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Abstract

The purpose of the study mainly explores how organizations can retain talents in the
hospitality industry as strategies. The research method adopts quantitative and non- ran-
dom purposive sampling, with employees working in hospitality industry in Kaohsiung
City as the subjects, and 406 samples were collected. The results show that employees
identify with the organization in terms of "the company's image in society" and "care for
the company's future development", and “Being proud of the company employees we
serve” have high cognitive evaluations, which can reduce employees’ intention to leave.
In terms of organizational attachment, "the hospitality industry allows personal growth,
Learning and development", "I am proud to be a member of the hospitality industry" and
"Have a high sense of belonging to the hospitality industry and hope that the hospitality
industry can be more successful". Through by promoting high organizational identifica-
tion, employees can build emotional attachment and stickiness. Finally, through multiple
regression, the path between organizational identification, organizational attachment and
turnover intention was explored, and it was found that organizational identification has a
direct significant positive correlation with organizational attachment and a significant
negative correlation with turnover intention; organizational attachment is directly related
to age, salary and seniority. Further exploration revealed that senior personnel have
higher stability in the workplace than young people due to their personal social experi-

ence, and their high degree of identification creates more emotions and expectations for
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attachment to the organization. Several suggestions and further research directions are

provided to the practitioners and academia for the hospitality industry in Taiwan.

Key Words: Organizational Identification, Organizational Attachment, Hospitality

Industry, CSR

Introduction

Given the labor-intensive nature of
the hospitality industry, the successful
completion of all sales activities relies
heavily on the close interaction between
service personnel and guests. This empha-
sis on intangible services over permanent
fixtures underscores the industry's com-
mitment to showcasing the professional-
ism of its service personnel. However,
persistent challenges such as low wages,
prolonged working hours, and fluctuating
business turnovers between off-peak and
peak seasons contribute to an uneven dis-
tribution of labor loads. Additionally,
shortcomings in personnel training stem
from inadequate internal training pro-
grams, inappropriate employee selection,
and engagement practices, among other
factors. With the hospitality industry’s
extremely high employee turnover rate, it
is critical to prioritize strategies for re-
taining human resources within organiza-
tions. The aftermath of the COVID-19
pandemic has exacerbated the high em-
ployee turnover rate in the hospitality in-
dustry, particularly evident in the catering
industry, where high-temperature,
high-pressure, and long-working-hour
workplace conditions have become com-
mon. In addition to Taiwan’s low fertility
rate, several other factors influence the
engagement of younger generations in the
hospitality industry, including societal
perception, wage levels, and the emer-

gence of food delivery platforms. Main-
taining a moderate employee turnover rate
within an enterprise not only promotes
organizational development and facilitates
its operational efficiency but also provides
employees with opportunities to enhance
their skills through diverse work experi-
ences, thereby promoting their career ad-
vancement. However, a high turnover rate
not only adversely affects organizational
stability but also causes uncertainty in
employees' career development within the
enterprise.

Compared to traditional industries,
the hospitality industry experiences a
higher employee turnover rate due to the
nature of its duties. Increasingly, industry
stakeholders recognize the seriousness of
this issue. By addressing employee satis-
faction with performance achievements
and offering high-level commitments in
employment contracts, organizations aim
to foster stronger bonds between employ-
ees and their workplaces, leading to re-
duced turnover rates and heightened em-
ployee loyalty. Previous studies have
shown that implementing training pro-
grams, enhancing internal communication
channels, and providing incentives can
strengthen organizational retention efforts,
improve employees' attachment, and re-
duce turnover intention. An organization
committed to offering specialized training
aligned with employees’ interests can im-
plement strategies to provide them with
significant advantages in the workplace.
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This includes improving their working
experience, enhancing their professional
skills, providing promotion opportunities,
fostering rewards and remuneration, and
facilitating valuable workplace connec-
tions. Such initiatives contribute to em-
ployees' job satisfaction, organizational
attachment, and loyalty and reduce turn-
over rates within the organization. In the
catering industry, the combination of long
working hours and low starting wages of-
ten leads to the premature departure of
young employees, exacerbating workforce
instability—a situation that resulted in
massive job cuts in the hospitality industry
during the COVID-19 pandemic. More-
over, the electronics industry and emerg-
ing food delivery sectors, with remarkable
business performance, have successfully
attracted a significant portion of the labor
force from the hospitality industry. Com-
pounding this issue, many employees now
perceive the remuneration offered by the
hospitality sector as insufficiently stable
in the post-COVID-19 era, further dimin-
ishing their willingness to return to the
industry even after the pandemic subsides.
According to the 2022 Job Vacancy and
Employment Status Survey conducted by
the Directorate General of Budget, Ac-
counting, and Statistics of Executive Yuan,
the hospitality industry consistently ranks
second among all sectors in terms of job
vacancy rates. As a labor-intensive indus-
try, the hospitality industry typically allo-
cates a significant proportion of its opera-
tional expenses to labor costs, providing
employers more reasons to lower em-
ployee wages or even to reject adjust-
ments in remuneration. Despite the grad-
ual recovery of the catering industry, sub-
stantial employee attrition persists, with
employers spending an average of 4.6
months to find suitable replacements who

