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ABSTRACT
Purpose: The research purpose is to assist hotel marketers in figuring out how to design an
APP for hotel on the basis of current experience design situation and some suggestions will be
proposed. Specifically, how strategies of experience design influence customers’ experiential
value and how much the attributes of experience design influence customers’ experiential
value will be examined, revealing which attributes of experience design are more important in
generating customers’ experiential value. Particularly, with the development of mobile
Internet and the increase of customers’ social needs, the communication among customers and
providers will be strengthened. Therefore, this research will explore the importance of
relational service design and social experience design in an APP context.
Methodology: The experience design strategies, customer value dimensions and the
theoretical framework are developed on the basis of literature. Questionnaire instrument is
employed as a quantitative method in this research. At last, 244 questionnaires are recycled
from APPs for hotel users in China.
Findings: Firstly, the strategies of experience design，sensory experience design, functional
service design, relational service design and social experience design, all have positive
influence on customers’ corresponding experiential value. Secondly, in terms of attributes of
experience design, the statistical findings indicate that appropriate layouts, online payment,
online consultation and customer interaction show more influence on aesthetics, functional
value, social-relational value and social-symbolic value respectively. Functional service
design still plays an important role in current experience design, while relational service
design, social experience design and sensory experience design will rise into importance. In
terms of how to design an APP for hotel, a rank of strategies of experience design will be
listed in the end, the well performed attributes of experience design will be kept in the design,
while the attributes of experience design which are week in current situation will be improved.
Theoretical Implications: Firstly, this paper brings “experience” to a context of an APP for
hotel, which enriches the research about experiential marketing and experiential value,
especially social value. Secondly, this paper proposes new experience design dimensions,
sensory experience design, relational service design and social experience design, which
explores a new design domain in the context of an APP for hotel.
Practical Implications: This paper offers guidance for hotel marketers to implement
experiential marketing by attributes of experience design, which in turn will bring more
income and increase the competence of a hotel.
Keywords: experiential marketing, experiential value, experience design, APP for hotel
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1	
  Introduction	
  
1.1 Background
1.1.1 Experience Economy
According to Pine& Gilmore (1998), “experience economy” is another economic era
following after agricultural economy, industrial economy and service economy which human
society has experienced. At the same time, economic offerings have changed over time as
well, from goods to services generally. Currently, the focus of economy has transferred into
“experiences”, suggesting the coming of “experience economy” (Jang& Jung, 2013). Though
always incorporated into services, experiences are definitely distinct economic offerings
(Pine& Gilmore, 1998).
In the era of experience economy, customers do not always focus on goods or services, but
pay more attention to experiences. Through offering special experiences, businesses create
value. Therefore, firms have to manage to offer their customers a unique, memorable and
valuable experience actively in the process of marketing (Pine& Gilmore, 1998).
1.1.2	
  Emergence	
  of	
  Experiential	
  Marketing	
  	
  

Experiential marketing is derived from the concept of experience economy that is proposed by
Pine& Gilmore (1998). According to Schmitt (1999), three reasons in the business
environment contribute to the emergence of experiential marketing:
l The wide use of information technology
Nowadays business is driven by information technology to a large extent, which means
companies can contact with and share experientially related information with customers
anytime. Information about brands will be available instantly anywhere.
l The importance of brand
The concept of brand is important and extended to things that we did not treat as brands, like
something intangible. Goods and services are no longer focus on just functional attributes,
rather than experiences.
l
The omnipresence of communication and entertainment
With many things are treated as brands, something like communication and entertainment are
always connected with them.

1.2	
  Problem	
  Discussion
1.2.1 Mobile Marketing
According to China Mobile Internet Industry Annual Report (2011-2012), with an increase
ratio of 103.1%, China’s smart phones increase to 72.1 million (Hu, Bian& Zhang, 2014). Put
it another way, smart phone has incorporated into the life of Chinese people (ibid.). For the
development of mobile technology and the use of mobile Internet devices, especially
smartphones, customer services that are conducted through computer-based Internet have
appeared in mobile devices (Barnes, 2002). Mobile devices can offer immediate and
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interactive services, which lays a foundation for mobile marketing. It is mobile devices that
facilitate companies to push marketing information to customers anytime and anywhere
(Shankar& Balasubramanian, 2009).
1.2.2	
  Mobile	
  Application	
  for	
  Hotel	
  

With the development of technology, technology-based service, which is embedded in mobile
phone for example, is becoming more and more popular (Sandström, Edvardsson,
Kristensson& Magnusson, 2008).	
   Recently, the latest generation of smartphones is
increasingly powerful. Their fast processing ability and capacious memories lay a foundation
for the development of application (APP) (Boulos, Wheeler, Tavares& Jones, 2011). As Hu et
al. (2014) reveal, the total number of APPs that run on IOS and Android mobile APP systems
is more than 500. Recently, mobile software APPs about service, which will improve
economic efficiency, are increasing dramatically in China (Zhu, Wang, Liu, Liu& Li, 2012).
Mobile applications (APPs) have become emerging tools in mobile marketing. 	
  
For some large companies, who have sufficient capital to invest on information and
communication technology, have already developed their own software APP to implement
marketing, for example, Starbucks and IKEA. For the lack of capital, small companies can
appeal to an APP platform to deliver service. For example, social media APP can always be a
good platform for small companies to display their goods or service. In terms of hotel industry
in China, most of the APPs are platform APP, while a brand hotel APP is scarce. The
platform APP can be Booking, Crip and Qunar, where many small hotels can register. Great
changes have been brought to hotel industry as APPs are more efficient to reduce marketing
costs and easy to get close access to potential customers (Mo Kwon, Bae& Blum, 2013). The
difference between practice and theory lies in that the literature about an APP as a marketing
tool in hotel industry is scarce.
1.2.3	
  Research	
  in	
  Experiential	
  Marketing	
  	
  

For the research of experiential marketing, how to deliver experiences has always been a core
topic in a service industry and some experts have discovered the importance of incorporating
“experiences” into services (Scott& Boksberger, 2009). In the research area of experiential
marketing, Dubs, Le Bel& Sears (2003) and Stamboulis& Skayannis (2003) apply the concept
of experience economy and advise companies to use web technologies to reinforce customers’
experiences. Dubs et al. (2003) emphasizes that hotel should not only focus on visual
pleasures, but also adding sensory, emotional and cognitive pleasures for online consumers.
Tsaur, Chiu& Wang (2007) examine customers’ behavior and treat it as the consequence of
experiential marketing. Similarly, Yuan& Wu (2008) examine experiential marketing with
Starbucks as an empirical study. After literature review about experiential marketing, the
research gap is formed:
l

Experiences are usually combined with services like travel, restaurants and hotels in a
real context, while the experience concept scarcely combined with to mobile services.

l

Despite some companies start to use an APP in marketing, there is limited combination
with the notion of experiential marketing.
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l

Inconsistent with the practice, the research about experiential marketing and experience
design is scarce. Besides, the literature, which treats APP as a marketing tool is scarce as
well.

Tourism and hospitality has become a dominant economic activity, which means marketing in
this field can have a prominent potential (Williams, 2006). Conversely, this kind of potential
is not fully achieved for not focusing on customers (ibid.). Experiential marketing, which
focuses on customers’ whole experience in consumption process, is absolutely a correct
marketing trend. Customers can get various experiences they have never had but expect to
experience. As Gilmore& Pine (2002) put, innovative customer experience design is a
fundamental component for the core capability of a hotel company. Therefore, if a company
wants to be a leader in creating new value in hospitality industry, delivering various
experiences design will be a wise choice. Furthermore, the current development of APPs for
hotel in China and their prominent role in hotel marketing can facilitate empirical study. At
last, it is convinced that implementing experiential marketing by attributes of experiences
design of APPs for hotel can be an interesting topic.

1.3	
  Research	
  Purpose	
  and	
  Question	
  
The key to experiential marketing in tourism and hospitality industry lies in the design of
marketing strategies (Williams, 2006). In the era of experiential marketing, the focus of
customer design has changed into customers’ experiences (Desmet& Heekkert, 2007).
Experiences design is viewed as an opportunity for managers to determine the service offered
to customers and explore the potential possibilities to make progress according to customers’
assessment of each attributes (Berkely, 1996; Botschen, Bstieler& Woodside, 1996). In order
to maintain core capabilities and create value in tourism and hospitality industry, depending
on simple service is not enough (Williams, 2006). It is insisted that creative experiences
design will become an increasingly important strategy for companies in tourism and
hospitality industry (ibid.).
Purpose Pine& Gilmore (1998) suggest, experiences design and delivering experiences
through marketing are important. Paralleled with them, the research purpose of this thesis is to
help hotel marketers figure out how to implement experiential marketing by the attributes of
experience design of an APP for hotel. Additionally, with the development of mobile Internet,
and social media, the communication among customers and providers can and should be
strengthened. In the era of experiential marketing, customers’ pursuit of higher level needs is
increasing, like social needs (Maslow, 1943). Therefore, another purpose of this research is to
examine the importance of relational service design and social experience design play in
generating customers’ social value.
Research Question According to the introduction above, the research questions are as follows:
l

	
  
	
  

How do the strategies of experience design of an APP for hotel influence customers’
experiential value?
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l

How much do the attributes of experience design of an APP for hotel influence
customers’ experiential value?

l

What is the current experience design situation? What can be done by hotel marketers to
increase customers’ experiential value?
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2	
  Theory	
  
2.1	
  Experiential	
  Marketing	
  
2.1.1	
  Traditional	
  VS.	
  Experiential	
  Marketing	
  

As Schmitt (1999) insists, in traditional marketing, customers are rational people who care
about functional features of products or services. In contrast, experiential marketing treats
consumers as both rational and emotional people who care about gaining valuable experiences
(ibid.). Schmitt (1999) argues that people are on the way of replacing traditional marketing,
which is characterized by functional service, with experiential marketing. Furthermore, he
proposes experiential marketing has four distinct characteristics: emphasizing on customers
experiences, considering consumption as a holistic experience, discussing both the rational
and emotional drivers of consumption and employing eclectic methods (see Fig1).

