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Executive Summary 
Studies have shown that the level of customer service in Denmark has always been just about average, 
in retail as well as hospitality. In 2013, an innovation project within the Copenhagen tourism industry 
was launched in an attempt to shift focus from providing customers with a standardised service to a 
personalised service experience. This dissertation contributes to an investigation of the effects of this 
project and how the service concept might be improved. The findings are based on a multiple-case 
study of two organisations attached to the project and two others not attached in an attempt to draw 
a comparison between the four organisations and determine the effects of the project and possible 
causality of an increase in customer satisfaction. An investigation was also conducted of two of the 
major players in the industry, and part of the steering committee behind the project, HORESTA and 
Wonderful Copenhagen, to explore implications of the aforementioned project. Six qualitative 
interviews were conducted as well as one quantitative questionnaire survey at one of the case 
companies in order to obtain supporting data. In addition, qualitative observations have been applied 
to the findings. A thematic analysis of all six interviews has been carried out in order to detect themes 
and subthemes revealing the case companies’ most prominent focus areas for creating and delivering 
experiences. The themes have then been analysed in relation to the service concept as well as the 
innovation project. 
The implications of the project for HORESTA and Wonderful Copenhagen indicate that 
at present time a theoretical framework for measuring the effects of the project has yet to be 
published, meaning that part of the study is inconclusive. A suggestion has subsequently been made 
to monitor future initiatives in a more structured manner to enhance the service experience that takes 
its departure from the innovation project.  
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1 Introduction 
Studies have shown that when it comes to the service experience for incoming tourists in Copenhagen 
(CPH), Denmark is doing a decent job as the Danes score a relatively high mark from visitors to our 
country (10X Copenhagen, 2019, Visit Denmark, 2015). However, when it comes to value for money 
and memorable experiences, Denmark lags remarkably behind its Nordic neighbours. In response, it 
was decided in 2014 to start an investigation. A movement established in 2013 and concluded in 2018 
(NICE Project, 2019A) called New Innovative Customer Experiences, NICE for short, sought to change 
that. An outcome of the study was to demonstrate that the service concept has to be changed from 
being standardized to being personalized (Sørensen & Jensen, 2014). Thus, the purpose of the NICE 
Project is to change the industry’s approach towards the service concept by encouraging businesses 
to alter their strategy and switch their focus from merely a service to a service experience. 
 
According to an analysis performed by The National Tourism Board from November of 2018 (Det 
Nationale Turismeforum), concerning the development and competitiveness of Danish tourism, the 
number of incoming tourists’ nights have gone up from 2008 to 2017 in both Denmark and competing 
countries. However, compared to 2016, our market position in 2017 was impaired as the country has 
lost market shares to European as well as overseas nights. On our competitiveness, tourists score 
Denmark a relatively high mark satisfactory-wise which is on level with the average score for the 
Northern European market but significantly below average in the Nordic countries. When it comes to 
value for money, the country once again receives a score on level with Northern Europe but below 
average for the Nordic countries. The high level of costs in Denmark cannot be changed. But the level 
of (customer)service can.   
The below image illustrates how Copenhagen competes with other European cities on different 
parameters.  
 
                    Fig. 1. How Copenhagen competes, value for money 

 
       Source: 10xCopenhagen.com (2019B) 
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1.1 Research Question 
This analysis takes its departure in the NICE Project as this is the first project to investigate this issue. 
Secondly, an investigation will be undertaken in order to compare certain participants in the NICE 
Project with similar entities outside the NICE Project. In order to do this meaningfully, the Project will 
include a series of services for incoming tourism. The intention of this study is to identify suggestions 
for an improved experience concept for selected hotels and attractions in relation to customer 
satisfaction. The intention is also to explore the implications of an improved service concept for 
Wonderful Copenhagen and HORESTA. Our overall problem statement is therefore as follows: 
 
 
Suggestions for an improved service concept based on the effects of the NICE Project as well as 
selected hotels and attraction experiences. 
 

1.2 Delimitations and Clarifications of Terms 
The thesis includes incoming tourism in CPH, a couple of hotels and attractions included in the NICE 
Project compared to similar hotels and attractions outside the Project. 
The Project includes leisure tourists and does not include the value chain in relation to transportation 
and cruise tourism. The retail industry connection is also excluded.  
We are refraining from composing a literature review as there is presently very little information 
regarding the effect of the NICE Project. An overall evaluation conducted by HORESTA and one by 
Copenhagen Business Academy on the basis on their students’ field research will be used as references 
throughout. 
Arguably, the concept of NICE is based on a theoretical framework such as value co-creation and 
applies the service concept into a marketing strategy. The theoretical reasoning behind NICE will be 
described in detail later in this chapter as well as the service concept itself. 
There are naturally several stakeholders in this analysis, all with an interest in making CPH an attractive 
destination for visitors in all aspects of the tourism value chain as well as local interests such as 
generating jobs and benefiting the local economy. The tourism value chain as well as a stakeholder 
analysis will not be described or carried out in this thesis as we feel the focus should be elsewhere in 
order to draw the proper conclusion according to the problem statement.  
 
Terms 
The NICE Project and the NICE movement are two sides of the same coin. As for the movement it is 
the thinking behind NICE that is intended, whereas in the case of the Project it is the actions taken in 
the day to day work life as well carrying out NICE experiences. 
  
The title of the thesis mentions both tourists and customers and these will be mentioned throughout 
the dissertation as well as the term guest/s. In this thesis a customer is defined as a person a given 
service organisation has only one interaction and transaction with. A guest signifies hospitality and is 
ordinarily treated differently than a customer as the service interaction is usually longer and the guest 
is more often that not seeking an experience and memories rather than “just” a service. A tourist is a 
non-permanent resident, a visitor to our city or country that like a guest seeks experiences. However, 
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unlike guest, tourist is sometimes viewed as a derogatory term for a traveller and associated with 
mass-tourism “destroying” cities, cultural heritage sites and so on. For the purpose of this thesis, a 
tourist is considered a visitor with benign intent. 

1.3 Structure of Thesis 
In order to provide the reader of this dissertation with an understanding of the main theme of the 
thesis, the service concept and how by applying this in various ways can have a profound impact of 
the overall customer experience in the CPH tourism industry, the authors seek to give insight into the 
term itself and various approaches to it. In doing so, the thesis will take inspiration from a recently 
concluded movement turned Project primarily running in the CPH incoming tourism industry from 
2013 - 2016 and 2016 - 2018 in the rest of the country concerning the switch from standardized service 
experiences to personalized service experiences thus enhancing the overall customer satisfaction 
potentially resulting in repeat business.  
The dissertation will start with a brief introduction to the service concept as well as the NICE Project 
as these two terms are the main topics of this thesis. 
A description of the case companies, Hotel Kong Arthur, Hotel SKT. PETRI, Tivoli and BonBon-Land, and 
how we decided on these specific organisations is then followed by the theoretical framework. The 
analytical framework is comprised of service design, experience economy and lastly value co-creation 
with Sørensen & Jensen’s 2014 article Value Creation and Knowledge Development in Tourism being 
the inspiration throughout.  
Following the theoretical framework, a review of our methodological approach will be described as 
well as our collected data. Limitations to literature, method, and data resources will then follow.  
Upon introducing our empirical composition and subsequent findings and sub conclusions, a 
conclusion of said findings and discussion will be provided with suggestions for an improved service 
concept as well as further research. 

1.4 The Service Concept 
The service concept has been defined in multiple ways over the years. Sasser et al. (1978, Roth & 
Menor, 2003, p. 149) described it as “the total bundle of goods and services sold to the customer 
and the relative importance of each component to the customer”.  
 
Looking at the aforementioned bundle of goods and services it is key to take a further look at the 
elements that comprise it. The service concept is formed by core and peripheral services of which the 
core services is comprised of five elements (Roth & Menor, 2003, p. 149-150):  
 

1. Supporting facilities which are the physical and organisational tools that are necessary in order 
to complete the service 

2. The facilitating goods which comprises of the physical items  
3. Facilitating information 
4. Explicit services 
5. Implicit services 
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“Peripheral services are supplementary to the core service” (Roth & Menor, 2003, p. 150). This means 
services that provides the customer with extra advantages and thereby gives extra value to the service 
for the customer (Roth & Menor, 2003, p. 150). 
 
The challenge with the service concept is first and foremost to provide the correct service that is in 
line with the needs and expectations of the specific customers the company is targeting (Roth & 
Menor, 2003, p. 150). 

1.4.1 How is the Service Concept Applied? 
The service concept is as mentioned a bundle of goods and services. The question remains, do the 
individual companies market these services to the right customers? For service organisations such as 
Tivoli and Hotel Arthur, there are numerous decisions to make in order to bring a service from the 
idea stage to a service that is up and running. In relation to that it is a challenge to make those 
decisions, which are made at different levels in the organisation, from the strategic level to the 
functioning and service encounter levels and at the same time ensuring that the decisions are directed 
at delivering the correct service to targeted customers consistently (Goldstein et al., 2002, p. 121). 
 
The different service organisations typically perform a segmentation of their potential customers via 
demographics such as age, education and income. However, some might use more non-traditional 
methods were the emphasis is on customer psychographics, more specifically human behaviour e.g. 
how they feel and think (Heskett et al., 1990, cited in Roth & Menor, 2003, p. 148).  
 
When delivering a service concept, it is important for the service provider to recognise the actual 
expectations and needs of a certain audience, to avoid a deviation between what the service provider 
intend to deliver and what the customer perceive to receive, what is called “the realized service 
concept” (Roth & Menor, 2003, p. 150).     
 
A way to look at the service concept and to see whether for example Tivoli or HOTEL SKT. PETRI are 
correct, is to disassemble the service into parts of how and what makes it possible to hold up against 
the needs of the customers and design them so they fit (Goldstein et al., 2002, p. 124). By using this 
approach, it is possible that, for instance, Tivoli might not see the whole picture so to speak, because 
the service might be viewed upon as the entire experience (Goldstein et al., 2002, p. 124). 
 
The service concept is applied in different ways whether looking at Hotel Kong Arthur and Hotel SKT. 
PETRI or Tivoli and BonBon-Land as they all have different target groups. 
Tivoli is an amusement park that possesses many offerings to its guests whether that be family-
oriented thrills like the rollercoaster, or fine cuisine in Nimb or Friday Rock. 
BonBon-Land is a park that is oriented more towards younger kids and families with events like The 
Children’s Record Book and Circus and Playground (BonBon-Land, 2019A). 
At Hotel Kong Arthur there are several service offerings for the guests and beyond the obvious core 
service, a hotel room with one or more beds, there is a conference center and a spa (Arthur Hotels, 
2019F). In order to provide service to these guests, Hotel Arthur must be aware that are different 
target groups as well. 
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1.5 NICE 
In 2013, Marianne Kragh head of education at HORESTA, did her masters in experience management 
at Roskilde University Center (RUC)[A1]. Her dissertation called Open Arms sought to explore the level 
of customer service in the CPH hospitality industry and how it can be improved upon, thus turning a 
service into an experience. Together with her supervisor, Jens Friis Jensen, they launched the 
movement as a pilot Project in CPH that would later come to be known as the NICE Project in 2013, 
running until the end of 2018.  
Even before the Project launched, participants of an Open Arms pilot in April of 2012 experienced 
some benefits of the movement: 
 
“Additional sales increased significantly. When people are welcomed by employees with genuine 
smiles, the guests are more likely to say yes to, for example, a larger room. In addition, we have 
received more guests who recommend others to stay here” 
 

- Jacob Rais, former manager Hotel SKT. PETRI (Standby 2012) 
 

1.5.1 What is NICE? 
New Innovative Customer Experiences was an innovation Project initiated by the Capital Region of 
Denmark that started in CPH in 2013 and was later to be distributed throughout the rest of the country 
by the end of 2018 (NICE Project, 2018D). The aim was to create a national movement across all sectors 
of the tourism industry, which would make CPH and Denmark world-renowned for extraordinary 
service and memorable experiences no matter where visitors would choose to go. The Project is a 
unique collaboration between companies, destinations, education, and research institutions and 
builds bridges between the social partners, practices in the industry as well as research. This creates 
the best possible framework for development, experimentation, and knowledge sharing across 
sectors and forms the basis for a national movement.  
 
“You have a standard for polite and proper behaviour, which is a little restrained. This is what the 
Project does, because as front staff you have to let your enthusiasm be passed on to the customers.” 
 

- Marianne Kragh, HORESTA (Standby, 2012) 
 
The starting point for NICE was the desire to create more personal and memorable experiences with 
guests in CPH as per Marianne Kragh’s dissertation. Therefore, the interaction between the employees 
and the guests became the main focus, meaning the initial focus on providing traditional customer 
service shifted to creating personal and memorable experiences with guests in the hope of they would 
want to come back and recommend our capital to others. In the long term, the Project can potentially 
contribute to increasing sales and boosting employee satisfaction as well as employee engagement 
within organisations (NICE Project, 2018B).  

“The experience component may lend the product or service an extra value that the customer is willing 
to pay for and, as such, the value of the experience can become ‘a strategic tool with the same potential 
utility as marketing, pricing and PR’ “ 
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(Lund et al. 2005, p. 22, cited in Bille, 2012 p. 96). 

Based on this quote by Lund et al., Marianne Kragh seems to have caught on to the benefits of this 
way of thinking and managed to put it into action. 

1.5.2 Why be NICE? 

Denmark is challenged by the fact that visitors do not feel they receive adequate value for money, not 
only in terms of tourism products such as accommodation and dining experiences but also for general 
retail shopping (NICE Project, 2018B). If not dealt with this could potentially weaken its market position 
as well as its competitiveness. The country cannot change its VAT and taxes, meaning it cannot change 
the price level of products and services, leaving Denmark unable to compete on this parameter. In line 
with the progression of economic value, tourists, and consumers in general, expect more and more 
when purchasing said products and services and it is no longer enough to just deliver a service, or to 
stage an experience. It now has to be customised and leave a lasting impression (Pine & Gilmore, 
1998). This is why the industry needs to innovate itself. The NICE Project states (NICE Project, 2018B) 
that in order to do so it requires a more experience-oriented professionalism in meeting the guests. It 
is in this meeting, or moment of truth, that has the potential for new value creation. A pleasant service 
experience can lead to increased value and ultimately to a greater willingness to pay a higher price for 
a customised experience as opposed to a commoditised one. How can one know what constitutes 
good service and does the traditional perception of it still hold up in this part of the evolution of the 
experience economy? The NICE way of thinking requires a re-thinking of the service interaction and 
how and when to meet the guests and of the definition of service.  
 
CPH and Denmark presumably have a position of strength in relation to creating personal and 
authentic experiences. Fortunately, the change has already started.  
 

1.5.3 How to be NICE 
In order for the members of the movement to wrap their minds around this “new” way of creating 
and delivering memorable service experiences, the NICE Project created an experience manifesto. The 
manifesto consists of seven guidelines that were constructed to inspire the service- and tourist 
industry in their quest to create innovative and unforgettable service experiences: 
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Table 1. The NICE manifesto 

1. Experience focused business culture 

 

We work together to develop and cultivate a 

corporate culture that always puts the guest and  

guest’s experiences first 

2. Authentic, curious & passionate employees 

 

We are authentic, present, curious and passionate 
when we identify the guests' individual needs to 
create something unexpected and surprising with 
them 

3. Innovation & Co-creation 

 

We are proactive, we dare to experiment and 
challenge the standards of traditional service 
concepts so that we, together with our guests, can 
create the memorable experiences that appeal to all 
senses. We share our experiences and successes 
widely for inspiration to others 

4. Management Commitment 

 

We have a management that is at the forefront, 
engaging and working strategically with the NICE 
thinking, and who can see the full value in creating 
excellence in service experiences 

5. Trust and Scope of Action for Employees 

 

We ensure the necessary room for flexibility and the 
optimal framework for all employees to take the 
initiative to create unique experiences in the meeting 
with the guests 

6. Experiences in All Contact Surfaces We take advantage of the digital opportunities to 
create great experiences that are combined with the 
traditional contacts, in order to allow for better 
personal meetings and interaction with the guests 

7. Competent Employees and managers  Through systematic competence development, we 
continuously improve our skills at all levels of the 
company, so that guests are always met with skilled 
and competent employees who deliver services and 
create experiences of the highest quality 

Source: NICE Project (2018D) 

 
The manifesto is meant to provide a conceptual framework for what it takes to move focus from a 
traditional service mind set to creating memorable experiences with our guests in all touch points of 
the customer journey (NICE Project, 2018E).  
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1.5.4 Selection of NICE businesses 
In an attempt to analyse the effect of the NICE movement and the experiments undertaken during 
this Project, we thought it beneficial to gain insight into a cross section of the CPH incoming tourism 
industry by choosing to explore certain attractions as well as hotels with specific attributes. In 
addition, one tourist organisation and a trade organisation were chosen for their involvement in local 
tourism and launching of the NICE Project.  
As there would have been no NICE Project to research and analyse without the trade organisation 
HORESTA, selecting this organisation was done almost immediately upon deciding on the focus of the 
thesis. During the Project the role of HORESTA was to be an industry partner and to work towards 
involving and engaging prospective businesses in the NICE experiments. In addition, HORESTA also 
handled the NICE Project secretariat, where the local and overall national plans were developed and 
eventually realized (NICE Project, 2018F). Gathering valuable insights from this organisation could 
potentially be a virtual goldmine for the thesis in terms of secondary quantitative data as well as 
primary qualitative data, the organisation being the instigator of the entire movement and Project.  
Local destination management organisation (DMO) Wonderful Copenhagen (WoCo) was one of eight 
partners of the NICE Project from 2013 to 2018. Its main role was to act as a destination partner and 
to contribute to the Project by communicating NICE activities as well as host the conference known as 
NICE LIVE (NICE Project, 2018F). WoCo’s involvement in the movement and presumably interest in the 
outcome of the Project made this DMO an easy choice as its most prominent mission is to attract 
visitors to the city (WoCo, 2019c). Ideally these two organisations will form the basis of our empirical 
data. 
The four businesses for the comparative analysis were primarily chosen on the basis of one significant 
criterion; are they a “NICE business” or a “non-NICE business” and just how actively are the NICE 
business practising the movement’s philosophy. The main reasoning behind this criterion is to 
determine whether or not these organisations have different approaches to customer and service 
interactions within the same industry, and of course, is there a noticeable effect of these presumably 
different approaches. To obtain a more nuanced result we chose to focus on not just one tourism 
product but rather two, WoCo and HORESTA not included.  
For accommodation, Hotel Kong Arthur became a topic of interest very early on in the research phase 
as the hotel is frequently mentioned in articles (Dansk Erhvervsavis, 2017 [A21], Standby, 2017) and in 
reports depicting the process and the result of the various insights according to different NICE Partners 
such as CPH Business Academy (Lovén & Findlay, 2018) and the NICE secretariats NICE 2.0 evaluation 
from 2018. In addition, it is at present time1 a relatively medium-sized boutique hotel in central CPH 
which was another criterion, namely location.  
Tivoli was chosen as the NICE attraction, likewise located in central CPH and an institution not only to 
locals but also in the Danish tourism industry. As was the case with Hotel Kong Arthur, this organisation 
was an early consideration due to its active involvement in the Project conducting its own experiment 
with seemingly great success (NICE Project, 2017B).  

                                                
1 Hotel Kong Arthur is presently in the process of adding 60 extra rooms to the hotel [A18]. 
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1.6 Selection of Data 
As the dissertation revolves around one very specific topic, The NICE Project, our main source of 
secondary data is the website linked to the Project. Studying this website extensively has provided 
inspiration to how to proceed with the study. Having studied the NICE Project in a different context, 
we knew beforehand some of the data we were looking to obtain, i.e. secondary data compiled by a 
former lecturer of ours as well as a former classmate.  
For our basic empirical data, we thought it most effective to go straight to the source and secure an 
interview with Marianne Kragh of HORESTA and one of the driving forces behind the Project. As we 
thought it would be beneficial for the outcome of the thesis to acquire insights from a similar entity 
but with a different focus on the effect of NICE, we were able to set up an interview with local tourist 
organisation, WoCo thus securing primary qualitative data from two very important actors in the CPH 
tourism industry. 
 

1.6.1 Comparative Data 
Upon examining the secondary data off the two aforementioned organisations, we were able to select 
two specific NICE organisations as well as two non-NICE businesses for our primary qualitative data, 
the latter providing our comparative foundation. In addition to interviews, field notes as well as photos 
and personal observations will be applied throughout as all four interviews will be carried out at the 
workplace of our informants. One quantitative survey will be taken into consideration as well in the 
hope of acquiring a broader understanding of certain phenomena within the field of service 
experiences (Bryman, 2012). 
As there are no previous research to determine whether or not there is a proven effect of the NICE 
movement, the outcome of this study will be its first of its kind, to our knowledge. As of now, data of 
the reception of NICE and content such as experiments, forums etc. have been assessed and published 
and will form the basis of our empirical foundation in conjunction with our own qualitative research.  

1.7 Basic Empirical Foundation 
In the following subchapters we will provide an introduction as well as a description of the roles the 
two organisations played during the NICE Project. 
 

1.7.2 HORESTA 
HORESTA is a national trade organisation that works to ensure political influence and interest 
awareness for the tourist and the experience industry in Denmark (HORESTA, 2018C). 
The organisation originates all the way back to 1884 were it was established to eradicate numerous 
problems the business was facing, like unequal tax laws for hotels, pubs and guesthouses and issues 
concerning numerous different traders that sold liquor without charge (HORESTA, 2017A). This led to 
a desire for a greater understanding of industry problems and clearer terms and equal rules for all 
parties in the industry (HORESTA, 2017A). In addition to confronting these issues the organisation 
wanted to have a more extensive security against illegal competition and unclear rules (HORESTA, 
2017A).  
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HORESTA has a clear vision on how they want to progress as they see great advantage in gathering all 
the different actors from the tourism, experience and service industry in one unified front, The house 
of tourism and the purpose of this is to create synergy, knowledge and innovation (HORESTA, 2018F). 
 
HORESTA see it as their mission to offer the best service and counselling for their members within 
service, experience, and tourism and at the same time make sure they have real influence in the 
political landscape and that their special interest is taken care of (HORESTA, 2018F). 
The organisation wants to make sure of this through the help of employees who have a high level of 
expertise concerning some key issues within the hotel, restaurant and tourism industry (HORESTA, 
2018F). 
All in all HORESTA works with certain values for the sake of being a successful organisation and these 
values are the following: credibility, skill, commitment and closeness and novelty thinking (HORESTA, 
2018F). 
 
HORESTA is responsible for numerous things especially concerning their members, where the benefits 
of being a member entails legal counselling and marketing (HORESTA, 2017B). However, HORESTA is 
also involved in projects that goes beyond the scope of the membership. A project like NICE was not 
confined to HORESTA as it was a collaboration of six organisations such as 3F and WoCo. The same 
goes for another project called the Food Waste Project, which had the intention of improving the way 
raw materials were being used in independent restaurants and hotel restaurants and at the same time 
improving the economy (HORESTA, 2018E). 
This project is very much aligned with HORESTA’s efforts of helping the members take bigger 
responsibility concerning areas such as sustainable tourism and CSR (HORESTA, 2018AB). 
 

1.7.2.1 Role of HORESTA 

The organisation was involved in more ways than one, as they worked with, among other things, 
involving and engaging companies in NICE experiments (NICE 2018E). HORESTA was further 
responsible for the NICE Project secretariat where the overall plan was developed and realized (NICE 
2018E). In collaboration with other NICE stakeholders the work ended out in several actions:  
 
 
Forum:  
This initiative was a forum were the different members met up to talk about how to raise the service 
level and what is the content of a good service experience (HORESTA, 2018D). Marianne Kragh, head 
of education at HORESTA, personally attended these meetings in order to get ideas on what to 
continue working with in the project group which is of particular interest to the tourism industry (NICE 
Project, 2014A2).   
 
Education:  
HORESTA and RUC were the facilitators of the educational program that lead to a collaboration with 
CPH Business Academy with the purpose of getting students involved in the Project via internships, 
and, according to Claire Forder, assistant professor at CPH Business Academy and Ph.D. student from 
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RUC, to collect data about service and service experiences which was to be used in the Project and 
ultimately by the various companies (NICE Project, 20163) 
HORESTA still has, according to Marianne Kragh, an eye on education meaning that they have changed 
their different lines of educations in order to make sure that experiences are a part of the curriculum 
and to get the educations organised so that the experiences there have been along the way are 
implemented in the learning programs (Marianne Kragh, 2019 [A1]). The chef, waiter and receptionist 
program have been changed along with AMU courses and the curriculum at CPH Business Academy 
(Marianne Kragh, 2019, [A1]).  
 
Experiments: 
HORESTA were also part of organising experiments that had the objective of rethinking the way the 
different companies were able to create different and special experiences together with the customer 
or guest (NICE Project, 2018A). The different experiments were based on a specific challenge a 
company was up against (NICE Project, 2018A). 
 
Even though the NICE Project is officially over, the attention on the service experience is still present 
at HORESTA as according to Marianne Kragh they are considering along with 3F, HK and Dansk Erhverv 
to continue the NICE Project, however in which shape and how is still to be determined (Marianne 
Kragh, 2019 [A1]). 
HORESTA’s focus on the service experience will always be at the forefront of HORESTA. As Marianne 
Kragh puts it “HORESTA will always support the good service experience”. In connection to this, 
HORESTA created a national team for waiters which, according to Marianne Kragh, also has to do with 
service and service experiences (Marianne Kragh, 2019[A1]). 

1.7.3 Wonderful Copenhagen  
WoCo is a network organisation that has been created in order to promote and develop tourism in 
the CPH region. The organisation works together with both private and public partners with the 
purpose of e.g. attracting congresses, cruises and new air routes to the city (Wonderful CPH, 2019B). 
WoCo is run as a commercial foundation and its initiatives are financed by their own lucrative activities 
as well as contributions from both private and public organisations (Wonderful CPH, 2018B). For more 
than 25 years WoCo has been responsible for promoting CPH internationally, however, they have since 
evolved as an organisation meaning that they now work together with partners that lie well beyond 
CPH which includes the entire country of Denmark, Scandinavia, and the Baltic countries (Wonderful 
CPH, 2019B). The idea behind the expanding work area is to strengthen the purpose of the fund which 
are the following: WoCo takes main responsibility in the Greater CPH cooperation which includes 79 
municipalities and 3 regions in West Sweden and East Denmark. All this is done to enhance the tourism 
promotion in Sealand and the Øresund region (WoCo, 2019B).  

 
In the network that is a part of WoCo Cruise lines plays a major role as there are two organisations 
which are involved; Cruise CPH Network, that are responsible for the cruise industry across the nation 
and Cruise Baltic, that is tasked with making sure that the individual destinations in the Baltic Sea 
region are unified in one Baltic destination (WoCo, 2019A). The cruise industry is of major significance 
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for the Danish tourism industry, especially considering that in 2017 there were approximately 870.000 
cruise guests in the capital region which created a tourism economic turnover of DKK 810 million, 
which ultimately created 1542 jobs (WoCo, 2018B).  
WoCo receives its basic funding from The Ministry of Business in order to sustain a strong tourism 
organisation in the capital area (WoCo, 2018A).  
 

