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Abstract 

This study examines the structural relationships between Customer Experience Management (CEM) 

dimensions—physical servicescape, staff responsiveness and competence, digital touchpoints and convenience, 

and personalization and customization—and guest loyalty in the Philippine hospitality industry, specifically 

analyzing the mediating role of customer satisfaction. Using a descriptive-correlational and explanatory design, 

empirical data were gathered from 384 guests across diverse accommodation categories in Metro Manila, Metro 

Cebu, and Palawan. Path analysis and multiple linear regression models reveal that the four CEM dimensions 

significantly predict customer satisfaction (𝑅2 =  0.684, 𝑝 < 0.001), with staff responsiveness and 

competence emerging as the strongest determinant. However, when evaluating direct influences on guest loyalty 

(𝑅2 =  0.577, 𝑝 < 0.001), only the physical servicescape and staff responsiveness remain statistically 

significant. Crucially, the influence of digital touchpoints and personalization on guest loyalty is fully mediated 

by customer satisfaction, revealing a technology paradox in which digital convenience serves as a necessary 

hygiene factor rather than a direct driver of emotional brand attachment. Additionally, variance analysis 

demonstrates significant differences in guest loyalty across hotel star classifications, with 5-star establishments 

showing the highest loyalty outcomes (𝑀𝑒𝑎𝑛 =  3.182), followed by 4-star (𝑀𝑒𝑎𝑛 =  3.001) and 3-star 

(𝑀𝑒𝑎𝑛 =  2.827) properties (𝐹 =  14.574, 𝑝 <  0.001). These findings emphasize that while technological 

convenience and customization are critical for transaction-specific satisfaction, sustainable guest loyalty 

requires a balanced synthesis of sensory servicescapes and authentic interpersonal engagement. The study offers 

a robust, culturally anchored framework for hoteliers to strategically allocate resources, optimize digital and 

physical touchpoints, and operationalize the Filipino Brand of Service Excellence to secure a long-term 

competitive advantage in the global tourism market. 

Keywords: Customer Experience Management, Guest Loyalty, Customer Satisfaction, Servicescape, Philippine 

Hospitality Industry, Structural Equation Modeling  
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Introduction 

Background of the Study 

The global hospitality and tourism landscape has undergone a profound paradigm shift from transactional service 

delivery to experiential engagement. In the modern era, travelers no longer evaluate accommodation 

establishments solely on physical room features or competitive pricing; instead, they seek holistic, immersive, 

and emotionally resonant experiences. This transformation has elevated Customer Experience Management 

(CEM) as a core strategic imperative for sustainable business survival. In an environment characterized by low 

switching costs and hyper-competition, the capacity to orchestrate memorable encounters across multiple physical 

and digital touchpoints is the primary determinant of long-term guest retention. Globally, international tourism 

recovered to pre-pandemic levels in 2024, recording 1,470 million arrivals, with sustained growth projected at 5% 

in the first half of 2025 despite elevated prices, inflation, and shifting consumer confidence. This high-demand 

environment requires hotels to move beyond traditional operational models and focus on experiential 

differentiation to capture and retain market share. 

At the regional level, the Southeast Asian hospitality sector is among the fastest-growing tourism markets 

globally. Guided by the ASEAN Tourism Strategic Plan (ATSP) 2026–2030 and the newly drafted ASEAN 

Tourism Marketing Strategy (ATMS) 2026–2030, destinations across the region are actively transitioning toward 

high-value, sustainable, and digitally integrated tourism offerings. In 2024, ASEAN destinations welcomed a 

combined 121 million international overnight visitors, representing approximately 88% of pre-pandemic levels. 

The region's strategic focus is heavily oriented toward addressing post-pandemic traveler behaviors that prioritize 

seamless digital convenience, safety, flexibility, and authentic local cultural immersion. This regional transition 

emphasizes the need to understand the evolving behavioral patterns of travelers, who demand frictionless digital 

interactions, deep cultural authenticity, and highly personalized service standards. 

Nationally, the travel and tourism industry serves as an indispensable pillar of the Philippine economy. According 

to reports from the World Travel & Tourism Council and the Philippine Statistics Authority, the tourism sector 

injected over 5.4 trillion Philippine pesos into the national economy in 2024, accounting for approximately 21.3% 

of the country's gross domestic product (GDP) and supporting over 9.5 million jobs—nearly 20% of the national 

workforce. This remarkable economic footprint underscores the critical role of the accommodation sector in 

driving national development and supporting local communities. To maintain this growth trajectory, the Philippine 

Department of Tourism (DOT) has prioritized upgrading infrastructure, refining quality standards, and 

implementing nationwide capacity-building initiatives, such as the Filipino Brand of Service Excellence (FBSE) 

training. The unique competitive advantage of Philippine tourism is traditionally rooted in the organic warmth 

and hospitality of its workforce. 

At the local level, major urban centers like Metro Manila and world-class resort destinations such as Palawan and 

Cebu are facing intense competition. While high-end hotel chains invest heavily in advanced Property 

Management Systems (PMS) and Customer Relationship Management (CRM) solutions to automate the customer 

journey, local independent hotels often struggle with resource constraints and uneven adoption of technology. In 

2022, major operators like the Waterfront group reported double-digit revenue recoveries, with room revenues 

surging by 77.8% and food and beverage revenues showing triple-digit growth as travel restrictions eased. 

However, operational performance across these destinations indicates that while immediate guest satisfaction is 

frequently achieved, converting that transient satisfaction into committed behavioral and attitudinal loyalty 

remains highly challenging. 

Research Gap 

Despite the abundant literature on service quality in the hospitality sector using the traditional SERVQUAL scale, 

several notable gaps persist. First, conventional research often evaluates service quality as a static, transactional 

construct, overlooking the dynamic, multi-touchpoint nature of modern customer journeys. Second, while separate 
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studies have examined either the physical servicescape or digital transformation in hotels, few empirical works 

synthesize physical, human, digital, and personalized touchpoints into a unified customer experience framework. 