Customer
experience

Methods are
eclectic

Experiential
marketing

Consumption
is a holistic
experience

Customers are
rational and
emotional animals

Figure1 The characteristics of experiential marketing (Schmitt, 1999, p55)

Similarly, Grundey (2008) argues that, firstly, the products of traditional marketing are
viewed as a complex of attributes. Secondly, when customers make an evaluation for
consumption, they use rational criterion (ibid.). Conversely, service offer impressive
experiences in experiential marketing, which makes customers participate in consumption
emotionally and socially (Grundey, 2008). For example, Starbucks implements experiential
marketing with its distinct experience context, such as relaxing talking environment,
comfortable chairs and attractive decoration in the shop (Yang, 2009).
In the era of experiential economy, consumers have become more focused on experiences,
and preferred to spend money on the consumption of experiences. How much a company
deliver experiences determines its success to a large extent (Yelkur, 2000). It is widely argued
that experiential marketing will rise in importance and become a dominant marketing
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direction in the future (McNickel, 2004; Henry, 2002), especially for intangible products with
the development of electronic media (McCole, 2004).
2.1.2	
  Experience	
  	
  

Experiential marketing takes various customer experiences into consideration when providers
try to deliver products or services (Grundey, 2008).	
  As Tseng, Qinhai& Su (1999) state, when
customers purchase a service, they purchase desirable experiences simultaneously.
Holbrook& Hirschman (1982) describe service experience as customers’ perception of
symbolic, hedonic and aesthetic benefits that a service can bring. Elsewhere, Zomerdijk&
Voss (2010) view service experience as the focus of service experience design and service
industry. Experiences are formed in the head of customers on the basis of their understanding
of service elements and the interaction with a service provider in a certain context (Hume,
Mort, Liesch& Winzar, 2006; Pullman& Gross, 2004). Pullman& Gross (2004) add that a key
characteristic of experience is that they are designed to attract customers, that is to say, to
enable customers to rely on the service.
Pine& Gilmore (1998) propose that an experience is constituted of four aspects, which are
entertainment aspect, escapist aspect, educational aspect and esthetic aspect respectively (see
Fig2). Furthermore, they mention that the formulation of experience contains two necessary
dimensions, the participation of customer and certain environment connection, like an activity.

Entertainment

Educational

Esthetic

Escapist

Figure2 The four aspects of an experience (Pine& Gilmore, 1998, p102)

In addition, Schmitt (1999) proposes “strategic experiential modules (SEMs)”, which contain
five different types of experiences components that can be designed for customers and treated
as experiential marketing strategies by service providers (see Fig3). The experiential
marketing strategies are sense marketing strategy, feel marketing strategy, think marketing
strategy and act marketing strategy. Specifically, sense marketing means a company can
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create sensory experiences through various sensations, sound, touch, taste, and smell. Feel
marketing is concerned with customers’ inner feelings, aiming to create affective experiences.
Think marketing is implemented with the objective of making customers obtain cognitive
experiences from the perspective of cognition. Act marketing makes customers’ lives more
interesting by showing them other ways of doing things and distinct lifestyles. Relate
marketing associates an individual person to something outside himself or herself. To put it
another way, relate marketing connects the individual person to a large-ranging social system,
like peers.
Sense

Feel

Relate

Act

Think

Figure3 Strategic experiential modules (SEMs) (Schmitt, 1999, p60)

Dube& Le Bel (2003) find that customers classify pleasurable experiences into four types:
sensory pleasure; social pleasure deriving from interactions with others; emotional pleasure
generated from inner feelings; intellectual pleasure from understanding the complexity of
things. Seen from the categories of experiences above, sensory experiences and social
experiences are crucial and common categories. Besides, in the era of experiential marketing,
functional service is still an important service element to bring customers experience (Schmit,
1999). From a long-term perspective, it is insisted that the relational service between
customers and providers can bring customers experience as well (Berry, 1995).
The concrete dimensions of customers’ experiences and their definitions are presented in
Table1.

	
  
	
  

Construct

Definition

Sensory Experience

A sensory experience is an individual’s
perception of goods or services or
other elements in a service process as
an image that challenges the human
senses;
A sensory experience refers to how
individuals react in offering and
delivering
goods
and
services,
participates in their purchase and
consumption process through the
involvement of human sensations.
7	
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Functional Service Experience

An experience comes from the service
delivered through each procedural;
An experience derives from the service
generated from specific features or
attributes.

Martin (1986);
Schmit (1999)

Relational Service Experience

An experience comes from a service
aiming to help organizations attract,
maintain and strengthen relationship
with customers.
Social experience is a kind of
consumption experience shared with
others, not possessed individually.

Berry (1995);

Social Experience

Tynan& McKechnie (2009);

Table1 The dimensions and definitions of service experience

2.1.3	
  Strategies	
  of	
  Experience	
  Design	
  	
  

Experience design refers to the delivery of service through well-planned tangible and
intangible experiences elements, which are imposed on customers (Hume, Mort, Liesch&
Winzar, 2006; Pullman& Gross, 2004). Pullman& Gross (2004) further add that experience
design is quite common in hospitality industry. Research on each experience design suggests
that service experience design is multifaceted (Voss, Roth& Chase, 2008).
Sensory Experience Design From the perspective of customer need, Park, Jawarski&
MacInnis (1986) suggest that sensory experience is a kind of experiential needs that
customers desire. Hult, Broweus& Van Dijk (2009) define sensory experience as customers’
reaction with human sensations when they participate in the process of being offered well
designed goods and services. According to Hultén (2011), service providers try to challenge a
customer’s mind with the use of sensory experience design. Particularly, it is argued that the
sight experience design is the most common way to perceive products and services for
customers (Orth& Malkewitz, 2008).
Functional Service Design Functional service design is a kind of strategy to deliver service
through each service procedure (Martin, 1986). Similarly, Schmitt (1999) insists that
functional service can be designed through specific attributes of products or services. As
Schmitt (1999) puts it, experience drivers should be both rational and emotional, which means
the functional components should be considered in the process of experience design
(Holbrook, 2000; Addis& Holbrook, 2001). According to Hill, Collier, Froehle, Goodale,
Metters& Verma (2002), more and more service companies have started to adopt superior
information and communication technology, such as the Internet, for the purpose of
improving functional service efficiency. In fact, the development of communication and
information technology is changing the communication among customers and service
providers, which in turn influence customers’ perception of the service (Boyer, Hallowell&
Roth, 2002). As Lam& Lim (2004) state, functional features can satisfy customers’ functional
needs such as information searching and solving product usage problems.
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As Patrício, Fisk& Constantine (2011) state, the use of communication and technology brings
new challenges to service experience design.
Relational Service Design Providing excellent service continuously can maintain a long-term
exchange relationship with customers (Czepiel, 1990). Relational service design aims to offer
a kind of service helping organizations establish, keep and reinforce relationship with
customers (Berry, 1995). In previous research, relational service experience between
customers and employees is a crucial component of service experience (Tseng, Qinhai& Su,
1999). As before, customers’ contact with providers always occurs face-to-face in a real
context (Kellogg& Chase, 1995; Soteriou& Chase, 1998). With the benefit of communication
and information technology, the service between customers and providers has started to be
delivered under a technology context (De Ruyter& Wetzels, 2000).
Social experience Design Customer interaction with other people is one of the crucial design
components in experience design (Pullman& Gross, 2004). A community is constituted of
members attached to it and the relationship among its members (McAlexander, Schouten&
Koenig, 2002). McAlexander et al. (2002) add that through a design of community, useful
information can be shared among customers (ibid.). Elsewhere, Kozinets (1999) states that
depending on a wide range of social connection, designing an online community among
customers can offer a place where customers having similar interest can interact for
consumption information.

2.2	
  Perception	
  of	
  Service	
  
2.2.1	
  SERVQUAL	
  Model	
  

On an early stage, service quality (SERVQUAL) model is a common tool to measure
customers’ perception of service. Parasuraman, Zeithaml& Berry (1988) design a
SERVQUAL model using 22 facets measure to capture customers’ perceptions and evaluation
of a service. However, not all the items are applicable to hospitability industry (Saleh& Ryan,
1991). Then in hospitability industry, Saleh& Ryan (1991) make some changes and use the
SERVQUAL model to analyze service quality. Furthermore, Wong Ooi Mei, Dean& White
(1999) examine the dimensions of service quality in the hospitality industry by extending the
SERVQUAL scale as well.
Nevertheless, a SERVQUAL model has been criticized by many researchers. As Saleh&
Ryan (1991) put it, prior research has concentrated much on the functional and procedural
aspects of service. Though some of the non-functional aspects have been studied, the majority
of them are concerned with the tangible signs of the service (ibid.).
2.2.2	
  Traditional	
  Customer	
  Value	
  

Customer value is another tool to evaluate customers’ perception of service. Vargo& Lusch
(2004) state that value is something perceived and evaluated at the time of consumption. From
traditional perspective of customer value, Zeithaml (1988) considers value to be a customer’s
holistic evaluation of the utility of a product based on the perception of what is obtained and
what is lost. Elsewhere, Dodds, Monroe& Grewal (1991) argue that customers’ understanding
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of value represent a trade-off between the benefits they receive in a product and the sacrifice
they perceive in paying for the product.
The main streams about the traditional value components are as follows. Firstly, some
researchers have defined customer value from both benefits and sacrifice components (Dodds
et al., 1991). However, some other researchers argue that perceived value only consists of
benefits (Hunt& Morgan, 1995; Yuan& Wu, 2008). Secondly, traditional value components
are simple quality and price or benefits and sacrifice, which means they are not enough to be
applied in the service evaluation of experiential marketing.
2.2.3	
  Experiential	
  Value	
  

In the era of experiential marketing, companies are trying to search for new and better
approaches to create value (Bendapudi& Leone 2003). Smith& Colgate (2007) insist that
experiential value is associated with the degree to which a product is designed to create
valuable experiences for customers. According to Gupta& Vajic (2000), experiential value is
achieved personally when customers are provided an individual impressive experience
through experiences design.
2.2.3.1	
  Evolution	
  of	
  Experiential	
  Value	
  	
  

Initially, it is pointed out that experiential value can be both extrinsicly and intrinsicly
(Batra& Ahtola, 1991; Mano& Oliver, 1993). Extrinsic experiential value derives from the
utilitarian nature of consumption (Batra& Ahtola, 1991). In contrast, intrinsic value, such as
fun and playfulness, comes from experience, which means intrinsic value is subjective and
changes from person to person (Mathwick, Malhotra& Rigdon, 2001). Holbrook (1994)
broadens extrinsic–intrinsic dimension of experiential value and adds an active-reactive
dimension to experiential value. Active experiential value involves things done by an
individual (Holbrook, 1996). For example, investment done actively will bring a high return
ratio to customers, so investment return ratio can be an active experiential value. Conversely,
reactive experiential value results from react to something (Holbrook, 1996). Put it another
way, it means that the result of doing something can affect a person (ibid.). Furthermore,
Holbrook (1996) points out that the nature of customer value is an interactive relativistic
preference experience. He proposes a typology with eight dimensions based on three criteria:
extrinsic-intrinsic; active-reactive self-oriented and active-reactive other-oriented. Among
them, self-oriented experiential value derives from what the experiences bring to one self
(Holbrook, 1996). However, other-oriented value depends on how others respond to the
experience (ibid.). Finally, the eight types are: efficiency; excellence; status; esteem; play;
aesthetics; ethics; spirituality (see Table2). It can be seen that, other-oriented value, such as
status and esteem, has risen into discussion in literature.

