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Abstract 

 

Tourism is booming in Taiwan. According to statistics from the Tourism Bureau, 

each person in Taiwan makes 8.50 trips per year, with a total of 180 million trips on 

the island each year. The average length of stay is 1.44 days. The holiday travel ratio 

is 68.7%, and the overall travel satisfaction rate is 97.4%. The total cost of tourism 

on the island is NT$400 billion. Among all tourist attractions in Taiwan, national 

parks with natural beauty and experience activities are the most attractive to con-

sumers, with more than one million tourists visiting each year. Kenting National 

Park is currently the most visited national park. Under the trend of tourism, home-

stays in the Kenting area have become a popular choice for tourists to stay. This 

study takes a homestay in Kenting National Park as the survey object, randomly se-

lects 392 tourists, investigates tourists' views on the service quality, satisfaction and 

loyalty of the homestay, and analyzes whether service quality affects satisfaction and 

loyalty. The results found that 1. The respondents' expectations for homestays were 

higher than their actual satisfaction. 2. Service quality will positively affect price, 

facility environment, environmental quality and overall satisfaction. 3. Price will 

positively affect loyalty. This study also provides discussions and suggestions on 

related results. 
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Preface 

 

According to the 2022 Tourism 

Statistics Report of the Taiwan Tourism 

Bureau, the number of trips per person 

in Taiwan is 8.50 times a year, and the 

total number of trips on the island is 

about 180 million times a year. The av-

erage length of stay is 1.44 days, and 

the holiday travel rate is 68.7%. The 

overall satisfaction of tourism is 97.4%. 

The daily travel cost per person is 

NT$1,401, the average cost per trip per 

person is NT$2,017, and the total cost 

of tourism on the island is NT$400 bil-

lion (Tourism Bureau, Executive Yuan, 

2023). In terms of tourism items, Tai-

wanese people mainly engage in "na-

ture viewing" (62.7%), followed by 

food tasting (48.7%) and cultural ex-

perience (29.8%). It is worth mention-

ing that when Taiwanese choose a tour-

ist destination, they consider conven-

ient transportation as the main consid-

eration, followed by "theme activities", 

and the third is "tasting food" and "I 

have never been there, I am curious" 

(Statistics Office of the Ministry of the 

Interior, 2022) .  

 

According to the data from the 

Tourism Bureau, the itinerary of natural 

beauty and experience activities is the 

most attractive to consumers. In addi 

 

tion, in recent years, various industries 

and festivals have been held in various 

places, and consumers are more willing 

to go to various towns for recreation. 

The consumption power of tourists also 

affects local township development. 

 

When Taiwanese travel on the is-

land, about 6.4% of tourists choose 

homestays. If calculated as 6.4% of the 

total trips, about 11,425,536 tourists 

will stay in homestays. After becoming 

the first national park in Pingtung, 

Kenting has become the most famous 

sightseeing spot in Taiwan, with more 

than one million people visiting every 

year, and the income from the tourism 

and recreation industry has become the 

main economic lifeline of the local area. 

According to the Statistics Office of the 

Ministry of the Interior, by 2022, there 

will be 30 million tourists visiting na-

tional parks, with Kenting National 

Park having the largest number of visi-

tors, accounting for about 25.5% (Sta-

tistics Office of the Ministry of the In-

terior, 2022). Due to the vigorous de-

velopment of the tourism industry, 

tourists' demand for homestays has in-

creased relatively. Through Internet 

communication, homestay operators 

can update information at any time, 

share travel experience, establish a 

communication platform and improve 
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marketing effects. Local homestays in 

Kenting need to make good use of local 

resources to launch travel itineraries 

that integrate accommodation, food, 

sports, sightseeing, and leisure experi-

ences to enhance tourists’ perception of 

homestay service quality, thereby 

strengthening customer satisfaction and 

loyalty to homestays. 

 

In order to clarify the relationship 

between service quality, tourist satis-

faction and loyalty in the homestay in-

dustry, this research found that in the 

service industry, Bitner (1990) believed 

that customer satisfaction would posi-

tively affect customer loyalty, and cus-

tomers felt that service quality Satisfac-

tion will generate repurchase intentions 

and increase repurchase interest. For 

operators, the cost of developing a new 

customer is more than five times higher 

than the cost of retaining an existing 

customer, and cultivating loyal cus-

tomers can also increase the profit of 

the company. Therefore, service quality 

will not only affect satisfaction, but 

also affect customer loyalty. Yu, Chang 

& Huang (2006) pointed out that op-

erators of Taiwan's leisure industry 

must improve service quality to en-

hance customer satisfaction. Floh & 

Treiblmaier (2006) confirmed that the 

service quality of Austria's largest 

online bank significantly affects satis-

faction. Bloemer & Lemmink (1992) 

found that customer satisfaction in the 

automotive industry is a decisive factor 

for customer loyalty.  

