"* Accept
H5-b (+) SS—BV 216 .067 3.216™" Accept

Note 1: ™*p<0.001, **p<0.01, *p<0.05

Note 2: CV is Convenience, EJ is Enjoyment, IT is Interactivity, NR is New-normal receptivity, SR is Social
responsibility, DE is Digital efficacy, VS is Voluntary solitude, CC is Choice confirmation, VSS is
Vicarious satisfaction, SS is Self-satisfaction, and BV is Hotel brand value.
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