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Abstract

The purpose of the study was to investigate the consumer decision process
for hospitality services, with particular reference to the interactions
occuring between the consumer and the producer during service delivery.
As the hospitality industry is very diverse, the hotel short break product
was selected as the locus for the study. '

At the outset, a hypothetical model of the consumer decision process was
constructed, drawing on the characteristics of hospitality services and
the differing perspectives of the consumer and the producer. In order to
generate a grounded theory which would help to explain the consumer decision
process, data was collected by personal interview prior to, during and after
the hotel short break. The interview data was then transcribed and analysed
using the constant comparative method developed by Glaser and Strauss.

Following this, a secondary method of analysis derived from Kelly’s
personal construct theory was used to elaborate the theoretical framework.
To identify decision-making similarities and differences more clearly,
each interview was re-constructed in the form of an interactive computer-
based cognitive model using- a software program called Cognitive Policy
Evaluation (COPE). The output from the models, in the form of cognitive
maps depicting themed relationships, was wused to illustrate decision
process relationships and distinguish between consumers with extensive and
limited prior product experience.

The hypothetical model was supported by the study findings which showed
that prior experience of the product category and the perceived importance
of the purchase occasion influence the level of consumer involvement in
the decision process, and thereby the range and type of decision-making
activities which are undertaken. The findings also illustrate the value
of prior product experience and involvement as segmentation variables by
revealing sub-group characteristics relating to the selection, assessment
and evaluation of hospitality services. They include notable differences
in the operation of personal category systems during pre-purchase and the
personal rating systems used by consumers during the consumption and post-
consumption evaluation stages of the decision process.
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1.1 Raticpale for the gstudy

Although commercial hospitality services make an important contribution
to the service sector of the economy, empirically-based understanding of
the interactions between the consumer and the producer is limited to a small
number of prior studies. In this context, the purpose of the study was to
investigate the consumer decision process for hospitality services and to
generate a grounded explanatory consumer theory. As the term ‘hospitality’
embraces a wide range of catering, accommodation and leisure activities,

it was necessary to focus the research in one sector of the industry.

A prominent feature of product development in the hospitality industry
during the 1980’s has been the integration of a wider range and type of
consumer services. The hotel short break product was selected as a basis
for the study because it exemplifies this trend, with <catering,
accommodation and leisure activity components packaged at an inclusive
price. As there are many choice options available, and the investment cost
is higher than for non-residential hospitality services, the consumer
decision process might be expected to vary according to factors such as
the level of perceived risk and the extent of prior experience with the

product category..

The chapter begins by examining the characteristics of hospitality services
and the differing perspectives of the consumer and the producer. Following
this, the collaborative nature of the research is explained with reference
to definitions of the hotel product and trends and developments in the U.K.
short break market. At the end of the chapter a hypothetical model of the
consumer decision process for hospitality services is presented. This
provides a frame of reference for the theory generating approach to the

study which is explained in chapters 3 and 4.

1.2 Ihe concept and _characteristics of Dhospitality serv-
ices

The origin of the word hospitality can be traced to the Latin noun ‘hospice’
meaning a ‘place of entertainment or of shelter’. Usage of the generic term
‘hospitality industry’ to describe what is traditionally known as the
‘hotel and catering industry’ is a comparatively recent development in the

U.K., following wider acceptance in the U.S.A. and mainland Europe
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(Burgess, 1982).

Hospitality services are associated with the commercial provision of

catering, accommodation and leisure facilities, and can. be classified as

profit-centred (e.g. hotels and restaurants) or cost-centred (e.g.

employee and institutional catering). The service offering consists of both

tangible and intangible components which are designed and managed by the

producer with the aim of sat:'..sfying the needs of the consumer. The

relationships between the consumer and producer of hospitality services

are shown in Figure 1.1.

|Producer Perspective]|

Monitoring Procedures

Standardised product¢é—— PRODUCT DESIGN——=p Personalised product

! ! l

Limited staff ¢———— SERVICE DELIVERY e———_3 Extensive staff
discretion I I discretion

Short time period¢—————— CONSUMPTION—————Long time period

2
Standardised service ¢ EXPECTATIONS——3) Personalised service

more comple
PSYCHOLOGICAL
NEEDS

basic
PHYSIOLOGICAL
NEEDS

t

CONSUMER
PERSPECTIVE

|

Satisfaction/Dissatisfaction
(Post-Consumption Evaluation)
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Promotional activiﬁies such as advertising and brochure distribution may
lead to the initiél contact between the consumer and the producer, usually
by telephone or written enquiry. The main consumer-producer interaction
occurs at the point of consumption where the effectiveness of service
delivery, especially the behaviour of service staff, is a critical

determinant of consumer satisfaction.

Referring to thg environment in which hospitality managers work, Nailon
(1981, 1982) observed that many operational problems occur because the
consequences of service interactions are not fully understood. Cassee
(1983) agrees and identifies the need for empirical research focusing on
the behaviour of consumers and producers of hospitality services in
different contexts. As the period of consumption extends over several days
for the hotel short break, consumer-producer interactions are necessarily

varied and complex.

1.2.1 Hospitality gservices and the copsumer perapective

Hospitality services have both functional and expressive roles to fulfil.
The consumer is primarily concerned with the desire to satisfy basic
functional (or physiological) needs such as hunger and thirst. These are
accompanied by more complex expressive (or psychological) needs such as

identity, status and security.

Psychological needs may be determined by expectations derived from the
consumer’s lifestyle and prior experience. They may also be motivated by
aspirations to experience surroundings beyond current 1lifestyle expecta-

tions.

Consumer needs require an immediate response from the producer. If they
are not satisfied, complaint behaviour may be triggered by physiological
discomfort or psychological ego-defensive mechanisms. The consistency and
quality of service delivery are important because the consumer has little
or no control over the environment in which consumption takes place. Service
efficiency is often vulnerable because of the long operational service
periods and demand fluctuations which occur throughout the day, week, month

and year.

Hospitality service interactions are typically short and variable in

nature, with the degree of formality influenced by the situation and
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personalities of the participants. Every consumer has a unique set of
expectations about the role of staff during service delivery. If these
expectations are not met, the consumer may feel dissatisfied, although the
feeling may be internalised if it is not strong enough to cause complaint
behavioﬁr. For example, non-verbal communication by staff, relating to the
expected payment of gratuities may cause the consumer to feel irritated
or embarrassed. This source of dissatisfaction is unlikely to be reported

to management.

Consumer satisfaction is derived from different kinds of service
experiences and interactions which are nunique to the occasion and
situation. For example, the time period for using hospitality services can
vary from several minutes (a fast food restaurant) to a week or more (staying
in an hotel). Consumption over a longer time period will require a more
sophisticated form of consumer evaluation. This is bécause satisfaction
with service delivery is 1linked to the accumulation of many impressions
from successive and usually transient experiences and interactions. The
evaluative procedure must be able to cope with this complexity, and provide

the consumer with an overall post-consumption measure of satisfaction.

1.2.2 Hogpitality services and _the producer  perspective

As hospitality services are usually consumed at the point of consumption,
the consumer becomes involved in the production process. This is because
the consumer arrives with a set of needs and expectations about the product
and the environment in which the service will be delivered. The producer’s
ability to control and regulate service delivery depends on the use of
sensitive monitoring procedures, and corrective measures. When service
delivery occurs over a long time period as in an hotel, continuous
performance monitoring is necessary in order to minimise service

variability.

Hospitality managers need to understand the dynamics of service interaction
for their type of operation, and the important implications for staff
recruitment, selection and training. This is because the highly
personalised form of interaction during service delivery exacerbates the
problem of service variability. If for example, the consumer arrives
feeling tired and tense after travelling a long distance, the receptionist
must be able to recognise and respond to this psychological state in an
appropriate way. This is important because initial interactions are likely

to play a critical role in the formation of first impressions.
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" Hotels are often characterised by high fixed costs and sensitive profit
ratios. This is especially the case if the pattern of business is irregular,
which may contribute to short-term sales instability (Kotas, 1975; 1977).
To minimise these effects, reduced cost options such as the hotel short
break product have been used to penetrate new market segments and improve

productivity and profitability.

Hospitality services cannot be stored like manufactured products, and hence
the revenue from unsold meals or bedrooms over a given time period cannot
be recouped. Similarly, product experiences cannot be precisely repli-
cated. For instance, the atmosphere and service in a restaurant will be
affected by the number of customers being served at any given moment. Too
few or too many customers may create an undesirable impression. If the
restaurant is too busy and complaints occur, the manager can only offer
to compensate the dissatisfied customer, he cannot erase the recollection

of an unsatisfactory meal experience.

Service and manufacturing industries have different consumer-producer
interface characteristics. As many as 90 per cent of the staff in service
organisations have direct contact with the consumer, compared with only
10 per cent in manufacturing (Irons, 1983). The different orientation of
service delivery means that management theories and methods developed in
manufacturing industries have 1limited application to service management
problems. The natural focus for consumer research in hospitality services
therefore 1lies at the point of simultaneous production and consumption,

where consumer-producer interactions are concentrated.

1.3 Background to the study

During a period of employment in operations management with Thistle Hotels
Limited, the project collaborators, it became apparent to me that consumers
using hotels for 1leisure purposes had a wide <range of needs and
expectations. This view was confirmed by two internal secondments to assist
with the promotion of the company’s branded short break product; Highlife
Breaks. I subsequently formulated a proposal to investigate consumer
decision-making which was accepted by the company, who provided the

necessary access and support to undertake the research.

1.3.1 Refining _the lhotel product

Baker (1981) suggests that the distinction between products and services
is often based on the traditional view that ‘goods are produced, services

are performed’ (Rathmell, 1974). This boundary is rather rigid and
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unhelpful compared with Levitt’s (1981) view which recognises that products
and services both have tangible and intangible characteristics. Levitt
recognises a common objective (to satisfy the consumer) and a distinction
based solely on how satisfaction is derived from differing combinations

of tangible (physical) and intangible (emotioﬁal) properties.

Buttle (1986, 1986a) applies Levitt’s definition to hospitality services,
arguing that consumers seek intangible benefits in the form of
satisfaction, regardless of whether the product is tangible or intangible.
He illustrates this with the example of a restaurant meal occasion
characterised by ' consumer-producer interactions which are both tangible
(such as the experience of food and personal service) and intangible (such
as the emotional reaction to the decor and quality of furnishings) Buttle

calls the sum of these experiences the ‘catering product’.

Nightingale (1983; 1985) describes the ‘hotel experience’ as a composite
of many activities and interactions, each with physical and emotional
content. This view implies that the consumer continually assesses the
pro&uct, combining individual assessments to evaluaté overall product

satisfaction at the end of the stay.

Doswell and Gamble (1979) define the hotel product as a composite of
physical products (such as food, beverages and accommodation) and their
as;ociated service elements. Their definition also recognises the
importance of product intangibles such as image and atmosphere, which have

an emotional impact on the consumer.

Medlik (1980) identifies five factors which may affect the level of consumer

satisfaction with the hotel product. These are:

(1) Location - geographical convenience, accessibility, attractive-
ness of surroundings, freedom from distractions (such as traffic

noise).

(2) Facilities - including bedrooms, restaurants, bars, function and
meeting rooms, leisure and recreational facilities for customer

use, differentiated in various ways, including by type and size.

(3) Service - the availability and extent of hotel services in
conjunction with facilities. The style and quality of these
facilities in terms of formality / informality, degree of personal

attention, speed and efficiency.
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(4) Image - defined in terms of the way in which the hotel is perceived
by an individual or group. Partly a function of location,
facilities and service are also influenced by the name,

reputation, appearance, atmosphere and other associations.

(5) Price - value for money expressions about the hotel are made by
consideration of location, facilities, service, image and the
satisfaction derived by its users from these and other components

of the hotel product.

Although this 1list of product-specific factors affecting consumer
satisfaction provides a helpful overview, it requires empirical verifi-
cation. The operation of assessment procedures and alternative explana-

tions of how consumer satisfaction is derived are discussed in chapter 2.

1.3.2 Irxends and developments Jn the VUK. short Dbreak market

The hotel short break is a comparatively recent hospitality product, which
has become increasingly important to the hotel operators during the 1980’s
(Teare, 1989d; 1990b). Despite it’s significance, no prior consumer
research has been reported in the marketing 1literature, and the

information available is limited to surveys of market trends and dimensions,

Mintel (1987) refer to the term short break as a ‘‘holiday of two or three
nights spent away from home’’, This definition excludes business trips,
visits to friends and relatives and one night stays. Euromonitor (1987)
adopt a broader view, including within their definition, holidays of up
to four nights "duration. This reflects a trend towards increased
flexibility in the packaging and marketing of short breaks, which have
traditionally been associated with weekend accommodation. The accommoda-
tion component may be packaged with meals and other features such as
transportation, at a reduced, inclusive price (Travel and Tourism Analyst,

1987).

The economic significance of the short break market is demonstrated by it’s

rapid development and future growth prospects:

‘‘The commercial market is believed to have doubled in size
in the last five years. The operators estimate that the short
break market has grown by 20 per cent per annum in the last
five years and they forecast that it will continue to grow at
this 1level over the next two or three years.’’ (Travel and
Tourism Analyst, 1987)

The hotel accommodation sector of the short break market is fragmented by
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many specialist operators including hotel groups, tour operators,
transport companies and independent hoteliers. An estimated 4-6 million
hotel short breaks were taken in Britain during 1985, valued at £320
million. This represents 18 per cent of the total market, estimated at 33

million short break trips (Euromonitor, 19875.

The statistics indicate the significant business potential of short breaks
for hotel groups marketing their own product packages. Well established
brands include those operated by Crest, Embassy, Ladbroke, Rank, Thistle

and Trusthouse Forte Hotels.

Brand image is closely associated with the design of the brochure, the
distribution network and the level of national and regional advertising
support for the brand (Parker, 1985). The retail distribution network has
become especially important during the 1last few years as competition
between the 1leading brands has intensified (Teare, Davies and McGeary,
1989a). This is because a distribution agreement with the large multiple
travel agencies such as Thomas Cook and Pickford’s Travel ensures that the
brand maintains high visibility in the marketplace and that consumers have
easy and convenient access to brochures. As short breaks are now widely
available, these are important considerations because consumers expect to
be able to collect brochures and other information from a travel agent as

they would when planning a long holiday.

It is difficult to estimate the proportion of sales generated from retail
distribution because there are no statistics available. However, retailer
perceptions of brand performance indicate that the market is very
competitive, with only two brands thought to have more than a 10 per cent

share of the market (Euromonitor, 1987a).

Growth prospects in the hotel accommodation sector of the short break market
are optimistic. Euromonitor (1987) forecast a growth rate of 15 per cent
per annum during the period 1985-1995. 1In particular, they forsee an
increased proportion of people in the 30-39 age group taking short breaks,
and a more even distribution of demand throughout the year. This suggests
that hotel groups and other operators will continue to invest in supporting

and developing their brands.

1.4 A__hypothetical _model _of _the _ consumer decision _process
The purpose of this section 1is to outline a hypothetical model of the

consumer decision process for hospitality services. The model has been
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developed from the observations made above, and from personal experience
in marketing and operations management. The summary at the end of the
section identifies implications for the 1literature review and for the

research methods and design used in the study.

As the hotel short break is primarily a leisure activity, the decision
process is 1likely to be characterised by joint or family decision-making
and greater caution than might be expected for non-leisure hotel use or
non-residential hospitality services. This is because of the comparatively
high financial investment with no tangible return, and the perceived need
to assess the associated costs and benefits. Figure 1.2 shows the
hypothesised change in emphasis between consumer and producer dominant
assessment during the consumer decision process for hospitality services
(Teare 1988b; 1990a). The changes correspond to the three main stages of
the decision process; pre-purchase, consumption and post-consumption

evaluation which are described below.

STAGE 3: Overall evaluation
Consumer-
Dominant ONSUMPTION
Assessment EVALUATION

Experience-basad

r assessment

STAGE 2: S ERVICE
Product-
Dominant CONSUMPTION

Assessment
DELIVIETRY

PURCHASE
DECISION

rand selection
(High involvement)

Time period of
information
search & salection Brand selction

(low involvement)

STAGE 1:
Consumer- — T [——
Dominant CONSUMER' § PREFERENCE
Assessment STRUCTURE
Increased product knowledge
b8
Bigh Involvement = Longer, more complex search and selection
Low Involvement = Shorter, more limited search and selection
Eigure 1.2

A 1 thetical el e 4] lecisi
£ ; italit N
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(1) At the pre-purchase stage, consumer-related factors are 1likely
to be more influential than product-related factors in reaching
a purchase decision.
When 3joint or family decisi;m-making occurs during the course of reaching
agreement on a purchase decision, role specialisation is commonplace (Davis’
and Rigaux, 1974). Role adoption will be determined by personal, consumer-
related factors such as self-confidence and assertiveness, and the product-
related factor of prior experience. Stage 1 assumes that consumer-related
factors are the dominant influence on the purchase decision because the
subjective interpretation- of product information and recommendations

feature prominently in pre-purchase activity.

If family members have limited prior experience, the perceived risk is
likely to be higher, requiring greater personal involvement in order to
resolve sources of anxiety. Conversely, consumers with extensive prior -
experience will be able to make a purchase decision more easily and with
greater confidence. In this situation, consumer-related factors are less
dominant because product knowledge provides a stabilising influence.
Therefore, the relationship Dbetween prior experience and product
involvement is important because it is likely to determine the amount of
time, the extent of information search and the level of involvement required

to assess the purchase options and reach a decision.

(2) During consumption, product-related factors are likely to be more
influential than consumer-related factors in determining product
satisfaction.

An hotel leisure product provides the consumer with personalised service

over a time period of between two and four days. As the needs of consumers

cannot be fully anticipated during consumption, hotel staff must be able
to exercise discretion during service delivery in order to respond
effectively. Stage 2 therefore assumes that product-related factors such
as service interactions and subjective impressions of product experience
will have a greater impact on satisfaction than internalised consumer-
related factors such as prior expectations. This is, because the consumer
becomes co-producer during consumption (Teare and Gummesson, 1989b)
helping to create atmosphere in restaurants and bars and simultaneously
assessing the many tangible and intangible impressions and interactions
which occur. The consumer must integrate all of these individual

assessments in order to evaluate post-consumption feelings of satisfaction
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or dissatisfactioh.

(3) During post-consumption evaluation, consumer-related factors are
likely to be more influential than product-related factors in
determining overall satisfaction.

The overall feeling of satisfaction formulated during post-consumption is

an enduring, cumulative measure derived from the many assessments made

during consumption. Although the consumer may need to recall sensory
product-related impressions such as visually appealing guest room design
features, the final evaluation is more likely to be influenced by consumer-
related factors. These are principally end-state feelings of a psychologi-
cal nature such as feeling relaxed and refreshed. If the outcome of stage

2 is a negative psychological state, such as increased tension, then the

consumer 1is 1likely to experience an overall feeling of dissatisfaction

during post-consumption evaluation, this in. turn will influence brand

attitudes and future purchase behaviour.

1.4.1 Implications for the study

The characteristics of hospitality services  and the structure of the
hypothetical model have several implications for the study. Firstly, the
model provides guidance and direction for the literature review in chapter
2. Of particular importance is the need to investigate the extent to which
prior product experience affects pre-purchase decision-making and
consumption stage assessment procedures. Secondly, an emphasis on the
consumption stage of the decision process is desirable. This is because
the consumption stage is longer and more complex for residential
hospitality services, and because of the need for research designed to
investigate how consumers react to, and assess the consumption environment.
These issues are referred to again in the discussion of research methods

and design in chapters 3 and 4.
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2.1 Overview of ~+the chaptex

The consumer decision process introduced in chapter 1, broadly describes
the task of product assessment and evaluation across the three decision
stages of pre-purchase, consumption and post-consumption. There are
however, differences of opinion concerning the sources of influence

operating at each stage, and the relationships between the stages.

The first part of the chapter reviews three of the general decision process
models which have had a formative role in the development of consumer
theory. These were developed by Nicosia (1966), Howard and Sheth (1969)
and Engel Kollat and Blackwell (1968; 1982) They have influenced the
construction of a more recent descriptive model of vacation tourist
behaviour, which is also reviewed (Moutinho, 1982; 1984; 1986). As the model
describes international 1long holiday behaviour, 'it does not necessarily
provide an appropriate basis for an empirical study of hospitality
services. However, as there are some areas of commonality between decision-
making for 1long and short holidays, the general and specific models

collectively provide guidance for theory construction.

The second part of the chapter is concerned with a broad-based review of
the literature relating to consumer decision process research. The review
is primarily intended to identify influences and relationships which may
have implications for the research design, and the development of consumer
theory for hospitality services. In order to focus the review as precisely
as possible, research findings for each decision process stage have been

grouped together by using appropriate themes emerging from the literature.

2.2 Consumer theoxry and the cognitive paradign
Anderson (1983) and Peter - and Olson (1983) identify the need for a

theoretical framework or ‘paradigm’ (Kuhn, 1970) when making empirical
observations. This viewpoint is strengthened by the findings of Bagozzi
(1984) Foxall (1980, 1980a) and Jacoby (1978) who have reviewed and
commented on the limited success of attempts to construct and test theory
in isolation from existing theory. Others have argued that any given theory
only has meaning and significance within the paradigm from which it is

derived (Anderson, 1983; Hunt, 1983).
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The dominant tradition in consumer research is the cognitive paradigm. The
most well known models of consumer behaviour assume’ that consumers have
considerable capacity for receiving and handling quantities of information
and for undertaking pre-purchase search and evaluation. The consumer is
also assumed to process information in a rational way, and by so doing
becomes progressively convinced of the need to purchase the focal brand.
The central component of these models is an extended consumer decision
sequence in which information is received and classified by the individual.
It i1s subsequently transformed by cognitive processing into attitudes and
intentions, which determine purchase behaviour and brand choice (McGuire,

1976) .

In a review of consumer choice models, Hansen (1976) identifies a common
characteristic which 1is understood to be an ego-involving sequence of
cognitive, affective and conative éhange. A typical pattern, in situations
where choice 1is preceded by the evaluation of alternatives, may include
experiences of uncertainty and anxiety. This produces a sense of inner

conflict as the possible outcomes are considered.

Olshavsky and Granbois (1979) suggest that the purpose of cogniti.ve
acti'vity during decision-making 1is to reduce anxiety and conflict by
gradually resolving sources of uncertainty. This assumes that the consumer
can formulate ana apply evaluative criteria to predict the possible
outcomes of each purchase option. The procedure is aided by the use of
decision rules, which are developed from information received, processed
and stored in memory. The role of decision rules is to provide stability
and consistency during decision-making, enabling the consumer to undertake

a standardised form of comparative assessment and evaluation.

The cognitive theories and models of decision-making reviewed in the
following section presuppose that the consumer is motivated to find the
optimum solution for purchase decisions. This requires subjective
assessment of product attributes. However, as the number of alternatives
increase, it becomes more diffilcult for the consumer to decide. If for
instance product knowledge 1s limited, the consumer may aim more
realistically to make a satisfactory rather than an optimal decision

(Fletcher, 1986; 1987).

Athough the cognitive paradigm remains influential, Foxall (1986) points
out that there have been a number of sustained criticisms. These can be

summarised as follov_vs :



(1) Comprehensive models of consumer decision-making are often too
complex and/or too generalised to test empirically, (Bagozzi,
1984; Jacoby, 1978) indicating that an alternative approach,

located much closer to observable consumer behaviour, is needed.

(2) Empirical research has often revealed low correlational consis-
tency between decision process components (Ajzen and Fishbein,

1977; Foxall, 1983; 1984).

(3) Consumers are thought to use less information than the cognitive
paradigm generally assumes (Jacoby, Chestnut and Siberman, 1977;
Olshavsky and Granbois, 1979) and too much information may
actually impede rational decision-making (Jacoby, Speller and
Kohn, 1974; 1974a).

(4) Sequences other than cognition-affect-conation have been shown
to describe more accurately the consumer choice process. For
example the low involvement hierarchy, and alternative views of
the learning of brand preferences in response to advertising have

been proposed (Krugman, 1965; Robertson, 1976).

Foxall argues that the success of the cognitive paradigm is actually
impeding various forms of theoretical progress which run contrary to the
fundamental assumptions of the paradigm. He suggests that this is because
there are so many ‘‘ready made’’ explanations which can be inferred for
any observed behaviour. In the following section, these criticisms are

related to the three selected cognitive decision models.

2.3 General modals of  consumer behavioux
A decision process model is typically represented by a set of propositions,

or a series of related statements and ideas which attempt to predict how
consumers and markets will react. Created by defining the variables and
specifying the relationships between them, it also facilitates the
prediction of outcomes under specified conditions, and provides a framework

for analysis.

There have been numerous attempts to develop general models of consumer
behaviour which focus on the decision process. Models by Nicosia (1966),
Howard and Sheth (1969) and Engel Kollat and Blackwell (1968; 1982) have
been especially influential. However, attempts to validate these models
have met with only 1limited success. To establish the theoretical

implications, it is helpful to consider some of the problems associated
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with their operationalisation.

1 2.3.1 Nicosia  model
Nicosia’s empirical model which is shown in Figure 2.1, was based on the

‘funnel’ concept, which begins when the consumer recognises the existence
of a problem or need. This activates information search, and a gradual
narrowing of the possible solutions until the best option is recognised

and selected.

Nicosia modelled the consumer decision process on four sequential fields,
starting with the receipt and processing of a persuasive message (message
exposure) by the consumer. The output from Field One is an attitude, which
causes a search and evaluation of attitudes towards the advertised product
and brand alternatives in Field Two. The output from Field Two is a motive
to buy, which is translated into action and the act of purchasing in Field
Three. This behaviour leads to product usage in Field Four. Finally,
feedback to Field One influences the way in which future communications

are received and decisions are made.

Critics of Nicosia’s work point to the imprecise definition of variables
and relationships in the model. It was also considered to be premature,
simplistic and too generalised, with no serious concern for the
operationalisation of the flow chart variables (Tuck, 1976). The model was
designed with practical applications in mind, but it received 1little
attention from practitioners following publication.

Field One: from the Source of a2 Message to the Consumer's Attitude

Sublield One Sublicid Two
Consumer's N
firms PP Messagebmosure s Aftributes  petmdp Allitude
Altributes . {especially
predispesitions)
N Field Twa: Search for,
Search and Evaivation of,
Means-End(s) Relation(s)
Evaluation | (Preaction Field)

Experience l

Field £ Motivation
ield Fours :
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Storage Decision | Fitld Three: The Act
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2.3.2 Howard = and Sheth model
Howard and Sheth’s model which is shown in Figure 2.2, depicts inputs from

a stimulus display and outputs of attention, brand comprehension, attitude,
intentiﬁn and finally purchase. At the centre .of the model there are
perceptual and learning subsystems. Their operatiocnal efficiency is
influenced by variables such as the importance of the purchase and time

pressure.

The perceptual subsystem receives inputs from the stimulus display and it’s
function is to gather and process or ‘encode’ information relevant to the
purchase decision. The elements of the subsystem - attention, stimulus
ambiguity, perceptual bias and overt search cope with internal and external
search activities. Ambiguity may occur if there is lack of clarity in the
stimulus display. Perceptual bias occurs if the‘ consumer selects

information in such a way that the overall quality or meaning is distorted.

The learning subsystem, which contains motives, choice criteria,
attitudes, brand comprehension and confidence receives input from the
perceptual subsystem, which is then evaluated. The output either supports

or rejects the purchase decision.

There have been many attempts to operationalise the Howard and Sheth model
(for example Farley, Howard and Ring 1970; 1974) resulting in a progressive
revision of the theory. Even so, only small sections of the model have been
tested, and the verification of relationships has been inconsistent.
Problems have included relationships which have not been fully developed
and articulated in the model, measurement error, difficulty in operation-
alising some concepts (such as perceptual bias and stimulus ambiguity) and
causal relationships which are difficult to prove. Tuck (1976) concludes:

‘‘The theory produced is untestable and non-specific and fails
to meet the criterion of a good science’’.

Despite this assessment, the model was instrumental in developing the

important decision process concepts of search and evaluvation.
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2.3.3 Engel.  Kollat _and Blackwell _medel
The first version of the Engel, Kollat and Blackwell model was published4

in 1968. It also used the funnel concept, depicting the decision process

as part of an information processing system. Branches from each stage -

problem recognition, search and evaluation of alternatives, choice and

choice outcomes facilitate looping back, halting or continuing. The model
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was initially designed to accommodate the range from extended to routine
problem-solving. However, the later version published in 1982  and shown

in Figure 2.3, is described more specifically as a high involvement model.

The model was originally conceived for teaching and learning purposes, and
has undergone several modifications to reflect current thinking. However,
the authors have made no explicit attempt to specify functional
relationships which wouid permit empirical testing. This has resulted in
criticisms that the model is too superficial and generalised (Tuck, 1976).
Despite this, it remains influential because of it’s association with the
first major text book on consumer behaviour. The modifications to the model
also reflect more recent interest in the information processing approach
to modelling consumer behaviour, notably Bettman’s information processing

model (1979).

To summarise, the utility of general consumer models remains questionable.
There are several reasons for this, notably because of the complexity of
model relationships, and their unreliability as a means of predicting
consumer behaviour or guiding communication strategy. These reasons also
account for the limited appeal of decision model research to practitioners,
who might usefully employ empirical approaches to solve marketing problexﬁs

if the model relationships were relevant, and easier to wunderstand.

There is clearly a need to develop theoretical and practical understanding
of the consumer decision process in specific product fields and situations.
As there are procedural similarities between short and 1long holiday
decision-making activities, a model of tourist decision behaviour is

reviewed in the following section.

30



*| Exposure T e
e —
¥ g ?
T\
Atlention ] L
Stimuli DA _[(seliets Evaluative
Marketer 1 <-1| .
dominated Comprehension | _. T ) * :
7 Alternative, i ]
Other ¥ E;eva_lqgt_ipng' —| | Attitude !
Yielding/ .- R R I |
acceptance !
S Intention :
Y k g :
2 d—J
Retention g i
I
l
External :
search ~ ,pﬁlcgmeé v :
i s - i :
I
I
]
|
Satisfaction |______ i
Eigure 2.3

2.4 Moutinho’s model of vacation tourist behaviouxr

In service industries, the consumer decision process is 1likely to be
directly influenced by the nature of the service activity. For example,
Moutinho (1982; 1984; 1986) suggests that the tourist product purchase is
rarely spontaneous, being preceded by planning and saving over a long time
period, with no tangible return on investment. The similarities with
hospitality services are evident from the review of consumer and producer

perspectives in chapter 1.

The basic framework of Moutinho’s model is derived from general decision
model assumptions and published research relating to vacation tourist
behaviour. The model construction is underpinned by three behavioural

concepts; motivation, <cognition and 1learning. The assumption is that
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purchase motives initiate the sequence of behavioural events, cognition
activates mental processing and learning causes subsequent changes in
behaviour. Behaviour is defined as a function of intention to act, which
may in turn be influenced by situational factors which intervene between
intended and actual behaviour. The model which ‘is shown in Figure 2.4,
consists of three parts, pre-decision and decision processes, purchase

evaluation and repeat buying probabilities.

The decision process stages in the model are problem recognition, search,
alternatives evaluation, choice and outcomes. The assumption is that as
the consumer proceeds through these stages, progressive focusing occurs,

giving rise to three options at the alternatives evaluation stage:

(1) Destinations may be rejected by the travel decision-maker,

because they have no potential to - satisfy travel objectives.

(2) Destinations which are considered to be neutral alternatives may
require further information, and discussion inputs from other

family members.

(3) Destinations considered after preliminary judgement to be viable

alternatives, may require more detailed evaluation.

The model implicitly recognises that during the evaluation of alternatives,
the evoked set of brands is unlikely to contain more than seven options

for most tourist destination decisions (Woodside, Ronkainen and Reid 1977).

The model also recognises that family influences are an important factor
in vacation’ decision-making. For example, it 1is conceivable that different
family members may assume specialist roles to identify holiday needs,

search for information and make the purchase decision.
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2.4.1 Structuxe of the model

Part One of the model is concerned with pre-decision and decision processes,
beginning with need arousal and the «receipt of travel stimuli, and
culminating in product purchase. The pre-decision field of preference
structure has subfields of stimulus filtration, attention and 1learning
processes and choice criteria. The two decision fields are 1labelled

decision and purchase. \

The assumption is made that the consumer’s preference structure for a
tourist destination is influenced by internalised environmental factors

derived from many sources. These include cultural norms and values, family
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and reference groups, financial status and social class. It is also assumed
that affective judgements are influenced by factors such as the consumer’s

own personality, lifestyle, perceived role set, and purchase motives.

The consumer’s preference structure may also be ‘influenced by exposure to
travel stimuli, portraying product attributes such as quality, price,
distinctiveness, prestige, service and availability. The act of filtering
these stimuli enables the consumer to organise information in a meaningful
way. If however the stimuli contain ambiguity, the consumer may feel the

need to search for additional information.

When a consumer feels uncertain about the merits of alternative brands and
or destinations it is assumed that the extent of external information search
activity will be proportional to the degree of perceived risk. In contrast,
the consumer with extensive product knowledge derived from prior experience

may engage in little or no external information search.

It is assumed that attention to media and other information sources wil
lead to active comparison of new information with that stored in memory.
Learning occurs as new information and experiences are integrated into the
consumer’s organised system of beliefs and knowledge, referred to in the
model as the cognitive structure. When potential sources of conflict or
ambiguity have been resolved by assimilating new information, the consumer

may begin to feel more confident about the purchase decision.

The model asssumes that the criteria used to assess the suitability of
tourist services are derived from the components of the holiday (such as
travel, hotel and resort facilities) and performance expectations for each
component. If however, the consumer has relevant prior experience, then
individual assessment of each separate component of the h<;liday package
may not be necessary. Instead the consumer may be able to use a decision
rule to select the holiday option with the highest perceived overall rating.
The consumer does this by recalling overall evaluations of different brands

and destinations which are stored in 1long-term memory.

When the consumer has selected the preferred brand or holiday option, a
purchase intention is formed. In addition to prior experience and family
influences, the purchase intention may be mediated by situational factors
such as tourism promotions and advice received from travel intermediaries.
If for example, price reductions are displayed at the point of sale they
may influence the purchase intention, and the consumer may buy a lower cost

holiday solely because it is perceived to be better value for money.



Part Two of the model is concerned with purchase evaluation, which is the
mechanism by which the consumer’s frame of reference for future purchase
intentions is developed. The post-purchase evaluation field is labelled
satisfaction/dissatisfaction and the subfield is referred to as adequacy

evaluation.

The model proposes that during adequacy evaluation, the consumer will
evaluate brand attributes against a notional ideal for each attribute. This
ranking proceéure- represents a form of mental cost-benefit analysis.
Aggregated scores brand performance assessments are then used to determine

the overall level of satisfaction or dissatisfaction with the brand.

Part Three of the model is concerned with future decision-making, and the
implications arising from a particular vacation destination or tourist
service for repeat buying. The repeat buying probabilities field assumes
that the consumer will consider a number of purchase options, which may

involve straight re-purchasing or modified re-purchasing behaviour.

2.5 Implications for the  study

Although the general decision models have not proved to be very useful in
practice, they have nonetheless helped to identify components of the
decision process, and develop theory about the relationships which may
occur. For instance, the accepted pre-purchase sequence of problem
recognition, search, and choice emerged from this early work. To establish
the nature and dynamics of decision-making for hospitality services, it
is necessary to identify similarities and differences with the literature,

which is reviewed below.

The vacation tourist behaviour model shares a number of similarities with
hospitality services. In particular, the high investment requirement with
no tangible return on investment. It is also assumed that satisfaction is
derived from many transient impressions and experiences which occur during
consumption, which affect the consumer’s psychological state of mind at
the end of the consumption period. These factors are likely to affect the
way in which the consumer approaches the decision process for hospitality
services, and the sources and methods used to overcome feelings of perceived

risk associated with the purchase decision.

2.6 Ibe __pre-purchase stage of <the consumex decision proc—
ass )
The hypothetical model presented in chapter 1 implicitly recognises that
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pre-purchase behaviour may be influenced by many different factors.
Consequently, the following review of pre-purchase studies aims to identify
research findings and their possible implications for the pre-purchase

stage of the decision process for hospitality services.

2.6.1 Rreference structure
As noted by Moutinho (1982; 1984; 1986) consumer preferences are influenced

by internalised environmental factors such as cultural norms and values,
family and reference groups, financial status and social c¢lass, and by
individual differences. In an investigation of households undergoing 1life
status changes such as retirement or unemployment, Andreasen (1984) found
that spontaneous changes in brand preferences were also occuring. Consumers

were generally more open to persuasion because of this.

The individual differences which influence the consumer’s preference

structure include personality, beliefs, attitudes and purchase motives.

Kassarjian and Sheffet (1981) define personality as ‘‘consistent responses
to the world of stimuli surrounding the individual’’. In their review of
personality studies they conclude that it 1is a difficult concept to
operationalise because the relative consistency of individuval behaviour
needs to be measured in a variety of different situvations over time. This
is further complicated by the interactions in any given situation between
personality and other determinants of behaviour such as attitudes and
perceived risk. They report that only a few studies have successfully
established a strong relationship between personality and consumer
behaviour. Kakkar and Lutz (1981) confirm this, and suggest that the
relationship between personality and purchasing behaviour is difficult to
verify because of the reported high incidence of intervening situational

variables.

The attitudinal influence on the preference structure has also been
inconclusive so far. Fishbein (1979) argues that attitudes towards brands
and products are inappropriate predictors of consumer behaviour, as a
positive brand attitude does not necessarily lead to the formation of a
purchase intention. This is because there are a variety of other ways in
which a favourable attitude may be expressed, including increased product
interest and word of mouth recommendations. He concludes that research
observations are more meaningful if they aim to reveal the set of beliefs

that underlie a given attitude.
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Motives have an important influence on intention to purchase, as much
consumer behaviour is goal orientated.” Beard and "Ragheb (1980; 1983)
suggest that individuals are motivated to participate in activities which
offer opportunities for fulfilment and self-actualisation. They report
that these higher order motives are revealed by measurements of leisure
motivation and satisfaction. Their findings also support the notion of ‘a
motivational career’ in travel (Pearce and Caltabriano, 1983) in which
consumers are motivated by a hierarchy of needs and future travel

aspirations.

Motives also affect the type and extent of information search. Where for
example, consumers feel confident that a particular external information
source is reliable and easily accessible, they are more 1likely to depend
on this information source (Capon and Burke, 1980). In situations where
the optimal choice is desirable, ‘both internal and external sources of
information are used, because purchase alternatives are 1likely to be
evaluated more carefully (Claxton, Fry and Portis, 1974; Jacoby, Chestnut
and Fisher, 1978).

2.6.2 Seaxch  behaviouxr

The extent of search behaviour, especially in connection with external
information gathering, has been debated extensively in the literature. Some
studies have found that pre-purchase external search is either absent, or
restricted to specialised or first time purchases (Newman and Staelin,
1972; Olshavsky and Granbois, 1979). In contrast, 1large individual
differences in the extent of search have also been observed. Duncan and
Olshavsky (1982) have «classified the factors which may explain these

differences as:

(1) Environmental factors - in particular, the availability of

information and the number of purchase alternatives present.

(2) Consumexr factors -~ including perceived benefits, risk and
household roles, brand preferences and differences between
alternatives, knowledge, experience, time -and financial pres-

sures, personality and socioceconomic and demographic factors.

Duncan and Olshavsky cite Newman (1977) to support their view that search
activity only increases when the consumer believes that the purchase is
important, that there is a need to learn more, or that information is easy

to obtain and utilise.
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2.6.3 Information  seaxch  strategies

In a study of search behaviour relating to long holiday purchase decisions,
Schul and Crompton (1983) found that consumers may seek information from
a variety of sources before. making a decision about'the destination and
the holiday package. They point out that unlike most shopping decisions
consumers cannot observe what they are buying, and because they must rely

on secondary and tertiary sources of information the search is longer and

involves more informational sources.

Furse, Punj and Stewart (1981; 1984) support the view that systematic search
strategies are common among consumers. They suggest that search activity
is likely to be a function of product knowledge and experiénce, individual
differences such as ability; situational variables such as time pressure,
and product importance. Differences in the type of information search have
also been reported (Jacoby, Chestnut, Weighl and Fisher 1976) where brand
loyal behaviour was closely associated with stored information about the

properties of a particular brand.

2.6.4 Individual _ diffexepnces _ and  search  Dbehavioux

Some studies have found significant, but not always consistent relation-
ships between information search and age, (Phillips and Sternthal, 1977;
Kiel and Layton, 1981; Biehal, 1983) and between information search and
educational attainment (Claxton, Fry and Portis, 1974). Newman and Staelin
(1972) reported a drop in . external search amongst respondents who had
undergone higher education. They suggest that this may be explained by
greater information processing efficiency. The relationship between income
level and external search remains unclear, with both positive (Claxton,
Fry and Portis, 1974) and negative (Furse, Punj and Stewart 1981; Kiel and
Layton, 1981) relationships reported. It is possible that as income level
increases, the cost-benefit relationship changes. For instance, the cost
of time required for external search may begin to outweigh the perceived

benefits of engaging in extensive information search.

Alba and Hutchinson (1987) suggest that product knowledge has two major
components; familiarity and expertise. They define familiarity as the
number of product-related experiences that have been accumulated by the
consumer, and expertise as the ability to perform product-related tasks
successfully. They conclude that increased product familiarity generally

leads to increased consumer expertise.
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The extent of pre-purchase search is 1likely to depend on the consumer’s
familiarity with the product category (Howard and Sheth 1969; Bettman,
1979; Punj and Staelin, 1983). Seérch behaviour generally begins with the
recollection of 'information held in memory, as the consumer tries to
determine whether choice can be based on prior experience. Insufficient
information or experience 1is 1likely to activate external information

search.

