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Abstract

Purpose — Hotels offer high-quality guest experiences to positively impact their emotions, satisfaction,
perceived value, word-of-mouth (WOM) and electronic word-of-mouth (eWOM). This study aims to
investigate the impacts of the quality perceived by hotel guests on their positive emotions, negative
emotions, perceived value and satisfaction; verify the impacts of the price on perceived value and
satisfaction; examine the impacts of satisfaction on WOM and eWOM; and test the moderating effect of
hotel guests’ behavioural engagement on social networking sites (HGBE-SNS) on the relationship between
satisfaction and eWOM.

Design/methodology/approach — This survey included 371 guests who assessed their experiences at
three Brazilian hotels. Structural equation modelling tested the hypothetical model supported by the stimulus-
organism-response (S-O-R) theory (Mehrabian and Russell, 1974).

© Gustavo Quiroga Souki, Alessandro Silva de Oliveira, Marco Tulio Correa Barcelos,
Maria Manuela Martins Guerreiro, Julio da Costa Mendes and Luiz Rodrigo Cunha Moura. Published
in Spanish Journal of Marketing - ESIC. Published by Emerald Publishing Limited. This article is
published under the Creative Commons Attribution (CC BY 4.0) licence. Anyone may reproduce,
distribute, translate and create derivative works of this article (for both commercial and non-
commercial purposes), subject to full attribution to the original publication and authors. The full
terms of this licence may be seen at http://creativecommons.org/licences/by/4.0/legalcode

This paper is financed by National Funds provided by FCT - Foundation for Science and
Technology through project UIDB/04020/2020.

The authors would like to thank the support from the Research Centre for Tourism, Sustainability
and Well-being (CinTurs), and the financial support from FCT - Foundation for Science and
Technology through project UIDB/04020/2020. They are also grateful to the editor of SJM-ESIC,
Professor Dr Carlos Flavian and the anonymous reviewers who significantly contributed to this
paper’s quality.

Hotel guests
experiences

Received 5 January 2023
Accepted 7 October 2023

Spanish Journal of Marketing -
ESIC

Emerald Publishing Limited
e-ISSN: 2444-9709

p-ISSN: 2444-9709

DOI 10.1108/SJME-01-2023-0002


http://dx.doi.org/10.1108/SJME-01-2023-0002

SIME

Findings — The quality perceived by hotel guests (stimulus) positively impacts perceived value, positive
emotions and satisfaction and negatively affects negative emotions (organism). Price (stimulus) negatively
impacts perceived value but does not affect satisfaction. Perceived value positively impacts satisfaction.
Satisfaction positively impacts WOM and eWOM (responses). The HGBE-SNS moderates the relationship
between satisfaction and eWOM.

Originality/value — To the best of the authors” knowledge, this study is the first that simultaneously
demonstrates the relationships between perceived quality, price, perceived value, positive and negative
emotions, satisfaction, WOM, eWOM and HGBE-SNS. Hotels must offer their guests high-quality services to
positively impact’ perceived value, positive emotions, satisfaction and WOM. Low prices boost the perceived
value but do not directly increase guest satisfaction. Satisfied hotel guests share their experiences via WOM,
but high HGBE-SNS is crucial to boost eWOM.

Keywords Hospitality, S-O-R theory, Consumer behaviour, Social media, ADANCO, Emotions
Paper type Research paper

Repercusiones emocionales, cognitivas y conductuales de las experiencias del huésped de un
hotel

Resumen

Proposito — Los hoteles ofrecen experiencias de alta calidad a sus huéspedes para influir positivamente en
sus emociones, satisfaccion, valor percibido, boca a boca (WOM) y boca a boca electronico (€WOM). Este
estudio tiene como objetivo a) investigar el impacto de la calidad percibida por los huéspedes del hotel en sus
emociones positivas, emociones negativas, valor percibido y satisfaccion; b) verificar el impacto del precio en
el valor percibido y la satisfaccion; ¢) examinar el impacto de la satisfaccién en el WOM y eWOM,; d) probar el
efecto moderador del compromiso conductual de los huéspedes del hotel en las redes sociales (HGBE-SNS) en
la relacion entre satisfaccién y eWOM.