Self-oriented

	
  
	
  

Active

Extrinsic
Efficiency (conviency)

Reactive

Excellence (quality)

Active

Status
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Intrinsic
Play (Fun)
Aesthetics
(Beauty)
Ethics
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(success, impression,
management)
Other-oriented
Esteem
(reputation,
Reactive
materialism,
possessions)
Table2 The typology of experiential value (Holbrook, 1996, p138-142)

(justice,
virtue,
morality)
Spirituality
(faith,
ecstacy,
Sacredness)

2.2.3.2	
  Dimensions	
  of	
  Experiential	
  Value	
  

In the research of experiential value, Sheth, Newman& Gross (1991) suggest five dimensions
of value, social, emotional, functional, epistemic and conditional, providing a foundation for
extending the value construct. Sweeney& Soutar (2001) develop four distinct value
dimensions to determine what consumption value drives purchase behavior. The four distinct
value dimensions are termed emotional, social, quality or performance and price or value for
money (ibid.). Wang, Po Lo, Chi& Yang (2004) view customer value as a strategy to attract
and retain customers. They take four components into the evaluation of customer value,
emotional value, functional value, social value and customer sacrifices. Deng, Lu, Wei&
Zhang (2010) explore four aspects of customer value to assess mobile instant message (MIM)
services, including functional value, emotional value, social value and monetary value.
Different industries should focus on different customer value. Particularly, Smith& Colgate
(2007) point out that most restaurants need to focus on sensory value, such as aesthetics;
entertainment industries tend to emphasize creating emotional value, like enjoyment and
excitement; professional service organizations may focus on social–relational value
generating between providers and customers, such as trust and attention. Concretely, the
explanation about different experiential value opponents is as follows:
Aesthetics Holbrook (1996) insists aesthetics is an appreciation of a customer for something.
Charters (2006) insists that it can provide customers with an element of beauty. Similarly, as a
type of consumption value, Ponsonby-‐Mccabe& Boyle (2006) suggest it is caused by an
appreciation of beauty of any sort. Hekkert (2006) views aesthetics as a perception of
sensations. In addition, Wang, Hernandez& Minor (2010) suggest aesthetics refers to an
appearance, which is beautiful and enjoyable.
Functional Value Park et al. (1986) insist that functional value is relevant to solve
consumption-related problems. Lee, Kim, Lee& Kim (2002) define functional value as the
practical or technical benefits that users can obtain. Barnes (2003) argues that functional value
is concerned with convenience, accessibility, easy to use benefits and time saving benefits that
a company can offer. When a customer is viewed as a rational person, functional value is
reasonable to be discussed (Chen& Hu, 2010). According to Chen& Hu (2010), functional
value is defined as a whole assessment of service quality, convenience and time saving.
Emotional Value In the mobile service context, Lee et al. (2002) view customers’ mental or
psychological needs as emotional value, which means emotional value is subjective. As
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Desmet& Hekkert (2007) state emotional value can be defined as an affective phenomenon
usually considered in emotion psychology and spoken in everyday language about emotions.
Social-relational Value Payne& Holt (1999) in early days have proposed to introduce
relational value into relationship marketing. Then relationship value began to be viewed as a
criterion of customer value. Smith& Colgate (2007) point out that social-relational value,
which has been emphasized by some service companies, can be a bond between customers
and providers, trust or commitment and responsiveness between customers and providers.
Social-symbolic Value Park et al. (1986) mention that customers’ social position and
information about themselves constitute the symbolic needs of customers. Particularly, Park et
al. (1986) assert that one of customers’ symbolic needs, the delivery of self-image, is one of
the crucial needs for customers. Similarly, Smith& Colgate (2007) insist that the symbolic
value of consumption experience refers to positive meaning attached to self or communication
with others. Additionally, Dholakia, Bagozzi& Pearo (2004) insist that social-symbolic value
is a kind of self-discovery forming through interaction, which may help customers clearly
express and elaborate on their preferences, tastes and values to others. Reaching a consensus
among scholars, social-symbolic value is associated to self and can be displayed to others
(Smith& Colgate, 2007; Rintamäki, Kuusela& Mitronen, 2007).
Construct
Aesthetics

Definition
Aesthetics refers to an appreciation of
some object from a consumer; Aesthetics
provide customers with an element of
beauty; Aesthetics is caused by an
appreciation of beauty; Aesthetics refers to
an artistically beautiful or pleasing
appearance.

Reference
Holbrook (1996);
Charters(2006);
Ponsonby‐Mccabe & Boyle
(2006);
Wang et al. (2010).

Functional Value

Functional value is related to solve
consumption-related problem; Functional
value means practical or technical benefits
that users can obtain; Functional value is a
whole assessment of service quality,
convenience and time saving; Functional
value is concerned with convenience,
accessibility, easy to use benefits and time
saving benefits that a company can offer;
Functional value is defined as a whole
assessment of service quality, convenience
and time saving.

Park et al. (1986);
Lee et al. (2002);
Barnes (2003);
Chen& Hu (2010).

Emotional value is an affective
phenomenon usually considered in
emotion psychology and spoken in
everyday language about emotions;
Emotional value can be viewed as

Desmet& Hekkert (2007);
Lee et al. (2002).

Emotional Value
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customers’ mental or psychological needs.
Social-relational Value

Social-relational value is a social bond in
which customers are well known and
trusts are formulated between customers
and providers; Social-relational value can
be a bond, trust or commitment and
responsiveness.

Smith& Colgate (2007).

Social-symbolic Value

Social value is a kind of self-discovery
forming through interaction which may
help customers clearly define and explain
their preferences, tastes and values to
others; Social-symbolic value is associated
to self and can be displayed to others.

Dholakia et al. (2004);
Smith& Colgate (2007);
Rintamäki et al. (2007).

Table3 The dimensions and definitions of experiential value

2.3	
  Theoretical	
  Framework	
  
According to the research question, how the attributes of experience design of an APP for
hotel influence customers’ experiential value and how much the attributes of experience
design of an APP influence customers’ experiential value will be explored. After the study of
experiential marketing and experiential value from former research, the definition of each
construct is confirmed in the context of using an APP for hotel and a theoretical framework is
established (see Table4).
Construct

Current definition

Sensory experience
design	
  
Functional service
design	
  
Relational service
design	
  
Social experience
design	
  

A service experience design aims to interact with customers’ visional sense in the
context of using an APP for hotel.	
  
A kind of service design to solve customers’ problem through a specific procedural or
an attribute of an APP for hotel.	
  
A service design which hotel companies place emphases on in order to maintain close
contact with customers.
Social activities designed in an APP for hotel, such as sharing consumption experience
and interaction with other customers.

Aesthetics	
  

An artistic appreciation deriving from the use of an APP for hotel.

Functional Value	
  

Problem-solving benefits getting from the performance of an APP for hotel.	
  

Emotional value

A positive affective phenomenon generated in the use of a hotel APP, such as
satisfaction.

Social-relational
Value	
  

A good relationship between customers and service providers of an APP for hotel in
which customers are well cared.

Social-symbolic
Value	
  

Self-image expression, such as preferences, tastes and values, delivered to others
through sharing and interaction with customers in the use of an APP for hotel.

Table4 The definition of constructs in this research
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The attributes of experience design of an APP for hotel involve different strategies of
experience design. Schmitt (1999) articulates five distinct experience “modules”, which
involve corresponding customer experiences, and offers a series of experience design
elements for companies to interact with customers. At the same time, Schmitt (2003) insists
experiential marketing can deliver sensory, emotional, cognitive, behavioral and relational
value as well as social value to customers. Currently, many customer value frameworks are
discussed in a concrete context (Smith& Colgate, 2007). Mainly guided by the theory of
Schmitt that experience design elements can deliver experiential value, a theoretical
framework is proposed in this research to examine the causal relationship between strategies
of experience design and experiential value. In the theoretical framework, sensory experience
design, functional service design, relational service design and social experience design are
chosen as antecedent variables, representing experiential marketing. As outcome variables,
aesthetics, functional value, emotional value, social-relational value and social-symbolic
value are chosen representing experiential value. The theoretical framework is presented in
Fig4.