1.7.3.1 Role of Wonderful Copenhagen 

WoCo was involved in the NICE Project as a destination partner and contributed to the Project by 
hosting a NICE LIVE conference and by communicating the different activities to the members (NICE 
Project, 2018E). It is quite simple why WoCo was chosen for this thesis as it was one of the founding 
fathers of NICE back in 2013 (NICE, 2018D). Furthermore, as WoCo is of such importance to the Danish 
tourism industry it is obvious that their role must be further explained. This leads to the 
aforementioned strategy called Localhood which would be interesting to look at further, because it 
raises some questions on how this improves the service experience for the tourists and how this 
compares to NICE. 
WoCo has, as a part of their area of responsibility developed a major research project called 
10xCopenhagen with the intention of creating insight into which direction tourism development 
should proceed in Copenhagen to be competitive (10xCopenhagen, 2019A). 
One of the findings from the project was that service is a conclusive element in both the worst and 
best hotel reviews in CPH (10xCopenhagen, 2019B). 

1.8 Empirical Foundation Based on Selected Cases 
The following chapters will introduce the four case companies as well as provide a description of our 
reasons for selecting these specific organisations. 

1.8.1 Hotel Kong Arthur 
This 155 room 4-star boutique hotel is located in city centre and a member of the NICE Project (2018B).  
The hotel is actually the umbrella over two boutique hotels of which the 3-star Ibsens Hotel is the 
other (Arthur hotels, 2019A). Brøchner-Mortensen, who are the owners of the hotel group, was 
founded in 1982 with the purchase of Hotel Kong Arthur and added Ibsens hotel to the family in 1997. 
The hotel group has gone through a transformation over the years, especially Kong Arthur has been 
transformed in size by adding rooms, spa facilities and a conference department and in 2007 both 
hotels was considered CO2 neutral (Arthur Hotels, 2019A). This is in line with the hotel’s CSR policies 
where the overall purpose is to show consideration for each other and for the outside world which is 
furthermore emphasized by the fact that they aim to live up to 5 of the UN world goals for sustainable 
development (Arthur Hotels, 2019B). 
The aim of the hotel is that they want their guests to experience an unpretentious atmosphere where 
they feel quite at home and were the emphasis is on their core values such as solidarity, hospitality, 
and caring (Arthur hotels, 2019A). This family feeling is something they take very seriously as they want 
to know their guests. The hotel works with all five senses including scent in order to get that feeling 
of home (Helle Bisholm, 2019 [A2]).  
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Looking at how they conduct their business and how they focus on providing service experiences to 
their guests, they do several things according to Helle Bisholm, such as putting NICE on the business 
agenda each year, giving authorization to the employee to focus on the individual guest. They work 
hard at making the hotel a collegial place to work (Helle Bisholm, 2019 [Ax]).  
 

1.8.1.1 Reasons for Selecting Hotel Arthur  

This specific hotel was chosen for its commitment to the customer and to creating long lasting 
experiences for its guests. Likewise, the hotel has been an avid NICE champion conducting its own 
experiences and attending NICE meetings and Forums and is often mentioned in articles such as Dansk 
Erhvervsavis [A21] as well as the WoCo 2020 strategy, Localhood (WoCo, 2017). 
What also caught our interest was the fact, that Arthur is a boutique hotel and boutique hotels are 
interesting due to their characteristic as being quite different from chain hotels. In addition to this, 
they are known for their design, luxury and personal service (Momondo, 2018). Seen in that light, it 
seemed exciting to see how they handle personal service as related to our thesis. 
 

1.8.2 Hotel SKT. PETRI 
Hotel SKT. PETRI, owned by Nordic Choice Hotels & Resorts, is a somewhat larger boutique hotel than 
Hotel Kong Arthur with 288 rooms situated in the Latin quarter in downtown CPH (SKT. PETRI, 2018B). 
Its premisses previously housed the old department store, Daells Varehus and was completely 
renovated in 2002 to 2003 when the hotel subsequent opened its doors.  
Apart from its location, the hotel is presumably well-known for its luxury reputation and occasional 
famous guests. This is backed up by Jesper Stubgaard, the general manager of the hotel for the last 
five years, and the man behind SKT. PETRI’s Laid Back Luxury concept [A3].   
According to Stubgaard, SKT. PETRI is not like other hotels and will not act accordingly, meaning for 
instance that the hotel dissociates from norms such as the traditional star rating that most hotels 
adhere to. Although, if pressed, Stubgaard grants his establishment a five-star rating [A10]. In 2016 to 
2017, the hotel underwent a three figure million kroner yearlong renovation process, that focused on 
the aforementioned concept of timeless and laidback luxury (Jesper Stubgaard,2019 [A3]). In 2019, the 
Michelin guide awarded the hotel a Top-Class Comfort rating as one of only four Danish hotels 
(Standby, 2019).  
As part of Nordic Hotels & Resorts, SKT. PETRI is dedicated to CSR practises and to protecting the 
environment. The goal is to make staying in a hotel more environmentally friendly than actually 
staying at home (SKT. PETRI, 2018B).  The strategy for reaching this goal is to consistently work towards 
reducing waste, energy- and water consumption and by minimising the use of chemicals. Hotel SKT. 
PETRI is certified by the environmental management system ISO 14001, which works to systematise 
and streamline the hotel's environmental efforts. Working with this environmental management 
system also means that the hotel is committed to continuously improving its environmental 
performance (SKT. PETRI, 2018B).  
The establishment also reaches out to the less fortunate and the socially vulnerable in the local 
community by handing out toiletries, breakfast, coffee and water once a month (SKT. PETRI, 2018B).  
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1.8.2.1 Reasons for Selecting Hotel Sankt Petri 

Originally, Hotel Kong Frederik was considered the best fit for a comparison with Hotel Kong Arthur as 
both are classified as 4-star boutique hotels and roughly the same size, with 110 (First Hotels, 2019) 
and 155 rooms respectively. Contact was initiated but regrettably Kong Frederik declined an interview 
citing that they prefered to spend their time on CBS interns and assists these with their assignments 
but would possibly answer questions via email, time and content permitting [A4]. An online survey was 
subsequent sent to the manager of First Hotels but at the time of writing none of the questions had 
been answered [A4]. An attempt was then made towards Ascot Hotel based on the same criteria as 
Hotel Kong Frederik with 4 stars and 144 rooms (Ascot Hotel, 2019) [A5]. Unfortunately, they did not 
reply. Eventually, the decision was made to reach out to a third hotel, Hotel SKT. PETRI, this time 
successfully.  
Few might know this but this particular hotel was actually the original inspiration of what would later 
become the NICE Project. Marianne Kragh of HORESTA was intrigued by Jacob Rais, former hotel 
manager and his love of experimenting with guests and extraordinary customer experiences so much 
so that her dissertation Open Arms took its departure from this man’s original approach to creating 
value for his guests [A10,15]. As mentioned earlier, SKT. PETRI and its former manager partook in a pilot 
Project in the early days of Open Arms/The NICE Project and only had positive things to say about it. 
Interestingly enough, the hotel was not a member of the NICE Project, making it even more 
compelling.  

1.8.3 Tivoli  
Despite its relatively small size of 8 hectares, equal to 80.000 m2(Tivoli, 2019D), this attraction is the 
most visited amusement park in Denmark as of 2018 with approximately 4,8 mil. visitors, an increase 
from 2017 by 11 % (Tivoli, 2019C). The park is located right in the centre of CPH thus making it highly 
accessible for visitors and as of 2019 boasts of 28 rides and even more restaurants and cafes (Tivoli, 
2019D) making it a dynamic hub of constant service interactions and experiences taking multiple forms 
each day.  
In recent years, the old park has extended their opening season by gradually adding new seasons such 
as Christmas in Tivoli and Halloween totalling five seasons making Tivoli open to guests in all four 
quarters of the year. In 2018 the park stayed open for 282 days making it the highest number of 
opening days ever, 39 more than in 2017, in its 175 years of operation (Tivoli, 2019D).   
Like so many other businesses, Tivoli has expanded beyond its original service product, in order to stay 
relevant and in-demand by acquiring new business ventures as well as digitising. Most recently in 2018 
the company bought 50% of the rights to the popular and loveable character, Rasmus Klump from the 
publishing house, Egmont, meaning the character will reside in the park (Tivoli, 2019B). 
As for digitisation Tivoli launched an app that holds the Tivoli Pass, formerly known as Tivoli Annual 
Card, meeting popular demand as well as the technological development (Tivoli, 2019B).  
 
2019 is set to be another great year for the old park as the travel book Lonely Planet not only has 
named CPH as the number one city in their Best In Travel 2019 but also listed Tivoli as one of the top 
10 places to visit (Lonely Planet, 2019A, B). 



 
 

 18 

1.8.3.1 Reasons for Selecting Tivoli  

Tivoli is such a renowned attraction, and an institution, in CPH and very hard to ignore when 
researching service interactions and experiences. Much like Hotel Kong Arthur, Tivoli has been active 
and innovative throughout the NICE Project conducting an experiment of their own (NICE Project, 
2017B) which will be described and analysed in a later chapter. The Gardens are a popular choice 
among tourists and locals and presently have a TripAdvisor score of 4,5 out of 5 and was named 
Travellers Choice for 2018 (TripAdvisor, 2019D).  
Upon researching Tivoli’s involvement in the NICE Project, it seemed as though the organisation 
experienced some revelations along the way such as that experiential value can be created even in 
short-term customer meetings and interactions, when both managers and employees focus on this 
kind of value creation and the right mind-set is in place (NICE Project, 2017A). For Tivoli the keyword 
throughout the Project was curiosity. Not just curiosity for the Project itself but how to arouse the 
curiosity of the employees in relation to the guests and the guest experiences, and for the employees 
to take an active and proactive part in the Project (NICE Project, 2017A). What also struck a chord with 
us was the park’s realisation that it is paramount that management have trust in the willingness and 
the abilities of their employees for the NICE was of thinking and acting to have an effect. 
The history of the park and its popularity combined with its approach to the NICE movement makes 
Tivoli highly interesting organisation to research and subsequent analysis. 
 

1.8.4 BonBon-Land 
BonBon-Land is an amusement park that was established in 1992 and welcomed about 350.000 guests 
in 2016 (Faxe Netavis, 2018). According to Mette Frimodt Rasmussen, Sales and Marketing Manager 
in BonBon-Land they are no longer at liberty to disclose their precise number of visitors, however she 
did mention that they had a bit over 300.000 visitors last season [A7]. The park is located in 
Holmegaard approximately 66 km from CPH city center and they have about 400 employees (Mette 
Frimodt Rasmussen, 2019, [A7]). As mentioned earlier the park opened in 1992 and the beginning was 
much less impressive as it is today with its current 32 rides and size of 130.000 m2 (BonBon-Land, 
2019B,C). BonBon-Land currently has a rating of 3,5 on TripAdvisor (2019A). 
The beginning was quite peculiar and actually it did not start with the amusement park, but with a 
candy factory were candy was made in all sorts of shapes and sizes with odd names like seagull 
droppings and dog farts all inspired by the owner’s son who thought one of the candies looked like 
dog farts (BonBon-Land, 2019C). The popularity of the candies quickly turned the factory into a great 
success around Denmark which inspired the opening of BonBon-Land including a candy store were 
kids from all over could come and see how the candy was made (BonBon-Land, 2019C). Although the 
amusement park opened in 1992 it took about a year before the first ride was introduced, the Dog 
Fart rollercoaster and from there on the park grew to be a huge success with a peak of 616.000 guests 
in 2007 (BonBon-Land, 2019C). The park was from the start a family runned park, but from 2008 it was 
included in the concern Parques Reunidos operations (Sydkyst Danmark, 2018). BonBon-Land has 
since 2008 had problems living up to previous successes, at least financially as they have been running 
with a deficit for the last 11 years in a row. However, the management expects the operating profit 
will be positive within 3-5 years (Faxe Netavis, 2018).  
BonBon-Land is as mentioned before owned by the concern Parques Reunidos which means that 
BonBon-Land has to live up to certain demands to fulfil the mission, vision and objectives of Parques 
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Reunidos: “Provide unforgettable moments of fun and entertainment for all our guests, offering 
unique, rich, innovative, creative and safe experiences. We aim to spread happiness in our social 
environment by contributing to our employees’ personal and professional development”. (Parques 
Reunidos, 2019)    
How do they live up to those demands? Very similar to Tivoli’s 3-metre rule BonBon-Land practices 
their own rule called “HI - BOSS - SMILE” (Mette Frimodt Rasmussen, 2019[A10]).  
HI means that the employees have to greet each other when they go around the park, and according 
to Mette Frimodt Rasmussen it is important because then the guests are able to see that the 
employees greet each other, and at the same time it makes it easier for the employees to greet the 
guests (Mette Frimodt Rasmussen, 2019[A10]). 
BOSS means that the individual employee is the boss of his or her own area and they are responsible 
for whatever they detect within that area. Meaning that you pick up litter if you notice it and if you 
see some guests who are looking for assistance or something then it is their obligation to contact them 
(Mette Frimodt Rasmussen, 2019[A10]). 
SMILE means that you have to smile to the guests and look them in the eyes. It is all about being 
present (Mette Frimodt Rasmussen, 2019[A10]). 
This concept is very important for BonBon-Land as it is written on the back of the employee key chains. 
The park likewise has a training programme that teaches the employees about what constitutes good 
service  (Mette Frimodt Rasmussen, 2019 [A10]). 
Furthermore, they have other actions that live up to the mission, vision and objectives and according 
to Mette Frimodt Rasmussen they are keen on giving the guests something they don't expect and give 
them more than they have paid for (Mette Frimodt Rasmussen, 2019[A10]). 
 

1.8.4.1 Reasons for Selecting BonBon-Land 

The choice of BonBon-Land is primarily done because it is an amusement park which has not been a 
member of the NICE Project. All though BonBon-Land is somewhat different to Tivoli in matter of 
location, number of visitors and the type of visitors, it is considered applicable to compare the 
different parks. It is interesting to see how the service experience is handled in an amusement park 
that has not been a member of NICE. It would have been interesting to see a different amusement 
park such as Bakken, because they are maybe easier to compare to Tivoli, due to the fact that they are 
considered somewhat competitors in a nearby area. However, Bakken did not want to participate in 
this thesis because of lack of time [A8]. BonBon-Land is what we consider a quite famous amusement 
park across the country which also played a part in the selection. Together with the fact, that BonBon-
Land is an experience organization we saw it fit to apply different theories that are particular suited in 
the analyse of the park. 
 

2 Theoretical Framework 
An introduction to the three major theories applied to this thesis is provided in order to shed light on 
the ways in which organisations within the CPH incoming tourism industry have chosen to approach 
the challenge of improving their customer service level and subsequent customer satisfaction. As the 
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thesis departs from a recently concluded Project within this specific field, the authors have taken 
inspiration from research conducted for the purpose of the Project. 
The NICE Project and the general service experience approach can be accredited to value co-creation 
as theorists notes the correlation between co-creation and experiences (Sørensen & Jensen, 2014. 
 

2.1 Value and Value Co-creation  
What can we expect from co-creation? Is the consumer capable of helping in co-creation?  
According to Saarijärvi (2012) co-creation is a series of smaller events in order for a product or service 
to be produced.  
What creates value in tourism organisations is typically the knowledge that is gathered by the 
organisations in the form of, for example, surveys and interviews, but what have had little attention 
over the years is the value creation that happens in the service encounter between front line 
employees and guests which can likewise lead to important knowledge (Sørensen & Jensen, 2014 ). 
This value creation is aligned with Vargo and Lusch’s concept of service-dominant logic (S-DL) where 
they argue that the customer is part of the value creation and “that the value always is co-created 
with customers (and others)” and not solely made by the company and subsequent developed (Merz, 
He & Vargo, 2009, p. 328).  
 

2.1.1 Value Creation & Knowledge Development in Tourism Encounters 
We could not bypass this theory as it is essentially the foundation of the NICE movement in terms of 
challenging the traditional service experience. Moreover, one of the authors, Jens Friis Jensen has 
been an important actor during the entirety of the Project as he was one of the reasons it was launched 
in the first place.  
The theory was during its conception applied to a boutique hotel, making it an ideal framework for 
this study. The model will be applied throughout the thesis in order to distinguish between traditional 
and experiential service approaches.  
 
Sørensen & Jensen argue in their 2014 article that tourism service encounters as we traditionally know 
them are quite limited when it comes to knowledge creation and consider these a consequential 
barrier in terms of knowledge development in tourism organisations. Service literature such as Vargo 
& Lusch (2004, 2008, 2016) are constantly being reviewed, revised and amended such as the now 11 
foundational premises (FP) of S-DL. Sørensen & Jensen seem to have taken their cue from the original 
FP4, Knowledge is the fundamental source of competitive advantage (Vargo & Lusch, 2004). They 
argue that knowledge creation in the service encounter within the tourism industry could potentially 
be an opportunity for tourism organisations to develop their knowledge (Sørensen, 2011, Sørensen & 
Jensen, 2014). In the service industry, production and delivery of services are traditionally based on 
the interaction between the frontline staff and the user (Sørensen & Jensen, 2014). The frontline 
employees often built rapport with the user thus forming a base for knowledge pertaining to user 
needs and wants within a service offering. However, Sørensen & Jensen (2014) state that this pool of 
potential often goes unused. The main argument for their article is that by turning tourism service 
encounters into experience encounters is that it will create added experiential value for tourists and 
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increase the knowledge creation of its users when these experience encounters are incorporated into 
the overall tourism experience (p. 336). The central obstacle for benefiting from all this potential is 
that tourism organisations seem to not realise the importance of the aforementioned knowledge 
creation in the front as often times frontline employees are ordinarily not involved in the knowledge 
development process (Sørensen & Jensen, 2014). The NICE Project has realised the importance of 
frontline staff as these are mentioned in the Experience Manifesto’s fifth guideline, Trust and Scope 
of Action for Employees (NICE Project, 2018D).  
Based on the research conducted in relation to their 2014 article concerning the value of knowledge 
development and inclusion of frontline employees in the process, Sørensen & Jensen created a model 
of the differences in characteristics of service encounters vs. experience encounters. The model details 
what describes each encounter and what the outcome of each could potentially be and is essentially 
what the NICE Project is all about. 

 
 

Fig. 2. Characteristics of tourism service and experience encounters  

 
Source: Sørensen & Jensen (2014, p. 340)   

 
Important scholars within the field of experience economy have different hypotheses of what makes 
an experience. Pine and Gilmore (1998) argue that mass customisation of experiences is a central 
strategy whereas Boswijk et al. (2006) argue that it is vital for an experience to be meaningful that it 
be co-created with the individual and be personalised in order to create value.  
 
In terms of service encounters, these are more often than not standardised and very inflexible as firm 
centric companies pay more attention to providing functional value in their service delivery as this is 
often seen as the traditional approach to service. According to Sørensen’s & Jensen’s tourism 
encounter model as per the above image, such an approach will only generate knowledge associated 
with the level of tourist (dis)satisfaction. The model suggests a different approach that will form 
knowledge concerning the experiential purpose of the tourist in addition to his or her latent desires 
(Sørensen & Jensen, 2014). This will require an involvement of and from the front-line employees that 
need to be perceptive and empathic to detect the individual guest needs and purpose. Having staff 
detect what type of guest is standing opposite them in the initial encounter and the kind of value of 
said encounter they seek, can likely enhance the experiential value of the experience for a leisure 
tourist and the functional value for a business traveller (Sørensen & Jensen, 2014).  
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According to the tourism encounter model, the front staff should take on the role as developers of 
individualised experiences (Sørensen & Jensen, 2014, p. 344). “All” Sørensen & Jensen suggest is a 
change of perspective of the terms service and experience and the way the tourism industry consider 
these. Their theory and experience encounter lay the foundation for the NICE Project. The Project 
adhere to the same approach and way of thinking in an attempt to give CPH and Denmark a 
competitive advantage over our neighbouring Scandinavian capitals.  

2.1.2 Service-Dominant Logic 
Since two of the overall themes are service, an intangible product, and co-creation, Vargo & Lusch’s 
foundational premises (FP) of S-DL seems very fitting for this thesis as the FP’s tend to be more 
customer centric than firm centric. This goes hand in hand with the theory mentioned above as well 
as the NICE Project itself.  
We acknowledge the criticism of S-DL with the FP’s being challenged and subsequently amended over 
the years. A fact that makes us wonder if the theory has been scientifically proven to a satisfactory 
level. We do, however, think the reasoning behind S-DL is in alignment with the complexity of creating 
an experience. This is is why the FP’s applied to this study are carefully selected to fit the respective 
case companies throughout.  
In the SD-L the customers are viewed as the operant resources and in relation to the S-DL comes 11 
foundational premisses as of which the highlighted premisses will be tied to the research topic (Vargo 
& Lusch, 2016, p. 8) 
 
Table 2. Foundational Premises of Service-Dominant Logic 

FP1:   Service is the fundamental basis of exchange. 

FP2:   Indirect exchange masks the fundamental basis of exchange. 

FP3:   Goods Are Distribution Mechanisms for Service Provision. 

FP4:   Operant resources are the fundamental source of strategic benefit. 

FP5:   All Economies Are Services Economies. 

FP6:   Value is co-created by multiple actors, always including the beneficiary. 

FP7:   Actors cannot deliver value but can participate in the creation and offering of 
value propositions 

FP8:   A Service-Centered View Is Customer Oriented and Relational. 

FP9:   All social and economic actors are resource integrators. 

FP10: Value is always uniquely and phenomenologically determined by the 
beneficiary. 

FP11: Value co-creation is coordinated through actor-generated institutions and 
institutional arrangements 

Source: Vargo & Lusch (2016, p. 8) 
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FP1 revolves around service which in this case is understood as knowledge and skills that are applied 
in favor of another (Vargo & Lusch, 2013) which also could be regarded as the moment of truth in the 
service interaction with the guest. For example, a receptionist who engages in a conversation with a 
guest and uses his or hers empathy skills and thereby learn more about the guest in question. This 
knowledge could be used to provide the guest with personal what-to-do-in-Copenhagen-tips which 
resonates with the NICE manifesto that focus on having authentic, curious passionate employees.  
Moving on to FP4 where the operant resources which represent ‘knowledge and skills’ (Vargo & Lusch, 
2004) is about the resources the firm contains whether that is human skills, logistics capabilities, 
service strengths which competitors cannot copy gives them a strategic advantage although as Vargo 
and Lusch (2016, p. 8) claim, competition is not the primary motivator but instead the value co-
creation via services, which again goes well with the NICE way of thinking. 
 
FP6 have been modified a couple of times from the first premise in 2004; The customer is always a co-
producer (Vargo & Lusch, 2004, p. 10) to the premise in 2008; The customer is always a co-creator of 
value (Vargo & Lusch, 2008, p. 7) and to the latest from 2016 Value is co-created by multiple actors, 
always including the beneficiary (Vargo & Lusch, 2016, p. 8) This final change was made to eliminate 
any comprehensions that value co-creation is merely a concern and actions between two parties e.g. 
a firm and customer but also among a wide range of market-oriented public and private actors (Value 
& Lusch, 2016, p. 9). 
Linking the FP6 directly to the NICE Project makes sense as the NICE manifesto pertains the guideline 
for the companies for creating memorable experiences together with the customer (NICE Project, 
2018E). However, as previously stated by Vargo & Lusch the co-creation is not dyadic which means 
that co-creating an experience through the lenses of NICE is not just limited to an interaction, e.g. 
between a receptionist and a guest which makes the scope of innovation wider.  
The FP7 indicates that organisations that want to co-create experiences together with guests must be 
aware of the fact that they cannot provide the value independently, but through their resources they 
can offer value propositions (Vargo & Lusch, 2008, p. 7). The FP supports the third point of the NICE 
manifesto dealing with Innovation & Co-creation: 
 
“We are proactive, we dare to experiment and challenge the standards of traditional service concepts 
so that we, together with our guests, can create the memorable experiences that appeal to all senses. 
We share our experiences and successes widely for inspiration to others” NICE Project (2018D) 
 
The FP8: This premise is considered to be an interactive process with customers and not a separate 
process and therefore the customer and the company must be thought of in a relational sense (Vargo 
& Lusch, 2008, p. 8). In relation to this it is explained by Davis and Manrodt (1996), that the key to this 
is not the actual goods or services but the interaction between the customer and organisation in order 
to create a solution that will unravel the precise need and fulfil it. This supports guideline no. 2 from 
the NICE manifesto; Authentic, curious & passionate employees (NICE Project (2018D) as this is about 
how employees identify the guests’ needs by showing their above mentioned from the manifesto. 
 
FP10 is another way of having a customer way of thinking, meaning that the value of a service is not 
the same for every customer, but is uniquely interpreted by the beneficiary and the value is connected 
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with what background and the value is determined by the context in which it appears (Vargo & Lusch, 
2008). 

2.1.3 Three Meaningful Dimensions for Co-creation of Experiences 
This theory by Minkiewicz et al. (2014) is originally titled How do consumers co-create their 
experiences? An exploration in the heritage sector. We have for the purpose of this study renamed the 
theory to reflect one of the overall themes, namely meaningful experiences.  
The theory tackles an imbalance in the S-DL framework and distinguishes between the co-creation of 
value and the consumption herof (Minkiewicz et al. 2014). While the theory is primarily focusing on 
the consumer, we flip it slightly and apply it to the employees instead examining how the service 
organisation can co-create a personalised experience. 
 
The authors propose the following three dimensions: 
 

1. Personalisation:  
How do the employees adjust to the specific guests and his or her specific needs in the 
situation?  

2. Engagement 
How do the employees manage to involve the guests in a way that makes them feel included? 

3. Co-production 
How can the employees make sure that the involvement of guests will actively co-produce an 
experience? 

 
We are aware that we do not apply this theory as it was intended as we take the liberty to interpret 
freely to suit the overall theme.  

2.2 Experience Economy  
The experience economy is not something that just came out of the blue, meaning that the concept 
of people paying for an experience in order to be entertained and to get diversion have existed for 
several years even before the term was coined (Madsen, 2012, p. 12).  Although entertainment has 
been around for years it has changed expression from the nineties where, for example, staging a 
child’s birthday party was, prior to the nineties, most often an event that was arranged at home, 
however, many parents began staging the parties away from home by using companies that 
specializes in creating exciting events for children e.g. McDonalds (Pine & Gilmore, 1998).  
Experiences have in many cases been intertwined with service, but to relate services to experiences is 
like comparing goods to services (Pine & Gilmore, 1998, p. 97). 

2.2.2 The Four Realms of an Experience 
We accept that this model is relatively old and somewhat outdated and does not offer a particular 
nuanced picture of what constitutes an experience, or what makes an experience meaningful.  
However, this study would not be complete without it as it gives us an idea of type of experience the 
business in questions is offering its guests. Moreover, many theories within the field of experience 
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economy take their departure from this framework thus making Pine & Gilmore a basic theoretical 
foundation. 
 
For those companies contemplating not just selling goods or services there are several things to 
consider. First of all it must be considered which kind of characteristics you would judge the 
experience to have whether it is an experience that is merely based on passive participation like going 
to the movies or if it requires active participation from the customer to deliver the experience (Pine & 
Gilmore, 1998, p. 101). 
 

Fig. 3. The four realms of an Experience 

 
Source: Pine & Gilmore (1998, p. 102) 

The two dimensions of active and passive experiences fall accordingly to Pine & Gilmore into The Four 
Realms of an Experience (Pine & Gilmore, 1998, p. 102). This is what could be illustrated as the level 
of hedonic values where entertainment such as going to the movies is an activity which is perceived 
as a more passive participation activity and at the same time the activity is absorbed more so than 
immersed in to it. The four elements entertainment, education, aesthetic and escapism as shown in 
the model is a way of sorting out the different experiences and via the model show they range in 
relation to active/passive participation and absorption and immersion. 
The most powerful experiences are those that involve all elements and in order to get the experiences 
to work, it is important that they have to be functional, transferable and meet customer needs (Pine 
& Gilmore, 1998).  

