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Abstract 

This thesis investigates how digital representation of physical servicescapes is affecting the 

relation between customers and hotels. Digital representation of physical servicescape is not a 

well known phrase for many, and this study will try to enlighten the impact and the idea it has for 

digital platform users in todays society.  

Through comparative studies, this interpretivist research involves investigation of how digital 

platform users are influenced by digital representations of physical servicescapes. This study will 

involve academical literature from the academical terms, including among others: Servicescape by 

Mary Jo Bitner (1992), Ballentyne et al. (2007), Christopher D. et al. (2009) and customer journey 

by Dunn (2012).  

The research is based on semi-structured interviews of eight participants, with recent hotel visiting 

experiences. The focus group was carefully picked to involve participants who had experienced 

both low star rated hotels and high star rated hotels’ servicescapes. One of the important criterias 

applied for the interviewee respondents was that, they should have used some sort of a digital 

platform to book their hotels.  

Furthermore, we dive into the different phases of the customer journey that could impact the 

customers experience and relation to the digital representation of physical servicescapes.  

We only focus on hotels as a comparison. 

The first phase of the research focuses on the digital decision making and how they use the digital 

platforms for building expectations for their hotel visit.  

The second phase of the research we compare the build-up expectations and the experiences of 

the hotel visits allocated with the outcome of the digital representation. 

The third stage we go in-depth with the different stages of the customer journey, which includes 

the pre-core, core and post-core phases. In the customer journey part we also apply the emotional 

blueprint for a better overview.  
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1: Introduction 
 

The term servicescape has arised from service design. The researcher, Mary Jo Bitner, is the main 

character who played an important role in enlightening the terms service design and servicescape.   

Servicescape is the design of the environment where all the services takes place, including 

interactions with employees and physical objects (Bitner et. al 1992 pg. 60).  

Our interest in the term servicescape came from our course service design, where we had two 

trips to Louisiana Museum of Modern art and Frederiksberg Center. Here we had to analyze the 

different areas of these places, respectively. The thing that caught our attention was how much in 

detail you can go into analyzing, for example the souvenir shop in the Louisiana museum. There 

were many details like, the colors, the lighting, how the products were placed and the interaction 

with the staff. All these things were affecting the experience of the customer, which we found very 

interesting.  

The term servicescape will be explained more thoroughly in the literature review part. 

The digital aspects of a physical servicescape was never introduced to us in our course, service 

design. We wanted to extend our knowledge to an area that was yet not been focused much on, 

but was very relevant in todays society.  

After doing some research we found a gap in academical literature which had not yet been 

focused on before. Down below, we wil discuss how this research idea became a reality. 

 

1.2 Research gap 
 

After our thorough research, we were not able to find any research about digital representation of 

physical servicescapes. This gave us an idea, of proceeding a research that covers this area. We 

found it essential, that our research will lead to such a knowledge, that have not been introduced 

yet. There are several research available about servicescape in general, as well as digital 

implementation of servicescapes, however the modes, and effects of representing physical 

servicescapes, on modern, digitalized forms are barely been investigated, at least we could not 
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find any data regarding to this. It is surprising, that such a commonly reflected area of science as 

physical service design, and servicescape regarding to that, never been investigated how, and with 

what kind of effects on customers, are represented through digital platforms.  

1.3 Choice of courses 
 

We have decided to make use of two different courses that we had during our Masters program. 

These specifically are Service Design and Managing Customer Journey. These courses will give us 

the tools and theories that are needed to aid us in our research.  

1.4 Research objectives 
 

Our main objective in this research is to focus on digital representation of physical servicescapes 

of hotels, which is in relation with customers. The research will have the motive of going in-depth 

with customer interaction with the digital platforms, and the digital representation of physical 

serviescapes within these.  

We will make use of Bitner (1992) as our main source of theories, tools and background to 

conduct a big part of the research. Other researchers such as, Ballentyne et al. (2007). Dunn 

(2012) and Christopher D. et al. (2009) will be the co-drivers of this research.  

This research and study will attempt to understand what level the digital representation of 

physical servicescapes plays an important role regarding to customers and its relation with hotels. 

1.5 Research question 
 

Based on the research objective, the following research question is formulated: 

How does the digital representation of physical servicescapes affect the relation between 

customers and hotels? 

1.5.1 Sub questions 

 

From the above research question, the following sub-question is formulated: 
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1. In which way, does decision making process that are influenced by the digital elements 

connected to the digital representation of physical servicescapes? 

2. How does the difference between expectations and experience correlate with the digital 

representation of physical servicescapes? 

3 . How are the stages of the customer journey affected by the digital representation of physical 

servicescapes? 

1.6 Limitations 
 

In this chapter, those limiting factors are collected, that had an influential effect in carrying out the 

research in its possible best way. Most of these factors are externally sourced, which means that 

we did not have influential sufficient control over it.  

One, and probably the most major factor that limited the process of the research that it has been 

carried out during the pandemic crisis of COVID-19. The whole research had to be re-planned from 

the sketches, however a previous version of a research, with a bit different topic was almost ready 

to carry out. Beside this, the crisis closely made it impossible, to proceed with live interviews, only 

digital, distanced alternatives could be taken into consideration, which resulted in telephone-

based interviews. Even though this type of data collection has some advantages, several contras 

were included in this method as well. First of all, only one of the researchers were able to listen to 

the responses, and by the lack of physical interaction, nonverbal communication could not be 

observed.  

Another issue, that limited the research, was the lack of available interviewees. The research 

question refers on such a broad topic, that it would require significantly larger number of 

respondents to properly create a conclusion, to answer it. It is because the research is dealing with 

digital representation of servicescapes, of which only hotels are researched. The respondents 

simply cannot be considered as a representative sample of the whole population, since the 

broadness of the research question would require that the conclusion is applicable on the whole 

world. This would mean hundreds of people, around the world, needed to be included in the 

research in order to have the best overview, as well as these participants would need to carefully 

be selected, who complies with a set of requirements. This time, we have proceeded with 



9 
 

respondents who were actually available at that time, luckily the representativeness of this small 

group was sufficient, considering that it closely equally covered all level of hotels.  

The third issue, was relating to the knowledge gathered from the data of interviews. Since the 

interviewing process followed a semi-structure set up, not necessarily all participants responded 

to a given topic that later become as subject of research. Indeed, we have faced with several 

issues, that would have been nice to research, however we did not have any reference from the 

interview data, as none of the respondents have reflected on that specific issue. This could be 

solved with a follow up interview, and this way the right amount of data could be collected 

however due to the tight schedule we had to proceed without doing so.  

Moreover, the personality of the interviewees was highly diverse as well, meaning that while some 

of them were very talkative, and described each of his/her answers very deeply, some others have 

responded with very straight forward, short answers, even so all of the questions are designed to 

be open ended, and the researcher supported with follow up questions. While extracting data 

from long answers like Participant 4 had made progress smoother, it was extremely difficult to 

catch the right data from short replied interviews. This issue, highly jeopardized the reliability of 

the research, since the possibility of wrong decoding of these replies is extremely high, and 

therefore errors are made with higher chance. 

Finally, the matter that the research is strictly qualitative, makes it highly unlikely that 

generalization of the results research findings are correct. This is due to the fact, that decoding of 

data is nearly impossible identically at each respondents, partly due to the previously mentioned 

issues relating to different personalities and moods, and also because of the researchers, who 

have always a bit different perspective during decoding processes. This results in the fact that 

cause and effect relationship, cannot considered strictly straight forward.  

Overall, all these factor had a serious impact in carrying out the whole research, resulting in 

several changes during the process, and difficult decisions. The most critical issue, is the 

representativeness of the sample group, and the struggles with the sampling process itself. Even 

though the result will be representative in a smaller perspective, and it have a purpose of giving a 

guideline for further researches.  
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1.7 Hypothesis 
 

We have brought up several hypotheses that states our predication about what will be found by 

the end of this research. These tentative answers are not yet been tested, these are only 

representing our assumptions regarding to the problem, based on the knowledge that we have 

relating to the issue of digital representation of servicescapes. These hypotheses are acting as a 

guideline, which direction should the research be conducted, which means that if they are tested 

by the research, that research will possibly answer the research question, and sub-questions as 

well.  

Hypothesis 1: Customers have a higher expectation toward a certain hotel’s servicescape, than 

their real experience will be. 

Hypothesis 2: The difference between expectations and experience has a negative effect on 

evaluation of the overall experience of a hotel journey. 

Hypothesis 3: Hotels introduce a higher level servicescape digitally, than it is actually in the reality. 

Hypothesis 4: Hotels’ digital representation of servicescape have a high impact on potential 

customer decision making process.  

 

2 Literature review 
2.1 Service Scape.  

2.1.1 What is service scape?  
 

The idea behind the importance of the servicescape, is to find out how may it influence the 

behaviors of those who are affected any way by it. A big part of the total servicescape could be 

allocated to the design of the physical surrounding of the service, the environment in which the 

service takes place. The design of environment in which the service takes place, includes 

environmental dimensions such as ambient conditions, space and functions, and signs and 

symbols (Bitner et. al 1992 pg. 60) that are perceived as the servicescape by the members who are 

actually in it. From now on the term of servicescape is referring on this state of environment, with 

smaller adjustments.  
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A major focus is placed on the investigation of this section of the servicescape by Bitner, by 

researching its effect both on customers and employees, however servicescape is also shaped by 

the presence of other individuals, as Zajonic suggests, “social stimuli is likely to receive more 

attention that the non-social or physical stimuli” (Guerin, 1993 cited in Tombs et al. 2003,p454). 

Referring to the research conducted by Tombs and McColl, it can be stated that the presence of 

other individuals is a highly important factor of the service environment, which is most likely going 

to influence the behavior of the customers (Tombs et al. 2003 pg. 457), which is best illustrated by 

the social servicescape conceptual model.   

 

2.1.2 Environmental Dimensions  

 

As Bitner (1992) suggest, the service environment in which the service delivery occurs, have three 

major dimensions, such as: Ambient conditions, Space and functions, and signs and symbols. 

Ambient conditions which dimension refers to those environmental elements which are 

affecting human perception by having an effect on the five senses (such as vision, hearing, touch, 

taste, smell). These environmental characteristics are for example temperature, lighting, or 

background music, which factors may have an influence on customer responses. 

Space and functions are all those significant factors of the service environment which refers to 

the layout, shape, size, arrangement of physical surrounding, objects that are part of the 

environment.  This dimension is supposed to reveal the efficiency of the service delivery in a 

service environment, and therefore the measure of the service performance.  

Signs and symbols are those items which are used as an explicit or implicit way to 

communicate about the space for the participants. These can be labels (e.g. name of the 

company), or signs used for directional purposes (e.g. exit signs), or signs to communicate rules, or 

direct participants behaviours (e.g. no smoke sign or no photo signs). Beside these, other elements 

of the service environment can easily act like signs. Arts, certificates, photographs on the wall, or 

the materials that furnishing is made of can communicate symbolic meanings for the observers 

who will easily judge the service quality based on these factors (Bitner et.al 1992 pg. 66). 

Later, when Internet becomes widely spread in the early 2000s, Bitner broaden these main 

environmental dimensions which than refers to ambience, function, and design. We will elaborate 

on this in a later chapter of this study.  
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2.1.3 Lean and Elaborate servicescape  
 

Considering the service environment, two very basic servicescape can be distinguished, such as 

lean and elaborate servicescapes. Those environments which are very simple, have only a few 

elements, and few spaces, in consideration of the design is referred as lean environment, however 

on the other side, complicated environments with more elements, and many forms are elaborate 

environments.  

As an example, ATM, or post offices are mostly designed by lean servicescapes, so these are not 

facilitating so much elements, and over designed, since these service environments are fulfilling 

more functional roles.  

Restaurants or hotels on the other hand, have more elaborate servicescapes, since these are less 

focused on utilitarian purposes, but hedonic related services where customer behavior might play 

a way more important role. In elaborate environment, full range of marketing and organizational 

objectives can be reached, by carefully organized management of the servicescape. This means 

that a restaurant can be designed on a way that it will fulfill the customers’ needs and 

expectations and at the same time employees satisfaction can also be reached. In summarizing it 

can be said that elaborate servicescapes are more complex, requires more managerial activites, to 

offer highly comfortable services, while lean ones are straightforward and easy to manage type of 

servicescapes (Bitner M.J.,1992, p58-59).   

 

2.1.4 Individual Behaviors and internal responses on servicescapes  
 

As researches suggest, individuals have two opposite, and most general behavior, which are 

approach and avoidance. While approach behavior is connected with all positive behaviors 

that arise the desire to stay, explore, or even affiliate, avoidance behavior on the other hand is 

connected with negative behaviors, that makes individuals to behave the opposite way, as to have 

a desire to leave, not to explore, and do not affiliate (Bitner M.J.,1992, p60). These behavioral 

factors can be highly manipulated by environmental elements, such as music, crowdedness, 

places, lights, smells etc.   
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The final state of behavior which is reached by the way, that individuals perceive the service 

environment, is influenced by the internal responses, which are falling in the following 3 

categories: Cognitive, Emotional, and Physiological (Bitner M.J.,1992, p62).   

The cognitive reception of environment is found to influence people’s belief about the place and 

people that are part of the service environment. Bitner refers on it, as a “form of nonverbal 

communication of the environment”, such as an object language. Taking an example, the size of an 

office and type of furnishing can have an influence on the employee, who work in that 

environment, in determining its belief of importance of the role that he or she fulfils at a firm. This 

belief is explained by the fact that service is a less tangible than physical objects such as produced 

goods, therefor these elements gives some sort of guiding point in the individuals to determine 

the quality, and particularity at such buying decision (Bitner M.J.,1992, p62).  

The emotional response for the service environment is determining whether the participants feel 

pleasure or displeasure in the service environment. It is likely that those who feel pleasure, so 

have a higher emotional arouse in a given service environment, is going to spend more time, and 

money, whereas in unpleasant environments, avoidance behavior will be occurred. Some research 

also found, that this emotional response may also be transferred to other people, or even object 

in the service environment, which leads to the concept how other individuals of the service 

environment influence the perception of the experience, and not only the environment itself. 

Whether individuals have positive, or negative emotional response to the environment, it mostly 

originates from three environmental dimensions, such as complexity (referring to the visual 

richness), mystery, and coherence (referring to order and unity). These factors are equally play 

important role in enhancing positive evaluation (Bitner M.J.,1992, p63).   

The physiological response is reflecting to the physical comfort or discomfort that the individuals 

experience in a service environment, that includes the temperature, the air quality, or glare of 

lighting which may cause disability in seeing, or other factors which can have a cause of physical 

pain. Potential physical discomfort can directly influence if people are eager to leave the service 

environment, or not to stay there too long. It is typically leveraged by fast food restaurants for 

example, where the service scape is not designed that people should stay there for long 

time (Bitner M.J.,1992, p64).    
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2.2 Digital perspectives 
 

2.2.1 Digital servicescape. 

 

Although, the research focuses on the digital representation of physical servicescapes, it is 

essential to broadly introduce digital servicescapes, as the vast majority of the digital 

representation is happening, while customers are interacting in this environment.  

As Bitner (1992) suggest, servicescape is a built environment in which a service takes place, and 

have impact both on customer and employees. This perspective is applicable for websites as well, 

which are also built environments, and where customers are able to interact with each other, and 

the employees while acquiring service, on which interactions the digital servicescape will have an 

effect the same way as brick and mortar servicecapes would (Christopher D. et al. 2009 pg. 28). 

Even though people have high involvement in the digital environment, it can be challenging to 

introduce a successfully operating servicescape, since it requires a highly multiform shift from the 

real- physical world to the digital one. Since the brick and mortar servicescape includes mostly 

factors that are connected to physical objects or people, it is difficult to imitate in a digital 

environment as well.  It is important that on digital level new epistemological challenges appears 

in the already subjective servicescape perception, which happens most importantly because of the 

introduced technological change have a possible effect on the perception of the environmental 

conditions, as well as on the experience of “reality” (Ballentyne et al. 2017 pg.229).  

In fact, subjective perception plays an important role for servicescapes, both for brick and mortar 

and digital as well. Even in a physical environment smells, lights, or sounds can have different 

effect on different people, since they perceive it subjectively due to individual specific factors, or 

even cultural differences, but this subjective perception in a digital environment is even more 

diversified. The most symbolic example is the shopping cart for web-shops which is not there 

objectively, however represents the same purpose as a real shopping cart would in a physical 

service environment.  

Digital servicescape allows customers to perceive imagined place by using advance technological 

tools, or even use avatars as a self-constructed representation of the self, which would not be 
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possible in real life. Above these, the introduction of augmented reality is also possible in digital 

servicescapes, which basically an overlay on real environment with a virtually generated 

expression of reality. All these advantages of the digital environment highly contributes in 

subsidizing servicescape in a digital way, and gives a solid idea how to design, customer and even 

employee behaviors (Ballentyne et al. 2017 p.229).  

Research suggests that there are three trends that are applicable for transforming brick and 

mortar servicescape on to digital space that includes the transformation of supplier dominant 

servicescape to a more fluid service design, the change of communication from informative, one-

way messages to a more alternative process and co-creation supporting form, and as the third 

one; movement to the virtual reality. Among the first two factors, the third trend, which is the 

introduction of virtual reality makes possible the use of avatar, that allows people to behave 

completely different in the digital servicescape through their avatars, as they would in real life. 

This blurs the line even more between people and places in the digital environment since at 

servicescapes where people are using avatars with different behavior are likely will meet with 

other participants avatar with possible different behavioral formats. This will lead to the fact that 

even though people have many interactions in a virtual service eco-system, they will still remain 

stranger to each other on an off-line level (Ballentyne et al. 2017 pg.233). This idea is leading to 

the assumption, that these kind of deformation of interaction would hardly represent the actual 

interactions in a brick-and-mortal servicescape.  

Since the research question is about to investigate digital representation of servicescapes, the 

closest way to understand it, is by looking at how digital servicescapes works. Since the idea 

behind digital servicescapes, is a transformation from brick-and-mortar servicescapes to digital 

ones, we found that a brief introduction of digital servicescapes will give some interesting know-

hows about the topic. 

2.2.1 Web Site’s key dimension 

 

In order to understand the digital servicescape and more importantly the representation of digital 

servicescapes, it is essential to have a conceptual overview about web sites’ key features that 

influence customer’s overall experience. The most well-known approach uses entertainment, 

informativeness, and organization as key dimension (Chrisopher D. et al 2009 pg. 26). 
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Entertainment as one key motivator for interacting with websites, or brand pages, covers the 

ability of the webpage to provide any form of enjoyment, relaxation, and emotional relief that 

ensures the user to temporarily be able to escape from daily routines (Wan-Hsiu et. al. 2013 pg. 

77). Informativeness refers to the eager of customers of information exchange in matter of 

searching advice, opinions, and any kind of key-information that might be important for them (Tsai 

et. al. 2013 pg. 78). Therefore, a website should provide high quality, creditable factual content, in 

all digital subject matter such as text, video, audio, graphics, regarding to available products and 

services easily available for customers who will acquire it (Chrisopher D. et al 2009 pg. 27). Beside 

enjoyment and informativeness, the ease of use matters a lot that can improve customer 

experience, therefore organization of websites have taken seriously into consideration as the third 

dimension. This means easier the way that customers can navigate themselves through the pages, 

the more functional the sites are, the better overall experience is given for the users (Chrisopher 

D. et al 2009 pg. 27). Understanding these three dimension, it is visible that when customers 

consuming any form of digital representation of servicescapes, these factors will have an influence 

on them, since the consumption itself is taking place in an actual digital servicescape.  

 

2.2.2 Digital interactions 
 

In this modern age, people are spending more and more time in digital environments, where they 

are able to be entertained, shop, learn, work or even socialize, only by using digital tools such as 

their mobile phones, or computers. These digital tools are more and more widespread, and 

available at almost all households, generally it is highly accessible the vast majority of people. This 

have radically shaped our world, and therefore our interactions with each-other, and other part of 

the world have significantly changed, as mostly it is happening through our digital equipments.   

This is especially applicable for the younger generation, who are deeply immersed in the world of 

technology with high social interactions.  

Since digital equipments allow us to access information at any time, it is important to be aware 

that actually what are those interactions, that are applicable in situations connected to the topic 

of this research, through which a given hotel can represent its service environment directly or 
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indirectly. It is important to make a distinction between different types of digital interactions, that 

might affect decision making processes, which could also be connected with expectation built ups.  

How do we interact through electronic devices? 

Don Norman (2013), has developed a 7 staged framework, which presents how people act while 

they are interacting with the world. This framework can perfectly be applied on digital 

perspectives, to understand how a person interact with the digital world with the goal to find any 

information. The framework, of which steps are presented below, can be divided into two parts, 

such as the execution phase (the first four steps) and the evaluation phase (the last three steps) 

(Norman D. 2013, p. 46-48).  

 Forming the goal about something to accomplish 

 Forming the intention to act 

 Specifying an action that will lead to the goal 

 Executing the physical action  

 Perceiving the state of the world 

 Interpreting the state of the world based on expectations 

 Evaluating the outcome, whether the goal is reached 

(Figure 1: The seven stages of action) 
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As the framework describes, the ”goals” represents the individuals who are going to have 

interaction with ”the world”, which in this case represents any digital interfaces. Eventhough the 

intended use of the framework, to help designers to create designs with the possible highest 

discoverability (which refers to the ease of finding functionality of any objects, interfaces etc.), it is 

a great tool to uncover, and sort out each step of any interactions on the first place.  