may still fall short of their expectations.
These challenges underscore a persistent
gap between the growing demands of
Taiwan's post-pandemic hospitality sector
and the available labor pool. To thrive in
this harsh environment, stakeholders in
the hospitality industry must understand
the factors influencing employee retention
and actively work to mitigate high turn-
over rates. This study aims to explore the
relationships between organization iden-
tity (OI), organizational attachment (OA),
and turnover intention (TI) among em-
ployees in the hospitality industry, with a
focus on those in Kaohsiung City. By ex-
ploring these dynamics, the research seeks
to devise strategies and interventions
grounded in internal cognitive values and
care to effectively reduce turnover rates
within organizations. Ultimately, this
study aims to offer practical insights for
enterprises and provide direction for fu-
ture academic research.

Literature Review

Organization Identify (OI).

Organization Identify stems from the
Social Identity Theory (SIT) proposed by
Tajfel (1974) and was further applied to
organizational contexts by Ashforth &
Mael (1989), who conceptualized Ol as a
specific manifestation of social identity.
They described OI in 1992 as the percep-
tion of unity or belongingness to a par-
ticular organization, where individuals
define themselves in terms of their affilia-
tion with the organization. OI, being
strongly path-dependent and challenging
for competitors to replicate, serves as a
primary source of competitive advantage
for enterprises. Currently, OI has garnered
significant attention from scholars com-
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mitted to exploring organizational behav-
ior.

Vassilev & Miller (2000) proposed
that OI reflects an employee’s identifica-
tion with an organization's mission, values,
and goals, integrating the organization's
interests into their decision-making proc-
esses. Despite variations in definitions,
scholars both domestically and interna-
tionally commonly characterize OI by two
key attributes: a sense of belonging and its
connection to self-concept. The definition
put forth by Ashforth & Mael (1989, 1992)
is widely adopted, defining Ol as a sense
of oneness with an organization, which
arises when members align their
self-concept with the organization’s goals,
values, and ideologies. OI embodies the
interaction between individuals and or-
ganizational objectives, fostering subjec-
tive emotional connections among its
members. This intangible asset benefits
the employees who identify with the or-
ganization and tend to prioritize organiza-
tional interests in decision-making proc-
esses. Even in the absence of managerial
oversight, such employees internalize or-
ganizational values through their percep-
tions and experiences, reinforcing their
commitment to the organization and miti-
gating turnover intention.

Organizational Attachment (OA).
Attachment behavior is characterized
by a combination of protective and in-
spiring behavior, commonly evident in
children’s actions, which reflect their de-
sire to be closer to others, with stopping
crying quickly proving the existence of
some emotional attachment. Bowlby
(1982) defined attachment as a child’s
strong inclination to seek proximity to and
contact with a specific figure, particularly

in situations of fear, fatigue, or illness.
This disposition is enduring and persists
regardless of immediate circumstances.
According to the definition provided by
Zhang’s Dictionary of Psychology (by
Chunxing Zhang), attachment encom-
passes both behavioral attributes and the
intricate emotional connection between an
individual and their attachment figure.
Originating in Bowlby's work in the 1950s
and 1960s, attachment theory was an ex-
tension of his psychological framework
aimed at understanding interpersonal rela-
tionships and emotional bonds among in-
dividuals. The concept of attachment ex-
tends beyond psychology (e.g., John
Bowlby, 1973) and the employee- organi-
zation relationship (Casper & Harris,
2008). The concept can also be applied to
the consumer-enterprise relationship
(Vlachos et al., 2009) and the con-
sumer-brand relationship (Grisaffe &
Nguyen, 2010). From an “attachment”
perspective, individuals seek to fulfill
their basic needs, such as emotional sup-
port, protection, and care, through social
connections. Once they think that a spe-
cific target, whether an organization or a
brand, can satisfy these needs for protec-
tion, care, and attachment, they become
attracted and motivated to establish a bond
with the target.