 

Bowen & Chen (2001) found that 

there is a close relationship between 

customer satisfaction and customer 

loyalty in the hotel industry. Calik & 

Balta (2006) randomly sampled 1,340 

customers in the banking industry in 

Turkey, and confirmed that if custom-

ers have good satisfaction, they will 

have good loyalty. Dimitriades (2006) 

found in the research of financial in-

dustry, entertainment industry and 

transportation industry that satisfaction 

has a positive relationship with loyalty. 

Based on the above research, this study 

also assumes that the service quality of 

tourists in Kenting’s homestay industry 

will affect their satisfaction and loyalty, 

and proposes the following research 

purposes: 1. Through random sampling 

to understand tourists’ feelings about 

the service quality, satisfaction and 

loyalty of Kenting’s homestay industry ; 

2. Analyze whether service quality will 

affect satisfaction and loyalty; 3. Ana-

lyze whether tourists' satisfaction with 

Kenting homestay will affect loyalty. 

 

Literature Review 

 

Service Quality 

 

Service quality refers to a con-
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sumer’s subjective evaluation of the 

product or service after receiving the 

service (Yang, Wang, Liu, Cheng & 

Zhang, 2020, Zhang, Zhang & Wu, 

2023). In recent years, the service in-

dustry has become the mainstream of 

economic activities. Service quality has 

always been a significant management 

issue for the service industry. Service 

quality plays a pivotal role for sustain-

able development of a company. In or-

der to survive in the fierce market 

competition, companies should find 

ways to raise the degree of consumer 

satisfaction in their service quality (Cao 

& Yang, 2022; Cui, Guo & Bai, 2021; 

Fu, & Yu, 2020). There are many dif-

ferent definitions for service quality. 

This study found that, according to 

relevant discussions (Han, Xiao & 

Hong, 2022; Huang, Chang, Su, Chiou 

& Chi, 2020; Julianto, 2020), service 

quality lies in the subjective cognition 

of consumers, which may differ from 

one consumer to another after they 

have received the service.  

 

Ma and Zhu (2022) cited the “ser-

vice quality concept mode” (PZB mode) 

proposed by Parasuraman, Zeithaml 

and Berry (1985) after in-depth inter-

views with managers from banks, credit 

card companies, securities brokerage 

firms, and product repair firms as well 

as their consumers. Ma and Zhu pro-

posed that service quality is a subjec-

tive concept, and is determined by the 

feeling of consumers. In the PZB mode, 

Gap 1 to Gap 4 are related to enter-

prises, and only Gap 5 is determined by 

the expectation of consumers. Hence, 

PZB separated Gap 5 from the other 

elements, and evaluated the service 

quality perceived by customers based 

on the difference between customer 

expectation and perceived service. 

Through empirical analysis, the study 

summed up ten service quality factors 

(accessibility, communication, compe-

tence, politeness, credibility, reliability, 

response, safety, tangibility, and under-

standing of / familiarity with custom-

ers). In 1988, PZB reduced the 10 fac-

tors to 5 factors: tangibility, reliability, 

response, guarantee, and compassion. 

Through PZB, enterprises can evaluate 

customer expectations for their Service 

Quality (Sun, 2022; Thai, Grewal & 

Chen, 2021; Wang, Ou & Chu, 2021; 

Xu, 2020).  

 

According to Yang et al. (2020), 

Zhang, Zhang & Wu (2023), when 

facing an economic recession or fierce 

market competition, companies must 

offer high-quality services and probe 

into the essence and function of service 

using creative thinking, so as to main-

tain their position in the market and 

sharpen their competitive edge. There-

fore, direct interaction between vendors 

and consumers is the pivot of service 
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quality.  

 

Customer Satisfaction 

 

Cardozo suggested that customer 

satisfaction is formed in certain cir-

cumstances, and is the perception of 

customers for the cost they pay for the 

product and the reward they receive 

after buying the product. When they 

realize that the reward is higher than 

the cost, a satisfaction is formed. Oth-

erwise, a dissatisfaction is formed. 

