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Abstract

Purpose: This study investigates how perceived benefits of hotel paid membership programs influence perceived membership value,
satisfaction, loyalty, and subscription continuance intention. Based on the Stimulus-Organism-Response (S-O-R) theory, the study
examines how customers’ perceived benefits shape their evaluations and behavioral intentions toward hotel paid membership
programs. Research design, data, and methodology: An online survey was conducted among 261 customers enrolled in hotel paid
membership programs in South Korea. Structural equation modeling (SEM) using SmartPLS 4.1 was employed to examine the
relationships among perceived benefits, perceived membership value, satisfaction, loyalty, and subscription continuance intention.
Result: The results revealed that monetary saving, exploration, and social benefits significantly influenced perceived membership
value, whereas recognition did not. Perceived membership value significantly affected satisfaction and loyalty, while satisfaction and
loyalty positively influenced subscription continuance intention. In addition, satisfaction and loyalty mediated the relationship between
perceived membership value and subscription continuance intention. These findings provide theoretical and practical implications for
hotel paid membership program management.
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2. Literature Review
2.1. Stimulus-Organism-Response Theory

Stimulus-Organism-Response (S-O-R) 0| %%

Mehrabian and Russell (1974)0f 2|8l X|9t=l O|22
.7t
[

Q% BHF X3 (stimulus)0| JHQIC| OIX|F: Jga*
SEl| (organism)0f FeFS O|X[1, O|2igh Li& SJEN
Hol7l 23822 AWSES (response) 22 0|0 %
ke 289k SOR 0|22 5_ delst
(environmental psychology)0i| 7|gtot O|2 , 2H| X}
o dFut ofMAE IgsS 2YoH -°r|°H OrA &,

g 2 " ZOHAM EEA ZEEO L

(Eroglu et al., 2001; Kim & Kim, 2024).
E GRS AHRTL A MblA Y
S8 A FHH 2450| A5 (stimulus)2 2 X-Eo}
A

of Mo FXBIL AW U A= 22 UN 4

-

Ei (organism)E H-ddt1, Ol IFHCE LI,
TojolE H FEEet 22 WSHHS (response) 2=
O|{ZICtn MHSIRULCH (Ha & Lennon, 2010; Jang &
Namkung, 2009). 55| sE 9 MY 0

|[EHT} ZB0| nZHo| Alg|A
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al., 2018).
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t
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(perceived membership value), PtZE (satisfaction), &
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2.2. Hotel Membership Program
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2.4. Effect of Perceived Value of Membership

Program

71E ARE2 XHE JHRZF 1A 2R Y
S WSl #y Mueololatn MEsect
(Blut et al., 2024; Kumar & Reinartz, 2016). 11742 X}A
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4. Analysis

4.1. Demographic Characteristics of the Sample

= AN ALBE SEXF 261HO| QFEAH
EML Table 11} ZCh BHA, A2 LIX} (50.2%)2F
O X} (49.8%)7t H|==%h HIEE LIEtHCH 42 /%
= 712 (56.7%)0| Ol (42.5%)=Ct BCh A2
30MI-39M (37.2%)7t ZHE Al LIEHHCeD, O ofF
O 2 40M-49M| (29.5%), 20M|-29A| (18.8%), 50)\1|-59A1|
(12.3%) 60M|-69M| (3.1%) =92 LIELLICH W %
S 4EH| Ot Y (70.9%), CHSHY O] A (18.0%),
*—EEHE (88%) =22 & LIEtHCE SEXA ¢
AE2 4000-6,0000F & (20.7%), 8,000-10,0002 &l
(20.7%), 6,000-8,0002t 2 (19.2%), 10,000-12,0008+
(103%) =92 SH LIEFGICE

Table 1. Demographic profiles (n = 261)

Index Category N %
Gender Male 131 50.2
Female 130 49.8
Single 111 42.5
Marital status Married 148 56.7
others 2 .80
20-29 47 18.8
30-39 97 37.2
Age 40-49 77 29.5
50-59 32 12.3
60-69 8 3.1
Under high
school 6 2.3
2 years 23 8.8
college
Education 4.year's 185 70.9
university
Graduate
school or 47 18.0
more
Less than 40
Household million 26 10.0
annual income | 40-60 million 54 20.7
(KRW) 60-80 million 50 19.2
80-100 million 54 20.7
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100-120
million 27 10.3
120-140 20 7.7
million
14(.)-.1 60 5 19
million
160-180 1 42
million
180-200 4 15
million
200 million or 10 3.8
more