2.2.4 A New Perspective on the Experience Economy 

Whereas Pine & Gilmore’s four realms has limitations, Boswijk et al. (2006) proposes a different 
outlook on experience economy by connecting it to co-creation.   
In this chapter we will therefore describe three such theories in order to highlight the inherent value 
of both in an experience setting.  
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Experience economy is individual. It depends on personal experience, view of the world and cultural 
background among other elements. This is how Boswijk et al. (2006) view experience economy from 
the standpoint of the individual with regards to what will permit meaning to his or her life. 
The authors argue that creating meaning can be chronicled as a process through the five senses.  
They apply the German terms erlebnis and erfahrung, essentially two words to describe the term 
experience. Perception of the aforementioned senses will lead to emotions. Emotions will subsequent 
lead to an erlebnis. This erlebnis turns to erfahrung and will eventually become meaning(ful) (Boswijk 
et al., 2006). To the best of our German language abilities, the distinction between these two words 
is that erlebnis is something that a person experiences, possibly for the first time whereas erfahrung 
is somewhat of a journey towards gaining a memory, good or bad, or obtaining some form of 
knowledge on said journey, e.g job experience. 
 
In order to create a meaningful experience Boswijk et al. (2006) stress the importance of 
acknowledging that ‘experience’ is a form of behavior that is determined by the process of how an 
individual handles emotion as well as his or her surroundings in terms of what will create meaningful 
experiences for that person.  
 
The authors list the below 10 criteria that an experience must live up to in order to be meaningful 
(Boswijk et al., 2006, p. 3): 

1. There is a heightened concentration and focus, involving all one’s senses.  
2. One’s sense of time is altered. 
3. One is touched emotionally. 
4. The process is unique for the individual and has intrinsic value. 
5. There is contact with the ‘raw stuff’, the real thing. 
6. One does something and undergoes something. 
7. There is a sense of playfulness 
8. One has a feeling of having control of the situation. 
9. There is a balance between the challenge and one’s own capacities. 
10. There is a clear goal. 

When discussing design principles, Boswijk et al. (2006) talk of first- and second-generation experience 
settings. 

The first-generation experience setting takes its departure from Pine & Gilmore’s 1998 five design 
principles (Boswijk et al., 2006, p. 9): 

1. Theme - does it have a story? Is the story clear to the guests? 
2. Harmony - harmonized by positive cues? Are all impressions in sync with each other?  
3. Eliminate negative cues - overfull ashtrays, litter, bad smells etc. 
4. Memorabilia - are there things the guests would like to take home with them? 
5. Engage all five senses - smells, sounds and tastes are just as important as the visual sense 

These five principles take on the physical experience settings. Boswijk et al. (2006) have subsequently 
added a 6th principle based on their ‘erfahrung’ with second generation experience settings: 
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6. Naturalness: one whole - all elements should feel right together 

 

2.2.4.2 The DART Principle 

When considering second generation experience settings, the authors discuss experience co-creation 
and refer to Prahalad & Ramaswamy’s 2004 DART principle: 

1. Dialogue - interact and engage, listen. Attention is to be given to both parties, supplier and 
customer 

2. Access - Make information available. Access means being able to obtain information that is 
relevant to the customer in a quick and easy way (net banking)  

3. Risk Assessment - the risk of the consumer (only positive effects are being marketed) as well 
as the company, important theme in when dealing with co-creation relationships 

4. Transparency - openness and transparency are requirements of modern business - the back 
office becomes the front office, e.g apple genius bar, certain restaurants with clear view of 
how the food is prepared and so on 

Based on the DART-principle, the second-generation experience setting takes experience creation 
away from within the organisation and to the individual consumer where value is created. 

One of the article’s concluding statement is this: 

Bringing about meaningful experiences requires that organisations renew themselves and set out to 
do something, but it also makes high demands in terms of reliability (Boswijk et al., 2006, p. 12). 

This seems to be what the CPH tourism industry have realized and is now practising to a certain extent. 

2.3 Service Design  
In order to design a service, it would be a useful to first determine what constitutes a service and what 
meaning does it hold to the organisation according to its offering. In this instance and based on the 
organisations mentioned in this thesis, we will postulate that a service is an experience, an experience 
that can be provided by means of helping or assisting customers in order for them to for example save 
time or money, to create value for the customer or by exceeding expectations even slightly.  
In terms of service design, Holmlid & Evenson define the concept as systematically applying design 
methodology and principles to the process of designing services. This process is of an exploratory 
character with a generative and evaluative research approach (2008, p. 341). 
 

2.3.1 Servicescapes 
When creating and subsequent selling experiences, the organisation will need physical surroundings 
in which to create said experience. Mary Jo Bitner’s 1992 article dealing with the physical settings of 
a service, is an obvious choice as this theory describes the physical requirements and subsequent 
responses and behavior of the guests. 
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Designing services is more than just creating and deciding on a product to sell. It is also about creating 
an atmospheric effect in a physical setting, a servicescape (Bitner, 1992). The servicescape model was 
created by Booms and Bitner in 1982 to illustrate how the physical environment can influence 
behaviour in among others, service businesses such as hotels (Bitner, 1992, p. 57). As in experience 
economy, the service is often produced and consumed concurrently with the guest being situated in 
the physical place of production. He or she will generally experience an absolute service in the sense 
that if there is no physical frame, for example, a building and thus no atmospheric effect to create an 
experience there would be no hotel room to provide, or to consume. The physical environment should 
not be downsized when designing a service because of the opportunity to emphasize the impact of 
said environment in which a service process takes place. Servicescape refers to non-human elements 
of the environment such as furniture, lighting, decor etc.  
Bitner states that the physical surroundings in a service setting is generally more important than a 
consumption experience and the nature hereof as both customers and employees experience the 
facilities of the service company (1992). According to Bitners article, there are two types of 
servicescapes, Lean and Elaborate. This typology is based on type of service organisation and who 
performs the actions within said servicescape and the complexity hereof (1992, p. 59). 
The less interactions of both customer and employees, the leaner the servicescape is, e.g. online 
purchase of cinema tickets with relatively few touchpoints. An elaborate servicescape requires both 
staff and customer to interact on several interpersonal touchpoints, e.g. hotels and attractions (Bitner, 
1992). For this thesis, the servicescapes that will be investigated can all be categorized as elaborate as 
there are multiple touchpoints for each service experience encounter that require interpersonal 
services.  
 
The model below illustrates the conceptual framework of understanding environment-user 
relationships in service organisations (Bitner, 1992). The framework resembles the S-O-R model by 
Mehrabian and Russell (1974) with Environmental Dimensions acting as Stimuli, Internal Responses as 
Organism and Behaviour as Response.  

            
 Fig. 4. Servicescape 

 
Source: Bitner (1992, p. 60) 
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For our case-selected companies to ensure their guests an experience encounter, the organisations 
should consider this framework in their own servicescapes. How do they want guests to feel about the 
physical frame surrounding their service offering, and more importantly, how do they want them to 
(re)act? 
What constitutes a servicescape is a mixture of different, physical characteristics. Bitner (1992) speaks 
of physical traits such as cues like décor, colours, temperature, sounds, smells, signs and artefacts. 
These traits send a signal to the customers of the type of service they are about to experience, for 
example a pleasant zen-like one with a lovely ambience or maybe an unpleasant, stressful one with 
loud noises and a crowded space.  

2.3.3 Service Blueprinting 
A service blueprint depicts the interaction a guest has with the frontline employees and can assist 
businesses with identifying potential gabs and fail points in the moments of truth in the physical 
environment when creating or managing a service (Bitner et al., 2008, Shostack, 1984). Created by G. 
Lynn Shostack, most people are probably more familiar with Bitner et al.’s version (2008). 
The service blueprint is customer focused, allowing organisations to see the entire process from the 
perspective of the customer, concerning the service processes, the points of customer contacts, and 
the physical evidence linked with the services (Bitner et al. 2008). In addition to describing the physical 
framework in which the customer is located, service blueprinting also describes the underlying 
support processes that drive the service process (Bitner et al. 2008).  
There are five components in a typical service blueprint (Bitner et al. 2008, p. 71): 

● Customer Actions; In a service blueprint customers actions describes all the steps a customer 
goes through in the service delivery process. 

● Onstage/Visible Contact Employee Actions; this relates to the “moment of truth” where the 
customer is contact with an employee or a self-service technology. 

● Backstage/Invisible Contact Employee Actions; this delves with every action that the employee 
does to prepare to service customers and the non-visible contact with the customer e.g. 
chatting with a customer service representative. 

● Support Processes; A support process is isolated from the customer and revolves around what 
employees, without any contact with customers, does to make sure that a service is supplied. 

●  Physical Evidence; What affects the perception of service quality is the concrete moments 
where the “moments of truth” occurs and where customer actions happens. Meaning that is 
a physical evidence, something concrete, that shows the service quality. 

 

2.3.4 Social-servicescape 
The previously explained servicescape revolved around the physical settings and how this affected the 
behaviour of the customers and employees (Bitner, 1992). Unlike Bitner's model, social servicescape 
deals with the impact customers and employees have on the service experience and moreover it deals 
with how both the environment and the social aspects decides the behaviour in the purchase occasion 
(Tombs & McColl-Kennedy, 2003).  
The addition to the servicescape is important as many services is executed in the presence of other 
people and therefore is the social aspect important that it is suggested to have an effect on people's 
emotions, feelings or moods which can have the effect that a task is prevented or made possible (Geen 
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& Bushman, 1989, Tombs & McColl-Kennedy, 2003, Zajonc, 1965). A part of the social-servicescape is 
the affective events theory and the theory introduces the view that other customers in the 
environment influence a vivid interaction where affective events emerge (Tombs & McColl-Kennedy, 
2003). 
The concept of the social-servicescape has been conceptualized in a framework with the following 
elements: 
 
Purchase occasion: 
Before a customer enters a particular purchase occasion the customer have some certain expectations 
to what will happen and what to expect of behaviour from others and thereby decide whether they 
want to enter a certain service setting, which firms do have an opportunity to affect by altering the 
purchase occasion and thereby change the behaviour in the servicescape (Tombs & McColl-Kennedy, 
2003). Whether it is an private purchase or group occasion organizations can design their facilities to 
accommodate both smaller or larger parties and thereby influence customers’ perception of the 
organization (Tombs & McColl-Kennedy, 2003).  
 
Social density: 
Organizations must relate to what is required in private and group purchase occasions respectively, 
hence in the private occasions low density is expected, whereas in group occasions high density is 
expected in order to affect the state of the customer in a positive way (Tombs & McColl-Kennedy, 
2003). 
 
Displayed emotions of others: 
Research have shown when delivering a service to customers employees displaying emotions have a 
positive effect when customers evaluate organizations’ service quality (Pugh, 2001, Tombs & McColl-
Kennedy, 2003). In addition to this the authors suggest (2003) that group purchase occasions are 
positively/negatively affected by others, allowing the interaction and the level of displayed active 
emotions such as anger or excitement to influence people's affective condition. Active displaying 
emotions is on the contrary expected to influence private purchase occasions negatively (Tombs & 
McColl-Kennedy, 2003). 
 
Customer’s affective and cognitive responses: 
An important fact that organizations must be well aware of is that customer’s affective state is an 
integral part in the Social-servicescape and what it contributes with in relation to what is referred to 
as goal attainment and secondary behavioral responses; (approach-avoidance), (Tombs & McColl-
Kennedy, 2003). Firms have an opportunity to affect the positive affect in customers by creating an 
environment that will start any form of positive affect as this will increase the positive affective state 
over the duration of service as it will be affected by other customers positive affective state (Tombs & 
McColl-Kennedy, 2003).  
 
Customers cognitive responses to the servicescape induced pleasure have shown to have an effect on 
the customer’s willingness to stay and that the length of the stay have an effect on the amount of time 
spended in a servicescape have shown to have a positive effect on the repurchase intentions (Donovan 
and Rossiter (1982, cited in Tombs & McColl-Kennedy, 2003). This is positive for firms that do have a 
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financial benefit of people staying longer e.g. Tivoli and at the same Tivoli have a greater chance of 
customers revisiting the park.  
The framework can be used to get insights into how the social aspect have an influence on their 
customers and their customers’ future intentions to repurchase (Tombs & McColl-Kennedy, 2003).  

3 Method  
The following chapter describes our research design, the decision-making process and stages within 
our methodological approach to answering our research question.  
The data applied will be from the NICE Project and the comparative data will be provided via a mixed 
methods approach by conducting qualitative interviews with organisations outside the Project as well 
as primarily quantitative data in the form of a questionnaire survey based on statements according to 
the Likert-scale. 

3.1 Philosophy of Science  
The research for this thesis is carried out within the discipline of social research in order to produce 
knowledge about a specific subject inside social sciences (Andersen, 2009). The nature of the 
knowledge production takes it departure from the deductive and the inductive approach. The 
deductive approach is when the researcher draws a conclusion about individual events based on 
general principles (Andersen, 2009, p. 35). This means that we as researchers are deductive by testing 
how the NICE concept works in relation to the different organizations in our study. The individual 
observations that we detected by testing NICE on the chosen organizations lead us to use the inductive 
approach which is based on the scientific method empiricism (Videnskab, 2014) with the purpose of 
generating a theory (Bryman, 2012). Aligned with the inductive approach the observations will be 
analysed in relation to whether the connections found towards the different theories and NICE can be 
generalized to other organizations (Andersen, 2009, p. 35). 
 
What led to the two scientific methods used came from the epistemological question; How do I obtain 
the knowledge I want to find? (Videnskab, 2014). The question leads to a way to combine the scientific 
methods, empiricism and rationalism. In line with rationalism the NICE concept was chosen on a 
preconceived theory that this is something that works and can be applied to other companies 
(Videnskab, 2014). 
The learnings from the analyse must make one wiser on the subject and thus build on the knowledge 
that is already there; our pre- understanding which we then use to interpret our data (Videnskab, 
2012). This must be understood as the Hermeneutic spiral, which in this case is used to operationalize 
the assignment. The interviews and survey create new insights, creating a new understanding of the 
NICE concept and how it relates to the chosen organisations. 
 

3.2 Qualitative Research 
Qualitative research is mainly associated with an inductive approach with focus on generating theory 
on the basis of qualitative data highlighting words as opposed to numbers (Bryman, 2012). In the case 
of the NICE Project and the service concept, the qualitative data will help us determine what 
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constitutes a service experience in the minds of the professionals in an industry where social reality is 
individually interpreted and constantly changing.  
In order to provide suggestions for an improved service experience concept, we need to procure 
insights into the case companies’ behaviour and values as well as their motivations for their business 
strategies (Polaine et al., 2013). The thesis takes a primarily qualitative approach to its research by 
means of qualitative interviews, which according to Polaine et al. is the optimal choice as qualitative 
data will, potentially, provide us with a better comprehension of said companies (2013, p. 46).  
The interviews are of a semi-structured nature and seek to uncover the interviewee’s point of view 
(Bryman, 2012). Each interview is conducted by loosely following an interview guide with specific 
questions and subjects the interviewers wish to explore [A9]. 
Four of the six interviews are conducted in-person bringing an ethnographic content to the findings 
as the informants are interviewed at his or her workplace (Polaine et al., 2013).  
In order to determine the focus of the analysis, the qualitative data will subsequent be broken down 
into themes and subthemes by coding the interviews. Ordinarily, the interviews would be transcribed. 
In this case, however, notes taken during the interview and a written summary of the recordings will 
be administered in the coding process [A10]. 

3.3 Quantitative Research  
Our respondents for our quantitative research was practically handed to us as one of our informants 
from our qualitative interviews has offered their staff to us for further research. Instead of conducting 
40+ additional interviews we have opted for a more straightforward and overall approach by 
conducting a survey via a questionnaire. The purpose of this survey is to gather quantifiable data in 
order to obtain visual representation of statistics to compare statements of respondents to that of the 
theory behind the service concept and the NICE approach combined with qualitative empirical 
findings.  

3.3.1 Questionnaire Survey 
According to Benyon, closed questions are recommended as these helps avoid differences when 
interpreting the outcome whereas open-ended questions are more demanding in terms of analysing 
(2010 p. 161). 
This self-completion questionnaire consists of 12 questions and statements (Bryman, 2012). The 
questions are a mix of open-ended and closed ones with the purpose of procuring a more nuanced 
data collection as we will not be able to ask follow-up questions when applying this form of method. 
The closed questions are provided with a set of predetermined answers and some with the option of 
elaborating the answer or provide a completely different one thus creating quantitative and 
qualitative data simultaneously.  

3.3.1.1. The Likert Scale 

The Likert scale, named after its creator Rensis Likert (Bryman, 2012), is ordinarily utilized when 
investigating attitudes towards a certain topic and when needing to determine the intensity and 
strength of the respondent’s feelings towards the service concept as well as the NICE approach. 
(Benyon, 2010, Bryman, 2012). The scale can take different forms in terms of points awarded to each 
answer-statement such as a four-point or five-point scale, and more. Characteristically for such a 
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questionnaire is that the questions are formulated as statements and the answers as various terms of 
agreement.  
The statements in this questionnaire are heavily based on the problem statement of this thesis as well 
as the outcome of ongoing research and qualitative interviews with stakeholders. For this 
questionnaire survey we purposely choose a four-point scale in order to “manipulate” the 
respondents to take an actual stand on the topic at hand.  

3.4 Primary and Secondary Data 
In order to answer our research question, we have established an empirical foundation based on both 
primary and secondary data.  
 

3.4.1 Secondary Data 
In order to procure secondary data, we have carried out a comprehensive desk research process 
examining numerous public documents such as web articles regarding service and experiences in CPH, 
press releases, annual reports, the websites of our chosen case companies, online reviews of said case 
companies and scholastic articles.  
By researching the NICE Project’s web page thoroughly, we were able to determine which companies 
to approach for an interview and what subject to base our interview guide on. Researching tourist 
organisations’ web pages, we were able to form an impression of potential companies outside the 
NICE narrative for our comparative data.  
 
Marianne Kragh of HORESTA kindly sent us an evaluation report of the NICE Project thus providing us 
with insights into the effects of the Project. A former lecturer of ours of CPH Business Academy, Maria 
Lovén, likewise assisted us with secondary data in the form of another evaluation report, this one with 
focus on NICE and education within the service and hospitality industry. 

3.4.2 Primary Data 
Our primary data consists of qualitative interviews of six different organisations, four of which form 
the basis of our comparative data with the two-remaining forming our basic empirical foundation (see 
table 3). 
Four of the interviews were carried out in-house at the informant’s workplace. We chose this method 
in order to acquire additional qualitative data by means of observing environmental cues such as 
smells and sounds, and assess the body language and tone of voice of the interviewee. The interviews 
were conducted via an interview guide with approximately 10 questions regarding the same topic but 
slightly adjusted each time to match the individual company’s circumstance, making the four face-to-
face interviews semi structured (Benyon, 2014, Bryman, 2012) as the interviews became more of a 
dialogue with one overall theme allowing us to procure knowledge about the subject at hand. 
 
Two of the interviews were carried out over the telephone due to one informant busy time schedule 
and the other one due to distance. As we were not sitting opposite these two informants, the 
interviews took a very structured nature following the interview guide very closely. As opposed to the 
semi-structured interviews, the two telephone interviews were less time consuming and relatively 
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quickly administered (Bryman, 2012). Regrettably, our recorder malfunctioned at one of the 
telephone interviews leaving us only with hand-written notes.  
 
Table 3. Overview of interviews 

Organisation Informant Duration Type of interview Relation to NICE 

HORESTA Marianne Kragh, Head of 
Education 

39:31 Face-to-face Partner  

Wonderful CPH Bianca Mercier, Head of 
Projects 

N/A Telephone Partner 

Hotel Kong Arthur Helle Bisholm, COO 51:46 Face-to-face NICE member 

Hotel SKT. PETRI Jesper Stubgaard, General 
Manager 

63:57 Face-to-face Non-NICE member 

Tivoli Katja Lohmann, CEM 
Manager 

37:14 Face-to-face NICE member 

BonBon-Land Mette Frimodt 
Rasmussen, Sales & 
Marketing Manager 

28:43 Telephone Non-NICE member 

 
The above table provides an overview of our case companies, duration and type of interview. 
Though BonBon-Land is listed as a telephone interview, we decided to visit the amusement park 
despite the distance as we felt we did not have enough qualitative data for this particular company. 
Fortunately, the park offered to sponsor two entrance tickets free of charge.  
Upon finishing our interview at Hotel Kong Arthur, COO and general manager, Helle Bisholm, kindly 
asked if we wanted to interview her staff. Instead we decided on constructing a questionnaire survey 
(Brymann, 2012) in order to broaden the scope of respondents and gain a more nuanced picture of 
the service experience at the hotel.  

3.5 Applied Method 
The methods applied throughout this thesis are of a both qualitative and quantitative nature, with 
qualitative being the primary approach. Six different qualitative interviews will be carried out, with 
two providing the basic empirical foundation and four the comparative empirical foundation. In 
addition to these interviews, observations will be made at each case company’s location in order to 
apply more than one perspective to the investigation. All six interviews will undergo a coding process 
in order to detect recurrent themes that will subsequent be analysed and put into context. The 
interviews are inductive in nature as the themes are an outcome of our research and we discover new 
knowledge along the way (Andersen, 2009, Bryman, 2012). 
A quantitative questionnaire survey will be conducted in order to either confirm or reject our suspicion 
of a connection between the NICE Project and the ripple effect it could potentially have. This approach 
is of a deductive character (Bryman, 2012). 
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3.5.2 Research Design  
By deciding on a research design, it provides us with a framework, or guideline, for our data collection 
as well as our data analysis. It is important to reflect on these various research approaches in order to 
select the right one in terms of criteria and importance to the thesis.  
The criteria needed to be considered are reliability, validity and replicability (Bryman, 2012). In terms 
of reliability we have considered whether or not our findings will be consistent, trustworthy and 
repeatable. Given the context of the thesis and the specifically selected tourist organisations and their 
intrinsic interest in the overall topic, this is not of significantly concern to us as we feel the responses 
would be consistently genuine and with a similar outcome, should the survey be repeated. As for 
validity, our main consideration are internal validity, as this deals with causality and begs the question 
if certain variables are responsible for the increase or decrease in customer satisfaction, and ecological 
validity and whether our findings are truly applicable to our informants’ natural work life (Bryman, 
2012). 
Bryman cites five main research designs, namely experimental design, cross-sectional design, 
longitudinal design, case study design and lastly comparative design (2012). Typically, the latter is 
conducted with more or less identical methods. Comparing two or more contrasting situations 
indicates that we can perceive social phenomena more effectively (Bryman, 2012, p. 72). The objective 
here is to identify differences and similarities in company values as well as strategic approaches to 
customer experiences.  
Arguably, the approach for this thesis is a multiple case study design given the focus on numerous 
specific organisations and how data is primarily obtained by ethnography as well as qualitative 
interviews. Likewise, as expressed in the problem statement, the nature of this dissertation is 
comparative and will thus take the form as such by comparing findings via qualitative interviews of 
various organisations within the realm of incoming tourism in CPH. Comparing multiple organisations 
within a qualitative framework potentially puts us in a better position to determine whether or not 
our theory will hold (Bryman, 2012, Eisenhardt 1989, Yin 2009) and if there is a correlation between 
cause and effect. 
 
Additionally, observations made whilst conducting interviews will be taken into consideration when 
analysing the collection of data. Lastly, a quantitative perspective will be applied by administering a 
questionnaire survey with the intent to compare staff perspectives to that of management with the 
aim of understanding the effects of applying a customer centric service concept on a deeper level. In 
doing so, we should be able to draw direct comparisons between informants and respondents. 
Our comparative strategies are illustrated in the following figure. 
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  Fig. 5. Illustration of research strategy 

 
 

                  Own Creation (2019) 
 
 
The data analysis combined with our findings will result in the discussion. 

3.5.2.1 Multiple-case Study 

Our research design takes the form of a multiple-case study as in order to conduct a comparative 
analysis, more than one case company is examined (Brymann, 2012).  
The research for all four case companies are done in a similar manner by conducting qualitative 
interviews with the exception of one quantitative approach which is performed with the purpose of 
uncovering any anomalies between employees and management within one organisation. 
The multiple-case study is said to play a pivotal part in relation to the apprehension of causality 
(Brymann, 2012). As the thesis aims to examine the effect of the NICE movement and its subsequent 
Projects and experiments, we sought different types of organisations within the NICE Project to see if 
the same customer centric approach can be applied to different service offerings within the field of 
hospitality. To explore these phenomena, we need to examine similar entities to determine whether 
or not there is causality.   
In our focus towards selecting the right case companies we considered certain criteria and concluded 
that the hotels and attractions should be similar in size, location and concept. This is imperative for 
the reliability and validity of the outcome of this study (Brymann, 2012).  

3.5.2.2 Reliability, Validity and Replicability 

Reliability, validity and replicability are criteria for assessing the quality of social research (Bryman, 
2012, p. 45).  
Reliability indicates how precisely we measure what we set out to measure and whether or not the 
research can be repeated (Andersen, 2009, Brymann, 2012) and primarily relates to quantitative data. 
As our respondents are so specific, employees working in a particular hotel and the theme of the 
questions is something they all relate to on a daily basis, we trust the result to be reliable and 
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replicable. Our only concern, though, is the numeric value assigned to the statements as these has 
been added after the survey was completed.  
As previously stated in this chapter, internal validity is our primary concern as this deal with causality 
(Bryman, 2012). Our focus will be to investigate if the NICE Project has a positive effect in terms of 
customer satisfaction. In order to do so, four criteria must be fulfilled (Andersen, 2009, p. 95): 

● Correlation 
● X comes temporally before Y (in a pattern of actions) 
● There are no external variables (Z) that can affect the outcome 
● There is a theoretical explanation that makes the connection probable 

 
The independent variable are commonly referred to the factor that has the causal impact whereas the 
dependent variable is referred to as the effect (Bryman, 2012).  
 
We will likewise be focusing on the ecological validity (Bryman, 2012). Will our findings be truly 
applicable? Will we be able to capture a realistic picture of the effects of the NICE Project and the 
people and organisations adhering to it? For our questionnaire, we need to be mindful that the result 
may very well have internal validity but still be ecological invalid due to the static nature of the 
questionnaire (Bryman, 2012). 

3.6 Data Collection 
The empirical data is collected through six qualitative interviews of various duration (see table 3) with 
one interview supported by quantitative data obtained via a questionnaire survey. A further 
explanation of each method will be provided in the following subchapters. 

3.6.1 Mixed methods 
Mixed methods is not just a mix of qualitative and quantitative research approaches. It is also a mix of 
different research designs and strategies (Andersen, 2009, Bryman, 2012). As previously mentioned, 
we have settled on the multiple-case study as we are exploring more than one case with nearly 
identical approaches in order to detect potential similarities and/or differences, meaning we have an 
added layer of comparative research design. Common to both is the qualitative research strategies 
consisting of qualitative interviewing and ethnographic observations (Bryan, 2012). In addition, we 
have added to our empirical foundation by acquiring quantitative and quantifiable data as a means to 
support our qualitative data sources. When discussing only data collection techniques and data 
sources, this approach is referred to as triangulation where theoretical perspectives and multiple 
sources of data are used and can be applied within and across all research strategies (Andersen, 2009, 
Bryman, 2012). We decided upon applying this mixed method as we felt it would provide us with the 
most reliable data in uncovering social phenomena within the field of tourism.  

3.6.1.1 Qualitative Interviews  

As part of the qualitative research there has been conducted several interviews which had multiple 
purposes first of all to get the points of view from the participants concerning how they see service 
and experience. This is relevant because it was to get a better understanding of the subject matter by 
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seeing it from the perspective of the different informants. With that in mind the qualitative interviews 
were used to go in depth with the different informants’ views of these topics. 
The interviews were as previously mentioned conducted in a semi structured manner although there 
were different interview styles as the interviews were conducted both face to face and via phone. The 
telephone interviews were more structured as in both two cases the majority of questions were 
presented by email in advance. Before the interviews were carried out interview guides were created 
to have a starting point and to get a smooth conversation going. The questions were produced to get 
a clear understanding of the subject and the intention behind the questions were not to be leading or 
complex, which are regarded in compliance with the principles of qualitative interviewing (Bryman, 
2012, p. 478). 
 

