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RESUMO 

A experiência da marca do hotel (hotel brand experience – HBE) é um conceito que destaca 

a importância da marca como oferta de valor acrescentado para os clientes hoteleiros e para 

a empresa. No entanto, apesar de ser importante e ter sido alvo de vários estudos 

anteriormente, ainda não há consenso sobre quais são os elementos determinantes e críticos 

da HBE e qual a melhor forma de os medir. Compreender claramente a experiência do 

consumidor é crucial para a sobrevivência de qualquer organização. Nesse sentido, definimos 

como objetivo geral avaliar o papel da experiência da marca do hotel e do valor hedónico nas 

intenções comportamentais e memorias dos clientes.  

Para o efeito, vários objetivos específicos foram traçados: a) Rever a estado da arte sobre o 

conceito de HBE; b) Analisar as características da viagem e sociodemográficas dos clientes 

hoteleiros das Pousadas;  c) Caracterizar o HBE nas Pousadas de Portugal Algarve; d) 

Analisar o valor hedónico da experiência dos clientes para identificar as suas intenções 

comportamentais; e) Testar a validade e fiabilidade do HBE no caso de hotéis Pousadas de 

Portugal, Algarve; f) Analisar se os diferentes backgrounds geográficos e culturais 

(características pessoais) levam a diferentes HBEs;  g) Compreender a relação do HBE com 

valores Hedónicos, Intenções Comportamentais e  Memoria. 

Para dar resposta aos objetivos, foi feita uma revisão da literatura e apresentado um modelo 

concetual que procura identificar os fatores importantes na HBE. O modelo permite 

identificar e explicar os antecedentes (e.g., fatores pessoais) e consequências (e.g., memórias) 

da experiência da marca hoteleira. Modelos desenvolvidos em investigações anteriores 

ignoraram por exemplo os antecedentes da HBE. O presente modelo destaca a importância 

dos antecedentes, processo do HBE e seus resultados, enfatizando o papel do HBE no setor 

de hospitalidade, contribuindo tanto para a teoria académica, quanto para a prática da 

indústria hoteleira. 

Neste contexto, foi utilizada uma abordagem quantitativa, através da recolha de questionários 

semiestruturados distribuídos entre os hóspedes das três Pousadas do Algarve. Os dados 

foram coletados no ano de 2018 em 3 Pousadas diferentes (Estoi, Sagres e Tavira) utilizando 
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a técnica de amostragem por conveniência. A amostra foi composta por 583 questionários 

com respostas completas e válidas. Foi investigado o impacto que o background cultural e o 

país de residência (elemento geográfico) têm no HBE. Analisaram-se também uma variedade 

de características de viagem e seus efeitos sobre o HBE. Procurou-se ainda, explorar a relação 

potencial entre o HBE e outros fatores, valores hedónicos, intenções comportamentais e 

memória, considerados essenciais na revisão da literatura de turismo. Para isso, recorreram-

se a técnicas estatísticas, tais como: tabelas de frequência, medidas de localização (média) e 

dispersão (desvio padrão), análise de correlação (coeficiente de Pearson), análise de 

componentes principais (PCA), testes t, e Kruskal-Wallis. Os resultados obtidos permitiram 

compreender melhor o que é um HBE memorável para os clientes que se encontram nas 

Pousadas do Algarve, Portugal. Permitiram perceber quais os atributos do HBE que mais 

impactam na experiência global e intenção comportamental dos clientes. Foram ainda 

revelados os principais motivadores e os resultados críticos para a experiência da marca 

hoteleira (HBE) na indústria hoteleira. Estes fatores críticos são essenciais para conduzir a 

experiência da marca hoteleira e melhorar o relacionamento duradouro com os clientes. 

Os resultados revelaram ainda, que os participantes no estudo valorizam mais as experiências 

das “Pousadas de Portugal” pela localização, pela estadia e ambiente e, pela competência do 

staff. Os clientes das Pousadas consideraram a estadia como o segundo fator mais importante 

seguido do ambiente aquando da sua estada nas Pousadas de Portugal. Por último, os clientes 

assumem como relevante a competência mostrada pelo staff das Pousadas de Portugal. O 

presente estudo vai ao encontro de múltiplas investigações que consideram a competência do 

staff como um fator crítico para a experiência da marca hoteleira (HBE) no setor de 

hospitalidade. Os resultados demonstram ainda que os fatores: relação guest-to-guest, 

website e social media são relevantes. 

Palavras-chave: Experiência do Cliente, Experiência da Marca Hoteleira, Pousadas de 

Portugal, destino Algarve, Valor Hedónico, Intenção Comportamental.  
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ABSTRACT 

The hotel brand experience (HBE) is a concept that highlights the importance of the brand as 

an added value offering for hotel customers and the company. However, despite being 

important and having been the subject of several studies in the past, there still needs to be a 

consensus on what the determining and critical elements of HBE are and what is the best way 

to measure them. Thus, understanding the customer experience is crucial for the survival of 

any organization. In this sense, we defined our overall objective as evaluating the role of the 

hotel brand experience and hedonic value in customer behavioral intentions and memories. 

In this sense, several specific objectives were set: a) Review the state of the art on the HBE 

concept; b) Analyze the travel and sociodemographic characteristics of hotel customers at 

Pousadas; c) Characterize HBE in the Pousadas de Portugal Algarve; d) Analyze the hedonic 

value of customer experience to identify their behavioral intentions; e) Test the validity and 

reliability of HBE in the case of Pousadas de Portugal hotels, Algarve; f) Analyze whether 

different geographical and cultural backgrounds (personal characteristics) lead to different 

HBEs; 8) Examine/understand the relationship between HBE and hedonic values, behavioral 

intentions, and memory. 

Recently, investigations have sought to understand the usefulness and applicability of the 

Hotel Brand Experience (HBE) scale in the hospitality industry. In this sense, the present 

study focuses on finding these objectives.  

To address the first research question, a literature review was conducted to present a model 

that seeks to identify the important factors in hotel brands. The model allows us to identify 

and explain the antecedents (e.g., personal factors) and consequences (e.g., memories) of the 

hotel brand experience. Models developed in previous investigations ignored, for example, 

the motivators of HBE. The present model highlights the importance of HBE motivators and 

their results, emphasizing the role of HBE in the hospitality sector and contributing both to 

academic theory and to the practice of the hotel industry. 
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To answer the research objectives and research questions, a quantitative approach was used 

through the collection of semi-structured questionnaires distributed among the guests of the 

three Pousadas do Algarve. The data were collected in 2018 in 3 different Pousadas (Estoi, 

Sagres, and Tavira) using the convenience sampling technique. The sample consisted of 583 

questionnaires with complete and valid responses. The impact of cultural background and 

country of residence (geographical element) on HBE was investigated. A variety of travel 

characteristics and their effects on HBE were also analyzed. It was also sought to explore the 

potential relationship between HBE and other factors, such as hedonic values, behavioral 

intentions, and memory, considered essential in the tourism literature review. For this, 

statistical techniques were used, such as: frequency tables, location measures (mean) and 

dispersion (standard deviation), correlation analysis (Pearson coefficient), principal 

component analysis (PCA), t-tests, and Kruskal-Wallis. 

The results obtained allowed a better understanding of what a memorable HBE is for 

customers staying at the Pousadas de Portugal, Algarve. They allowed to understand which 

HBE attributes have the greatest impact on the overall customer experience and behavioral 

intention. The main motivators and critical results for the hotel brand experience (HBE) in 

the hospitality industry were also revealed. These critical factors are essential to drive the 

hotel brand experience and improve the long-term relationship with customers. 

Our findings also revealed that participants in the study value their experiences at the 

“Pousadas de Portugal” more for their location, stay, environment, and the competence of 

the staff. The Pousadas customers considered the stay as the second most important factor 

followed by the environment during their stay at the Pousadas de Portugal. Finally, customers 

consider the competence shown by the staff of the Pousadas de Portugal to be relevant. The 

present study is in line with multiple investigations that consider the competence of the staff 

to be a critical factor for the hotel brand experience (HBE) in the hospitality sector. The 

results also show that the factors: guest-to-guest relationship, website, and social media are 

relevant. 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Research background 

Over the past decades, tourism has been a driver of socio-economic development for tourism 

in the EU-27 and ASEAN regions (Vanhove, 2017). According to the United Nations World 

Tourism Organization (UNWTO, 2020), this development can be corroborated in terms of 

the international tourist arrivals (overnight visitors) worldwide that increased by 4% in 2019, 

reaching the number of 1.5 billion arrivals. According to the same report, the international 

tourist arrivals growth in 2019, was however lower when compared to 2017 (+7%) and 2018 

(+6%) rates. The main reason behind the lower growth in the number of tourists arrivals was 

the lower demand in advanced economies, particularly in Europe (UNWTO, 2020). For the 

UNWTO (2020), insecurity surrounding Brexit, geopolitical and trade tensions, and the 

global economic slowdown pressed on growth and negatively impacted this industry.  

Tourism, a once-existing constant growth industry, faced in 2020 the outbreak of the COVID-

19 pandemic, which led to a substantial impact on international tourist arrivals, which were 

down by 83% in the first quarter of 2021 as widespread travel restrictions remained in place 

(UNWTO, 2020). 

These restrictions influenced traveling and how tourists lived and consumed experiences at 

the destination and the hotels (UNWTO, 2020). The nature of tourism is about the 

consumption of experiences, which means that with or without COVID-19, tourism and the 

hospitality sector, in particular, need to continually offer unique, distinctive, and engaging 

experiences to their customers, i.e., tourists and hotel guests (Khan & Rahman, 2017). 

Another essential variable managers and scholars have studied over the past decades is the 

brand (Aaker & Fournier, 1995). Oxford Dictionary (2009) has identified a brand as “a 

particular sort or class of goods, as indicated by the trademark on them”.  
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In the current competitive market, the significance of a brand in the context of the hospitality 

industry, a sector that relies on customers’ experiences, is crucial from the perspective of 

academics and practitioners (Gómez-Suárez & Veloso, 2020). The underlying reason is that 

hotel brands allow tourists to differentiate hotels' value propositions (Khan & Rahman, 

2017). Thus, the hotel companies seek to promote their hotel brand by offering unique and 

memorable experiences (i.e., Hotel brand experiences – HBEs) for their customers through 

their services and product offerings to attain positive word of mouth (WOM) (Gómez-Suárez 

& Veloso, 2020). Luxury hotels are among the first to adopt this approach in communicating 

a memorable HBE (Liu & Hu, 2022). Several examples of customer experience with a brand 

have been recently investigated, especially in management (e.g., Bravo et al., 2018). 

In effect, over the years, brand management has been employed as a relevant aspect of hotel 

marketing as it adds value, differentiates, and impacts guests’ brand recognition, behavioral 

intentions, and memories (Khan & Rahman, 2017; O’Neill & Mattila, 2010; Prasad & Dev, 

2000; Ali, Ryu & Hussain, 2016). It is recognized that brand adds value to the company's 

offer (O’Neil & Xiao, 2006) as it contributes to memorable brand experiences in hotel 

organizations (Cai & Hobson, 2004; So & King, 2010). The hotel sector, for instance, moved 

from delivering services towards generating customer experiences (Ariffin & Maghzi, 2012; 

Jones & Pizam, 1993; Wang & Feng, 2012). Remarkably, luxury heritage hotels have made 

a significant attempt to shift the standardized customer experience of large chain hotels and 

create immersive experiences. Experiences at the core of hotel service delivery could be 

identified as essential for managers to adapt and develop new strategies to increase 

consumption's emotional and symbolic dimensions (Liu & Hu, 2022). Carrington (2016) 

posited that hotel brands sell experiences rather than rooms. Heritage hotels are particularly 

active in this role due to their hotel units' setting, decor, and history (Choo, Tan & Yeo, 2018).  
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1.2 Research gap 

Over the last years, the brand management has been used as a relevant aspect of hotel 

marketing helps to create memorable brand experiences in hotel organizations (Cai & 

Hobson, 2004). The hotel sector, for instance, moved from delivering services to generating 

customer experiences (Ariffin & Maghzi, 2012). Pousadas de Portugal are luxury heritage 

hotels, with its own history and symbolic meaning, which need to be uncovered since the 

HBE will provoke diverse stimuli to their guests in the Hotel Pousadas de Portugal. Also, 

several authors have stated that the relationship between HBE and several outcomes, such as 

behavioral intentions (Stein & Ramaseshan, 2019) and long-term constructs, such as creating 

long-lasting memories (Manthiou, Kang & Sumarjan, 2016), need to be clarified. 

Particularly, the most impactful memories of the heritage HBE on guests must be explored 

(Choo, Tan, & Yeo 2018). Moreover, as Khan et al. (2017) noted, the antecedents and 

consequences of hotel brand experience still need to be fully identified. In this regard, a 

theoretical and empirical conceptual model that encompasses these elements (drivers, 

process, and outcomes) still needs to be improved (Liu & Hu, 2022; Stein & Ramaseshan, 

2019).  

 
 
1.3 Research aims 

The main aim of this study is to examine the role of HBE and hedonic values on guests’ 

behavioral intentions and memories.   

