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ABSTRACT

This thesis explores guest satisfaction dimensions from the consumer perspective in the
ecolodge context and asks to what extent guest satisfaction can be explained by using
Herzberg’s Motivator and Hygiene Factor Theory. Guest satisfaction dimensions are
explored from the experiential perspective and the behavioural approach to refocus and
replace the expectancy disconfirmation paradigm and SERVQUAL model that are primarily
based on cognitive aspects and ignores the experiential factors. The present research
recognises that in the service experience context the experiential and perceptions factors
contribute significantly to guest satisfaction (Otto and Ritchie, 1996).

The present research recognises the complexity and controversy of the measurement and
definition of satisfaction as well as its constructs due to lack of generally acceptable
definition of satisfaction. The complexity of guest satisfaction can be approached from an
alternative perspective by extending Herzberg’s theory developed for job satisfaction. This
theory is contended to be better able to address human satisfaction more adequately
compared to expectancy disconfirmation and service quality theory as both of these
theoretical underpinning are driven by product and services. It has demonstrated both
theoretical and operations limitations of expectancy disconfirmation and service quality
theories in measuring consumer satisfaction in the service experience context.

To overcome the methodological limitation of Herzberg’s approach, the present research
incorporates a multi research technique of participation observation and Profile
Accumulation Techniques (PAT) for data collection. PAT 1is adapted from its original
version developed by Johns and Lee-Ross (1995). These research techniques supplement and
complement the strengths and weaknesses and to achieve consistency and reliability. An
exploratory qualitative inductive approach enables the collection of “authentic” data that
capture guests’ voices. This offers a satisfactory methodological framework and a holistic,
reliable and valid approach.

The research reveals that guests interact with physical and human dimensions, involvement,
and participation in leisure activities that are the main elements termed as satisfaction
dimensions or satisfiers. The physical facilities, amenities and maintenance and operations
standard are regarded as main elements of dissatisfaction dimensions or dissatisfiers. Guests’
satisfaction is measured from both the cognitive and affective responses derived from two
different sets of constructs. These satisfaction/dissatisfaction dimensions emerge from two
different opposite motivational forces, as two different continua. At one extreme, satisfiers
are dimensions related to the personal experiential aspects that derive from the ranges of
natural environment and attractions, physical sites and participation in leisure activities that
are sourced from the external ecolodge environment. These are intangible elements that are
also uncontrollable by the ecolodge operators. At the other extreme, dissatisfiers are
dimensions related to the performance and availability of facilities, amenities and
maintenance of the ecolodge context. These are regarded as tangible and controllable
elements. This indicates that guest satisfaction with ecolodges is a two-dimensional
measurement. Thus, Herzberg’s theory is capable of exploring and explaining guest
satisfaction dimensions, and these are perceived as two distinct constructs to represent
service quality dimensions in a more meaningful way. This suggests that guest satisfaction
can be theorised by job satisfaction theory and both contribute to human life satisfaction and
the principle of human dual factors using Herzberg’s theory. However, one must also note
that these dimensions suggest that satisfiers and dissatisfiers may not be universal as they are
subject to the nature of the service context and the type of activities provided.
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Chapter One
Introduction

1.1 Introduction

This thesis addresses key issues relating to the measurement of consumer satisfaction
in the tourism and hospitality context. It suggests that consumer satisfaction can be
measured by proposing a paradigm that adopts a behavioural and experiential
perspective rather than the expectancy disconfirmation paradigm that is
predominantly employed in measures the consumer satisfaction. Herzberg’s
Motivator and Hygiene Factor Theory is suggested as relevant and offers better
insight into guest satisfaction than expectancy disconfirmation and service quality
theories. This chapter provides a general introduction to the present research. It

presents a broad background to the present research and its significance, and sets out

the research aims, objectives and questions. Finally, the research scope and a brief

outline of the thesis are delineated.

1.2  Background to the Research

Consumer satisfaction is a key objective for contemporary organizations to deliver
high quality and satisfactory products and services as well as to position firms
competitively in the marketplace. In the 1980s, researchers sought to identify the

dimensions that consumers use to assess the quality of services and service quality,

perceived as a critical factor in business success (Kanadampully, 2000; Hudson and

Shephard,1998) and which emerged as a globally important strategic force (Imrie et
al., 2002).

Consumer satisfaction has become one of the most researched areas within marketing
and consumer behaviour; and the complexity and controversial nature of the
measurement and definition of satisfaction is recognised. Thus, Peterson and Wilson
(1992) note that: “studies of customer satisfaction are perhaps best characterized by
their lack of definitional and methodological standardization”. The literature

demonstrates the complexity of measuring consumer satisfaction via various theories




with different perspectives. While different approaches have been explored
extensively in the past, no consensus has been reached. Nevertheless, consumer
satisfaction is important in the hospitality context due to the nature of businesses that
deal with people and provides services to paying guests and, therefore, ecolodge
operators operating in the competitive eco-destinations environment. Favourable and
unfavourable responses resulting from satisfaction/dissatisfaction are important areas

for improvement in service quality and are pertinent to the contemporary business

environment. This, in turn, contributes to the development of a competitive edge,
positioning and sustainable use of eco-resources/natural resources in the eco-

environment.

Although extensive research has focused on consumer satisfaction, the relevant
literature has not yet explicitly established a general consensual definition of
satisfaction. There is a wide variance in the definitions of satisfaction and the lack of
a consensual definition limits the contribution of consumer satisfaction research. The
evidence shows an extensive debate about whether consumer satisfaction is a process
or an outcome (Y1, 1990). Consumer satisfaction has been emphasized either as an
evaluative process (Hunt, 1977; Oliver, 1981) or as a response to an evaluative
process (Howard and Sheth, 1969; Oliver, 1981; 1997b). In the same vein, there are
multiple process definitions by way of responses. They can be regarded as fulfilment
responses (Oliver, 1997b); affective response (Halstead et al., 1994); overall

evaluation (Fornell, 1992); psychological state or evaluative responses (Day, 1994);
and global evaluative judgments (Westbrook, 1987). Researchers regard consumer
satisfaction as either a cognitive (Howard and Sheth, 1969) or an affective response

(Cadotte et al., 1987) and, in its operational definitions, it is likely to include

behavioural dimensions of satisfaction.

Researchers also contend that these problems are pervasive and important (Peterson
and Wilson, 1992; Y1, 1990) and that these factors influence and limit valid measures
of satisfaction. Despite these definitional problems, there is a common thread in the
definitions of satisfaction in the literature, where it is described as comprising three

basic components - types of responses, focus of the responses and responses that




refer to a particular time (Giese and Cote, 2002). This seems to offer an alternative
way of developing a more conceptually consistent, clearly delineated and context-
specific definition of consumer satisfaction, where one can focus on these three
elements: a) consumer responses (emotional or cognitive), b) responses pertaining to
a particular focus (expectation, product, consumption of service, etc.), and c) the
responses occurring at a particular time (during or after consumption). Building upon

this, this thesis aims to investigate consumer satisfaction based on these elements -

responses, time and context — as specific parameters in order to establish a more

meaningful and consistent conceptual framework.

The conceptual components of satisfaction comprise both cognitive and emotional
elements (Bowen and Clarke, 2002). However, past studies show a tendency to focus
on either one of these elements. Arguably, in reality, consumer satisfaction is a
complex human process involving extensive cognitive, affective and other
undiscovered psychological and physiological dynamic. This has resulted in
extensive debate in the marketing literature in relation to the determinants of
consumer satisfaction and how it is best measured (Oh and Parks, 1997).
Consequently, it is pertinent that such research should be conducted in a broader

framework to reflect complex definitions and true context.

There has also been a growing need for more reliable ways to measure consumer
satisfaction as evidenced both from the theoretical and methodological limitations of
previous empirical studies (Oh and Parks, 1997). Both expectancy disconfirmation
theory and service quality theory have been widely used to measure consumer
satisfaction and dissatisfaction (comparisons of expectations and outcomes/
performance), which ignore the experiential element of hospitality management. The

SERVQUAL model has been widely adopted to determine service quality

dimensions and widely applied in various service categories but it has significant
limitations (Carman, 1990; Fick and Ritchie, 1991; Babakus and Boller, 1992). The

dimensionalities of service quality have been found to be inconsistent and to produce
discrepancies due to the inability of the SERVQUAL scale to be replicated. The

number and types of dimensions also raise questions.




Likewise, the SERVQUAL-style questionnaire developed by Parasuraman et al.
(1985; 1988) to measure consumer satisfaction in various service sectors has faced
serious criticism including:

o the validity of its expectation scores (Oberon and Hales, 1990);

e anunscientific method to measure responses (Johns and Less-Ross, 1997);

o the choice of measurement scale (Woodruff et al., 1983); the composition of

attribute-specific and overall evaluation structure as incapable of addressing
affective and holistic factors in service experiences (Fick and Ritchie, 1991);
o its failure to capture a rich understanding of guest satisfaction that consists of

“emotional/affective and experiential aspects” (Cadotte and Turgeon, 1988a;
1988b; Johnston, 1995).