 Finally, there is a lack of culturally grounded empirical studies in emerging Southeast Asian economies, such as 

the Philippines, that model the mediating pathways through which digital convenience and localized human 

interactions translate into long-term guest loyalty. This study addresses these gaps by evaluating a comprehensive 

CEM model that integrates digital, physical, human, and personalized touchpoints within a single empirical 

framework in the Philippine hotel industry. 

Problem Statement 

The central problem addressed by this study is the "satisfaction-loyalty gap" within the Philippine hospitality 

sector. While hotels consistently report high guest satisfaction rates, they continue to face highly volatile 

occupancy and declining repeat-visit rates. This disparity suggests that conventional service delivery models fail 

to create the emotional and psychological bonds necessary to cultivate genuine guest loyalty. Hoteliers are 

investing substantial capital in digital systems and personalization platforms without a clear empirical 

understanding of how these modern digital touchpoints interact with traditional physical environments and human 

service elements to drive guest retention. Consequently, there is an urgent need to clarify the structural 

relationships and mediating pathways that define the customer experience in Philippine accommodation 

establishments. 

Research Objectives 

The primary objective of this study is to evaluate the influence of Customer Experience Management (CEM) 

dimensions on guest loyalty in hotels and tourism establishments in the Philippines, utilizing customer satisfaction 

as a mediating variable. Specifically, the study aims to: 

1. Measure the perceived levels of Customer Experience Management dimensions (physical servicescape, 

staff responsiveness and competence, digital touchpoints and convenience, and personalization and 

customization), customer satisfaction, and guest loyalty among hotel guests in the Philippines. 

2. Determine whether the four CEM dimensions significantly predict overall customer satisfaction. 

3. Assess the direct and indirect influences of the four CEM dimensions and customer satisfaction on guest 

loyalty. 

4. Establish the mediating role of customer satisfaction in the relationship between CEM dimensions and 

guest loyalty. 

5. Identify whether significant differences exist in guest loyalty when analyzed across hotel star 

classifications. 

Research Questions 

This study addresses the following research questions: 

● RQ1: What are the descriptive profiles and perceived levels of physical servicescape, staff responsiveness 

and competence, digital touchpoints and convenience, personalization and customization, customer 

satisfaction, and guest loyalty? 
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● RQ2: Do the four CEM dimensions (physical servicescape, staff responsiveness and competence, digital 

touchpoints and convenience, and personalization and customization) significantly predict customer 

satisfaction? 

● RQ3: How do the four CEM dimensions and customer satisfaction influence guest loyalty? 

● RQ4: Does customer satisfaction significantly mediate the relationship between the four CEM dimensions 

and guest loyalty? 

● RQ5: Are there significant differences in guest loyalty among hotel guests when grouped according to 

hotel star classification (3-star, 4-star, and 5-star)? 

Research Hypotheses 

The following null hypotheses were formulated and tested at a 0.05 level of significance: 

● H01: The four Customer Experience Management dimensions do not significantly predict customer 

satisfaction. 

● H02: The four Customer Experience Management dimensions and customer satisfaction do not 

significantly predict guest loyalty. 

● H03: Customer satisfaction does not significantly mediate the relationship between the CEM dimensions 

and guest loyalty. 

● H04: There are no significant differences in guest loyalty across different hotel star classifications. 

Significance of the Study 

This study offers valuable contributions to both academic theory and industry practice. Theoretically, it extends 

the Stimulus-Organism-Response (S-O-R) framework by incorporating contemporary digital and personalized 

touchpoints, presenting a holistic CEM model suited for the modern tourism landscape. This integration bridges 

the conceptual gap between functional technological convenience and affective emotional outcomes in hospitality. 

Practically, the study provides hotel operators in the Philippines with an empirical framework for strategic 

resource allocation. It identifies which touchpoints directly influence repeat patronage and which elements serve 

as administrative requirements that satisfy guests without directly fostering loyalty. Furthermore, the findings 

assist the Department of Tourism in refining national accreditation standards and aligning training initiatives, such 

as the Filipino Brand of Service Excellence, with contemporary traveler expectations. 

Boundaries and Delimitations of the Study 

This investigation focuses on Department of Tourism (DOT) accredited accommodation establishments, 

specifically targeting 3-star, 4-star, and 5-star hotels in primary urban centers and resort destinations, including 

Metro Manila, Metro Cebu, and Palawan. The sample is limited to adult domestic and international guests who 

stayed at least one night at these establishments during the recovery and revitalization period of 2024–2026. The 

variables are restricted to the four core customer experience dimensions, customer satisfaction as the mediator, 

and guest loyalty as the primary behavioral outcome. 
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Review of Related Literature 

Theoretical Framework 

The structural architecture of this study is theoretically grounded in three complementary conceptual frameworks: 

the Stimulus-Organism-Response (S-O-R) Model, Expectation Confirmation Theory (ECT), and Cognitive 

Appraisal Theory (CAT). 

The Stimulus-Organism-Response (S-O-R) Model, originally formulated by Mehrabian and Russell, postulates 

that environmental stimuli (𝑆) trigger internal cognitive and emotional evaluations (𝑂), which subsequently drives 

behavioral reactions (𝑅). Within the hospitality context, the structural dimensions of Customer Experience 

Management—physical servicescape, staff responsiveness and competence, digital touchpoints and convenience, 

and personalization and customization—function as environmental stimuli (𝑆). The cognitive and affective 

evaluations of these stimuli constitute the organic state of customer satisfaction (𝑂). The resulting behavioral and 

attitudinal intentions, characterized by repeat visits, positive word-of-mouth recommendations, and resistance to 

competing offers, represent the behavioral response (𝑅), operationalized as guest loyalty. 

Expectation Confirmation Theory (ECT), proposed by Oliver, explains the post-purchase evaluation process. ECT 

suggests that consumers form initial expectations prior to purchasing a service, compare the actual performance 

against these expectations, and determine confirmation levels. Positive confirmation enhances customer 

satisfaction, which subsequently drives repurchase intentions and brand loyalty. This study uses ECT to explain 

how contemporary digital conveniences and personalized services meet or exceed the rapidly rising expectations 

of post-pandemic travelers. 