Therefore, to accomplish this general, other specific goals were set:  

1) To review the state of the art regarding the HBE; 

2) To identify the socio-demographic and travel characteristics of Hotel guests at 

Pousadas de Portugal Algarve; 

3) To characterize the HBE at Pousadas de Portugal Algarve;  

4) To analyze the hedonic value of the guests’ experience and to identify their 

behavioral intentions; 
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5) To test the validity and reliability of the HBE in the case of Pousadas de Portugal 

Algarve; 

6) To analyze whether different personal and travel characteristics of hotel guests 

lead to different HBEs; 

7) To examine the relation of hotel guests’ HBE with Hedonic Values, Behavioral 

Intentions, and  Memory. 

 

1.4 Research relevance 

The results and implications of this study will be relevant and valuable for hotel managers 

since it will help them gain insights about their HBE and better create, manage, and control 

the experiences they offer to their guests. As Khan and Khan (2017: 269) noted, “very few 

studies have attempted to identify and evaluate hotel experiences.” The findings of this study 

will build up an in-depth understanding of memorable customer experience management that 

can be used for managerial implications. The conclusions of this thesis can also help hotel 

brand managers gain an in-depth knowledge of the HBE process and its outcomes, 

particularly customers’ memories and behavioral intentions (Ahn & Back, 2018; Guzel & 

Dortyol, 2016; Lo, 2020). These two concepts are essential elements for any hotel's success.  

 

1.5 Research structure 

In Chapter One, we offered a rather comprehensive overview of the research background, 

research gap, aims, relevance, and structure of the study. Additionally, we put forth the 

research questions that guided this study. In chapter two, we will present an overview of the 

hotel brand experiences and the related definitions and concepts pertinent to the literature. 

Where applicable, we expanded the theoretical underpins to detail the relevant concepts. In 

chapter three, we will present the methodology of the present study including the study 

design, participants and steps taken. The data collection and data analysis procedures will 
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also be explored. In chapter four, we will present the results and detain the related discussion 

gleaned from the results of the study. Lastly, we will put forth the conclusion and implications 

of this thesis.  
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CHAPTER 2 

LITERATURE REVIEW 

In this chapter hotel brand experience is conceptualized, from brand to hotel brand 

experience. Using a narrative literature review, the methods employed in previous studies 

addressing the concept, through the search string “hotel brand experience” in Web of Science 

and Scopus. 

 

2.1 Hotel brand experiences (HBE) in the hospitality industry 

2.1.1 Brand and Branding 

In today’s world, with its complexity of different aspects of life, both business managers and 

clients have an array of options at their disposal for their decision-making. Businesses and 

managers are bound to establish a relatively strong brand to fulfill their commitments and 

promise to their customers (Taleghani & Tatti, 2022). At a time when the market dynamic 

continues to change, leading to its fragmentation and increasing pressure towards 

organizations’ brands, managers need to address brand experience (Brakus, Schmitt & 

Zarantonello, 2009; Gertner, 2011; Pike, 2009). Chematony and Dall'Olmo (1998:418) 

address the origin of the term brand as "A particular sort or class of goods, as indicated by 

the trade-marks on them."  

According to Aaker (1991:7), a brand is defined as a “distinguishing name and symbol (such 

as logo, trademark, or package design) intended to identify the goods or services of either 

one seller or a group of sellers, and to differentiate those goods or services from those of 

competitors”. A very similar definition was presented by the American Marketing 

Association (A.M.A) in 2018, regarding what is a brand: “A name, term, sign, symbol, or 

design, or a combination of them, intended to identify the goods or services of one seller or 

group of sellers and to differentiate them from those of competitors.” 
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In communicating the brand and its promise, branding embroils identifying and developing 

the added value associated with the product or service for building a company or product 

image (Johann, 2015). In addition, to establish an effective product or service brand, the 

“functional and discriminating advantages to differentiate them in a competitive environment 

and guarantee brand uniqueness” need to be stated (Johann, 2015:34). 

Branding culminates in a sort of conceptual distinction when it comes to the customer’s 

decision-making process, and in a simple way, it refers to design visual identity (e.g., using 

logos, name, slogan) (Anholt, 2005). Branding also generates more loyal customers, creates 

value, and increases business financial returns (Rasouli & Esfandiarpour, 2018). Every 

customer relationship expert opines that branding is considered one of the most essential 

communication tools in the business domain (Tran & Rudolf, 2022). A strong brand can 

reduce customers' risks and ensure a customer’s trust, thus making branding an important 

market factor (Chiang et al., 2013). 

By the end of the 20th century, branding assumed a leading significance in hotel management 

(Khan & Rahman, 2017) as a technique to convey messages through the various channels of 

communication to the desired target audience (Anholt, 2005). This focus on branding by 

professionals and academics led to its recognition as a relevant issue of marketing 

management (Khan & Rahman, 2017; Brakus et al., 2009; Schmitt, 1999; Keller & Lehmann, 

2006). 

From the customers’ perspective, brands “can simplify the decision-making process, 

endorses a certain level of quality, reduces the risk and impacts on trust” (Keller & Lehmann, 

2006: 740). Consumers’ perceptions of brands can be seen as brand knowledge, consisting 

of brand awareness (recognition and recall) and brand image. It can be construed that the 

“perceptions about a brand are reflected by the brand associations held in consumer memory” 

(Keller, 1993:3). 

In the branding literature, a brand proposal encompasses functional, emotional, and sensorial 

dimensions, and the emotional connection between customers and brands is fundamental to 

building strong brands (Hultén, 2011; Kotler & Keller, 2012; Anselm & Kostelijk, 2008). 

Some scholars (e.g., Morrison & Crane, 2007) have pointed out that emotional branding is 
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more of an individual reality in service contexts. This is because customers are predominantly 

more personally involved (Pullman & Gross, 2004). The environmental cues (both physical 

and relational) where the service is co-produced and consumed (i.e., experience) impact the 

creation of emotional links between customers and brands (Gupta &Vajic, 1999; Carbone & 

Haeckel, 1994).  

Referring to the studies by Pine and Gilmore (1999:12), experiences are the "set of activities 

in which individuals engage in personal terms,” and, from a consumer perspective, an 

experience can be identified as an enjoyable, engaging, and memorable event. To summarize, 

it is experienced subjectively by those involved in physical, emotional, spiritual, and in 

intellectual ways (Tung & Ritchie, 2011).  

 
2.1.2 Brand experience 

Brakus et al. (2009:53) defined and conceptualized brand experience as “subjective, internal 

consumer responses (sensations, feelings, cognitions), and behavioral responses evoked by 

brand-related stimuli that are part of a brand’s design and identity (e.g., stores, events), 

packaging, communications, and environments”. These brand stimuli are “brand-identifying 

colors, shapes, typefaces, background design elements, slogans, mascots, and brand 

characters” to differentiate distinct dimensions of brand experience (Brakus et al., 2009: 53). 

The concept of brand stimuli in the branding literature highlights that a brand proposal 

encompasses both functional, emotional, and sensorial dimensions, and the emotional 

connection between customers and brands is fundamental to building strong brands (Hultén, 

2011; Kotler and Keller, 2012; Anselm & Kostelijk, 2008). Accordingly, to trust a brand, 

consumers should perceive quality as a favorable object (Delgado-Ballester & Munuera-

Aleman, 2001). In this regard, the nature of services, as an act or process of doing something, 

as a physical effort for someone (Vargo & Lusch, 2008) reinforces brand and tourism 

intangible nature. This implies that outputs are generated by the customers’ exposition to 

services (Sipe & Testa, 2018). Among these, two are important:   
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a) Service quality, which has been studied and found to be a main factor that 

contributes to customer satisfaction (Manhas & Tukamushaba, 2015; Luoh & 

Tsaur, 2011); 

b) Nature of services, involving the dynamic relationship between service 

experience, brand image, customer satisfaction, (Manhas & Tukamushaba, 2015), 

and trust (Wu, Cheng & Ai, 2018). 

The extant theoretical framework highlights the need for customers to have a rich experience 

during service encounters, particularly in hospitality and tourism (Kim, Ritchie, & 

McCormick, 2012).   

 

2.1.3 Hotel brand Experience 

The hotel brand experience is characterized as “a set of feelings, sensations, thoughts, and 

behavioral responses toward hotel-related stimuli that are integrate to the hotel brand’s 

location, ambience, staff competence, website and social media presence, and guest to guest 

interaction” (Khan & Rahman, 2017: 281). As recognized by Khan and Rahman (2017), due 

to the specific context of the hotel industry, branding hotels is different from other brands, 

so hotel brand experience is also different from other brands. Pine and Gilmore (2014) noted 

that experiences should be tailor-made, personal, and unique.   

In the hospitality sector, these experiences are at the core of the service value, causing 

increased competition among the hotel sectors (Matos, 2014). This new paradigm requires 

hotel managers to implement strategies to differentiate themselves in terms of symbolic and 

emotional aspects of their brands (Bailey & Ball, 2006; Kim, et al., 2008; Cai & Hobson, 

2004; So & King, 2010). In this cluttered environment, some brand-related stimuli are created 

and promoted by organizations to influence customers’ perception (Brakus et al., 2009). 

These stimuli during events have an impact on the tourism sector and its related sectors, e.g., 

hospitality (Torres, Fu & Lehto, 2014; Xu & Chan, 2010). 

Khan and Rahman (2015), presented in this regard and comprehensive model (Figure 2.1) to 

understand the antecedents and consequences of brand experience. They posit online and 
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offline antecedents, which will influence customers’ experiential event and lead to one or 

several consequences, i.e., customer satisfaction, brand loyalty, or purchase intention (Khan 

& Rahman, 2015). In effect, the author’s conceptual model reinforces the importance of the 

various brand stimuli towards evoking the brand associations that fascinate, convince, and 

remember customers of the brand (Khan & Rahman, 2015).    

 

Figure 2.1: A Conceptual Framework of Brand Experience 

 
 

Source: Khan & Rahman (2015: 9) 

Carrington (2016) notes that hotel brands sell experiences rather than rooms. In this sense, 

the experiences the customers gain are far more worthwhile than the environment they stay 

in. Parallel to the findings of Carrington (2016), Ardley et al. (2012) emphasized the 

experiential servicescape. In other words, services are intangible in nature, and guests are 

solely conceived as buyers of experiences. The perceptions of customers about servicescape 

can be helpful in distinguishing their expected quality (Dedeoglu et al., 2018). In this regard, 

the servicescape concept in multiple domains included “environmental psychology, services 

marketing, retail store environment, atmospherics, and servicescape” (Pizam et al., 2019: 25).  
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As Khan and Rahman (2015) argued, the antecedents and consequences of HBE have yet to 

be fully identified. Thus, among the questions arising is how hospitality managers deal with 

this new paradigm or how hotel managers use their brands to engage their customers during 

the hotel experience. Hotel brand experience (HBE) is then one of the most important assets 

of a hotel (Bravo et al., 2018). Which elements used during HBE provide a greater level of 

connection with the customers? Or what outcomes can be found among customers after the 

HBE? Walls (2013) considers hotel brands to be different from other brands, due to the 

context of experience (i.e., staying at a hotel).  

Moreover, the interactive and evolving nature of services during customers’ consumption 

(like those during hotel stays) relies on service experiences to create and deliver value (Vargo 

& Lusch, 2008). Overall, brand experience studies are under researched especially in the 

hospitality and tourism sector (Khan & Rahman, 2017). This is significant for both 

practitioners and academics in the hospitality industry because improving service experience 

is crucial, as is identifying the factors that impact brand experience and customer satisfaction 

(Manhas & Tukamushaba, 2015). 

The importance of customer experience is challenging to define and measure as a single 

element “because of its multiple elements and individualized, personal nature” (Knutson as 

cited in Kandampully, Zhang, & Jaakkola, 2018: 25). The definition of customer experience 

consists of interactions between customers and companies, as proposed by Gentile et al. 

(2007), that can be achieved through different interactions with the firms. Customers develop 

views that reveal their involvement in rational, but also irrational, and spiritual ways 

(Kandampully, Zhang & Jaakkola, 2018). Through Hotel Brand Experience (HBE), hotel 

companies seek to promote unique and memorable experiences for their customers (Liu & 

Hu, 2022). 

The world of economy has dramatically changed from a service-based to an experience-based 

concept (Pine & Gilmore, 2014). However, a conceptualization of HBE has not yet been 

studied as a construct and has remained underdeveloped. Interpretive structural modeling 

(ISM) is an approach conducive to HBE application (Bolanos et al., 2005; Khan & Rahman, 

2017). Multiple scholars claimed that ISM is a significant qualitative tool for establishing 

relationships among distinct variables of a complex system (Warfield, 1974a, 1974b).  



 

12 

 

 

Over the past decades, Experience marketing has remained one of the trendiest themes in 

business practice, to the point that it can be found in an extensive range of fields such as 

marketing, management, philosophy, and cognitive science (Batat, 2018; Brakus et al., 2009; 

Calder, Hollebeek & Malthouse, 2018; Klaus, 2018; Terblanche, 2018). As a result, the 

rational human being started to be seen more as an emotional animal, one in which 

sensations, emotions, or cognitions can be used to engage and connect the service providers 

and customers in a personal way (Pine & Gilmore, 1998; Gupta et al., 1999). Thus, an 

experience(s) occurs(s) when customers interact with any organization’s services. 

Khan and Rahman (2015: 281) defined HBE as “a set of feelings, sensations, thoughts and 

behavioral responses toward hotel-related stimuli that are integrated to the hotel brand’s 

location, ambience, staff competence, website and social media presence, and guest to guest 

interaction”. In the 1980’s and 1990’s, a new movement started to gain more visibility among 

scholars addressing the shift of customers’ needs and wants from features and benefits to 

experiences. Holbrook and Hirschman (1982), Hirschman and Holbrook (1986), Pine and 

Gilmore (1998) and Schmitt (1999) were among the most relevant contributors to the 

theoretical framework.  