The techniques and models originally designed to measure consumer satisfaction
were developed in product management. These are cognitively constructed and treat
satisfaction as a post consumption evaluation, with expectations being formed prior
to consumption based on repurchase performance. These techniques and models
have been widely adapted to measure consumer satisfaction in tourism and
hospitality. These properties limit the extent of the measurement of guestsatisfaction
in the service experience context and beg questions as to the extent to which these
models are relevant in the service sector. It is argued that tourism and hospitality can

be regarded as belonging more to the service experience consumption context,

Within this context, it is argued that consumers learn and adapt their attitudinal and
behavioural responses as a result of their consumption and experience of the service.
Consequently, it is contended that different theories should be considered for the
measurement of guest satisfaction in order to achieve more reliable, valid and well-

founded results.

Extensive research has shown that there is also no clear consensus in this area in
terms of a theoretical and methodological measurement approach. In the tourism and
hospitality context, hospitality researchers have attempted to introduce theories and a

methodological framework for measuring consumer satisfaction: for example, Dube




et al., (1994) in restaurant services and Barsky (1992), Barksy and Labagh (1992),
Getty and Thompson (1994) and Saleh and Ryan (1991) in hotel services.
Nevertheless, these studies adopt theories and methods developed to research product
marketing and ignore the theoretical and methodological issues raised in the

consumer behaviour literature.

Only a few studies have directly explored the dimensionality of consumer

satisfaction measures (Yi, 1990, Czepiel et al., 1974; Leavitt, 1977). Herzberg’s
Motivator and Hygiene Factor Theory concerning job satisfaction is often suggested
as being applicable for investigating the dimensionality of consumer satisfaction (Oh
and Park, 1997). Nevertheless, the service and hospitality literature has not reported

empirical evidence on the viability of this theory in terms of consumer satisfaction.

In the service experience context, satisfaction results from the experiential nature of
consumption and contains both perceptions and experiences (Otto and Ritchie,

1996). The hospitality industry provides a series of experiences derived from both
physical and intangible elements within the hospitality environment. Otto and Ritchie
(1996) argue that the psychological environment (also called the service experience)
— subjective personal reactions and feelings experienced by consumers when they
consume a service — has been found to be an important aspect of consumer
evaluation and satisfaction with services (Ross and Iso-Ahola, 1991). Arnould and

Price (1993) adopt a similar approach in the context of white-water rafting and reveal
that experiential themes — personal growth, self-renewal, communities and harmony

with nature —are significant in explaining the underlying dimensions of satisfaction
from experiential perspectives, since hospitality services are more of an experience
and less of a utilitarian transaction (Johns and Lee-Ross, 1997). The service
experience is inherently interpretive, subjective and affective (McCallum and

Harrison, 1985; Parasuraman et al., 1988) and has gained important recognition in

service encounter research.

Furthermore, in the service experience context, it is perceived that consumers

evaluate satisfaction based on two responses. The first response is related to the




actual functioning of the goods and services and is processed through the logical side
of the brain. The second response is related to the emotional aspects of the individual
that are emitted by things or people in the environment and are perceived by the
senses. This means that experience components offers value in terms of both
extrinsic benefits, which are more utilitarian in nature, and intrinsic benefits, which

are more based on appreciation of the experience itself.

There is significant empirical research to determine consumer travel behaviour
needs, motivation factors and attitudes. Much of the empirical evidence shows a
wide range of motivator factors of different types of consumers and in different
destinations but a gap is shown in work relating to ecotourists in the ecolodge
context. Furthermore, theories of motivation are unable to ascertain the individual’s
underlying motivations (Mill and Morrison, 1998) and Maslow’s theory (1970) of

the hierarchy of needs fails to determine guest expectations, since these increase and

change over time (Balmer and Baum, 1993). Herzberg’s theory is widely cited in the

accommodation literature (Balmer and Baum, 1993; Johns and Lee-Ross, 1997) but
there is a lack of empirical evidence in the hospitality literature to determine its

applicability.

1.3  Significance of the Research

Research in tourism and hospitality endeavours to produce new knowledge through

different perspectives and methodologies. In view of this, this thesis adopts an
experiential perspective. It also employs a behavioural approach and interpretative
paradigm, as an alternative to the confirmation/disconfirmation paradigm, in order to

Investigate consumer satisfaction in the ecolodge context.

This research suggests that guest satisfaction is the consumption of experiences
involved in both behavioural and comparison components. It is derived from job
satisfaction studies, and is a function of two types of condition, known as hygiene
factors (dissatisfiers) that lead to the condition of dissatisfaction (prevention), and

motivators (satisfiers) that lead to a condition of satisfaction, based on Herzberg’s




theory. Satisfaction dimensions are determined from service quality attributes, the

desired social-psychological benefits (motivation) and attitude.

This research is conceptualised within both consumer behaviour and consumer
satisfaction disciplines in the tourism and hospitality, with the main focus domain
being consumer satisfaction and dissatisfaction in the ecolodge context. By

considering theoretical and applied positions within the disciplines of consumer

behaviour and consumer satisfaction and the focus domain, a number of factors that

endorse the importance and relevance of the research can be identified.

Hospitality organizations provide experiences for guests and these experiences are
sourced from tangible and intangible elements that form positive and negative
experiences, subsequently leading to satisfaction or dissatisfaction. It is valuable to
analyse the underlying dimensions of satisfaction from experiential perspectives,
since hospitality services are both services and transaction-based experiences. To
understand what attracts guests, an understanding of their motivation and needs in

the consumption of experiences in the hospitality context is crucial for managing and

improving service quality.

There is limited empirical evidence about guest satisfaction and dissatisfaction
dimensions in ecolodges. Ecolodges are relatively new, small specialist nature-

dependent and environmentally friendly accommodation units that focus on
experience management (Ayala, 1996a), and draw on segments of the leisure

market that have specific motivations, needs, expectations and vacation activity

preferences. Specifically, guests in this context are looking for certain experiences

and activities to satisfy their needs and wants. They are generally more
environmentally conscious and their behaviour is influenced by natural and
environmental factors. Little is known about guest behaviour in relation to their
satisfaction that may hinder quality improvement and the sustainable use of eco-
resources. Previous ecotourism studies focus on supply-side factors, primarily
destination and management practices (Khan, 2003). More attention is required on

demand-side factors, from the perspective of guest satisfaction, which are of equal




importance in ecolodge management. It is postulated the guests have different
needs and wants and motivations when visiting ecolodges in comparison to other
types of small hotels or accommodation. An understanding of ecotourist/guest
behaviour is an equally important factor that influences the management and
planning of sustainable ecotourism, yet little attention has been given to the field of
consumer behaviour and satisfaction in relation to ecotourism. This implies that

understanding guest behaviour, in relation to satisfaction, contributes significant

iInformation and is one of the mechanisms for achieving sustainable development

and consumption of eco-resources for the ecolodge operators.

Past consumer satisfaction studies in the hospitality literature emphasise the sources
of guest satisfaction (attributes) and effective ways of determining consumers’ wants
and needs. Previous studies have researched theories of needs, motivation and
expectations as dimensions of tourist behaviour within the concept of eco-tourism
(Boo, 1990; Eagles, 1992; Wight, 1997; Klenosky, 2002; Khan, 2003; Maher et al.,
2003; Mohsin and Ryan, 2003). Though such studies have been undertaken on other
segments of the tourism industry (Crompton, 1979; Gnoth, 1997; Dann, 1981; Geva
and Goldman, 1989; Ross and Iso-Aloha, 1991), little is known about specific guest

behaviour in the ecolodge context.

Understanding consumer behaviour in terms of motivation, needs and wants is

important for ecolodge operators, in order to provide a compatible and conducive
environment to meet their needs and hence improve consumer satisfaction. More
importantly, ecolodge operators need to acquire a better understanding of their
consumers’ current consumption behaviour in order to be in a better position to
match their product and services to existing market demand, to predict future
consumption patterns and to position themselves competitively in the global
marketplace by delivering high quality and satisfying services that fulfil the needs
and motivations of their consumers. This means that understanding and predicting

consumer expectations is a prerequisite for delivering better services (Parasuraman et
al., 1988).




In the ever increasingly competitive eco-destinations environment, in order to
achieve sustainable planning and development of eco-resources, one of the important
tasks for ecolodge operators is to focus on guest satisfaction, as satisfied guests are
returning customers who will spread positive advertising through word of mouth as
free marketing for ecolodges. In doing so, ecolodge operators or managers need to
understand the underlying satisfaction and dissatisfaction factors of their guests and

what sorts of experience their guests seek in this context before strategizing for

improving guest satisfaction. Hence, an insight into guests’ motivation and their
perception of service quality attributes that will act as satisfiers (motivators) and
dissatisfiers (hygiene/ maintenance factors) is vital for ecolodge management to

achieve guest satisfaction.

By confirming the importance of the underlying dimensions of guest satisfaction in
the ecolodge context, the present empirical research provides insights into guest
perceptions and experiential factors about service quality attributes, and subsequently
guest satisfaction. Previous empirical findings are limited by the nature of the
research design and methodology, since quantitative approaches often lack the

capacity to provide an accurate and “consistent interpretation of people’s accounts”
(Keliva and Chu, 2001, p.253)

The present research adopts Herzberg’s theory as a conceptual research framework to

explore the underlying satisfaction and dissatisfaction dimensions of guests from an

experiential perspective and behavioural approach. In the present research context, it
is postulated that satisfaction results from the experiential nature of consumption

during the service delivery process, since a consumer’s evaluation of service in the
hospitality context is likely to contain affective/emotional responses as well as
cognitive ones. Hence, the evaluation of satisfaction in the service experience
consumption context is multi-faceted, involving: a) satisfaction with service
performance/outcomes (utilitarian dimensions), and b) satisfaction with service
experience (expressive dimensions). These dimensions encompass both utilitarian
aspects and expressive dimensions (motivation) or guest satisfaction service quality

dimensions that can be linked to two different motivational factors in Herzberg’s




theory. These are satisfiers or factors that lead to true satisfaction and hygiene or
maintenance factors. It is argued that satisfaction derived from service quality
attributes consisting of tangible products are termed “hygiene factors”; intangible
services are styled “motivators”; and it is postulated that guest satisfaction is parallel
to job satisfaction - a function of two types of conditions (Herzberg, 1962): a)
hygiene factors (dissatisfiers) leading to conditions of dissatisfaction; and b)

motivators (satisfiers) leads to conditions of satisfaction. The different facets of

interaction between experiences and attitudinal consequences and different unrelated

dimensions cause satisfaction and dissatisfaction simultaneously.

