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Abstract

The number of mature customers is growing rapidly, and currently becomes new target
customer group in many industries including hotel business. The mature customers are found
to spend more time at the hotel than other group with high purchasing power. It is vital for
hoteliers to identify which hotel attributes have the greatest effect on customer loyalty which
is regarded as one of key business success factors. In this study, the questionnaires were
distributed to Thai and foreign tourists with experiences staying in the hotels in Thailand. In
total of 198 tourists, 129 of those participants were 50 years old or over. The impact of four
hotel attributes including environment, brand, location and price to customer loyalty of mature
hotel customers were evaluated by using quantitative methodology. The findings suggested
that environment, brand and location attributes have positive impact on customer loyalty

whereas price attributes have no impact on customer loyalty of mature customers.
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Introduction

As a result of continuous technology development and innovation, mainly one associated
with medical care, the population of aging people is growing rapidly, particularly in developing
world (Yoswee, 2015). An extension of longevity has been noticed; people tend to live much
longer today comparing to the past which causes the median age to change from 29 today to
34 in 2030. Within 35 years, numbers of people who are older than 60 will outnumber people
whose ages are less than 15. Consequently, the world population has substantially experienced
population aging which certainly affects businesses in many ways; in other word, this group of
people could become the fastest-growing consumer in the world. Moschis et al. (1997) said
about the impacts the growth in aging population possibly have on businesses; the consumption
needs of older people and their responses to marketing strategies have to be assessed and
understood as more purchasing power is in their hand. The author of “50-Plus Market” stated in
his book that the business growth can increase by over 20 percent from targeting customers
whose aged 50 to 69 without having to increase market share (Stroud, 2005). In fact, these
mature customers tend to demand products and services that are suitable with their needs and
lifestyles which normally change during the lifetime, including in hotel business. Sales of annual

worldwide travel insurance to aging adults increased by 41 percent, revealing multiple trips to
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long-haul destinations planned (Age Concemn Enterprises, 2010). Dragoman (n.d.), an overland
travel operator, also addressed that the number of mature travelers who joined their overland
trips has risen by 20 percent. Despite its growing population, the needs and lifestyles of mature
customers in hotel business are seldom studied, specifically in famous tourists’ destination like
Thailand.

Tourism was unquestionably a major contributor to Thailand’s economy; about 9.8 percent
of Thailand’s GDP was derived from tourism in 2015 and is expected to rise by 4.0 percent per
annum over the next ten years (Tumner & Freiermuth, 2016). Tourism Authority of Thailand
Newsroom (2016) reported that concerning “MasterCard 2015 Global Destination Cities Index”,
Bangkok was regarded as the top-ranked destination city by international overnight visitor arrivals
in 2016. The top five of the most visited tourists for the first half of the year 2016 were Chinese,
Malaysian, Korean, Japanese and Laos people respectively (Department of Tourism, 2016).
Among the top-five, Japanese is well-known for its rising aging population. One-fourth of Japanese
population is 65 or older as baby boomers are shifting to retirement (Reynolds, 2014). The Nation
also confirmed that Japanese is the most interesting group of mature customers who are seeking
for peaceful destination and away from natural disasters. Many provinces in Thailand, such as
Chiang Mai and Nan, have then tried to develop tourism plan for this specific group of visitors by
promoting themselves as Thailand’s leading destination for aging population (Thongtep, 2011).

In spite of various researches on customer royalty in hotel business, numbers of research
regarding mature customers in hotel context are few. Mature customers seem to spend more
time in hotels than other customer groups (Mintel, 199 1; Gladwell & Bedini, 2004). Thus, this
paper aims to study the hotel attributes of customer satisfaction and customer loyalty of mature
customers in hotel industry in Thailand in order to enable Thai hotel industry to be prepared for
aging tourism in the near future. Moreover, it would enhance customer satisfaction and customer

loyalty of mature customers who are going to be large target tourist group of the industry.

Objective
The research objective is to identify which hotel attributes are the most influential factors
to customer loyalty of mature customers in Thailand.
The research hypotheses are as follows;
Environment, brand, location and price are directly affected by customer loyalty of

mature customers in Thai hotel industry.
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Scope of the Study

This research examines which hotel attributes have a significant impact on the customer
loyalty of mature customers who already have had experiences with hotels located in Thailand
so that assessment is made of their experiences at the last visited hotel. The hotel attributes in
this study included location attributes, price attributes, brand attributes and environment
attributes. Demographic factors are considered as potentially important factors that affect
customer loyalty. The demographic factors used in this research are gender, age of respondents,
yearly household income and type of hotel. Sampling of 200 are sufficient for regression analysis
and other types, such as structural equation modeling (SEM) (Hair et al., 2010). 198 questionnaires
were distributed to the group of non-mature customers (69 questionnaires) and mature
customers (129 questionnaires) in Bangkok and at popular tourist attractions in Ayutthaya.

