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Abstract 

Digitalization in recent years has influenced almost every aspect of the consumer sector. In the 

tourism sector, the customer experiences have become significantly important, due to the 

development of communication channels, such as blogs, forums, chats, review websites and other 

various social media platforms (Palmer, 2004, cited in: Merenheimo & Rusko, 2015). The number of 

hotels and holiday resorts in Copenhagen has increased from 78 to 88 in 2015 (Kaj Pedersen, 

Westman & Bülte, 2017). The rise of the platform Airbnb, which was founded in 2008 (Airbnb Press 

Room, 2019), has been considered as a ‘disruptive innovative digital platform’, as it has successfully 

integrated the concept of the ‘customer experience’ into its business model (Christensen & Raynor, 

2003, citеd in: Guttentag, 2013). For hotels, the rise of Airbnb requires some action, so that they could 

compete and not be outperformed by the platform. This paper aims to investigate the impact which 

Airbnb has on the hospitality sector and the overall ‘customer experience’. It also aims to investigate 

the difference between the customer experience with Airbnb properties and hotels in Copenhagen. 

Furthermore, after identifying the differences between both experiences, the research has a focus on 

developing possible strategies for hotels in Copenhagen to compete with Airbnb. The main sources 

of data in this report are primary and secondary data. Primary data is collected through semi-

structured interviews with hotel managers in Copenhagen, questionnaire being sent through the 

Airbnb Press team in Denmark and two web surveys to hotels guests and Airbnb guests in 

Copenhagen. Secondary sources comprise of academic literature in the form of articles and books, 

articles retrieved from websites on the internet, statistics about the number of rooms and hotels in 

Copenhagen and Airbnb listings and other relevant sources from the Internet.  

The findings out of the primary data have been analyzed and compared with each other and based on 

that, the differences between the two customer experiences have been identified. One of the main 

differences, which has been identified, is that the customer experience with hotels is more ‘service- 

oriented’, focusing on the pure delivery of service to the customers, while the customer experience 

with Airbnb properties is more ‘customer and experience-oriented’, more focused towards affecting 

the customers’ emotions and minds. Additionally, the strengths, weaknesses, opportunities and 

threats for hotels in Copenhagen have also been addressed, which enabled the researcher to suggest 

three strategies for hotels in Copenhagen to compete with Airbnb properties. Finally, conclusions 

based on the generated findings have been made together with managerial implications and 

suggestions for future research.  
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1. Introduction 

1.1. Background 

1.1.1. Digitalization 

Digitalization in recent years has influenced almost every aspect of the consumer sector, including 

areas such as production, procurement, marketing and sales, research and development, customer 

relations, etc. In the tourism sector, customers’ (tourists’) experiences and feedback have become 

significantly important due to the development of communication channels such as blogs, forums, 

chats, review websites and other various social media platforms (Palmer, 2004, cited in: Merenheimo 

& Rusko, 2015). The digital platform Airbnb has understood the importance of the focus on customer 

experiences and has integrated it into its business model, which led to the success and popularity of 

the platform among customers. Focusing not only on the customer experience but also on the mutual 

experience between the hosts and the guests is another essential point which led to the success of 

Airbnb. For hotels, the rise of Airbnb, requires some actions, which will prevent them from being 

outperformed and losing their customers. As the focus of both digital platforms and traditional 

‘pipeline’ businesses is the customer experience, hotels focus on improving the quality of their 

service, to retain their customers. Technological advances such as self-service have the potential to 

impact the improvement of the service quality in hotels (Camps, 2017). Other ways in which hotels 

can compete with Airbnb are through adjusting their marketing message to the customers, putting an 

emphasis on their unique amenities, leverage of guest data, booking process optimization, etc. 

(LeClair, 2018). 

1.1.2. Hotel market in Denmark 

The number of hotels and holiday resorts in Copenhagen has increased from 78 in 2007 to 88 in 2015. 

Since 2015, the supply has decreased but increased again in the coming years.  In 2016, guests rated 

hotels in Copenhagen with an average Global Review IndexTM (GRI) score of 80%, (Kaj Pedersen 

et al.,2017) Table 1 shows the different number of hotel rooms in Copenhagen from 2010 to 2018. 

The total number of hotel rooms at the end of 2018 was 17 408 compared to the total number of hotel 

rooms in 2010, which was 13 848 (Statistikbanken.dk, 2019). The room capacity of hotels is expected 

to increase by a total of 23,654 rooms in 2021 (Copenhagencvb,2017). New hotels are also ready to 

be established and opened in Copenhagen. These new hotels need to acquire new locations, as the 

hotel market in Copenhagen is characterized by an ‘owner-culture’, meaning that hotel operators most 

often own the properties they use. This culture has been set up by dominating hotel chains such as 
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Cabinn and Arp-Hansen, which have adopted the strategy to own the properties they operate in 

(Thurø,2016). This strategy is very much closer to the strategy which Airbnb has adopted, where 

service providers (hosts) own the properties they rent, so they can organize and structure them 

according to the ‘owner-culture’. The feature of hotels in Copenhagen which is rated with the highest 

score is the good location, while the value is rated with a lower score. This is due to the fact, that 

prices of the hotels are comparatively high and related to higher guests’ expectations (Kaj Pedersen 

et al., 2017). Compared to Airbnb which offers lower prices than hotels, guests do not expect such a 

high value or at least the same value as with expensive hotel where guests’ focus is on ‘value for 

money’. Therefore, for hotels, focusing on providing the customer with a high value of service, it is 

important to focus on improving the value, which will correspond to the price.  

Table 1: Number of hotel rooms in Copenhagen (2010-2018) 

 

Source: Statistikbanken.dk (2019) 

1.1.3. Airbnb- an overview 

Airbnb was founded in 2008 and its mission is to “create a world where people can belong through 

healthy travel that is local, authentic, diverse, inclusive and sustainable” (Airbnb Press Room, 2019). 

Due to its Internet-based business model and attractive appeal to tourists, Airbnb can be considered 

as ‘a disruptive innovative digital platform’ (Christensen & Raynor, 2003, cited in: Guttentag, 2013). 

The digital platform has described itself as “a trusted community marketplace for people to list, 

discover and book unique accommodations around the world” (Airbnb, 2013b, cited in: Guttentag, 
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2013, p.1193). According to Insideairbnb.dk (2019), in 2018, the number of entire home/apartments 

in the city was approximately 21,766, the number of private rooms was around 4 172 and the number 

of shared rooms was 78.  Airbnb is a digital platform which enables its users to rent out their 

properties, providing accommodation for tourists. The ‘hosts’ of the rentals could be present while 

the guests are in the property and living there at the same time, or they could be also absent, away for 

a vacation or not living at the place and permanently renting it out to tourists. The Airbnb website 

(www.airbnb.com) looks like a traditional booking website, where users can set up criteria, such as 

location, price, size of the property in terms of number of rooms, duration of accommodation, number 

of guests. To book or rent out a room, apartment, house or another type of property, the users need to 

register and create a profile on the website. When tourists are interested in a specific accommodation 

space, they send a request to the host or a message where asking for more detailed information. The 

host might respond asking the tourists questions or accept and confirm the reservation. Tourists pay 

online through the website and Airbnb charges guests 6-12% fee and hosts 3% fee (Airbnb, 2013g, 

2013h, cited in: Guttentag, 2013). 

Table 2: Types of Airbnb Accommodation in Copenhagen in 2018 
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Source: Insideairbnb.dk (2019), for the year 2018 & Airbnb customer support assistant (2019), for 

the years 2016-2017 

1.2. Problem formulation 

The focus of this paper will be to investigate the influence of Airbnb on the hospitality sector and its 

effect on the overall tourist experience. In addition, a comparative analysis of the customer experience 

with Airbnb and hotels will be provided to give an overview of the advantages and disadvantages 

related to both experiences. The purpose of the analysis will also be to investigate how hotels in 

Copenhagen can improve their customers’ experiences and develop strategies to compete with Airbnb 

through a focus on unique and distinct resources and capabilities, which they possess. The analysis 

will focus on the hotel industry in Denmark’s capital city Copenhagen, as it would be considered for 

being the most visited destination by local and foreign tourists, compared to other smaller-sized cities 

in Denmark. 

1.3. Research question 

Based on the problem formulation described above, the following research question and sub-

questions have been formulated: 

What is the difference between the customer experience with Airbnb and with hotels in 

Copenhagen? 

Sub-question 1:  How can hotels in Copenhagen compete with Airbnb? 

Sub-question 2: What strategies could hotels in Copenhagen implement to compete with Airbnb? 

1.4. Topic delimitation 

The focus of this paper will be to explore the impacts of digitalization in the tourism industry. The 

research will focus on how advances in technology impact the customer experience in the tourism 

sector. Technological advances will include the evolution of Airbnb, which enables customers to have 

a different customer experience compared to hotels. Technological advances will also include digital 

innovation which hotels can take advantage of to compete with Airbnb. The study will be delimited 

to the investigation of digital advances into the hospitality sector as a part of the tourism industry and 

will not include digital advances in other tourism sectors. The study will also be delimited to the 

investigation of hotels in Denmark’s capital city Copenhagen and not the whole country or other 

cities, as well as what strategies they could implement to compete with Airbnb. The study will also 
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be limited to the investigation of the customer experience of leisure hotel guests in Copenhagen. 

When looking into how the number of hotel rooms in Copenhagen has changed, a statistical overview 

for the time frame from 2010 to 2018 is being reviewed. The statistical overview includes only hotels 

with a minimum of 40 beds. This could have an impact in comparison with Airbnb properties, which 

usually offer a much smaller number of beds (usually less than 10). The number of listings 

corresponding to the different types of Airbnb accommodations is being reviewed for the years 2016-

2018. 

2. Theoretical framework 

2.1. Platform revolution 

According to Parker, Van Alstyne and Choudary (2016, p. 5), “a platform is a business based on 

enabling value-creating interactions between external producers and consumers’’.  The main purpose 

of digital platforms is to create ‘matches’ between the users and to enable them to exchange goods, 

services, etc., which will result in value creation for all the participants in the platform, no matter if 

they are external producers or consumers. Nowadays the platform model has spread into many 

different industries, causing disruptive and evolutionary changes. Platforms unlock new sources of 

value creation and supply. 

 Airbnb has applied this evolutionary change to the hotel industry. The digital platform doesn’t own 

any rooms but allows users of the platform to provide other users with rooms, apartments, etc. The 

most significant characteristic of this model, used by Airbnb, compared to hotels is that for Airbnb, 

growth is not dependent on the ability to manage capital and physical assets. Hotels need much longer 

time to find a location, rent or buy a real estate property, hire and train employees. In comparison, the 

way in which Airbnb increases its inventory is much quicker and efficient as it involves only new 

users signing up to the platform. In comparison to traditional linear businesses, platforms are more 

efficient, because they also take advantage of the use of data-based tools and user-driven curation to 

create community feedback loops. Airbnb relies on reactions from the community of users to compete 

with hotels. The platforms gather users’ signals about the reputation of accommodation providers, 

which makes it easier for other users to find a rental property, which suits their needs, based on 

previous experiences of other users, interactions with them, feedback and recommendations. In 

comparison, hotels rely on managers, supervisors and other control mechanisms to ensure the quality 

of service provided to guests. Those mechanisms are usually costly and time-consuming. Another 

significant difference between hotels and Airbnb is the addition of digital technology, which increases 
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the reach, speed and efficiency of the platform (Parker et al., 2016) The theory of platform revolution 

is used in this report as a general framework for understanding how Airbnb outperforms hotels based 

on its digital business model, quicker and higher efficiency which changes the whole customer 

experience of tourists. 

2.2. Service innovation related to digitalization 

According to Barrett, Davidson, Prabhu and Vargo (2015), in recent years, the nature of service has 

changed with the integration of transformational developments in information and communication 

technologies (ICTs). These new developments enable companies to develop new business models 

which are mainly focused on providing customers not just with products but with innovative services. 

These new developments also enable the customers to engage more in the value creation process and 

not just to be ‘consumers’ of the products and services but to actively take part in the development of 

their own value propositions.  

As a part of service innovation, related to digitalization, the digital platform Airbnb performs as a 

motivator for hotels to add new products, service, and technologies to their offerings’ portfolio (Barett 

et al., 2015). Airbnb has disrupted the traditional hotel industry with its digital business model and 

has changed the ways of competing on the market. Changing the way of competing in the hospitality 

market, Airbnb has also introduced new customer experiences for tourists, which are different from 

the experiences with hotels. 

The service innovation theory, related to digitalization is used in this study to analyse how Airbnb 

benefited from the developments in ICTs, enabling customers to become their own creators of value 

in comparison with hotels, focusing mainly on the pure delivery of service offerings to customers. It 

is also used as a theory for understanding how the customer experiences with Airbnb and hotels differ 

and to understand how hotels benefit or could benefit in the future from the developments in ICTs to 

compete with Airbnb. 

2.3. Experience economy 

According to Addis and Holbrook (2001, cited in: Chang, 2018), customers are more oriented towards 

experience-based hedonic consumption rather than utilitarian consumption. Pine and Gilmore (1999), 

distinguish the term experience economy from a service economy. They suggest that at the core of 

the experience economy is the facilitation of memorable events, aiming at engaging the customers in 
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a personal way and not just the delivery of intangible and customized services to the clients, which 

characterizes the service economy. 

 Taking into consideration that customers want to have experience-based consumption and according 

to Broek, Resetnaka and Mimms (2018, para. 1), one of the most significant services which Airbnb 

has launched, is ‘Airbnb Trips’- “the promise of an easy and magical stay booked alongside your 

Airbnb home”. The service was launched in 2017 and at its core is the purpose of enabling the Airbnb 

guests to get a rich and fulfilling ‘experience’ out of their trip at first place. Airbnb Trips is a service 

which focuses on the guests’ experiences and the ability to share their interests, passions and hobbies. 

Therefore, the main features of the new service, which Airbnb has launched are experiences, places 

and homes. When Airbnb was launched in 2008, it has been mostly referred to a digital platform with 

a business model being focused and based on the sharing economy, enabling its users to either offer 

their properties for rental or to rent other users’ properties. Nowadays, 8-9 years later, after the 

implementation of the new service, its focus changed from the sharing economy to an experience 

economy, encouraging its users to create memorable experiences. According to the CEO of Airbnb 

Brian Chesky (cited in: Broek et al., 2018), the focus of Airbnb has always been to provide guests 

with accommodations and hosts with the opportunity to earn extra money by renting their property, 

but after the launch of Airbnb Trips, the digital platform is going beyond this focus. For example, the 

Airbnb guests could search for different options under the section called ‘Experiences’: food and 

drinks, concerts, nature, entertainment, classes and workshops, nightlife, etc. They could find 

recommendations by cultural experts, neighborhood insiders, Airbnb hosts and visit different places, 

get occupied with various activities, which will enrich their stay at the Airbnb accommodation. In the 

end, their stay would not only be related to having a home but also memorable experiences. Based on 

these new services, Airbnb added a new value to its business model and core offerings, taking positive 

advantage of the ‘experience economy’ and its benefits. Pine and Gilmore (1999) state that in the 

experience economy, experiences are more significant than goods and services. When companies 

create experiences, they engage and connect with the customers personally. Airbnb has intentionally 

used services in the form of sharing accommodations and goods in the form of the Airbnb homes to 

engage customers at the first main stage and then has added experiences to these core offerings to 

enable its customers to create experiential and memorable events (Broek et al., 2018). 

When comparing Airbnb to hotels, it could be considered that hotels’ services are more focused 

on the service economy expressed through the pure delivery of service to the customer, while 

Airbnb is focused at first on the sharing economy, enabling its users to ‘share’ accommodations 
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and in addition shifting to the creation of ‘memorable experiences’. However, there are still 

some services which hotels offer in order to create experience for their customers, like 

sightseeing, going to a restaurant, bar, club, fitness center, but there is a need for further 

investigation in order to be estimated which services at the hotels are essential for creating a 

memorable customer experience. Therefore, the experience economy theory is applied in this report 

to investigate and compare the extent to which Airbnb and hotels are focused on customer experiences 

and the opportunities for hotels to create strategies to compete with Airbnb. 

2.4. Value co-creation and value-creating systems (VCS) 

According to Ramirez and Mannervik (2016) the VCS perspective offers a view of how value is co-

created in businesses today. The VCS approach to strategy relates value not to as being ‘added’ or 

‘inside’ the product or service but as being co-created between the actors in the larger value-creating 

system of an organization. The values are created through the interactions between the actors in the 

larger network. The VCS framework enables strategists, who use it to reframe the business they 

operate in, to find new ways for value creation and to explore how the effectiveness of the business 

can be improved. VCSs are also suggested to be part of larger ecosystems, which are an important 

aspect of business innovation, because when developing new strategies, it is important to be 

considered what parts of the larger business ecosystem needs to be included or excluded from the 

VCS. The VCS approach to strategy also suggests that organizations need to have a purpose that is 

meaningful in the larger context, which is called a ‘distinct competence’. The VCS framework also 

suggests that strategy is mainly about the design of offerings. These offerings link the actors in the 

VCS to co-create value. Offerings are not only products or services but also the integrative 

mechanisms which link the actors in the VCS to interact with each other and to co-create value. 

Collaboration in the VCS framework is as important as competition, because the ability to compete 

is developed and dependent on successful collaboration (Ramirez & Mannervik, 2016). VCSs are 

used by hotels and Airbnb to identify their core and support service offerings. They are also used to 

identify the other actors in the larger ecosystem of which hotels and Airbnb properties are situated in. 

Hotels and Airbnb use it when developing new strategies, to understand which the other important 

actors in their network are. They also use it when adding new services and when identifying their 

distinct competences.  

The VCS approach to strategy is used to understand how Airbnb has reframed the traditional VCS of 

hotels in the hospitality industry and how through digital advances, efficiency and focus on customer 
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experiences has enabled its users to co-create value in the larger business ecosystem. It is also used 

to understand and identify which the most distinct competences of the VCS of hotels are.  

2.5. Customer journey  

Understanding the customer journey over time is very important for firms and has an impact on the 

overall understanding of the customer experience and how firms can change it in positive directions. 

Customer experiences are becoming more social in nature as customers interact with the firms 

through various touch points. Customer experience is considered to be constructed through different 

cognitive, emotional, behavioural, sensorial and social components. Furthermore, customer 

experience might be related to specific aspects of the service offering, such as the brand, the 

innovative aspects of the offering like information technology, the customization of the offering, etc. 

