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Abstract

Combining the Means-End Chain theory and using open-ended questionnaire, 50 in-
dividual hotel customers were interviewed by one-to-one in-depth laddering inter-
views. By the link structure of Means-End Chain (MEC), the customers were guided
from low-level attributes and results to high-level values of consumer experience.
Subsequently, a Hierarchical Value Map (HVM) was created to sum up the ultimate
purpose of cultural and creative hotel guests according to the definitions of attribute,
result, and value.

By using the results of content analysis, the HVM was drawn to show the relation-
ships among concepts. The results revealed that in addition to the attribute of reason-
able prices, tourists inclined towards experience with the environment and catering
and itinerary services. Therefore, it was concluded that blissful value is the most im-
portant value perception for cultural and creative hotel customers. Marketing implica-
tions and future research directions were recommended at the end of this study.

Keywords: Cultural and Creative Hotel, MEC, HVM

Introduction always been considered as a “chim-
ney-free” industry. In this industry, the
As tourism generates its output greater the number of tourists and the
value on the basis of tourist visits and longer they visit an attraction, the more
without building any factories, it has shopping they engage in, and thereby
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generates more profit. Promoting tour-
ism can stimulate the growth of other
related industries such as catering,
aviation, transport, and travel services.
Tourism can also encourage consump-
tion, thereby boosting economies and
job creation at the national level.

Moreover, the industry facilitates
business activity and the understanding
of natural resources to articulate a
country’s cultural awareness, eco-
nomic competitiveness, and infra-
structural progress, thereby helping to
foster the overall development and
cultural literacy of the nation. In 2015,
Taiwanese people traveled approxi-
mately 178,520,000 times in Taiwan,
which was a 14.25% increase com-
pared with the previous year. The
Tourism Bureau estimated that each
Taiwanese person took 8.5 domestic
trips in 2015, compared with 7.47 in
2014, and the output value of domestic
tourism was NT$ 360.1 billion in 2015,
which was a 16.46% increase com-
pared with the previous year (Tourism
Bureau, 2016).

In the era that the expansion of
human’s knowledge and the evolution
of technology grow rapidly, govern-
ments are striving to maximize the ef-
ficiency and value of limited resources
at their disposal to develop effective
industrial strategy models. Many
countries focus on developing emerg-
ing industries with high economic
value, particularly the cultural and
creative industry. In addition to sup-
porting their technology-related indus-
tries, countries utilize their cultural re-
sources and creative prowess to build
their emerging sectors. For example,
the British government tapped the
creativity and craftsmanship of its citi-
zens, conventional forms of cultural art,

and various forms of intellectual capi-
tal to establish the creative industry,
which boasted considerable economic
value and increased employment op-
portunities; in fact, such an industry
first appeared in the United Kingdom.

In June 2002, the Taiwanese
government incorporated its initiative
to develop the cultural and creative
industry into its national development
program and expanded the industry on
an industrial basis through technologi-
cal and cultural means. Therefore,
Taiwan synergizes its intellectual and
cultural capital to contribute creative
and aesthetic value to product devel-
opment and everyday life. This pro-
vided many domestic industries with
the opportunities to transform them-
selves, unleash their potential, and
further improve their business, fosters
job creation and economic growth, and
shift the nation’s excessive focus away
from manufacturing.

Consumers normally purchase
commodities based on the functionality.
They may also make purchases impul-
sively driven by the symbolic value of
the brand, an identification with the
symbol and packaging of the product,
or personal taste. Consumers buy cul-
tural and creative products because of
accompanying intangible cultural value,
which shapes their personal image in a
manner that the consumers prefer.
Such products represent a unique way
of life, distinct social status, identity
differentiation, or a personal idiosyn-
crasy. Hotels have recently proliferated
across Taiwan. An online survey of
popular Taiwanese hotels conducted
by La Vie (2015) found that 32.7% of
respondents preferred hotels with cul-
tural and creative attributes and stated
that such hotels provide excellent ser-
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vices and exhibit creativity. Therefore,
it can be stated that customers not only
consider hotels’ actual services but
also place a growing emphasis on their
thematic layouts, furnishings, lighting
fixtures, dining environments, and the
artistic aspects of their interior designs
as well as whether their facilities com-
bine creative, stylish, and cultural ele-
ments.

