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ABSTRACT

The effect of Relationship Benefit Perceived by Hotel

Customer on Relationship Retention Intention

— The Moderating effects of Switching

Barrier and Alternative Attractiveness —

Na, Byung Soo

Major in Concentration on Tourism Management
Dept. of Hotel, Tourism and Restaurant
Management

Graduate School of Business Administration

Hansung University

In case of hotel enterprises, the performance may vary according to
their relationship with customers due to the high level of complexity and
distinction of service. Therefore, they are required to create, reinforce,
and protect relationships with customers.  As a strategy to build
relationships with customers, some studies suggest the strategy of relation
benefit as a way of building long—term relationships with customers for
customer loyalty.  Therefore, it is necessary to study how customers
perceive relation benefit and how the resulting relation benefit affects

their intention to maintain relationships for long—term relationships.
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Also, most preceded studies on relation benefit have focused on
satisfaction, customer loyalty, relation immersion, and trust resulting from
relation benefit. In other words, only the direct impact of relation
benefit on customer behaviors has been studied. It is necessary to study
the various control variables that can control the relationship between
relation benefit and intention to maintain relationship.  Therefore, this
study used the two variables of conversion cost and alternative
attractiveness to conduct a substantial analysis on hotel customers to see
how these variables control the relationship between relation benefit and
intention to maintain relationship.

As a result, in terms of the influence of relation benefit on the
intention to maintain relationship, economic benefit, social benefit, and
psychological benefit had a positive influence on the intention to maintain
relationship, whereas information benefit had a negative influence. Also,
special privilege benefit had no statistically significant influence on the
intention to maintain relationship.  In other words, the intention to
maintain relationship was higher when one perceived that he/she is
receiving higher economic, social, and psychological benefits and lower
when one perceived that he/she is receiving higher information benefit.
The influence of psychological benefit was particularly strongest, followed
by social benefit and economic benefit.

This is similar to the results of preceded studies that customers
cannot convert to other companies and maintain a consistent relationship
with one company when they enjoy greater relation benefit with it
Therefore, companies should provide various relation benefit to reinforce
and maintain relationships with customers.

In terms of the moderating effect of conversion cost in relation to
the influence of relation benefit on the intention to maintain relationship,
conversion cost was considered as an independent variable that has a

direct influence on the intention to maintain relationship, which is a
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dependent variable, rather than showing moderating effect in between
relation benefit and the intention to maintain relationship. As a result of
examining the influence of conversion cost on the intention to maintain
relationship while considering it as an independent variable, it has a
positive influence on the intention to maintain relationship.  That is,
greater perception of conversion cost increases the intention to maintain
relationship.

Therefore, companies should be able to provide various benefits and
earn customers trust to increase customers perception of conversion cost.

Finally, in terms of the moderating effect of alternative attractiveness
in relation to the influence of relation benefit on the intention to
maintain relationship, alternative attractiveness showed moderating effect
only between economic benefit and the intention to maintain relationship,
but for no other benefits. In other words, the intention to maintain
relationship increases with greater perception of economic benefit even
when there is high alternative attractiveness.

Therefore, companies should focus on economic benefit to provide
various economic advantages and benefits, although it is important to

provide various benefits.

[(Key words] Relation Benefit, Intention to Maintain Relationship,

Conversion Cost, Alternative Attractiveness
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