3.6.1.2 Telephone Interviews 

Two interviews were conducted by phone because this was a way to save time for the interviewees. 
This method can be highly effective especially considering saving time and travel expenses however 
an interview made over the phone may have some limitations such as, for example, if the intention is 
to have a longer conversation, then this can be hindered by the interviewee, as it is easier for the 
interviewee to finish the conversation over the phone than it would have been face to face and at the 
same time it is not possible to observe body language and to see how the interviewee physically 
responds to the questions (Bryman, 2012). The interviews were not cut short by the interviewees and 
it would have been nice to see reaction from the interviewees, however, it was not so essential for 
the interviews to see the interviewer's reaction. During the telephone interviews there were latitude 
to ask further questions in response. 
Telephone interviews are known to produce shorter answers (Bryman, 2012), however, that was not 
immediately the impression of the two interviews. The feeling was rather, that when there were no 
more questions to ask, the interview ended shortly after, where it might have continued longer and 
completely natural if it was conducted face-to-face. 
 

3.6.1.3 Questionnaire Survey 

The questionnaire survey seeks to explore the employee’s stance on the service concept and the 
service experience especially and see how they compare to that of the management. As the 
organisation in question is Hotel Kong Arthur, a hotel that has been active throughout the NICE 
Project, the questionnaire examines the individual employee’s approach to exercising the NICE 
philosophy in their daily work.  
 
The questionnaire survey is made up of 12 questions with the majority of the questions formed as 
statements given four possible answers in accordance with the Likert-scale: 

1. Agree 
2. Strongly agree 
3. Disagree 
4. Strongly disagree 
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One question is formulated as an open question allowing the respondents to elaborate on a specific 
topic using their own words.  
Two questions are phrased as closed questions with a multiple-choice option of answers provided, 
allowing us, the researchers to influence the result of these questions. However, one of these 
questions allows for a option for the respondents to elaborate on their answer. 
46 of a total of 100 [A22] full time and seasonal employees responded to the survey. However, only 33 
respondents fully completed the questionnaire. We choose to take all answers into account as we feel 
it will provide us with a clearer impression of the main focus of this thesis, namely the importance of 
experiences in the service encounter. By using the Likert-scale we can measure the intensity of which 
the respondents (dis)agree with our statements (Bryman, 2012). Unfortunately, we sent the 
questionnaire to the hotel a bit prematurely as the answers had not been assigned with numeric 
values. We have therefore assigned the values after the questionnaire was closed for more responses. 
The values are as seen above. 
The questionnaire is in Danish in the attempt to minimize misunderstandings of questions and answer 
thus providing a more nuanced outcome.  

3.7 Limitations to the Data Collection Methods and Data Sources 
During the process of writing the assignment we came to the realization that our collection of data 
was lacking an extra dimension. We had hoped to conduct a similar questionnaire survey of the 
employees at Hotel SKT. PETRI to the one carried out at Hotel Kong Arthur. This could potentially have 
helped us obtain a deeper knowledge and understanding of employee behaviour and attitudes toward 
service and experiences by comparing the outcome to that of Hotel Kong Arthur, adding another layer 
to the analysis. As it stands, there is the risk of this part of the analysis being somewhat one-sided as 
our perception of the SKT. PETRI staff is largely influenced by personal observations and 
interpretations of the interview with general manager Jesper Stubgaard.  
 
A challenge we need to be very mindful of is researcher bias (Andersen, 2009). As both of us have 
been trained in NICE and one of us have had hands-on work experience with the Project there is a high 
risk of us being highly subjective due to the personal attachment to the topic. As the thematic analysis 
of the interviews are done on the basis of a summary rather than a transcription, thus lacking 
thoroughness (Bryman, 2012) we risk this data being biased and limited as there is the possibility, that 
“we see what we want to see” in terms of our prior knowledge and interpretation of the summary. 
  
The interview with Bianca Mercier of WoCo did not provide us with much information about the NICE 
Project as she was not able to tell us anything that HORESTA couldn’t. Instead she talked about the 
tourism strategy, Localhood This could mean that our basic empirical data becomes one sided.  
 
We have had relatively easy access to literature by virtue of the CBS Library as well as personal 
connections. However, some very important literature specifically concerning how to measure the 
effect of the NICE Project have proven difficult to get a hold of. An article due out in 2019 by Jens Friis 
Jensen of RUC have yet to be published. We have reached out to the author who kindly informed us 
that as of now, no material documenting the effect of the NICE Project exists [A20]. At present, there 
are only indicators showing effect and the research is still ongoing. This means that the conclusion to 
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the problem statement may prove to be unresolved, or the very least based on mostly assumptions 
and thus scientifically inaccurate.  

3.8 Data analysis 
Our compiled data will be thematically analysed in pairs in order to create a quick overview of 
similarities and differences in our respective case companies.  
The quantitative data will be described in detail in addition to a calculation of the Likert values in order 
to determine the intensity of agreement/disagreement (Bryman, 2012) with the statements provided 
in our questionnaire.  

3.8.1 Qualitative Interviews 
The practical coding of all interviews conducted for this study was done without first transcribing each 
and entering these into a coding system interview as per tradition (Bryman, 2012). Instead, all six 
interviews were written down in an excel spreadsheet with a similar format to transcribing but with a 
subject/explanation in the form of a summary. In addition to the summaries of the recorded 
interviews, the secondary interviewer took notes during the interview and likewise compiling a 
summary, the first summary being the primary one. On the basis of these summaries we were able to 
detect recurrent themes. These themes were then categorized as (overarching) themes and 
subthemes.  
 

3.8.1.1 Thematic Analysis of Basic Empirical Foundation 

The themes of our basic empirical foundation give us an overview of strategies as well as the positive 
implications an innovative approach to experiences can have on the CPH tourism industry as 
highlighted by two major tourism organisations.  
As illustrated in figure 6 below, the arrows stipulate what themes and subthemes were derived from 
which organisation. As the figure shows, some themes were identical for both organisations such as 
involve guests and co-creation. 
From the interview with HORESTA, a partner and founder of the NICE Project, involvement of 
employees and guests quickly became evident to us. The overarching themes of these interviews were 
quite similar with WoCo substituting employees with locals. The subthemes emerging from HORESTA 
are inclusion and provide service which together with co-creation make an experience which in turn 
will increase the company’s competitiveness.  
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Fig. 6. Illustration of themes and subthemes, HORESTA and Wonderful CPH 

 
Source: Own Creation (2019) 

 

3.8.1.2 Thematic Analysis of Comparative Empirical Foundation 

The figure below provides an overview of the first of two comparisons, Hotel Kong Arthur and Hotel 
SKT. PETRI. A quick glance at the image shows that the two business have no themes in common. The 
Kong Arthur have similar overarching themes and subthemes with HORESTA with only involve all 
senses and communication differing. SKT. PETRI have entirely different themes such as exclusivity and 
stand out which seemingly makes them, in fact, stand out. The final boxes at the bottom is our 
preliminary interpretation of the respective companies’ tourism encounter (Sørensen & Jensen, 2014) 
based only on the themes and subthemes. 
 

Fig. 7. Illustration of themes and subthemes, Hotel Kong Arthur and Hotel SKT. PETRI 

 
Source: Own Creation (2019) 
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The below comparison is of the two attractions, Tivoli and BonBon-Land. They are quite similar in their 
approach to the daily operation of their respective parks with only one theme being different from 
the other. Tivoli seems to focus heavily on experiences where BonBon-Land is intent on exceeding the 
expectations of their guests. Authenticity, involve employees and presence, all part of the overarching 
themes and common to both organisations. The only subtheme is likewise common to both, feedback 
from guests, implies that both attractions are responsive to any criticism they may receive.   
 
   

Figure 8. Illustration of themes and subthemes, Tivoli and BonBon-Land 
 

 
Source: Own Creation (2019) 

 
 

3.8.2 Questionnaire Survey 
The first two statements are of a similar nature, asking whether unique experiences are essential to 
the hotel and the guests respectively. All 46 respondents either agreed or strongly agreed with these 
statements [A11]. 
The following two deals with where the responsibility lies regarding providing an excellent service 
experience. Here the employees seem to disagree slightly with 78,3 % either agreeing or strongly 
agreeing that it is up to management while only 21,8 % either disagreeing or strongly disagreeing. 
From here on out the number of respondents slowly dwindles. 
Statement 5 and 6 are important ones as they beg the question whether service is a core service at all 
levels at as well as the primary task when employed at Hotel Kong Arthur. The answer is a resounding 
‘yes’ as out 44 respondents for both questions all either agree or strongly agree with the statements. 
Question 8 is very interesting not only for the thesis but also for the hotel management. With 44 
respondents, 84 % agrees or strongly agree that they are familiar with the NICE Movement and 16 % 
that are unfamiliar with the movement [A11]. 
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43 employees responded to statement 9 concerning whether they act ‘NICE’ during their workday, 
where an overwhelming 88,4 % feel that they do opposed to 11,6% that stated they do not. 
For question 10, which is an open, qualitative question, only 35 responded [A11]. Here we asked the 
employees to provide examples of how they apply NICE during their shift. One answered:  
 
“Provide a WOW experience every time. Get to know the guests so I can give them a unique experience 
that suits their mood, their wishes, etc.”  
 
 and another one  
 
“being personal, flexible and presence” [A11].   
 
The answers show a tendency towards making an effort towards being present and listening with the 
operative word being service.  
 
The 11th and 12th question are closed questions with a multiple-choice option for both. With these two 
questions we hope to uncover what the main focus of employee training is and how the employees 
view themselves in terms of their own know-how and competencies.  
 

3.8.2.1 Result of Likert-scale 

 
Table 4. Result of the Likert-scale  

 Number of 
respondents 

1 - Agree 2 - Strongly Agree 3 - Disagree 4 - Strongly Disagree Result 

Q1 46 36 10 0 0 1,2 

Q2  46 29 17 0 0 1,3 

Q3 46 20 16 9 1 1,8 

Q4 46 21 24 1 0 1,7 

Q5 44 21 23 0 0 1,5 

Q6 44 24 20 0 0 1,5 

Q7 44 28 16 0 0 1,4 

Q8 44 29 8 5 2 1,5 

Q9 43 23 15 4 1 1,6 

 
Example of calculations, Q1: 
(36	 × 	1) + (10× 2) + (0 × 3) + (0 × 4) ÷ 46 = 	1,2 (Miami University, 2009) 
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The number on the far right of the table above indicates the intensity of the attitude towards each of 
the nine questions based on a statement relating to service and experiences and the employees’ 
knowledge of NICE. The calculation of Q1 tells us that 36 respondents agreed with the statement 
whereas 10 respondents strongly agreed, the Likert score of 1,2 indicating that attitude points towards 
agreed with a value of 1. 
 
The score for each question is quite similar in intensity meaning that there is very little variety in the 
responses. Therefore, the Likert scores are somewhat redundant for this study.  
 

4 Findings 
In this chapter we will analyse each case company based on our empirical data and subsequent 
compare the organisations to determine how they approach the NICE Project and the service concept 
as well as experiences and how it is applied according to themes and sub-themes.  
 
"The customer experience has emerged as the single most important aspect in achieving 
success for companies across all industries" 
 

Meenakshi Sharma & D.S. Chaubey (2014, p. 37) 

4.1 Hotel Kong Arthur 
 
As per the thematic analysis of our in-depth interview with hotel manager, Helle Bisholm, the below 
themes and subthemes were determined. An analysis will be carried out on the basis of these and will 
be supported by primary quantitative data obtained via a questionnaire survey of the employees’ 
viewpoint of service and experiences in relation to Hotel Kong Arthur. 
 
Table 5. Themes and subthemes, Hotel Kong Arthur 

Themes Involve guests Involve employees Involve all senses 

Subtheme(s) Co-creation Provide service Communication 

 

4.1.1 NICE in Relation to Hotel Kong Arthur 
Hotel Kong Arthur, a big fan of the NICE Project, have implemented several initiatives based on the 
thinking behind the Project. When interviewing the manager, Helle Bisholm, it became very clear that 
service is of the highest priority at the hotel as backed up by the employees [A11]. When talking on the 
subject of experiences Helle is adamant that an experience at Kong Arthur lives up to all four realms 
in the service experience, such as escapism where the guest is the centre of focus (Helle Bisholm, 2019 
[A2]).  
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The following four examples were all NICE experiments where some can be considered more NICE 
than others. 

4.1.1.1 The Guest App 

One of the most often mentioned NICE initiatives is the app that was developed by Hotel Kong Arthur 
(Lovén & Findlay, 2018, Standby, 2017, Dansk Erhvervsavis, 2017, [A21]). The app is intended to help 
the guest orientate themself around the surrounding neighbourhood and the city. In addition, the 
employees are able to upload their own recommendations for food, drinks, sightseeing etc. thus 
promoting local businesses in the vicinity. It originally started out with a map with 66 suggestions for 
restaurants, shops and sights with a thorough description of each place. The app is available in booklet 
form as well as both off-and online (HB, 2019 [A10]). However, at the time of writing, the app had not 
been updated for a while as despite its success with guests who had used the app, the employees are 
struggling to communicate it to the guests. 
 
The app is a testament to guideline number 3 and 6, innovation & co-creation and experiences in all 
contact services respectively, of the NICE manifesto. It is very much an interaction between the hotel 
and the guests in order to co-create a more rounded service experience in addition to being digital 
and allowing for an alternative way to interact with the guests. 

4.1.1.2 The Shower Curtains 

Guests have long called for a glass wall in the bathrooms to prevent water from splashing all over the 
bathroom as opposed to the old-fashioned shower curtain. Due to economical and practical reasons 
this was simply not possible. Instead the hotel sourced new shower curtains with the history of the 
shower curtain printed on them in the hope that this would lead to pleasant conversations rather than 
unpleasant complaints (Dansk Erhvervsavis, 2017 [A21]). 
 
This initiative may not strictly be NICE thinking but more like storytelling and nudging as in order to 
read the full story, the curtain must be fully pulled. However, the hotel itself considers this a NICE 
experient and an attempt to create a solution to an issue based on customer feedback. 

4.1.1.3 The Runners Club 

The runners club was established in an attempt to co-create experiences with the guests.  
 
“There are many runners among our guests, and it can be difficult to run in a big city. A morning run 
gives a good start to the day, and at the same time they meet the locals and get an experience of the 
neighborhood around the hotels. Although they only stay with us for a few days, they may well be 
temporarily locals,” - Localhood (WoCo, 2017). 
 
The experience was not only concerned with being NICE but also how to communicate the possibilities 
of one of the hotels’ other offers, spa treatments in Ni’mat Spa. The runners club therefore became 
involved as the running route would come to conclude with a stay at the spa (Dansk Erhvervsavis, 2017 
[A21]).  
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This initiative is an example of co-creation and in alignment with the NICE manifesto’s 3rd guideline, 
innovation & co-creation where memorable experiences and engaging all senses are in focus.  

4.1.1.4 The Breakfast Queue 

The breakfast buffet was one of the first NICE initiatives in terms of trying to communicate better with 
the guests and to shorten the wait in the restaurant. As breakfast is not included in the room rate, 
guest can choose to purchase breakfast tickets in the reception (Dansk Erhvervsavis, 2017 [A21]). This 
could potentially cause inconsistency and added pressure in the kitchen and subsequent restaurant. 
This can in turn cause a massive discontent amongst guest. In an attempt to accommodate the 
situation, the kitchen is now informed frequently during the day of how many purchases have been 
made in order to plan accordingly, and the guests are likewise informed of when to expect little wait 
or none at all.  
 
As the reader will find during this study, Hotel Kong Arthur is an extraordinarily NICE organisation. The 
examples mentioned above are tangible and concrete examples of how the organisation is being NICE. 
However, based on our own discoveries and outcome of the qualitative interview and questionnaire 
survey, we argue that Hotel Kong Arthur follow all seven guidelines in different ways throughout its 
service offering. The hotel manager embodies NICE guidelines 4, 5 and 7, management commitment, 
trust and scope of action for employees, competent employees and managers respectively. Manager 
Helle Bisholm is very committed to the NICE Project even though it is no longer an active Project, as it 
is included in the company business plan every year (Helle Bisholm, 2019 [A10,18]). She puts a lot of 
trust in her employees to carry out the principle of NICE and lots of leeway to provide the guests with 
an excellent service experience. Judging by TripAdvisors 2019B Travelers Choice awarded to the hotel, 
we can surmise that all personnel at Hotel Kong Arthur are very competent and skilled in creating and 
delivering experiences. 

4.1.2 Applied Theory 
The hotel strives to make its guests feel as if they were at home by incorporating all senses into its 
service offering. The service experience and the servicescape at Hotel Arthur seem to be intertwined 
as both revolve around the same theme; creating a tranquil atmosphere and a sense of belonging. 
Upon entering Hotel Kong Arthur guests will quickly get a feel of the Scandinavian sense of interior 
design and how important the social attributes are to the servicescape as well as the service 
experience. In the following subchapters we examine theories and initiatives taken by the hotel within 
the field of service economy, co-creation and service design by exploring the experience settings and 
the social servicescape of the establishment as well as attempting to place Kong Arthur’s service 
offering within Pine & Gilmore’s four realms of an experience (1998).  
 

4.1.2.1 Experience Settings 

The first thing that springs to mind, is that Kong Arthur is in alignment with Pine & Gilmore’s (1998) 
five design principles with Boswijk et al. added 6th principle, making the hotel’s immediate design a 
first-generation experience setting (2006). Helle Bisholm admitted to not fully knowing the theories 
behind experiences and experience economy, making this analysis even more interesting. Is the 
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success of Hotel Kong Arthur just a fluke, or is there a deeper meaning behind its service offering and 
servicescape? 
Exploring the aforementioned principles according to our qualitative data we will explore this 
particular question. 

1. Theme  
○ There seems to be more than one theme in the physical settings at the hotel. Apart 

from the Scandinavian interior design with its mix of dark and light neutral colours 
with a touch of ‘hygge’ as seen in the pictures in table 6, the establishment pays 
homage to its namesake with shields on the lounge wall referring to medieval King 
Arthur and his knights. 

○ In keeping with the Scandinavian theme, the restaurant only serves breakfast inspired 
by Nordic cuisine and naturally sourced organically and locally (Arthur Hotels, 2019F). 
Guests will learn that the restaurant does not serve orange juice at any times as 
oranges are not local to Denmark. But apples are. Apple juice is the therefore the only 
available juice at the hotel and restaurant [A2]. 

○ What cannot be seen in the pictures are the smells and the sounds that emerge from 
the reception and lounge area as well as the hotel rooms themselves. These two 
artefacts emphasize a third theme, a spa theme which relates to an additional tourism 
product, self-indulgence at Ni’mat Spa, located within the hotel premises (Arthur 
Hotels, 2019C). The smell emits from fragrance sticks that are placed in all rooms and 
bathrooms on the ‘spa floor’ resembling the scent from the spa itself in an attempt to 
make the spa experience a complete experience that extends beyond the actual spa 
treatment. The spa floor is kept in purple and darker, warm hues in order to create a 
calm and tranquil sensation during the entirety of the guests stay. Other floors of the 
hotel are kept in the same cool shades as the reception and lounge area making the 
themes of the hotel a constant throughout. 

2. Harmony  
○ It would be reasonable to assume that all these themes would cause a disharmony 

and confusion among guests and visitors. It doesn’t, however. The interior physical 
settings are tastefully done and create a welcoming and pleasant ambience, loyal not 
only to its historic physical frame but also its Nordic heritage and location. Come as 
guest, leave as family is the core message and mission of the hotel (Arthur Hotels, 
2019A) and it shows through the choice of architecture and themes. 

3. Eliminate  
○ The hotel is currently undergoing construction in a bid to add 60 more rooms, totalling 

215. As for negative cues it would be fair to surmise that there would be some such 
as noise pollution, craftsmen in all common spaces and visible debris littering the 
place. The hotel has eliminated (most of) these negative cues by building a noise 
cancellation wall only slightly making the reception and lounge area smaller, 
effectively keeping the day-to-day operation going without much disruption.  

4. Memorabilia  
○ Kong Arthur makes it easy for the guest to bring home with them a piece of their spa 

experience at the hotel by providing a small complimentary pouch of lotion utilised in 
the Ni’mat Spa as seen in table 6. Additionally, lotions and shampoos manufactured 
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in Scandinavia are available for purchase. Again, the themes and purpose of the guests 
align perfectly with memorabilia items adding an extra touch. 

5. Engage all five senses  
○ Pine & Gilmore (1998) posit that an experience should not only be visually pleasing as 

the more senses are engaged, the more memorable the experience can be. It might 
be a stretch to ascertain that the hotels tourism product engages all five senses, 
depending on the intentions of the patron; are they looking for a room for the night? 
A weekend away? Or perhaps a romantic getaway with decadence and luxury? The 
latter suggest that all five senses are to be engaged with a stay on the spa floor with 
subsequent treatments. We have already discussed smell being engaged as well as 
sight. Hearing, at least in the spa area, is likewise captured as music is being played at 
a pleasant volume with soothing tones contributing to the tranquillity and, hopefully, 
well-being. As for touch the guests may not be able to touch anything but furniture, a 
nice, clean bed or a cosy sofa perhaps lest they visit the spa. Here they will be able to 
touch and feel the water in the Water Temple, for example (Arthur Hotels, 2019C). 
The last sense, taste, can only be engaged, in this case, if the guests visit the 
restaurant. For the purpose of simplifying things for this study, we resolve, that the 
individual service offerings and products can be categorized as one overall product 
thus encompassing all five senses, some more than others. 

6. Naturalness 
○ Boswijk et al. (2006) state that this principle is to make sure that the entire experience 

setting makes sense as a hole. Is everything connected throughout the experience in 
a way that makes the guests feel welcome and comfortable? The intent of Hotel Kong 
Arthur is clear to us and does not just feel like a catchphrase on a webpage. All five 
design principles are adhered to and complement one another in living up to its 
mission of providing guests with a home away from home (Arthur Hotels, 2019D).  

Table 6. Pictures of Hotel Kong Arthur 

 

Source: Henriette Ravnkilde Jensen & Allan Lindegaard Jørgensen, with permission from Helle Bisholm, hotel 
manager, Hotel Kong Arthur (2019) 

 
However, with the NICE initiatives in mind, it can be argued that Prahalad & Ramaswamy’s DART 
principle (2004) applies to the hotels intangible service product; the co-creation of the service 
interaction itself and arguably, Kong Arthur’s biggest asset. It may seem excessive applying both 
experience settings to the hotel but we feel none of them can be excluded in the case of Hotel Kong 



 
 

 49 

Arthur as they, in a sense, provide a traditional service product but with a contemporary approach 
well suited to the guests of the establishment.  
Exploring the DART principle, we change focus from the physical cues to the human resources 
employed by the hotel: 

1. Dialogue 
○ In the questionnaire survey conducted amongst the staff at the hotel, the employees 

express ways in which they attempt to decode the guests wants and needs. Quite a 
few of the answers are various ways of interacting with the guests through dialogue. 
Some of the employees responded with: 

Listen to the guests, create a dialogue and ensure that everything is as it should be. I like to laugh with 
the guests and give them extra (fun) info. [A11] 

Fulfill guests' expectations of the city by informing and preparing them well so that they are receptive 
to a good service experience. [A11] 

The above statements are in accordance with the NICE manifesto point 2, Authentic, 
Curious and Passionate Employees and point 5, Trust and Scope of Action for All 
Employees (see table 1). These two points specifically encourage employees to engage 
and interact with guests in order to better understand the individual customer within 
a framework cultivated by the workplace for employees to show initiative towards 
creating unique experiences. As we will discuss in a later chapter, there is value in 
knowing your customer and learning by sharing (Boswijk et al., 2006, p. 10, Sørensen 
& Jensen, 2014) valuable information. In this instance knowledge is created when 
employees engage in dialogue. 

Based on the result of the questionnaire, the staff members seem to have taken this, 
the dialogue principle as well as the NICE manifesto to heart in their work day where 
interaction takes a significant place in their interpretation of creating memorable 
experiences.  

2. Access 
○ The subtheme communication falls perfectly into this principle as information and the 

accessibility hereof is of great importance to this experience setting. Verbal 
information is readily provided by the employees at all times. However, how can the 
hotel provide a continuously service experience when the guests are out exploring the 
city? In an attempt to do so, Hotel Kong Arthur created an app that can be accessed 
by both guests and employees allowing both parties to (sort of) interact on the go. 
The app consists of staff recommendations around CPH with maps of the city for easy 
navigation and inspiration [A10].  

○ With regards to other relevant information, the company website is generously 
packed with ‘Need to Know’ and ‘Nice to Know’ information regarding check-in/check-
out times, hotel facilities, parking and so on (Arthur Hotels, 2019E). Interestingly, there 
is no information regarding the current ongoing renovation. 

3. Risk-benefits   
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○ This principle also goes both ways. Both the guests and the hotel need to assess 
potential risks, especially where co-creation of experiences is involved (Boswijk et al., 
2006). In the case of Kong Arthur, choosing not to disclose the renovation process on 
the website could potentially affect the occupancy rate, or possibly garner unhappy 
customers and subsequent negative reviews online. The guests need to gauge the 
information provided incl. location, price range and possibly, to their mind, 
disadvantages of choosing to stay at the hotel. With regards to the construction and 
the lack of easily accessible information hereof, the guests do not seem to mind. At 
least not according to hotel manager, Helle Bisholm, who informed us that despite 
this, there is a relatively high level of customer satisfaction with the hotel [A10]. 

4. Transparency  
○ Whereas the reception area might signal a barrier being situated behind pillars and 

with a large desk between the guests and the staff (see table 6) thus appearing 
obscure to the surroundings, this is near impossible to avoid in the physical sense. 
However, the barrier seems to be only that, a physical one in order to signal a work 
space between ‘experts’ and customers. Figuratively speaking, the barrier seems 
somewhat minimized due to the openness and highly service minded approach by the 
employees at the hotel. We noticed a general and genuine friendliness towards 
anyone approaching the reception and bar area and a willingness to assist.  

○ As for opting out of the full disclosure of the renovation which is arguably a piece of 
valuable information for a potential customer, choosing to bypass this could be 
interpreted as an attempt to cover up a potential nuisance. However, due to the 
precautions taken by the hotel we assume that these initiatives were deemed 
sufficient and any further announcements unnecessary. 

When exploring the experience settings at Kong Arthur, it becomes clear to us, that both generations 
are applied at the hotel. Judging by our compiled data and personal observations this combination of 
tradition and focus on the individual seem to work very well. Here value creation takes place both 
within the company and in the individual employee and guest (Boswijk el al., 2006). 