  

 

2.2.3 Digital decision making  

 

By the increasing number of customers who get engaged in online purchases, more and more 

researches are done, investigating the decision-making process in digital environments. As it is 

suggested by Shamar (2015), the online purchase decision-making process model can be a 

considerable tool, which is based on the widely used three staged decision making process 

(formulation, evaluation, and appraisal), but takes the fact into consideration that decision-makers 

often skip steps, and do not follow certain stages in a linear form (Shamar et al. 2015 pg. 138). The 

model (figure 2) considers decision-making and decision analyzing literatures that can perfectly 
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apply on the online environment as well. 

 

(Figure 2- decision making process by Shamar et al. 2015) 

The literature also makes a distinction between two consumer archetypes: individuals with 

maximizer and satisficed decision making behavior. While the maximizer process suggest that 

individuals search for more information and browsing more intensively, while their searching 

behavior is more like going forwards and backwards between choices which also results in a 

longer, more time-consuming engagement, satisficed process is more about searching for 

alternatives that are good enough. Additionally, satisficed process have a reduced search efforts 

and decreased analysis and evaluation efforts, that results in alternatively shorter time of 

processing (Shamar et al. 2015 pg. 139). A later research also considers whether consumer 

knowledge about a given product will have a considerable effect on decision making, by 

researching both maximizer and satisficed individuals with high vs. low prior product knowledge. It 

turns out, that having lower product knowledge will generally change searching criteria that will 

affect decision making process, while with higher knowledge this criteria rather stays stable 

(Shamar et al. 2018 pg. 78). It is also suggested that regardless consumer archetypes, those who 

have higher product knowledge will generally consider less alternatives, so will have faster 
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decision making process for some extent, as they already aware about what they need, while low 

knowledge means that individuals have a limited ability to determine what they actually need, so 

therefore they continuously need relevant information to evaluate upcoming options (Shamar et 

al. 2015 pg. 139).  

Beside consumer archetypes, other research suggests that interactive decision aids, provided by 

digital environments (such as online shops) is largely determines online consumer behaviors 

(Gerald et al. 2000, pg. 3).  These decision aids can be a recommendation agent, which is a tool 

which helps screening alternatives by recommending them based on consumer information, or 

comparison matrix, that helps customer to organize product information and this way make in-

depth comparisons (Gerald et al. 2020, pg. 5). These tools are practical in a way to ease 

information processing for consumers, in an extremely versatile data filled online environment.  

2.3 Customer Journey 
 

2.3.1 Customer experience as part of customer journey 

 

The foundation of customer journey, and relating to that, customer experience is formulated by 

the quote: “What people are really desire are not products, but satisfying experiences” (Abbot 

1995, p. 40), that allows us to associate on the fact that experiences are truly distinct from goods.  

From psychological point of view, experience as such have greatly major influence in generating 

actual happiness against simply buying products as the following principles show. As Dunn et al. 

(2012) suggests, in the topic of the relationship between money, and happiness, among 5 different 

principles to be followed in order to be able to use an individual’s money to turn into happiness, 

such as “Invest in things that makes life easier”, “pay now and consume later”, “buy many small 

pleasures instead of few big ones”, “help others instead of yourself”, the first principle is 

suggesting “buy more experiences and fewer material goods” (Dunn et al. 2012). The 

psychological explanation behind this principle is primarily explained by the reason that adopt to 

new things quickly, however good memories about experiences will be more delightful on the long 

run (Nicolao, Irwin and Goodman 2009). We can remember on experiences more often than 

material things, as it is more self-defining than material purchases.  
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According the research findings, customer experience is more beyond than concluding only in 

customer care, advertising, packaging, product and service features, ergo more traditional ways of 

marketing techniques are simply not enough to explore customer experience, but more actions 

have to be taken if we want to determine, or investigate customer experience as whole (Mayer 

and Schweger 2007, p.2). 

As Schmitt describes customer experiences can be enrolled in the following five main categories: 

sensory (sense), affective (feel), cognitive (think), physical (act), and social-identity (relate) (Lemon 

et. Al. 2016 p. 70). This gives a solid frame which help to determine customers’ cognitive, affective, 

emotional, social and phisical responses to the retailer while the customer journey, which is more 

or less covers the whole human reactions that can actually occur.  

From the point of structure, it can be conducted that customer experience could be described as a 

multidimensional construct, that focuses on the above mentioned five types of experiences such 

as sensory, affective, cognitive and physical during the customer journey (Lemon et. Al. 2016 p. 

71). 

2.3.2 Phases of the customer journey 

 

The whole customer journey, as several researches describes, can be divided into three overall 

stages: pre-purchase, purchase, and post-purchase stages.  

Pre-purchase, the first stage of the purchase is counting all customers interaction that connected 

the journey before the purchase transaction. In other words, in this stage all customer’s 

experiences are included from the beginning of recognition to the purchase action. (Lemon et. Al. 

2016 p. 76). It would relatively hard to determine the true beginning point of the pre-phase 

customer journey, since it can contain such metacognitive elements, that the customers are not 

even recognizing, but only presents in sub-conscious level that leads to purchase phase.  

Purchase, the second stage, covers all customer interaction during the purchase. Thinking about 

behaviors such as choice, ordering, payment etc. This is the most temporally phase of all, but 

interesting to investigate that servicescape, covering service environment, and atmosphere 

influence the purchase decision. This phase is applicable for digital environment as well, until the 

point that purchase is done (Lemon et. Al. 2016 p. 76). 
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Post-purchase, the last stage, is covering the interactions with the brand and its environment after 

the purchase is done. This can last for the longest time, and mostly shaped by the purchased 

product or service itself, which therefore actually plays the most important role in shaping this 

phase of the customer journey. Servicescape could only have an influence at this stage, however 

not significantly influencing the customer experience since it mostly only appears in the 

individual’s memory. At some extent it also plays a role in the so-called loyalty loop, making the 

customer for re-purchases, and at the same place in decision making, which actually leads back to 

the pre-purchase stage (Lemon et. Al. 2016 p. 76).  

The customer journey, as the whole can be considered as a linear line from raise of awareness to 

the action of purchase and further beyond. In real life this linear line might not be so linear, since 

some of the sections might overlap each other, but as a model it best described like this. Most 

commonly customer journey is illustrated as a 5 step model, which steps are awareness, 

consideration, purchase, retention, and advocacy. It is a very basic template, and different 

businesses have slightly different customer journeys (Jennifer et al. 2018 pg. 23-24). The attached 

figure, that represents the steps of customer journey, also includes some touch-points as 

examples, which could be applicable at this given step.  

2.3.3 Service Encounters 

 

Service encounters as Bitner and Wang also defines is a solid interaction between customers and 

service providers, which is relevant to a core service offering. Service encounters are facilitated 

through the touch points, during the customer journey, as the provider’s way to facilitate 

interaction with customers, either through online channels, or in physical environment. The core, 

and most significant encounters, that have a critical effect on customers impression on the firm or 

other called service provider, is the moment of truth, that most likely to occur through the core 

service encounters (C.M. Voorhees et al. 2017 pg.270).  

The period, during all service encounters are occurs, which are relevant to the offering, called the 

service experience, the actual interval during the pre-core, core, and post core service encounters 

concludes (C.M. Voorhees et al. 2017 pg.270).  
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These three phases are in close relation with the previously mentioned customer journey stages. 

The pre core service encounter which ends when the primary service offering begins, includes 

such interactions as information search and initial contact. The core service encounters, occur 

while the actual service deliver, covers core interaction with employees, other customers, and 

technology, as well as have a close connection with the environment in which the service delivery 

happens. Finally, the post-core encounters, which includes customer feedback, or reviews, are 

those interactions that happen following the core service encounters, when “customers access 

and act on their experience in the two previous periods” (C.M. Voorhees et al. 2017 pg.271-272).  

 

2.3.4 First-time vs repeat customer effects 

 

The distinction between these two buying-behaviors that connected to re-purchase related 

customers value capabilities, requires different weightings across first time and repeat customer 

channels (Jill Avery et al. 2012 p.100). These capabilities are depending on the customer’s level of 

familiarity with the products, or their expertise in decision making. As studies shows, first time 

customers are very likely to require multisensory shopping experience; more than returning 

customers.  

It is also important regarding to this topic, to stress the lack of brand awareness for first time 

customers, who therefore have a necessity for outbound marketing channels, while repeat 

customers whose brand awareness is definitely higher, does not require that high level marketing 

to encourage purchase (Jill et.al. 2012. Pg.100).  

The difference between these two types of customers also evolves in the issue of familiarity of 

products, that leads to different customer behavior through the buying process, and subsequently 

during the customer journey. Focusing on the most relevant ones, first time customers confident is 

lower in purchasing, generating a need to touch and feel the product in order to improve 

familiarity with it, than repeat customers, who are more confident without physical interaction 

with the products. Connected to the question of familiarity, the presence of sales support is 

considered as a necessity for first time customers, in order to increase their expertise about a 
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given products, while it is less required by repeat customers who already have familiarity with 

products (Figure 3).  

(Figure 3 – first-time vs. repeat customer effect) 

2.3.5 Touch points 

 

Several studies suggest that during customer journey, different types of touch points exist such as 

– brand owned touch points, partner owned touch points, customer owned touch points, 

social/external owned touch points (Baxendale et al 2015). These touch points basically help to 

draw up the customer journey map, which points the customer actually interacts with through the 

experience (Lemon et. Al. 2016 p. 76). Briefly about the four types of touch points, the brand-
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owned touch points are firm controlled and designed customer interaction with the experience 

such as advertising, websites. Partner-owned touch points are designed and controlled by firm, 

and at least one of its partners, such as distribution or loyalty program partners. The customer 

owned touch points, as the name suggests, are generated by customer actions, while firms and 

partners have no control over it. The social or external touch points are everything else that 

neither controlled by the firm, either by the customers, but generated by other customers or 

influencers or such. These effects actually can have larger effects than the previously mentioned 

three touch points, and they can be even independent from the customers and the firms as well, 

thinking about information services as an example: TripAdvisor (Lemon et. Al. 2016 p. 78). 

2.3.6 Emotional blueprint 

 

Emotional blueprint is a great tool, to design service interactions, as it allows to “think like a 

customer”. The idea behind it, that it draws the focus from explicit outcomes, to a more 

subjective, or implicit perspective, that covers emotions which rise up during service delivery 

(Dasu, p.2). The importance of understanding customer emotions during the journey, is to be 

aware about those things, that drives customers perception through the touch-points, which 

awareness could be manipulated, and change customers perception in a favorable way (Dasu, 

p.5). Dassu recognizes two major factors, which influence the perception which are emotion and 

trust, which factors can be influenced by the sequence of the event, the individual’s control over 

the event, and the actual length of the event. In the same way, brought emotions can also have an 

impact on the perception of a given event (Dasu, p. 9). So in order to create a nice experience, it is 

crucial to be aware about those events that triggers pleasant, or unpleasant emotions (Dasu, p. 

16).  

2.4 Critiques on theories 
 

2.4.1 Touch points  

 

According to a case of a media company, customer journeys touch points are not necessarily 

representing the overall customer experience, if the points are investigated individually. In the 

case, the company faces with customer retention issues, however customer satisfaction was 
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counted over 90 percent at each interaction between the customer and the company. However, it 

turns out that the average satisfaction is just below 40 percent, which turns out due to the three 

months long customer journey, involves average numerous, over ten interactions, that have an 

effect on customers cumulative experience across the multiple touch points and channels over the 

time (Nicolas et al. 2016, pg. 2). It shows that customer touch points during the customer journey 

have to be viewed through critical glasses, and the whole picture is as much important, as the 

touch points individually.  

2.4.2 Decision making complexity 
 

The rational steps of decision-making process, that have been applied on the digital world as well, 

can be criticized by the fact that it is not capable to represent the real-world decision-making 

process. As it has been criticized, the model is “ignoring and underestimating the complexity of the 

real-world”, and therefore so much confusion is involved, that simply makes it impossible to 

evaluate real decision making. As James March suggests “real-life decisions are better 

characterized by a garbage-can” which metaphor reflects on the fact that many situations have 

too complex interactions between involved parties, that unpredictable outcomes could realize, 

which would drive an unpredictable final decision. James point on the fact, that a range personal 

and professional issues of every-day life will drive the attention of the person in question, that 

makes it utterly difficult to shut out everything, but the relevant issues needed to be analyzed in 

order to make the right decision (R. Corrigan, 2008, pg. 202).  

2.4.3 Social Servicescape conceptual model  
 

On the opposite side of Bitner’s importance of the physical elements of the service environment, 

the social conceptual model takes the physical and social factors of people to the foreground. This 

suggests that factors such the density of people, the display of emotion, and other human 

behaviors of the surrounding individuals actually influence the affective and cognitive responses of 

the customer during the purchase decision (Tombs et al. 2003 pg. 447). This approach is not 

contradicting with Bitner’s servicescape ideas, however it provides a wider, and more 

encompassing understanding how servicescape works.  
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The model is strongly connected with the approach and avoidance theory, and strongly embraces 

the S-O-R (Stimulus-Organism-Response) paradigm. Briefly the paradigm proposes the stimulus of 

the environment that consequently arose emotions (organism), which have an effect on the 

emotions (in other words the response). This determines whether the final response is whether 

approach or avoidance (Tombs et al. 2003 pg. 452).  

This leads to the perception that the presence of other customers is a very important aspect of the 

service environment, and highly possible that it influence the behavior of the 

customers. Therefore, the service social conceptual model is created, that makes it easier to track 

the influence of these elements, and predict the outcomes as well. The model is built up of five 

elements such as the purchase occasion (the contextual occasion when the actual behavior 

occurs), social density, displayed emotions of others, customer’s affective responses, and the 

customer cognitive response (figure 4) (Tombs et al. 2003, pg. 458). Researchers suggest that 

social density could have a negative effect on customers, which origins from the association of 

losing control, and have poor evaluation on the service encounters. Displayed emotions refer on 

whether customers are able to observe, and recognize emotions of others in the environment, 

that can have possible effect on their own behaviors. It is closely connected with emotions, as 

Hochschild finds that forexample in order to produce positive emotions in customers, the 

employees in the service environment have to create and more importantly display positive 

emotions as well (Tombs et al. 2003 pg. 461). Density and emotions combined likely will have an 

effect on customer’s affective response or internal response in other words, that reflect to a more 

subconscious response leading to approach or avoidance behavior, and finally leading to 

customer’s cognitive response of behavior that determines for example the willingness of 

consumption.   



28 
 

 

(Figure 4 – The social servicescape conceptual model) 
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3. Methodology 
 

3.1 Philosophy of science 
 

3.1.1 Research philosophy 

 

The two major research philosophies are the ontology and epistemology.  

Ontology is concerned with the nature of social entities. “The central point of orientation here is 

the question of whether social entities can and should be considered objective entities that have a 

reality external to social actors, or whether they can and should be considered social constructions 

built up from the perceptions and actions of social actors.” (Bryman et al. 2012, pg 32)  

The positions within the ontological research philosophies are objectivism and constructionism.  

 

Epistemology concerns with what knowledge is regarded as acceptable in a discipline (Bryman et 

al. 2012, pg 27). In the epistemological context, the question of “…whether the social world can 

and should be studied as according to the same principles, procedures and ethos as the natural 

sciences.” (Bryman et al. 2012, pg 27). In other words, what knowledge is considered as whether it 

can be used or not.  

 

The positions within the epistemological research philosophies are positivism and interpretivism. 

Research philosophy will be a philosophical position that we will have towards our research. It is 

based on assumptions, and the way we look at the world. 

3.1.2 Research Paradigm 
 

As researchers we have chosen the interpretivist paradigm. In general, a paradigm is: “a cluster of 

beliefs and dictates which for scientists in a particular discipline influence what should be studied, 

how research should be done and how results should be interpreted” (Bryman et al. 2012, pg 630).  

As researchers, we are trying to understand other people’s subjective experiences and respect 

their experiences individually. As interpretivist it is also important to look at the motivation behind 

the social actors actions, to make us researchers understand such actions. (Saunders et al. 2012, 

pg 142) 
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Everyone has different opinions and experiences, which in the interpretivist way, is important for 

us to grasp that knowledge and use it respectively in our research. While we are testing out are 

phenomenon, it is vital for us to use people with real experience and understanding human 

behavior, in this subject (Bryman et al. 2012, pg 28).   

“‘A cluster of beliefs and dictates which for scientists in a particular discipline influence what 

should be studied, how research should be done and how results should be interpreted” (Saunders 

et al. 2012, pg 160) 

 

3.1.3 Research approach  

 

There are two major ways of research approaches. These are respectively deductive and inductive 

approaches. 

The deductive approach is to be able to understand the relationship between theory and social 

research (Bryman et al. 2012, pg 24). The process of deductive approach is: 

Theory→Hypothesis→Data collection→Findings→Hypothesis confirmed or rejected→Revision of 

theory.  

“The researcher, on the basis of what is known about in a particular domain and of theoretical 

considerations in relation to that domain, deduces a hypothesis (or hypotheses) that must then be 

subjected to empirical scrutiny.” (Bryman et al. 2012, pg 24). In more easier understanding, in the 

deductive approach you go from theory to observations/findings.  

 

An inductive approach in the other hand is the opposite of the deductive approach. Here, as 

researchers, you will try to go from observations/findings to theory. “Theory is the outcome of 

research” (Bryman et al. 2012, pg 26) 

 

As researchers, we have chosen the deductive research approach. Our hypotheses and data 

collection developed through our choice of theory. As Bryman (2012) explained: “The social 

scientist must both skillfully deduce a hypothesis and then translate it into operational terms. This 

means that the social scientist needs to specify how data can be collected in relation to the 

concepts that make up the hypothesis.” (Bryman et al. 2012, pg 24). 
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3.2 Research design 
 

In this section the overall design of the research is going to be introduced that is shaped by 

keeping in consideration that how it can best answer the research question in a very limited 

possible research implementation. After a long consideration, the decision is made that the 

research is going to follow qualitative methods, which include more personal style 

communication-based techniques than the quantitative statistical results. It is considered that it 

will help to answer the research question more detailed. The study will conduct comparative 

research strategy, which entails multiply case studies, of which results are going to be compared, 

and a general conclusion is drawn from them. The multiple cases are considered to be different, 

which are going to be compared during the analysis, since participants might introduce their 

observations of different hotels, with different servicescapes. Participants’ observations are 

predicted to be made during different staying purposes at given hotels (e.g. holiday purpose, or 

business purpose, or stayover), which cannot be considered as one case at any point. The selected 

design is suitable for both qualitative and quantitative research methods, by embodying the logic 

of comparison, to understand the phenomenon behind the difference of built up expectation and 

actual experience regarding to hotels’ servicescape. In this paper interview-based method is going 

to be applied, of which outline will be covered in a later chapter. This will help to uncover different 

cases, each of them individually containing more observations.  

This research design allows more than one case to be examined, in regards of variation of different 

people’s cases, who will report their experiences from different hotels, however be able to come 

up with a general conclusion about the difference of expectations that based on the digital 

representation of servicescapes and the final experience. This way more variables can to be 

considered, which variables are easily shaped by those interests that leads to the best outcome of 

the research, while being able to keep distinction between the cases.  

The research design allows a non-simultaneous time set-up, in regards of the occurrence of cases, 

instead of sticking to one single point of time. This means that the time of occasion of different 

cases may have a variety of weeks, months, or maximum some years, depending on the fact that 

when examined individuals have visited those hotels which are objects of their experiences. 
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It is important the collected data of the research have to be quantifiable, which provides a 

consistent benchmark for measures, therefore the same questions are going to be applied during 

the interview for all respondents, while considering guiding questions in cases when respondents 

would not mention considerably important details about their experiences. After all a 

transcription will be made of the whole interview, which is later going to be coded. The coding 

process is described in a later chapter with more details.  

Since the respondents are interviewed about their former expectations and experiences, time 

ordering to variables that may influence the participant’s observations, are not considered 

relevant, as the data collected on them is happening simultaneously, and more importantly the 

procedure of the interview has no manipulative effect on those variables. For this reason, the 

relationships that found between variables, can be easily considered to be valid from this 

perspective, which is an outstanding advantage of using this research design.  

3.3 Research methods  
 

3.3.1 Primary data collection: Semi-structured interview  

 

Our primary data collection of our research, as previously implicated, is going to be based on 

interviews, more accurately: on semi-structured interview. This method is a brilliant way for 

conclude a qualitative research, and probably one of the most commonly used one by other 

researchers. Unlike structured interviews, which follows strict question order and therefore ideal 

for quantitative researches, semi-structured interviews are more flexible and support qualitative 

studies better. This method supports standardization in asking questions, and recording answers, 

but more importantly semi-structured interview method, similarly to structured interviews has a 

high possibility for reducing errors, by making small adjustments during the process, so the 

outcome will have greater accuracy (Bryman et. al. 2012 pg. 210). The most important attributes 

that describes this interviewing method, is that the questions may not follow an exact outlined 

schedule, instead the interviewer may pick up on different things that the interviewee says 

(Bryman et al. 2012 pg. 471). It is very advantageous when respondents would not respond exactly 

on the desired topic, and the interviewer need to come up with follow up questions, or if the 

interviewer finds an interesting topic during the process, that he or she find interesting to include 
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in the research. Even though that some flexibility is allowed, overall similar wording have to be 

kept during the interviews, in the case of each interviewee, to keep the right amount of coherence 

of the responses (Bryman et al. 2012, pg. 471).  