Those specific aspects of the offering are related to the individual contacts between the organization 

and the customer and are called touch points.  Customer journey is referred to as the continuous 

process of interactions through purchases between the customer and the firm across the different 

touch points. The total customer journey includes different phases starting from the pre-purchase 

phase, including the customers’ search for a product, service or a bundle of products and services to 

purchase and post-purchase. This continuous and iterative process of the customer journey is used to 

analyse and understand the customer experience and to define the effect which the different touch 

points have on the overall experience (Lemon & Verhoef, 2016). This is usually done by sending 

surveys to customers, to get an actual overview of what the customer perception of the different 

touchpoints throughout the customer journey is (Lemon & Verhoef, 2016).  

The customer journey theory in this report is used as a basis for understanding the most important 

touchpoints throughout the guests’ journey with Airbnb and hotels in Copenhagen. Understanding 

the most essential touchpoints throughout the customer journey is especially important for the 

development of memorable customer experiences, which are very needed for hotels to successfully 

compete with Airbnb. Hotels need to create competitive strategies based on the most important 

touchpoints from a customer perspective. The most important touchpoints through the customer 

journey of Airbnb and hotel guests in Copenhagen are identified through the exploration of a survey 

data in this report, which is identified as an appropriate tool by Lemon and Verhoef (2016). 
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3. Literature review 

3.1. Service innovation in the hospitality industry 

Hospitality organizations, such as hotels represent a market which can benefit from the 

implementation of service innovation techniques. The most important reason for implementing 

service innovation by hotels is the fact that from a customer perspective, the hospitality market 

consists very often of similar, substitutable service offerings. This can challenge hotel managers to 

differentiate a hotel from its competitors, being other hotels or digital platforms not owning any 

physical assets like Airbnb. Therefore, a solution for them to differentiate would be to offer new and 

innovative features to the hotel guests. The hospitality industry is also changing by information 

technology, which requires for hotel managers to have a greater focus on the customers’ preferences, 

quality of service offerings and technological innovations to stay competitive on the hospitality 

market. Tourists also do not perform such a loyal brand behavior like in the past decades and they 

focus more on the value propositions which they are being offered and choose the best one among 

numerous accommodation providers. Therefore, for hotel managers, it is important to understand 

which service offerings are mostly preferred by hotel guests, then to prioritize them and to add the 

most appropriate and greatest value to the current service offering. Furthermore, only understanding 

the customer preferences is not enough for delivering the greatest value proposition, but also aligning 

it to the hotel’s operational strategy and making it possible for implementation. In this way, managers 

will not only deliver the VP which customers want but also the value proposition which is most 

beneficial to the firm itself (Victorino, Verma, Plaschka & Dev, 2005).  

Victorino et al. (2005) have investigated the impact which service innovations in the hospitality 

industry have on the hotel guests’ choice looking into business and leisure hotel visitors. They also 

investigate the implementation of new service offerings into the hospitality industry and its impact 

on service development and the creation of new operational strategies for hotels. The researchers have 

focused on three innovative constructs in the hospitality industry and their impact on customer 

choices: hotel type, information technology and customization. Each of these concepts is considered 

for being innovative because of the inclusion of service offerings which are not typical for the 

industry. By the ‘hotel type’, the authors focused mainly on the emergence of ‘boutique hotels’. 

Boutique hotels are considered innovative because they focus on the appearance of the building’s 

structure and décor and not that specifically on the functionality of product offerings. Information 

technological innovations which are considered being beneficial to be added to the service concept 
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in the hospitality industry are: wake-up system, electronic door locks, multiple phone lines, personal 

computers, video check-outs, internet booking etc. Customization of the service experience for hotel 

visitors is another service innovation which is expressed through services such as: flexible check-

in/check-out times in hotels, child care options available, having personal décor in the rooms. 

However, customization as a service innovation is considered as being difficult to implement from 

operational aspects (Victorino et al., 2005). The results out of the research confirmed that service 

innovation in the three aspects has an impact on customers’ choices of hotels. The hotel type has the 

strongest impact on both business and leisure travellers. Service innovation has a stronger impact on 

travellers choosing economy hotels, compared to upscale hotels. The research also showed that 

technological improvements and customization have a higher impact on leisure travellers rather than 

on business travellers (Victorino et al., 2005).  

The previous research about the impact of service innovation in the hospitality industry, conducted 

by Victorino et al. (2005) and based on a sample of customers in hotels in the US is used to investigate 

the impact of service innovation in the hospitality industry in Copenhagen looking into leisure 

travellers.  

3.2. Airbnb and hotel co-creation of value and experiences 

 Johnson and Neuhofer (2017) have explored in their study the value co-creation which emerges 

through local and authentic experiences in the Airbnb hospitality context which in their case was 

Jamaica. They investigated how Airbnb as a digital platform connects travellers (guests) to have more 

local experiences and what specific resources need to be applied by the different stakeholders for a 

specific value to be created. Johnson and Neuhofer (2017) have also looked into the Service-dominant 

logic introduced by Vargo and Lusch (2004), which is seen as a driving force for creating customer 

experiences and value co-creation. The S-D logic also distinguished ‘operand’ from ‘operant’ 

resources. Operand resources are tangible and include physical products and equipment, while 

operant resources are the ones which act upon the operand resources and produce effects on them. 

They include human skills, knowledge and competences (Vargo & Lusch, 2004). In the context of 

Airbnb and based on the S-D logic, Airbnb offers a distinctive value-proposition, which facilitates 

the process of value co-creation between guests and hosts. It provides operand resources, which are 

the hosts’ homes, the surrounding environment, the equipment in the hosts’ home and operant 

resources, which are expressed through the social exchanges between guests and hosts and also 
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between the guests and the local environment if the hosts are not present. (Johnson & Neuhofer, 

2017). 

Sarmah, Kamboj and Rahman (2017) have investigated the co-creation in hotel service innovation 

using smartphone apps investigating luxury hotels in India. The authors have suggested that the 

provision of mobile technology has enabled hotel guests to get involved in co-creation activities. 

Hotels guests used their smartphones to book hotel rooms, to check in or check out to their rooms, to 

suggest different services improvement, etc. According to the authors, it is very important for hotel 

managers to be able to implement effective strategies that would increase the hotel guests’ willing to 

co-create value, like to give feedback and suggestions for improvement to hotels, which would result 

not only in improved value of service but also in co-creation of experiences for hotel guests.  

According to Annahanfler (2017), the hospitality industry creates a good environment for co-creation 

and hotel managers need to incorporate co-creation activities into their business strategy. Nowadays, 

the customers want to be more involved and to have an input in every part of their hotel experience. 

Co-creation allows for a higher level of involvement from the side of the customer and for the creation 

of memorable and rich experiences.  A lot of hotels use different forms of intercommunication such 

as feedback surveys and suggestion boxes to collect meaningful insights from their customers to 

create innovative and improved services. In this way, the improved services lead to improved 

experiences, which hotels guests have co-created with the hotels.  
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Table 3: Activities, related to co-creation with hotels and Airbnb (Summary)

 

Source: Sarmah et al., (2017); Annahanfler (2017); Johnson and Neuhofer (2017). 

3.3. Firms resources as a source of sustained competitive advantage 

According to Barney (1991), firms develop a sustained competitive advantage through the 

implementation of strategies which exploit their internal strengths and neutralize threats in the 

external environment. For a firm to develop and sustain a competitive advantage, it is important that 

the resources which it possesses to create strategies are valuable, rare, imitable and not substitutable. 

Resources are considered as valuable if they enable the firm to create and implement strategies which 

increase its efficiency and effectiveness. Valuable firm resources, which are possessed by a huge 

number of companies can’t be a source of competitive advantage. If an organization possesses a 

competitive advantage which a huge number of other organizations possess as well, then none of the 

firms can implement a competitive and sustained advantage. Therefore, for a firm to implement a 

competitive strategy, it needs to possess recourses which are not only valuable, but also rare. 

Otherwise, all the firms in the industry will be able to implement the same strategy, and it will not be 

a source of a sustained competitive advantage. Another important factor for a firm’s resources to be 
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a source of competitive advantage is that not only the resources need to be valuable and rare but also 

imperfectly imitable, which means that no other firms are able to obtain them or possess other 

resources which can substitute them (Barney, 1991). 

 The resource-based view provided by Barney (1991), is used to analyse which resources that hotels 

possess have the potential for the development of a sustained competitive advantage which will 

enable hotels to successfully compete with Airbnb and if this is possible. The resource-based view is 

also used to analyse what kind of competitive strategies hotels can implement to compete with 

Airbnb. 

4. Methodology 

4.1. Research approach 

The research approach used in this report is both inductive and deductive as the generated findings 

are both based on the generation of results and testing of theories, which have already been used and 

implemented in previous researches. 

4.2 Research strategy  

The research strategy which is used in the report is mixed-methods research, combining both 

inductive and deductive approach and both qualitative and quantitative data, which provides more in-

depth analysis and higher generalizability of the results generated in the research. Qualitative data 

gives the researcher the opportunity to collect and interpret the results more in detail but is also more 

subjective, as it usually comprises of a smaller sample. Therefore, quantitative data is complementing 

the results generated through the interviews and allows for higher generalizability of results as it 

covers a larger sample of respondents (Bryman, 2016). 

4.3. Reliability and validity 

The reliability and validity of the results which are generated through the qualitative data collection 

differ from the results generated through the quantitative research. The data collected through 

qualitative research methods is also more subjective which is a threat to its internal validity and 

reliability. According to Bryman (2016), reliability refers to whether the generated results could be 

replicated by another researcher and validity refers to whether the results could be generalized. The 

results generated through the qualitative data collection are more subjective by the researcher and 

therefore if replicating the study by another researcher, the results could be different, because the 

researcher could consider different aspects of the data collected as being more important. The results 
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generated through the quantitative data collection are more objective, as the researcher is not present 

when collecting the result. The reliability of the results is higher as there is a higher chance of 

collecting the same results if replicating the research. The results generated through the qualitative 

data collection are characterized by a lower rate of validity, as they can not be generalized to a bigger 

population due to the smaller sample being investigated. The quantitative results account for a higher 

rate of validity as they can be generalized to a bigger population due to the larger size of the sample.  

However, it is also important to be considered that the qualitative data collection gives the researcher 

the opportunity to collect more detailed and rich data due to the fact, that the researcher is present at 

the interviews and able to ask and elaborate on more questions.  

4.4. Epistemological and ontological considerations 

The epistemological approach applied to the report is both that of an interpretivist and positivist as it 

combines the collection and analysis of both quantitative and qualitative data. The epistemological 

approach associated with the collection of qualitative data, is that of an interpretivist, as qualitative 

methods are usually associated with interpretivism due to the greater emphasis on the interpretation 

and explanation of words. The epistemological approach associated with the collection of quantitative 

data is that of a positivist, as quantitative methods are usually associated with positivism and the 

analysis of quantifications (Bryman, 2012). 

The ontological approach applied to the report is both that of a constructionist and an objectivist due 

to the collection of both quantitative and qualitative data. The ontological approach applied to the 

collection of qualitative data is that of a constructionist, as constructionism is usually associated with 

qualitative methods and the view that the researcher can influence and interfere with the social world. 

The ontological approach applied to the collection of quantitative data is that of an objectivist, as 

objectivism is usually related to quantitative methods and the understanding that the researcher in the 

role of a social actor can not influence the social world (Bryman, 2012).  

4.4. Role of the researcher 

The role of the researcher in the investigated study will be both that of an internal actor, who will 

interfere with the social environment, while collecting qualitative data in the form of semi-structured 

interviews and that of an external actor, who will not have an impact on the environment, being 

investigated, while collecting quantitative data in the form of surveys and a questionnaire. 
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4.5. Research methods 

4.5.1. Data collection 

To answer the research question and sub-questions stated in the report, primary and secondary data 

have been collected and analysed. Primary data has been collected through semi-structured interviews 

with hotel managers in Copenhagen, a questionnaire sent to Airbnb and a web-survey with hotel 

guests and Airbnb guests. Secondary data comprises of statistical data about the number of hotel 

rooms, Airbnb listings, course literature about co-creation in the hotel sector, customer experiences 

with Airbnb and hotels, service innovation in the hospitality sector, Airbnb co-creation of value and 

experiences and the experience economy influence in the hospitality sector. 

4.5.1.1. Primary data 

Semi-structured interviews 

To get an understanding of what (if any) strategies hotels in Copenhagen implement in order to 

compete with Airbnb and how hotel experiences are distinctive for their customers, semi-structured 

interviews with hotel managers have been conducted, allowing for the collection of qualitative data.  

The questions in the interview were open-ended and not so specifically formulated, allowing the 

respondents to have greater freedom in answering and bring points or ideas, which they want to share 

and find appropriate. The researcher prepared a list of 17 questions to be covered in advance, but they 

were not always asked in the same order. Questions which were not included in the interview guide 

were additionally asked, as the interviewer picked up on the replies of the respondents. In this way, 

the direction of the interviews sometimes changed. Changing the direction of the interview could lead 

to gaining new knowledge, depending on the answers which the interviewee gives to the questions. 

The emphasis of the interview was on the interviewee’s views and understanding of customer 

experiences with hotels and how they differ from customer experiences with Airbnb, as well as what 

strategies hotels could implement or have already implemented to compete with Airbnb. The 

interviewees’ understanding of these topics gives the researcher the opportunity to have an insight of 

how hotel managers assess and describe their own practices regarding the creation of customer 

experiences and competition with the digital platform Airbnb. However, even though new questions 

were sometimes added to the initial interview guide, all questions were asked in similar wording 

throughout the different interviews (Bryman, 2016). 
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Conducting qualitative semi-structured interviews allowed not only for flexibility in the questions 

being asked but also gave the opportunity for the researcher to collect rich and more detailed data, 

due to the interviewee’s flexibility in answering and explaining the issues which they want to share 

in relation to the topic. Furthermore, the researcher also had the opportunity to look upon different 

cases, and to get an understanding of the views and opinions of managers representing different 

hotels. 

The questions for the semi-structured interviews have been constructed based on the researcher’s own 

creation and articles about Airbnb and hotel co-creation of value and experiences, service innovation 

and digitalization in the hospitality sector, co-creation in the hospitality sector through the usage of 

smartphone apps and a book about platform revolution. The researcher put emphasis on several most 

important topics to cover in the interview: types of digital improvements in the hotel in the recent 

years and the interviewee’s view on them, comparison between the hotel experience and the 

experience with Airbnb from a customer perspective, co-creation strategies to engage customers and 

strategies for competition with Airbnb, hotels unique resources and capabilities. There were between 

one and three questions formulated under each topic, with sub-questions related to the possible 

answers. The researcher was also prepared to probe with new questions, which might arise depending 

on the interviewee’s answers. 

The interviews were conducted at a time which was convenient for the hotel managers and which was 

agreed with the researcher a few days in advance. The interviews took place in the managers’ offices 

located at the hotels, so that they could feel comfortable being in their well-known working 

environment. The interviews were audio-recorded with the permission of the hotel managers and with 

the purpose to be transcribed for further analysis. According to Heritage (1984:238, cited in: Bryman, 

2016), recording and transcribing interviews has several advantages, some of which are also 

applicable to this study. Firstly, audio-recording during the interviews allowed the researcher to be 

more concentrated during the interview and not trying to memorize what the interviewee says while 

taking notes. Furthermore, it also allowed the researcher to listen and examine the interviewee’s 

responses several times, in case something has not been clear enough during the actual interview. 

Finally, it also allowed the researcher to examine the interviewee’s responses more thoroughly.  

Questionnaire for Airbnb (An email survey) 

After conducting the qualitative interviews with hotel managers in Copenhagen, to gain more detailed 

knowledge about the customer experience with Airbnb in Copenhagen and how it is distinctive from 
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the experience with hotels in the country’s capital from the perspective of the digital platform, a self-

administrated questionnaire has been designed and sent to Airbnb in Denmark. Taking into 

consideration the main research question of this paper which aims at investigating the difference 

between the customer experience with hotels and Airbnb, it has been considered relevant to take the 

perspective of Airbnb as well, to gain more valid and reliable results.  

The self-administrated questionnaire has been considered an appropriate tool to collect quantitative 

data from Airbnb, as it was quicker to administer and more convenient for the respondents because 

they could complete the questionnaire when they want and send it back to the researcher. However, 

according to Bryman (2016), there are some disadvantages of self-administrated questionnaires, 

which were important to be considered before designing the questionnaire. Firstly, there is no 

interviewer present, who could elaborate on the questions if there is something unclear. Secondly, it 

is not possible to ask the respondents to elaborate on their answers as well, like in the interviews, 

where the interviewer could ask the interviewees to explain their answers if they are not clear enough. 

Thirdly, when designing self-administrated questionnaires, it is important that the questions asked are 

salient and understandable to the respondent to increase the probability of response (Altschuld & 

Lower, 1984, cited in: Bryman, 2016). Lastly, as the questionnaire was sent to the Airbnb customer 

support in Denmark, it was not clear in the beginning who will answer the questionnaire and if it will 

be the right person who has the knowledge and information wanted.  

The questionnaire consisted of eleven statements with a Likert scale of four possible answers: 

Strongly agree, Agree, Somewhat agree and Disagree. The questionnaire was designed through the 

website www.defgo.com. The statements were constructed based on the researcher’s own creation 

and academic articles related to co-creation of value and experiences with Airbnb, service innovation 

and digitalization in the hospitality industry and the impact which Airbnb has on the customer 

experiences. The researcher first sent a message through the Airbnb website in Denmark to ask if a 

customer support employee in Denmark would have time and would be willing to answer a short 

questionnaire. The message was sent through the ‘send message option’ of the Airbnb website in 

Denmark. The customer support employee provided the researcher with a contact in the form of an 

email of the Airbnb Press team in Denmark, having the proper knowledge to answer questions 

regarding customer experience. The customer support employee job was only to assist customers with 

their accounts support and reservations and therefore it was considered more appropriate to send the 

questionnaire to the Airbnb press team. Afterwards, the Airbnb Press team was contacted. After an 

agreement to answer the questionnaire, the questions were sent as well. The questionnaire was 
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answered by 10 employees of the Airbnb Press team in Denmark. The questions were sent via email 

to press-dk@airbnb.com containing a weblink to the questionnaire. The questions were then 

forwarded by the first respondent to other respondents, who are part of the Airbnb Press team in 

Denmark. The questionnaire was initially tested with a sample of 5 students, who were asked to 

answer the questions. This was done in order to find out if the questions are clear and understandable. 

