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OC - (8) - JAPANESE INCOME TOURISM. THE PORTUGUESE LUXURY HOSPITALITY MANAGEMENT
STRATEGY (BEFORE AND AFTER COVID-19)

Paula Tavares De Carvalho!; Elizabeth Reis?

1 - ISEC Lisboa; 2 - ISCTE

Proposal and Originality

This study examines the strategy of luxury hotels operating in Portugal, identifying the factors behind the
differences between Japanese and Chinese customers’ satisfaction with hotel attributes. Expectations of
hotel hospitality are influenced by personal factors. Compared with Western, Asian tourists prefer the basic
and practical aspects of service. In Portugal, the Asian market has been seen as predominantly Chinese, but
Chinese and Japanese customers are pleased by different attributes.

Methodology

A mixed methods four-steps approach is used: literature review; “booking.com” content analysis of 1.354
Chinese and Japanese hotel guests’ comments and interviews to five top hospitality managers/expert
(Qualitattive: Grounded Theory, NVivo); survey of 187 managers (Quantitative:SEM).

Results and Implications

This study contributes to the understanding of Japanese culture and Japanese tourists” satisfaction with
hotel| attributes. Significant differences of satisfaction with hotel attributes are found between Japanese and
Chinese guests. The study proposes a strategic plan based on the four balance scorecard model dimensions
(customer, processes and procedures, people development and finance) to direct the Portuguese luxury
hotel strategy to conquest and meet the expectations of Japanese tourists.

Research Limitations

The main limitation is the number of do-not-know answers by hotel managers, which reduced the survey
sample size and the statistical model validity.
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