Among the several advantage of semi-structured interview, there are some back lashes, when 

using this method, for which reason some considerations have to be made during planning the 

research. It is essential to keep in mind the significance of standardization that should be kept as 

much as possible, so thereby reducing possible error which could jeopardize the validity of the 

research. It can be done by reducing inter-interviewer variability, which refers to interviewer’s 

inconsistency with each other while the interview process. This requires to build up a guide which 

determines the role of the interviewers, so inter-interviewer variability can be eliminated. Beside 

this, variation in result may occur while the stage of data processing. It is especially accurate at 

those interviewing methods, as the one is going to be used in this research, that mostly built up by 

open-ended questions. Closed questions highly contribute to the processing of data, as 

interviewers can better capture those limited range answers (like yes/no, or multi-selection 

answers) that likely to be responded on closed questions, as well as the answers of this type 

questions can easily be processed. On the other hand, open-ended questions, which applies on 

this research, are a bit more difficult case. Data processing is hardened by the fact that the 

interviewer might not write down everything that the respondents say, as well as responses are 

far not as straight forward as it would be for closed questions (Bryman et. al. 2012 pg. 212). In 

later chapter, coding method is going to be introduced, that helps in standardizing the responses, 

and process them with the same weighting. Recording the whole interview is also about to help in 

avoiding errors during the interview process, so all important details will be considered during the 

analysis.  

 

3.3.2 The procedure of the interviewing 

 

A typical interview that would be perfectly suitable for this study as well, when the interviewer sits 

in front of the respondent and asking questions, in a usually not necessarily organized 

environment. This method makes possible the most efficient interviewing with face-to-face 

connection where the interviewer has more abilities to create a friendly connection with the 
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interviewees for the best outcome of responses, as well as make note on the interviewees body 

language which could hide some deeper information than the verbal information.  

Due to the current extraordinary situation of COVID-19, personal meeting with the potential 

interviewees is limited, so other ways have to be considered in order to conclude the interviews 

the possibly most accurate way. After a long consideration, the decision is made that the 

interviews are going to be concluded through phone conversations. Since phone conversation 

have several advantages and disadvantages against personal interviews, those had to be 

considered, to decide whether phone-based interviews are going to be just as suitable for the 

purposes of this study as face-to-face interviews would be. Among several advantages of this 

method, such as better ability of recording the responses, or that the interviewer’s personal 

characteristics stays anonymous, so they might go deeper into details as the interviewer is not 

physical present, and better chances to organize and conclude the interviews due to high mobility, 

there are several limitations. These limitations are for example the length of the interview is likely 

to be limited to around 20-25 minutes (Bryman et.al. 2012 pg. 215), which harshly restrict the 

freedom of semi-structured interviewing which would possibly include more questions, and 

follow-ups during the interview. Beside this, among other less relevant limitations of this case, 

during phone conversation visual aids cannot be implemented, and non-verbal observations 

cannot be engaged either. This fact reduces the opportunity to design the interview process with 

the largest freedom, however considering the problem area of this study, limitations of phone 

interview do not imply as a barrier to conclude valuable interviews. Our decision to proceed with 

telephone interviewing is strengthened by the evidence of Sturges and Hanrahan (2004), that 

there are only a few differences between phone-based and face-to-face interviewing (Bryman 

et.al. 2012 pg. 488). 

Another issue to consider, is the order of questions. On one hand, varying the order of questions, 

and ask respondents differently than its designed in the later introduced interview guide, can 

result in potentially omitted questions, but also according to researches it may have an impact on 

replies (Bryman et. al. 2012 pg. 215). For this reason, all questions will be asked in the same order, 

and purpose skip of them will only occur, if the respondents have coincidently already answered 

any of them, by any of their replies on a previous question. Even though, that semi-structured 
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interviews have the purpose to be flexible, this principle will help to ensured that the possible 

question order effect have the least impact on the responses.   

Relating to the order of questions, it will be ensured that at early stage of the interview, 

respondents will be introduced to the topic of research, and being informed about all necessary 

instructions regarding to the process, and their rights. Beside this, questions will be grouped into 

sections, which ensures a better flow of the process, and will not seem a medley of questions for 

the participants. Each of these groups are starting with general questions relating to the topic, 

preceding the specific ones, which are intended to explore more deeply the given topic. When 

turning to deeper questions, opinion and attitude related questions will precede behavior and 

knowledge related ones, since the prior ones are found to be affected more likely by the question 

order than those which relating to knowledge and behavior (Bryman 2012 pg. 222).  

3.3.3 Selection of interview respondents  

 

Ideally, to be able to generalize the findings from the interview, a random, representative sample 

would need to be selected from the population. The population for this research case, covers all 

people around the world, who have booked a hotel for him/her-self where s/he stayed regardless 

of age, gender, nationality etc. in past couple of years. The most ideal sampling procedure would 

be multi-stage cluster sampling, which allows to pick several representative samples by grouping 

the population into clusters (Bryman 2012 pg. 193). In the case of this research, the population 

could be grouped by the level of the hotels, as well as geographically, and random sampling could 

be done from each of these groups. More precisely, there would be roughly 30 groups, one group 

for each hotel rate (3-5 stars), at each continent. Then, random selected 5-10 people from each 

group would add up to around 150-300 people, as an appropriate sample, which consequently 

would give highly generalizable result.  

However, due to lack of capabilities of reaching such a wide range population for sampling 

purposes, this research will be concluded on a convenience sample. Since virtue of accessibility for 

sampling, a group of people is going to be sampled, who are actually available for this research. By 

keeping the basic criteria, that each individual has to have experience of booking a hotel for own 

purposes, other kind of grouping of the population is not going to be considered at sampling. Even 

though it is planned that the sampling design is based on recruiting participant through shares in 
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relevant social media groups, which allow to reach the widest range population compared to our 

accessibility, it is likely that mostly reduced number of participants are going to be reached, mostly 

through private connections. As a result, the sample will not even nearly be as globally distributed 

as it ideally would be, instead it is expected that most of the responses are going to refer on 

Danish hotels. This will result, that generalization for the whole industry will be bit problematic, 

however some clearly visible trends can be concluded, which allows to draw assumptions and 

apply them on the overall industry, as well as to answer the research question. It can also provide 

a springboard for further researches, based on larger, and more internationally distributed 

sample. 

The aim at this point of the research is to reach at least 10, but ideally 15 respondents, through 

social media channels, and private connections. It is firmly expected that a clear trend about the 

digital servicescape can be drawn based on their responses. 

3.3.4 Ethics  

 

There has been taken some ethical considerations while doing our Master’s Thesis. We have 

decided that all the names of the participants for our interviews will stay anonymous, as some of 

them wished for that. This did not change or have any impact in our research, as it has no 

importance for our research overall. 

3.3.5 Secondary data 

 

Our secondary data has been retrieved from academical journals and books. This mostly refers to 

theories of the different topics. These are for example academical journals for the research areas 

such as: servicescape, digital platforms and customer journey. We did not find any academical 

journals regarding digital representation of physical servicescapes.  

3.4 Data collection 
 

3.4.1 Interview guide  

 

This interview guide is been created to introduce a script about the structure of the interview set-

up. As the research is based on semi-structured interviews, this means that all questions in the 
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guide, and structure of interview is pre-set, however the flexibility of the semi-structured 

interviewing process allows the interviewer to deviate from the guide, if he deems it appropriate, 

and expedient in the name of answering the research question. Due to the question order, the 

most effort will be placed to introduce the question the same way for all the interviewees under 

the process. These pre-formulated questions are grouped to five bigger sections, which gives a 

better overview on it, as well as to distinguish the questions thematically.  

The formulation of the questions, introduced in the interview guide, is following the inspiration 

which arose when the following question is considered: “What do I need to know in order to 

answer each of the research questions I’m interested in?” by the suggestion of Brymen (2012: pg 

473).  

The interview starts with the briefing sections, where interviewees will have the possibility to get 

to know us on the first place, which is conducted by providing some generally data of occupation, 

age, study role etc. Then, they will be provided with creditable information about the research 

itself, so they have a clear perspective for what they are sacrificing their valuable time for, which is 

maximally respected from the other side. This is the fairest protocol against the interviewees, so 

they can already know whether they would not be interested in participating in the interview for 

some reason, at the very beginning of the process, they won’t feel intimidated, and their time 

would not be consumed pointlessly. A brief technical information will also be introduced at this 

phase, such as about the structure of the interview, the expected time-frame, and instructions. 

Furthermore, respondent will be brought to attention on their rights during the interview, 

including their right to hang-up the interview at any point without giving reasonable explanation 

why would they do so, the fact that participation is not compulsory at any level, and their 

responses will not be published on a way that they could be recognized at any point. Also, they 

will be informed about the aim of recording the interview, and their permission will be asked at 

the same point.  

After the briefing is concluded, shorter general questions will take place, as the second part of the 

interviewing process. These questions are aimed to explore some background information about 

the interviewee, and more explicitly about their habits regarding to the research area. This will 

assure to have a clearer picture about interviewees, and help to place their further responses in a 
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frame in term of what kind of hotel they will talk about, what are their booking preferences. It 

might influence that information which will be collected from them at the upcoming two main 

sections.  

The third phase of the interview is designed to explore the ”pre-core” phase of the experienced 

servicescape, that actually refers to the built up expectations. This phase is one of the two deeper 

categories, of which this one is roughly expectation oriented, while the next phase is focusing on 

the experience. By collecting data both on expectations and real experiences, will give a solid 

foundation to analyze to what extent does the digital representation of the servicescape matches 

with reality, from the point of the customers, and other further findings. In order not to interfuse 

all questions, which exploring the pre-core phase of the customer journey, the third part is sub-

divided to three parts, marked as A, B, and C parts in the guide. The A part serves as a further 

warm-up purpose for the third part, with some general questions  about the interviewee’s 

expectations regarding to hotels overall. The B part serves to uncover those “channels” that the 

respondents are using during building up expectations. Under the word of channel, those contents 

are meant, that respondents consume for generating their expectations (for example pictures, 

videos, comments, reviews etc.). It will give an understanding on how these channels relates to 

respondents’ expectations, and maybe their experience in further stages. The C part of the third 

section, is closely connected to the expectations themselves. Here it is deeply examined what 

expectations do interviewees build up, with a focus of the three servicescape dimensions that will 

also be applied in the next stage as well while examining the experiences, so a coherence between 

expectations and experience will be kept this way. 

At the fourth stage, as mentioned before, the core of the customer journey is going to be 

examined by uncovering the real experiences of the respondents are examined, by sub-divided to 

four stages (A, B, C, and D). The first three parts are questions relating to the three different 

dimensions of the servicescape, while the last one is specifically regarding to employees.  

The last part of the interview, the fifth part is designed to be a cover up part, which includes 

questions for assurance purposes in term of the difference or coherence between the 

respondent’s expectations and experiences. This is mostly serving as a tool for ensure the least 

errors occurring during the interview, while maximizing the possible reliability of the research.   
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3.4.2 Revising of the interview guide 

 

We discussed that it would be important to do a test interview to revise and make the interview 

guide as much perfect as possible for our many interviewees. While doing the test interview we 

realized that some of the follow up questions were already being answered by the main question. 

This made us mark some of the follow up questions in red, so that it could be used if only 

necessary. The test interview also helped us revise some of the questions so it fits more for 

“normal day talking”. The test interview resulted in being a big help for rest of our interviews, as it 

made it easier for us to carry out the questions. 

3.4.3 Transcription 
 

Transcription allows us to have a thorough and unlimited look of what our interviewees have said 

in detail (Bryman et al. 482). It will give the chance for other researchers to evaluate and reuse our 

data and also “…It therefore helps to counter accusations that an analysis might have been 

influenced by a researcher’s values or biases.” (Bryman et al.  482). 

Transcription is time consuming but is essential for our analysis, as it will be used as one of the key 

points to answer our research question.  

3.4.4 Coding 
 

Our transcripted qualitative interviews has been treated with open coding and been analyzed with 

the keywords that were decided before the interviews took place. Open coding allowed us to 

realize new key words, while doing the transcriptions. These keywords were thoroughly thought 

through and has been used for our analysis.  

After the open coding process a list with end codes was created. The end codes were all created 

with the use of our theories. Our use of the deductive qualitative research approach allowed us to 

put theory first from our literature review, and hereby use it for our data collection and the 

analysis of this. While coding, careful consideration must be taken on the fact that errors can 

occur during this process as well. Two sources of error may occur, intra-coder variability, which 

reflects on the coder varies between the ways that he or she is using to apply the rules, and inter-

coder variability that reflects on the difference between coders from each other (Bryman et. al. 
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2012 pg. 212). To avoid any of these errors, close co-operation is going to be implemented while 

encoding, to ensure that encoding is done with the same mindset, and to keep coherence during 

the process. This requires doing the process of encoding at the same time, while keeping up close 

connection that will be concluded by electronic conference call. 

 

3.4.5 Reliability, Replicability, Validity  
 

Comparative research strategy is very similar to cross-sectional design, in terms of reliability, 

validity, and replicability, since comparative design can easily be considered as conducting two or 

more cross-sectional studies simultaneously (Bryman et al. 2012, pg 74), however cross-sectional 

design is more suitable for quantitative data comparison, while comparative case studies can be 

used for both qualitative and quantitative methods.  

It is a very important factor that the research is reliable, so if the same research would be done 

again, a coherency of result could be observed between this and the potentially same study. It is a 

bit complicated to assure the reliability of this research, since it is more applicable on quantitative 

researches, however it essential that the result of study is reliable. For this reason, the most effort 

will be put on concluding such a study, that consider the most possible variables that influence 

digital representation of the service scape, by interviewing as much people as possible during the 

tight time frame of this research, and come up with the most authentic conclusion. 

Replicability of this study is going to be provided by providing detailed guideline of the research 

set up, which consists methods of selecting respondents for the interview, developing and 

introducing an interview guide that shows how questions are formulated, which presented step by 

step, and also the way of analyzing data. These introduced methods will make it more effortless to 

replicate the research. The research is not based on a very specific case which would retrain later 

researchers to replicate the study, instead a general trend is aimed to be concluded from the 

observation of several simple cases of visiting a hotel with built up expectation. Since it highly 

probable that people are going to visit hotels in the future, and build up expectation through 

digital representation of the hotel’s environment, it is very likely that the same research can be 

replicated in the future.  
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This research is aimed to be externally valid, which suggests that the findings of this study could be 

generally applied beyond the specific cases that will be researched. This means, that the general 

outcome of the research is not meant to be applicable only for the cases of the participants of the 

interview, but on a wider perspective, generally on every hotel visitor who are impacted by digital 

servicescape representations. To reach this, it is essential that the participants will cover as 

distinct segment of the hotel industry as possible, by given attributions such as from low to high 

range hotels, with different services, or locations. To reach the most versatile cases in order to 

make the research externally valid, it is essential that the selection of the participant is 

representative, which will be discussed under the interview part.    

3.5 Conclusion 
 

This research following deductive research approach, where the aim is to collect data, and 

consequently drive a conclusion based on theories which acts as the foundation of the whole 

research. It is determined, that the research design will follow qualitative methods, and primary-

data collection will occur through semi-structured interviewing process. The flexibility of the 

approach, that enables an open interviewing process, and the ability to retrieve more detailed 

data made this type of primary-data collection process so appealing, however several limitations; 

such as the pandemic situation, and difficulties of gathering a truly representative sample 

encumbers this action. The interviewing process will be based on an interview guide, which 

includes pre-set open-ended questions, to guide the interviewer through the interviewing process, 

enabling a freedom of interviewing within certain limits. The process of interviewing will occur 

through phone calls, and based on recordings, interview transcriptions will be made, from which 

material all data is exploited by action of coding, and used up for the analysis part of this research. 

The interview guide includes carefully selected question, which found to exploit such data, which 

applied on the suggested theories will drive to a conclusion that supplies with a proper answer for 

the research question. This interview guide will be tested by a trial interview, that gives an idea 

how will it work in reality, and based on that could be gently adjusted. The biggest effort is been 

taken to reach the state, that following this research design will lead to such a conclusion that 

externally valid in the term of being generally applicable on any specific cases regarding to digital 

representation of physical service environments, replicable by any other researchers who will be 
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able to follow this guideline, and successfully apply it, if they wish to reproduce this research. 

Furthermore, the research is supposed to lead to such a conclusion which is reliable, and thus 

representing coherent knowledge with the reality, and other researches in the same topic.  

 

4. Analysis 
 

In this chapter, the knowledge that generated during the interview, is going to be described, that 

is aimed to help to answer the research question. The data that presented and analyzed under this 

section is all based on the previously described eight semi-structured interviews, and on those 

theories, which are expressed under the literature review part. As the research question already 

suggests, this study is aimed to identify how digital representation of physical servicescapes 

corresponds to reality. Therefore, statements regarding to expectations that built up from the 

digital representation of a given hotel, are compared with real experiences regarding to the same 

hotel. The possible differences between expectations and real experiences will indicate the level 

of realness of the digital representation of physical servicescapes.  

This part is structured to be consistent with the topics of service design, digital representations, 

and customer journey, which topics are touched by the sub-questions and lead to conclude the 

research question. Thus, these specific categories are linked to specific codes, while the coding 

process.  

Some quotation included under the analysis are marked by P1, P2, etc. that anonymously refers to 

participants responses. The same markings are used for the corresponding interview 

transcriptions, found in the appendix section. 

It is important to state, that the respondents stayed from three to five stars hotel range, which 

means that the analysis covers lower to high end level hotels. This fact highly contributes to the 

generalization of the result later at the conclusion chapter.   
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4.1 Digital platform and decision making: In which way, does decision making process that are 

influenced by the digital elements connected to the digital representation of physical 

servicescapes? 
 

The decision making process is heavily based on the internet and it is important to mention the 

digital interactions people have with the digital platforms. In our research, booking websites and 

the hotels representation of the servicescapes within these. 

Norman D. (2013) presents a 7 staged framework where it shows how people act while they 

interact with the world, but in our case the digital world. This is a great tool for the designers of 

the websites and helps us understand the steps the buyer takes. The 7 staged framework can be 

used as a part of the decision making process and includes everything from setting a goal to 

evaluate the outcome, if the goal is reached. 

The first step is to form a goal, and try to accomplish something. In our research the first step is to 

set a goal of going for a vacation and booking a hotel. Thereafter the other steps are the 

interaction with the digital world and its interfaces. All the participants of our interviews all have 

had the goal to go to a vacation and to book a hotel. Furthermore we can also see that all our 

participants are making use of the internet and hereby the digital world to book a hotel. 

In the first part of the analysis we want analyze the digital representation of the physical 

servicescape and the expectation our participants have. From our interviewee participants, we 

have seen a tendency that the built up for expectation in a hotel, starts from the digital 

representation of a hotels servicescape. This begins from looking at the different booking websites 

and their pictures and/or reviews of the hotels. 

 

The first step that we would like to analyze and go in-depth with is the decision making process. 

The decision making process is the first step of a buyer, and the buyers interaction with the 

product/service he is going to buy. 

The decision making process is different for many of the participants, but they all go almost 

through the same pattern while choosing a hotel. As Shamar (2015) suggests, the three staged 

decision making process of; formulation, evaluation and appraisal. The model consists of the 
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different stages that a buyer goes through, but in the decision making phase, many also skip some 

steps. 

Some of our participants mention that they do thorough looking of the hotel they have set their 

eye on. This consists of price matching, checking more websites to read about other reviews and 

comparing pictures on other websites. One of our participants mention: “Oh, I usually check, two 

or three different websites, but I'll always start with booking.com. From there I will try trivago and I 

will usually price match the different hotels, on the different sites to see which would be most 

convenient for me and a good thing would be to book early so you'll get the right price.” (P5). 

Another of our participants mention similarly: “Yes I usually do online research, because I want 

look for both economic and environmentally suited hotels. I feel like looking online is a very 

efficient way of doing this. And I will usually gauge the quality of the room by looking at the 

pictures and looking online, just searching about the hotels to make sure that it has as good 

reviews as possible elsewhere… I particularly use booking.com because I’ve used it before and I 

trust it.” (P8). This similar pattern continuous throughout most of our participants and it helps us 

researchers understand that an online booker of a hotel goes almost through every step of the 

three staged decision making model. As Shamar (2015) argues, some buyers skip some steps in the 

decision making process, but in our coincidence people are very thoughtful and go into very small 

details because of the different factors that plays a big role. These different factors are price, 

rooms and location/environment. Most of our participants wants the best they can get for the 

cheapest amount of money as possible, and with today’s huge competition of online booking 

websites, it is very easy to compare prices and reviews. It is important to note in this for instance, 

that even though there is a balance of not high rated hotels and high rated hotels between our 

participants choose of hotel, the same pattern of the very detailed and thorough research of the 

hotels are the same. 

Shamar (2015) also discuss two different consumer archetypes. These are individuals with 

maximizer and satisficed decision making behavior. When we take the two quotes we just 

mentioned above as a generalization of all our participants it is clear that they are individuals who 

likes to do a lot of research and go back and forth between websites to choose a hotel. As Shamar 

(2015) mentions, these are the maximizer types, which results in a longer and time-consuming 

decision process (Shamar et al. 2015 pg. 139). Shamar (2015) have also researched consumers 
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with low vs. high prior product knowledge. In our research, our participants have usually not a 

great knowledge of the hotels they are going to book and therefore have low knowledge. The 

effect of this, the decision maker have a more difficult time choosing what he needs and search for 

further information and evaluate upcoming options (Shamar et al. 2015 pg. 139). Although our 

participants have low knowledge about the hotels they want to book, they have high knowledge 

about the websites they are using. As one of our participant mentions: “Usually, I use hotels.com” 

(P2) and another participant says: “I know some people have preferences for going back to the 

same place they visited previously but usually I just go to hotels.com or booking.com or similar and 

select whatever's within a price range.” (P6). All our participants have high knowledge about which 

websites they are using. Some are using more website than others, which can make the decision 

time longer. 