There are some studies on the
hotel industry that focused intensively
on the topics of decision-making proc-
ess when selecting a hotel and the ef-
fect of customer values on consumer
behaviors ( Kim, Park, 2017; Choi, et
al, 2015; Chen and Tung, 2014 ).
However, few studies have analyzed
the perceived value when customers
check-in at the hotel they have chosen
(Morosan and DeFranco, 2016; Ting et
al., 2011). Although the hotel and hos-
pitality market becomes increasingly
competitive while customer demand
for quality accommodation and unique
lodging environments continues to in-
crease, the customer-perceived value
of hotel services or the hotel itself still
has not been discussed thoroughly.

Therefore, this study addressed
the literature gap to explicate the value
of hotels selected by customers. Stud-
ies on user value have mostly adopted
means-end chain (MEC) approaches to
explore topics such as the value of par-
ticipating in recreation and physical
exercise (Lin et al., 2017; Uijl den et
al., 201) and the value of buying be-
havior (Kim et al., 2016). MEC is a
methodology for examining customer
behavior and value that is typically
used in the development of advertising
strategies, market segmentation, and
brand management to investigate the

meanings that consumers attribute to
products, services, or their consump-
tion behaviors (Matook, 2013), as well
as the relationships between these
meanings and their perceived value
(Gutman, 1982; Olson and Reynolds,
2001). This study adopted the MEC to
investigate consumers’ perceived value
of cultural and creative hotels in Tai-
wan and their purpose of consumption.
The findings were expected to encour-
age the integration of cultural and
creative elements into hotel environ-
ments.

In summary, this study (a) con-
ducted a literature review to explore
the manner in which consumers select
cultural and creative hotels, the conse-
quences of their selection, and the per-
ceived value of their selected hotels; (b)
used the MEC to construct an attrib-
ute—consequence—value chain applica-
ble to cultural and creative hotel con-
sumers; and (c) created a perceptual
map illustrating crucial factors in con-
sumers’ decisions to select cultural and
creative hotels. This perceptual map
may be of referential value to hotel
managers.

Literature Review

Cultural and creative hotels
In 1997, the Creative Industries Task
Force was established in the United
Kingdom to promote the development
of the domestic creative industry,
compiling its first “creative industry”
report in the following year. In 2002,
the Singaporean government an-
nounced the plan of building a global
cultural and design center and a global
media center. In recent years, South
Korea has seen its digital content,
electronic sports, and audiovisual in-
dustries to thrive. These three countries
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have transformed their existing cultural
and artistic heritage. Taiwan has also
followed the pursuit, sparing no effort
in constantly promoting its cultural and
creative industry. The industry is offi-
cially defined as an industry that
“emerges from creative or cultural ac-
cumulation, creates and applies intel-
lectual property, and possesses the po-
tential to create wealth and job oppor-
tunities and enhance the overall quality
of life of the general public,” which is
stated by the definitions of cultural and
creative industries in other countries
while incorporating Taiwan’s indus-
trial characteristics. The principles of
the industry include 1. High number of
employed population or participants 2.
High economic value or associated
benefit 3. High growth potential 4.
Strong in originality or creativity 5.

High Additional Value

The cultural and creative industry
encompasses a range of professional
fields; one of them is architecture and
design, which includes building design
and interior design. Building design
involves tailoring a building according
to certain environmental, functional,
and visual specifications. Professions
related to building design include ar-
chitectural design and interior design.
With increasing globalization and the
ever-growing popularity of backpack-
ing, it has become a trend that hotel
business with construction experience
acquire land to customize their hotels
in a themed and stylish manner, lead-
ing to a growing number of boutique
hotels. Moreover, public art spaces
have been increasingly established,
contributing to the demand for interior
design. Cultural and creative spaces
have become a vital driver of the cul-

tural and creative industry (Su, 2011).
In Taiwan, buildings of cultural or
historical significance are scattered
nationwide and are gradually slipping
from public memory as time passes.
However, they can be revitalized with
artistic elements; Taiwan has recently
seen the renovation of old department
stores, reconstruction of aged and
abandoned houses into culturally
meaningful parks and spaces, and con-
struction of culturally stylish hotels
imbued with local character. With the
government’s growing emphasis on
maintaining culture and the demonstra-
tion of local characteristics, many
buildings in Taiwan have been rebuilt
into local cultural sites or cultural and
creative hotels. In recent years, stylish
cultural and creative hotels have be-
come one of the top choices of cus-
tomers and many unique hotels have
proliferated, each targeting a specific
consumer market.