Sensory
experience design

Social relational
value

H1
Functional
value

H2
Functional
service design

H3
Relational
service design

H5

Social symbolic
value

H6
Emotional
value

H4
Social experience
design

H7
Aesthetics

Figure4 Theoretical framework model

2.4	
  Hypothesis	
  Development	
  
With the guide of theoretical framework and existing research, the research hypotheses are
proposed.
Hypothesis 1: Sensory experience design has positive influence on aesthetics.
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In a retailing context, Mathwick et al. (2001) point out that aesthetic appeal, for example,
visual appeal, can be created by the design of a product. In an online retailing context, it is
suggested that the combination of color, layout and picture quality will influence customers’
visual appeal (ibid.). When we are exposed to certain environment, environment attributes
design will motivate our sensations and aesthetic pleasure will be obtained from various
sensory experiences design consequently (Hekkert, 2006). Hekkert (2006) views aesthetics as
a perception of sensations. Particularly, he mentions that a sight strategy is a fundamental
marketing strategy in interaction with customers, for example, design and packaging (ibid.).
Therefore, the first hypothesis can be developed. The current definition of sensory experience
design in the context of an APP for hotel focuses on the interaction with customer visual
sensation, like the color and layout of an APP for hotel. Aesthetics in this research means an
artistic appreciation deriving from the use of an APP for hotel. The object is to examine the
causal relationship between sensory experience and aesthetics.
Hypothesis 2: Functional service design has positive influence on functional value.
According to Bhat& Reddy (1998), the fulfillment of customers' practical needs delivers
functional value. Seiders, Berry& Gresham (2000) argue that functional value derives from
improving the convenience of service to satisfy customers’ needs. Similarly, Rintamäki et al.
(2007) state that providers, who provide convenient solutions to customers can create
functional value. The goal of adding functional value to customers can be achieved by
designing convenient and efficient service experiences (ibid.). Smith& Colgate (2007) argue
that the usefulness of functional service, constitutes the source of functional value. Recently,
Karjaluoto, Jayawardhena, Pihlström& Leppäniemi (2015) give insights that service has a
strong direct influence on functional value of customers. On the basis of exsiting, the second
hypothesis is developed. The definition of functional service design in current context means
to solve customers’ problem through a specific procedural or an attribute of an APP for hotel,
such as online payment and map function. Correspondingly, functional value refers to
problem-solving benefits generating from the performance of an APP for hotel. Compared
with a real-context, the functional value that an APP for hotel brings to customers can be
convenience and efficiency.
Hypothesis 3: Relational service design has positive influence on social-relational value.
Groönroos (1997) suggests that additional service plays an important role in the formulation
of relationship value between providers and customers. Specifically, Liljander& Strandvik
(1995) suggest that a social bond can be formulated if customers and service providers can be
easy to contact and well known each other. Berry (1995) insists that through service contact
between customers and service providers, a close relationship will be established. Similarly,
Price, Arnould& Tierney (1995) assert that the relational value is not only associated with
interaction between customers and providers but also involves the expression of sincere
understanding. Elsewhere, Gwinner, Gremler& Bitner (1998) insist that customers can receive
social benefits through customized and core service. Particularly, they emphasize that the kind
of benefits deriving from interaction with providers. Salem Khalifa (2004) insists that
attentive and easily handled service can contribute to the perception of customer value.
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Conversely, if the relational service is unfriendly or delayed, the perception of customer value
will decrease (ibid.). In addition, in the mobile using context, Vargo& Lusch (2004) state it is
that, customer value no longer derives from only tangible service offerings, but also can be
brought to customers through interaction communication. Considering the description above,
another hypothesis is generated. The current definition of relational service design is a service
design which hotel companies place emphases on in order to maintain close contact with
consumers, such as information reminding and online consultation. At the same time, socialrelational value can be a good relationship between customers and service providers of an
APP for hotel in which customers are well cared.
Hypothesis 4: Social experience design has positive influence on social symbolic value.
Cova (1997) argues that services enable social interaction among customers will attract more
customers’ attention. Specifically, Firat& Venkatesh (1993) state that social-symbolic
meaning, like self-related meaning, can be produced through a social activity. In the context
of blogs, Hoffman& Novak (1996) view interpersonal interaction as communication and
information exchange through the Internet. Further to this, Lee et al. (2002) argue that social
value derives from communication with group members. Dholakia, Bagozzi& Pearo (2004)
argue that social-symbolic value, such as self-discovery, generates from interaction with a
group of people. The interaction will help customers show their preferences, tastes and values
(ibid.). Interaction is a new characteristic in the Internet context compared with traditional
media (Keng, Huang, Zheng& Hsu, 2007). Sandström et al. (2008) assert that customer
involvement and interaction, like customer communities, can add the uniqueness of value to
customers. Tynan& McKechnie (2009) mention that, there is a kind of consumption
experiences that can be shared with other people, not possessed individually. They insist that
value can be created by interaction and sharing with other people, like family or friends (ibid.).
In addition, Kim, Gupta& Koh (2011) insist that through a social activity, social symbolic
meaning like self-image expression can be produced. Through sharing and communication
interaction design, customers’ self-image can be delivered to others (ibid.). Considering
former research, the fourth hypothesis is established. The current definition of social
experience design refers to social activities embedded in an APP for hotel, such as
consumption experience sharing and interaction with other customers through the link with
social media or a community. Besides, social-symbolic value for customers in this context can
be an opportunity for customers to express their images, such as preferences, tastes and values.
According to Keng et al. (2007), the former customer value theory has largely ignored the
emotional reaction of customers. Considering the characteristics of experiential marketing,
customers will focus on the whole consumption experience of consumption process.
Therefore, the value theory needs to be enriched and bring emotional value into discussion.
Hypothesis 5: Functional service design has positive influence on emotional value.
In literature, the articles, which involve the relationship between functional service design and
emotional value are scarce. However, in the research of online shopping, Lam& Lim (2004)
suggest that customers’ certain value derives from corresponding features. When discussing
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the relationship between features and emotional value, they have proposed a hypothesis that
in some situation functional feature, like a designed product, can create positive or negative
emotions and have made some suggestions for future deeper research. According to the
suggestion of Lam& Lim (2004), the fifth hypothesis is established.
Hypothesis 6: Relational service design has positive influence on emotional value.
According to Pullman& Gross (2004), when a provider focuses on building relationship with
their customers, he or she is creating an emotional context for their future interaction. Rubis
(1998) mentions that Disney spends a long time training their employees on relational
methods for making a connection with their customers emotionally through interactions.
Besides, it is insisted that when two people are exposed to an exchange, a social interaction
will happen (Barlow& Maul, 2000). Barlow& Maul (2000) also insist that customers’
emotions can be cues for a company to trace the delivery of service experience between a
company and customers. Barnes (2003) states that the interaction between a company and a
customer aims to make customers feel valued and special in fact. At the same time, customers’
emotional value generates from the interaction of a company with its customers. Furthermore,
it is added that firms can create emotional value of their customers through showing respect,
appreciation and understanding (ibid.). Therefore, the sixth hypothesis is established.
Hypothesis 7: Social experience design has positive influence emotional value.
Parkinson (1996) states that emotions are social and various interpersonal reasons can induce
emotions. Moon& Kim (2001) propose that Internet interaction delivers playfulness to users,
persuading users to perform specific activities. Elsewhere, Harris& Baron (2004) argue that
social experience design offered by providers make an experience more enjoyable.
Furthermore, it is argued that the extent of enjoyable experience can be greater when
customers are designed to be in close relationship with each other (ibid.). In addition, Paridon,
Carraher& Carraher (2006) argue that, when customers interact in a consumption
environment, they can obtain a large amount of personal and social information, which
constitute the basis of hedonic experience.
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3	
  Methodology	
  

	
  

	
  

In the context of mobile Internet and experiential economy, customers’ evaluation of service
will not focus on simple service, but the whole experiential process. Considering this context
and literature review, the topic of making a hotel reservation with an APP is confirmed as a
research area. Furthermore, the research question how the attributes of an APP for hotel
influence customers’ experiential value is decided. Surrounding the research question, four
hypotheses are developed on the basis of former research. Therefore, the whole research
methodology is around the test of the hypotheses with data. Overall, the research method is
quantitative.

3.1	
  Survey	
  Instrument	
  
Quantitative method is described as a method to collect a series of data and make a
comparison between empirical findings and existing theory. From the perspective of
positivism, quantitative methods refer to employ a scientific way and view social reality
objectively (Bryman& Bell, 2011). In this research, the quantitative method refers to a
questionnaire survey, which is one of the most important data collection instrument
(Bryman& Bell, 2011). A self-completion questionnaire with 35 questions regarding
respondents’ statistic information, experiential marketing and experiential value are included.
Most of the questions are related to the constructs. Four questions are about sensory
experience; three questions are about functional service; three questions are on relational
service; two questions are about social experience; three questions are about aesthetics; three
questions are about emotional value; three questions are about functional value; three
questions are about social relational value; four questions are about social symbolic value. At
last all the questions were translated into Chinese considering the Chinese respondents. A
Chinese questionnaire was designed and edited in a famous Chinese questionnaire survey
website called Questionnaire star. In the end the questionnaire web link was created.
Respondents indicated their opinions of agreement level through a five-point Likert-type
scale. According to Bryman& Bell (2011), Likert scale is used to investigate the attitudes of
respondents. In the five-point Likert-type scale, 1 point means strongly disagree; 2 point
means disagree; 3 point means neutrality; 4 point means agree; 5 point means strongly agree.

3.2	
  Measure	
  and	
  Item	
  Development	
  
In quantitative method, an abstract construct needs to be measured (Bryman& Bell, 2011) and
Measures make it easy and precise to evaluate the relationship between constructs (Bryman&
Bell, 2011). In this research, a multiple-item measure will be employed. With this approach,
each respondent’s options to each question are aggregated to form a whole score of a measure
(Bryman& Bell, 2011). Taken our research questions into consideration, how the strategies
and attributes of experience design of an APP for hotel influence customers’ experiential
value will be explored. The measures and items of strategies of experience design are selfmade on the basis of attributes (some of the attributes see Appendix3), well designed or not,
embedded in an APP for hotel. Therefore, only limited attributes of experience design are
taken into consideration for the limitation of question amount of a questionnaire. Besides, the
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constructs of experiential value are developed on the basis of definition in this contest and
existing literature. The measures and items of experiential value are listed in Table 5.
Construct
Sensory
experience design

Measure
Various information format;

Item
The
APP
offers
various
information formats, such as text
and picture.
The APP has beautiful interface.
The layout of the APP is
appropriate.

Attractive interface;
Appropriate layout；
Functional service
design

The APP offers hotel service
information searching;
The APP offers room reservation
service;
The APP provides hotel marketing
information pushing service;
I can do the online payment
through the APP;
The APP offers map function.

Information searching;
Reservation service;
Information pushing;
Online payment;
Map function

Relational service
design

Reference
_

The APP reminds me information
that I care;
I can make an online consultation
to find help;

Information reminder;
Information consultation;
Customer evaluation system

The APP has online grading
system to offer better service.

Consumption experiences
sharing;

The APP supports consumption
experience sharing;
I can share my consumption
experience with my friends and
family through the APP;
The APP has a customer
interaction
community
to
communicate with each other.

_

_
Social experience
design

Customer interaction

	
  
	
  

Aesthetics

Aesthetic appeal

The APP is eye catching;
This APP looks attractive;
This APP can bring customers
aesthetic enjoyment.