In this case, it is difficult to set up our participants into high vs. low prior product knowledge. 

There is a fine balance between time spent on the lack of information our participants know about 

the hotels they want to book, but less time spent on which websites they want to use. 

Furthermore, it is clear that some of our participants use more time and effort, while others still 

compare, but do not use as many websites, which results in less time and effort spent. Shamar 

(2015) also discuss that people with high prior product knowledge have a stable search criteria. As 

mentioned before, all our participants mentions at least one to two websites. 

One of our participants answers: “Well the specific reason I chose those is just like being 

comfortable with them because I've had previous experiences, using those sites and it kind of went 

well so. So I would say just pure convenience.” (P5), and another participant answers: “… I 

particularly use booking.com because I’ve used it before and I trust it.” (P8). This shows us that our 

participants have some experience with booking hotels and have determined some websites that 

they had good experience with before.  
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4.1.1 Subconclusion 

 

The decision making process is greatly influenced by the digital platform and its elements within it. 

The digital representation of the physical servicescapes on the digital platforms are all used by our 

participants to book a hotel. 

Our participants have different choice of which and how they use a digital platform.  

The decision making process is connected via the digital elements that the digital representation 

the hotels provide their customers. These are videos, pictures and reviews which all play a huge 

part in representing the physical servicescape.  

 

4.2 Expectation versus Experience: What is the role of the digital representation of physical 

servicescapes for customers and physical servicescape experience? 
 

4.2.1 Expectation 

 

There is a tendency of building up expectation among our participants after reviewing the digital 

representation of the hotel they have booked. It is important to analyze the impact of the digital 

representation of a servicescape on an expectation level before analyzing the real experience and 

if the digital representation lives up to the expectations. 

Even though it is difficult to completely show the physical servicescape of a hotel on a digital 

platform such as a website, our participants still gets excited and build up expectation while 

booking a hotel. It can be challenging to shift a real- physical world to a digital one, but as Bitner 

(1992) suggests, servicescape is a built environment where a service takes place and impact both 

customers and employees (Chrstopher D. et al. 2009 pg. 28). The digital representation of a 

physical servicescape in recent times have evolved a lot, and includes both videos, real time 

photos from hotel visitors and various review websites. Bitner’s dimension of digital servicescape 

can also be seen through our participants answers of how and what they look for in a hotel online. 

The three main dimensions are; ambient conditions, functionality and signs and symbols. 

After interviewing our participants, we saw specifically one factor that our participants had high 

expectations for. As mentioned before, how the rooms look on the pictures and reviews, is one of 
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the key factors for our participants choosing of a hotel. A nice room and/or the cleanliness of the 

rooms is something seven out of our eight participants mention as the first thing they expect the 

hotel to have, after reviewing the digital representation of the hotel they have booked. One 

participant mentions for example: “So I do expect them to be clean. That's the first thing. I do 

expect it to look exactly like in the pictures…” (P4) and another answering similarly: “I would say 

the surroundings and all that I pretty much research before I booked a hotel, so for me it is always 

about the room and the comfort. So, that is the most important thing that the rooms are living up 

to the expectations I had when I booked.” (P5). Other expectations mentioned from all our 

participants are following factors such as; good location, nice staff and good environment. 

Furthermore, while asking all our participants if they think the environment or the interaction with 

the staff in the hotel is most important, six out of eight answered the environment. While 

participant 4 and 5 answered the interaction with the staff was the most important. Participant 4 

saying: “I would say the staff is a lot more important.” (P4) and Participant 5 answering: “I would 

say the interaction with the staff because the most important thing is that you, you have a 

pleasant stay, and the comfort should be there. So I would say that.” (P5) 

In the Social Servicescape Model, Hochschild argues that in order produce positive emotions in 

customers, the employees in the service environment have to create and more importantly display 

positive emotions as well (Tombs et al. 2003 pg. 461). This will lead to an approach or avoidance 

type of behavior from our participants, which we will analyze more in-depth in the experience 

phase of our analysis. 

  

One of the key points for a websites dimension is informativeness. As Christopher D. et al (2009) 

argues a website should always provide high quality, creditable and functional content such as 

text, video and pictures. Therefore an important information such as the reviews of a hotel also 

plays a big role on our participants’ level of expectation. A participant mentions: “No, because in 

my experience, I went to a lot of hotels where in the beginning where I just looked like at, I found 

their website and I saw the rooms and I saw how it looked like and then I booked It and I went 

there and that was so untrue… so I don’t trust them necessarily based on their website I prefer 

human reviews of their experience.” (P4) and when asking another participant if the reviews 
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increased or decreased his expectations, he answered: “They increased because people… at least 

the reviews I read they were pretty enthusiastic of the hotel.” Contradicting all our participants, 

one of them answered: “I tend to actually not use my time on reviews, because people who had a 

bad experience are the ones who would normally write the reviews.” (P3). Not all our participants 

builds up expectation from an important information such as the reviews. The participant who 

contradicted most of our participants usually looked for four to five star hotels when going on 

vacation. Another participant who also had a four star hotel trip the last time he visited one, also 

did not look at reviews for that specific hotel he chose (P7). This gives us researchers an indication 

of not all hotel bookers look at reviews, and that the stars of a hotel can have an influence on this. 

 

One of the key factors of the digitalized servicescape model is customers participate in service 

design (Ballentyne et al. 2017 pg.230). The reviews and the pictures people can post online of the 

physical servicescape of a hotel, such as the rooms and the other facilities is a key factor for most 

of our participants. This key factor can easily be seen in this situation, where customers are having 

a heavy impact of the digital representation of a hotel and its physical servicescape. A participant 

discusses that she always looks at real time photos from customers who have stayed at the hotel 

she is interested in, and compares them to the ones the hotel provides (P4). 

4.2.2 Experience 

 

In the physical servicescape and in the digitalized version, subjective perception shows an 

important effect. In a physical servicescape, a person can have different interpretations just from a 

small detail like the smell of a place, which is difficult to implement on a digital platform 

(Ballentyne et al. 2017 pg.229).  We will here analyze if the digital representation of the physical 

servicescape lived up for our participants expectations. 

A participant mentions: “I don't know how they make the pictures online, but online it always looks 

better than what it is in reality. In reality its just a smelly wood, old and I don’t know, its very 

different.. I don’t how they take those pictures…” (P4) and another participant comments: “I would 

say the pictures are always better looking than the reality but I keep this in mind but I am often 

positively surprised at the difference of the mark up of the hotel, or the pictures over the hotel isn't 
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higher… I know that the pictures are made so that it looks better than it is.” (P1) Some of our 

participants mentions that not always does the pictures look exactly like in real life and some do 

not agree on this. Participant 5 answers: “Totally. It totally lived up to our expectations because of 

the chain of the hotel was pretty much a one I've used before, and a different holiday so they kind 

of have the same standards across the board.” There are mixed opinions of our participants, if the 

last hotel they visited lived up to their expectations. While setting up our participants’ different 

hotel choosing of lower rated hotels versus higher rated hotels, there were no significant 

difference. 

  

While analyzing the experience of our participant’s last hotel visit and its physical servicescape, it 

is essential to include Bitner (1992) three major dimensions of the service environment, individual 

behaviors and internal responses on servicescapes, and her lean and elaborate servicescape 

model. 

Our participants have mixed opinions of their expectations living up to their experiences. As Bitner 

(1992) suggests, individuals have two opposite and most general behavior, which are approach 

and avoidance. 

Approach is usually connected with positive behaviors and are connected with factors such as; 

desire to stay, explore or affiliate. Avoidance are negative behavioral factors which can be 

influenced by for example environmental elements such as loud music, bad lightning, 

crowdedness, smells etc. All our participants were complaining at least of one thing in the hotel 

which can easily be related to an avoidance type of behavior. Participant 8 thought that it was like 

a maze in the hotel, and that it was difficult for him to find around. “It was quite difficult 

navigating around, there were a lot of floors and you kind of felt like a maze to find for example 

the outdoor hot springs or finding the dining hall (P8).” 

And the same participant mentioning: “The staff was nice. Some of the facilities like the outdoor 

pool and the hot springs were very loaded with people, so it was very hard to actually get a turn. It 

was very crowded. (P8)” And participant 2 mentioning: “…but the breakfast was not so good (P2)”. 
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One of our participants answering if there was anything non appropriate to his liking: “In general... 

I mean it's Greece, so yes of course, electrical wiring and air conditioning they are often not very 

well placed, but that’s okay particularly I remember that the exit sign near the green sign which is 

a lot of light all the time and it's placed right next to the bed and that is a little annoying, but yeah 

that’s about it (P1)” 

Another participant answering: “…They just put a lot of effort into functionality. So it wasn't 

necessarily visually pleasing to be at that hotel. You felt like what you paid for… they never offered 

anything extra on top of what I paid or anything (P4)”. 

These examples also refers to Bitner’s (1992) internal responses, for a service environment. Small 

details like the room not living up to the expectations, difficulty of navigating around or annoying 

lights can all have an impact on the participant feeling pleasure or displeasure in the service 

environment. 

The example of difficulty of navigating around triggers an emotional response and Bitner (1992) 

suggests that these originates from three environmental dimension. The one dimension that is in 

effect in this example is complexity. 

The example with the lighting can also be referred to Bitner (1992) ambient conditions. Ambient 

conditions can have an impact on how the customer responds, because it affects one of his five 

senses. As we also can read from the participants answer, it was not the most pleasant feeling, 

especially when a person is trying to sleep. It can also affect the physiological response of a 

participant, this is in relation of someone feeling discomfort while experiencing a service 

environment (Bitner M.J.,1992, p64). 

  

There are also a lot of positive things which can be connected to Bitner (1992) approach behavior. 

All our participants mention at least one positive thing and most of them agree on the hotel living 

up to their expectations. Some of the positive things we see are: “Everything reached my 

expectations and minor things that there were when it came to the changing and switching of the 

rooms were met. So that was kind of positive. (P5)” and another example: “It's very nice. It's very 



51 
 

nice. The rooms are very clean and the place is very beautiful, there's a lot of flowers and very good 

pool and it's close to the beach as well so it's a good place. (P1)” 

Another example of a positive response was: “Compared to what I saw on the website and then 

my visit and stay at the hotel, my general expectation and experience was really good. The thing is 

that a lot hotels try to promote themselves on the websites, so as I customer you set the bar really 

high and sometimes maybe you are met with another expectation... but in my situation that 

specific hotel I went to my expectations was really good. And I went there for a second time aswell 

(P7).” 

 And more examples where factors like, rooms, environment, facilities (pool, gym, restaurant) 

have an effect on the positive response of our participants. 

Bitner’s (1992) space and function and ambient condition dimensions of a service environment is 

seen in some of these examples. The ambient conditions have affected our participants in a 

positive way, where one of the five senses were in play or some of the environmental 

characteristics influenced our participants response.  

Participant 8 answered that his last hotel visit did not live up to his expectations. Participant 6 

mentions it did live up to his expectations, but not because of the hotel, but because where it was 

located. 

Bitner (1992) argues that hotels are mostly elaborate servicescapes. Hotels focuses more on 

hedonic related services (Bitner M.J.,1992, p58-59). As we can withdraw from our analysis, hotels 

indeed have a more complex servicescape and requires more managerial activities within these. 

From our participants’ responses, they all have some negative things that they were not fully 

satisfied with. This can be related to the Bitner (1992) theory of hotels having an elaborate 

servicescape, and its complexity within that.  

 

4.2.3 Sub conclusion 

 

Expectation from the digital representation of the physical servicescape is high amongst our 

participants and as theories argues it has a huge impact on the experience level as well. Many 
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participants argues that there are always some small things or details which they do not like in 

their hotel visit, and that expectation is not always met. Our three participants who had a high 

star-rated (four to five stars) hotel visit all were mostly happy and felt that many expectations met 

their criteria’s. Our other five participants with lower star-rated (three stars) hotel visits had more 

things to comment on, although the expectations were still met on most of them. 

It is difficult to conclude if the star rating of a hotel has an effect on our participants level of 

expectations met, as all individuals have different taste and criteria’s for what a hotel should 

include. Details like a small room, bad lighting, confusing navigation of a hotel, can change 

someone’s perception of a hotel rapidly. 

Furthermore, hotels today, represent digitally their physical servicescape in a high level with 

today’s technology. We can conclude, from our interviews, that the digital representation of a 

hotel’s servicescape plays a big role in creating expectation and that all our participants, as 

mentioned before, gain some level of expectation while booking a hotel online. 

 

4.3 Customer journey: How are the stages of the customer journey affected by the digital 

representation of physical servicescapes? 
 

This part of the analysis will focus on the sub-question of the study that identifies the customer 

journey elements during those activities which regards to the research question. For this a 

customer journey map will be used, that illustrates the activities between the customers and 

hotels, by being divided to different stages of the customer journey. The map integrates all other 

elements which relies to customer journey, such as service encounters or interactions during the 

process, as well as the emotion blueprint.  Even though, all customer journey maps are always a 

bit unique at the different interviewed cases, we are about to create one common map by 

considering the most common replies and drawing the median in the case of the emotional 

blueprint. The customer journey map will include four main blocks, namely activities, the emotion 

blueprint, touch points, and the service encounters. To keep it simple, and for better referral 

purposes during the analysis, the stages of the customer journey is marked with numbers from 1 

to 8, as it seen on the included figure in this research. 
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4.3.1 Activities 

Stage 1: 

This block describes what actual activities are being done during the customer journey, from the 

very beginning until the last step. During the pre-core stage, we found that the first action that the 

customers probably do is actually building up a desire to travel, or more likely to go on holiday, 

however beside this other motivations could be visit a family, or going on business trip, it does not 

seems to change the main motives for traveling.  

Stage 2: 

For the next set of actions, we have considered activities that refers to such a searching actions 

when customers are looking for something in a hotel. It tend to be highly diverse, while one 

respondent looks for location, and price according to P4 “I think location is really important…and 

then I look for price…”, or another respondent, P1 refers to smoking longue, and the size of the 

rooms (regarding number of beds) “I’m a big smoker, so its essential to have place where I can 

smoke… I always look for the size of the rooms”. Because of the diverse next step activity, we have 

concluded to summarize this activity part as search for possible attributions and options. 

Stage 3:  

The next group of activities at the third stage, which still allocated under the pre-core phase, we 

have given the name of evaluation of search stage.  

This stage of the customer journey is the most important in regards of this research, as it turns out 

the digital representation of the hotels’ servicescape comes to reality at this point.  

Most of the respondents are found to do some sort of evaluation on their findings through the 

second stage activities. It has found that the most common activities are looking for reviews of the 

hotel, namely more than half of the respondents are looking for reviews (P1,2,4,6,7), and 

interestingly one of the respondents have a negative point of view on reviews. As P3 describes, 

“only people who have bad experience are the ones who would normally write the reviews”.  After 

reviews, one less respondent also consider the pictures of the hotel (P1,2,4,7). It is highly diverse 

what do respondents are look after when they check the pictures of the hotel, P7 for example 

looks after the rooms, or if he finds it comfortable, as well as he seems to look after different 
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appliances such as TV and refrigerator through the pictures. On the other hand for P2, pictures 

plays important role to find out that “what you get for the money” as he says, most probably 

referring to the price/value ratio of the given services as well as the environment of a hotel 

(“facilities, breakfast, and fitness, pool…”). Beside reviews and pictures, there is one respondent 

(P5) who evaluates his decision through compression mostly by using price match.   

 

Stage 4: 

The fourth stage of the customer journey, and the last stage of the pre-core phase at the same 

time, is the action of reservation. Unfortunately, our research does not touch this activity of the 

customer journey, only P3 refers “I made my reservation right after” that indicates reservation as 

an activity as well. This stage is included in order to have a more complete overview on the whole 

customer journey. 

Stage 5-7: 

The core phase of the customer journey is partitioned up to three further stages, namely stage 

five, six, and seven. These stages include activities as arrival to the hotel, the process of staying, 

and as the last one leaving the hotel. Even though, the interview respondents clearly refer to stage 

5 and 6, stage 7: leaving the hotel, is only created by the purpose of making the customer journey 

map more complete, therefore it is made up by considering own experiences of hotel visits. On 

the other hand, since a big part of the interview is about to research the experienced servicescape, 

it well confirms stage 6, as well as some information is gathered on stage 5: arrival as well. 

Stage 8: 

As the last activity, during the post-core phase, the eighth stage covers referral activities. It turns 

out from the research, that actually none of the participants gives normally feedback on their 

hotel experiences, only if they are required to do so (P6), or for some if the experience was 

outstanding to the negative or positive way. As P4 says “only give feedback it’s either really good 

or really bad”, or P5: “if I have a bad experience, I give a feedback”. 
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4.3.2 Emotional blueprint   

For a better understanding of the customer journey, the emotion blueprint helps to compare the 

activities of each stages, with the level of emotions of the customer. Emotions itself is a very deep 

topic, as humans have countless different type of emotions, which are different by each individual, 

so with a more laic mindset, we have considered pleasure emotions as positive ones, and non-

pleasure emotions as negative ones and natural in between. The level of emotions during different 

stages are evaluated from the communicated experiences of the individuals during the give stages, 

as no emotion focused questions are considered during the interview.  

Stage 1: 

At the first stage, individuals are in a positive mindset. As our respondents mostly made a hotel 

visit while their holidays, we have considered that at this stage our respondents connect their 

feeling with the thought of holiday, which result in positive pleasure emotions. As P3 states, he 

was “super excited about going on holiday to Las Vegas”, where he refers to the state of mindset 

which he had at the stage of intention for going on holiday. 

Stage 2: 

During the second stage, we have found that the level of emotions decreases a bit, compared to 

stage one, but it is still remaining at normal level. P4 refers to this stage as “boring to look after all 

these parts”, and P1 rather describes this type of activity “annoying to go through all of the 

options”. However, both respondents think, that these are needful actions to do, in order to reach 

a more favorable result of their search “worth the effort” (P1), “if you want a nice holiday, you 

need to be picky” (P4). 

Stage 3: 

At the third stage, emotional experience slightly rises again to the positive direction, and generally 

a moderate mindset can be experienced. We were expecting that the level of emotion will be 

highly positive at this stage, since individuals are exposed to professionally set promotive pictures 

and carefully produced videos from the site of hotels, which would normally generate a positive 

attitude in the observers. However, it is clear from the interviews, that the participants have a way 

more conscious attitude toward pictures about the hotels and they already expecting that the 

pictures actually show a better image than the reality is. As P1 describes “pictures are always 
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better looking than the reality”. P7 considers that hotels only provide basic information, and basic 

pictures on their sides, and adds that “I don’t find it…convenient to interact with the website”, 

which factors suggest that he also handles with care those intuitions that he receives during this 

stage. Beside pictures, the reviews which actually stand closer to reality, have a more reliable 

impact on the respondents, and as P4 describes, she has a “kind of decreased expectation” already 

at this stage.  

As we see, respondents wear a critical glass during the third stage, that allows us to conclude, that 

their emotional phase might not be so high either. It seems as a trend, that respondents rather 

prepare for worse service level, based on critically viewed pictures, and reviews, so they can be 

positively surprised while experiencing the reality in later stages. Therefore, this stage could play a 

crucial part, in shaping a more arisen emotional state during the stages of the core phase. 

Stage 4: 

At the fourth stage, we have not retrieved efficient data about emotional state of the individuals, 

we can only rely on the response of P2, who was satisfied with the easy, online payment option “it 

was also nice that they made the payment process really easy…though net-bank..”. Based on this, 

we assume that the emotional state of the participants during this stage is not influenced to the 

negative way, but a bit to the positive direction, that the convenience of this stage supports. 

Stage 5: 

At stage 5, we found that the emotional level has to grow, to a highly positive level, mainly due to 

the previously mentioned phenomenon, at stage 3, when the respondents describe how highly 

they are aware about the possibly upgraded digital representation of the hotels thorough picture, 

and therefore the majority is about to build up expectations based on reviews. Our observations 

here is that, due to the highly set bar, respondents experience some kind of pleasant-surprise, as 

the hotels mostly exceeds their downgraded expectations. As a result, a positive emotional load 

will apply during this phase. P4 describes “im already expecting less and than if I got there,…if you 

go there with fewer expectation, there is always a bigger chance you gonna be satisfied…”, and P7 

refers to this phenomenon by mentioning “as a customer you set the bar really high, and 

sometimes maybe you meet with another experience” while describing that hotels over promote 
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themselves. Beside this, based on own experience, an assumption that a genial excitement about 

the staying can also influence the emotional state in a positive way, is conceived as well. 