4.2. Measurement Model

2 A= SmartPLS 418 A% CiaEo=Z
PHE GTESle] GURUNS SHSYCH (Hairet
al., 2021; Kim & Kim, 2024). HX{, Cronbach’s a2} &
TR MEZ[Z (composite reliability: CR) 4= AtE3HY
AME|A0| HZSE|QUCH X|ZtE B (2MA ®ZH B
Are| X SE), X|ZHEl By THK], B,
=ME 2|1 X|£0|29|E92| Cronbach’s alt AT
TR MEZ|Z (composite reliability: CR) £f2 ZF .8

olgfem, LN 7|FQl 70| =utk[o 412|d0| =
HEIL| AL} (Appendix 1).

rtgoz, 7 dpmgIsel et
Appendix 11} Z0| QQIAX| Zrat AVE 10| .7
oz UE EX7F gl A2z EHERUCL
Etdd A3 2t Appendix 20 HA|E B2t
Fornell-Larcker 7|&=0|A 28 £ MI7|E9| AVE XN&2
20| HE PG 7 MBASED &S o=
LEERSICE Eob Zp AR 2F &2l M40

ST TATNEOl AVE S XWX @ HOR

M O] X
Ty - O

r_E' O ox
O nE ox rlo

I"E

SIOIE| ALt &0 HTMT (heterotrait-monotrait) Zf
S 216-855 HQ|2 LIENHom, BE 70| 7|=X|
o & 102 olg|of AA7|E 7 THHErS

&ote
s

= A2 2l
g0| =HE dez TESHRICh

— =

4.3. Assessment of Structural Model

2 dFE SmartPLS 412 A8 ARZHE

™IS FLCE PLS (partial least squares)= LijAiEH0| M
Qeg Srjseln PxeNel 9XE Hasiss
H Zztel 2M7|HOoZE 28N QUL (Vinzi et al,
0. & @F0NE Fx2 HBE
7| -?|0P04 29

o ossdd 01—‘?'—2 %*.JOPI Qe ardEadl
(VIS dEst Zu, Es= #isol VIF 0]
1.813~4.098 He|Z LIEILL 7|FX|Ql 5 O[SHE &F
st HoZ ol Qict

ot W0 AFHS "I flsi B84
% (RHE ZESIQULCE Falk and Miller (1992)= R? Z}0|
2 10 Ol A= HMetstReH, 2 AN =
K| 2=l HEHA JHX|7F 449, OtE 574, SHE 617,
Xlﬁ‘-OIROIE 5382 LIEtLE 7[&EXE 3—r—0| ogcl
o+: FOIE|QIC) et T mEol ME
Ol 7oz mEtEICH
ORI e 2 o|Z5Xet: 452 o S+t
KIEFE g = (construct cross-validated redundancy)

= Q22 oSt Astxoz @ ¢

O 0XCH 30 GSHUAET} SEE HOZ IS
Lt 2 d70M= Xzl "y ZHK 419, B
= 361, =MT 306, X|=0|29|E 2539F L}EfL}
BE WEHSIE o5 HeE 7|EE 555 AL
2 ZOIE[RACE

2 AREHO HEMS A 9l SRMR

b

mn ro

(standardized root mean square residual) 4f= =t
b, 04602 LIEIL} HE 7|Z=X|Q1 08 0|5}
st 2oz solE|oUct oo me 2 ATDHo
o5 MEs +50 HOR BEEC)

%

w3 REDHO| MEKQl MBS Bt

s AE=EE R)M HHYZ|E|l (communality)?| Tt
U2 B = ST (square roo)S AESHE GoF

(goodness of fit) X|4E

=2SIQUCH (Zolkepli &
Kamarulzaman, 2015). &4 Z1}, GoF Zf2

661 (V
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(545 x 802)& LIEIL} 7|=X|Ql 3

o
S 430 8% MYEE ROl HO= Holmr}
(small = .10, medium = .25, large = .36). otH, FHH 2|
E[ @42 AVE it 2ot JHEz2 SiMEICH

(Appendix 1).
4.4. Hypothesis Testing

4.4.1. Structural estimates results

= A0 ARBE X|Z4E FHE (5
AFEI’H 5, X|ZE ®HY HK], TF,

£0| 82| Zh FgatAof CHet Tt
= Appendix 31} ZC}.