The responses are used to identify what the view of Airbnb on the customer experience with the 

digital platform is, what the customer experience of the guests seen as travellers or tourists is based 

on, in terms of which factors influence it in a negative and positive way, and which factors distinguish 

it from the customer experience with hotels. The purpose of the questions was to identify which 

characteristics (if any) of the customer experience with Airbnb give the platform an advantage over 

the hotels and if there are any weak points found which could be used further in the process of 

development of strategies for hotels to successfully compete with Airbnb. The strategies and 

recommendations for hotels are further supported and developed based also on the answers of the 

web surveys send to Airbnb guests and hotel guests in Denmark, which will further complement to 

the collected data from the qualitative interviews with hotel managers and the questionnaire with the 

Airbnb press team in Denmark. 

Web survey to hotel guests and Airbnb customers 

As the focus of this report is to identify the difference between the customer experience with Airbnb 

and with hotels in Denmark, and how based on these differences, hotels can compete with Airbnb 

and what competitive strategies they could implement, it was considered important to take the view 

and opinions of hotel and Airbnb guests as well. This was done with the purpose to collect more 

detailed and rich data and to have higher generalizability of results. Taking the customer perspective 

is important also because, as mentioned in the literature review the customer experience and 

experience economy have become of high importance nowadays, focusing on having closer 

interactions between the guests and the service providers through the different touchpoints of the 

customer journey.  The purpose of the two web surveys was to identify different patterns of the 

customer experience with Airbnb and with hotels in Denmark, which have the highest impact on the 

customer choice of one of these accommodation options.  

Web surveys are characterized by inviting respondents through a link to visit a website at which they 

can assess and complete the questionnaire online (Bryman, 2016).  
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The first questions in the survey to hotel guests in Denmark were directed towards background 

information such as gender, age and country of residence. The respondents were then asked if they 

have stayed at hotels in Copenhagen. If the answer was positive, the survey was designed to move 

forward to the next questions. If the answer was negative, the survey was designed to stop, as if the 

respondents have never stayed at a hotel in Copenhagen, their opinions were not being considered as 

relevant to the study. The next questions in the survey were directed towards information including: 

hotels in Copenhagen the respondents have stayed at; the longest period they have spent at a hotel in 

Copenhagen and if they stayed alone or with someone; the types of check-in and check-out processes 

they experienced, rating the two types of check-in and check-out processes; rating the staff’s attitude 

towards the customers; facilities at the hotel which the guests have used; services that hotels offer 

which are the most important for having a positive customer experience; rating of the prices per 

overnight and the overall customer experience with hotels in Copenhagen. Additionally, there were 

also some questions asking the respondents if they have also stayed at an Airbnb property in 

Copenhagen. If the answer of that question was positive, the respondents were asked if they would 

prefer to stay at an Airbnb property the next time or at a hotel in relation to the price per overnight 

and the overall customer experience which they had with the two types of accommodations.  The 

questions included in the survey were developed, based on the researcher’s own creation and the 

academic articles related to hotel co-creation of value and experiences and service innovation in the 

hospitality industry. 

The first questions in the survey to Airbnb guests in Denmark were also directed towards background 

information such as gender, age and country of residence. The respondents were then asked if they 

have stayed at Airbnb properties in Copenhagen. If the answer was positive, the survey was designed 

to move forward to the next questions. If the answer was negative, the survey was designed to stop, 

as if the respondents have never stayed at Airbnb properties in Copenhagen, their opinions were not 

being considered relevant to the study. The next questions in the survey were directed towards 

information including: the longest period the respondents have stayed at Airbnb properties in 

Copenhagen and if they were alone or with someone; types of Airbnb properties the respondents have 

stayed in; rating of the interaction with the Airbnb hosts (if the host was present) and if it has an 

impact on having a positive customer experience; rating of the interaction with other guests at the 

Airbnb property (if there were other guests being present) and if it has an impact on having a positive 

customer experience; rating of the check-in and check-out process at the Airbnb properties; criteria 

based on which guests choose the Airbnb properties; if customers have felt like being ‘at home’ at 
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the Airbnb properties and if they are willing to come back again to the same accommodations they 

have been to; if the Airbnb guests have used the service called ‘Airbnb trips’ and if yes, how they 

would rate it; rating of the overall customer experience with Airbnb properties in Copenhagen. 

Additionally, respondents were also asked if they have stayed at hotels in Copenhagen. If their answer 

was positive, they were asked if they would prefer to stay at an Airbnb property or hotel the next time 

in relation to the price and the overall customer experience which they had with the two types of 

accommodations. The questions included in the survey were developed, based on the researcher’s 

own creation and academic articles related to the co-creation of value with Airbnb and the platform’s 

focus on creating customer experiences, including the factors being at the core of the development of 

positive guest experience with Airbnb.  

Both surveys included open-ended questions, where the respondents had to write their own answers, 

close-ended questions, where the respondents had to choose either one option or multiple options as 

a response and questions consisting of a Likert scale, where the respondents had to rate statements 

with one of the four possible answers: Strongly agree, Agree, Somewhat agree and Disagree. The 

web surveys were designed through a website called defgo.com. Both surveys were initially tested 

with a sample of 10 students, who were asked to answer the questions. This was done in order to 

make sure that the questions included in the survey are as clear and understandable as possible. Both 

surveys were then distributed through facebook.com (being posted to various Facebook groups), 

tripadvisor.com and forums where people share information, opinions and recommendations about 

their holidays and travel in Copenhagen.  

4.5.1.2. Secondary data 

According to Bryman (2016), secondary data analysis is very appropriate to complement the primary 

data analysis performed by the researcher. The secondary data in this report comprises of academic 

literature in the form of articles and books, articles retrieved from websites on the internet, statistics 

about the number of rooms in hotels in Copenhagen and Airbnb listings and other relevant sources 

from the Internet.  

Secondary data analysis should also be critically reflected upon as it doesn’t give a primary 

knowledge about the cases being investigated, like the primary data analysis. However, it gives a 

more general and macro overview of the industry where the investigated entities operate in, so it could 

be considered as an additional and appropriate knowledge added to the results generated from the 

collection and analysis of primary data. In terms of its reliability and validity, it could be considered 
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that it is highly reliable as it has been previously researched and replicated by number of studies. In 

terms of its validity, the secondary data analysis could also be considered as highly valid, as the 

information extracted from the secondary sources has already been applied in different types of 

analysis and various industries (Bryman, 2016). 

5.Findings of the primary data 

Table 4: Semi-structured interviews- transcripts
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Table 5: Questionnaire for Airbnb press team- results 
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Note:  

Statement 7: 

10% of the respondents- Somewhat agree 

Statement 8: 

10% of the respondents- Somewhat agree 

10% of the respondents- Disagree 
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Table 6: Web survey to hotel guests in Copenhagen- results 

Total number of respondents, who have stayed at hotels in Copenhagen: 114 

 



 

43 
 

 



 

44 
 

 

 



 

45 
 

 

 



 

46 
 

Number of respondents who have also stayed at an Airbnb property in Copenhagen: 72 (out 

of 114) 

 

Table 7: Web survey to Airbnb guests in Copenhagen-results 

Total number of respondents, who have stayed at Airbnb properties in Copenhagen- 105
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Number of respondents, who have also stayed at hotels in Copenhagen-66 

 

6.Analysis of the findings 

6.1. Qualitative semi-structured interviews 

For this study, out of 20 hotels being contacted, 3 responded and were willing to participate in 

an interview. These are: hotel Scandic Kødbyen, hotel Astoria and hotel Avenue. The responses 

of the hotel managers of these hotels have been used for the qualitative data analysis part of 

this report. 

6.1.1. Semi-structured interview with hotel manager of Scandic Kødbyen 

Digitalization and customer feedback 

According to the hotel manager of Scandic Kødbyen, digitalization in the hospitality sector has 

influenced the hotel in some ways. Guests of the hotel receive a text message or an email with a link, 

where they can do an online check-out instead of standing in a line when they leave the hotel. Online 

check-in hasn’t been implemented yet but is about to be in the future. Feedback from customers at 

Scandic Kødbyen is usually collected through customer satisfaction surveys, which are sent to the 

guests after they leave the hotel. The hotel manager emphasized on the fact that in these surveys there 

is always a little box where customers are asked for suggestions on what could be improved or what 

kind of new services or facilities they would recommend. Another way of collecting customer 
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feedback at Scandic Kødbyen is through a website called revinate.com. According to the hotel 

manager of Scandic Kødbyen, it is a very useful tool, as the website collects feedback from all the 

other communication channels and websites such as facebook.com, booking.com, tripadvisor.com, 

etc. All the feedback could be seen summarized, instead of going through the different websites. The 

hotel manager also emphasized on the fact that customer feedback is very important nowadays, as 

people usually first want to see the reviews and ratings of the hotel they want to book, before making 

a reservation.  

Customer experience at hotel Scandic Kødbyen and Airbnb 

The concept of the customer experience is well-integrated into the business model of Scandic 

Kødbyen. All employees and managers always try to look at the customer journey and experience 

from a customer perspective at first. According to the hotel manager of Scandic Kødbyen, the ideal 

picture of the customer journey of a guest at hotel Scandic would be a journey which will make the 

guest of the hotel to come back again or to recommend the hotel to other customers. Furthermore, 

when making the business plan for each year, there is always a specific category focused on ‘customer 

experiences’, further proving the importance of these concepts for Scandic hotel. 

When the hotel manager was asked if the popularity and success of Airbnb nowadays is because of 

the platform’s better focus on customer experiences compared to hotels, the response was that it is 

mostly because Airbnb provides a different kind of experience and ‘a new way of travelling’. People 

could rent a different type of properties, varying from a shared or private room to a whole apartment 

or even a house. Another aspect being discussed is that the experience with a hotel and Airbnb is 

especially different and unique for people travelling alone. For example, if they share a room with 

someone else, they could ‘become friends’ or they could also communicate and socialize with the 

host of the Airbnb. The difference between the customer experience with Airbnb and Scandic 

Kødbyen hotel is in the different focus which the hotel has. According to the hotel manager, the hotel 

is more focused on providing its guests with high quality of service, which would increase the level 

of customer satisfaction and in this way will lead to a positive customer experience, while the 

customer experience with Airbnb is more related to entertaining activities, meeting and socializing 

with new people. Airbnb also reaches its users quickly and provides them with flexibility, like the 

opportunity to become hosts from being guests and the opposite.  

Customers’ choice of Airbnb compared to hotels 
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According to the hotel manager of Scandic Kødbyen, the price per overnight at hotels and Airbnb is  

a factor which can have an impact on the customers’ choice of an Airbnb compared to a hotel, but it 

does not really apply to loyal customers of Scandic Kødbyen, as they would choose to stay at the 

hotel, no matter if the price is higher. However, it also depends if the guests are travelling alone or 

with someone else, as for example if it is a big group travelling, it might be much cheaper for them 

to stay at an Airbnb property. In general, the hotel manager said that the impact of the price on the 

customers’ choice can be very individual. The location is another factor which also can influence the 

customers’ choice, as Scandic Kødbyen has a central location in Copenhagen. The hotel manager was 

also asked if Airbnb is more comfortable for families with children, compared to hotels. The response 

was that Airbnb could be more comfortable especially for families with more than one child, or with 

babies, as with an Airbnb they could rent a whole house or an apartment and have more space, which 

would also make them feel more comfortable.  

Competition with Airbnb 

According to the hotel manager of Scandic Kødbyen one of the ways for hotels to compete with 

Airbnb is to focus on better quality if services and experience: “Nowadays, when you stay at a hotel, 

you definitely want more than just a bed”. This means that, the various facilities and services which 

differentiate the hotels from Airbnb should be the basis for development of competitive strategies. 

The improved quality of these facilities and services should be the focus after identifying these 

differentiating characteristics. However, this opinion about how hotels should compete with Airbnb 

was related to hotels in general, but when looking into Scandic Kødbyen more specifically, the hotel 

manager emphasized that the hotel doesn’t have any specific strategies for competition with Airbnb, 

because it is not really recognized as being a threat. The hotel manager was also in doubt if the hotel 

industry could benefit from Airbnb or not, because hotel Scandic Kødbyen is not really being 

compared to Airbnb and there hasn’t been much discussion about that: “We do not really look at what 

Airbnb does”.  

Co-creation 

According to the hotel manager of Scandic Kødbyen, co-creation in hotel service innovation through 

the usage of smartphone apps is very important nowadays as it makes the things easier for the 

customers, like for example the opportunity for guests to check out online at Scandic Kødbyen. Co-

creation through smartphone apps should be something that hotels need to focus on. When being 

asked, if at Scandic Kødbyen hotel, they apply specific co-creation strategies for engaging customers, 
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the hotel manager mentioned that apart from the surveys they send to their guests after they leave the 

hotel and the customer feedback which is being collected through the website revinate.com, they also 

try to encourage their customers to sign up to the Scandic Kødbyen loyalty programme, which would 

make them most likely to book their next stay at the same hotel. Guests are also encouraged to book 

their rooms at Scandic Kødbyen through the hotel’s website and not through websites such as 

expedia.com or booking.com, which would make the hotel differentiate from other hotels, as guests 

could find more information about its facilities and services on the hotel’s website and to possibly 

co-create its value propositions. According to the hotel manager, the physical interaction with the 

hotel guests upon their arrival and also throughout their stay is very important for engaging and 

retaining loyal customers, as the staff’s attitude and behavior is something which the guests remember 

and has an impact on their willing to come back to the hotel, to recommend it to other customers and 

to engage in co-creation activities. 

6.1.2. Semi-structured interview with hotel manager of Astoria 

Digitalization and customer feedback 

According to the hotel manager of hotel Astoria, digitalization in the hospitality sector has influenced 

the hotel in a positive way. Guests of hotel Astoria will soon be able to check in online through an 

app. They will also be able to use the same app as a key to their rooms. Customer feedback is collected 

through satisfaction surveys which are sent to the guests after they leave the hotel or through personal 

communication with the guests while they are at the hotel or when they are about to leave. Guests of 

the hotel are always asked what could be done in their opinion to improve the quality of the services 

at hotel Astoria. Customer feedback is used not only for improvement of the quality of services, but 

also for suggestions for the development of new services, which guests would prefer. The hotel 

manager emphasized on the fact that at hotel Astoria, they do not really rely on communication 

channels for the collection of customer feedback, as the hotel has “the best location in Copenhagen”, 

which is their unique selling point (USP). 

Customer experience at hotel Astoria and Airbnb 

According to the hotel manager of Astoria, the concept of the customer experience is well-integrated 

into the hotel’s business model. As an example, the hоtel manager explained that at hotel Astoria, 

they have a goal to strive for 100% guests’ satisfaction in the Brøchner Hotels chain, which hotel 

Astoria is part of. To achieve that goal, the customer journey is an important tool, which needs to be 

used constantly to map the different points throughout the journey and the experiences created. This 
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goal is also part of the hotel’s official manifest, where it is explained how the customer journey looks 

ideal from the hotel managerial perspective. The hotel manager of Astoria also emphasized on the 

fact that the concept of the customer experience and customer journey is very well integrated into the 

relationship between guests, employees and managers and that management is very visible part of the 

hotel’s team: “All our employees, managers and hostesses are well-trained to make decisions and to 

look at our services from a customer perspective at first”. According to the hotel manager, the ideal 

customer journey of Astoria’s hotel guests would be a journey with a high level of customer 

satisfaction. 

When being asked if the popularity and success of the digital platform Airbnb is due to its better focus 

on customer experiences compared to hotels, the hotel manager of Astoria responded that the success 

of the platform is mostly because of its innovativeness and the fact the Airbnb is a good part of the 

sharing economy and culture. It provides its users with the opportunity for sharing and finding various 

types of accommodations spread through different locations, which is why it is innovative and 

popular. The difference between the customer experience with Airbnb and hotel Astoria is in the 

different target focus which the hotel has. According to the hotel manager, Airbnb is more focused 

on providing its users with the opportunity to share properties at lower prices and hotels are more 

focused on the better customer experience through the higher focus on quality of services. 

Additionally, the manager also suggested that at Airbnb properties, guests create experiences by 

themselves in various ways, mostly through the communication they have with their hosts or with 

other guests, but that the experience by itself is not the initial focus of Airbnb. On the opposite side, 

hotel Astoria is more focused on customer experiences, which is mainly expressed through the hotel’s 

focus on high quality of services, because the improved and high-quality services create improved 

and better guests’ experiences.  

Customers’ choice of Airbnb compared to hotels 

According to the hotel manager of Astoria, the price per overnight at hotels and Airbnb is a factor 

which could have an impact in some cases. Specifically, for hotel Astoria, the cheaper prices per 

overnight could have an impact when targeting new customers: “the price could matter before we 

have developed a personal connection and trust with the customers”. However, the cheaper prices 

which Airbnb offers would not have an impact on the hotel’s loyal customers, who would prefer 

Astoria, because of the high quality of services and previous experiences. The location is also another 

factor which could influence the customers’ choice, as hotel Astoria has a central location in 
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Copenhagen. The hotel manager was also asked if it would be more comfortable for families with 

kids to choose an Airbnb over a hotel. The response was that in some cases Airbnb properties are 

more comfortable for families with kids, as they could provide with more space, especially if the 

property is an entire house or apartment. The manager also suggested that for families with older kids, 

staying at a hotel should not be that difficult.  

Competition with Airbnb 

According to the hotel manager of Astoria, one of the ways for hotels to compete with Airbnb is to 

focus on higher quality of services, especially if they want to retain loyal customers. More specifically 

for hotel Astoria, another factor having an impact when competing with Airbnb is the unique design 

of the hotel, which the customers would prefer. The manager also emphasized on the fact that at hotel 

Astoria, they have a personal and better approach to the customers than Airbnb. When being asked if 

they apply any specific strategies in relation to outperforming and competing with Airbnb and being 

the preferred customer choice, the hotel manager of Astoria response was that they do not really have 

specific competition strategies, as Airbnb is not seen as that much of a threat to the hotel. However, 

the hotel manager thinks that the hotel industry can benefit from Airbnb in some ways. Airbnb is an 

innovative platform, which has introduced new ways of looking at accommodation services and new 

technological features. Online check-in and check-out, having higher flexibility of check-in and 

check-out times wouldn’t have been implemented in so many hotels if Airbnb didn’t exist. In this 

sense, the manager added that “hotels can benefit from Airbnb in a way that they can get ideas of how 

to be more flexible and to make things easier for their guests”. 