Both groups of mature and non-mature customers are included in this study since a
comparison among two groups of hotel customers is required to clarify significant differences on

each hotel attribute between them.

Significance of the Study

Due to a limited number of research on the context of mature customers especially with the
hotel business, the findings generated from this research can be used to identify the most
influential hotel attributes affecting the customer loyalty of mature customers. The findings can
be applied to tourism industry including hotel business, especially by hoteliers as they prepare
to fulfill the needs and expectations of the growing group of mature customers and strive to
generate customer loyalty. The group of mature customers was well-known for their higher
flexible income, lower personal debt, more free time to travel greater distances and for a longer

period (Littrell et al., 2004).

Literature Review
This section is to provide the detailed description of the keywords of the current study.
I.  Mature Customers
According to “World population aging 2013” report (United Nations, 2013), it indicated
that the increasing aging population derives from diminishing fertility and undoubtedly, lower
mortality. The report showed that the global share of older people whose aged 60 years or

above increased from 9.2 percent in 1990 to 11.7 percent in 2013 and expect to continue rising
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to 21.1 percent of the world population by 2050. This rising population is also derived from the
approaching retirement years of the baby-boomers who were born between 1946 and 1964. By
2050s, one-third of population in Germany, Spain, Japan, Italy and Russia will be more than 60
(AT. Kearney, n.d.). Obviously, there is no clear-cut age to specify mature customers. Yoon and
Cold (2008) stated in their study of aging and consumer behavior that there is no set agreement
regarding the age at which one person is considered to be old. They insisted that the
segmentation scheme for mature market may include other variables apart from age such as
personality, income, education and lifestyle variables. Several marketers have, by some means,
identified age for mature customers to be 50 years old and over which already involve baby-
boomers, who are currently 50-65 years old. According to Purinton-Johnson (2013), baby-
boomers may not be in elder market yet, but they are viewed as mature. He suggested that it is
essential to understand the market of baby-boomers, as they become a substantial portion of
aging population. Hence, in this research, adults whose ages are 50 years old or older are
considered as mature customers.
Il. Hotel Attributes

As typically found in hospitality researches, hotel attributes are seen as important
influential factors used to enhance customer satisfaction and retention. The research on which
hotel attributes have contributed to travelers’ satisfaction in the Hong Kong hotel industry stated
that staff performance quality was the most influential factor followed by quality of room
facilities, value for money, variety and efficient services, and safety and security respectively (Qu
et al,, 2000). The result was in line with determinants of hotel guests’ repeat patronage in the
Hong Kong hotel industry which confirmed that quality of staff service, room qualities and value
are respected to be the persuasive factors in influencing travelers’ likelihood of returning to the
same hotels (Choi & Chu, 2001). Specifically to group of mature customers, Chumyen (2012)
suggested that the key decision factors mature Japanese backpackers used to choose their hotels
were availability of basic accommodation facilities, security, price and location respectively.
Despite an involvement of several factors in the process of hotel selection, mature travelers gave
price, perceived quality, security and convenience as key factors in choosing the hotel (Ananth
et al,, 1992). Therefore, four hotel attributes including environment, brand, location and price will

be used as dependent variables.
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ll. Customer Loyalty

Currently, only customer satisfaction is not adequate to ensure the hotel’s success, as it
does not mean a return of guest to repurchase services; in fact, customer loyalty is essentially
more important in business success. Unlike customer satisfaction, customer loyalty is a purchase
behavior rather than an attitude (Griffin, 1996). Loyal customers will help to provide strong word
word-of-mouth, to act as information source for other customers, and to create business referrals
(Raman, 1999). A repeat and referral business assists the hotel to acquire market share, hence
profitability is improved (Barsky, 1992). As discussed in the book “The Loyalty Effect” (Reichheld,
1996), the advantages of customer loyalty include continuous profit, reduction of marketing and
operating cost, increase in revenue growth per customer, increase in price premiums and provide
competitive advantages. Together with Sasser (1990), Reichheld and Sasser also stated in their
paper that profit can increase by 25 percent from keeping only 5 percent more of its customers.
Shoemaker and Lewis (1999) shared tactics to increase customer loyalty in hotel business by
emphasizing on the recognition of customers individually through emotional rewards and

personalized service offerings.