For instance, Pine and Gilmore’s (1998) Experience Economy perspective, highlighted the 

need for events or occurrences (i.e., experiences) to be staged by organizations to involve 

any customer or guest on a physical, rational, and spiritual level. They also discussed the 

progression of economic value (figure 2.2), from commodities to goods, goods to services, 

and services to staging experiences to achieve differentiation, higher prices, and more 

customer relevance. 
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Figure 2.2: Progression of Economic Value  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Pine & Gilmore (1998: 98) 

Khan and Rahman (2017) argued that, due to the context of the hotel industry, hotel branding, 

and hotel brand experience are different from other industry brands (e.g., Health). Given the 

unique characteristics of brand experience, it cannot be copied by competitors (Brakus et al., 

2009). To express it in another way, brand experience has the potential to help organizations 

gain and maintain their competitive advantage (Khan & Rahman, 2017). By nature, hotels 

are experience providers, while brands are important assets used by organizations to identify 

and differentiate themselves from their competitors (Gilmore & Pine, 2002). Among the 

concepts on value, multiple authors recognized that brand adds value to every company offer 

because it creates memorable brand experiences even in hotel organizations (Cai & Hobson, 

2004; So & King, 2010). 

Many organizations then set out to develop engaging experiences as the main value 

proposition for their marketing strategy (Frow & Payne, 2007). They also seek to extend this 

development to their brand(s) and brand management because customers’ experiences are an 
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important and crucial factor for the success of every organization (Atwal & Williams, 2017; 

Berthon, Pitt, Parent, & Berthon, 2009). Thus, this study assumes that the value-creation 

processes in tourism and hospitality (e.g., hotels) emerge in an experiential context and that 

a set of relevant drivers influences HBE. In addition, HBE is also a source of important 

outcomes that will influence a long-lasting relationship with customers. Since, tourists’ 

during experiences will live feelings, sensations and may also find meanings during the 

service encounters (Pizam & Tasci, 2019; Matos, 2014). Consequently, during service 

encounters, the service environment provides the context for the Experienscape, which is 

conceptualized as “sensory, functional, social, natural, cultural stimuli in a product or service 

environment, surmounted with a culture of hospitality, all of which accrue to an experience 

for different stakeholders and result in positive or negative cognitive, affective, and 

behavioral reactions toward products, services, brands, and firms” (Pizam & Tasci, 2019:26).  

The effect of Servicescape was also explored by Bitner (1992:57) as “the built physical 

environment with ambient conditions, spatial layout, and signs, symbols, and artifacts” can 

influence internal responses and behaviors of both customers and employees. Service 

experience can be defined as the “subjective personal reactions and feelings by consumers 

when consuming or using a service” (Manhas & Tukamushaba, 2015: 78). The servicescape 

impact on customers emotionally, physically, and even intellectually (Walls, 2013). As 

pointed out by Kotler (1973) initially, and later by Bitner (1992), the physical environment 

and the atmosphere created during the service experience affect consumer's service 

consumption.   

To explore the role of HBE in the hospitality industry, the proposed model in this study is 

reviewed and extended based on the findings from the key drivers and outcomes of HBE. As 

recognized by Khan and Rahman (2017), due to the specific context of the hotel industry, the 

HBE is also different from other brands. Accordingly, Khan & Rahman (2017) published the 

Development of a scale to measure hotel brand experiences in the specific case of Luxury 

Hotels. As noted in the study, the boutique hotel segment made a significant effort to change 

the standardized customer experience into a unique experience for the hotel chain brand. 

 



 

15 

As Khan et al. (2017) previously, the antecedents and consequences of HBE have not yet 

been fully identified. In this regard, a theoretical conceptual model encompasses these 

elements at the three different stages of the experience (before, during, and after). Gungor 

and Bilgin (2011) and Gansiniec (2018) also stated that consumer positive word of mouth 

always helps brands to create a positive image in the consumer's minds and to become the 

customer's first choice.  

 

2.1.4 Methods  

The literature review also sought to identify the methods employed in previous studies. 

Despite several studies addressing the HBE, a limited number of studies addressing the 

concept of HBE per se was found (n=10). The older document dates from 2008 (i.e., Zhang, 

Cai & Kavanaugh, 2008), while the most recent is from 2023 (i.e., Koo et al., 2023). Figure 

2.3 shows that 2017 and 2020 were the years with most papers (n=4 in total) published.  

Figure 2.3: Documents per year by source 

 

Due to lack of high number of papers focusing on HBE, no journal stands out by itself in this 

regard (Figure 2.4). The only journal with two papers published on the subject is 

International Journal of Contemporary Hospitality Management. The remaining 9 journals 
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only had one paper published. In addition, 1 book chapter was not included in the table of 

journals. 

Figure 2.4: Documents per journal 

 

The literature review also permitted to verify that two authors distinguish themselves from 

the remaining regarding the number of published articles (Figure 2.5), i.e., Khan and 

Rahman. Both of their papers were published in 2017. 

Figure 2.5: Documents by author 
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It was also found that Indian Institute of Technology Roorkee was the affiliation of the 

author(s) with most published papers. The figure 2.6 also shows various renown institutions 

in the tourism area (e.g., Hong Kong Polytechnic University).  

Figure 2.6: Documents by affiliation 

 

The countries of the most prolific authors are India and United States, with 2 papers each. 

Nevertheless, other countries or territories can be found, such as, Hong Kong, Norway, Spain, 

Taiwan, Zimbabwe. Surprisingly one of the authors have not identified its country.  

Figure 2.7: Documents by country/territory 
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A more detailed analysis (see table 2.1) allowed to identify most of the data analysis 

employed Exploratory factor analysis and confirmatory factors analysis (e.g., Khan & 

Rahman, 2017a). This is not surprising since several studies (e.g., Khan & Rahman, 2017a; 

Koo et al., 2023) developed scales to measure hotel brand experiences. It was also found that 

despite the seminal work of Khan and Rahman (2017a) developing the HBE scale, the work 

with most impact on the academia is so far. Chan and Tung’s (2019) study assessing how 

robotic services can impact on the brand experience of hotels with Examining the effects of 

robotic service on brand experience: the moderating role of hotel with more than 100 citations 

on Web of Science (WoS) and Scopus indexed databases.  

However, among the several studies found it can be seen that scholars employed different 

methods and approaches to measure the hotel brand experiences. In this regard, Khan and 

Rahman (2015), used an Interpretive Structural Modeling approach to identify the key 

elements or variables relevant to brand experience. These elements are likely to be related to 

the brand experience in the retail environment. They may include factors such as store 

ambience, product quality, customer service, pricing, advertising, and customer perceptions.  

 Although Travelers are not just seeking accommodation; they are seeking memorable 

experiences and develop strong bonds with hotel brands. For example, Liu and Hu (2022) 

found a positive correlation between hotel brand experience and brand loyalty. In their study, 

guests who had exceptional experiences were found to more likely exhibit loyalty to the 

brand, as evidenced by their repeat visits and recommendations to others.  The Mediating 

Role of Brand Positioning," provides valuable insights into the world of hotel branding (Liu 

and Hu, 2022).   
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Table 2.1: List of HBE methods used in previous studies. 

Author, 
Year 

Title of the article 
/Journal 

Methods Findings Citations  
WoS 
(n=8) 

Scopus 
(n=10) 

Liu & Hu 

(2022) 

Investigating the 

Impacts of Hotel 

Brand Experience on 

Brand Loyalty: The 

Mediating Role of 

Brand Positioning 

International Journal 

of Hospitality & 

Tourism 

Administration 

 A Focus group interview, using 

exploratory factor analysis (EFA), 

and Confirmatory factor analysis. 

4 dimensions (brand experience, 

product attributes, sensory, 

affective, intellectual, behavioral, 

ambience, recognition, brand 

image, and brand loyalty). 

This study was conducted in 

Taiwan upscale hotels. The study 

assessed the effects of hotel brand 

experience. The mediating role of 

brand positioning on the 

relationship between brand 

experience and brand loyalty 

hotels. Several relationships were 

confirmed (brand experience-

>brand loyalty, brand image, 

product attributes, brand loyalty) 

while were not (product attributes 

->brand loyalty). 

16 6 

Kwon & 

Boger (2021) 

Influence of brand 

experience on 

customer inspiration 

and pro-

environmental 

intention 

Current Issues in 

Tourism 

 PLS-SEM was used with 

SmartPLS 3   

  Brand experience (Sensory, 

affective, intellectual, behavioral ), 

inspiration, pro-environmental 

intention. 

  

Structured questionnaire. 

The findings show that pro-

environmental intention is highly 

influenced by brand experience 

and customer inspiration. 

Additionally, the findings 

indicate that consumer 

inspiration considerably 

influences the link between pro-

environmental intention and 

experience with green hotel 

brands. The study demonstrated a 

connection between customer 

inspiration, pro-environmental 

aim, and experience with green 

hotel brands.  

27 25 

  

Gómez-

Suárez, & 

Veloso (2020) 

  

Brand experience and 

brand attachment as 

drivers of WOM in 

hospitality. 

Spanish Journal of 

Marketing – ESIC. 

Online survey. Structured 

questionnaire. Principsl 

Component Analysis, Structural 

equation modelling (SEM).  

3 Dimensions, Brand Experience, 

attachment and WOM.  

The findings imply that brand 

experience in the hotel industry is 

a result of four factors, in the 

following order: location, 

ambiance, personnel, and web. 

The data also supports the idea 

that emotional connection 

mediates the link between 

experience and WOM 

recommendations. However, the 

experience rather than the 

relationship has a more 

immediate effect.  

 

- 31 
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Author, 
Year 

Title of the article 
/Journal 

Methods Findings Citations  
WoS 
(n=8) 

Scopus 
(n=10) 

Mutsikiwa, 

Zvavahera, & 

Pasipanodya, 

(2020) 

Brand experience and 

intentions to stay at 

hotels in Zimbabwe: 

An application of 

Khan and Rahman's 

hotel brand 

experience scale. 

African Journal of 

Hospitality, Tourism 

and Leisure 

 

Structured questionnaire, Khan & 

Rahman (2017) scale (Hotel 

location, hotel ambience, hotel 

staff competence, Hotel website 

and social media expertise, guest-

to-guest experience, intention to 

continue). 

Exploratory factor analysis and 

structural equation modelling. 

The results produced four 

dimensions. The results revealed 

that two dimensions: hotel 

ambience and hotel staff 

competence had a significant and 

positive influence on intention to 

continue staying at hotels 

whereas hotel location and guest 

to guest experience did not have 

any significant influence on 

intention to continue staying at 

hotels 

- 2 

Chan & Tung 

(2019) 

Examining the 

effects of robotic 

service on brand 

experience: the 

moderating role of 

hotel segment. 

Journal of Travel & 

Tourism Marketing. 

Two experimental studies.  

Study 1, Two conditions (service 

delivery: Human or robot); 

Study 2, 2 (service delivery: human 

or robot) x 3  (hotel segment: 

budget, midscale, or luxury) 

between-subjects experimental 

design. 

T-tests. Brakus  et al. (2009) Scale 

The findings suggest robotic 

service can lead to high levels of 

sensory and intellectual 

experience and low affective 

experience. The robot service was 

also found to increase behavioral 

experience among midscale and 

low-cost hotel, but not for upscale 

or premium hotels. More 

importantly, the study findings 

showed that robotic services may 

not improve brand experience. 

101 114 

Nysveen, 

Oklevik & 

Pedersen 

(2018) 

Brand satisfaction: 

Exploring the role of 

innovativeness, green 

image and experience 

in the hotel sector. 

International Journal 

of Contemporary 

Hospitality 

Management 

Sstructured questionnaire, Brakus 

et al. (2009) scale (Sensory, 

affective, intellectual, behavioral). 

Confirmatory factor analysis 

(CFA),  

 Structural Equation Modeling 

(Mplus7)   

 

The study shows that perceived 

brand innovativeness and green 

image have a positive impact on 

the experience aspects. The brand 

experience dimensions have 

conflicting effects on brand 

satisfaction. The findings show 

that brand experience dimensions 

influence perceived brand 

innovativeness and green image.  

36 41 

Khan  & 

Rahman 

(2017a) 

Development of a 

scale to measure 

hotel brand 

experiences, 

International Journal 

of Contemporary 

Hospitality 

Management 

 

Focus group interviews, open-

ended surveys. Experts Panel, 

survey. Snowball sampling 

method.  

Exploratory Factor analysis. 

17-item five-dimensional HBE 

(Hotel Location, Hotel stay and 

ambience, Hotel staff competence, 

Hotel website and social media, 

Guest-to-guest experience). 

The study's findings, showed 

nomological validity of the scale, 

and also showed a strong 

IMPACT of hotel brand 

experience on revisit intention 

and word-of-mouth. 