4.1.2.2 The Social Servicescape 

Bitner’s 1992 model of the servicescape addresses mainly the physical environment and the spatial 
layout of this. In her version of an elaborate servicescape (1992), at Hotel Kong Arthur the guests go 
through multiple touchpoints and require them to interact with the staff continuously. Given that 
physical cues and the like was largely explored in the previous subchapter, we turn our attention to 
the social servicescape that challenges Bitner’s lack of inclusion of ‘people’ in the physical settings and 
how the social aspect can influence the perception of other guests (Tombs & McColl-Kennedy, 2003).  
In this chapter we examine the social servicescape at Hotel Kong Arthur based on Tombs & McColl-
Kennedy’s 2003 framework. The authors propose that the purchase occasion, the servicescape, will 
impact the reaction to and the acceptance of the social density, the physical element, as well as the 
pronounced emotions of other guests. This will then impact the guest’s affective responses, their 
mood, and their cognitive responses thus influencing their intentions to repurchase (p. 458). 
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The Purchase Occasion 
This element relates to context; is the purchase occasion a private or a group occasion? The model 
suggests that the private customer prefers to make either the purchase, or the service experience 
without the influence or interference of others (Tombs & McColl-Kennedy, 2003). In the case of Hotel 
Kong Arthur, a business traveller might fall under this category as his main purpose for the purchase 
is a bed in a foreign city. He may require peace and quiet and very few interactions with other people 
so as to not distract him from his dealings thus needing a low density setting. At Kong Arthur, such a 
guest would presumably expect the hotel to easily accommodate his requirements it being a medium 
sized hotel one could assume the social density would be of an equivalent volume. Being a boutique 
hotel, the establishment would not ordinarily attract say young backpackers looking for like minded 
travellers and cheap accommodation, making the hotel a low-risk purchase for this particular type of 
guest, or a person simply wishing to consume the service experience with as few disruptions and 
nuisances as possible.  
The opposite, the group purchase occasion, is a phenomenon where multiple consumers are looking 
to share the service experience, much like the young backpackers. Here the social density is likely 
desired to be high. Common to both is that the context is solely determined by the guest(s) and merely 
facilitated by the hotel (Tombs & McColl-Kennedy, 2003).  
 
Social density 
Tombs & McColl-Kennedy posit that the social density setting is dictated by the purchase occasion and 
that the setting in itself creates emotive incidents via the inevitable social interactions (2003). They 
hypothesise that the emotive state of the guest(s) is more likely to be positive in a high density setting 
as opposed to a low density and vice versa in a private purchase occasion. At Kong Arthur, the spatial 
layout does not foster a high density setting. As mentioned previously, the physical cues promote a 
down to earth, laid back atmosphere where the common areas encourage ‘hygge’ and downtime in 
smaller social settings. This indicates that guests with a private purchase occasion is likely to feel 
positive and thus inclined to consider re-patronage and/or recommend to others.  
 
Displayed emotions of others 
The authors anticipate that in a private purchase occasion, the displayed emotions by other guests 
will have a negative effect on the guest’s emotive state regardless of said emotions are positive or 
negative (2003). The reason being is that it is expected that the guest will see any blatant impact by 
other guests as a disturbance which in turn will influence the guest’s emotive state negatively. In the 
end, the presence of other could either enhance or reduce the individual guest’s overall satisfaction 
and perception of quality (Tombs & McColl-Kennedy, 2003, Madsen, 2012).  
In the case of Hotel Kong Arthur, we have detected the opposite effect. That is not to say that neither 
a private purchase occasion nor a group purchase occasion cannot be influenced negatively at the 
hotel. Scholars argue, that emotional contagion occur in service interactions between the employees 
and customers (Hochschild, 1983, Howard & Gengler, 2001, Pugh, 2001, Tombs & McColl-Kennedy, 
2003). Our data suggest that the displayed emotions of the staff seemingly have a positive impact on 
the guest(s). The guests are presumably not aware of the hotel’s approach to the service concept and 
passion for the NICE philosophy, which is of course, how it should be. But if the user review website, 
TripAdvisor, is to be believed, the employees have a remarkable impact on the guests’ service 
experience, with many citing the staff as being very friendly and helpful (TripAdvisor 2019B). One 
reviewer, who travelled as a couple wrote: 



 
 

 52 

  
“Hotel Kong Arthur is an amazingly friendly place to stay and it is very well located in a beautiful part 
of 'the happiest city in the world'...The hotel is staffed by some of the most helpful and friendly 
personnel I have ever encountered...” 

(TripAdvisor 2019B) 
 

Even when the guests are unhappy with the hotel, the staff is recognized in a positive manner: 
 
“Staff are very well trained and very pleasant all of them. This is the best from the hotel. Kudos for 
them!” 
        (TripAdvisor 2019B) 
 
It is important to note, that the majority of the reviews fit into the hotel’s social servicescape, being 
couples, families and business travellers falling in to the private purchase occasion category, with 
some modifications. 
 
The above reviews underline the results of the questionnaire survey which indicates that the most 
prominent task of the employees is to engage with and provide the guests with an excellent service 
experience: 
 
Q4: It is my responsibility to ensure a great service experience [A11]. 
 
1 - Agree: 45,7% 
2 - Strongly agree: 52,2% 
3 - Disagree: 1% 
4 - Strongly disagree: 0% 
Likert score: 1,7 
 
The Likert score indicates as per the above that the majority of the respondents strongly agreed with 
the statement. 
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Fig. 9. Social Servicescape    

 
Source: Tombs & McColl-Kennedy (2003, p. 458) 

 
Customer’s affective and cognitive responses 
As previously established, the guests’ emotive state plays a significant role in the social servicescape 
due to the effect these have on the initial consumption objective of the guest and his or her following 
conductive reaction.  
Returning to the second review on the previous page, the guest highlighting the employees as the only 
good thing about Hotel Kong Arthur is exhibiting an avoidance behavioural response as opposed to 
the first review, praising the hotel as well as the staff, which is displaying an approach response 
(Mehrabian & Russell, 1974, Tombs & McColl-Kennedy, 2003). Both reviews are examples of a set of 
circumstances within the S-O-R (Stimulus-Organism-Response) model developed by Mehrabian and 
Russell (1974).  
Social facilitation suggests that incorporating other guests into the servicescape is important due to 
the fact that most service encounters are carried out in the presence of others. The physical 
servicescape at Kong Arthur encompasses a social servicescape and could potentially elicit an 
approach-avoidance behaviour in guests as social stimuli, such as displayed emotions will more often 
than not increase the intensity of emotions in others (Tombs & McColl-Kennedy, 2003). Though we 
have determined that the purchase occasion in the case of Hotel Kong Arthur is presumably private, 
we acknowledge that private purchase occasions may still hold a certain desire to seek social stimuli, 
as many reviewers mention ‘cosy hour’ at the hotel (TripAdvisor 2019B), signifying a possibly 
subconscious need to be influenced, or aroused, by others to help determine their own approach-
avoidance behaviour. The approach-avoidance behaviour not only relates to the social density aspects 
and the guests’ willingness and desire to interact with other patrons but also his or her repurchase 
intentions.  
 

4.1.2.3 A Memorable Experience? 

Taking a cue from Helle Bisholm herself concerning Pine & Gilmores four realms and her desire to 
incorporate all four in the hotels service experience, we attempt to place the hotel’s service offering(s) 
in one or more of the four realms of experience.  
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The manager expressed that she hoped the guests would consider ‘her’ hotel a complete experience 
with emphasis on escapism [A2, 10] based on the hotels attention to engaging all five senses. According 
to our research this is very close to being a reality as we deem the hotel’s service experience to fit into 
three out of four realms (see figure 9).  
 

Fig. 10 Four realms of an experience, Hotel Kong Arthur 

 
Source: Own creation based on Pine & Gilmore (1998) 

 
 
Taking the overall service offering and breaking it down into more specific offers we can place these 
in all realms but the entertainment one. The hotel does not provide an entertainment offer as such. It 
can be argued that going to the bar can be quite entertaining and requires a relatively passive 
participation. However, we consider the bar and lounge area a part of the facilitating services of the 
service package and the offers illustrated above as supporting services (Grönroos, 1987).  
The runners club with a running coach attached, a NICE initiative [A2], requires a high level of active 
participation and as the route is in and around the inner-city participants will see and experience CPH 
in a rather unconventional way and simultaneously learn about the history of our city and its 
surrounding buildings. As a response to complaints about the shower curtains sticking when wet, and 
an attempt to keep costs at a relatively low, the hotel replaced the shower curtain in some of the 
bathrooms with new ones with the history of the shower curtain printed on them (Dansk Erhvervsavis, 
2017 [A21]). Here we see another NICE initiative and a successful effort to nudge guests to pull the 
curtain all the way in order to be able to read the full story thus preventing water going all over the 
bathroom.   
To stay in the active participation part of the model, the spa falls into the category of escapism as a 
spa treatment calls for immersion and engaging of senses. For a little while, guests at the hotel can 
distract themselves from real life and let them be swept away by the ambience. 
aesthetic falls under passive participation and will always be subjective and culturally determined 
(Madsen, 2012). According to Madsen, aesthetics is often about the arts, nature, music and food 
(2012, p. 23). We argue that a first-time visitor to the country could potentially be awed by the 
Scandinavian aesthetics of the hotel as well as the Nordic cuisine. Here aesthetics is a combination of 
Danish mentality in the form of ‘hygge’ and medieval artefacts adorning the walls in addition to the 
hotel’s architectural surroundings. 
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“...The hotel staff were very nice, and able to help us find things to do. They also have a free bike rental 
service and a running coach who leads a group of runners every morning for anyone who wants to join! 
That was a great way to see the city!  
The room was very clean, the size is perfect for two people. Felt very cosy”. 

(TripAdvisor, 2019B) 
 
If a stay at Hotel Kong Arthur will be memorable or not is not for us to say. However, based on our 
findings in accordance with the applied theories within the fields of experience economy and service 
design, we can establish that the hotel has created an excellent starting point towards it. 
 

4.1.2.4 Three Meaningful Dimensions for Co-creation of Experiences 

According to Marianne Kragh of HORESTA, Head of Education and an integral part in realizing the NICE 
Project, the core of the Project is employee involvement. When employers try to include employees 
in developing the service offering, employee procedures etc. it more often than not leads to employee 
satisfaction. This will in turn prompt an increase in customer satisfaction [A1]. The same sort of 
reasoning appears in the local tourism strategy by WoCo, Localhood (2017) and is a testament to Hotel 
Kong Arthurs slogan, come as guests, leave as family.  
 
In alignment with Vargo & Lusch and the FP6 of the S-DL, Value is co-created by multiple actors, always 
including the beneficiary (2004, 2008, 2013, 2016), they posit that patrons co-create experiences and 
thereby the value that is the foundation of what constitutes experience economy. Tourists are active 
co-creators of tourism experiences, not passive consumers (Suntikul & Jachna, 2016). 
 
Research show that place attachment correlate with loyalty and satisfaction from visitors. They tend 
to behave with respect for the environment of said place if they feel a certain connection to it (Cheng, 
Wu, & Huang, 2013, Lee, 2011, Raissoon, Smith, & Weiler, 2013, Suntikul & Jachna, 2016). This 
coincides with Tomb & McColl-Kennedy’s theory on social servicescapes and how the purchase 
occasion can influence the guest’s affections for and perceptions of a service environment (2003). 
Suntikul & Jachna express co-creation and place attachment as the following: “Place attachment is 
something that is felt. Co-creation is something that is done - a process of which value or experiences 
are created” (2016, p. 278). This definition is very fitting when it comes to Hotel Kong Arthur, especially 
concerning the co-creation of experiences. Thinking of the hotel slogan or saying, come as guest, leave 
as family it begs the notion that guests are very much included in the service offering in the sense that 
they are encouraged to participate in the creation of the experiences. For instance, there would be no 
runners club without the participation of guests but more notably the hotel employees try in making 
the service experience a personalized one as opposed to a standardized one by engaging in the guests 
by means of providing information and communication. Minkiewicz et al. (2014) suggest three 
meaningful dimensions within co-creation of experience (Suntikul & Jachna, 2016) that fit into the 
conceptual framework of the NICE Project: 
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1. Personalization 
○ The staff at Kong Arthur take great pride in getting to know their guests in order to 

understand their needs and meet the individual guest exactly where he or she is in 
the service encounter [A11]. Being able to identify this is how the employees can turn 
a service into an experience and the guest will, hopefully, feel seen and heard as well 
as included thus potentially leading to feeling a certain attachment to the hotel. This 
dimension is the heart of the NICE movement and the employees as per the result of 
the questionnaire survey [A11]. 

2. Engagement 
○ This dimension is an extension of the previous one and also refers to involvement. In 

the case of Hotel Kong Arthur, it seems both sides of the desk are involved on a very 
frequent basis in terms of creating experiences. Identification of needs and interests 
of the guest shows engagement and is very similar to the second guideline of the NICE 
manifesto, authentic, curious & passionate employees. Helle Bisholm appreciates that 
her employees interact with the guests and via both the meeting in the reception and 
in the runners club the employees have the opportunity to pass on their passion for 
the hotel and for CPH to the guests. Our meeting with Helle and the employees gave 
us the impression that they are committed and very interested in the guests.  

3. Co-production 
○ The runners club and the guest app are both examples of co-production where both 

guests and employees actively form the product together. While the runners club is 
already established, the volume of runners as well as the running route and the 
contents thereof. Both are determined on the basis of the guests and their immediate 
wants and interests. As for the app, guests are able to leave comments, while online, 
of recommended places thus contributing to the content of the app and subsequent 
the experiences of other guests. 

 

4.1.3. Sub Conclusion 
Based on our finding we can conclude that the employees at Hotel Kong Arthur are quite familiar with 
the NICE movement as well as the NICE Project which is clearly expressed in their work ethics and 
commitment displayed towards the hotel guests. The staff seem to adhere closely to the DART 
principle which in turn is recognizable in the NICE manifesto as the latter focuses on interactions and 
experiences through dialogue and communication.  
The three main themes of our findings, involve guests, involve employees and involve all five senses 
are conveyed on a daily basis through the themes of the hotel that seek to create a certain atmosphere 
and social servicescape for the guests to feel at home in. The employees are taking great pride in 
conversing with their guests and helping them co-create experiences during their stay in CPH, whether 
by active and physical participation or technological participation. The hotel has all the right 
prerequisites to deliver an unforgettable experience in terms of being within the domains of a service 
experience as well as co-creating and co-producing said experiences within the NICE framework.  
As established in the beginning of the Hotel Kong Arthur study, the hotel is not only aiming for but 
also exhibiting complete “NICE-ness” in their approach to service experiences.  
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4.2 Hotel SKT. PETRI 
The thematic analysis of Hotel SKT. PETRI reveals three overall themes listed in the model below and 
one sub-theme that has origins specific from the theme exclusivity. Although there are three 
overarching themes they do not stand alone and the analysis will reveal that they are somehow 
interrelated. After conducting an interview with the manager of SKT. PETRI Jesper Stubgaard it was 
clear that he understood how the hotel was to be perceived which lead to the three overarching 
themes. Exclusivity as one of the themes becomes evident as Jesper Stubgaard talked about several 
of the actions they have implemented. One of his mottos is to provide the guest with an inspiring 
experience, and in relation to that they have developed a concept aimed at a specific segment called 
Room Rapport (Jesper Stubgaard, 2019 [A10,17]). This concept revolves around a collaboration with 
prestigious artists, brands and cultural personalities. According to Jesper it is all about gastronomy, 
sustainability, lifestyle and art. The hotel has another concept called Laidback Luxury which is 
supposed to radiate warm and clever luxury (Jesper Stubgaard, 2019 [A10,17]). 
 
Table 7. Themes and subthemes, Hotel SKT. PETRI 

Themes 
 

Stand out Exclusivity 

Sub-theme(s) Profit Sustainability 

 

4.2.1 NICE in Relation to Hotel SKT. PETRI 
Hotel SKT. PETRI is a high-end hotel and that means that the hotel must provide a service standard 
that is at the highest level to service the discerning global traveller (Nordic Hotels, 2019A). There is no 
doubt that they want to provide an excellent stay for the guest or as the hotel chain, which SKT. PETRI 
is a part of, puts it; “No matter your reason for staying with us, we will strive to make your stay as 
pleasurable as possible – at the hotel and around CPH” (Nordic Hotels, 2019A).  
How is this willingness to provide guests with a great service compared to the thinking behind NICE? 
SKT. PETR has implemented initiatives to enhance the service level such as a hotel lobby host which 
will be touched upon later in the chapter. The job of the lobby host is to greet the guests and to 
interact with them and that could very well be related to the NICE manifesto guideline number 2; 
Authentic, curious & passionate employees (NICE Project, 2018D), but it was not our impression, as we 
were met by a slightly distanced employee, who was, however, very polite and very service minded. 
The laidback luxury concept that is supposed to generate warm and clever luxury is not what would 
be considered NICE thinking as it is more a marketing ploy, ergo a way to stand out from other hotels, 
which Jesper pointed out in the interview [A10,17], whereas NICE revolves around experiences.  
As mentioned previously the hotel wants to provide the guest with an inspiring experience via their 
concept Room Rapport which will be explained in more detail in the following sections. Room Rapport 
is about initiatives that exudes the theme exclusivity such as attending exciting lectures, get 
prestigious memorabilia and see beautiful and different pictures on the walls. 
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4.2.2 Applied Theory 
First and foremost, the hotel aims to give their guests a luxurious experience, which our analysis will 
touch upon. We will analyse the hotel’s different initiatives and how the initiatives fits with the 
theories. The luxury aspect will e.g. be examined in connection with Pine & Gilmore’s four realms of 
an experience (1998). We will illuminate the hotels’ tourism encounters with focus on experiential 
services, and the physical settings will be analyzed through the servicescape theory and together with 
The DART Principle (Boswijk et al., 2006) they will be related to the theory of co-creation.  

4.2.2.1 Four Realms of an Experience 

It becomes evident when entering the hotel that it is in the high end of the scale and that they want 
to reflect that the hotel is a beautiful place which the guests can enjoy. This resonates perfectly with 
Pine & Gilmores The Four Realms of an experience (1998) where aesthetics plays are very important 
part. When entering the hotel lobby the guests will enter a huge open space with both the reception 
and a restaurant visible. One of the thing that catches the eye is a green sofa and a silver coloured 
statue in front of the stairs that lead to the upper floors which can be seen in table 8. 
 
Table 8. Pictures of Hotel SKT. PETRI 

 

Source: Hotel SKT PETRI, (2019), with permission from Jesper Stubgaard, general manager, Hotel SKT. PETRI. 
 
This part of the hotel goes very well in line with rest of the hotel in relation to the design and the 
feeling of exclusivity the hotel wants to pass on to the guests. As related to the aesthetic realm the 
objective is to get immersed in the environment (Pine & Gilmore, 1998), and for Jesper Stubgaard it is 
imperative that the decoration somehow gives the impression that guests are a part of CPH. There are 
several pictures hanging on the walls were famous personalities such as actor Pilou Asbæk, originating 
from CPH are portrayed as guests and the decoration on the walls had its origin from the local 
neighbourhood (Jesper Stubgaard [A, 2019 [10,17]). The aesthetic part of the hotel is very much 
apparent and the interior design of the hotel gives a sense of a very formal place such as an art 
museum which is most likely the impression the hotel manager wants to give of the hotel. In 
accordance with this it could be viewed that the aesthetic part also provides some sort of refuge from 
the everyday life were the guests immerse into the entire experience with the emphasize on design 
and luxury which is related to the fourth realm of experience Escapism (Pine & Gilmore, 1998). 
 
Entertainment, the 3rd element (Pine & Gilmore, 1998), is likewise part of the hotel’s service offerings. 
According to Jesper Stubgaard it is something they value very highly as it then becomes possible to 
provide the common Copenhagener with something special by enhancing the entertainment aspect 
of the hotel which is done by implementing several events such as lectures where certain cultural 
personalities are invited (Jesper Stubgaard [A10,17]). A specific event concerned the Danish car 
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manufacturer Zenvo, where the chief designer was invited to tell about the brand which is considered 
to match with the most extraordinary and sophisticated hyper cars (Zenvo Automotive, 2019A). Zenvo 
produces these hyper cars in limited numbers and they are treated as a collector’s item as they only 
produce a maximum of five cars per year (Zenvo Automotive, 2019B) and therefore Zenvo as an 
exclusive brand fits perfectly well with the hotel’s exclusivity theme.  
 
The entertainment part of the hotel could also be regarded as having the Educational part of the four 
realms included, e.g. the Zenvo lecture may provide the guests with knowledge on to run a new 
ambitious company in an entertaining way. This is fitting with the statement from Madsen when 
entertainment and learning meet in experience concepts, one speaks of edutainment (Madsen, 2012, 
p. 22). 
 
As highlighted in the review of the four domains, the hotel gives their guests the opportunity to 
experience in all four areas. With that in mind, it is worth emphasizing that the most memorable and 
powerful experiences have several of the elements in themselves at the same time (Madsen, 2012), 
and besides the edutainment example, which can also be concluded that the hotel succeeded with, it 
can be argued that aesthetics and escapism are experienced simultaneously. 
 

4.2.2.2 Tourism Encounters 

Hotel SKT. PETRI was not a member of the NICE movement; however, this does not necessarily mean 
that they do not share the same thinking. An analysis of SKT. PETRI will explore whether they are a 
hotel with traditional service encounters or a hotel with experiential services. 
 
As explained by Jesper Stubgaard they are a hotel that have to uphold certain requirements to which 
he explains that the employees have authority to make their own decisions to a certain degree [A10,17]. 
The interaction with the guest is as explained and maybe understood as a somewhat service focused 
interaction, as the manager’s mindset seems to be that the employees can do almost anything for the 
guest but afterwards the manager will have a talk with the individual employee concerning whether 
the expense was worth it or not. The employees' authorization only goes as long as the individual 
employee have to ask the head of the department permission when they want to do something extra 
for the guests as he or she has the overall responsibility (Jesper Stubgaard, 2019 [A10,17]). This might 
imply that they are very focused on maintaining professional attitudes and delivering professional 
services which happens quite often for tourism employees (Sørensen & Jensen, 2014, p. 338). This 
goes very much in line with how Jesper Stubgaard regards the hotel as a product in line with a Bentley 
as he states that they have to maintain a certain quality and send the right signals [A10,17]. 
It seems like they are missing out of exploiting some of the NICE thinking which is very much revolved 
around co-creation and of the argumentation from Boswijk et al. 2007 “that co-creation of 
individualised, personal and meaningful experiences is central to value creation” (cited in Sørensen & 
Jensen, 2014, p. 338) and instead they are closer to experience economy were service experiences are 
staged without necessarily involving the customer or guest (Pine & Gilmore, 1998). A huge part of the 
hotels’ service offering is about the concepts of laidback luxury and room rapport which is a series of 
staged experiences. 
A vital part of co-creation is the value creation between the employee and the guest and by changing 
the setting from service encounters to experience encounters. It is argued by Sørensen & Jensen 
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(2014) that it will increase the value of the encounter and raise the potential of knowledge creation in 
tourism. Knowledge creation is typically derived from more flexible and customized encounters 
between the employees and the guests which e.g. ends up in a whole different communication which 
in turn can lead to knowledge about the guests’ desires and experiential purposes (Sørensen & Jensen, 
2014). When looking at how they perceive themselves as being a product such as a Bentley with a 
professional attitude it seems unlikely that the employees are familiar with the individual guest and 
for example treat the guests as if they were part of the family which arguably would make it easier to 
obtain personal knowledge about the guests. 
It becomes apparent that the hotel is following the traditional service thinking by applying the 
conventional approach to obtaining customer feedback by collecting information on guest 
satisfaction. This is done by using their own rating system after check-out (Jesper Stubgaard, 2019 
[A10,17]). 

4.2.2.3 The DART Principle 

It has been made evident that co-creation is not a one-way street. In fact co-creation is imperative in 
the creation of meaningful experience concepts which requires thinking, doing and reflecting and in 
this process collaboration works more effectively than individual work (Boswijk et al., 2006). The 
meaning for Hotel SKT. PETRI is that they have to think of how they best can involve the guests to 
create these meaningful experience concepts. This will be addressed with the four following building 
blocks in the DART principle from Prahalad and Ramaswamy, (2004).  
 

1. Dialogue 
○ The hotel is high-end and the service is presumably mirroring this. In addition, the 

manager is adamant that the employees uphold a certain standard that is fitting to 
the hotel and in accordance with this and the laidback luxury concept Jesper 
Stubgaard has established a new position called lobby host [A10,17]. The job of this 
lobby host is to meet the guests before they reach the reception with the purpose of 
creating a closer contact to the guests while it is a way to present the hotel’s 
merchandise such as drinks without the guests noticing it. What is important for the 
guest? is the concept behind laidback luxury and in line with that, it is the host's 
purpose to provide a particularly inspiring experience to the guests (Jesper Stubgaard, 
2019 [A10,17]).  
This dialogue with the guests is an excellent opportunity for the hotel to learn and 
vice versa for the guests and as Boswijk et al. (2006, p. 10) states ‘learning by sharing’. 
The lobby host ‘s tasks seem to be well aligned with guideline no. 2 from the NICE 
manifesto, Authentic, Curious and Passionate Employees (see table 1). This guideline 
puts an emphasis on the employees and that they are via their behaviour better suited 
to engage with the individual guest and uncover her or his specific needs. Even though 
it could seem like it was a NICE initiative our personal experience hinted in another 
direction. When we visited the hotel the lobby host did not show authenticity and 
passion, but rather professionalism. The lobby host in question was very polite and 
asked us if we wanted something to drink, but our conversation didn't go deeper. 

2. Access 
○ A part of the hotel experience is how much information guests can acquire and it is 

the obligation of the hotel to make it easy and accessible (Boswijk et al. 2006). Looking 
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at SKT. PETRI’s website, it is filled with all sorts of information such as how to get 
there, hotel facilities and parking facilities. The hotel also informs about their 
sustainable luxury concept as well as information about hotspots in CPH from local 
Copenhageners (SKT. PETRI, 2019B). In addition to the website, information is 
available via the employees at the reception. 

3. Risk-benefits 
○ As explained earlier this is a principle that goes both ways in the hotel and guest 

relationship. SKT. PETRI is quite informative about all the services they offer. However, 
the sustainable element may have been a concern to the hotel whether or not they 
could convince their guests that sustainability and luxury work well together which 
could explain the reason behind the title; “Sustainable Luxury - Of Course” (SKT. PETRI, 
2017C). The hotel's central location in the city centre could also create a concern for 
the risk of noise and lack of parking. It is not apparent on their website if there are 
any noise pollution when however, SKT. PETRI make it clear that they know it can be 
troublesome to park in CPH, which is why they offer valet parking (SKT. PETRI, 2019C). 

4. Transparency  
○ The sustainable luxury concept, is not just a concept that they describe briefly, but 

instead they open up completely for what they do and not least what the guests can 
do (SKT. PETRI, 2017C).  
It is clear the hotel is very committed to sustainability which becomes apparent when 
looking at the company webpage and talking to the hotel manager as he states that 
they are the most sustainable hotel in CPH [A10,17]. According to Jesper Stubgaard, 
their mindset is revolved around sustainability at all times and they have numerous 
steps that involve the guests, such as opting out of the daily cleaning and the 
economic surplus that comes from this is passed on to UNICEF [A10,17]. As part of their 
sustainability the hotel is ISO 14001 certified which is an international standard for 
environmental management [A3].  
The question is how this action improves their overall competitive advantage. 
Referring back to their concept of laidback luxury is, according to Jesper Stubgaard 
aimed at the modern leisure and business traveller [A17]. However, the concept 
laidback luxury is not something that stands alone, as the hotel makes a virtue of 
mentioning on their website that luxury and sustainability go hand in hand (SKT. 
PETRI, 2017C). 
Is this service concept including the environmental issue aligned with the needs and 
expectations of this specific target group? According to the online platform Meetly 
(Meetly, 2018), hotels can actually attract guests with sustainability as a service 
offering if it does not compromise the service, which in turn can lead to loss of loyalty 
and brand recognition. From that point of view, sustainability is actually a supporting 
service (Grönross, 1987) which strengthens their image and the service concept. 

