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[bookmark: _Toc200441935]Chapter 1: Introduction
1.1 Research Background
The COVID-19 pandemic severely disrupted the global hotel industry, with Hong Kong’s hospitality sector hit especially hard. International tourist arrivals fell over 90% between 2020 and 2021, dropping from 1.4 million to just 89,190 overnight visitors—a 93.4% decline (Knight Frank, 2022). Although borders reopened in early 2023, arrivals reached only 34 million, still well below the 2018 peak of 65 million (Colliers, 2024). Chinese tourists, once key to overnight stays, now favor day trips, challenging five-star hotels reliant on this segment. In 2023, occupancy rose to 76% and average daily rates to HK$2,347—a 37.5% increase—yet both remain below pre-pandemic levels, reflecting uneven recovery (Knight Frank, 2024). The shift to day-trippers reduces revenue from rooms and services, prompting luxury hotels to rethink strategies. Rising costs and labor shortages further strain profitability and service quality (Blazyte, 2024). These trends underscore the urgent need to understand what drives high-income Greater Bay Area tourists to stay overnight, supporting the sector’s sustainable recovery.

[bookmark: _Toc200441936]1.2 Research Motivation
Understanding shifts in tourist behavior post-pandemic is vital for the recovery and growth of Hong Kong’s five-star hotels. Visitor arrivals rose to 44.5 million in 2024—a 31% increase from 2023—but still only 68% of the 2018 peak of 65 million (Ha, 2025). Many now opt for day trips over overnight stays, reducing hotel occupancy and revenue. This study focuses on high-income tourists from Greater Bay Area (GBA), which includes Hong Kong, Macao, and nine major Guangdong cities. These individuals can afford five-star hotel rooms priced at HKD 3,000 or more per night and travel for leisure, business, or luxury. To stay competitive, hotels must identify the key factors influencing overnight stay decisions. This research addresses that need and contributes academically by examining the evolving preferences of high-income GBA tourists in a post-COVID context, enriching tourism and hospitality management literature.
1.3 Research Question
What factors influence the intention of high-income tourists from the GBA to stay in five-star hotels in Hong Kong?
[bookmark: _Toc200441937]1.4 Research Aim
To identify and analyze the key factors including Service Quality, Brand Image, Price, Experience, EVOW,  that affect the intention of high-income tourists from the GBA to stay in five-star hotels in Hong Kong.
[bookmark: _Toc200441938]1.5 Research Objectives
Hong Kong’s hotel industry has undergone major changes since the COVID-19 pandemic, impacting both demand and guest behavior. Five-star hotels now struggle to attract high-income tourists from the GBA, as many prefer day trips over overnight stays. Understanding these shifting preferences is crucial for hotels to adjust their services and marketing strategies. This study addresses these challenges and offers practical recommendations to support the recovery and growth of Hong Kong’s luxury hotel sector. Accordingly, the research objectives are:
i. To examine post-COVID-19 trends in the Hong Kong hotel industry.
ii. To identify challenges faced by five-star hotels in attracting overnight guests.
iii. To analyze the preferences and behaviors of GBA tourists.
iv. To propose strategies for five-star hotels to increase the intention to stay for guests.


