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ABSTRACT 

 

The study reported here examines relationships between stay frequency in hotels and selected guest 

characteristics.  Specifically, three groups of guests who differ in frequency of stays in hotels are 

compared and contrasted in terms of their demographic characteristics, hotel selection motives and 

utilization of information sources. Results and implications of the study are discussed.  

 

INTRODUCTION 

                                                                              

Today, a number of factors ranging from a sluggish economy to an overabundance of properties to 

reduced occupancies confront hotel managers with a fundamental business challenge: how to survive 

and succeed in a turbulent environment [4]. To meet the challenge head-on, hoteliers need to identify 

guest typologies and segments to differentiate and/or target their offerings more precisely. Accordingly, a 

plethora of research in the past examined differences/similarities between segments in the hospitality 

industry (e.g., business versus leisure travelers; male versus female guests). However, usage rate-based 

segmentation, which has been successfully employed in other settings (e.g., heavy versus light users, 

frequent versus infrequent shoppers/fliers), is relatively ignored. Against this backdrop, the purpose of the 

study reported here is to examine relationships between stay frequency in hotels and selected guest 

characteristics and habits. To accomplish this objective, three groups of guests who differ in frequency of 

stays in hotels are compared and contrasted in terms of their demographic characteristics, hotel selection 

motives and utilization of information sources.  

                                                                        

METHODOLOGY 

                                                                                  

Data for the study were collected through self-administered questionnaires from the residents of a metro 

area in the Southeast. Five hundred questionnaires were hand distributed to potential respondents who 

had stayed in a hotel within the past 12 months. After a two-week period, of the 500 questionnaires 

distributed, 342 were retrieved. About 45% of the respondents had stayed in a hotel more than four times 

during the year, about 30% 3-4 times and the remainder had stayed twice. 

 

Variables pertinent to the study were collected in several parts. First, on seven-point scales (7 = very 

important, 6 = important, 5 = slightly important, 4 = not sure, 3 = slightly unimportant, 2 = unimportant, 

and 1 = not important at all), respondents were asked to indicate the level of importance they attached to 

a set of 28 attributes in their hotel choice decision. The list was harvested from the related literature [1] 

[2] and guest satisfaction surveys distributed by various hotel chains. Principal components factor 

analysis with varimax rotation was performed to reduce the 28 attributes to their underlying dimensions. 

The procedure resulted in seven factors with eigen values greater than 1. These factors collectively 

accounted for 59% of the variation in the data. The attribute with the highest loading on a particular 

factor was retained to characterize that factor. Thus characterized seven dimensions were: exercise 

facilities, promptness of service, room comfort, attractiveness of exterior, cleanliness, room rates and 



security. Second, respondents were asked to check which information sources they used in choosing a 

hotel. The sources were culled from the relevant literature [3]. Finally, background data (e.g., 

demographics, purpose of stay, length of stay per trip) were obtained from the respondents.   

 

RESULTS 

                                                                                      

The differences among the three groups pertaining to their demographic characteristics and hotel visit 

related behaviors were analyzed via a series of contingency tables with chi-square tests and an F-test. The 

three groups were similar in age and marital status. The demographic characteristics demonstrating 

significant differences among the three groups were education, income and gender. A closer scrutiny of the 

results showed that higher income and education levels and being a male were more closely associated with 

more frequent stays at a hotel. Also people who stayed at hotels more frequently were more likely to stay 

there for business purposes and make their reservations in advance. However, people who stayed less 

frequently tended to spend somewhat more time in a hotel each time they stayed. 

 

Multivariate Analysis of Variance (MANOVA) was used to compare the three groups of guests in terms of 

their hotel selection motives.  MANOVA was significant (F=2.03; P<.01) suggesting that, on balance, the 

three groups differ in their motives.  Subsequent univariate analyses of mean responses revealed significant 

difference among the groups on one selection criterion. This was room rates. Those who stayed in a hotel 

less frequently (i.e., those who stayed twice) attached higher level of importance to room rates compared 

with their counterparts who stayed in hotels more frequently.  It should, however, be noted that, when the 

relative rankings of the motives were considered, the three groups were quite similar (W=.96; P<.01).  A 

close examination of the rankings revealed that, regardless of their visit frequency, guests tended to view 

cleanliness, security and room rates as the more important attributes. 

 

Do guests varying in the number of stays in a hotel differ in the types of information sources they consult in 

choosing a hotel? The answer to this question was no.  The rankings of information sources (based on 

number of mentions) were very similar among the three groups. Personal sources and travel agents were the 

most and radio commercials and newspaper articles were the least consulted sources by all three groups 

 

DISCUSSION 

 

In today's competitive environment, hotels are interested in better understanding their guest segments 

and designing strategies to appeal and retain them as loyal customers.  The study reported in this paper 

was undertaken to examine the relationships between stay frequency in hotels and selected guest 

characteristics and habits. While usage rate of products/services and frequency of visits to retail stores 

have proven useful as segmentation bases in the past, evidence generated here is mixed. It appears that 

while some demographics are of help in differentiating among guest groups on the basis of their stay 

frequency, others are not. Furthermore, the criteria the three groups rely on in selecting a hotel and the 

information sources they consult are the same. These results conjure up some implications.   

 

An observation that readily emerges from the results is that a hotel which can offer reasonable room 

rates in a clean and secure environment has the recipe for success when it comes to meeting guest needs, 

regardless of how frequently guests stay in a hotel. It appears that especially offering promotional and 

discounted rates with competition in mind would be more instrumental among those guests staying less 

frequently.  

 



The guests surveyed here viewed promptness of service and room comfort relatively less important. 

However, hotels should not be complacent about these attributes. On the contrary, guests often consider 

them as the basic offerings. While their presence may not lead to immediate satisfaction, their absence 

will disappoint the guests. Therefore, in-house training programs to teach employees how to deliver 

prompt service, involving them in setting service standards and designing comfortable rooms (e.g., 

providing ergonomic chairs, comfortable mattresses/pillows) should continue to receive top priority from 

management. Likewise, improvement in exercise facilities, the least important factor, should not be ignored. 

This is because guests often express their disappointment with outdated equipment and cramped 

quarters. Improvements in physical facilities and equipment and, wherever feasible, offering in-room 

workout equipment such as a stair-climbing machine would present hotels with promotional 

opportunities and could serve as the cornerstones of communication campaigns.  

 

On a closing note, a potential limitation of the study should be underscored. It is possible that a number of 

factors, which were not explicitly considered here, may have confounded the findings.  For instance, the 

three groups differed in terms of their purpose of stay (business versus leisure). Yet all three groups 

assigned similar levels of importance to hotel selection criteria. It is possible that the particular type of 

business trip (e.g., staying in a hotel for business meetings, conference attendance, sales meetings, 

executive meetings and training sessions) may affect the importance placed on different underlying hotel 

selection factors. Similarly, “road warriors” may have totally different expectations from a hotel. 

Likewise, leisure travelers who travel with children may have different expectations from a hotel than those 

who travel as couples or singles. For finer insights, there is a definite need to incorporate these and other 

potential variables as control or co-variate variables in future studies.  
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