          

4.2.2.4 Service-Dominant Logic 

By using the foundational premise of Service-Dominant Logic it is possible to get a picture of whether 
the hotel uses Co-creation or if they even think along those lines. 
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FP1: Service is the fundamental basis of exchange, is concerned with the service exchange between 
the employees at SKT. PETRI and the guests where service is meant as competences (Vargo & Lusch, 
2013). As explained earlier the lobby host has the purpose of interacting with the guests in a more 
meaningful way. However, if the interaction is done in a shallow fashion as we experienced then the 
hotel is missing out on a lot of valuable knowledge which is for the benefit of both the hotel and guest 
(Sørensen & Jensen, 2014). 
 
FP4: Operant resources are the fundamental source of strategic benefit, which is actually when SKT. 
PETRI utilizes the employee's skills and knowledge. The employees have the opportunity to apply their 
personal skills such as empathy, which can be used to decode individual guests whether they want a 
personal service experience or a more service-oriented and quick service. The personal service 
experience can be expedited by the usage of their knowledge of, for example, sights in CPH which can 
be used to converse about. 
 
FP6: Value is co-created by multiple actors, always including the beneficiary. The collected data did 
not reveal how much of the value offerings were created in the interaction between the employees 
and the guests, however it seems that the value was created in a goods-centered orientation: “The 
purpose of economic activity is to make and distribute things that can be sold” (Vargo & Lusch, 2004, 
p. 5) as stated by Jesper Stubgaard that the deeper purpose of the lobby host is to sell more [A10,17]. 
 
FP7: Actors cannot deliver value but can participate in the creation and offering of value propositions 
(Vargo & Lusch, 2007, p. 7). Based on this premise, the hotel offers will be assessed. Assessing the 
offers from the hotel is highly influenced by what the impression Jesper Stubgaard gives as the 
majority of the initiatives that has been implemented in the hotel is with a monetary afterthought 
even if he expresses that laidback luxury is created to make a special inspiring experience for the 
guests. SKT. PETRI can in this case only make value propositions as they offer certain luxury products 
from exclusive brands the value is not merely the products itself. “The focus is not on products but on 
the customers’ value-creating processes where value emerges for customers and is perceived by them” 
(Vargo & Lusch, 2004, p. 11) and the value for guests at SKT. PETRI could be perceived as being value 
for money where guests get what they pay for and in this case they get luxury and pampering. The 
sustainable concept could also affect the guest's inner values, such as contributing to society. 
 
FP8: A Service-Centered View Is Customer Oriented and Relational, which is revolving around the 
change to a relational focus from a transaction focus (Vargo & Lusch, 2004) and here again the lobby 
host plays an important part as he or she can obtain a closer relationship with the guests and thereby 
uncover what the guests really desire. However, the receptionists have the opportunity to do exactly 
the same. 
 
FP10: Value is always uniquely and phenomenologically determined by the beneficiary (Vargo & Lusch, 
2007, p. 7), by applying this rule SKT. PETRI’s employees must assess how the individual guest receives 
the hotels value propositions. The lobby host, the receptionist and other employees must use his or 
hers competences to judge what kind of service or experience the individual guest needs or desires. 
Whether they excelled in this is hard to assess as we only experienced the service setting briefly. 
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4.2.2.5 The Servicescape of Hotel SKT. PETRI 

An important part of an organisation is the physical environment which was briefly touched upon 
earlier where it was explained that the physical environment is mainly designed to create an image 
which is especially typical for service organisations (Bitner, 1992). The physical settings may also 
influence the guests’ satisfaction and not least impact employee satisfaction, performance and 
motivation (Bitner, 1992). SKT. PETRI will be analysed with the physical settings and its consequences 
considered. It is suggested by Mehrabian and Russell, (1974) that individuals react to places in two 
ways: approach and avoidance, and when perceiving the ambient conditions of the hotel we felt it was 
a very neutral place, as we did not notice any music, odours or noise from the restaurant. The latter is 
probably due to the fact that there were not many people in the restaurant. There was a somewhat 
clinical ambience and this, presumably, is done to maintain the luxury/professional image. 
 

1. Environmental Dimension 
○ Space/Function: 

The hotel lobby area exudes a sort of majestic feeling as guests enter a huge and very 
bright area with high ceilings that gives off a ‘wow’ feeling. The lobby has several 
functions apart from “just” being a reception area. The open space also features 
several common areas such as smaller sofa groups, a restaurant and a bar. The open 
space gives the reception staff as well as the lobby host a clearer view of the room as 
they are better suited to spot guests in need of assistance and to act proactively. 

○ Signs, Symbols & Artifacts: 
It is quite easy to find your way around the hotel as everything is quite visible such as 
elevators and stairs are centered close to the lobby area and therefore the need for 
signage is limited. The hotel has as mentioned earlier artifacts in the hotel lobby and 
the restaurant area that is presented in a very aesthetic fashion, e.g. a green sofa 
which sort of symbolises high-end and exclusivity. The way SKT. PETRI display their 
artifacts gives them an great opportunity to form first impressions as well as 
differentiate themselves in a highly competitive industry (Bitner, 1992, p. 67). This 
approach seems to work as some guests have expressed that they are impressed by 
the interior design: 
 
“Great place with huge service and exciting aesthetic decor” 
“Fantastic and hugely aesthetic and beautiful hotel .... wowww we are impressed” 

(TripAdvisor 2019C) 
 
“Nice design - Lots of space” 
“Incredibly nice design hotel, perfect location and plenty of air everywhere” 

 
(TripAdvisor 2019C) 

 
○ Social interactions:  

“All social interactions is affected by the physical container in which it occurs” (Bennett 
& Bennett, 1970, Bitner, 1992, p. 61). Considering this statement, the restaurant area 
is designed so that it can be used in various social contexts. A long table by the large 
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windows is intended for slightly larger parties who may want to enjoy the view. There 
are also smaller enclosed stalls that might be used if guests want a private 
conversation in connection with e.g. a business meeting. 
The hotel lobby consists of four different seating areas, all visible from the reception 
counter. The seating areas contains three individual sofas that do not encourage 
interactions among the guests as one does not sit directly opposite each other. The 
last seating arrangements is more suitable for personal interactions between guests 
as it is possible to see each other when sitting down. The seating areas in the lobby 
area might not encourage guests to talk among themselves but on the other hand, 
the open design encourages staff to meet guests naturally face to face. 
 

2. Holistic Environment 
○ Perceived Servicescape 

Perceptions of a servicescape can lead to specific emotions, viewpoints and 
physiological sensations which in turn can influence behaviours (Bitner, 1992, p. 62). 
The guest’s intrinsic responses to a hotel then moderate said behaviours (Bitner, 
1992). The perceived servicescape relates to both guests and employees. 
Environmental cues such as the interior design and uniforms worn by employees can 
influence how guests perceive a service organisation (Bitner, 1992). At Hotel SKT. 
PETRI front office employees all wear a black/dark blue uniform. This makes them 
easily recognizable and guests will instantly know who to turn to if need of assistance. 
The choice of décor in the common areas have not been chosen by accident. It is of 
the highest, sustainable quality possible (SKT. PETRI, 2019B) and this is per our 
personal observations exactly what the guests experience. The exclusive interior gives 
off a very contemporary and trendy vibe that most definitely sets the SKT. PETRI apart 
from other boutique hotels we have encountered before.  
The uniforms combined with the interior give the impression of a high-end and 
professional work environment with emphasis on quality and luxury. This in itself can 
lead employees to feel a certain way about their workplace and their own position 
and have an effect on their subsequent behaviour in relations to both colleagues and 
guests, positively or negatively (Bitner, 1992). However, during our brief visit the 
expressed behaviour of the employees was very professional and extremely 
courteous living up to our perception of the hotel’s servicescape. 
 

3. Moderators 
○ The physical environment has shown to affect people in various ways whether be it 

emotionally, physiologically, cognitively which have a direct influence on how people 
behave and at the same time, studies have shown that a person’s character can 
influence how they react to the physical environment (Bitner, 1992, Mehrabian & 
Russell, 1974, Russell & Snodgrass, 1987). Guests at SKT. PETRI can be influenced by 
the stimulants from the hotel decoration with bright colours and bright lights which 
is particular apparent in the lobby area. This might affect guests positively or 
negatively whether their personal traits are either arousal-seekers, that seek high 
levels of stimulants or arousal-avoiders, that avoid high levels of stimulants (Bitner, 
1992). The hotel lobby area is considered a somewhat neutral area as there are no 
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loud music and blinking lights, to create an arousal effect.  The environment has been 
shown to affect guests' behaviour, especially depending on the reason they come and 
the mood they are in when they enter the hotel (Bitner, 1992). A happy guest might 
be excited if he expects to enter a beautiful space and then realises that the 
environment has exceeded his expectations in relations to the hotels’ emphasis on 
interior design. 

  
4. Internal Responses 

○ The environment is imperative for people's perception of what belief they have of a 
place and its products and people (Bitner, 1992). The professional attire from the 
concierge, hotel lobby and receptionist and the interior with the emphasis on design 
may elicit that the hotel is seen as a fashionable hotel. The beliefs of a place that is 
affected by the environment also concerns the employees (Bitner, 1992). For the 
employees at SKT. PETRI the attire and the somewhat fashionable interior might make 
the employees have a heightened feeling about themselves and the guests, because 
the environment signals that the hotel is exclusive and stands out. 

○ How people perceive the environment also have an impact on the emotional 
responses which leads to an impact on behaviour (Bitner, 1992). The environment can 
create a feeling of arousal that will elicit a feeling of pleasure and due to that people 
are likely to spend time and money (Donovan & Rossiter, 1982, Mehrabian & Russell, 
1974, Bitner, 1992) which the interior design of the hotel is most likely to do as many 
guests seem impressed by the design and have taken photographs of the interior and 
put it up on SKT. PETRIS’ Instagram account (Instagram, 2019). 

○ “The perceived servicescape may also affect people in purely physiological ways” 
(Bitner, 1992, p. 64). The concept of the hotel is luxury and the purpose of the hotel 
as it is considered a five-star hotel is to provide comfort at the highest level and 
therefore eradicate any discomfort is expected e.g. loud noises.  

  
5. Behaviour 

○ The physical settings have a direct impact on how people react to a place and how 
they behave towards the place whether that is approach or avoidance (Mehrabian 
and Russell, 1974, Bitner, 1992). These settings both have an influence on the 
individual guest or employee and the social interaction between them. SKT. PETRI’s 
interior creates an atmosphere of welcome as guests step into a bright lobby and at 
the same time a place one can rest in peace and quiet because there no loud music 
that is deterring guests. The nature of servicescape can also prevent or help the guest 
to fulfil the purpose of the visit (Bitner, 1992, p. 61), however, it seems from our 
perspective quite straightforward to find the way around the hotel whether the guest 
want to go to either the reception or the restaurants and therefore there is no need 
for signage.  
The approach/avoidance is largely determined by individual’s internal responses 
(cognitive, emotional and physiological) to the environment (Bitner, 1992, p. 61) and 
looking at the reviews of SKT. PETRI there is an overall satisfaction with the interior 
design which many complements. There a few guests that complain about the design 
of the rooms such as it is to small or they wish there was better shower facilities 
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(TripAdvisor, 2019C). The overall reception of the interior of the hotel is however 
positive, including the review of the employees, who receive positive criticism for 
their level of service, e.g.  
“An amazing experience from start to end. The hotel is perfectly located in the middle 
of CPH. What a lovely and tasteful decor of restaurant, exciting menu. Very attentive 
staff all over. Would love to come back”. (TripAdvisor, 2019C). 
 
“This hotel is fantastic. The staff were so helpful with every detail of our stay. Even 
though our luggage had not arrived they did everything they could to help us” 
(TripAdvisor, 2019C). 
 
Overall, it seems that the behaviour of the employees are quite good and the interior 
design does not have an negative effect on the employees. 
 

4.2.3 Sub Conclusion 
Jesper Stubgaard and his hotel are quite clearly applying a different set of tools to their perspective of 
experiences by equating these with exclusivity and luxury. As with Hotel Kong Arthur it is our 
impression that the employees at SKT. PETRI also take great pride in providing excellent service having 
analysed the hotel on the basis of the DART principle as well as personal experiences.  
The hotel stands out with their massive focus and transparency with regards to sustainability and 
promoting of local products and artists to Copenhageners as well as tourists.   
While the hotel offers plenty of opportunities to co-create value in the sense of having the guests 
contribute to preserving the environment by for example choosing to not having their room cleaned 
every day, we do not feel this can be categorized as co-creating an experience as the co-creation is 
rather passive on the guests’ part. The hotel is very service centric but also displays a slight goods 
centric focus in terms of additional sales, i.e. foods and beverages. 
The servicescape at the SKT. PETRI is another way the hotel stands out once again thanks to the 
exclusivity of the environmental cues and spatial multi functions of the lobby. The pleasant ambience 
encourages guests to spend time in these common areas. 
Having established that Hotel SKT. PETRI operates with a traditional service encounter as primarily 
based on Sørensen & Jensen’s 2014 article combined with personal observations, we likewise 
determine that the hotel have the potential to be more experiential in their approach to service 
experiences. Pine & Gilmore’s four realms of an experience (1998) underlines this postulate as the 
combined service offering of the hotel falls into all four domains classifying it as a strong and 
memorable experience. As previously stated the hotel’s tourism service encounter is based on exactly 
that; service. That does not mean, however, that this cannot be perceived as an experience in the eyes 
of the guests.  
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4.3 Tivoli 
The below table illustrates the four primary themes and one subtheme derived from our qualitative 
interview with CEM manager, Katja Lohmann. The themes will in this chapter be analysed according 
to our accumulated data.  
 
Table 9. Themes and subthemes, Tivoli 

Themes Experiences Authenticity Involve employees Presence 

Subtheme(s) Feedback from guests 

 

4.3.1 NICE in Relation to Tivoli 
Like Hotel Kong Arthur, Tivoli was an active player throughout the NICE Project and not only conducted 
their own experiment but also created a framework for employees to handle the different states of 
mind of the guests when working the attractions.  
Tivoli’s NICE experiment focused on micro experiences, more specifically the 3-5 secs. of the service 
encounter that occur in the long queues of the rides. The ride attendants view the lines of people 
waiting to get on a ride as individual guests as opposed to a ‘queue’ (NICE Project, 2017B). The 
objective of the experiment was to quickly detect what type of guest was standing in front of them 
and establish their emotional state. The next step according to the employee framework is then to 
either counteract or enhance said state of mind with specific actions such as showing empathy and 
informing of dangers to an irate parent with children too young or too short for a given attraction 
(NICE Project, 2017B).  
 
The above experiment adheres to several points in the NICE manifesto. While it may not be co-creation 
as such, the first part of the 3rd guideline (see table 1), innovation & co-creation, in the sense of 
proactiveness is very much present in the experiment. Focusing on these brief moments is, in our view, 
a novel way of approaching the service experience. Allowing employees to experiment and to create 
a framework for themselves shows a great deal of trust as per the 5th guideline, Trust and Scope of 
Action for Employees, as well as flexibility for employees to show initiative. The organisation trains all 
its employees in the service encounter at the Tivoli School (Tivoliskolen) upon employment as well as 
every season Kick-Off (Katja Lohmann, 2019 [A13]). This is where the 7th guideline is evident, Competent 
Employees and managers. 
Overall, the 2nd guideline seems very fitting for Tivoli as they appear to have acquired authentic, 
curious & passionate employees that are able to identify individual needs, or emotive states, thus 
potentially enhancing the experience of the guest. 

4.3.2 Applied Theory 
The theoretical frame for Tivoli is experience economy intertwined with co-creation which according 
to Boswijk et al. (2006) is a new perspective and an approach to creating meaningful experiences. In 
the following we will attempt to analyse Tivoli and its service offering on the basis of the authors 
proposed theories. 
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The NICE experiment will subsequent be analysed in accordance with the service blueprint in order to 
test the experiment on paper and identify any potential challenges (Shostack, 1984). The park has 
created a rule prior to joining the NICE movement called the 3-meter-rule. The rule has a NICE feel to 
it as it about being proactive and embracing the role of hosting on all organisational levels. This will 
be described in greater detail later on in this chapter whilst simultaneously being applied to the last 
segment of creating meaningful experiences by Boswijk et al. (2006).  

4.3.2.1 A Meaningful Experience? 

Boswijk et al. (2006) talk of the process of creating meaning through erlebnis and erfahrung. With 
Tivoli’s NICE experiment focusing on states of mind, emotions, we will in the following apply Boswijk 
et al. (2006) 10 criteria of a meaningful experience to this initiative based on Tivoli as a whole. This 
experience setting relies heavily on co-creation with multiple actors involved. Not only does the notion 
of co-creation need to be clear as day, the beneficiary party as well as the conception and development 
must be just as evident (Boswijk et al., 2006, Vargo & Lusch, 2016).  

1. There is a heightened concentration and focus, involving all one’s senses 
○ Considering Tivoli as one product, we can safely assume that all five basic senses are 

engaged. As an attraction, Tivoli offers a lovely garden area with a great number of 
beautiful flowers to behold with plenty of opportunities to sit amongst the flowers 
and immerse oneself in the surroundings. All around the park are restaurants, cafés 
and food stalls strategically placed offering various types of sustenance catering to 
both taste and smell. As for hearing, the hustle and bustle of the park itself can seem 
appealing to some; hearing children laugh and people generally enjoying themselves 
could potentially heighten the experience. The park offers different types of musical 
happenings, such as Fredagsrock (Friday Rock), a weekly concert that can be enjoyed 
for “free” (entrance fee applies) as well as classical music by the soothing tones of 
Copenhagen Philharmonic Orchestra. Game stalls provide the opportunity of touch 
and interaction as guests play an active part in the experience. 

○ The experiment in itself does not capture all senses but can heighten the overall 
experience by contributing to a peak or end experience (Kahnemann, 1984, Münster, 
2017) with an openness and willingness to enhance a particular and very significant 
service interaction in a very short amount of time. By doing so the employees can 
exceed the expectations of the guests and emphasize said peak experience and 
potentially cause a positive word-of-mouth effect (Münster, 2017). 

2. One’s sense of time is altered 
○ A day spent in Tivoli can presumably make guests feel like losing all sense of time as 

the park is the ultimate place for escaping everyday life. Some might even feel like a 
child again. To say that one’s sense of time is altered may be bit of a stretch but we 
do accept that guests can lose track of time while enjoying themselves in the park.  

3. One is touched emotionally 
○ All emotions are presumably at play when visiting an amusement park, excitement 

and anticipation being at the forefront. For a first-time visitor it can be quite 
exhilarating and intimidating at the same time and as mentioned in criteria 1, all 
senses are captured and can contribute to complete immersion and escapism (Pine & 
Gilmore, 1998) when visiting Tivoli.  
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○ The trip itself to Tivoli may not as such move or touch a guest emotionally. However, 
the presence and the attentiveness displayed by the employees around the park have 
the possibility to influence the guests’ emotive state [A14].  

○ Tivoli’s wish for its guest is that they become captivated by the park and what it has 
to offer in terms of experiences (Tivoli, 2019D). For this particular wish we state that 
it is highly possible due to the park’s combined service offering and broad customer 
segment in that the organisation caters to all five senses so that regardless of the 
primary purpose of the guest, he or she will be in for an experience. 

  “Tivoli garden lives up to its reputation. A gem in the middle of the city…” 

      (TripAdvisor, 2019D) 

4. The process is unique for the individual and has intrinsic value 
○ The process of visiting Tivoli is indeed individual and we dare say it more often than 

not possesses an intrinsic value to the guest. Depending on the guest in question and 
his or her personal story a lot of thought and planning go into visiting Tivoli. A foreign 
visitor, a domestic tourist or a local Copenhagener with a season pass all go through 
different processes depending on the expected erlebnis he or she is expecting to gain 
which we argue is the intrinsic value for all visitors.  

5. There is contact with the ‘raw stuff’, the real thing 
○ For the employees operating the rides the chances of facing real and raw emotions 

on a daily basis are quite high. As per the framework created for such emotions, the 
employees can encounter anxiousness, nervousness and worry and must try and act 
accordingly by reading the guests in a matter of seconds.  

○ With the guests themselves going through these different emotions there is indeed 
the possibility they will come into contact with unexpected feelings, i.e. fear turns into 
joy and excitement and they could potentially discover something new about 
themselves in terms of trying new things and (re)moving personal boundaries. This is 
an example of how seeking an erlebnis can turn into erfahrung in a short period of 
time only to seek the same, or similar, erlebnis once again based on the erfahrung 
meaning the experience has become meaningful to the guest. 

6. One does something and undergoes something 
○ The guests actively participate in creating experiences whilst simultaneously 

consuming these. For some it takes some convincing and possibly coaxing from his or 
her companions to take an active part in the experience. According to Boswijk et al. 
(2006) this is where the experience becomes personal in terms of discovery of one’s 
own boundaries, sense of adventure and letting go of old patterns and beliefs. In this 
instance, letting go of one’s fear of heights and the like. Having faced one’s fears, and 
overcoming them in a setting such as Tivoli with loved ones can elicit a sense of 
arousal and adrenaline. The individual steps and erlebnis’es will in time turn into 
erfahrung and by Boswijk et al.’s (2006) reasoning eventually become meaningful. The 
guest undergoing a process will arguably have gained personal insights that can lead 
to an internal transformation (Boswijk et al., 2006). 
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○ The employees may see themselves in a supporting but no less important role if a 
guest such as one from the above paragraph is approaching the front of the queue. 
By counteracting the guest’s concerns by reassuring him or her of the safety of the 
ride and showing empathy, can help the guest feel calmer and less insecure [A14]. 

7. There is a sense of playfulness 
○ The amusement park is in essence an oversized playground for both adults and 

children, and the general atmosphere mirrors this. It is safe to say that all guests who 
visit Tivoli go with the purpose of having an enjoyable and fun time, whether it be for 
the amusement park itself, the restaurants and taverns or for a concert.  

8. One has a feeling of having control of the situation 
○ By trying to comfort a guest or disarm a tense situation in the line of anticipating 

guests, the employee can not only make him or herself take control of a potentially 
uncomfortable situation by reading said situation, but he or she can help calm a 
person down thus making that person feel as if they have regained control in an 
otherwise challenging situation.  

9. There is a balance between the challenge and one’s own capacities 
○ What constitutes a challenge is an individual interpretation. Tivoli encourages facing 

challenges within a safe and secure frame. Going on rides does not require special 
skills. It does however, require will and a certain trust in the park and its employees. 
Erlebnis in the sense of erfahrung seems evident here as frequently attending guests 
to Tivoli may consider it less challenging going on rides as they possibly have tried 
them numerous times and therefore have complete trust in the park and its 
employees.  

10. There is a clear goal 
○ For Tivoli there is one clear goal: To captivate and engage guests whilst providing a 

high standard of services and products (Tivoli, 2019C). For guests the goal presumably 
is an enjoyable day of going on rides, self-pampering with food and drinks, enjoying 
time with family and friends. For some, going on specific rides may even be a 
particular goal in terms of broadening one’s horizon and step out of one’s comfort 
zone thus turning the erlebnis into erfahrung. For others, experiencing a world 
renown attraction is the primary goal. It can be argued, that erlebnis will eventually 
always turn into erfahrung but we posit that in the case of Tivoli, the primary goal is 
experience as in erlebnis. 

 
Experience in the sense of Erfahrung is a continuous interactive process of doing and undergoing, of 
action and reflection, from cause to consequence, that provides meaning to the individual in several 
contexts of his life. Experience as Erfahrung causes the individual to change the perspective on self-
and/or the world around him (Boswijk et al., 2005, Boswijk et al., 2006).  

This list is indeed nearly impossible to fulfil and we dare challenge it by referring to the authors own 
argument that it depends on the individual and his or her internal process of dealing with impressions 
and emotions that determines what constitutes a meaningful experience. Having said that, we see a 
certain connection to Pine & Gilmore’s (1998) four realms of which the two scholars state that an 
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experience does not have to fit in to all four realms in order to be in fact considered an experience, 
unless the aim is to create an optimal one.  

4.3.2.2 Six Starting Points in Creating Meaningful Experiences 

It may not be very well known in the national tourism industry, that Tivoli was a part of the NICE 
Project. What most people are probably more familiar with is the park’s “3- meter rule”. This rule 
applies to all personnel from top-down, from CEO to ticket sellers at the entrance. The rule entails 
four relatively simple principles that all staff is expected to comply with. The gist of the 3-meter rule 
is that everyone is a host and should act as such by being approachable and friendly making sure every 
guest feels comfortable and happy. Everyone must try in order to keep the park nice and clean as well 
as being proactive towards the guests in terms of helping instead of waiting to be asked for it. Lastly, 
colleagues help colleagues making Tivoli a pleasant place to work (Katja Lohmann, 2019 [A10]). All 
these four principles, or rules within the rule, are to be done within a radius of 3 meters, hence the 
name. This seems a very simple, and dare we say, an obvious way of conducting customer service, and 
one can wonder about the overall effect this rule has. However, as the saying goes, it’s the little things 
in life, and with more than 1.800 employees (Tivoli, 2019B) embracing this “simple” rule on a daily 
basis it is bound to have a profound effect, however subtle.  

 
Fig. 11. Tivoli’s 3 metre rule 

 
Source: Katja Lohmann, Tivoli A/S  

 
 
 
Boswijk et al.’s six starting points is a continuation of the 10 criteria of a meaningful experience (2006, 
p. 6). The NICE experiment of the micro experiences and the parks above mentioned 3-meter-rule will 
be considered in the following: 
 

1. The individual experiences an individualised treatment of meaning 
○ Having a NICE mentality to providing service experiences and knowing when to 

distinguish between when to offer a personal service experience and when to provide 
“standard” service is what Tivoli is attempting with the 3-meter-rule and the ‘state of 
emotions’ framework. The NICE philosophy focuses on the individual guest and his or 
her needs in a specific situation which the park’s own NICE experiment mirrors 
perfectly. The theory suggests contributing to the psychodynamic perspective of the 
individual (Boswijk et al., 2006), the interrelation of conscious and unconscious 
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processes and emotions that help determine the motivations of the individual guest. 
This might be a big ask of a 16-year-old ride attendant to appeal to the subconscious 
mind of a stranger in order to change his or her cognitive behaviour. Having said that, 
an amusement park such as Tivoli caters to many tastes, literally and figuratively. 
Smells and sounds from the different restaurant and food stalls can evoke and trigger 
old memories and possibly reinforce the experience of the individual. 

2. Value creation takes place in the individual. The supplier focuses on this process of giving 
meaning 

○ The aforementioned 3-meter rule is a golden opportunity for the employees to get 
acquainted with the guest by conversing about everything and anything between 
heaven and earth, but it is up to the individual guest to decide to what degree they 
want to participate. It might be a long and intriguing talk or just a short, yet 
informative talk the guest finds value in.  

○ The S-DL FP7, actors cannot deliver value but can participate in the creation and 
offering of value propositions is similar to this starting point in that the offering part, 
the individual employee representing Tivoli can only extend an invitation to co-create, 
so to speak, leaving it up to the individual guest to accept and generate meaning and 
subsequent value from this. The theory suggest that the organisation bypass the mass 
character of other guests (Boswijk et al., 2006) which is precisely the intention of 
Tivoli’s NICE experiment.  

3. The customer is considered a ‘guest’ within a culture of hospitality 
○ This point is a given as the experience encounter takes place within the realm of 

hospitality. Adapting this to the NICE experiment conducted by the organisation, the 
employees have gone from perceiving the long queues of people waiting to go on 
rides as just that, a faceless mass of a queue, to individual guests with different 
emotions and expectations. 