Consumers who have limited prior ,experience are inclined to rely more
heavily on cur;ently available information than on their own product
knowledge (Bettman and Park, 1980). However, as the decision process
continues beyond information search, use of internal and external sources

of information is more 1likely to occur (Bettman, 1979).

2.6.6 Ibhe xole of  product dpovolvement in  seazxch behavioux

Involvement is considered to be a causal, individual difference variable

which affects purchase behaviour. It has been defined as:

‘‘...an unobservable state reflecting the amount of interest,
arousal or emotional attachment evoked by the product in a
particular individual...’’ (Bloch, 1981).

The degree of consumer involvement in a product category is recognised as
an important variable in the context of advertising strategy, as it may
lead to different patterns of consumer decision-making (Vaughn, 1980).
Characteristic differences include the number of attributes used to compare
brands, and the duration of the search and selection process. Product
involvement is also likely to affect information processing activity, as
variables include the extent of information search, receptivity to
advertising, and the type of cognitive responses generated during exposure

to information sources (Krugman, 1967).

In a study of decision-making involvement, Slama and Tashchian (1985) found
that some consumers tend to be more involved in the decision-making process,
regardless of the product class. They conclude that involvement is a useful
marketing variable because product and situational involvement can be
combined to provide a more insightful explanation of decision-making

behaviour.

Involvement is difficult to operationalise as it cannot be measured
directly. However, a number of studies have overcome this problem by

clustering respondents by involvement type. For example Lastovicka and
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Gardner (1979) measured the relative strength of product importance,
commitment and emotional reaction to a group of fourteen products. Their
analysis revealed a typology of low, high and special interest involvement

in the product group.

The degree of product involvement in pre-purchase decision-making may also
be linked to antecedents such as perceptions of product importance, risk,
symbolic or sign value and hedonic or emotional value (Laurent and Kapferer,

1985).

Bloch and Richins (1983) argue that product importance has been
inadequately defined and understood. In their view product importance has

three dimensions:

(1) Perceived product importance - the extent to. which a consumer

links a product to salient, enduring or situation specific goals;

(2) Instrumental or situational importance - a temporary perception
of product importance based on the consumer’s desire to obtain
particular extrinsic goals that may derive from the purchase and/

or usage of the product;

(3) Enduring importance - a long term perception of product importance
based on the strength of the product’s relationship to central

needs and values.

Moreover, they argue that perceived product importance as well as beliefs
about situational and enduring importance may change at different stages
in the decision process. It appears to operate through high involvement,
and is associated with products which have symbolic meaning which is closely

related to self image and expression ideals.

Most empirical work on product symbolism has paid relatively 1little
attention to how products are used by consumers in social situations.
Solomon (1983) suggests that the subjective experience of product usage
contributes to the consumers’ structuring of social reality, self concept
and behaviour. He concludes that the symbolism embedded in many products

may in fact be the primary reason for purchase and use.

2.6.7 Perceived _risk

Perceived risk has been defined as an outcome of uncertainty about the

product (Bauer, 1960). The sense of risk is commonly associated with the
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" place and mode of purchase, and the financial and psycho-social
consequences of product purchase. (Stem, Lamb and Maclachlan 1977). Ahtola
(1979) concludes that perceived risk is related to the degree of uncertainty

experienced during decision-making.

A study of perceived risk associated with leisure activities (Cheron and
Brent Richie, 1982) found that 1levels of risk varied substantially from
one activity to another. They also found that leisure activity-related
perceived risk is different from that associated with manufactured goods,
and that it’s effect diminishes as individuals become more familiar with,

or 1interested in a particular leisure activity.

2.6.8 Bole  specialisation dn information  search and brand
selection

Role specialisation has been found to be closely related to information
search in family decision-making, especially in terms of time allocation

and the use of specialist skills (Grashof and Dixon, 1979; Heffring, 1979).

In a review of research on family decision-making, Jenkins (1979)
highlighted the need to investigate the various dimensions of power
associated with decision-making roles. The most influential factors
affecting the family role structure were found to be income, education,

time availability, prior experience and zrole specialisation.

Davis and Rigaux (1974) examined the patterns of influence exerted by
husbands and wives at different stages in the decision process. They found
that marital roles are likely to be differentiated by stage and consumption
category. While no significant differences were apparent in the relative
influence of marital partners, information search was characterised by
considerably more role specialisation than other pre-purchase activities.
The most likely explanation for this is that differences in the degree of
role specialisation relate to the nature of the task and the allocation

of role responsibilities.

Burns and Granbois (1979) found that family decision-making roles are often
related to the perceived influence of husbands and wives as portrayed by
their recollection of decision process events. But the reasons why
decision-making roles vary from one family to another can only be identified
by investigating .the situational factors which influence information

search and other pre-purchase behaviour (Holman and Epperson, 1984).

Reviewing the literature on household decision-making, Davis (1976)
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identified two key implications for research:

(1) The need to consider in more detail the extent to which prior
experience influences family decision-making responsibilities
for evaluating the consumption experience, storing information
for future use and utilising the stored ipformation when the need

arises.

(2) The need to explore how families make decisions rather than simply
who 1s involved. This is important because the nature of family
relationships and the financial and time constraints faced by the

family constitute a unique decision-making environment.

2.6.9 The evoked set

The range of purchase alternatives available to the consumer can be
described as the ‘universal set’. As the consumer becomes familiar with
some of these alternatives through search, incidental 1learning and
experience, brand categorisation occurs (Fletcher, 1986). The group of
acceptable brands is termed the ‘evoked set’ and represents the small number
of alternatives which the individual is familiar with, remembers, and finds

acceptable for further consideration (Howard and Sheth, 1969).

Further ‘to the brand-based definition, Moutinho (1986) found that consumers
sometimes use situation-specific criteria to assess tourist destination
options. This provides the consumer with an alternative approcach to brand
selection derived from comparative assessment against specific decision

criteria

2.6.10 Ihe xola of .decision rules Jin choice behaviouxr

Reviewing psychological theories of <consumer choice, Hansen (1976)
concludes that choice processes vary on a continuum ranging from very simple
or routinised to more complex behaviour. For example, when an alternative
that has performed well in the past is selected, a simple choice process
has been used. Such a process repeated many times, may become established
as an integral part of a behavioural sequence. This acts as a guiding
principle or decision rule which can be applied to subsequent choice

decisions.

Product familiarity can lead to increased confidence during subsequent
consumer decision-making (Johnson and Russo 1980). This enables the
experienced consumer to be more selective in searching information, and

to wuse established decision rules instead of repeating preliminary
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explorations of external information on subsequent purchase occasions. The
latitude of product acceptance is also likely to narrow as new experiences

are assimilated, and preferences become more focused.

The influence of product knowledge on choice behaviour can be summarised

as follows:

(1) Brand-~-based information processing is more 1likely to occur among
consumers who are familiar with the product category, and
attribute-based processing among cénsumers who are unfamiliar
with the product category. (Russo and Johnson, 1979; Bettman and

Park, 1980; Beattie, 1981; Biehal and Chakravarti, 1981; 1983).

(2) Consumers tend to start with attribute-based comparative
assessments, turning to brand-based processing in the later
stages of information search and selection. This suggests that
attribute-based comparisons are more easily undertaken. Experi-
enced consumers also tend 'to make comparisons against an
established reference standard in order to evaluate alternatives
and make trade-off decisions (Bettman and Park, 1980; Beattie,

1981).

These findings suggest that experienced consumers are able to construct
a prototype for the product class within an internal knowledge structure,
and process information schematically. This enables the consumer to make

the fullest use of similarity and difference information.

2.6.11 Non-compaensatory decisjon _ rules

More complex choice processes occur when non-compensatory choice
principles are invoked. Typically this happens when a weakness in one
product attribute is not compensated for by the strengths of another.

Alternative approaches include:

(1) Lexicogréphic - which involves the ranking of product attributes
from most important to least important, wusually in situations

where the number of brand alternatives is fixed;

(2) Conjunctive - which determines the minimum acceptable level for

each product attribute;

(3) Disjunctive - which determines acceptable standards for each

criterion.
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As non-compensatory choices become more complex, the consumer may try to
rank choice «criteria wusing a weighting, or " subjective probability
procedure. The composition and individuval importance of the evaluative
criteria has been found to vary at different stages of the decision process

(Fletcher, 1986; 1987):

‘‘Consumers will recall with greatest ease how they made the
choice from amongst alternatives in the choice set, and if not
prompted may ignore how this choice set was created...’’
{(Fletcher, 1987)

Bettman (1981) considered the use of evaluative criteria during choice,
and concluded that an overall evaluation is more 1likely to occur in high
involvement situations characterised by brand-organised information, and
when there are factors present which prevent the use a simple choice

process.

2.6.12 The xole of vprice dInformation Jin product choice

During. the evaluation of choice alternatives, consumers often use price
information as a criterion against which product attributes can be ranked
and evaluated (Park, Lessig and Merrill 1981). Price information also
provides an indicator of product quality, especially if product information
is limited.

Price information also provides an indicator of product quality, especially
if product information is 1limited. In making price comparisons, the
consumer considers alternatives which lie within an acceptable price range.
Alternatives outside the range may be rejected because they are perceived
to be either too expensive or too cheap. A brand may also be rejected if
the price is considered to be incompatible with the purchase occasion.

(Monroe and Petroshius, 1981).

2.6.13 Family role dinfluences _din choice _ behavioux
Focusing on the different influence strategies used by marital partners

in resolving disagreements about purchase decisions, Spiro (1983) found
that people who are more traditional in their life styles and attitudes
are more 1likely to use persuasive influence. However, husband and wife
perceptions of each others’ influence attempts differ, especially for
decisions involving other family members (Belch, Belch and Sciglimpaglia
1979) . Choice behaviour is also influenced by the wider circle of family
and friends. One explanation for this is that the consumer has more empathy
with those who’s patterns of consumption are most 1like his own. (Belk,

1979).



Midgely and Christopher (1975) found that the problem-solving approach
adopted by the consumer is related to his perception and classificaﬁion
of the decision-making situation. In this context, they cite differences
between the approaches required for 3joint and individual decision-making.
For example, when Jjoint decision-making occurs, it often involves
discussion and negotiation relating to different or even opposing
viewpoints. As a consequence of this interaction, they found that less
information may be used and retained than during individual decision-

making.

2.6.14 Ihe purchase daecision

Concluding a review of research on pre-purchase behaviour, Olshavsky and
Granbois (1979) make several observations about the relationship between

pre-purchase activities and the purchase decision:

(1) Many purchases are likely to occur out of necessity, because of
deeply rooted preferences, conformity to group norms or imitation
of others based on recommendations from personal or non-personal

sources.

(2) Even when the purchase decision is preceded by a choice process,
it is typically limited to the evaluation of a few alternatives,
little external search, few evaluative «criteria and simple

evaluation processes.

They believe that a stronger emphasis on the study of situational factors
is necessary in order to develop a broader understanding of consumer
decision-making. To achieve this objective, they add that observational
research methods will need to be used more widely, thereby reducing the

dependence on model-based predictions of consumer choice.

Belk (1975) defines the situational context in which decision-making occurs
as ‘‘a point in time and space’’. He also describes five situational factors
which commonly influence decision-making. These are physical surroundings,
social surroundings, antecedent states, task definition and the temporal
perspective of the decision process. He defines task definition as:

‘‘...an intent or requirement to select, shop for, or obtain
information about a general or specific purchase...’’

Situational factors are also known to affect consumer satisfaction. For

example, the results of a study carried out by Granzin and Schjelderup
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(1981) showed that situational factors affected the level of anticipated
satisfaction with car repair decisions. They conclude that situational
factors may also affect 1levels of self-confidence, and perceived risk

associated with the decision process.

As noted in chapter 1, hospitality services are delivered in a wide variety
of situations and physical environments. Therefore the relationship
between self-confidence and consumer satisfaction may be important,
especially if the consumption environment is an unfamiliar one. The concept
of situational self-image provides a link between personal and situational
influenqes on consumer behaviour. For example, Schenk and Holman (1979)
believe that the consumer develops a repertoire of self-images which may
vary as the situation requires. Interpreting this view, the consumer who
is selecting an hotel might be expected to seek confirmation that he will

feel comfortable with the physical environment and the services provided.

2.6.15 Reseaxch .qguaestions arisipg Zfrom the <review of pre-
puxchase  studiaes

In order to identify different patterns of consumer decision-making, it
is necessary to establish a framework for comparative analysis. The review
of pre-purchase studies has shown that there are problems associated with
isolating preference structure variables, and that prior attitudinal and
search behaviour studies have resulted in inconclusive or inconsistent
findings. However, the review has also indicated that there are several
promising variables, notably prior experience with the product category,
and product involvement. These two variables are interrelated, and may also
influence the way in which assessment and evaluation are undertaken during
the consumption and post-consumption stages of the decision process. Their
potential explanatory value is summarised in the following research

questions:

(1) The propensity of consumers with extensive prior experience to
engage in high involvement decision-making is related to the

perceived importance of the product.

(2) The propensity of consumers with extensive prior experience to
engage in low involvement decision-making is related to product
familiarity and personal confidence in product class decision-

making ability.

(3) The propensity of. consumers with limited prior experience to

engage in high involvement decision-making is related to
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perceived risk, and limited personal confidence in product class

decision-making ability.
|

(4) The propensity of consumers with 1limited prior experience to
engage in low involvement decision-making is related to pre-

knowledge of product suitability and low perceptions of risk.

(5) The wuse of pre-purchase decision rules, and their relative
! effectiveness during the assessment of choice criteria is

: . c e o P
positively " related ' tos the'  Eonsumeér’s ' pridr :‘product "experience.

(6) Confidence in joint decision-making is positively related to

product role specialisation.

2.7 Iha__ consumption and post-copsumption stages of thae
decision  procaess

Investigating changes in consumer satisfaction associated with consecutive
purchase behaviour, LaBarbera and Mazursky (1983) found that satisfaction
plays a significant role in mediating intentions and actual behaviour.
Although consumers may not always recall evaluations, they conclude that
they will always think of past satisfaction prior to a re-purchase decision,

thereby 1linking expectations with experience.

2.7.1 Ihe  xelatiopship  between consumer expectations and
axperience

Historically, a certain degree of ambiguity has existed in the literature
regarding the expectancy construct. Olson and Dover (1976) define

expectation as:

‘'‘...the perceived 1likelihood that a product possesses a
certain characteristic or attribute, or will 1lead to a
particular event or outcome’’

The different expectations and perceptions of quality and service held by
consumers, managers and staff in the hospitality industry has been
investigated by Nightingale (1983; 1985). His findings suggest that efforts
to improve consumer satisfaction may be seriously impeded by perceptual
differences. Managers and staff tend to focus on tangible elements of the
product in their role as service providers, whereas consumers often have
a wider set of expectations which are not always easy to anticipate. To
some extent, as Burnkrant and Cousineau have argued (1975), this may be
explained by the influence of word of mouth communications on the formation

of expectations. They found that recommendations from people who are known
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to be familiar with a particular product category have an influential role

on the way in which products are perceived by others.

A reference standard may be used by consumers for making attribute-based
product comparisons. This is usually described in terms of experiences
which fall above or below a reference point experience. For example, LaTour
and Peat (1978; 1979) found that prior experience and product satisfaction
are linked by product attribute comparisons. Swan and Jones Combs (1976)
and Howes and Arndt (1979). found that product attributes are 1likely to
be assessed according to their perceived product importance, suggesting
that consumer satisfaction consists of many differently weighted
individual satisfactions. Howes and Arndt argue that consumers often seek
‘bundles or clusters of satisfactions’ especially from service products
where the consumer actively participates in the service provision. Further
evidence is provided by Westbrook (1981) who concludes that consumers add
together their experiences so that high levels of satisfaction from some

sources compensate for lower 1levels from others.

2.7.2 Iha_csznssp.t__qx_zmnmnn

Reviewing the literature on consumer satisfaction, McNeal (1977) found that
it has been defined in numerous ways. He concludes that the term ‘consumer
satisfaction’ is most frequently used to refer to the fulfilment of a

motivating state or the meeting of an expectation, through the purchase

of a product or service.

In®*a study concerned with the measurement of tourist satisfaction with a

destination area (Pizam, Neumann and Reichel, 1978) satisfaction is defined

as:

‘‘...the result of the interaction between a tourist’s

experience at the destination area and the expectations he had
about that destination.’’

They found that satisfaction was derived from the evaluvation of tourist
product components such as accommodation, eating and drinking experiences,
destination accessibility, attractions, cost and services. The outcome;
satisfaction (or dissatisfaction) was derived from the weighted sum total

of comparative assessment ratings, guided by expectations and reference

standards.

Lounsbury and Hoopes (1985) found that an important dimension of tourist
satisfaction is relaxation and leisure. This is related to the way personal

plans work out in practice; emotional and physical wellbeing; the ‘pace
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7/
of life’ experienced; opportunities for familiar and new leisure activity

participation and the feeling of enj'oyment associated with each experience.

The majority of studies in the review concerned with consumer satisfaction
subscribe to one of the two viewpoints. Firstly, that satisfaction resuits
from the confirmation of expectations and dissatisfaction from disconfir-
mation, or secondly, th:—it satisfaction/dissatisfaction is derived from

measurements made against experience-based norms.

2.7.3 Confirmation/disconfiizrmation of expaectations

Confirmation/disconfirmation begins prior to brand purchase and use, when
the consumer formulates expectations about brand performance in a given
situation. After using the brand, the consumer compares perceived actual
performance with . expected performance. Confirmation of expectations,
leading to a feeling of satisfaction, occurs when the two perspectives
coincide or if perceived brand performance exceeds expectations.
Disconfirmation occurs if perceived brand performance falls Dbelow

expectations, 1leading to a feeling of dissatisfaction.

Oliver (1980) concludes that expectations provide a standard against which
product performance <can be measured, thereby influencing‘ subsequent
product preferences and behavioural intention. Westbrook and Cote (1979)
support this view, suggesting that the consumer compares actual experience
with prior expectations noting any performance disparity. This information
provides the basis for assessing relative satisfaction or dissatisfaction

with the overall experience.

2.7.4 Experience-based norms

Woodruff, Cadotte and Jenkins (1983) propose a model for conceptualising '
consumer satisfaction which replaces expectations with experience-based
norms as the standard for comparing brand performance. They suggest that
after using a brand, the consumer will note how it performed. When there
are many attributes to consider, overall brand performance may be
determined by a combination of beliefs about the brand’s various
performance dimensions (Westbrook, 1981). In this way, beliefs are either
strengthened or weakened according to how closely actual brand performance

matches expected brand performance (LaTour and Peat, 1979).

Experience-based norms provide a frame of reference for evaluating
performance. There is also some evidence to suggest that they are better

predictors of satisfaction than evaluations based solely on brand
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expectations (Swan and Martin, 1980). As experience will vary for different

product categories, two types of experience-based norms are hypothesised:

(1) A brand-based norm in situations when one brand dominates the

consumer’s set of brand experiences;
]

(2) A product-based norm in situations when the consumer has had
experience with several brands within a product class, but does

not have a specific reference brand.

Experience-based norms are utilised in different ways during the decision
process, ranging from single norms for familiar low involvement products,

to multiple norms associated with important events such as the purchase

of a car or holiday. When actual brand performance is close to the norm,

it is described as being within an acceptable lattitude of performance.
If however, brand performance is considered to be outside the 1lattitude

of acceptance, dissatisfaction occurs. Comparing the two

Woodruff,

explanations,

Cadotte and Jenkins regard the experience-based norms viewpoint

as more realistic because norms provide an integrated frame of reference

derived from evaluations of prior experience.

2.7.5 Raseaxch questions from +the xaeview of consumption and

luati tudi

The literature indicates that prior experience is likely to be an important
factor during the consumption of hospitality services, influencing the
formation of expectations, assessment criteria and the way in which
experiences are integrated into the consumer’s personal rating system. The

system is derived from experience-based norms, and enables the consumer

to assess and evaluate the extent of satisfaction with the consumption

experience. These points are summarised 1in the following research

questions:

(1) The correlation between product expectations and experience 1is

positively related to product familiarity.

(8) The degree of sophistication inherent in the operation of the

consumer’s personal rating system is positively related to the

extent of prior product experience.

(9) Satisfaction during product consumption is a function of many
differently weighted impressions and experiences which are

cumulative, and are <continually being integrated into the
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(10)

consumer’s personal rating system.

Satisfaction .during post-consumption evaluation represents the
sum total of individual assessments made during consumption. This
evaluation reinforces or modifies the <consumer’s preference

structure and influences future decision-making.
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3.1 Overview of the chapter

The discussion of hospitality concepts and consumer theory in the previous
chapters has indicated that consumer decision-making for hospitality
gservices has not been systematically investigated before. It was therefore

appropriate to collect the study data using a theory generating approach.

The objective of this chapter is to explain and Jjustify the selection of
a qualitative methodology. The chapter begins by assessing the requirements
of consumer theory development, including the selection of appropriate
research methods. Following this, the Glaser and Strauss grounded theory
method of theory generation is introduced and described. The account refers
to procedures for sampling, data collection and categorisation, with

reference to social science research applications.

In addition to the grounded theory method, I decided to use a cognitive
modelling program derived from George [Kelly’s theory of @personal
constructs. The program is called Cognitive Policy Evaluation (COPE) and
it’s development was based on an established manual procedure known as
cognitive mapping. At the end of the chapter, the use of COPE as a secondary
method of data analysis is outlined, with reference to it’s theoretical

basis and range of applications.

3.2 Scieptific progress and method dn mazketing

The potential value of theory development in marketing is frequently
underestimated. Foxall (1986) asserts that this is because practitioners
and applied researchers try to avoid academic speculation. They tend to
make unadorned <descriptions of marketing phenomena through direct
observation and empirical generalisations built up from multiple
observations. He believes that whereas theory and metatheory are widely
held to be irrelevant or even obstructive, they are inextricably 1linked
with observation and practice. Baker (1986) agrees and notes four essential
functions of theory which share concepts familiar to practitioners and

academics. These are:

(1) The means of classifying, organising, and integrating information

relevant to the factual world of business.

(2) A technique of thinking about marketing problems, and a
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perspective for practical action.

(3) An analytical tool-kit to be drawn on as appropriate in the

solution of marketing problems.

(4) The possibility to derive, in time, a number of principles, or

even laws, of marketing behaviour.

These common areas of interests provide a basis for developing theory which

has practical value. Kelly (1963) states that theory should possess several

qualities:

‘‘A theory may be considered as a way of binding together a
multitude of facts so that one may comprehend them all at once.
When the theory enables us to make reasonably precise
predictions, one may call it scientific.’’

In unifying facts into theory, an explicit framework is created within which
deductions can be made and future events anticipated. Supported by the work

of Kuhn (1970) and Popper (1969), Kelly asserts that theory generation
should:

(1) Facilitate the integration of new ideas, and the production of

testable hypotheses;

(2) Provide a better understanding of the phenomena represented by
systemising facts, and facilitate modification in the 1light of

subsequent observations.

The review of the cognitive paradigm and general decision models in chapter
2 identified a number of shortcomings. Principally these were the
difficulties of operationalising model concepts and establishing consis-
tent relationships between variables. They have been attributed by some

writers to the quantitative research tradition used in the development of

marketing theory.

Hunt (1983) reviews the marketing 1literature in order to establish the
expectations of theory. He concludes that a formal theory, operating across

product classes or fields, would explain all the phenomena within one of

the following categories:

(1) The behaviours of consumers or producers in the context of the
exchange;
(2) The framework within which the exchange occurs;
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(3) The consequences on society of the béhaviours of consumers or

producers;

According to Arndt': (1976) the methodological tradition in marketing has
hindered the development of consumer theory. He asserts that fragmentation
in the subject matter can be explained by the fact that the great majority
of studies are non-cumulative, and tend to use reduced form models or
selected constructs which are isolated from consumer behaviour as a whole.
He believes that data sources are often selected because they are easily
available, and that convenient research and mathematical techniqués have

been used to analyse ‘appealing’ behavioural constructs. He concludes:

‘‘such opportunism and reductionism have subordinated concep-
tualisation and theory -building to measurement and manipu-
lation of data by high powered statistical tools. This has
resulted in a large number of isolated facts, which 1lack
consistency and which are difficult to integrate into formal
comprehensive theories...there is 1little doubt that the
fragmentation of the subject matter is a symptom of the absence
of adegquate theoretical underpinnings in the area, which could
give direction and meaning to empirical research.’’

Arndt’s analysis of consumer theory development is supported by other
critics. Kassarjian (1981) agrees that the field of consumer behaviour is
more realistically described as ‘fragmented’ than ‘interdisciplinary’.
Anderson (1983) adds that it is often difficult to determine what problem
the research is attempting to solve, or if the solution has any real

significance for the advancement of knowledge. He emphasises three points:

(1) Too often the focus of theory development is ‘relationship
studies’ where an attempt is made to determine if an independent

and dependent variable are related.

(2) There is little serious effort to link the result to an established

body of theory.
(3) Follow-up studies to explore and develop the area are rare.

Anderson concludes that the quantitative approach appears to follow an
empiricist model of science which assumes that if enough scattered facts
or relationships are gathered, they will somehow assemble themselves into
a coherent body of theory. He advocates a greater commitment to theory-
driven research capable of solving both theoretically and commercially

significant problems.
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Deshpande (1983) believes that a broadening of the theoretical tradition
is necessary. This is due to the methodological bias evident in new
theoretical contributions which use methods more appropriate to theory
testing than to theory generation. He suggests that this could be achieved
by making greater use of qualitative methods wheﬁ attempting to generate
new theory. This approach may also be more relevant to practitioners who
need to understand the social realities of the marketplace in which they

operate.

3.2.1 Qualitative approaches to  copsumer research

Qualitative methods were originally used in market research to uncover
subconscious consumer motivations. This work still continues, but of wider
interest today is the 1link between the decision-maker in marketing and
advertising and the consumer. The Market Research Society (R & D sub-
committee, 1979) have identified a number of applications which have

commercial and theoretical significance in this context. They are:

(1) The gathering of information about the characteristics of a
changing, new or unfamiliar consumer market. The nature of this
information requires exploration and discovery using personal

interview methods.

(2) The gathering of information which is toé subtle and too complex
to be tailored to the structured, standardised techniques and
criteria of quantitative research. Typically this might be
consumer information about needs and emotions with varied

conscious and unconscious motives and influences.

(3) The gathering of information for advertising purposes which
provides a more complete picture than could be achieved using
quantitative research. For example, consumer language use and
non-verbal behaviour can provide insights about the consumer-
media and consumer-product relationship, and about behavioural,

emotional and lifestyle patterns associated with product usage.

To summarise, the use of a qualitative methodology offers several distinct
advantages. It provides the means of exploring the consumer decision
process holistically, and thereby enables the construction of a theoretical
framework on which subsequent relationship studies can be based. It also
makes the integration of data easier, and is therefore more likely to meet

the expectations of marketing theory. The use of qualitative methodology



in grounded theory generation is explained in the following section.

3.3 Iheory  geperation uaing  qualitative methods
The limited application of qualitative methods in consumer theory

generation can be traced to the 1960’s. Case studies were not generally
considered to be as scientific as statistical methods of investigation
because they require subjective interpretation (Festinger and Katz, 1966;
McCall and Simmons, 1969). More recently the debate has centred on the
quality and applicability of the theory generated. These criteria provide
a more objective basis for research design than the intrinsic merits of

quantitative and qualitative methods (Roos, 1979).

Theory generated wusing quantitative methodology requires a deliberate,
pre-determined focus on specific variables and their assumed relation-
ships. This formula may preclude important. variables from the research
design if they cannot be accommodated within the analytical framework. In
contrast, qualitative data collection techniques are less rigid and more
responsive to changes in research direction, although the non-standardised
approach can inhibit definition and clarification of research variables
and their relationships (Dean, Eichhorn and Dean, 1969). Hawker (1982)
argues that this difficulty can be overcome by carefully documenting the
way in which analytical procedures are developed and used during data

collection.

The main advantage of qualitative theory generation is that it facilitates
closer and more detailed observation within the defined areé of research.
This is an important consideration in generating consumer theory. Diesing
(1972) emphasises this, suggesting that theoretical concepts are more

realistic if they are derived from observation rather than abstraction.

Thexre are numerous texts which describe qualitative research techniques
and methods, and the recommendations concerning data collection and
analysis vary. Most authors describe the use of analytical methods during
or after data collection (Schatzman and Strauss, 1973; Bogdan and Taylor,
1984; Miles and Huberman, 1984; Walker, 1985). The approach introduced by
Glaser and Strauss (1967) involves constant comparison of new data with
existing data so that it can be integrated into categories as it is
collected. They call this a ‘constant comparative method’. It has the
advantage of bringing consisﬁency to the field work through the systematic
cross—-comparison of data, and ensuring that the emerging theory is centred

or ‘grounded’ in the research observations.
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3.3.1 Ihe grounded theory method
The term ‘grounded theory’ meaning the discovery of theory from field data,

is derived from the work of Glaser and Strauss (1967) later refined by Glaser
(1978) . They argue that research potential has been resticted by too much
concern for the testing and verification of theories. Their approach to
handling qualitative data enables the generation of theoretical explana-
tions as the investigation progresses, although subjective judgement at
each stage of theory development is necessary. The purpose of this is to
verify the fit between emerging research themes and the situation or events

that they represent.

Sims (1978) suggests that the need to make subjective judgement is common
to all forms of social enquiry. However, the discipline of the constant
comparative method provides effective guidance because of the interrelat-

edness of the data:

‘‘...an observer always has several different kinds of
evidence available to him, and can form some impression of the
validity of any one of these in the context of the others.’’

The credibility of grounded theory is derived from it’s objective basis
which is, wherever possible free from a priori assumptions and hypotheses
which may otherwise ‘‘mask important features of social «reality’’
(Silverman, 1970). The objective of grounded theory according to Silverman
is to:

‘‘...seek to mobilise, as an explanatory tool, the categories

which the participants themselves use to order their experi-
ence.’’

To achieve this objective, various methods of data collection may be
necessary. These include participant observation, semi-structured or
unstructured interviews and the use of case study material. Brown (1973)
and Trend (1978) conclude that each of these methods is well suited to

grounded theory generation.

The grounded theory method has been used in a variety of contexts. These
include problem construction in organisations (Sims, 1978) and the
interaction between hospital nurses and patients’ relatives (Hawker,
1982). Other applications of grounded theory (Turner, 1983; Martin and
Turner, 1986) and methodological developments (Turner, 1981; Jones, 1985)

have also been reported in the 1literature.
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3.4. Iheoretical sampling

Glaser and Strauss use the term ‘theoretical sampling’ to describe the
process of data collection for theory generation. This involves the joint
collection, coding and categorising of data. As the theoretical concepts
begin to emerge from the categories, they determine the direction and
emphasis of subsequent field work. The purpose is to discover and explore
the emerging themes or categories until they become ‘saturated’. This
occurs when no new category properties or characteristics are evident in

the data.

Glaser and Strauss state that initial decisions about data collection
should be based on nothing more than a general understanding of the subject
or problem area, to avoid imposing a preconceived framework on the research.
Glaser later modified this view, conceding that some researchers
necessarily begin field work with pre-understanding of the concepts
involved. He comments that this is less than completely open, but may be
unavoidable. He adds that in this situation, the researcher should be aware
of the possibility of introducing subjective bias during the interpretation

of data.

The inductive process of grounded theorising requires that data is
collected and categorised until the theory crystallises. At this point it
can be substantiated from the subject literature, although Glaser believes
that insights from the literature may be necessary to guide the early stages

of theory development:

‘‘It is wvital to read, but in a substantive field different
from the research. This, maximizes the avoidance of pre-
empting, preconceived concepts which may easily detract from
the input...It is hard enough to generate ones own  ideas
without the ‘‘rich’’ derailment provided by the literature in
the same field.’’

Once the field work has commenced, the constant comparative method yields
insights which direct theoretical sampling. However, the direction may be
complicated by multiple options. If this occurs, Glaser suggests that
different approaches should be tried until categories have been identified

which reflect the complete data set.

Differences between consumers can be identified by comparing sub-group
data. This procedure also enables the progressive focusing of interviews.
Glaser and Strauss suggest that data collection should continue until the
differences and similarities within and between comparison groups have been

established. This process begins with open-ended interviews which
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gradually become more structured as the researcher becomes aware of the
sub-group differences and similarities which exist. The study comparison

groups are discussed in chapter 4.

Summarising the central aspects of theoretical , sampling:
(1) Grounded theory is shaped by emerging categories. These also
control the subsequent research direction. This includes the

subject matter focus and the selection of respondents.

(2) Preconceptions about the field of enquiry should be minimised,
although theoretical contributions from subject areas other than

the one under investigation, provide initial guidance.

(3) The requirement to saturate the categories by a process of
continual data comparison determines the sample size and the

duration of field work.

(4) The emergent theory should possess relevance and ‘goodness of fit’

in describing the total data set.

3.5 Data _collection and  categorisation

In order to investigate patterns of behaviour, Jones (1985) asserts that
it is necessary to interpret the meaning and significance that consumers
attribute to their actions. Drawing from Kelly’s work (1955; 1963) she
believes that individuals use a complex personal framework of beliefs and
values to categorise, explain and predict events. The ability to make
predictions about product suitability corresponds with the function of a
decision rule as described in chapter 2. If the prediction proves to be
inaccurate, the framework of beliefs may, as a consequence need to be

modified.

Depth interviewing is an effective way of investigating the consumer’s

personal construct system. This provides:

‘'...the opportunity for the researcher to probe deeply, to
uncover new clues, to open up new dimensions of a problem and
to secure vivid, accurate, inclusive accounts that are based
on personal experience.’’ (Burgess, 1982)

The purpose of depth interviewing is to wunderstand the respondent’s
constructions of reality by seeking explanations and consequences of their
behaviour. It is important to hear their interpretation of events rather
than make assumptions based on behavioural observations. The Market

Research Society support this approach in situations requiring a ‘‘highly



detailed wunderstanding of complicated behaviour or decision-making
patterns’’ (R & D sub-committee, 1979). They cite as an example the planning
process for a family holiday. As personal interviews provide an effective
way of identifying decision-making activities and consumer reactions to
the hotel experience, this method of data collection is an appropriate
choice for the study. Details of the interviewing procedure aré given in

chapter 4.

The volume and complexity of data generated by using the grounded theory
method necessitates the use of an effective coding and categorisation
procedure. As the data is collected, it needs to be compared and coded into
as many categories as are applicable. The theory begins to take shape as
the categories are gradually defined. Glaser advises of the need for
sensitivity during the early stages of categorisation because the
established framework provides the "factual basis of the theory. Ultimately
each component category becomes saturated, and can be explained by it’s
properties or characteristics. The theory finally becomes integrated when

the relationships between categories are understood.

Turner (1983; 1986) emphasises the importance of being well organis.ed
during the period of data collection. This involves ensuring that field
notes are chronologically ordered and easily retrievable. He discusses
three aspects of data recording, inveolving the continual processes of note
writing, category discovery and definition. He uses notes to comment on
the content and context of interview data, recording events, impressions
and interactions with respondents. He refers to category discovery as the
process of moving from data to a category. This requires a variety of data
giving nominal definition, theoretical meaning and substantive content to
the category. He -suggests that this information about categories can be

held on separate cards for ease of use.

According to Bailyn (1977) the way in which the researcher organises and
responds to emerging themes in the data is critical. As data collection,
comparison and categorisation are concurrent activities, the researcher
can easily be overwhelmed by the data. The objective should be to balance
these activities in such a way that they stimulate rather than impede

conceptualisation. This has several implications:

(1) The period of data collection should permit the research to
proceed sequentially, and allow sufficient time for preliminary

analysis and conceptualisation.
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(2) As the analytical process is slow, it may be necessary to re-
examine data gathered at different stages of the field work. The
need for backward reflection is most 1likely to arise when
categories are close to saturation, and during the formulation

of theoretical propositions.

Bulmer (1984) argues that theory generation requires the discipline of
observing and making intelligible, patterns in the data. Turner (1983)
suggests that this involves converting ‘‘concepts which are built covertly
into any descriptive account of the world’’ into theoretical categories
which can be rigorously examined and defined. However, the categories by
themselves do not explain the differences in the consumer’s cognitive
structure which influence decision-making behaviour. In order to elaborate
the grounded theory categories, further analysis is desirable. This was
undertaken using a cognitive modelling procedure derived from Kelly'’s

personal construct theory.

3.6 Rersopal _ construct  theory
Kelly (1963) asserts that individuals make sense of their world through

‘‘transparent patterns or templets’’ which they create and use to interpret
reality. These patterns are called *‘‘constructs’’ because they represent
ways of construing the world around us. His personal construct theory (1955;
1963) consists of eleven corollaries which are 1listed and explained in
Appendix 1. They elaborate the central assertion which states that an
individual’s thinking is psychologically guided by the ways in which he

anticipates events.

Kelly argues that personal constructs are organised into a hierarchical
system of superordinal and subordinal relationships. The system is
continually evolving to incorporate new knowledge and understanding. It
also integrates factual information which the individual uses to anticipate
and predict events. In this sense the construct system provides a personal
theory to guide thinking and behaviour. The relationships between personal
constructs can be explored by using a depth interviewing technique and the

analytical procedure of cognitive mapping.

3.6.1 Brinciples of  cognitive wmapping
The analytical technique of cognitive mapping is derived from Kelly'’s

personal construct theory. The mapping procedure involves 1listening and
exploring beyond the surface of the words used by the individual in an

interview to describe their interpretation of events. The purpose of the



map is to represent a person’s thinking and theorising about a part of their
world, using their own language and by depicting constructs or ideas and

their interrelationships in their terms.

Jones (1985) deséribes a manual procedure for cognitive mapping which
begins with interview data either in the form of a tape recording, or notes
made immediately after an interview. The aim is to code each interview so
that wherever possible it can be depicted on one large sheet of paper. The
coding procedure involves assigning causal or non-causal (connative) 1links
between related constructs. Links are shown by using lines and arrow heads
to illustrate the causal path. A line without an arrow head is used to show
that two constructs are related, but that there is no implied direction
to the 1link.

During the process of constructing the map, Jones uses a variety of coding
aids to emphasise meaning. These include words written along the arrows
and lines and boid or dotted 1lines to indicate emphatic or tentative
assertions made by the respondent. During the coding process, she also
makes notes on apparent inconsistencies in the data, contradictory views
expressed during the course of the interview and other reactions together

with their significance for category development.

When all the main ideas and relationships contained in the interview have
been depicted, the map is complete. From this, and with the aid of
explanatory notes made on the map, it is possible to prepare summary
diagrams representing clusters of ideas. The network structure of the map
also makes it possible to identify loops and chains of ideas which may be

helpful in theory development.

The principles of the manual cognitive mapping technique were used in the
development of a computer-based <cognitive modelling program called
Cognitive Policy Evaluation (COPE). The program was extensively tested and
refined during it’s development period (Eden, Smithin and Wiltshire, 1980,
1985; and Eden, Jones and Sims, 1983) and it has been used on a wide variety
of research investigations. These include self-reflection and learning
(Eden, Jones and Sims, 1979) negotiating problem definition in groups (Eden
and Jones, 1980) the analysis of semi-structured interviews and
qualitative market research data (Jones, 1981; Jones, 1985a; Jones and
Eden, 1981) and in various organisational research studies (Eden, 1979;
Sims and Jones, 1980; Eden, Jones, Sims and Smithin, 1981; Smithin and Sims,

1982).
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3.6.2 Computex-basad  cogpnitive  modelling

COPE was originally designed to assist decision makers and project teams
with qualitative aspects of problem solving. The program authors felt that
existing management science techniques were capable of supporting
rational, quantitative assessments, but that their mathematical basis was
better suited to the generation of solutions than creative thinking and
learning around the problem itself. The intention therefore, was to design
an interactive modelling program that would bring together ideas, beliefs
and attitudes associated with the objects and or people encompassed by a
given problem or situation so that the relationships could be fully
explored. Data selection and input into the COPE program are explained in

chapter 4, and the analytical methods used are detailed in chapter 6.
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4.1 Overview of +the chaptex
In chapter 3, the role of qualitative methods in theory development was

discussed. The objective of this chapter is to describe how the grounded
theorising approach was applied to the study. This involves identifying
the factors affecting the research design, the use of data comparison
groups, the sampling procedure which was adopted and the procedures and
methods used to collect and analyse interview data. The final section
outlines how the research findings are presented in the chapters which

follow.

4.2 Eactors _affecting the zeseaxch design
To identify factors affecting the research design, it is helpful to recap

on the reasons for using qualitative methods in the study.

Firstly, chapter 1 revealed the need for consumer theory which will aid
hospitality management decision-making, especially at the point of service
delivery. The relevance of the study to this objective is assured by the
collaborative nature of the research. Secondly, the 1literature review in
chapter 2 established that there have been few contributions to the
development of consumer theory in marketing which have direct application
to hospitality services. As a consequence of this, the review supports the
need for a research design using a theory generating approach. In chapter
3, the traditional role of quantitative methods in theory development was
questioned, partly because of the fragmentation which exists in the
literature. The need for an holistic study of consumer decision-making for
hospitality services therefore meant that a qualitative approach would be

a more appropriate choice.

The research was .undertaken by interviewing consumers in their home, at
their place of work or at their hotel during the course of the short break.
The interviews were semi-structured in format, being directed by a topic
list which I had developed from background reading, discussions with the
collaborating company and several exploratory interviews. A total of
thirty-six interviews were undertaken over a four month period with
eighteen of the interviews involving both marital partners. The theoretical
importance of the consumer-producer interface in hospitality services led

to the decision to undertake thirty-two of the thirty-six interviews in
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the participating hotels. Of the remainder, two interviews were completed

before, and two interviews after the hotel short break.

The main advantage of collecting data by personal interview is that it is
possible to draw on the thinking and theorising of consumers to ensure that
theory development is realistic. I was able to tape record and fully
transcribe every interview, which meant that a large volume of data was
used to substantiate the emerging data categories. I also used the
individual transcripts to construct a cognitive model for each interview

using the COPE program referred to at the end of chapter 3.