 

 

Stage 6: 

Stage six, during stay at the hotels, the responses are very diverse, due to the high volume of 

questions about the experienced servicescape. Due to the lack of direct reference of emotional 

state of the respondents during this stage, the original idea was to collected positive and negative 

points at each respondent, by going through their answers regarding to all questions about 

experienced servicescape, which points than would be collected and compared. The idea behind 

it, that this procedure could give a better understanding about where will respondents’ emotional 

level place on our scale. However, it turned out, that there are many cases when respondents 

consider some experience neither positive, nor negative, more like as a neutral experience. Its 

mostly regarding to those cases when their lower level of experience met with a previously primed 

lower level of expectations. The lower level of expectation could be generated by a bed review 

that they have read, or previous experiences, but in the end, a potentially bad experience was 

mostly corrected by this type of lower expectation. Considering this, we have extended our rating, 

and rated experience related statements based on a three points system, which refers to negative, 

neutral, and positive charged emotions. As per attached table (appendix 8.1.5), all positive points 

scored 10, neutrals scored 5, and negatives scored 0, and this way 390 points gathered from the 

total of 570, which represents an overall emotional level reaching roughly 7 points on a 10-point 

scale. The placing of emotional level in the customer journey map’s emotional blueprint, 

represents this simple calculation. This way, we found that the level of emotions slightly decreases 

compared to the previous stage, however it can be still considered, that stays in the positive area.  

Stage 7: 

Not many respondents refer on the process of leaving the hotel, only one participant had some 

bad experience while checking out. P6 had some bad experience with payment options, he found 

it unprofessional that “needed to pay in cash so we had to go find a cash machine” as he says. 
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Based on this experience, we had to set the level of emotion to a lower level compared to the 

previous stage, and therefore we find that this level is close to neutral in a bit negative way. 

Stage 8: 

The review stage is a bit tricky in terms to find what level of emotion is applicable for the 

individuals during leaving feedbacks. It is important to state, that this stage is not applicable for all 

respondents at all, as most of them does not leave reviews. However, among those who leaves 

reviews, some of the are doing so, if they had such a bad experience that use this option as a form 

of complain generation; as P5 states “if I have a bad experience, I leave a feedback”; while others 

(P4, P6) gives feedback if they feel that they had a nice experience as well; “they deserve like to 

have a feedback” (P6), “I only give feedback, its either really good or rally bad” (P4). We have set 

the experienced emotions to neutral state on the blue print, as the examined emotions are highly 

extreme at both sides. 

4.3.3 Touch points. 

This part of the customer journey map, is about to indicate those interfaces, platforms, or any type 

of physical or nonphysical phenomena, through which customers have any type of interaction with 

service provider, or anything that closely related to the service provider; in this case, any type of 

interaction of the respondents with anything that is related to the visited hotels.  

During the first stage, we haven’t found any signs that the respondents would have any 

interactions with the hotels, instead the first touch points only applicable during the second stage. 

While customers filter hotels, based on their attributes, they are already about to use some 

comparison webpages, or make use of suggestions of others. P1 “I would probably use internet” 

refers on his second stage activities, when stating this sentence. The most common replies were 

referring on booking.com, and hotels.com, (P6, P2) just to name to specific webpages, but P7 uses 

simply google, to collect “first impressions” about the hotel. Beside it, suggestions, reliance on 

other people, or possibly on fellow-travelers could also be applicable, as another type of touch 

point during this stage, based on P3s reference “I was going with someone else…so I might as well 

take the same hotel...”.  

During the next stage, similar touchpoints are recognizable, as at the second stage. Since the 

purpose of the third stage is the evaluation of the search, mostly the utilization itself of the touch 
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points has different aim. This means that for example, while during the previous stage, 

booking.com was used for comparison purposes of different attributes, or price, at this stage the 

same touch point plays a role in showing pictures about the hotel, so it is contributing in the aim 

of the customers to evaluate their search results. Beside the similar touch points, some other ones 

are also recognizable, such as forums, or other web-pages where the respondents collect reviews, 

that help their process of evolution. As our respondents mostly refer to the action that they are 

looking for reviews, it can be any referral platforms, beside booking.com and hotels.com, however 

it is most likely that these two platforms are the most prominently used ones 

While making a booking, P3 refers to the interface of the net-bank, which through payment is 

done. Beside this, there should be a booking system, that provided by the hotel itself, or third-

party companies, such as booking.com, or hotels.com where total booking process can be 

performed as well. We can only consider these as touch points during this stage. 

During stage 5,6, and 7, namely the whole core phase of the customer journey, we found that 

mostly the same touch points are applicable, since the customers are set in the same physical 

environment, mostly together with the same people. These touch points include employees, the 

physical environment of the hotel, and fellow-travelers. Under the environment of the hotel, our 

respondents mostly referred on the hotel rooms where they have stayed, on the restaurant, and 

rarely on hotel pool, gym, and other facilities. When reflecting on the hotel rooms, beside 

attributions, such as size, condition etc., the interviewees also reflected on built in equipment such 

as air conditioning system (P4), and mini fridge (P1). Another majority of the touch points are the 

employees of the hotel, on which several data have been collected, and less mentioned are the 

fellow-travelers.  

During the last step, the previously mentioned platforms, which are used for leaving reviews about 

the earned experience of the hotels, are those touch points, where the customers perform their 

actions, when it is applicable. 

4.3.4 Service encounters 

The last part of the customer journey map, is dedicated to identify the service encounters. It major 

goal of this part is to describe the actual interactions between the customers and the service 

providers, in other words those actual actions, that take place through the previously described 
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touch points. Beside this, we would like to define those forces that drives these interactions 

behind each step. To understand the incentives behind the stages of the customer journey, can 

give a deeper insight about the drivers of each actions, and overall helps to understand the 

customers better. For guiding in identifying the main incentives, we will refer to the linear stages 

of the customer journey model. 

Stage 1: 

At the first stage, since there are not any touch points, interactions can be identified either. Based 

on the action, of this stage, we have identified as a prior step of the actual customer journey 

model, and called it motivation that refers to motivation for further steps.  

Stage 2: 

During this stage, awareness is perceptible based on the type of interactions of our respondents. 

They are mostly looking for options, comparing hotels based on their attributions, they are 

listening to suggestions. Basically, they start to become aware about their options, and become 

more conscious before selection.  

Stage 3: 

 As the next step of the customer journey model, the state of consideration well fits to describe 

the condition of interactions at this stage. Our respondents, are looking for reviews, and 

familiarize themselves with the service environment, through the digital representation of it.  

Stage 4:  

This is the purchase step of the journey, when the previous three steps contribute in the 

purchasing decision of the customer. The interaction happens with the payment services, and 

means the closure of the buying cycle, at the same time. From this stage, post-buying interactions 

are applicable, through the core, and post-core phases. 

Stage 5: 

At this point the moment of truth becomes clear for the customers, as this is the first time when 

customer will establish real, physical interaction with the physical service scape. This is the 

moment when expectations will meet with the real time experience, and when customers become 
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surprised, or disappointed according to the difference of their expectation and experiences. The 

most important interaction at this stage, is the check in, and the first meeting with the employees 

at the same time, and the first impressions of the hotel, the interaction with the physical 

environment. 

 

Stage 6: 

During this stage, according the steps of customer journey, retention takes place. At this time, 

customers are continuously consuming the services of the given hotel, by purely just staying there, 

using any appliances of the hotel, and utilizing any facilities around. Each interaction with the 

employees, whether it is about specifying any requests, or asking for guidance around the hotel, 

belong to retention of the hotel.  

Stage 7: 

At this stage, when customers leave the hotel, the most major interactions take place with the 

employees during check out. At some higher end hotels, employees will give a helping hand with 

luggage of the customers, as in the case of P7s experience.  

Stage 8: 

We have assigned this stage, as the advocacy step of the customer journey. Interactions with the 

hotel actually could be considered as a non-direct interaction, since customers are leaving 

feedbacks of the hotel at this stage. 

4.3.5 Sub conclusion 

Throughout the customer journey, we see the different pre-core, core, and post-core phases. We 

could determine eight different activity stages through the whole journey, from the desire to 

travel to the action of giving feedbacks about the experience. Probably the most important 

regarding to this research is the third stage, during the pre-core phase, when customers are about 

to evaluate their search result about hotels, since this is the moment when digital representation 

of the physical servicescapes plays the most important role.  
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During the whole journey, it is visible that emotions are fluctuating from positive to neutral state, 

but rarely goes to a negative level.  

 

5. Discussion 
In this section, we are going to discuss the findings of the analysis, together with the used 

theories. We are going to use our hypotheses, and discuss the possible outcomes from our 

findings.  

Hypothesis 1: Customers have a higher expectation toward a certain hotel’s servicescape, than 

their real experience will be. 

From our findings we can see that most of the cases our respondents complies with our first 

hypothesis. Many of our respondents build up high expectations after elaboration of the hotel’s 

digital representation. The digital representation of the hotels and the good reviews makes our 

respondents build up a level expectation that does not always meet their requirements. On the 

other hand, some of our respondents, purposely build up worse expectations because they are 

conscious about the possibility of experiencing a bad hotel visit. This way presumably they defend 

themselves from any disappointment they possibly could get when they experience the hotel.   

Our thoughts on this matter is that hotels usually put up very well edited photos and try to get rid 

of the bad reviews as much as possible. The example with the photos, we can withdraw from our 

findings, that most of our respondents have this experience as well.  

We have put up the theories together with the respondents answers and found out that the digital 

platforms can indeed have a boosting effect on the decision making process, which also results in 

building up more expectation than needed.  

Hypothesis 2: The difference between expectations and experience has a negative effect on 

evaluation of the overall experience of a hotel journey. 

As concluded in the analysis part, many respondents met their expectations even though many 

had a lot of things to complain about. The respondents with higher star rated hotel visits, had less 

negative things to say, while respondents with lower star rated hotel visits, had more negative 

things. Only one respondent did not meet his expectation level, while another only met it because 
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of the location of the hotel. As researchers, we could hear a tendency of our lower star rated hotel 

respondents having a non-excitement about the fact, that their high expectations actually did not 

meet their full requirements. The fact that our respondent were neutral, and had lower 

excitement about the difference between expectations and experiences makes us to consider that 

it did not effect negatively the whole journey. 

Every person has different perspectives on life and how to deal with negative experiences. Some 

of our respondents might take small negative impact such as the hypothesized situation to a level 

where they could easily deal with it by considering other positive impacts, which acts like a 

balance, while some of the others are doing so the other way around.  

Hypothesis 3: Hotels introduce a higher level servicescape digitally, than it is actually in the reality. 

We have tested this hypothesis with our respondents, by introducing questions related to 

different aspects of digital representation of a servicescape. Today’s society, because of social 

media, and in general world-wide-web, we expect a high standard of quality in relation to the 

digital platforms. It might be related to the high level of competition in this industry, it results in 

increased level of representation of brick-and-mortar servicescapes. Through this research 

process, we have acknowledged a sense of accuracy of this statement.  

We have in our own experience, and from people around us, that the digital representation of 

hotels are not always accurate. What could support this perspective more, than the existence of 

comparing, and review distribution pages such as tripadvisor, and other similar platforms. On their 

platforms people can post real time pictures and share their experiences of the actual 

servicescape.   

Hypothesis 4: Hotels’ digital representation of servicescape have a high impact on potential 

customer decision making process. 

In our research we found, that digital representation of servicescape indeed does have a high 

impact on decision making process. In the modern society because of the revolution of the 

internet, everyone make their purchase cycle mostly online, especially, when we are talking about 

hotel bookings, and other services like that. Since the purchase cycle includes the process of 

decision making, it is obvious that the digital platforms play a big role in shaping it. Every 

respondent in our research were highly impacted by the digital representation of the 
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servicescapes, which we found that actually raised their expectations. Therefore, we suppose that 

the increased expectation, had a positive effect on their decision making process as well.  

 

6. Conclusion 
How does the digital representation of physical servicescapes affect the relation between 

customers and hotels? 

The decision making process is greatly influenced by the digital platforms. Our respondents all 

were using some modes of digital platforms, while they were about to book a hotel for their 

vacation purposes. Their decision making was mostly affected by the different modes of digital 

representations such as videos, pictures and reviews. Some of the modes of these digital 

representations are controlled by the hotels, however it turned out that usually the ones which 

mostly affected our respondents are created by other customers. This is the case with reviews 

about a given hotel, that most of the participants found the most standard way to evaluate their 

search results of hotels. 

The expectation level increased among our respondents after reviewing the digital representation 

of each physical servicescape. Even though, the expectation level increased, the fully desired 

experience was not always met with these expectations. There were always some negative things, 

that the respondents commented on, of which some arose because of the higher expectation level 

originated from the digital representation of the physical servicescapes. 

The big gap between expectation and experience is seen throughout the whole research. The most 

important cause for this, is the digital representation of the physical servicescapes that the hotels 

provide their customers.  

The digital representation of the physical servicescapes has an essential influence on one major 

stage of the customer journey, namely when customers are about to evaluate their choice of 

potential hotel where they are intended to stay. Most of the respondents seemed to be in an 

aroused state of mind during this stage of the customer journey, due to the excitement of the 

higher level of observed digital environment, and this state of mind is assumed to lead to a higher 

level of expectation that normally would occur. At this stage, as during the search process, 
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interaction with digital platforms such as booking.com, or tripadvisor are the most relevant, which 

fulfils the aim of consideration of the purchase process. Beside this certain stage, further stages of 

the customer journey are not directly affected by the digital representation of the physical 

servicescapes.  

The digital representation of the physical servicescape affect the customers relation to the hotels 

in a digitally and a physical experience level, which follows the customer through the whole 

customer journey of visiting a hotel.  

It cannot be concluded, if it has a negative or positive affect on the relation between the customer 

and the hotel. Every respondent have a different expectation level and experience, which makes it 

for us researchers difficult to correctly state how this phenomenon is affected. 
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8. Appendices 
8.1 figures 

8.1.1 Figure 1 - The seven stages of action 
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8.1.2 Figure 2- decision making process by (Shamar et al. 2015)
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8.1.3  Figure 3 – first-time vs. repeat customer effect 

 

 



72 
 

8.1.4 Figure 4 – The social servicescape conceptual model) 
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8.1.5 Customer journey map 

 

8.1.6 Example on customer journey map 
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8.2 Interview guide 

1 Briefing: 

-Introduction who we are 

-What is the interview about briefly 

-time frame 

-rights (recording, hang-up, not compulsory etc.) 

2 Short general questions 

-short presentation of the interviewee (age, profession etc.) 

-how often do your travel? how often do you stay at hotels? 

-when was the last time you have stayed at a hotel? 

-where and how do you chose which hotel you will stay at?  

-How many stars do you usually look for when booking a hotel? 

-Do you give feedback about your stay? 

3. servicescape related questions – BEFORE the experience phase . 

A; in this phase try to introduce the interviewee into the topic that we are going to work with – 

warmup question. 

-to what extent do you find that the environment makes an impact on your overall experience of 

your stay at a hotel? 

-to what extent do you find that the interaction with the staff have an impact on your overall 

experience of your stay at a hotel? 

-which one do you find more important? And could you explain why? 

B; Now we placing focus on the channels that they use to preview the physical servicescape 

(pictures, videos, feedbacks etc), and things connected with that (why those, how do they 

perceive, importance of chosen channels, trust etc) 
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-are you doing online research prior choosing a hotel where you are planning to stay? What does 

this research includes (pictures, reviews etc?) 

-Could you set up a sequence based on the level of importance of those elements that you have 

previously mentioned? 

-Why do you find X (channel that s/he finds important) than Y (s/he mentioned later).  

-Do you trust that information about your hotel, which finally assured you to book there, 

regardless any experimental outcome of your stay? (probably yes) Why do you? 

C; Then go deeper about the built-up expectation, and try to allocate those expectations to the 

perceived digital representation of the service scape. 

-what kind of expectations do you build up when you book a hotel? Room food etc. 

-do you have any expectations about the physical surroundings of your hotel, and room where you 

are planning to stay. 

-To what extent is it important for you. (forexample rate it on a scale) 

-why are these important or less important for you? 

-to what extent does it influence your decision? 

-did the digital representation of the hotel (officially provided by the hotel, regardless of reviews) 

made you feel that the choice of hotel will live up to your expectations? 

-in the case s/he used other sources such as reviews: did those increased or decreased your 

expectations? Why? 

-did you built up any expectation about the level of interaction with the employees of the hotel? 

-what exactly triggers those expectations in you regarding those interactions? (aiming to figure out 

if s/he expect it from reviews, or smiling picture of the stuff or such) 

4 servicescape dimension – DURING experience phase. 

In this phase we are working with the really experienced physical servicescape, without suggesting 

anything for the interviewee that we are aiming to see the correlation of expectations and 
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experiences, so maybe they won’t be so conscious about their answers. We will connect 

consciously together with the subject of the interview in the next section. 

A; about ambient conditions . 

 -how satisfied were you with the (factors that s/he mentioned before as important regarding 

question 3-C1)  

 -what was your impressions of these factors? (regarding to previous question) 

-Do u have a general expectation if food is not in good hotels? 

-what way your overall impression about the hotel? (here we want to see those elements that 

s/he didn’t built up expectation about) 

 

B; about space and functions . 

When exploring online 

-how spacious did you find your room?  

-how practical did you find the arrangement of the facility spaces, as well as the equipments or 

non-appropriate regarding to layout of furnishing, equipment, or such? 

 

C; about signs and symbols. 

- how easy did you find to navigate yourself through the facility (thinking about finding the toilet, 

restaurant…) 

-in what extent did you find conformity with the implicit surroundings (such as quality of materials 

used, placed objects, etc) with the star rating of the hotel or your expectations? 

D; about interaction with employees  

-how helpful did you find the staff? (in regard of clear communication, friendliness or frustration 

(their feelings projected on the interviewee).  
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-what was those actions that the staff did for you, and you found that helpful? 

-were there any other actions from their side, that you did not required, however it was adding a 

positive or negative impact for your overall experience? 

-did you experience any sort of conflict or co-operation between the members of the staff? And 

what was it? 

-if yes, what do you think, what could be the source of these conflicts or co-operation (trying to 

divert it to the servicescape) 

(follow-up question) – (if s/he doesn’t deal with servicescape elements on the previous question) – 

do you think that the environment could have any impact on the stuff’s behavior (whether 

positive or negative) with you, or between each-other. Think about loud music, bad vision, layout 

of furnishing, etc.  

-Did you feel that it had any impact on your overall experience? 

(follow-up question) (in case of conflict/co-opration among stuff) – why do you feel that it had an 

impact on your overall experience? 

-what do you think, what could be done from the side of the hotel to eliminate this experience? 

-any other relevant aspects in the interaction 

5 comparing presumed servicescape to expectation 

- generally, did your stay reach your expectations? 

-did you built up any important aspect about the physical surrounding that you may missed, or 

found very useful, however it was not among your expectations? 

-how come you haven’t considered these factors while doing your “research” about your hotel? 

-did the difference between of your expectations and the experienced service quality have any 

impact on your level of final experience? (thinking about disappointment or arousal) 
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8.3 Example of coding interviews (coding of interview P1). 
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8.4 Interview transcriptions 

Participant1 (P1) 

I: Interviewer 

K: Participant 

K: I'm 21, and in my daily life I, I study. I study economics. 

I: Okay, cool. How often do you travel, and then, and how often do you stay at hotels, out of these 
travels. 
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K: I would say I travel a lot, but I rarely stay at hotels. 

I: okay, when was the last time you stayed at a hotel, and what was the purpose of your stay? 

K: Summer this last summer, when I went on a holiday. 

I: Okay, cool. And where and how do you choose which hotel you will stay at? Do you use like the 
internet or what do you look at normally? 

K: I didn't choose this last hotel, but I would say if it was up to me I would probably use the 
internet, yes. Personally I’m a big smoker, so its essential to have place where I can smoke, a 
smoking longue [BV1] for example, and I always look for the size of the rooms as well[BV2] . 
Mostly for the number of beds, according to how much we are planning to go. It’s be a bit 
annoying to go through all of the options, but it worth the effort. 

I: Okay, cool. And how many stars do you usually look for in a hotel. 

K: As many as I can afford. 

I: Okay. And do you usually give any feedback when you have stayed at a hotel or? 

K: No I don’t do that. 

3.A I: Okay. what extent do you find that environment, makes an impact on your experience of 
the, of the stay at your hotel? 

K: Like what environment? 

3.A I: like, let's say if you're going to a place where there's a beach. Does it have an importance 
that is close to the beach or? 

K: Yes very very 

3.A I: So the environment has a huge impact on you? 

K: Yes. That's why I travel, I live in Denmark. 

3.A I: Okay, cool. And what about the interaction with the staff does it have an impact on your 
experience of your stay at the hotel? 

K: Doesn't matter so much. 

3.A I: Okay. And if you had to pick one that's more important the environment or the staff, you 
would say the environment or…? 

K: Yes the environment 

3.B I:Okay. And when you, when you usually book a hotel, do you use like pictures or do you look 
at reviews or can you like elaborate a little bit, with detail. 

K: A bit of both. I think the the pictures are very important. But, yes, I think if the pictures are very 
good and the reviews are very bad, I think I would skip, skip the hotel. The hotel. But,  so yeah, 
both are very important.  
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3.B I: And which which website do you usually use, do you have like a favorite, favorite place to 
look at. 

K: No, not really. As I said I don’t use hotels that often, I tend to use Airbnb.  

3.C I: Okay. And lets say like the last experience you had with the hotel. What kind of expectations, 
do you build up like, do, do you want the rooms to be really good do you want the food to be 
really good, or you just want to just sleep there and that's it. If you take the last experience you 
had 

K: Well the last hotel I was in, I've been many times so I know the place and the environment and 
im just there for just staying and sleeping. But it's important for me that the place looks nice and 
it's clean. 