Co-creation 

According to the hotel manager of Astoria, using smartphone apps is an important aspect to encourage 

co-creation in hotel service innovation. The usage of smartphone apps to check in, check out, as a 

key to the guests’ rooms or just to answer a satisfaction survey are good ways in which hotel guests 

can co-create the value propositions offered by the hotel and improve its services. When being asked 

if they apply any specific co-creation strategies for engaging and retaining loyal customers at Astoria, 

the hotel manager responded that sending surveys to the customers after they leave the hotel, asking 

them for feedback personally or for suggestions about what could be improved are the main co-

creation strategies being applied to retain guests as loyal customers. The manager also thinks that the 

“personal touch and communication with guests is what means so much” at hotel Astoria and is what 

differentiates it from some Airbnb properties, where the guests rent a whole house or apartments and 
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are not even in contact with their hosts. This means that the physical interaction between guests and 

employees is very important upon and during the guests’ arrival and stay at hotels, because this is 

something that they will remember and would have an impact on their next choice when deciding if 

they want to book the same hotel, another hotel or an Airbnb property.  

6.1.3. Semi-structured interview with hotel manager of Avenue 

Digitalization and customer feedback 

According to the hotel manager of Avenue, digitalization in the hospitality sector has influenced the 

hotel in some way. As an example, the manager explained that guests of hotel Avenue will be soon 

able to check in through an app. Customer feedback is collected through satisfaction surveys which 

are sent to the guests when they leave the hotel. They are also been asked personally how their 

experience at the hotel was. Customer feedback at Avenue is used for the improvement of the quality 

of services at the hotel and for the development of new services, suggested by the customers. The 

communication channels which the hotel relies on for a collection of customer feedback are mostly 

booking.com, tripadvisor.com and facebook.com, where guests share reviews about their stay at 

Avenue and give recommendations to future visitors. 

Customer experience at hotel Avenue and Airbnb 

According to the hotel manager of Avenue, the concept of the customer experience and the improved 

‘customer journey’ is very important and well-integrated into the business model of the hotel. As an 

example, the hotel manager emphasized on the fact that at Avenue they have the goal to reach a high 

rating on booking.com, as it is considered as being an important feedback channel where customers 

share their opinions and review their stay at the hotel. Furthermore, the hotel manager also shared the 

fact that different features at the hotel such as its location are rated very high on booking.com, which 

proves that the level of satisfaction by the guests is very high and means that the concept of the 

customer experience is well-integrated into the business model of Avenue. The customer experience 

concept is also well-integrated into the relationship between guests, employees and managers, who 

are well trained to always look at the services offered at hotel Avenue from a customer perspective 

at first. Furthermore, the customers usually rate the hotel staff as very friendly and helpful, which the 

hotel manager also emphasized on as proof that the ‘customer journey’ concept is well-integrated 

between customers and employees. According to the hotel manager, the ideal ‘customer journey’ of 

guests of Avenue would be a journey which will make them become loyal customers of the hotel, 

meaning that they will come back again and recommend it to other people as well. 
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When being asked if the popularity and success of Airbnb nowadays is due to its better focus on 

customer experiences compared to hotels, the hotel manager of Avenue responded that “Airbnb might 

have become more popular than hotels, but not because it has a better focus on customer experiences, 

but a different one”. The hotel manager elaborated on that statement further explaining that, when 

staying at an Airbnb property, guests have the chance to experience a different atmosphere, like for 

example to communicate or go out together with their host or even with other guests at the Airbnb 

property. In this way, the Airbnb guests feel more like being at home, while they are staying at 

somebody else’s home, which is an experience that hotel rooms can not offer. The hotel manager 

thinks that hotels also have a focus on the customer experience but mainly through the offering of 

high quality of service, which is something that differentiates hotels from Airbnb properties. More 

specifically when comparing the Airbnb focus on customer experiences and the focus on customer 

experiences at hotel Avenue, the hotel manager thinks that it differentiates in several ways. Like 

already mentioned, the focus on customer experiences of Airbnb is more related to the special 

atmosphere created at the Airbnb properties, where guests have the chance to be involved in various 

activities, while being at someone else’s home, mostly related to entertainment. On the opposite side, 

the focus on the customer experience at hotel Avenue is related to providing with a high quality of 

service, but also a calm atmosphere where guests can relax. As an example, the hotel manager 

explained that at hotel Avenue, there is “a lounge, where in the winter, guests can relax with a drink 

by a fireplace, sitting in designer sofas and chairs”. In this sense, apart from the focus on high quality, 

which the services at Avenue are characterized by, another important factor, which differentiates the 

hotel from Airbnb properties is the focus on creating relaxing atmosphere compared to a more 

exciting and entertaining atmosphere, which guests could experience when staying at someone else’s 

home with Airbnb. The hotel manager of Avenue also thinks that one of the reasons for Airbnb to be 

more successful than hotels is that the platform has the advantage of being part of the sharing 

economy. Airbnb provides its users not only with flexibility and quick access to various types of 

properties but also with the opportunity to switch sides from being hosts to guests and the opposite, 

enabling them to earn extra money as well. 

Customers’ choice of Airbnb compared to hotels 

According to the hotel manager of Avenue, the price per overnight which hotels offer, compared to 

Airbnb properties is a factor that could have an impact on the customer choices, but its impact can be 

very individual. More specifically for hotel Avenue, there are some guests, who would prefer a higher 

quality of service, which is provided by the hotel, corresponding to the higher price. Other guests 
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might choose and prefer lower prices, which would influence their choice of an Airbnb property. The 

hotel manager also thinks that the hotel’s location has an impact on the customers’ choices of hotel 

Avenue: “Our hotel’s location is rated as a top location by most of our guests on booking.com”. When 

being asked if Airbnb properties are more comfortable for families with kids compared to hotels, the 

hotel manager of Avenue responded that Airbnb properties could be more comfortable for families, 

especially with small children, as they could provide with more space, where families could feel calm 

and relaxed. They could rent an entire home or apartment, where they would not feel worried that 

they interrupt other guests like it would be if they stay at a hotel. The hotel manager also explained 

that at hotel Avenue, they have the capacity of offering one extra bed for kids per room, which 

unfortunately would not be enough for families with two or more kids.  

Competition with Airbnb 

According to the hotel manager of Avenue, one of the ways for hotels to compete with Airbnb is the 

focus on higher quality of service, together with the unique amenities and services which Airbnb does 

not provide the customers with. There is also a very high focus on the quality of services at hotel 

Avenue. As an example, the hotel manager explained that all the rooms at hotel Avenue have a flat-

screen TV with internet connectivity and multiple channels. Guests of the hotel also rate its Wi fi as 

being excellent. “These are examples of our focus on the high quality of services as being a priority, 

which is a way to compete with the lower prices, which Airbnb offers”, further summarized the hotel 

manager of Avenue. When being asked, if they apply any specific strategies in relation to 

outperforming and competing with Airbnb and being the preferred customer choice, the manager 

responded that they do not have any specific strategies targeting at competition with Airbnb, but the 

focus on high quality of services, previously explained, is one kind of a strategy to compete with the 

digital platform.  The manager also thinks that the hotel industry could benefit from Airbnb in several 

ways. Airbnb is a digital platform, relying to a very high extent on customer feedback, meaning that 

guests write reviews about their hosts, and other guests make their decisions to either book the 

property or not, based on these reviews. Hotels could learn from that and pay more attention to 

customer feedback, which is highly important. This doesn’t mean that according to the manager, 

hotels do not pay enough attention to customer feedback, but that they could make it even as a higher 

priority than it is being right now. Another thing, which the manager mentioned is that a lot of hotels 

start to think of implementing services such as online check-in and check-out, more flexible check-

in and check-out times, which most of the guests prefer, as it is easier and saves their time. However, 

there are still lots of hotels which haven’t implemented these services yet, and when comparing with 
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Airbnb, guests can check in and check out much easier and at more flexible times, agreed with their 

hosts. In this sense, the manager suggested that “hotels can benefit from Airbnb in a way that they 

can learn from the platform to develop more flexible services”.  

Co-creation 

According to the hotel manager of Avenue, the usage of smartphone apps to check in, check out, 

write a review about hotels, fill in customer satisfaction surveys, are good ways of encouraging co-

creation in hotel service innovation and increasing the level of customer engagement. When being 

asked if they apply any specific co-creation strategies for engaging and retaining loyal customers at 

hotel Avenue, the manager responded that sending surveys to the guests when they leave the hotel 

and asking them for feedback about what could be improved are the main ways in which customers 

are encouraged to engage in co-creation activities. The hotel manager also thinks that the physical 

interaction between guests and employees is very important for creating a good impression and 

retaining loyal customers. This means that if customers are satisfied with their communication with 

the staff at the hotel, they would also be more likely to engage in co-creation activities.  

Table 8: Summary of themes developed through the interviews-overview and comparison 
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6.1.4. Similarities and differences between the interviews-discussion 

There have been indicated some similarities and differences between the interviews with the hotel 

managers of the hotels Scandic Kødbyen, Astoria and Avenue, related to the different themes 

developed throughout the interviews. 

Digitalization and customer feedback 

According to all the three interviewees, digitalization in the hospitality sector has influenced their 

hotel in some way. At hotel Scandic Kødbyen, guests are already able to check out online through a 

link, which they receive as a text message or email before leaving the hotel. There are also some 

opportunities for the implementation of online check-in in the future at hotel Scandic Kødbyen. At 

hotel Astoria, guests will soon be able to check in through an application, which they could also use 
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as a key to their rooms. At hotel Avenue, guests will also be soon able to check in through an app. 

This means that at all the three hotels, digital advances are related to the implementation of either 

online check-in or check-out, which as aimed at making the two processes quicker and easier for the 

hotels’ guests, so that they do not have to stay in line at the reception upon their arrival or when 

leaving the hotel. Using an application as a key room at hotel Astoria, which is about to be 

implemented soon is also another additional digital advance except for the online check-in, which 

will prevent hotel guests from carrying keys, or key-opening cards, which are very likely sometimes 

to be lost or forgotten by the customers. This is more unlikely to happen with their smartphone, which 

most of the people carry with them all the time and use it for various purposes, one of which would 

be to open their room. However, a disadvantage of using an application to check in or as a room key 

could be the extent to which the application will work well and properly, without errors, which is 

something that could happen in the beginning when the application is just being developed. It is also 

important if the application will be easy and smooth for usage. If it is very complicated and difficult 

for usage by the customers, it might be a problem for the guests to get used to it. Despite the 

disadvantages that might occur, it is an important step considered by the hotels to implement these 

changes, as they are aimed at improving the quality of services. The customers, who find it difficult 

two use these new technologies, could still be able to check in in the traditional way at the reception. 

Another important fact to be summarized out of the three interviews, in terms of digital advances, is 

that the online check-in process has not been implemented yet at any of the hotels but is more like a 

plan and process in progress, which is about to happen in the upcoming future. The only actual digital 

advance, which has already been implemented is the online check-out at Scandic Kødbyen, which 

guests at the hotel already started taking advantage of.  

All the three hotel managers mentioned that at their hotels, they collect customer feedback through 

satisfaction surveys sent to the guests after they leave the hotels. Customer feedback is used mostly 

for the improvement of the quality of services and the development of new services at the hotels. 

Therefore, hotel guests are also encouraged to give suggestions and to share how their experience at 

the hotels was. The hotel managers of Astoria and Avenue specifically indicated that personal 

communication with the customers regarding feedback and suggestions for improvement at their 

hotels is very important.  There were some differences between the three interviews, regarding the 

way the three hotels rely on and use online communication channels for collection of customer 

feedback. At hotel Scandic Kødbyen, the website REVINATE.com is used for the collection of guest 

feedback. It is a very efficient tool, as it summarizes customer feedback from all the different types 
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of communication channels, such as facebook.com, booking.com, etc. At hotel Astoria, the manager 

emphasized on the fact that they do not rely that much on communication channels for collection of 

customer feedback, as their great location is the hotel’s unique selling point (USP). At hotel Avenue, 

they collect customer feedback mostly through facebook.com, tripadvisor.com and booking.com.  

Customer experience compared to Airbnb 

According to the hotel managers, the concept of the customer experience and the ‘customer journey’ 

has been well-integrated in the business model of all the three hotels and in the relationship between 

employees, guests and managers, who have all been trained to look at the hotels’ services from a 

customer perspective at first. At hotel Scandic Kødbyen, there is a special category in the hotel 

business plan for each year, dedicated to customer experiences. At hotel Astoria, they strive to have 

a level of 100% guests’ satisfaction. At hotel Avenue, they aim at having a high rating on 

booking.com. According to the hotel managers of Scandic Kødbyen and Avenue, the ideal ‘customer 

journey’ of their hotel guests would be a journey which will make them come back to the same hotels 

or recommend it to other potential guests, while according to the hotel manager of Astoria, the ideal 

‘customer journey’ would be a journey where the guests’ satisfaction level will be as high as possible.  

According to the three interviewees, the reason for the success and popularity of Airbnb is not its 

better focus on the customer experiences, but mostly the fact that it provides its users with the 

opportunity for “a new way of travelling” (hotel manager of Scandic Kødbyen), “its innovativeness 

and being part of the sharing culture” (hotel manager of Astoria) and the “different focus on customer 

experiences” (hotel manager of Avenue). This shows that all the three managers have somehow a 

shared and common view on this topic and agree that the success of the digital platform is mainly due 

to its different approach to its users. However, there are some differences in the way the three 

managers elaborate on these approaches and explain them. The hotel managers of Scandic Kødbyen 

and Avenue think that the customer experiences with Airbnb are more focused on entertaining 

activities, which the guests have the chance to take part in, related to communication with their hosts, 

other guests, doing things together and “feeling at home, while being at someone else’s home” (hotel 

manager of Avenue). According to the hotel manager of Astoria, Airbnb is very popular and 

successful, because it provides its users with the opportunity to share their properties, earn extra 

money, which is being the focus of Airbnb. Guests create their own experiences with Airbnb by 

themselves and are not the initial focus of the digital platform.  

Customer choices of the hotels compared to Airbnb 
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According to the hotel managers of Scandic Kødbyen and Avenue, the price per overnight, which 

Airbnb offers compared to hotels is a factor which can have an impact on the customer choices but is 

very individual. For example, the hotel manager of Scandic Kødbyen indicated that it could have an 

impact if people are travelling alone or in a big group. If there is a big group travelling, it might be 

much cheaper for them to rent an Airbnb property and share the costs per overnight. According to the 

hotel manager of Astoria, the cheaper prices per overnight which Airbnb offers could have an impact 

on the customers’ choices, especially when targeting new customers, where trust and personal 

interaction are not developed yet. More specifically for the three hotels, the managers shared that the 

price per overnight does not have an impact on their loyal customers, which would prefer staying at 

the three hotels. Another factor, which the three managers mentioned and agreed on, that is having 

an impact on their guests’ choices is the location of the hotels. All the three hotels have a central 

location, which would influence the customers’ decisions to choose these hotels in a positive way. 

All the three managers also think Airbnb properties might be more comfortable for families with kids, 

as they could provide them with more space, especially if it is an entire home or apartment being 

rented.  

Competition with Airbnb 

During the three interviews, all the three managers agreed that the focus on a better quality of service 

and the unique amenities and facilities being offered, could be one way for hotels to compete with 

Airbnb. The hotel managers of Scandic Kødbyen and Astoria also explained that at their hotels, there 

aren’t any specific competition strategies developed in relation to competition with Airbnb, because 

it is not being considered as a threat. At hotel Avenue, the hotel manager explained that they also do 

not have any specific strategies in relation to outperforming Airbnb, but they focus on the higher 

quality of service in order to stay competitive. According to the hotel manager of Astoria, the unique 

and personal touch and interaction with the guests is better compared to Airbnb and a way in which 

they differentiate from the platform.  

There were some differences in the views of the three interviewees related to the issue of if and how 

the hospitality industry could benefit from Airbnb. The hotel manager of Scandic Kødbyen was not 

sure if the hospitality industry could benefit from Airbnb, as more specifically for hotel Scandic, 

Airbnb is not seen as being that much of a threat and they do not really look at what Airbnb does and 

how they could benefit from the platform. However, the other two hotel managers confirmed that the 

hotel industry could benefit from Airbnb in some ways. Both managers stated that the hotel industry 
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could benefit from the platform in a way that hotels could learn how to provide their customers with 

more flexible and easier services, like online check-in and online check-out as examples. The hotel 

manager of Avenue additionally stated that hotels could learn from the digital platform to pay more 

attention to the customer feedback for improvement of services, which is also the driving force of 

Airbnb.  

Because of the fact, that all the three managers stated, that at their hotels they do not have any 

specific strategies to compete with Airbnb, it could be concluded that the development of 

competitive strategies for that purpose would strengthen the hotels’ images. Even though all 

the three managers also stated that Airbnb is not a threat to their loyal customers, they also did 

not reject the fact that it could be a threat and could affect the guests’ choices when targeting 

new customers, mainly because of its innovativeness, flexibility, lower prices, different and 

more entertaining customer experiences. However, it should also be considered that these 

assumptions are based on the opinions and views of only three hotel managers, who might also 

be subjective and differentiate from the opinions and views of hotel managers from other hotels 

in Copenhagen. 

Co-creation 

All the three hotel managers stated that even though they do not have any specific co-creation 

strategies to engage customers, there are some activities being performed at their hotels related to 

encouraging service innovation through customer co-creation. At all the three hotels, customers 

receive satisfaction surveys after they leave, which are used to co-create the value propositions which 

the hotels offer and improve their services, based on the guests’ contributions and opinions. Another 

method of co-creation being applied is asking the guests personally what could be improved at the 

hotel, when they are about to leave. At hotel Scandic Kødbyen, guests are encouraged also to sign up 

to the hotel’s loyalty programme and to book their next reservation through the hotel’s website and 

not through other websites such as expedia.com or booking.com. There are ways for engaging the 

guests with the hotel and making them feel special, while experiencing a more personalized approach. 

When they feel more engaged with the hotel, they would also be more willing to take part into co-

creation activities such as completing satisfaction surveys, giving suggestions for improvement, 

writing reviews and recommending it to other potential customers. All the three hotel managers also 

agreed that the physical interaction between the guests and the employees upon their arrival and 

during their stay at the hotels is very important, as this is something which has a high impact on 
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retaining loyal customers. The physical interaction and the staff’s attitude towards the customers are 

something, which guests remember and can influence their decision when they decide if they want to 

book the same hotel the next time or not, or if they would recommend it to other people or write a 

positive review about it. Therefore, like previously mentioned, the well-integrated concept of the 

customer experience into the relationships between guests and employees at the three hotels is very 

important for the smooth and friendly physical interaction, resulting in positive customer feedback 

and experience as well as a higher level of co-creation involvement. 

It is important to be notified that the results out of the interviews, based only on the views of 

the hotel managers, might be more subjective when analyzing the customer experience at hotels 

in Copenhagen compared to Airbnb properties. Therefore, their responses are further 

supported and compared to the responses generated from the questionnaire with the Airbnb 

press team, and the web surveys to hotel guests and Airbnb guests in Copenhagen. 