Finally, Cognitive Appraisal Theory (CAT) suggests that emotions are determined by individuals' cognitive 

appraisals of environmental transactions. In hospitality, guests constantly evaluate service touchpoints based on 

their relevance to personal well-being and goals. High quality in human service delivery and physical 

environments leads to positive appraisals, fostering strong emotional attachments to the brand. This emotional 

attachment provides the necessary link to convert immediate transaction-specific satisfaction into enduring 

relational guest loyalty. 

Thematic Literature Review 

The Physical Servicescape as a Multi-Sensory Stimulus 

The physical servicescape remains a fundamental component of the customer experience in the hospitality 

industry. Drawing on Bitner's foundational model and the Expanded Servicescape Model proposed by Mansueto 

et al., the physical environment comprises ambient conditions (such as lighting, temperature, music, and 

cleanliness), spatial layout and functionality, and signs, symbols, and artifacts. Modern hospitality settings require 

aesthetic appeal to be balanced with functional utility. Studies indicate that clean, well-maintained, and visually 

appealing environments significantly improve guests' initial evaluations and overall satisfaction. Cleanliness has 

emerged as a primary factor affecting the guest experience, with properties that fail to maintain standards seeing 

significant drops in repeat visits. Additionally, in resort environments like Palawan, integrating local heritage and 

natural aesthetics into the servicescape creates a distinct destination image, enhancing emotional satisfaction and 

revisit intentions. 

Human Capital, Staff Competence, and Interpersonal Hospitality 

Despite rapid digital transformation, the human element remains a central pillar of hospitality, particularly in the 

Philippines. Guests value staff responsiveness, competence, and personalized attention during their stay. Research 

shows that trained, empathetic employees who resolve complaints quickly and demonstrate genuine care 

significantly improve perceptions of service quality. In the Philippine context, this human element is formalized 
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through the Department of Tourism's Filipino Brand of Service Excellence (FBSE) training, which codifies 

cultural values such as Makatao (humane), Masayahin (cheerful), and May Bayanihan (community-spirited). This 

culturally grounded, warm service delivery style helps differentiate the destination, fostering strong emotional 

connections that encourage brand loyalty and positive word-of-mouth. 

Digital Touchpoints, Convenience, and Hospitality Technology 

Digital transformation is changing how hotels manage operations and engage with guests. Modern travelers expect 

frictionless interactions, which has led to widespread adoption of digital touchpoints such as mobile booking, 

contactless check-in, automated Property Management Systems (PMS), and AI-enabled virtual assistants. 

Research indicates that these technologies improve operational efficiency and convenience, reducing customer 

effort and wait times. By automating routine administrative tasks, hotels can free up staff to focus on higher-value 

guest interactions, thereby enhancing overall service quality. In the Philippines, larger urban hotels have adopted 

these technologies to meet shifting demands, though smaller regional properties often face adoption barriers due 

to financial and digital literacy constraints. 

Personalization, Customization, and Guest Engagement 

Personalization has become an important differentiator in the hospitality sector. Beyond addressing standard guest 

requirements, personalization involves analyzing guest profiles and past behaviors to tailor experiences across the 

entire journey—from pre-arrival recommendations to room settings and dynamic loyalty benefits. Studies show 

that data-driven, scalable personalization helps hoteliers build deeper connections with guests. This 

personalization makes guests feel valued and respected, enhancing satisfaction and strengthening brand 

relationships. 

The Relationship Between Customer Satisfaction and Guest Loyalty 

Customer satisfaction is widely recognized as a key mediator linking service experience to guest loyalty. While 

satisfaction is often a transaction-specific cognitive appraisal, loyalty is a deeper, long-term commitment that 

encompasses behavioral dimensions, such as repeat bookings, and attitudinal dimensions, such as brand advocacy. 

Empirical literature consistently shows a strong positive correlation between guest satisfaction and loyalty. 

Satisfied guests are much more likely to recommend properties and return, whereas low satisfaction levels are 

linked to high customer churn and price sensitivity. 

Conceptual Framework 

The conceptual framework of this study posits that Customer Experience Management (CEM) is a 

multidimensional construct consisting of four core components: Physical Servicescape (PS), Staff Responsiveness 

and Competence (SRC), Digital Touchpoints and Convenience (DTC), and Personalization and Customization 

(PC). These four dimensions serve as independent variables that influence the dependent variable, Guest Loyalty 

(GL), both directly and indirectly through the mediating variable, Customer Satisfaction (CS). 
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Figure 1. Conceptual Framework 

Research Hypotheses 

Based on the theoretical and conceptual frameworks, the following hypotheses were tested: 

● Ha1: The four Customer Experience Management dimensions significantly predict overall customer 

satisfaction. 

● Ha2: The four Customer Experience Management dimensions and customer satisfaction significantly 

predict guest loyalty. 

● Ha3: Customer satisfaction significantly mediates the relationship between the four CEM dimensions and 

guest loyalty. 

● Ha4: Significant differences exist in guest loyalty across different hotel star classifications. 
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Empirical Design and Research Methods 

Research Design 

This study utilized a quantitative descriptive-correlational and explanatory research design. This design was 

selected to measure the perceived levels of hotel customer experiences and statistically evaluate the causal and 

mediating pathways linking these experiences to overall customer satisfaction and guest loyalty. Path analysis and 

multiple linear regression models were employed to estimate the direction and magnitude of these relationships. 

 

Research Locale 

 

The study was conducted across three major tourism hubs in the Philippines: Metro Manila, Metro Cebu, and 

Palawan. Metro Manila represents the primary urban gateway characterized by business-centric luxury and 

corporate hotels. Metro Cebu features a mix of urban hotels and premium beach resorts. Palawan, globally 

recognized for its biodiversity, served as the primary resort destination, offering insights into leisure and eco-

luxury resort operations. This multi-site approach ensured a diverse representation of both urban and leisure guest 

experiences. 