55 62 

https://www.emerald.com/insight/publication/issn/0959-6119
https://www.emerald.com/insight/publication/issn/0959-6119
https://www.emerald.com/insight/publication/issn/0959-6119
https://www.emerald.com/insight/publication/issn/0959-6119
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Author, 
Year 

Title of the article 
/Journal 

Methods Findings Citations  
WoS 
(n=8) 

Scopus 
(n=10) 

Khan, & 

Rahman, 

(2017b) 

Brand Experience 

Anatomy in Hotels: 

An Interpretive 

Structural Modeling 

Approach 

Cornell Hospitality 

Quarterly 

Expert opinion (academic and 

industry), open-ended survey of 

consumers, interpretive structural 

modeling (ISM) approach, Matrix 

Impact Cross-Reference 

Multiplication Applied to a 

Classification (MICMAC). 

17 dimensions hotel brand 

experience (Attractive 

architectural design, Cleanliness 

and décor, Dining experience, 

Efficiency and timeliness of 

services, Exotic food, Guest-to-

guest experience, High-quality 

chef, Hotel location, Hotel staff 

professionalism, Hotel website and 

online disclosure,  Human 

interaction experience). 

The findings indicate that several 

factors such as the hotel's 

location, a visually appealing and 

informative website, and active 

presence on social media 

substantially impact the growth 

of hotel brand experience (HBE) 

and are not heavily reliant on 

other factors. This research has 

important implications for hotel 

owners, as they can utilize these 

results to enhance their HBE 

offerings and provide an 

exceptional experience to their 

guests. 

19 26 

Sumaco, 

Imrie & 

Hussain 

(2014) 

The consequence of 

Malaysian national 

culture values on 

hotel branding. 

Procedia - Social and 

Behavioral Sciences 

Qualitative approach, in-depth 

interview with practitioners, 

6 interviews, Nvivo software. 

Content thematic analysis 

The study outlines how a grea 

hotelt brand experience can be 

built on the concept national 

culture values as proposed by 

Hofstede. A work-in-progress 

importance of national culture 

values in hotel branding is 

offered. This is an initial step 

towards a framework of 

culturally relevant hotel 

branding- 

12  

Zhang, Cai & 

Kavanaugh 

(2008) 

Dimensions in 

building brand 

experience for 

economy hotels—A 

case of emerging 

market. 

Journal of China 

Tourism Research. 

in-depth personal interviews, focus 

group of 18 hospitality researchers 

and experts. Content analysis 

The results reveal how an 

experience should be built on the 

concept of the dialectical context 

of themed activities, physical 

environment, active participation, 

and social interactions of 

employees and customers 

 27 

 

 

https://www.sciencedirect.com/journal/procedia-social-and-behavioral-sciences
https://www.sciencedirect.com/journal/procedia-social-and-behavioral-sciences
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2.2 Hedonic values 

Value is “a belief about some desirable end-state that transcends specific situations and 

guides the selection of behavior” (Solomon et al., 2006: 113). While hedonic value has been 

conceptualized as the value customers perceive from the subject experience of fun and 

playfulness (Babin et al., 1994). Such perception is related with customers’ hedonic value 

associated or related to the acquisition of products, services and experiences (Dedeoğluet al., 

2016). Hedonic values indicate an individual’s desire as well as emotional motivations. 

Regarding hedonic values, clients prefer an enjoyable experience rather than simply fulfilling 

tasks (Anderson et al., 2014).  

In effect, customers’ hedonic value perceptions are relevant to understand their behavior 

(Dedeoğluet al., 2016). However, hedonic value is a multidimensional concept drawn from 

perceived value that covers emotional, social, and utilitarian values (Lee, Lee & Choi, 2011). 

Nevertheless, when addressing tourism (figure 2.8), hospitality, or leisure context, 

“Consumers evaluate travel experiences based on perceived hedonic emotional and novelty 

outcomes" (Gardiner, Grace & King, 2014: 708). One example can be found in the hotel 

industry, a sector in which tourists benefit passively from value generated from a wide range 

of services and experiences provided by hotel brands to their guests (Li, Hudson & So, 2021). 

The novelty value is related to novelty; a word stemming from Latin (Novus). Novelty is 

characterized as the quality of being new (Mitas & Bastiaansen, 2018). It has the potential to 

help us decipher complex human behavior. Novelty is a covert need of a tourist when taking 

a trip, for some it is the essence of travelling (Blomstervik & Olsen, 2022).  

The underlying reason is because tourists travel to have novel experiences (Mitas & 

Bastiaansen, 2018). This novelty is impacted by several factors, such as the environment, 

culture, contact with local people, and many more (Snepenger, Snepenger & Wessol, 2007). 

Gaining an in-depth understanding of clients’ novelty beliefs can help us better assess their 

aspiration for new experiences (Lee & Crompton, 1992). This concept does not bear a unitary 

construct but a multifaceted one, including, for example, thrill, surprise, boredom, and the 

like (Skavronskaya, Moyle, Scott & Kralj, 2020). Consumers value novelty-seeking 
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experiences and have been shown to influence customers’ repurchase intention (Kim, 

Costello & Lee, 2020).  

On the other hand, consumers’ perceived emotional value is driven by different factors. The 

most significant factors in determining consumers’ emotional value are: perceived human or 

spatial crowing and client’s satisfaction. The social environment is one of the essential factors 

that play role in emotional values (Byun & Mann, 2011). Perceived crowing is a feeling the 

setting evokes when a customer is isolated or limited in its movements (Eroglu, Machleit & 

Barr, 2005). In this regard, Dedeoglu et al. (2018: 10) found that “Substantive staging of 

servicescape was found to be a more important premise for hedonic value perceptions of 

first-time tourists whereas emotional value is a more effective premise for re-visiting 

intentions of repeating visitors. In addition, novelty value perceptions were more 

determinative for behavioral intentions of first-time tourists.” This means that there are still 

opportunities to investigate what constitutes hedonic or utilitarian consumption experiences 

and how they influence hedonic and emotional, but also customer satisfaction (Dedeoglu et 

al., 2018: Li, Hudson & So, 2021). 

Figure 2.8: Hedonic Value as multidimensional concept 

 

 
Source: Adapted from Kim, Costello and Lee (2020). 
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2.3 Behavioral intentions 

Behavior intention refers to the likelihood or probability of a tourist or individual to do or 

have a specific behavior (Fishbein & Ajzen, 1975; Warshaw & Davis, 1985).  As Warshaw 

and Davis (1985) note this concept is frequently used by scholars and industry managers as 

predictor of tourists and individual’s behavior. In tourism, the concept of behavioral 

intentions addresses the customer intention to return to a facility (Baker & Crompton, 2000). 

Fishbein and Manfredo (1992: 33) posit that, “Considerable research demonstrates that, when 

properly measured, correspond intentions are very accurate predictors of most social 

behaviors”.  

Extensive research has been conducted addressing behavioral intentions and their 

relationship with various other concept in various fields, such as, psychology, tourism, 

marketing and social sciences (Jaccard, 1981; Steel & Ovalle, 1984; Webb & Sheeran, 2006). 

As such, diverse models have been proposed to explain individual’s intention.   

Two of the most known theories are the theory of planned behavior (TPB) and Theory of 

reasoned action (TRA) (Ajzen, 1985; Ajzen, 1991; Fishbein & Ajzen, 1985). The Theory of 

Planned Behavior can be found in several studies addressing the hotel industry (Ulker-

Demirel & Ciftci, 2020; Wang, Zhang, Wong & Wang, 2023). This theory (TPB) posits that 

the stronger the intention to perform a behavior, the higher the probability of doing it. Taylor 

et al. (2006) suggests that attitude toward the conduct, subjective norm, and perceived 

behavioral control—affect a person's behavior. They claim that the person's favorable or 

adverse assessment of engaging in a specific conduct is known as attitude toward the 

behavior. The subjective norm is how a person feels societal pressure or expectations to 

behave or not behave (Taylor et al., 2006). The individual's judgment of how easy or difficult 

an activity is to carry out depends on the available resources and opportunities (Wickens, 

1991). 

On the other hand, TRA has been used significantly regarding the future behavior of an 

individual based on their prior attitudes and behavioral orientations, seeking to explain the 
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relationship between attitudes and behaviors within human behavior (e.g., Fishbein et al., 

1975, Lau, Ng, Chan & Cheung, 2023; Roh, Park & Xiao, 2023). However, various research 

scholars have widely corroborated that satisfaction is the most important factor here in 

behavioral intentions since satisfaction can lead to behavioral intention (Bosque & Martin, 

2009). 

Satisfaction refers to the level of contentment or happiness a customer experiences with a 

product, service, or overall experience with a company (Singh et al., 2023; Yuan et al., 2008). 

Consumer satisfaction is the consumer's response to fulfillment (Oliver, 2014). The judgment 

that a product or service feature, or the product or service itself, has provided (or is providing) 

a pleasurable level of consumption-related fulfillment, including underfulfillment and 

overfulfillment (Oliver, 2014).  The best way to define satisfaction is as a function of 

perceived quality and "disconfirmation" the degree to which perceived quality falls short of 

prior expectations (Anderson & Sullivan, 1993).  

The key is understanding the customer's needs and expectations (Yang et al., 2011). Thus, it 

involves meeting or exceeding customer expectations regarding quality, reliability, 

timeliness, and responsiveness. Positive customer satisfaction is essential for building 

customer loyalty, brand reputation, and gaining a competitive advantage in the market 

(Kotler, 2022). Kotler (2022) claims it can lead to increased sales, higher profitability, and 

better customer retention.   

In this context, while tourism experiences are seen as a critical advantage the hospitality and 

tourism industry offers (deMatos, Duarte & Sá, 2023), customer satisfaction is a key 

objective for organizations, particularly in the highly competitive hotel and tourism industry 

(Yuan, & Wu, 2008).  In the prior literature, customer satisfaction was heavily studied, and 

the majority of the studies explored what an impact it has on company performance 

(Anderson & Mittal, 2000a, 2000b;  Johnston, 1995; Johnston et al., 1990; Mersha & 

Adlakha, 1992; Ullah et al., 2019), but scant attention has been given to its effects on 

behavioral intentions of hotel guests, in particular, Hotel brand experience. 
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2.4 Memory 

Pine & Gilmore (1998, 2014) stressed that experience connection should contribute to 

customers’ absorption or immersion. These will evoke diverse emotions through the different 

senses (Alnawas & Hemsley-Brown, 2018; Gambetti, Graffigna & Biraghi, 2012), which 

may or may not create long-lasting memories (Sthapit & Coudounaris, 2018). Pine and 

Gilmore (1998) also noted that an experience can be defined as enjoyable, engaging, and 

memorable from a consumer perspective. Memory is “an alliance of systems that work 

together, allowing us to learn from the past and predict the future” (Baddeley, 1999: 1).  

Caru and Cova (2003) mentioned that memory is a broader concept compared to memorable, 

which can be associated with the unforgettable or extraordinary. Kim et al. (2012) defines 

unique tourism experiences as tourism experiences that are remembered and recalled after 

the event. It is a consequence of assessing the tourism experience (Sthapit & Coudounaris, 

2018). Accordingly, Tung and Ritchie (2011) posited that organizations cannot deliver 

memorable tourism experiences, but they can only offer a more suitable environment that 

will assist tourists in creating their own unique experiences.  

Many scholars in the tourism field provided evidence that memories generated by a tourist 

experience contribute to overall satisfaction (Chandralal et al., 2015; Gilbert & Abdullah, 

2004; McCabe & Johnson, 2013; Sirgy et al., 2011). Also, many researchers have considered 

the relationship between brand image and favorable brand associations (e.g., Aaker & Biehl, 

1993; Faircloth, Capella & Alford, 2001; Pappu & Quester, 2006). Othman et al. (2016) 

assessed brand image as antecedents of brand loyalty. 

According to the Collins Dictionary (2017), memorable is a related term of memory; as an 

adjective, memorable is something that is worth or likely to be remembered.  On the other 

hand, as a noun, memory is the process of recalling past experiences. Silverman and 

Mossberg (1996) and Tung et al. (2017: 853) do not distinguish the concepts, memories, or 

memorable. Instead, the latter rather argue that “experiences are fundamentally based on an 

individual’s LTM [Long-term memory].” Tung et al. (2017) also describe the different types 
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of memory: a) Long-term memory (information stored for long periods) and b) short-term 

memory (information retained momentarily).  

The authors also add that the former can be subdivided into semantic memory (information 

regarding the general understanding of the reality or world) and episodic memory 

(information storage coming from individual experience). As Tung and Ritchie (2011) posit, 

everyday activities comprehend and involve impressions that later are objects of recollection 

and evaluation.  This type of recollection can be a subset of the episodic memory, auto-

biographic memory, or recollection of own-self experiences in the past) (Tung et al., 2017).  
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CHAPTER 3 

METHODOLOGY 

 

3.1 Introduction 

This chapter presents the methodology that is employed in this dissertation to answer the 

following research questions: 

1. How hotel brand experience can be conceptualized? 

2. How to measure the hotel brand experience? 

3. Does personal characteristics, like geographical/cultural background and travel 

styles, lead to different hotel brand experiences? 

4. How does hotel brand experience relate to hedonic values, behavioral intentions, 

and memory? 

The first two questions are addressed through the in-depth literature review, carried out in 

the second chapter, which allows: 

1. To define the conceptual framework of the subject under study and thus contribute 

to a more comprehensive understanding of the BE concept, which, especially in 

the services and hospitality industry, is a recognized gap in the literature. 

2. To identify the most relevant variables/scales that will be used to measure the 

hotel brand experience.  

The remaining questions will be addressed through a quantitative survey using a 

questionnaire as a data collection strategy, aimed at guests of Pousadas de Portugal in the 

Algarve. 