14  Research Objective and Questions

This research aims to explore satisfaction/dissatisfaction dimensions in the ecolodge
context from the consumer perspective. Guest satisfaction/dissatisfaction dimensions
are conceptualised from both service quality attributes and the service experience.
Subsequently, this study explores the extent to which guest
satisfaction/dissatisfaction dimensions can be explained by relating them to
satisfiers/dissatisfiers in accordance with Herzberg’s theory. Finally, the study
proposes ways of managing and improving guest satisfaction in the ecolodge context

and seeks to enhance the sustainable use of eco resources.

An exploratory qualitative inductive approach utilizes three different techniques to
collect “authentic data. This aims to achieve a holistic view, and thus to present an

alternative, more reliable, valid approach based on well-founded results concerning

guest satisfaction.
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The two main research questions are:

1) What are the underlying dimensions of guest satisfaction/dissatisfaction in service

experience consumption in the ecolodge context?

2) To what extent can guests’ satisfaction/dissatisfaction dimensions be explained by

use of Herzberg's Motivator and Hygiene Factor Theory?

The sub-research questions are:

1) What are the motivational and decision-making factors for guests visiting
ecolodges in Sukau?

2) How are guest satisfaction and dissatisfaction dimensions perceived and
constructed in the ecolodge context?

3) How do guests react in relation to their “happy” and “unhappy” moments
during participation in riverboat cruise trips?

4) What are guest satisfaction and dissatisfaction dimensions in the ecolodge
context?

5) What are the satisfaction/dissatisfaction dimensions that can be termed
“satisfiers/motivators” and “dissatisfiers/hygiene” factors?

6) What are the perceived service attributes that lead to the

satisfaction/dissatisfaction of guests and can be described as

“satisfiers/motivators” and “dissatisfiers/hygiene”factors?

7) How can ecolodge operators better manage and improve guest satisfaction?

In order to answer these questions, this research has the following objectives:

o To explore guests’ underlying attitudes and motivation in the ecolodge

context.

e To describe how satisfaction and dissatisfaction determinants are perceived

and evaluated in the ecolodge context.
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e To observe and describe guest behavioural aspects in terms of their actions
and reactions during participation in riverboat cruise trips by using participation
observation techniques.

e To explore guest satisfaction/dissatisfaction dimensions from a behavioural

and experiential perspective in accordance with true satisfiers /motivators and

dissatisfiers/hygiene factors.

e To identify perceived service quality attributes that are congruent with

satisfiers/motivator and dissatisfiers/hygiene factors.

e To develop a Perception Profile of an Ecolodge

1.5  Research Scope

The research aim is to explore consumer satisfaction and dissatisfaction and the
primary research is focused solely on the hospitality sector and is linked to satisfiers
and dissatisfiers in accordance with Herzberg’s Motivator and Hygiene Factor
Theory. Within this broad context, the present research concentrates on
guests/consumers, In a temporal context, the thesis is limited to describing the
phenomenon of guest satisfaction between November 2003 and February 2004, the
period during which primary research was undertaken. Furthermore, as a result of
practical exigencies, a cross sectional approach was adopted for the data collection

and consequently this thesis relates to a series of “snapshots” of guest satisfaction

during this period.

A significant factor in the present research is the issue of consumer behaviour in
relation to satisfaction/dissatisfaction dimensions, and, in particular, the extent to
which these dimensions result from different perceptions of consumers and can be
explained using two different motivational forces known as “satisfiers” and
“dissatisfiers” based on Herzberg’s theory. The relative positions of the interviewer
and interviewees are considered in the discussion of the methodology. However, the
thesis and the present research on which it is based is shaped by and bounded by the

perceptions of both the researcher and the researched.
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1.6  Chapter Conclusion

This chapter provides a broad overview of the background of the present study
and its significance. This research suggests the measurement of guest satisfaction
using Herzberg’s Motivator and Hygiene Factor Theory, where satisfaction and
dissatisfaction are termed “satisfiers” and “dissatisfiers”. Guest satisfaction is

defined as a consumption of experience involving both behavioural and
comparison components. These are a function of two types of condition, known as

hygiene factors (dissatisfiers) that lead to the condition of dissatisfaction
(prevention); and motivators (satisfiers) that lead to a condition of satisfaction,
according to Herzberg’s theory. Satisfaction and dissatisfaction dimensions are

determined from service attributes, the desired social-psychological benefits
(motivation) and attitude. It is postulated that satisfiers are derived from

experiential factors that involve affective responses while dissatisfiers are derived
from a utilitarian transaction that is based on cognitive responses. There are two
different facets of interaction between their experiences and attitudinal
consequences of the individual; being satisfied and dissatisfied simultaneously by
different unrelated dimensions. The level of satisfaction is independent of the
level of dissatisfaction. This indicates that guest satisfaction is two-dimensional

and consists of two different motivational forces.

Likewise, the measurement of guest satisfaction is conceptualised as a multifaceted

construct that encompasses service and experiential dimensions; and guest

satisfaction evaluation is referred to as both process and outcome and is seen to

consist of socio-psychological benefits in the service experience.

1.7  Thesis Qutline

This thesis consists of nine chapters and the overview of its structure is presented in

Figure 1.1 below.

Chapter two provides a review of consumer behaviour and tourist motivation in

terms of the decision-making process, models in relation to the consumptton of
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hospitality and the application of the theories of motivation. Chapter Three reviews
consumer satisfaction and service quality dimensions. Chapter Four addresses guest
behaviour at ecolodges and the characteristics and management of ecolodges - smail-
scale “service management” accommodation, that entail service experience
consumption. Chapter Five presents a description and justification of the
methodological choices that were made in developing the research strategy and

design as well as the use of multiple methods as research techniques in the primary

data collection that is congruent with the underlying research objectives in the
present research. Then, the empirical findings and discussion on guest motivation,
initial expectations, at the pre-consumption stage process in the consumer behaviour
model are presented in Chapter Six. The findings and discussions of satisfaction and
dissatisfaction dimensions, and satisfiers and dissatisfiers during the consumption

process as well consideration of the use of Herzberg’s theory are presented in
Chapter Seven, while Chapter Eight discusses empirical evidence based on the post
consumption stage, focused on: a) positive experiences leading to satisfaction; b)
negative comments and suggestions for improvement; and ¢) neutral factors and d)
the perceptions of service quality levels. The implications of the empirical findings,
the limitations of the present research and the direction of future research are

discussed in Chapter Nine.
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Figure 1. 1: An Overview of Thesis Structure Guest Satisfaction in the Ecolodge
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trips.
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Chapter Two
Review of Consumer Behaviour and Tourist Motivation

2.1 Introduction

This chapter reviews consumer behaviour by examining the concept and definition of

consumer behaviour, both in a general sense and in the context of hospitality,

followed by consideration of the consumer behaviour decision-making process and,
models in relation to the consumption of hospitality. The second part of the review

focuses on tourist motivation, which includes reference to the concept, issues and

measurement. The review includes the concept of needs and motivation, the leisure

approach, tourist motivations and different approaches to motivations, as well as
problems associated with tourist motivations. Finally, the applications of the theories

of motivation are reviewed critically to provide a justification for the present

research.

2.2 Concept and Definition of Consumer Behaviour in Hospitality Consumption

2.2.1 Concept and Definition of Consumer Behaviour

In an attempt to understand consumer satisfaction in the service experience

consumption context (the core of the present research), one must first seek to

understand the consumer behaviour decision-making process. Consumers make

decisions in order to reach goals, needs or wants and with certain expectations. The
consumer behaviour decision-making process is linked to the outcome of the
purchase and, thus, it subsequently affects satisfaction levels. The basic tenets
underpinning consumer behaviour models and consumer decision processes are

briefly reviewed before addressing the concept and models of consumer satisfaction
in Chapter Three.

In order to understand consumer behaviour, it is useful to start with a brief
explanation of the key terms used: what we mean by the term ‘consumer behaviour’

and its use in the consumption of hospitality services. There is a distinction drawn
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between consumers and customers, although these terms are often used
interchangeably. Williams (2002, p.7) describes the difference by stating that: “[the]
customer is used to describe someone who makes purchases, that is, with customers
there is usually an element of exchange. It tends to focus on an individual who
undertakes the purchase decision”. This implies that there is a simple economic

relationship between a business and a buyer (Gabbott and Hogg, 1998). By contrast,

‘consumer’ is regarded as a wider term and refers to a higher level of behaviour

encompassing a wide range of relationships.