6.2. Questionnaire for Airbnb press team 

The questionnaire for the Airbnb press team consisting of 11 statements with a Likert scale, 

has been completed by 10 employees, part of Airbnb press team in Denmark, who are 

competent in the field of customer experiences with Airbnb. Their responses have been used for 

the quantitative data analysis of this report and to further investigate how the customer 

experience with hotels differs from the customer experience with Airbnb. Interpretations and 

assumptions, based on the respondents’ level of agreement (in percentage %) have been made, 

also including references and comparisons with the corresponding views of the hotel managers 

being interviewed to see how they resemble or differentiate. 

90% of the respondents, who completed the questionnaire, indicated that they “Strongly agree” that 

the digital platform Airbnb is more focused on the customer experience than hotels. The rest of them, 

corresponding to 10% of the total number of respondents indicated that they “Agree” with that 

statement. This is in contrast with the hotel managers’ view regarding that issue, which was that the 

digital platform is not more focused on the customer experiences, but has a ‘different focus’ compared 

to hotels, mostly related to enabling its users to share their properties to earn extra money and to 

provide the guests with more entertaining activities.  

60% of the respondents, indicated that they “Strongly agree” that the role of the host is very important 

for the co-creation of customer experiences with Airbnb. The other 40% “Agree” with that statement. 

This means that according to the Airbnb press team, the role of the host is essential for the co-creation 



 

72 
 

of guests’ experiences with Airbnb properties. According to one of the articles included in the 

literature review of this study, written by Johnson and Neuhofer (2017), Airbnb properties provide 

the guests with unique value propositions, facilitating co-creation of experiences between guests and 

hosts. This means that the respondents’ level of agreement to this statement confirms Johnson’s and 

Neuhofer’s (2017) view on the importance of the host’s role at the Airbnb properties. When looking 

back into the results out of the semi-structured interviews, according to the hotel managers, the 

physical interaction between the hotel guests and the employees at hotels has also been indicated as 

being very essential for the customer engagement and co-creation of hotel experiences. The difference 

is that at the Airbnb properties, the physical interaction is usually between guests and Airbnb hosts 

or between guests and other guests (if being present), while at the hotels, the physical interaction is 

mostly between the staff and the hotel guests. Moreover, it also needs to be considered that this 

statement is valid for Airbnb properties, where the host is being present. In other cases, where the 

host is not present, there could be other important ways for co-creation of experiences being 

considered: the number of people travelling, the surrounding environments, the activities which the 

guests are getting involved in, the purpose of their travel, etc. 

50% of the respondents, who competed the questionnaire indicated that they “Strongly agree” that 

Airbnb provides distinctive customer experiences due to its properties spread through different and 

unique locations where hotels are not present. The other 50% “Agree” with that statement. This means 

that Airbnb properties could be located at places where hotels are usually not and this could 

sometimes be an advantage and provide the guests with a different experience, depending on the 

surrounding atmosphere and the specific location. There could also be some other assumptions made 

based on this statement, regarding the location as an important factor, having an impact on the 

customers’ choice of Airbnb or hotels. The hotel managers being interviewed indicated that the ‘great’ 

and ‘central’ location of their hotels has an impact on their customers’ choices, meaning that most of 

them would prefer a location situated at a central position. However, the level of agreement of the 

Airbnb press team with this statement indicates that the central location is not necessarily always the 

most preferred choice, because a more different and ‘unique’ location could provide with a different 

and more unique experience. However, regarding the customers’ choice of locations, there are some 

other factors to be taken into consideration as important like the individual characteristics of the 

travellers, the purpose of their trip, the number of people who are travelling, etc.  

50% of the respondents indicated that they “Strongly agree” that Airbnb has taken advantage of the 

digitalization in the hospitality industry sector in a positive way, which enables its users to be their 



 

73 
 

own co-creators of value. The other 50% “Agree” with the statement. This means that the digital 

platform encourages value co-creation to a high extent and has implemented digital advances at the 

core of its business model. When looking back into the semi-structured interviews, the hotel managers 

indicated that some of the reasons for the success of Airbnb are related to the fact that the platform is 

more flexible in terms of bookings, filtering, check-in and check-out processes and enables its users 

to easily switch from being guests to hosts and the opposite. This means that the digital platform has 

taken advantage of various digital advances, which allow its users to co-create value between each 

other. The views of the hotel managers regarding this issue support the view of the respondents from 

the Airbnb press team.  

40% of the respondents indicated that they “Strongly agree” that the digital platform Airbnb gives 

higher flexibility to its users, in terms of booking different types of properties, filtering their choices 

and reviewing the hosts’ profile. The other 60% “Agree” with that statement. This means that 

according to the Airbnb press team, the digital platform provides its users with a lot of freedom and 

different actions which they can take before they make their final decision and book a specific 

property. They could filter their choices of locations, review the hosts’ profiles, read reviews about 

them and then book the Airbnb property.  

60% of the respondents indicated that they “Strongly agree” that the absence of hosts in some of the 

Airbnb properties (absence of physical interaction with the host) allows the guests to have a different 

customer experience compared to hotels. The other 40% “Agree” with the statement. This means that 

the Airbnb properties, which are entire homes or apartments allow the guests to experience their stay 

in a different way compared to when the hosts are present or especially compared to hotels. At hotels, 

the guests always see other guests and staff working and performing services at the hotels. When they 

rent a whole apartment or house, they can have full control over the property, more privacy and space. 

In this way, their experience is more different. This would be especially comfortable for big groups 

of people and families. Looking back into the semi-structured interviews, as an example, the hotel 

manager of Scandic Kødbyen mentioned that when people are travelling alone, it will be good for 

them to be at a property where the host or other guests are present, so they could become friends or 

do some activities together. On the opposite side, this could also mean that when people are not 

travelling alone, renting out a property where the host is not present could make them have a different 

kind of experience and feeling like being at home when having more space, privacy and control over 

the place. When comparing with the view of hotel managers about the importance of physical 

interaction with the guests at hotels, they agreed that it is very important to retain loyal customers. In 
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this case, when the hosts are not present at the Airbnb properties, the physical interaction is absent. 

However, this is not being accepted as a negative characteristic, but as an opportunity for having a 

different kind of travel and experience. 

50% of the respondents indicated that they “Strongly agree” that the customer experience with Airbnb 

allows the guests to immerse with the life in the surrounding atmosphere and to feel ‘local’ (more 

authentic customer experiences). 40% of the respondents indicated that they “Agree” with the 

statement and 10% indicated that they “Somewhat agree” with the statement. This means that 

according to most of the respondents, the customer experience with Airbnb provides the guests with 

the opportunity to have more authentic experiences, to feel like they do not only have accommodation, 

but are also part of the external environment out of the Airbnb property. This also confirms the view 

of Johnson and Neuhofer (2017), that co-creation of experiences with Airbnb occurs not only between 

the host and the guests, but also between the guests and their external interactions with the 

surrounding environment, their willingness and the actions they take to get to know the world outside 

of the Airbnb property. It has also been mentioned by Broek et al. (2018), that the new service which 

Airbnb launched eight years later after its foundation, called ‘Airbnb trips’ allows guests to get 

involved into different kinds of experiences, just by clicking few buttons and searching for activities 

on the Airbnb website, which are around their Airbnb home. This means that Airbnb provides its 

guests not only with a place to stay, but also with an opportunity to explore the life outside, get 

involved into it and in this sense to feel more local, having authentic experiences. The level of 

agreement of the respondents with that statement also supports and confirms the view of Broek et al. 

(2018) regarding Airbnb and the authentic experiences it provides. 

50% of the respondents indicated that they “Strongly agree” that the lack of additional services at the 

Airbnb properties (such as housekeeping services, room service) affects the guest’s experience in a 

negative way. 30% of the respondents “Agree” with that statement and the other 10% “Disagree”. 

This means that according to the Airbnb press team, the lack of these additional services, which are 

usually provided by hotels, could be of disadvantage for the customer experience of Airbnb guests. 

This is also something that hotels could take advantage of and focus on to compete with Airbnb. It 

was also mentioned by the hotel managers throughout the semi-structured interviews, that one of the 

ways for hotels to compete with Airbnb, is to focus on the higher quality of services and the unique 

amenities and facilities which they provide with and Airbnb does not.  
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50% of the respondents indicated that they “Strongly agree” that the customer experience with Airbnb 

is a combination of experience with hotel and a feeling of being at home (due to the possibilities to 

sometimes cook at the Airbnb properties, do your own cleaning of the property). The other 50% 

“Agree” with that statement. This means that the customer experience with Airbnb partially resembles 

the experience with hotels, because guests book their properties, pay for them, stay specific number 

of nights, but on the other hand the experience is also different because they stay at someone else’s 

home, have the chance to feel like being at home, communicate with other guests or the host, have 

the opportunity to stay at locations where hotels are not present and experience their trip in a different 

way. This is also supported by the view of the hotel manager of Scandic Kødbyen, that the experience 

with Airbnb is “a new way of travelling”. 

70% of the respondents indicated that they “Strongly agree” that Airbnb has been influenced by the 

experience economy rather than the service economy, which is more focused on delivering the pure 

service to the customers. The other 30% “Agree” with the statement. An interpretation of the level of 

agreement with that statement could be that Airbnb is more focused on creating experiences for the 

guests of the Airbnb properties, rather than on just providing them with a place to stay. This could 

also be referred to the view of Broek et al. (2018), that Airbnb has been first focused on providing its 

users with the service to share and rent properties (the physical and tangible asset which is the home 

by itself), which is more related to the service economy and sharing culture, but later on and especially 

after introducing the service ‘Airbnb trips’, the digital platform became part of the experience 

economy. This could also be referred to one of the interviews with the  hotel manager of hotel Scandic 

Kødbyen, who also explained that nowadays people search for something more than renting a room 

(having a pure delivery of service) and are more likely to search for memorable experiences and this 

is what Airbnb provides with- a different kind of experiences, which makes the stay at Airbnb 

properties differentiate from the stay at hotels. Therefore, according to the hotel manager, hotels 

should focus more on customer experiences.  

80% of the respondents who completed the questionnaire “Strongly agree” that Airbnb is more 

convenient for families with children, who travel, due to the fact, that there is a higher flexibility in 

terms of size and location of properties, which families can choose from, so that their children can 

feel like at home. The other 20% “Agree” with the statement.  This means that according to the Airbnb 

press team, Airbnb properties are more comfortable for families with children. The level of agreement 

with that statement also resembles the opinions of the hotel managers regarding that issue. All the 
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three hotel managers also think that Airbnb properties are the better choice for families with kids 

especially due to the opportunity for having more space. 

It is important to be notified that the results out of the questionnaire are based only on the views 

of the Airbnb Press team, who might be more subjective when analyzing the digital platform. 

Therefore, their responses are further supported and compared to the responses generated 

from the web survey sent to Airbnb and hotel guests in this report.  

6.3. Web surveys with Airbnb guests and hotel guests in Copenhagen 

To get a broader view of the difference between the customer experience with Airbnb and hotels 

in Copenhagen, two surveys to hotel guests and Airbnb guests in Copenhagen have been 

conducted. This allowed for generating more reliable and valid results, while taking the 

perspective of the customers as well. 

6.3.1. Web survey with hotel guests in Copenhagen 

The total number of respondents, who indicated that they have stayed at hotels in Copenhagen is 114.  

Background information 

The first questions in the survey to hotel guests in Copenhagen were related to background 

information regarding gender, age and country of origin. These factors are important to be 

considered, as they represent the main characteristics of the identity of the respondents and are 

taken into consideration regarding the generalizability of the results. This means that the 

results and assumptions could have been different if the generated sample had different identity 

characteristics. Interpretations and assumptions, based on the respondents’ answers to 

different questions have been made, including references and comparisons with the 

corresponding views of the hotel managers being interviewed for the qualitative part of this 

study and the responses generated through the questionnaire for the Airbnb press team.  

The results out of the survey indicated that 63% of the respondents, who filled out the survey and 

have stayed at hotels in Copenhagen are between 19 and 30 years old. 21% are between 31 and 50 

years and the rest of the respondents, corresponding to 16% are above 50 years old. 30,9% of the 

respondents are male, 63,6% are female and the other 5,5% indicated that they “Prefer not to say” 

their gender. 25,5 % of the respondents indicated that their country of origin is Denmark, 47,3% are 

from “country in Europe” and the rest, corresponding to 5,5 % are from “country outside of Europe”.  
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Hotels, visited by the respondents 

There are 15 hotels, which according to the results out of the web survey, the respondents have been 

to. Some of them have been to one hotel, other respondents indicated that they have been to several 

hotels. There are five hotels, in which the major part of the respondents have been to. 71% of the 

respondents have been to hotel Marriott. 68,8% of the respondents have been to hotel Hilton, 67,4% 

of the respondents have been to hotel Radisson Blu, 56% of the respondents have been to hotel 

Avenue and 52,8% of the respondents have been to hotel Bella Sky. The next most visited hotels, 

with a percentage below 50% are hotel Imperial, Astoria, King Arthur, Clarion and Scandic. 43,6% 

of the respondents have visited hotel Imperial, 43% have been to hotel Astoria, 38,9% have been to 

hotel King Arthur, 34,7% have been to hotel Clarion and 34,6% have been to hotel Scandic. The rest 

of the hotels, which have the lowest percentage of respondents, who have visited them are Ascot 

hotel- 21,9%, Hotel Amager-11%, Copenhagen Island-7,5%, Crown Plaza Copenhagen-6,7% and 

Wake up Copenhagen-4,5%.  

It is important to be notified that the assumptions about the customer experience of hotel guests 

in Copenhagen are based on the experiences which hotel guests had with the hotels mentioned 

above. This means that in the same way like with the identity characteristics of the respondents, 

the results could have also been different if the hotels, which the respondents have visited, were 

different. 

Duration of stay and number of visitors 

27,8% of the respondents indicated that they stayed at the hotels in Copenhagen alone. 33,3% 

indicated that they stayed with friends. 27,8 of them stayed with a family and the rest of the 

respondents, corresponding to 11,1% indicated “Other” response, including staying with “a partner”, 

“a boyfriend” or a “girlfriend”. This shows that most of the people, who have stayed at hotels in 

Copenhagen, were not alone. This could be interpreted in a way that the customer experience with 

hotels is more preferred by the guests, when they travel with someone. Looking back into the semi-

structured interviews with hotel managers, the hotel manager of Scandic Kødbyen mentioned that the 

customer experience with Airbnb is a “new way of travelling”, which for example gives a different 

customer experience to travelers, especially if they are alone, because they could become friends and 

communicate with the host and with other guests. This is something, which is not that easy to be 

achieved, when people travel alone and stay at a hotel, because they have their own room and they 

communicate with the staff, but mostly regarding practical issues, concerning their stay.  
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45,7% of the respondents indicated that the longest period, which they have spent at hotels in 

Copenhagen is one night. 51, 4% of the respondents have stayed between one to five nights and the 

rest of them corresponding to 2,9% have spent a week at the hotels. This is an important issue when 

considering how the guests evaluate their overall customer experience at the hotels. Guests, who have 

spent only one night at the hotels might not have used any facilities or services at the hotel or just a 

few of them and would have a different experience than guests who have stayed more than one night. 

However, due to the fact, that more than half of the respondents have spent more than one night at 

hotels in Copenhagen, it could be considered that the evaluations of their customer experience are 

based on more detailed impressions by the hotels’ facilities, services and interactions with the staff.  

Check-in process  

28,6% of the respondents, who filled out the web survey, indicated that they have experienced online 

check-in at the hotels they have been to. 57,1% indicated that they have experienced check-in at the 

reception and 14,3% indicated that they have experienced both. This means that more than half of the 

respondents have experienced only check-in at the reception, either because online check-in is not 

available as a service at the hotels they have been to, or just because the respondents haven’t used it. 

Looking back into the semi-structured interviews and the responses which the hotel managers gave 

regarding digital advances in their hotels, the manager of hotel Scandic mentioned that online check-

in is “a bigger step”, which is about to come in the future, and the managers of Astoria and Avenue 

explained that online check-in is soon about to be implemented as a service at their hotels, but not yet 

at the current moment. In this sense, the responses to this question of the survey enriched the results 

being generated through the semi-structured interview, regarding digital advances at hotels in 

Copenhagen and the implementation of online check-in service. Looking only into the responses, 

which the hotel managers gave, it was concluded that online check-in is a service which is still in the 

process of implementation. Looking into the responses to the survey, where the sample of respondents 

was bigger, and the number of hotels being visited by them was also bigger, it could be concluded 

there are some other hotels, where customers are already able to check-in online.  

The respondents, who indicated that they have experienced check-in at the reception of the hotels, 

were asked to rate the check-in process at the hotels they have been to. 36% of respondents indicated 

that they “Strongly agree” that the check-in process was timely and efficient. 32% indicated that they 

“Agree” and 32% indicated that they “Somewhat agree” with the statement. This means that most of 

the respondents agree that they had a timely and efficient experience when checking in at the hotels, 
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but not to the maximum extent of efficiency. This could also mean that they had to wait in line at the 

reception to check in and this took part of their time. However, none of the respondents disagreed 

that their check-in process was timely and efficient, which also means that none of them had a bad 

and inefficient experience when checking in. This also means that even though most of the hotels still 

mostly rely on the traditional way to check in at the reception, they have an overall good organization 

and management of handling this process timely and efficiently.  

64% of the respondents, who filled out the survey, indicated that they would prefer online check-in. 

20% indicated that they would prefer check-in at the reception and 16% indicated that “it does not 

matter” for them what kind of check-in process they will experience. This means that most of the 

hotel guests would prefer to check-in online and it is a good thing that some hotels have started to 

think about implementing this service and some others have already implemented it. It also means 

that hotels try to match their services to the customer expectations and desires. During the semi-

structured interviews, the managers were asked if the hotel industry could benefit from Airbnb, and 

according to two of the managers (managers of hotel Astoria and Avenue), hotels could learn from 

the platform how to make their services easier and more flexible for the customers. The fact that 

hotels have started to implement online check-in means that they have already started learning how 

to provide easier and more flexible services to the hotel guests. 