  



 

29 

3.2 Setting and the luxury heritage hotel brand – Pousadas de Portugal at 

the Algarve 

The study was carried out at three Hotel Pousadas de Portugal in the Algarve (Pousada de 

Estoi, Pousada de Tavira, Pousada de Sagres). Since its creation in the 1940s, Pousadas de 

Portugal has assumed the mission of "housing the visitors and providing them with food in 

the respect of the style of each region" (Law 31, 259 of May 1, 1941). Today, the Pestana 

hotel group has 34 units of pousada historic buildings in Portugal. And it is owned mostly by 

the Portuguese State and managed by Pestana group. In the 1950s, the concept of Pousada 

was extended to the Heritage Pousadas (in historic buildings like monuments, castles, 

convents and monasteries, some abandoned or in a state of degradation and specially 

recovered for this purpose).  The reason for choosing this specific heritage hotel was due to 

its immersive experience, as advertised by the company: 

“Castles, Palaces, Monasteries, Halls of kings and Rooms of Queens... The Pestana Pousadas 

de Portugal offers the ultimate immersive Portuguese experience in some of the country’s 

most historical and iconic properties” (Pousadas.pt, 2021). 

The Pousada’s de Portugal network has different types of units: Historic Pousadas, Historical 

Design Pousadas, Nature Pousadas, Charm Pousadas and Collection Pousadas. Pousadas de 

Portugal Algarve has a Historic Pousada (Tavira, Pousada do Convento da Graça), a Historic 

Design Pousada (Pousada de Faro, Estoi), and Nature Pousada (Pousada de Sagres). 

The underlying reason why the researcher selected these Pousadas was because these were 

the only three Pousadas geographically located in the province of Algarve. Residing in 

Pousadas, similar to luxury hotel, gives the visitors unique experience. The researcher 

selected these pousadas to conduct this research because the researcher is living in Algarve 

and is specifically interested in the experiences and HBE of the visitors and tourists. The 

feasibility of the study from the time and expenses point of view restricted the researcher to 

take all Pousadas in the country into account. Prior research conducted on this pousadas was 

not all-inclusive research. The researcher, thus, investigated the HBE of the mentioned 

pousadas to gain an insight into the thoughts and experiences of visitors in the afore-

mentioned locations. 
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3.3 Data design  

The research was implemented through a questionnaire (which was prepared in English and 

translated into Portuguese, French and German) was translated by native speakers and 

composed of eighteen questions structured in three main sections, namely: hotel experience 

(from question 1to question 5); characterization of the travel (from question 6 to question 10) 

and socio-demographic profile (from question 11to question 16). 

The hotel experience section included four 7-points Likert scales (Table 3.1) to measure:  

Hotel brand experience (Khan & Rahman, 2017); memory (Oh, Fiore & Jeoung, 2007); 

servicescape hedonic value dimensions of emotional value and novelty value (Dedeoglue et 

al., 2018); future behavioral through revisiting intentions and word-of-mouth intentions 

(Zabkar et al., 2010; Dedeoglue et al., 2018) .The hotel brand experience scale was adapted 

from Khan & Rahman (2017) and includes seventeen items distributed by five-dimensional 

hotel brand experiences: hotel location, hotel stay and ambience, hotel staff competence, 

hotel website & social media experience and guest-to-guest experience. 
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Table 3.1: Hotel Experience Questions 

                                                     Hotel Experience                                            References 

Memory 

I will have wonderful memories 
I will remember positive things 
I won’t forget my experience  

Oh, Fiore & 
Jeoung (2007) 

Servicescape Hedonic value 

Emotional value  
Taking a holiday in this Pousadas de Portugal Algarve is enjoyable. 
Taking a holiday in this Pousadas de Portugal Algarve makes me feel good. 
Taking a holiday in this Pousadas de Portugal Algarve gives me pleasure  
Novelty value  
Taking a holiday in this Pousadas de Portugal Algarve is something different. 
Taking a holiday in this Pousadas de Portugal Algarve is unique. Taking a holiday 
in this Pousadas de Portugal Algarve increases my knowledge.  
Taking a holiday in this Pousadas de Portugal Algarve offers variety. 

Dedeoglue et al., 
(2018) 

Behavioral Intentions 

I would like to revisit this hotel brand in the near future. 
If I had to decide again, I would choose this hotel brand again. 
I would more frequently visit this hotel brand.  
This hotel brand would be my first choice over other hotels brands. 
I would recommend this hotel brand to my friends and relative.  
I would say positive things about this hotel brand to other people. 
I would encourage friends and relatives to come this hotel brand. 

Zabkar et al., 2010 
 Dedeoglue et al., 
(2018) 

HBE 

Hotel location (4 items): The degree to which the location of the hotel brand 
fascinates to an individual’s senses 
 Hotel stay and ambience (5 items): The extent to which a guest feels that the stay at 
the hotel brand is pleasant and ambience (e.g., clean rooms and bathrooms, parking 
space, architectural design, etc.) has put impression on his/her senses 
Hotel staff competence (5 items): The degree to which a guest feels that staff’s 
efficiency, friendliness, and professionalism stimulate their senses 
Hotel website and social media experience (4 items): The degree to which a hotel 
brand’s website provides correct information and the presence of hotel brand on 
social media induces feelings 
Guest-to-guest experience (5 items): The extent to which a guest affected by the 
presence of other guests 

Khan & Rahman 
(2017) 

 

The sections relating to the characterization of the travel and sociodemographic profile 

included fourteen questions, mentioned in Table 3.2: 
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Table 3.2: Travel and Sociodemographic Questions 

Characterization of the travel References 

Is this your first time in Pousadas de Portugal Algarve?  
Length of Last Stay  
How did you book your accommodation?  
If you book this Pousadas de Portugal Algarve online, please mention how 
Travel companion 
Travel main motivation 

Gotovac et al., 2010 
Brauchler et al.,2011 

Sociodemographic profile   

Gender              
Age 
Marital status  
Education level 
Professional status 
Annual income  
Country of Residence 
Nationality 

Buse et al., 2010 
Ekselius et al., 2001 

 

3.4 Data collection 

The questionnaire pre-test took place in presence by  word format, with eleven respondents 

for one week on the 1st week of June in 2018 .The final version was administered using the 

drop method because it allowed us to do hand delivery in front of the room for hotel guests, 

to collect data from a large sample of respondents at a relatively low cost in terms of time 

and money (Dedeoglu et al, 2018). 

The target population of this study were all hotel guests staying at the three Pousadas de 

Portugal-Algarve, located in Estoi, Tavira and Sagres, from July to December in 2018. A 

non-probability and convenience sampling method was used and a total number of 600 

individuals voluntarily participated in the study, resulting in a total of 583 validated 

questionnaires.  
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3.5 Research hypotheses and data analysis 

Data analysis was performed using the software IBM SPSS Statistics version 27 (Statistical 

Package for Social Sciences) and is aimed at achieving the defined objectives: 

1) To identify the socio-demographic and travel characteristics of respondents; 

2) To characterize the HBE at Pousadas de Portugal Algarve;  

3) To analyze the hedonic value of the experience and to identify behavioral 

intentions; 

4) To test the validity and reliability of the HBE in the case of boutique Hotels 

(Pousadas  de Portugal Algarve); 

5) To analyze whether different personal and travel characteristics lead to different 

HBEs; 

6) To examine the relation of HBE with: 

6.1) Hedonic Values  

6.2) Behavioral Intentions 

6.3) Memory 

In addition to descriptive analysis (frequencies, location and dispersion measures), 

parametric (paired samples t test) and non-parametric (Kruskall-Wallis) hypothesis tests were 

used (performed at a theoretical significance level of 5%) and Principal Component Analysis 

was applied. To fulfill the objectives 5 and 6, the following operational model, was 

established (Figure 3.1): 
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Figure 3.1: Operational Model of Hotel Brand Experience 

 

 

The respective research hypotheses being as follows: 

Personal characteristics of a person are the features, traits (psychological or physical) and 

qualities that make them recognizable to others (Collins dictionary, 2023; Hemsley-Brown 

& Oplatka, 2016;  Kotler & Armstrong, 2013). As noted in the extant literature (e.g., Kwon 

& Ahn, 2021; Šagovnović & Kovačić, 2021) the individual personal and travel characteristics 

led to different experiences, since experiences are subjective by nature, unique and distinctive 

(Pine & Gilmore, 2011; Matos, Mendes & Pinto, 2015; Schmitt, 1999). For example, Kwon 

and Ahn (2021) found that the sociodemographic characteristics of hotel guests led to 

different behavioral responses. In their study they found that older group desires were 

somewhat influence by negative anticipated emotions, while low educational hotel groups 

were the opposite, i.e., positive anticipated emotions among other factors influence hotel 

guest desires. Šagovnović and Kovačić (2021) also found that tourists' sociodemographic 

characteristics shaped or influenced their emotional experience and also their perception of 

destination personality. In the word of luxury brands, it has been recommended by Han and 

Kim (2020: 1) “Marketers should increase the value of the luxurious consumption 
experience and create different values for various consumer groups and categories 
to expand luxury brands.” This reinforces the need to look at the various groups 
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sociodemographic and travel characteristics, since they led to distinct experiences, especially 

in the hotel sector and among hotel brands (deMatos, Duarte & Sá, 2023; Pine & Gilmore, 

2011; Han & Kim, 2021; Schmitt, 1999). Thus, we argue that:  

H1: Different personal characteristics lead to different HBEs’ (objective 5) 

H1.1: Different sociodemographic characteristics lead to different HBEs’ 

H1.2: Different travel characteristics lead to different HBEs’ 

The tourists need to experience new things during travelling is at the core of tourism 

(Blomstervik & Olsen, 2022; Mitas & Bastiaansen, 2018). As Mitas and Bastiaansen (2018) 

note, this is a major reason for tourists having experiences. However, the physical 

environment where the services are offered (servicescape) can influence customer 

experiences and behaviors (Chang, 2016; Jeloudarlou, Aali, Faryabi & Zendeh, 2022). As So 

and King (2010: 589) note, “service experience is most influential in determining brand 

meaning, i.e., the customer's dominant perceptions and impression of the brand.” This is 

relevant for the hotel industry since they offer products, services, and experiences associated 

with their brand and brand value (Khan & Rahman, 2017a). Moreover, hotel guests’ hedonic 

value perceptions of their hotel experience affect their future behavioral intentions 

(Dedeoğluet al., 2016) Because hedonic value is the value customers get from the experience 

(Babin et al., 1994). Thus, it is argued that: 

H2: There is a significant relationship between servicescape hedonic values and the 

HBE  (objective 6.1) 

H2.1:  There is a significant relationship between novelty value and the HBE 

H2.2: There is a significant relationship between emotional value and the HBE 

 

Hotel guests’ HBE is a critical element influencing their decision-making and behavior 

(Khan & Rahman, 2017a).  Similarly, Han and Hyun (2020) found that within the luxury 

hotel restaurant sector, hotel guests’ intention to revisit the same restaurant or another from 
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the same brand was influenced by the satisfaction with the experience. Kim, Costello, and 

Lee's (2020) study also emphasized that hotel guests or tourists are inclined to return to those 

hotels that offer novel and exciting events.  More recently, Hwang, Choe, Kim, and Kim 

(2021) stressed how four different types of brand experience (sensory, affective, behavioral, 

and intellectual) can influence and help the relationship between brands and consumers. 

These studies, among other (e.g., Hwang & Lee, 2018; Kumar & Kaushik, 2020; Khan & 

Rahman, 2017a), underscored the importance of brand experiences in consumer decision-

making processes, particularly regarding their behavioral intention (Schmitt, 2009; Brakus, 

Schmitt & Zarantonello, 2009), particularly, regarding revisiting intention (Hwang & Lee, 

2018) and WOM (Gómez-Suárez & Veloso, 2020). Thus, we argue that: 

H3: There is a significant relationship between HBE and behavioural intentions 

(objective 6.2) 

H3.1: There is a significant relationship between HBE and Revisiting intention. 

H3.2: There is a significant relationship between HBE and WOM intention. 

 

Tourism experience can have the potential to generate a profound emotional connection and 

enjoyable moments (deMatos, Duarte & Sá, 2023), leading to the individual desire to relive 

those positive experiences and emotions through memory (Clewett & Murty, 2019; Wood, 

2020) and even repeat their visits (Zhang, Wu & Buhalis, 2018). Thus, although Memory is 

related to an individual’s or tourist (e.g., past) experiences, that does not necessary means 

that such experiences led to memories (Klein, 2015). That is why hotel managers strive to 

create develop and create various type of hotel experiences connected to their brands, using 

diversified type of hotel designs (e.g., architecture), technology (e.g., music, apps), among 

other factors, to awake and trigger hotel guests’ scents, fantasies and enable them to create 

memories (Lu & Hu, 2021). For example, several authors (Ali, Hussain & Ragavan, 2014; 

Lee & Park, 2019; Torres, Fu & Lehto, 2014), explored and identified several factors (e.g., 

cognitive experience) that lead to customer delight experience in the hotel industry, but also 

its relationship with memories or even loyalty. Thus, we propose the following: 
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H4: There is a significant relationship between HBE and memory (objective 6.3) 

 

In sum, the extant literature emphasizes the relationship between HBE, hedonic value, 

tourists’ behavioral intentions in the context of the hospitality and tourism industry. It also 

emphasizes the significance of hotel brands offering novelty and emotional-seeking 

experiences for consumers, which can influence their memorability and repurchase 

intentions. 
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CHAPTER 4 

RESULTS AND DISCUSSION 

 

4.1 Results 

This chapter presents the statistical analyses carried out in order to achieve the initially 

defined objectives. 