Wang,
Lo,
P&
Yang
(2004);

Functional Value

Efficiency

I was able to make my reservation
convenient;
Using the APP service is time
saving;
Using the APP make my life
easier;
Using the APP is an efficient way
to manage my reservation.

Anderson&
shugan
(1991);
Heinonen
(2004);
Wang, Po Lo,
Chi& Yang
(2004);
Gallarza&
Saura (2006)

Emotional value

Satisfaction

I make a right decision for using the
APP for hotel;
19	
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Social-relational
Value

Social-symbolic
Value

I feel very pleased with the delivered
service by APP for hotel;
The service offered by an APP for
hotel makes me feel enjoyable.

IniestaBonillo
(2009);
Wang, Po Lo,
Chi& Yang
(2004);
Sanchez,
Callarisa,
Rodriguez&
Moliner
(2006);

The APP considers my special
needs when offering a service;
The APP considers my specific
needs when offering a service;
The APP service gives me
individual attention.

Wang, Po Lo,
Chi& Yang
(2004);
Sweeney,
Soutar&
Johnson
(1999)
Gallarza&
Saura (2006);
Yang& Jolly
(2009)

Care

Self-image

Using the APP is a self–expressive
approach to show my taste;
The APP helps me leave a good
impression on others;
I can show my preference when I
use the APP;
A benefit of using the APP is to
show my values.

Table5 Measure and item development

3.3	
  Data	
  Collection	
  	
  
The sample is APP for hotel industry users in China. Firstly, with the development of Chinese
economy, China, as a country with a large population in the world, has already on the stage of
experiential marketing. Secondly, the development of mobile Internet contributes to mobile
marketing in China. An APP, as a software application installed in mobile devices is an
emerging approach for marketing in China. Thirdly, as is shown in the introduction part,
mobile devices and APPs play an important role in the life of Chinese people. The last but not
least, an APP as a marketing tool has been taken into practice in hotel industry of China.
Therefore, the questionnaire survey respondents are focused on APPs for hotel industry users
in China. The respondents are divided into two parts. Before the formal survey, a small group
of 100 respondents are used to make a previous survey. On the formal survey stage, the
sample is 244 an APP for hotel users in China in order to draw reliable and generable
conclusions.
At first, the questionnaire is designed on a professional questionnaire survey website named
Questionnaire Star and then the link of questionnaire is generated. The questionnaires are
spread through one of the prominent Chinese social media, named WeChat. WeChat launched
in 2011 by Tencent China is one of the most popular mobile social networking APP in China
(Wang, Yu& Wu, 2013). As of the beginning of 2014, WeChat users in China reach more
than 600 million (Jinfang, 2015). Social networking service (SNS) is the primary function of
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WeChat (Xu, Kang, Song& Clarke, 2015), which means we can find users of an APP for
hotel easily through the spread of the questionnaire link.

3.4	
  Statistical	
  Analysis	
  
3.4.1	
  Pre-‐test	
  

As there is no one being present to explain confusion for the respondents and most of the time
the questionnaires are handed out in a large number, it is desirable to do a pilot study to clear
up confusion and avoid wastage (Bryman& Bell, 2011). On the stage of pre-test, a sample
with 100 respondents is chosen to conduct a pre-test, which is focused on wording and the
quality of the questionnaire. After sending the questionnaire link through WeChat, some
feedback about wording is informed and changed. In addition, the validity and reliability test
are implemented to ensure the quality of the questionnaire. At first the validity test is
implemented to test items of constructs and the items cannot bunch together are deleted. Then
the reliability test is implemented with the left items. Finally, a final questionnaire is created
for the formal test.
Validity Test Validity test aims to indicate whether or not a measure devised is appropriate to
measure a construct (Bryman& Bell, 2011). In terms of validity, factor analysis is employed
to reflect whether or not the items can bunch together when describing a single construct
(Bryman& Bell, 2011). The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is
calculated to ensure the extent to which the variables can bunch together and are appropriate
for factor analysis (Stewart, 1981; Chau& Muttil, 2007). According to Stewart (1981), when
the value of KMO is greater than 0.90, the value will be rated as “marvelous” for factor
analysis. The exploratory factor analysis aims to identify small factor loading items and delete
them. An item with a factor loading below 0.5 in every factor means the item is not dominant
for the description of a construct and need to be deleted.
Reliability Test As is mentioned before, a multiple-item measure approach is adopted, which
raises the possibility of items not relating to a same construct (Bryman& Bell, 2011).
Reliability refers to the consistency and stability of measures to outline a construct (Bryman&
Bell, 2011, p158). Reliability tests are quite important for the subsequent statistical analyses
(Santos, 1999). In this research, internal reliability is applied to confirm the items are
consistent with and related to each other. Currently, the reliability test uses Cronbach’s alpha
frequently (Bryman& Bell, 2011; Santos, 1999). Cronbach’s alpha is a tool that ensures the
internal consistency or average correlation of items in a survey questionnaire to assess its
reliability (Santos, 1999; Bryman& Bell, 2011). Alpha coefficient’s range from 0 to 1, the
higher score, the more reliable the generated scales are (Santos, 1999). The figure 0.7
suggests an acceptable level and a slightly lower level denotes that the level is efficient and
valid as well (Nunnaly, 1978).
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3.4.2	
  Formal-‐test	
  

On the stage of formal test, the area of link forwarding is enlarged via SNS platform of
WeChat. In the end 262 questionnaires are recycled in a few days and 244 questionnaires
whose respondents definitely ever used an APP for hotel industry were valid.
If questionnaire survey is an instrument for data gathering, then Statistical Package for the
Social Sciences (SPSS) is a widely used tool for quantitative data analysis (Bryman& Bell,
2011). In this research IBM SPSS 21.0 is adopted to make statistical data analysis. Firstly, in
order to convince readers the quality of this questionnaire, factor analysis and reliability
analysis are made by using a formal and larger sample to confirm the validity and reliability
of the questionnaire respectively. Secondly, around the seven hypotheses, correlation analysis
and simple linear univariate regression analysis are implemented to capture the relationship
between different pairs of constructs in each hypothesis. A correlation analysis exhibits the
change direction of two variables, for example positive or negative, and the correlation degree
between two variables (Mertler& Vannatta, 2002). At the same time, correlation coefficients
are calculated to measure the linear association between two variables (Haining, 1991). A
simple linear univariate regression analysis focuses on the casual relationship between two
variables and the extent of influence (Yan, 2009). At last, the hypotheses are examined and
the prior model of experiential marketing and experiential value are supported or not.

3.5	
  Validity,	
  Reliability	
  and	
  Generalization	
  
In the process of doing this research, reliability, validity and generalization are taken into
consideration.
Reliability and Validity The reliability and validity test aims to make sure all the items used
can reflect a distinct construct and all the items are consistent. In terms of reliability and
validity, a small sample of pre-test is conducted to make a control.
Generalization In a questionnaire survey, the place where a questionnaire can reach is limited.
Generalization refers to whether the conclusion drawn from a small sample can be applied to
a large population (Bryman& Bell, 2011). In order to test generalization of the conclusion, the
level of significance will be examined. According to Bryman& Bell (2011), statistical
significance is an indicator reflecting how confident a researcher can be to apply the
conclusion to a broad population where the sample is extracted. The level of statistical
significance is the level of risk to misunderstand there is a relationship between two variables
in the population when in fact no such relationship exists (Bryman& Bell, 2011). The level of
statistical significance also reflects whether the model can be applied in a large population
(ibid.). Therefore, the level of statistical significance was taken into consideration when the
conclusions are drawn. 	
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4	
  Empirical	
  Finding	
  	
  
4.1	
  Pre-‐test	
  	
  
On the pre-test stage, all the items about experience design attributes of an APP for hotel in
experiential marketing and experiential value are put into statistical analysis. In the validity
test, the KMO measure approached 0.9, which means the items are quite fit for factor analysis.
After exploratory factor analysis, the items that outline a distinct construct bunch together to
characterize a factor with its factor loading above 0.5. On this stage, the items developed to
describe emotional value and aesthetics cannot be differentiated for the items of the two
constructs bunching together belonging to the same factor. Therefore, the construct emotional
value is deleted to simplify the theoretical framework mode. In addition, 2 items of sensory
experience, 2 items of functional service, 1 item of relational service and 1 item of social
experience were deleted. After validity test, emotional value and some experience design
attributes are not included in the research, which to some extent simplify the theoretical
framework and narrow down the research area. The left 23 items are used to conduct
reliability test to make sure the items are consistent and related with each other in describing a
construct. Each construct’s Cronbach’s alpha reaches 0.7 or near 0.7, which means the
reliability level was acceptable. After pre-test, a questionnaire with a sufficient validity and
reliability was designed (Appendix1).

4.2	
  Profile	
  of	
  Respondents	
  
In this survey questionnaire, there are 244 Chinese respondents that have used an APP for
hotel before. The profile of respondents’ age, gender and APPs for hotel is presented as
follows.
As is shown in Fig5, APPs for hotel that respondents use frequently are Qunar (23.36%),
Ctrip (24.59%) and Meituan (36.48%).
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4,1%	
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0,41%	
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Figure5 APP for hotel distribution
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In this research, there are more female respondents (56.97%) than male respondents (43.03%).
The gender distribution is even generally (see Fig6).

Gender	
  

43.03%	
  
56.97%	
  

Male	
  
Female	
  

	
  
Figure6 Gender distribution

Most of respondents are 10-25 years old (73.77%) and 24.59% of the respondents are 26-41
years old. Only 4 respondents are 42-57 years old (see Fig7).	
  