[bookmark: _Toc200441939]Chapter 2: Literature Review
The literature review explores key studies on the hotel industry’s recovery and changing trends in the aftermath of the COVID-19 pandemic. It begins with an overview of global and Hong Kong-specific hotel industry developments, particularly shifts in tourist behavior and hotel occupancy, before examining critical factors influencing guests’ intention to stay, including service quality, price, brand image, experience, and eWOM.  
[bookmark: _Toc200441940]2.1 Overview of Hotel Industry Post-COVID-19
The COVID-19 pandemic severely disrupted the global hotel industry, causing widespread closures and sharp declines in occupancy and revenue (Colmekcioglu et al., 2022; Shapoval et al., 2020). The industry has shown resilience by adopting crisis management strategies such as enhanced hygiene, contactless services, and flexible bookings, which helped rebuild consumer confidence and gradually increase demand (Kim, Li & So, 2021). In Hong Kong, occupancy remains below pre-pandemic levels due to shifts in tourist behavior, including more day trips among Greater Bay Area visitors (Yang, Siu & Huang, 2022). Recovery is uneven globally, with luxury hotels under pressure to innovate and meet evolving guest expectations. Trends toward wellness, digital engagement, and sustainability further influence guest preferences, requiring hotels to adapt services to regain market share (Colmekcioglu et al., 2022; Kim et al., 2021). These trends frame the challenges and opportunities for Hong Kong’s five-star hotels post-pandemic.
[bookmark: _Toc200441941]2.2 Factors Influencing Guests’ Intention to Stay in Five-Star Hotels
[bookmark: _Toc200441942]2.2.1 Service Quality
[bookmark: _Toc200441943]Service quality is a critical factor influencing guests’ intention to stay in five-star hotels, defined as the degree to which a hotel’s service meets or exceeds customer expectations (Al-Ababneh, 2017). It includes five key dimensions: tangibles (physical facilities and appearance), reliability (consistent service), responsiveness (prompt attention), assurance (staff competence and trust), and empathy (personalized care) (Pakurár et al., 2019; Crossman, 2024). To add to these dimensions, Ali et al., (2021) mentioned that high service quality enhances customer satisfaction, loyalty, and positive word-of-mouth, which is essential for competitive advantage in luxury hotels. Research also confirms that perceptions of service quality directly affect willingness to stay and recommend (Kim, Li, & So, 2021; Llego et al., 2022). Post-pandemic, maintaining exceptional service quality is vital as travelers seek reassurance and personalized experiences (Colmekcioglu et al., 2022). Service quality remains central for attracting and retaining discerning guests.
[bookmark: _Toc200441944]2.2.2. Price 
Price is a key independent factor influencing five-star hotel choices, particularly among Greater Bay Area tourists. Unlike models that link price with perceived value, this study treats it as a standalone variable to better assess its direct impact. Guests are highly sensitive to whether pricing aligns with service and amenities (Upton & Klieb, 2019). Five-star hotels often use dynamic pricing—adjusting rates based on demand, seasonality, and events—to optimize occupancy and revenue (Guizzardi et al., 2022). In luxury hospitality, price signals quality and exclusivity; while high prices may reflect superior service, prices perceived as too low can damage brand image, and excessive rates without justification may reduce loyalty (Upton & Klieb, 2019). Guests’ acceptable price range depends on income, expectations, and the desire for social signaling. Transparent pricing builds trust and encourages bookings. Clearly communicating rates and value—through offers or bundled services—enhances satisfaction. Differential pricing can be effective if tailored carefully to avoid perceptions of unfairness or brand dilution (Ansari et al., 2023).
2.2.3. Brand Image
[bookmark: _Toc200441945]Brand image is a decisive factor influencing guests’ intention to stay in five-star hotels, especially in the digital era, where online reviews and social media shape consumer perceptions. Recent data show that 81% of travelers read reviews before booking and 70.9% report that a hotel’s brand image directly affects their choice (Roelen-Blasberg, 2025). Positive reviews build trust, increase bookings, and justify higher pricing, while negative feedback deters guests and reduces revenue. Active management responses to reviews are also crucial, as 56% of customers change their opinion after seeing how hotels engage with feedback (Roelen-Blasberg, 2025). Social media amplifies guest experiences, making brand image management essential for competitive advantage. For five-star hotels targeting discerning Guangdong-Hong Kong-Macao Greater Bay Area tourists, cultivating a strong brand image is critical for attracting guests, increasing direct bookings, and achieving long-term success.
[bookmark: _Toc200441946]2.2.4. Experience
Experience plays a vital role in guest satisfaction and loyalty by tailoring services to individual preferences and fostering emotional connections that encourage repeat visits. Over 70% of guests are more likely to return to hotels offering personalized experiences, and 90% prefer brands that remember their preferences (Turnbull, 2025). Personalized room settings, recommendations, and bespoke amenities enhance perceived value and satisfaction (Siboro & Harefa, 2023). Technologies like AI and data analytics help hotels anticipate needs and deliver hyper-personalized services, boosting satisfaction by up to 20% and revenue by 15% (Anwar et al., 2024; Deveau et al., 2023). Enhanced experiences also build loyalty by turning transactional stays into meaningful relationships (Colmekcioglu et al., 2022). Thus, experience is a key strategy for five-star hotels to differentiate and foster long-term guest loyalty.
2.2.5. Electronic Word of Mouth
Electronic word of mouth (eWOM) plays a pivotal role in shaping guest perceptions and preferences in five-star hotels. Modern travelers increasingly rely on online reviews, ratings, and social media recommendations when choosing where to stay (Chevtaeva, 2021). Positive guest experiences, when shared through platforms like TripAdvisor, Google Reviews, and Instagram, enhance hotel visibility and credibility (Chi et al., 2019). Das & Philosophers (2024) emphasized that personalized responses to online feedback and proactive reputation management significantly influence booking decisions. Furthermore, user-generated content, such as blog posts, vlogs, and social media check-ins, acts as authentic endorsements, fostering trust and brand loyalty (Mbarushimana, 2024). In a competitive hospitality landscape, five-star hotels must actively engage in eWOM strategies to attract new guests, retain loyal customers, and sustain their market advantage in 2025.
[bookmark: _Toc200441947]2.3 Summary of Literature Gaps and Justification for Study
Existing research on hotel guest behavior largely overlooks the specific intentions of Greater Bay Area tourists to stay overnight in Hong Kong’s five-star hotels. While studies highlight general luxury travel trends and post-pandemic recovery, few focus on the unique preferences and challenges within the Hong Kong context, where day trips dominate and overnight stays lag behind. Moreover, shifting demographics, economic factors, and changing travel patterns among Greater Bay Area tourists create a complex environment that current literature does not fully address. This gap justifies the need for focused research to understand the key factors influencing these tourists’ lodging decisions. 