3.C I: So the rooms are important for you?  

K: Yeah, yeah, you could say that. I don't, I don't think I ever really eat at the hotel so I would say 
the rooms are the most important.  

3.C/5 I:Okay. Does it normally live up to your expectation like if you say, let's say that you booked 
a hotel from booking.com. When you look at the pictures, does it usually live up to your 
expectations, or it doesn't. 

K: I would say the the pictures are always better looking than the reality but I keep this in mind but 
im often positively surprised at the difference of the mark up of the hotel, or the pictures over the 
hotel isn't higher… I know that the pictures are made so that it looks better than it is.  

3.C/ 4.D I: Okay. What about the, do you normally build up any interaction with, like, do you build 
up a level of interaction with the employees of the hotel or you don't really have an expectations 
of those.  

K: I mean for fun yes I suppose you can have a conversation with the cleaning lady or the 
receptionist. 

3.C I: But before you go to the hotel do you have an expectation of that? 

K: No, it doesn’t really matter. 

4.D I: Okay. And if we take an example from the last hotel you were at. Can you mention just a 
little bit how the employees… were they nice to you or how would you describe them. 

K: They're always very nice. Maria and husband and uncle and so on. Because we've been coming 
there for so many years, 

4.D I: So they know you, I guess? 

K: Yeah, mostly. I mean they're my parents, friends, but I say hello and good morning and good 
night… but they are greeks so it is very private, theylive on the same premises, as the hotel so it's 
sort of like a, summer house, in a way. 

5. I: And what was your overall overall impression of the hotel?  
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K: It's very nice. It's very nice. The rooms are very clean and the the places very beautiful there's a 
lot of flowers and very good pool and it's close to the beach as well so it's a good place. 

4.B I: And how spacious Did you find your room, is it, do you feel like it's big or what do you think 
about the room? 

K: I would say it’s not big but it’s not small either. There’s pretty much what you need a bed and a 
small kitchen and fine bathroom and a place to eat, of course. 

4.B I: Okay. And if we take, for example the arrangement of the facility spaces such as like 
equipments, and… was there anything like non appropriate like regarding to the layout, for 
example, like, it can be like furnishing or equipment or such like that. I mean, not in the room but 
just in general in the hotel. 

K: In general... I mean it's Greece, so yes of course, electrical wiring and air conditioning they are 
often not very well placed, but that’s okay particularly I remember that the exit sign near the 
green sign which is a lot of light all the time and it's placed right next to the bed and that is a little 
annoying, but yeah that’s about it. 

4.B I: And maybe the air conditioning is right about your head or something. 

K: Yeah, it blows right into the bed too. Okay, but I tend not to use the air conditioning so… 

4.C I: And what about… how easy was it to navigate yourself through the facility, like for example if 
you have to find the toilet or the restaurant or. 

K: It’s very easy, it’s a small place. 

4.C I: How many stars did the hotel have? 

K: Three 

4.C I: Okay. And how did you find like the quality of materials and the placed objects, what did it 
live up to the standards of a three star hotel or do you think it was maybe higher or lower. 

K: I'll say three stars are appropriate. Yes, it's a fine place but there isn't, I mean there isn't many 
furniture or facilities besides the rooms and the pool. 

4.D I: Okay. How helpful did you find the staff, this can be in regard of like clear communication 
friendliness, or frustration or  

K: They are very friendly, but they do not understand English very well 

4.D I: Okay, and was there anything that you really found helpful from them that they did to you? 

K: Yeah, they place when you like when you come, they always place like a bottle of wine in your 
room, and some fruits. The wine is awful but the fruits are very nice. 

I: Okay, that's nice. And was there. Okay, I guess that is something that you don't really require but 
that is nice, I guess. 

K: Yeah, I suppose, yes. 
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4.D I: because it's probably not something you think about right that it will happen before you 
come to the hotel. 

K: Yeah I mean usually the fridge is empty and you have to go and buy water and food and 
groceries. 

4.D I: And what about, did you experience any like conflict between the staff, like, like not with 
you but between themselves or something that you observed? 

K: Well, I mean it’s… the hotel is run by I think it's the two brothers that own it and then Maria the 
wife of one of them, and they are husband and wife so I suppose they have some conflicts from 
time to time, yes. But nothing uncomfortable for me. 

4.D I: All right. Okay, so it didn't really have an impact on you, I guess. 

K: No no no. Besides, the entertainment in watching them. 

4.D I: Okay. Do you think that the environment could have an impact on the staffs behavior, like, 
like, it could for example be loud music or layout of the furnishing or maybe like they couldn't. 
Yeah, it could be anything. 

K: Yeah, they have very strict rules for when you can use the pool… It's a very private hotels so 
they are very picky with the people who come and who they allow to come again… usually they 
have lower rates for the guests who wants to come again the following year. 

5. I: Okay. Generally, did your stay reach your expectations, if we take the last one as an example.  

K: Yeah.  

5. I: Okay. And did you build up an important aspect about the physical surrounding that you 
might have missed or found very useful and that may not have been in your expectation. It could 
be like, if the pool was really big or something like that, you know, or if they had like a gym or 
something. 

 K: A little yes, there was a roof terrace that I used last time that I haven't seen before. I've seen it 
before but I haven't really used it, but it's very hot outside it gets 40 degrees sometimes so it's not 
something I would say I use that often.  

5. I: And the last question is the difference between your expectations, and the experience service 
quality have an impact on your final experience. So what you expected and what you what you 
actually experienced like overall service quality. Did it have an impact on your experience.  

K: Well, no.  

I: Okay. So, but I guess it's because you've been there maybe before so, yeah. 

K: Yeah my expectations was what I had last time. It was the same as last.  

I: Okay, cool. All right, thank you. 

K: You are welcome. 
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Participant 2 (P2) 

C: I am 27 years old, and I am a student at the Copenhagen Business School. 

2. I: Okay, cool. How often do you travel. 

C: I would say maybe around three to six times each year.  

2. I: Okay. And out of those How many of you stay at hotels, would you say, 

C:I would say, like, 70 80%, and then the rest is maybe airbnb. 

2. I: Okay, cool. And when was the last time you have stayed at a hotel, and what was the purpose 
of your stay? 

C: That was in November last year, when I went on holidays. 

2. I: Okay. And where was it and how many stars? 

C: It was in Milano in Italy, and it was five stars.  

2. I: Okay, And where and how do you usually choose which hotel  you will stay at? 

C: Usually, I use, hotels.com 

2. I: Okay. And how many stars do you usually look for, like, in general, 

C: four to five stars.  

2. I: Okay, cool. Do you give any feedback about your stay. Afterwards, or you don't really do that? 

C: Normally actually don't do it. 

3.A I: Okay. what extent does the environment have an impact on your overall stay of your hotel? 
Like it can be for example if you are in the, if you want to travel the city does it is it important that 
it's like close to the city or if you're going to a beach holiday does is it important for you that it's 
close to the beach or whatever. 

C: I would say the location is very important in terms of attractions.  

3.A I: Okay. And what about the environment in general is that. Does it matter? 

C: Yeah, that's also important, very important. Yeah. 

3.A I: Okay, cool. And what about the interaction with the staff does that have an impact on your 
experience of your stay at a hotel or you don't really care about that. 

C: I like to have decent service, when I'm traveling, 

3.A I: which would you say is more important like the environment, or the interaction with staff. 

C: I would probably say that the environment is more important. Okay, cool. 

3.B I: And when you're doing your online research, you usually look at like reviews or pictures from 
users or the hotel or whatever what do you, what do you really, 
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C: I would say that it's a mixture of those two.. the pictures, and what you get for the money in 
terms of facilities, breakfast and fitness, pool, you know. Yeah, so, and then also mix with the 
environment. 

3.C I: Okay, cool. And what kind of expectation do you build up when you book a hotel like, like 
with rooms or the food or like the pool, do you have like an expectation. 

C: I expect that the facilities, lives up to the pictures that are posted online. 

3.C/5 I: Yeah okay. And let's say the one the last time you were at a hotel did the digital 
representation, live up to your expectations that was provided by the hotel, or did not? 

C: Yes, in general, I would say the environment was good and the service but the breakfast was 
not so good 3.C I: Okay. And do you usually build up any expectation about the interaction with 
the employees of the hotel. 

C: Yeah, just expect them to be professional. 

5 I: Okay. And what was your overall impression about the hotel. 

C: I would say I was satisfied.  

4.A I: Okay. How spacious did you find your room you were staying at? 

C: It was not that spacious we were three people. But we, we didn't expect much more. 

4.B I: Okay. And how practical Did you find like the arrangement of the facility spaces. This can for 
example, be like the equipment's, or maybe some non appropriate layout of furnishing or 
equipmet or similar like that.. Was there anything? 

C: I think that it was quite effective for what we needed. 

4.B I: Okay. Also in, like in the general in the hotel. There wasn't anything that, you know, was like, 
Oh, this is so out of space, or something like that. 

C: no, I would actually say that it was, it was all right.  

4.C I: Okay, and how easy was it to navigate yourself through the facility like finding the 
restaurants or the toilets or similar in the hotel. 

C: It was. It was quite easy.  

4.C I: Okay. And what extent did you find compared to the rating of the hotel. Did you think like 
the quality of materials and like the placed objects and stuff like that was it was it comfortable 
enough for you or what did you…? 

C: maybe because it was a five star hotel I could have expected, a little bit more of the quality of 
furnitures and layout in general.  

4.D I: Okay. And I have some questions about employees..  

how helpful did you find the staff like? Was there any frustration or was there a clear 
communication friendliness. Can you remember some of that? 
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C: Yeah, I would say that it was in Italy and their english was alright. And they were pretty helpful 
when we arrived in accommodating us. So it was in general. A nice experience. 

4.D I: Okay. And was there anything they did that you actually didn't require but it added like a 
positive or maybe negative impact on your experience. 

C: Yeah. When we arrived. One of the employees helped us to transport our baggage to our room. 
that was nice. 

I: you didn't really expect that. 

C: No, that is not always the case. So that was a nice service.  

4.D I: Alright. Do you think like the environment had a impact on the staffs behavior. This could be. 
This could be like, Yeah, maybe. Yeah, it could be everything, but… 

C: Yeah I think it was in Italy and generally I think that they are quite nice people so it was what I 
expected from my visit there.  

4.D I: Okay. And did you experience any like conflict or something between them, or cooperation 
like that didn't wasn't with you but that you observed from outside. Did you experience anything 
like that? 

C: No, we didn't have any bad experiences as such.  

4.D I: Okay, you didn't see them like arguing or something like that. 

C: No, not really.  

5. I: Okay, cool. Generally, did your state reach your expectations? 

C: Yes, I would say that it did. 

5. I: Okay. And did you build up any important aspect about physical surrounding that you might 
have missed or found very useful. That wasn't really in your expectations, like it could be if they 
had a pool or something like that, or a gym or.... 

C: No, they didn't have any extra than what they advertised online. 

5. I: Okay, and did the difference between your expectation and what you actually experienced 
with the service quality have an impact on your final experience. Or was it just like for example, 
what you really expected and what the experience was with the service quality did it have any 
impact on your on your experience final experience. 

C: No, I would say that it was what I expect that and terms of service.  

I: Okay, okay. All right, thank you. 

C: Thank you. 

Participant 3 (P3) 

I: Interviewer 

H: Participant 
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H: I am 27 and I work full time. 

I: Okay, well what do you work with? 

H: software development.  

2 I: Okay, cool. How often do you travel 

. H: approximately twice a year, 

2 I: okay and how often do you stay at hotels out of these two times. 

 H: depends on where I goBut sometimes, both of them are in hotel. 

2 I: Okay, cool. When was the last time you stayed at a hotel. And where was it? And what was the 
purpose of your stay? 

 H: last year when I was on holiday in Las Vegas. I was super excited about going on holiday to Las 
Vegas. 

2 I: Okay, cool. And how many stars, did the hotel have? 

H: It was a five star hotel. 

2 Okay. And how do you and where do you choose which hotel you will stay at? 

H: It depends. I was going with someone else and they had booked that hotel so I might aswell 
take the same hotel, but sometimes if there is a good deal I might take that or just if there is 
somewhere I need to be I might choose to take a hotel near that area. 

2 I: Okay. And how many stars do you usually look for when you book a hotel?  

H: Someplace between 4 or 5 , like, like, I go upwards not downwards.  

3.A I: Okay, cool. What extent do you find that the environment, makes an impact on your overall 
experience of your stay at a hotel. Do you feel like the environment has an impact on your stay like 
it can be if you're going to a beach holiday, if it's close to the beach, or if you're in the city its close 
to the city or whatever. 

H: Yeah it does have an impact, obviously. 

3.A I: Okay. And what about the interaction with the staff. Does that have an impact on your stay 
or you don't really, you don't really care about that? 

H: I don't really give it much thought. 

3.A I: Okay, So you say out of those two you will say that the environment is more important for 
you when picking a hotel. 

H: Yes, location.  

3.C I: And what kind of expectation do you build up when you book a hotel, like this can be like the 
rooms or the food or the physical surroundings or, which, what do you look at, mostly? 
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H: For me it’s the physical surroundings. And the reason why I'm going. I don't really give the hotel 
that much thought… As long as it is clean. 

3.C I: Okay. And do you feel like if we take the last one as an example. The digital representations 
when you look at like their website or the pictures provided by the hotel, do you did you feel like it 
would live up to your expectations  

H: Definitely. So it actually didn’t take me much time, I made a reservation without hesitation after 
I saw the pictures of the hotel. It was also nice that they made the payment process really easy, 
with nice net-bank interface.  

3.C I: Okay. And does the reviews, increase or decrease your expectations normally? 

H: I tend to actually not use my time on reviews, because people who had a bad experience are 
the ones who would normally write the reviews.  

3.C I: Yeah. Okay. And did you build up any expectation about the level of interaction with the 
employees or again you don't really care about that. 

H: No, I don’t really need to create an expectation 

4.A I: How satisfied were you with the facts that you mentioned above, with the physical 
surroundings and your room… Were you satisfied with those? 

H: It was in Las Vegas, so yes.  

4.B I: Okay. And what about about the hotel room and such 

H: Yeah, it was very clean. So yeah, that’s what I really care for in a hotel… its clean and all the 
other stuff the surroundings. 

I: Do you have like a general expectation that food is not good in hotels or? 

H: No, no, not really.  

4.B I: If we go into a bit detailed. How spacious did you find your room? 

H: That was huge. 

4.B I: Okay. And what about.. how practical did you find the arrangement of the facility spaces 
such as like the equipment or was there anything non appropriate like regarding to like layout of 
the furnishing or equipment or such like that it not only in the room but also in the hotel, was 
there anything you noticed or, not really? 

H: Atleast for me it was fine. 

I: Okay, so there wasn't anything specific like the restaurant was a weird place or.  

H: No. 

4.C I: Okay. And was it easy to navigate yourself through the facility like if you had to find the 
toilets or the restaurants and stuff like that. 
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H: No but that’s because it was las vegas, and there is a casino everywhere so it can get difficult to 
find. 

I: Okay. So you had to ask the employees or? 

H: Sometimes yes, to find around, because the hotels there are huge.  

4.C I: Okay, yeah. And compared to the star rating of the hotel or your expectations. Did the 
quality of like the materials and the place objects and the comfortability, did it live up to your 
expectations and the rating of the hotel. Do you think? 

H: Yes, that's fine. 

I: Yeah. Okay, so it lived up to the five star, you would say? 

4.D H: Yeah, okay. And how helpful Did you find the staff, like, were there, like clear 
communication were there like frustration when you first checked in, or something?  

H: No they were definitely helpful when I needed it. 

4.D I: Was there anything specific action that they did that you found helpful, like.. 

H: No just the fact that they did their job well. 

4.D I: Was there anything they did that they normally, that you wouldn't expect that didn't require 
to do that added to positive or maybe negative impact for your over all experience 

H: No 

5. I: Okay. After your stay, do you think that it actually lived up to your standards, like,  let's say 
that you looked at the pictures online and stuff and did it actually live up to your expectations, 
after your stay.  

H: Yeah 

5. I: Like for example maybe the rooms look too big and the pictures and or too small and in 
reality, maybe they were much larger. Was there any like small details like that. 

H: No, I had the smallest room but it was still big. 

5. I: So it was maybe unexpected? 

H: Yes a bit 

5. I: And did you build up any important aspect about the physical surrounding it could maybe be 
something that you missed or found very useful maybe like, I don't know, the casino or if there 
was a pool or the gym or something like that. That wasn't really in your expectation when you 
went there, or.  

H: I think it had that stuff, but I was actually busy so I didn’t get to really use it, to be honest I just 
used it to sleep, the hotel.  

5. I: Okay. Did the difference between your expectation and the experience service quality have 
any impact on your final experience or was everything… 
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H: Everything was just top notch. 

I; Okay. Thank you. 

H: You're welcome. 

Particpant 4 (P4) 

I: Interviewer 

M: Participant 

M: I am 25 years old and I am a student and I work as a part time job in a fitness studio 

I: Okay, cool. And how often do you travel? 

M: I try to travel three, four times a year.  

I: Okay. Out of those, how many do you stay in hotels?  

M: Like in probably half of those as well. 

I: And when was the last time you stayed in a hotel 

M: One year ago, in November, in tel aviv. 

3.B I: how do you choose which will hotel it will stay up? And where do usually? 

M: I, first of all I look for I think location is really important. And then I look for price. And if both of 
those are okay, then I look at reviews just to make sure that I'm picking a good hotel.  

2 I: Okay. How many stars do usually for? 

M: Around three. 

2. I: Okay. And do give any feedback about your stay afterwards or you don't really 

M: I only give a feedback it's it's either really good or really bad. But if it's just whatever and I don't 
even notice that I’m in a hotel then I don't say anything.  

3. I: Okay. So we have a few service scape related questions like before you actually stay at the 
hotel. 

3.A I: So to what extent they find that the environment makes an impact on your overall 
experience of your stay at a hotel. 

M I would say quite a lot, because, you know, it's really important where the hotel is located. It's 
always, you don't really want it to be on a busy street or something. It's really nice if you can see 
some parks around it. So I think the environment is important.  

3.A I: And what about the interaction with the staff? Does it have an impact of your overall stay? 

M: Yes, because I really am a very sociable person. So I would often just say hello to everybody 
that works in the hotel, so I do expect them to interact back, Although I know some hotels have 
very strict policy about that, like leave the customer alone, but I prefer when they interact 
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3.A I: and do find those two things like similar important or do you think that one of them is more 
important than the other one with the staff or the environment? 

M: I would say the staff is a lot more important. 

I: Okay. Okay.  

M: And like because the staff can make you forget about where you are, 

I: yeah, okay. Exactly. Yeah. 

3.B I: And you're doing some research online pro choosing your hotel. And what does this include? 
Like the look at like pictures or like reviews or what is the most important? 

M: So normally I would always go on tripadvisor and I do read reviews and I think the most 
important part is when you scroll through the pictures that other people took, not  the pictures 
that they hotels post. so that's the first two things I look at, first the pictures that people took and 
then what they said about the hotel and its always nice to read you start with the bad ones, and 
then you go with the good ones. And then you go in the middle, so you know kind of what the 
truth is. 

I: Yeah, okay, cool. 

3.C I: And what kind of expectations Do you personally build up when you booked a hotel? Do you 
have any specific like it can also be like, like your room or like the food or  

M: So I do expect them to to be clean. That's the first thing. I do expect it to look exactly like in the 
pictures. I don't necessarily expect that they have a restaurant or they have food but I do prefer if 
they have, you know, they're very open and they give you a guide of the city and they have this 
little area at the reception, “okay, so I'm here to answer every question you might have, and then 
they give you recommendations of where to go”.(What the staff should say) 

3.C I: These are like, like on the top scale if you had to, like rate them, like it's the most important 
for you like these things. 

 

M: Clean. It's very important. And then it would be them recommending me stuff so interacting 
with me a lot, then it would be maybe… yeah, I don’t really have a lot of expectations for a hotel, 
you know except being.. you know also being safe that’s also important, but they normally are so 
just… it just have to be clean and people talking to me 

3.C I: Does the digital representation of the hotel officially provided by the hotel regardless of 
reviews made you feel that the choice of hotel will live up to expectations.  

M: No, because in my experience, I went to a lot of hotels where in the beginning where i just 
looked like at, I found their website and I saw the rooms and I saw how it looked like and then I 
booked It and I went there and that was so untrue… so I don’t trust them necessarily based on 
their website I prefer human reviews of their experience. 

3.C I: And like that those reviews did they increase or decrease expectations? 
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M: It kind of decrease the expectations because there's a lot of bad reviews and then you are 
thinking “oh so it is how it is but the prices are still affordable, this little thing was really important 
for the people that reviewed it but its not necessarily as important for me, so im already expecting 
less and then if I got there… if you go there with fewer expectations, there is always a bigger 
chance you gonna be satisfied because theres no room for so much disappointment on their part. 

4.A I: Okay, how satisfied were you actually like in your last was it with the things that you 
expected most like was the cleaning room and you know, the interaction with the employees and 
stuff? 

M: I would say quite a lot because you know, it was it was a vacation, it was at the seaside. 
Everything was clean. I wasn't staying so much in the hotel compared to other times. So I had very 
little interaction with it, so I didn't actually have time to see anything wrong. So I just appreciated 
having room to come to that  was clean. I don't normally allow people to clean my room while im 
gone, so if I stay for like, seven days maybe I allow them one time so I really appreciate my room 
being left alone and safe, so that was actually really nice, because I don't like hotels where they 
force that on you where they say, every morning at 11 there is cleaning time. No no, I prefer 
working on this little thing together, today I wanted today I wont and that’s important to me and 
they did that and they also had amazing food. I know I said that was not important, but man it’s a 
plusy  

I: Yeah, when it happens, it's nice, right? 