 

4.1.1 Socio-demographic and travel characteristics of respondents 

The questionnaires collected demographic information about the participants, such as age, 

sex, nationality, employment and marital status, level of education and annual income. 583 

valid questionnaires were collected of the hotel guests. The final sample consisted of 51,1% 

women and 46,7 % men, and 2,2 % of respondents did not consider themselves to fit within 

the two categories of male and female. The average age was 53, the youngest respondent was 

18, and the oldest was 91. The majority of the participants were married (82%), had graduate 

or higher education (85%), and had an annual income above 31.100,00 Euros (73,5%). 

Professional status showed that more than half (66%) of the respondents were employed, 

30.8% were retired and only 3.3% were unemployed. The largest number of respondents 

came from the United Kingdom, followed by the Portuguese, French and German, with the 

Belgians being the least represented (Table 4.1). 
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Table 4.1: Sociodemographic Characterization 

Age Minimum Maximum Mode Median Mean Std deviation 

18 91 54 56 53,51 14,21 

Gender Frequency % 

Female 298 51,1 

Male  272 46,7 

Other 13 2,2 

Total 583 100,0 

Missing 0 0,0 

Marital Status Frequency  % 

Single 64 11,0 

Married/civil partnership 477 82,0 

Divorced/seperated 29 5,0 

Widowed 12 2,1 

Total 582 100,0 

Missing 1 0,2 

Education level Frequency  % 

Primary Education 8 1,4 

Secondory Education 77 13,8 

Higher Education 474 84,8 

Total 559 100,0 

Missing 24 4,1 
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Table 4.1: Sociodemographic Characterization 

Professional status Frequency % 

Unemployed 19 3,3 

Employed 381 65,9 

Retired 178 30,8 

Total 578 100,0 

Missing 5 0,9 

Annual income Frequency % 

Less than 15.500 € 27 5,9 

15.500 - 31.100 € 95 20,7 

More than 31.100 € 338 73,5 

Total 460 100,0 

Missing 123 21,1 

Country of Residence Frequency % 

UK 111 19,1 

Portugal 109 18,8 

France 68 11,7 

Germany 44 7,6 

USA 24 4,1 

Ireland 18 3,1 

Netherlands 13 2,2 

Brazil 10 1,7 

Belgium 9 1,5 

Other EU 109 18,8 
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Table 4.1: Sociodemographic Characterization 

Other Non-EU 66 11,4 

Total 581 100,0 

Missing 2 0,3 

Nationality Frequency % 

British 110 18,9 

Portuguese 105 18,0 

French 66 11,3 

German 48 8,2 

USA 21 3,6 

Irish 17 2,9 

Dutch 13 2,2 

Brasilian 11 1,9 

Belgians 11 1,9 

Other EU 103 17,7 

Other Non-EU 68 11,7 

Total 573 100,0 

Missing 10 1,7 

Source: Own Elaboration using SPSS software 

 

In terms of the travel profile of the respondents, the results suggested that the most 

respondents visited the Pousadas for the first time (57.1%), travelled with partner (59.2%) 

for vacation (93%) and predominantly opted to stay in Tavira (52.8%). The majority of the 

respondents did their reservation on-line (62.9%), mainly through the Pousadas’ website 

(42.6%) and the Booking.com (30.7%) webpage. The length of the average stay was 4 nights, 

but two-nights stays are the most frequent (Table 4.2). 
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Table 4.2: Travel Profile of the Respondents 

Travel characteristics 

Length of 

stay 

Minimum Maximum Mode Median Mean Std 
deviation 

1 24 2 3,00 3,81 3,39 

Nights Frequency % 

1night 111 19.1 

2nights 161 27.7 

3nights 110 18.9 

4nights 50 8.6 

5nights 39 6,7 

6nights 14 2,4 

7nights 41 7,0 

8-24 nights 56 9,6 

Total 582 100,0 

Missing 1 .2 

Visiting times Frequency % 

First time visitor 329 57.1 

Repeat time visitor 247 42.9 

Total 583 100.0 

Missing 7 1.2 

Booking accommodation Frequency  % 

Online 356 62.9 
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Table 4.2: Travel Profile of the Respondents 

Tour operator/Travel agency 132 23.3 

In person at the location 19 3.4 

I didn'tbook 14 2.5 

Another 45 8.0 

Total 566 100.0 

Missing 17 2.9 

How to bookit Frequency  % 

booking.com 119 30.7 

Airbnb 5 1.3 

Expedia 23 5.9 

TripAdviser 10 2.6 

Momondo 1 .3 

Pousadas de Portugal Algarve web page 165 42.6 

Other 64 16.5 

Total 387 100.0 

Missing 196 33.6 

Travel companion Frequency Valid % 

Family 195 33.7 

Partner 342 59.2 

Friends 31 5.4 

Alone 10 1.7 

Total 578 100,0 

Missing 5 .9 
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Table 4.2: Travel Profile of the Respondents 

Travel main motivation Frequency  % 

Business 10 1.7 

Health and wellness 31 5.3 

Vacation and leisure 542 93.0 

Total 583 100,0 

Pousadas Location 

Estoi 101 17,3 

Tavira 308 52,8 

Sagres 174 29,8 

Total 583 100,0 

 

4.2 Hotel brand experience characterization 

The findings indicated that the overall brand experience (HBE) was satisfactory, as all items 

of the HBE scale had an average value greater than 5 on a 7-points Likert scale. The items 

best rated by guests related to the location, which is considered appealing (6.37) and 

contributes to a feeling of relaxation (6.38).  The worst rated aspects of the hotel brand 

experience were related to its online presence, i.e., social media appeal, online reviews, and 

hotel website (Table 4.3). 
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Table 4.3: Hotel Brand Experience (HBE) 

 (HBE) Mean Std Deviation 

Location of this hotel brand stimulates my senses 6.18 1.12 

I find location of this hotel brand appealing    6.37 1.04 

Location of this hotel brand is convenient that makes me feel relaxed 6.38 1.03 

Stay at this hotel brand is memorable to me                 6.19 1.13 

This hotel brand has attractive architectural design 6.26 1.10 

Ambience of this hotel brand is very relaxing to me 6.25 1.03 

The cleanliness and décor of this hotel brand is pleasing 6.18 1.13 

The staff of this hotel brand is helpful and friendly that brings out emotions 6.31 1.02 

Appearance of this hotel brand staff is impressive            5.98 1.17 

The way in which the staff of this hotel brand serves is admirable 6.03 1.23 

I feel good at this hotel brand because of the staff personnel’s attentiveness 6.06 1.21 

Website of this hotel brand provides accurate results 5.61 1.21 

I find online reviews of this hotel brand informative        5.58 1.17 

Presence of this hotel brand on social media appeals to my visuals 5.39 1.31 

Conduct of guests at this hotel brand is polite              5.91 1.18 

Guests at this hotel brand make me feel comfortable     5.66 1.24 

Guests at this hotel brand value the privacy of other guests     5.84 1.19 

Global mean = 6,01   
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4.2.1 Hotel brand experience by Pousadas’ location 

To analyze the HBE by location of the 3 different Pousadas a Kruskall-Wallis test was used, 

as the normality assumption for the application of ANOVA was not met. The three Pousadas 

do not statistically differ regarding the quality of the website and the communication on 

social networking sites, regarding the effect of staff on the guests’ emotional well-being and, 

finally, regarding the respect for privacy between guests. The analysis of Table 4.4 indicates 

that the Pousada de Tavira is the one that provides the best overall HBE, because it differs 

positively regarding the largest number of items. This difference can be seen related to staff 

(appearance, service and attention), other hotel guests (polite conduct and feeling of comfort) 

and physical space (architecture, ambience, cleanliness and décor). Pousada de Sagres differs 

positively regarding the location (stimulates the senses, is appealing, convenient and 

relaxing), while Pousada de Estói does not stand out positively in any aspect of HBE (Table 

4.4). 

 
Table 4.4: HBE /Location 

HBE                   Means Kruskall-Wallis LSD 

Estói Tavira Sagres   χ 2    P 

Location of this hotel brand stimulates my 
senses 

5,85 6,12 6,48 22,70 ,000 E≠T≠S 

I find location of this hotel brand 
appealing         

6,01 6,34 6,64 29,36 ,000 E≠T≠S 

Location of this hotel brand is convenient 
that makes me feel relaxed 

6,07 6,39 6,56 14,26 ,001 E≠T; S 

Stay at this hotel brand is memorable to me            
  

5,98 6,29 6,13 8,14 ,017 E≠T 

This hotel brand has attractive 
architectural design 

6,16 6,60 5,70 99,53 ,000 E≠T≠S 
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Table 4.4: HBE /Location 

Ambience of this hotel brand is very 
relaxing to me 

5,93 6,43 6,12 28,37 ,000 T≠E; S 

The cleanliness and décor of this hotel 
brand is pleasing 

5,94 6,36 6,02 22,00 ,000 T≠E; S 

Staff of this hotel brand is helpful and 
friendly that brings out emotions 

--- --- --- --- --- --- 

Appearance of this hotel brand staff is 
impressive         

5,89 6,10 5,82 6,92 ,031 T≠S 

The way in which the staff of this hotel 
brand serves is admirable 

5,94 6,17 5,82 10,67 ,005 T≠S 

I feel good at this hotel brand because of 
the staff personnel’s attentiveness 

5,95 6,22 5,85 13,10 ,001 E≠T 

Website of this hotel brand provides 
accurate results 

--- --- --- ---- --- --- 

I find online reviews of this hotel brand 
informative     

5,52 5,72 5,39 6,68 ,035 T≠S 

Presence of this hotel brand on social 
media appeals to my visuals 

--- --- --- --- --- --- 

Conduct of guests at this hotel brand is 
polite           

5,68 6,03 5,84 9,40 ,009 E≠T 

Guests at this hotel brand make me feel 
comfortable  

5,54 5,78 5,52 7,35 ,025 T≠S 

Guests at this hotel brand value the privacy 
of other guests  

--- --- --- --- --- --- 

 

4.3 Hedonic value of the experience and behavioral intentions 

4.3.1 Hedonic values 

Respondents predominantly value the emotional dimension of hedonic values (upper global 

mean), namely those related to well-being and pleasure (Table 4.5). In order to analyze if the 

difference between the two types of values (Novelty/Emotion) was statistically significant, 

two variables were created, containing the average values of each one, and a paired samples 
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t test was performed, which allowed the confirmation of the higher value assigned to the 

emotional values (t =-15,594; p=,000). 

 
Table 4.5: Hedonic Values   

Hedonic Values (Novelty) Mean Std 
Deviation 

Taking a holiday in this Pousadas de Portugal Algarve is something different     6.41 6.77 

Taking a holiday in this Pousadas de Portugal Algarve is unique.                          6.64 9.52 

Taking a holiday in this Pousadas de Portugal Algarve increases my knowledge. 6.81 10.98 

Taking a holiday in this Pousadas de Portugal Algarve offers variety.                       6.79 10.26 

Global mean = 6,66   

                                                      Hedonic Values (Emotion)   

Taking a holiday in this Pousadas de Portugal Algarve is enjoyable 6.46 4.30 

Taking a holiday in this Pousadas de Portugal Algarve makes me feel good.              6.89 7.74 

Taking a holiday in this Pousadas de Portugal Algarve gives me pleasure.                6.85 7.74 

Global mean = 6,73   

 

4.3.2 Future intentions 

We analyzed future intentions based on the potential willingness of the guests to visit again 

(revisiting) and their intention to recommend the hotel to friends and family (WOM). Despite 

the high-rated intention to visit the Pousadas again, the intention to recommend the Pousadas 

is overall even higher than that of revisiting (Table 4.6). To analyze these intentions, 

according to the different Pousadas locations, a Kruskall-Wallis test was used since the 

normality assumption for the application of ANOVA was not met (Table 4.7) 
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Table 4.6: Future Intentions  

Future Intentions (Revisiting) Mean Std 
Deviation 

I would like to revisit Pousada de Portugal Algarve in the near future   5.93 1.47 

If I had to decide again, I would choose Pousadas de Portugal again 6.05 1.28 

I would more frequently visit Pousadas de Portugal   7.18 11.33 

Pousadas de Portugal would be my first choice over other hotel brands 5.71 4.20 

Global mean = 6,22   

Future Intentions (WOM)   

I would recommend Pousadas de Portugal to my friends and relatives  6.26 4.02 

I would say positive things about Pousadas de Portugal to other people  6.64 6.75 

I would encourage friends and relatives to come this Pousada de Portugal   6.38 5.58 

Global mean = 6,55   

 

It is only possible to detect the existence of statistically significant differences for the 

recommendation intentions, which are higher for the Pousada de Tavira (Table 4.7). This is 

not surprising since this was the unit that revealed to provide the best hotel brand experience. 