Check-out process 

8,6 % of the respondents, who filled out the survey, indicated that they have experienced online 

check-out at the hotels they have been to. 80% have experienced check-out at the reception and 11,4% 

have experienced both types of services. This means that the majority have experienced check-out at 

the reception. Comparing to the online check-in process, which was discussed above, it could be 

concluded that there are more guests, who have experienced online check-in than guests who have 

experienced online check-out. The interpretation of this result could be that online check-out is a 

service which is more difficult to be implemented at hotels in Copenhagen. However, the fact that 

there are still some guests, who have experienced it, is a sign of progress in this area as well. The 

hotel manager of hotel Scandic Kødbyen mentioned during the semi-structured interview, that online 

check-out is already implemented at Scandic Kødbyen, even though online check-in is not. This 

means that even though there are fewer hotels, which have developed this service, there are still some, 

which have successfully implemented it.  
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The respondents, who have indicated, that they have experienced check-out at the reception, were 

asked to rate their check-out process at the hotels they have been to. 37,5% of the respondents 

indicated that they “Strongly agree” that their check-out process was timely and efficient. 15,6% 

indicated that they “Agree”, 40,6% indicated that they “Somewhat agree” with the statement and 

6,3% “Disagree” with the statement. Therefore, it could be considered that some of the respondents 

have probably experienced inconvenience while checking out. This could mean that they had to wait 

in line at the reception for some time. However, due to the majority who mostly agree to a different 

extent with the statement, the overall assumption could be that hotels in Copenhagen have a good 

organization and management of the check-out service at the reception, but there could be some 

improvements to this service, so that it matches the customer expectation to a higher extent. 

Therefore, the implementation of online check-out at the hotels could be a solution and improvement 

in relation to this issue. For example, as also previously mentioned by the hotel manager of Scandic 

Kødbyen, guests of the hotel receive a text message or email with a link which they can use to check 

out, instead of waiting in line, and this saves their time when they are in a hurry to leave the hotel in 

the morning. 

50% of the respondents, who filled out the survey, indicated that they would prefer online check-out. 

28,1% would prefer check-out at the reception and for 21,9% of the respondents, it does not matter 

what kind of check-out process they will experience. The percentage of respondents, who would 

prefer online check-out is lower, compared to the percentage of respondents who would prefer online 

check-in (64%). This could mean, that due to the fact, that fewer people have experienced online 

check-out, there are also fewer people who would prefer it. However, it still shows that for half of the 

respondents, online check-out would be the preferred service. This means that it is good that some 

hotels in Copenhagen have already implemented it, so their service matches the customer 

expectations.  

Staff’s attitude towards the customers  

42,9% of the respondents, who filled out the survey “Strongly agree”, that the staff at the hotels, they 

have been to, was friendly, helpful and polite. 17,1% “Agree” and 40% “Somewhat agree” with the 

statement.  This shows that all the respondents agree to a different extent with that statement and 

evaluated the staff as friendly, helpful and polite. The respondents, who “Somewhat agree” with the 

statement might have experienced some small issues in relation to their smooth communication with 

the staff, but they were probably not that serious to make them “Disagree” with the statement. On the 
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other hand, this could also mean that some members of the hotels would need to improve their 

communication skills and have more training, so that the hotel guests are more satisfied in the future. 

However, as an overall assumption, it could be concluded that the staff at the hotels in Copenhagen 

which the respondents have visited is usually seen as friendly, helpful and polite.  

8,6% of the respondents indicated that they “Strongly agree” that they did not communicate that much 

with the staff at the hotels they have been to. 17,1% “Agree”, 14,3% “Somewhat agree” and 60% 

disagree with the statement. This means that most of the hotel guests, who filled out the survey based 

their evaluation of the staff’s attitude not only on quick and meaningless interactions between the 

staff and the guests, but on a more deep and extensive level of communication. The respondents who 

“Somewhat agree” with the statement probably communicated with the staff at the hotels but not that 

much, and the once who “Agree” and “Strongly agree” with the statement did not have much contact 

with the employees at the hotel. It could be concluded in general, that due to the fact, that more than 

half of the respondents disagreed with the statement, meaning that they communicated a lot with the 

staff, the physical interaction between staff and employees at hotels is very important upon the guests’ 

arrival and during their stay at the hotels. This statement could be supported by the opinions of the 

hotel managers, being interviewed, who also emphasized the importance of that factor. 

Mostly used facilities by the hotel guests 

The respondents, who filled out the survey, have been asked to indicate which type of facilities and 

services (if any) they have used at the hotels they have been to. The respondents could choose multiple 

answers to that question. There was also an option to indicate “Other” type of answer.  

There are three types of facilities, which have been used by most of the respondents: restaurant, café 

and bar. 77,1% of the respondents indicated that they have been to a restaurant. 68,6% indicated that 

they have been to a Café and 60% indicated that they have been to a bar. The rest of the facilities 

were chosen as being used by a small percentage of the respondents. 22,9% of the respondents 

indicated that they have used the room service at the hotels they have been to. 17,1% have used the 

parking facilities. 11,4% have used a swimming pool, 8,6% have used a wake-up call and 2,9% have 

taken advantage of the sightseeing service provided by the hotels they have been to. 14,3% of the 

respondents have filled out that option including the answers: “I haven’t used any of the following 

services or facilities” and “Fitness centre”. The results show that most of the respondents have used 

some of the services and facilities, which hotels offer. Some of the respondents indicated that they 

have used one service or facility, others indicated that they have used multiple services or facilities. 
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The fact that most of the respondents have used some of the services and facilities, provided by the 

hotels means that they are important factors, contributing to the overall customer experience. This 

statement is also supported by the manager of hotel Scandic Kødbyen, who mentioned that nowadays, 

when people book a hotel, they look for more than just accommodation and a bed, where they could 

sleep. According to the manager, the quality of service and the unique facilities, which hotels possess, 

are factors which differentiate them from Airbnb and a way to compete and outperform the platform. 

The other two managers also agreed that the quality of service and the unique amenities at the hotels 

are very important to retain customers, target new hotel guests and compete with the platform. 

According to the results, the most visited facilities at the hotels are the restaurant, the café and the 

bar. This means that hotels need to have a high focus on keeping a good quality of service at these 

facilities and promoting it to the hotel guests. Airbnb properties do not have those facilities included, 

so they are part of the hotels’ unique resources and basis for competitive advantage. Furthermore, 

hotels could also focus on the other facilities and services, which are less visited or used by the 

customers and advertise them more among the hotel guests.  

It was mentioned in the literature review, that according to Barney (1991), for an organization 

to develop and sustain a competitive advantage, it needs to possess valuable and rare resources, 

which competitors do not possess. Therefore, in relation to this, it was important to be 

investigated, which facilities and services at hotels, which Airbnb properties do not have, are 

mostly used by the customers, so that they could be considered as a source of competitive 

advantage. Facilities and services, which are less used could also be considered as a source of 

competitive advantage, if their usage by the customers is increased in the future, and they also 

become essential to the hotel guests. 

Hotel services, affecting the positive customer experience 

The respondents, who filled out the survey, have been asked to choose the hotel services and facilities, 

being most important for having a positive customer experience. They could choose among 10 

different services, with the option to have a multiple choice as well. There was also an option to write 

“Other” response, if being relevant.  

There are three types of services, which most of the respondents have indicated as being important 

for the positive customer experience. 85,7% indicated the housekeeping services, 82,9% indicated 

the reception services and 74,3% indicated the breakfast, lunch and dinner buffet as being important 

for having a positive customer experience. The rest of the options have been chosen by less than half 
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of the respondents. 42,9% have chosen the room service, 40% have chosen all-inclusive, 40% have 

chosen fitness centre, 25,7% have chosen swimming pool, 22,9% have chosen parking facilities and 

17,1% have chosen wake-up call as being important for having a positive customer experience. 5,7% 

of the respondents have also filled the “Other” option to that question, indicating that the SPA service 

is important for having a positive customer experience. The results show that according to the 

respondents, the most important services, which affect the positive customer experience are 

housekeeping services, reception services and breakfast, lunch and dinner buffet. All these services 

are not provided at Airbnb properties, which means that hotels have a competitive advantage over 

Airbnb based on these services, which are very essential for hotel guests as well. Referring again to 

Barney (1991) and the resource-based view, it could be considered that due to the fact, that these 

resources are valuable for the customers, they could be a source of competitive advantage for hotels. 

However, the importance of reception services could be discussed, when comparing with Airbnb 

properties. Reception services are not a relevant factor, because customers just book the Airbnb 

properties with all their details, agree on the check-in time of arrival and then come to the Airbnb 

location, being booked. In relation to this, it could be assumed that if comparing to Airbnb properties, 

reception services are not a source of competitive advantage, because Airbnb has a different kind of 

service, which is more convenient and suitable for the guests. Therefore, as discussed also in the 

previous sections, it would be an advantage for hotels to implement online check-in and check-out 

services, which will replace the reception services. On the other hand, in the meantime, while these 

services have not been implemented yet (or not at all hotels) the importance of the timely and efficient 

reception services should still be considered important for having a positive customer experience at 

hotels in Copenhagen. The rest of the services and facilities, which have been chosen by less of the 

respondents should also be taken into consideration by hotels, as being a source of potential 

competitive advantage, because they are not offered by Airbnb. They need to be advertised more, so 

that more of the hotel guests see their importance and contribution to the positive customer 

experience.  

Price per overnight and overall customer experience at hotels 

65,7% of the respondents have rated the price per overnight at the hotels they have been to as fair and 

corresponding to the quality of service and type of the room. 34,3 % of them have rated the price as 

too high and not matching the quality of service and type of the room. This means that for the larger 

part of the respondents, the price per overnight at hotels in Copenhagen is fair and corresponding to 

the quality of service being offered (value for money). This assumption could also be supported by 
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the results generated through the semi-structured interviews. According to the hotel manager of 

Astoria, the higher prices per overnight being offered, compared to the cheaper prices offered by 

Airbnb do not have an impact on Astoria’s loyal customers, who would prefer the corresponding 

higher quality of service. According to the hotel manager of Avenue, some guests would also prefer 

the higher price.  The results to this question show that most of the respondents refer the higher prices 

which hotels offer to the higher quality of services, which is also something being emphasized as 

important during the interviews. However, for the rest of the respondents, the price which hotels offer 

is seen as too high and not corresponding to the quality of service and type of room. This could be 

due to different factors, varying from very individual and personal issues and experiences to the 

evaluation of the actual quality of service, which the customers have experienced and the types of 

room they have been to. Those factors could be identified through customer satisfaction surveys 

which are usually being sent to the hotel guests, through the different communication channels for 

collection of customer feedback and through personal communication with the guests as well. These 

are also the most common ways for collection of customer feedback and co-creation encouragement, 

being mentioned by the hotel managers during the semi-structured interviews.  

5,7% of the respondents rated their overall experience at hotels in Copenhagen as being excellent. 

51,4 % rated it as being very good and 42,9% rated it as being good. None of the respondents rated 

their overall customer experience at hotels in Copenhagen as being very bad. It is a positive sign for 

hotels that none of the respondents rated their experience as being very bad, but there is also a lot of 

room for improvements until the percentage of respondents having an excellent experience increases. 

This also means that hotels need to develop strategies for increasing the level of their customers’ 

overall satisfaction. For example, during the semi-structured interviews, the hotel manager of Astoria 

explained that at their hotel, they have a goal to strive for having a level of customer satisfaction, 

corresponding to 100%. In this way, they try to more efficiently integrate the concept of the customer 

experience into the business model of hotel Astoria. At hotel Scandic Kødbyen, they have a special 

category for customer experiences, when developing the business plan for each year and at hotel 

Avenue, they want to have a high rating on booking.com, which would be considered as a sign of 

positive customer feedback. These examples, extracted from the interviews, show different starting 

points in which hotels could consider how to increase their customers’ satisfaction and the 

corresponding increased rate of the overall customer experience.  

It is important to be considered that the rating of the overall customer experience at hotels in 

Copenhagen has been based on the experiences of the sample being investigated and the hotels, 
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which the respondents have been to. The overall rating of the customer experience could have 

been different, if the sample was different and the hotels being visited were different as well.  

Price and overall customer experience with hotels, compared to Airbnb 

There are 72 respondents out of the 114, who have stayed at hotels in Copenhagen, who have also 

stayed at Airbnb properties in Copenhagen. They were asked to compare the hotels they have stayed 

at to the Airbnb properties they have been to, based on two main criteria: price and overall customer 

experience. 77,3% of the respondents who have stayed both at hotels and Airbnb properties would 

prefer to stay at an Airbnb property, if it would cost them less than a hotel. 22,7% would prefer to 

stay at a hotel. This means that even though most of the respondents who have stayed at hotels in 

Copenhagen find the price per overnight fair and corresponding to the quality of service and the type 

of the room, most of the respondents who have also stayed at an Airbnb property, would prefer to 

book their accommodation from the digital platform if it would cost them less. It could also be 

assumed that even though hotels offer services and possess facilities, which Airbnb properties do not, 

price is still an important factor for most of the customers and it acts as a competitive advantage for 

Airbnb and something which hotels need to overcome and compete with. On the other hand, the fact 

that 22,7% of the respondents would prefer to stay at hotels compared to Airbnb properties in relation 

to the price shows that there are also loyal customers who would prefer the hotels’ higher quality of 

services corresponding to the higher prices, which is also a statement being discussed and confirmed 

with the hotel managers during the semi-structured interviews. 

 It could be concluded that hotels need to encourage guests to become loyal customers and feel 

more engaged with the hotels, so that they would prefer to book their stay at hotels in 

Copenhagen, regardless of the prices they offer.  

36,4% of the respondents, who have stayed both at hotels and Airbnb properties in Copenhagen 

indicated that they would prefer to stay at hotels in relation to the overall experience they had with 

the two types of accommodations. 63,6% indicated that they would prefer to stay at Airbnb properties 

in relation to the overall customer experience they had with hotels and Airbnb properties. This means 

that for most of the respondents, who have stayed at both types of accommodations, the customer 

experience with Airbnb is the more preferred one. This could be due to different reasons, some of 

them being mentioned as examples by the hotel managers during the semi-structured interviews. 

According to the hotel manager of Scandic Kødbyen, Airbnb is successful because it offers a new 

way of travelling, it reaches its users quickly and provides them with a variety of options for 
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accommodation. The hotel manager of Astoria shared the opinion that the Airbnb is maybe more 

successful than hotels because it is innovative and a part of the sharing economy. The hotel manager 

of Avenue suggested that Airbnb is more successful because it offers a different customer experience, 

where the guests can become friends with their host or guests. Other reasons, which could support 

the fact that most of the respondents prefer to stay at Airbnb properties in relation to the overall 

customer experience they have had could be suggested from the questionnaire with the Airbnb Press 

team in Denmark. According to the 10 respondents from the Airbnb Press team, the digital platform 

provides distinctive customer experience due to its properties spread through different locations 

where hotels are not present. This could be also why most of the respondents would prefer the 

customer experience with Airbnb in comparison with hotels. Hotels are usually situated in the central 

part of Copenhagen, which even though according to the hotel managers being interviewed for the 

qualitative part of the study, is an advantage, in some cases it could also be a disadvantage. Airbnb 

properties are located also in the countryside areas of the city, sometimes being represented in the 

form of whole houses, villas, which might be more attractive for some travelers, looking for a 

distinctive customer experience. Another reason could be that in some Airbnb properties, the host is 

absent, and the guests could feel like they have more control over the property and more privacy as 

well. This is also an opportunity for having a different kind of a customer experience compared to 

hotels. On the other hand, in other cases the role of the host could have an influential impact on the 

positive customer experience of the Airbnb guests, and a decisive factor for their choice of experience 

with the digital platform and not with Airbnb properties. Some guests, who are travelling alone or 

feel more communicative, would might like to socialize with the host if being present or with other 

guests of the property, and in this case they would probably prefer the experience with Airbnb 

compared to hotels, where they could mostly communicate with the staff, regarding practical issues 

and the services or facilities they use. According to the results out of the questionnaire with the Airbnb 

Press team, the customer experience with Airbnb allows guests to immerse with the life in the 

surrounding atmosphere and to feel ‘local’. This could also be another reason why most of the 

respondents of the survey, who have stayed both at hotels and Airbnb properties, would prefer to 

choose the digital platform for their next booking of accommodation. If guests stay at somebody 

else’s home, talk to their host or other guests, go out together or explore the surrounding environment 

together, they might start feeling part of this external environment. They could also start feeling like 

being at home when they are at someone else’s home, which would make them have a more authentic 

experience.  
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It could be concluded that, the results to this question, expressed through the higher percentage 

of respondents, who would prefer the customer experience with Airbnb compared to hotels in 

Copenhagen show that hotels need to develop new strategies and methods for improvement of 

the customer experience of their guests. It might not only be enough to focus on the higher 

quality of service, which was mentioned as an important indicator of a positive customer 

experience by the hotel managers. Even though according to the hotel managers, being 

interviewed, the customer experience is a well-integrated concept into the business model of 

their hotels, the results out of the survey show that hotels in Copenhagen need to have a better 

focus on customer experiences and less focus on the pure delivery of service to their customers. 

6.3.2. Web survey with Airbnb guests in Copenhagen 

The total number of respondents, who indicated that they have stayed at Airbnb properties in 

Copenhagen is 105. 

Background information 

The first questions in the survey to Airbnb guests in Copenhagen were related to background 

information regarding gender, age and country of origin. These factors are important to be 

reviewed, as they represent the main characteristics of the identity of the respondents and are 

considered regarding the generalizability of the results. This means that the results and 

assumptions could have been different if the generated sample had different identity 

characteristics. Interpretations and assumptions, based on the respondent’s answers to 

different questions have been made, including references and comparisons with the views and 

opinions of the hotel managers being interviewed, the responses generated through the 

questionnaire for the Airbnb Press team and the web survey to hotel guests in Copenhagen. 

71% of the respondents, who filled out the survey are between 19 and 30 years old. 19% are between 

31 and 50 years old and 10% are over 50 years old. 42,6% of the respondents are male, 51,3% are 

female and 6,1% indicated that they “Prefer not to say” their gender. 18,5% of the respondents are 

from Denmark, 52,4% are from a country in Europe and 29,1% are from a country outside of Europe. 

Duration of stay, number of visitors and type of Airbnb properties 

52% of the respondents indicated that they have stayed alone at the Airbnb properties they have been 

to. 21% have been with friends,22,5% have been with family and 4,5% indicated “Other” response 

including “a partner” and “both with family and with friends". This means that most of the 
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respondents have stayed alone at Airbnb properties in Copenhagen. On the opposite side, when 

comparing to the results of the survey to hotel guests in Copenhagen, the majority have stayed with 

someone at the hotels and not alone. The result to this question is also supported by the opinion of 

the hotel manager of Scandic Kødbyen who thinks that Airbnb properties are especially appropriate 

for people who travel alone, because they can become friends with their hosts or other guests (when 

being present). However, the rest of the respondents have stayed with someone at the Airbnb 

properties in Copenhagen including friends, family, partner, meaning that Airbnb properties are also 

chosen as an accommodation option by people, who don’t travel alone.  

