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Tab. 2 Descriptive statistics and confirmatory factor analysis
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Fig. 2 The model 1:The direct effect of interaction

frequency and interaction quality on customer satisfaction
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Tab.3 Goodness—of—fit test result of models

yal/a RMSEA RMR GFI AGFI NFI RFI TLI CF1 PNFI
iR 1 Model 1 1.823 0.045 0.025 0.968 0.949 0.967 0.956 0.980 0.985 0.721
1571 2 Model 2 1.911 0.049 0.023 0.970 0.948 0.968 0.955 0.977 0.984 0.688
571 3 Model 3 1.579 0.038 0.015 0.990 0.974 0.978 0.959 0.985 0.992 0.522
1557 4 Model 4 1.859 0.046 0.024 0.956 0.935 0.952 0.938 0.977 0.977 0.743
AR Suggestion standard  1<y*/df<3 <0.05 <0.05 >0.90 >0.90 >0.90 >0.90 >0.90 >0.90 >0.50
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The Effect of Interaction Between Hotel Employees and Customers on Employees’
Work Efficiency and Customer Satisfaction

HUANG Qian', XIE Chaowu'*
(1. College of Tourism, Huagqiao University, Quanzhou 362021, China,
2. Smart Tourism Research Institute of Huaqiao University, Quanzhou 362021, China )

Abstract: Employee-customer interaction is an important type of hotel service interaction, which forms
the basis of customer-perceived service quality, service value, and satisfaction. Staff work efficiency
and customer satisfaction are two important factors affecting hotel service productivity. While the
former determines hotel in-house service productivity, the latter has a strong influence on consumers'
next consumption decisions. Hotel employee work efficiency and customer satisfaction are generated in
the interaction between employees and customers, so the interaction between employees and customers
is a common driving factor of both. This paper constructs a relationship model linking employee-
customer interaction frequency and quality, as well as such factors as employee work efficiency and
customer satisfaction, from the employee's point of view. In this study, a questionnaire-based survey
was conducted, focusing on front-line staff. The questionnaire was designed based on existing research
results, and a pretest was completed in two five-star hotels in Xiamen. A total of 120 questionnaires
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were distributed. On the basis of the pretest, the researchers revised and completed the questionnaire,
then formally surveyed 450 front- line employees of seven five- star hotels distributed in the three
regions of Xiamen, Shanghai and Quanzhou. Thereafter, a descriptive statistical analysis, as well as a
reliability and validity test were carried out by SPSS 17.0, and a validation factor analysis, a hypothesis
test and model construction were carried out by SEM.

It was found that interaction frequency and interaction quality have a fundamental effect on work
efficiency and customer satisfaction. Not only do interaction frequency and interaction quality have a
direct influence on work efficiency, they also have a significant indirect effect on customer satisfaction.
Interaction frequency and interaction quality can improve staff efficiency significantly, and work
efficiency has a significant positive effect on customer satisfaction; work efficiency has an intermediary
effect on interaction frequency, interaction quality and customer satisfaction, which shows that the
impact of employee-customer interaction frequency and interaction quality on customer satisfaction is
expressed through work efficiency. In this context, the impact of interaction frequency on customer
satisfaction is completely conveyed through work efficiency, and the impact of interaction quality on
customer satisfaction can be partially conveyed through work efficiency.

This means that merely increasing interaction frequency cannot improve customer satisfaction:
instead, the hotel should encourage employees to increase interaction frequency with customers for the
purpose of improving work efficiency, without affecting customer personal space. However, the sole
pursuit of high interaction frequency may be counterproductive.

The study suggests that service companies such as hotels should actively encourage behavioral
interaction between employees and customers, strengthen interaction points and interaction lines
between employees and customers, and enhance the skills and efficiency of employees through key
contact point training. Enterprises should perfect their service scripts and train their staff to pay
attention to the individual needs of customers while following the service script. Moreover, hotels and
other service enterprises should pay attention to the balance of interaction frequency and interaction
quality, and encourage employees to interact with customers while also emphasizing interaction quality,
instead of stopping at superficial frequency increase. Granting employees appropriate freedom of action
and establishing incentive mechanisms are effective solutions, among others, to improve staff work
efficiency.

Keywords: interaction between employees and customers; work efficiency; customer satisfaction
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