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Abstract 
Robotic services have been growingly popular in the tourism and hospitality industry 
worldwide. However, most of researches around service robots have been focusing on 
analyzing how service robots are used in hotel environment (Belanche et al., 2020; de 
Kervenoael et al., 2020; Chen et al., 2021), little is known about if service robots influence 
consumer behaviour. Hence, this research study is made for investigating the adoption 
of service robots in hotel and its effects on customer satisfaction and repurchase 
intention in Beijing, China. Using a sample size of 204, this research analyzed the data 
collected from online questionnaire survey and found that results indicated that robotic 
services provided by Beijing’s hotels has a positive relationship with their customers’ 
perceived value that in turn exerts a positive effect on customer satisfaction and 
repurchase intention regarding such hotels. 
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1. Introduction 

Due to the advancement of Artificial Intelligence (AI) and mechanical technologies, both 
manufacturing and service industries have been experiencing rapid digital transformation. 
Such technologies led to the emergence of service robots, which modify not merely the services 
operations but service interactions (Jang & Lee, 2020). More specifically, in the past decade, the 
application of service robots is becoming growingly common in the tourism and hospitality 
industry worldwide. This phenomenon has attracted much attention of practitioners and 
researchers. 
By now, most of researches related to service robots have been focusing on analyzing how 
service robots are used in hotel environment (Belanche et al., 2020; de Kervenoael et al., 2020), 
little is known about if service robots influence consumer behaviour. The relationship between 
robotic services, customers evaluation of and satisfaction with a hotel is rarely examined. This 
is a remarkable research gap. It is important to gain a deeper understanding of consumers’ 
responses to the application of robotic services in hotels. 
The research focus is to investigate the adoption of service robots in hotel and its influences on 
customer satisfaction and repurchase intention in Beijing, China. Specifically, the study strives 
to analyze how service robots are used by hotels in Beijing, China. Besides, this research also 
seeks to explore the influences of robotic services on customer satisfaction and repurchase 
intention. 



Volume 2 Issue 12, 2021 

DOI: 10.6981/FEM.202112_2(12).0057 

434 

Frontiers in Economics and Management 

ISSN: 2692-7608 

2. Literature Review 

2.1. Key Concepts 
2.1.1. Service Robot 
A service robot refers to a mechanical device that is capable of imitating human behaviors to 
offer, autonomously or semi-autonomously, services to humans (Haidegger et al.,2013). The 
function of such devices is closely associated with latest digital technologies, particularly AI and 
Internet of Things (IoT). Compared with human staff, service robots have better abilities in 
potential fields, such as memory, computing power, physical strength, as well as addressing 
risky missions. 
2.1.2. Customer Satisfaction 
Customer satisfaction refers to a mental state experienced by a customer when he/she feels 
content or pleased with a product or service (Jahanshahi et al., 2011). It is the result of a guest's 
perception of the value or benefits received in a transaction. 
Repurchase intention has been defined as people’s inclination to make repeated purchase from 
the same source (Chen et al., 2021). It measures the willingness of a customer to continue a 
transaction relationship with a business. 
2.1.3. Repurchase Intention 
Repurchase intention has been defined as people’s inclination to make repeated purchase from 
the same source (Chen et al., 2021). It measures the willingness of a customer to continue a 
transaction relationship with a business. 

2.2. Service Robots Used in Hotels 

 

Figure 1. Examples of service robots used in hotels 
Source: Zhang, 2021 

 
The presence of service robots can be observed in different operations of hotels (see Figure-1). 
Firstly, some hotels have used some robots at the front desks to receive guests. Secondly, some 
robots are designed to carry out various housekeeping services such as providing bins of fresh 
linen to the appropriate floors and cleaning floors. Thirdly, one type of robot has been 
specifically engineered to provide bespoke room service options to guests. Fourthly, some hotel 
robots act as the waiters and even cook meals for guests at the restaurants of hotels. Fifthly, 
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some service robots have been placed at strategic points of a hotel to answer common questions 
and lead guests to specific locations within the hotel. Sixthly, some robots are used to undertake 
luggage handling tasks. , and offering room service. In general, service robots are used by hotels 
in highly standardized service operations. 