212l oS (5 Ed, '8, 2,

Are|H Sf|EH)0| X|ZHE HHA ZEX|of D] g
ZAolct 24 ZAut, FTAE AL (B = 231, t-value =
3242, p < .01), EFAH (B =330, t-value = 4.755, p < .001),
At2| A Sf|EH (B=.240, t-value =2.586, p <.05)2 X|Zt=
YHY ZHX0] H®Hel wogh g OiXl= AL
2 LIEfLE HI, H2, H4= X[X|E[RAC 2L 2178 B
=.076, t-value = 1.039, p>.05)2 X|Zt=l HEHA ZHX|0
A2 DIXIX| 90} W3S 7|ZtE|%)

A OIK

e

rir
08

Hol [ols

ct.
HS5~H72 X|ZtEl QE{Al JpX|7F S, EME, K|
£0| 89|z 0f OJX|= FgAo|CE &4 A}, X2

£ A X7 BEE (B = (757, t-value = 27.830, p
<.00)dt =ME (B=.288, t-value = 4.797, p < .001)0|
HHo wolgt S O[X|= A= LIEtL} H52F
H62 X|X|Z|RJULCE gLt X|£0|29: (B = .106, t-
value =1.510,p>.05)0l= F(H2| {2t F&2 O|X]|
X = ALZ LIEtLE H72 7| Z &ALt

H8~H9= THE0| 5=t X|£H0|82|=0 OJX|
= YA O|CE 24 At SME (B = .544, t-value
= 8.805, p < .001)Q} X|Z0|E9|E (B = .260, t-value =
3349, p < .01) EF0f FHQ Folet &S OX[=
Ao =2 LIEtL} H81F H9= X|X| & RALt.

OFX|9te 2, H102 SdE7F X[£0[82|=0f O

X= Aot 24 21 38 B = 429, t-
value=5.397,p<.001)7} X|£0]| &0 F(H)2| 72
ot @2 OXl= A2Z LIELL HI0E XX &R}
c}.

4.4.2. Mediating effects of satisfaction and loyalty
7Moo 2 X|ZtEl HH A JHK|QF X|£0|89 %
el A O 2HERL Y| iz ltE ASot
QIT} (Appendix 4). 241 Zh, X|2tEl B4 7hx|
BEg S X018 =0 £
K= A2E LIEFGCH (B=.197,t=2255p
7_|

<
x| 24l 'Hw MAE BET SHES 2R

ot > mlru
rr

i=
Z

o H

a

m]
mn

>

o

=_
=
_?_|'
2

|0

FOI | I:r ([3— 177, t = 4.437, p < .001). O}X|
ZE Y T SHEE SHME A
O|zof FolPt ZHPZME MK HeZE Lt
124, t=13.769, p< 001) ol= 17—.0| =4
2 7HXE X
SHA | O, %:”E*.EE IN
LoEICHE HE AlARSICH

- —

0 M Jb 18 N fu
;ro|o
I oo Hu Hu
A

4.4.3. Effect size (f2) analysis

ZAAT| (effect size, £) BALS =@MAT} S
B0 O|X[= Oy JSHZS BI5H7| A8l 2Al
EIC} (Chin, 1998). Cohen (1988)2 &Z1t37|0| 7|=
£ .02= A2 ZI (smal), .15= F I}
(medium), 35= 2 =21} (large)® KN A|SHRILCE
Appendix 39| 4 ZIHE AHEE, S0 X2t

I
e 7K of

OjX& BMET|E 1292 LIERLE b
DY g2 $F0| AL I HOE HOIEY
Chogte BEN HZ (0843 AN sE (051
e 4Fo| BNAIIE 9' o, oF (005)0| B
37| e K HOE LEERLY.

w3 K|ZHE A 7Ht| ' BEY ans 23

37| 13452 O 2 |
HA ZHK7 2tE i o sAEel dEE St A
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5.2. Managerial Implications
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= HZ 2QI5IZLE E9 X[ZHE HH4Y ZHK|= Tt
0| O Zot g2 ONel, 5dE= XH0|
EoEE =0l 8% B2 LEHRLH Ol 2
2 7|gol T2 o= KNSt ©ESH |20 0
HED FHEE XSHHoE HsloF g2 AlARS
C} (Koo et al., 2020). [M2tA & 7|¥H2 3|8 OE=
o A|AED T, SfEE AR Hold T, EHY T
2 dF ME 293 % WMoY 04 ofd el o
B XS 52 Sdf nae X[&H 0l8 A HHA
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oA dde2 s Zr1Eel 2@ M8 OHER B
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0| & 2= QIC} (Ritaetal., 2023).