Disefio — En esta encuesta participaron 371 huéspedes que evaluaron sus experiencias en tres hoteles
brasilefios. La modelizacién de ecuaciones estructurales puso a prueba el modelo hipotético apoyado en la
teoria estimulo-organismo-respuesta (S-O-R) (Mehrabian y Russell, 1974).

Conclusiones — La calidad percibida por los clientes del hotel (estimulo) influye positivamente en el valor
percibido, las emociones positivas y la satisfaccion, y negativamente en las emociones negativas (organismo).
El precio (estimulo) afecta negativamente al valor percibido, pero no a la satisfaccién. El valor percibido afecta
positivamente a la satisfaccion. La satisfaccién afecta positivamente al WOM y al eWOM (respuestas). El
HGBE-SNS modera la relacién entre satisfaccion y e WOM.

Originalidad/valor — Este estudio es el primero que demuestra simultdneamente las relaciones entre calidad
percibida, precio, valor percibido, emociones positivas y negativas, satisfaccion, WOM, eWOM y HGBE-SNS. Los
hoteles deben ofrecer a sus clientes servicios de alta calidad para influir positivamente en el valor percibido, las
emociones positivas, la satisfaccion y el WOM. Los precios bajos aumentan el valor percibido pero no
incrementan directamente la satisfaccion de los huéspedes. Los huéspedes satisfechos comparten sus
experiencias a través del WOM, pero un alto nivel de HGBE-SNS es crucial para impulsar el eWOM.

Palabras clave hosteleria, teoria S-O-R, comportamiento del consumidor, redes sociales, ADANCO,
emociones
Tipo de articulo Trabajo de investigacién
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1. Introduction

In recent decades, academics, managers and marketers have focussed their work on
assessing the perception of customers about their experiences with services in economic
sectors such as restaurants (Chinelato et al, 2023; Souki ef al., 2020) and hotels (Bravo et al.,
2019; Alnawas and Hemsley-Brown, 2019; Aguilar-Rojas et al., 2015). Customer experience
involves cognitive, affective, social and physical responses to interactions with a service
provider or product across multiple touchpoints during their journey (Kim and So, 2022).
Hence, hotel experiences can generate emotional, cognitive and behavioural impacts on
guests (Shahid and Paul, 2022).

Hotels can influence guests’ perceptions about the quality of their experiences and,
consequently, their attitudes and behavioural intentions (Bravo et al., 2019). Thus, several
studies demonstrate that guests’ perception of the quality of their hotel experiences impacts
their satisfaction (Padma and Ahn, 2020; Jeaheng et al., 2020; Bravo et al., 2019), emotions
(Sukhu et al., 2019; Bravo et al., 2019), perceived value (Alnawas and Hemsley-Brown, 2019),
word-of-mouth communication — WOM (Shahid and Paul, 2022; Chen et al., 2022a; Bravo
et al., 2019; Aguilar-Rojas et al., 2015) and electronic word-of-mouth — eWOM (Souki et al,
2023; Line et al., 2020). Kim and So (2022) argue that creating positive guest experiences is
critical in today’s hospitality and tourism industry. In this regard, hotels must monitor the
quality of guest experiences and their impacts on attitudes and behaviours to be more
competitive (Alnawas and Hemsley-Brown, 2019).

In addition to the benefits hotels offer, guests evaluate the price they pay to enjoy the
experiences. Several studies focus on the perception of guests about the prices paid for their
hotel experiences and the impacts on perceived value and satisfaction. However, studies on
the effects of hotel prices on guest satisfaction are contradictory (Jeaheng et al., 2020;
Alnawas and Hemsley-Brown, 2019). Therefore, the impact of price on guests’ satisfaction
with their hotel experiences is the first gap in the literature that this study aims to fill.