M: Exactly. It's just a little extra. Because also if you're traveling, you maybe want to experience a 
lot of, you know, local cuisine and stuff and you want to see all the restaurants. But at the same 
time, if you're if you're really tired and you're really exhausted from older, older sighting, it's nice 
to know you have food at the hotel and you can just order to your room.  

I: Do you have like a like a expectation that hotel food is not good in general? 

M: Yeah, because it's not like I go to super expensive hotels. So three star hotels are normally... it’s 
eatable situation, they don't put so much effort into how the food looks or how… super crazy 
dishes they just do a basis necessity  

4.A I: Okay and what was your if you take the last experience again what was the over all 
impression of the hotel? 

M: The overall impression was that they are, they are what I booked, they are what I expected it’s 
just that they don't put so much effort into design or something. They just put a lot of effort into 
functionality. So it wasn't necessarily visually pleasing to be at that hotel. You felt like what you 
paid for… they never offered anything extra on top of what I paid or anything  

4.B I: Okay. How spacious did you find your room? 

M: …Not a lot… in the last hotel I didn’t  

I: it was a three star hotel right? 

M: Yeah, It was just two beds, and just a little TV, a little desk area. And a chair… you didn’t have 
enough space to move around. The hall was so tiny. So it wasn't… you couldn’t do much in that 
hotel room it was strictly for sleeping, and then going and sightseeing, but I guess that's what most 
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hotels are by the seaside compared to if you are in the city and you have to be stuck in your hotel 
room 

4.B I: Okay yeah. And how practical Did you find like the arrangement of like the, like the facility 
spaces and maybe the equipment and maybe if you recognize something non appropriate like 
regarding to those things like it can be like the furnishing or 

M: all hotels I've been at every little hotel is just on a strictly design and they offer what they offer 
and nothing extra so its never.. you know the comfort of your room where you have space to look 
around, its always just a little bit and a little area for you to go around the room go to the balcony, 
go back to the bathroom and its just… its just functional its never for enjoying your free time in the 
room, unless you enjoying watching TV…. But I would never use it. If there was a desk there I 
wouldn’t use it  

4.C I: how easy Did you find to navigate yourself through the hotel? Like if you had to go to the 
toilet in the hotel or the restaurants like Was it easy to just take the last hotel as an example 

M:  quite easy. I mean, I only spent the first day going around, see where everything is if they have 
a sky bar, just check out how to get there. Or an area for bathrooms. I like to check those out 
because I always go out late, and then when I come back, I just have the key and nobody's in the 
hotel and you cannot ask anybody. So what I normally do is I always try to navigate and find 
everything in the hotel in the first day when I arrived, and then I know where everything is. just to 
be practical.  

4.C I: Yeah. And in what extent did you find the conformity with the implicit surroundings and this 
is like, like the quality of materials used and placed objects and stuff like that compared to the 
rating of your hotel like with the three stars is that was that to your expectations? Was it like 
higher quality or lower quality, 

M: Lower quality.. they never spend so much time on design or quality, they just care about having 
….. I never had like pieces of art that you can enjoy in the hallway in the reception area. It's always 
just what it needs to be. Nothing extra. It's always just… I don't know how they make the pictures 
online, but online it always looks better than what it is in reality. In reality its just a smelly wood, 
old and I don’t know, its very different.. I don’t how they take those pictures 

4.D I: Okay about the interaction with the employees. how helpful Did you find the staff like in 
regard of like clear communication, friendliness? Or did you was there like any frustration or 

M: no because the last time I really liked it because they didn’t force their own hotel policies on 
me… we had very nice talks, I had to make a joke with the waiter then he laughed and then I made 
a joke with the receptionist and he laughed so nobody was stuck up. everybody was very open 
minded but I guess that’s how you have to be when it’s a touristic area. 

4.D I: Yeah, yeah okay. What was those actions that the staff did for you and you found helpful 

M: I don’t think they did anything I didn’t ask them to do  

I: So maybe like if you asked for a way or something 
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M: I’mpretty sure they would. They would. But last time I traveled I have, like, we had a very clear, 
I had somebody that knew the area. So I didn’t need to ask for directions or anything but im pretty 
sure they would.. they seemed very open to tourists 

4.D I: did you find anything that they did that wasn't like really required, however, it was like 
adding to a positive or negative impact. 

M:Well, talking from social point of view They're supposed to be very straightforward and they 
have to do this, they have to do that. But these people actually got very personal and I like to learn 
their names. And when when I learned the names, you know, they're very much open to talk And 
joking with you and that's not something that they normally do they just have to to keep it 
professional but I always managed to get to them and I really appreciate when they when they get 
out of their security blanket and they start making the joke back.. so I really I really liked that  

4.D I: Okay. And did you experience any like conflict or anything between the the members of the 
staff like inbetween them..if you saw something  

M: No not visible.. not even when I checked in or checked out… 

4.D I: Do you think that the environment could have any impact on the staffs behavior, whether 
negative with you or between each other thinking about loud music, bad vision, layout of furniture 
etc 

M: I think it does, Because you will just get tired. You get tired from how many customers you 
have to interact with having the same speech all the time is also just frustrating maybe sometimes 
that’s why I like to joke with them so they snap out of it. I think in most hotels, you know, it's just 
either no music or just very little you can hear it somewhere in the corner anything that is benefit 
of these people who have to work there eight hours or 12 hour shifts. And also if t's a very 
crowded area. I think people just keep stepping on each other's toes and that cannot be nice. But 
not that I noticed that… normally like very touristic places. They have a lot of space because they 
also have a lot of employees they have a lot of capacity people are giving each other space there.. 
maybe if its really hot but there's always like crazy amounts of air conditioning in these hotels.. 
that’s annoying 

5. I: The air conditioning? You don’t like that?  

M: No because its so much colder in the reception compared to rest of the hotel and for example 
if you come from the outside and it hits you in the face all the time. Im too sensitive for that 

5. I: And if we go back to like the loud music and stuff like that, did you did you? Did you feel like it 
had any impact on your like overall overall experience or? 

M: No I actually don’t remember any music… I just remember silence at that hotel  

5. I: Generally did your state reach your expectations 

M: I would say out of all the hotels I’ve been at, 7 out  of 10 times my expectations are always met  

I: that is a good number 

M: but that’s because I make a lot research before and normally where I was not happy with the 
result it was when I was not the one booking the hotel for example we went on family vacation 
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and my dad picked the hotel or we had to travel with a lot of friends and we had to go for 
something that was affordable because being students it has to be affordable 

I: so money also has a… 

M: yeah so we had to compromise. Quality for affordability and you know when Im not in charge 
where we go I normally tend to get a bit disappointed of the service but that doesn’t really stick 
with me because I value the experience im having at the hotel with my family and my friends so in 
the end that’s why I never I think I ever left a bad review, because it was never that bad my 
experience was always overwhelming.. I forgot how bad the hotel was 

I: Okay, so the social with your friends was.. 

M: Its more important yeah 

5. I: okay. And did you build up an important aspect about the physical surroundings that you may 
have missed or found very useful however, it was not among your expectation 

M: I mean I been once to a hotel where it was like super fancy online and people loved it and a lot 
of people went there. And then when I went there, it was just like backwards, It was it was 
supposed to be exactly on the beach, and you would expect it to be… having easy access to the 
beach from the hotel. It was a maze to get to the entrance of the hotel… I was getting lost 
everytime.. I don’t understand how they built that freaking hotel and I don’t understand why its so 
popular.. the entrance was just so messy. It looked like a back entrance. And yet somehow 
everybody loved that hotel.. Maybe I never found the front entrance maybe I went on the back 
entrance all the time…  I don’t know (laughing).. that was one weird hotel. 

5. I: And for example with that hotel, it all seemed like normal online and it was first like you 
couldn't like really do any research about it because everything seemed normal and the reviews 
were good. 

M: Yeah, but I think its because people don't care because it's just right On the beach, and people 
are like ahh of course they don’t have a great entrance because there is a lot of sand and they 
don’t want that so they want you to go around.. I think people made reasoning behind why they 
cannot find the entrance but because.. yeah in the end if the entrance was… cause all the hotels 
were outside of the beach but that one was like sand and hotel so I think it makes sense why it 
doesn’t have like a grand entrance.. 

Did the difference between of your expectations and the experience service quality had any 
impact on your level of final experience and here we are thinking about disappointment or 
arousal. 

M: The thing is that… Its very few times where I’m really impressed, so most of the time I’m very 
neutral. When I talk about my holiday or where I've been, I rarely mention “oh by the way, this 
hotel” because its normally all of the hotels are kind of standard… I think, especially when you go 
through a three star hotel, it cannot be too good or too bad. So I normally stay within that little 
area.. so for me when it comes to arousal for hotels, It doesn’t happen im just neutral about hotels 

I: Okay, you never had like any, like, where you think like, Okay, wow, it was so good compared to 
three star or wow that was really bad compared to it was a three star 
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M: I had one time a hotel in the middle of Bucharest where they delivered cocktails at seven o 
clock every night and I felt that was freaking amazing I remember I was taking a picture I 
remember one time they were serving Martini and I made a joke with the receptionist that 
goddamn you forgot the olives and they send the waiter back with just olives. And I thought that 
was hilarious. But you know that’s whatt I mean.. It's always about the social aspect for me. 
Because in the end they just delivered cocktails… yeah you can also just ordem them it’s kind of 
relatively cheap but in the same time they're just funny and were willingto walk around for you 

I: That's also a part of like the servicescape you can say, you know, so it's, it's pretty good. 

Okay, that was it. Thank you. 

Participant 5 (P5) 

I: Interviewer 

P: Participant 

P: Hello. I'm 30 years old, and a student. I am doing my master's degree right now. 

I: Okay, cool. How often do you travel in a year? 

P: I would say, once a year 

I: Okay. And do you usually stay at hotels when you travel? 

Yes.  

I: Okay. And when was the last time you stayed in a hotel? 

P: It was actually last summer.  

I: And where was it? 

P: It was in London, the UK.  

I: Okay. Where and how do you choose which hotel you will stay at usually? 

P: I usually just browse on the internet and see like the cheapest and the most how should I say 
the… most convenient hotel, depending on where we staying.  

I: Okay. And how many stars do you usually look for when you have to book a hotel. 

P: I would say, it differs some time because some hotels could have a little bit better, or atleast as 
the same amount of quality as a four star but at least three to four star hotel. 

I: And do you give any feedback about your stay? 

P: It depends on if I had a good experience, or a bad experience but mostly, if I if I have a bad 
experience, I give a feedback.  

I: All right. And what extent do you think that the environment, makes an impact on your 
experience of your stay at a hotel. For example, be like, like if you're going for a beach holiday is it 
important that it's close to beach in a nice area, or if you're going to London City is it important 
that it's in the city or?  
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P: Well, if it's a beach is a beach on the day or in that form, I would say, yes, as close to the beach 
but I also close to the city… So, it will be in between. But if it's a holiday you visit a big city like 
London I would say, close to close to the central as much as possible. So the environment, or the 
distance towards the opportunities, shopping and all that good restaurants will be a big factor.  

I: Okay. And that was the case last time you went to London for the hotel? 

P: That was the case. Yeah, we actually booked the hotel close to where the Carnival was so it was 
close to where the event areas was, that was kinda nice. 

I: Okay, cool. What extent do you find the interaction with the staff? Does it have an impact on 
your overall experience? 

P: I would say, for me personally is the most important thing, because you might need some things 
like in London, it was raining two or three days so we needed some umbrellas, we needed some 
umbrellas and the staff was very nice and polite. Sometimes you need iron, and then other stuff. 
So it was kind of convenient to have a good relationship or good communication with the staff so.  

I: All right. And out of those two, which one do you think that is most important the environment 
or the interaction with the staff for you? 

P: I would say the interaction with the staff because the most important thing is that you, you 
have a pleasant stay, and the comfort should be there. So I would say that. 

I: All right. And what do you usually look at when you research online, like do you look at like the 
pictures or videos or reviews and, like, do you have any specific website, or? 

P: Oh, I usually check, two or three different websites, but I'll always start with booking.com. From 
there I will try trivago. And I will usually price match the different hotels, on the different sites to 
see which, which would be most convenient for me and a good thing would be to book early so 
you'll get the right price. 

I: All right. And is there any specific reason why you choose those websites and why do you trust 
them? 

P: Well the specific reason I chose those is just like being comfortable with them because I've had 
previous experiences, using those sites and it kind of went well so. So I would say just pure 
conveniency.  

I: All right. And before going to a hotel. What kind of expectation do you build up this can for 
example be with the rooms or the food or the physical surroundings and which one  do you think 
is most important for you. 

P: I would say the surroundings and all that pretty much do research before booked a hotel so for 
me it's always about the room and the comfort. So, that's the most important thing that the 
rooms are living up to the expectations I had when I booked, 

I: And which one do you think does influence your decision most, that rooms look nice or just that 
the area is kind of the good area for you or? 

P: I would say the rooms because the area is pretty much decided beforehand. 
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I: Okay, cool. And what about when you look at the digital presentation of the hotel like the 
pictures that the hotel actually provide. Do you think like, if you take the last one as example in 
London. Did you think that when you look at the pictures that it lived up to your expectations? 

P: Totally. It totally lived up to our expectations because of the chain of the hotel was pretty much 
a one I've used before, and a different holiday so they kind of have the same standards across the 
board. 

I: Okay, that's cool. And does the reviews increase or decrease your expectations? 

P: I actually look at the reviews because if the pictures of the hotel rooms kind of looks a little… 
how should I say… let's say not up to standard… I tend to look at the reviews to get that extra, you 
know, sensible feeling that this may not be for me.  

I: Yeah. And you also build up any an expectation with the interaction of employees as you said 
before? 

P: Yeah, I would say that. Yeah. 

I: All right. And, like, Is there a reason why it triggers those expectations like when you let's say the 
last hotel as an example. Did it say in the reviews that you know, the staff was good or the rooms 
were good or, like, Is there anything that triggers those expectations or is it just for you like that in 
general 

P: I would say the rooms pretty much, because you tend to as a human being, you tend to, you can 
communicate with a person, to a certain degree and  smooth things out but the room should be 
the thing that I'll look for in the comments. 

4 - I: Okay. And then in the actual hotel stay how satisfied were you with those factors that you 
mentioned that was important like the physical surroundings and the rooms and yeah whatever 
you thought that was, that was important. We were you actually satisfied or? 

P: Yeah my last day I was very satisfied. It lived up to our expectations.  

I: Okay. Do you have a general expectation that food is not good in hotels? 

P: Generally? What do you mean? 

I: Like, usually, some people have like this expectation that food is not good in hotels. Do you have 
that idea or you don't really agree on that? 

P: I kind of have that idea. But it depends on which country you are at because food culture differs 
from country to country and from holiday to holiday but last my last experience in London, the 
breakfast was, was not that good.  

I: Okay. And we go into bit detail how spacious did you find your room? The last one you stayed at 
again 

P: It was kind of we switch rooms, because the first one we got was kind of for some strange 
reason we kind of was sneezing a lot and was kind of dusty… so we changed room, and the second 
one they gave us was quite spacious so that was very nice. 
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I: Okay, and did it actually like live up to the standards of the digital representation you saw about 
the rooms etc? 

P: No, not that like the first room was actually the room we booked but the second one was much 
more bigger and spacious so the first room was lived up to the expectation, but there was some 
minor things that didn't live up to…. 

I: …It didn't quite look like the pictures maybe? 

P: No, There was some sort of issue with the air… the window was kind of shut and you could open 
it to a low degree so people cannot come inside from the other side. So that, that made the room 
a little bit dusty and we were sneezing a lot so that's why we had to change. 

I: Okay, I see. And how practical did you find the arrangement of the facility spaces, this can be like 
the equipment’s or was there anything like non appropriate regarding to the layout of furnishing 
or something in the hotels that you thought that was like…. 

P: I didn't have that experience, actually. From the pictures of when I booked it to the actual stay 
was pretty much the same as in the representation.  

I: All right. Was it easy to navigate around the hotel with like finding the restaurants and the toilets 
etc? 

P: Very easy, very easy, it was kind of convenient.  

I: All right. And compared to the star rating of the hotel or your expectation. Do you think the 
conformity, and the quality use of the materials etc, did it live up to the stars of the hotel or your 
expectations? 

P: It did it did. The expectations were met up. But the only thing was, as I mentioned earlier the 
rooms, how should I say… the hygiene or something like that. That wasn't the best for the first 
room, but when we change it kind of lift up.  

I: But in general, like the stars of the hotel, how many was it? Three or four stars? 

P: It was a three star hotel, yeah. 

I: Okay so like the quality etc did it live up to the three star you think? 

P: Generally yes but not the first room. 

I: Okay, so the first one was a bit problematic, I guess? 

P: Yeah 

I: Yeah, okay. How helpful did you find the staff was there like clear communication or was there 
like frustration while you were speaking with them or? 

P: They couldn't understand the first, what we meant… In regards to the first room that the dust 
made of sneeze. They couldn't understand that and we had to elaborate and trying to tell them 
that. But the second room made it a little bit better. So the staff were… the communication wasn't 
like tip top because of the less understanding for our view. 

I: Okay, I see, so there was a bit of frustration, I guess, there? 
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P: There was. 

I: And was there anything they did for you that you found helpful?  

P: They accepted our requests to trade room so that was, that was a positive step towards giving 
us a comfortable stay. 

I: And did they do anything that that wasn't really required that was adding a positive or negative 
impact for your stay? 

P: Yes they actually gave us free breakfast. 

I: Okay, that's pretty good. So that's a positive, I guess? 

P: Yes.  

I: Okay. And did you experience any like conflict or cooperation between the members of staff that 
you observed from outside? 

P: There wasn't no conflict, it was kind of laid back hotel where the staff was pretty much chill. So, 
I didn't 

Nothing.  

I: Okay. And do you think maybe the environment could have impact on staff’s behavior, like 
maybe if there's too loud music or the layout of furnishing or something like similar like that? 

P: Well, the furniture and the layout was pretty nice so I could, I could sense that the staff were 
pretty satisfied with their workplace. So it had a positive impact actually. It was nice and clean. 

I: Okay. And did you build up any like important aspect about the physical surrounding that you 
might have missed or found useful. That wasn't really among your expectations. This can be like if 
there was like a gym or a pool or something like that? …Or a really nice restaurant that you didn't 
expect 

P: Actually yes, to be honest, there wasn't a gym. But, the hotel had a deal with the gym, which 
was close by. But you have to pay for it so that's the only negative thing. But, we didn't see that 
when we were booking the hotel… but it would have been nice if the hotel had one itself. 

I: Were you expecting that they had a gym or you didn't? 

P: No I wasn't expecting that, but that could have been a positive surprise. 

I: Yeah, okay. Did the difference between your expectation and the experienced service quality 
have an impact on your final experience? 

P: I pretty much expected that every time I travel when it comes to hotels that the service quality 
should be  very, very good and very high so for me that was kind of nice. 

Okay, so in general everything reached your expectation you could say? 

P: Everything reached my expectations and minor things that there were when it came to the 
changing and switching of the rooms were met. So that was kind of positive. 
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I: Yeah. Okay, cool. Thank you for your answers. 

P: You're welcome. 

Participant 6 (P6) 

I: Interviewer 

A: Participant 

A: I am 27 years old. My full time job is web development. 

I: How often do you travel and how often do you stay at hotels? 

A: Well, when we are not in Corona times I want to say two or three times a year. Maximum. 

I: Okay out of those How many do you stay in hotels? 

A: At least two times a year.  

I: Okay. And where and how do you choose which hotel you will stay at? 

A: I know some people have preferences for going back to the same place they visited previously 
but usually they just go to go to hotels.com or, or booking.com or similar and select whatever 
whatever's within a price range. 

I: And when was the last time you stayed at a hotel? 

A: I think 10 months ago, roughly.  

I: Okay, cool. How many stars do you usually look for when you book a hotel. 

Im not so picky about that, because the pictures of the hotels usually the pictures of the hotels 
usually go a long way. Plus like the five star hotels can have pool areas and a balcony whatever, 
with a hotel room. And a good three star hotel can sometimes I guess include the same amenities. 
So stars aren't really about that important to me.  

I: Okay. And do you usually give feedback about your stay or. 

A: No, actually almost never except if I was prompted to by the by the hotel itself, but if it it’s a 
small family run business I think they deserve like the feedback, where if it's like big 
conglomerates like the Hilton whatsoever don’t really need the same amount of feedback. 

I: All right, cool. And what extent does the environment, make an impact on your overall 
experience of your stay.  

A: environment such as like the surroundings of the hotel? 

I: Yeah, it can be like, let's see if you're going for a beach holiday and does it have an impact that 
it's close to the beach or. Yeah, or in the city… 

A: The surroundings are quite important I like to do transits, to make sure I get close to where I 
want to be. Unless of course is the whole the whole experience is like an all inclusive thing then 
you don't need to go anywhere, obviously. But if you plan on using the surroundings I want to be 
close to them. It’s important. 
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I: And what about the interaction with the staff does that impact your overall experience or you 
don't really notice it? 