 
Table 4.7: Future intentions /Location 

Future Intentions Means Kruskal-Wallis LSD 
Estói Tavira Sagres χ 2 p 

I would recommend Pousadas de Portugal to 
my friends and relatives 

5,97 6,18 5,94 6,512 ,039 T≠S 

I would say positive things about Pousadas 
de Portugal to other people 

6,01 6,29 6,02 10,616 ,005 T≠E;S 

I would encourage friends and relatives to 
come this Pousada de Portugal Algarve 

6,00 6,15 5,82 8,939 ,011 T≠S 

 

4.4 Validity and reliability of the HBE scale 

In order to test the validity and the generality of the HBE scale, it was subjected to Principal 

Components Analysis (PCA), that allowed us to identify five underlying dimensions (Table 

4.8).  
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Although the Kaiser criterion suggests the extraction of 4 components, in which guest-to-

guest and website & social experiences load on a single factor, we considered that the 

solution of 5 factors provided a more distinct structure. This solution is legitimated by the 

Cattell’s Scree Test and follows the recommendation of Hair and Anderson (1992) and 

Viegas (1997:64): “The possibility of assigning some meaning to the factors or of interpreting 

the nature of the variables is an extremely important consideration in determining the number 

of factors to be extracted”. This five-component solution also presents good Cronbach’s 

alpha values, in line with Nunnally’s (1978) criterion of 0.7. 

 

Table 4.8: HBE-PCA Results 

Hotel Brand Experience 

Adequacy 

Extration 
Method 

Rotation 
Method 

 
Components Extracted 

 Bartlett’s Test 
KMO 

 
Χ 2 Sig. 

Eingenvalues Cumulative  
% of variance 

3152,16 ,000 ,907 Ortogonal Varimax 

8,702 20,469 

1,670 36,485 

1,472 52,261 

1,148 67,922 

0,831 81,312 

“Staff competence experience” (α = 0,896) 

Variables Loadings 

Admirable staff ,891 

Attentiveness staff ,855 

Staff appearence  ,799 

Helpful and friendly staff  ,777 

                                                 “Hotel location experience” (α = 0,847) 

Location ,861 

Appealing    ,855 

 Feel relaxed ,790 
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Table 4.8: HBE-PCA Results 

                                         “Guest to guest experience” (α = 0,906) 

Polite ,830 

Feel comfortable     ,830 

Privacy ,823 

                                         “Hotel stay & ambience experience” (α = 0,851) 

Architectural design ,822 

Cleanliness ,724 

Memorable ,678 

Ambience ,588 

                                         “Hotel website & social media experience” (α = 0,854) 

Social media , 777 

Website ,773 

Online reviews ,749 

 

Based on the results of the PCA, we created 5 new variables (Table 4.9) representing the 

identified dimensions and resulting from the arithmetic mean of the values of the variables 

associated to each of them. To examine whether the experiential dimensions present 

statistically different means between them, we performed 10 paired t-tests and all of the 

comparisons resulted in significant differences (p< 0.05).  

 

Table 4.9: Dimensions Means 

Experiential Dimensions 

 Mean Std Deviation 

DIM_Location 6,31 ,93 

DIM_Stay&Amb 6,22 ,91 

DIM_Staff 6,10 1,01 

DIM_Guest 5,80 1,11 

DIM_Web 5,55 1,09 

 

Based on the average values recorded in the identified dimensions (Table 4.9), it can be 

concluded that the “Pousadas de Portugal” experiences most valued by guests are, in this 
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order: the location, the stay & ambience and the staff competence. On the other hand, the 

experiences that are less valued are as follows: guest-to-guest and website & social media 

experiences. 

 

4.5 Experiential dimensions differentiation 

According to objective 5, we also wanted to examine whether different personal and travel 

characteristics lead to different hotel brand experiences. So, we analyzed, as independent 

variables, all those included in the questionnaire sections regarding the sociodemographic 

profile and the characterization of the trip, presenting only the results for those that have 

statistically significant differences (α=5%). 

Regarding marital status, it was detected the existence of statistically significant differences 

in the “Staff competence experience”. The results of the LSD test suggested that married 

guests had a better experience in this dimension than the widowed and divorced ones (Table 

4.10).  

Table 4.10: Marital status 

Dimensions 
(means) 

 
Marital status 

Kruskall-Wallis Fisher’s 
LSD 

 
Staff competence 

Single Married Widowed Divorced χ2 p Marr ≠ 
Div; Wid 6,07 6,29 5.49 5.73 8.99 0.029 

 

In terms of age, it appears that older guests (over 50 years), appreciated the aspects of Stay 

& Ambience more than the others (Table 4.11). It is seemed that older guests are more 

sensitive to their immediate environments. We might be able to relate this attentiveness to 

their experience. Older guests might have travelled more than younger guests. Older guests 

are prone to have travelled more often to these locations compared with younger travelers. 

Additionally, some of the older guests might have retired. In other words, older guests have 

both the time and money to travel and meticulously analyze their immediate environment.  
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Table 4.11: Age 

Dimensions 
(means) 

Age Independent t Test 
≤ 50 years > 50 years t p 

Stay & Ambience 6,11 6,29 2,28 0,023 
 

The guests who stayed longer than 5 days statistically differed from those who had shorter 

stays. The former appreciated more the aspects of Stay and Ambience and Staff Competence 

(Table 4.12). This resonates with the results of the previous section, where older guests were 

keenly interested in their environment.  

 
Table 4.12: Length of Stay 

Dimensions 
(means) 

Length of stay Kruskall-Wallis Fisher’s LSD 
≤ 2 days 3-5 days > 5 days χ2 p 

Stay & Ambience 6,16 6,16 6,48 12,26 0,002 >5 days ≠ 
others 

Staff Competence 6,03 6,11 6,26 8,11 0,017 >5 days ≠ 
others 

 

The respondents who did not make the reservation themselves, differ from the others by the 

worse evaluation they attribute to the Location and Staff competence (Table 4.13).  

 
Table 4.13: Reservation 

Dimensions 
(means) 

Reservation Kruskall-Wallis Fisher’s 
LSD Online In 

person 
Agency Didn’t Another χ2 p 

Location 6,34 6,21 6,40 5,59 6,55 13,905 ,008 Didn’tbook ≠ 
others Staff 6,06 6,12 6,17 5,40 6,44 9,878 ,043 

 

Guests who had booked through TripAdvisor, made a worse evaluation of the dimension Stay 

& Ambience (Table 4.14). 
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Table 4.14: Reservation Website 

 
Dimensions 
(means) 

Reservation website   
Fisher’s 

LSD 
Booking Airbnb Expedia TripAdviser Pousada 

web 
Other χ2 p 

Stay & 
Ambience 

5,47 6,44 5,60 5,28 5,52 5,70 15,13 ,010 Trip 
Adviser ≠ 
allothers 

 

Finally, with regard to location, in the three dimensions that present statistically significant 

differences, the Pousada de Tavira always received superior evaluation. The Pousadas of 

Estoi and Sagres are only different from each other in the dimension of Staff &Ambience, 

where the latter received a lower evaluation (Table 4.15). 

 

Table 4.15: Pousadas’ Location 

Dimensions 
(means) 

Pousadas Kruskall-Wallis Fisher’s LSD 
Estoi Tavira Sagres χ2 p 

Stay & Ambience 6,01 6,42 5,99 51,680 0,000 Estoi≠Tav≠Sagres 
Staff Competence 6,01 6,23 5,92 12,912 0,002 Tav≠Estoi; Sagres 

Location 5,97 6,28 6,56 27,613 0,000 Tav≠Estoi; Sagres 
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4.6 Relation of HBE with hedonic values, behavioral intentions and 

memory 

4.6.1 The relationship between HBE and memory 

As suggested by Oh, Fiore and Jeoung (2007), the memories were measured through 3 

significant variables that present a strong internal consistency (α=0.831). Based on their 

mean values, a new variable was created to analyze the relation with the HBE dimensions. 

 

Table 4.16: Correlations: HBE/Memory 

Dimensions Location Stay&Amb Staff Web Guest 
Memory Correlation de 

Pearson 
,435 ,531 ,482 ,416 ,420 

Sig. (bilateral) ,000 ,000 ,000 ,000 ,000 
 

All dimensions have a significant (p<0,05), direct (+) and moderate association (0,4< r ≤0,7) 

with the Memory created during the experience. The strongest association is between 

Memory and Stay & Ambience (Table 4.16). 

 

4.6.2 The relationship between HBE and hedonic values 

The application of a PCA to the variables related to the hedonic values confirm the existence 

of the two dimensions mentioned in the literature: Novelty Value and Emotional Value 

(Table 4.17). 
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Table 4.17: Hedonic Values - PCA Results 

Hedonic Values 

Adequacy 

Extration 
Method 

Rotation 
Method 

 
Components Extracted 

 Bartlett’s Test 
KMO 

 
Χ 2 Sig. 

Eingenvalues Cumulative  
% of variance 

3040,045 .000 ,859 Ortogonal Varimax 
4,610 40,640 

1,068 81,125 

“Novelty” (α =,874) 

Variables Loadings 

Taking a holiday in this Pousadas de Portugal 
Algarve is something different     

,839 

Taking a holiday in this Pousadas de Portugal 
Algarve is unique 

,811 

Taking a holiday in this Pousadas de Portugal 
Algarve increases my knowledge 

,787 

Taking a holiday in this Pousadas de Portugal 
Algarve offers variety 

,762 
 

“Emotional” (α =,955) 

Taking a holiday in this Pousadas de Portugal 
Algarve is enjoyable 

,908 

Taking a holiday in this Pousadas de Portugal 
Algarve makes me feel good 

,906 

Taking a holiday in this Pousadas de Portugal 
Algarve gives me pleasure 

,899 

 

In order to analyze the association between the HBE and the hedonic values, we created 2 

new variables representing the above identified dimensions, and then calculated the 

Pearson’s coefficient between them (Table 4.18). The values of the emotional component 

show a greater number of considerable associations (above 0.5), especially those registered 

with the HBE dimension Stay & Ambience. 
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Table 4.18: Correlations: HBE/Hedonic Values 
Dimensions Location Stay&Amb Staff Web Guest 

Novelty 
Pearson Correlation ,434 ,532 ,499 ,455 ,432 

Sig.(bilateral) ,000 ,000 ,000 ,000 ,000 

Emotional 
Pearson Correlation ,561 ,632 ,531 ,434 ,455 

Sig.(bilateral) ,000 ,000 ,000 ,000 ,000 

 

4.6.3 The relationship between HBE with behavioral intentions  

Since the variables considered have an excellent internal consistency (α=0.935), and in order 

to analyze the relation of these intentions with the HBE, a unique variable was created, 

composed by the arithmetic mean of all variables included in that scale. All dimensions 

present a moderate and significant relation with the behavioral intentions, registering the 

highest associations between these and the factors of Stay & Ambience and Staff 

Competence. Therefore, we can expect that it will be the experiences in these dimensions 

that will most influence the behavioral intentions (Table 4.19). 

 

Table 4.19: Correlations: HBE/Behavioral Intentions 

Dimensions Location Stay&Amb Staff Web Guest 

 
Behavioral 
Intentions 

Pearson Correlation  ,449 ,579 ,540 ,414 ,427 

Sig. (bilateral) ,000 ,000 ,000 ,000 ,000 

 

Hypothesis 1 (H1) is partially confirmed: Regarding sociodemographic characteristics 

(H1.1), only marital status and age lead to different assessments of HBE: married guests are 

the ones who best evaluate Staff Competence, while Stay & Ambience is most appreciated by 

older guests. 
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With regard to H1.2 (travel characteristics), the length of stay differentiates guests in the two 

dimensions mentioned above, both of which are more valued by guests with stays longer than 

5 days. It is also noted that guests who have not dealt with the booking process give a worse 

rating to dimensions Hotel Location and Staff Competence, and those who claim to have 

made the booking online differ by a worse rating of dimension Stay & Ambience. 

H2 is confirmed: Both hedonic values considered in H2.1 (novelty) and H2.2 (emotional) 

have a significant relationship with the dimension Stay & Ambience. The association is, 

however, stronger in the latter case, emotional value, which also registers significant 

associations with Hotel Location and Staff Competence. 

H3 is globally confirmed: Although, following what was mentioned by authors like 

Dedeoglue et al. (2018), this hypothesis was divided into H3.1 (Revisiting) and H3.2 

(WOM), it was not possible to confirm the existence of these two dimensions, so the 

behavioral intentions were tested as a whole. It can be concluded that the experiences related 

to Stay & Ambience and Staff Competence will have more impact on the behavioral intentions 

because this is where the highest associations are registered. 

H4 is confirmed: All dimensions of HBE are associated with memory, which, however, 

demonstrates a stronger relationship with the dimension Stay & Ambience. 

 

4.7 Discussion 

The main goal of this study was to examine the role of HBE and hedonic values on guests’ 

behavioral intentions and memories. 

Regarding the first goal, our results permitted us to identify the sociodemographic profile of 

those who seek to enjoy hotels such as Pousadas de Portugal at the Algarve. Our findings 

allowed us to verify that Pousadas' guests' characteristics and behaviors align with previous 

studies (e.g., Matos, 2014). In addition, it was found that hotel guests had a positive 

experience, even as first-timers. This identification of the hotel guest, and its characteristics, 

is important because, in today’s competitive tourism market, brand experiences have been 
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recognized as a critical element for the success of hotels and their offering (Liu & Hu, 2022; 

Purohit, Hollebeek, Das & Sigurdsson, 2023). Thus, monitoring and assessing guests’ 

experiences is mandatory, particularly, since this investigation assessed guests' experience at 

three different Pousadas, allowing to compare the results.  