The Act for the Development of
Tourism (Tourism Bureau, 2001) de-
fines a hotel as ‘““a profit-taking public
facility that operates international
tourist hotels or regular tourist hotels
to provide tourists with lodging, cater-
ing, and other related services.” Gee
proposed that Resort hotels mainly
serve the needs of customers on vaca-
tion and customers who take vacations
while attending conferences (Gee,
1996). Customers of such hotels tend
to participate in diverse activities to
seek an entirely fresh experience dur-
ing their stay. The value that consum-
ers derive from the cultural value can
be divided into in the following groups
(Throsby, 2001): aesthetic (the coher-
ence and beauty of a commodity),
spiritual (a unique cultural inspiration),
social (enhanced social identification),
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historical (understanding one’s rela-
tionship with history), symbolic (the
significance of a commodity), and au-
thentic (the originality and true value
of a commodity). Moreover, culture
and tourism form a symbiotic rela-
tionship (Jansen, 2006). Tourism le-
gitimizes the political support for cul-
ture and its role in the society and
economy as well as encouraging cul-
tural preservation and innovation.

On the other hand, culture pro-
vides abundant resources for the de-
velopment of tourism products; culture
serves as a rich source of heritage and
folklore that tourism can tap to further
unleash its own potential, thereby en-
gaging tourists in culturally enriching
experiences. On the basis of the above
mentioned arguments, a cultural and
creative hotel that incorporated cultural
elements can be defined as “a profit-
making organization offering accom-
modation and related services with
cultural and recreational value.”
Means-End Chain (MEC)

Gutman (1982) first proposed the
MEC theory, which was premised on
the viewpoint of Rokeach (1973). The
theory assumes that value plays an
important role in consumer behaviour
and customers categorize products ac-
cording to their personal value to sim-
plify the selection process. Therefore,
value can be described as a consumer’s
desired ultimate form of existence.
Personal value indicates a person’s de-
sired way of life and intrinsic goals; its
influence on individual’s behavior can
be examined through the MEC, which
illustrates how a consumer—to derive
the satisfaction from a product or ser-
vice—considers the attributes or func-
tions of that product and the conse-

quences of using it before purchasing.
The MEC analyzes customers’ com-
prehension of product attributes and
consequences (means) to derive certain
value (ends) by capturing abstract
meanings from various products
(Goldenberg et al., 2000).

An attribute is a tangible or in-
tangible feature of a product, thing, or
activity (Pitts et al., 1991). Symbolic
attributes include quality and service
attitude, whereas physical ones, which
are measurable, involve packaging,
weight, and price. Symbolic and
physical attributes represent the psy-
chological and physical characteristics
of a product, respectively, as perceived
by consumers. A consequence is a
psychological or physical benefit that
consumers expect to obtain from a
product or service. In other words, a
consequence of a purchase is a physi-
cal or psychological result of using a
product or service. If that consequence
is desired by the consumer, it is per-
ceived to be a benefit; if it is loathed
by the consumer, it is perceived to be a
risk. Levitt (1960) divided conse-
quences into functional and social-
psychological consequences that arise
from consumption; functional refers to
physical reactions, whereas social-
psychological refers to perceptions.
Value is the physical or physical state
that a consumer expects to achieve
with a purchase; it is defined in MEC
theory as a desired ultimate form of
existence (Gutman, 1982; Peter and
Olson, 1996). Rokeach (1973) referred
to value as a commitment to a given
behavior or state, suggesting that this
commitment predisposes a person or
society to act in a certain way. Hol-
brook (1994) suggested that value is a
preferred consumption experience that
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involves emotions and preferences that
represents consumers’ preferred over-
all consumption experience. Therefore,
consumption largely follows on from
satisfaction by pursuing not only the
functionality but also other specific
value of a product or service.