Turnover Intention (TT).

Employee turnover refers to the de-
parture of an individual from an organiza-
tion, signifying the termination of their
employment relationship. It occurs when
an employee leaves their position after a
certain organizational tenure. Turnovers
can be categorized into voluntary and in-
voluntary turnovers. Voluntary turnovers
typically stem from organizational factors

such as compensation, career advance-
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ment opportunities, job satisfaction, and
supervisor relationships or external factors,
such as health concerns, retirement, relo-
cation, and pursuit of further education. In
contrast, involuntary turnover occurs
when an individual is laid off or dismissed
from their position. In this sense, TI
represents an individual's psychological
inclination or attitude towards leaving
their current job in pursuit of other job
opportunities. It is a culmination of cogni-
tive processes leading to withdrawal and
serves as a crucial predictor of actual
turnover, making it a key indicator for or-
ganizations (Sager et al., 1989). Higher TI
levels indicate a greater likelihood of
turnover occurrence. While employee
turnover is generally perceived as detri-
mental to an organization due to increased
recruitment and training costs, recent

studies have highlighted both positive and
negative impacts. Positive impacts may
include rejuvenating the organizational
environment, introducing new manage-
ment approaches, eliminating unsuitable
personnel to enhance corporate image, and
revitalizing organizational vigor by re-
moving underperforming employees.

Research Design and Methods

Conceptual Framework

This study aims to explore the rela-
tionship among the OI, OA, and TI among
employees in Kaohsiung City's hospitality
sector. Drawing from a comprehensive
review of relevant literature, the concep-
tual framework is established and depicted
in Figure 1.
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Figure 1. The research structure
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Research Hypotheses

Based on the literature review and
the research structure outlined in Figure
1, this study proposes three research hy-
potheses.

HI: There is a significant positive rela-
tionship between OI and OA

OlI represents a psychological state
that encompasses the perception, attrac-
tiveness, relevance, and satisfaction that
members of an organization hold to-
wards the organization. Meanwhile, OA
denotes the psychological and emotional
connection between an individual and an
organization. When OA is established,
employees exhibit strong loyalty and a
genuine willingness to contribute to the
organization. This mutual commitment
encourages individuals to prioritize or-
ganizational interests over personal ones
and fosters sustained dedication to or-
ganizational goals (Armenakis et al.,
1993). The establishment of OI occurs
when organizational members develop
an emotional connection to the organiza-
tion and collaborate toward its common
objectives. This, in turn, influences indi-
vidual satisfaction and enhances organ-
izational performance. OA reflects em-
ployees’ attitudes or psychological in-
clinations toward identifying with the
organization. A high level of OA is as-
sociated with increased productivity,
work quality, and employee cohesion
while mitigating employee turnover,
thereby contributing to organizational
development. Conversely, TI naturally
arises when organizational members do
not identify with the organization’s goals
and lack loyalty. Organizations possess-
ing a distinct, superior, and relatively

stable OI could maintain a long-term
competitive advantage in a highly vola-
tile and competitive business environ-
ment. When individuals perceive them-
selves as integral members of the or-
ganization, identify with its mission,
goals, and values, demonstrate a com-
mitment to contribute to its success, and
develop a profound sense of unity with
the organization, envisioning a shared
future with it. Thus, OI serves as a cru-
cial factor in fostering pride among indi-
viduals in their organizational member-
ship and aligning their personal values
with those of the organization (O'Reilly
& Chatman, 1986).