Age	
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24.59%	
  

18-‐25	
  
26-‐41	
  
42-‐57	
  
73.77%	
  

	
  
Figure7 Age distribution

4.3	
  Validity	
  Test	
  
The KMO Measure As is shown in table7, the value of KMO measure with a sample of 244
is 0.917, which indicates the items are applicable for factor analysis and the validity level of
the questionnaire is acceptable.
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Factor Analysis In this part, a confirmatory factor analysis was implemented to check the
measures and items of constructs. The result is displayed in Table 6 and the factor loading
below 0.5 are suppressed.
Component
Items

	
  
	
  

1

Time saving

,883

Make life easier

,855

Convenience

,808

Give a prompt service

,797

2

Show values

,840

Show preference

,832

Leave a good impression

,799

Show taste

,737

3

Aesthetic enjoyment

,757

Look attractive

,755

Beautiful

,753

4

Consider specific needs

,788

Consider special needs

,724

Give individual attention

,692

5

Online payment

,741

Offer map function

,710

Push marketing information

,640

6

Online consultation

,808

Information reminding

,647

7

Experience sharing

,671

Customers interaction

,633
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Various information formats

,794

Appropriate layout

,583

Table6 Factor analysis

Principle components and rotation varimax rotation methods were used in the factor analysis
process. As is presented in Table6, 8 factors, which can be named by a distinct construct
respectively are extracted. All the factors extracted have an eigenvalue greater than 1 while
other factors were ignored. The first factor, “functional value” reflecting the problem-solving
benefits of an APP for hotel, with its 4 factors loading all up to 0.7, explains 16 % of the
variance. Following factor 1, the second factor is associated with “social-symbolic value”
which represents customer self-related meaning, explaining 14.7% of the variance. Similar to
“functional value”, all items factor loading are up to 0.7. The third factor is concerned with
“aesthetics”, the visual pleasure an APP for hotel bringing to customers, representing 11.5 of
the variance. Consistent with prior constructs, the factor loading of its items are greater than
0.7 as well. The forth factor reflects “ social-relational value ” that obtained by customers in a
good provider-customer relationship and accounts for 10.8% of the variance. Next to this, the
fifth factor elaborating on 8.3% of the variance, mainly focuses on “functional service”
aiming to solve customers’ problem with an APP for hotel and its entire items factor loading
are about 0.7. With a slightly lower percentage, the sixth and seventh factors explain the
variance about 6.7% and 6.1% respectively, More specifically, the sixth factor is dealt with
“relational service” that a hotel can offer to give customers additional attention; the seventh
factor is related to “social experience”, such as communication interaction and sharing
through an APP for hotel platform. With the lowest percentage, the eighth factor explains 5.9%
of the variance, is dominantly constituted by “sensory experience”, which means visual
sensation experiences an APP for hotel can bring to customers in current research. Seen
together, the 8 factors explain 79.97% of the variance accumulatively. As is shown in the
Table6, all the items of one construct are distributed into one of the 8 factors with factors
loading greater than 0.5. From the ladder structure, the items bunched together belong to a
same construct consistently. All these indicators manifest the validity of measures and items
of constructs, which lays a foundation for in-depth research.

4.4	
  Reliability	
  Test	
  
As is shown in Table7, the Cronbach’s Alpha of functional service, social experience,
aesthetics, functional value, social-relational value and social-symbolic value are between
0.71- 0.9, which reflects a high reliability. Slightly lower, sensory experience and relational
service follow after the prior four constructs with Cronbach’s Alpha between 0.67- 0.7.
Furthermore, the comprehensive Cronbach’s Alpha of all items as a whole is 0.94, which
means the reliability of the questionnaire is good. After reliability test, it can be confirmed
that the reliability of this questionnaire is acceptable.
Cronbach’s Alpha	
  
,692

Construct
Sensory Experience
Functional Service

	
  
	
  

,724
26	
  

Master Thesis, Halmstad University

Relational Service

,677

Social Experience

,717

Aesthetics

,905

Functional Value

,929

Socia- relational Value

,877

Social-symbolic Value

,902

All variables	
  
All variables
Table7 Reliability& validity indicator

,94
Kaiser-Meyer-Olkin Measure of Sampling Adequacy
,917

4.5	
  Correlation	
  Analysis	
  
In order to test whether or not experiential marketing strategy positively influences customers’
experiential value, the correlation analysis is implemented first to examine the change
direction of two variables.
Before the correlation analysis is conducted, variable computing is needed. The variables of
experiential marketing are computed with each experience design attribute of an APP for
hotel to obtain an average level. The average level of experiential value is computed as well
through its items. The computing process is presented as follows and eight variables about
experiential marketing and experiential value are generated:
a. Sensory experience design=(Various information format+Appropriate layout)/2;
(1)
b. Functional service experience design=( Information pushing+Online payment+Map
function)/3;
(2)
c. Relational service experience design=(Information reminding+Online consultation)/2;(3)
d. Social experience=(Customer interaction+Customer sharing)/2;
(4)
e. Functional value=(Convenience+Time saving+Make life easier+prompt service)/4; (5)
f. Aesthetics=(Aesthetic enjoyment+Look attractive+Beautiful)/3;
(6)
g. Social-relational value=(Consider special needs+Consider specific needs)/3;
(7)
h. Social-symbolic value=(Show tastes+Leave a good impression+Show preference+Show
values)/4.
(8)
As is shown in Table 8, the linear association between sensory experience and aesthetics,
functional service and functional value, relational service and social-relational value, and
social experience and social-symbolic value are measured by Pearson correlation coefficients.
The correlation is significant at the 0.01 level (2-tailed). Additionally, through Pearson
correlation, it is obvious to recognize that all the correlation relationship is positive.
Specifically, the correlation degree between sensory experience and aesthetics, functional
service and functional value, relational service and social-relational value, and social
experience and social-symbolic value are 0.546, 0.579, 0.571 and 0.491 respectively. After
the conduction of correlation analysis, the positive correlation between variables has been
confirmed, which lays a foundation for in-depth research.
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Aesthetics
Sensory
Experience

Pearson

,000
,579**

Pearson
Correlation

,000
,571**

Pearson
Correlation
Sig. (2-tailed)

Social
Experience

Social-symboli
Value

,546**

Sig. (2-tailed)
Relational
Service

Social-relational
Value

Correlation
Sig. (2-tailed)

Functional
Service

Functional
value

,000
,491**

Pearson
Correlation

,000

Sig. (2-tailed)
Note: **. Correlation is significant at the 0.01 level (2-tailed).
Table8 The correlation between variables

4.6	
  Regression	
  Analysis	
  
In the correlation analysis, the correlation relationship between variables related to each
hypothesis has been proved positive. In order to demonstrate the causal relationship between
variables, a simple linear univariate regression method is adopted.
4.6.1	
  Regression	
  with	
  Strategies	
  of	
  Experience	
  Design	
  

At first, the regression analysis is implemented with each experience design strategy as an
independent variable respectively. The newly generated variables were put into regression
analysis. In order to test the four hypotheses, four univariate linear regression models were
established respectively to examine the effect of different experiential marketing strategy on
experiential value. In the first model, sensory experience is independent variable and
aesthetics is dependent variable. In the second model, functional service is independent
variable and functional value is dependent value. In the third model, relational service is
independent variable and social relational value is dependent variable. In the fourth model,
social experience is the independent variable and social symbolic value is the dependent
variable.
The results of regression are presented in Table9 and Table10. Specifically, F1=102.749, R
square1=0.298; F2=121.990, R square2=0.335; F3=117.174, R square3=0.326; F4=76.884, R
square4=0.241.
In the first regression model, the regression model is quite significant with a significant level
approach to 0 (P-value=0). Furthermore, the unstandardized coefficient has a high level
significance with the P-value close to 0. Sensory experience has an effect on aesthetics with
the unstandardized coefficient equals 0.626. Therefore, sensory experience design has positive
influence on aesthetics (H1) is supported.
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In the second regression model, the regression model is very significant with a significant
level near 0 (P-value=0). Additionally, the unstandardized coefficient has a high level
significance with the P-value close to 0. The functional service has an effect on functional
value with the unstandardized coefficient equals 0.562. It is reasonable to believe that
functional service experience design has positive influence on functional value (H2).
In the third regression model, as the significant level P-value almost the regression model
almost equals 0, the regression model is valid in a large population. Besides the
unstandardized coefficient has a high level significance with the P-value close to 0. Relational
service has an effect on social relational service according to the unstandardized coefficient
0.553. The information above manifests that relational service experience design has positive
influence on social relational value (H3).
In the fourth regression model, paralleled with the former three hypotheses, the regression
model is very significant with a significant level near 0 (P-value=0) as well as the
unstandardized coefficient with a high level significance (P-value close to 0). Social
experience has an effect on social experiential value with the unstandardized coefficient
reaching 0.513. The details above demonstrate that social experience design has positive
influence on social symbolic value (H4).
Model

Independent

Dependent

R square

F

Sig.

1

Sensory experience design

Aesthetics

,298

102, 749

,000

2

Functional service
experience design

Functional value

,335

121,990

,000

3

Relational service
Experience design

Social-relational value

,326

117,174

,000

4

Social experience design

Social-symbolic value

,241

76,884

,000

Table9 Regression model summary
Regression Model

	
  
	
  

Unstandardized
Coefficients
1,192
,626

t

Sig.

4,944
10,137

,000
,000

1

Constant
Sensory experience design
Constant
Functional service
experience design

1,861

8,625

,000

2

,562

11,045

,000

Constant
Relational service
experience design

1,613

8,291

,000

3

,553

10,825

,000
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4

Constant

1,501

6,307

,000

Social experience design

,513

8,768

,000

Table10 Regression coefficients	
  

Overall, the experiential marketing strategies, sensory experience design, functional service
experience design, relational service experience design and social experience design have a
strong effect on corresponding customer value, with the unstandardized coefficient reaching
0.5.
4.6.2	
  Regression	
  with	
  Attributes	
  of	
  Experience	
  Design	
  	
  

In order to answer the research question, the possible attributes design of an APP for hotel
under each experiential marketing strategy is taken into consideration to examine their effects
on experiential value concretely. After the implementation of factor analysis, there are only 9
items related to the attributes of experience design of an APP for hotel are left. In this part, the
causal relationship between concrete attributes of experience design, which belong to
different experiential marketing strategies and experiential value are examined through 9
simple linear univariate regression models. Displayed in Table11, the significant level of the
univariate regression models is high with the P-value approaches to 0. Similarly, the R square
is low, reflecting that though the causal relationship can be supported with a high model
significant level, but it is possible to exist other regression model hidden behind the two
variables.
Independent variable

Dependent variable

Various information formats
Appropriate layout
Information pushing

R Square

F

Sig.