Olson and Reynolds (1983) pro-
posed an MEC with six levels of at-
tributes, consequences, and values, or-
dered from less to more abstract: (a)
concrete attributes (the appearance and
functionality of a product); (b) abstract
attributes (the sum of indirect tangible
messages); (¢) functional consequences
(the direct consequences derived from
the purchase of a product); (d) psy-
chological consequences (the psycho-
logical or social consequences pro-
duced by a purchased product); (e) in-
strumental value (the means of
achieving terminal value); and (f) ter-
minal value (the perceived or con-
ceived ultimate goal of a purchased
product). Concrete and abstract attrib-
utes are organized into the attributes
level; functional and psychological
consequences into the consequences
level; and instrumental and terminal
values into the values level.

The MEC examines the relation-
ship between consumer behavior and
value. This study used an attrib-
ute—consequence—value chain to ana-
lyze the value of tourists’ stays at cul-
tural and creative hotels; conducted
ladder interviews to acquire the tour-
ists’ perceived attributes, consequences,
and value of the hotels as well as con-
tent analysis to create value ladders for
the tourists; and constructed a percep-
tual map to explicate the linkages
among factors in the tourists’ decisions
to select the hotels.

Product Attributes

To elucidate what leads to a pur-
chase, the MEC was used to link the
attributes, consumption consequences,
and purchasing value of products. A
content analysis was performed to or-
ganize the interview data into linguistic
stems for a subsequent hierarchical
analysis. This study analyzed attributes
that may contribute to a hotel’s busi-
ness, which are brand awareness, style
and design, room size, location, service
quality, catering quality, landscape,
price, number of rooms, convenience
of transport, facilities (e.g., swimming
pools and hydrotherapy tubs), house-
keeping, personal itinerary planning,
privacy, and digital services. Keeney
(1999) summarized the factors in-
volved in customers’ selection of tour-
ist hotels into six categories according
to customer value:

(a) price (e.g., of traffic, accommoda-
tion, catering, tour services, and use of
facilities);

(b) quality (e.g., of bedding, showers,
communication devices, and dining
facilities);

(c) location (e.g., modes of transporta-
tion available, the amount of time re-
quired to reach the hotel, and whether
any attractions exist nearby to visit);
(d) convenience (e.g., whether any ac-
cessible information about the hotel
exists, whether the hotel allows online
room reservation, and whether park or
making payments are convenient);

(e) facility (e.g., availability of gyms,
saunas, swimming pools, or conference
rooms);

(f) safety (e.g., availability of fire fa-
cilities and hygiene facilities and secu-
rity services);

(g) catering (e.g., availability of cater-
ing services); and
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(h) service (e.g., service attitude and
efficiency, pickup service, and package
tour planning).

Value Theory

Value is not only a desirable ulti-
mate form of existence and a commit-
ment but also a crucial factor in the
selection process (Gutman, 1982).
Academic focus on customer value has
shifted from the value associated with
transaction cost reduction to the com-
parable value between price and qual-
ity to perceived utility value to the
perceived value of experience ex-
change. Therefore, Gale (1994) sug-
gested that customer value involves
rational and experiential perspectives.
The rational perspective refers to a
customer’s orientation to problem
solving, focus on the product, and the
utility and effectiveness of the product
purchased, whereas the experiential
perspective concerns the impression
and feelings that a customer has about
their purchase (Butz & Goodstein,
1996). Value can be seen as the sum of
money that a buyer is willing to pay
for the product or service
provided—i.e., the overall opinion of
the consumer about the utility of the
product or service (Zeithaml, 1988).

Common instruments for
measuing personal value include the
36-item Rokeach Value Survey (RVS)
designed by Rokeach (1973). The
instrument comprises the dimensions
of means and ends; the means com-
prise 18 instumental values, which
refer to modes of behavior, whereas
the ends comprise 18 terminal values,
which refer to end-states of existence
(See Table x). In this study, partici-
pants were asked to rank the terminal

values followed by the instrumental
ones by their order of importance as
guiding principles in their lives.