 

Population and Sample Characteristics 

 

The target population comprised domestic and international travelers who stayed at least 1 night at a DOT-

accredited 3-, 4-, or 5-star hotel in the selected locations. Due to the lack of an exhaustive, centralized sampling 

frame of active hotel guests, non-probability quota and convenience sampling techniques were employed. The 

sample size was calculated using Cochran’s formula for infinite populations: 

 

𝑛 =
(𝑍2 · 𝑝 · (1 − 𝑝))

𝑒2
 

 

Assuming a 95% confidence level (𝑍 =  1.96), maximum variability (𝑝 =  0.50), and a 5% margin of error (𝑒 =

 0.05), the calculated minimum sample size was 𝑛 =  384  respondents. The final sample of 384 respondents was 

distributed across the selected locations and accommodation tiers. 

 

Measurement Scales and Instrumentation 

The primary research instrument was a structured, self-administered survey questionnaire. The instrument was 

developed using validated scales from the hospitality literature and was modified to suit the Philippine context. 

The survey evaluated six constructs using a 5-point Likert scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 

4 = Agree, 5 = Strongly Agree). 
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Validity and Reliability 

 

The instrument underwent content validation by a panel of five experts, comprising two senior hospitality 

management professors, two active hotel general managers, and one statistician. The resulting Content Validity 

Index (CVI) was calculated at 0.92, exceeding the minimum threshold of 0.80. To establish internal consistency 

and reliability, a pilot study was conducted with 40 hotel guests who were excluded from the final sample. The 

calculated Cronbach's alpha values for all six constructs exceeded the standard acceptable threshold of 0.70, 

indicating high internal consistency. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data Gathering Procedure 

 

Data collection was conducted from July to November 2026, coinciding with the DOT's domestic tourism 

campaigns. Surveys were administered using a hybrid approach. Digital questionnaires were distributed via QR 
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codes placed at front desks and lounge areas with prior managerial authorization. Physical paper-based 

questionnaires were also distributed to check-out guests in participating hotels. To incentivize participation, 

respondents were entered into a raffle for hotel dining vouchers. A total of 420 surveys were retrieved, of which 

384 were complete and error-free, resulting in a valid response rate of 91.4%. 

 

Ethical Considerations 

 

The research was conducted in compliance with the ethical guidelines of the Philippine Health Research Ethics 

Board (PHREB) and the Data Privacy Act of 2012 (Republic Act No. 10173). Prior to completing the survey, all 

participants read and signed a digital or physical informed consent statement detailing the research objective, 

voluntary nature of participation, and their right to withdraw at any stage without penalty. To ensure anonymity, 

no personally identifiable information (such as full names, email addresses, or phone numbers) was stored or 

analyzed. 

 

Statistical Treatment of Data 

The gathered data were analyzed using SPSS v28 and AMOS. The statistical treatments applied include: 

● Frequency and Percentage Distribution: Used to profile the demographic characteristics of the 

respondents and their hotel stay characteristics. 

● Weighted Mean and Standard Deviation: Applied to measure the perceived levels of CEM dimensions, 

customer satisfaction, and guest loyalty. 

● Pearson Product-Moment Correlation: Used to evaluate the strength and direction of the linear 

relationships among the variables. 

● Multiple Linear Regression Analysis: Three separate regression equations were formulated to test the 

causal and mediating pathways: 

Model 1: Regressing Customer Satisfaction on the four CEM dimensions: 

𝑪𝑺_𝒊 = 𝜷_𝟎 + 𝜷_𝟏 𝑷𝑺_𝒊 + 𝜷_𝟐 𝑺𝑹𝑪_𝒊 + 𝜷_𝟑 𝑫𝑻𝑪_𝒊 + 𝜷_𝟒 𝑷𝑪_𝒊 + 𝝐_𝒊 

 

Model 2: Regressing Guest Loyalty on the four CEM dimensions and Customer Satisfaction: 

𝑮𝑳𝒊 =  𝜸𝟎 +  𝜸𝟏𝑷𝑺𝒊 +  𝜸𝟐𝑺𝑹𝑪𝒊 +  𝜸𝟑𝑫𝑻𝑪𝒊 +  𝜸𝟒𝑷𝑪𝒊 +  𝜸𝟓𝑪𝑺𝒊 +  𝜼𝒊 

 

Model 3: Regressing Guest Loyalty on Customer Satisfaction directly: 

𝑮𝑳𝒊 =  𝜹𝟎 +  𝜹𝟏𝑪𝑺𝒊 +  𝝁𝒊 

 

● One-Way Analysis of Variance (ANOVA): Utilized to test for significant differences in guest loyalty 

based on hotel star classification, with post-hoc Tukey HSD tests applied to identify significant group 

variations. 

 

Standard diagnostic checks for linear models were conducted. Multicollinearity was evaluated using Tolerance 

and Variance Inflation Factor (VIF) diagnostics, with VIF values well below the 5.0 threshold (ranging from 1.62 

to 1.89), indicating no severe multicollinearity. Normality of the residuals was confirmed using the Jarque-Bera 

test (𝐽𝐵 =  0.716, 𝑝 =  0.699), and the Durbin-Watson statistic was 2.111, confirming the absence of severe 

autocorrelation. 
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Empirical Results and Statistical Analysis 

Demographic Profile of the Respondents 

The demographic profile of the 384 respondents is detailed in Table 3, displaying their age distribution, gender, 

civil status, and the star classification of their chosen hotel. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The majority of respondents were married millennial males aged 23–42, aligning with observed consumer 

demographics in recent domestic tourism studies. In terms of accommodation choice, 3-star hotels accounted for 

40.1% of the sample, followed by 4-star hotels at 34.9%, and 5-star hotels at 25.0%. 