The initial intention was to conduct interviews at two of the three stages;
before, during or after the hotel short break. It was hoped that a number
of respondents would agree to participate in more than one interview, with
final interviews taking place within two weeks of completing the break.
In practice it was not possible to implement this plan because of the wide
geographical distribution of both the respondents and the participating
hotels. Consequently, the interviews were all single stage, with interviews
before the short break taking place soon after the booking was made, and

interviews after the break taking place no more than two weeks afterwards.

The interview plan worked effectively, as consumers interviewed during the
consumption stage were able to recall pre-purchase stage activities very
clearly. Experienced hotel wusers were also able to give detailed
descriptions of post-consumption reactions by referring to prior

experiences and their impact on subsequent decision-making.

4.3 Qrganisation of the field work

After discussions with the collaborating company about the organisation
of the research, the following arrangements were made. Interviews conducted
before or after the short break took place in the homes or workplaces of
the respondents. Hotel-based interviews were conducted at four hotels in
London, Cheltenham and Newcastle upon Tyne. These hotels were selected
because of their strategic importance to the success and profitability of

the company’s short break brand.

The two central London hotels are situated in close proximity to city centre
shopping areas, entertainment and cultural attractions. The hotel in
Cheltenham is close to the Cotswolds, and the hotel in Newcastle-upon-Tyne
is situated in rural surroundings with convenient access to the largest

shopping centre in the North East of England. This hotel also has extensive
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indoor and outdoor 1leisure facilities, which have become an especially

important feature of hotel short breaks for the family.

Each respondent (6,r couple) received a discount voucher which was wvalid
for a subsequent hotel short break at the end of the interview. There were
two reasons for this, firstly to provide an incentive and a token of
appreciation for participating in the research, and secondly to signify
that the interview represented a sincere effort by the company to consult

it’s customers.

The initial discount voucher gave a 50 per cent discount on two x.lights'
accommodation and breakfast for two adults. Howéver, this was reduced to
a 15 per cent discount after completing five hotel-based interviews,
following comments made by respondents indicating that the level of
discount was too generous. The 15 per cent discount voucher proved to be
a satisfactory incentive, and was considered by respondents to be an
adequate 1level of compensation for the intrusion into their leisure time.
The methods used to contact respondents are explained in the section dealing

with the sampling procedure.

4.4 Data compaxison groups

The approach to theoretical sampling explained in chapter 3, requires the
constant comparison of data during the field work in order to develop and
substantiate data categories. The ©purpose of this is to identify
similarities and differences between respondents and to facilitate
integrated theory development. In order to undertake constant comparison,
it is necessary to identify appropriate measures or groups which can be

used to differentiate the data.

The need to identify the expectations of consumer sub-groups is a common
requirement in most product fields. The conventional response is to segment
the marketplace by defining specific target groups .of consumers, and
positioning products and services accordingly. A key objective is to find
the most effective way of differentiating the target groups. Wind (1978)
observes that several methods are commonly used in commercial segmentation
practice to estimate segment size and consumer demographic, socioeconomic

and psychographic characteristics:

(1) A priori segmentation design - in which managers pre-determine
the basis for segmentation. Examples include product purchase,

brand 1loyalty and customer type.
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(2) A clustering-based segmentation design - in which segments are
determined in relation to particular variables such as perceived

benefits, needs and attitudes.

Wind believes that theoretical and commercial approaches to segmentation

can be integrated by:

‘‘...narrowing the gap between the academically oriented
research on segmentation and the real-world application of
segmentation research.’’

This view emphasises the . importance of consumer classification based on
actual market behaviour and personal characteristics as suggested by Lunn

(1978; 1983) whereby:

(1) Market or direct <classification is concerned with ownership,

purchase and usage behaviour or product-related behaviour.

(2) Personal or indirect classification is concerned with consumer
demographics, geographical differences and psycho-sociological
characteristics which embrace traits such as personality, 1life

cycle stage and product orientated consumer values.

Lunn argues that consumer research data may be misleading if it is presented
in aggregate form because the ‘universal product’ and the ‘average
consumer’ are atypical. The method of classification should therefore
facilitate explanation of the market structure, consumer sub-groups, and
market 'gaps that exist. He concludes that a specific, market-related basis
for classification may be more useful and relevant than an indirect method
because of the growing concern for precise and sensitive measures of
consumer behaviour. In this context qualitative research has an important

role in generating explanatory theory.

The study wused both direct and indirect comparison group measures to
categorise the field data. The indirect measures were predetermined in
order to assess the representativeness of the sample, but the direct
measures were not defined until the early stages of data collection. At
this point they were adopted because it was apparént that they had the

potential to provide effective comparison group measures.

4.4.1 Indirect measures: Age ___and sstimated __ socioecopomic
group

The theoretical sampling procedure was guided throughout by the indirect
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comparison groups of age and estimated socioeconomic group membership.
Published statistics for the hotel short break market indicate the
predominance of consumers in the age range 35-54, with a socioeconomic
profile of A, B or Cl (Euromonitor, 1987). These statistics are reflected
in the sample which shows that 83 per cent of the respondents were aged
between 31-59, with membership of A, B or Cl socioeconomic groups estimated
at 92 per cent. This information is displayed in more detail in Appendix

2.

It must be noted that there is increasing dissatisfaction with the accuracy
of socioeconomic measures in the literature. The main criticism being that
classification is often interpreted in a subjective way, and can be
misleading because of this. For instance, socioceconomic grade is defined
by occupation, but could also be interpreted as measuring income, social

values or 1life style.

Evidence that leisure activities are often 'goal orientated (Beard and
Ragheb 1980; 1983; Pearce and Caltabriano 1983) indicates that motives are
likely to play an important role in the consumer decision process for
hospitality services. If for example, a consumer is unable to take a summer
holiday, the hotel short break may assume more importance. However, in other
circumstances such as using a short break in conjunction with business
travel, the consumer may not attribute the same significance to hotel
selection because the purpose of the break is more routine. The predictive
capability of a motive classification developed from the research findings

is reviewed in chapter 5.

The importance of two related variables, prior product experience and
involvement was noted in the 1literature review. Twenty-one of the
respondents were experienced hotel users, and the remaining fifteen had
little or no prior experience of the type and standard of hotel
accommodation featured in the collaborating <company’s short break
programme. The degree of commitment to, and involvement in the product
category is also thought to play an important role during the decision
process. High involvement is characterised by extensive pre-purchase
activity, and may be linked to antecedents such as perceptions of product
importance, risk, symbolic or sign value and hedonic or emotional
considerations (Laurent and Kapferer, 1985). The product involvement

classification was derived from the research data and is summarised in
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Appendix = 2.

4.5 Sampling __procedure

The main determinant of the sampling procedure was the need to ensure that
data categories were identified, and fully developed as the programme of
interviews progressed. The procedures used for arranging and completing

the programme of interviews are explained below.

4.5.1 Jntexrviews befoxre and after the ashoxt Dbreak

Consumers interviewed before or after the short break were contacted by
standard letter. This was sent out by the collaborating company with all
short break booking confirmations for the participating hotels during a
two week period in September, 1986. Consumers were invited to participate
in the research by indicating on a return form their preferred interview
location, either in their home, place of work or at the short break hotel.
Although the response rate to the standard 1letter was good, with
approximately twenty replies, interviews were difficult to organise,

because of the wide geographical distribution of respondents.

4.5.2 Interviews during the  short Dreak

Hotel-based interviews were arranged by contacting consumers by letter,
distributed either from the reception desk during registration, or shortly
after arriving at their guest room. The letter contained a brief explanation
of the research, and explained that I would contact guests by telephone
to arrange an interview with those who were willing to participate in the
study. This procedure was designed to be as discreet and unobtrusive as
possible. As hotel guests received the letter in advance of my telephone
call, it meant that they were aware of what the interview would involve,
and had had time to think about whether they would 1like to participate.
In this way it was possible to arrange an average of four interviews on
each residential visit to the participating hotels. The refusal rate varied

on each visit from one in two to one in four telephone enquires.

The sampling procedure involved making interview appointments by
systematically working through the arrivals 1list for short break guests
until an interview schedule had been organised for the duration of the
visit. By using this approach consumers could not be purposefully selected,
as the list contained only details of the family name, group size and room

number.
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The indirect comparison group measures of age and socioeconomic group
provided a helpful cross-check on sample representativeness as the research
progressed. Differences in decision-making related to prior experience and
product involvement became apparent early in the interview programme, and
so it was also important to ensure that the direct comparison group measures
of prior experience and product involvement were adequately represented.
This consideration influenced the duration of the field research and the

number of interviews undertaken.

Most consumers expressed satisfaction with the way in which the interviews
were organised and conducted. It was especially interesting to note the
reactions of experienced hotel users who generally preferred to express
their opinions in an interview rather than via a guest room questionnaire.
This is because they tend to view the questionnaire method as too
superficial or inappropriate for the collection of detailed, subjective

information.

4.6 Data _ collection and apalysia

The relationship with participating hotels was productive because each
general manager had been briefed about the study by the company’s sales
and marketing director before the field work began. I also wrote to each
hotel explaining how I would 1like to organise the interviewing, and
requested the use of a quiet interview room close to the reception area.
The purpose of this was to ensure that the interviews could be conducted
without disturbing hotel guests, management or staff. It was agreed that
the duty manager at each hotel would ensure that an interview room was made
available, and that a 1list of short break guests was provided each time

I visited the hotel.

The depth interviewing method described in chapter 3 was used in conjunction
with a topic 1list to guide the discussion, and a proforma to record
comparison group data and subjective impressions after the interview. The
proforma was especially useful for recording interview themes and my
impressions of the rapport established with the respondent, as well as
details about the respondent’s personality and non-verbal behaviour. This
information was also used to assess the effectiveness of the interview topic
list and probing tactics, and to consider possible implications for
subsequent interviews. Comparison group data was collected in several
different ways. Age group membership was established by showing the

respondent a card with six age ranges numbered 1-6, socioceconomic group
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membership was estimated by asking respondents to describe the nature of
their work and motives and prior experience were topic list items discussed
in every interview. Finally, I assessed the level of involvement in the
decision process whilst transcribing the interview by noting the range of

pre—-purchase activities and the associated comments made by the respondent.

On average, two interviews were completed each weekend throughout the four
month period of data collection. The hotel-based interviews averaged forty
minutes in duration and the three interviews before, and one interview after
the short break averaged sixty minutes. I transcribed the cassette tapes
made during the previous weekend’s interviews into computer files during
the weekday period prior to the next interview appointments. By pausing
to transcribe immediately after completing several interviews, it was
possible to ensure that data categorisation was continuous, and that
progressive interview focusing occured as described by Glaser and Strauss
(1967). The use of a computer also meant that rapid .categorisation was
possible by copying information between files.. This approach to the
construction of categories is quicker than using separate index cards for

recording category information as described by Turner (1981; 1983).

4.7 Copstzucting JIadividual  cognitive _ models

The computer-based modelling procedure introduced at the end of chapter
3, is a complementary form of secondary analysis because it provides a way
of re-building the interviews using the same data. As the software program
is interactive, the contents of each model can then be explored and output
in the 'form of summary cognitive maps. The maps are used in chapters 6 and

7 to exemplify and develop the theoretical framework presented in chapter

5.

The preparation of COPE model input necessitates re-reading the interview
transcripts in order to identify the main themes and their interrelation-
ships in the text. Then by working systematically through each transcript,
the contents are entered into the program in the form of single lines of
text, each of which represents one idea or viewpoint. The procedures used
for entering data, verifying model relationships, model analysis and the
interpretation of model output are explained in a case example at the

beginning of chapter 6.

4.8 Ihe _ preseptation of  reseaxch  findinga
The study findings are presented in the following three chapters, beginning

in chapter 5 with an overview of the consumer decision process, which
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illustrates the key themes emerging from the data categorisation using the
constant comparative method. This work is summarised in chapter 8 by
referring back to the hypothetical decision process model presented in
chapter 1, and reporting on the empirical support emerging from the

categorisation of interview transcript data.

In chapters 6 and 7, output from the individual cognitive models is used
to illustrate the characteristics of each of the three stages in the
decision process. Chapter 6 focuses on the role of prior product experience
and involvement in the decision process, concluding with a matrix
illustrating their potential utility as segmentation variables. Chapter
7 examines the consumption and post-consumption stages, and the methods
used by consumers to assess and evaluate product experience. Chapter 8
summarises the main aspects of the work reported in chapters 5, 6 and 7
in the context of the research questions contained in chapter 2, and
concludes by considering the study implications and directions for future

research.
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5.1 Introduction

The purpose of this chapter is to describe the general framework and
characteristics of the consumer decision process for hospitality services.
The theoretical and methodological background in chapters 3 and 4 explains
the role of data categories, derived from the interview transcripts, in
generating and ‘substantiating consumer theory. In this chapter, examples
are drawn from the categories which were developed to illustrate the reasons

why consumers adopt different decision-making strategies.

5.2 Ihe data categories  and comparison groups
The categories supported by the data were not pre-determined, - but were

established during. the early stages of the research. To some extent they
reflect my agenda of discussion topics, but they are more closely related
to the 1issues repeatedly raised by respondents during the interview
programme. The fifteen categories established were as follows: pre-
purchase motives; expectations and lifestyle; prior experience; search and
selection strategies; decision-making responsibility and role speciali-
sation; word of mouth recommendation and information seeking; brochure
assessment; the 1role of intermediaries during pre-purchase; brand
comparison; consumer information and marketing assessment; reservation
experiences; consumption stage assessment procedures; quality standards
and service assessments; hotel facilities assessment and post-consumption

evaluation.

An important aspect of theory generation is the need to compare the
responses given by consumers during the process of data categorisation.
Five comparison groups were used, divisible into personal or indirect
classification measures (age and socioceconomic group membership) and
market or direct classification (purchase motives, prior product

experience and involvement).

The indirect measures provided a way of cross-checking the representative-
ness of the sample with published market statistics. However, attempts to
differentiate consumer groups using the indirect measures were not
successful. This was because socioeconomic group membership is difficult

to quantify, and because age group differences were inconsistent. Although
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age-related expectations were identifed, and as such constitute a
potentially useful marketing tool (Teare and Williams, 1989¢) decision-
making behaviour was more closely related to prior experience and the
perceived importance of the purchase occasion. Further research will be
necesse.ary to identify more clearly the nature of the interrelationships

between age and decision-making for hospitality services.

The direct comparison measures of prior product experience and involvement
were successfully used to identify differences between groups, and they
are considered in detail in chapter 6. However, the influence of motives
on the consumer decision process is more difficult to interpret. The reasons

for this are explained below.

5.3 Ihe zxole of puxchase motives Jn the decision process

The range of factors affecting consumer preferences were identifed in
chapter 2. These include cultural norms and values, family and reference
groups, social and financial status, lifestyle and stage in the life cycle.
The way in which these factors combine is thought to affect the composition
of the purchase motives which activate the decision process. An English

Tourist Board survey (1982) found that most short breaks are taken because:

(1) Consumer interest has been ‘triggered’ by a media advertised

special offer, or the occurence of a special event around which

the holiday is built;

(2) Consumers respond to the need to ‘take a break’ from work and/

or their domestic routine.

The survey also found that spontaneity is an important factor in the

decision process, as 42 per cent of respondents had planned their trip less

than one month in advance.

A Wales Tourist Board survey (1986) reported that the most popular holiday
pattern was a long holiday in the U.K. or abroad combined with one or more
short breaks taken in the U.K. (40 per cent of respondents). A further 30
per cent of respondents had taken all their holidays in the U.K. for at

least two years, combining long and short holidays.

The Euromonitor report (1987) relates motives to the pattern of demand for

short break holidays, identifying three broad categories:

(1) Consumers who take a short break to supplement their main holiday;
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(2) Consumers who substitute a short break for a main holiday;

(3) Consumers who prefer to divide their annual holiday into a number

of short breaks.

Although there is evidence to support all of these findings in the data,
most respondents had more than one purchase motive. For instance, a total
of fifty-three references to purchase motives were made by respondents
during the first twenty interviews. In most cases, the transcripts revealed
an integrated set of motives, usually dominated by a principal or primary

motive and several related secondary motives.

5.3.1 Ihe purchase motives comparison group

A six part classification of primary motives was derived from the interview
transcripts. All of the respondents identified one of the following reasons

as their primary motivation for taking an hotel short break:
(1) To coincide with attending a pre-arranged event;

(2) In response to the need for a break from family / domestic

commitments / routine problems / employment related pressures;

(3) In response to a desire to relax / recover in different /

comfortable / surroundings;

(4) In response to a desire to visit a particular town / region / hotel

/ somewhere new;
(5) To compensate for a missed summer (main) holiday opportunity;

(6) For the specific benefits derived from taking short breaks on a

regular / seasonal basis.

Although important to the decision process, the derived motive classifi-
cation was too complex to use as a basis for comparison in this study. The
following example illustrates why the relationships between purchase

motives and pre-purchase behaviour requires further investigation.

The findings indicate that motives exert a strong influence on pre-purchase
behaviour, but that other factors may intervene and mediate behaviour. For
instance, the 1link between motives and perceived risk may be influenced
by the extent of prior experience with the product category. If a family

had for some reason had to forgo their summer holiday, they may be expected
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to undertake a detailed investigation of the short break alternatives
because of the compensatory role which may be attributed to the break. If
however, a member of the "family is an experienced hotel user, hotel
selection may be made quickly and confidently despite the perceived

importance of the purchase occasion.

In chapter 1, the characteristics of hospitality services were identified
from the different perspectives of the consumer and the producer. The needs
and expectations of the consumer were sub-divided according to whether they
were of a physical or psychological nature. The findings support this

interpretation, which is illustrated below.

5.3.2 Motives  associated with _ ophysical needs

Physical needs are easily identified and understocod because they relate
to specific symptoms such as tiredness, fatigue and stress. Several of the
many variations of physical need influencing the desire to take a short

break holiday are illustrated in the following extracts.

Primary motives are frequently associated with sources of tension and

fatigue at work and in the home:

‘'...1I rarely get a chance to spoil myself. I work shifts, I
work weekends, I work Christmas days...now and again I just

like to relax in something completely different, and have total
comfort...’’

Women are often more critical of the hotel short break experience than men.

This can be explained by the domestic substitution role that the hotel must

fulfil:

‘‘...for me it’s a break, not so much for my husband because
he’s used to going out - it’s part of his job, but for myself
stuck at home, it is rather nice to go out and have a meal cooked
for me and to be entertained...’’

Hotel short breaks may be used as ‘recovery periods’ or as an integral part

of family 1life:

‘'‘...we arrived today at 3.15pm and I think we were in the pool

at 3.45pm. I think that life today is very much for families
to be together...’’

5.3.3 Motives _ asgociated _with  pavchological _ needs

Altbough consumers may recognise the physical need for a change of
environment, they may also be motivated by particular psychological

benefits which they expect to derive from the consumption experience. These



are typically more complex and difficult for the consumer to understand
and articulate. For example, the consumer may experience a feeling of

wellbeing and security in a luxurious hotel environment:

‘*‘...just the nice feeling you get whenever you walk through
the place, all the walnut on the walls - it looks real walnut,
it..gives me a nice secure feeling. I think really that it’s
the sort of hotel you would stay at if you had unlimited
money...'’

Consumers may also expect the hotel to provide a natural extension of their
current standard of living. In this context the quality and condition of
hotel furnishings and fittings may have symbolic meaning and invoke a

particular psychological reaction:

‘‘...the quality of the fabric, it’s a nice entrance...it does
really make you feel good, and that’s what it’s all about...we
all want for .better things, we’ve all got nice places and nice
clothes, but it’s when you come into nice surroundings that
you feel a lot better...’’

Although most consumers are motivated by the need to reduce the  level of
work-related stress they may be experiencing, or to alleviate boredom with
the domestic routine, a short break may be used to focus on a particular

decision or business problem:

‘‘...I wanted to get away at this time because I’ve got another
business project that I might be buying into, in fact I might
be buying outright. A rather big business, and there’s an awful
lot of money involved, and I just want some time to toss it
around in my mind.’’

Although the primary motive may influence the desired type and timing of
the short break holiday, it was difficult to assess the effect on the
decision process, or the impact of secondary motives which may be present.
It was therefore necessary to concentrate on identifying differences
attributable to reported behaviour during the decision process stages of

pre-purchase, consumption and post-consumption evaluation.

5.4 Copsumer perceptions and the Jdnterpretation of product
iaformation

The provision of product information is an issue of some concern to
consumers, who often seek tangible assurance that they are making an
appropriate hotel choice. The general expectation is that the brochure
should provide all the necessary information. However, this has to be
achieved without creating the impression that the brochure is too

complicated, as this may discourage retailers and consumers from using the

85



brochure:

‘'‘...you open it up and it’s easy to follow, straight away you
look and there’s a map of England, and you’ve got all the
hotels...it basically tells you all you want to know on that
first page...I do read these pages before going any
further...’? '

A frequent observation is that hotels  featured on a full page or more of
the brochure are more attractive because they help to reduce the sense of

uncertainty that the consumer may be feeling:

[On the brochure text] ‘‘To me it’s the only criteria you go
on, pictures do help, but without a detailed description...all
the hotels basically offer the same core facilities, it’s that
extra detail that will make the difference between choosing
one hotel or another.’’

Consumers may have some difficulty in positioning the image associations
conveyed by brochures and other sources of information. If however, the
received impressions are reinforced by experience, the outcome may be an

enduring sense of confidence in the brand:

‘'It’s a very positive image. When I first came down here, I
thought they were expensive hotels...it’s a very up-market
logo, and it projects in the rooms and the feeling we have is
that it’s the standard we’re going to keep with...’’

Incomplete or ambiguous product information is a frequent source of
frustration for consumers, who often feel that they must engage in further

information gathering activities in order to satisfy their needs:

‘‘The amount of information you get in advance enables you to
make the most of the short break...There’s nothing to tell you
how to get there, or the best way of getting there, nothing
about the hotel or the facilities of the hotel...it’s sold as
a package, but it doesn’t have the trimmings that you would
expect in a package.’’

The possible consequences of inadequate information are illustrated by the

observations of an experienced hotel user:

‘‘...There are three places to take breakfast at this hotel
at different prices...I would have thought that somebody
unused to this kind of hotel would be slightly daunted by it
all...if you don’t know the ropes it’s an extremely humiliating
experience...people tend to hide away, and not 1like to say
anthing, and be quite unsure about what they can have, and can’t
have.’’

5.5 Hoxd _of _mouth recommendations _ and zigsk <rxeduction
The perceived complexity and intangibility of the hotel consumption
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experience suggests that consumers often need the added security of product

recommendations (or cautions) from experienced hotel users:

VVIt’s very difficult to make your product stand out from
somebody else’s...I think that you’ve got to have a high
standard of product and maintain it...you can do 99.9 per cent
of it right, and you don’t get that many mentions, people say

‘‘Yes, that was good’’ - but they expect it to be good, and
you get 0.1 per cent that’s bad and that goes round very
quickly.’’

Wword of mouth communications are widely used in business communities to
solve problems. For example, the cost and availability of accommodation

in London is considered to be a re-occuring problem, requiring a continuous

exchange of information:

‘Y, ..staying overnight in London, how can you reduce the costs
of doing so...it’s a topic of conversation constantly...One

is aware that you can find deals, the question is finding the
right one.’’

When consumers feel that they have insufficient information, they may feel.
that they have to seek specialist advice. This is another commonly occuring

source of frustration, especially if the retailer is unfamiliar with the

brand:

[On a request made at the travel agency for information about
the hotel] ‘'...she wasn’t familiar with it. She had the
brochure, but I asked her several questions and she couldn’t
tell me anything.’’

A feeling of uncertainty is often more easily resolved by telephoning
central or hotel reservations staff or by talking to an experienced hotel
user, when received word of mouth recommendations can have an influential

role on hotel selection:

‘V‘...the lady I used to work for had been here before and so
that stuck in my mind...I don’t know if I would have picked
it otherwise, 3just on the description...’’

Product recommendations are seldom given unreservedly by experienced hotel

users. This is because they recognise that the consumption situation is

unpredictable:

‘‘...it's a tricky thing recommending hotels, it’s 1like

recommending food or theatre - ©people have different
anticipations, what’s acceptable to me may not be acceptable
to you.'’

The knowledge that subjective assessment of hotels will vary from one

individual to ano;her, may cause consumers to identify situations where
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recommendations are less helpful, or even of no perceived value:

‘“...I would never take [a recommendation] for a main
holiday...I’ve done that before and people have said ‘‘Don‘t
go there, it’s an awful place’’ but their idea of a holiday
is not necessarily my idea of a holiday...’’

5.6 Ihe _inflvence of pxioxr oproduct experience on choice
bebhavioux

The term ‘evoked set’ describes the criteria used by the consumer to
evalvate choice options. The evoked set consists of product attributes and
brands which are important to the consumer, to the extent that an overall
evaluation of the alternatives may be retained in long term memory. In such
situations assessment by individual attributes becomes unnecessary as the
consumer would be able to select the alternative with the highest perceived
overall rating. These guidelines represent a form of decision rule, which

may be influenced by prior experience and comparative product analysis.

Consumers often assess hotels or their attributes by using the most similar
comparison they are able to recall. Situational factors may however,

account for wvariations in the decision rule criteria:

[On comparisons between hotels] ‘‘...not that this hotel’s
better than that one, you Jjust observe differences in
situations if you comment on them...I think what you mainly
remember are negatives...if you have a feeling that it’s a
reasonable standard and a reasonable price, that’s fine...’’

Although choice criteria may be numerous, comparative assessment using a
pre-determined reference standard may have a strong influence on the
development and application of a decision rule. This is because the
lattitude of acceptance narrows as new experiences are assimilated, and
the consumer’s ability to differentiate between the suitability of choice
options improves. More experienced consumers are able to equate acceptance

with a wider experience-based understanding of hotel standards:

‘‘We've basically developed standards of hotels now...it has
been a learning experience and the only way you can learn is
to...you don‘’t have to stay in the extremes but to stay in
either something that’s at the same level or below it or above
it until you know where you are.’’

5.7 Ihe _interactive xole of opxior product experience and
involvement

There are a number of factors which may influence the search and selection
strategy used by the consumer prior to making a purchase decision. These
include the extent of product-related experience and the degree of

perceived risk associated with the decision. Ultimately, the strategy
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adopted by the consumer will depend upon how difficult the task is perceived
to be, and how much effort and attention will be required to make an
acceptable choice between purchase alternatives. A typology of three
distinctive strategies, high, moderate and 1low involvement, was derived
from an assessment of the extent and duration of pre-purchase behaviour.
The characteristics of each level of involvement are summarised in Appendix

2 and are exemplified below.

5.7.1 High Jdaovolvement  decisjion-making

High involvement behaviour is characterised by an extensive or prolonged
period of search, with special importance attached to selection criteria

and/or performance expectations:

[On brochure assessment procedure] ‘‘We 1looked through them
more than once or twice, we looked through them quite a 1lot,
we marked hotels we liked on the basis of what we thought, and
the text, ‘‘No, no not that one, this one sounds alright, put
a star next to it’’ and then we went back looking through them,
to decide.’’

Associated activities may include telephone -calls to verify information,
and the consultation of intermediaries such as travel agents as well as
friends, relatives and colleagues with relevant hotel experience. The final

selection will be based on a careful assessment of the information gathered:

‘'...I would have phoned anyway to try and find out what the
hotel was like...if you’ve phoned and found out, and it’s not
right, you can say ‘‘I phoned you and you said this...’’ But
if you don’t phone and make contact, you’ve no come back.’’

‘v...I like to find out as much as I can. By speaking to a
receptionist, you can really work out what the staff are like.
If the receptionist is polite and friendly, the staff will be
normally polite and friendly...if someone is rude towards you,
you back off don’t you? if someone is warm and friendly, you
come forward.’’

5.7.2 Meoderate  dpvolvement  decision-making

Moderate involvement behaviour is characterised by some evidence of
systematic search, and reference to important considerations and/or
performance expectations. Associated activites may include reference to
intermediary information sources, but will focus mainly on gathering and

comparing brochures.

Although the following extracts indicate several unresolved concerns, they
are moderated by familiarity with the hotel and the area, as well as the

knowledge that friends nearby would provide accommodation if necessary:
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[On prior experience of the hotel] ‘‘My impressions were that
the interior was far better than the exterior. We’d driven past
it several times and thought ‘‘Oh it doesn’t look very pleasant
there, we won’t bother going’’ and yet when we actually came
here...we came out with a very favourable impression of the
place...when we saw it [in the brochure] I said ‘‘Oh yes, we
remember this place’’ and so it had an edge on the other places
we were looking at, because we were familiar with it.’’

[On the brochure information) ‘‘Our big question was would this
all actually happen the weekend we are here...like the play
room with the nanny, is that going to happen at the weekend?’’

‘‘I booked it through a travel agent...she wasn’t familiar with
it. she had the brochure, but I asked her several questions
and she couldn’t tell me anything...If I wasn’'t aware of the
sleeping arrangements I would have phoned the hotel direct to
make sure they were okay...but otherwise I was fairly happy
about it, we have friends nearby so if things had gone wrong,
we could have asked them to help out.’’

Although experienced hotel users would normally be able to use a low
involvement strategy to make an acceptable purchase decision, solving a
new or irregular problem situation may require increased personal

involvement:

‘‘...it was borne out of last year’s experience, there were
no complaints, but the hotel wasn’t up to the standard I
wanted.’’

5.7.3 Low __igvolvement  decision-makiag

Low involvement behaviour is characterised by limited, or in some cases
no formal information search. Associated activities might include
reference to intermediary or company information, but more usually

concentrate on obtaining brochures:

“'‘My friends had the brochure...an internal sight means
nothing to me at all, because I know quite readily just how
easy it is to set up a photograph to give an entirely different
impression...the friends we came with had already been here
before and they said they liked it very much. They said to us
that they were sure we would like it when we came down here.’’

Any references to selection criteria or performance expectations are likely

to be assertions relating to prior knowledge or established facts:

‘‘...we have in the past got together quite a number of
different brochures for different hotels...we’ve never really
found anything in them that we could say would distinguish one
form of hotel from another...usually we finish up by saying
‘‘That is precisely where we would like to stay and it just
so happens that this is the hotel nearest to it, 1let’s try
it.llll



The purchase decision is likely to be dominated by personal decision-making

confidence acquired from prior experience:

‘V...it’s four star...so you expect somewhere nice...I think
that tells you that it’s a good hotel, because it has to be
to warrant it’s star rating, so we tend to look for things like
that...’’

Role specialisation is often more evident when a low involvement strategy
is used. Female dominant activities typically begin with responsibility
for initiating discussions about the timing of the break, and extend to

information gathering and the screening of opticons:

[On decision-making roles] ‘‘It has varied tremendously over
the years, there is no way in which I could put any pattern
to it, but:. it’s wusually a higher proportion of my wife’s
decisions to get away...she says to me ‘‘Where shall we go?’’
and I make several suggestions, and then we pick one...’’

The main exception to the pattern of female dominance in family decision-
making occurs when the male partner has extensive ©business travel
experience of hotels. In discussions concerning familiar hotels or
destinations, a higher proportion of male dominant decisions are 1likely
to occur:
[On male dominance in selecting a London hotel] *‘'I would
choose it because I know the hotel scene in London reasonably
well...she would leave it to me on the grounds that I knew my
way around a bit more...I would say ‘‘Who does deals to London

for a weekend? ...let’s have a 1look at the hotels they
offer...’""’

In summary, consumers using a high involvement strategy typically engage
in extensive search to satisfy their selection criteria and/or performance
expectations because they have limited prior experience of hotels. More
experienced consumers may also engage in high involvement behaviour when

they attach special importance to the purchase decision.

More experienced hotel users, or consumers who feel less concerned about
the return on investment risk associated with the purchase decision, will
adopt a moderate or low involvement profile. These groups of consumers may
consult intermediaries during information search, but more usually make
a decision based on their own brochure appraisal. The greater the degree
of confidence with which the decision is made, the more likely it is that

the consumer is using an established decision rule to guide their choice.

5.8 Ihe __purchase decision
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In many cases, consumers reach a decision to purchase despite residual
feelings of uncertainty. In these circumstances, the administration and
the interpersonal contacts which occur during the transaction assume
particular importance for the consumer. The transaction represents the
initial contact with the product, during which uncertainty may be reduced
or increased depending on the nature of the service encounter. If the
reservation is made by telephone, most consumers expect to receive a
confirmation, together with ancillary details such as directions on how
to find the hotel, and further information on the services provided.
Inadequacies in this provision may give rise to a renewed sense of anxiety,

and may be interpreted as service inefficiency:

[On the booking confirmation] ‘‘...there wasn’t any cohesion
to it, no package, unlike when you book a holiday abroad, there
was nothing to give the hotel, which I felt slightly wuneasy
about. I had visions of arriving at the hotel and them saying
‘‘I'm sorry, we’ve got no record of you, who are you, where'’s
your voucher?’’ ...we always felt a bit nervous about the
arrangement, it didn’t seem to be very efficient.’’

The critical role of interpersonal contacts, especially by telephone,
becomes apparent when an unhelpful or obstructive response occurs. The
consumer may react by discounting the hotel or even hotel group at the pre-
purchase stage. If however, a reservation has already been made, the level

of anxiety is 1likely to increase:

[On an attempt to make a restaurant reservation in advance by
telephone] ‘‘I said ‘‘Can we book for Saturday night?’’ ‘‘We
don’t take bookings’’ and I said ‘‘On the voucher it says it’s
advisable to book’’...’’We don’t take bookings, we don’t take
bookings!’’ and that was all I got back. That did annoy me,
and when I put the phone down, I did make some comments about
it...It made me hesitant.’’

5.9 Ihe Zzola of  assessment criteria duxing consumption

In chapter 1, the complex nature of the consumption environment for
hospitality services was identified. Figure 1.1 shows the service delivery
continuum ranging from limited staff discretion over a short time period,
to extensive staff discretion over a long time period. Whenever consumption
occurs over a long time period; several days or more in the case of hotel
short breaks, the consumer faces the difficult task of assessing many

successive experiences to evaluate overall product satisfaction.

The focal concern of the consumption stage is to determine how consumers
use pre-conceived expectations and assessment criteria to measure the

various aspects of product performance, both during consumption and at the



post-consumption stage. The findings suggest that the consumer is able to
integrate many individual assessments within a personal rating system

capable of providing a moving average measure of satisfaction.

By comparing perceived ideal product attribute ratings with experience,
the consumer is able to undertake a form of cost-benefit analysis to assess
‘value for money’ in relation to the services received. If expectations
are experience-based, they may facilitate comparison against particular
reference standards, enabling the consumer to assess whether the experience

falls above or below their reference point standard:

[On comparison with other recent hotel experiences] ‘‘So far
there hasn’t been anything that’s below the standard of other
hotels we’ve stayed at, everything is Jjust fine.’’

‘‘...invariably you can find some sort of fault, or something
you don’t like, it’s not up to your usual standards or something
like that..but I must say that so far here, everything’s been
very good...it’s the best standard of service, food and comfort
that I’ve come across...you’re talking about Intercontinental
Hotels and places like that...’’

‘‘...I think if anybody came here first, they would come back
again...we’‘ve compared everything with this.’’

5.10 Ibe consumption enviropment and design effects

Atmospheric associations with physical design features sometimes described
as ‘‘warm’’ or ‘‘cold’’ can have a powerful subconscious impact on the

consumer:

‘‘...the size of a hotel seems to make no difference
whatsoever...we’ve been into some hotels which are vast, and
have been very happy. Others have been much smaller and like
a mortuary, and I have said that this is so cold that I don’t
want to stay here very long...I think that if the hotel itself
is cold, then the staff are cold...’'’

[On business hotel wuse] ‘‘...you're anticipating a cold
situation anyway, inherently when you’re on business, and
you’‘’re not looking for an extraneous comforts...if you come
into a hotel room and it’s cold and it’s unattractive, and your
bathroom’s not very nice, you finish up by saying well the best
thing I can do is to jump straight into bed and ignore
everything else and hope it goes away by the morning!’’

Although guest room assessments are subjective and therefore unpredict-
able, design features can be planned to convey personality and warmth. For
example, the effective use of light and space will create an immediate and

favourable effect:

‘‘One of the things we generally notice is whether there are
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mirrors down near the entrance to the room to catch the
light...it makes it very much more attractive...’’

‘‘...we usually find that when we come across a room set
up which is not symmetrical...it’s far more recepti_ve, more
pleasing than if it was literally a rectangular box...'’

‘‘...what we actually said to each other wAs that they’d
virtually thought of everything...it makes you feel that
the people running the place are caring about it...’’

The consumer may use a formalised procedure to assess guest room
facilities and standards. In this context role specialisation during
assessment is commonplace, and female assessment can be rigorous,
including checks for cleanliness and quality on beddihg, fabrics,

furnishings and fittings:

[On female guest room assessment] ‘‘'I look at the towels
to see how soft they are, and I sit on the bed to see what
that’s 1like...[Husband] I checked the electrics out...you
obviously have to make sure that everything works, because
if you’re going to make any complaints, you do it the minute
you get into the room, and not the next day...’’

‘*‘...I think we got there and we automatically went round
the room, and 1looked at beds, television, bathroom and
things like that..you don’t actually say it out 1loud, you
sum it up yourselves...’’

The most widely used reference point for gauging the acceptability of

the hotel, and more particularly the guest room, is the home:

‘‘I feel when you go to an hotel it’s got to be at least
as good as your own home. In general decor, warmth or
coolness, the atmosphere, the fittings in the rooms, the
bathroom cleanliness. Things like that have got to be as
good otherwise there’s no point in going to an hotel.’’

A common expectation is that the hotel should be able to provide all
of the facilities enjoyed in the home and more besides. If this
expectation is not met, the consumer may feel unwelcome because the

environment is perceived to be uncaring:

‘‘...if we go into a room that isn’t well decorated..it’s
like the hotel doesn’t care about the guests...you don’t
spend a lot of time in the hotel usually...but you want a
room that’s going to be nice and give you a warm, welcome
feeling. That’s what you try to do in your home to make your
guests welcome, and that’s the philosophy a hotel should

have.’’

S.11 Ihe _assessment of lhotel sexvices

The labour intensive provision of hotel services is difficult to monitor



and control,

‘YYou could come into contact with fifteen or twenty staff on
a weekend like this. Nineteen of them could be spot on, and
one who was off-hand could tip the balance, especially if it’s
your initial greeting.’’

vi...the sort of thing that one tends to notice is whether the
staff are happy in their work or not, whether they’re smiling
and what kind of reception you receive...You can tell straight
away in their voices whether they’re happy in their work or
not.’’

a problem that is widely recognised by experienced hotel users:

Service delivery is often beyond the influence or control of the consumer.

If service expectations are not fulfilled, the outcome is likely

strong

5.12

consumer dissatisfaction:

‘'‘We did have a problem last night. The room was far too hot,
we couldn’t sleep and we Jjust couldn’t seem to control the
heating...We phoned up the hall porter and he wasn’t very
tactful...He said *‘‘The only thing you can do is open ‘the
windows’’...I said ‘‘It’s not very satisfactory’’ and he said
‘V'Oh well, good night sir’’ and put the phone down. I held onto
the phone..I was stupified...I could have come storming down
at that point...I thought this is dreadful, there’s no way I'm
ever coming back here. I think this morning I could have come
downstairs and demanded my money back and left, but I don’t
want to spoil my weekend, everything else is fine.’’

Rersopal  ratiang  svstems

to be

In recognising the complexity of the consumption situation, which may

involve service interactions over a time period of forty-eight hours or

more,

the consumer develops a personal rating system which

assessments as they occur:

{On assessment procedures] ‘‘...I think it starts from the very
beginning, and either builds or detracts...you come in and
you’ve accepted the hotel because it looks appealing, and from
then on the experiences you have either build on that or they
detract from it, so when you finally leave, you say ‘‘I wouldn’t
want to go back there again’’ or ‘‘We’d like to come back here
sometime’’.’’

‘‘...we were greeted by the doorman Arthur, who was very
friendly and kind, and the girl at the desk was very courteous.
Then we decided to have a cup of coffee, and we met the girl
who serves that, she was most pleasant, so all these things
kept building it up, I can’t remember any particular thing that
subtracted.’’

‘‘I think one evening in the dining room...I was looking for
something a little different and I selected something from the
a la carte which was good, but just didn’t quite hit the spot,
and that might have been a slight depression...’’
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‘V‘...after the first couple of days, you tend to think .is it
going to tail off a bit? particularly as we’d had ' two good
evening meals, is tomorrow night going to be the same? and it
was, there was no let up at all, it Jjust kept to the same
standard the whole way through...’’

Contrasting experiences can have an important role 'in the operation of the
personal rating system, as positive assessments may be compared with

gituations which have in the past received a negative score:

‘'...immediately the car stopped and the door opened, the
porter was there, the staff were very courteous, they carried
everything, I was directed to a car parking space, which was
fairly convenient, the receptionist told me all I had to know,
no problems...lI was staying a hotel about a fortnight ago...I
checked in, I was given my key and told the room was about two
hundred yards down the corridor on the left...I asked if
someone would carry my bags and I was told that there was no
porter, and I had to carry them myself. That to me 1; not good.’’

Design effects may also have a psychological impact, and thereby influence
how positively or otherwise the consumer feels about the consumption

environment:

vv...you feel at home, it’s comfortable, it’s not austere, it’s
not endless corridors 3just as though you were marching down
to a prison cell. You’ve still got the same sort of multiple
room system in here but there are noticeable differences in
the corridor lay out, it is not repetitive all the way down
the corridor which makes a tremendous amount of difference to
an individual. I notice it only too often. When I see a long
corridor where everything is absolutely identical all the way
down, I shudder...’’