Methodology

The quantitative research methodology was applied, as the questionnaire is a main tool for
this research. The authors have conducted face-to-face surveys with the purpose of pre-screening
test, which is to ensure that the participants are surely classified as mature customers and have
hotel experiences. Place of distribution was mainly in Bangkok’s downtown including the
restaurant, coffee shop, department store and office where the approaching retirees were found,
and Ayutthaya which is well-known for its popularity especially to senior travelers.

Data from 198 respondents in the current study were collected with questionnaires. Female
respondents were accounted for 56.6%. About 65% were in the age group of 50 years old or
higher. The respondents with married status were 57%. In terms of household incomes, the
largest group of the sample earned 10,000 US dollars or less, which is 23.2%. Regarding types of

accommodation, 88.9% stayed in the hotels or resorts.
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Table 1: Means and Reliability of the Variables

Variables Means Reliability (alpha) Number of Items
Customer loyalty 5.17 0.922 7
Environment 542 0.903 5
Brand 5.05 0.878 5
Location 531 0.870 5
Price 5.67 0.919 a4

All variables showed acceptable level of reliability test, which is higher than 0.70. The
means of the variables were from 5.05 (brand) to 5.67 (price).

In order to test the relationship between independent variables (e.g. environment, brand,
location, and price) and dependent variable (loyalty), multiple regression analysis was used to
test the causal relationship among these variables.

The proposed model is shown as follows;

Customer loyalty = B;Environment + B, Brand + B; Location + B, Price

Table 2: Model Summary

Model Summary®
Model R R Square | Adjusted R | Std. Error of | Durbin-Watson
Square the Estimate
1 735° 540 530 60348 1.600

a. Predictors: (Constant), Price, Location, Brand, Environment
b. Dependent Variable: Customer loyalty
Table 3: ANOVA table (Global Test of the Model)

ANOVA®
Model Sum of Squares | Df Mean Square F Sig.
Regression 82.421 a4 20.605 56.579 .000°
1 Residual 70.288 193 364
Total 152.708 197

a. Dependent Variable: Customer loyalty

b. Predictors: (Constant), Price, Location, Brand, Environment
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Table 4: Regression Coefficients

Coefficients®

Model Unstandardized | Standardized t Sig. Collinearity

Coefficients Coefficients Statistics
B Std. Beta Tolerance | VIF

Error
(Constant) 1.075 279 3.849( .000

Environment 356 .086 361 4.128] .000* 312 3.207
1 Brand 182 075 200 2.406| .017* 345 2.896
Location .190 072 205 2.631| .009* 391 2.557
Price .042 075 047 555 580 330 3.027

a. Dependent Variable: Customer loyalty

*Significant at the 0.05 probability level

From the results, all variables had no multicollinearity because all the VIFs were less than
10 and the highest VIF was only 3.207. In addition, Durbin-Watson was 1.600, close to 2.0,
indicating that there is no autocorrelation. Therefore, the model can be further analyzed.

With R-Square of 54.0%, the independent variables can explain the dependent variable for
54%. From the global test, the model was appropriately usable with F-value of 56.579
(p=0.000).

Customer loyalty = .361(Environment) + .200(Brand) + .205(Location) + .047(Price)
(4.128) (2.406) (2.631) (0.555)
.000* 017* .009* 580

(t-value)

p-value

*Significant at the 0.05 probability level
Hence, environment has the highest positive effect on loyalty, followed by location and

brand, while price had no effect on loyalty.

Conclusion
Understanding customer loyalty is crucial for the business success. There are many
influential factors determining customer loyalty. This research study achieved its goals in

identifying ambient environment, location and brand to be positively related to customer
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loyalty, respectively. The study also highlighted the interesting aspect about the relationship
between price and customer loyalty in the mature consumer context. Price is known to have

a positive effect on customer loyalty in other businesses or contexts.

Finding/ Discussion

The positive relationship between demographic factors and environment, brand and
location could be found; nevertheless, the relationship between same factors and price
attributes could not be seen in this study. Thus, the hypothesis was partially supported by the
findings in part of environment, brand and location.