2.3. Hypotheses Development  
2.3.1. Robotic Services and Perceived Value 
Perceived value is defined as a guest’s perception of utility and benefits derived from a 
particular product or service (Haidegger et al., 2013). Perceived value is a multifaceted concept 
that encompasses different aspects, including functional value, entertainment value, perceived 
innovativeness, and other elements. Some previous literature has revealed a relationship 
between robotic services and consumers’ perceived value. For instance, the study conducted 
by Chuah et al. (2021) claimed that consumers generally perceive high quality services when 
visiting robotic restaurants. Meanwhile, Choi et al. (2020) reported that the human-robot 
interaction in hospitality services provides high entertainment value for the guests. Besides, 
according to de Kervenoael et al. (2020), consumers tend to perceive strong convenience when 
using robotic services. In line with prior researches, the following hypothesis is proposed:  
H1: Robotic services are positively associated with the perceived value of customers of hotels 
in Beijing China. 
2.3.2. Perceived Value and Customer Satisfaction 
Existing studies have shown that perceived value exerts a positive relation with guest 
satisfaction. In their empirical study, Chan & Tung (2019) revealed that robotic service is 
positively associated with hotel customers’ perceived value, which in turn significantly affect 
customers’ satisfaction with the hotels. Likewise, Belanche et al. (2020) concluded that 
customers’ perceived value is an important antecedent to customer satisfaction regarding 
hotels providing robotic services. Similar to this, Thomsen (2020) examined the influence of 
hotel service robot on customer experience and indicated that the contactless service provided 
by robots in hospitality industry leads to high perceived value and satisfaction of customers. 
Therefore, the following hypothesis is offered: 
H2: The perceived value of consumers has a positive relationship with their satisfaction with 
hotels in Beijing China. 
2.3.3. Perceived Value and Repurchase Intention 
Several studies have examined the relation between guests’ perceived value and rebuying 
intent in the robotic service situation. For example, the results of Zhong et al. (2020) suggested 
that customers’ perceived value derived from robotic hotel service is positively associated with 
consumers’ repurchase intention. Similarly, Luo et al. (2021) concluded in their study that 
people’s perceived value in visiting robot hotels is directly related to their repurchase intention. 
Additionally, Hao & Chon (2021) demonstrated that contactless service provided by robots in 
hospitality industry leads to higher repurchase intention of customers, and this relationship is 
mediated by customer satisfaction. Therefore, the present study proposes: 
H3: The perceived value of customers has a positive relationship with their repurchase 
intention regarding hotels in Beijing China. 
2.3.4. Customer Satisfaction and Repurchase Intention 
In existing studies, the relation between consumer satisfaction and rebuying intention has been 
studied (Jang & Lee, 2020; Kim et al., 2021). According to Kim & Lee (2014), customers tend to 
make repeated transactions with a brand satisfies their needs compared to those fail to meet 
the expectations, due to they perceive less uncertainty in dealing with such a brand. Likewise, 
Mende et al. (2019) claimed that customer satisfaction is positively related to repurchase 
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intention. Nevertheless, some researchers also indicated that customers’ satisfaction level does 
not always positively affect their repurchase intention. Hence, this research hypothesizes:  
H4: Customer satisfaction has a relationship with customer repurchase intention regarding 
hotels in Beijing China. 

2.4. Conceptual Model 
The conceptual model had been made partly based on the variables identified from the extant 
literature. Figure-2 illustrates the tested conceptual framework. 
 

 
Figure 2. Conceptual Model 

Source: developed for this study, 2021 

3. Research Methodlogy 

 

Figure 3. Research onion 
Source: Saunders et al. (2016) 
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Based on the research onion framework (Figure-3), this research adopted a quantitative 
research design, following the positivism philosophy and deductive reasoning approach. An 
online survey was implemented for people who had visited a hotel employing service robots in 
Beijing China. A convenience sampling method was used for sample selection. The participants 
had been asked to fulfill a self-reporting questionnaire that is presented in Appendix. 
For the survey, the link of the questionnaire was formed and distributed through Wenjuanxing 
(https://www.wjx.cn), a popular online survey agency in China. A screening question was set 
to ask the respondents if they had experienced robotic services in a hotel. The data collection 
procedure was conducted during October 2nd 2021 and October 16th 2021. Among the 
250nquestionniares sent, 220 were returned back and removing the unfinished ones, the final 
sample size was 204. 
This research used SPSS. 22 software to categorize and analyse the data collected with the 
questionnaire to derive research results. A confirmatory factor analysis was carried out to 
verify the research model. In addition, this research carried out a correlation analysis and 
regression analysis to verify the hypotheses. 

4. RESULTS 

4.1. Characteristics of the Sample 
Table 1. Characteristics of the Sample 

  Frequency Percent % 

gender 
Male 117 57.35 

Female 87 42.65 

Age 

18-25 30 14.71 

26-34 86 42.16 

36-49 67 32.84 

50-64 21 10.29 

Highest education level 

High school 12 5.88 

Bachelor 48 23.53 

Master 84 41.18 

Doctoral 60 29.41 

Occupation  

Employed 137 67.16 

Full-time parent 37 18.14 

Student 30 14.71 

Income 

0-5000 RMB 93 45.59 

5,001-8000 RMB 37 18.14 

8,001-10,000 58 28.43 

100,000-150,000 16 7.84 
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A total of 204 participants were included in the report. There was 57.35% male and 42.65% 
female. The detail information of participants’ age, highest education level, Occupation, Income 
distribution were presented in table 1. 

4.2. Descriptive Analysis 
The Descriptive information of Robotic service, Perceived value, Customer satisfaction, Re-
purchase intention were showed in table 2. Their means was higher than 4, indicating that 
participants' evaluations were positive. 