38,6% of the respondents indicated that the longest period, which they have spent at Airbnb properties 

in Copenhagen is one night. 56,5% indicated that they have stayed from one to five nights and 4,8% 

indicated that they have stayed a week. This is an important issue when considering how the guests 

evaluate their overall customer experience at the Airbnb properties. Guests, who have spent only one 

night at the Airbnb properties might not have had much time to communicate with their host and with 

other guests or haven’t explored the outside environment and haven’t had such a unique experience. 

However, due to the fact, that more than half of the respondents have spent more than one night at 

Airbnb properties in Copenhagen, it could be considered that the evaluations of their customer 

experience are based on more detailed impressions by their overall customer experience.  

27,2% of the respondents indicated that the type of an Airbnb accommodation they have stayed at 

was a shared room, meaning that they had to share a room with another guest of the Airbnb property, 

who was probably someone they didn’t know. 52,4% have stayed at a private room, 16,8% have 

stayed at an entire home/apartment and 3,6% indicated that they have stayed at all types of properties. 

It is important to be taken into consideration that at the “entire home/apartment” type of property, the 

host is usually absent, while being present at the other two types of properties. The results show that 

most of the respondents stayed at an Airbnb property where they could socialize in some way with 

the host or with the other potential guests. This result could be supported by the hotel managers being 

interviewed. According to them, Airbnb offers a different kind of customer experience and travel, 

where you could find new friends, share experience and entertainment activities together. Another 

reason for that result could also be the price and the fact that it is cheaper to rent a private or shared 

room or the number of travelers. When there are fewer people travelling, renting a private or shared 

room could be not only cheaper but also more convenient. 

The role of the host and the other guests 
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The respondents, who have stayed at the types of Airbnb properties, where the host is usually present 

have been asked to rate their interaction with the host. 61,5% of the respondents indicated that they 

“Strongly agree” that the host was kind and friendly. 33,4% indicated that they “Agree” and 5,1% 

indicated that they “Somewhat agree” with the statement. This means that according to most of the 

respondents the host at the Airbnb properties they have been to was kind and friendly. To support the 

level of agreement with that statement, the respondents have also been asked to rate the extent to 

which they interacted with the host. 89,5% of the respondents “Disagree” that they didn’t 

communicate that much with host, 4,2% “Somewhat agree” and 6,3% “Agree” with that statement. 

This means that most of the respondents who have stayed at Airbnb properties in Copenhagen where 

the host was present, have based the evaluation of their interaction with the host on the more deep 

and extensive communication they have had with the host, while a very small percentage of the 

respondents agree to some extent that they did not communicate that much with the host.   

78% of the respondents think that the presence and interaction with the host is very important for 

having a positive guest experience.16,6% think that it depends on the host’s attitude towards the 

guests if they will have a positive guest experience related to the presence of the host and 5,4% 

indicated that it does not matter for them if the host is present or not. This means that for most of the 

respondents, the presence of the host is important for having a positive customer experience. This 

result could also be supported by Johnson and Neuhofer (2017), who suggested that Airbnb offers a 

distinctive value proposition, which encourages and facilitates the co-creation of experiences between 

guests and hosts. This is due to the physical resources provided by Airbnb, which are the hosts’ 

homes, external environment and equipment in the hosts’ homes and the non-physical resources, 

expressed through the social exchanges between guests and hosts. Therefore, the presence of the host 

is also very important for most of the respondents and facilitates the positive customer experience 

which is created throughout their stay at the Airbnb properties- because it is part of the unique value 

proposition offered by Airbnb, which combines physical (operand) plus non-physical (operant) 

resources. Looking back into the questionnaire with the Airbnb press team and according to the 

respondents, the role of the host is essential for the co-creation of guests’ experiences with Airbnb 

properties as well. Looking back into the semi-structured interviews, according to the hotel managers 

being interviewed, the physical interaction is also very important for customer engagement and co-

creation of experiences. Like it was also mentioned before, the difference between hotels and Airbnb 

properties is that, the physical interaction at hotels is mostly between guests and hotels’ staff and at 

Airbnb properties is between guests and hosts or guests and other guests.  
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The respondents, who have stayed at Airbnb properties, where other guests were present, have been 

asked to rate their interaction with other guests. 46,7% of the respondents “Strongly agree” that they 

became friends with the other guests. 30% “Agree”, 8,3% “Somewhat agree” and 15% “Disagree” 

with the statement. To support the level of agreement with that statement, the respondents have also 

been asked to rate the extent to which they interacted with other guests. 84,3% of the respondents 

“Disagree” that they did not communicate that much with other guests. 5,7% “Agree” and “Strongly 

agree” with the statement. This means that most of the respondents have rated their interaction with 

other guests based on a more intensive and deep level of communication they have had with other 

guests.  

58,5% of the respondents, who have communicated with other guests at the Airbnb properties they 

have been to think that the presence and interaction with the other guests are very important. 35,2% 

think that it depends on the other guests’ attitude and willingness to communicate if they will have a 

positive guest experience related to the presence of other guests and 6,3% indicated that it does not 

matter for them if there are other guests present or not. This means that for more than half of the 

respondents, the presence and interaction with other guests is important for having a positive customer 

experience. This could again be related to the type of value proposition which Airbnb offers. The 

digital platform offers a type of experience, which enables you to communicate with other guests, if 

you for example share the same room, or the same house/apartment. This is something which hotels 

do not offer, due to the fact, that at hotels, guests have their own rooms, being separated from other 

hotel guests.  

Check-in and check-out process 

91,5% of the respondents who filled out the survey, indicated that their check-in process at Airbnb 

properties in Copenhagen was at a flexible and comfortable time, which was arranged with the host 

before their arrival. 8,5% of the respondents indicated that their check-in process was not at a flexible 

and comfortable time. This means for most of the respondents, the check-in process was smooth and 

without any significant problems. According to 88,4% of the respondents, their check-out process 

was at a flexible and comfortable time, which was arranged with the host in advance. 11,6% of the 

respondents indicated that their check-out process was not at a flexible and comfortable time.  

It is important to be considered that the check-in and check-out processes at hotels and Airbnb 

properties in Copenhagen could not be compared based on the same criteria. When checking 

in and checking out at the reception of hotels, there are usually more people waiting in line and 



 

91 
 

guests’ id documents need to be checked as well. There are some hotels which have implemented 

online check-in and check-out, but the majority are still in the process of implementing those 

services. Furthermore, the check-in and check-out process at Airbnb properties is usually 

smoother and easier, due to the fact, that, there are fewer guests who need to be managed by 

the host, unlikely when operating hotels with hundreds of guests. Finally, the check-in and 

check-out process at Airbnb properties is also more flexible and not official, as it is usually 

agreed in the process of booking and leaving the Airbnb properties. 

Criteria for choosing Airbnb properties 

The respondents, who filled out the survey have been asked to indicate the different criteria, based 

on which they chose to book the Airbnb properties, they have been to. The respondents were able to 

choose multiple answers and to add their own suggestions as well. 91,8% of the respondents chose 

the Airbnb properties they have been to, based on the good review of the host and the property. 85,3% 

indicated that they based their choice on the low price per overnight, 79% indicated the good location 

of the property, 46,5% indicated the attractiveness of the property, based on the pictures uploaded on 

the Airbnb website, 37,7% indicated the opportunity to use kitchen at the property and 11% indicate 

“Other” response, including: “the opportunity to have more space in a big house” and “to become 

friends with the host”. It could be concluded that there are three most important criteria, on which, 

the respondents based their choice of Airbnb properties: good review of the host and property, low 

price and good location. The good review of the host and property is very important for the guests 

when they book Airbnb properties, because Airbnb is a digital platform, relying to a high extent on 

customer feedback. This is also something which hotels start to pay more attention to. Looking back 

into the semi-structured interviews and according to the hotel manager of Scandic Kødbyen, 

nowadays people always check the reviews first before booking a hotel room. The low price of Airbnb 

properties is also very important to guests, as compared to hotels, Airbnb properties are usually 

cheaper. The respondents of the web survey to hotel guests in Copenhagen have also indicated that 

in relation to the price, they would prefer to book accommodation offered by the platform rather than 

a hotel room. The good location is the third factor, which the respondents indicated as important. 

Airbnb properties are usually spread and located in various and different locations, which are both in 

the city center and the different neighborhoods in the city area.  

Airbnb-overall customer experience 
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71% of the respondents indicated that they would come back to the same Airbnb property and 

recommend it to other potential guests. 16,5% indicated that they would recommend some of the 

properties they have been to (if having been to more than one) and 12,5% indicated that they would 

not recommend the same properties to other potential guests.  This means that most of the respondents 

would recommend the properties they have been to, meaning that they would also write a positive 

review of the property, which other users and potential guests will read.  

69,8% of the respondents indicated that they felt like being ‘at home’ at the Airbnb properties they 

have been to, 8,8% indicated that they didn’t feel like being ‘at home’ and 21,4% of the respondents 

indicated that they felt like being ‘at home’ at some of the properties (if having been to more than 

one). This means that most of the respondents felt like being ‘at home’ at the Airbnb properties they 

have been to. This result could also be supported by Johnson and Neuhofer (2017), who have 

investigated how Airbnb connects travelers to have more authentic experiences. The feeling of being 

‘at home’ is one of the factors creating those authentic and local experiences. The respondents from 

the Airbnb press team, who completed the questionnaire also agreed that the customer experience 

with Airbnb allows guests to immerse with the life in the surrounding atmosphere and to have more 

authentic experiences. During the semi-structured interviews, the hotel manager of Avenue also 

suggested that the popularity of Airbnb has increased due to the fact, that the atmosphere at the Airbnb 

properties allows the guests to “feel like more like at home, while being at somebody else’s home”.  

65% of the respondents indicated that they have used the service ‘Airbnb trips’ and 35% indicated 

that they haven’t used it. 91% of the respondents, who have used it, indicated that ‘Airbnb trips’ is a 

very useful feature, which enabled them to have a better customer experience with Airbnb and 9% 

were not satisfied with that service. This means that there are more respondents, who have used that 

service and most of them are satisfied and it improved their customer experience. It also could be 

interpreted that the foundation of this service was beneficial for the digital platform and moved it 

beyond the traditional sharing economy framework, providing its users not simply with the 

opportunity to find accommodation, but enabling them with the opportunity to create memorable 

experiences as well. 

77,3% of the respondents indicated that their overall customer experience with Airbnb was excellent, 

11,7 indicated that it was very good and for the remaining 11% it was good. From this final evaluation, 

it could be concluded that according to the majority, their customer experience with Airbnb was 

excellent. When comparing to the web survey with hotel guests in Copenhagen, only 5,7% of the 
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respondents indicated that their customer experience was excellent and 51,4% indicated that it was 

very good. It could be concluded that Airbnb guests are more satisfied with their overall customer 

experiences, than hotel guests. Therefore, it could be again confirmed that hotels need to develop 

some strategies, which will enable them to compete more efficiently with the digital platform and to 

increase the level of their customer satisfaction and quality of their guests’ overall customer 

experiences as well.  

Price and overall customer experience with Airbnb, compared to hotels 

There are 66 respondents out of 105, who indicated that they have also stayed at hotels in 

Copenhagen. 94% of them indicated that, in relation to the price, they would prefer to stay at an 

Airbnb property in Copenhagen rather than at a hotel. The remaining 6% indicated that they would 

prefer to stay at a hotel in Copenhagen. 81,9% of the respondents, who have stayed at both types of 

accommodations, indicated that they would prefer to stay at an Airbnb property in relation to the 

overall customer experience they have had with the digital platform, compared to hotels. The other 

18,1% indicated that they would prefer to stay at a hotel. This means that most of the respondents 

would prefer Airbnb properties compared to hotels, in relation both to price and overall customer 

experience. When comparing to the first survey to hotel guests in Copenhagen, the majority indicated 

that they would prefer Airbnb properties regarding those two criteria as well. This means that the 

second survey, directed to Airbnb guests in Copenhagen supports the results of the first survey to 

hotel guests in Copenhagen, in relation to the customer choice between hotels and Airbnb properties, 

when it comes to price and overall customer experience evaluation.  

Additionally, the respondents have also been asked to indicate if Airbnb properties are more 

comfortable for families with kids. 85,6% indicated that they are more comfortable and 14,4% 

indicated that they are not. This result could be supported by the respondents from the Airbnb Press 

team, who also agreed with that statement. The hotel managers, being interviewed for the semi-

structured interviews also agreed that Airbnb properties are more comfortable for families, especially 

with small kids, due to the fact, that they provide with more space, privacy and freedom.  
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6.4. Differences between the customer experience with hotels and Airbnb 

properties - summary and discussion  

There are several differences between the customer experience with hotels and Airbnb 

properties in Copenhagen, which have been generated as an outcome out of the primary data 

analysis.  

Airbnb enables its users to have a customer experience related to a ‘new way of travelling’. The 

customer experience with Airbnb in Copenhagen is more focused on giving the Airbnb guests 

opportunities for entertainment like communicating with their host and other guests, performing 

activities together and exploring the external environment around the property. On the other hand, 

the customer experience with hotels is more focused on providing the hotel guests with high quality 

of services, which corresponds to the higher prices per overnight. The higher quality of services at 

hotels is achieved through the facilities and the services which hotels offer and Airbnb properties do 

not.  

The most important factors which result in a positive customer experience with Airbnb usually are 

the interaction with the host and with other guests if they are being present, the feeling of being ‘at 

home’ and more immersed with the external environment, while being at somebody else’s home, the 

opportunity to rent an entire home/apartment, the opportunity to live in a different and extraordinary 

location. The most important factors for having a positive customer experience with hotels are the 

different facilities and services, which hotels offer. Housekeeping services, reception services, 

breakfast, lunch and dinner buffet, all-inclusive, fitness centre are some of the facilities and services, 

which hotel guests indicate as the most important for having a positive customer experience. 

Therefore, it could also be concluded that the customer experience with hotels is more related to the 

pure delivery of service to the hotel guests, resulting in customer feedback and a desired level of 

satisfaction. On the opposite side, the customer experience with Airbnb properties is more related to 

the impact on the emotional state and the mind of the Airbnb guests. In other words, it could be 

assumed that the customer experience with hotels in Copenhagen is more ‘service-oriented’, while 

the customer experience with Airbnb properties is more truly ‘experience-oriented’. Guests, who 

travel alone usually prefer the customer experience with Airbnb properties more than with hotels in 

Copenhagen. This is due to the fact, that when people travel alone, they prefer to be able to 

communicate with other people at the Airbnb properties, such as the Airbnb hosts or other guests. 

Furthermore, the customer experience with Airbnb in Copenhagen is also considered as being more 
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appropriate for families with kids, due to the opportunity for having more space, as there are different 

types of Airbnb properties. 

Guests of Airbnb properties are usually their own creators of experiences. This is also due to the fact, 

that they are more in control of their experience than when being at hotels. Hotels do not provide with 

such high flexibility, because there are a lot of services being performed at hotels, which follow a 

specific schedule. Therefore, the experience with Airbnb properties is characterized by more 

authenticity and resembling a ‘true home’, while the customer experience with hotels provides with 

a more artificial and luxurious atmosphere.  

It could be concluded that the guest experience with Airbnb properties is more ‘customer and 

internally-driven’, while the customer experience with hotels is more ‘managerially and externally- 

driven’.  There are also some advantages and disadvantages of both experiences, which have been 

summarized in the following table.  
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Table 9: Advantages and disadvantages of the customer experience with Airbnb and hotels in 

Copenhagen  
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7. Hotel industry in Copenhagen- SWOT analysis 

The strengths, weaknesses, opportunities and threats for hotels in Copenhagen are summarised 

through SWOT analysis, which enables the researcher to recommend strategies for hotels to 

compete with the digital platform Airbnb.  
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Table 10: SWOT analysis
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7.1 Competitive strategies for hotels 

7.1.1. Strategy 1- Explore internal unique resources and capabilities as competitive advantage 

The first strategy, which is suggested for hotels in Copenhagen to compete with Airbnb is to focus 

on one of their strengths, which is ‘the high quality of services and facilities’, which hotels possess 

and Airbnb properties do not and to use them to explore one of their opportunities for the future, 

which is ‘to acquire new customers and retain loyal customers’. In this way and according to the 

Barney’s (1991) resource-based view, hotels will be able to explore their unique resources and 

capabilities, which differentiate them from competitors (Airbnb) to obtain a competitive advantage. 

According to the web survey with hotel guests in Copenhagen, the most used facilities, by customers 

are a restaurant, café and bar. Therefore, it is recommended for hotels to keep the good quality of 

services at these facilities, to improve it and to advertise them more to hotel guests. Hotels are 

encouraged to promote and advertise these facilities among guests when they arrive at hotels, during 

their stay and when they leave as well. They should for example make different discounts packages 

for the hotel guests, advertisement campaigns and cards for loyalty customers, which will encourage 

them to keep visiting those facilities and recommend it to other potential guests. Furthermore, 
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facilities and services, which are less used such as wake-up call, swimming pool, parking and 

sightseeing should also be promoted more to the guests, so that they are aware of them and start using 

them more.  

According to the web survey with hotel guests in Copenhagen, the services, which are the most 

important for having a positive customer experience at hotels are housekeeping, reception services 

and breakfast and lunch buffet. It is recommended for hotels to keep the high quality of these services 

as they are the ones, which are most appreciated by the customers. The services, which are less 

important for guests such as all-inclusive, wake-up call, room services, parking facilities and 

swimming pool should also be promoted to the guests more, so that their importance for the positive 

customer experience is increased. In this way, the customers will become more attached to hotels 

than Airbnb properties and they will connect their experience with hotels to those facilities and 

services, which the digital platform does not offer.  

It could be concluded that adjusting their marketing message to the customers is at the core of this 

strategy. After hotels know which the most used and the most important services and facilities for 

their customers are, they could be aware of where they need to place their focus on. Keeping the good 

quality of those most used and most important facilities and services will help hotels retain their loyal 

customers and promoting those facilities and services, as well as the other ones which are less 

important will help them to acquire new customers. It is especially important for hotels to acquire 

new customers as they are the ones which are the most vulnerable and most likely to choose over the 

competitor Airbnb. 

7.1.2. Strategy 2- Create memorable experiences for hotel guests 

The second strategy, which is suggested for hotels to implement is to focus on one of their strengths, 

which is the ‘good location’ to neutralize the threat of ‘Airbnb providing with ‘different’, more 

memorable and exciting experiences’. As hotels have a good and most often central location in 

Copenhagen, it is recommended for them to organize different activities for their customers, so that 

they can explore their environment out of the hotel in the city and have more memorable experiences. 