Previous research assessed the impacts of guest satisfaction with hotel experiences on
WOM (Bravo et al,, 2019; Sukhu et al, 2019) or eWOM (Serra-Cantallops et al., 2020).
However, studies in tourism, hospitality and food service that contemplated WOM and
eWOM concomitantly are scarce (Lin ef al, 2022; Confente et al., 2020). Furthermore, the
conditions that impact WOM differ from those that affect eWOM (Lin et al, 2022; Serra-
Cantallops et al, 2020). The new information and communication technologies have
increased the number of people engaged in social networks, expanding the impacts of
eWOM (Wang and Kubickova, 2017). Despite the increasing importance of eWOM in
tourism and hospitality, this topic requires further investigation to consolidate theoretical
knowledge about guests’ eWOM (Confente ef al., 2020). In this regard, the second gap that
this research fills is to examine the impacts of guest satisfaction with their hotel experiences
on WOM and eWOM concomitantly.
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Casalo ef al. (2017) argue that social networking sites (SNS) are ideal for creating, sharing
and recommending content among users with similar needs, interests or problems.
However, consumers have different levels of behavioural engagement on the SNS (Correia
et al, 2018; Dolan et al., 2016). Thus, the third gap this study intends to fill refers to testing
whether the construct hotel guests’ behavioural engagement on social networking sites
(HGBE-SNYS) affects the strength of the relationship between their satisfaction with the
experiences and e WOM.

This study uses the stimulus-organism-response theory (S-O-R), proposed by Mehrabian and
Russell (1974), to assess how physical and social stimuli affect people’s emotional and cognitive
states, influencing their subsequent behavioural responses. S-O-R theory has been used in studies
of consumer experiences in tourism and hospitality (Chen et al, 2022b; Kim et al, 2020). However,
the S-O-R theory has not been used concomitantly in previous studies in hospitality to describe
the relationships between environmental stimuli — price and perceived quality by hotel guests;
organism (cognitive and emotional states) — perceived value, satisfaction and positive and
negative emotions; and behavioural responses — WOM and eWOM. In addition, to the best of the
authors” knowledge, no previous study has included the HGBE-SNS as a moderator of the
relationship between hotel guests’ satisfaction with experiences (organism) and eWOM
(response). Thus, this study s objective is to fill those gaps in the literature.

This study aims to:

e investigate the impacts of the perceived quality by hotel guests on their positive
emotions, negative emotions, perceived value and satisfaction;

» verify the impacts of price on the perceived value and satisfaction;
¢ check the impacts of perceived value on satisfaction;
» examine the impacts of satisfaction on WOM and eWOM, and

e test the moderating effect of HGBE-SNS on the relationship between their
satisfaction and eWOM.

This study contributes to academia by using the S-O-R theory to demonstrate the direct
impacts of perceived quality by hotel guests (stimulus) on perceived value, positive and
negative emotions and satisfaction (organism) and its repercussions on WOM and eWOM
(responses). In addition, it shows that price (stimulus) negatively impacted perceived value
and did not affect satisfaction directly (organism). In contrast, perceived value positively
impacted satisfaction. This study also reveals that guest satisfaction affects WOM and
eWOM (responses) differently, as satisfaction significantly impacts WOM, regardless of the
presence of other constructs. However, the HGBE-SNS moderates the relationship between
satisfaction (organism) and eWOM (response). Thus, guests with low HGBE-SNS tend not to
use eWOM], even if they are satisfied with their hotel experiences. On the other hand, the
HGBE-SNS amplifies the intensity of the relationship between satisfaction and eWOM
(moderating effect). Hence, guests with high HGBE-SNS tend to intensify their use of e WOM
regarding their hotel experiences as their satisfaction increases.