The term “consumer behaviour” has been defined by several researchers (Gabbott
and Hogg, 1998; Horner and Swarbrook, 1996; Wilkie, 1994). Among the definitions
proposed, it is noted that Engle et al., (1995, p.121) offer one that is among the most

useful and complete: “Those activities directly involved in obtaining consuming and
disposing of products and services including the decision processes that precede and
follow these actions”, Later, the concept of consumer needs and wants has also been
incorporated into definitions of consumer behaviour. The present research adopts the
definition by Solomon (1996, p. 43) who defines consumer behaviour is: “The
process involved when individuals or groups select, purchase, use or dispose of

products, services, ideas or experiences to satisfy needs and wants”. This is also
supported by Gabbott and Hogg (1998) and Moutinho (1987) and Mowen and Minor
(2001).

2.2.2 Consumption Approaches and Decision Making Perspectives

The emergence of consumer behaviour research as a distinct discipline occurred
because of the practical need to help marketing managers to understand how social
and behavioural science can help to find specific causes of consumer behaviour,
particularly consumer buying decisions (Statt, 1997). A positivist approach means
focusing on what consumers would do under certain specified condition, and makes a
number of assumptions about consumer research, as noted by Williams (2002, p.14):

o All behaviour has objectively identifiable causes and effects, all of which can

be isolated, studied and measured.
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e When faced with a problem or decision, people process all the information
relevant to it.
o After processing this information, people make a rational decision about the

best choice or decision to make,

It became clear that this perspective has limitations for understanding consumer
behaviour in the service experience consumption context. The consumption process

in the service experience context, such as the hospitality sector, is more complex than
simply one of buying and selling at a rationale level. The positivist approach leaves
open the question of an individual’s capacity to process a large amount of
information prior to making decisions. It is clear that the positivist school of thought

that emphasis rationality ignores symbolic aspects of consumption. The relationships

in which we are involved are important in understanding consumer behaviour simply
because they affect the buying decisions and consumption patterns of each
individual. This implies that consumer behaviour has to be understood within the
context of human interaction, which is known as the interpretive school of research.
Williams (2002, p.15) presents a summary of the assumptions made by this school of
research:

e Cause and effect cannot be isolated because there 1s no single objective

reality that everyone can agree on.

o Reality is an individual’s subjective experience of it, and as such each
consumer’s experience is unique.
o People are not simply rational information processors or decision

makers, but this view takes no account of emotion,

This implies that buying behaviour has to be interpreted in the light of a person’s
whole consumer experience. However, the positivist and interpretivist schools of
thought are regarded as complementary to each other (Statt, 1997). Put simply, the
role of prediction and control is seen as trying to isolate cause and effect in

behaviour, while at the same time the importance of understanding the complexity of
consumer buying behaviour is also emphasized. However, the present research tends

to adopt the interpretive approach, as its assumptions appear more relevant and
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pragmatic to the service experience context and also because it is exploratory

research.

It is worthwhile to review briefly the approaches to consumption and the different

perspectives of the decision-making process in service consumption, as these
approaches and perspectives influence the present research design. A review of the

contemporary literature indicates three broad approaches to consumption. The first

approach is the economic and positivist (rational) or cognitive consumer, that
assumes that consumers are logical and adopt a structured approach to consumption.
Consumers are expected to make rational decisions based on benefits and losses.
This can be related to the traditional decision making perspective that emphasizes the
rational, information processing approach to consumer behaviour. It involves several
stages of decision making in a linear fashion and consumers do not always go

through an extended decision making process, as noted by researchers in the 1970s.

The second approach is known as the behavioural or interpretive consumer (learning)
approach, which emphases a punishment or reward approach or avoidance, assuming
that there is a relationship between experience and subsequent behaviour. The
behavioural influence perspective focuses on the behaviour of consumers and the
contingencies of the environment that influence the behaviour is the focus. This
implies that the physical environment can influence the behaviour of consumers; for

example, the use of lighting creates an atmosphere that elicits the desired responses

from consumers.

The third approach is the experiential consumer (post-modern) approach, which
rejects a structural response to experience. Aspects such as choice, decisions and
learning are seen as modern constructs and replaced by post-modern constructs, such
as fantasy, hedonism or symbolism (Gabbott and Hogg, 1998). It is viewed as the
experiential decision-making perspective that recognises consumers as ‘feelers and
well as thinkers’. These consumers consume products for the sensations, feelings,
images and emotions that the product generates, and products have subjective

symbolic meanings for consumers that are regarded as more than functional goods
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(Mowen and Minor, 2001). In terms of the decision making process, there is a
difference between actual and desired affective states, and the latter impacts on the
choice options. In the alternative stage, the options are evaluated based on their

affective quality and choice is primarily based on affective criteria (which product

will make me feel better?) and whether the outcome satisfaction evaluation meets the

emotional expectations of the consumer.

Although experiential and behavioural perspectives are controversial to some
researchers, it 1s recognised that decision-making occurs whenever consumers

engage in behaviour. Furthermore, adopting a single-minded focus on belief

formation and rational information processing fails to capture adequately the richness

of consumer’s behaviour. Since the 1980s, thinking about consumers as automata,

receiving inputs and through a process of maximization, producing output has shifted

and they are now perceived as socially constructing individuals participating in a

multitude of interactions and contexts (Williams, 2002). Thus, both experiential and

behavioural perspectives are considered in the present research, given that service

experience consumption is the present research context.

2.2.3 Frameworks for Considering Hospitality Consumer Decision-Making

The growth in the importance of understanding consumer behaviour and the

consumption process in the hospitality context is well documented in the literature.

This 1s supported by the change that recognises that services are becoming
increasingly important in economic terms. Ways of consuming hospitality services
differ from that of physical goods (Williams, 2002). However, the consumption of
hospitality goods and services is regarded as complex, multifaceted interaction
between consumers, suppliers and others within the macro and microenvironment.
This is further complicated by the unpredictability of consumer behaviour due to
individual differences (preferences) and the ways in which we categorize

consumption decisions that make the study of consumer behaviour a far more

complex undertaking, Nevertheless, it is clear that, if one wants to meet the
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expectations of consumers in terms of hospitality, an understanding of the needs,

motives and preferences that generate those expectations is essential.

The consumer decision-making process is central to an understanding of how

consumers behave and it is a complex phenomenon. A range of models of the
decision process and consumer behaviour is employed in an attempt to identify, in a
simplified manner, the relationships between the factors that influence behaviour.

They also seek to provide a description, explanation and prediction of consumer
behaviour. However, in the hospitality context, research on consumer behaviour is at
a very early stage of development. Williams (2002) questions the use and relevance

of these theories in exploring hospitality consumption. Still, these models can be
useful and valuable in providing us with a basic understanding of consumer

behaviour hospitality consumption.

It is worthwhile reviewing the model developed by Engle and Blackwell (1982),
which is a basic descriptive model of consumer decision-making that encompasses
the four stages that involve motivation and recognition of need; information search;
alternative evaluation; and consumption and outcome. Although this model has
limitations in terms of its complexity and predictive capacity, it forms the basis of
many future developments within decision-making research and various applications

have been developed in the tourism literature.

The basic models of consumer behaviour categorize consumption into three

components — pre-consumption, consumption and post-consumption. The stages of
the process that researchers have focused on are the pre-consumption and post-

consumption ones. This has been driven by the marketing managers’ desire to: 1)
influence consumers to purchase their brand during pre-consumption, and 2)
predispose them favourably towards buying their product again (post-consumption).
The activities of buying, using and disposing are grouped together as the
“consumption process” (Nicosia, 1966). Finally, in the post consumption stage, the
individual evaluates the performance of the product. Fishbein’s theory suggests that

attitudes influence intentions and in turn are a predictor of behaviour. This means
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that intentions transform attitudes into action, but Bagozzi (1988) notes that research
has found that attitudes sometimes directly affect behaviour without necessarily or
fully working through intentions. This implies that evaluating the consumer’s
response to a consumption experience will provide the marketer with a valuable
insight into the likely future performance of the products or services. Based on this, it
is held that three stages of consumption process (pre-consumption, consumption and

post consumption) are important in exploring and explaining consumer satisfaction

and dissatisfaction in the service experience consumption context.

The consumer behaviour literature provides an extensive framework of models and
concepts aimed at identifying different processes and intervening factors that can
explain consumer behaviour. Implicitly, the consumer is portrayed as a rational
thinker who aims to maximize his/her utility with the purchase undertaken (Howard
and Sheth, 1969). Consumer choice is understood as a sequence of activities whereby
information is processed to form an attitude system toward a product. Attitude is
defined as an overall evaluation and portrayed as playing a major role in shaping
consumer behaviour, Several factors, such as individual differences, search activity,
and types of involvement are also portrayed as affecting the criteria structure of each
individual. The results of the choice process, satisfaction or dissatisfaction reinforce,

in turn, future purchase behaviour through repeat purchase, future preferences being

linked to the cognitive activity during the purchase process.