Kahle (1986) incorporated other
values into the RVS and proposed the
List of Values (LOV), which has been
implemented in numerous value-
related works. The LOV is a value-
measurement instrument developed by
the Survey Research Center, Univers-
ity of Michigan, on the basis of
Maslow’s hierarchy of needs (Maslow,
1954) as well as Feather’s (1975) and
Rokeach’s (1973) value theories
(Kahle et al., 1986). Arguing that
Rokeach’s value theory contained an
excessive number of values, Kahle
(1986) used only nine values in the
theory, and these nine included
self-fulfillment, sense of belonging,
excitement, sense of accomplishment,
self-respect, being respected, security,
fun and enjoyment, and warm relation
with others. Schwartz (1992) indicated
that value arises from three types of
need (physical, social and group life,
and wellbeing) and proposed 10 values
including power, achievement, and
enjoyment.

In summary, studies have at-
tempted to develop a simplified value-
measurement instruments on the moti-
vations of personal behavior and sim-
plify the value-measurement instru-
ments to assess customer value. This
study used value theories to examine
the value of tourist hotels as perceived
by consumers and analyzed these cus-
tomer-perceived values qualitatively.
MEC is a set of research method that
evaluates consumer behavior and val-
ues; since consumers endow meanings
to different products, services, or pur-
chasing behaviors in their minds, these
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meanings are linked to their personal
psychological values. Therefore, this
study uses value-measurement instru-
ment as foundation and MEC as re-
search method, to discuss the con-
sumer behavior and personal values of
cultural and creative hotel customers.

Methods
Participants And Sampling Procedure

Consumers who had stayed at
cultural and creative hotels for at least
two days in the previous year were re-
cruited and Informed consent for using
the information was obtained. Snow-
balling sampling method was per-
formed in which the participants were
asked to recommend friends or rela-
tives to participate in the study who
had also stayed at cultural and creative
hotels. Data were collected from Feb-
ruary 17 to April 20, 2016, through
face-to-face interviews. The interviews
were conducted in locations where
they could be audio recorded intelligi-
bly for transcribing and audio re-
cording began only with participants’
agreement. Each participant was inter-
viewed for averagely 25-30 minutes.

Data Collection and Analysis

All interview data were sorted
systematically and transcribed. Content
analysis was performed to code the
transcripts. To construct a needs-based
hierarchical value map (HVM), an im-
plication matrix was established on the
basis of the number of linkages accu-
mulated.

Content analysis involves build-
ing linguistic stems and coding data. In
this study, transcripts were reviewed to

test the coherence of each interview
response and the validity of the data.
Key descriptions were extracted from
the transcripts in accordance with the
product attributes, consumption con-
sequences, and consumption values
that influenced the selection of cultural
and creative hotels. Similar key de-
scriptions were categorized under ap-
propriate linguistic stems and organ-
ized according to their respective fea-
tures. To ensure the transcript descrip-
tions were categorized as accurately as
possible, the two researchers from this
study and two experts conversant in
MEC conducted the categorization and
coding. Coding consequences among
the four experts were subsequently
compared, and the concepts that led to
disagreement over their categorization
were all discussed to reach consensus
and prepare a category list of factors in
the selection of cultural and creative
hotels (Table 1). The concepts were
named by keywords according to their
characteristics and content, and subse-
quently numbered and coded. Reliabil-
ity and validity tests were conducted to
organize all factors into “attribute,”
“consequence,” and “value” levels.

A reliability test was conducted
for inter judge reliability, in which all
raters independently coded the same
data according to the same coding
procedure. Similar coding conse-
quences between raters showed higher
agreement; those that were not similar
had lower agreement. Consequences
from two coders were compared and
showed a mean inter-rater agreement
level of 0.85. Subsequently, the reli-
ability of the study was estimated us-
ing the reliability equation, which is
expressed as follows:
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Table 1. The identification of attributes, consequences, and value

Attributes (A)

Consequences (C)

Values (V)

Al Price (e.g. promo-
tion, discount, paid)

giveaway, free sam- | C2 Clean and comfort-

ple) able(e.g. sanitary envi-
ronment, clean rooms,
immaculate inside)

C3 Easy and convenient(e.g.

verse) convenient room booking,

online booking, parking

lot, easy to locate the ho- | V3 Economic value(e.g.