H2: There is a significant negative rela-
tionship between OA and TI

TI is a form of behavioral commit-
ment. As a reliable indicator of OA, T1
has been established as a robust predic-
tor of actual turnovers (O'Reilly et al.,
1991). According to O'Reilly et al.
(1986), employees' reactions toward an
organization are primarily influenced by
the depth of their psychological attach-
ment to it. The foundation of OA lies in
employees' identification with the or-
ganization and their acceptance of its
goals. The more employees are engaged
in organizational activities, the stronger
their OA tends to be. Past research indi-
cates a significant correlation between
TI and OA, where higher levels of OA
are associated with reduced turnover in-
tentions. When employees identify with
an organization's goals, they derive sat-
isfaction from their work, viewing it as
an integral part of their identity. This
sense of belonging fosters loyalty and
emotional attachment to the organization,
increasing their willingness to remain
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with it. Furthermore, a higher level of OI
correlates positively with OA, leading to
lower levels of TI. Consequently, OA
exhibits a predominantly negative corre-
lation with TI, suggesting that higher
levels of OA facilitate a reduction in TI
will or lower TI levels overall.

H3: There is a significant negative rela-
tionship between OI and Tl

Scholars of SIT have highlighted
organizational behavior as a phenome-
non arising from the intricate interac-
tions between individuals and groups
within the workplace. When individuals
in an organization perceive shared back-
grounds, attitudes, and goals among
themselves, their peers, and the organi-
zation, Ol is established. OI exerts a pro-
found and lasting influence on organiza-
tional members; employees develop a
sense of belonging as they believe the
organization reflects their own charac-
teristics. The strength of this connection
correlates with increased organizational
commitment and engagement, leading
individuals to remain within the organi-
zation, contribute actively, adopt posi-
tive attitudes, and align their decisions
with organizational goals. Therefore,
organizational managers are encouraged
to prioritize the enhancement of em-

ployees' Ol as a means to reduce their TI.

Meanwhile, OI serves as a valuable pre-
dictor of TI. Porter et al. (1974) empha-
sized the importance of examining the
psychological dimensions, such as job
satisfaction and OI, in understanding the
withdrawal process among employees.

Research Design and Analysis

This study administered a survey
using a structured questionnaire and a
non-probability purposive sampling
method from January to March 2017. A
total of 406 valid samples were collected.
The questionnaire comprised four parts,
each focusing on specific variables. Part
1 focuses on the basic profile of the par-
ticipants. Part 2, consisting of 11 items
adapted mainly from Ashforth & Mael
(1992), focuses on OI. Here, OI was op-
erationally defined as "employees' sup-
port for an organization, which is re-
flected in their loyalty to the organiza-
tion and enthusiasm for the organiza-
tion's basic goals, while their attachment
to and emotions towards the organiza-
tion stem from the fact that they cherish
their relationships with other members
and they are proud of being a member of
the organization.” Part 3, comprising ten
items mainly adapted from Chu et al.
(2012), focuses on OA. Here, OA was
operationally defined as “the degree of
employees’ OI and their engagement in
an organization, as when their experi-
ences in the organization are consistent
with their expectations and meet their
basic needs, they will develop a strong
attachment to, a warm and emotional
concern for, or a loyalty to the organiza-
tion.” Part 4, a revision of the scale de-
veloped by Chang (2004), consists of
four items and focuses on TI. Here, TI
was defined as “a form of employees’
denial of the organization to which they
belong, which comprises a series of cog-
nitive tendencies of workers to withdraw
from a specific organization after work-
ing in the organization for a period of
time as well as after due consideration.”
Responses to each item were scored on a
5-point Likert scale. Data analysis was

performed using SPSS Statistics 19.0 to
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explore organizational members’ evalua-
tions of their OI, OA, and T1, as well as
the relationships among their evaluation
of these variables.

For data analysis, several methods
were employed to test the validity of the
proposed hypotheses. These methods
included descriptive statistics, one-way
ANOVA, the LSD multiple post hoc or
T-tests, and multiple regression analyses.