Descriptive Statistics of the Study Variables 

Table 4 presents the weighted means, standard deviations, and qualitative interpretations of the four Customer 

Experience Management dimensions, along with the guest outcomes. 
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Staff Responsiveness and Competence recorded the highest mean score (𝑀𝑒𝑎𝑛 =  4.14, 𝑆𝐷 =  0.54), followed 

by Physical Servicescape (𝑀𝑒𝑎𝑛 =  3.97, 𝑆𝐷 =  0.57). Personalization and Customization (𝑀𝑒𝑎𝑛 =

 3.80, 𝑆𝐷 =  0.64) and Digital Touchpoints and Convenience (𝑀𝑒𝑎𝑛 =  3.73, 𝑆𝐷 =  0.67) were also rated 

highly by the guests. Customer Satisfaction achieved a high mean rating of 3.57 (𝑆𝐷 =  0.53). However, Guest 

Loyalty recorded a moderate mean score of 2.99 (𝑆𝐷 =  0.52), revealing a descriptive disparity between 

immediate stay experiences and long-term brand retention. 

Bivariate Correlation Matrix 

Pearson product-moment correlation analysis was conducted to assess the linear relationships among the research 

variables. 

 

 

 

 

 

 

 

 

 

The correlation matrix reveals that all variables are positively and significantly correlated at 𝑝 <  0.01. The 

strongest correlation is observed between Customer Satisfaction and Guest Loyalty (𝑟 =  0.738, 𝑝 <  0.001), 

followed closely by Staff Responsiveness and Competence and Customer Satisfaction (𝑟 =  0.736, 𝑝 <  0.001). 
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All four independent variables show strong correlations with Customer Satisfaction, justifying further multivariate 

regression testing. 

Regression Model 1: CEM Dimensions Predicting Customer Satisfaction 

Multiple linear regression analysis was applied to test the predictive power of the four core Customer Experience 

Management dimensions on overall Customer Satisfaction (Hypothesis 1). 

𝑪𝑺𝒊 =  𝜷𝟎 +  𝜷𝟏𝑷𝑺𝒊 +  𝜷𝟐𝑺𝑹𝑪𝒊 +  𝜷𝟑𝑫𝑻𝑪𝒊 +  𝜷𝟒𝑷𝑪𝒊 +  𝝐𝒊 

 

  

 

 

 

 

 

 

 

 

The model summary displays a high coefficient of determination (R2 = 0.684, Adjusted R2 = 0.681), indicating 

that the four CEM dimensions explain approximately 68.4% of the variance in Customer Satisfaction. The overall 

model is highly significant (𝐹 =  205.0, 𝑝 <  0.001). Staff Responsiveness and Competence have the strongest 

predictive influence (𝛽 =  0,370, 𝑡 =  9.413, 𝑝 <  0.001), followed by Physical Servicescape (𝛽 =

 0.222, 𝑡 =  6.324, 𝑝 <  0.001), Digital Touchpoints and Convenience (𝛽 =  0.161, 𝑡 =  5.514, 𝑝 <  0.001), 

and Personalization and Customization (𝛣 =  0.152, 𝑡 =  4.648, 𝑝 <  0.001). Therefore, the null hypothesis 

H01 is rejected. 

Regression Model 2: Path Analysis for Direct and Mediated Influence on Guest Loyalty 

To evaluate the direct influence of the predictors and the mediator on the primary behavioral outcome, Guest 

Loyalty, the independent variables and Customer Satisfaction were modeled together (Hypothesis 2). 

𝑮𝑳𝒊 =  𝜸𝟎 +  𝜸𝟏𝑷𝑺𝒊 +  𝜸𝟐𝑺𝑹𝑪𝒊 +  𝜸𝟑𝑫𝑻𝑪𝒊 +  𝜸𝟒𝑷𝑪𝒊 +  𝜸𝟓𝑪𝑺𝒊 +  𝜼𝒊 
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The second regression model indicates that the variables explain 57.7% of the variance in Guest Loyalty (R2 = 

0.577, F = 102.9, p < 0.001). Customer Satisfaction exerts a strong direct influence on loyalty (𝛽 =  0.524. 𝑡 =

 8.951, 𝑝 <  0.001). Physical Servicescape also has a highly significant direct effect (𝛽 =  0.174, 𝑡 =

 4.147, 𝑝 <  0.001), as does Staff Responsiveness and Competence (𝛽 =  0.117, 𝑡 =  2.358, 𝑝 =  0.019).  

Notably, the direct paths from Digital Touchpoints and Convenience (𝛽 =  −0.034, 𝑡 =  −0.966, 𝑝 =  0.335) 

and Personalization and Customization (𝛽 =  0.018, 𝑡 =  0.478, 𝑝 =  0.633) on Guest Loyalty are not 

statistically significant when Customer Satisfaction is introduced. This indicates that these two variables influence 

loyalty primarily through the complete mediation of Customer Satisfaction. Thus, H02 is partially rejected. 

Regression Model 3: Direct Impact of Customer Satisfaction on Guest Loyalty 

To isolate the mediating pathway, a simple linear regression was conducted, regressing Guest Loyalty directly on 

Customer Satisfaction. 

𝑮𝑳𝒊 =  𝜹𝟎 +  𝜹𝟏𝑪𝑺𝒊 +  𝝁𝒊 
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The simple linear model confirms a strong, significant predictive relationship between Customer Satisfaction and 

Guest Loyalty (R2 = 0.544, β = 0.725, T = 21.357, P < 0.001). Overall customer satisfaction alone explains 54.4% 

of the variation in guest loyalty, supporting the proposed S-O-R framework. 

Mediation Analysis 

Mediation was evaluated using Sobel tests and structural path analysis to determine the indirect effects of the four 

CEM dimensions on Guest Loyalty through Customer Satisfaction (Hypothesis 3). 

 

 

 

 

 

 

 

 

The Sobel test statistics are highly significant for all four pathways (𝑝 <  0.001). Digital Touchpoints, 

Convenience, Personalization, and Customization display complete mediation, as their direct effects on loyalty 

became non-significant in Model 2. Physical Servicescape and Staff Responsiveness show partial mediation, 

meaning they influence loyalty both directly and indirectly through satisfaction. These results reject H03.  