A2 Service quality(e.g.
clean, hygienic, high
Internet speed, di-

A3 Convenience(e.g.
convenient, simple,
time-saving) tel)

A4 Experience with the | C4 Promoting cultural and

environment(e.g.
beautiful, unique,
sense of design,
creative, culture,
emotion)

AS Security(e.g. safe, worries)

reassuring, friendly) | C6 Satisfying desire for
travel and foods (e.g.
well-planned itinerary,
clear introduction, local
foods, gaining a deep un-
derstanding of local cul-
ture, sumptuous meals)

A6 Catering and itiner-
ary(e.g. abundant,
delicious, good ser-
vice, smile, varied
itinerary)

C1 Bargain(e.g. affordable,
worth more than the price

V1 Blissful value(e.g.
happy life, blissfully
happy, romantically
happy, fulfilled life)

V2 Aesthetic value(e.g.)
cleverly designed, in-
genious interior design,
culturally distinctive
totems, beautiful, visu-
ally appealing

real bargain,
money-saving satis-

creative awareness(e.g. fied)
creative designs every-
where, clever)

CS5 Stress relieving(e.g. re-
laxing, restful, free from

V4 Recreational value(e.g.
full of fun, delightful
life, immersing in lei-
sure time)

2 (the number of coders) x 0.85 (mean

interrater agreement level) = [1 + (2 -

1) x 0.85]. Therefore, the reliability of
this study was 0.92, which exceeded
the 0.85 threshold recommended by
Kassarjian (1977) and indicated high
reliability.

An implication matrix is a sys-
tematic matrix depicting linkages
among attributes, consequences, and
values. On the basis of the linkages
clearly shown by the implication ma-
trix, an HVM was created to illustrate

a hierarchy of values for each partici-
pant. To assess the importance of
various linkages and make it easier for
the value hierarchy to converge (to
improve the intelligibility of relevant
information), less crucial linkages were
eliminated using a cutoff value of 5%
(Gengler & Reynolds, 1995); linkages
with a number of direct links exceed-
ing the value were confirmed. Consid-
ering that 45 participants were re-
cruited, low cutoff values might have
led to weak or complicated linkages,
whereas high cutoff values might have
resulted in the omission of comprehen-
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sive or valuable information. Therefore,
the cutoff value was set as 3; linkages
with more than three direct links were
displayed in the HVM.

Results and Discussion
Demographics

The demographic data of the
study population as follows. Most par-
ticipants were female (56.8%, n = 25),
aged 36-50 years (63.6%, n = 28),
unmarried (52.3%, n = 23), earned a
monthly disposable income of between
NT$ 20,000 and NT$ 30,000, held a
bachelor’s or associate degree (75%, n
= 33), and worked in the service in-
dustry (38.6%, n = 17). Relatively
fewer participants worked in the mili-
tary, government, and education
(22.7%, n = 10) sectors and reported a
monthly disposable income of between
NT$ 30,000 and NT$ 40,000.

Frequency Analysis Of Each Attribute,
Consequence, And Value

Analysis of the interview tran-

scripts yielded six attributes, six con-
sequences, and four values (Table 2).
At the attribute level, “price (A1)” was
mentioned most frequently (34 times),
followed by “service quality (A2),”
“experience with the environment
(A4),” “convenience (A3),” and “secu-
rity (A5).” These attributes were cru-
cial to the participants’ selection of
cultural and creative hotels and to the
consequences of their consumption. At
the consequence level, “bargain (C1)”
was mentioned mostly frequently (43
times), followed by “satisfying desire
for travel and foods (C6),” “promoting
cultural and creative awareness (C4),”
“easy and convenient (C3),” “clean
and comfortable (C2),” and “stress re-
lieving (C5).” Therefore, participants
attached the highest importance to
whether the hotels were a bargain and
satisfied their desire for travel and
foods; these were the most critical
consequences of generating consump-
tion values. At the value level, “recrea-
tional value (V4)” was mentioned most
frequently (36 times), followed by
“blissful value (V1),” “aesthetic value
(V2),” and “economic value (V3).”