This study also brings managerial benefits by demonstrating that hotels must offer their
guests tangible and intangible attributes that stimulate a high perception of the quality of
their experiences, positively impacting their emotions, perceived value, WOM and eWOM.
Strategies based merely on price reduction do not increase hotel guest satisfaction. Thus,
hotels must balance the benefits provided to their guests through perceived quality
attributes and the prices charged, generating more perceived value and, consequently,
higher satisfaction. The present study confirms previous research demonstrating the impact
of satisfaction on WOM. However, it reveals that guests who perceive the quality of their



hotel experiences favourably and declare themselves satisfied do not always show positive
eWOM. Hence, hotel managers should not extrapolate findings from WOM indicators to
eWOM. Accordingly, to establish strategies to impact eWOM positively, they should be
aware that their audiences have different levels of HGBE-SNS.

2. Theoretical background and research hypotheses

This study used the S-O-R theory to demonstrate the causal relationships between the
constructs of the hypothetical model (Figure 1). The stimuli included were the following
factors of perceived quality of hotel guests’ experience: accessibility and convenience;
infrastructure; hotel restaurant; infrastructure and leisure activities; quality of services;
atmosphere; customer orientation; social endorsement; reputation; and status (Souki ef al.,
2020; Radojevic et al., 2018). The researchers tested the impacts of the factors above on hotel
guests’ positive and negative emotions, perceived value and satisfaction (organism). This
survey also investigated the effect of price (stimulus) on perceived value and satisfaction
(organism). Moreover, the researchers examined the impact of perceived value on
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satisfaction. This study also evaluated whether guests’ satisfaction with their hotel
experiences is an antecedent of their WOM and eWOM (response). Finally, this study checks
the moderating effect of HGBE-SNS on the relationship between hotel guest satisfaction
(organism) and eWOM (response).

2.1 Perceived quality and its relationship with hotel guest satisfaction

Perceived quality is related to consumers’ perception of the performance of products or
services in tangible and intangible attributes that can satisfy their needs, expectations and
desires compared to competitors (Souki et al., 2020; Zeithaml, 1988). Oliver (2014) defines
satisfaction as a state of pleasure or contentment resulting from the comparison of consumer
expectations and the performance perceived by them. It is worth mentioning that
satisfaction encompasses cognitive and affective components (Kim et al,, 2020; Aguilar-
Rojas et al., 2015). Consumers tend to be satisfied when the performance of products or
services meets or exceeds their expectations. However, they tend to be dissatisfied if the
perceived performance is lower than expected.

Several studies show that the quality perceived by guests about their hotel experiences
positively impacts their satisfaction (Serra-Cantallops et al., 2020; Padma and Ahn, 2020,
Jeaheng et al, 2020; Choi and Kandampully, 2019; Alnawas and Hemsley-Brown, 2019;
Bravo et al,, 2019). Thus, according to the S-O-R theory, it is proposed that the quality
perceived by guests about their hotel experiences is a stimulus that affects their satisfaction
(organism). Therefore, the subsequent hypothesis is as follows:

HI. The quality guests perceive concerning their hotel experiences directly and
positively impacts their satisfaction.

2.2 Perceived quality and its impact on positive and negative emotions

Emotions are responses of a biological nature, which act as motivators of people’s
behaviour, constituting a central component of consumer experiences (Bastiaansen et al.,
2019). Song and Kim (2021) argue that most studies on consumer behaviour in tourism,
hospitality and food service are focused on positive emotions. However, consumers’
emotional responses to perceived quality during their consumption experiences can be
positive or negative (Oliveira et al., 2023). In this sense, Souki et al. (2020) proposed separate
indicators to measure negative (angry, annoyed, frustrated, upset and disgruntled) and
positive (happy, excited, calm, optimistic and enthusiastic) emotions.

S-O-R theory supports this study, which proposes that guests perceive the quality of
their hotel experiences as external stimuli capable of impacting their positive and negative
emotions (organism or affective states). Bravo ef al. (2019) and Alnawas and Hemsley-Brown
(2019) corroborate that the quality guests perceive during their hotel experiences impacts
their emotions. Thus, the hypotheses are as follows:

H2. Perceived quality positively and directly impacts hotel guests’ positive emotions.