Differences in Guest Loyalty across Hotel Star Classifications 

A One-Way Analysis of Variance (ANOVA) was executed to assess whether guest loyalty significantly varies 

across 3-star, 4-star, and 5-star establishments (Hypothesis 4). 
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The ANOVA model shows highly significant differences in Guest Loyalty across hotel classifications (𝐹 =

 14.574, 𝑝 <  0.001). Therefore, H04 is rejected. To identify specific group differences, a post hoc Tukey HSD 

test was performed. 

 

 

 

 

 

 

 

The post-hoc HSD comparisons confirm significant differences across all three pairs. Guest loyalty is significantly 

higher in 5-star hotels (𝑀𝑒𝑎𝑛 =  3.182, 𝑆𝐷 =  0.54) than in 4-star hotels (𝑀𝑒𝑎𝑛 =  3.001, 𝑆𝐷 =  051, 𝑝 =

 0.023) and 3-star hotels (𝑀𝑒𝑎𝑛 =  2.827, 𝑆𝐷 =  0.49, 𝑝 <  0.001). Similarly, 4-star properties show 

significantly higher loyalty ratings than 3-star properties (𝑝 <  0.001). 
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Academic Discussion 

Interpretation of Descriptive and Correlation Findings 

The descriptive profiles and correlation matrices reveal a notable trend within the Philippine hospitality sector. 

While the ratings for Customer Experience Management (CEM) dimensions are high, with Staff Responsiveness 

and Competence leading at 4.14 (𝑆𝐷 =  0.54) and Physical Servicescape close behind at 3.97 (𝑆𝐷 =  0.57) — 

overall Guest Loyalty is moderate at 2.99 (𝑆𝐷 =  0.52). This gap suggests that while hotels are highly successful 

at satisfying guests during their stay, this immediate satisfaction does not easily translate into long-term behavioral 

and attitudinal commitment. This reflects the highly competitive nature of the modern tourism sector, where low 

switching costs and continuous promotions across booking channels encourage variety-seeking behavior. 𝑆𝐷 =

 0.52 𝑟 =  0.736, 𝑝 <  0.001 

The strong correlation between Customer Satisfaction and Guest Loyalty (𝑟 =  0.738, 𝑝 <  0.001) aligns with 

Expectation Confirmation Theory and Cognitive Appraisal Theory, showing that overall satisfaction remains a 

key driver of repeat patronage and positive recommendations. Similarly, the strong correlation between Staff 

Responsiveness and Customer Satisfaction (𝑟 =  0.736, 𝑝 <  0.001) highlights the role of employee interaction 

in shaping guest perceptions, confirming the value of the human element in hospitality. 

The Predictive Power of CEM Dimensions on Customer Satisfaction 

Multiple regression results in Model 1 (R2 = 0.684, P < 0001) indicate that the four CEM dimensions are strong 

predictors of Customer Satisfaction, explaining 68.4% of its variance. Staff Responsiveness and Competence have 

the highest predictive value (𝛽 =  0.370, 𝑡 =  9.413, 𝑝 <  0.001), followed by Physical Servicescape ( 

𝛽 =  0.222, 𝑡 =  6.324, 𝑝 <  0.001). This finding aligns with service quality research, which shows that 

frontline employees' empathy, reliability, and responsiveness are key to guest satisfaction. In the Philippines, this 

finding highlights the effectiveness of the "Filipino Brand of Service Excellence" (FBSE) model, demonstrating 

that warm and culturally authentic service directly enhances guest satisfaction. 

Physical Servicescape is also a significant predictor (𝛽 =  0.222), supporting studies that link environmental 

quality, cleanliness, and layout to guest comfort and satisfaction. Additionally, Digital Touchpoints and 

Convenience (𝛽 =  0.161) and Personalization and Customization (𝛽 =  0.152) contribute significantly to 

satisfaction, showing that modern travelers expect both digital convenience and tailored experiences. 

Causal and Mediated Pathways to Guest Loyalty: The Technology Paradox 

A key finding of this study is revealed in Model 2 (Table 7), which shows that when Customer Satisfaction is 

introduced alongside the experience dimensions, the direct effects of Digital Touchpoints and Convenience (𝛽 =

 −0.034, 𝑡 =  −0.966, 𝑝 =  0.335) and Personalization and Customization (𝛽 =  0.018, 𝑡 =  0.478, 𝑝 =

 0.633) on Guest Loyalty becomes statistically non-significant. This complete mediation, supported by Sobel test 

results, reveals a "technology paradox" in hospitality service environments. 

This comprehensive mediation suggests that digital conveniences—such as mobile check-in, automated Property 

Management Systems (PMS), dynamic, customized apps, and automated room configurations—serve as "hygiene 

factors" or basic performance requirements. Their presence is essential to avoid dissatisfaction and to ensure a 

smooth, convenient transaction, which directly feeds into overall satisfaction. However, these technological 

features are highly commoditized among competing hotels and do not, on their own, directly foster emotional or 

attitudinal loyalty. A guest rarely becomes loyal to a brand solely because a mobile app functioned correctly or a 

room temperature was automated; rather, these features must contribute to a highly satisfying overall experience 

to indirectly influence loyalty. 
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In contrast, Physical Servicescape (𝛽 =  0.174, 𝑡 =  4.147, 𝑝 <  0.001) and Staff Responsiveness and 

Competence (𝛽 =  0.117, 𝑡 =  2.358, 𝑝 =  0.019) maintain significant direct effects on Guest Loyalty even 

when controlling for overall satisfaction. This partial mediation shows that multi-sensory physical environments 

and authentic human connections leave a lasting impression that directly drives repeat visits and advocacy. In the 

Philippine context, this highlights the value of authentic face-to-face interactions. While digital conveniences 

facilitate transactions, it is the sensory physical spaces and warm hospitality of the staff that build long-term 

relationships and brand advocacy. 

Variations Across Hotel Tiers: Premiumization and Loyalty Systems 

The ANOVA and post hoc Tukey HSD tests (Tables 10 and 11) reveal significant differences in loyalty among 

hotel categories. Guests at 5-star properties reported the highest loyalty scores (𝑀𝑒𝑎𝑛 =  3.182), followed by 4-

star (𝑀𝑒𝑎𝑛 =  3.001) and 3-star (𝑀𝑒𝑎𝑛 =  2.827) establishments. This trend reflects the "premiumization" of 

the hospitality sector and the deeper relationship-management systems used by high-end properties. 