Thus, consumer behaviour is a broad and elusive area where all factors and processes
are involved in the consumption process. Behaviour itself 1s considered to be
influenced by several factors, including social, cultural and individual influence at
the motivation and recognition of need stage in the consumer decision making
process (Williams, 2002) and is also found in the Buyer Behaviour Model (Mill and
Morrison, 1998). Kotler et al., (1996) highlights four psychological factors that
influence behaviour:

o Motivation: a need that is sufficiently pressing to direct an individual to

seek satisfaction




o Perception: the process by which people select, organize and interpret
information to form a meaningful picture of the world

o Learning; changes observed in one’s behaviour which arise from
experience

e Beliefs and attitudes: the descriptive thought individuals have about

something, and their evaluation, feelings and tendencies towards an object

This research does not review all these constructs and consider how they might relate
to each other in consumer satisfaction. Rather, it is limited to a focus on exploring
the satisfaction and dissatisfaction dimensions where both motivation and perception
are considered relevant. Motivation will be reviewed later in this chapter and

perception in Chapter Three, and provides a deeper insight into consumer behaviour

and how this subsequently influences and determines the satisfaction of consumers.

2.3 Review of Concept of Services, Service Experiences and Service Encounters

2.3.1 Concept of Services and Characteristics of Services

It is important to review what service is, as this research context focuses on the
service experience. The word “service” has great richness and a diversity of
meanings, which results in considerable ambiguity when the concept is used in
management literature. The development of managerial and academic interest in
services had led to a plethora of definitions that would be impossible to relate in the
whole literature. Briefly, services have been defined in many ways, such as
“service” can be used to denote an industry, an outcome or output and a process or an
activity, but there has been no general agreement as to what really constitutes a
service (Johns, 1999a). The broad definition of services suggests that intangible
aspects of a service are commonly seen as the most distinctive features (Zeitham! and
Bitner, 2003). Other characteristics also appear to define its specificity and these can

be summarized as intangibility, inseparability, heterogeneity and perishability.
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Services can be segmented based on their intangibility or tangibility. Shostack
(1977) was one of the first to use the continuum approach to characterise services.
Shostack refers to services with a high reliance on sensual and psychological benefits
as “Intangible -dominant”, within which these dominants were placed at one end of a
continuum. At the other end, tangible —~dominant products, which were less reliant on

emotional or sensual benefits, were placed. This categorization enables the
consumer to evaluate services. More frequently, services are described as

“intangible” and their output is viewed as an activity rather than a tangible object
(Johns, 1999a). However, there is no clear distinction made because a service output

has a substantial tangible component. This means service is produced by the
integration of various tangible and intangible components, and with a purpose to

satisfy the varying wants of potential customers.

In term of service exploration, Johns (1999a) explores service more specifically in
terms of the quality of service encounters and service experience. It is noted that
dichotomies can be found between the delivery and consumption of “core services”
and the emotional/hedonic dimensions of service performance, which are important
for marketing, and the management of services, as well as this research, in exploring
consumer satisfaction and dissatisfaction. It is noted that there are clear dichotomies
between service providers’ and customers’ views of “service”, Therefore, it is
regarded as inappropriate to equate a service provider’s concept of services with

customer-oriented ones, because the phenomenological nature of the service

experience means that these viewpoints will always be different and the dichotomies

will be found within each of these perspectives, as Johns (1999a, p.968) notes:

From the service provider, service process contains elements of core delivery and
interpersonal performance, which are present to different extents in different service
industries and processes and need to be managed in different ways. On the other
hand, customers’ experience of service contains elements of core transaction and
personal experience, which are present in different proportions in different service
outputs and encounters and contribute in different ways to each individual

experience.
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From the customer’s perspective, service is viewed as a phenomenon - part of the
experience of life - and thus the customer’s experience has elements of core needs
fulfilment and emotional or hedonic content, whilst core delivery and performance
are related to the provider’s process. Based on these differences, Johns (1999a)
suggests new ways of accessing consumers’ perceptions of service, without imposing
the language or conceptual structure of service provision upon them and, more

importantly, such findings can be presented in a form that providers can use and to

which they can relate. Explicitly, Johns regards the positivist scientific approach as
inadequate for probing the subtleties of consumer perceptions. The evaluation
process of how the experience gained (positive/ negative) leads to satisfaction
(inductive approach) is more relevant if expressed by the consumers themselves
rather than when gauged by researchers using a quantitative methodological
approach. Such differences and suggestions have been recognised in this research,
which adopts a new approach to assessing the consumer service experience in

relation to satisfaction by adopting the Profile Accumulations Technique (PAT).

The consumption of services is distinct from those of goods, based upon the
fundamental characteristics of service. These unique service characteristics stress the
significance of the experiential nature of service consumption as discussed in section
2.3.3. The consumption and production of services occurs simultaneously. This
means that a service is consumed while it is produced and the performance of
services in hospitality requires the participation of service providers and consumers,
and both affect the service outcomes. The consumer’s input becomes vital to the

quality of service performance (Parasuraman et al, 1985).

The high degree of variability in the performance of services and heterogeneity
means that services and service delivery might not be consistent across individuals,
time and situations. The quality of performance often varies from employee to

employee, from consumer to consumer and from day to day (Parasuraman at al,
1988; O’Brien and Deans, 1996)
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Thus, this means that consumers evaluate the quality of a tourism or hospitality
service only during or after consumption of the service. This shows that service
quality embraces not only the service delivered, but also the manner in which it is

delivered, and such notions are recognised in the present research in the

measurement of service quality.

2.3.2 The Service Experience and Service Encounters

The essence of service is often focused on how the customer processing (operation)

is linked to outcome. The service encounter (server and consumer relationship)
places emphasis on quality, experiences and added values while theoretical
frameworks centre on the service encounter. Service quality usually occurs during

service delivery in an interaction between the consumer and the contact person from

the service firm (Bebko, 2000, Parasuraman, et.al, 1985).

The identification of the four unique characteristics of services, namely the
intangibility, inseparability, heterogeneity and perishability (Lovelock, 1984) have
substantial implications that require re-thinking of marketing principles and service
management to accommodate its uniqueness. First, services need to be considered
more broadly, by conceptualizing their consumption process as a whole experience.
Contemporary authors argue that consumers are not buying goods or services, but
rather the value or the satisfaction of the offer. For example, Buttle (1992) applies
Levitts’s (1981) definition to hospitality services, arguing that consumers seek
intangible benefits regardless of whether the product is tangible or not. The author
uses restaurant meals to support this argument, suggesting that it is characterized by
aspects that are both tangible — food — and intangible - atmosphere, but Buttle refers
to the sum of these experiences as the catering product. This is also supported by
Nightingale (1985) who describes hotels as a composite of activities and interactions,
each of which has a physical and emotional content, Bateson (1991) introduces the

notion of bundle of benefits in reference to what customers receive through the
service delivery experience, although the service performance is aided by tangibles,

“What the consumer purchases when he or she purchase a service is an experience.”
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(Bateson, 1991, p.495). This experience is customarily described as all the
interpersonal and human environment interactions that take place during service
(Baum, 1997). These series of human and environmental interactions by the
customers are embedded during the service encounter process (Shostack, 1985). Itis
these series of interactions that make up so-called “services”. Furthermore,
customers’ appreciation relates not only to the outcomes but also the processes.

Thus, a service experience is made up of a multitude of encounters that will shape

the customers’ perception of the services. The experiential nature of service
consumption suggests that a consumer’s evaluation is likely to contain an affective
element in addition to a cognitive one, what Hirschman and Holbrook (1982) term

the “fun, feelings" of the service consumption experience.

The concept of service encounter relates to the services second characteristics of
inseparability. Bitran and Lojo (1993) note that the service encounter plays a critical
role in determining customer satisfaction. Since services are produced and consumed
simultaneously, the consumer is experiencing the total service within the firm’s
facility (Bitner, 1992). Thus, the concept of service encounter also refers to the
interaction between the consumer and firm (Suprenant and Solomon, 1987) and 1s
commonly defined as “a period of time during which a consumer directly interacts
with a service”(Shostack, 1985, p. 244). The service encounter thus, includes all the
customers’ interactions with a firm such as the personnel, physical facilities, tangible
elements and other customers. The understanding of service encounters and their
influence on the service experience is an aspect, which has been intensively
researched. The present research stems from an underlying belief that “customer
satisfaction depends directly and most immediately on the management and
monitoring of individual service encounters” (Bitner, 1990, p. 69). This interactive
process is seen as an important step in shaping the customers’ perceptions of the

service received and is often referred to as the firm’s “moment of truth” (Baum,
1997).

The intangibility of services implies that consumers search for tangible cues

concerning the firm’s capabilities and quality, thus, the surrounding is, in fact, very
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influential in communicating a firm’s image (Bitner, 1992). The physical
surroundings also denominate the servicescape, meaning that reference i1s made to
the built environment. Various research studies have been conducted on the
servicescape (Bitner, 1990; Booms and Bitner, 1982); the atmosphere (Kotler, 1974)
and some studies have extended the concept of servicescape to the natural

environment particularly in the leisure services context (Wakefield and Blodgett,
1994; Peterson, 1974).

Another encounter heavily researched concerns interactions with other customers,
with the analysis of the effect of other customers’ presence on an individual service
perception. One aspect particularly examined is the perception of crowding which 1s
understood as the “negative subjective experience of certain density levels”
(Rapoport, 1975, p. 134). Other researchers see the encounter with service employees
as the core to most services. The necessity of a high level of contact between
customer and service employees (person to person) also legitimises the importance of

the service encounter.

Other studies have addressed other dimensions such as the communication process
between employees and customer (Zeithaml et al, 1988) and consumers’ emotional
response to the encounter (Price et al, 1995). Brady and Cronin’s (2001) advanced
research framework on customer’s evaluation of service quality includes a)
interaction quality, b) physical /environment quality, ¢) outcome quality. These
aspects of quality are derived from both technical and functional of service product,

service delivery service environment and the service experience.