5.3. Limitations and Future Research
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Appendixes
Appendix 1. Measurement model
Constructs and Items | Fac_tor o C.R AVE
oadings
Monetary saving .878 .925 .804
| enjoy their offerings at a lower financial cost. .870
| spend less. 916
| save money. .903
Exploration .854 911 q74
| discover new products and services. .865
| discover offerings | would not have discovered otherwise. .875
| try new products and services. .899
Recognition .908 .936 .785
The hotel employees take better care of me. .903
| am treated better than other customers. .925
| am treated with more respect. 918
| feel | am more distinguished than other customers. .790
Social benefits .858 913 q77
| belong to a community of people who share the same values. .808
| feel close to the brand. 913
| feel | share the same values as the brand. 919
Perceived membership value .894 .926 .758
Overall, this hotel membership program is worth the price | paid. .867
The performances of this hotel membership program | purchase help me .888
perceive maximum value of time and effort spent on searching the programs.
| can take advantage of diverse sales, discounts, and special events from this .864
hotel membership program.
This hotel membership program provides a good deal compared with other .864
hotel membership programs.
Satisfaction .886 .930 .815
Overall, | am satisfied with this membership program. .888
My decision to purchase this membership program was a wise one 914
On the whole, | really enjoy myself while using this membership program. .907
Loyalty .896 .935 .829
| like this membership program more than other programs. 911
| have a strong preference for this membership program. 919
| would recommend this membership program to others. .900
Subscription continuance intention .930 .955 877
| am very unlikely/likely to continue subscribing to this program. .932
It is improbable/very probable that | will continue subscribing to this program. .939
There is no chance/certainty that | will continue subscribing to this program. .940
Appendix 2. Fornell-Larcker criterion & Heterotrait-Monotrait Ratio (HTMT
Constructs 1 2 3 4 5 6 7 8
1 Monetary saving .897 .339 .216 .367 A76 A76 435 .351
2 Exploration .295 .880 .579 .617 .645 .604 .520 422
3 Recognition 195 519 .886 .762 496 434 410 391
4  Social benefits .334 .529 .666 .882 .604 .563 .556 .579
5 Perceived membership value 424 .565 452 .543 .871 .850 .782 .660
6 Satisfaction 421 .526 .389 .504 757 .903 .855 734
7 Loyalty .388 456 .370 .502 .700 .762 910 767
8 Subscription continuance intention 317 .379 .357 .526 .603 .667 .702 937

Note. Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE) Above the diagonal
elements are the HTMT ratios Below the diagonal elements are the Fornell-Larker Criterion.



Eun-Jung KIM / Korean Journal of Franchise Management 17(2) (2026) 29
Appendix 3. Structural Estimates(PLS)
Paths Estimate | t-value p r? Results
H1 Monetary saving —  Perceived membership value .231 3.242 | .001 | .084 Supported
H2  Exploration — Perceived membership value .330 4.755 | .000 | .129 Supported
H3 Recognition — Perceived membership value .076 1.039 | .299 | .005 Not
supported
H4  Social benefits — Perceived membership value .240 2.586 | .010 | .051 Supported
H5 Perceived membership value — Satisfaction 757 27.830 | .000 | 1.345 | Supported
H6  Perceived membership value — Loyalty .288 4.797 | .000 | .092 Supported
H7 Percglved membership value — Subscription continuance 106 1510 | 131 | 330 Not
intention supported
H8 Satisfaction — Loyalty .544 8.805 | .000 | .009 Supported
H9 Satisfaction — Subscription continuance intention .260 3.349 | .001 | .047 Supported
H10 Loyalty — Subscription continuance intention 429 5.397 | .000 | .153 Supported
Variable R? Q?
Perceived membership value 449 419
Satisfaction 574 .361
Loyalty .617 .306
Subscription continuance intention .538 .253
Appendix 4. Mediating effects of satisfaction and loyalty
. Indirect
Indirect path effect t-value Results
Perceived membership value — Satisfaction — Subscription continuance intention 197 2.255™ meziuallion
Perceived membership value — Satisfaction — Loyalty ok Full
L : . ; A77 4.437 L
— Subscription continuance intention mediation
Perceived membership value — Loyalty — Subscription continuance intention 124 3.769"" F.uII.
mediation

Note. “p < .01, "'p <.001