(Chai, 2022; Fan & Tsai, 2022). Previ-

ous studies (Huang, 2020; Huang, 2021; 

Lee, & Lin, 2020; Shao Gang, Ming & 

HongMei, 2020) found that customer 

satisfaction is the different perception 

of consumers before and after receiving 

the product or service, and customers 

evaluate the product or service based 

on their satisfaction or dissatisfaction. 

Oliver et al. (2021) summarized the 

customer satisfaction theory into three 

modes: expectancy disconfirmation, 

perspective of interest, redress process.  

 

Expectancy disconfirmation refers 

to customers’ adjustment to their per-

ception of the product when there is a 

difference between the performance of 

the product and their expectation (there 

is a cognitive dissonance) so as to re-

duce the difference to eliminate the 

psychological disorder. Regarding per-

spective of interest, Folkes held that the 

observer attributes the reason of the 

behavior to a certain factor. If the be-

havior is attributed to the external en-

vironment, it is called external attribu-

tion or situational attribution; if the be-

havior is personally attributed, it is 

called internal attribution or personal 

attribution (Wijaya, 2022). Oliver and 

DeSarbo suggested that satisfaction is 

customers’ feeling about fairness. If the 

consumers feel they are treated fairly, 

and their investment is proportional to 

what they obtain, they feel satisfied 

(Xia, 2021). As for Redress Process, 

Zhou (2021) found that when the cus-

tomers feel dissatisfied, they may take 

actions to obtain some compensation. 

The influence of customer satisfaction 

upon after-purchase behavior is also 

discussed.  

 

    In the aspect of perspective of in-

terest, Chai (2022) suggested that sat-

isfaction can be divided into: (1) satis-

faction in product value, (2) satisfaction 

in sales people, (3) satisfaction in store 

environment. Fan and Tsai (2022) pro-

posed that satisfaction includes: (1) 

product price, (2) overall company 

performance, (3) attitude of service 

people, (4) service efficiency. Thai, 

Grewal and Chen (2021) suggested the 

attributes of satisfaction: (1) service 

access, (2) care, (3) reliability, (4) ser-

vice environment, (5) opinion effi-

ciency, (6) added value. Xia (2021) in-
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dicated that satisfaction includes: (1) 

product quality, (2) service quality, (3) 

situational factors, (4) personal factors, 

(5) price. Lee and Lin (2020) men-

tioned that satisfaction can be measured 

by overall happiness and willingness to 

pay.  

 

Loyalty 

 

Kotler (2003) pointed out that the 

cost of developing new customers will 

be five times higher than retaining ex-

isting customers. Loyalty means that 

customers have a high willingness to 

re-consume and produce repeated pur-

chase behaviors, and it also means that 

customers have special feelings or 

preferences for the company, service, 

or brand. Parasuraman, Zeithmal & 

Berry (1990) believed that loyalty 

(Loyalty) includes not only the will-

ingness to repurchase itself, but also the 

behavior of being willing to recom-

mend to others and give positive word 

of mouth, including 1. recommending 

the company to others; Recommend 

this company; 3. Encourage relatives 

and friends to consume in this company; 

4. Will give priority to this company 

when consuming; 5. Often go to this 

company for consumption. Jones & 

Sasser (1995) believed that customer 

loyalty refers to the customer's de-

pendence or favor on a certain manu-

facturer's personnel, products or ser-

vices, and customer loyalty is the cus-

tomer's willingness to purchase a cer-

tain product or service in the future. 

Due to different opinions on the defini-

tion of loyalty in previous studies, this 

study believes that loyalty is the cus-

tomer's dependence or favor on the 

personnel, facilities or services of the 

homestay, and has repeated purchases 

and recommendations. When a cus-

tomer develops loyalty to a homestay, 

that is, the customer trusts the home-

stay and is even willing to continue 

staying in the homestay. Loyal custom-

ers are the best advertising medium. 

Through the introduction of customers, 

they can quickly find out a group of 

high-quality potential customers. 

Therefore, this study regards repeat 

purchases, recommending others to 

purchase, and price tolerance as con-

stituent factors of loyalty. 

 

Result 

 

Interviewers Background information 

 

In this study, 400 questionnaires 

were distributed to customers in the 

homestay through homestay operators 

from February 2 to March 30, 2022. A 

total of 392 questionnaires were recov-

ered, of which 384 were valid ques-

tionnaires, 224 were female and 160 

were male. 140 respondents were under 

30 years old, 138 were 31-40 years old, 
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and 106 were over 41 years old. The 

place of residence of the respondents, 

149 lived in the north, 100 lived in the 

south, and 63 lived in overseas regions. 