This discussion concludes that the recognition of the important role played by service
encounters suggests new implications for marketers and managers and the
development of new concepts since the marketing of services has to refer to activities
and processes. Booms and Bitner (1981, p.50) note that the traditional four Ps of the
product marketing mix (product, place, price and promotion) should be reconsidered
by adding three new dimensions: participants, physical evidence and process of

services assembly.,




The unique characteristics of services thus constitute a challenge as customers’

judgments of a service depend as much on the service process as on the outcome.
Thus indirectly, consumer satisfaction can be seen as depending on the production of
services as well as on their consumption (Bateson, 1991). Such consideration has

been conceptualized in the present research. To reiterate, the quality of a service can

only be evaluated by being “experienced.”

In the same vein, service encounter research increasingly recognises that service

experience is inherently interpretive, subjective and affective (Czepiel et al., 1985,
McCallum and Harrison 1985 and Parasuraman et al., 1988). Service experience in
tourism has been translated into managerial action. Research into the experience of

tourism has predominately been done from a service marketing perspective.
Hospitality services are often seen to be more of an experience and less of a

utilitarian transaction (Johns, 1997; 1999b). The experiential element influences a

substantial portion of consumer satisfaction in the service context (Otto and Ritchie,
1996).

Thus, reviewing service experience and service encounters provides some basic
understanding of service quality evaluation. The main service characteristics, the
study of service encounters and service experience also suggest that service quality

might be more complex to evaluate than goods. It appears to be more difficult to
measure and standardize service. It also requires a different perspective in measuring

consumer satisfaction and dissatisfaction by taking into consideration its experiential

elements and argues that service quality measures may be insufficient for an

understanding of satisfaction in the tourism industry.

2.3.3 The Experiential Factor in Consumer Behaviour

The distinguishing features of services characteristics signify the importance of the
experiential nature of the service consumption process. However, this aspect of

service consumption has received little attention either conceptually or empirically
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from researchers into satisfaction. Recently, in recognition of the importance of the
experiential factor in the service consumption process, Knutson and Beck (2003)
propose a model which incorporates the four major components of the consumer
buying process: expectations and perception of service quality, the consumer’s

experience with the organization, value and satisfaction.

The experiential nature of consumption also means that customers may find it more

difficult to form pre-consumption expectations about the service. Inseparability and
heterogeneity lead to variability in the performance of a service. The implications of
these characteristics of services mean that, even for the experienced customer,
expectations are likely to change not only between successive service purchases
(inter-consumption) but also within a single service journey (intra consumption).
Inter-consumption changes in expectations have received some attention from
consumer behaviour researchers under the more general area of attitude change
(Young, 1961). In the literature, inter-consumption changes in attitudes have been
predominantly attributed to the impact of communications. Other variables that
influence attitude change are reference group behaviour (Kelly and Volkart, 1952)
and other social phenomena. In the area of consumer satisfaction, La Barbear and

Mazursky (1983) have produced empirical evidence to support their hypothesis that

satisfaction acts as a mediator between pre- and post —~consumption attitudes.
Satisfaction was found to influence repeat purchase intentions, but it was found that
intra-consumption changes have not been examined. The principle reason for this 1s
that general models of consumer behaviour processes are inclined to consider either
the antecedents to decision-making or the consequences/evaluation of these
decisions. They tend to ignore the process of consumption. Since satisfaction is a
post consumption evaluative process, consumer satisfaction researchers have also
tended to disregard the potentially dynamic process of the experience during
consumption. This means that, despite the importance of the experiential factor in
the service experience consumption process, neither consumer behaviour nor
consumer satisfaction, as they currently stand, address the post-decision stage in such
a way as to incorporate the impact of experience on consumer satisfaction

measurement
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The environment being variable and intangible within the service itself imposes a
difficulty in investigating consumer behaviour decision processes. Because, within
hospitality, the duration of consumption of service is varied and also there is a wide
and complex range of options available, consumer wants and needs will be varied.

These will be dependent upon such factors as situation, circumstance and
expenditure (Williams, 2002).

In the post-consumption stage, the levels of satisfaction provide the link between
expectation and experience and relate directly to repurchase decisions. Satisfaction is
seen to occur where consumer’s expectations are met and there are limited signs of
dissatisfaction, as measured against experience and norms. Satisfaction reinforces
positive attitudes towards a product, leading to a greater likelihood of repeat
consumption. By contrast, dissatisfaction will lead to negative attitudes and will

lessen the likelihood of repetition. There are possible business strategies that can be

implemented to reduce dissonance. Wilkie (1994) suggests five ways:
e By ignoring dissonant information
e By selecting and interpreting any information about their chosen product
e By lowering their level of expectation
o By seeking out positive information about their chosen product

o By seeking to convince others they have made a good choice and thereby

convincing themselves

2.4 Utilitarian and Hedonic Factors in Service Consumption Process

2.4.1 The Importance of Hedonic and Utilitarian Factors in Service Experience
Consumption

The recognition that motives other than utilitarian can exist in the consumption of
products has been noted in the consumer behaviour literature. This is apparent for
leisure and tourism consumption since hedonic, emotional and imaginary outcomes

of consumption seem to have a central place in the understanding of consumer
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behaviour, Sheth (1980) suggests that, in order to understand consumer behaviour
better, other elements need to be taken into account such as habits and conditioning,
situational effects, group behaviour and motivations. Levy (1959, p. 118) also notes
that product evaluation could not be limited to their tangible attributes since they
portray meanings to individuals beyond these tangible specificities: “People buy

things not only for what they can do, but also for what they mean.”

Following this, Holbrook and Hirschman (1982a, 1982b) produced a detailed

investigation of the scope and limits of the traditional information processing models
(consumers as rational thinkers and aims for maximization in their utility). They
introduced the hedonic components of the consumption experience, as the most
advanced insight into non-utilitarian consumption and to provide a framework that

could relate to the analysis of leisure and tourism consumption processes. Holbrook
and Hirschman (1982a, p. 92) note that consumers do not always behave as rational
thinkers with careful judgemental evaluation “but often display mental activities
characterised as: primary process where their thinking is based on pleasure
principles rather than rational relations”, The concept of hedonic consumption is
defined as designing “those facets of consumer behaviour that relate to the multi-
sensory, fantasy and emotive aspects of one's experience with products.” Thus,
utilitarian functions of products, symbolic meanings and emotions are considered as
important dimensions of product evaluation. Hedonic components allow for a better

understanding of products in a way that traditional consumer behaviour models have

not addressed. Hedonic aspects was regarded as particularly important for products
for products that “the symbolic role is especially rich and salient: for example,
entertainment, the arts, leisure activities encompass symbolic aspects of consumption

behaviour that make them particularly fertile ground for research” (Holbrook and
Hirschman, 1982a, p. 134).

Holbrook and Hirschman (1982a, p.132) also introduce the “experiential view”

similar to “phenomenological in spirit and regards consumption as a primary

subjective state of consciousness with a variety of symbolic meanings, hedonic
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response, and aesthetic criteria.” This implies that the evaluation of products’
utilitarian functions needs to be reconsidered by adding the enjoyment and resulting
pleasure feelings that the consumption of a product might bring. The “experiential”
perspective suggests that emotional and imaginative association occurring during
consumption might be equally important. These pleasurable aspects of consumption
are portrayed as seeking “fun, amusement, fantasy, arousal, sensory stimulation and

enjoyment” (Holbrook and Hirschman, 1982a, p. 134). This has strong implications

for satisfaction formation and measurement in the service experience context and is

recognised in the present research.

The hedonic perspective and experiential factors can be considered as prime

determinants of behaviour and satisfaction evaluation, but whether these mediate or
directly influence satisfaction or both are still matters that require clarification. This
theory has highlighted two different aspects that relate to two different streams in the
satisfaction literature. First, the theory suggests hedonic motives might have a strong
influence on satisfaction and that the emotions and images created through actual
consumption might be better predictors of satisfaction than utilitarian aspects.
Second, it recognises the importance of hedonic criteria in the consumption of some

products and this could lead to a better understanding of the choice process for these

products.

One stream of the satisfaction literature focuses mainly on the types of affect elicited

during the consumption experience and on the importance of emotions. This
approach concentrates on the antecedent of satisfaction (satisfaction as a process
approach) rather than the satisfaction as an outcome. Following this, researchers have
attempted to investigate the role that both hedonic and utilitarian factors might play
in consumption and satisfaction processes. The hedonic perspective highlights that
satisfaction might not be solely embedded in the attributes of a product but could
also be liked to the hedonic dimensions in the consumption of a product. Batra and

Athola (1990, p. 161) who are concerned with utilitarian and hedonic dimensions of

satisfaction, use the following terminology and note:
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The hedonic determinant of overall evaluation is presumed to be based on the
consumer’s assessment of how much pleasure he gets; his utilitarian determinant is
based on this assessment about the instrumental value of the brand’s functional

attributes.

Their research confirms previous findings by recognizing that both utilitarian and

hedonic dimensions could be present, to a greater or lesser extent, according to the
type of product consumed. Similar findings from Halvena and Holbrook’s work
(1986, p. 394) recognise that the relative importance of each aspect might vary
considerably across different products. This is also supported by Mittal (1988, p.505)

who notes the importance of both aspects:

The functional/expressive descriptor is proposed here as a distinction, not a
dichotomy. Our position is that most, perhaps all, products serve some functional

needs. In addition, some service expressive needs as well.