Empirical Analysis and Results

According to the frequency distri-
bution results from the 406 valid ques-
tionnaires, the sample exhibited certain
demographic trends: the proportion of
female participants (239, accounting for
58.9%) in this sample exceeded that of
men; in terms of age, the majority were
aged “21-30 years” (190, accounting for
46.8%); in terms of job distribution, the
majority were “general employees” (267,
accounting for 65.8%); in terms of ser-
vice years, the majority had worked for
“more than one year but less than three
years” (160, accounting for 39.4%); in
terms of remuneration, the majority
earned a monthly salary ranging from
“NTD 25,000-40,000 (208, accounting
for 51.2%). Through independent sam-
ples, the T-test, and one-way ANOVA,
significant differences were observed
among the attributes of the employees in
the hospitality industry. Specifically,
“age” and “remuneration” significantly
influenced OI, OA, and TI, while “ser-
vice years” showed significant differ-
ences between OI and OA. Furthermore,
analysis via LSD multiple post hoc test
revealed that differences attributed to
“age” were more significant. Subjects
aged 31 to 40 (inclusive) and above ex-

hibited greater stability and resilience to
workplace pressure and higher levels of
OI and OA. This could be attributed to
their extensive social and professional
experiences, longer tenure, and higher
remuneration, contributing to lower T1.
Meanwhile, those aged 31-40 (inclusive)
and under had fewer social experiences
and were more likely to leave their cur-
rent positions due to low wages, limited
benefits, and inadequate promotion op-
portunities. Consequently, they dis-
played lower levels of OI and OA and
higher levels of TI.

Evaluation of OI, OA, and TI

The survey results revealed note-
worthy evaluations from employees in
three key areas. In terms of OI, employ-
ees expressed high regard for aspects
such as “the company's image in society
(mean: 3.89),” “care for the company's
future development (mean: 3.77),” and
“being proud of the company’s employ-
ees who provide services (mean: 3.64).”
These positive evaluations led to a re-
duction in TIL In terms of OA, employ-
ees demonstrated positive sentiments
towards factors such as “the hospitality
industry facilitates personal growth,
learning, and development (mean:
3.75),” “being proud of the membership
in the hospitality industry (mean: 3.69),”
and “having a strong sense of belonging
to the hospitality industry and hoping
that the hospitality industry could be
more successful (mean: 3.68).”
Strengthening Ol strategies could further
foster inner emotional attachment to or-
ganizations and enhance OA. In terms of
TI, employees were primarily driven by
factors such as “having considered look-
ing for another job (mean: 3.11)” and
“sometimes feeling very bored with the
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current job and want to have a new one
(mean: 3.03).”

Research Hypothesis Testing

The reliability analysis results for
the variables in this study demonstrated
high Cronbach's alpha coefficients for
OI, OA, and TI, with values of 0.940,
0.903, and 0.898, respectively. These
coefficients, all exceeding the threshold
of 0.80, affirm the stability and consis-
tency of the questionnaire. Furthermore,
multiple regression analysis was con-
ducted, with OI serving as the predictor
variable and OA as the dependent vari-
able. Table 1 presents the statistics of the
standardized regression of Ol on OA. As
shown, the standardized Beta estimate
was 0.753, indicating that OI positively
impacted OA. The F value was 530.526,
which reached a significant level (p
=0.000). Meanwhile, the Durbin-Watson
statistic was 1.899, indicating that the
independent variable had no autocorrela-
tion. Lastly, the overall explanatory
power (R?) was 56.7%, indicating that
OI had a positive and significant ex-
planatory effect on OA.

Multiple regression analysis was
performed again, with OI and OA serv-
ing as the predictor variables and TI as
the dependent variable. Table 2 outlines
the statistics of the standardized regres-
sion of OI and OA on TI. As shown, the
standardized Beta estimates for OI and
OA were -0.514 and 0.010, indicating
that OI had a negative impact on TL
Meanwhile, OA had no direct impact on
TI. The F value was 69.438, which

reached a significant level (p =0.000).
The Durbin-Watson statistic was 1.984,
indicating the independent variables had
no autocorrelation. Lastly, the overall
explanatory power (R?) was 25.3%, in-
dicating that OI had a significant ex-
planatory effect on the equation of TI.

Conclusion and Suggestions

Conclusion

Based on the analysis of the survey
results, “age,” “remuneration,” and “ser-
vice years” significantly influenced the
relationship between OI and OA. Spe-
cifically, older participants, who have
accumulated more social experiences,
exhibited higher levels of OI and OA.
Conversely, younger participants, with
fewer experiences and were more likely
to leave their current positions due to
external attractions, displayed lower lev-
els of Ol and OA. The level of remu-
neration and service years also influ-
enced employees’ stability in the work-
place and their OA. Longer service years
among employees often correlate with
increased experience in business opera-
tions and management within the com-
pany, as well as a broader network of
business connections. Consequently,
employees with longer service years
may demonstrate higher levels of OA
than those with shorter service years.