In terms of academic qualifications, 

203 respondents have university and 

junior college degrees, 131 have high 

school vocational degrees, and 39 have 

postgraduate degrees or above. In terms 

of monthly household income, 186 re-

spondents had a monthly income of less 

than 50,000 yuan, and 85 respondents 

had a monthly income of 50,001- 

80,000 yuan (NTD). In terms of occu-

pational statistics, 117 respondents are 

in the service industry, 67 are in the 

military, public education, and 52 are in 

the financial industry. 

 

The analysis of Reliability 

 

Wu and Tu (2008) believed that 

when the reliability is greater than or 

equal to 0.35 and less than 0.70, it is 

acceptable. If the measured reliability 

value reaches above 0.8, it belongs to 

high reliability, showing internal con-

sistency (Devellis, 1991). The five di-

mensions of service quality are "tangi-

bility", "guarantee", "reliability", "car-

ing", and "responsiveness". The five 

dimensions are .858, .623, .854, .880, 

and .802 respectively. Through the 

above calculations, it is found that the 

reliability is above 0.8 except for the 

guarantee, and the reliability reaches a 

certain level, which means that the re-

liability of the scale in this study is ac-

ceptable. 

 

The analysis of Descriptive 

 

1. Tangibility: The top three items 

most agreed by the respondents are: "4. 

The homestay owner or service staff is 

always well-dressed and greets people 

with a smile" (M=4.66), "3. The 

equipment in the homestay (TV, refrig-

erator, air conditioner, kettle, water 

cups, etc.) is well maintained, making 

people feel comfortable in the room." 

(M=4.65). "2. The beds, bath towels 

and bathroom equipment in the home-

stay are very clean, making people feel 

at ease when using them." (M=4.62). 

 

2. Reliability: The top three items 

that the respondents agree with most 

are: "4. The homestay pays attention to 

the privacy and safety of tourists, and 

you can feel at ease living here." 

(M=4.65), "5. The homestay attaches 

great importance to environmental pro-

tection and energy saving, and I feel 

that living here will take care of the 

earth more than other homestays." 

(M=4.60), "2. The package itinerary 

provided by the homestay is very at-

tractive and safe" (M=4.57). 

 

3. Reactivity: The top three items 

most agreed by the respondents are: "2. 
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The homestay can help customers 

flexibly adjust the content and time of 

travel itineraries." (M=4.59), "3. The 

relationship between the homestay and 

surrounding businesses is very good, 

and they can immediately provide tour-

ists with the best travel plan." (M=4.58), 

"4. If there is an accident during the 

stay, the homestay owner and service 

staff will provide assistance immedi-

ately." (M=4.58). 

 

4. Guarantee: The first two items 

most agreed by the respondents are: "3. 

The travel itinerary involved in staying 

here must have the highest cp value." 

(M=4.32), and "2. The service enjoyed 

by staying here must be the best among 

the surrounding homestays." (M=4.24). 

 

5. Caring: The top three items 

most agreed by the respondents are: "3. 

Homestay owners and service person-

nel will actively ask tourists whether 

they need to provide regular travel in-

formation and housing discounts." 

(M=4.55), "4. Homestay owners and 

service personnel can closely cooperate 

with the habits and needs of revisiting 

customers." (M=4.55), "2. Homestay 

owners and service personnel will ac-

tively understand tourists' travel needs." 

(M=4.52). 

 

Pair wise t test 

 

In this study, a paired sample t-test 

was conducted on price, environmental 

facilities, environmental quality, and 

service quality. The results found that, 

except for service quality, the price, 

environmental facilities, and environ-

mental quality of homestays were all 

expected to be higher than actual per-

ceptions. It can be seen that the re-

spondents generally believe that the 

expected feeling of the homestay is 

significantly higher than the actual 

feeling after the experience, as shown 

in Table 1. 

 

Multiple Regression 

 

This study takes service quality as 

an independent variable to predict the 

influence of price, facility, environment 

and overall satisfaction on satisfaction 

respectively; and analyzes whether sat-

isfaction affects loyalty. The results 

found that tangibility, responsiveness, 

and caring can positively affect price 

satisfaction. Responsiveness and caring 

can positively affect facility environ-

ment satisfaction. Service quality can-

not affect environmental satisfaction. 