A situation in which hedonic or expressive dimensions are more important than the

utilitarian have also been termed the affective choice mode (Mittal, 1988).

Functional needs are defined as “the maximization of gains from the physical and

economic environment” while the expressive needs are related to the consumer’s
consumption goals in their psycho-social worlds” (Mittal, 1988, p. 505). Mano and
Oliver (1993) assess the potential links between hedonic and utilitarian judgments on
affect and satisfaction. Their findings show that both the hedonic and utilitarian are
antecedents of two affective states (pleasantness and arousal) which in turn mediate
satisfaction judgments with the product consumed. Hedonic judgments appear to
trigger levels of arousal that would generate higher levels of affect. Utilitarian
judgments appear to mute this effect suggesting that higher levels of utility would be
expected (Krishnan and Olshavsky, 1993; Mano and Oliver, 1993). Satisfaction is
thus posited as a consequence of affective and cognitive judgments and is affected

via the positive and negative effects that these create (Figure 2.1 below)




Figure 2.1: Combined Cognitive and Affect-Augmented Consumer Satisfaction
Model

Expectations
Disconfirmation . Satisfaction

Positive/Negative

A ffect

Attribution
Source:Oliver (1993, p.419) Equity /Inequity

Consumer satisfaction and dissatisfaction refers to the emotional responses generated
as a consumer evaluates good and services. Based on this, Wilkie (1994) suggests
five key elements in satisfaction evaluation as:

o Expectation generates during the pre-consumption stage. These
expectations are taken forward to consumption and post consumption stages
by consumer

o Performance is experienced during consumption, when consumers perceive
performance on the dimensions they consider important

e Comparison is undertaken when consumers compate expectations and

performance

¢ Confirmation and disconfirmations is the result of the above comparison.

2.4.2 Conceptualisation of Hedonic and Utilitarian Factors in Tourism and
Leisure Consumption Process

The importance of symbolic meaning in tourist consumption has also been

recognised by Brown (1992) who stresses the need to consider further the symbolic

associations in the ways tourists interpret the cultural, environmental and the quality

of the settings they are consuming. Otto and Ritchie (1996, p. 165) also stress the

importance of recognizing the role of experiential factors: “In tourism, understanding
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experiential phenomena is particularly important as emotional reactions — and
decisions — prevail amongst consumers”. Crompton and Love (1995, p. 12) introduce
a review of these two approaches in the leisure and tourism fields as utilitarian and
expressive aspects of the consumption experiences under separate terminology.
These two aspects are also used to differentiate the construct of both quality and

satisfaction in Chapter Three.

Quality of opportunity is defined as quality of the atiributes of a service that are
under the control of suppliers while quality of experience involves not only the

attributes provided by a supplier but also the attributes brought to the opportunity by

the visitor or recreationist.

In short, the importance of affect in the achievement of satisfaction has been
recognised although its relationship to other concepts still requires clarification.
The hedonic perspec’tive seems to suggest the superiority of affective processes in
determining behaviour and predicting satisfaction. However, the relationships
between these constructs still require more clarification. Furthermore the
importance of hedonic and utilitarian criteria in consumption processes appears to
be not only product based but also to be dependent on consumers. However, the

importance of hedonic or utilitarian criteria appears to differ among individuals and

might be linked to variables such as motivations.

The tourism and leisure literature has a more ambiguous approach. The view that
dominates seems to show the supremacy of hedonic motives in the evaluation stage.
However, it is also recognised that the attributes in a product might help in the
achievement of those benefits. According to this view, both hedonic and utilitarian
criteria contribute relatively importance to the achievement of satisfaction and
dissatisfaction. It is this approach that is of interest in the present research, which
aims to explore the underlying satisfaction and dissatisfaction with a belief that
both utilitarian and expressive aspects are important in determining satisfaction.
Moreover, in the service experience context, satisfaction results from the

experiential nature of consumption and contains both perceptions and experiences
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(Otto and Ritchie, 1996). Experiences are regarded as the core output from service
performance (tangible products and intangibles services), and arguably, hospitality
is both an experience and utilitarian transaction. Furthermore, in the present
research study context, ecolodges are new small specialist nature-dependent and
environmentally friendly accommodation units that focus on experience
management (Ayala, 1996a) and their provision of eco experiences (natural
environment and attractions) could be seen as similar to historic houses or theme
patks. Consumption is primarily for experiential/emotional reasons. The
consumption of service experiences could be seen as more important than its
functional properties. Thus, the psychological benefits gained by consumers are
important in this context, whilst utilitarian aspects still play an important part in the

service performance that contributes to overall satisfaction.

2.5 Tourist Motivation: Concepts, Issues and Mecasurement

2.5.1 Concepts and Definition of Motivation

The word, “motivation”, means to move and is derived from the Latin “movere”, In
this sense, tourists move and are moved through space, to seek relaxation, peace and
tranquillity and they imbue their movement there with meaning and actions
(Silverman, 1973). Evan et al., (1996, p.20) define motivation as: “an activation,
drive and or reason to engage in certain behaviour and to maintain that behaviour.

Motivation determines the direction and the strength or intensity of behaviour.” Statt

(1997, p.95) suggests that needs, drives, goals and satisfiers are the key terms to

define motivation.

The meaning of motivations to travel has been loosely defined and widely interpreted
in the literature. The psychological perspective defines motivation as: “the study of
the direction and persistence of attitudes” (Krech et al., 1962, p.68), and attitudes are
based on hierarchically organized needs (Malsow, 1970) which are goal related.
Several studies (Crompton, 1979; MacCannell, 1973, 1976; Smith, 1979) adopt more

of a socio-psychological stance, and view individual needs in terms of the group of
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which the person deliberately or otherwise is a member, and from which certain
properties are derived.

Market analysis stresses the appeal to subjective needs and symbolic meanings in the
tourism product, emphasizing the matching of tourists’ motivational demand in terms
of local supply (Dann and Sethna, 1977). This means that there is diversity according

to situation and variation in different disciplines towards motivation.

The literature records varieties of motivation defined by researchers. Moutinho

(1987, p.14) asserts “motivation refers to a state of need, a condition that exerts a
“push” on the individual towards certain types of action that are seen as likely to
bring satisfaction”. This is also supported by Fodess (1994) and Dann (1981). In

general, this means that motivation is regarded as explaining consumer’s need and

choices and 1s related to choice and satisfaction.

However, a common trend among researchers has been the recognition that tourist
choices involve multi motives (Crompton, 1979; Moutinho, 1987 and others) and
consumers are seen as consuming a specific product or destination in relation to
various motivations, as noted by Pearce (1993, p. 120): “Increasingly there is a

recognition that much human behaviour (including travel behaviour is multi-motive

or over-determined).”

Understanding the motivating factors that lead to travel decision and consumption
behaviour is vital for the tourism and hospitality industry. It provides an
understanding in terms of why hospitality consumers behave or perceive things as
they do — how the external world gets translated into the world of the hospitality
operator, thus providing a better understanding of hospitality consumer behaviour
(Williams, 2002). Implicitly, location, design, characteristics and features of the
development must match the travel motivations and expectations of those making up
the principal target markets, as McIntosch and Goeldner (1990) stress. By this
notion, tour operators and tourism related institutions can better understand the real
expectations, needs and goals of tourists (Goodall, 1988) and are in a better position

to provide travel products to meet these needs and expectations. Stover and Garbin
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(1982) and Beard and Raghed (1983) highlight that the needs, motivation and
expectations of individuals differ, as do the different levels of expectations from
different types of market segments. This implies that tourist destinations must
understand the motivating factors that lead to the travel decision and consumption
behaviour in each market segment. Likewise, each destination offers a variety of
products and services to attract visitors and tourists have an opportunity to choose

from a set of destinations (Crompton, 1992). Hence, the understanding of human

motivation is to discover what needs people have and how they can be fulfilled (Witt
and Wright, 1992).

2.5.2 The Concept of Needs and Motivation

The consumer behaviour literature shows that needs and motivations are interrelated
(Witt and Wright, 1992; Goodall, 1988). The concept of needs has often been posited
as a central element in motivation and has been considered as the “prime force that
arouses motivated behaviour” (Witt and Wright, 1992, p.34). Need is anything
required for our physiological and psychological health. This implies that the needs
people have should be first assessed in order to understand their motivation.
Motivations arise out of the felt wants or needs of the individual. The process of
translating a need into the motivation to visit a tourist destination or undertake a
specific activity is a complex process. Gilbert (1991) specifies that it 1s only when a
need is recognised that it becomes a want and the motivated action is then the result
of the attempt to satisfy this want. Motivation is thus conceptualized as occurring
when an individual wants to satisfy a need (Mill and Morrison, 1998). In 1938,
Murray (cited in Witt and Wright, 1992) presented an extensive list of 14
physiological and 30 psychological human needs that included achievement,
recognition, affiliation, play and conservancies. The detailed list provided an

extensive framework through which motivational theories could be developed further
into lists and models (Plog, 1987).