Through multiple regression analy-
sis and path analysis, it was determined
that OA did not significantly impact TI.
This finding can be attributed to the
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Table 1. Statistics of the standardized regression of Ol on OA

Depend-
ent vari- OA
able
Standardized coefficients ANOVA for the overall regression model
) Beta ) .
Predictor i L F value Adjusted Durbin-Watson
] esti- t-value | Significance o
variable (p-value) | R? statistic
mate
530.526 | 0.567
o1 +0.753 | 23.033 | ***0.000 1.899
(0.000) (56.7%)

Note: * indicates p-value <0.05; ** indicates p-value <0.01; *** indicates p-value <0.001;
the Durbin-Watson test was used to detect autocorrelation among the residuals, and a value
of 2.0 indicates no autocorrelation detected in the data.

Table 2. Statistics of the standardized regression of OI and OA on TI

Dependent
) TI
variable
Standardized coefficients Standardized coefficients
Predictor | Beta o F value Adjusted Durbin-Watson
. . t-value | Significance _
variable estimate (p-value) | R? statistic
(0] | -0.514 | -7.865 | **0.010 69.438 0.253 1 984
OA 0.010 0.156 0.876 (0.000) (25.3%) '

Note: * indicates p-value <0.05; ** indicates p-value <0.01; *** indicates p-value <0.001;
the Durbin-Watson test was used to detect autocorrelation among the residuals, and a value
of 2.0 indicates no autocorrelation detected in the data.
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distinct nature between Ol and OA. Ol is
predominantly rooted in rational thinking
(external interests), while OA relies heav-
ily on emotional belonging (intrinsic in-
terests). Employees identify with their or-
ganization before developing an emotional
attachment to the organization and cohe-
sion. The survey results highlight that em-
ployees' perceptions of the company's so-
cial image, future development prospects,
and remuneration levels significantly in-
fluence their OI. Essentially, employees,
regardless of their generational differences,
evaluate their identification and dedication
to the company based on rational factors
such as remuneration levels, company
policies, leadership styles, social respon-
sibility initiatives, and future development
potential. Therefore, employees’ Ol is
primarily rooted in rationality. On the
other hand, attachment entails a deep
emotional connection characterized by
closeness and interdependence between
individuals and the organization. Unlike
OIL which is driven by rationality, OA
emerges from the emotional bond em-
ployees develop with the organization
over time. For instance, employees with
longer service years are likely to cultivate
a strong sense of loyalty and willingness
to work after developing a psychological
and emotional connection with the or-
ganization (namely, OA). The develop-
ment of OA fosters employees’ willing-
ness to sacrifice their own interests to
serve the company and maintain a harmo-
nious relationship with it.

Suggestions

Strategy 1: Enterprises should enhance
their commitment to social responsi-
bility to improve their corporate im-

age and long-term vision for devel-
opment

Corporate Social Responsibility
(CSR) has emerged as a core value for
today’s enterprises in terms of their sus-
tainable operation and development. Be-
yond mere profit maximization, enter-
prises should also actively fulfill their
economic, legal, and ethical responsibili-
ties to society. By doing so, they can en-
hance their reputation in the market, em-
bed social responsibility within their cor-
porate culture and business strategies, en-
gage in philanthropic endeavors, and em-
brace the principles of sustainable devel-
opment. Through these actions, enter-
prises demonstrate their commitment to
benefiting the public and contribute to
fostering a positive perception among
stakeholders. This, in turn, facilitates the
establishment of Organizational Identity
(OI) in employees' minds, instilling a
sense of loyalty and dedication to the
company throughout their careers. As em-
ployees recognize the tangible benefits
that both the company and society derive
from corporate social responsibility initia-
tives, they are more inclined to cultivate
OA and reduce TI.

Strategy 2: Measures shall be imple-
mented to assist employees in nur-
turing both intrinsic and external
cognitive value, thereby enhancing
their OI and OA.