5.13 Post-consumption  evaluation

During the post-consumption period, retrospective discussion and reflec-
tion is necessary in order to complete the consumption rating procedure,

and calculate the overall assessment rating:

*‘I think at the end of the day, when we go home, we tend to
mark everything out of ten...I think subconsciously we use some
scale...I think it’s an overall balance...it’s something we
formulate as opposed to first impressions. First impressions
sometimes do stay with you, but...I think a couple of days after
is the best time, when we say ‘‘What did we really think about
it?lf"

The term satisfaction is wused by consumers to define ‘end state’

aspirations:

‘%1 expect to leave here with the feeling that I can recommend
this to someone else. If I can leave with that feeling, then
I’'m very satisfied with the hotel...My wife’s saying what a
nice room we have, and it’s nice to go back and enjoy the
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room...it’s a three hour train ride [home] so we’ll discuss
the hotel and what we’ve done this weekend.’’

Strong feelings of consumer dissatisfaction usually lead to vivid
recollections of the causal event or events. This is suggested by both
verbal and non-verbal responses made by consumers when describing their
experiences. Sources of strong dissatisfaction most often relate to the
disconfirmation of expectations, inefficiency or perceptions of abrupt or

uncaring service:

‘‘...we were very disappointed in the room...it really wanted
refurbishing...the carpets were badly stained, badly worn...
immediately 'you walked through the fire doors to the family
wing, you could tell, even down to the corridor carpet...I
certainly felt like going down to reception and complaining.
We’d had a long journey, we’d got my daughter who was only about
four and we left it. We said ‘‘Okay, the remedy is in our own
hands, we don’t come here again.’’ We very rarely do
complain..we usually go, and if we don’t like it, we just don’t
go again.’’ :

Sources of dissatisfaction are not easy to anticipate or rectify,
particularly as the response of consumers is unpredictable. Most consumers
do not like to complain, and so service providers must take the initiative

and instigate effective procedures for monitoring service delivery:

‘V...No matter how expert the people are, no matter what they
do, you always need to take note of what people outside say
and think, to enable them to see more clearly that which they’ve
become accustomed to because it surrounds them. When it comes
to doing something about it, inevitably it has to come from
outside because they are constrained internally...I always
feel slightly inhibited about f£filling in forms asking if you
are satisfied, and how well were you treated — was it excellent,
very good, good and so on...I mistrust it because I feel it’s
a way of taking the heat out of complaints, it doesn’t seem
to be positive enough, it needs to be turned to advantage...’’

5.14 Ioplications  for repeat  buyving

Confidence in the re-purchasé decision is commonly associated with shared
experiences among friends and relatives, and generalised assumptions about

other hotels in the group, based on experiences at one or two hotels:

‘'...since several people, including family members have had
positive experiences...there’s no reason to gamble
anymore...We now expect the service..and if it doesn’'t live
up to it, we’re going to be extremely disappointed now that
the standard is established in our minds...*'’

‘‘...having sampled this one, one would assume that the others
are very much of the same standard. Obviously facilities vary
according to the hotel, but we would probably be inclined to
look at another in the same group...mainly because it's
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familiar, we’ve sampled one, we’ll try another.’’

Experienced hotel users learn to accept that chain operated hotels are not
always consistent with the corporate image, or with their own personal
expectations. Although they may develop customised methods of categorising

hotels, anomalies occur:

‘‘We have been to hotels where I’ve complained, 1I’ve said
‘‘This is below standard’’ ...we have met quite powerful
differences between hotels from one area to another, and we
just say we won’'t come back to this hotel, but we would go to
another one in the same group...It’s difficult to say why
because it’s not a conscious decision, that’s the big problem,
you can’'t say without analysing what you’re actually thinking
at the time.’’

In generating repeat business, the objective for service providers must
be to ensure that the expectations of consumers are met at every stage in
the decision process. Given that dissatisfaction may only result in a
complaint when <the <consumer experiences anger or frustration, the

implications for product design and service delivery are important:

‘‘The snag of the hotel and catering business is that
condemnation comes quietly, people 3just go elsewhere, they
never tell you why, you find out when it’s too late. The British
nature of things is not to complain, they’re disuvaded from
doing so. To try and encourage complaints is a difficult policy
to put into practise, but should be done...It’s a recall thing,
if for example you were there when I checked into the hotel,
whichever one it was...if I indicated to you what it was that
I either liked or disliked as I went through all these various
phases...then that would be an extremely valuable
exercise...it's very difficult to recall everything...’’

5.15 Conclusion

In reporting on the reactions of leisure break hotel users, it is clear
that hotels with regular tourist business throughout the week are better
prepared to meet the needs of the short break consumer. However, the
situation becomes more complicated in hotels where there is a demarcation
between midweek and weekend business. In contrast to the business
traveller, short break consumers are spending their own money and
consequently their sensitivity as to what constitutes valuve for money is
likely to be keener. As there is often a saving and investment input, the
satisfaction output requirement is more clearly defined in terms of ideal
mental and physical states. If hotel staff are unaware of these expectations
and cannot recognise potential sources of tension relating to the
consumption experience, dissatisfaction is more 1likely to occur (Teare,

1987; 1988a). This reinforces the need for continous interpersonal skills
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development, especially for staff working in close contact with consumers

(Teare, Davies and McGeary 1989a).

The examples used in the chapter illustrate .how consumers assess their
experiences and 'indicate the importance of the consumer perspective in
performance monitoring. By recognising that consumers consciously assess
product tangibles and react subconsciously to intangibles such as design
and atmospheric effects, managers can develop a more comprehensive and
systematic approcach to the operations audit. This issue is discussed in

the context of the wider implications of the study in chapter 8.
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Chapter 6
Bra- ) jecigion-maki . } jtalit .

6.1 introductiocn

The purpose of this chapter is to investigate the relationships between
prior product experience and the use of involvement strategies by consumers
during the selection of an hotel for a short break. The overview of the
decision process in chapter 5 indicated that the extent and duration of
the decision process is influenced by these two factors. In contrast, the
relationships between decision process variables and other comparison
groups used in the study; age, socio-economic group and purchase motives
were inconsistent. The intention therefore is to identify the reasons why,
and the circumstances in which experienced and inexperienced consumers use

high, moderate or 1low involvement strategies during decision-making.

The six categoriés which provide the framework for this chapter were
suggested by the findings reported in chapter 5. Data categorisation
relating to search and selection strategies revealed three 1levels of-
involvement in the decision process; high, moderate and 1low. The
characteristics of each involvement type were exemplified in chapter 5,

and are summarised below:

(1) High personal involvement - characterised by extensive informa-
tion search which may include telephone <calls to verify
information and the consultation of intermediaries such as travel
agency staff or friends with relevant hotel experience. The
purchase decision is likely to be based on a detailed assessment

of a wide range of information from a variety of different sources.

(2) Moderate involvement - characterised ° by some evidence of
systematic search, and selection criteria which may be derived
from prior product experience. Search activities are focused on
the collection and assessment of brochures. The purchase decision
is likely to be based on a combination of information from external

sources and knowledge gained from prior product experience.

(3) Low involvement - characterised by 1little or no external
information search, and reiiance on product knowledge established
from prior experience. Although brochures may be consulted during
hotel selection, the dominant factors affecting the purchase
decision are prior experience and personal confidence arising

from familiarity with the product field.
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A more detailed definition of the three involvement types can be found in

Appendix 2.

To investigate the relafionships between product experience and involve-
ment, it was necessary .to simplify the §rior product experience.
classification system which had been developed during the field work. In
order to classify respondents as accurately as possible, four categories
had been used, ranging from very extensive experience to no prior experience
of three or four star rated hotel accommodation. A description of each prior

product experience type is listed below:

(1) Very extensive prior hotel experience over a number of years and
in a variety of different usage contexts and places, including

overseas travel.

(2) Substantial prior hotel experience, mainly in connection with

regular hotel short breaks and/or business travel.

(3) Limited hotel experience, mainly in connection with occasional
short breaks taken over the last few years and/or infrequent

business travel.

(4) No prior experience of three or four star category rated hotel

accommodation.

The classification system worked satisfactorily during the field work, but
it proved difficult to substantiate differences between four prior product
experience types during data analysis. Respondents were therefore re-
classified as ‘experienced hotel users’ by merging product experience types

1 and 2 or ‘inexperienced hotel users’ by merging types 3 and 4.

The cognitive maps presented below describe and illustrate the circum-
stances in which experienced and inexperienced hotel users may use high,
moderate or low involvement strategies during the decision process. The
chapter concludes by summarising the relationships in the form of a product
experience-involvement matrix for hospitality services. The data presented
here, and in chapter 7 have been selected from the‘ output of individual
cognitive models constructed from the interview transcripts; section 6.2

explains the processes involved.
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6.2 Ao __overview of the cognitive modelling procaas

Two analytical procedures are referred to in the discussion of research
methods in chapter 4. They are data categorisation, which was undertaken
as the data was collected, and cognitive mapping which was used to construct
an interactive model of each individual interview after the field research
had been completed. The two procedures are complementary because they use

the same data, but have different functions.

Categorisation was used to identify the general framework and character-
istics of the decision process, and modelling to examine the interrela-
tionships between ideas contained within each interview transcript.
Modelling also made it possible to identify cause and effect by re-
connecting chains of related ideas expressed by the respondent at different
points during the interview. Groups of ideas and their relationships could

then be examined in the form of summary cognitive maps.

The modelling procedure involved the use of a software program developed
at the University of Bath (Bath Software Research, 1985) called Cognitive
Policy Evaluation (COPE). Thirty-five individual cognitive models were
created using COPE, each of which is based on the interview transcript
bearing the same identification number. Only one transcript was excluded
(interview number 11) because it was too short to yield any meaningful data.
Comparison group details relating to each of the individual models can be
found in Appendix 3. The number of ideas, relationships and key idea groups

contained in each model are also 1listed.

As it was necessary to select model data for presentation from the total
output of thirty-five individual cognitive models, it is helpful to show
the progression from grounded theory development to cognitive modelling.
The flow chart in Figure 6.1 provides a summary of the procedures described
in chapters 3 and 4 which were used during data collection to formulate
the theoretical framework presented in chapter 5. It also shows the sequence
of activities involved in constructing the individual cognitive models.
These activities are described in the following sub-sections with reference

to example data taken from interview/model npumber eighteen.
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Concurrent _ data  collection  and _ analysis

Grounded theory methodology was described in chapters 3 and 4 and used to
develop the theoretical framework presented in chapter 5:

(1) Data collection was undertaken by interviewing consumers during
the pre-purchase, consumption and post-consumption stages of the
decision process;

(2) Data analysis was concurrent and involved the transcription of
interview tapes and the categorisation of data into separate
computer files corresponding to the key emerging themes;

(3) Constant comparison of the data was undertaken to identify
differences by age, motives, socio-economic group, prior product
experience and involvement.

Stage 2
c iti 10113 s leti jat llecti

Cognitive modelling is used in chapters 6 and 7 to exemplify and develop
the theoretical framework:

6.2.1 Preparation for individual model construction began by identi-
fying and listing all the ideas contained in a transcript. Each
idea was then entered into the computer program in the form of
a single line of text; I

6.2.2 Model construction was completed by entering the relationships
between the ideas contained in an interview transcript and by
checking that they accurately represent the interview;

!

6.2.3 Model analysis was undertaken by using three reporting procedures
to identify the key ideas and relationships in the structure of
a model. Key ideas are used to formulate key idea groups which
can be printed in the form of a cognitive map;

}

6.2.4 Model output in the form of a cognitive map depicts the
relationships between the ideas contained in a key idea group;

6.2.5 Representative cognitive maps were selected for presentation.

Eigure 6.1

F1 hazt c lytical 3 - at
: Y " individual el : oy
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6.2.1 Constructing _a  cogpnitive  model

The procedure for constructing a cognitive model using an interview
transcript began by re-reading the text to identify the main discussion
topics and the ideas expressed in the various strands of related
argumentation. One of the advantages of semi-structured interviewing is
that it provides an opportunity to probe important topics in depth. However,
as related ideas may have been expressed at different points during the
interview, it is helpful to be familiar with the overall structure and
content of the transcript before entering data and relationships into the

model.

The input data used to construct a COPE model is alphanumeric, and consists
of a single line of text up to a maximum of seventy-four characters in
length. Each line represents one concept or idea relating to any aspect
of a problem or viewpoint on the decision process. Converting a transcript
to the required format is a subjective process as each idea mus£ be
summarised separately. An average of seventy-five ideas are contained in
each model, and to ensure that conversion was as accurate as possible, each
model was summarised on paper before re-checking and entering the ideas
into the model. The program is designed to accept one line of text at a
time, and each line is automatically numbered in sequence as shown in the
extract in Figure 6.2. When all the ideas had been entered into the model,
a final comparison was made by cross-referencing the transcript with a

print-out of the model contents.

6.2.2 Batering _and verifving model relationships

The next step was to identify how the ideas contained in the model related
to each other. As a preliminary to this task it was necessary to re-read
the transcript, noting in the margin or on a separate sheet of paper where
related ideas were 1located in the text. Following this, coding was
undertaken by working systematically down the print-out 1list of didea
statements from'the model, using coding symbols recognised by the program
to record how the:  ideas were related. If a section of the transcript was
ambiguous, it was usually possible to clarify meaning by listening to the
audio tape recording of the interview again, in order to hear how a

particular point had been expressed during the interview.

COPE recognises several types of relationship, which are denoted by
inserting the appropriate symbol between the related ideas. Where one idea

leads to, or affects another idea this is referred to as a causal link.
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Causal links can be plus (+) or minus (-) and as the program accepts bi-
polar statements, a (+) link indicates that the first pole of one idea leads
to the first pole of the related idea. The second poles of the two ideas

are similarly related. For example:

49450 = jdea 49 leads to idea 50

This means that idea 50 is a consequence of idea 49, and also
that idea 50 can be explained by idea 49.

Conversely, a (-) link denotes that the first pole of one idea leads to
the second pole of the related idea. The cross-relationship also applies
to the second pole of the first idea and the first pole of the second idea.
This can be illustrated by referring to three ideas contained in model

eighteen, idea number 16 is bi-polar:

16 a +ve .. a -ve: psychological impression of the guest room
used on a business trip

17 intelligent design and ‘warmth’ created by comfort,
furnishings and fittings and decor

18 the ‘cold’ effect of an impersonal/unattractive guest room
and bath room

The relationship (18-16) means that idea 18 leads to the (-
) pole of idea 16. Hence the ‘cold’ effect of an impersonal/
unattractive guest room and bath room 1leads to a -ve
psychological impression of the guest room used on a business
trip.

Conversely, the relationship (17+16) means that idea 17 leads
to the (+) pole of idea 16. Hence intelligent design and
‘warmth’ created by comfort, furnishings and fittings and
decor leads to a +ve psychological impression of the guest room
used on a business trip.

In order to code a relationship between two 1ideas with wunspecified
consequences, a full stop symbol (.) is used. This is called a non-causal
or connotative relationship because the influence of one idea on the other
is either unknown or has not been clearly defined. Connotative 1links are
bi-directional, so that by entering the link (43.44) meaning that idea 43
is related to idea 44, the reverse link (44.43) will also be automatically

inserted. For example:
43 the procedure for assessing/ evaluating hotels
44 experiential learning over the years...
In this example the relationship between the two ideas is the

same, regardless of whether the relationship 1is shown as
(43.44) or (44.43) because causal direction 1is not known.
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Hence:

(43.44) means that the procedure for assessing/ evaluating

hotels is linked to experiential learning over the
years...which means the same as (44.43) whereby experiential
learning over the years...is 1linked to the procedure for
assessing/ evaluating hotels.

To collect bi-polar data, it is necessary to obtain the contrasting view
or ‘psychological opposite’ to every point made by the respondent during
the interview. As the format of the interviews did not readily facilitate
this, most of the ideas contained in the models represent single pole (or
monotonic) statements. The relationships are therefore more straightfor-
ward, using mainly connotative or causal (+) links to relate one single
pole idea with another single pole idea. This is illustrated in Figure 6.3
which lists the relationships between the idea statements shown in Figure
6.2.

The nine idea statements in Figure 6.2 were taken from a section of interview
transcript number eighteen. They represent part of the explanation given
by an experienced hotel user about how he assesses and evaluates hotels
(line 43). The numeric data in Figure 6.3 provides information on how the
ideas are related to each other, aiming to accurately reproduce the account

given during the interview and recorded in the transcript.

The respondent explains that his approach to assessment and evaluation is
related to the ‘‘experiential 1learning’’ which has taken place over the
years, enabling him to accurately categorise hotels (line 44). This
experience also enables him to make ‘‘rapid decisions on hotel
suitability’’ from first impressions (line 45). He goes on to explain that
the circumstances and the extent of familiarity with an hotel (line 47)
account for differences in the way he rates (or assesses) an hotel (line
46). He illustrates this with several examples; how a large reception area
in an unfamiliar hotel (line 48) leads to ‘‘an accute awareness of open
space’’ (line 49) and how this in turn may lead to a ‘‘feeling of
detachment’’ because of the coldness of the hotel environment (line 50)

causing ‘‘a much more critical assessment of the hotel (line 51).
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Extract example showing the 1lines of data entered dinto the
individuval cognitive model <created for respondent number 18:

43= the procedure for assessing/evaluating hotels

44= experiential learning over the yrs- now able to categorise
accurately

45= the ability to make rapid decisions on htl suitability from first
impressions

46= differences in the operation of personal rating procedures

47= the circumstances of the htl usage situation- familiar or new
hotel

48= the experience of standing in a very large reception area-
unfamiliar hotel

49= an accute awareness of open space

50= the feeling of detachment from a ‘cold’ unfriendly environment

51= a much more critical assessment of the hotel

Figure 6.2

Enteri iat ot ] el

Extract from the relationships entered for model 18:

43 . 44
44 . 43 + 45
46 . 51
47 + 46
48 + 49
49 + 50
50 + 51

51 . 46 . 52
Eigure 6.3

teri lationshi int . el

Interpreting, 1listing and cross-checking the relationships for each idea
statement with the meaning conveyed in the transcript was an intensive
process. An average of eighty relationships per model were identified. 1In
order to complete model construction it was therefore important to ensure
that the relationships accurately represented the sense of the interview.
The program has three -exploratory commands which can be used for this

purpose; consequences (C) explanations (E) and explore (X).

By typing the command ‘C46’ for example, a search for the consequences if
any, of idea 46 is activated. If the search finds that there are one or
more consequences leading from idea 46, they are listed on the computer
screen or print-out when the search has been completed. The 1listing may
range from a single idea to a long chain of related ideas depending on the

importance of idea 46 to the model structure. The (E) command operates in
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the same way, except that it activates a search for explanations of the
given idea. The (X) command displays the specified idea at the centre of
the output, surrounded by the ideas which are directly linked to it. Lines
show non-causal 1links, and arrow heads indicate the direction of causal
links, with (+) 1links assumed unless indicated by a (-) sign positioned

close to the arrow head.

By using these commands to examine the relationships associated with every
idea statement in each model, it was possible to check, and where necessary
amend relationships so that potential sources of error or inaccuracy were

detected prior to the analysis of model data.

6.2.3 Model  analysis

The purpose of the modelling exercise was to create a realistic simulation
of an interview so that an analysis of the model structure would report
on all of the related ideas, regardless of when and in what context they
were mentioned in the interview. The main task of model analysis was to
identify the most influential ideas in the model structure around which

key idea groups could be clustered.

COPE can generate three different analytical reports on the key ideas in
the model structure. They are called cognitive centrality analysis, path

analysis and trace analysis:

(1) Cognitive centrality analysis (COG) searches all the direct 1links
into and out of the ideas in the model, and the report lists the
ideas with the largest number of related ideas. The purpose of
this procedure is to identify ideas which are important to the

structure of the model.

(2) Path analysis (PATH) reports on the most significant 1links or
chains of argument contained in the model. The number of different
routes or paths are calculated for each idea in two directions;
from the head and from the tail of the argumentation. A head idea
is one which has no consequences, and a tail idea is one which
has no explanations. Path analysis searches and calculates the
number of paths inwards from the tail of the argumentation, and

outwards down the paths leading to the head ideas.

(3) Trace analysis (TRACE) looks at the way in which one idea is linked
to all the other ideas. Included in the trace score for each idea

are all the directly linked ideas, and ideas linked indirectly
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through connected paths.

Extracts from the COG, PATH and TRACE reports for the example model number

eighteen are shown in Figure 6.4.

Extracts £from the reports produced on model 18 Dby using the
cognitive centrality, path and trace analysis commands:

(1) Extract from the cogpitive centxality xepoxrt  (COG)

COG searches all the direct links into and out of the ideas contained in

the model. The report lists the ideas with the highest number of associated
statements:

No: Idea In Out Kon Total
3 high satisfaction with the accom 12 1 0 3
16 a +ve...a -ve psychological impr :3 0 0 3
51 a much more critical assessment Hb 0 2 3
(2) Extract from Lthe path analysis repoxt  (PATH)

PATH reports on the most significant links or chains of argument contained

in the model by counting from the head and the tail relationships for each
idea:

No: Idea description In Out Total
12 anticipation of an inherently cold situ :4 5 9
15 more limited requirement of the gst rm :4 5 9
(3) Extract from the <trace analvsis report  (TRACE)

TRACE examines the network of relationships surrounding each idea.
Included in the report are all the directly linked ideas, and ideas linked
indirectly through connected paths:

No Idea description In Out Total
12 the anticipation of an inherently cold s :4 5 9
11 expectations of an htl used for business :4 5 9
Notes:
In = direct links from other ideas to the specified idea
out = direct links to other ideas from the specified idea
Kon = connotative bi-directional 1links

Eigure _ 6.4

Analysi ) el lationshi
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By examining the reports for each model,. it was possible to identify most
of the key ideas; although the (C) (E) and (X) commands referred to earlier
were also used to locate key ideas isolated from the model structure. This
can happen if a particular topic has no direct bearing on the rest of the
discussion topics. An average of eighteen key ideas per model were identifed

from the reports and by using the commands as a secondary form of analysis.

The final stage of preparation necessary to produce cognitive maps from
the models is the creation of key idea groups using COPE’s autogrouping
command. Included within a key idea group are any ideas which form part
of the explanatory structure of the key idea. Prior to issuing the autogroup
command, each key idea is given an identification number which can be

illustrated as follows:

Gl12$46 - means that the key.idea group 12 is centred on key
idea 46. This is shown in Figure 6.5 as:

Gl2 diffs in the operation of personal rating scale/assessment
procedures $46

The key idea group 12 (Gl2) shown in Figure 6.5 was identified using the
(C) and (E) commands, and as the relationships are largely self-contained
within the group, it is not subordinate or superordinate to any other key
idea group. In contrast, the smaller key idea group 2 (G2) shown in Figure
6.6 is part of the group hierarchical structure of the model because it

has a subordinate group (G3) listed and indented beneath it.

List of the key idea group 12 contents for model 18:

Gl2 diffs in the operation of personal rating scale/assessment
procedures $46

46 diffs in the operation of personal rating scale assessment
procedures

47 the circs of the htl usage situation- familiar or new hotel

48 the exp of standing in a very large reception area- unfamiliar
hotel

49 an accute awareness of open space

50 the feeling of detachment from a ‘cold’ unfriendly environment

51 a much more critical assessment of the hotel

52 difficulty in overcoming emotional reaction- essential role for
staff

Eigure 6.5
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Extract from the key idea group hierarchy for model 18:

G2 high satisfaction with the accommodation $3
G3 a non-standard guest room (not rectangular box) $70

3 high satisfaction with the accommodation

70 a non-standard guest room (not rectangular box)

71 a well designed bathroom and entrance corridor
Figure 6.6

Examini ] ) id hi }

As successive key idea groups are «created, a group hierarchy is
automatically determined according to whether each new key idea group is
subordinate or superordinate to existing key idea groups. By listing the
complete group hierarchy for a model, it was then possible to identify which
groups belonged to the hierarchy, and of those which did, which groups were
sub;umed by others. This information provides guidance on reducing the
number of cognitive maps to print, as the smaller groups which were also
contained within larger groups were redundant. Having eliminated key idea
group duplication by checking the contents of group hierarchies for each
model, a total of one hundred and ninety one cognitive maps were printed

from the thirty-five individual models.

6.2.4 Model  output

A cognitive map illustrates key idea group relationships in diagrammatic
form. Each map has a relationship grid which provides explanatory
information so that 1lines and arrows can be drawn to 1link the ideas
automatically positioned to facilitate this., Figure 6.7 shows the
relationships for the key idea group listed in Figure 6.2. The maps are
code numbered for identification in the text (Map 67). They also list the
key group number (Gl2) the key idea statement and number ($46) and the
respondent identification ;:ode [R18]. The numbers to the left of the idea
number [46] in the relationship grid are explanations (.51 +47) and those
to the right are consequences (.51). In some maps there are consequences
which are enclosed by < > brackets, they refer to relationships with ideas
which are not included on the map. The letters to the right of each column
in the relationship grid are the reference labels for the 1lines linking

the ideas on the map.
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Cognitive map output from key idea group 12 in model 18. The numbers and
symbols in the relationship grid indicate where, and what kind of connecting

lines should be drawn:
Map 67

Gl2 diffs in the operation of personal rating scale/assessment proce-
dures $46 [R18]

« 51 +47 [46] 51 A
[48] +49 B
[49] +50 C
[50] +51 D
2 [51] 32 E
4
the circs of the
htl usage
situation- familiar
ar new hotel
A %5
diffs in the
operation of
personal rating
scale/assessment
procedures
\ amuchmon:
critical assessment
of the hotel
b D
dxmcullym the feeling of
overcoming detachment from a
emotional reaction- ‘cold’ unfriendly
essential role for c environment
staff
D
an accute awareness
of open space
8 B
the exp of standing
in a very large
reception area-
unfamiliar hotel
Map key:
Gl2 Key idea group reference number.
$46 Key idea forming the basis for key idea group 12.
R18 Respondent reference number.
A-E References for each row of the relationship grid. To assist

interpretation, they appear as reference labels written above each

line on the cognitive map.
Lines depicting bi-directional 1links.
Lines depicting a causal relationship.

A number enclosed by square brackets [46] at the centre of each row in the
relationship grid has relationship explanations printed to the left (.51 +47)

and consequences on the right (.51). Numbers enclosed by < > brackets refer
to relationships with ideas which do not appear on that specific map.

Figure 6.7
Mapping key idea group relationships
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6.2.5The critexia for selecting cogapitive  maps

A total of one hundred cognitive maps are presented in chapters 6 and 7.
The main objective in selecting maps for presentation was to provide where
possible, supporting evidence for the theoretical framework reported in
chapter 5. Starting with a total of one hundred and ninety one maps, it
was necessary to check for overlaps; and wheréver two or more maps which
illustrated the same point were encountered, the map which gave the
clearest or the most detailed description was selected. Every map was also
examined to see whether or not it would confirm or deny differences between
the decision process activities and perspectives of experienced and in-
experienced hotel users. This was an important consideration is selecting
maps which reported similarities and differences relating to 1level of

involvement in the decision process.

Chapter 6 1is primarily concerned with the relationship between prior
product experience and involvement during pre-purchase and chapter 7 with
consumption stage assessment procedures and post-consumption stage

evaluation.
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6.3 Extensive priox product experience and Rhigh involve-

ment

Whenever experienced hotel users interviewed in the study had adopted a
more cautious and detailed search and selection process, it was related
to an important occasion or to specific personal needs. In Map 1 the
respondent identifies ‘‘difficulty in finding the time for a summer
holiday’’ (14) as the main reason for undertaking detailed <choice
consideration. This is supported by the expressed need to select ‘‘a very
good hotel’’ (16) involving the receipt of advice from a trusted

intermediary, consideration of a wide range of brochures and a period of

careful analysis (3).

Mapl

G1l3 period of analysis- with the objective of selecting a very good htl
$16 [ROS5]

+14 [3] +15 A
[14] <+17> <+17> B
[15] +16 C
16

period of analysis-

with the objective

of selecting a very

ood htl
8 c
15
collection of half
a dozen brochures
A
3
advice & brochures
from a trusted,
local travel agency
A
u
difficulty in
finding the time
for a summer
holiday
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Map 2 shows that extensive prior product experience has an important role
in determining pre-conceptions and expectations, which in turn influence
selection criteria. The respondent 1lists an aversion to city (or town)
centre hotels (31) and a preference for easily accessible hotel locations
(30) . These criteria are reinforced by regular business travel and use of
four star category hotels (6l1). Word of mouth recommendations are also
sought from business colleagues sharing similar preferences and aversions,

to aid decision-making (4).

Map2
G7 WOMR from business colleagues who’d stayed at the Golden Valley htl
$4 [RO5]
2% 5 {41 5 +25 % A
[25] <+6 > B
31 [2] 31 C
2 V. ] [27] . 2 +30+ <+32> D
3l [0] 31 E
+61 (31} F
<65> <l1> [6l] <l > <#36> <65> <+76> <+73> G
5 p.]
a long standing joint interest in
desire to visit the historical aspects
Cotswolds area A of rural life
2 \ 4
a preference for WOMR from business
activity based colleagues who'd
holidays stayed at the
Golden Valley ht
/ \A
1») Y] % -
a positive, biased recollection of
view of the GVH good htl Jocation
(close to motarway
access)
)4
z 3
a decision to visit an aversion to
a variety of towns staying in city
and villages in the centre hotels
area .
£ F
KV a
the desirability of regular tvl and htl
. aconvenient use at4* level
location on the within the UK
town periphery



Extensive prior experience also facilitates agreement between marital
partners on mutually acceptable criteria for hotel facilities (Map 3).
Referring to guest room facilities (74; 75), the map shows how Jjoint
discussion and agreement (72) influences the formation of expectations in

the context of leisure travel.

Mapld
Gl7 mutually acceptable selection criteria (esp for guest room facils)
$74 {RO5]
[72] +74 A
a B [74] B a B
B
the desirability of
self contained
guestrms (tea &
coffee-mkg etc) B
\ "
mutually acceptable
selection criteria
(esp for guestroom
/ - \
valmftxmmcy jOInldISCUSSlon
regardless of the
relative HSB dcstman(m&
package price timing of the next

HSB
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As the consumer gains more product experience from using different types
of hotels, the ability to differentiate between types and standards of
accommodation, sexrvices and facilities improves. This operates through
encoding product information within a personal category system. For
example, Map 4 includes the category 1label “pléstic hotel’’ (40) which
is used to describe the standardised features of chain-operated hotels.
The way in which categories are organised for the purpose of making
comparisons depends on the consumer’s range of prior experience. If the
size of the hotel is important to the consumer, comparison is frequently
linked to service standards (41) and the varying degrees of personal service

experienced in small, medium-sized and large hotels (42; 43).

Map 4

Gl1l the view that service stnds tend to be much better in private htls
$41 [RO5]
+41 <+39> [40] A
+43 +42 [41] +44 B
(4] +4 c
<+67> [4] <+38 > D
4 8
the reasons for C the belief that Ige
using local ¢———o— gp hts suffer from
restaurants rather reg changes (m’ment
than htl restnts & staff)
L B
4
the view that
service stnds tend
to be much better
A in private htls -3
Q 2
adivision between the belief that
*plastic htls’ & staff retention
smaller, usually rates are much
private hils higher in private
hds

Maps 5 and 6 show that specific personal needs are also associated with
the use of high involvement strategies during the decision process. For
example, in Map 5, a problematic back condition (1) pre-determines the
standard and type of facilities required of the hotel guest room (2). Wide
experience of hotels (10) indicates that these facilities relate to the
standards usually associated with four star rated accommodation (3). As
Map 6 shows, physical needs also combine with the desire to stay in the
best hotels (56), and extensive research is undertaken to seek out the most
desirable hotels using a variety of information sources (7; 9). In this
example both partners have extensive prior experience, but the combined
personal requirements, interests and aspirations of the female partner

account for the high involvement approach.
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Maps

G7 the tendency to look first at 4 star htls & consider the price $3
[R19]
10 f1] +2 10 A
21 +3 B
<S> 17 [4] 7 <5 > C
8 71 +10 D
<#56> <+6> [8] <+9 > E
[10] <+76 > F
2
the need for an hil hotel selecuon
with a high
pressure bathroom
shower&ﬁrmbeds
v
wife’s problematic thc nmdency to fmqucnt use of
back condition look first at 4 guide books/phone
star htls & calls to the htl-
consider the price discuss accom D
A \ 8
themeof extensive pre-trip
mtemanma]htl research-
travelling in the
p:cfaux:e USA and overseas
Map 6
G5 extensive pre-trip research- travelling in the USA and ovefseas $8
[R19]
6] +8 <+58 > A
+8 <4> [7] <4> <+10> B
456 81 +9 C
(561 <57 > D
7 %
frequent use of aspirations to stay
guide books/phone in the best hotels
calls to the htl- affordable
discuss accom
B
8
extensive pre-trip
research-
travelling in the
USA and overseas
¢ A
9 \ 6
regular use of TA's fermale dominant
for information decision-making
gathering
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6.3.1 Sunmary

The findings indicate that extensive prior product experience has an
important role in the determination of expectations, which in turn
influence selection criteria. These criteria are shaped and reinforced by
regular hotel use. As the -consumer experiences different types of hotel,
his ability to differentiate between different standards of accommodation,
services and facilities improves. This also suggests that assessment
criteria are influenced by the extent of prior experience during

consumption, a theme which is addressed in chapter 7.

The integration of new product information occurs as experiences are
encoded within a personal system of categorisation. The categories enable
the consumer to compare and assess new information during pre-purchase.
If however, the purchase decision is considered to be especially important,
a high involvement approach may be adopted. This takes the form of a longer

or more cautious search and selection process.

Finally, the findings show that experienced hotel users are likely to have
established decision-making roles which utilise the specialist interests
and knowledge of marital partners. They are based on mutually acceptable
criteria for hotel selection, and enable one or other partner to take
responsibility for particular pre-purchase activities. Role specialism is
also likely to extend to specific assessment responsibilities during the

consumption stage of the decision process.

6.4 Extensive prior product experience and modexate Jin-
¥olvemeant

Consumers with extensive prior experience may need to use a moderate
involvement strategy to resolve problems of a re-occuring or evolutionary
nature. The desire to find the best solution tends to relate to
responsibility for others rather than uncertainty about the decision
itself. For instance, finding suitable 1low-cost accommodation in London
is considered to be a re-occuring problem by regular business travellers,
The examples which follow illustrate the sense of vicarious responsibility
felt by two experienced hotel users while attempting to resolve other

peoples’ problems relating to hotel accommodation in London.

In Maps 7, 8 and 9 a company director refers to a re-occuring need to find
suitable accommodation for a staff incentive visit to London. His analysis
of the previous incentive trip {(Map 7) left him feeling that improvements
were necessary (36; 41) even though none of his staff actuvally complained
(73). He is confident of his ability to solve the problem using information

gathered from contacts in the local business community (Map 8).
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Map 7

Gll the desire to make some changes -this yrs staff incentive trip to Ldn

$1 [RO1)
+13 +41 i A
[36] +41 B
K
being woken at Sam
by the trains
outside the Charing )
Xhd lastyr
\ a
dissatisfaction
with the Golden
Rail hotel used
last yr A .
the desire to make
some changes -this
yrs staff incentive
tripto Ldn
fec‘lmg that last /
yr wasn’t right,
even though no one
complained
Map 8
G5 discussion with contacts around lLeeds to find Ldn wkend bk deals $26
[RO1]
+38 [5] +26 A
+4 +27 [26] +28 B
<+29> [28] C
[38] <+37 > D
p. ] k!
interest in the the need to improve
WOMR from a Yarks on the type and
Post journalist -HB standard of hotel
via the Tower used last year
B
3 p. 3
the business discussion with
community contacts around
pre-occupation with Leeds to find Ldn
tvl & htl cost wkend bk deals
reduction A
A
> Z
being alert to pocr ... good
deals -direct mail, standard last yr,
ads, discnts to for what is
ease cost burden supposed to be an
incentive
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Motivated by his recollection of the poor standard of hotel accommodation
used on the previcus year’s visit to London (27; 34), he uses business
contacts to find out more about ‘‘London weekend break deals’’ (26). He
knows this to be a wvaluable information source, as the business community
is very receptive to new information concerning reductions on travel and

hotel costs associated with staying in London (25; 38).

Map 9 elaborates on the ‘‘pre-occupation with travel and hotel cost
reduction’’ (38) which is a constant topic of conversation in the business
community (37) because of the difficulty of booking good accommodation in
London at a reasonable price (42). One of the possible solutions to this
- problem is to ‘‘take advantage of non-business package deals’’ (43) where
they are available for use in connection with combined business and leisure
trips. The discovery that a familiar hotel offers a package deal which would
meet the requirements of the incentive group booking (Map 10) facilitates

a rapid and confident purchase decision (32).

Map 9
G7 constant talk among business associates concerning deals into London
$37 [(RO1]
+43 +38 +42 [37] A
[38] <+25 > B
[42] <+24 > C
Q
the perception that
Ldn is a nightmare
-a good htl is hard
to book \
cmsmtalkmnong
busmcssassocmus

mtoLmdon \
the busmess / d‘fom to take
advantage of

-occupanon w1lh non-business
tvl1 & htl cost package deals
reduction
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Map 10

Glé6 a purchase decision based on good previous experience at the

Tower $32 [RO1]
3 +4 [R] 3 A
[331] <+35> B
A [44] A C
B
frequent use of the
Tower during the
week, using A
Trumpcard
5 2
knowledge about the a purchase decision
facils, despite based on good
lack of time to previous experience
usethem properly C A at the Tower
4
the view that the
Tower has excellent
amenities, location
&VIM

The respondent is familiar with the hotel, but Map 11 shows how confidence
in the hotel is undermined by two incidents. Firstly, a request for
individual tickets for members of the group travelling separately was not
met (8; 9; 46). This resulted in confusion over the booking during reception
at the hotel (56). The problem was also exacerbated by technical problems

with the computerised reservations system (57).

Map 11

Gl2 a request for individual tickets in connection with the group bkg $8
[RO1)

+46 +9 81 A
+56 [46] B
57 [56] 57 : C

group confirmation
received instead of
individual tickets

a request for
individual tickets
in connection with

the group bkg A
\ L5
need to accommodate

travellng

arrangements B
%
51 confusion at htl

difficulties C check-in because
experienced by some made own tvl
reception with a arrangements
very slow computer

123



Although the respondent is an experienced hotel user, the confusion leads
to a feeling of anxiety (Map 12) because he feels responsible for the group
(54). This is linked to a ‘‘lack of cohesion’’ in the information provided
with the booking confirmation (47). Reflecting on the experience, he
concludes that improvements could be made by providing more information
in advance of the break (51) and by better co-ordination of the brand’s

‘‘package components’’ {(52).

Map 12

G3 the lack of cohesion to the information -nothing to give the hotel $47
[RO1]

31 [47] 3 51 +54 A
2 [51} 2 B
5 [52] 6 C
& 8
the view that free visions of arriving
Ldn tvlis good, and hearing them
but restaurant say *‘sarry we've no
discnts 100 Itd record”’
C A
2 4
absence of the lack of
appropriate cohesion to the
co-ordination of information
package components -nothing to give
the hotel
8 A A
51 5
the package being a feeling of
too open-ended, anxiety because BC
more info is was responsible for
required in advance the whole group

In Map 13 the director general of an international organisation explains
the sense of irritation he feels when attempting to find inexpensive
accommodation for overseas visitors to London. He believes that London
hotels are overpriced (2) that standards of accommodation are ‘‘quite

ordinary’’ (3) and that they offer inconsistent standards of service (4).
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Map 90 provides a further indication of the desirable ‘end state’ feelings
equated with a successful short break. A positive assessment (7) leads to
satisfaction with the choice of hotel (8) and company (64). This facilitates

mental and physical relaxation (36) and subsequently, recognition that the

break 1is successful (37).

Map 90

G5 the conclusion that the GVH is an excellent htl short break choice
$8 [R17])

<438 > <H17> <+l1> <+10> <9 > (7] +8 A
+37 8] +&4 +54 B
[36] +37 C
[4] <+55 > D
XY
the fecling of
complete
relaxation- all
sources of anxiety
dispelled
c
(3 kY
a bias towards the realisation
Thistle Hotels in that the short
choosing a Ldn SB break has been
(based on GVH exp) successful
8
B 8
the conclusion that
the GVHisan
excellent htl short
break choice
8 A
b 7
the feeling that the accumulation of
the Highlife positive
brochure doesn't impressions and
convey GVH experiences at the
excellence GVH
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Maps 13 and 14 show that the respondent has an inventory of product knowledge
which can be used to make comparisons and to select an appropriate type
of accommodation. However, when selecting an unfamiliar hotel from a
brochure, he has to rely on the information which is provided. Map 15 shows
that clearly displayed information is important, (24; 26) and that
irritation with the brochure (23) is 1likely to occur if the layout is
confusing (25) or the information is perceived to be inaccurate or

misleading (28) .

Map_14
G3 previous employment with a US htl group & 20 yrs of international
tvl $55 [RO4]
455 <H > <3> <2 > [7) <+l > A
+55 (13) <+10 > B
[55] +56 +58 C
[56] <+39 > D
[38] <54 > E
B 7
uncase about giving general
WOMR because dissatisfaction
ndividual with the need 10
expectations differ pay standard Ldn
htl rates
B
5
previous employment
with a US hil group
& 20yrsof
international vl
&N
5 \, 5
the perception that the belief tha
UK stnds are not as there are no
good or consistent significant &fs
asUSstds between major hid
gps
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Map 13

G7 attraction to hotel short break brochures $23 [RO4]

R +26 5 +24 [B]

[26] <27 >
[28] <+29 >
p] p.
prices clearly misrepresentation
marked on each page and i
A A
3 ——
attraction 10 ....
hotel short break
brochures
“
pa)
the need to refer A
constantly to an
index or tables on
other pages

Qw

p.]
clearly displayed,
representative
information

Finally, Maps 16 and 17 illustrate how brand switching can influence the

involvement strategy of experienced hotel users. In Map 16, a feeling that

recent short break experiences had only been ‘‘'60 per cent satisfactory’’

(6) leads to a decision to try another brand (2). This results

in a shift

from low to moderate involvement in an attempt to improve on the post-

consumption satisfaction rating.