These could be some special evenings and tours, where people are organized in groups to go out 

together, look around the city, etc.  

Furthermore, similarly like Airbnb, which has launched the service, called ‘Airbnb trips’, it is 

recommended for hotels to implement a service, where customers could search at the hotel’s webpage 

for various experiences, related to categories such as food and drink, sightseeing, museums, clubs, 
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restaurants, etc. There could be staff hired with the purpose to develop this webpage and give their 

personal recommendations, or the webpage could be filled in by customers, who visited Copenhagen 

and want to give their recommendation to other people. It is more recommended that the webpage is 

developed by customers of hotels, because in this way they would be more engaged with their stay at 

the hotels and to co-create their own experiences as well. It would also save operational costs for 

hotels, which might arise if hiring a special staff for that purpose.  

It could be concluded that if successfully implemented, this strategy would also help hotels in 

Copenhagen to neutralize some of their weaknesses, like the lack of such a strong focus on customer 

experiences, not providing guests with so much opportunity to be their own co-creators of value and 

to interact with other guests and the weakness of being not very preferred by guests, who travel alone. 

This strategy would help hotels to turn their focus on the customer experience from being more 

‘service-driven’ to being more oriented towards the customer emotional state.  

7.1.3. Strategy 3- Make hotels more comfortable for families with kids 

The third strategy, which is suggested for hotels in Copenhagen to implement is to neutralize their 

weakness and explore the opportunity to make hotels more comfortable for families with kids, which 

is an advantage of Airbnb. This could be done by adding extra space and extra beds in the hotel rooms, 

or the construction of more ‘apartment rooms’, which are existing at some hotels in Copenhagen. 

This is a solution regarding the lack of space for families with more than one kid or babies. However, 

it could also be difficult in terms of operational costs and reconstruction of the hotel rooms. Therefore, 

what else hotels could do to make the stay of the families with kids more comfortable is to add some 

customization services for them, which Airbnb properties do not offer. These could be services 

including child care, play rooms for kids, which will make their parents have more time and feel more 

comfortable at the hotel. Those services are not provided by Airbnb, so it would be of an advantage 

for hotels to implement them, even though there might still be some operational costs occurring from 

the new staff, who need to be hired.  

It could be concluded that for the successful implementation of this strategy, it is also important to be 

considered that there needs to be а further investigation about which factors would make families 

with kids feel more comfortable at hotels. Therefore, it is important that apart from implementing the 

suggested services and changes, hotel managers would need to communicate with the families with 

kids, visiting their hotels in the form of personal interaction or special surveys, where they are able 

to express their opinion and give individual suggestions for improvements. 
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8. Conclusion 

Based on the literature review being studied and the primary data analysis being conducted, it could 

be concluded that, even though hotels in Copenhagen provide guests with high quality of services 

and facilities, which Airbnb properties do not offer, Airbnb has an advantage over hotels and creates 

a different customer experience for its guests. Firstly, this is due to the fact, that the platform has 

taken advantage of the digitalization into the hospitality sector and integrated it beneficially into its 

business model, reaching quickly its users and providing them with the opportunity to share and rent 

properties easily. Secondly, this is also due to the fact, that the digital platform has moved its focus 

from enabling its users to share properties to enabling them to create memorable experiences. This is 

also where the core difference between hotels and Airbnb properties in Copenhagen is, the focus on 

customer experiences. It could be summarised that the guest experience with hotels is more ‘service-

oriented’ meaning that hotels are more focused on the pure delivery of service to their customers and 

measuring it based on the level of customer satisfaction with those services, while the customer 

experience with Airbnb is more ‘customer and experience-oriented’, meaning that the focus of the 

digital platform has gone beyond the pure delivery of service to the guests but is more oriented 

towards affecting their mind and emotions. The level of guests’ satisfaction with Airbnb  could be 

mostly measured not through the level of satisfaction with specific services like with hotels, but 

through other aspects which are more exciting and memorable: socializing with the host, other guests, 

spending time at unique and adventurous locations, exploring the external environment around the 

property, etc. Furthermore, the customer experience with Airbnb is more likely to be created by the 

guests on their own or more ‘internally-driven’, while the customer experience with hotels is more 

‘managerially-driven’, meaning that guests have less flexibility and need to follow different rules and 

schedules. 

Based on the differences between the two customer experiences, which have been identified in this 

report, there have been three strategies proposed for hotels in Copenhagen to implement with the 

purpose to successfully compete with the digital platform Airbnb. The first strategy is to explore 

internal unique resources and capabilities as a competitive advantage. At the core of this strategy is 

to adjust the marketing message to the hotel guests. This means that hotels should focus on the 

services and facilities which they provide with and Airbnb properties do not, keep their good quality 

and promote them more to retain loyal customers and acquire new ones. The second strategy for 

hotels in Copenhagen is to create memorable experiences for their guests. The is suggested to be done 

through the development of a website for hotels, where customers or special advisors could share 
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their recommendations for experiences in Copenhagen divided into different categories and filtered 

choices. Furthermore, it is also suggested for hotels to organize special activities for their guests, 

where they would be able to gather together in groups and create their own ‘memorable experiences’. 

The third strategy, which is recommended for hotels in Copenhagen to implement is to make hotels 

more comfortable for families with kids. This is suggested to be done through the addition of services 

and facilities such as child care and play rooms for kids, which will alleviate some of their parents’ 

responsibilities and make their stay at the hotels more comfortable as well. The reconstruction of the 

hotel rooms with the purpose of adding more space for families with kids is also another option being 

suggested in relation to this strategy. 

The customer experience with hotels and Airbnb properties in Copenhagen differentiates in several 

significant ways, which have been identified in this report. The focus of the proposed strategies is to 

suggest actions which hotels could take to compete with Airbnb. In the next section, the managerial 

implications of the generated findings out of this report will be discussed, as well as suggestions for 

future research.  

9. Managerial implications and future research 

There are several implications of this research, which are important to be addressed. Firstly, the 

results out of the research proved that one of the most important differences between the customer 

experience with Airbnb and hotels in Copenhagen is its focus. Hotels are more focused on the ‘pure 

delivery of service’ to the customers and Airbnb is more focused on the dimensions, affecting the 

customers’ emotions and development of ‘memories’ related to their experience. This is very 

important to be taken into consideration by hotel managers, who would need to focus more on the 

improvement of their customers’ experience. Secondly, it was also proved that even though Airbnb 

properties have an advantage over hotels in Copenhagen in terms of the focus on ‘memorable 

experiences’, hotels have another advantage, which is the high quality of services and facilities, being 

offered. This was referred to their unique resources and capabilities, which if being kept to high 

standards and promoted to the customers, could be beneficial advantage for hotels. Furthermore, the 

advantages and disadvantages of both experiences, which have been addressed, together with the 

strengths, weaknesses, opportunities and threats of hotels could be applied by hotel managers into the 

process of future strategy development and management of customer relationships. Finally, the 

strategies, which have been recommended for hotels in Copenhagen, could be used as a preliminary 

framework for strategic competition with Airbnb.  
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There are also several suggestions for future research which could contribute to the results and 

conclusions made throughout this study. As it was also mentioned earlier in the report, the results 

generated throughout this report, are based on the opinions and responses of the samples being 

investigated: the three hotel managers, the 10 respondents from the Airbnb Press team in Denmark 

and the respondents to the web surveys. Therefore, in the future, the research could be repeated with 

different samples. Moreover, the study could be repeated with a different area of investigation, like 

hotels and Airbnb properties in another city or country. Additionally, it could also be investigated 

what other strategies hotels could implement to successfully compete with Airbnb properties. Finally, 

it could also be investigated how the actual process of strategy implementation takes place at hotels 

and what results it generates.  
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11.Appendices 

11.1. Guide with questions for semi-structured interviews with hotel managers 

in Copenhagen 

1. Has digitalization in the hospitality sector influenced your hotel? How? (Merenheimo & Rusko, 

2015) 

2.  How do you collect customer feedback and how do you use it? 

 a) Do you send customer satisfaction surveys to your customers? 

 b) Do you ask the customers for suggestions about what could be improved in the quality of service? 

3. Which channels do you use for collection of customer feedback? 

 4. Is the concept of the customer experience and the improved ‘customer journey’ important to the 

business model of your hotel and how? (Lemon & Verhoef, 2016) 

a) How is it integrated into the relationship between guests and employees, managers? Do you have 

an imagined picture of how the ideal customer journey of your guests looks like from a ‘customer 

perspective’? 

6. Nowadays the popularity of the digital platform Airbnb has increased significantly. Do you think 

that Airbnb is more successful due to its better focus on customer experiences compared to hotels? 

 a) How would you compare it with your hotel’s focus on customer experience? 

7. Do you think that Airbnb is more successful because it reaches its users quickly and is more 

flexible?  

8. Do you think that one of the ways for hotels to compete with Airbnb is the focus on higher quality 

of services, together with the unique amenities and services which Airbnb does not provide the 

customers with? (LeClair, 2018) 

9. Do you have any specific strategies in relation to outperforming and competing with Airbnb and 

being the preferred customer choice? 

10. Have you thought of implementing technological advances such as self-service in the future at 

your hotel to improve the quality of service? (Camps, 2017) 
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11. Do you think that the physical interaction between guests and employees is important upon and 

during the guests’ arrival and stay at the hotels? 

12. Do you think that the hotel industry can benefit from Airbnb and in what way? 

13. Do you apply specific co-creation strategies for engaging and retaining loyal customers? What 

kind of strategies do you apply? 

14. What is your opinion and view upon the possibility of co-creation in hotel service innovation 

through the usage of smartphone apps? (Sarmah & Rahman, 2018) 

15. Do you think that in terms of costs, the price per overnight would have an impact on the 

customers’ choice of your hotel in comparison with an Airbnb? 

16. Do you think that the location of your hotel has an impact on the customers’ choice in comparison 

with an Airbnb? (Kaj Pedersen et al., 2017) 

17. Do you think that Airbnb properties are more comfortable for families with kids, comparing to  

hotels? 
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11.2. Questionnaire for Airbnb press team in Denmark 

1. The digital platform Airbnb is more focused on the customer experience than hotels. (Broek et al., 

2018) 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

2. The role of the host is very important for the co-creation of the customer experience at Airbnb 

properties. (Johnson & Neuhofer, 2017) 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

3. Airbnb provides distinctive customer experiences due to its properties spread through different and 

unique locations where hotels are not present. 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

4. Airbnb has taken advantage of the digitalization in the hospitality industry in a positive way, which 

enables its users to be their own co-creators of value. (Merenheimo & Rusko, 2015) 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 
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5. The digital platform Airbnb gives higher flexibility to its users in terms of booking different types 

of properties, filtering their choices and reviewing the hosts’ profiles.  

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

6. The absence of the hosts in some of the Airbnb properties (absence of physical interaction with the 

host) allows the guests to have a different customer experience compared to hotels. 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

7. The customer experience with Airbnb allows the guests to immerse with the life in the surrounding 

atmosphere and to feel ‘local’ (more authentic experiences). (Johnson & Neuhofer, 2017) 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

8. The lack of additional services at the Airbnb locations (such as housekeeping, room service, etc.) 

affects the guests’ experience in a negative way. 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 
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9. The customer experience with Airbnb is a combination of an experience with a hotel and a feeling 

of being at home (due to the possibilities to sometimes cook at the Airbnb properties, do your own 

cleaning at the property). 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

10. Airbnb has been influenced by the experience economy, focused on providing customers with an 

experience, rather than by the service economy, which is more focused on delivering  pure service to 

the customers. (Pine & Gilmore, 1999) 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

11. Airbnb is more convenient for families with children, who travel, due to the fact, that there is  

higher flexibility in terms of the size and location of properties, which families can choose from, so 

that their children can feel like at home. 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 
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11.3. Web survey to hotel guests in Copenhagen 

1. What is your age? 

2. What is your gender? 

-Male 

-Female 

-Prefer not to say 

3.Where are you from? 

-Denmark 

-Country in Europe 

-Country outside of Europe 

4. Have you ever stayed at a hotel in Copenhagen? 

-Yes 

-No 

5. In which hotel(s) have you been to? 

6. Did you stay alone at the hotel(s) or with someone? 

-Alone 

-With friends 

-With family 

-Other (please state) 

7.What is the longest period which you have spent at a hotel in Copenhagen? 

-One night 

-Between one to five nights 

-A week 

-More than a week 
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8.What type of check-in process did you experience at the hotel(s) you have been to? 

-Online check-in 

-Check-in at the reception 

-I have experienced both 

9.How would you rate the check-in process at the hotel(s) you have been to? 

The check-in process was timely and efficient.  

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

10. Which of the types of check-in would you prefer? 

-Online check-in 

-Check-in at the reception 

-It does not matter for me 

11.What type of check-out process did you experience at the hotels you have been to? 

-Online check-out 

-Check-out at the reception 

-I have experienced both 

12. How would you rate the check-out process at the hotel(s) you have been to? 

The check-out process was timely and efficient 

-Strongly agree 

-Agree 

-Somewhat agree 
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-Disagree 

13. Which type of check-out would you prefer? 

-Online check-out 

-Check-out at the reception 

-It does not matter for me 

14.How would you rate the staff’s attitude towards the customers at the hotels you have been to? 

The staff was friendly, helpful and polite. 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

I didn’t communicate that much with the staff. 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

15. Have you used any of the following facilities at the hotel(s)? 

-Restaurant 

-Café 

-Bar 

-Room service 

-Wake-up call 

-Parking 
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-Sightseeing 

-Car hire 

-Swimming pool 

-Other (please state) 

16.Which of the services that hotels offer do you think are the most important for having a positive 

customer experience? 

-Housekeeping services 

-Reception services 

-Room service 

-Parking 

-Car hire 

-Breakfast, lunch and dinner buffet 

-All inclusive 

-Swimming pool 

-Fitness center 

-Wake-up call 

-Other (please state) 

17. How would you rate the price per night at the hotel(s) you have been to? 

-Fair and corresponding to the quality of service and type of the room 

-Too high and not matching the quality of service and type of the room 

18. How would you rate your overall experience with hotels in Copenhagen? 

-Excellent 

-Very good 

-Good 
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-Very bad 

19.Have you ever stayed at an Airbnb property in Copenhagen? 

-Yes 

-No 

20. In relation to prices, would you prefer to stay at an Airbnb property in Copenhagen if it would 

cost you less? 

-Yes, I would prefer to stay at an Airbnb property 

-No, I would prefer to stay at a hotel 

21. In relation to the overall experience you had with hotel(s) and with an Airbnb property, where 

would you prefer to stay the next time? 

-Hotel 

-Airbnb 
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11.4. Web survey to Airbnb guests in Copenhagen 

1. What is your age? 

2. What is your gender? 

-male 

-female 

-prefer not to say 

3. Where are you from? 

-Denmark 

-Country in Europe 

-Country outside of Europe 

4. Have you ever stayed at (an) Airbnb property/properties in Copenhagen? 

-Yes 

-No 

5. What is the longest period that you have spent at (an) Airbnb property/properties in Copenhagen? 

-one night 

-from one to five nights 

-a week 

-more than a week 

6. Did you stay alone at the Airbnb property/properties or with someone? 

-alone 

-with friends 

-with family 

-other (please state) 

7. At what type of Airbnb property/properties have you stayed?  (Insideairbnb.dk, 2019) 
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-shared room 

-private room 

-entire home/apartment 

-I have stayed at all types of properties 

8. If you have stayed at (an) Airbnb property/properties, where the host was present, how would you 

rate your interaction with the host? (Johnson & Neuhofer, 2017) 

The host was kind and friendly  

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

I didn’t communicate much with the host 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

9. If you have communicated with the host at the Airbnb property/properties, to what extent do you 

think that the presence of the host is important for having a positive guest experience? (Johnson & 

Neuhofer, 2017) 

-I think that the presence and interaction with the host are very important. 

-I think it depends on the host’s attitude towards the guests. 

-It does not matter for me if the host is present or not. 

10. If you have stayed at (an) Airbnb property/properties, where there were other guests present, how 

would you rate your interaction with the guests? 

I became friends with the other guests  
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-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

I did not communicate that much with the other guests 

-Strongly agree 

-Agree 

-Somewhat agree 

-Disagree 

11. If you have communicated with other guests at the Airbnb property/properties, to what extent do 

you think that the presence of other guests is important for having a positive guest experience? 

- I think that the presence and interaction with the other guests are very important. 

-I think that it depends on the other guests’ attitude and willingness to communicate. 

-It does not matter for me if there are other guests present or not. 

12. How would you rate the check-in process at the Airbnb property/properties you have been to? 

-The check-in process was at a flexible and comfortable time for me, which I arranged with the host 

before my arrival. 

-The check-in process was not at a flexible and comfortable time for me. 

13. How would you rate the check-out process at the Airbnb property/properties you have been to? 

-The check-out process was at a flexible and comfortable time for me, which I arranged with the host 

in advance. 

-The check-out process was not at a flexible and comfortable time for me. 

14.  Based on what criteria, did you choose the Airbnb property/properties you have been to? 

- Good location 
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- Low price 

- The attractiveness of the property, based on the pictures I have seen on the Airbnb website 

- The opportunity to access a kitchen at the property 

-The good review of the host 

-Other (please state) 

15. Would you come back to the same property/properties or recommend it/them to other potential 

guests? 

-Yes 

-No 

-Some of them (if you have been to more than one) 

16. Did you feel like being ‘at home’ at the Airbnb property/properties you have been to? (Johnson 

& Neuhofer, 2017) 

-Yes 

-No 

-At some of the properties (if you have been to more than one) 

17. Have you used the Airbnb service, called ‘Airbnb trips’? (Broek et al., 2018) 

-Yes 

-No 

18. If you have used it, how would you rate the service? 

- ‘Airbnb trips’ is a very useful feature, which enabled me to have a better customer experience with 

Airbnb. 

-I was not satisfied with the experience I have had with that service. 

19. How would you rate your overall experience with Airbnb? 

-Excellent 
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-Very good 

-Good 

-Very bad 

20. Have you ever stayed at a hotel in Copenhagen? 

-Yes 

-No 

21. In relation to the price, would you prefer to stay at an Airbnb property or at a hotel in Copenhagen? 

-Airbnb property 

-Hotel 

22. In relation to the overall experience you had with Airbnb and hotels in Copenhagen, where would 

you prefer to stay the next time? 

- Airbnb property 

-Hotel 

23 Do you think that Airbnb properties are more comfortable for families with kids? 

-Yes, I think that they are more comfortable for families with kids, due to the opportunity for having 

more space. 

-No, I think that hotels are more comfortable for families with kids. 
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