Aesthetics

,164

47.555

,000

Aesthetics

,306

106.575

,000

,213

65.616

,000

,257

83.706

,000

Functional value

Online payment

Functional value

Map function

Functional value

,182

53.742

,000

Social-relational value

,225

70.137

,000

Social-relational value

,270

89.306

,000

Social-symbolic value

,191

57.018

,000

Social-symbolic value

,188

55.974

,000

Information reminding
Online consultation
Customer interaction
Experience sharing

Table11 Regression model summary

As shown in Table12, through regression coefficients the influential extent of the attributes of
experience design of an APP for hotel can be identified. Similarly, the significant level of the
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unstandardized coefficient is high as well with the P-value close to 0. Specifically, in the
regard of sensory experiences, sensory experience1, various information formats have an
effect on aesthetics (0.398); sensory experience, appropriate layout has an effect on aesthetics
(0.567). For the possible function of an APP for hotel, functional service1, information
pushing has an effect on functional value (0.349); functional service2, online consultation, has
an effect on functional value (0.405); functional service3, map function has an effect on
functional value (0.334); In terms of relational service, relational service1, information
reminding has an effect on social-relational value (0.507); relational service2, online
consultation has an effect on social-relational value (0.671). About the social experience,
innovative ideas of the paper, social experience1, customer interaction has an effect on socialsymbolic-value (0.512); social experience2, experience sharing has an effect on socialsymbolic value (0.427). Overall, all the attributes of experience design of an APP for hotel
have an effect on corresponding experiential value with the unstandardized coefficient
between 0.3 to 0.7.
Regression
Model

Unstandardized
Coefficients

Sig.

Various information
formats

,398

,000

Appropriate layout

,567

,000

Information pushing

,349

,000

Online payment

,405

,000

Map function

,334

,000

Information reminding

,507

,000

Online consultation

,671

,000

Customer interaction

,512

,000

Experience sharing
Table12 Regression coefficients

,427

,000

4.7	
  Current	
  Situation	
  of	
  Experience	
  Design	
  	
  
In order to confirm whether or not an APP for hotel possesses certain attributes of experience
design, the Likert Scales are used to test customers’ attitude. Considering the diversity of
development level for each attribute of experience design in an APP for hotel, “agree” means
customers insist that the APP possess this attribute and “strongly agree” indicates this
experience design attribute is mature at present. The percentage of “agree”and “strongly agree”
are sumed to reveal the current development of attributes of experience design from
customers’ perspective.
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Current	
  Situa4on	
  of	
  A5ributes	
  of	
  Experience	
  Design	
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Figure8 Current attributes of experience design situation

In terms of sensory experience, customers agree that the APP they have used offers various
information format with a percentage of 40.98% and 23.36% customers strongly agree with
that; customers who agree the APP for hotel they have used has appropriate layout occupies
46.72% and the degree of strongly agree reaches 21.31% (see Appendix1). Adding people
who agree and strongly agree together, the percentage approaches to 66.34% and 68.03%
respectively for the two attributes of sensory experience design (see Fig8). Taken the average
level of various information format and appropriate layout into consideration, the
development of attributes of sensory experience design of an APP for hotel can be revealed
with a percentage of 66.19% (see Fig9).
With respect to functional service experience, customers agree that the APP they have used
provides information pushing service with a percentage of 39.34% and 36.48% customers
strongly agree with that; customers who agree the APP for hotel they have used has online
payment service occupies 27.87% and the degree of strongly agree reaches 54.1%; customers
who agree that the APP they have used offers map function with a percentage of 34.84% and
the percentage reaches 44.26% for whom strongly agree (see Appendix1). Seen from the
average level of information pushing, online payment and map function, the development of
functional attributes of service experience design of an APP for hotel can be presented with a
percentage of 78.96% (see Fig9)
In terms of relational service experience design, customers agree that the APP they have used
can offer information reminding service with a percentage of 35.66% and 31.15% customers
strongly agree with that; customers who agree the APP for hotel they have used has online
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consultation service with a percentage of 27.05% and the degree of strongly agree takes up
23.77% (see Appendix1). When it comes to the average level of information reminding and
online consultation, the development of attributes of relational service design of an APP for
hotel can be described with a percentage of 58.82% (see Fig9).
With regard to social experience design, customers agree that the APP they have used enable
consumption experience sharing with a percentage of 43.03% and 34.84% customers strongly
agree with that; customers who agree the APP the APP for hotel they have used can
implement communication interaction take up 33.2% and customers strongly agree with that
with a percentage of 33.61%(see Appendix1). With respect to the average level of experience
sharing and communication interaction, the development of attributes of social experience
design of an APP for hotel can be represented with a percentage of 72.34% (see Fig9),
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Figure9 Current strategies of experience design situation
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5	
  Analysis	
  
In this chapter, the analysis will be implemented from two aspects, analysis from statistical
finding and the questionnaire data mining result, which reveals the current experience design
situation of APPs for hotel. In the analysis, a comparison between statistical finding and
current experience design situation will be made in order to explore what can be improved in
future experience design for hotel managers.

5.1	
  From	
  Statistical	
  Findings	
  
The answer to the two research questions how the attributes of experience design of an APP
for hotel influence customers’ experiential value and how much the attributes of experience
design of an APP for hotel influence customers’ experiential value respectively reveal how to
design a new APP for hotel.
In the formal test, the value of Cronbach’s Alpha in reliability analysis, the KMO indicator
and the ladder structure in factor analysis indicate that the questionnaire is reliable and valid.
The result of correlation analysis reflects that the relations between strategies of experience
design and experiential values are positive. Simple linear univariate regression analysis
reveals the causal relationship between constructs in each hypothesis. Results from the
statistical analysis reveals that different strategies of experience design have positive
influence on corresponding experiential value.
Sensory experience design (0.626) is demonstrated to have a positive influence on aesthetics
(H1). Many supports can be found in previous study. Narrowed by the definition of sensory
experience in this research, the sensory experience means visual experience in an APP for
hotel context. Similar to the context of using an APP for hotel, Mathwick et al. (2001) point
out that the color, layout and picture quality in online environment will influence customers’
visual appeal. Hekkert (2006) insists that customers’ sensation can be motivated when
exposed to certain environment and aesthetic pleasure be obtained by customers eventually. In
order to examine how much the attributes of sensory experience design of an APP for hotel
influence aesthetics of customers respectively, the univariate regression is implemented for
the second time with each attribute of sensory experience design viewed as an independent
variable separately. It reveals that appropriate layout (0.567) shows more influence on
aesthetics than various information formats (0.398) according to the unstandardized
coefficients.
Functional service design (0.562) is still an important component in experiential marketing to
add functional value to customers (H2). Consistent with the result, many scholars agree with
it. From the perspective of brand, Bhat& Reddy (1998) on an early stage argue that when
customers’ practical problems are solved, the perception of functional value appears. Seiders
et al.（2000）insist that functional value is related to the increase of convenience at different
stages of consumption. Rintamäki et al. (2007) argue that providers, who provide convenient
solutions to customers can create functional value. The use of an APP in a mobile Internet
context will bring customers the benefits of convenience and time saving benefits compared
with a real hotel environment. Therefore, the goal of adding functional value to customers can
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be achieved by delivering efficient and time saving service design to customers. Favored by
Smith& Colgate (2007), the result also indicates that through attributes of experience design
of an APP for hotel, a lot of customer desired function can be embedded in an APP to add
functional value to customers. More recently, Karjaluoto et al. (2015) give insights that
service has positive influence on functional value of customers. Therefore, it is desirable for
hotel marketers to enrich the function related attributes of design of an APP for hotel to bring
more experiences to customers. Focusing on concrete functional attributes of service design, it
can be concluded that information pushing (0.349), online payment (0.405) and map function
(0.334) have positive influence on customers’ functional value, among which online payment
influence functional value to the largest extent according to the unstandardized coefficients.
Relational service design (0.553) shows positive influence on social-relational value as well
(H3). An APP makes hotel marketers to keep contact with customers in a mobile Internet
context anytime and anywhere, so the relational service is implemented on the basis of
frequent contact. For this point, support can be found from former scholars. It is suggested
that the frequent contact between providers and customers will contribute to the providers to
offer customized service (Gwinner et al., 1998), which is one of the components of socialrelational value added to customers. Similarly, relational service design, like frequent contact,
will facilitate the generation of social-relational value (Liljander et al., 1995; Berry, 1995).
Vargo& Lusch (2004) state it is that, customer value no longer derives from only tangible
service offerings, but also can be brought to customers through interaction communication.
Salem Khalifa (2004) argues that the delayed and unfriendly service will decrease the
perception of customers’ value. Conversely, the hotel service with the use of an APP for hotel
in mobile Internet has become more efficient and timely to contact with customers, which in
turn can bring social-relational value to customers. In this research context, relational service
design online consultation (0.671) shows more importance in generating social-relational
value than information reminding (0.507) according to the unstandardized coefficients.
The development of communication and technology facilitates the prosperity of mobile
Internet, which makes people associated with each other. The social experience design (0.513)
obtained when customers use an APP for hotel, has manifested its influence on socialsymbolic value (H4). Concretely, the social-symbolic value in this research means self-image
expression, like customers’ tastes, preferences and values. In line with the research result,
some previous researchers hold the same opinion that social experiences or social activities
have positive effect on social-symbolic value. Similarly, it is also insisted that social symbolic
value derives from some social activities (Firat& Venkatesh, 1993; Kim et al., 2011).
Particularly, it is argued that customers’ social-symbolic value is generated through sharing
and communication interaction with a group of people (Lee et al., 2002; Dholakia, 2004;
Tynan& McKechnie, 2009). Sandström et al. (2008) argue that customer engagement, like
customer communities, can add the distinct of value to customers. In the context of using an
APP for hotel to make a reservation, customers can share consumption experiences and
communicate with each other, so the social-symbolic value is created. In terms of the specific
social-symbolic value in this research context, self-image expression, Dholakia et al. (2002)
suggest that interaction is the source of social-symbolic value to present customers’
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preferences, tastes and values to others. In this research, the social experience design,
customer interaction (0.512) shows more influence on customers’ social-symbolic value than
consumption experience sharing (0.427) according to the unstandardized coefficients.
Due to the items developed to describe emotional value and aesthetics cannot be differentiated
with the items of the two constructs bunching together belonging to the same factor
component in factor analysis on the pre-test stage, the emotional value is removed from the
research. On one hand the definition of the two constructs and the items which are based on
the definition are not good enough to differentiate from each other; on the other hand, former
research indicates that the definition of the two constructs are overlapped to some extent.
Mano& Oliver（1993） argue that the products which are mainly aesthetic are more likely to
relate to positive emotion. As for aesthetics, it can provide customers with an element, which
is emotionally moving (Charters, 2006). Similarly, Ponsonby-‐Mccabe & Boyle (2006) insist
that aesthetics, as a type of consumption value, which is created by an appreciation is
emotionally derived as well. Pleasure may be one element of aesthetic appreciation (Charters,
2006). Hence, the hypothesis 5,6 and 7 are uncertain for the remove of emotional value in this
research, which adds more opportunity for future research. Here, the research aims to present
the whole and true research process.