Map 16

G7 the decision to try an HSB with a company other than THF $2 (RO9]
4 2 +5 +6 2] 2 M A
<+15> <+3> [5] B
<7> <+1> [6] <7 > C
+21 [14] D
2 5
the interest the conclusion that
generated by the Highlife breaks
THF bchure acquired would be a good
several wks before alternative
A
2
D the decision to try
an HSB with a
company other than
" \
avxsnwnhthe mefeelmgdm
deliberate THF HSB's are
intention of mediocre- only 60%
collecting a satisfactory

Highlife bchure

As Map 17 shows, there is an established procedure for hotel selection.
This involves collecting brochures (12) compiling a short 1list of hotels
which are within an acceptable driving distance from home (87) followed
by a more in depth study of the selected options (22). The female partner
assumes responsibility for co-ordinating these activities (23) devoting
in this instance more time and attention to the decision process because
she is interested in learning more about the new brand that she had chosen

to use.
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Map 17

G17 shortlist of 3/4 htls (initial impr + driving distance [<3hrs]) $87
[RO9] ’

<13> <Hl1> [12] <I13> 87 A
+87 [2] <485 > B
B3] 7 C
2
a detailed smdy of
the options, at
intervals over a
period of 1 wk
] &
shartlist of 34
htls (initial impr
+ driving distance
A [<3hrs]) Cc
R 3
a routine far tendency fora
collecting SBB’s- fernale lead-
involves a visit to persuasive
a TA near work influence,
timing/shortlist

6.4.1 Summary

In contrast to the high involvement sub-group, a moderate involvement
strategy may be used by experienced hotel users to resolve unanticipated
or re-occuring purchase problems. These include purchase decisions
containing an element of responsiblity for others and requiring more
detailed attention because of the circumstances surrounding the purchase.
If the consumer knows where to find additional information which will
support the decision, a moderate rather than a high involvement approach

will be sufficient for this purpose.

Valued information sources typically include business associates with
similar prior experience of hotel accommodation,. although interpersonal
sources are more likely to be used to exchange information rather than to
endorse a decision. This is because experienced hotel users recognise that
satisfaction with an hotel represents a subjective assegssment of derived
benefits which will vary according to the individual’s 1lifestyle and
cultural backgroupd. However, information from other experienced hotel
users is considered to be more useful than product information in brochures
and other printed media. This is because the extent to which a brochure
accurately portrays a given standard of accommodation is difficult to

validate without some prior knowledge of the hotel or hotel company.

The findings also show that brand switching can cause a shift from low to

moderate involvement among experienced hotel users. This is because the
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established procedure for hotel selection is affected by the desire or the
need to undertake additional research in order to support the new brand
decision. In most cases, respondents reported that the female partner took
responsibility for wundertaking additional research in preparation for
discussion and Jjoint decision-making on the choi_ce of hotel. Further
investigation will be necessary in order to confirm the emerging pattern
of female role specialisation in pre-purchase research relating to new

brand adoption.

6.5 Extensive _ priox product experience and Jlow Jiovolvement

Experienced hotel users are better prepared to make a low involvement
purchase decision because as product knowledge increases, they can compare,

categorise and assess hotels with greater accuracy and confidence.

For some of the respondents in the study, regular hotel short breaks are
seen as an integral feature of their lifestyle pattern. This is illustrated
in Map 18 where the feeling of relaxation engendered by a successful hotel
short break (68) leads to the belief that they have ‘‘a re-vitalising
effect’’ (34). This in turn is linked to a preference for regular short
breaks instead of one long holiday abroad (24). This pattern contrasts with
the trend reported in published statistics of one or more short breaks

supplementing the main, long holiday.

Map 18

G?7 the belief that HSB’s have a re-vitalising effect $34 [RO8]

K- [24] <+28> X A
+68 [34] +76 B
+H [68] C
<#T1> [76] <+79> D
2
a preference for
HSB's regularly
(more relaxing)
than 2-3 wks abroad A
K
\ the belief that
HSB’shavea
re-vitalising
effect vx
% (]
positive lifestyle the view thata
effects state of complete
relaxation=a
successful SB
the stressful
experience of car
joumneys in assoc
with HSB's
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As Map 19 indicates, regular hotel users derive confidence from an
experience-based knowledge of standards and facilities, enabling them to
categorise hotels quite easily. The star rating of an hotel provides a
widely used reference point (72) which leads to increased confidence, based
on ‘‘knowledge of standards and facilities’’ in differently rated
accommodation (73). This may also lead to a preference for chain operated
hotels, particularly in unfamiliar places (81) because they generally aim

to achieve consistently uniform operating standards.

Map 19

G15 a preference for known hotel group standards in unfamiliar places
$81 [R15]
[72] +73 A
[73] +81 B
&

a preference for
known hotel group
- standards in

unfamiliar places

B
B
a certain degree of
confidence- exp
based knowledge of
stnds/facils
A
/3
knowing that an
hotel has 3or4
star rating

Experienced hotel users also develop their own category systems, an example
of which can be seen in Map 20. The way in which they operate is largely
determined by the breadth of product experience, and familiarity with

different types of guest room standards and design (22).
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Categories may be organised in a variety of ways. For example age-related
comparison of older hotel design with more modern styles of furnishing and

fitting (28) may require the use of different kinds of assessment criteria.

The perceived need to develop personalised assessment methods stems from
recognising that brochures and other media information have limited value
(Map 21). At most, brochures convey impressions which enable the consumer
to make an approximate assessment of hotel suitability (63; 64) but they
cannot realistically convey information about intangibles such as

atmosphere and service (66).
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Low involvement strategies feature prominently in repeat-purchase
situations, especially when there several reasons for returning to the same
hotel. This is illustrated in Map 22 which shows how the female partner’s
preference for a particular hotel is linked to empathy with the area (9),
the attraction of good shopping and leisure facilities (4; 5) and enjoyment

derived from using the hotel restaurant (6).

Map 22
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The attractiveness of the hotel, which centres on the incorporation of
leisure club facilities, is elaborated in Map 23. The facilities provides
a natural extension of the hotel’s appeal because they enable the family
to enjoy leisure activities together (10). In general, indoor leisure
facilities are increasingly seen as an important risk-reducing asset, as
they provide a form of insurance against bad weather, and a range of health

and fitness related benefits which can be used and enjoyed by all the family.

Map 23
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Experienced hotel users are better able to devise strategies for coping
with uncertainty in hotel selection, without necessarily increasing their
level of involvement in the decision process. Map 24 illustrates this by
showing how male and female domaines of expertise and influence may interact
to ensure consistency in decision-making. In this example, the male
contribution is a decision ‘‘not to book anything less than a four star
rated hotel’’ (51), a stance which is linked to a dominant role in the
decision process because of his ‘‘wide hotel experience’’ (49). The female
partner takes a specialist interest in hotel interiors because of her
concern to ensure that certain minimum standards are attained. She uses
the home as a basis for determining the acceptable quality of decor and

furnishings (50).
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Map 24
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Consumers in this category are also able to recognise how contrasting types
and styles of hotels may meet different situational needs. This is related
to a personal assessment of how effectively hotel services are geared to
the market segments they serve. For example, Map 25 illustrates how prior
knowledge of an hotel used for business purposes (5; 13) leads the
respondent to the conclusion that the hotel would also be a suitable place
to take a leisure break with the family (6). This is related to the belief
that the hotel is flexible‘enough to cater for family needs (7; 8; 9; 15)
to the extent that he thinks about using the hotel to celebrate *‘‘the

birthday of one of the children’’ (81).

Map 25
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With the considerations shown in Map 25 in mind, the respondent obtains
the leisure break brochure (Map 26), and is impressed by the full page
display (41) 'detailing the 1leisure facilities available (42). 1In this
example, the brochure confirms that his initial assessment is correct, and

no further investigation is considered necessary before making the booking.

The majority of experienced hotel users in the study were men who were
regularly using hotels in conjunction with business travel. However, if
the male partner is unfamiliar with the geographical area of interest or
a partiéular hotel featured in a short break brochure, the female partner
may assume responsibility for the pre-purchase investigation. This is more
likely to happen when the initiative for the short break has come from the
female partner, or if the female derives satisfaction from the process of

selecting the hotel.

Map 26
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Map 27 provides an example of a very thorough investigation undertaken by
the female partner for a combination of both of these reasons. In this case,
she takes the lead whenever her husband is unfamiliar with suitable hotels
at the planned short break location. This is assisted by ‘‘regularly reading
brochures’’ (46) which triggers ‘‘simultaneous assessment to compare
hotels and prices’’ (38). This in turn leads to the accumulation of
knowledge about hotel options worth considering (47) which she discusses
with her husband, especially when she is prompted by the arrival of new

brochures in the post (48).
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6.5.1 Sumnmary

In routine, re-purchase situations, there are a number of key indicators
which are used by experienced hotel users in order to make an uncomplicated,
low involvement purchase decision. These indicators are also used in high
and moderate involvement purchase decisions, although in 1low involvement
decision-making where sources of perceived risk are minimal, the consumer
may be able to rely solely on key indicators to make an appropriate hotel

choice.

Familiarity with the <various national schemes of hotel grading and
classification is the most widely reported indicator, as desired amenities
and facilities are guaranteed by the number of stars or crowns which an
hotel has been awarded by a validating body. As noted earlier, product
knowledge also enables the experiénced, hotel user to develop a personal
system of categorisation. This may incorporafe perceptions about the type
of service provided in different styles of hotel, with categories
structured in a number of different ways. For example, hotels may be
compared and assessed by characteristics associated with size, age and
architectural design and by whether the hotel is independent or chain

operated.

Personal systems of categorisation seem to provide a more valuable source
of reference when male and female partner domaines of expertise are
integrated by role specialisation and joint decision-making responsibil-
ity. For example, male partners who regularly use hotels on business are
able to dinterpret hotel standards through their knowledge of national
grading schemes, and female partners reported a specialist interest in the
expressive aspects of hotel interior design. These different perspectives
provide an effective way of assessing the ‘personality’ of an hotel and
thereby it’s acceptability in the «context of purchase motives and

expectations.

139



6.6 Linited priorxr product axperisnce and high involvemant

With few exceptions, the interviews with inexperienced hotel users revealed
that comprehensive search and selection procedures were considered
necessary to reduce the risks associated with an l‘minformed choice. The
exceptions, which are reported in sections 6.7 and 6.8, were due mainly
to the acceptance of recommendations from others relating to specific
hotels, or from people with specialist knowledge of hotels. Alternatively,
if the consumer’s prior experience is limited to one, or several hotels
which have been used on more than one occasion, familiarity with the hotel

means that an extended decision process 1is unnecessary when re-booking.

High involvement during pre-purchase is characterised by risk-reducing
activities such as the evaluation of word of mouth recommendations and
telephone calls made to the hotel(s) under consideration. The reason given
for this activity is usuvally to gather additional information, but the
desire to assess the friendliness of the hotel, and it’s ability to meet
personal needs often underlies this activity. In this réspect telephonists
and reception staff have an important role, as their response is often

considered to be indicative of staff attitudes in general.
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A short break can represent a sizeable financial investment, and the
consumer may feel the need to resolve any associated perceived risk before
making the purchase. This may involve accounting for the expenditure by
identifying how the benefits derived from the break relate to current
personal needs, such as the desire for a change of routine. Map 28 provides
an illustration of the reasoning used to justify making what is considered
to be an expensive purchase. The reasons relate to both personal (67) and

physical needs (8; 9; 37).
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For consumers seeking guidance and information, the travel agent may
provide the only point of contact prior to purchase (Map 29). If the consumer
senses indecision or indifference (11), the outcome is likely to be a
telephone enquiry to the central reservations office and/or the hotel(s)

featured in the brochure(s) under consideration.

Map 29
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Maps 30 and 31 illustrate the role of a telephone enquiry during information
gathering (2), corroborated by the expressed intention to *‘‘find out as
much as possible in advance’’ (38) and the view that hotels should send
further information once the booking has been confirmed (33). The consumer
is likely to make a judgement of hotel acceptability based on the way in
which the enquiry is handled. If the <consumer experiences poor
interpersonal telephone skills (3), and senses a failure to appreciate the
importance of information received in this way, a negative attitude is

conveyed (4).
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Map 30
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When a consumer has limited prior experience, it is more difficult for him
to equate price and quality, in terms of knowing what to expect in
differently graded hotels. Map 32 shows that this source of uncertainty
can contribute to the difficulties of brochure assessment, because the
consumer is simultaneocusly learning and assimilating product information.
For example the ‘‘desire for something more than a standard bedroom and
bathroom’’ (20) is responsible for a more careful assessment of the
perceived relationship between price and the accommodation type (26). In
this example, the consumer can only discern this from looking at a range
of different brochures. As new information is assimilated, learning occurs
such as the ‘‘discovery that some brochures are prescriptive about where
you eat’’ (17) and the conclusion that ‘‘most London hotels don’t offer

the desired facilities’’ (19).

Map 32
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Maps 33, 34 and 35 illustrate why pre-determined requirements such as the
need to find an hotel with suitable facilities for a disabled person,‘ can
influence the 1level of involvement in the decision process. The primary
motive for the break is shown in Map 33 where ‘‘a difficult summer which
involved moving house’’ (3) leads to the ‘‘need for a change from routine
events to relax’’ (2). The decision to take a short break (1) activates
an established routine which involved collecting brochures (7) discussion
and assessment (10) the compilation of a short list of hotels (27) and re-
assessment (26) prior to a final decision (25). However as Maps 34 and 35
show, the decision was complicated by the need to obtain further
information, and assurances about the provision for a disabled member of
the party. In these circumstances product information has a critical role
in the choice of hotel, because brochures which did not feature facilities

for disabled people were disregarded.
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In Map 34, the key selection criteria for the short break destination and
hotel are listed. These are a preference for a location close to home (4)
and a desire to ensure that the hotel is suitable for the disabled (5).
This leads to a more critical assessment of the brochures (12) and a
telephone enquiry to assess the suitability of the selected hotel in more

detail before making a reservation (6).

Map 34
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Although in this example additional research via the telephone was
necessary, Map 35 emphasises the important role of the brochure, and that
more detailed information was expected. Reflecting on the search and
selection process, the respondent concludes that more background
information (15; 22; 24) and details about hotel facilities (18) would
constitute an improvement (14). This observation is especially relevant
to inexperienced hotel users who may have to depend on the short break

brochure for their main source of information (23).
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If a feeling of uncertainty is caused by unfamiliarity with the area or
the suitability of an hotei, word of mouth recommendations can have an
important influence on the selection process. This can be seen in Map 36,
where the ‘‘influence of several personal recommendations’’ (3) leads to
a ‘‘feeling of security’’ about the choice of hotel (67). It is also derived
from knowing that the friends who had given the recommendation had been

happy with the hotel (68).

Finally, the study revealed that the 1level of confidence derived from
personal recommendations depends on the nature of the relationship between
the persons giving and receiving recommendations. If they do not share
similar expectations concerning standards of accommodation and service,

the value of the recommendation may be 1limited.

Map 36
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6.6.1 Summary

The natural inclination of inexperienced hotel users to test as far as
practicable, the suitability of an hotel before making a purchase decision
may lead to a variety of risk-reducing activities. These inclpde seeking
advice from experienced hotel users and travel agency staff when collecting
or after an initial assessment of hotel short break brochures.
Inexperienced hotel users also reported feeling concerned about coping with
an unfamiliar hotel environment. When this was combined with uncertainty
about hotel choice, they were inclined to telephone the hotel in order to
test the attitudes and responsiveness of hotel staff by requesting further
information. Significantly, whenever an inadequate response was given to
a telephone request, consumers reported feeling more anxious and less

inclined to consider using the hotel.

The desire for supplementary information stems from unfamiliarity with the
product and in particular, uncertainty about the relationship between price
and quality standards. Consumers reported a desire to obtain ‘value for
money’ but were unable to equate this with realistic ideals for product
performance. This helps to illustrate why the 1level of prior experience

affects the type and pattern of pre-purchase consumer behaviour.
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6.7 Limited . juct . i Joral {nvolve-
ment

One of the re-occuring choice criteria used by oclder consumers in the study
was a desire to relax in a comfortable environment. This is illustrated
in Map 37, where it is also associated with the recollection of self-
catering experiences in previous years (33) when family holidays included
the children. The desire to stay in a comfortable hotel (31) combined with
limited opportunity to use hotels in the past, leads to an appreciation
of “‘finer things’’ (34) such as ‘‘attentive serxvice’’ (32) and a decision
to use four star or equivalent hotels (29) on both short and long holidays
(30). As the level of comfort and standards of service are of particular
interest to older consumers, Map 38 shows how uncertainty about these
factors (20) can lead to the belief that more attention should be given

to describing and portraying hotel standards in the brochure (23).

Map 37
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Maps 38 and 39 illustrate the moderating effect that prior knowledge of
hotel suitability can have on the decision process. The purpose of the break
was to find a house prior to job re-location, and the location and
suitability of the hotel as a weekend base for viewing the surrounding area
was therefore an important consideration. The example in Map 39 shows how
a prior experience at the selected hotel (8) had led to a positive evaluation
(9) associated with ‘‘enjoyment of the meal and surroundings’’ (46) and
a favourable impression of the standards of comfort and decor (33). Although
this experience had taken place five years earlier, clear recollection of
these impressions, linked to the post-consumption decision to re-visit the
hotel in the future (9) had been an important influence on the decision

to use the hotel again (47).
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Map 39
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Map 40 shows how ‘‘the need to find a house in the area’’ (3) determines
the 1location of the short break (12). The female partner assumes
responsibility for planning activities (28), and has to make an unfamiliar
decision (10) and also ensure that the hotel is able to cater for the needs
of young children during the day (4; 5). These circumstances might normally
require a more cautious and comprehensive selection process, but
recollection of the prior experience referred to in Map 39, leads to a
confident decision to use the same hotel again (2). Although not shown on
either of the Maps, the decision-making task is simplified by a familiar
locality, combined with the security of knowing that friends in the area
would help out if the hotel didn’t meet their expectations. Despite some
residual anxiety about the facilities for children, these factors give the
female partner sufficient confidence to make a reservation, without

telephoning the hotel to make further enquiries relating to her concerns.
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The background to Map 41 is a desire to find an hotel which would improve

on the one used during a prior trip to London,

and accommodate children

free of charge. These objectives lead to joint decision-making (24) and

clearly defined expectations (8). Although a comprehensive review of short

break brochures follows

(4),

selection is guided by recommendations from

a friend.

Map 41
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As Map 42 shows, the friend, who manages a travel agency (17) acts as a
surrogate decision-maker for the family. His advice is sought in connection
with all holiday decisions, and in this instance provides ‘‘further
confirmation’’ (18) and ‘‘a feeling of reassufance" (19) that one of the
hotels tentatively selected would be well suited to the family’s needs.
This practice of relying on an external adviser to approve holiday plans
compensates for the limited extent of prior experience and has the effect

of moderating the 1level of involvement necessary to make a purchase

decision.
Map 42
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Maps 43 and 44 also focus on a desire to improve on the standard of hotel
accommodation used on the first visit to London. In Map 43, this objective
(4) leads to ‘‘closer scrutiny of all the brochures available’’ (5) with
especial interest in the brochure photographs showing hotel exteriors and
localities (89). The concern to find an hotel which is situated in ‘‘an
attractive environment’’ (ll1l) arises partly because of the recollection
of disappointment with the prior experience, but also because it is thought
to be more relaxing (12). The interest in interior and exterior brochure
photographs and Thotel 1locations exemplifies the greater dependence

reported by inexperienced hotel users on brochure information.
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Map 44 shows how brand interest was aroused by a recommendation (6) received
from a member of the family, which led to a decision to concentrate on one
brochure (3). This was also supported by other recommendations from friends
who had used the brand in conjunction with visits to London (2). Although
the respondent assessed the options carefully, commenting on attractive
brand features (8; 92) his concern about making the right choice was
moderated by a willingness to act on the brand recommendations received
from friends and family. If this source of influence had not been so strong,
he may have felt compelled to make more detailed enquiries before making

the reservation.
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6.7.1 Summazy

Several factors were reported in the study to account for a moderate level

of involvement among inexperienced hotel users.

Firstly, older consumers had in common the desire t; relax in a comfortable
environment. Descriptions of prior family holiday experiences revealed a
dependence on self-catering, with the associated risks of bad weather and
inadequate indoor facilities. Recollection of these experiences seemed to
reinforce the decision to take an hotel short break, because the hotel

represented a desired improvement on familiar standards of accommodation.

Secondly, when consumers reported prior knowledge of hotel suitability they
did not feel compelled to engage in extensive information gathering. Prior
knowledge accounted for moderate involvement in a number of different
circumstances. The most common of which was acceptance of word of mouth

recommendations from other people with similar needs and expectations.

Thirdly, moderate involvement occured when time constraints were imposed
on the duration of pre-purchase decision-making. For example, several
respondents reported the need to find a house prior to job re-location.
As this was the main reason for taking the short break, the timing of the
break and the location of the hotel were more important than it’s individual

appeal.
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In the case of consumers who’s prior experience is limited because they
return to the same, or one of several hotels, the decision process is more
straightforward. Map 45 provides an illustration of this, where short
breaks in the UK are preferred to holidays overseas (54)., However, they
have usually been return visits to hotels associated with good previous

experiences (58) .

Map 45
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In Map 46, part of the explanation for the established routine is shown,
whereby the couple were satisfied with the two or three hotels they had
used in the New Forest and the Lake District over a period of four or five
years (1), and consequently felt disinclined to experiment with others.
Although in this case prior experience is restricted to a small number of
different hotels, as Map 47 shows, repeat-purchasing nonetheless supports

the development of decision rules which help to establish a routine pattern

of Dbehaviour.

Map 46
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Map 47 illustrates the established routine, beginning with a *‘‘decision

to wait for good weather before booking’’ (6) which prompts a desire to
be prepared by coliecting brochures from a travel agency (7). The selection
procedure starts with interest in brochures which have been well designed
and are ‘‘prominently displayed’’ (15)

leading to a period of Jjoint

discussion (18). The analysis of brochures is a female dominant activity
(19) based on mutually agreed selection criteria (20). Although the male
partner has only limited business travel experience, in this instance he
is able to use the experiences of colleagues (43; 44) to provide a'cross-

reference on hotels which may be considered suitaiole in an unfamiliar area.
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Finally, exceptional circumstances may explain the use of a low involvement
strategy when limited prior experience would normally suggest moderate or
high involvement in the decision process. Time constraints were mentioned
by several of the respondents in the study. This is .illustrated in Map 48
where ‘‘the need to find a house’’ (2) during a period of ‘‘intense activity
at work’’ (3) leads to a search focused on a specific area. This in turn
facilities a quicker decision than if the destination had not pre-

determined.

Map 48
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Map 49 shows that the availability of sport and creche facilities ‘‘under
one roof’’ (15) was an important factor. It was also considered to be a
safer investment given the need to occupy two groups of children (16)
recalling the proklem of uncertain weather conditions on previous self-
catering holidays (70). To assess value for money, a price comparison ‘‘with
a similar style of hotel’’ is obtained before the decision to make a booking

is taken (75; 176).
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Map 49
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6.8.1 Sunmary

Inexperienced hotel users adopting a low involvement approach to decision-
making were either acting in response to personal recommendations from an
authoratitive source or making a repeat purchase decision. The most
frequently reported usage was in conjunction with a return visit to an hotel
which had proved to be satisfactory on a prior occasion. In these
circumstances the need for additional information is limited by the extent
to which the consumer may feel the need to review information about the

hotel or attractions in the surrounding area.

In the previous sections, the influence of prior product experience on the
level of consumer involvement in the decision process was noted. The purpose
of this section is to summarise, and to consider some of the implications

of the findings.
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6.9.1 . Copnsumex _ segmentation

Effective brand marketing has become more important during the 1980’s as
the 1level and variety of competition in the hospitality industry has
increased. The hotel short break market is a notable example because
sustained growth in the demand for packaged breaks has attracted the
attention of hotel companies, tour operators and trarisport specialists who
are investing in national brand promotion. In this context, the need to
be able to relate and respond to the expectations of the marketplace, and
react to the experiences of different consumer groups has become a critical

determinant of success (Teare, Davies and McGeary, 1989a).

A new approach to market segmentation for hospitality services is presented
in Figure 6.8. This is summarised in the form of a matrix (Teare, 1988b;
1990a) showing the interrelationships between prior product experience and
involvement which have emerged from the study. To explain the theoretical
and practical implications of the matrix, the following commentary recaps
on the interrelationships supported by the data categories and the
cognitive model data and outlines the practical steps that can be taken

to support brand marketing and development.

6.9.2 J1A) __Extensive _ expexience and high Jd;volvement

The experienced hotel users in the study were better able to categorise
and differentiate between hotels and short break brands because they had
clearly defined expectations and selection criteria. Consequently, they
might be expected to make a purchase decision using a low involvement
approach. However, the length of time which they allocated to pre-purchase
activities was related to the degree of confidence in their own judgement
and their ability to minimise perceived risk, if any, associated with brand

and/or hotel choice.

If the primary purchase motive was considered to be especially important,
this affected the level of interest in pre-purchase information search,
and consequently the 1level of involvement in the decision process. For
example, high involvement decision-making occured when the main reason for
taking an hotel short break was to compensate for a long holiday opportunity

which had been lost because of work-related pressures (Map 1).
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Extent of: Prior Product Experience

Product

Involvement
Extensive (R) Limited  ( 8)

High High product importance. High perceived risk.
(1) Clearly defined expectations Uncertain expectations

and selection criteria. Diffuse research, using
Well focused research. many information sources.

Product Provide clear promotional Ensure that decision

Design information on performance support is given with
parameters, both core and sensitivity, both written
peripheral services. and verbal enquiries.

Moderate Increased involvement Perceived risk moderated by

( 2) associated with new or pre-knowledge or recommend-

problematic simations. ations of product suit-
Systematic search using ability. Limited information
established information search to confirm brand
channels, selection.

Product Anticipate the spectrum Concentrate decision support

Design of usage situations and on promoting key product
design for maximum atiributes to increase brand
flexibility of use. -based confidence.

Low Rapid purchase decision Typically a re-purchase

(® based on high personal situation, from which
confidence. Little orno confidence and purchase
information search and assurance is derived.
pre-purchase discussion.

Product Convey quality standards Aim to broaden the product

Design direcly and concisely. appeal by generating
Concentrate on brand- additional brand purchase
based benefits options and opportunities.

This sub-group contains experienced decision-makers who make their hotel
selection without the need for very much, if any decision support.
Consequently the impact of brand promotions and literature will largely
depend on how effectively brand benefits have been portrayed. This 1is
because they have limited interest in published information in comparison
with inexperienced hotel users, and are reticent to search for information

that cannot be réadily obtain from familiar sources.
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6.9.3 L23) _ Extensive experience  and moderate __involvement

As product knowledge increases and the associated decision.process becomes
more familiar, the level of involvement required to make a purchase decision
generally decreases. However, when new situations or factors affecting
hotel choice are encountered, the experienced hotel user may have to modify
an established decision-making procedure. For instance, a shift from low
to moderate involvement occured during brand switching (Maps 16 and 17)
and when experienced hotel users had taken responsibility for a reservation
made on behalf of, or in conjunction with other people (Maps 7-12; 13-15).
Moderate involvement was therefore primarily associated with purchase
decisions requiring the collection and assessment of new product

information relating to unfamiliar purchase situations and c¢ircumstances.

The experienced hotel users in this sub-group were mostly facing the need
to find solutions to new or evolving problems. In some cases, this meant
identifying hotels offering services and facilities which were geared
towards the needs and expectations of particular usage situations. By
anticipating these, the producer can emphasise brand flexibility more
effectively in brochures and other printed media. This can be achieved by
focusing attention on important brand attributes such as different package
options, ease of booking and the availability of specialist services and

facilities.

6.9.4 {3A) Extepnsive  experience and low invelvemeant

Low involvement decision-making, characterised by rapid and confident
hotel selection, is best exemplified by experienced hotel users in repeat
purchase situvations. Here they are able to use their experience-based
knowledge and ability to categorise hotels without the constraints imposed
by the need to assess new product information. Personal categorisation
operates through familiarity with national grading and classification
schemes for hotels (Map 19) and through role specialisation and Jjoint
decision-making responsibility (Map 24). The findings showed that male and
female partners tend to develop different decision-making interests and
expertise. When they are integrated by Jjoint decision-making, the
specialist input of each partner reduces the overall level of commitment

necessary to make a purchase decision.

The opportunity to influence experienced hotel users adopting a low
involvement approach to the decision process is limited by the extent and
duration of the information search that they undertake. Instances of rapid,

confident decision-making in the study were not preceded by a detailed
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appraisal of promotional 1literature. This is because product information
in brochures and other printed media is not always considered to be reliable
(Map 21). To achieve maximum impact, brochure design should portray brand
attributes and competitive quality standards <clearly and succinctly.
Ideally, visual examples of brand quality should be used, as the experienced
hotel user is unlikely to undertake a detailed examination of descriptive

information.

6.9.5 JAB) _ _Limited experience and high Jiaovolvement
The findings indicated that inexperienced hotel wusers adopt a high

involvement approach to the decision process when they feel a sense of inner
conflict, anxiety or wuncertainty about aspects of hotel choice. For
example, a detailed investigative approach occured when respondents were
uncertain about the hotel envirqnment and price-quality relationships
relating to standards, services and .facilities at different types of hotel
accommodation (Map 32). In this context, the level of perceived risk was

closely related to the investment cost of the purchase decision.

In order to reduce perceived risk and obtain reassurance on hotel choice,
inexperienced hotel users have to rely on external sources of information.
The period of information:  search and assessment is an active learning
process which may include discussions with travel agency staff during the
collection, and following an initial assessment of hotel short break
brochures (Map 29). Consumers are also likely to s8seek opinions,
recommendations and advice from experienced hotel users about aspects of

hotel choice and service delivery (Map 36).

The cautious, task orientated nature of hotel selection associated with
this sub-group may lead to written and verbal requests for brand information
(Maps 30 and 31). If the consumer seeks further information by telephone,
it 4is particularly important that reservations and hotel staff respond
patiently and sympathetically to the enquiry in order to provide the most
effective decision support. In this sense, interpersonal contact is as
important, if not more so than the product information contained in

brochures and other printed media.

6.9.6 J2BY _ ZLimited experience __and modexrate  iavolvaeament
Pre~knowledge of hotel suitability was shown to be an important moderating

influence on the level of pre-purchase involvement. The adoption of a
moderate rather than a high involvement approach was primarily associated

with two aspects of pre-knowledge. Firstly, recommendations that had been
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received from an authoratitive source (Map 41 and 42), and secondly the
recollection of satisfactory prior experience at the selected hotel (Map
38 and 39). Pre-knowledge of hotel suitability reduces perceived risk and
other sources of uncertainty associated with limited prior experience. This
means that the consumer does not have to expend as much time and effort

in gathering and assessing product informaticn.

If the brand-based confidence derived from personal recommendation is
confirmed by the consumption experience, the probability of a repeat
purchase is strengthened. In these circumstances the internal marketing
potential can be fully exploited by featuring photographic displays of
other hotels, services and facilities associated with the brand name in
the public areas of the hotel. Additional brochures, leaflets and other
forms of brand information should also be provided in order to maximise
the opportunities arising from positive brand reinforcement at the point

of consumption.

6.9.7 J3B8Y _Timited sxperience and Jow dgvelvement

The findings showed that there are several circumstances in which
inexperienced hotel users are likely to make a low involvement purchase
decision. If for example, a consumer decides to re-visit an hotel which
had proved to be satisfactory on a prior occasion, the purchase decision
can be made without collecting and assessing new information (Maps 45 and

46) .

Secondly, as with moderate involvement, there are circumstances whicﬁ may
require a rapid response. For example, the need to find a house prior to
job re-location limits the duration of pre-purchase because the immediacy
of the task and the fixed location for the short break impose a restriction

on hotel choice (Map 48).

Finally, there are occasions when an unfamiliar hotel environment may be
seen as the lowest risk alternative. If for example, the main purpose of
a family short break is to participate in leisure activities, an hotel with
indoor leisure facilites, though more expensive than self-catering
accommodation, may be considered as a safer investment against the

possibility of bad weather (Map 49).

When brand-based confidence is derived from a narrow base of experience,
the producer can attempt to broaden brand appeal by stimulating the

consumer’s interest in the company’s hotels at other locations. The
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promotional strategy could include short breaks packaged around special
events as well as incentives in the form of reduced tariff packages for

group bookings and combined business and leisure breaks.

6.10 Conclusion

In showing that prior product experience and product involvement are
related, it is apparent that the characteristics of high, moderate and low

involvement are different for experienced and inexperienced hotel users.

Experienced hotel users may engage in information seeking to ensure that
an appropriate hotel choice is made or to resolve concerns arising from
responsibility for others, but they remain confident of their ability to
assess and use product information. This is because they are familiar with
key product quality indicators and are able to interpret and evaluate new
information by making comparisons against encoded product information held
within a personal system for categorising hotels. They may also ha;re adopted
specialist roles and or Jjoint decision-making responsibilities in

recognition of differing male and female partner domaines of expertise.

In contrast, inexperienced hotel users do not have these beqefits, and
consequently they are much less confident of their ability t'o choose an
hotel which will meet their particular needs and expectations. As pre-
purchase activities are motivated by the desire to overcome uncertainty
and the need to reduce sources of perceived risk, information search is
likely to be diffuse and less effective than the more systematic, focused

approach of experienced hotel users.

The circumstances influencing moderate and 1low involvement purchase
decisions also differ for experienced and inexperienced hotel users. Pre-
knowledge of hotel suitability has an important role in determining the
duration of the pre-purchase stage. However, inexperienced hotel users tend
to feel less certain because pre-knowledge information is more 1likely to

have been received than experienced.

In contrast, experienced hotel users have an elaborate inventory of product
knowledge which may include brand-based information. Combined with
recommendations from others, this provides a more meaningful indicator of
whether an hotel is likely to be a suitable choice. It also enables the
experienced hotel user to make a better informed judgement about the kind

of information needed to support the purchase decision.

Finally, there were two issues relating to pre-purchase decision-making
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which are also likely to be important during the consumption stage. The
use of a personal system for categorising hotels by experienced hotel users
suggests that assessment criteria used during hotel selection may also have
a role in the assessment of the consumption experience. This also applies
to the specialist roles adopted by experienced hotel users during pre-

purchase. These issues are addressed in chapter 7.
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7.1 Qvervieaw of +the chapter

The nature of service firms, and in particular hospitality organisations
where operations personnel both produce and deliver consumer services,
indicates that the role of marketing is much broader than in manufacturing.
Services marketing theory has recognised that production, marketing and
even service development are often handled by the same people. As a result,
the marketing function is spread throughout the firm, with operations

personnel also acting as ‘part-time marketers’ (Gummesson, 1987; 1990).

This has important implications for the marketing approach, as consumers
are continually influenced by the behaviour of operations personnel, who
in turn will differ in their understanding and interpretation of consumer
needs. If for example, internal channels of communication are ineffective,
hospitality managers who design and manage service delivery systems may
not fully appreciate the tensions caused by introducing too many consumers
into the system, or by changing the business mix of the operation (Teare

and Gummesson, 1989b).

The purpose of this chapter is to illustrate and explain the procedures
used by consumers to assess and evaluate the consumption and post-
consumption stages of the decision process for hospitality services. As
with cﬁapter 6, the supporting evidence is provided by cognitive model data,
and the six sections which form the basis of the chapter were derived from
the theoretical framework presented in chapter 5. Four of the sections dedl
with assessment procedures relating to the consumption stage of the

decision process. These are:

(1) Assessment criteria;

(2) The consumption environment and design effects;
(3) Hotel services;

(4) Personal rating systems.

The remaining two sections are concerned with the post-consumption stage
of the decision process and consider:
(5) Sources of satisfaction during post-consumption evaluation;

(6) Sources of dissatisfaction during post-consumption evaluation.

A theme of the chapter is the interrelationship between consumption and
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post-consumption evaluation. As noted at the end of chapter 6, there are
also assessment procedures which help to integrate all three stages. In
particular, prior product experience which is encoded within a personal
category system and used to formulate pre-purchase selection criteria. As
prior experience is used to compare and select an hotel, it can be assumed
that this information is also used to assess the consumption experience,

influencing future purchase intentions via post-consumption evaluation.

Secondly, as 1role specialisation was found ¢to be important among
experienced hotel users during pre-purchase, it seems 1likely that the
different expectations of male and female partners will also influence the
operation of assessment procedures during consumption. These assumptions

are tested in the following sections.
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7.2 Aasessment  critexia

The experienced hotel users in the study reported that initial impressions
of an hotel provide a reliable indication of whether expectations are likely
to be fulfilled. This is because many of the events which occur on arrival
and during the reception and registration period are similar on each
occasion. Map 50 illustrates this by showing the connection between
fulfilment of expectations (48) leading to a satisfactory experience (52),
and re-occuring events such as the need for car parking space (50) and
helpful front hall staff (49; 51). The motive for establishing assessment
criteria (45) is provided by the desire to assess from the very beginning
of the consumption period how well the hotel compares with the standard

of facilities at home (47).

Map 50
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The initial interactions between hotel staff and the consumer are
particularly important, because they may affect how the consumer feels
about the hotel throughout the stay. If the consumer is experiencing travel-
related stress or fatigue, he will be especially vulnerable, and may find
it difficult to <compensate for negative impressions arising from
operational or interpersonal problems. Map 51 provides an example of the
range of expectations associated with the formation of a favourable
impression of an hotel (66). Important to all consumers is the need to feel
welcome on arrival (67; 70). Experienced consumers also reported using
other measures to make an early assessment of the hotel. These included
how staff react (71) how well prepared the hotel is (68) and how attentive

the staff are (69).

Map 51
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Map 52 shows that the experienced hotel user is capable of formulating an
overall impression of the hotel very quickly (34). The necessary
information is supplied by psychological reactions to the features of the
building, the guest room, internal environment of the hotel and impressions
of service standards (28). Prior experience seems to increase the
consumer’s sensitivity to sensory information, enabling instant comparison
with other hotel exeriences (26). Comparative assessment may relate to a

particular reference hotel, company or hotel category type (31).

Map 52
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The familiar home environment provides an intuitive basis for comparison
with the hotel (Map 53). A cross-section of respondents in the study held
the belief that the hotel, and in particular standards of comfort and decor
should be at least as good as those enjoyed in the home (39). Logically
this is equated with the view that the hotel cannot enable the consumer
to relax if the basic facilities are not as good as those at home (42).
However, this is very subjective, and opinions differ as to the relative
importance of functional and expressive aspects of design, especially when
the female partner is the role specialist in guest room assessment. The
two aspects are fundamental to assessment, and are reflected in general,
expressive criteria like the overall effect of decor and furnishings and

fittings (40) and functional concerns such as bathroom cleanliness (41).

Map 53
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In contrast, male partners are primarily interested in the functional
aspects of the guest room, focusing on the way it is equipped and the level
of comfort it affords. Male respondents seldom referred to expressive
aspects like colour schemes, the use of fabrics, the quality of furnishings
or the use of space in the room. Map 54 helps to explain this, especially
where the male partner is accustomed to using hotels on business. The link
between ‘‘ready acceptance of business accommodation’’ (41) and ‘‘more
complex expectations’’ (38) during a 1leisure break, is provided by the
female partner who has more demanding requirements (39) because of her

combined interest in both functional and expressive aspects of guest room

design.
Map 34
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Although the perspectives of male and female partners may differ, all the
respondents in the study acknowledged the need to establish criteria and
undertake some form of assessment during consumption. Though the underlying
reasoning varies, Map 55 illustrates how important elements of the
consumption experience are recognised. In the example a respondent
identifies the influence of comparisons with prior experience, and value
for money judgements on personal assessment or rating (52). This leads to
recognition that price should equate with standards and facilities, and
the ‘‘need to make allowances’’ if a cheaper guest room is more sparsely
furnished (54). Accepting that price-quality relationships are 1likely to
differ by situation and hotel type (56) leads to the conclusion that this

relationship exerts a strong influence on value for money assessments (55).
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By recognising the differences between short and long holiday expectations,
the <consumer can formulate a more realistic basis for wundertaking
assessment. In Map 56, a respondent explains why he would receive and give
serious consideration to word of mouth recommendations for short breaks,
but not for long or main holidays (71). He cites two reasons, firstly that
‘‘individual preferences don’t always coincide’’ (70) and secondly because
he believes that the element of risk is significantly less for a short break
than for a main holiday (72). These reasons account for why he has ‘‘a more
natural inclination to talk to others about good short break hotels and

experiences’’ (21) .

Map 56
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The importance of the home as a basis for comparision is developed further
in Map 57 where the respondent states that acceptability judgements are
based ‘‘partially on standards of 1living at home’’ (77). This is also
evident in Map 58 where the fulfilment of expectations (26) is related to
the pleasing decor of the guest room (25) and joint assessment using the

home for comparative purposes (27).

Map 57
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Map 57 also refers to two other important influences on acceptability. If
the respondent encountered a poor standard of decor in the guest room, this
would be equated with a ‘‘lack of interest or care’’ (78). Secondly, the
respondent is able to draw on prior hotel experience to determine whether
the current experience falls above or below t‘he reference point for
acceptability (76). If the assessment of the hotel is ‘‘above the minimum
acceptable level’’ (8l1) the respondent is more likely to feel secure about

the hotel and will be able to relax as if at home (80).