A: It depends on like the necessity of it. I really appreciate like for example in like a small like 
family owned hotel I would prefer to see some human services, human interaction to a certain 
extent. 

I: Which one do you find more important, the environment or the interaction with the staff? 

A: The environment 

I: And when you do your online research. What does this research, like include Is it like pictures or 
reviews or what do you look at mostly for when you have to pick a hotel.  

A: I usually also tend to look at reviews more if they scale up and down and want to see what 
peoples expectations are prior going to this hotel.  

I: And what kind of expectations do you build up, when you book a hotel this can for example be 
like the rooms or the food or, like, what do you like, what do you expect kind of? 

A: hard to answer I usually when I book a hotel, it's usually not for the hotel experience it's usually 
for the like whatever its surrounded with for example sports or for skiing reserves, so forth, 
meaning that the whole, the whole hotel experience is a secondary depending on whether I'm 
traveling for skiing or for something else.. if I am going for like a beach vacation I want the food 
experience from the hotel to be quite up there, well as during skiing it doesn’t matter that much 
how the food tastes, but it really depends on what im going for. 

4 - I: Okay and what kind of hotel did you stay at last time, like the rating and like where it was 
located.  

A: It was located in a skiing area and we were there for a competition although it wasn't like a 
luxurious place and it really didn't like matter either. We spent the nights and slept and during the 
daytime we were everywhere else. So, in that case, it was natural that the hotel was cheaper, but 
centrally located to the skiing area but without any extra bells and whistles… 

I: And how many stars was it? 

A: Three stars.  

I: Okay. And if we take that hotel as an example, did like the digital representation, officially 
provided by the hotel did it really live up to the expectations or? 

A: No actually it was a little bit off. It didn't matter that much but it wasn't the exact pictures that 
were put up at the website… it was subpart, below standard.  

I: Okay. And did you build up any expectation about the level of interaction with the employees 
before you went to the hotel? 

A: Not really, but I did expect a certain level of contact with the employees but there wasn’t as 
much interaction as I expected. I don’t know if it’s for the better or the worse, but it was definitely 
less interaction with the staff than I expected. 

I: What was your overall impression about the hotel? 
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A: I like the fact that it was close to this whole sporting venue and close to where we wanted it to 
be… but I wouldn’t recommend it… it was just a place to sleep really. 

I: Okay and how spaces did you find your room? 

A: It was actually a two bedroom, two bedroom flat for four people so it's like a sleeping couch 
thing so I want to say spacious but it wasn't designed for sleeping… it was just a living room 
basically. 

I: Okay cool. How practical did you find like the arrangement of the facility spaces, this can be like, 
like, as well as like the equipments and or like non appropriate regarding to like for example the 
furnishing or equipment or such that you find like it was it was it was all good, or was it like some 
things that really wasn't necessary… 

A: It was all right, it wasn't like the most spacious apartment, but it had what we needed… we 
didn’t feel short of anything… there was like a balcony, small pool area it wasn’t too bad.  

I: Okay. And how easy did you find like to navigate yourself through the facility? 

A: Very easy, it wasn't a very big hotel, but slightly complex but it was not very big though. And it 
worked all fine 

I: Okay and compared to the rating of the hotel did you find like conformity with the surroundings. 
This can be like the quality of materials or like the place objects and stuff like that. 

A: They were rebuilding part of the facility when we were there but I wouldn’t rate it three star 
myself. 

I: So it didn't really live up to the standards of the three stars, you would say? 

A: No it did not 

I: Okay, cool. Just in general how helpful Did you find the staff like regarding of clear 
communication or frustration or friendliness, was there anything that 

A: I would rate it 7 out of 10 I guess the helpfulness was there but there was kind of a barrier. 

I: Which country was it in? The hotel 

A: Italy 

I: Okay. And was there like any actions the staff did for you that you found helpful? 

A: all the regular stuff like the room cleaning when we were not there was fine and on point. And 
then all the interaction we really had was once with the front desk when we checked in and didn't 
see him ever again. And that was all right I guess. 

I: Okay. Were there anything that you didn't really require but that they did to have like a positive 
or negative experience. 

A: I wouldn't say so, no. We got what we asked for and that was about it. 

I: Okay. And did you experience like any kind of like conflict or cooperation between the members 
of the staff, like, not with you but just like in between them. 
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A: Not in between them but we had this problem when we checked out and somehow they 
required that we needed to pay in cash so we had to go find a cash machine which was kind of 
unprofessional. They could have had handled it online or at least tried to service themselves. But it 
was a five minute ordeal and it was over, and they were no more problems. 

I: Okay. Do you think like the environment could have an impact on the staffs behavior? 

A: Possibly. The place we went to is very like touristy, and basically only runs once full speed like 
this two times a year when there's a lot of sporting events in town. It might have an impact. They 
weren't really like geared for, like, reviewing their own tourism levels all the time. They have you 
two times a year to practice really. 

I: Do you think that overall it had an impact on your experience?  

A: I think it did have an overall impact on the experience… but I could go back there definitely 
because the location of the hotel. The fact that it’s close to the venue… 

I: And generally, did your stay reach your expectation? 

A: Yes it did, but not because of the hotel 

I: And did you build up any important aspect about the physical surrounding that you may have 
missed or found like very useful. But that wasn't actually in your expectations. 

A: No not really. 

I: Okay. Did the difference between your expectation and actually the experienced service quality 
have an impact on your final experience? 

A: Yes, I think it had an impact, but not a groundbreaking one. 

I: Like a negative one? 

A: Yes, slightly more negative than expected. 

I: All right. Thank you. 

A: You are welcome. 

Participant 7 (P7) 

I: Interviewer 

S: Participant 

S: Hi I’m 26 years old, I work as a student in an insurance company and studying my masters 
degree. 

I: Okay, cool. And how often do you travel and how often do you stay at hotels, if you just maybe 
have a like a general idea? 

S: I do no travel as much as I should do. But compared to one year I've traveled around one to two 
times. 

I: Okay, cool. And how often do you stay at hotels from this one to two times? 
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S: I mean, last time I traveled, I stayed at Airbnb, so I don't know if that's a hotel as well. But the 
last time I remember I went for one hotel. 

I: Okay. Okay. And what how long ago was it that you stayed at the hotel? 

S: Four years ago, four or five years ago.  

I: Okay. And where and how do you choose which hotel you will stay at? 

S: I actually do some research before I travel, look around to see what kind of hotels there are in 
the city, and normally I pick three hotels and choose one of those while I compare the prices, stars 
of the hotel and the availability for public transport and so on. 

I: Okay, cool. And do you look at how many stars the  hotel has when you book it? 

S: Personally, doesn't matter how many stars it has, as long as it is a comfortable place, a safe 
place, and the price is good. But I would probably say it has to have minimum three and up from 
there. 

I: Okay. Do you give feedback after you stayed at the hotel? 

S: No, I don’t. 

I: Okay. To what extent do you find that environment, makes an impact on your overall experience 
of your stay at a hotel? 

S: I mean, it depends on which kind of travel I am traveling. If I'm traveling in a big city I like to just 
take an example, if I travel to Rome, Italy, I like to stay nearby in the center of all it but it is not a 
necessary thing to do that… So, as long as I have the possibility to travel with public transport, I do 
that. But when it comes to traveling, you know, traveling to beaches and stuff like that. I choose a 
hotel that is nearby the beach...  Nearby things… I do not like hotels that are too far from 
everything.  

I: Okay, cool. What about the interaction with the staff in the hotel does it impact your 
experience? 

S: I don't care as much as I should do, but what I find important is that when I get into the hotel 
the first time, I expect some sort of service I expect an overview of the hotel, what I'm allowed 
what I'm not allowed, basic information what I can find, you know, contact to the staff and stuff 
and so on. But from there on I do not care about the interaction with the staff. 

I: Okay, so If you had to choose between the environment or the interaction with staff. Which one 
will you think that is more important for you? 

S: The environment 

I: Okay, cool. Do you do like any online research before you plan your hotel and what does it 
include like do you look at like reviews or pictures from other customers or what do you look at 
when you look at hotels? 

S: As I told you before. I do my research before I travel… What I look after is the pictures of the 
hotel, the rooms, is there a nice bed, is it comfortable, do I have any TV, a refrigerator, you know 
everything that is a basic need for me and I look after price aswell, how much does it cost and I 
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look after what kind of facility the hotel has… you know, if I go to travel towards the beach, I often 
see if they have a fitness room. If it's more you know in a capital city the hotel, I look more into 
having breakfast there at the hotel, so there is a lot of different parameters on what I chose based 
on the purpose of my travel. I also read the reviews of the hotels, as I believe that experiences of 
visitors tells more than any pictures on their site.  

I: Okay, and do what do you use as websites normally? 

S: I usually use Google as my first impression of it. From there I see what kind of website, a specific 
website I rely on. I rely most on what Google is telling me and based on that. I see the different 
website and those where I see the reviews and stuff like that… 

I: And do you think, like, the last time when you were at a hotel for example, and you looked 
online did you think that the like the digital representation of the hotel, did it live up to your 
expectation? 

S: The hotels in general provide basic information and basic pictures of the hotel, the rooms. I 
don't find it, you know so convenient to interact with the website… does it have any contact 
information that's fine. 

I: Okkay if we take the example with the last time you visited that hotel… Did you look at the 
reviews online? 

S: No, I didn’t 

I: And what was your overall impression about the hotel? 

S: Compared to what I saw on the website and then my visit and stay at the hotel, my general 
expectation and experience was really good. The thing is that a lot hotels try to promote 
themselves on the websites, so as a customer you set the bar really high and sometimes maybe 
you are met with another expectation... but in my situation that specific hotel I went to my 
expectations was really good. And I went there for a second time aswell. 

I: Okay, how many stars was the hotel? 

S: The hotel was four stars. 

4 -I: Okay. And if we go more into detail how spacious did you find your room? 

S: The room was clean. That is the most important thing. The room is clean and nice. I compared it 
to my own room, because it was so clean. So it was really good it fit my needs. 

I: And how practical did you find like the, like the facility spaces like the equipment's like for 
example the layout of the furnishing, and like, if there was like a fitness room, how was it was it all 
easy to access or was it complicated or? 

S: All of the hotels that I have been at, compared to the facilities, all of them have been easy 
access so anything from the fitness room to pool… everything was easy access. 

I: Okay, was it also easy to navigate? 

S: No, the thing is that I felt that I did not have enough knowledge about the hotel so the first thing 
I was provided, in terms of information, was where my room was and from there I needed to ask 
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the staff where the restaurant, the fitness, the pool was… in those terms I needed to interact with 
the staff in order to find the facilities. 

I: Okay. And what about if you compare it to the last hotel you were at, if you compare with the 
four stars, would you think that, like the conformity like the quality of materials and placed objects 
etc… did it live up to the standard of the four stars, or? 

S: I mean you can see that furniture and all these kind of stuff they made it lived up to the four 
stars… you could also experience the staff, the service was better, they take more care of you… 
but it doesn't mean that a four star is better than three stars… it’s just that they for some reason 
was better on the service, the facilities, it was a better experience 

I: Okay, cool. How helpful did you find the staff? Like was it clear communication were they 
friendly or were there like frustration or how do you feel like if you take the example of the last 
hotel again.  

S: It was easy to talk with them. Really nice staff they had, nothing to complain about. 

I: Was there anything that you found helpful that they did… like was there anything special that 
pops up in your head?  

S: No, not necessarily. 

I: Okay, Okay. Was there anything they did that, that you thought that it wasn't necessary, but 
they actually did it, and it gave like a positive or negative experience at your stay at the hotel?  

S: As a Dane I preffer to have my own luggage nearby me but when I went to that hotel they took 
my luggage put it on, you know, these four wheels thing…  and put it up into my into my room. 
And that's a good service but you know, as a Dane I prefer to have my luggage on me… it’s not like 
it’s a negative experience but just a preference. 

I: Okay. Did you experience any conflict or argument between the staff that you observed like 
from outside or that you saw? 

S: No 

I: And if we compare again to the last hotel. Do you think that the environment could impact, like 
the staffs behavior like it could be like loud music or, I don't know bad vision of stuff or layout of 
the furnish etc? … Did you have any observation of that? 

S: I didn't have any observation. 

I: And generally did you stay reach your expectation?  

S: Yes, it did. 

I: Did you build up like any important aspect of the physical surrounding that you might have 
missed or found very useful. However, it was not among your expectation? 

S: What I found really interesting about that hotel, the four star hotel was that they had this big 
infinity pool. And, in front of it, you have a big water area or sea area you can actually see to… 
from that perspective I mean like I could either choose to be on this swimming pool, and use the 
facility of the hotel or go to the you know the big sea and swim there. But I found it that the 



110 
 

infinity pool was more comfortable was much easier to access, much more in front of me… so 
instead of going out there, outside the hotel to find places to swim, I found it more comfortable 
and easy to swim in the infinity pool, and that was a really good experience.  

I: Okay and you didn’t know that the pool would be so “wow”? 

S: No, I didn’t know. 

I: Okay. And did the difference between your expectation and the experience of your service 
quality, have any impact on your final experience? 

S: No, it didn’t 

I: Okay, cool. All right. Thank you.  

S: You’re welcome. 

Participant 8 (P8) 

I: Interviewer 

L: Participant 

I: Can you start off with just a quick introduction of yourself how old you are and what you're 
doing for your daily life. Yeah. 

L: I am 27 years old and I am a freelance graphic designer. 

I: How often do you travel and how often do you stay at hotels? 

L: I travel quite a lot I do not stay at hotels that often. 

I: Okay. And when was the last time you stayed at the hotel? 

L: Yeah, it was around a year ago. 

I: Okay. And where and how do you choose which hotel you will stay at? 

L: I usually look online. booking.com. 

I: Okay. And how many stars do you usually look for when you book a hotel? 

L: I usually go for around two three. 

I: Okay, cool. And the last hotel you stayed at how many stars did it have? And where was it 
located? 

L: That was a three star hotel located in Japan.  

I: Okay, in which city? 

L: Hakuna  

I: Nice. Do you give feedback about your stay? 

L: You mean online? 
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I: Yeah, it can be online or afterwards for, like if they have kind of like a survey after you’re staying 
or something… 

L: Yes, if they have a survey online I usually fill them out. 

I: Okay, but not online? 

L: It depends. Not usually. 

I: What does it depend on? If it’s really good or? 

L: If it’s really good I would consider doing a online review, likewise if it’s really bad I would 
consider leaving a bad review online. 

3 - I: Okay. And to what extent do you find that the environment makes an impact on your overall 
experience of your stay at a hotel? 

L: I usually book my hotels, depending on where they're located because if I'm not traveling I like 
to be close to where I need to be… So the environment plays quite a huge role. 

I: Okay. And what about the interaction with the staff. To what extent does it have an impact on 
your overall experience? 

L: It has a strong impact on the experience of the stay, but I wouldn't choose a hotel purely based 
on to staff attractions, or other staff behaves or treats you. 

I: So, which one do you find more important. The environment or the interaction with the staff? 

L: Definitely the environment.  

I: Okay. And are you doing online research prior to choosing a hotel where you're planning to stay. 
And what does this include for example you said booking.com like do you look at reviews or 
pictures and, and like, why specifically booking.com for example? 

L: Yes I usually do online research, because I want look for both economic and environmentally 
suited hotels. I feel like looking online is a very efficient way of doing this. And I will usually gauge 
the quality of the room by looking at the pictures and looking online, just searching about the 
hotels to make sure that it has as good reviews as possible elsewhere… I particularly use 
booking.com because I’ve used it before and I trust it. 

I: And it worked for you before that’s why you trust it? 

L: Yes. 

I: And what kind of expectation do you build up when you book a hotel, like this can for example 
be like the room, the food, physical surroundings and which one is more important do you think? 

L: The room is the most important alongside the price. And I usually a base my expectations on the 
pictures and the reviews and the descriptions of the hotel.  

I: Cool. Did the digital representation that was provided by the hotel, the last hotel you were at, 
made you feel that the choice of hotel will live up to your expectation. The last one you chose. 
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L: Yes, based on the pictures and previous reviews, some descriptions, they all seem to indicate it 
was a good hotel.  

I: Okay, yeah and the reviews increase or decrease your expectations, and why? 

L: They increased Because people…  atleast the reviews I read they were pretty enthusiastic of the 
hotel. 

I: Okay, cool. And did you build up any expectation about the level of interaction with the 
employees at the hotel. 

L: No. 

I: And how satisfied were you with two factors that you mentioned before with for example the, 
the rooms that you have a high expectation for and the location etc. 

L:  Yeah, I was a bit disappointed when I actually stayed at the hotel because I found out that it 
was a western style room, compared to an eastern style room, which I was expecting I was led to 
believe through the online pictures and descriptions… So I was a bit disappointed with what I got 
at the end. 

I: And what was your overall impression about the hotel? 

L: The staff was nice. Some of thefacilities like the outdoor pool and the hot springs were very 
loaded with people, so it was very hard to actually get a turn. It was very crowded.  

4- I: And if we go a bit more detail into like for example the rooms etc. How spacious did you find 
your room? 

L: It was spacious enough. 

I: Okay. Can you describe like in a bit detail like there was only a bed and just a bathroom or? 

L: Oh yeah. Yeah, it was a double bed with a small television. And a small table with chairs and a 
washroom, aswell and shower and toilet room… with disposable toothbrush and toothpaste, 
towels… 

I: And how practical Did you find the arrangement of the facility spaces spaces. This can be like for 
example the equipments, or maybe some non appropriate regarding to the layout of furnishing 
equipment? 

L: Can you elaborate on that question? 

I: Like for example, when you walked into the lobby, for example, like, let's say the lounge area. 
Was it like the, the seat, the couch positions and the reception position and stuff was it like all 
convenient or did you find like something was like out of order or, or irritating or something like 
that? 

L: Yeah, yeah I see... It was quite a big hotel… It was quite difficult navigating around there were a 
lot of floors, and you kind of felt like a maze to find for example the outdoor hotsprings or finding 
the dining hall. 
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I: Okay, so it wasn't that easy to navigate throughout the facilities? What about the toilets and 
restaurant etc? 

L: Yeah, I couldn't really find my way around that easily without consulting, like the staff or looking 
at the directions, so it was quite difficult to navigate around. 

I: Okay. And in what extent did you find conformity with the implicit surroundings. This can for 
example be like, such as like quality of materials and placed objects, compared with the star rating 
of the hotel or your expectations. 

L: It felt like a two to three star hotel. It didn't really feel like it was above or below its rating, it 
was very neutral, everything felt plain as it was supposed to be. 

I: Okay. And I'm gonna ask you a few questions about the interaction with the employees… how 
helpful did you find the staff, this is in regard of like real clear communication, was there any 
friendliness or frustration. How did you find it? 

L: So when we were checking in, we had to fill out a lot of paperwork, and it was quite annoying, 
and the staff wasn’t super helpful in that regard. Probably because we were foreigners, and they 
weren't really that helpful. 

I: Is it normal like that in the Japanese culture that you have to fill in all these forms or? 

L:  Yes, but this one in particular, had quite a few paperwork and where we had to write down a 
lot about where we came from and what do we have with us and everything.  

I: Okay, I see. And what was those actions that the staff did for you that you found helpful, if there 
was any? 

L: Not in particular. 

I: Okay, maybe only when you ask like to navigate yourself, maybe that was helpful, I guess, or? 

L: Yeah, obviously when we're asking for directions or asking how certain facilities worked. They 
are answered us. Beyond that, nothing really. 

I: Was it with like a negative or positive like respond like, do you see in their faces like they were 
like, Oh, it's just right there or? 

L: They were pretty neutral, they just did their jobs.  

I: Okay. And did you experience any like sort of conflict or cooperation between the members of 
the staff, like that you just observed, maybe that you weren't involved in? 

L: No I did not. 

I: Okay. And do you think that the environment could have an impact on the staffs behavior, 
whether positive or negative, with you or between eachother this can for example be like loud 
music in the hotel or bad vision or layout furnishing or. Yeah, it can be a lot of different things. If 
there is anything? 
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L: It definitely felt like they were used to handling a lot tourists and visitors as evident by all the 
paperwork. They had for us, and all the english translations of the facilities. But it didn't really feel 
like the environment, had a lot to do with their behavior or their treatment. 

I: Did you feel that it had any impact on your overall experience, your interaction with the staff in 
general. 

L: Not in particular, no. 

I: Okay. Generally, did your stay reach your expectation? 

L: As I mentioned earlier, didn't really meet my expectations because I was led to believe through 
the online booking site was a Eastern style room but what I got was a Western stop room. 

I: Okay. And do you did you just use the hotel, just to sleep in so you didn't like spend any more 
time other than that, maybe or? 

L: Yes and no, I particularly booked that hotel because some of there facilites were highlighted in 
the reviews, as well as in their description. So that was one of the reasons why I chose. 

I: Okay. And did you build up any important aspect about the physical surrounding that you may 
have missed or found very useful however, it was not among your expectations. For example, if 
there was like a gym or like a swimming pool or for example hot springs or something like that…  

L: Well, it's kind of also related to why I also was disappointed but they had private outdoor hot 
springs, which on paper sounds good, but because there were so many people it was packed and I 
couldn't get to try it.  

I: Okay. Was it among your expectation… Did you know that it existed, or? 

L: No I didn't know they had private outdoor hotsprings. 

I: Okay. And the last question is, did the difference between, between of your expectations and 
the experienced service quality have an impact on your level of final experience? 

L: Not really, no. 

I: Okay, thank you. 

L: You are welcome. 

 