Given that OI had a greater positive
and direct effect on OA (with a Beta esti-
mate of 0.753), which was greater than its
direct and negative effect on TI (with a
Beta estimate of 0.514), they can focus on
strengthening the provision of relevant
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intrinsic and external incentives for em-
ployees to improve their external identifi-
cation with the enterprises and help them
foster their intrinsic value. Such measures
include establishing a promotion-oriented
appraisal system to adjust remuneration
and providing childcare subsidies, custody
services for children, or allowances for
further education. By implementing these
initiatives, enterprises alleviate employ-
ees’ childcare concerns, fostering a con-
tented work environment. Additionally,
enterprises can introduce performance-
based incentive policies to improve em-
ployees’ performance, enhance HR poli-
cies for fairness and transparency in pro-
motion, and develop relevant internal
strategies to address employees' material
needs effectively. These efforts can also
make employees feel more confident in
the future of their organizations, thereby
improving their loyalty and OI externally.
Moreover, if enterprises effectively meet
employees’ intrinsic needs, allowing them
to experience a sense of accomplishment,
unleash their potential, achieve self-
growth, and make intrinsic incentives ef-
fective, it can strengthen employees’ OA.
For instance, enterprises could provide
comprehensive training sessions for
on-the-job employees to enhance their
competencies and job satisfaction. Fur-
thermore, developing talent development
programs offering diverse professional
courses tailored to employees’ career de-
velopment needs can encourage personal
growth, enhance intrinsic value, and bol-
ster their OI and OA. Alongside providing
effective incentives and support to foster
intrinsic and external value, enterprises
must ensure fair treatment of supervisors
and employees, offer continuous care, and
provide appropriate support. Only through
these actions can a positive work envi-

ronment be established, leading to an im-
proved corporate atmosphere, cohesion,
and enhanced OI and OA. Moreover,
these measures reduce high turnover rates
among younger generations in the hospi-
tality industry and promote talent reten-
tion within enterprises.

Strategy 3: Enterprises should establish
the mentor-apprentice inheritance
system and cultivate a workplace
culture based on teamwork and
knowledge-sharing.

Employee turnover is inevitable in
long-term business operations, making it
crucial for enterprises to address the re-
tention and performance of new employ-
ees. The effective adaptation of new hires
to their roles and new workplaces depends
on corporate policies. Implementing a
mentor-apprentice inheritance system,
wherein senior employees are appointed
as facilitators and instructors for new em-
ployees, proves instrumental in conveying
the organization’s goals and values. This
system facilitates swift integration into
roles, fosters a sense of accomplishment,
and minimizes trial-and-error periods. A
good mentor-apprentice system can effec-
tively reduce new employees’ work pres-
sure and uncertainty, thereby improving
their willingness to stay. However, men-
toring new employees is not an obligation
of the senior employees. To prevent con-
flicts of interest, the selection of mentors
shall be careful, and their mentoring per-
formance shall be linked to their personal
evaluations, with recognition and rewards
for outstanding mentoring. Pairing senior
employees with new employees in work
groups can further enrich the mentorship
dynamic. This arrangement ensures the
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transfer of “techniques” from senior em-
ployees and the infusion of “creative
ideas” from new employees. Collaborative
learning and communication within these
pairs bridge generational gaps, cultivate
strong mentor-apprentice relationships,
foster informal channels for mutual sup-
port, and improve overall communication.
This approach facilitates the transfer of
experience, fosters emotional connections,
reduces turnover rates among new hires,
and promotes collaboration towards cre-
ating corporate value.

Suggestions for Future Research

To enhance the reliability and valid-
ity of the questionnaire, it is recom-
mended to incorporate questionnaire items
and findings tailored to the hospitality in-
dustry, sourced from scales developed by
scholars in this specific field. Additionally,
refining and expanding questionnaire
items to provide greater detail can facili-
tate more accurate measurement. More-
over, expanding the number of items un-
der the OA dimension can make it more
representative. More measured variables
may also be added to improve the com-
prehensiveness of the assessment. Mean-
while, hierarchical linear modeling (HLM)
or structural equation modeling (SEM)
may be used to gain deeper insights into
individual and organizational behavior.
Utilizing these methodologies enables a
comprehensive understanding of the con-
tributions and value derived from various
studies.
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