 
Table 2. Descriptive Analysis 

 Mean Median Std. Deviation Minimum Maximum 
Robotic service 4.07 4.33 0.63 2 5 
Perceived value 4.08 4.33 0.6 2 5 
Customer satisfaction 4.09 4.2 0.54 2.4 5 
Repurchase intention 4.14 4.33 0.5 2 5 

4.3. Correlation Analysis 
Researcher calculated the correlation between the variables displayed in Table 3. The 
correlation among the variables was significant statistically (ps <0.05). 
 

Table 3. Correlation Analysis 
 1 2 3 4 
1 Robotic service 1    
2 Perceived value .309** 1   
3 Customer satisfaction .408** .427** 1  
4 Repurchase intention .431** .435** .460** 1 

4.4. Regression Analysis 
4.4.1. Robotic Services Impact on Perceived Value 
Regression model 1 takes Robotic Services as independent variable and Perceived Value as its 
dependent variable. It turns out that the regression equation is significant (F = 21.251, p < 0.05). 
It also proves that Robotic Service is positively related to Perceived Value (t = 4.61, p < 0.05). 
H1 was turned out to be acceptable. 
 

Table 4. Robotic Services Impact on Perceived Value 
Model Summary  

Model  R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .309 .095 .091 .577 
ANOVA  

 df Sum of 
Squares 

Mean Square F Sig. 

Regression 7.067 1 7.067 21.251 .000 
Residual 67.174 202 .333   
Total 74.241 203    

Coefficients  
 Unstandardized 

Coefficients B 
Std. Error Standardized 

Coefficients Beta 
t Sig. 

(Constant) 2.862 .267  10.734 .000 
Robotic 
service 

.298 .065 .309 4.610 .000 
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4.4.2. Perceived Value Impact on Customers Satisfaction 
Regression model 2 takes Perceived Value as its independent variable and Customers 
Satisfaction as its dependent variable. The regression equation is significant (F = 45.007, p < 
0.05). The perceived value of customers has a positive relationship with their satisfaction with 
hotels in Beijing (t = 6.707, p < 0.05). H2 turns out to be correct. 
 

Table 5. Perceived Value Impact on Customers Satisfaction 
Model Summary 

Model  R R Square Adjusted R Square Std. Error of the 
Estimate 

2 .427 .182 .178 .487 
ANOVA 

 df Sum of 
Squares 

Mean Square F Sig. 

Regression 10.686 1 10.686 45.007 .000 
Residual 47.961 202 .237   
Total 58.647 203    

Coefficients 
 Unstandardized 

Coefficients B 
Std. Error Standardized 

Coefficients Beta 
t Sig. 

(Constant) 2.541 .233  10.901 .000 
Perceived 
value 

.379 .057 .427 6.709 .000 

4.4.3. Factors Impact on Repurchase Intention 
Model 3 takes Perceived value and Customer satisfaction as independent variables and 
Repurchase Intention as dependent variable. After ANOVA analysis of the model, the outcomes 
were significant (F = 39.278, p < 0.05). Therefore, the positive promoting effect of Perceived 
Value (t = 4.412, p < 0.05) and Customer satisfaction (t = 5.068 p < 0.05) is proved. H3 and H4 
are acceptable. 
 

Table 6. Factors Impact on Repurchase Intention 
Model Summary  

Model  R R Square Adjusted R Square Std. Error of the 
Estimate 

3 .530 .281 .274 .425 
ANOVA 

 df Sum of 
Squares 

Mean Square F Sig. 

Regression 14.162 2 7.081 39.278 .000 
Residual 36.236 201 .180   
Total 50.398 203    

Coefficients  
 Unstandardized 

Coefficients B 
Std. Error Standardized 

Coefficients Beta 
t Sig. 

(Constant) 1.889 .256  7.380 .000 
Perceived value .240 .054 .292 4.412 .000 
Customer 
satisfaction 

.311 .061 .335 5.068 .000 
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5. Conclusion 

This research aims at investigating the effects of robotic services on customer satisfaction and 
repurchase intention in Beijing’s hotel. Results indicated that robotic services provided by 
Beijing’s hotels have a positive relationship with their customers’ perceived value, which in 
turn exerts a positive effect on customer satisfaction and repurchase intention regarding such 
hotels. This result confirms the findings of previous studies (Chan & Tung, 2019; Thomsen, 
2020; Hao & Chon, 2021). Besides, in line with other researches (Chiu et al., 2009; Kim & Lee, 
2014), this research also found that customer satisfaction is positively related to the repurchase 
intention. 
This research adds to literature around robotic services and their impacts by providing 
empirical evidences for consumers’ responses to the application of robotic services in hotels. 
Besides, the results of this research can help hotel operators in improving their service quality 
and customer retention by designing and implementing effective robotic services. However, 
this research focuses on the hotels adopting service robots in Beijing, China, it is recommended 
that future research should extend the research scope to investigate the topic in different 
cultural contexts. 
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