Responsiveness and caring will posi-

tively affect overall satisfaction. In 

terms of the impact of satisfaction on 

loyalty, the loyalty questionnaire in this 

study has three items, which are "If I 

come to Kenting again, I will still 

choose this homestay", "I am happy to 
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recommend my relatives and 
friends to stay at this homestay", 
"Even if the homestay increases 
prices in response to prices or to 
improve service quality, I will still 
choose this homestay." This study 
calculates the average of the three 
items to represent the score of loy-
alty. According to the results of 
multiple regression analysis, the 
price will positively affect loyalty 
(see the table for the relevant data 
of regression analysis),. as shown 
in Table 2. 

 
 

Discussion 
 

Respondents’ expectations for 
homestays are higher than their 

actual satisfaction. 
 

According to the paired sample 
t-test satisfaction, it is found that, 
in addition to the service quality is 
not significant, the respondents 
think that the price, environmental 
facilities, and environmental qual-
ity of the homestay are all 
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expected to be higher than the actual 

feeling. Further inspection of the dif-

ferences in the items found that only 

the four sub-items of "4. My feelings 

about the facilities outside the home-

stay" and service quality in the envi-

ronmental facilities were not significant. 

For such a result, this study believes 

that the possible reason is that the in-

terviewees may have too high expecta-

tions for the homestay before the future 

homestay based on word of mouth from 

their relatives and friends based on the 

online evaluation, so that they feel a 

little bit of a gap after actually checking 

in. Fortunately, the satisfaction of the 

actual experience is still a high score of 

more than 4 points. Therefore, this 

study believes that it is not a problem 

with the operation of the homestay, but 

rather the high expectations of con-

sumers for the homestay operators. 
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Service quality will positively affect 

price, facility environment, environ-

mental quality and overall satisfaction 

 

According to the results of multi-

ple regression analysis, tangibility, re-

sponsiveness, and caring can positively 

affect price satisfaction. Responsive-

ness and caring can positively affect 

facility environment satisfaction. Re-

sponsiveness can positively affect ser-

vice quality satisfaction. Responsive-

ness and caring will positively affect 

overall satisfaction. This means that if 

we want to improve consumers’ satis-

faction with homestay prices, we 

should actively improve service quality 

in terms of tangibility, responsiveness, 

and caring. For example, homestay 

owners are warm and welcoming with a 

smile on their faces, the interior and 

exterior of the homestay are clean and 

refreshing, they can immediately re-

spond to customers’ needs and ques-

tions, and they can understand con-

sumers’ travel needs in Kenting, etc. To 

improve consumers’ satisfaction and 

overall satisfaction with homestay  

facilities and environments, it is neces-

sary to actively improve responsiveness 

and caring, for example, provide con-

sumers with the best travel plans, pro-

vide any assistance with accommoda-

tion, and proactively ask tourists about 

their habits and needs. In order to im-

prove consumers’ service quality satis-

faction, it is necessary to actively im-

prove responsiveness, such as timely 

handling check-in issues, flexibly ad-

justing travel content, providing the 

best travel plan, and providing immedi-

ate check-in assistance. 

 

Price will positively affect loyalty 

 

According to the results of multi-

ple regression analysis, price will posi-

tively affect loyalty. It means that if 

consumers can be satisfied with hous-

ing prices, catering prices and travel 

package prices, the higher the loyalty 

of consumers will be. In such a com-

petitive environment in Kenting, if you 

just compete with other operators for 

low prices and discounts, the quality of 

homestays and tourism in the region as 

a whole will be lowered. In order to 

ensure the profits that homestay and 

tourism operators deserve, this study 

believes that homestay operators should 

think about how to improve the overall 

quality and satisfaction of accommoda-

tion without reducing prices, such as 

enriching travel packages, increasing 

the interaction between homestay own-

ers and guests, showing the enthusiasm 

of homestay owners for guests, etc. 

 

Create an accommodation service that 

is expected to be equivalent to the  

actual value 
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According to the survey of this 

study, although the actual experience is 

still quite high, the respondents have 

high expectations for the individual 

homestay before the trip, so that after 

the actual experience of the accommo-

dation, except for the overall service 

quality is not significant, the respon-

dents think that the overall price, over-

all environmental facilities, and overall 

environmental quality of the homestay 

are expected to be higher than the ac-

tual experience. In view of such results, 

this study believes that it can be revised 

towards the following suggestions: 

 

(1) Price: B&B owners can pro-

vide consumers with more value- for- 

money experiences without raising 

housing prices, catering prices, or 

travel plans. For example, they pay 

more attention to the hygienic condi-

tions in the rooms, make the breakfast 

content richer and more delicious, and 

provide travel itinerary services with 

personal explanations and guides. 