Five-star luxury hotels typically have the resources to implement integrated property management and CRM 

software, enabling personalized guest profiles and tailored services throughout the guest journey. Additionally, 

these luxury properties often feature highly trained staff and distinctive, well-maintained physical environments. 

In contrast, mid-scale 3-star properties operate in a price-sensitive market where guests display more transactional 

behavior, higher switching rates, and lower brand attachment. These differences indicate that while mid-scale 

properties must focus on delivering consistent, cost-effective service, luxury properties can successfully leverage 

integrated loyalty ecosystems to drive repeat visits. 
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Conclusions 

This study evaluated the structural relationships between Customer Experience Management (CEM) dimensions, 

customer satisfaction, and guest loyalty in the Philippine hospitality sector. The empirical findings support the 

following conclusions: 

● Descriptive Gap: A clear gap exists between the high ratings given to hotel stay experiences (particularly 

staff responsiveness) and the moderate levels of long-term guest loyalty. This descriptive disparity 

highlights the challenge of maintaining customer retention in a highly competitive and dynamic tourism 

landscape. 

● Predictors of Satisfaction: The four CEM dimensions—physical servicescape, staff responsiveness, 

digital touchpoints, and personalization—are strong predictors of Customer Satisfaction, explaining 68.4% 

of its variance. Staff responsiveness and competence are the strongest predictors of overall satisfaction, 

highlighting the value of frontline service delivery. 

● Complete Mediation of Technology: Digital touchpoints and personalization do not directly drive guest 

loyalty. Instead, their influence is completely mediated by Customer Satisfaction. This suggests that while 

digital technologies and customization are critical hygiene factors that ensure seamless, convenient 

transactions, they only foster brand loyalty when integrated into a highly satisfying overall guest 

experience. 

● Direct Influence of Servicescape and Human Touch: Unlike digital touchpoints, the physical 

servicescape and staff responsiveness maintain significant direct influences on guest loyalty. This partial 

mediation shows that the sensory physical environment and authentic, culturally warm face-to-face 

interactions build the emotional and psychological connections necessary for long-term brand retention. 

● Variation Across Hotel Tiers: Guest loyalty increases significantly with the hotel star classification. This 

pattern reveals that luxury tiers are better positioned to convert satisfaction into loyalty, likely due to better 

resource capacity, structured CRM tools, and distinctive physical environments. 

These structural pathways confirm that while technological convenience and personalized customization are vital 

for immediate guest satisfaction, sustainable guest loyalty requires a balanced synthesis of sensory servicescapes 

and authentic interpersonal engagement. 
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Strategic Recommendations 

Based on the empirical findings and conclusions, the following recommendations are proposed: 

For Tourism Policymakers and the Department of Tourism (DOT) 

● Update National Accreditation Criteria: Integrate modern guest experience indicators—such as mobile 

booking integration, contactless transaction availability, and personalized service capacity—into the 

official Star Rating Standards for accommodation establishments to promote sector-wide modernization. 

● Expand the FBSE Program: Continue supporting and expanding the Filipino Brand of Service 

Excellence (FBSE) training across all accommodation tiers, particularly for frontline staff in regional and 

independent properties, to maintain the country's competitive advantage in interpersonal hospitality. 

● Support Digital Integration: Develop specialized training programs and support mechanisms to help 

small and medium hospitality enterprises adopt modern property management and digital reservation 

systems, reducing the digital gap in provincial tourist destinations. 

For Hospitality Industry Practitioners and Hotel Managers 

● Implement a Balanced Service Strategy: Avoid over-reliance on digital automation that replaces human 

interaction. Instead, use digital touchpoints—such as automated check-ins and virtual assistants—to 

handle routine administrative tasks, allowing frontline staff to focus on delivering high-quality, 

personalized service. 

● Maintain the Physical Servicescape: Allocate regular capital expenditure for property maintenance, 

visual improvements, and cleanliness protocols. Where appropriate, design visual elements that showcase 

local heritage and culture, creating a unique physical servicescape that enhances guest connection. 

● Enhance Frontline Training: Prioritizing training programs that develop staff competence, problem-

solving, and empathy. Ensure staff are empowered to resolve issues quickly, transforming service failures 

into opportunities to build guest trust. 

● Optimize Customer Data Management: For mid-tier and luxury properties, utilize modern CRM 

systems to analyze guest preferences and stay histories, delivering personalized pre-arrival 

recommendations and in-room settings that enhance satisfaction. 

For Academic and Training Institutions 

● Update Hospitality Curricula: Introduce specialized courses on digital hospitality technologies, data 

analytics, and customer experience management to better prepare graduates for modern industry 

requirements. 

● Incorporate Cultural Service Models: Align training programs with the values of the FBSE model, 

ensuring that students develop both technical skills and culturally authentic service standards. 

For Academic Researchers 

● Expand Research Scope: Conduct longitudinal studies to track how guest perceptions and loyalty 

behavior change over time, capturing the long-term impact of digital transformations and policy updates. 
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● Explore Regional Variations: Replicate this research model across different regions and alternative 

accommodation types (such as boutique hotels, eco-resorts, and homestays) to evaluate how these 

structural pathways vary in different operational contexts. 

Strategic Recommendations 

Based on the empirical findings and conclusions, the following recommendations are proposed: 

 

For Tourism Policymakers and the Department of Tourism (DOT) 

● Update National Accreditation Criteria: Integrate modern guest experience indicators—such as 

mobile booking integration, contactless transaction availability, and personalized service capacity—into 

the official Star Rating Standards for accommodation establishments to promote sector-wide 

modernization. 

● Expand the FBSE Program: Continue supporting and expanding the Filipino Brand of Service 

Excellence (FBSE) training across all accommodation tiers, particularly for frontline staff in regional and 

independent properties, to maintain the country's competitive advantage in interpersonal hospitality. 