4. Solve any seemingly irresolvable dilemmas 
○ This is exactly what Tivoli is attempting to do with its ‘state of mind’ framework by 

being proactive and offering the guest peace of mind and empathy in some situations, 
potentially affecting their emotional state. A seemingly irresolvable dilemma could be 
a situation where an indignant parent would be complaining about certain safety rules 
such as height restrictions leaving his or her child unable to try the ride. The training 
of the employees combined with the ‘state of emotions framework’ provide the 
employees with tools to handle these exact situations by communicating in a way that 
responds to the parent’s state of mind while simultaneously diffusing a potential 
unpleasant situation. 

5. The creation of an experience setting is an interactive process between the individual and the 
supplier 

○ In the case of Tivoli the place where value is most likely co-created is in the interaction 
with the employees. The value created is reciprocal as the interaction can not only 
influence the guest in a positive way but also the employee involved.  

6. Respect 
○ Tivoli is showing respect for the guests by distinguishing between the mass and the 

individual. Katja Lohmann points out that the NICE experiment made the employees 
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change their view of the guests enabling them to perceive each guest as an individual 
with a unique purpose for visiting the park. [A13] 

 

4.3.2.3 Five Stages of Co-creation 

In the previous subchapter we explored the role of the individual in creating an experience. In the 
following we will investigate the five stages of co-creation according to Boswijk et al. (2006) in our 
attempt to uncover whether Tivoli is able to provide a meaningful experience: 
 

1. Innovation and creativity in developing experience concepts 
○ The first stage of creating a new approach towards Tivoli’s’ guests went through the 

NICE Project as Tivoli in consultation with the NICE movement created an initiative on 
how they wanted to change the moment of contact with the guests. The initiative was 
performed through an experiment that resulted in a experience concept concerning 
micro experiences (NICE Project, 2017B). Another experience concept; the 3-meter 
rule was created by themselves prior to the consultation with the NICE movement 
(Katja Lohmann, 2019 [A10,16]). 

2. Development of actual meaningful-experience propositions; these involve co-creation and self-
direction 

○ The micro experience concept was developed with the purpose of involving the 
employees who, through a friendly behaviour, should establish a quick but meaningful 
contact with the guest (NICE Project, 2017B). The 3-meter rule does not differ much 
from the micro experiences, which is actually about a better experience for the guests, 
but here is the opportunity to get a closer connection to the guest (Katja Lohmann, 
2019 [A10]). 

○ This is very much aligned with Vargo and Luschs’ view on co-creation and their 
foundational premise no. 8; A Service-Centered View Is Customer Oriented and 
Relational (Vargo and Lusch, 2016, p. 8) as Tivoli’s’ meaningful experience 
propositions revolve around the relationship between the employee and the guest 
e.g. the involvement in the NICE Project. 

3. Internal processes and core competencies 
○ Tivoli has a website that supports the park's experience offers, that is, it is possible to 

investigate what is going on in Tivoli before entering the park. In addition, it is possible 
to buy season tickets, Tivoli Pass (Årskort) etc. Tivoli also has an app where guests can 
download the Tivoli Pass instead of in a physical form. To attract future guests and 
facilitate current guests Tivoli must have a fully operational website and app in order 
to see what Tivoli is offering. It requires the right employees with the right skills to 
make sure of this, which we assume Tivoli has. However, the technological tools do 
not presumably create value in themselves, but they might be important for creating 
a good start for the guest's visit to the park. We assume that the true value for the 
guests and the meaningful experience is created in the park and through the skilled 
employees the guests meet along the way.  

4. The people and culture who have to put the chosen experience strategy into practice 
○ It is very important for Tivoli to have capable employees in all areas of the organisation 

and not at least in the actual park where they meet the guest face to face. According 
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to Katja Lohmann, the personal competencies are important when working in Tivoli, 
such as authenticity, i.e. that when the employees interact with the guest, it must be 
natural and not be studied, because the guest will immediately notice (Katja 
Lohmann, 2019 [A10,16]).  
In order to enhance the experience for the guests Tivoli has implemented a CEM tool 
box in their Tivoli academy where they use it to teach their new employees how to 
handle the meeting with the guest (Katja Lohmann, 2019 [A10,16]). Before each season, 
Tivoli has a kick-off event, where both new and old employees participate in 
workshops concerning the customer encounter, so they are ready for the new season. 
(Katja Lohmann, 2019 [A10]).    

5. The business model with which the money is earned 
○ The business model for Tivoli is first and foremost to attract as many guests as possible 

to the park by offering many different service offerings and make sure the guests have 
a good time so they will return to the park. Tivoli has through the years sought 
inspiration from other parks in the world such as Disney World in order to improve 
their park and when they sought consultation from the NICE movement, Tivoli 
realised that it is possible to improve the guest journey with inspiration from other 
business than their own (Katja Lohmann, 2019 [A10,16]). A part of staying ahead of the 
competition is essential that the organisation keeps on improving its processes and 
according to Katja Lohmann they have been working on a major training project ahead 
of the current season for the various employees in the park so they become 
completely familiar with the processes for how to create a great customer experience 
[A10].  
Overall, it can be said that Tivoli's business model is about making the customer 
experience as strong as possible, and by improving the park in every way, it is possible. 

 

4.3.2.4 Blueprint of Micro Experiences in an Experience Setting 

Creating a full blueprint for the entire service offering will be an enormous undertaking. We will 
instead focus on the touchpoints in the micro moments of which the ride attendants and ticket sellers 
have to navigate. In this particular case we assume that the guest will purchase a tour pass meaning 
he or she will skip the process for buying tickets for the rides. We likewise assume that the guest does 
not possess a season pass or have pre-purchased the entrance ticket online. 
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Fig. 12 Service blueprint of the micro experiences, Tivoli 

 
Source: Own creation inspired by Bitner et al. (2008) 

 
The blueprint in figure 12 is a concept blueprint (Bitner et al., 2008) as it only depicts the basic steps 
in the micro moments. We acknowledge that multiple steps are usually taken before approaching 
rides but as the NICE experiment deals with these specific encounters we choose to follow their lead 
and focus only on these. 
In the above experience process we have illustrated all touchpoints a guest could potentially 
encounter where a micro experience may occur. The micro experiences are of the utmost importance 
to the service experience in Tivoli. It is in those few seconds that an experience can change from one 
extreme to another, from bad to good or vice versa or even good to better. The red arrows are where 
the micro experiences happen and the blue arrows indicate a slightly larger micro experience where 
the encounter usually lasts a few minutes (Katja Lohmann, 2019 [A10]). These arrows likewise indicate 
potential fail points (Shostack, 1984) where an employee could read the situation wrong, or may not 
have the experience in counteracting an emotional state and thus completely change the course of 
the encounter. Language is another potential barrier for a ‘fail free’ interaction as Tivoli is visited by 
approximately 28 % international guests as of 2014 (Tivoli, 2019C). 
We have included the first moment of truth (Bitner et al., 2008) though the micro experience in this 
instant may not experience many different emotional states that need dealing with. However, for 
many guests, the experience starts here and the outcome of this first moment of truth can set the 
tone for the rest of the visit. In this interaction there is no contact with a backstage employee but is 
backed up by a ticketing and/or IT system. We are aware that anything depending on non-human 
interaction can likewise create a failure point as the crashing of IT systems. However, as this does not 
constitute a micro experience we choose to leave it out of the analysis. 
According to our data we surmise that Tivoli and their employees have mainly focused on the second 
step in the blueprint, where the guest joins the queue at say the roller coaster. If the queue is long, 
the guest will have lots of time to switch between his or her emotions and this is where the 'state of 
mind' framework becomes important. As previously established, the micro experience consists of 
mere seconds and the ability to decode a stranger’s current mood is vital for the entire service 
experience as the foundation is laid here. The roller coaster attendant has the opportunity to diffuse 
a tense situation, or make a light-hearted one even more cheerful. There is, of course, always the 
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chance that there was no situation to diffuse, or the attendant failed in reading the guest correctly. 
Fortunately, the employee has two more opportunities to rectify, or enhance, the situation. If for 
instance a worried guest is next in line for the rollercoaster, the employee may counteract this concern 
by emphasizing the strict safety procedures and try to shift the focus or suggest other possibilities 
such as choosing a cart in the middle of the roller coaster to minimize the “wild” factor of the ride 
[A14].  
The next moment of truth happens when the guest is seated and the safety procedure starts. Here 
the employee can try to remember the particular guests and once again assure the guest of his or her 
safety. At this stage there is an interaction between the frontage and the backstage as the ride will 
not take off before the front has communicated to the back that all safety procedures have been 
completed.  
To obtain the trifecta of excellent service in this example, the employee has one more opportunity to 
make a difference to the guest as they finish the ride and exits. In this interaction the ride attendant 
can no longer influence the pending situation but can bring it to a close by acknowledging the guest 
as he leaves.  
The last micro experience the guest may encounter is when it’s time to leave the park. Nine times a 
year member of staff will conduct exit interviews asking only three questions (Katja Lohmann, [A13]): 
 

1. May I ask You a question? 
2. Would You recommend Your experience here to others? 
3. May we have Your email? 

 
These questions seem reliable and non-intrusive but the interviewer must still be able to read the 
guest and act accordingly. 
 
These micro experiences is where the NICE way of thinking comes into play. In these compact 
encounters the employees personify point 2 in the NICE manifesto, authentic, curious & passionate 
employees attempting to create something special and unexpected. The employees can play off the 
emotions of the guest, make them feel seen and heard and better about themselves in the moment, 
which also applies to the ride attendant, the possible outcome being that co-creation of emotions 
have occurred enhancing the experiential aspect in the process (Sørensen & Jensen, 2014).  
 

4.3.3 Sub Conclusion 
Boswijk et al. (2006) state that experience economy is more than just offering a staged experience 
setting. Service organisations need to focus on the personal experience of the individual according to 
his or her societal context (Boswijk et al., 2006, p. 1) in order for the guest to consider the service 
offering a meaningful experience. 
Judging only by the 10 criteria of a meaningful experience, Tivoli has the potential to fulfil all 10 to a 
satisfactory level. As indicated earlier the NICE experiment conducted by the amusement park is an 
excellent tool for the employees to apply in any service interaction potentially amplifying the displayed 
emotions of the guest.  
Considering the entire park as one service offering, Tivoli ticks off all boxes in terms of focusing on the 
personal experience of the individual according to his or her current life situation. The park offers a 



 
 

 77 

place to challenge oneself and a place to revisit old memories. The data suggest that the experience 
setting takes the guest through a process where the initial erlebnis turns into erfahrung during the 
visit which eventually turns into meaning. 
By involving the employees in such an authentic way shows presence and sincerity in co-creating and 
co-developing the experience with the individual guest.    

4.4 BonBon-Land 
The thematic analysis of BonBon-Land reveals four overall themes listed in the table below and one 
subtheme that is derived from the overarching themes.  
 
Table 10. Themes and subthemes, BonBon-Land 

Themes Authenticity Involve employees Presence Exceed expectations 

Subtheme(s) Feedback from guests 

 
BonBon-Land has not been a part of the NICE Project; however, it became clear after conducting an 
interview with sales and marketing manager, Mette Frimodt Rasmussen, that some of the thinking 
behind the NICE Project is a part of the service concept in BonBon-Land. “Experience focused business 
culture” which is the first of the guidelines in the NICE manifesto, could might as well be a part of the 
guidelines in BonBon-Land which the interview gave the overall impression of. However, Mette 
Frimodt Rasmussen did not use the word experiences, instead the word service was used which is very 
obvious as BonBon-Land has not become acquainted with the thinking behind NICE that could lead to 
a different mindset [A7]. 
 

4.4.1 NICE in Relation to BonBon-Land 
The collected data reveals that the employees are very involved in the guest experience with the 
purpose of providing the guests with the funniest day of the year as Mette Frimodt Rasmussen 
formulates it [A7,10]. For many guests at BonBon-Land the main purpose of the visit is to be entertained 
by using the many service offerings the park offers. However, looking from the perspective of BonBon-
Land the value goes even further, meaning that the employees are supposed to enhance the value of 
the stay. This is done in several ways and one them is via the concept Hi - BOSS - SMILE, which is 
basically another way of activating the employees in a proactive sense (Mette Frimodt Rasmussen, 
2019 [A7,10]):  

- HI: This means that employees greet each other which according to Mette Frimodt Rasmussen 
has the purpose of making it easier to greet the guests. 

- BOSS: The individual employee is responsible for their own area and thus responsible for all 
they observe among other things the guests' behaviour and whether they may need help. 

- SMILE: The employees are supposed to smile at the guests and look them in their eyes and 
according to Mette Frimodt Rasmussen it’s about getting a closer relationship with the guests. 

 
In order to strengthen the competences of the employees, they participate in training programs that 
teach them what good service is (Mette Frimodt Rasmussen, 2019 [A7,10]). 
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Although this is done to improve the service and not create an experience in the NICE sense there are 
some similarities and the 7th guideline in the NICE manifesto, competent employees and managers 
shows that BonBon-Lands’ initiatives touch upon this. 
BonBon-Land relies very much on the personal competences of the individual employee; however, it 
is not apparent how personal this interaction is and whether it is used to obtain further information 
e.g. about the guest’s latent desires through co-creation (Sørensen & Jensen, 2014), but this 
interaction provides the opportunity to do so. 
 
As part of the service-mantra expressed by Mette Frimodt Rasmussen exceeding expectations was at 
the heart of their service concept [A7,10]. Looking through the eyes of BonBon-Land exceeding 
expectations is equal to service. Many of their actions is taken with the peripheral services in mind 
and thereby a supplement to the core service (Roth & Menor, 2003). BonBon-Land is keen on 
providing the guests with extra advantages, however some of these advantages should merely be seen 
as being a part of the standardized tourism service encounters (Sørensen & Jensen, 2015). When the 
guests arrive at BonBon-Land ahead of opening hours the guests can buy tickets in advance so the 
waiting time is reduced and BonBon-Land even exchange non-refundable tickets and these services 
are a part of exceeding expectations (Mette Frimodt Rasmussen, 2019 [A7,10]). 
In order to provide with what BonBon-Land calls excellent service they have taken several actions 
which touch upon engaging the children in the park. Mette Frimodt Rasmussen states that they have 
received positive feedback on initiatives were the guards greets the kids with a high five. The park 
mascot plays a similar role as it greets the children when they arrive at the park and when they leave 
again [A7,10]. This type of service with emphasis on inclusion and presence with the guests is largely in 
accordance with the 2nd guideline of the NICE Project, authentic, curious & passionate employees. 
The 2nd Guideline is well aligned with the notion of co-creation and foundational premise number 7, 
actors cannot deliver value but can participate in the creation and offering of value propositions (Vargo 
& Lusch, 2016). We must state that the dedicated employees can be proactive in creating value for 
the guest, and that a high five for a child who may be a little grumpy can be positively surprised. 
 
The employees who works in the park have a great influence in raising the level of services and 
experiences, and therefore it is important that the employees have room and authority to provide 
good service and according to Mette the individual employees have the authority to do so with some 
limitations as the safety of the guests must not be compromised and this fits presumably well with the 
5th Guideline of the NICE manifesto, Trust and Scope of Action for Employees (see table 1). 
The analysis indicates that BonBon-Land might have the tools to make the guest’s experience less 
service minded and more experience minded. However, it requires a cognitive change to make this 
paradigm shift. 
 

4.4.2 Applied Theory 
Starting with Mette Frimodt Rasmussen’s position on how BonBon-Land sees experiences and service 
in relation to the guests, where Mette Frimodt Rasmussen expresses that it is BonBon-Land's most 
important task to give the guests the most fun day of the year [A7,10], then we will analyse BonBon-
Land's service offerings based on Pine & Gilmore's four experience realms (1998). 
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Besides the use of the four realms, the analysis will contain The DART Principle (Boswijk et al., 2006) 
that will be attached to the park's service rule HI-BOSS-SMILE. Furthermore, will the physical settings 
and how it affects the behaviour of the guests be analysed via Bitner’s (1992) Servicescape.  
 

4.4.2.1 The Four Realms of an Experience 

Via an analysis of our data, we argue that the park's guests have the opportunity to experience three 
out of the four domains. 
First of all we assume that the park does not provide any really aesthetic value as such as we assess 
that BonBon-Land does not attract their guests via offers where they can immerse yourself through 
the senses (Pine & Gilmore, 1998), such as enjoying a wonderful view, beautiful paintings, exquisite 
food and similar experiences. What BonBon-Land does offer is a theme park created to 100% 
perfection, which means that the park exploits the cartoon aspect of what is known about BonBon 
candy, such as Seagulls (Mågeklatter), Sewage Sludge (Kloakslam), and exhibits the same thinking with 
the same candy like papier mache figures throughout the park. The interior appeals to children and 
teens as well as adults who still have contact with their inner child, since all figures are designed with 
a twinkle in the eye that most will smile at. 
Unlike the lack of an aesthetic experience in the park, there is plenty of entertainment available to the 
guests. The majority of the entertainment offerings are those where the participation is more passive 
than active and the guest’s connection with the event is more of absorption than immersion (Pine & 
Gilmore, 1998). There are some exceptions which dictates a more active participation such as the 
event The Children's Record Book and it’s for children between 0 and 18 that hunt records that will be 
entered into the children's record book (BonBon-Land, 2019A).  
“To a greater extent, companies combine the entertainment experience with a learning experience” 
(Madsen, 2012, p. 21). BonBon-Land does enter that category to some extent as they have an event 
called The Great Fire & Rescue Show, where children can learn first aid (BonBon-Land, 2019A). In 
general BonBon-Land offers events that have the learning aspect involved, as we experienced the day 
we visited the park, especially intended for children, where they could touch a large snake and a baby 
crocodile, while learning about these reptiles (see table 11). 
Even though we do not perceive the park to be an aesthetic enjoyment per se we conclude that 
BonBon-Land does offer what Madsen would call an escape from the real world (2012). This escape is 
related to the realm Escapism that involves a greater part of immersion (Pine & Gilmore, 1998). If we 
look at the many children that runs around the park the question is whether they absorb the 
experience as a mere passive participant and how much immersion it involves. The park offers rides 
that require a great deal of active participation such as the ride Horserado (Hesterado) where guests 
immerse themselves in the role of cowboy in the wild west, which we experienced ourselves during 
our visit. The active participation in the West involved a horse saddle one had to hang on to while it 
moved and an interactive computer game played on a big screen. While seated on the moving saddle 
the guest has to point and shoot with a laser pistol on the screen and could become a little bit 
distracted by water and air hitting them during the ride.  
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4.4.2.2 The DART Principle 

Having recently visited BonBon-Land we discussed the potential theories that would apply to the 
park’s service concept while there. We instantly thought of applying the DART principle (Prahalad & 
Ramaswamy, 2004) with the company’s HI-BOSS-SMILE service framework in mind. 
 

1. Dialogue 
○ Prahalad & Ramaswamy state that in order to engage in an active dialogue the two 

parties, the amusement park and the guest, must become equal and display mutual 
engagement and active listening and centre around mutual interests (2004, Boswijk 
et al., 2006). The HI-BOSS-SMILE rule is an excellent opportunity to initiate dialogue. 
The ‘HI’ part refers to all employees greeting each other as well as the guests when 
they walk past them. Based on our own observations this did not happen as often as 
could be expected. However, it needs to be said that most of the employees are young 
people and possibly a bit inexperienced when it comes to greeting guests as evidenced 
by the following review: 
 
“Very nice rides for the kids - they loved it  

Very bad, unorganized and unprofessional service staff (just teenagers). Do not recommend anything 
in this park other than the rides…” 
    (TripAdvisor, 2019A) 

 
For the most part, though, we were greeted with big smiles at each ride as well at the 
entrance and one of the eateries and more often than not exited the rides with a 
“have a good day” which, to us, showed presence.  

○ We acknowledge that the employees are not familiar with ‘micro experiences’ as was 
the case for Tivoli and as the day of our visit took place in the second weekend of the 
season on a relatively cold day, there were little or no queuing, making the micro 
experiences virtually non-existing.  

○ During the dialogue, the employees can potentially involve the guests in co-
constructing and creating personalized experiences by enforcing the HI-BOSS-SMILE 
rule, putting the individual guest at the forefront of the service interaction (Prahalad 
& Ramaswamy, 2004).   

2. Access 
○ Boswijk et al. (2006) posit that by making information available consumers can obtain 

access. The park is doing so by providing a website with detailed information 
regarding entry fees, opening hours, the type of rides from extreme to calm (BonBon-
Land, 2019B). Likewise, the company has a Facebook page, the ‘word of mouth’ of the 
21st century. Potential guests have the opportunity to acquire information as well as 
communicating directly with the amusement park and former guests via Facebook. 
Access to information in addition to transparency is crucial for having a meaningful 
dialogue (Prahalad & Ramaswamy, 2004).  

○ In the park itself the guests have other kinds of access to information in the form of 
the employees throughout the park. Moreover, an information booth is located within 
the park and signs in front of each ride show the technical specifics on top of safety 
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rules (see table 11). This feature could potentially be the rather inactive, yet effective, 
equivalent of Tivoli’s ‘state of mind’ framework, or at the very least a small part of it.  

3. Risk-benefits 
○ As mentioned in other chapters, this element deals with both the consumer and the 

company at hand. The risks the guest must assess are in the case of BonBon-Land a 
plenty. The primary target group for the park are children, at least if the look of the 
rides is taken into consideration as these have a rather innocent if somewhat 
mischievous and childlike look (see table 11). There are the obvious risks to be 
assessed such as safety. As mentioned in the previous element, these safety 
guidelines are placed all around the park making the assessment accessible and ‘on 
the go’.  

○ Other risks to consider is value for money. The park is located about 60 km from CPH. 
The entrance fee starts from 149 DKK. per person over 90 cm. if purchased online 
(BonBon-Land, 2019E). Traveling with children any amount of distance often requires 
a lot of planning. Presumably, a family would consider several concerns such as price, 
distance and whether or not the whole family will have an enjoyable time. Access to 
information and transparency on BonBon-Land’s part can help guests determine if 
these risks are worth the benefits, e.g. having a lovely time with the family. 

○ By providing a platform such as Facebook for guests to interact and share their 
experiences with could open the amusement park up to vulnerability in terms of bad 
reviews in a forum most consumers are familiar with and have easy access to. A less 
than flattering reputation could potentially harm revenue in the end.  

4. Transparency  
○ In their 2004 article, Prahalad and Ramaswamy argue that the nexus of value is built 

on this DART principle, and both patrons and businesses must adjust accordingly. 
Transparency and access are two of the building blocks that co-creation must start 
from (Prahalad & Ramaswamy, 2004) and judging by our data, BonBon-Land is off to 
a good start with extensive information concerning the park being available on 
multiple platforms. Table 11 displays an image that shows a figure holding a sign that 
says Queue time from here 40 mins. This is a very clear example of the transparency 
displayed throughout the park and is valuable information to guests in situations 
where the risk-benefits assessment comes into play once more.  

○ Based on the above, the amusement park seems quite transparent when it comes to 
its service offering. When interviewing the organisation, Mette Frimodt Rasmussen 
was not at liberty to disclose how many guests visited the park last year and there are 
no mentions of it in the annual report (BonBon-Land, 2018). In contrast, Tivoli happily 
refers to its number of visitors on the company’s website as well as in their annual 
report (Tivoli, 2019D). We can only speculate as to why this number remains 
undisclosed but it does makes us wonder if this lack of transparency is to mask the 
risk benefits factor to B2B customers or simply the competition. 
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Table 11. Pictures of BonBon-Land 

 
Source: Henriette Ravnkilde Jensen & Allan Lindegaard Jørgensen (2019) 

4.4.2.4 The Servicescape of BonBon-Land 

The amusement park can be considered a layered servicescape as here is a case of services within a 
service; entry to the park, the different rides, the restaurants to name a few. 
BonBon-Land being an elaborate servicescape with multiple touchpoints and communication 
encounters we thought it relevant to examine the physical environment of the park (Bitner, 1992). 
Where this framework is most likely constructed with an indoor service organisation in mind, we 
consider this model to be suitable and adaptable to an outdoor servicescape. 
 

1. Environmental Dimensions 
○ Ambient Conditions 

The ambient conditions might not be 100% applicable in this particular case as 
lightning and temperature is not something that can be controlled by the park. 
However, sounds and smells can and throughout the park sounds of children, distinct 
metallic noises coming from the many rides can be heard. The model mentions quality 
of air as part of the ambient conditions to consider (Bitner, 1992, p. 60). Being an 
outdoor attraction situated in a somewhat rural region, the quality of air in the park 
was indeed fresh. As for smells around the park, we found it to be quite neutral. This 
could be due to the time of year and the low temperature resulting in any food or 
snack stalls operating indoor.  

○ Space/Function 
The layout of BonBon-Land is not coincidental. Upon entering and exiting the guest 
will walk past Slaraffenland, a store with nothing but various sweets and candies the 
amusement park is named after. The park boasts of 130.000 m2 (BonBon-Land 2019C) 
and the square meters are well used with strategically placed food stalls and raffle 
stalls amongst the rides. While the rides are for everyone, the design of each of them 
very much appeals to children and young adults with some of them being quite 
‘cheeky’ and endearing.  
The park unveils other strategic architecture such as the exit of at least one of the 
rides leading directly in to a souvenir and sweet shop. 

○ Signs, Symbols & Artifacts 
The signage is quite plentiful and cleverly designed. Apart from signs showing 
designated smoking areas and areas to consume packed lunches in, additional signs 
also show the direction to specific rides (see table 11) and just how far to the nearest 
pizza place or ice cream parlour. The food signs are created with pictures of the food 
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in question, e.g. ice cream or soda, presumably making it easy for children to “feel 
inspired” and verbalise to their parents what they are in the mood for.  

2. Holistic Environment 
○ Perceived Servicescape 

Mehrabian & Russell determined that any environment can be captured in a two-
dimensional space, pleasure - displeasure and degree of arousal, depending on said 
environment’s emotion inducing qualities, that reflect consumers emotional response 
to the place (1974). Supposedly, BonBon-Land is meant to elicit a high degree of 
arousal and pleasure with experiences being a strong focus, hopefully leading to 
guests wanting to stay in the park for longer thus spending more money.  
The immediate perceived servicescape of the park, based only on the environmental 
dimensions and personal observations, is hedonic. Arguably, the many sounds and 
noises could be perceived as unpleasant to some but as in the case with Tivoli, these 
sounds more often than not elicit positive feelings in guests as they are indicators of 
enjoyment which in turn can influence the overall perception positively. 
Boswijk et al. (2006) speak of sense of control in their theory regarding meaningful 
experiences. The clear signage mentioned earlier and the vast open space of the park 
can make guests feel as if they are indeed in control of the situation and choose 
whether or not to accept the value proposition extended by the amusement park 
entirely (Bitner, 1992).   

3. Moderators 
○ Employee Response Moderators 

Bitner (1992) suggests that a firm could benefit from designing a form of script in 
order to ensure a specific development of the service encounter. By enforcing the HI-
BOSS-SMILE rule, the park has produced a general framework for its staff that leaves 
room for the individual employee to personalise the interaction(s) with the guests 
which in turn shows authenticity. Meeting the guests where they are in the service 
interaction is a very NICE like approach that puts the guests at the centre of attention. 
The interactions, or possibly lack thereof, with the park’s employees can heavily affect 
the perception of the servicescape and evoke an approach-avoid behaviour in the 
guests. By building rapport with the guests the employees are able to moderate the 
guests experience in as well as their impression of the park.  