Table 2. Frequency of each attribute, consequence, and value

Attributes (A) | Freq. Consequences (C) Freq. | Values (V) | Freq.

Al Price 34 | C1 Bargain 43 | V1 Blisstul 24
value

A2 Serwce 22 | C2 Clean and comfortable 18 V2 Aesthetic 18

quality value

A3 Convenience | 14 | C3 Easy and convenient 19 \\Ifa’jiliconomlc 14

A4 Experience .

with the envi 20 C4 P.romotmg cultural and 20 Y4 Recrea- 36

creative awareness tional value

ronment

AS Security 9 | C5 Stress relieving 16

A6 Catering and C6 Satisfying desire for

. 31 24

itinerary travel and foods
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HVM

Interview data collected from all
of the 45 participants were used to
construct an implication matrix (Table
3). An HVM (Figure 1.) was subse-
quently created on the basis of the
linkages described by the matrix.

In the HVM, numbers shown on
the side of the lines of linkages de-
noted the total number of mentions
made of the linkages; the higher the
numbers, the thicker the lines and the
more stable and crucial the linkages.
Among the attribute (A), consequence
(©), and value (V) levels, several
A-C-V pathways were identified: (a)
“price (A1)” and “service quality
(A2)” achieved “economic value (V3)”
via “clean and comfortable (C2)” and
“simple and convenient (C3)”; (b)
“experience with the environment
(A4)” and “catering and itinerary
(A6)” achieved “aesthetic value (V2)”
via “promoting cultural and creative
awareness (C4)”; (c) “service quality
(A2),” “security (A5),” and “catering
and itinerary (A6)” achieved “recrea-
tional value (V4)” via “stress relieving
(C5)” or “satistying desire for travel
and foods (C6)”; and (d) “security
(AS)” and “catering and itinerary
(A6)” achieved “blissful value (V1)”
via “stress relieving (C5)” or “satisfy-
ing desire for travel and foods (C6).”

Some A-C—-C-V pathways were
also observed in the map: (a) “price
(A1)” and “catering and itinerary
(A6)” were linked with “clean and
comfortable (C2)” via “bargain (C1)”
to achieve “economic value (V3),” and
(b) “service quality (A2)” was linked
with “satisfying desire for travel and
foods (C6)” via “stress relieving (C5)”

to achieve “blissful value (V1).

An analysis of the HVM revealed
the following pathways leading respec-
tively to the four values pursued by the
participants.

Pathway To Recreational Value

Analysis of the linkages in the
HVM suggested that recreational value
was the core value for consumers of
cultural and creative hotels, and the
pathway to this value constituted direct
or indirect consequences as ‘“‘stress re-
lieving (C5)” and “satisfying desire for
travel and foods (C6),” which arose
from “service quality (A2),” “security
(AS),” and “catering and itinerary
(A6).” Therefore, when selecting cul-
tural and creative hotels, customers
would consider the service quality, se-
curity, and catering and itinerary
whereas being able to relieve stress
and satisfy their desire for travel and
foods were the consequences they ex-
pected to derive from their consump-
tion at the hotels.

Pathway To Blissful Value

The pathway to blissful value con-
sisted of the consequences of “stress
relieving (C5)” and “satisfying desire
for travel and foods (C6),” which arose
from “service quality (A2),” “security
(AS),” and “catering and itinerary
(A6).” Accordingly, recreational ac-
tivities that consumers engage in when
staying at cultural and creative hotels
are normally enjoyable, allowing them
to unwind, satisfy their desire for travel,
lead a fulfilled, happy, relaxing life,
and improve their wellbeing and qual-
ity of life. This finding indicated that
by staying at a hotel when traveling
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affords opportunities to relax, engage
in leisure, and savor local foods, which
enhances the consumers’ happiness.