H3. Perceived quality negatively and directly impacts hotel guests’ negative emotions.

2.3 Positive and negative emotions and their impact on hotel guests’ satisfaction

Stimulating emotions is pivotal to generating enchanting hotel experiences (Lin ef al., 2022).
Serra-Cantallops et al. (2020) and Bravo et al (2019) affirm that positive emotions

positively impact hotel guest satisfaction. Chinelato et al. (2023) argue that positive emotions



contribute to satisfying experiences while negative emotions negatively impact consumer
satisfaction. Oliveira ef al (2023) corroborate that consumers who experience negative
emotions tend to consider their expectations frustrated. Based on the S-O-R theory, positive
and negative emotions (organism-emotional state) impact satisfaction (organism-cognitive
and emotional states). Hence, the hypotheses are as follows:

H4. Positive emotions directly and positively impact guest satisfaction with their hotel
experiences.

Hb5. Negative emotions directly and negatively impact guest satisfaction with their hotel
experiences.

2.4 Percewed quality and its effect on perceived value

Zeithaml (1988) conceptualises perceived value as the general assessment of the usefulness
of products or services based on consumers’ perception of what they receive (benefits) and
what they give in return (sacrifices). Thus, perceived value is a trade-off between the
benefits and sacrifices consumers perceive in a transaction (Matos and Rossi, 2008).

Alnawas and Hemsley-Brown (2019) demonstrate that perceived quality directly and positively
affects the perceived value in hospitality. Thus, aligned with the S-O-R theory, this study suggests
that the quality guests perceive regarding their hotel experiences are benefits (stimuli) that impact
their value perceptions (organism-cognitive state). Hence, the hypothesis is as follows:

H6. The quality guests perceive concerning their hotel experiences directly and
positively impacts the perceived value.

2.5 Perceived price and its impact on the perceived value by guests regarding their hotel
experiences

Iglesias and Guillén (2004) state that consumers make non-monetary and monetary
sacrifices to obtain products or services. Among the non-monetary sacrifices, time spent,
physical and mental efforts and transaction costs stand out. Price is the monetary value
consumers pay to purchase a product or service.

Perceived value refers to the relationship between the benefits perceived by consumers
and the price of obtaining products or services (Souki ef al, 2020). Therefore, lower
perceived prices tend to generate perceived higher values (Jeaheng et al., 2020; Iglesias and
Guillén, 2004). Based on the S-O-R theory, this study tests price as an external stimulus
associated with the quality guests perceive about their hotel experiences, which can affect
perceived value (organism-cognitive state). The hypothesis is as follows:

H7. The perceived price directly and negatively affects the perceived value of guests
concerning their hotel experiences.

2.6 Impacts of perceived price on guest satisfaction with their hotel experiences

Several recent studies contemplated guests’ perceptions of prices in their hotel experiences
(Jeaheng et al., 2020; Alnawas and Hemsley-Brown, 2019; Radojevic et al, 2018). However,
how prices affect hotel guest satisfaction is still controversial in the scientific literature,
creating a gap in theoretical knowledge. Some studies argue that high prices negatively
impact consumer satisfaction. On the other hand, others demonstrate that high prices are
positively associated with guest satisfaction (Radojevic ef al., 2018). Some studies suggest

Hotel guests
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that price does not directly affect customer satisfaction but only indirectly through
perceived value (Jeaheng et al., 2020; Souki et al., 2020).

Based on the S-O-R theory, the present study tests whether the perceived price is an
external stimulus that impacts guests’ satisfaction (organism — cognitive and emotional
states) with their hotel experiences. In this context, the hypothesis is as follows:

HS8. The perceived price directly and negatively impacts hotel guests’ satisfaction.