○ Customer Response Moderators 
A day in BonBon-Land offers great entertainment for those who visit the park and 
based on personal experience the park lived up to the expectations for a arousal-
seeker (Bitner, 1992). The different kinds of amusements offered a varied level of 
stimulants suited for thrill seekers and non-thrill seekers. The highest level of 
stimulants comes from the screaming guests trying the different rides.  
The parks’ stimulants should be of relatively no surprise as presumably the majority 
of the guests come to the park to seek arousal or to see their children enjoy the visit. 
In addition to the purpose of the visit the mood state also influences the perception 
of the visit (Bitner, 1992) and presumably most guests come in a happy state of mind. 
As the expectations of a great day at the park lived up to expectations as there were 
relatively easy access to the different rides and not many guests crowding the park, 
the opposite experience can affect individual responses to the place (Bitner, 1992). If 
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for example a family of four visiting the park expect to find a lot of other families with 
children and instead comes across a crowd of noisy and rude teenagers it may lead to 
dislike of the park.  

  
4. Internal Responses 

○ Employee and Customer Responses 
Returning to the perceived servicescape, scholars argue that the environment can be 
viewed as a form of nonverbal communication (Broadbent, Bunt & Jencks, 1980, 
Bitner, 1992, Rapoport, 1982). The model stipulates that both employees and 
customers respond cognitively, emotionally and physiologically to their physical 
surroundings (Bitner, 1992, p. 62). 
BonBon-Land may elicit some cognitive responses as the servicescape and affect 
people's beliefs about the place, the people and the products located in that 
servicescape (Bitner, 1992, Golledge, 1987, Kaplan & Kaplan, 1982, Rapoport, 1982). 
The interior with the emphasis on cartoon like figures could Immediately elicit the 
thought that it is a park for children. The majority of the employees are quite young 
and their beliefs of working there could maybe revolve around that it is a fun place to 
work and it be of symbolic meaning as they might be proud of working in a famous 
amusement park. 
Servicescapes may also produce emotional responses that in turn influence behaviors 
(Bitner, 1992) and the guests and employees in BonBon-Land can be affected by the 
two dimensions pleasure and arousal (Bitner, 1992, p. 63) and immediately looking at 
which emotions that are produced in the park are mostly positive. Most guests 
(children) would be excited to see the interior with all the enventive figures as 
something exciting. The mood of the employees is also affected by the many 
stimulants that arise in the park such as a happy guest, which may affect them in a 
positive way and create a kind of affiliation to the Park. However, the opposite can 
also be the case. 
Another point that increase pleasure is the personal control in the environment 
(Bitner, 1992, p. 63) and as of personal experience the environment with the adequate 
space in the park, the clear signage, the fresh air and the relatively few people 
increased the pleasure. 
The environment may also cause physiological discomfort such as people feel 
suffocated in a small room and this can in the end influence on whether people stay 
in and enjoy a certain environment (Bitner, 1992). The physiological conditions from 
the environmental design and related physiological responses affect whether a 
person can perform her or his job function (Bitner, 1992, Riley & Cochran, 1984). If an 
employee at BonBon-Land is working in a uncomfortable working station it will end 
up in a avoidance behaviour. The physiological effects is of highest importance when 
looking at the guests and how long the park wants the guests to stay. Overall it is 
imperative that the different rides are relatively comfortable and that are some 
decent seating areas around the park. 

5. Behaviour 
○ Approach and Avoid 
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As environmental psychologist suggest that individuals react to places in approach 
and avoidance behaviour and as approach behaviour is considered positive behaviour 
(Bitner, 1992, Mehrabian and Russell, 1974) we surmise that BonBon-Lands’ interior 
gives the guests, particular the children, a wanting to stay longer and explore the 
somewhat cartoonish universe with the strong focus on the different figures known 
from BonBon-Lands’ candy universe.  
The settings of an organisation can also hinder the purpose of the individual (Bitner, 
1992) and of course this is the same for BonBon-Land, e.g. crowding at the entrance 
and at the different rides may elicit negative behaviour such as leaving the park ahead 
of schedule. BonBon-Land tries to avoid this by initiatives such as activating the 
children in the park, so that any waiting time feels faster. The children can use an app 
called The Mascot Hunt (Maskotjagten) where they will find, scan and then play with 
the famous mascots. According to the manager of BonBon-Land, Mattis Willms the 
app is developed to activate children while waiting in line (BonBon-Land, 2018).  
The approach and avoidance behaviour is also applicable for employees and is 
influenced to a certain degree by individual internal responses (cognitive, emotional 
and physiological) to the surroundings (Bitner, 1992). Overall, in our experience, it 
seems that the employees are happy to be part of BonBon-Land, as most employees 
were committed and smiling. 
As Forgas (1979, Bitner, 1992) propose there are certain things that can affect the 
social interactions between customers and the employees. These things are 
concerned around environmental variables such as seating arrangements and 
furthermore social rules, conventions, and expectations. Even though studies show 
the impact of physical setting on the nature of social interaction (Bitner, 1992, p. 61) 
there are no apparent design of the environment that reinforces the social interaction 
with the employees as for example standing in line does not offer much contact with 
the employees at least not before they stand at the front of the queue. The social 
interactions among the guests were not particularly encouraged either, even though 
a single ride was designed so that the guests sat face to face in the cart. 

4.4.3 Sub Conclusion 
Though not a NICE organisation, BonBon-Land displays a certain NICE mentality with its focus on the 
customer experience. Their HI-BOSS-SMILE rule is somewhat reminiscent of Tivoli’s micro experiences 
and 3-meter rule combined in the sense that the HI and SMILE part in effect are complying with this 
in the space of a very short period of time. The BOSS part is expressed through making sure individual 
workspaces are kept neat and tidy as it is in Tivoli. This rule, when enforced, allows the employees to 
convey a sense of presence and authenticity which is in alignment with point no. 2 of the NICE 
manifesto regarding being exactly that as well as proactive and curious when attempting to identify 
the guest’s individual needs.  
BonBon-Land shows an openness and transparency when it comes to information about the park and 
the rides in particular which is another example of the park putting the customer first in the overall 
experience. 
As for being a memorable experience, the park is equipped with a strong starting point, having placed 
in three out of the four realms of an experience based on our personal experience and the remaining 
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data. Having no discernible aesthetic feature, in our view, BonBon-Land offers instead plenty of 
opportunity for edutainment and co-creation by making learning a part of the entertainment (Madsen, 
2012). 

4.5 Overall Conclusion 
Hotel Kong Arthur and Hotel SKT. PETRI are two very different hotels in terms of style and service 
concept. Where Kong Arthur exhibits a NICE approach by involving guests and attempting to co-create 
value through its service offering thus creating an overall experience setting, SKT. PETRI offers 
experiences in the traditional sense of service as the hotel focuses more on the service aspect and less 
on the experiences.  
The employees at Hotel Kong Arthur seem very invested in their involvement in the service experience 
as well as the guests and will go to great lengths in order to make sure they make the most of their 
stay. The three main themes of the hotel, involve employees, guests and all five senses are very 
apparent in the experience settings of the hotels. The staff at Hotel SKT. PETRI are no less service 
minded as was evident during our brief visit to the hotel. Here the employees are very attentive but 
with a slight distance to the guests as opposed to the staff at Hotel Kong Arthur.  
The themes of exclusivity and standing out for SKT. PETRI is just as evident as the themes of Kong 
Arthur and most certainly live up to the hotel’s concept of Laidback Luxury. 
Attempting to place the respective hotels within the four realms of an experience, we have concluded, 
that Hotel SKT. PETRI being high-end and offering ‘luxury’ as a selling point, the hotel offers a complete 
experience in terms of theoretical experience economy. Hotel Kong Arthur is not far behind, though, 
placing in all realms but the entertainment one. With regards to the NICE Project and the NICE way of 
thinking we have a clear front runner in Hotel Kong Arthur. This may seem an unfair judgment as the 
hotel is extremely NICE minded and SKT. PETRI is unfamiliar with the concept. However, we do see 
glimmers of the NICE approach in two of the manifesto guidelines at SKT. PETRI, numbers 2 and 3, 
Authentic, curious & passionate employees and Innovation & Co-creation with the first one more for 
the being passionate and present in the service interaction, and the second one for being proactive 
with respect to the lobby host and his or her main function.  
 
Unlike the two hotels in this study, Tivoli and BonBon-Land share several similarities in terms of their 
core service offering, hedonic experiences, and how they approach these. Common to both Tivoli and 
BonBon-Land is the respective amusement parks main foci on being present and authentic as well as 
actively involving the employees in (co)creating the experiences. Whereas Tivoli is a NICE organisation, 
BonBon-Land is not but does seem to embody some of the same values when it comes to putting the 
individual guest and his or her wants and needs at the centre of the experience. Both parks operate 
by similar rules that seem a great tool for employees in how to act and interact with colleagues as well 
as guests.  
Where Tivoli’s NICE experiment, the micro experiences, pays attention to the individual guests’ state 
of mind in the space of 3-5 secs. and how to (re)act accordingly, BonBon-Land’s HI-BOSS-SMILE 
framework is of a more standardized nature that serves more as a reminder to the employees of how 
to conduct themselves around the park. This is not to say, though, that the HI-BOSS-SMILE rule does 
not create value for the guest as visitors would presumably appreciate a smiling approachable 
employee ready to help. 
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Where the parks differ notably is in size with Tivoli being the smallest, but the biggest in terms of 
number of visitors, we assume partly due to its prime location in the centre of CPH.  

 5 HORESTA & Wonderful Copenhagen 
In this chapter we will examine the outcome of the interviews with the tourist organisation, WoCo, 
and the political trade organisation, HORESTA, and how these apply to the service concept. 
As for the four case companies we have likewise derived themes and subthemes for these two 
organisations from the interviews and will in the following investigate how these themes relate. 
 
Table 12. Themes and subthemes, HORESTA 

Themes Involve employees Involve guests 

Subtheme(s) Provide service Inclusion Co-creation 

 
Marianne Kragh of HORESTA and one of the instigators of the NICE movement believes that the Project 
has been an overall success as the participating businesses have found great value in the Project 
(Marianne Kragh, 2019 [A1]) and by the end of the Project, 130 organisations had participated across 
the country. According to Marianne Kragh, the core of NICE are the employees. When the staff is 
involved it leads to greater employee satisfaction as they often take ownership of the service 
encounter and can see the effect of doing things slightly differently in terms of approaching the guests. 
This paradigm shift from standard to personalized services will usually result in higher guest 
satisfaction meaning that co-creation and inclusion are operative words within the NICE movement. 
Marianne Kragh finds that employees feel freer when they are able to create experiences with the 
guests [A1].  
As mentioned in the beginning of this thesis, the NICE Project would not have been realised had it not 
been for Marianne Kragh and HORESTA. Having concluded the NICE Project in 2018, the Project has 
now been evaluated with the main takeaways being that by making these little changes in the 
organisation itself such as the business strategy and aiming at creating job satisfaction will lead to a 
changed behaviour within the organisation as well as new ways of creating experiences with guests 
and/or customers. This will subsequent lead to a change in the company Net Promoter Score (NPS), a 
higher number of visitors as well as economic performance. Lastly, the movement has created a ripple 
effect in the participating organisations (NICE 2.0).  
 
The future of NICE is somewhat up in the air as the Project has officially run its course and as of now 
it is uncertain whether or not the Project can find funding elsewhere for further development [A10].  
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Table 13. Themes and subthemes, Wonderful Copenhagen 

Themes Involve guests Involve locals 

Subtheme(s) Co-creation Competitiveness 

 
Looking upon the mission of WoCo, enable our destination to be shared more the DMO has developed 
a new 2020 strategy called Localhood for the purpose of involving citizens, travellers, businesses, 
public actors and so on (WoCo, 2017). According to Bianca Mercier, project manager for WoCo, the 
thoughts behind the strategy are to think of in which direction CPH is heading and to make it a more 
competitive city. 
The vision of WoCo is very closely linked with Localhood as the strategy has also changed the 
perception of tourists, meaning that instead of viewing them as tourists we should consider them as 
temporary locals (WoCo, 2017). The strategy has a four-year perspective and is mainly focused on the 
relationship between tourists and locals with the purpose of creating shared local experiences (WoCo, 
2017).  
First and foremost, it is the job of WoCo to make sure that CPH remain an attractive destination to 
visit and to maintain that tourism still have the backing from the locals (WoCo, 2018A). 
As Tourism is of major importance in CPH with about 45.000 jobs involved the vision has been made 
in order to enhance that industry (WoCo, 2018A). 
In order to fulfil expectations of a successful tourist destination the organisation has developed four 
core tasks and strategic objectives and these combined is considered to be the main activities of WoCo 
(WoCo, 2018A): 
 

1. Attraction and development of the tourism industry 
2. Attraction and development of the cruise industry 
3. International marketing of the capital 
4. International and sustainable development of the destination 

 
The four objectives are all part of the 2020 strategy that has, among other things, the purpose of 
getting Greater CPH to stand out in the European market as the perfect match between city and 
country and increase the customer satisfaction rate so it is at the same level as in the rest of northern 
Europe (WoCo, 2018A). 
 
The Localhood strategy generates a lot of resonance within the tourism industry. Wonderful 
Copenhagen helps attractions make it easier to market themselves to international tourists, for 
example via social media, making their experiences more adapted to an international audience. 
[A12]. 
 
The NICE project is a project initiated before the Localhood strategy was launched. NICE is therefore 
not initiated as a direct follow-up to the strategy, but, however, speaks to the Localhood mindset, 
where service actors are working to prepare the quality of the meeting with the guest and thus provide 
a more local and personal service experience [A12]. The immediate connection between the two seems 
to be the involvement of guests and co-creation are evident in both cases as per the themes derived 
from the interviews. As figure 6, p. 41, illustrates from WoCo’s point of view, that involving guests and 
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locals in the experience setting can lead to co-creation which in turn can lead to competitiveness. 
Being the local tourist organisation of CPH, this is of course a major focal point. Looking at the themes 
emerging from the HORESTA interview exploring the NICE Project, they are all part of what potentially 
constitutes a memorable experience. Upholding the NICE movement in concert with Localhood could 
create memorable experiences across a broader spectrum and benefit local communities even more.  

5.1 Learnings from the NICE Case Companies 
The two NICE companies, Hotel Kong Arthur and Tivoli, have both shown commitment and dedication 
to the Project. By studying these two organisations extensively in relation to NICE, we have learned 
that the one major point where the effects of the NICE Project can be seen is amongst the staff. 
Common to both organisations, the employees have shown initiative and responsibility for their jobs 
by approaching and embracing the Project head on. The NICE Project has in both cases provided the 
tools for the employees to create their own operative framework and NICE initiatives. For Hotel Kong 
Arthur, the NICE thinking has seemingly become part of the staff DNA as they take pride in and 
ownership of each service interaction the may encounter. The employee questionnaire survey only 
emphasizes this statement [A11]. This goes to show that if managers dare to trust their employees 
100% and give them some sort of authorization to make certain decisions, surprising and interesting 
things can happen in the workplace. 
Neither company have ever carried out an employee satisfaction survey. To fully comprehend the 
effect on the staff and subsequent guest satisfaction, a survey would have had to be conducted at the 
very start of the NICE Project. However, we realise that this was initially not the primary focus of the 
NICE movement but something that has been brought to the attention throughout its course and is 
now considered the core of the Project [A1]. 
 
When asked how the respective businesses measure the effect of NICE both Katja Lohmann of Tivoli 
and Helle Bisholm of Hotel Kong Arthur admit that they cannot know for sure as it is not evident from 
the KPI’s, NPS’es etc. [A10] but the general view is that it does have a positive effect.  
 
“We cannot measure directly on the NICE experiments - but all parameters have increased both the 
internal and external measurements since we started the experiments. We take this as a positive sign” 
                (NICE 2.0, 2018) 

6 Conclusion 
The analysis sets out to explore the effects of an innovation project, the NICE Project, attempting to 
change the focus from traditional service to personalised and memorable service experiences in the 
CPH tourism industry. Specific service organisations are selected for their connection to NICE while 
others are selected to mirror the respective organizations in terms of type of business, size and 
location but with one significant difference: They have no connection whatsoever to the Project. This 
is to provide meaningful insights to differences in applying the service concept and to obtain a broader 
understanding of the implications of the NICE Project. 
Having been hatched and launched by trade organisation HORESTA and DMO WoCo, the study also 
seeks to uncover implications of the NICE concept for these two organisations. 
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The overall objective of the thesis is to provide recommendations for an improved experience concept 
in relation to customer satisfaction. This has led to the following research question: 
 
Suggestions for an improved service concept based on the effects of the NICE Project and selected 
hotels and attraction experiences. 
 

6.1 The Effects of the NICE Project 
Looking at the two hotels and their themes and subthemes, it becomes apparent that they have very 
different approaches as to how the respective establishments are run. At a glance, Hotel Kong Arthur 
seems exceedingly customer centric and inclusive whereas Hotel SKT. PETRI displays a more firm 
centric nature. For Kong Arthur it is part of their intrinsic value to co-create experiences with the 
guests as evidenced by the themes. The hotel integrates all five senses as per Pine & Gilmore (1998) 
in order to involve guests in the service experience and seems to have taken a page right out of the 
NICE playbook.  
 
Hotel Kong Arthur            Hotel SKT. PETRI 

Themes Subtheme(s) Themes Subtheme(s) 

Involve guests Co-creation Stand out Profit 

Involve employees Provide service Exclusivity Sustainability 

Involve all senses Communication  

Table 14. Side by side comparison of themes and subthemes    Own creation (2019) 
 
The analysis tells us that both businesses are more than capable of living up to their particular service 
concept where physical and social servicescapes (Bitner, 1992, Tombs & McColl-Kennedy, 2003) are 
concerned. Here SKT. PETRI shines in terms of designing a luxurious if a bit clinical atmosphere that 
fits its service offering to a T.  
For both hotels, their respective strategic approaches to service and experiences seem to work as both 
receive a large amount of positive feedback on TripAdvisor. As for the respective tourism encounters 
(Sørensen & Jensen, 2014), we state that Hotel Kong Arthur is operating by a tourism experience 
encounter of a dynamic and personalized character where knowledge about the individual guest is 
developed in the process, and Hotel SKT. PETRI by the more traditional service encounter where the 
service is somewhat rigid, standardized and hyper-professional and focuses more on developing 
knowledge concerning customer satisfaction. 
 
For this comparison, we can conclude that it is not clear if the NICE Project has had an effect on the 
overall customer satisfaction. What we can conclude is that it has changed both manager and staff 
attitudes towards co-creation of experiences in a positive and observing way. 
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Tivoli                    BonBon-Land 

Themes Subtheme(s) Themes Subtheme(s) 

Experiences Feedback from guests Exceed expectations Feedback from guests 

Authenticity Authenticity 

Involve employees Involve employees 

Presence Presence 

Table 15. Side by side comparison of themes and subthemes    Own creation (2019) 
 
Our two amusement parks are quite similar in all aspects of their service concept and their respective 
outlook on experiences and the co-creation and delivery hereof. Both attempts to meet the guest with 
authenticity by offering an attentive and approachable employee in moments where guests can feel 
a little vulnerable. These characteristics adhere closely to the NICE manifesto (see table 1).  
The servicescape of BonBon-Land reveals an environment that is carefully planned and offers a 
hedonic and pleasure inducing space with the high possibility of encouraging an approach behaviour 
(Bitner, 1992) due in large to its environmental and holistic dimensions. However, BonBon-Land’s 
exceed expectations rings a bit hollow when considering its average TripAdvisor score of 3,5 
(TripAdvisor, 2019A). There is not much about that would lead guests to believe they were about to 
experience something exceptional. It would be beneficial for BonBon-Land to look towards Tivoli and 
try to emulate their personalised service experience approach.  
As for Tivoli, the service blueprint (Bitner, 1992) tells us that the micro experiences are where value 
can be created. It also shows us that in those exact interaction is where potential fail points can occur. 
This just confirms just how important these micro experiences are and how they can be influenced if 
handled correctly.  
 
Though on different sides of the NICE Project, the two parks’ common denominator is that they both 
practise the tourism experience encounter where co-creation of emotional values is at the forefront, 
potentially enhancing the experiential value of the experience (Sørensen & Jensen, 2014), only with a 
slight difference in terms of the guest responses.  
 
However, once again, we have no solid evidence of the NICE Project being the cause of an increased 
level of customer satisfaction. Tivoli is well known outside of Denmark with its rich history and 
exceptional and accessible location. BonBon-Land’s history is most likely only known to Danes and 
requires a car for easy access meaning that in theory, the odds could just simply be stacked against 
BonBon-Land.  
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6.2 Implications of the NICE Project for HORESTA and Wonderful 
Copenhagen 
The implications of the NICE Project may not have a direct impact on HORESTA as such as the 
organisation represents the businesses within the industry, i.e. the employers. While both HORESTA 
and WoCo were intermediaries of NICE, the implications of the Project can mainly be seen in how 
businesses choose to continue the NICE legacy. For WoCo, the involvement in the Project has 
supposedly been with a different incentive to HORESTA, to encourage tourists to stay in CPH longer, 
recommend our capital to others and to encourage repeat visits. As with Localhood, the NICE Project 
has potentially contributed to not only an increase in general customer satisfaction but also to a 
positive effect on the community in terms of local businesses. 
 
HORESTA             Wonderful Copenhagen 

Themes Subtheme(s) Themes Subtheme(s) 

Involve employees Provide service Involve guests Co-creation 

Involve guests Inclusion Involve locals Competitiveness 

 Co-creation  

Experiences 

Table 16. Side by side comparison of themes and subthemes    Own creation (2019) 
 
As both organisations expressed in the interviews, the involvement of guests and co-creation can lead 
to greater competitiveness which is indeed a positive effect of the Project, for the individual 
organisations as well as for the city. 
 
Upon assessing the Project Marianne Kragh believes it has improved the mindset of the employees in 
terms of having a whole new outlook on experiences and the tourism experience encounter [A10].  
The lack of evidence of the actual effect of the Project does not worry Marianne Kragh. However, it 
could prove a challenge for the future development of the project as it could prove difficult to obtain 
financial support without conclusive evidence of a proven positive effect. 
HORESTA can see the implications of NICE by how many organisations were committed to the Project 
across industries and that it has created a base of NICE ambassadors that continue to adhere to the 
guidelines of the experience manifest in their respective service offering (Marianne Kragh, 2019 
[A10,16]). This indicates that it was a project worth spending time and money on while they can use the 
experiences of NICE for further projects.  
 
On the topic of the efficacy of the NICE Project, we can conclude that we cannot with absolute 
certainty say, that there is causality.  
While the analysis is not conclusive, it is indicative that the NICE Project has a positive effect on 
customer satisfaction and thus correlation but we can only assume, that the independent variable 
comes temporally before the dependent variable. Likewise, the theoretical framework has provided 
us with a general idea of how the service concept and the NICE approach are applied in the firms, and 
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regrettably not with a clear theoretical explanation of a probable connection (Andersen, 2009). As for 
the external variables we are unable to ascertain which impact this has on the service experience and 
the customer satisfaction thereof. 
Our assessment backs up a statement by Jens Friis Jensen of RUC that there is only indicators of a 
positive NICE effect at present and not conclusive documentation [A20].    

6.3 Suggestion for an Improved Experience Concept 
The study tells us more than anything else, that the NICE Project has had a profound and paradigm 
shifting effect on the employees, altering their attitude towards service experiences. Comparing Hotel 
SKT. PETRI to BonBon-Land, two non-NICE organisations we once again see to very different service 
strategies. Though SKT. PETRI seems to thrive with its traditional service tourism encounter we still 
recommend a shift of focus to knowledge development with a clearer emphasis on co-creation. 
Changing to an experience tourism encounter would likewise be in line with the hotel’s own self-
perception of being different from other hotels. The hotel does indeed stand out for it’s physical 
attributes and somewhat “static” but extremely service focused approach. This approach truly is a 
strength of theirs and combined with an enhanced experience approach the hotel has the capability 
to unlock unrealised potential in terms of offering a near complete service experience and truly stand 
out on all parameters. As for BonBon-Land, we likewise suggest a more experience focused approach 
to its service offering in order to increase customer satisfaction as well as number of visitors and 
turnover. While BonBon-Land has the genuine intention and will to appear accommodating and 
authentic they seem to slightly fall through on this promise. While the customer centric focus is there 
it seems that their ability to deliver is just about average resulting in a mostly standardised service 
experience.  
Both Tivoli and Hotel Kong Arthur are prime examples of what personalised service experiences could 
look like as they are already exhibiting experiential tourism encounters. However, we are of the 
opinion that both businesses could use some more structure in planning and executing existing as well 
as future experience initiatives as new employees don’t always seem to be properly trained in the 
NICE/experience focused approach thus risking the NICE mentality slowing fading.  
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For all intents and purposes, we propose that all service organisations change their service concept to 
an experience concept. 
Based on our findings we recommend businesses within the experience industry that they RESEARCH: 
 
Table 17. Recommendations for an improved experience concept 

Research the extremes What are our top 10 best and worst. React! Repeat! 

Employee surveys Is my staff happy with our service concept? What is an experience to 
them?  

Seek knowledge Listen to the guests! What are their wants and needs? Do they feel/see 
a difference in our experience offering?  

Employee involvement What ideas might they have to improve it? Are our initiatives working? 
Is my staff happy with them?  

Attention to architecture  Take full advantage of all resources. Be critical of physical attributes! 
Do we need to make major/minor changes?  

Research some more How have the guests received our new experience initiative? What is 
working? What isn’t working?  

Create a mantra Easy to understand, easy to remember, easy to carry out. What does 
our business stand for? What is our experience offering?  

Have fun!  Take a chance! Experiment! Be creative!  

Own creation (2019) 

7 Discussion, Implications and Future Research 
In this dissertation we have presented our findings and subsequent solution on the basis of three 
overall theoretical directions, co-creation, experience economy and service design. It is our belief that 
these three combined with an innovative interpretation of the service concept set the foundation for 
an improved service experience. In addition, we find that service firms would benefit from focusing 
less on the basic service aspect in its service offering and much more on the experience dimension. 
During the writing process we contemplated adding another layer to the theoretical framework by 
incorporating behavioural design as this partly entails nudging (Münster, 2017). The story of the 
history of the shower curtain at Hotel Kong Arthur is an example of nudging the guest to pull the 
curtain all the way in order to read the full story, minimising the risk of wet floors (Dansk Erhvervsavis, 
2017 [A21]). The idea of behavioural design and nudging is interesting in relation to the NICE Project 
as the Project is essentially about changing the behaviour of the employees and “manipulate” the 
guests to behave in a certain way. A different take on the servicescape (Bitner, 1992) with the addition 
of the peak-end-rule (Kahneman & Tversky, 1984) could potentially have resulted in a different 
outcome with regards to the recommendations of an improved experience concept. A servicescape 
with a peak-end-rule mindset taking its departure from the NICE Project sounds highly experienced 
focused and almost utopian. To our mind, the combination of these four overall topics, behavioural 
design, co-creation, experience economy and service design are what the experience industry is made 
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of. Exploring these four in the context of the NICE Project and/or Localhood would have been an 
interesting direction. In the end, we found the original three topics to be the most relevant for this 
thesis and current curriculum. 
 
The primary implication of this study is that as of now, it cannot be conclusively determined whether 
or not the NICE Project has had a positive effect on the overall customer satisfaction in selected 
tourism organisations. 
For the two NICE business, an internal investigation of the company’s current stance and attitudes 
towards both service and experiences prior to engaging in the Project would have laid the foundation 
of an assessment and a clearer sense of the Projects efficacy. In other words, this thesis backs up the 
findings of HORESTA’s own NICE evaluation (NICE 2.0, 2018).  
 
The improved experience concept, RESEARCH, provides a framework for NICE initiatives and 
experiments that suggest a systematic approach to measuring the effect whilst at the same time 
involving both employees and guests. It stays true to Sørensen & Jensen’s Value Creation & Knowledge 
Development (2014) in actively seeking and responding to customer feedback. True to NICE it focuses 
on including both the staff as well as the guests in all processes.  
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