Map 58
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7.2.1 Summazry

The findings indicate that assessment criteria are derived from a number
of sources. These include pre-purchase motives and expectations, prior
product experience, personal recommendations, living standards and

lifestyle aspirations.

In order to assess an hotel, it is necessary for the consumer to compare
consumption experiences with familiar reference standards such as the home
or another hotel, throughout the consumption period. Using assessment
criteria derived from prior experience, experienced hotel users were able
to determine quickly and efficiently whether an hotel was 1likely to be
acceptable. This is because assessments based on initial interactions with
hotel staff, and impressions of hotel systems and procedures formed during
reception and registration are seen to provide a realistic and reliable

indicator of service quality.

The home environment is an important reference point for all consumers,
because it provides a familiar and intuitive basis for comparative
assessment. The extent to which an hotel is considered to be acceptable
depends on whether the standards of comfort and interior design quality
it offers are considered to be as good as, or better than those at home.
Inferior hotel standards may be seen as indicative of a lack of interest
or care, which may in turn prevent the consumer from feeling secure and

relaxed.

Finally, the findings show that the assessment criteria used by male and
female partners are 1likely to differ, especially among experienced hotel
users who have developed specialist role responsibilities for assessment,.
Female partners were particularly interested in the expressive aspects of
interior design, such as the use and quality of different fabrics, colours
and textures, and because of this tended to take the lead in assessing
quality standards. Male partners were more interested in functional
concerns such as the control of guest room air conditioning. This pattern
of role responsibility tends to reflect traditional gender stereotypes,
and suggests that the female partner is likely to have a dominant role during

consumption stage assessment.
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7.3 Ihe consumption enviroonment and design effaects

In chapter 1, the hotel product was defined in terms of tangible and
intangible elements. The physical features of the hotel environment convey
design effects which are 1likely to be interpreted differently according
to the prior expectations and experience of the consumer. Map 59 shows that
the business traveller expects to find a combination of ‘‘convenient, well
maintained facilities’’ which are reasonably priced and well located (15).
if these expectations are met, then the type and size of hotel may be

unimportant (18).
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Map 60 confirms this viewpoint by indicating that the business traveller
has ‘‘no real expectation of extraneous comforts’’ (13) because the hotel
is viewed as ‘‘a ;;Iace to sleep in rather than relax’’ (15). However this
example also shows that the functional emphasis of ©business hotel
accommodation may mean that the consumer expects to find an ‘‘inherently
cold’’ atmosphere in the hotel (12), which may lead to a negative impression
of the guest room (16). The respondent suggests that a more positive
impression is created if a feeling of warmth can be conveyed by the decor,

furnishings and design of the guest room (17).
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These findings suggest that male business travellers are aware of
impersonal design features in hotels, but try to ignore the negative
psychological impact that they have. This is illustrated in Map 61 where
a negative feeling about the guest room (18) leads to an attempt to ignore

the surroundings by going straight to bed (19).‘

Map 61
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In contrast, the leisure traveller aims to spend more time in the guest
room and around the hotel for the purpose of relaxation. Tolerance of
obstacles to relaxation such as poor decor and design is consequently lower,
especially among female partners who as alreadly noted, are inherently more

interested in design features.

Map 62 jllustrates how a ‘warm’ design effect is created by the imaginative
use of furnishings, fittings and wall pictures (45). This has two outcomes;
quality and price are favourably compared, creating a feeling of value for
money (46) and secondly the high quality and standards achieved in design
and implementation create a positive impression (44). This is also shown
in Map 63, where the favourable impression resulting from coordinated
furnishings and curtains (42) is linked to ‘‘a particular interest in

interior design’’ (43).
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Map 62
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Overall, "the inexperienced hotel users were favourably impressed by the
guest room design standards and facilities that they encountered. This is
illustrated in Map 64 where assumptions about the nature of standardised
design (17) are challenged by unexpected features such as the level of guest
room control (31; 32) radio and telephone extensiqns (30) and the standard
of guest room preparation (33). A positive experience of this kind may
become a reference point for future assessments, with the incorporation

of new product information leading to the revision of expectations.

Map 64
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A similar learning experience is illustrated in Map 65 where the respondent
is impressed by ‘‘the constant availability of hot water’’ (29). This
contrasts with prior experiences which were considered to be 1less than
satisfactory (30). The experience contributes to a favourable impression
of the guest room (10) and stimulates curiosity and interest in the hotel’s

guest room classification system (25).

Map 63
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The example also illustrates how a new experience can act as learning
stimulus, prompting the <consumer to gather further information to
facilitate more accurate differentiation between hotel types and styles.
As the new information becomes integrated with existing product knowledge,
the consumer’s confidence in the reliability of selection and assessment

criteria will thereby improve.
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7.3.1 Sumnmazry

The findings show that design effects can have a powerful impact on the
consumer, especially if the consumption environment is perceived to be cold
and impersonal. This is often the experience Of. business travellers who
equate ‘coldness’ with standardised design and impersonal service. In these
circumstances, the consumer is likely to react by spending as little time

in the hotel as possible.

In contrast, the leisure traveller is 1likely to want to spend more time
in the hotel in order to relax. In these circumstances, the consumer
determines the ‘warmth’ of the consumption environment by undertaking a
detailed asssessment of interior design features. As noted earlier, if the
standard of design implementation is considered to be inferior to the home,
the consumer is unlikely to be able to relax. Conversely, the effective
use of space, colour schemes and well maintained furnishings and equipment
are conducive to relaxation. This is especially important to the female
partner who is more sensitive to, and appreciative of attention to detail
and ‘individuality’ in the design, implementation, servicing and

maintenance of the guest room and public areas of the hotel.

7.4 Hotel _ sexvices

Service interactions have a critical role to play in making the consumer
feel welcome, and in preventing him from feeling isolated or alienated in
an unfamiliar environment. This is illustrated in Map 66, where a
V'subconscious reaction to an hotel environment’’ (68) 1is 1linked more
closely to the atmosphere of the hotel than the physical size of the building
or the style of operation (69).

Map 66
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The theme is developed in Map 67 which shows how ‘‘an accute awareness of
open space’’ (49) can lead to a ‘‘feeling of detachment’’ (50) resulting
in a more critical assessment of the hotel (51). In these circumstances,
hotel staff have an essential role in compensating for the emotional

reaction evoked by the atmosphere of the building (52).
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Attaining consistency in service delivery is complicated by the frequency
and variety of service interactions which occur during the consumption
period. Although difficult .to quantify, many hotel operators attempt to
measure the effectiveness of service components using self-completion
guest questionnaires. The experienced hotel users interviewed in the study

did not consider this to be a meaningful way of collecting data.

Map 68 lists several of the major objections. For example, the design of
questionnaires which have inappropriate response options (1) can lead to
‘‘a sense of frustration with the questionnaire method’’ (2). The
experienced hotel user is also inclined to feel cynical about the response
time to a complaint made in this way, believing that serious criticisms

should be dealt with immediately (4).

Suggested improvements to monitoring procedures are shown in Map 69, which
helps to explains why effective service delivery is so important, and how
monitoring could be improved. The respondent has a background in senior
management (27) and consciously assesses hotels whenever he uses them (28).

This prompts the suggestion that consumer research should be continuous,
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and preferably undertaken using qualitative methods (26). He gives two
reasons for using this approach. Firstly, it would improve the
organisation’s responsiveness to customer expectations (89) and secondly,
it would help to identify and facilitate a focus on ‘'‘key customer issues’’

(90) .

Map 69
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This viewpoint reflects the perceived complexity of the consumption
environment, and the belief that objective, factual data and subjective,
personal response data should be collected and analysed using appropriate
methods. For example, the experienced hotel users in the study were often
critical of hotel restaurants. As the nature of the criticisms vary, it
is difficult to fully appreciate the range of views on this subject by

relying solely on self-completion guest questionnaires.
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The main criticisms are summarised in Map 70 which explains why hotel
restaurants should adopt ‘‘a less formal, more imaginative approach’’ (89).
This is because they are perceived to be overpriced (88) and unexciting
compared with the available alternatives, especially in London (66). The
need to create a separate identify from that of the hotel (90) is considered

to be a critical factor in improving their image.

Map 70
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In contrast, Map 71 illustrates the impact that a positive hotel restaurant
experience can have. The respondent recalls how thoroughly the restaurant
had been prepared (59; 60) how good the service had been (55) and how well
the restaurant compared with prior hotel experiences (26). The combination
of good food, and service 'in comfortable surroundings (27) gives the

restaurant reference status for assessing future hotel restaurants (35).
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In assessing service delivery, hotel wusers with international travel
experience were able to identify perceived strengths and weaknesses by

referring to cultural differences.

This is illustrated in Map 72, where uniformly high standards of
accommodation in the USA (46; 48) accounted for a less tolerant attitude
towards inconsistent standards in the UK (47; 52). The key cultural
difference in service delivery relates to staff attitudes, which are seen
to be positive and courteous in the USA (49: 50) and rather negative and

unhelpful in the UK (52; 53).

Map 72
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A number of the inexperienced hotel users in the study had sought to address
residual concerns about the suitability of the hotel by making one or more
telephone enquiries prior to the reservation. This can be seen in Map 73,
where the respondent decides that a telephone enquiry would provide
reassurance about the hotel’s facilities (50). Although not shown on the
Map, the telephone enquiry also had another purpose, which was to determine
whether the hotel staff were helpful. A courteous response to the telephone
enquiry engendered a ‘‘confident feeling about the hotel’’ (35) derived
from having been able to ‘‘check on all but the food beforehand’’ (54).

In several cases, insensitive handling of general telephone enquiries of
this kind was interpreted as a sign of an unfriendly hotel. This was because
the attitude of the person dealing with the enquiry was attributed to all
the staff, without making allowances for the possibility that the recipient

of the telephone call may have been working under pressure at the time.

Map 73
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During the consumption period, successive service interactions can have
a confidence-building effect on inexperienced hotel users. This is shown
in Map 74 where a ‘‘very favourable impression of the staff’’ (21) results
from helpful and efficient service (20; 22; 23; 24)) and the belief that

the hotel’s ‘‘friendly atmosphere’’ is related to the high proportion of

local people working at the hotel (25).

Map 74
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7.4.1 Sunmazry

The duration and complexity of the hotel consumption experience means that
service interactions are difficult to standardise and control. Experienced
hotel users even perceive differences in the friendliness of hotel staff
which they attribute to the design and atmosphere of the building. If for
example, the building conveys an impersonal feeling, then hotel staff may
also appear to be formal and distant. The combined effect is sufficient
to make the consumer feel isolated or even alientated as soon as an

impression of ‘coldness’ has formed.

To prevent this from happening, appropriate ways of monitoring and
assessing the effectiveness of service delivery are necessary, so that the
views of consumers can be incorporated into the design of systems and
procedures. The main objective should be to fulfil consumer expectations
relating to the desired efficiency and formality of service delivery. As
business and leisure hotel users have different requirements, hotel staff

therefore need to know how to respond accordingly.

It 1is also important to note the distinction between the service
expectations of experienced and inexperienced hotel wusers. Whenever
experienced users have .international travel experience, their definition
of ‘good service’ may include reference to service characteristics
experienced in different countries. For example, hotel accommodation and
service in the USA is frequently perceived to be of a higher standard than
in the UK. This is because the ‘service culture’ is different, and because
American attitudes towards service are perceived to be more positive than

in the UK.

As noted in chapter 6, the |unpredictability of service may 1lead
inexperienced hotel users to test staff attitudes by telephoning an hotel
before making a reservation. If the enquiry is not handled with sensitivity,
the consumer may decide that the hotel is unsuitable because the response,
which may be considered indicative of staff attitudes as a whole, was
inadequate. Conversely, a positive, encouraging response, and a ‘warm’
welcome at the hotel are likely to have a confidence-building effect on

the inexperienced hotel user.
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7.5 Peaxsonal  xating gsystems

During consumption, the consumer receives and stores information from many
sources. This facilitates the formation of impressions which are assessed
in relation to established criteria and expectations. To facilitate an
overall evaluation of the consumption experiencé, the consumer has to
integrate the impressions and their assessments within a personal rating

system.

The efficiency of the personal rating system may depend on how sensitive
the consumer is to impressions formed at conscious and subconscious levels.
Map 75' offers a partial explanation of how the system operates, with
‘‘subconscious assessment’’ (19) leading to the ‘‘accumulation and
balancing of positive and negative experiences’’ during the consumption
period (21). This suggests that the ‘‘current feeling of satisfaction’’
(14) (or dissatisfaction) is calculated by continually updating assessment
information. This would be necessary in order to develop an overall
impression from the beginning until the end of the stay (20). Conscious
assessments made during discussion with others, or by comparison with prior
expectations, are more 1likely to be connected with product tangibles

relating to the restaurant (23) or guest room (22).

Map 75
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Map 76 shows that experienced-based learning has an important role in the
refinement of the personal rating system, enabling the consumer to assess
and categorise hotels more accurately (43; 44). This is illustrated in Maps

77 and 78 where the female partner in particular, has developed a routine

for assessing the guest room.
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In Map 77, rapid appraisal of the guest room (42) is facilitated by extensive
prior experience (45) and a 1role specialist interest in guest room

furnishings (41; 43; 44).

Map 78 also shows a division of responsibilities v;hich is gender-related.
The female partner is concerned with the assessment of quality and
cleanliness in the guest room, and the male partner with checking that all
the electrical appliances are functioning correctly (80). The shared
responsibility for assessment is related to the perceived need to check
the room immediately, in case it has not been prepared properly or equipment

is faulty (81).
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Map 78
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The personal rating system has two interrelated functions. It provides the
mechanism for organising, storing and assessing experiences as they
accumulate, and it facilitates post-consumption 9valuation. The interre-
lationship is shown in Map 79 with personal rating based on comparisons
and notions about value for money (52) facilitating recall of experiences
during post-consumption evaluation (50; 51). The motive is provided by the
desire to make a final evaluation which will be better than the last hotel

experience (53) and to be able to recommend the hotel to others (69).

Map 79
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Although post-consumption evaluation depends on consumption-based assess-
ments, this example shows that ‘end state’ expectations can help to
determine the success of the holiday (67). These are linked to the kind
of preferred activities for a short break (68).
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The approach to assessment adopted by less experienced hotel users supports
the concept of a personal rating system, but with some operational
differences. Map 80 shows that ‘‘the desire to make an overall assessment’’
(71) leads to constant comparison with prior experiences (70), but the

integration of assessments into the personal rating system was found to

be more tentative.

Map 80
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Map 81

This is illustrated in Map 81, where a time period of several days (48)
is required before positive reinforcement (49) establishes ‘‘a firm basis
of confidence’’ in all operational aspects of the hotel (50). The
implication here is that the efficiency of the personal rating system is

related to the extent of prior product experience.
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Inexperienced hotel wusers also undertook role specialisation during
assessment, although as Map 82 shows, role tasks were often unclear or
imprecisely defined. In this . example both partners recall  making conscious,
but unspoken assessments (37). They do this automatically (36) but in an
unplanned way, suggesting that limited prior experience may account for

the absence of role specialisation.

Map 82
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As product familiarity increases, experience-based comparisons become a
valuable aid to assessment. This is illustrated in Map 83, where
expectations are exceeded (44) because the performance norm of familiar
hotels is of a 1lower standard than the current experience (46; 47).
Satisfaction arises from appreciation of the surroundings, the contrast
with the domestic routine (45) and because the hotel provides a similar

standard of comfort to the home environment (63).
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When a reference standard has become established, inconsistent performance
may cause disappointment and lead to a re-appraisal of beliefs about the
brand. (Map 84). This is because consumption assessments must exceed the
‘‘minimum acceptable level’’ in order to form a new reference standard (81)
and generate brand-based confidence (82). If for example, a newly
established reference standard is disconfirmed by a sub-standard
experience (85; 86), the consumer’s perception of the brand may be affected

as a result (86).

Map 84
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7.5.1 Summazry

The personal rating system provides the integrating mechanism for
individual assessments made during the consumption period. It also provides
a link with post-éonsumption evaluation, which draws on stored assessment
ratings to determine the overall level of product satisfaction. As this
information improves product familiarity and knowledge, it is also likely

to affect subsequent pre-purchase expectations and selection criteria.

The personal rating system unifies subconscious reactions to the
consumption environment and conscious assessments of product tangibles,
such as the equipment provided in the guest room. The overall measure of
satisfaction is thereby updated as new assessments are made. Experienced
hotel users, who have an established frame of reference, are more likely
to assume specialist role responsibilities during assessment. Whenever
role specialisation was used, the objective ;vas to undertake a rapid and

systematic appraisal of the hotel.

The findings indicate that inexperienced hotel users undertook assessment
more tentatively, and consequently the overall measure of satisfaction with
the hotel at different points in time was less certain. Role specialisation
was also reported, although assessment tasks and responsibilities were not
clearly defined. These findings indicate that the extent of product
familiarity and knowledge affects the operation of the personal rating
system and the effective use of role specialisation during assessment. This
is supported by the references made by inexperienced hotel users to the

learning which occured during consumption stage assessment.
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During post-consumption evaluation, the consumer faces the task of
reconciling the individual assessments which have accumulated during
consumption. Even if the overall evaluation is favourable, it may involve
assimilating, accepting or compensating for minor sources of dissatisfac-
tion. This is illustrated in Map 85 where a drainage problem in the bathroom
and the malfunction of a television set (15; 17) are associated with a
feeling of minor dissatisfaction with the guest room (16). However, this
is compensated for by other factors (20; 70) which reduce the impact of

the problems encountered (18), leading to ‘‘overall satisfaction with the

accommodation’’ (19).
Map 85
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The relationships in Map 86 illustrate how satisfaction (or dissatisfac-
tion) with an hotel experience (71) is determined by reconciling asses‘sment
ratings. Clustered around the dichotomous . variable ‘‘satisfaction...
dissatisfaction with an hotel’’ are the contributory factors 1leading to

a feeling of satisfaction (82) or dissatisfaction (72; 73; 74; 175).

Map 86
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In this example, the respondent found it easier to list factors which would
cause dissatisfaction, beliefing that positive experiences add to, and
negative experiences subtract from the final evaluation (49). A series of
favourable service interactions {51; 52) lead to ‘‘the accumulation of
positive experiences’’ (48) and as no potential sources of dissatisfaction

are encountered, a favourable evaluation occurs (46; 47; 50).
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Map 87 uses the same dic~hotomous variable
‘‘satisfaction...dissatisfaction’’ (52), to show the consequences of two
contrasting experiences with the same hotel company. On the first occasion
expectations had not been met (53) because of the unsatisfactory events
surrounding reception and registration at the hotel (55; 56). However, on
the second occasion, the respondent ilad received (71) and acted on (70)
recommendations from a family member. The short break at a different hotel
in the same group had been so successful (48) that it led to ‘‘the desire

to re-book’’ (78) and to give recommendations to others (57).

Map 87
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Although the relative success of an hotel short break is judged according
to the subjective processes of assessment and evaluation, all of the
respondents in the study equated ‘satisfaction’ with ‘feeling relaxed at
the end of a break’. This is depicted in Map 88, where the success of a
break (82) is attributed to being able to forget about work-related problems

(83) and the ‘‘sense of rejuvination’’ (84) derived from the change of

environment and routine.
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A characteristic shared by some of the study respondents with limited prior
experience was a sense of relief that the short break had been successful.
Map 89 illustrates this, and provides part of the explanatory background.
A recent prior holiday experience (52) had been disappointing because of
the poor standard of accommodation provided._ Recollection of this
experience is closely associated with the male partner’s concern about the

acceptability of the short break hotel (50).

His concerns are dispelled by favourable impressions (48; 83; 84) and
assessments (44; 46; 49) ‘and the enjoyment derived from discovering
‘‘compatibility between expectations and experience’’ (45). Consequently,
pre-purchase anxiety is replaced by a ‘‘sense of anticipation’’ (51) during
the early stages of consumption. This is derived from finding that the break

is relaxing and enjoyable.

Map._ 89
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Map 90 provides a further indication of the desirable ‘end state’ feelings
equated with a successful short break. A positive assessment (7) leads to
satisfaction with the choice of hotel (8) and company (64). This facilitates

mental and physical relaxation (36) and subsequently, recognition that the

break 1is successful (37).
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The relationship between a successful short break and feeling relaxed is
also shown in Map 91. As there is no comparable prior experience (10), the
respondent is surprised to feel ‘‘much more relaxed than anticipated’’

(45). This leads to the formation of a brand preference (56) based on the

assumption that standards are consistent throughout the company (55).

Map 91
G15 an inclination to consider other Thistle htls before rival companies
$56 [R26]
[10] <Hll > <38> 455 A
(43] <+39> <Hdl> +4 B
[44] 45 C
[451 <H48 > 55 D
(5] +56 E
%
an inclination to
consider other
Thistle htls before
rival companies f~_ E
5
the assumption that
other Thistle htls
a are similar D
0 / 5
first hotel short amuch more relaxed
break feeling than
c anticipated
4
the feeling of
being welcome with
young kids contrary
1o expectations

¢
special attention
and friendly

service- no signs

of staff irritation
Brand loyalty among consumers with limited hotel experience is illustrated
in Maps 92 and 93. In both examples, satisfaction with brand performance
on prior short breaks is related to re-purchase choice. In Map 92,
satisfaction with the first short break (34) is associated with a favourable
evaluation of price (37) quality and value for money (36). A belief that
the brand is reliable in these areas of performance accounts for the
‘‘reference loyalty’’ (35) which develops. This is also implicit in Map
93 where the satisfaction derived from the break (26) stimulates a repeat

purchase decision on completion of the break (27; 28).
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Map 92
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7.6.1 Summazy

The findings indicate that consumer satisfaction is derived from two main
sources. Firstly, the accumulation of positive assessments within the
personal rating system, and secondly from the psychological impact of
consumption. If for example, a consumer feels relax‘ed and refreshed at the
end of the consumption period, this ‘end state’ will have a positive effect

on the consumer.

The purpose of post-consumption evaluation is to determine an overall,
enduring measure of satisfaction (or dissatisfaction) with the consumption
experience. In this respect, the personal rating system has an important
role, as the individual assessments integrated within the system provide

a moving average measure of satisfaction.

The post-consumption evaluation period begins at the end of the consumption
stage, and may take several days to complete. During this period, the
consumer reflects on, and evaluates the temporary measures of satisfaction
made during the consumption period. This may also involve re-considering
sources of dissatisfaction to determine whether they were compensated for
by subsequent experiences, or whether they remain influential, and thereby

reduce the overall 1level of satisfaction.

As might be expected, when brand 1loyalty was reported, it was closely
associated with positive prior experience. However, the effect of a
positive evaluvation on inexperienced hotel users was more pronounced than
for experienced hotel users. This was because consumers with limited prior
experience often felt surprised by their own favourable reactions to an
hotel. When this happened, pre-purchase preferences were re-inforced and

a reference standard for making future comparisons was established.
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7.1 Sources of dippatisfaction during post-consumption
avaluation

There are, potentially, numerous sources of dissatisfaction with an hotel
experience. Map 94 lists three contributory factors which were frequently
mentioned by study respondents. They are ineffective service (74) a
disappointing guest room (73) and badly designed public areas, causing the

consumer to feel isolated and or insecure (72).

Map 94
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The most emotive source of dissatisfaction reported by respondents was
unsympathetic treatment by hotel staff. Map 95 shows how this can create
tension which is later released in the form of negative word of mouth
communications to family, friends and work colleagues. In this example,
the dissatisfaction (1) was caused by poor service in the restaurant (66)

and a feeling that short break customers were unwelcome (87).
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Although not referred to on the Map, the feeling of dissatisfaction was
also exacerbated by too many other restaurant customers, with short break
guests receiving lower priority attention. This created the feeling that
the ‘‘hotel increased stress rather than reduced it’’ (65). Efforts to
resolve the problem, short of complaining (82), were unsuccessful (84).
The outcome of this experience was a desire to warn others about the hotel

(80) and a loss of confidence in the brand (5; 86).

220



Regular business travellers also reported that they considered rude or
indifferent service to be the most serious and irritating source of
dissatisfaction. However, as Map 96 shows, they are more 1likely to seek
immediate redress by making a verbal complaint (65). This is because they
recognise that responsibility 1lies with the hotel, and not the parent
company. The belief that guest questionnaires are an ineffective way of
registering a complaint (59) also helps to increase the 1likelihood that
experienced consumers will complain in person. If the complaint is not dealt
with in a satisfactory way, the experienced hotel user is likely to avoid
using the same hotel again, but may continue to use other hotels in the

same company or group (66).
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There are some circumstances in which dissatisfaction w:!.th ‘one or more
aspects of the hotel experience can lead to a feeling of disappointment
which the consumer feels unable or unwilling to express. If for example,
the source of dissatisfaction is of a confrontational nature, such as an
argumer;t with an hotel staff member, the emotional energy generated is
likely to be discharged in the form of a verbal c‘omplaint. In contrast,
dissatisfaction arising from less emotional sources may lead to feeling

of dissapointment which is not expressed.

This is illustrated in Map v97 where dissatisfaction is caused by a poor
standard of guest room furnishing and decor (23). This disconfirms
expectations (25) and leads to a decision to complain (72). However, the
desire to complain immediately is not strong enough, and the situation is
resolved by a decision not to return to the hotel again (73). The
consequences of passive dissatisfaction are potentialiy more serious for
the producer. This is because the complaint is not registered, the consumer
decides not to return, and the reasons may be communicated to others without

the producer ever knowing what had happened.
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When expectations of the hotel experience have not been fulfilled, post-
consumption evaluation may reveal ways of modifying the decision process
to avoid future disappointment. Maps 98, 99 and 100 depict learning outcomes

which are 1likely to influence future decision-making.

In Map 98, the respondent identifies a brochure as the source of the mismatch
between expectations and experience (65; 66; 67). He realises this only
after he recognises that he had not considered the risk of disappointment

from this source before.

Map 98
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A brochure is also the attributed source of dissatisfaction with an hotel
in Map 99, but the inaccura_lcy of the brochure information (71) 1leads to
a decision to reject it completely (72) as a source of information on
possible future holidays. Negative feelings are rationalised by recognis-

ing the learning value of the experience (75).

The hotel experience depicted in Map 99 constrasts stongly with that of
Map 100, where the positive impression formed (37; 38) leads to a clear
recollection of the negative feelings (39) associated with the ealier
experience. As i:hey represent opposite extremes, they re-inforce the

established reference standards at each end of the spectrum (40).
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Map 100
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7.7.1 Sunmary
The findings indicate that dissatisfaction is commonly associated with

indifferent service and poor design and quality standards. As noted
earlier, these factors are considered to be symptomatic of an uncaring
approach to the management of the consumption environment. Dissatisfaction
may be manifest in a feeling of disappointment that standards and facilities
are not as good as expected, or as good as those available at home. The
consumer may also feel insecure if the fabric of the building appears

neglected, or alienated if hotel staff are perceived to be uncaring.

When dissatisfaction arises from poor service, interactions with hotel
staff can invoke strong emotional reactions. In these circumstances, the
consumer is more 1likely to make a verbal complaint at the time when
dissatisfaction occured. In contrast, dissapointment relating to less
confrontational issues such as poor guest room servicing, may Dbe
internalised if the consumer does not feel sufficiently motivated to
complain. This is potentially more damaging for the producer, as the source
of dissatisfaction is not reported, and yet the consumer may communicate

this to others.



Experienced hotel users were generally more confident about their ability
to resolve sources of dissatisfaction. This is because they have a notional
idea of what constitutes ‘ideal service’ enabling them to recognise
unacceptable practices. Inexperienced hotel wusers do not have this
advantage, and are inclined to be more hesitant gbout complaining. This
is because they are less certain about the distinction between good and
bad service, or because they are 1less confident about their ability to

resolve the issues responsible for the dissatisfaction they are

experiencing.

7.8 Ioterrelaticnshipa _Dbatween  the proceduxes for  assess-
meat ___and  evaluation

As noted in section 7.1, and illustrated in the cognitive data presented
in this chapter, prior product experience has an important role in the
selection, assessment and evaluation of hospitality services. The

interrelationships between the three decision process stages are depicted

in Figure 7.1.
review of decision process
brand loyalty (switching)
enduring measure of satisfaction/dissatisfaction

post-consumption evaluation

transient measures of satisfaction/dissatisfaction

- - --)sub-omsS:ious assessment (product intangibles) ¢~ = - -
! conscious assessment (product tangibles) ¢ - - service mteractions

role specialisation : T ucer systemns
male (functional aspects) ) _ other consumers
female (cxpressive aspects)| 4———> consumption experience —————3 | phusical environment

key performance indicators g=————— reference
1 standards :
assessment criteria home
Pprior experience
expectalions € ~ — = -
1

selection ¢ — -—---J'

'
comparison and categorisation € ~ = =|

preference structure ¢ =~ « = =

-l

Prior product eXperience - -~ ~ - )
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During pre-purchase, the two key variables influencing the formation of
selection criteria are the consumer’s preference structure and prior

product experience.

Preference structure was defined in chapter 2 as a combination of
internalised environmental factors (such as cultural norms and values,
family and reference groups, financial status and social <class) and
affective judgements, influenced by factors such as personality, 1lifestyle
and purchase motives. As the interrelationships between the contributory
factors are complex and difficult to isolate, prior product experience

offers an alternative way of identifying decision-making differences.

For example, an experienced hotel user stores encoded information about
prior hotel experiences within a personal category system. This enables
him to undertake experience-based comparisons during pre-purchase, using
selection criteria derived from prior purchase decisions. In this way, the
consumer can Select an hotel using an established procedure, and formulate
realistic product performance expectations. The relationship also extends
to the use of assessment criteria during consumption, which are based on
key performance indicators and reference standards derived from prior
experience. The inexperienced hotel user does not have this advantage, and
may have to rely on comparative assessments made against other familiar

reference points such as the home.

Consumption experience assessments occur in relation to interactions
between the consumer and the producer, producer systems, other consumers
and the physical environment. They are. either made consciously and
deliberately while checking product tangibles such as furnishings and
fittings, or subconsciously in reaction to product intangibles such as
atmosphere and design effects. Subconscious impressions are mainly
responsible for the psychological impact of the consumption experience on

the consumer.

As many individual assessments take place during consumption, consumers
may identify and develop role responsibilities. For example, experienced
hotel users tend to adopt specialist roles, whereby female partners take
responsibility for assessing expressive aspects and male partners for

functional aspects of the consumption experience.

As individual assessments occur, they are integrated within the consumer’s
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personal rating system and used to determine transient measures of
satisfaction (or dissatisfaction) with the consumption experience. The
combined set of measures representing the various phases of consumption,
are evaluated during the post-consumption period. The purpose of this is
to determine the final, enduring measure of satisfa‘ction. In the event of
a positive evaluation, brand loyalty is reinforced. If the final evaluation
is negative, the consequence is 1likely to be a desire to change brands.
In both cases, a review of the decision process is likely to ensue, so that

new information can be integrated with existing product knowledge.

7.9 The impact of vprior product experience op the persopal
zating system

The findings indicate that prior product experience influences the
operation of the perscnal rating system during the assessment and
evaluation of the consumption experience. The matrix in Figure 7.2

summarises reported differences between extensive and 1limited prior

experience associated with:

(1) Pre-purchase influences on the operation of the personal rating
system;

(2) Consumption stage assessment procedures;

(3) Post-consumption stage evaluation.

Prior product experience

Personal rating system

Extensive (A} Limited (B)
) Expectations derived from
Pre-purchase influ- Established procedures for product product information and
ences classification and categorisation facilitate personal recommendations
(n close links between selection and shape assessment criteria
. Imprecise role responsibilties and
Consumption as- Clearly defined role responsi- uncertainty about ‘ate as-
sessments bilties and experience-based as- certainty about 2pprof
e g e . sessment criteria lead to greater
( 2) sessment criteria facilitate rapid devenden the hom basi
and confident assessment epencience an fie hofme s & basis
for assessment
Comparisons against key performance Transient measures of satisfaction/
indicators provide the basis for meas- dissatisfaction lead to the discovery
uring transient satisfaction of key performance indicators
Post-consump- Pre-determined task definition : Endur- Reactive task defmition : Enduring
tion evaluation ing satisfaction/dissatisfaction evaluated  satisfaction/dissatisfaction evaluated
(3) against experience-based performance  against learned performance indica-
norms and in relation to the overall psy- tors and psychological reactions to
chological impact of consumption the consumption experience
Figure 7.2

Relationships between prior product experience and the personal rating system
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7.9.1 L1A) _ Extensive  experience and  pre-purchase  Jinfluences

Product familiarity enables the consumer with extensive prior experience
to use established selection criteria during pre-purchase. The product
information encoded within a personal category system also facilitates
experience-based comparison. For example, experienced hotel users may
categorise hotels by size, age, ownership and other relevant variables.
This category-based information guides consumer choice and influences the

formation of realistic expectations and relevant assessment criteria.

7.9.2 J2A) Extepaive  experience and consumption  stage as-
sessments

Extensive prior experience enables the consumer to assess the consumption
experience against pre-determined key performance indicators. For example,
experienced hotel users reported that interactions with hotel staff,
systems and procedures during reception and reservation provide an early

indicator of service quality.

The use of key performance indicators and role specialisation enables the
consumer to focus on important elements of the consumption experience and
to determine transient measures of satisfaction (or dissatisfaction)

quickly and confidently.

As the assessment criteria for key performance indicators are derived from
prior experience, it is easier and more efficient for consumers to develop
role responsibilities for assessment. The findings indicate that role
specialisation among experienced hotel wusers is commonplace and tends to
reflect traditional male/female decision-making roles. As noted earlier,
gender-related domaines of expertise tend to reflect the female partner’s
interest in expressive aspects of the consumption experience and the male

partner’s interest in functional aspects.

For consumers with extensive prior experience, the final, enduring measure
of satisfaction (or dissatisfaction) with the consumption experience 1is
determined with reference to established performance norms. For example,
experienced hotel users reported making evaluations against a measurement
scale representing a spectrum of prior experience ranging from the most

to the least satisfactory experience. In this way, prior product experience
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provides a frame of reference within which product evaluations can be made.

The psychological impact of‘the consumption experience is also indirectly
related to prior experience. If for example, an experienced hotel user feels
alientated by a ‘cold’ consumption environment, he may feel tense at the
end of the consumption period. If the ideal psychological ‘end state’ is
a desire to feel relaxed and refreshed, the conflict between actual and

ideal states may cause the consumer to feel dissatisfied.

7.9.4 A3 Limited experience  and  pre-purchase  influences

The consumer with limited prior product experience cannot anticipate the
consumption experience in the same way as the consumer with extensive
exerience. This 1is because expectations relating to product performance
are largely derived from non-personal information sources. Consequently,
assessment criteria are less formalised, and the consumer is not as well
prepared to interpret product performance or determine transient measures
of satisfaction. This 1is because key performance indicators are less

familiar, and may not become apparent until the consumption stage.

When the consumer has limited prior experience, it becomes necessary to
make comparative assessments using familiar reference standards such as
the home. As assessment criteria are 1likely to bave been derived from
product literature or personnel recommendations, they may need to be
adapted. This occurs as the consumer begins to discover for himself key
performance indicators during the measurement of transient satisfaction

(or dissatisfaction) with the consumption experience.

7.9.6 Jd3B)  lLimited ~experience  and  post-consumption  evalu-
ation

Post-consumption evaluation occurs in the context of learned performance
indicators and salient positive and negative recollections from the
consumption stage. As the consumer may be unable to evaluate the transient
measures of satisfaction (or dissatisfaction) in the context of prior

experience, it is a more reactive process than for consumers with extensive

product experience.

7.10 Inplications ~ for  managing —the  consumption  experience

In contrast to manufacturing, where the production process is easier to
control, hotels and other hospitality organisations face the problem of

dispersed and variable production, often involving the consumer as co-
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producer.

For example, the hotel general manager cannot hope to monitor the many
events which occur simultaneously around the building, but by focusing
attention on the key elements of the consumption experience, he can ensure
that service delivery is both consumer orientated and producer-led (Teare
and Gummesson, 1989b). This means that the producer aims to maximise
internal marketing potential by heightening staff awareness and sensitiv-

ity to consumer needs and expectations.

In implementing this approach to service delivery, it 1is necessary to
examine the impact of each key element on the consumption experience. The

key elements for hospitality services are shown in Figure 7.3 are listed

below:

(1) Interactions between the consumer and the producer;

(2) Interpersonal interactions between consumers;

(3) Interactions between producer systems and the consumer;
(4) The impact of the physical environment on the consumer.

physical consumption environment

producer systems

consumer

producer

consumer

interactions

interactions

interactions

reactions and interactions

Figure 7.3
Key elements of the consumption experience foor hospitality services
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7.10.1 Interactions between _the consumer and <the producer

The interactions which occur between the consumer and the producer
represent an important indicator of service quality. If for example, a
consumer feels tired and stressful after a 1long journey, the initial
interactions with hotel reception staff will either reinforce or reduce
uncertainty about hotel choice. Managers should therefore ensure that the
consumer receives efficient and attentive service, especially at the

initial point of contact.

7.10.2 Igterxpersopnal Jipteractions between copnsumexs

In some situations, consumers are able to create the service themselves
if the producer provides the appropriate systems, environment and staff.
This happens to some extent in hotel bars and restaurants where consumers

interact, and by so doing create atmosphere.

Although consumer interactions occur naturally, they can be stimulated by
using devices such as background music and lighting. However, if they are
set at inappropriate levels, or if bar and restaurant staff are too formal,
consumer interaction may be impeded. Managers should therefore give careful
consideration to npaturally occuring interactions, as consumers that fit
together reinforce their own positive experience, and the image of the

service producer.

7.10.3 Interactions Dbetween producer svstems and the consumer

The interactions between the consumer and producer systems are important
because they influence the perceived efficiency of the producer. For
example, the value of a computerised reservation system from the viewpoint
of the consumer may depend on how easy and convenient it is to access and
the accuracy of the information it provides. If check-in and check-out times
are reduced by the system, and it is perceived to be more efficient and
accurate than the equivalent manual procedures, the consumer may be
prepared to accept less personal service in return for the technological

benefits of the system.

7.10.4 The dmpact of _the physical epviropment on _the consumer

The physical environment in which service delivery takes place is important
because it can affect the .consumer in several ways. Design features in
public areas convey impressions of warmth or coldness, which may have a

psychological impact on the <consumer. The physical environmenf also
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provides the consumer with a wide range of information about the product.
For example, the implementation of restaurant design conveys impressions
about the style of service the professionalism of the service producer.
In restaurant design, retailing technigues can also be used to attract the
consumer by designing and positioning signs, displays and architectural

features so that they convey a consonant theme.

The increasing emphasis on quality in the management and marketing of
services (Armistead, 1990; Piercy and Morgan, 1990; Voss, Johnstoen,
Fitzgerald and Sylvestro 1990) indicates the need for a systematic approach
to the analysis of the consumption experience. By analysing the key elements
of consumption from the consumer perspective, the internal marketing
opportunities which occur naturally during service production and delivery
can be identified. They can also be used to provide an operational focus
for the development of a quality assurance programme. The wider

implications of this approach are discussed in chapter 8.
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8.1 m.i.n_q.z_ths_mnh:

This chapter aims to compare the findings presented in chapters 5, 6 and
7 with prior work reported in the 1literature, and with the research
questions raised in chapters 1 and 2. The purpose is to establish the
contribution to knowledge of a grounded consumer theory for hospitality
services by commenting on the main findings, emerging issues for

hospitality marketing and directions for further research.

To facilitate this, and to identify where the findings support or vary from
the hypothetical model presented in chapter 1, it is helpful to recap. The
starting point of the investigation related the characteristics of
hospitality services to the pre-purchase, consumption and post-consumption
stages of the decision process. The purpose was to assess the likely impact
on consumer decision-making. This was developed in chapter 2 with reference
to the prior work of Moutinho on 1long holiday decision-making and the

research questions arising from the 1literature review.

The findings provide a set of explanations which are summarised below with
particular reference to the role of prior product experience in the decision

process for hospitality services.

8.2 The _hvpothetical  decisicn model for hospitality  serv-
icas

The underlying assumption of the hypothetical model presented in chapter
1 is that the complexity of the decision process varies according to the
kind of hospitality services required. If they are leisure-related, such
as the decision to take a short break holiday, the decision process is likely
to be more elaborate than for non-residential hospitality services. This
is because the degree of perceived risk 1is greater than for more
standardised hospitality services such as a fast food meal, which 4is

cheaper, and consumed in a much shorter period of time.

In order to reconcile the wider interests and expectations of family
members, joint consultation is also likely to occur during the selectien
of a short break holiday. Consequently, choice and assessment criteria are

likely to be more rigorous than for business-related hotel use.

During the pre-purchase stage of the decision process the model assumes
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that consumer-related factors such as self-confidence and assertiveness
will be more dominant than product-related factors. This is because
subjective impressions of product information vary, particularly 1if joint
or family decision-making occurs, and specialised roles are negotiated.
If a family member has prior product category experien‘ce, gained for example

by using hotels during business travel, this may influence role adoption.

During the consumption of hospitality services, the consumer is surrounded
by, and continually interacting with the product. Impressions of service
delivery, decor, furnishings and fabrics are examples of product-related
factors which the model assumes will be the dominant influence on
assessment. As noted in chapter 1, the hotel short break is more complex
than non-residential hospitality services because consumption occurs over

a period of two or three days.

To assess and evaluate the. overall consumption experience, the consumer
has to integrate the many individual assessments which are made during the
consumption period. This requires an emphasis on product-related
assessment during consumption, but during the post-consumption stage, the
model assumes a change of emphasis, becoming more consumer-related to
facilitate the subjective evaluation of ‘end state’ feelings. If for
example, the consumer feels relaxed and refreshed at the end of an hotel
short break, he is likely to feel satisfied. In contrast, a negative outcome

such as increased tension, may lead to a feeling of dissatisfaction.