[bookmark: _Toc200441948]Chapter 3: Research Method
This chapter presents the research model guiding the study and outlines the methods for data collection and analysis. It introduces the key factors influencing tourists’ intention to stay in five-star hotels and explains the design of the survey, focus groups, and analytical techniques used to test the model.
[bookmark: _Toc200441949]3.1 Research Model Development
The model is based on 27 scholarly articles identifying six key factors influencing hotel choice: service quality, price, brand image, experience, and eWOM (see Figure 1). These independent variables play a critical role in shaping guest decisions. Service quality and experience drive satisfaction and a sense of care, while price and perceived value affect whether guests feel they’ve received good value. Brand image influences trust and reputation, and eWOM reflects the impact of online feedback on hotel selection. The model offers a framework to analyze how these factors affect Greater Bay Area tourists’ decisions to stay in five-star hotels in Hong Kong. It incorporates best–worst scaling (BWS) and hospitality literature to systematically assess selection attributes. While data collection focuses on Greater Bay Area tourists for feasibility, the findings are expected to offer insights relevant to international visitors.







Figure 1: Research Model
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[bookmark: _Toc200441950]3.2 Survey Design – Quantitative Research
A total of 23 questions are used in the survey: a set of four addressing each of the five critical independent factors (Service Quality, Price, Brand image, Experience, and eWOM) and three addressing the dependent variable, “Intention to stay in a five-star hotel” (See table 1 below). The respondents indicate their levels of agreement with each question using a 5-point Likert scale, from “Strongly Disagree” to “Strongly Agree.” The questions have been carefully developed based on keywords and concepts identified in relevant peer-reviewed journal articles, ensuring content validity and alignment with established literature. This approach plays an essential role in enabling the generation of accurate quantitative data, reducing researcher bias, and facilitating efficient analysis of complex information. The main purpose is to collect empirical evidence that can be analyzed statistically and measured against one another to reveal the relative influence of each factor. Demographic information will be gathered to examine any differences between various types of travelers. The survey is designed to help researchers clarify how different factors affect guest decision-making in the five-star hotel sector.
Table 1
Survey Questions Framework
	Criteria/Factor
	Question
	References

	Service quality
	1. The hotel staff provides prompt and efficient service whenever I request assistance.
	Nyagadza et al., 2022; Lee et al., 2016; Ali et al., 2021b

	
	2. The hotel employees are consistently courteous and instill confidence in guests.
	Nyagadza et al., 2022; Lee et al., 2016; Ali et al., 2021b

	
	3. The hotel facilities and rooms are always clean, well-maintained, and visually appealing.
	Nyagadza et al., 2022; Lee et al., 2016; Ali et al., 2021b
				

	
	4. Hotel staff show genuine concern for my individual needs and provide personalized attention.
	Nyagadza et al., 2022; Lee et al., 2016; Ali et al., 2021b


	Price

	1. When hotel staff provide prompt and efficient service, it positively influences my intention to stay due to perceived high service quality.
	Upton, & Klieb, 2019; Guizzardi et al., 2022; Ansari et al., 2023; Peng & Chen, 2019

	
	2. I am more likely to stay in a hotel where employees are courteous and professional, as this reflects strong service quality.
	Upton, & Klieb, 2019; Guizzardi et al., 2022; Ansari et al., 2023; Peng & Chen, 2019

	
	3. Clean, well-maintained, and visually appealing hotel facilities enhance my intention to stay because they signal high service quality.
	Upton, & Klieb, 2019; Guizzardi et al., 2022; Ansari et al., 2023; Peng & Chen, 2019

	
	4. Personalized attention and genuine care from hotel staff increase my intention to stay by improving my perception of service quality.
	Upton, & Klieb, 2019; Guizzardi et al., 2022; Ansari et al., 2023; Peng & Chen, 2019

	Brand Image
	1. I am more likely to book a hotel that has a strong brand image supported by numerous positive guest reviews.
	Faizal et al., 2024; Vo et al., 2021; Hsieh et al., 2023

	
	2. I trust hotels with a well-established brand image, especially when their online reviews are recent, detailed, and consistently positive.
	Faizal et al., 2024; Vo et al., 2021; Hsieh et al., 2023

	
	3. I tend to trust hotels that receive frequent, detailed, and recent guest feedback on brand image, especially when management visibly engages with and responds to these reviews.
	Salsabila et al., 2025; Hlee et al., 2018; Belver-Delgado et al., 2020; Phillips et al., 2016