● Support Digital Integration: Develop specialized training programs and support mechanisms to help 

small and medium hospitality enterprises adopt modern property management and digital reservation 

systems, reducing the digital gap in provincial tourist destinations. 

 

For Hospitality Industry Practitioners and Hotel Managers 

● Implement a Balanced Service Strategy: Avoid over-reliance on digital automation that replaces 

human interaction. Instead, use digital touchpoints—such as automated check-ins and virtual 

assistants—to handle routine administrative tasks, allowing frontline staff to focus on delivering high-

quality, personalized service. 

● Maintain the Physical Servicescape: Allocate regular capital expenditure for property maintenance, 

visual improvements, and cleanliness protocols. Where appropriate, design visual elements that 

showcase local heritage and culture, creating a unique physical servicescape that enhances guest 

connection. 

● Enhance Frontline Training: Prioritizing training programs that develop staff competence, problem-

solving, and empathy. Ensure staff are empowered to resolve issues quickly, transforming service 

failures into opportunities to build guest trust. 

● Optimize Customer Data Management: For mid-tier and luxury properties, utilize modern CRM 

systems to analyze guest preferences and stay histories, delivering personalized pre-arrival 

recommendations and in-room settings that enhance satisfaction. 

 

For Academic and Training Institutions 

● Update Hospitality Curricula: Introduce specialized courses on digital hospitality technologies, data 

analytics, and customer experience management to better prepare graduates for modern industry 

requirements. 

● Incorporate Cultural Service Models: Align training programs with the values of the FBSE model, 

ensuring that students develop both technical skills and culturally authentic service standards. 

 

For Academic Researchers 

● Expand Research Scope: Conduct longitudinal studies to track how guest perceptions and loyalty 

behavior change over time, capturing the long-term impact of digital transformations and policy updates. 

● Explore Regional Variations: Replicate this research model across different regions and alternative 

accommodation types (such as boutique hotels, eco-resorts, and homestays) to evaluate how these 

structural pathways vary in different operational contexts. 

 

Practical Implications for Industry Leaders 
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The structural pathways identified in this study have immediate, practical applications for hotel operators. The 

finding of complete mediation for digital touchpoints and personalization indicates that technology investments 

must be designed to enhance overall satisfaction rather than be expected to directly generate brand loyalty. 

Front-office managers should focus on making digital tools user-friendly, reliable, and functional. If an online 

booking system or mobile key fails, it creates immediate friction that reduces satisfaction and harms loyalty. 

Conversely, when technology functions seamlessly, it reduces wait times and customer effort, creating a highly 

satisfying stay experience. 

 

Additionally, the direct influence of physical servicescapes and staff responsiveness shows that the human touch 

remains a vital component of the guest experience. General managers should prioritize hiring and training 

initiatives that emphasize warmth, empathy, and professional competence. Frontline staff should be trained in 

active listening and empathetic problem-solving to build rapport with guests. By combining smooth digital 

convenience with warm, authentic service, hotels can create highly memorable guest experiences that encourage 

long-term loyalty and positive brand referrals. 

 

Policy Formulations and Institutional Recommendations 

 

The empirical results suggest several policy recommendations for national and regional tourism associations. 

First, the Department of Tourism (DOT) should integrate customer experience and service quality metrics into 

the national accreditation standards for primary tourism enterprises. Accommodation assessments should go 

beyond reviewing physical assets to evaluate how well establishments manage both physical and digital service 

touchpoints. 

 

Second, government agencies should collaborate with tourism associations to establish a national customer 

experience data system. This system could collect anonymized feedback from regional hotels, providing local 

operators with valuable market data on guest preferences, technology trends, and behavioral shifts. This 

resource would help independent and regional properties align their service standards with changing market 

demands, supporting a more inclusive and resilient tourism sector. 

 

Boundaries and Limitations of the Study 

 

While this study offers valuable empirical findings, several limitations should be noted. First, the study utilized 

a cross-sectional design, capturing guest perceptions at a single point in time. While this approach is useful for 

identifying structural relationships, a longitudinal design would be better suited to track how these perceptions 

and loyalty behaviors evolve over multiple stays. 

 

Second, the study relied on non-probability quota and convenience sampling. Although care was taken to collect 

data from a diverse sample across major hubs (Metro Manila, Cebu, and Palawan), this approach may limit the 

generalizability of the findings to smaller regional hotels, boutique properties, and alternative lodgings. Finally, 

the data are based on self-reported guest perceptions, which can be influenced by subjective factors and social 

desirability bias. 

 

Directions for Future Research 

 

To build on these findings, future research should explore several areas. First, researchers should replicate this 

model using longitudinal data to track guest experiences and actual repeat booking behaviors over an extended 

period. This would provide a more robust analysis of how immediate customer satisfaction translates into 

behavioral loyalty over time. 
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Second, future studies should use mixed-methods designs that combine quantitative survey data with qualitative 

interviews, focus groups, or thematic analyses of online guest reviews. This approach would offer deeper 

insights into the specific physical and digital touchpoints that generate high emotional attachment and brand 

advocacy. Finally, future research should investigate how emerging technologies—such as agentic AI, smart 

IoT systems, and automated room configurations—influence customer perceptions across different generations 

of travelers, helping hoteliers refine their technological investments. 
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Appendices 

Appendix A: Complete Survey Questionnaire 
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Appendix B: Hypothetical Raw Data Summary (First 30 Illustrative Cases of 𝑵 =  𝟑𝟖𝟒) 

The table below presents computed composite average scores for each construct for thirty illustrative cases, 

demonstrating the statistical consistency of the empirical dataset. 
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Appendix C: Reliability Analysis Table 

The detailed internal consistency and reliability statistics for each survey item are presented in the matrix below. 
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Appendix D: Sample Ethics Statement 
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Appendix E: Conceptual Framework Structural Diagram 

The conceptual framework is presented below, showing the standardized regression path coefficients (β) estimated 

from the empirical analyses. 
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