Central to most theories of motivation is the concept of need. Needs are seen as

motivating behaviour and, to understand human motivation, it is necessary to
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discover what needs people have and how they can be fulfilled. Maslow (1943) was
the first researcher to attempt to do this when he developed his needs hierarchy
theory, the best known of all motivation theories. Maslow (1943) developed a
hierarchy of the different needs and expectations that are assumed common to all
people. He identified five levels of need:

1) Physiological: hunger, thirst, rest, activity

2) Safety: security, freedom from fear and anxiety

3) Belonging and love: affection, giving, and receiving love

4) Esteem: self esteem and esteem for others

5) Self-actualization: personal self-fulfilment

Maslow argues that an individual’s behaviour is directed towards satisfying a

sequential set of needs as presented above. It is assumed that if none of the needs
appear to be satisfied, the lowest needs, physiological needs, would dominate
behaviour, but the empirical evidence has questioned the order of the hierarchy.
Nonetheless, five levels of need have served as the basic tenet for the development of

various motivation models and categorizations. The application of this theory to

tourist motivation is reviewed in the section 2.7.

These general approaches to understanding consumer needs have been used in the
consumer behaviour field as much as in the leisure and tourism literature. The leisure

and tourism literature often links motivation to the concepts of needs, wants, desires,
goals and the distinction between these constructs is not always clear. The tourism

literature records an extensive study of the needs and motivation for travel as
presented in section 2.5.4 while the leisure field has tended to concentrate on the

needs fulfilled through the choice of more specific leisure activities in section 2.5.3.

2.5.3 Leisure Approach

Needs have been of central importance and the understanding of the formation and
influence on leisure choices often constitutes the core of theories. Tourism and

hospitality can be regarded as both a service and a leisure industry that provide

40




leisure experiences. Leisure studies have concentrated more precisely on the needs
that motivate the decision to take part in a leisure activity and the needs that can be
fulfilled through actual participation. Instead of attempting to summarize all the

motivation types identified in leisure consumption through an exhaustive list, only
studies that present an integrative approach of the range of motivation encountered

are reviewed.

Leisure is essential to human well-being because of the opportunities it provides for
recreation, recuperation, relaxation, self-improvement, self-reliance, appreciation of
self, knowledge of environment, social interaction (Tinsley, 1979). The author
claims that whenever individual experiences leisure, some psychological needs will
be satisfied. The satisfaction of a person’s psychological needs is likely to impact
positively on their mental health, psychical health, life satisfaction and even personal
growth (Tinsley, 1984). Furthermore, leisure travel is about the purpose of an
experience that can be an “emotional, intellectual, spiritual or physical experience”
(Marsh and Hensahll, 1987, p.49).

Empirical leisure researchers aim to define what characterizes an activity as a leisure
pursuit. Iso-Ahola (1980) identifies a leisure activity for students as one in which
they can participate freely. Likewise, Gunter (1987) reviews the main leisure
experiences of students and identifies leisure activity as: a sense of separation

(escape from everyday routine), intense pleasure and enjoyment, freedom of choice,

spontaneity, timeliness, fantasy, adventure/exploration, and self- realization.

These studies appear to group together both the conditions that lead individuals to
give a leisure purpose to an outing (freedom) and needs which could be fulfilled
through an activity (adventure, escape). Their studies focus on the needs that
motivate the decision to take part in leisure activity and the needs that can be
achieved through the actual participation. They have some resemblance to the

multiple motives approach that will be reviewed in the tourism literature in Section
2.5.6.
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It is shown in the literature that the reasons for participating in leisure activities are
relatively similar among individuals but differ when considering the types of
activities pursued (Cato and Kunstler, 1988). Thus, motivations can be considered as
both general and specific in that only some will be present for specific activities and
their relative importance will also vary from one activity to another, Driver and
Knopf (1977) identified 39 psychological benefits grouped into 19 benefit domains
known as the Recreation Experience Preference (REP). His later (1987) study shows

variation according to the activity undertaken and the settings in which they take
place. The four categories identified were:

-Social: sharing enjoyment with others
-Escape: from everyday life and stresses
-Self-esteem: the ability to test oneself, understand better one’s own capabilities and

achievement
-Being in a pleasant surrounding: the value of the natural environment for its

aesthetic qualities

Ewert (1987) proposes that the range of benefits encountered in leisure consumption
.can be categorized into four categories: psychological, sociological, education, and

physical. He also suggests that, although the leisure field has focused on
psychological and sociological benefits, both educational and physical benefits are
relatively less studied and deserve better attention. In contrast, Schreyer (1987)

identifies several barriers to participation; namely, limitations in terms of time, cost,

access and crowding,

To conclude, it seems that the leisure approach keeps its focus on leisure motivations
and needs and the study of particular benefits associated with specific activities.
Nevertheless, the review of motivations is similar to the ones identified in tourism,
with social, educational and escapes motivations being also present. In contrast,

motivations are linked to taking part in activities that identify more specific

dimensions, such as a sense of achievement, fitness, enjoyment of the natural
environment and others. This approach suffers from a lack of generalization of the

findings into a holistic approach of the whole purchasing process.
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2.5.4 Tourist Behaviour and Motivation

The literature shows that many studies address the theories of needs, motivation and
expectations as dimensions of tourism behaviour. Motivation is only one of many

variables besides perceptions, cultural conditions and learning but is a critical
variable because it is the driving force behind all consumer behaviour (Fodness,
1994), and an impelling and compelling force behind all behaviour (Berkam and
Gilson, 1978). Ross and Iso-Ahola (1991) meanwhile advocate that motivation and

satisfaction are central to understanding tourist behaviour. This means that
motivation is identified with the satisfaction of an individual’s needs that pushes or

motivates them into particular types of behaviour.

The tourism literature identifies the types of motivation involved in tourism
consumption and also analyses the whole purchasing process, based on consumer
behaviour models. This approach allows for a better insight into the motivation
concept that is often disregarded in the consumer behaviour literature. The
identification of types of motivation in the tourism industry leads to a deeper
appreciation of different behavioural needs, and, subsequently, to the exploration of
the satisfaction and dissatisfaction dimensions of different behavioural profiles.
Motivation has always been conceptualized as a central element of tourists’
behaviour and choices, and also as the basis from which other factors involved in

travel depend, such as the reasons for and choices of travel (Parrinello, 1993).

Numerous empirical studies have explored the concept of travel motivation to
explain tourist behaviour and destination choice (for example, Qui and Lam 1999;
Ryan and Glendon 1998; Uysal and Hagan 1993; Ross and Iso-Ahola, 1991).

On other hand, Dann (1981, p.203) emphasis that: “Satisfaction is the comparative
measurement of the event and its expectations, and that the latter is based on

motivation”. Pizam et al., (1978, 1979) claims that satisfaction cannot be studied in
isolation of other motivations. Events and their anticipation are imbued with

meaning, the contextualization of motivation. Moreover, where the events involve
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interaction with others, such meaning is symbolic in content and requires
communication. Satisfaction is an emotional reaction to an event or stimulus,

comprising the faculties of intellect and will.

2.5.5 Approaches to Motivation and the Typology of Motivation

Dann (1981) proposes seven motivation approaches for tourists. These will be noted,

but not discussed at length, since they are not the main focus of the present research.
The seven categories of travel motivation include:

e Travel as a response to what is lacking yet desired

o Destination pull in response to motivational push

e Motivation as a fantasy

e Motivations as classified purposes

e Motivation typologies

e Motivation and tourist experiences

e Motivation as auto-definition and meaning (suggesting that the way in which

tourists define their situations provides a greater understanding of their

motivation than simply observing their behaviour)

This indicates that the studies of motivation can be very varied and complex, but

motivation approaches in terms of a destination’s pull in response to motivational

push, the classification of purposes, typologies, tourist experiences and meaning are

deemed useful and relevant to understanding consumer behaviour in the service

experience context,

In the literature, tourist motivations have been attributed to a variety of social,
economic, demographic and psychological factors, and external and intrinsic factors

in relation to the individual, form a solid foundation for an understanding of their

motivation (Dann, 1981).

Williams (2002) notes that external factors are related to the attractiveness of

destinations or hospitality goods or services in terms of the consumer’s desire to own
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or experience them. In this sense, hospitality goods and services can be seen to offer
both internal (physiological factors ~food and drink) and external (attractiveness of
experiencing the services) motivating forces. Likewise, motivation can be
demonstrated as a positive or negative aspect; positive in that we seek positive
moods, pleasure, and social approval, while also negative in that we seek to escape

negative situations such as pain, pessimism or discomfort.

Howard and Sheth (1968) distinguish between specific and non-specific motivations,
and Holloway (1994) agrees, and adds that there is also specific motivation and
general motivation. General motivation is aimed at achieving a broad objective, also
known as “push” factors, for example getting away from routine and enjoying

different surrounding, whilst specific motivation refers to meeting specific needs,

also known as “pull” factors.

Pull and push theory is widely used to study tourist motivation (Gray, 1970; Rivers,
1972; Dann, 1977; Crompton, 1979). Push factors are described as person-specific
motivations that are considered as socio-psychological motives that push an
individual into wanting a particular type of holiday (Sharpley, 1994). Pull factors are
described as destination-specific attributes (Goodall, 1991) within the decision
making process, where the motives are aroused by the destination. Push motives are
useful in explaining the desire to go on a vacation and pull motives are used to

explain the choice of destination (Crompton, 1979). The tourism literature stresses
the importance of both push and pull factors in shaping tourist motivations and
choices (Crompton 1979). Kozak (2002) states that push factors are origin related

and refer to the intangible, intrinsic desires of the individual traveller — desire for

escape, rest and relaxation, adventure, health or prestige. Pull factors are mainly
related to the <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>