2.7 Impacts of perceived value on guest satisfaction with their hotel experiences

Prior research demonstrates that the value guests perceive in their hotel experiences positively
and directly impacts their satisfaction (Jeaheng et al, 2020; Alnawas and Hemsley-Brown,
2019). As mentioned earlier, satisfaction encompasses cognitive and affective components
(Oliver, 2014). Thus, consonant with the S-O-R theory, perceived value (organism-cognitive
state) positively affects satisfaction (organism-cognitive and emotional states). Based on the
above, the hypothesis is as follows:

H9. Perceived value directly and positively impacts guest satisfaction concerning their
hotel experiences.

2.8 Impacts of guest satisfaction with their hotel experiences on word-of-mouth

WOM refers to the informal interpersonal communication between former clients, current
consumers and prospects about experiences, perceptions and opinions about products,
services, brands, destinations and professionals, among other objects (Souki et al,, 2020).
WOM involves sharing experiences and opinions among consumers, influencing their future
attitudes and behaviours. Matos and Rossi (2008) state that the WOM valence can be
positive, negative or neutral. Aguilar-Rojas ef al. (2015) argue that if their experience is
unsatisfactory, guests may not revisit the service provider, spread negative WOM and
complain to others. In contrast, positive WOM is a critical success factor in the hotel
industry because it provides valuable information that can guide consumers’ behaviour and
buying decisions (Shahid and Paul, 2022; Bravo et al., 2019).

Chen et al. (2022a) demonstrated through the S-O-R theory that the quality perceived by
honeymooners with their experiences in a tourist destination is an external stimulus that directly
affects their satisfaction (organism — cognitive and emotional state) and indirectly their WOM
(response). Choi and Kandampully (2019), Sukhu ef a/. (2019) and Aguilar-Rojas et al (2015) argue
that hotel guests’ satisfaction positively impacts WOM. Thus, the hypothesis is as follows:

HI0. Guests' satisfaction with their hotel experiences directly and positively impacts
their WOM.

2.9 Impacts of guest satisfaction with their hotel experiences on electronic word-of-mouth

Hennig-Thurau ef al. (2004) define eWOM as any positive or negative statement made by
potential, current or former consumers about a product or company, made available to a
multitude of people and institutions through the internet (Casal6 et al., 2017). The evolution
of information and communication technologies has allowed consumers to expand their
engagement in social networks and their proactivity to generate and share content through
the internet (Souki et al, 2022). The increase in interactivity between companies and
consumers has strongly influenced the tourism and hospitality industry (Sann et al., 2020).



Wang and Kubickova (2017) argue that the platforms most promoting eWOM in the hotel
industry are the SNS. Thus, hotel guests share their experiences through smartphones,
posting texts and photos of the facilities on the SNS. Confente et al. (2020) affirm that guest
opinions, ratings and recommendations are crucial for hotels, making eWOM monitoring
critical in this industry.

Several studies have focused on the impacts of guest satisfaction with their hotel
experiences on eWOM (Redditt ef al, 2022; Serra-Cantallops ef al, 2020). However, these
studies’ results are dissonant. Some research has revealed that customer satisfaction (Casald
et al,, 2017) or dissatisfaction affects eWOM (Redditt et al, 2022). In contrast, other studies have
not proven this relationship (Serra-Cantallops ef al, 2020). Hence, the hypothesis is as follows:

HI11. Guests’ satisfaction with their hotel experiences directly and positively impacts
their eWOM.

2.10 Moderating effect of hotel guests’ behavioural engagement on social networking sites
on relationship between satisfaction (organism) and electronic word-of-mouth (response)
The HGBE-SNS corresponds to active manifestations such as following and liking posts from
contacts, commenting on third-party posts, sharing other people’s content and developing and
posting content such as texts, videos and photos on social networks (Correia et al, 2018;
Dessart, 2017). While some people are active on social media, others are more passive (Dolan
et al, 2016). According to Bailey ef al. (2021), consumers who demonstrate active engagement
have habits such as posting photos, videos or audio on social networks, writing and posting
comments and recommending products, services, companies or brands to other users.