Regarding the second goal, our findings showed that the HBE at the three pousadas was 

overall very positive for the Pousadas' guests. In particular, we found location among the 

most essential HBE elements for the hotel guests. Additionally, we found that the specific 

location of each pousada, the friendliness of the staff, ambience, and the architectural design 

were highly valued by the hotel guests. This suggests that in the age of technology, hotel 

managers need to consider these dimensions as valuable factors affecting their customers. 

Since, the Pousadas enabled hotel guests to experience a relaxing and friendly atmosphere, 

which helped them feel positive emotions. This result aligns with other studies showing that 

these dimensions are relevant for the hotel industry (Gómez-Suárez & Veloso, 2020; Khan 

& Rahman, 2017). 

It is evident from our findings that despite being a hotel group and using the same brand, the 

results show that Pousadas were valued differently by the hotel guests. For example, the staff 

empathy and service interaction stood out in the Pousada of Tavira case. In contrast, on 

others, it was, for example, location and relaxed atmosphere that was emphasized (e.g., 

Pousada de Sagres). Our results are contrary to other studies (e.g., Liu & Hu, 2020; 

Mutsikiwa et al., 2020) that found location not to be very significant. One explanation for 

this result being more relevant and significant in our case may be the proximity of the 

Pousadas to local services and facilities, which the Pousadas’ guests highly value.		

Our findings about the HBE at the three Pousadas are also significant for several reasons. 

First, it highlights the success of the hotel group Pousadas de Portugal in designing, 

developing, and implementing a solid HBE. Second, it highlights the success of delivering 

and maintaining the service and HBE throughout the diverse Pousadas units. However, it also 

shows that at least in one of the hotel units, Pousadas de Estoi, the HBE did not stand out in 

any relevant aspect compared to the other Pousadas units. So, the implications and 

significance of these findings suggest that despite the good overall performance of the hotel 
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group, there is still room for improvement at specific hotel units. As Liu & Hu (2022:1102) 

recall, “Hotels capable of addressing [and maintaining] customer brand experience set 

themselves in a competitive position in the marketplace and can create successful and 

differentiated brand positioning and brand loyalty.” 

 

The third goal was to analyze the hedonic value of the experience and identify behavioral 

intentions.  We observed that guests’ opinions highlighted more emotional dimensions than 

novelty. This may result from their age (average>50) and past experiences. Overall, they 

experienced good feelings and a sense of pleasure during their stay at Pousadas. These are 

among the most frequent emotional aspects of their stay at the Pousadas. This is contrary to 

Dedeoglu et al. (2018) study since, in our case, first-time hotel guests emphasized more 

emotional value. However, our results are consistent with Mitas and Bastiaansen (2018) 

argument that tourists travel to have new experiences. Moreover, as Babin et al. (1994) note, 

hedonic value is related to experiencing fun and playfulness. This is a significant outcome of 

our research because it shows that Pousadas hotels created an atmosphere that allowed 

tourists to experience such feelings. This implies that Pousadas could create and stage the 

right servicescape during the guest HBE.  Findings also highlighted that Pousadas de Portugal 

contributed to hotel guests’ knowledge. Knowledge has also been found to be an essential 

factor that contributes to richer experiences (Pine & Gilmore, 2011). 

In this context, we observed without surprise that the Pousadas guests also showed the 

intention to recommend and revisit. However, among the three (Tavira, Estoi and Sagres) 

distinct HBEs, Pousada of Tavira had the highest recommendation intention among guests. 

This finding aligns with the findings of Mutsikiwa et al. (2020). 

The fourth goal was to apply to the three Pousadas at the Algarve the HBE scale and assess 

its validity and reliability. Our results were confirmed after conducting the PCA. Moreover, 

HBE scale reliability and validity allowed us to identify five dimensions (Staff competence, 

hotel location, guest-to-guest experience, hotel stay & ambience, Hotel website & social 

media experience).  Our findings are consistent with the results obtained by Khan et al. 

(2017). However, the results obtained are contrary to the study of Mutsikiwa et al. (2020), 
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which instead of 5 factors, only found four dimensions (Hotel location, Hotel ambience, 

Hotel staff competence, Guest-to-guest experience). Our results suggest that despite the 

robustness and validity of Khan et al. (2017) scale, further studies are needed to consider, for 

example, the context or the hotel characteristics. 

The fifth goal was to verify if personal and travel characteristics contributed to different hotel 

brand experiences. In this regard, our results have shown that marital couples are considered 

to have a better experience regarding staff competence than others (e.g., divorced). Age was 

also found to influence the experience of the guests, since older guests valued their Stay and 

ambiance. The guests who stayed longer than 5 days appreciated more the aspects of Stay & 

Ambience and Staff Competence their environment. This result is congruent with Mutsikiwa 

et al. (2020) findings. In our analysis, we could say that the more a guest stayed in the hotel, 

more opportunities he or she will have to enjoy the ambience and appreciate the performance 

of the staff.  

Moreover, between those young and older hotel guests, it was found that older guests travel 

more. This suggests that they travel more frequently, probably due to being retired. Thus, 

they have both money and time to travel and the motivation to find enjoyable experiences. 

This is consistent with the previous literature (e.g., Esichaikul, 2012; Kan et al., 2022) and is 

essential because, as Caber and Albayrak (2014) found, hotel attributes are crucial factors for 

older (e.g., senior tourists) hotels guests during the decision-making process. Their study also 

observed that staff attributes such as politeness or friendliness impacted the hotel guest’s 

overall satisfaction. 

 

Regarding booking reservations, we also found differences in hotel guests' ratings, depending 

on whether the reservation was made by themselves or others. For example, guests who had 

reservations made by others (not themselves) rated worse than the Pousadas regarding 

location and staff competence. Guests who booked using TripAdvisor had the worst stay & 

and ambience evaluation. This result is aligned with the literature review regarding the 

importance of managing hotel guests’ expectations. Moreover, our study adds to the extant 

body of knowledge the constant relevance and importance of assessing the difference 
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between hotel guests’ perceptions and expectations (Armstrong et al., 1997; Parasuraman et 

al., 1994, 1988). In addition, it emphasizes the need to manage such expectations, especially 

when considering an industry (hospitality) in which differences are found between various 

cultural groups regarding expectations (Armstrong, Mok, Go & Chan, 1997; Mehta et al., 

2023).  

In the sixth goal, we assessed the relationship between HBE and memory. The findings 

revealed that all dimensions significantly affected memory, with the strongest association 

being memory and Stay & Ambience. The four hypotheses were confirmed (H2, H3, H4) or 

partially confirmed (H1). This finding aligns with previous studies regarding the need to 

create memorable experiences (Pine & Gilmore, 2011) and with more recent studies stressing 

customer experience and memory relationships (e.g., Li et al., 2022). The study shows a 

relationship between HBE, hedonic values, behavioral intentions, and memory.  
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CHAPTER 5 

CONCLUSIONS AND IMPLICATIONS 

The main purpose of this study was to examine the role of HBE and hedonic values on guests’ 

behavioral intentions and memories.  In this regarding, we found that hotel guests of 

Pousadas de Portugal in Tavira, Estoi and Sagres had a great HBE and recognized the 

emotional value of their stay, which contributed to their return intention, recommendation 

and memory. 

Moreover, our study offered several significant insights to the extant theoretical framework 

based on the general and specific goals set.  

Firstly, throughout the narrative literature review conducted, we found that despite the 

growing body of knowledge addressing brand and brand experience, hotel brand experience 

has received scant attention from scholars. Building on the existing body of knowledge 

regarding the concept HBE, it was possible to review the concept and present an original 

conceptual model. This model pursued to verify the relationship between HBE, Hedonic 

Values, Behavioral intentions and memory. Khan and Rahman (2017b) mentioned in this 

regard that assessing the HBE and its relationships is of interest for scholars and hotel 

managers. This means that this way richer experiences and superior HBE may be deliver to 

hotel guests (Khan & Rahman, 2017a, 2017b; Pine & Gilmore, 2011). Therefore, improving 

their intention to stay longer at the hotel (Mutsikiwa et al., 2020), WOM (Gómez-Suárez & 

Veloso, 2020) and long-term relationship with customers (Liu & Hu, 2021). Among many 

of significant factors for success in the hospitality industry (e.g., price, product, service), 

making a memorable experience has emerged as a key driver for hotels and hotel managers, 

due to the shift from services to experiences in the sector (Pine & Gilmore, 2011). 
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Second, our study was a pioneer in profiling and describing the characteristics of hotel guests 

seeking HBE at Pousadas de Portugal. It was possible to identify a mature segment with a 

high education level and income, which uses online booking services when traveling during 

vacations and leisure.  

New behaviors, values and experiences are sought nowadays by hotel guests, in upscale hotel 

units (Sumaco, Imrie & Hussain, 2015), such as Pousadas de Portugal.  

In our case we characterized the HBE at the Pousadas e found how important location, service 

and staff were for creating a relaxing and positive atmosphere for these hotel guests at the 

hotel units. We could also see that there is still room for improvements, especially regarding 

the online presence (e.g., social media) of the hotel brand.  It is therefore important to note 

that in today’s hospitality market, a hotel website and the social media platforms are a vital 

source of promotion and customer engagement (Khan & Rahman, 2017b; Lin, Yang, Ma & 

Juang, 2018). 

We also analyze the hedonic value of the guests’ experience and to identify their behavioral 

intentions. The guests’ hedonic values were more targeted on the emotional value, and their 

behavioral intentions to visiting again and recommending (WOM) the hotel unit to other 

individuals, was observed. This is an important finding since the hotel sector is highly 

dependable on creating emotional bonds and experiences to their guests, but also, leading 

them to spread positive WOM (Gómez-Suárez & Veloso, 2020; Konu et al., 2020; Liu & Hu, 

2022; Liu et al., 2020).  

Next, we tested the validity and reliability of the HBE in the case of Pousadas de Portugal 

Algarve. The results allowed us to verify that the HBE scale of Khan and Rahman (2017) is 

useful and appropriate to the Portuguese context, particular to the upscale hotel brands, such 

as Pousadas de Portugal at the Algarve. Our study findings also contributed to reinforce the 

need to look at the social, economic and cultural context in which the scale is tested. Since, 

our results were congruent with Khan & Rahman (2017a), but contrary to Mutsikiwa et al. 

(2020). 
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We also explored how different personal and travel characteristics of hotel guests led to 

different HBE. Among the differences found, for example, between those married versus 

divorced, or older versus younger, it is important to emphasize that hotel managers, can now 

adapt and personalize the HBE of the specific segments, adding value to their offering and 

value proposition. Results of our study also shown, that Stay & ambience and staff 

competence should continue to be priority for the hotel managers, since these are the most 

valued dimensions of the HBE. Also, to address the relationship between HBE, hedonic 

values, guests’ behavioral intentions, and memory, we found that our four hypotheses were 

confirmed. Moreover, these relationships are significant.  

 

 
5.1 Theoretical and practical implications 

On the theoretical stage, this study contributes to present better understanding of HBE 

concept, since scant attention has been given to it previously (Khan et al., 2017b). Our study 

shows that HBE can be an important element to differentiated one Pousada from the other, 

beyond the functional attributes, which can limit it (So et al., 2016). This study is the first to 

develop and validate measures of brand experience in context of hotel Pousada de Portugal, 

allowing to compare it with other market realities (e.g., Zimbabwe, India). To win a 

differentiated position in the customer’s mind, hotels should provide positive and unique 

experiences to their customers (Purohit et al., 2023). The application of this scale to other 

markets will allow to verify if four or five dimensions will encounter. Our results along with 

other studies (Khan & Rahman, 2017; Mutsikiwa et al., 2020) imply the need for researchers 

and managers to take into consideration the socio-economic context of where and when the 

HBE scale will apply. 

On the practical stage, this study contributes by offering an operational scale (one that was 

tested and applied to the marketing previously) that can be an effective instrument for better 

marketing actions. For hoteliers our study provides the opportunity for the creating of HBE, 

tailor-made for specific segments, since differences were found among them. It is stressed 

the need for measuring, analyzing, understanding and monitoring the guests’ HBE. In 
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addition, we argue that hotel managers to improve their social media and website promotion 

efforts, by creating more segmented HBE stories. As found, highlighting the atmosphere for 

example. 

The performance in terms of HBE of the Pousada of Tavira, call upon hotel practitioners and 

managers on the need to continuously assess service quality standards and staffs’ competence 

programs, since they can be a determining factor of success. The practical implications of the 

study can help hotel brand managers in the Pousadas but also in similar hotels to understand 

and better manage the experience of their guests by controlling and designing unique 

experiences for their targets-markets.  The developed hotel brand experience scale can 

provide hoteliers a way to examine the experiences evoked through hotel brand-related 

stimuli (Khan & Khan, 2017a). Hoteliers will also stand to gain as they would get a tool 

designed to measure brand experiences specific to the hotel industry. 

 

5.2 Limitations and future research 

The study has several limitations. For instance, the characteristics of the pousadas de Portugal 

may not allow to generalize to other hotels groups and brands. The context in which the HBE 

was experienced, before covid-19 may not reflected todays HBE. A convenience sampling 

was used. Hotel guests’ perceptions of servicescape can be helpful to distinguish their 

expected quality. Future research should use stratified sampling, and employ longitudinal 

studies, incorporating bigger size samples. Besides upscale hotel units, lower rating hotel 

units (three stars) should be assessed to verify its application. 
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