 

(2) Environmental facilities and 

quality: The case homestay should pay 

attention to the privacy of the guests, 

strengthen the cleaning of the bathroom 

facilities in the room, and keep the in-

door and external facilities tidy. For 

example, it is really implemented that 

all facilities can be disinfected and 

cleaned before each guest checks in, so 

as to reduce customers' doubts about 

the cleanliness of bathroom equipment 

(such as bed sheets and toilets). 

 

Emotional marketing strengthens the 

connection with consumers 

 

This study found that many home-

stay operators seem to think that home-

stays only provide places to stay, but 

they forget to build relationships with 

customers. Under such a model, con-

sumers mostly check in once, and it is 

difficult to generate the next opportu-

nity for accommodation. This study 

suggests that the case homestay opera-

tors should think about how to build 

customers' feelings for the homestay 

within the limited opportunity and time 

to get along with customers. This study 

offers the following recommendations: 

 

(1) Provide free eco-tourism in 

surrounding areas for accommodation 

tourists: The owner of the homestay is 

the guide who guides the tourists to 

conduct ecological tours in the sur-

rounding areas. The rich local and eco-

logical knowledge of the industry 

builds a friendship with the tourists. 

This opportunity can also be used to let 

tourists know more about the local 

ecology of Kenting, thereby improving 

tourists' awareness and behavior of 

ecological conservation. 
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(2) Design experience activities or 

DIY to capture the hearts of customers: 

B&B owners can hold experience ac-

tivities or DIY in the public space of 

the lobby on the first floor, so that cus-

tomers can have more opportunities to 

interact with the hosts in the B&B. For 

example, the industry will teach tourists 

to make shell necklaces, table decora-

tions, and key rings with tourists’ 

names. 

 

Using social media as a marketing tool 

 

This study examines the online 

marketing methods of individual 

homestays, and still only publishes 

photos and some information on Face-

book. For such a one-sided online 

marketing method, this study believes 

that it is impossible to deeply highlight 

the characteristics of homestays and 

attract consumers. 

 

(1) Organize online marketing ac-

tivities. The so-called schedules in this 

study are mainly the festivals that Chi-

nese people value, such as Spring Fes-

tival, Mother’s Day, Dragon Boat Fes-

tival, Valentine’s Day, etc. Before these 

schedules, a marketing plan other than 

price discounts is designed, such as 

collecting photos related to the name of 

the case homestay, collecting the best 

memories of the case homestay in con-

sumers’ minds, etc., so that potential 

and existing consumers can have more 

emotions for the homestay through ac-

tivities, and can also generate consumer 

discussion topics on the Internet. 

(2) Build consumer data. By orga-

nizing online events, consumers can 

actively and willingly provide personal 

information to the operators. Operators 

can collect and build consumer data-

bases in many activities for the purpose 

of marketing homestays and contacting 

consumers. 

 

Create a positive brand image with 

green homestays 

 

Looking around the homestays in 

Kenting, each has its own appearance 

and interior facilities, but few home-

stays can implement the spirit of green 

homestays. In this regard, this study 

believes that environmental protection 

and energy conservation may be the 

main axis of homestay management. In 

the initial stage of moving towards 

green homestays, this study suggests 

that customers’ rooms can be used as 

the main place to remind consumers of 

water and electricity consumption in 

the form of words or slogans, and how 

much water and electricity can be saved 

by reducing water and electricity. 

Without increasing the operating costs 

of homestay operators, encourage 

guests to accept disposable bath prod-

ucts, such as shampoo, body soap, soap, 
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toothbrush, toothpaste, razor, shower 

cap, etc., and minimize the use of dis-

posable tableware, encourage and ad-

vise customers in the same room to ac-

cept that there is no need to change 

towels and sheets every day, use refil-

lable containers, provide bicycle rentals, 

cook delicious meals with local ingre-

dients, implement waste reduction, re-

source recycling and reuse, consign or 

promote agricultural products produced 

by local farmers in homestays Special 

products or cultural and creative prod-

ucts, etc., all of which help homestays 

save energy and carbon, teach custom-

ers to use energy more efficiently, and 

assist the development of local indus-

tries. 
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