8.2.1 T} tributi £ Moutinho' ¢ iat jocisi jal

Support for the hypothetical model comes from Moutinho’s empirical tourist

decision model, which was described in chapter 2 and is summarised below.

Moutinho found that the consumer preference structure for a long holiday
destination is shaped by many internal factors. These include cultural
norms and values, family and reference groups, financial status and social
class. The consumer is also influenced by external product travel stimuli
portraying attributes such as quality, price, distinctiveness, prestige,
service and availability. The product stimuli have to be selected and
interpreted by the consumer before they become meaningful. The way in which
this activity is carried out largely depends on consumer-related factors
such as personality, 1lifestyle and purchase motives. If the selected
product stimuli contain ambiguity, it may lead to a feeling of uncertainty

and a search for additional information.
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" The criteria used to assess the suitability of tourist services are derived
from prior product experience and performance expectations relating to
travel, resort facilities, catering and accommodation. If the consumer is
guided by relevant prior experience, the need to assess each purchase option
against established criteria may not be necessary. This is because the
consumer is able to draw on an established frame of reference to guide
decision-making. Prior product experience may also enable the consumer to
formulate decision rules for different situations. A decision rule provides
the consumer with specific guidance on how to select the alternative with
the highest perceived overall rating in the context of a particular usage

gsituation.

The model proposes that during consumption the consumer will attempt to
assess product attributes against a notional ideal. This 1is to enable
product performance to be assessed as objectively as possible. During the
post-consumption stage, the collective evaluation of these assessments
determines how satisfied or dissatisfied the consumer feels with the
holiday. The evaluvative process is more subjective, because the
reconciliation of expectations with experience brings together both

cognitive and affective elements.

There are, potentially a number of similarities between decision-making
for long and short break holidays. In particular, a similar paﬁtern of
consumer-related assessment during pre-purchase and post-consumption, and
product-related assessment during consumption. As 1long and short holiday
products both involve the portrayal of destination images via brochures
and other forms of media, they have similar marketing and distribution
needs. There are also similarities between the product components, which
both include travel, catering, accommodation and leisure facilities.
Finally, the need to reconcile expectations with experience at cognitive
and affective 1levels suggests that consumer satisfaction (or dissatisfac-

tion) may be determined in the same way.

8.2.2 Empixical  support for tha consumexr decision model
To identify the theoretical contribution of the study to the development

of a consumer theory for hospitality services, the findings are summarised
below. They relate to the general framework of consumer decision-making,
and the different approaches adopted by consumers during the decision

process.
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The statistics reported in chapter 5 suggest that most consumers take an
hotel short break for one of several reasons. However, the study findings
revealed a wider variety of motives, and a high incidence of motive
clusters, containing one important reason (the primary motive) and several
subsiduary reasons (secondary motives) for the purchase decision. In order
to differentiate between them, a total of fifty—three‘ primary and secondary

motive statements were used to develop a classification of primary motives.

8.3.1 Ihe dimportapnce of  motives

The six part classification of primary motives, which was derived from the
interview data, revealed that physical and psychological factors are
interrelated. For example, when referring to the desire to recover from
physical tiredness, consumers also stated the psychological benefits which
they expected to obtain from the break. Recovery was closely related to
the desire to relax in comfortable surroundings, assessed by using the home
or reference standards relating to prior product experience as the basis

for comparison.

The findings also indicated that primary purchase motives influence the
type and duration of the decision process, especially if the reason for
the purchase is considered to be important. For instance, a consumer who
decides to take an hotel short break because he had been unable to take
a summer holiday, will select the hotel very carefully if a compensatéry

role is attributed to the break.

8.3.2 Ihe xole of product Jinformation

The precise role of product information in the decision process is more
difficult to assess. This is because consumer definitions of the ideal
brochure ranged from a desire for simple, and predominantly visual
information to a preference for detailed descriptive text. Inexperienced
hotel users prefer brochures giving detailed information about the hotel
and the surrounding area, and hotels which had been allocated a full page
in the brochure are preferred to hotels with a smaller space allocation.
This 1s because they are perceived to be more important and therefore better
hotels, and also because more information means less risk of making an

inappropriate choice.

Experienced hotel users are less reliant on brochures, and often question
their reliability and accuracy as a source of product information. They
prefer when necessary, to obtain further information from friends or

business colleagues who share similar experience-based expectations of
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hotels. However, a favourable recommendation will not be accepted unless
the recipient is confident that the person giving the recommendation has

similar preferences and expectations of hotel quality standards.

When inexperienced hotel users seek advice, they prefer to approach people
whom they consider to be product specialists. These include travel agency
and short break reservations staff. They may also try to find out more about
a particular hotel by making a telephone enquiry. If this is not handled
sympathetically, it may lead to the belief that the hotel is impersonal
or unfriendly, resulting in the selection of a rival brand or a different

hotel.

8.3.3 Ihe role of +tha persopal category system during pre-
purchasae

The extent of prior product experience influences pre-purchase decision-
making in several ways. The findings revealed that consumers with extensive
prior experience had developed procedures for comparing and categorising
hotels by type, size, age, ownership énd other relevant variables. This
information constitutes a personal category system which provides a set

of reference standards against which new information can be compared.

As the consumer becomes more familiar with a product category, his lattitude
of acceptance relating to quality standards narrows. The ability to
differentiate between competing brands also improves, making it easier to

categorise product information.

8.3.4 Ihe xole of tho vpersopal rating system _during consump-
tion
The findings show that the assessment procedures used by consumers vary

according to their prior experience of the product category.

In general, experienced hotel users were more critical and more aware of
operational deficiencies than inexperienced hotel users. However, they
were less sensitive to service delivery inconsistencies because they are

more confident of their ability to deal with problems which may arise.

Inexperienced hotel users feel that they are less in control, and because
of this they are more reluctant to complain, even if they feel dissatisfied.
If for example, minor sources of dissatisfaction create a feeling of tension
during consumption, this may overshadow more positive aspects of the
consumption experience. Dissatisfaction caused by ineffective service is

especially potent. This is because inexperienced hotel users may lose self-
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esteem if service delivery is perceived to be unfriendly or threatening.

Prior product experience also influences the operation of the consumerxr’s
persconal rating system. A consumer with extensive prior experience is able
to develop a notional ideal for product performance. This facilitates a
comparative assessment of cost-benefit relationships with reference
standards derived from product wusage. In this way, the consumer can
determine whether current experiences fall within his lattitude of

acceptance for product performance.

The integration of individual asessments within the personal rating system
enables the consumer to determine transient measures of satisfaction (or
dissatisfaction) with the consumption experience. Consumers with 1limited
experience assess product performance in a similiar way, although
assessments are generally made more tentatively. This is because reference
standards for comparative assessment are not as well developed. In the case
of inexperienced hotel users, the reference point used for comparative

assessment is normally provided by the home.

Transient measures of satisfaction provide a mechanism for monitoring
product performance during the consumption period. Continuous updating
occurs as new assessments are made, and the moving average measure of
satisfaction is re-calculated. If for example, a consumer had arrived at
an hotel to find that his reservation details had been mislaid, he may have
felt irritated by the inefficiency and the consequent delay. However, this
negative first impression may be compensated by a favourable assessment
of the hotel if the consumer is satisfied with the design and quality of

guest room decor, furnishings and fittings.

8.3.5 Ihs_:szls_qz_tha_p.e:.mml_nnm_m:mn_dnxing_m:;
£ luati

During post-consumption evaluation, the final, enduring measure of
satisfaction with the consumption experience is calculated by reconciling
transient measures of satisfaction with performance norms for the product
category. These are well established among experienced hotel users, who
are able to evaluation the consumption experience in a systematic, task
orientated way with the aid of a framework of prior experience. In contrast,

inexperienced hotel users may have to react to new product information if

their prototype for evaluating product performance is incomplete.

There were two interrelated <considerations during post-consumption

evaluation; cognitive assessments aggregated within the personal rating
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system and ‘end state’ feelings or affective assessments such as the desire
to feel relaxed and refreshed. If the overall balance of assessments was
positive, the consumer felt satisfied and brand confidence was re-inforced.
When the consumer felt dissatisfied it was caused by the disconfirmation

of expectations and clear recollection of the contributory factors.

In order to elaborate the theoretical framework, it will be necessary to
investigate how closely it relates to the consumer decision process for
hospitality services other than hotel short ©breaks. For example,
operational differences relating to factors such as price, product design
and the duration of consumption may account for different approaches to
decision-making. The implications for further research are discussed at

the end of the chapter.

8.4 Identifving different decision-making strategies

In order to identify the different approaches to the decision process used
by experienced and inexperienced hotel users, it was necessary to compare
and contrast reported behaviour. The research questions in chapter 2 were
derived from the literature review which showed that prior experience with
the product category and personal involvement in the decision process were
promising explanatory variables. This was confirmed by the study findings
reported in chapters 6 and 7 which are summarised below in relation to the

research questions.

(1) The relationship between consumers with extensive prior product
experience and high involvement decision-making.

The experienced hotel user is able to categorise and differentiate between
hotels and leisure break brands. This is because expectations, selection
criteria and procedures are well established. However, the 1level of
involvement in the decision process depends on how confidently the consumer
is able to use established procedures to reduce perceived risk and assess
choice options. If the primary purchase is especially important to the

consumer, it may lead to the adoption of a high involvement approach.

(2) The relationship between consumers with extensive prior product
experience and 1low involvement decision-making.

The ease with which an experienced hotel user is able to make a purchase
decision is <closely related to the extent of product familiarity and
knowledge, personal confidence and the adoption of family decision-making
roles. Product familiarity, derived from experience-based knowledge,

enables the consumer to make consistent and confident decisions. In repeat-
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purchase situations or whenever the consumer can confidently predict hotel
suitability, a low involvement approach is likely to be adopted. There are
however, some circumstances in which a moderate involvement approach will
be used. For example, a shift from low to moderate involvement may occur
during brand switching or if the consumer is responsible for a booking made

on behalf of, or in conjunction with other people.

(3) The relationship between consumers with 1limited prior product
experience and high involvement decision-making.

The inexperienced hotel user may feel the need to become closely involved
in the decision process in order to learn more about the product category
and reauce perceived risk associated with the purchase decision. As the
consumer may be wunfamiliar with price-quality relationships concerning
standards, services and facilities available in the various grades of hotel
accommodation, a more cautious approach is necessary. The ensuing
activities may include consulting with travel intermediaries and
experienced hotel wusers and telephone enquiries made to <central

reservations and hotel staff.

(4) The relationship between consumers with 1limited prior product
experience and low involvement decision-making.

The inexperienced hotel user may adopt a low involvement approach when
deciding to make a return visit to a familiar hotel. This is because the
decision process for a repeat purchase is not constrained by the sense of

uncertainty associated with unfamiliar hotels and brands.

There were however, study examples in which a low involvement approach had
been adopted in conjunction with the selection of an unfamiliar hotel. They
included hotel short breaks motivated by the need to find a house prior
to job re-location and hotel selection motivated by the availability of
indoor leisure facilities suitable for a family activity break. In the
latter example the family had decided that the availability of indoor
leisure facilities at the hotel compensated for the risks associated with
using an unfamiliar hotel. This was because it was felt that an hotel with
indoor facilities was a safer investment against the risk of poor weather
than cheaper, more familiar types of short break package offering only

outdoor 1leisure facilities.

(5) The relationship between the use of assessment criteria and prior
product experience with the product category.

The findings showed that experienced hotel users are able to detect from
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impressions and interactions at the beginning of the consumption period
whether or not their expectations are likely to be fulfilled. This 1is
because prior product experience provides an elaborate frame of reference
against which comparisoné can be made. It also provides a personal
definition of acceptable standards, of which there are a number of key
indicators during the initial stages of the consumption period. They
include procedures for reception and registration at the hotel,
interactions with hotel staff and the assessment of guest room design and

facilities.

The consumer knows from prior experience that the key indicators of service
quality require careful monitoring and appraisal. In so doing, relevant
assessment criteria become established and are routinely used to alert the
consumer to potential sources of dissatisfaction. In this respect
inexperienced hotel users were more hesitant in their approach, and in the
absence of experience-based criteria, comparative assessments were made

against other familiar reference points such as the home.

(6) The relationship between role specialisation and confidence in
the Jjoint decision-making process.

During pre-purchase, role specialisation was associated with convenience
and interest in the various information gathering activities. More female
than male partners were responsible for initiating discussion relating to
the timing of the short break. This was accompanied by preparatory work
such as collecting brochures and identifying possible holiday options for
discussion. Where male partners had business travel experience they tended
to comment on the type and standard of hotels by referring to the brochure

descriptions and photographs.

During the consumption stage, Jjoint assessment focused on comparisons
between hotel standards and the standards of comfort at home. References
to the home were frequently made by female partners who were more dominant
during guest room assessment, particularly in relation to design features
and the artistic aspects of decor, furnishings and fabrics. The assessment
criteria used by male partners were more often associated with functional

requirements, especially if the male partner regularly used hotels 1in

conjunction with business travel.

{(7) The relationship between expectations and prior product experi-
ence.

As noted in the context of the relationship between assessment criteria
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and prior experience, experienced hotel users are sensitive to perceived
key indicators of service gquality, and to environmental design effects.
The hotel environment may be categorised as ‘warm’ and friendly or ‘cold’
and impersonal, depending on how the combined elements of atmosphere and
physical design features are perceived by the consumer. If the service is
efficient but impersonal, and the physical design of the building lacks
personality, this may contribute to a subconscious psychological

impression of coldness, evoking a feeling of detachment or even alienation.

The desirability of contrasting design features and atmospheric effects
was also referred to in the context of food and beverage outlets. A common
criticism of their design, especially of hotel restaurants, is that they
do not have a separate identity, or manage to convey a different atmosphere
from the rest of the hotel. If an hotel is considered to be impersonal,
this is one of the factors which may contribute to a decision not to use

it’s food and beverage outlets.

Inexperienced hotel users were often concerned about the kind of service
they might experience at an hotel. In this respect, they were inclined to
seek reasurance before making a purchase decision by telephoning the hotel
beforehand. The response to the enquiry was regarded as indicative of staff
attitudes at the hotel, making it an important choice determinant. If the
enquiry was handled insensitively, the consumer was inclined to reject the
hotel and in some cases even the short break brand. Interactions with hotel
staff were also considered to be very important during the initial stages
of consumption. When service interactions were perceived as positive and

helpful, they had a confidence building effect on the consumer.

(8) The relationship between prior product experience and the
personal rating system.

The study findings showed that the operation of the personal rating system
is related to the extent of the consumer’s prior experience with the product
category. In order to evaluate the overall experience, the consumer has
to integrate a wide variety of individual assessments. As the assessment
ratings accumulate, the personal rating system facilitates integration and
aggregation to produce a transient measure of satisfaction (or dissatis-

faction) which 1is continuvally updated during consumption.

As the consumer gains experience, so the personal rating system becomes
more sensitive to information, and the consumer feels more confident about

the processes of assessment and evaluation. The experienced hotel user has
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the advantage of being able to use experienced-based criteria in order to
make a rapid assessment of hotel suitability. This helps the consumer to

detect, avoid and resolve potential sources of dissatisfaction.

(9) The relationship between post-consumption evaluation and assess-
ments made during the consumption stage.

The personal rating system has two main functions. It provides a mechanism
for integrating and storing assessments and impressions as they occur, and

it facilitates overall evaluation at the post-consumption stage.

During post-consumption evaluation, the consumer recalls the positive and
negative measures arising from assessments made during consumption. The
purpose of this activity is to determine the extent to which expectations
have been met, and to assess the implications for re-purchasing or modified

decision-making in the future.

Prior product experience has a clearly identifiable role in the evaluative
process, as experienced hotel users were able to evaluate a consumption
experience with the aid of an established prototype for product
performance. Pre-knowledge of key indicators of service quality provides
a set of performance norms against which different aspects of the
consumption experience <can be compared. Hence, evaluation was task
orientated, guided by clearly established objectives and procedures.
Inexperienced hotel wusers were less well prepared to evaluate the
consumption experience, because their frame of reference was not as
detailed, or the evaluation process as well established. Consequently,
evaluation was not as well focused, and took longer than for experienced

hotel users because of the need to react to new information.

(10) The relationship between post-consumption evaluation and brand
evaluation.

In distinguishing between transient and enduring measures of product
performance, it is important to note the influence of the final measure
of satisfaction (or dissatisfaction) on brand attitudes and consequent
purchase behaviour. Satisfaction will re-inforce positive brand attitudes,
contributing to the development of brand loyalty. Conversely, dissatis-
faction may lead to modifications in the approach to the decision process,
with the pre-purchase stage becoming longer and more involved, especially
if the consumer decides to try a different brand on the next purchase

occasion,
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8.5 Emerging ~ issues  for hospitality  marketing

A number of practical implications for hospitality marketing have emerged
from the study. They are identified below in relation to three important

themes, together with recommendations for:

(1) Planning promotional strategies;
(2) Improving internal marketing potential;
(3) Monitoring the consumption environment.

8.5.1 RPlaoning  promotional  strategies

As return on investment is intangible, it is important that marketing
promotions for hospitality services portray brand attributes accurately
and effectively. One of the problems associated with packaging hotel short
breaks is that product information may contain sources of dissonance. If
for example, the consumer considers the brochure layout to be ineffective,
or the information conveyed by text and photographs to be unclear, then
he may feel the need to seek further clarification. This can be quite a
complex task, involving telephone enquiries direct to the short break
operator or hotel, if the retailer is unable to provide the requested
information. To make information search and selection as easy as possible
for the consumer, the producer should ensure that the services and
facilities available at each hotel featured in the brochure are clearly

described and portrayed.

The problem of finding an approﬁriate balance between the need to be
concise, and the provision of detailed information can be resolved with
an appropriate research focus. This should aim to identify how the
approaches adopted by experienced and inexperienced hotel users affect
information needs. In particular, how different purchase motives lead to
the requirement for diffelrent kinds of information. For example, the
information sought by a consumer will vary depending on whether the short
break is to be taken with or without the family, in conjunction with business

travel or in association with other pre-arranged activities.

8.5.2 XImproving — internal _ marketing _ potepntial

Although marketing activities are more usually associated with the external
business environment, the potential for improving internal marketing
effectiveness should not be overlooked. A consumer audit can be used to
appraise the existing potential. The purpose of this is to monitor the
consistency of service delivery. It should consider the key elements of
the consumption experience which are: interactions between the consumer

and the producer, producer systems, other consumers and the physical
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environment.

The study findings indicate that a high proportion of consumers are

unfamiliar with the hotel environment, and therefore producers should:

(1) Design the service production/delivery system so that operational

procedures are clearly explained to consumers;

(2) ~ Ensure that the internal market is effectively served by
promotional material such as brochures, leaflets, in-house
magazines, merchandising and signage which is designed to meet

the information needs of target consumer groups.

8.5.3 Monitoxing the ~ consumption _ environment

The interactions between consumers and service staff at reception and in
other ‘front 1line’ areas such as bars and restaurants provide natural
opportunities for internal marketing. However, if they are not seen as
marketing opportunities or managed in a positive way, they are unlikely
to have the desired impact on the consumer. In order to maximise internal

marketing opportunities, managers should:

(3) Employ staff with the capacity to cope effectively with the work-
related pressures of their operational role, and who are sensitive

to the varying needs of different consumer groups;

(4) Ensure by way of a continuous programme of personal development
that front line staff are aware of the influential role they have
in dealing with consumers, and thereby the need to respond

positively to every forseeable kind of service interaction.
To maintain the effectiveness of front 1line staff, managers should:

(5) Ensure that staff have the freedom to initiate effective solutions
to consumer requests, and wherever possible, delegate responsi-

bility to enable them to make rapid decisions;

(6) Listen to the suggestions coming from both front line and support
staff, encourage new ideas and reward staff when their suggestions

have been accepted and effectively implemented.

The consequences of consumer dissatisfaction were identified in chapter
7. They are principally negative word of mouth communications and brand

switching. To reduce the incidence of negative post-consumption evalu-
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ation, managers should:

(7) Ensure that 1lines of communication are always open between
managers, supervisors and staff so that ineffective policy and

practice can be rapidly identified and rectified;

(8) Monitor the overall effectiveness of the internal marketing
strategy to ensure that it is acceptable to consumers and

compatible with external marketing activities.

8.6 Rirxaectiopas _ for  furthex = reseaxch
The theoretical framework emerging from the study supports4the hypothetical

model of the consumer decision process for hospitality sexvices. 1In
addition, the study findings have shown the interrelationship between prior
pro&uct experience and involvement during the consumer decision process.
In order to elaborate the framework and to explore it’s relationships in
more detail, follow-up studies will be necessary. In particular, they
should address the need for comparative research in other sectors of the
hospitality industry, and the need to quantify relationships so that the

theory can be developed in more detail and with greater precision.

By conducting further research, it will be possible to develop a new
typology for hospitality services so that consumers can be grouped and
segmented by decision process characteristics. The main benefits of this
approach are that it will provide a more accurate predictor of purchase
behaviour and reveal in more detail the kind of decision support that the

producer should provide.

Although prior product experience is important, there are other factors
which may help to explain the decision process. These include the
relationships between purchase motives and decision process involvement;
the influence of age, 1lifestyle and situational determinants on the
decision process and the role of the personal rating system during

consumption and post-consumption evaluation.

8.7 Stud hi ! . limitati

The decision to undertake a theory generating study was made because of
the absence of consumer decision-making theory for the Thospitality
industry. By using an exploratory approach, the study has succeeded in
revealing the nature and characteristics of the consumer decision process

for hospitality services. This area had not been systematically
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investigated before, and the consequent theoretical framework provides a

foundation for further research.

The findings are also relevant to the advancement of marketing practice
in the hospitality industry as they have illustrated the potential value
of market segmentation based on product experience and involvement. This

approach 1is relevant to both external and internal marketing activity.

The main advantage of the theory generating approach used in the study was
that it was grounded in the research data. There were however, several
limitations. The need to concentrate the research effort in the hotel sector
of the industrf, and on the individual leisure segment to the exclusion
of corporate business, group travel or other segments, indicates the need

for futher work.

The theoretical framework represents an inital step towards explaining the
consumer decision process for hospitality services. In order to extend and
elaborate the theory, there are several issues which will require further
attention. Firstly, it will be necessary to investigate the relationships
between decision process variables in more detail. Secondly it will be
necessary to investigate the differences between consumer decision-making
across the range from standardised to personalised hospitality services.
This will also involve investigating a variety of different consumption
environments. The outcome of this work will be a comprehensive theory, which
will have a valuable role in designing, managing and marketing consumer

orientated hospitality services.
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Appendix 1

Kelly’s theory of personal constructs

Kelly's theory of persanal constructs (1955; 1963) consists of a central statement termed the *fundamental postulate’ which is
elaborated by a series of eleven corollaries which are summarised below.
Fundamental postulate:

**A person’s processes are psychologically channelized by the ways in which he anticipates events.”

Mental or cognitive activity is assumed to operate through a network of flexible and frequently modified pathways or channels.
This structure is created by the individual to provide guidance on current and future actions.

The statement reflects an interest in the actions of the individual, rather than concemn for the way in which the actions might
ideally be carried out. Of central importance to the theary are the predictive and motivational features of the individual’s
cognitive structure. In particular, the way in which the structure helps the individual to interpret and anticipate events.

(1)  Construction corollary:

**A persan anticipates events by construing their replications'”

The individual intexprets what they have construed within a framework of meaning. The framewark is composed of constructs
which have both similarity and contrast elements, When the individual acquires knowledge and/or experience of particular
events by recognising their beginnings and endings and by construing their similarities and contrasts, it becomes possible to
predict their outcomes. The ability to forsee outcomes thereby enables the individual to anticipate events.

(2)  Individuality corollary:

*‘Persons differ from each other in their construction events.”*

The emphasis placed on the anticipation of events in the fundamental postulate recognises that people differ from each other,
and use different approaches to anticipate the same events. The assumption is that no two people will share exactly the same
experience of an event in which they are the central figure, or events where others are central figures. However, individuals can
find common ground by accommodating the experiences of others along with their own.

(3)  Organization corollary:

**Each person characteristically evolves, for his convenience in anticipating events, a construction system embracing ordinal
relationships between constructs.”

Kelly views the systematic arrangement of personal constructs as a powerful determinant of personality. The system is
continually evolving in arder to minimise sources of incompatability which may cause the individual to make contradictory

Organisation within the construct system is assisted by many levels of ordinal relationships. These are created when ane
construct subsumes a second construct as one of its elements. These are termed superordinal and subordinal relationships
respectively. In this way constructs are built into hierarchies which provide the mechanism for anticipating events.

(4)  Dichotomy corollary:

**A person’s construction system is composed of a finite number of dichotomous constructs.”

Cross-referencing of the hierarchy of ordinal relationships embraces different forms of construct, which are differentiated by
their dichotomous elemnents of similarity and contrast. Constructs are composed of at least two elements which are similar, in
contrast from a third element. They combine to form a finite number of channels which structure cognitive processes. The
assumption is that to think about something, the individual must use the network of channels he has created. New chanmnels of
thought are created by a new combination of existing channels.

(5)  Choice corollary:

** A person chooses for himself that alternative in a dichotomized construct through which he anticipates the greater possibility
for extension and definition of his system.”

If the individual’s thinking is psychologically guided by the ways in which he anticipates events, options which are presented
in a dichotomous way make choice more obvious, Whenever the individual is faced with a choice in this way, he will tend to
choose in favour of the altemnative which seems to provide the most effective basis for anticipating the ensuing events. This
assumes that selection is influenced by the relative valucs mvested in the ends of his dichotomies. Same of the values are quite
transient and have short term relevance, others are more stable and represent guiding principles.

The act of making a choice means that the individual becomes involved in the process of selecting an altemative, This may be
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influenced by the possibilities for enhancing or elaborating the construct system. Kelly uses the term ‘elaborative choice’ to
explain the individual's tendency to want to make his system *‘more explicit and clear cut’’. By becoming more certain about
fewer things, or more aware of more things events are thought to be more easily anticipated.

(6)  Range corollary:

** A construct is convenient for the anticipation of a finite range of events only.” -

The influence of personal constructs is limited by their focus and range of convenience. For example a construct of tall versus
short has a well defined range of convenience because it refers to the logical concept of measurement. However, individuals
will differ in the way they apply a construct like for example, respect versus contempt. Some might apply it broadly in many
situations, others in a narrower range of contexts,

(7)  Experfence corollary:
** A persan’s construction system varies as he successively construes the replications of events.”

The objective of psychological processes is to anticipate events. As events occur, the individual is encouraged to place new
constructions upon them, particularly whenever something unexpected happens. The succession of events also represents a
validation process since it continually tests an individual's construct system. Experience is likely to influence the progressive
evolution of the construction system as the individual’s *‘working hypotheses’* or expectations are challenged.

(8) Modulation corollary:

““The variation in a person’s construction system is limited by the permeability of the constructs within whose range of
convenience the variants lie.”” -

A construct is ‘permeable” if it will admit to its range of convenience new elements which are not yet construed within its
framework. There are likely to be different degrees of permeability. Far example, one individual’s construct of good versus
bad might be sufficiently permeable to permit him to see many new ideas as good or bad. Another individual may already have
an extensive set of labels, and so it is less certain that new ideas on this construct will be accommodated.

The way in which constructs are used by individuals may vary, if their meaning changes over time. For example, the construct
of fear versus domination may assume the new meaning of respect versus contempt. Whereas once an individual may have
divided his acquaintances between those he was afraid of and those whom he could dominate, he may, as he grows more
manure, divide his acquaintances between those whom he respects and those whom he holds in contempt. In order to make
this transition, another construct is needed within whose range of convenience the fear versus domination construct lies, and
which is sufficiently permeable to admit the new idea of respect versus contempt. The two constructs, the old and the new, are
termed the variants.

(9) Fragmentation corollary:

“A person may successively employ a variety of construction subsystems which are inferentially incompatible with each
other.”

An individual may sometimes use construct subsystems which are incompatible with each other. This means that evaluations
may not agree with established knowledge or experience. This accounts for illogical actions, as patterns of behaviour are not
strictly rational in nature.

As the personal construct system evolves in response to change, the individual must accommodate new information. If the
relevant constructs are impermeable, one or more of them may need to be abandoned. This may lead to the formation of
subsystems which contain temporary inconsistencies.

(10) Commonality corollary:

*“To the extent that one person employs a constructian of experience which is similar to that employed by another, his
psychological processes are similar to those of the other person.”

It is possible for two people to be involved in the same events, but because they construe them differently, they will anticipate
and behave differently as a consequence. However, if two people share a similar view of their sucessive interpretations, their
behaviour may exhibit similar characteristics. Therefore it is similarity of current constructions-of the experience, rather than
the experience itself, which provides the basis far similarity of action.

(11)  Seciality corollary:

“To the extent that one person construcs the construction process of another, he may play a role in a social process involving
the other person.”

Participation in interpersonal social processes involves a certain degree of shared understanding, agreement and acceptance.

If an individual can predict what others will do, he can if so desired, adjust to their behaviour. The ability to see the perspective
of others’ is an important aspect of social leadership.
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Appendix 2

Comparison groups: statistics and definition

11  Indirect comparison groups

111 e mem

Age group: Respondents; Percentage:

Under 30 ® 06%

319 2 36%

4049 16 2%

5059 0 18%

60 or over . & 11%

Total: 3 100%

112  Estimated socio-economic (SE) group membership:

SE group: Respondents: Percentage:

A B 3%

B U %

C1 ® 1%

Q @ 0%

D a 0%

Total: K 100%

21  Direct comparison groups

211  Primary motives for taking an hote] short break

1 To coincide with attending a pre-arranged event (12) (33%);

2 In response to the need for a break from family / domestic commitments / routine problems / employment related
pressures (4) (11%);

3 In response to a desire to relax / recover in different / comfortable / surroundings (9) (25%);

4 In response to a desire to visit a particular town / region / hotel / somewhere new (6) (17%);

5 To compensate for a missed summer (main) holiday opportunity 2) (6%);

6 For the specific benefits derived from taking short breaks on a regular / seasonal basis (3) (8%).

212  (lassification of prior t experience:

3] First Highlife Breaks experience (20) (56%)

™ Experienced one or more prior Highlife Breaks (16) (44%)

[1+2] Experienced hotel users

[3+4] Inexperienced hotel users

1 Very extensive prior hotel experience over a number of years and in a variety of different usage contexts and places,
inchuding overseas travel (6) (17%);

2

Substantial prior hotel experience, mainly in connection with regular hotel short breaks and/or business travel (15)
42%);
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213

Limited hotel experience, mainly in connection with occasional short breaks taken over the last few years and/or
infrequent business travel (13) (36%);

No prior experience of three or four star category rated hotel accommodation (2) (5%).

Classification of product involvement:

High personal involvement (6) (17%) Characterised by extensive information search with special importance attached
1o selection criteria and expectations. Associated activities may include telephone calls to verify information and the
consultation of intermediaries such as travel agency staff or friends with relevant hotel experience. The purchase
decision is likely to be based on a detailed assessment of a wide range of information from a variety of different
sources.

Moderate personal involvement (13) (36%)

Characterised by some evidence of systematic search, and selection criteria which may be derived from prior product
experience. Search activities are focused on the collection and assessment of brochures. The purchase decision is
likely to be based on a combination of information from extemnal sources and knowledge gained from prior product
experience. :

Low personal involvement (17) (47%)

Characterised by little or no external information search, and reliance on product knowledge established from prior
experience. Although brochures may be consulted during selection, the dominant factars affecting the purchase
decision are prior experience and personal confidence arising from familiarity with the product field.
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KG:
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e t classjfication summ
Respandent mumber (01-36)

Age group membership:
1 (under 30)

2(31-3%9)

3(4049)

4(30-59)

5 (60 or over)

Estimated socio-economic group membership (A-D)

Primary purchase motive:

1 (In conjunction with a pre-arranged event)

2 (Need for a break from the domestic routine)

3 (Desire to relax in comfortable surroundings)

4 (Desire to visit a particular town/region/hotel)

5 (To compensate for amissed summer holiday)

6 (For specific benefits derived from a short break)

Prior product experience: )

1 (Very extensive prior hotel experience)

2 (Substantial prior hotel experience)

3 (Limited prior hotel experience)

4 (No prior experience of 3/4 star rated hotels)

[F] First Highlife Breaks hotel short break
[*] Experienced one ar more prior Highlife Breaks

Profile of product involvement:

[H] High involvement - extensive information search

{M] Moderate involvement - focused information search
[L] Low involvement - limited information search
Number of ideas entered into the cognitive model
Number of relationships entered into the cognitive model
Number of key idea groups created in the cognitive model
Number of maps pnmcd from the cognitive model
Representation in chapters 6 and 7:

Y (Maps from the model included in chapters 6 and/or 7)
N (Maps from the model not included in chapters 6 and/ar 7)

255



\

References and bibliography
AHTOLA, O.T. (1979). An empirical investigation of the evaluative aspect of certamty/imcertainty. ln: ADVANCES IN
CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Association far Consumer Research, Arm Arbor: 345-349.

AJZEN, L and FISHBEIN, M. (1977) Atimde-behavior relations: A thearetical analysis and review of empirical research. Psy-
chological Bulletin 84: 888-918.

ALBA, J.W and HUTCHINSON, J.W. (1987) Dimensions of consumer expertise. Journal of Consumer Research 13 (March):
411454,

ANDERSON, PF. (1983) Marketing, scientific progress, and scientific method. Journal of Marketing 47 (Fall): 18-31.

ANDREASEN, A.R. (1984) Life status changes and changes in consumer preferences and satisfaction. Joumal of Consumer
Research 11 (December): 784-7%4.

ARMISTEAD, C. (1990) Productivity and effects on quality in service operations. Jn: Managing and Marketing Services into
the 1990's, ed. by R. Teare, L. Moutinho and N. Morgan. London: Cassell (forthcoming)

ARNDT, I. (1976) Reflections on research in consumer behaviar. In: ADVANCES IN CONSUMER RESEARCH, Vol.3, ed.
by R E. Anderson. Association for Consumer Research, Ann Arbor: 213-221.

ASSAEL, H. (1984) Consurner behavior and marketing action. (Boston, MA: Kent).

BAGOZZI, RP. (1984) A prospectus for theary construction in marketing. Journal of Marketing 48 (Summer): 11-29.
BAILYN, L. (1977) Research as a cognitive process: implications for data analysis. Quality and Quantity 11: 97-117.
BAKER, MLJ. (1981) Services: salvation or servitude? The Quarterly Review of Marketing 6 3): 7-18.

BAKER, MLJ. (1986) The theary and practise of marketing. Food Marketing 2 (3): 3-19.

BAUER, RA. (1960) Consumer behaviour as risk taking. In: DYNAMIC MARKETING FOR A CHANGING WORLD, ed.
by R. S. Hancock. American Marketing Association, Chicago: 389-398.

BEARD, J.G. and RAGHEB, M.G. (1980) Measuring leisure satisfaction. Journal of Leisure Research 12 (1): 20-33.

BEARD, 1.G. and RAGHEB, M.G. (1983) Measuring leisure motivation. Journal of Leisure Research 15 (3): 219-228.
BEATTIE, A.E. (1981) Effects of product knowledge on comparison, memory, evaluation, and choice: A model of expertise in
consumer decision-making. In: ADVANCES TN CONSUMER RESEARCH, Vol. 9, ed. by A. Mitchell. Association for
Consumer Research, Am Arbor: 336-340.

BELCH,M.A,, BELCH, G.E. and SCIGLIMPAGLIA, D (1979) Conflict in family decision making: An explaratory
investigation. lh: ADVANCES IN CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Associatian for Consumer Re-
search, Ann Arbor: 475-479.

BELK, R'W. (1974) An exploratory assessment of situational effects in buyer behavior. Journal of Marketing Research, 11
(May): 156-163,

BELK, R.-W. (1975) Situational variables and consumer behaviar. Jounal of Consumer Research 2 (December): 157-164,

BELK, R.W. (1979) Effects of consistency of visible consumption patterns on impression formation. In: ADVANCES IN
CONSUMER RESEARCH, Vol. 7, ed. by J. C Olson. Association for Consumer Research, Ann Arbor: 365-371.

BETTMAN, JR. and ZINS, M.A. (1977) Constructive processes in consumer choice. Journal of Consumer Research 4
(September): 75-85.

BETTMAN, JR. (1979) An information processing theory of cansumner choice. (Reading, MA: Addison-Wesley).
BETTMAN, JR. (1979a) Memory factors in consumer choice: A review. Journa] of Marketing, 43 (Spring): 37-53.

BETTMAN, J.R. and PARK C.W. (1980) Effects of prior knowledge and experience and phase of the choice process on
consumer decision processes: a protocol analysis. Journal of Consumer Research 7 (December): 234-248.

256



BETTMAN, JR. (1981) A functional analysis of the role of overall evaluation of altematives in choice processes. ln: AD-
VANCES IN CONSUMER RESEARCH, Vol 9, ed. by A. Mitchell. Association for Consumer Research, Arm Arbor: 87-93,

BIEHAL, GJ. (1983) Consumers’ prior experiences and perceptions in auto repair choice. Joumnal of Marketing 47 (Sum-
mer) 8291,

BIEHAL,G and CHAKRAVARTID. (1981) Exploring memory processes in consumer choice. Jn: ADVANCES IN
CONSUMER RESEARCH, Vol. 9, ed. by A. Mitchell. Association for Consumer Research, Ann Arbor: 65-73.

BIEHAL, G. and CHAKRAVARTIL, D. (1983)Informauonacc$sibilnyasamodamorofomsmnu'dlowc. Joumal of
Consumer Research 10 (June): 1-14.

BLATTBERG, R.C. and SEN, S K. (1976) Market segments and stochastic brand choice models. Journal of Marketing
Research 13 (February): 3445.

BLOCH, PH. (1981) Involvemnent beyond the purchase process: Conceptual issues and empirical investigation. In: AD-
VANCES IN CONSUMER RESEARCH, Vol 9 ed. by A Mitchell. Association far Consumer Research, Ann Arbor: 413-417.

BLOCH, PH and RICHINS, M.L. (1983) A theoretical model for the study of product importance perceptions. Journal of
Marketing 47 (Summer): 69-81.

BOGDAN, R. and TAYLOR, SJ. (1984) Introduction to qualitative research methods. (New York: John Wiley).

BRANTHWALITE, A. (1983) Situations and social actions: Applications for marketing of recent theories in social psychology.
Journa) of the Market Research Society 25 (1): 19-38.

BROWN, G.W. (1973) Same thoughts on grounded theory. Sociclogy 7: 1-16.
BULMER, M. (ed.) (1984) Sociological research methods: An introduction. (London: MacMillan).

BURGESS, J. (1982) Perspectives on gift exchange and hospitable behaviour. International Journal of Hospitality
Management 1 (1) 49-57.

BURGESS, RG. (1982) The unstructured interview as a conversation. In: Ficld research: A sourcebook and field manual, ed.
by R G. Burgess. (London: George Allen and Unwin).

BURNKRANT, R.E. and COUSINEAU, A. (1975) Informational and normative social influence in buyer behavior. Journal of
Consumer Research 2 (December): 206-215.

BURNS, AL and GRANBOIS, D.H. (1979) Advancing the study of family purchase decision making. Jn: ADVANCES IN
CQONSUMER RESEARCH, Vol. 7, ed. by J.C. Olson. Association for Consumer Research, Ann Arbor: 221-226.

BUTTLE, FA. (1986) Unserviceable concepts in service marketing. The Quarterty Review of Marketing 11 (3): 8-14.

BUTTLE, F.A. (1986a) Hotel and food service marketing. (Eastboume: Holt, Rinehart and Winston).

CADOTTE, ER., WOODRUFF, RB. and JENKINS, R.L. (1987) Expectations and norms in models of consumer
satisfaction. Journal of Marketing Research 24 (August): 305-314.

CALANTONE, RJ. and SAWYER, A G. The stability of benefit segments. Journal of Marketing Research 15 (August): 395-
M.

CAMPBELL-SMITH, G. (1967) Marketing of the meal experience: A fundamental approach. (Guildford: University of Surrey
Press).

CAPON, N. and BURKE, M. (1980) Individual product class and task-related factors in consumer information processing.
Jouma] of Consumer Research 7 (3): 314-326.

CASSEE, E. (1983) Introduction. Jy: The management of hospitality, ed. by E. Cassee and R. Reuland. (Oxford: Pergamon).

CHERON, EJ. and BRENT RICHIE, J.R. (1982) Leisure activities and perceived risk. Journa] of Lejsure Research 14 (2):
13154.

CHURCHILL, G.A. and SURPRENANT, C. (1982) An investigation into the determinants of customer satisfaction. Jounal
of Marketing Research 19 (November): 491-504,

257



CLAXTON, I.D., FRY, JN. and PORTIS, B (1974) A taxonomy of pre-purchase information gathering pattems. Journal of
Consumer Research 1 (3): 3542.

CORFMAN, K.P and LEHMANN, DR. (1987) Models of cooperative group decision-making and relative influence: An
experimental investigation of family purchase decisions. Joumnal of Consumer Research 14 (June): 1-13.

DAVIS, H.L. and RIGAUX, B.P (1974) Perception of marital roles in decision processes. Journal of Consumer Research 1
(Fune) 51-61.

DAVIS, H1. (1976) Decision making within the household. Journal of Consumer Research 2 (March): 241-260.

DEAN, J.P. EICHHORN, R.L. and DEAN, L R. (1969) Limitations and advantages of unstructured methods In: Issues in
participant observation: A text and reader, ed. by G. J. McCall and J. L. Simmons. (Reading MA: Addison-Wesley).

DESHPANDE, R. (1983) **Paradigms Lost" on theory and method in research in marketing. Journal of Marketing 47 (Fall):
101-110.

DICKSON, M. (1986) Review of current hotel advertising. Hospitality (March): 24,

DICKSON, PR. (1982) Person-situation: Segmentation’s missing link. Journal of Marketing 46 (Fall\: 56-64.