The HGBE-SNS is a construct that is more aligned with the metrics that managers use to
measure the performance of companies in the SNS (Dessart, 2017). Souki et al. (2023) point out
that understanding HGBE-SNS and its impacts on eWOM is pivotal in hospitality. Wang and
Kubickova (2017) suggest that managers should develop strategies to increase user
engagement in SNS to increase eWOM effectiveness. However, no previous research has shown
how engagement level interferes with the strength or direction of the relationship between hotel
guests’ satisfaction (organism) and eWOM (responses). The hypothesis is as follows:

HI12. HGBE-SNS moderates the relationship between hotel guests’ satisfaction with
their experiences and e WOM.

3. Methodology

This research is quantitative and descriptive, consisting of a single cross-sectional survey.
The researchers conducted a literature review, revealing several quality factors perceived by
guests to assess their hotel experiences. Also, the literature review demonstrated the need to
include the price construct (Jeaheng et al, 2020; Radojevic et al., 2018). All the perceived
quality factors included in the hypothetical model are benefits hotels offer their guests. On
the other hand, the price corresponds to the monetary value guests pay to enjoy these
benefits (Souki et al., 2020). Thus, the hypothetical model must include benefits and costs to
assess guests’ hotel experiences.

The S-O-R theory advocates that the perceived quality and price paid by guests in their
hotel experiences are stimuli that influence their emotional and cognitive states (organism) and
behaviours (responses). This study’s hypothetical model includes the perceived value (Souki
et al., 2023; Jeaheng et al., 2020), positive and negative emotions (Souki ef al., 2020; Bastiaansen
et al, 2019) and satisfaction (Jeaheng et al, 2020; Alnawas and Hemsley-Brown, 2019) as
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organisms. Furthermore, this hypothetical model included WOM (Bravo ef al, 2019) and
eWOM (Chen et al, 2022a; Line et al., 2020; Sann et al., 2020) as responses. Finally, the HGBE-
SNS is an external construct that moderates the relationship between satisfaction and eWOM
(Chinelato et al, 2023; Correia et al., 2018; Dolan et al, 2016). This study’s constructs and their
respective measurement items were adapted from previous studies (Table 1).

The questionnaire included the sociodemographic characteristics of the interviewees
and contained scales with an interval of 11 points, with 0 — totally disagree and 10 —
totally agree. It also included the alternative “I do not know/It does not apply” because
some guests might not have used some of the services offered by the hotels. Considering
that most of the constructs and indicators used in this study were adapted from the
research conducted by Souki et al. (2020), the authors chose to maintain the same scale
pattern used by these authors. Furthermore, there is broad support for using 11-point
agreement or disagreement scales in the literature (Wu and Leung, 2017). It is because
scales with more points increase sensitivity in measuring responses, allowing the
capture of subtle nuances and differences in respondents’ perceptions, attitudes or
opinions. It is particularly relevant in multivariate statistical analyses such as structural
equation modelling, which requires great precision in measuring the relationships
between variables. Leung (2011) argues that 11-point scales can be treated as
continuous, improving the accuracy of model parameter estimates. This author
developed a study that compares the psychometric properties and the normality of
Likert-type scales of 4, 5, 6 and 11 points. This study found no statistically significant
differences between the scales evaluated regarding mean, standard deviation,
correlation between items, item-total correlation, reliability, exploratory factor analysis
or factor loading. However, the results revealed that 11-point scales are closer to
normality. The author concludes that this study provides evidence to support using the
11-point Likert-type scale. Wu and Leung (2017) and Lundmark ef al. (2015) corroborate
that 11-point scales allow for greater response accuracy, improving measurement
quality compared to more minor scales.

Respondents were guests of three hotels located in three cities in Brazil, and the sample was
on convenience and accessibility. The questionnaires were applied on the premises of the hotels
at different times, seven days a week, to contemplate the opinions of distinct guest profiles. The
researchers used the G* Power 3.1.94 software (Faul ef al, 2009) to ascertain the sample’s
adequacy and the statistical analyses’ power (Hair 