For Thai mature customers, ambient environment seems to have the greatest impact on
customer loyalty. The outcome is consistent with the study of Callan and Bowman (2000),
however, such attribute did not have the highest effect to customer’s judgement on the hotel
for mature British travelers. The study of mature travelers travelling to Koh Samui in Thailand
(Vieregge et al,, 2007) also suggested comparable result; mature travelers, especially the
Americans whose ages were more than 85 years old, gave high ranking on atmosphere. Tourists
are more likely to put more weight on ambient environment of the hotel as ages increase.
Comparing the importance of hotel attributes for European travelers between pre-senior (ages
50-64 years) and senior tourists (ages > 64 years), the means of hotel attribute importance
involving ambient environment were already more than 4.0 out of 5.0 for pre-senior tourists, yet
the averages of most hotel attributes in the same area were escalating in the group of seniors.

Undoubtedly, location is a crucial hotel attribute that stipulates customer loyalty for Thai
mature customers which is in line with the research on the study of preferences and attributes
of mature travelers to Thailand (Vieregge et al., 2007). This study indicated that location was in
the top 10 preferred attributes by mature customers. Similarly, the location was in the top 10
hotel attribute importance mature British travelers use when judging hotel’s quality. It was also
ranked in the third place for initial hotel selection (Callan & Bowman, 2000). Likewise, location
was found to be the key influential factor for business travelers when choosing the hotel (Lewis
& Chambers, 1989). This is understandable since most, if not all, mature customers have once
been business travelers themselves whose experiences surely become part of their decision-
making.

Speaking of brand, because the perceptions and experiences of mature customers are

independently varied (Cosgrove, 2012), hotels with good reputation/image have positive impact
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on customer loyalty. Good hotel reputation was rated as the third most significant factor for
Asians when selecting the hotel (Chan & Wong, 2006). Seacord (1996) stated that in spite of high
cost of customer loyalty programs for hoteliers, they do have impact in some way especially
when customers are deciding whether to revisit the hotel again. From her study, 10,000 HHonors
members of Hilton were questioned in which the outcome showed that 19% of them would
not stay at the hotel without such membership program. Membership of Marriott tends to spend
2.5 times more at the hotel after joining the loyalty program. The results also agreed with the
research conducted by La-ongin (2003) regarding the expectations and needs of mature
customers from the society including need of belonging either in family, group or society, the
authors believe that the incentive programs offered by the hotel certainly fulfill this need of
mature customers since the programs usually collect profound personal information that can be
used to enhance personal service attention that customers seem to enjoy as well as to develop
individual relationship between customers and hotels (Raymond & Tanner, 1994). This would
encourage them to confidently recommend and revisit the hotel in the future.

The last surprising hotel attribute is price, which appeared to have no impact on customer
loyalty of mature customers in Thailand. Price in this context includes value for money and
special promotions/packages offered by the hotel. The result was unexpected as this hotel
attribute is usually considered as critical factors for hotel customers either selecting the hotels,
evaluating overall experience or considering for a return. The determinants of hotel guests’
satisfaction and return patronage in Hong Kong (Chu & Choi, 2001) showed that value for money
was in guests’ concern when deciding to stay at the same hotel for their next trip. Focusing on
the group of mature customers, senior travelers who visited Koh Samui, about 72% of total
respondents was Europeans, rated good value for money as their second priority for hotel
selection (Vieregge et al., 2007). Caber and Albayrak (2014) affirmed in their research that the
availability of discounts was more significant to both pre-senior and senior tourists than junior
travelers. Thus, this may imply that price was not counted as main criteria for Thai mature

customers to revisit the hotel.

Recommendation
Research Implication
Managerial contributions can be provided in many dimensions. Firstly, hotel managers can

focus more on improving ambient environment since it has the highest influence on customer
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loyalty. Brand awareness and positioning of the hotel should also be emphasized since brand
attributes are influential factors for mature customers when selecting where to stay, especially
in an unfamiliar destination. Secondly, tourism promotion organizations, such as Tourism
Authority of Thailand, can continue to promote tourism and hospitality businesses by highlighting
the hotel attributes, especially about ambient environment and location of the accommodation.
Lastly, as price had no significant influence on loyalty, this can offer the guideline for the
hospitality managers in general to enhance the loyalty of the customers; there are many related
factors, such as brands and locations, that the managers should pay more attentions to develop
to improve the hotel attributes.

Future Research

In the future, researchers may conduct in more details in the aspects of decision-making
process of the mature customers. In addition, the researchers may explore service quality
dimensions to have broader perspectives about this group of customers. Furthermore, the
similar studies in other types of hospitality businesses should be conducted in order to confirm
the effects among these relationships found in the current study and to extend the degree of

generalizations of the findings.
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