DIESING, P.R. (1972) Pattems of discovery in the social sciences. (Chicago: Aldine).

DOSWELL, R and GAMBLE, PR. (1979) Marketing and planning hotels and tourism projects. (London: Hutchinson): 19-20,

DUNCAN, CP and OLSHAVSKY, R.W. (1982) Extemal search: the role of consumer beliefs. Jounal of Marketing Research
19 (February): 3243.

EDEN, C. (1979) Participating in decisions. Unpublished manuscript, University of Bath.
EDEN, C., JONES, S. and SIMS. D (1979) Thinking in organizations. (London: MacMillan).
EDEN, C. and JONES, S. (1980) Publish or perish? - A case study. Joumal of the Operational Research Society 31: 131-139.

EDEN, C., SMITHIN, T. and WILTSHIRE, J. (1980) Cognition, simulation and leaming. Journal of Experimental Leaming
and Simulation 2: 131-143.

EDEN, C,, JONES, S., SIMS, D and SMITHIN, T. (1981) The intersubjectivity of issues and issucs of intersubjectivity.
Journal of Management Smdies 18 (1): 3747.

EDEN, C., JONES, S. and SIMS, D. (1983) Messing about in problems. (Oxford: Pergamon).

EDEN, C., SMITHIN, T. and WILTSHIRE, J. (1985) Cognitive policy evaluation user guide. (Bath Sofiware Research:
University of Bath).

EHRENBERG, A.S.C. (1969) Towards an integrated theory of consumer behaviour. Joumnal of the Market Research Society
11 @x305-337.

EHRENBERG, A S.C. (1974) Repetitive advertising and the consumer. Journal of Advertising Research 14 (2): 25-34.

EHRENBERG, A.S.C. and GOODHARDT, GJ. (1980) How advertising warks. Understanding buyer behaviour. (New Yorkc
J. Walter Thompson/Market Research Society of America).

ENGEL, JF.,KOLLAT, D.T. and BLACKWELL, RD. (1968) Consumer behavior. (New Yorkc Holt, Rinehart and Winston).
ENGEL, J.F and BLACKWELL, R.D. (1982) Consumer behavior. (New Yark: The Dryden Press).
ENGEL, JF.,BLACKWELL, R.D. and MINIARD, P.W. (1986) Consumer Behavior. (New York: The Dryden Press).

ENGLISH TOURIST BOARD/MAS SURVEY RESEARCH (1982) The short holiday market. (London: English Tourist
Board).

EUROMONITOR (1987) Weekend breaks and day trips. (London: Euromonitor Publications Limited).

EUROMONITOR (1987a) UK hotels in the 1980s. (London: Euromanitor Publications Limited).

258



FARLEY, J.U. and RING, L.W. (1970) An empirical test of the Howard and Sheth model of buyer behavior. Joumnal of
Marketing Research 7 (November): 427-438.

FARLEY, J.U. and RING, L.-W. (1974) Empirical specification of a buyer behavior model. Journal of Marketing Research 11
(February): 89-96

FESTINGER, L. and KATZ, D. (1966) Research methods in the behavioral sciences. (New York: Holt, Rinehart and
‘Winston).

FISHBEIN, M and ATZEN, L. (1974) Attitudes toward objects as predictors of single and multiple behavorial criteria.
Psychological Review 81 (1) 59-74.

FISHBEIN, M. (1979) An overview of the attitude construct. n: A LOOK BACK, A LOOK AHEAD, Proceedings of the 10th
Aninide Research Conference, ed. by G. B Hafer. American Marketing Association, Chicago, 1980:1-19.

FISHBEIN, M. (1981) The search for attitudinal-behavioral consistency. In: Perspectives in Consumer Behavior, ed. by H. H.
Kassarjian and T. S. Robertson. (Glenview, Ilinois: Scott Foresman).

FLETCHER, K. (1986) Search behaviour: An analysis of information collection and usage during thcdcclsm;mccss PhD.
thesis: University of Strathclyde, Department of Marketing.

FLETCHER, K. (1987) Evaluation and choice as a satisficing process. Jounal of Marketing Management 3 (1): 13-23.

FLETCHER, K. (19872) Communication and the nature of consumer decision processes. Marketing Intelligence and
Planming 5 (3):20-26.

FOXALL, GR. (1980) Academic consumer research: Problems and potential. European Research 8 (1): 20-23.
FOXALL, G.R. (1980a) Marketing models of buyer behaviour: A critical review. European Research 8: (5): 195-206.

FOXALL, G.R. (1983) Marketing’s response to consumer behaviour: Time to promote a change? The Quarterly Review of
Marketing 8 @): 11-14.

FOXALL, G.R. (1983a) Consumer choice. (London: Macmillan).
ROXAILL, GR. (1984) Consumers’ intentions and behaviour. Journal of the Market Research Society 26 (3): 231-241.

FOXALL, G.R. (1984a) Evidence for attilndinal-behavioural consistency: Implications for consumer research paradigms.
Journal of Economic Psychology 5: 71-92.

FOXALL, G.R. (1984b) Predicting consumer choice in new product development: attitudes, intentions and behaviour
revisited. Marketing Intelligence and Plarming 2: 37-52.

FOXALL, G.R. (1986) Consumer theory: some contributions of a behavioural analysis of choice. MamgememB‘bhgm;
and Reviews 12 () 27-51.

FURSE, D.H., PUNJ, GN. and STEWART, D.W. (1981) Individual search strategies in new automobile purchases. In:
ADVANCES IN CONSUMER RESEARCH, Vol 9, ed. by A. Mitchell. Association far Consumer Research, Arm Arbor: 379-
334,

FURSE, DH,,PUNJ, GN. and STEWART, D.W. (1984) A typology of individual search strategies among purchases of new
automobiles. Journal of Consumer Research 10 (March): 417-431.

GARDENER, MP. (1981) Attribute determinance: A function of past memory and external factors. ln: ADVANCES IN
CONSUMER RESEARCH, Vol. 9, ed. by A. Mitchell. Association for Consumer Research, Ann Arbor: 177-181.

GLASER, B.G. (1978) Theoretical sensitivity: advances in the methodology of grounded theory. (Mill Valley, CA: Sociological
Press).

GLASER, B.G. and STRAUSS, A.L. (1967) The discovery of grounded theory: strategies for qualitative research. (Chicagoe
Aldine). '

GOLDBERG, SM. (1981) An empirical study of Lifestyle carrelates to brand loyal behavior. Jn: ADVANCES [N CONSUMER
RESEARCH, Vol 9, ed. by A. Mitchell. Association for Consumer Research, Ann Arbor: 456-460.

259



GOODFELLOW, J H. (1983) The marketing of goods and services as a multi-dimensional concept. The Quarterty Review of
Marketing 8 Bx 19-27.

GRANZIN, K L. and SCHIELDERUP, K H. (1981) Situation as an influence on anticipated satisfaction. Jn: ADVANCES IN
CONSUMER RESEARCH, Vol 9, ed. by A. Miichell. Association for Consumer Research, Anm Arbor: 234-238.

GRASHOF, IF and DIXON, D.F. (1979) The household: The *“proper’’ model for research into purchasing and consump-

tion behavior. Jn: ADVANCES IN CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Association for Consumer Re-
search, Ann Arbar: 486-491.

GRONROOS, C. (1978) A service-ariented approach to marketing of services. European Journal of Marketing 12 (8): 588-601.

GUMMESSON, E. (1987) Marketing - A long term interactive relationship: Contributions to a new marketing theory. (Stock-
holm, Sweden: Marketing Technology Center).

GUMMESSON, E. (1988) Qualitative methods in management research. (Bromley: Chartwell-Bratt).

GUMMESSON, E. (1990) Marketing organisation in service businesses: The role of the part-time marketer. li: Managing and
Marketing Services into the 1990's, ed. by R. Teare, L. Moutinho and N. Morgan. London: Cassell (forthcoming).

HANSEN, F. (1976) Psychological theories of consumer chaice. Journal of Consumer Research 3 (December): 117-142.

HAVLENA, WJ. and HOLBROOK, M.B. (1986) The varieties of consumption experience: Comparing two typologies of
emotion in consumer behaviar. Journal of Consumer Research 13 (December): 394-404.

HAWKER, R. (1982) The interaction between murses and patients® relatives. Ph.D. thesis: University of Exeter, Department of
Sociology.

HEFFRING, M_P. (1979) Measuring family decision making: problems and prospects. i: ADVANCES [N CONSUMER
RESEARCH, Vol. 7, ed. by J. C. Olson. Association far Consumer Research, Ann Arbor: 492-498.

HIRSCHMAN, E.C. (1979) Concept formation, product conceptualization and cognitive development. ln: ADVANCES IN
CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Association for Consumer Research, Ann Arboar: 405-410.

HOLMAN, TB. and EPPERSON, A (1984) Family and Jeisure: A review of the literature with research recommendations.
Journal of Leisure Research 16 (4% 277-2%4.

HOSPITALITY (1986) Briefing: Advertising: the big spenders. (September): 2-3.
HOWARD, J.A. and SHETH, JN. (1969) The theory of buyer behavior. New Yark: Johm Wiley).
HOWARD, JA. and SHETH, JN. (1983) Marketing theory of the firm. Journal of Marketing 47: 90-100.

HOWES, D and ARNDT, J. (1979) Determining consumer satisfaction through benefit profiling. European Joumal of
Marketing I3 (8): 284-2%8.

HUNT, S.D. (1983) General theories and the fundamental explananda of marketing. Journal of Marketing 47 (Fall): 9-17.
IRONS, K. (1983) How to manage services. Management Today (November): 90-168.

JACOBY, J.,SPELLER, D.E. and KOHN, C.A. (1974) Brand choice behaviour as a function of information load. Journal of
Marketing Research 11: 63-69.

JACOBY, J., SPELLER, D.E. and KOHN BERNING, C.A. (1974a) Brand choice behaviour as a function of information load:
Replication and extension. Journal of Consumer Research 1 (June): 3342,

JACOBY, J., CHESTNUT, RW., WEIGHL, K.C. and FISHER, W. (1976) Pre-purchase infarmation acquisition: description
of a process methodology, research paradigm and pilot investigation. Jn: ADVANCES IN CONSUMER RESEARCH, VoL
3, ed. by R. E. Anderson. Association for Consumer Research, Ann Arbor: 306-314.

JACOBY, J., CHESTNUT, R.W. and SILBERMAN, W.S. (1977) Consumer use and comprehension of nutrition information.
Joumnal of Consumner Research 4 (September): 119-128.

JACOBY, J. (1978) Consumer research: A state-of -the-art review. Joumnal of Marketing 42 (January): 87-96.

260



JACOBY, J., CHESTNUT, J.W. and FISHER, W A. (1978) A behaviaral process approach approach to information acquisi-
tion in nondurable purchasing. Journal of Marketing Research 15 (November): 532-544.

JENKINS, R.L. (1979) Contributions of theory to the study of family decision-making. Jn: ADVANCES IN CONSUMER
RESEARCH, Vol. 7, ed. by J. C. Olsan. Association for Consumer Research, Ann Arbor: 207-211.

JOHNSON, EJ. and RUSSO, J.E. (1980) Product familiarity and leaming new information. In: ADVANCES IN CONSUMER
RESEARCH, Vol. 8, ed. by K. Monroe. Association for Consumer Research, Am Arbor: 151-155.

JONES, S. (1981) Listening to complexity - analysing qualitative marketing research data. Journal of the Market Research
Society 23 (1) 26-%9.

JONES, S. and EDEN, C. (1981) Modelling in marketing: explicating subjective knowledge. European Journal of Marketing
15 (7x311.

JONES, S. (1985) Depth interviewing. In: Applied qualitative research, ed. by R. Walker. (Aldershot: Gower).
JONES, S. (1985a) The analysis of depth interviews. J: Applied qualitative research, ed. by R. Walker. (Aldershot: Gower).

KAKKAR, P. and LUTZ, RJJ. (1981) Situational influence on consumer behavior: A review. In: Perspectives in Consumer
Behavior, ed. by H. H. Kassarjian and T. S. Robertsan. (Glenview, Illinois: Scott Foresman).

KASSARIJIAN, H.H. and SHEFFET, M.J. (1981) Personality and consumer behavior: An update. Jn: Perspectives in Con-
sumer Behavior, ed. by H. H. Kassarjian and T. S. Robertson. (Glenview, Illinois: Scott Foresman).

KASSARIJIAN, H.H. (1981) The development of consumer behavior theory. ln: ADVANCES IN CONSUMER RESEARCH,
Vol. 9, ed. by A. Mitchell. Association for Consumer Research, Ann Arbor: 20-22.

KELLY, G.A. (1955) The psychology of personal constructs, (New York: W.W Norton).
KELLY, G.A. (1963) A theory of persanality: The psychology of persanal canstructs. (New Yark: W.W Narton).

KIEL,G.C. and LAYTON, R.A. (1981) Dimensions of consumer information secking. Journal of Marketing Research 18
(May): 233-239.

KLEINWORT GRIEVESON/HUDDERSFIELD POLYTECHNIC (1987) Hotel companies in the UK. (London: Klein-
wort Grieveson Securities Limited).

KOTAS, R. (1975) Market arientation in the hotel and catering industry. (Guildford: Surrey University Press).
KOTAS, R. (1977) Management accounting for hotels and restaurants. (Guildford: Surrey University Press).
KOTLER, P. (1984) Marketing management: Analysis, planning and control. (Englewood Cliffs, NJ: Prentice-Hall): 463-464.

KRUGMAN, HEE. (1965) The impact of television advertising: Leaming without involvement. Public Opinion Quarterly 29
(Fall): 349-356.

KRUGMAN, H.E. (1967) The measurement of advertising involvement. Public Opmion Quarterty 30 (Winter): 586-596.
KUHN, T'S. (1970) The structure of scientific revolutions. (Chicago: Chicago University Press).

LaBARBERA, P.A. and MAZURSKY, A (1983) A longitudinal assessment of consumer satisfaction/dissatisfaction: The
dynamic aspect of the cognitive process. Journa] of Marketing Research 20 (November): 393-404.

LASTOVICKA, J.L. and GARDNER, D.M. (1979) Components of involvement. Jn: ATTTTUDE RESEARCH PLAYS FOR
HIGH STAKES, ed. by J. C. Maloney and B. Silverman. American Marketing Association, Chicago: 53-73.

LaTOUR, S.A. and PEAT, N.C. (1978) Conceptual and methodological issues in consumer satisfaction research. Jn: AD-
VANCES IN CONSUMER RESEARCH, Vol. 6, ed. by W. Wilkie. Association far Consumer Research, Amm Arbor: 431-440.

LaTOUR, S.A. and PEAT, N.C. (1979) The role of situationally produced expectations, others’ experiences and prior experi-
ence in determining consumer satisfaction. ln: ADVANCES IN CONSUMER RESEARCH, Vol 7, ed. by J. C. Olson.
Association for Consumer Research, Arm Arbor: 588-592.

LAURENT, G. and KAPFERER, JN. (1985) Measuring consumer involvement profiles. Journal of Marketing Research 22
(February) 41-53.

261



LAVIDGE, RJ. and STEINER, G_A. (1961) A model for predictive measurements of advertising eﬁ"ecﬁvéms. Joumal of
Marketing 25 (October): 59-62.

LEIGH, J.H. and MARTIN, CR (1981) A review of situational influence paradigms and research. Jn: REVIEW OF MAR-
KETING 1981, ed. by B. E. Enis and K. J. Roering. American Marketing Association, Chicago: 57-74.

LEVITT, T. (1981) Marketing intangible products and product intangibles. ﬂzﬂ_ﬂg&@ﬂ (May-June): 94-102.

LOUNSBURY, J.W. and HOOPES, L.L. (1985) An investigation of factors associated with vacation satisfaction. Journal of
Leisure Research 17 (1): 1-13.

LUNN, JA. (1978) Consumer modelling. Jn: Consumer market research handbook, ed. by R. M. Worcester. (Wokingham:
Van Nostrand Reinhold): 503-520.

LUNN, J.A. (1982) Some basic principles and recent developments. In: CLASSIFYING CONSUMERS: A NEED TO
RETHINK. (European Society for Opinion and Marketing Research: Amsterdam): 3-21.

McCALL, G.J and SIMMONS, J.L. (1969) Issues in perticipant observation: A text and reader. (Reading, MA: Addison-
Wesley).

McCARTHY, EJ. (1981) Basic marketing. (Tllinois: R.DJrwin).

MCcGUIRE, W J. (1976) Some internal psychological factors influencing consumer choice. Journal of Consumer Research 2
(March) 302-319.

McNEAL, J.U. (1977) The concept of consumer satisfaction. Management Bibliographies and Reviews, 3: 231-240.

MARTIN, P.Y. and TURNER, B.A. (1986) Grounded theory and organizational research. The Journal of Applied Behavioral
Science 22 (2 141-157.

MASLOW, A. (1966) The psychology of science: A renaissance. (New Yark: Harper and Row).
MAY, J.P. (1978) Qualitative advertising research. Journal of the Market Research Society 20 (4): 203-218

MEDLIK, S and MIDDLETON, V.T.C. (1973) The tourist product and its marketing implications. International Tourism
Quarterdy 3: 28-35.

MEDLIK, S. (1980) The Business of hotels. (London: Heinemann): 115-116.
MIDDLETON, V.T.C. (1983) Product marketing - goods and services compared. The Quarterly Review of Marketing 8 (4): 1-9.

MIDDLETON, V.T.C. (1983a) Marketing in the hospitality industry. In: The management of hospitality, ed. by E. Cassee and
R Reuland. (Oxford: Pergamon).

MIDGELY, D and CHRISTOPHER, M. (1975) Household decision-making. Jn: Customers in Action. MCB University
Press, Bradford: 33-73.

MIDGLEY, D.F. (1983) Patterns of interpersonal information seeking for the purchase of a symbolic product. Journal of
Moarketing Research 20 (February): 74-83.

MILES, MB. and HUBERMAN, A M. (1984) Qualitative data analysis. (London: Sage).

MINTEL/BRITISH MARKET RESEARCH BUREAU (1987) Mintel Leisure Intelligence Vol 1. (London: Mintel/British
Market Research Bureau).

MITCHELL, A.A. (1981) Models of memory: implications for measuring knowledge structures. In: ADVANCES IN
CONSUMER RESEARCH, Vol. 9, ed. by A. Mitchell. Association for Consumer Research, Ann Arbor: 45-51.

MONROE, K.B and PETROSHIUS, SM. (1981) Buyers’ perceptions of price: An update of the evidence. In: Perspectives in
Consumer Behaviar, ed. by H. H. Kassarjian and T. S. Robertson. (Glenview, Illinois: Scott Faresman).

MOUTINHO, L. (1982) An investigation of vacation tourist behaviour. Ph.D thesis: University of Sheffield.

MOUTINHO, L. (1984) Vacation tourist decision process. The Quarterly Review of Marketing 9 (3): 8-17.

262



MOUTINHO, L. (1986) Consumer behaviour in tourism. Management Bibliographies and Reviews 12 (3): 3-42.
NAILON, P.W. (1981) Theory and art in hospitality management. Inaugural lecture, University of Surrey, Guildford.

NAILON, P.W. (1982) Theory in hospitality management. Internationa

agement 1 (3): 135-143.

NEWMAN, J.W. (1977) Consumer external search: amount and determinants, In: Consumer and Industrial Buying Behaviar,
ed. by A. G. Woodside, J. N. Sheth and P. D. Bemett. (New Yark: Elsevier Narth-Holland Inc): 79-94.

NEWMAN, J.W. and STAELIN, R (1972) Prepurchase information seeking for new cars and major household appliances.
Journal of Marketing Research 9 (August): 249-257.

NICOSIA, FM. (1966) Consumer decision processes. (Englewood Cliffs, NJ: Prentice-Hall).

NIGHTINGALE, M. (1983) Determination and control of quality standards in hospitality services. M.Phil thesis: University of
Surrey, Department of Management Studies for Tourism and Hotel Industries.

NIGHTINGALE, M. (1985) The hospitality industry: Defining quality for a quality assurance programme - a study of
perceptions. The Service Industries Journal 5 (1): 9-22.

OLIVER, R.L. (1980) Effect of satisfaction and its antecedents on consumer preference and intention. In: ADVANCES IN
CONSUMER RESEARCH, Vol. 8, ed. by K. Monroe. Association for Consumer Research, Ann Arbor: 88-93.

OLSHAVSKY, R.W. and GRANBOIS, D.H. (1979) Consumer decision making - fact or fiction? Journal of Consumer
Research 6 (September) 93-100. ’ :

OLSON, J.C. and DOVER, P. (1976) Effects of expectation creation and disconfirmation an belief elements of cognitive
structure. In: ADVANCES IN CONSUMER RESEARCH, Vol. 3, ed. by R. E. Anderson. Association for Consumer
Research, Ann Arbor: 168-175.

PARK, C.W. LESSIG, VP and MERRILL, J.R. (1981) The elusive role of price in brand choice behavior. n: ADVANCES IN
COONSUMER RESEARCH, Vol 9, ed. by A. Mitchell. Association for Consumer Research, Ann Arbor: 201-204.

PARKER, A. (1985) Branding the hotel product. Paper presented at HCIMA Biermial Conference, March 1985, Bath.
PEARCE, P.L. (1982) The social psychology of tourist behaviour. (Oxford: Pergamon).

PEARCE, P.L. and CALTABIANO, M.L. (1983) Inferring travel motivation from traveler’s experiences. Journal of Travel
Research 22 (2% 16-20.

PERCY, L. (1976) A look at personality profiles and the personality-attitude-behavior link in predicting consumner behavior.
In: ADVANCES IN CONSUMER RESEARCH, Vol 3, ed. by R. E. Anderson. Association for Consumer Research, Ann
Arbar: 119-124.

PETER, J.P. and OLSON, J.C. (1983) Is science marketing? Journal of Marketing 47 (Fall): 111-125.

PHILLIPS, LW. and STERNTHAL, B. (1977) Age differences in infarmation processing: A perspective on the aged
consumner. Journal of Marketing Research 14 (November): 444-457.

PIERCY, N. and MORGAN, N. (1990) Retailer marketing organisations: Strategic developments far the 1990s. In: Managing
and Marketing Sexrvices into the 1990’s, ed. by R. Teare, L. Moutinho and N. Morgan. London: Cassell (forthcoming).

PIZAM, A.NEUMANN, Y. and REICHEL, A. (1978) Dimensions of tourist satisfaction with a destination area. Armals of
TJourism Research (July/September): 314-322.

POPPER, K.R. (1969) Conjectures and refutations. (London: Routledge and Kegan Paul).
POPPER, K.R. (1980) The logic of scientific discovery. (London: Hutchinson).

PUNJ, GN. and STAELIN, R. (1983) A model of consumer information search behavior for new automobiles. Journal of
Consumer Research 9 (March): 366-380.

PUTO, C.P. (1987) The framing of buying decisions. Jounal of Consumer Research 14 (December): 301-315.
RAGHEB, M.G. and GRIFFITH, C.A. (1982) The contribution of leisure participation and leisure satisfaction to life satisfac-
tion of older persons. Journal of Leisure Research 14 (4): 295-305.

263



RATHMELL, JM. (1974) Marketing in the services sector. (Cambridge, MA: Winthrop).

REULAND, RJ. and CASSEE, E. (1983) Hospitality in hospitals. In: The managment of hospitality, ed. by E. Cassee and R.
Reuland. (Oxford: Pergamon).

R & D sub-committee on qualitative research (1979) Qualitative research - a summary of the cancepts involved. Journal of the
Market Research Society 21 (2): 107-124.

RICHINS, M.A, (1983) Negative ward-of-mouth by dissatisfied consumers: A pilot study. Journal of Marketing 47 (Wintex):
8.

RICHINS, M.A. and BLOCH, P.H. (1986) After the new wears off: The temparal context of product involvement. Journal of
Consumer Research 13 (September): 280-285.

ROBERTSON, T.S. (1976) Low commitment consumer behavior. Journal of Advertising Research 16 (2): 19-24.

ROEDDER JOHN, D. and COLE, C.A. (1986) Age differences in information processing: Understanding deficits in young
and elderly consumers. Journal of Consumer Research 13 (December): 297-309.

ROKEACH, M. (1973) The nature of uman values, (New York, NY: Free Press).

ROOS, J.P. (1979) From oddball research to the study of real life: the use of qualitative methods 'in social science. Acta
Sociologica 22: 63-74.

RUSSO, JE. and JOHNSON, EJ. (1979) What do consumers know about familiar products? Jn: ADVANCES IN CON-
SUMER RESEARCH, Vol 7, ed. by J. C. Olson. Association far Consumer Research, Ann Arbor: 417-423.

SCHATZMAN, L. and STRAUSS, A.L. (1973) Ficld research: Strategies for a natural sociology. (Englewood Cliffs, NJ:
Prentice-Hall).

SCHENK, C.T. and HOLMANR H. (1979) A sociological approach to brand choice: the concept of simational self image. In:
ADVANCES IN CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Association for Consumer Research, Ann Arbor: 610-
614.

SCHUL, P and CROMPTON, J.L. (1983) Search behavior of international vacationers: Travel specific lifestyle and sociode-
mographic variables. Journal of Travel Research 22 (2): 25-30.

SILVERMAN, D. (1970) The theory of organisations. (London: Heinemann).
SIMS, D.B.P. (1978) Problem construction in teams. Ph.D. thesis: University of Bath, School of Managemenit.
SIMS, D. and JONES, S. (1980) Making problem definition explicit in teams. Unpublished manuscript, University of Bath.

SLAMA, M.E. and TASHCHIAN, A (1985) Selected socio-economic and demographic characteristics associated with
purchasing involvement. Journal of Marketing (Winter): 72-82.

SMITHIN, T and SIMS, D. (1983) **Ubi caritas?"" - Modelling beliefs about charities. European Joumal of Operational
Research 10:237-243.

SOLOMON, M.R. (1983) The role of products as social stimuli: a symbolic interactionism perspective. Journal of Consumer
Research 10 (December): 319-329.

SPIRO, R.1. (1983) Persuasion in family decision-making. Joumal of Consumer Research 9 (March): 393-402.
STANTON, WJ. (1974) The fundamentals of marketing. (New York: McGraw-Hill).

STEM, D.E., LAMB, C.W. and MACLACHLAN, D.L. (1977) Perceived risk: A synthesis. European Journal of Marketing 11
(4x 312-319.

SURPRENANT, C.F. and SOLOMON, M.R. (1987) Predictability and personalization in the service encounter. Jounal of
Marketing 31 (April): 86-96.

SWAN, JE. and JONES COMBS, L. (1976) Product performance and consumer satisfaction: anew concept. Journal of
Marketing 40 (April): 25-33.

264



. SWAN, J.E and MARTIN, W.S. (1980) Testing comparison level and predictive expectations models of satisfaction. In:
ADVANCES IN CONSUMER RESEARCH, Vol 8, ed. by K. Monroe. Association for Consumer Research, Ann Arbor:77-82.

TAN, C.T. and DOLICH, LJ. (1979) Cognitive structure in personality: An investigation of its generality in buying behavior.
In: ADVANCES IN CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Association for Consumer Research, Ann Arbor:
547551 :

TAUBER, EM. (1975) Why cancept and product tests fail to predict new product results. Journal of Marketing 2 (3): 69-71.

TEARE, R. (1987) Designing and managing the short break product: Some critical issues arising from the consumer
perspective. Paper presented at the IAHMS Symposium, Napier Polytechnic of Edinburgh, November, 1987.

TEARE, R. (1988a) Generating consumer theory for the hospitality industry: An integrated approach to the treatment of
practical and theoretical issues. Jn: THE MANAGEMENT OF SERVICE OPERATIONS ed. by R. Johnston. IFS Publica-
tions, Bedfard: 269-279.

TEARE, R. (1988b) The consumer decision process for hospitality services. Paper presented at Current Issues in Services
Research Conference, Darset Institute, November, 1988.

TEARE, R., DAVIES, M. and McGEARY, B. (1989a) The operational challenge of hotel short breaks. Journal of Contempo-
rary Hospitality Management 1 (1): 22-24.

TEARE, R. and GUMMESSON, E. (1989b) Internal marketing strategy for hospitality arganisations. Paper presented at the
Journal of Contemnporary Hospitality Management launch conference, Darset Institute, April, 1989.

TEARE, R. and WILLIAMS, A. (1989c) Destination marketing. Tourism Management 10 (2): 95-96.

TEARE, R. (1989d) The hospitality industry in the 1990’s: some critical developments In: Marketing Panoramic View, ed. by
D. Johnston. MCB University Press, Bradford (forthcoming).

TEARE, R. (1990a) An exploration of the consumer decision process for hospitality services. In: Managing and Marketing
Sexvices into the 1990, ed. by R. Teare, L. Moutinho and N. Morgan. London: Cassell (forthcoming).

TEARE, R., MOUTINHO, L. and MORGAN, N. (1990b) Managing and marketing services: Emerging themes for the 1990’s.
In: Managing and Marketing Services into the 1990’s, ed. by R. Teare, L. Moutinho and Morgan, N. London: Cassell (forth-
coming).

THE ECONOMIST PUBLICATIONS LIMITED (1987) Short break holidays in the UK. Travel and Tourism Analyst,
(Mayy 45-54.

TREND, M.G. (1978) On the reconciliation of qualitative and quantitative analyses: a case study. Human Organisation 37: 345-
™.

TUCK, M. (1976) How do we choose? (London: Methuen).

TURNER, B.A. (1981) Same practical aspects of qualitative data analysis: one way of organising the cognitive processes
associated with the generation of grounded theory. Quality and Quantity 15: 225-247,

TURNER, B.A. (1983) The use of grounded theory for the qualitative analysis of organizational behaviour. Joumnal of
Management Studies 22 (3): 332-348.

UZZELL, D (1984) An altemative structuralist approach to the psychology of tourism marketing. Annals of Tourism
Research 11: 7999, :

VAN RAAIJ, W.F. (1982) Consumer classification based on behavioral measures. In: CLASSIFYING CONSUMERS: A
NEED TO RETHINK. (European Society for Opinion and Marketing Research: Amsterdam): 177-193.

VAN RAAII, WF. (1983) Affective and cognitive reactions to marketing. Papers on Economic Psychology No. 26, Unpub-
lished manuscript, Erasmus University, Department of Economics, Rotterdam.

VAN RAATI, W.F. (1986) Consumer research on tourism: Mental and behavioral constructs. Armals of Tourism Research 13:
19,

VAUGHN, R. (1980) How advertising works: A planning model. Journal of Advertising Research 20 (October): 27-33.

265



VOSS, C., JOHNSTON, R, FITZGERALD, L. and SYLVESTRO, R. (1990) Measurement of service performance: Empirical
results. Jn: Managing and Marketing Sexvices into the 1990's, ed. by R. Teare, L. Moutinho and N. Morgan. London: Cassell
(forthcoming).

WALES TOURIST BOARD/BRITISH MARKET RESEARCH BUREAU (1986) Welsh hotels: Summary report on shart
break package holidays in Wales. (Cardiff: Welsh Tourist Board).

WALKER, R. (1985) An introduction to applied qualitative research. Jn: Applied qualitative research, ed. by R. Walker.
(Aldershot: Gower).

WESTBROOK, R.A. and COTE, J.A. (1979) An explaratory study of non-product related influences upon consumer

satisfaction. In: ADVANCES IN CONSUMER RESEARCH, Vol. 7, ed. by J. C. Olson. Association for Consumer Research,
Anmn Arbar: 577-581.

WESTBROOK, R.A. (1980) A rating scalc for measuring product/service satisfaction. Journal of Marketing 44 (Fall): 68-72.
WESTBROOK, R.A. (1981) Sources of consumer satisfaction with retail outlets. Jouma] of Retailing 57 (3): 68-85.

WESTBROOK, R.A. (1987) Product/consumption-based affective responses and postpurchase processes. Journal of
Marketing Research 24 (August): 258-270.

WICKER, A.W. (1969) Attimdes vs. actions: The relationship of verbal and overt responses to attitude objects. Journal of
Social Issues 25:41-78.

WICKER, A.W. (1971) An examination of the ‘other variables’ explanation of attitude-behaviour inconsistency. Journal of
Personality and Social Psychology 19: 18-30.

WILLIAMSON, J. (1978) Decoding advertisements. (London: Marion Boyars).
WIND, Y. (1978) Issues and advances in segmentation research. Jounal of Marketing Research 15 (August): 317-337.

'WOODRUFF, RB., CADOTTE, ER. and JENKINS, R.L. (1983) Modeling consumer satisfaction processes using experi-
ence-based norms. Journal of Marketing Research 20 (3): 296-304.

WOODSIDE, A.G., RONKAINEN, L and REID, DM. (1977) Measurement and utilization of the evoked set as a travel

marketing variable. In: THE 80’ ITS IMPACT ON TRAVEL AND TOURISM MARKETING, Proceedings of the 8th anmual
conference. Travel Research Association, Salt Lake City, Utah: 123-130.

266



	DX078075_1_0001.tif
	DX078075_1_0003.tif
	DX078075_1_0005.tif
	DX078075_1_0006.tif
	DX078075_1_0007.tif
	DX078075_1_0008.tif
	DX078075_1_0009.tif
	DX078075_1_0010.tif
	DX078075_1_0011.tif
	DX078075_1_0012.tif
	DX078075_1_0013.tif
	DX078075_1_0014.tif
	DX078075_1_0015.tif
	DX078075_1_0016.tif
	DX078075_1_0017.tif
	DX078075_1_0018.tif
	DX078075_1_0019.tif
	DX078075_1_0020.tif
	DX078075_1_0021.tif
	DX078075_1_0022.tif
	DX078075_1_0023.tif
	DX078075_1_0024.tif
	DX078075_1_0025.tif
	DX078075_1_0026.tif
	DX078075_1_0027.tif
	DX078075_1_0028.tif
	DX078075_1_0029.tif
	DX078075_1_0030.tif
	DX078075_1_0031.tif
	DX078075_1_0032.tif
	DX078075_1_0033.tif
	DX078075_1_0034.tif
	DX078075_1_0035.tif
	DX078075_1_0036.tif
	DX078075_1_0037.tif
	DX078075_1_0038.tif
	DX078075_1_0039.tif
	DX078075_1_0040.tif
	DX078075_1_0041.tif
	DX078075_1_0042.tif
	DX078075_1_0043.tif
	DX078075_1_0044.tif
	DX078075_1_0045.tif
	DX078075_1_0046.tif
	DX078075_1_0047.tif
	DX078075_1_0048.tif
	DX078075_1_0049.tif
	DX078075_1_0050.tif
	DX078075_1_0051.tif
	DX078075_1_0052.tif
	DX078075_1_0053.tif
	DX078075_1_0054.tif
	DX078075_1_0055.tif
	DX078075_1_0056.tif
	DX078075_1_0057.tif
	DX078075_1_0058.tif
	DX078075_1_0059.tif
	DX078075_1_0060.tif
	DX078075_1_0061.tif
	DX078075_1_0062.tif
	DX078075_1_0063.tif
	DX078075_1_0064.tif
	DX078075_1_0065.tif
	DX078075_1_0066.tif
	DX078075_1_0067.tif
	DX078075_1_0068.tif
	DX078075_1_0069.tif
	DX078075_1_0070.tif
	DX078075_1_0071.tif
	DX078075_1_0072.tif
	DX078075_1_0073.tif
	DX078075_1_0074.tif
	DX078075_1_0075.tif
	DX078075_1_0076.tif
	DX078075_1_0077.tif
	DX078075_1_0078.tif
	DX078075_1_0079.tif
	DX078075_1_0080.tif
	DX078075_1_0081.tif
	DX078075_1_0082.tif
	DX078075_1_0083.tif
	DX078075_1_0084.tif
	DX078075_1_0085.tif
	DX078075_1_0086.tif
	DX078075_1_0087.tif
	DX078075_1_0088.tif
	DX078075_1_0089.tif
	DX078075_1_0090.tif
	DX078075_1_0091.tif
	DX078075_1_0092.tif
	DX078075_1_0093.tif
	DX078075_1_0094.tif
	DX078075_1_0095.tif
	DX078075_1_0096.tif
	DX078075_1_0097.tif
	DX078075_1_0098.tif
	DX078075_1_0099.tif
	DX078075_1_0100.tif
	DX078075_1_0101.tif
	DX078075_1_0102.tif
	DX078075_1_0103.tif
	DX078075_1_0104.tif
	DX078075_1_0105.tif
	DX078075_1_0106.tif
	DX078075_1_0107.tif
	DX078075_1_0108.tif
	DX078075_1_0109.tif
	DX078075_1_0110.tif
	DX078075_1_0111.tif
	DX078075_1_0112.tif
	DX078075_1_0113.tif
	DX078075_1_0114.tif
	DX078075_1_0115.tif
	DX078075_1_0116.tif
	DX078075_1_0117.tif
	DX078075_1_0118.tif
	DX078075_1_0119.tif
	DX078075_1_0120.tif
	DX078075_1_0121.tif
	DX078075_1_0122.tif
	DX078075_1_0123.tif
	DX078075_1_0124.tif
	DX078075_1_0125.tif
	DX078075_1_0126.tif
	DX078075_1_0127.tif
	DX078075_1_0128.tif
	DX078075_1_0129.tif
	DX078075_1_0130.tif
	DX078075_1_0131.tif
	DX078075_1_0132.tif
	DX078075_1_0133.tif
	DX078075_1_0134.tif
	DX078075_1_0135.tif
	DX078075_1_0136.tif
	DX078075_1_0137.tif
	DX078075_1_0138.tif
	DX078075_1_0139.tif
	DX078075_1_0140.tif
	DX078075_1_0141.tif
	DX078075_1_0142.tif
	DX078075_1_0143.tif
	DX078075_1_0144.tif
	DX078075_1_0145.tif
	DX078075_1_0146.tif
	DX078075_1_0147.tif
	DX078075_1_0148.tif
	DX078075_1_0149.tif
	DX078075_1_0150.tif
	DX078075_1_0151.tif
	DX078075_1_0152.tif
	DX078075_1_0153.tif
	DX078075_1_0154.tif
	DX078075_1_0155.tif
	DX078075_1_0156.tif
	DX078075_1_0157.tif
	DX078075_1_0158.tif
	DX078075_1_0159.tif
	DX078075_1_0160.tif
	DX078075_1_0161.tif
	DX078075_1_0162.tif
	DX078075_1_0163.tif
	DX078075_1_0164.tif
	DX078075_1_0165.tif
	DX078075_1_0166.tif
	DX078075_1_0167.tif
	DX078075_1_0168.tif
	DX078075_1_0169.tif
	DX078075_1_0170.tif
	DX078075_1_0171.tif
	DX078075_1_0172.tif
	DX078075_1_0173.tif
	DX078075_1_0174.tif
	DX078075_1_0175.tif
	DX078075_1_0176.tif
	DX078075_1_0177.tif
	DX078075_1_0178.tif
	DX078075_1_0179.tif
	DX078075_1_0180.tif
	DX078075_1_0181.tif
	DX078075_1_0182.tif
	DX078075_1_0183.tif
	DX078075_1_0184.tif
	DX078075_1_0185.tif
	DX078075_1_0186.tif
	DX078075_1_0187.tif
	DX078075_1_0188.tif
	DX078075_1_0189.tif
	DX078075_1_0190.tif
	DX078075_1_0191.tif
	DX078075_1_0192.tif
	DX078075_1_0193.tif
	DX078075_1_0194.tif
	DX078075_1_0195.tif
	DX078075_1_0196.tif
	DX078075_1_0197.tif
	DX078075_1_0198.tif
	DX078075_1_0199.tif
	DX078075_1_0200.tif
	DX078075_1_0201.tif
	DX078075_1_0202.tif
	DX078075_1_0203.tif
	DX078075_1_0204.tif
	DX078075_1_0205.tif
	DX078075_1_0206.tif
	DX078075_1_0207.tif
	DX078075_1_0208.tif
	DX078075_1_0209.tif
	DX078075_1_0210.tif
	DX078075_1_0211.tif
	DX078075_1_0212.tif
	DX078075_1_0213.tif
	DX078075_1_0214.tif
	DX078075_1_0215.tif
	DX078075_1_0216.tif
	DX078075_1_0217.tif
	DX078075_1_0218.tif
	DX078075_1_0219.tif
	DX078075_1_0220.tif
	DX078075_1_0221.tif
	DX078075_1_0222.tif
	DX078075_1_0223.tif
	DX078075_1_0224.tif
	DX078075_1_0225.tif
	DX078075_1_0226.tif
	DX078075_1_0227.tif
	DX078075_1_0228.tif
	DX078075_1_0229.tif
	DX078075_1_0230.tif
	DX078075_1_0231.tif
	DX078075_1_0232.tif
	DX078075_1_0233.tif
	DX078075_1_0234.tif
	DX078075_1_0235.tif
	DX078075_1_0236.tif
	DX078075_1_0237.tif
	DX078075_1_0238.tif
	DX078075_1_0239.tif
	DX078075_1_0240.tif
	DX078075_1_0241.tif
	DX078075_1_0242.tif
	DX078075_1_0243.tif
	DX078075_1_0244.tif
	DX078075_1_0245.tif
	DX078075_1_0246.tif
	DX078075_1_0247.tif
	DX078075_1_0248.tif
	DX078075_1_0249.tif
	DX078075_1_0250.tif
	DX078075_1_0251.tif
	DX078075_1_0252.tif
	DX078075_1_0253.tif
	DX078075_1_0254.tif
	DX078075_1_0255.tif
	DX078075_1_0256.tif
	DX078075_1_0257.tif
	DX078075_1_0258.tif
	DX078075_1_0259.tif
	DX078075_1_0260.tif
	DX078075_1_0261.tif
	DX078075_1_0262.tif
	DX078075_1_0263.tif
	DX078075_1_0264.tif
	DX078075_1_0265.tif
	DX078075_1_0266.tif
	DX078075_1_0267.tif