Pathway To Aesthetic Value

Tourists staying at a cultural and
creative hotel may also have an aes-
thetic experience during their stay.
Staying at hotels that boast cleverly
designed environments, provide tour
planning and guide services, and even
introduce local dishes, allows tourists
to broaden their horizons and adds an
aesthetic dimension to their travel.
Therefore, the ingenious and culture-
specific environmental design of cul-
tural and creative hotels is what ap-
peals to their customers, and by intro-
ducing tourist attractions or providing
local cuisines, the hotels can improve
their customers’ aesthetic experience
of travel. These strengths can distin-
guish cultural and creative hotels from
their conventional counterparts.

Pathway To Economic Value

Analysis of individual linkages indi-
cated that “price (A1)” and “bargain
(C1)” had the most linkages. Their
formation was the consequence of
“clean and comfortable (C2),” which
led to “economic value (V3).” More-
over, “clean and comfortable (C2)”
linked closely not only with “bargain
(C1)” but also “service quality (A2),”
which was described by related con-
cepts (“clean,” “hygienic,” and “di-
verse”’) extracted from the interview
transcripts to generate economic value.

Economic value was also ob-
served in some interview responses in
which “convenient room booking” and
“easy to locate the hotel” were men-

tioned and consequently led to “easy
and convenient (C3).” However, many
participants stated that although price
was a primary factor in their selection,
they preferred casual immersion with
family members in spiritually rich ex-
periences gained from a glimpse into a
cultural or creative activity at a local
level to the economic value from the
affordable prices they paid for their
accommodation.

On the basis of these findings, the
linkages among attributes, conse-
quences, and values regarding the se-
lection of cultural and creative hotels
suggested that providing distinctive
accommodation services can meet
varying consumer needs. Because de-
cisions to buy products or services are
typically based on motivations to de-
rive one or more value from the prod-
uct or service in question, the combi-
nation of these values affects the pur-
chase decision. Staying at a cultural
and creative hotel can provide a con-
sumer with recreational, blissful, aes-
thetic, and economic values—all of
which indicate the consumer’s travel
motivations and goals. Compared with
other studies, this study found that
even when consumers derived the
same final values from their hotel se-
lection, the MEC suggested that the
consequences and attributes linked by
values differed from each other. Un-
derlying these linkages were the ac-
commodation experiences associated
with the unique attributes of cultural
and creative hotels. Furthermore, MEC
theory states that various hierarchical
linkages represent various consump-
tion experiences, and even if these ex-
periences yield the same values, they
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Table 3. Respondents' A-C implication matrix

Cl |C2 |C3 |C4 |C5 |C6 |VI |V2 | V3 | V4 | Total

Al 25 2 6 1 34
A2 2 10 1 5 4 22
A3 2 12 14
A4 1 16 2 20
AS 1 8 9
A6 12 2 4 13 31
Cl 3 2 5 10
C2 2 4 1 7
C3 3 3
C4 1 1 16 2 20
G5 4 10 13 27
Co6 13 22 35
Total 43 18 19 20 16 24 24 18 14 36

Al Price

C2 Clean
and com-
fortable

V4 Recrea-
tional value

V2 Aes-
thetic
value

V1 Blissful

value

C6 Satisty-
C3 Easy C4 Promot- C5 Stress ing desire
and con- ing cultural for travel

relieving

venient and foods

A2 Service A3 Convenience A4 Experience A6 Catering
quality with the envi- AS Security and itinerary
ronment

Figure 1. HVM of cultural and creative hotel customers
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involve fulfilling various consumer
needs. Hence, as travel experiences
vary from hotel to hotel, so do con-
sumer needs.

Conclusions

In this study, a hierarchical value
analysis of cultural and creative hotels
was performed on the basis of MEC
theory to elucidate the attributes, con-
sequences, and values of the hotels
from consumer perspectives. The con-
sequences indicated that consumers
pursued multiple values from their
stays at cultural and creative hotels.
They focused on six attributes (price,
service quality, easy and convenient,
experience with the environment, se-
curity, catering and itinerary) during
selection, which generated four values
(blissful, recreational, aesthetic, and
economic) via six consumption conse-
quences.

To stand out in a market charac-
terized by diverse tourist accommoda-
tion products, hotels can develop their
own characteristics to generate various
consequences and values, cater for
varying consumer needs, and provide
their consumers with blissful, recrea-
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