	
	4. I am more likely to book a hotel that is widely recognized for its strong brand image and consistently high ratings across multiple online platforms.
	Salsabila et al., 2025; Hlee et al., 2018; Belver-Delgado et al., 2020; Phillips et al., 2016

	Experience
	1. The hotel provides recommendations and services based on my experience.
	Ugwuanyi et al. 2021; Zhang et al. 2019; Zhang et al. 2020; Sousa et al. 2024

	
	2. Hotel staff and digital systems (such as chatbots or apps) tailor their responses and assistance to enhance my experience.
	Ugwuanyi et al. 2021; Zhang et al. 2019; Zhang et al. 2020; Sousa et al. 2024

	
	3. The hotel uses artificial intelligence (such as chatbots or virtual assistants) to provide efficient and personalized assistance to enhance my experience.
	Lei et al., 2023; Siboro & Harefa, 2023; El-Adly et al., 2024

	
	4. I feel more satisfied when the hotel staff or digital systems offer tailored recommendations and services based on my preferences and experience.
	Han et al., 2023; Chotisarn & Phuthong, 2025; Abufawr et al., 2024

	eWOM
	1. When I see positive feedback about smart technologies in online reviews, I am more likely to stay at that hotel.
	Kim & Han, 2022; Dianawati et al., 2024; Mohamad et al., 2024

	
	2. When guests share positive online reviews about modern and innovative hotel facilities, it increases my intention to stay at that hotel.
	Kim & Han, 2022; Dianawati et al., 2024; Mohamad et al., 2024

	
	3. When I read positive online reviews about a hotel’s use of innovative technologies like AR and VR, I am more likely to choose and stay at that hotel.
	Boontos & Uon, 2025; Lim et al., 2023; Baniya & Thapa, 2017

	
	4. Reading positive online reviews about modern hotel facilities and advanced in-room amenities increases my intention to stay at that hotel.”
	Boontos & Uon, 2025; Lim et al., 2023; Baniya & Thapa, 2017

	Dependent Variable

	Intention to stay
	1. The integration of smart technologies (e.g., IoT-enabled climate control, AI-driven services) in hotels enhances my intention to stay due to improved convenience and sustainability.
	Thongmun et al., 2025; Kim et al., 2023; Baluyot, 2025

	
	2. Advanced in-room amenities (e.g., high-speed Wi-Fi, smart lighting) significantly increase my satisfaction and likelihood of choosing the same hotel for future stays.
	Thongmun et al., 2025; Kim et al., 2023; Baluyot, 2025

	
	3. Advanced in-room amenities (e.g., high-speed Wi-Fi, smart lighting) significantly increase my satisfaction and likelihood of choosing the same hotel for future stays.
	Thongmun et al., 2025; Kim et al., 2023; Baluyot, 2025


[bookmark: _Toc200441951]3.2.2 Focus Group Questions – Qualitative Research
Open-ended questions in focus groups allow participants to express detailed opinions and explain the reasons behind their hotel stay decisions. This qualitative approach aims to uncover deeper insights beyond survey data. A group of 6–8 Greater Bay Area tourists will be selected to discuss their experiences. The questions align with the six key factors from the research model, ensuring comprehensive coverage of influences on intention to stay. The focus group questions are presented in Table 2 below.



Table 2
Focus Group Questions
	Criteria/Factor
	Question
	References

	Price
	How do last-minute price changes or discounts affect your decision to book a hotel room?
	Upton & Klieb, 2019, Guizzardi et al., 2022; Ansari et al., 2023

	Service quality
	How do reliability, responsiveness, and empathy from hotel staff influence your satisfaction with service quality during your stay?
	Lee et al., 2016; Ali et al., 2021; Nyagadza et al., 2022

	Brand image
	How do online guest reviews and a hotel’s brand image influence your decision to book or recommend a hotel?
	Faizal., 2024; Hsieh, 2023; Vo, 2021

	Experience
	How does experiencing personalized attention and tailored recommendations from hotel staff or digital systems affect your satisfaction with your stay
	 Ugwuanyi, 2021; Zhang et al., 2019; Zhang et al., 2020

	eWOM
	How do reviews on smart technologies and innovative in-room features, like digital controls or automation, influence your satisfaction and decision to stay at a hotel?
	Kim, 2022; Dianawati, 2024; Mohamad et al., 2024


 
[bookmark: _Toc200441952]3.4 Analysis Techniques
The collected survey data will be analyzed using descriptive statistics to summarize respondents’ demographics and travel behaviors. Cronbach’s Alpha will be employed to assess the reliability and internal consistency of the survey questions within each factor. Pearson correlation analysis will then be conducted to examine the strength and direction of relationships between the independent variables, such as Service Quality, Price, and Experience, and the dependent variable, Intention to Stay. 
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