5.2	
  Questionnaire	
  data	
  mining	
  	
  
Through questionnaire result data mining, the current experience design situation of an APP
for hotel can be revealed.
5.2.1	
  From	
  Attributes	
  of	
  Experience	
  Design	
  	
  

With respect to sensory experience design, 68.03% customers insist that the APP they have
used possesses an appropriate layout, while the customers agree that the APP they have used
has various information format with a less percentage of 64.34%. Consistent with the
statistical analysis, the appropriate layout shows more influence on aesthetics with a
coefficient of 0.567. Compared among the three functional service experience design, with the
highest percentage, 81.97% customers insist that the APP they have used offer online
payment service, which means this experience design attribute is relatively mature in current
design, while the customers who insist that the APP they have used offers map function and
information pushing service follow it with a percentage of 79.1% and 75.82% respectively.
Almost consistent with current experience design situation, the statistical result reveals that
online payment has the largest influence on customer functional value while information
pushing and map function rank second and third respectively.
With regard to relational service design, 66.81% customers insist that the APP they have used
can offer information reminding service which is obviously higher than online consultation
whose percentage is only 50.82%. The reasons can be explained as follows. For online
consultation experience design embedded in most of the APP for hotel, the APP for hotel in
this research cannot conduct a real-time online consultation with a form of dialogue but
through a link with an email or making a phone call, which means the online consultation
service experience design is not mature. In contrast, the statistical result in an APP for hotel
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reveals that online consultation influences more on information reminding with the coefficient
reaching 0.671. To social experience design, 77.87% customers think that they can share
consumption experience with others, while customer interaction shows a lower percentage,
which is only 66.81%. The reasons can be explained as follows to analyze why consumption
experience sharing design is relatively mature. The experience sharing derives from two
approaches, customers’ comment for a hotel company and social media. Customers can write
down their consumption experience through “comment community” embedded in an APP
after consumption. With the development of social media, the APP has established links with
social media, like Sina Weibo and WeChat where customers can share consumption
experience with their close friends. Unlike consumption experience sharing, seldom do
customers reply the comment of another customer, which means customers express their own
opinions more than interact with others. Therefore, the customer interaction in social
experience design is weak. Different from current experience design situation, the statistical
result reveals that customer interaction influence more on customers’ social-symbolic value.
5.2.2	
  From	
  Strategies	
  of	
  Experience	
  Design	
  	
  

The current situation of strategies of experience design can be examined as well. Paralleled
with what Schmitt (1999) has found, functional service design is embedded best with 78.96%
customers thinking the APP they have used possesses corresponding functional experience
design, which reflects that functional service design, a crucial component in traditional
marketing, is still significant in experiential marketing. It can be explained that as a tool of
making reservation, basic functional service design like reservation and extra service design
like map function, which facilitates hotel reservation are actually what customers most care
about. For choosing an APP for hotel, it is insisted that after the satisfaction of making a
reservation, then customers will focus on other experience design, for example social
experience design. Next to functional service design, the current situation of social experience
design shows a high level as well with a percentage of 72.34%. Further to explore the reasons,
firstly, customers care about the whole experience in the process of consumption in the era of
experience economy and experiential marketing. With the development of information and
communication technology, mobile Internet associates customers together through comment
community and social media, which increases the chance of consumption experience sharing
and customer interaction. Sensory experience design ranks thirdly with a slightly lower level
of 66.19% customers thinking the APP they have used possesses corresponding sensory
experience design. On one hand, it can be explained by that customers are not as sensitive as
in a real context to sensory experience design. When customers are exposed to a real context,
they begin to interact with attributes of sensory experience design, such as the decoration of a
hotel. On the other hand, hotel companies maybe haven’t attached enough attention to sensory
experience design. Relational service design ranks last in the four experience design strategies
with 58.82% customers thinking that the APP they have used has corresponding attributes of
relational service design. The reason why relational service design lags behind is that most of
the relational service is implemented in a face-to-face context. With the high-pace
development of information and communication technology, the relational service can be
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conducted in an APP context. However, the hotel marketers haven’t realized the importance
of relational service design delivered in an APP context as enough as in a real context.
Through the analysis about current strategies of experience design, it can be insisted that in
spite of the prominence of functional service design, social experience design and relational
service design, will rise into importance. It’s been 15 years since Schmitt (1999) proposes
human is on the way of replacing traditional marketing, in which functional service design is
crucial, with experiential marketing. At present, human society is still on the initial stage of
experiential marketing, so functional experience design is still quite important in current
experience design. Therefore, it takes time for hotel marketers to change their notion from
traditional marketing gradually. The last but not least, hotel marketers haven’t recognized the
importance to bring “experience” to an APP context from a real context. In the future, as
Maslow (1943) states in his human hierarchy needs model, human will seek to satisfy a higher
level needs, like social needs, self-esteem needs, after the satisfaction of basic physiological
needs. With the satisfaction of customers’ basic needs, customers’ social needs will become
demanding. Besides, the fast development of mobile Internet and social media associate
customers and providers together, which will contribute to the attributes development of
relational service design and social experience design. Therefore, if hotel marketers taking
customers’ social needs and experiential marketing trend into consideration, relational service
experience design and social experience design will rise into importance in experiential
marketing.
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6	
  Conclusion	
  and	
  Future	
  Research	
  
In the final chapter, firstly a summary about the thesis will be made and then the conclusions
will be made to answer the research questions. Then the implication of this research will be
discussed. At last, on the basis of limitation, some suggestions for future research will be
proposed.

6.1	
  Summary	
  and	
  Conclusions	
  
In the era of experience economy, experience has become a new economic offering. One
prominent characteristic of experience economy is that customers focus on the whole
consumption experience rather than simple service, which induces a shift from traditional
marketing to experiential marketing. Experiential marketing is a new area in marketing, in
which service providers try to deliver various experiences to customers through experience
design strategies. With the development of mobile Internet and the wide use of mobile devices,
APP has become another tool in marketing. In the context of using an APP for hotel, the
research questions are focused on how the attributes of experience design of an APP for hotel
influence customers’ experiential value and how much the attributes of experience design
influence customers’ experiential value. With a quantitative method and a questionnaire as an
instrument, each strategy of experience design and corresponding attributes of experience
design of an APP for hotel have been demonstrated to have positive influence on customers’
experiential value.
	
  

Experiential Value

Experiential Marketing

	
  
Note: solid line means the hypothesis is supported; dotted line means the hypothesis is uncertain; the figures are
unstandardized coefficients explaining the causal relationship between variables.
Figure10 Conclusions drawn from statistical findings
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As is shown in Fig10, the conclusions drawn from statistical findings are as follows:
l

The four strategies of experience design all have positive influence on customers’
corresponding experiential value.

l

In attributes of sensory experience design, such as various information formats and
appropriate layout, appropriate layout is demonstrated to have more influence on
aesthetics. In attributes of functional service design, such as information pushing, online
payment and map function, online payment is demonstrated to influence customers’
functional value to the largest extent, while information pushing and map function show
a slightly lower level. In relational service design, such as information reminding and
online consultation, online consultation is more important to create social-relational
value while information reminding follows it with a lower level. In social experience
design, such as consumption experience sharing and interaction among customers,
customer interaction is more important than consumption experience sharing in
generating social value.

Current Situation of Strategies of
Experience Design
Ranking

Experience Design

Current Situation of Attributes of
Experience Design	
  

Online Payment (81, 98%)
Map Function (79, 10%)
Information Pushing (75, 82%)
Experience Sharing (77, 87%)
Social Experience
2
Customer
Interaction (66, 81%)
Design (72,34%)
Appropriate Layout (68, 03%)
Sensory Experience
3
Design (66,19%)
Various Information Formats (64, 34%)
Information Reminding (66, 81%)
Relational Service
4
Design (58,82%)
Online Consultation (50, 82%)
Table13 Comparison between current situation and statistical findings
1

Functional Service
Design (78,96%)

Statistical Finding	
  
Unstandardized
Coefficients	
  
0,405
0,334
0,349
0,427
0,512
0,567
0,398
0,507
0,671

Experiential
Value
Functional Value
Social Symbolic
Value
Aesthetics
Social Relational
Value

According to Table13, some conclusions can be drawn from current situation of experience
design and a comparison between current situation of experience design and statistical
findings:
l

The current sensory experience design situation of APPs for hotel indicates that
appropriate layout is better developed than various information formats. Seen from the
current situation of functional service design, online payment is best developed while
information pushing and map function are relatively weak. Consistent with statistical
findings, appropriate layout and online payment are also demonstrated to influence
aesthetics and functional value respectively with a largest degree.

l

The current situation of relational service design indicates that information reminding is
better developed than online consultation, while the statistical finds reveals that online
consultation have more influence on social-relational value. Similarly, the current
situation of social experience design reveals that experience sharing is better developed
than customer interaction, while the statistical findings reveals that customer interaction
have more influence on social-symbolic value.
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l

Seen from the ranking of current situation of experience design, it is indicated that
functional service design, which is dominant in traditional marketing, is still crucial on
the initial stage of experiential marketing. At the same time, social experience design
follows it with a slightly lower level. Sensory experience design and relational service
design rank in the third and fourth place respectively.

l

Though the maturity of functional service design, it is insisted that social experience
design and relational service design will rise into importance in experiential marketing
mainly for the development of mobile Internet and the increase of customers’ social
needs.

Through the comparison between statistical findings and current situation of experience
design, how to design an APP for hotel by attributes of experience design strategies to
implement experiential marketing can be concluded concretely (see Table14). According to
the percentage, the well-performed attributes of experience design (above 70%) will be kept,
while the attributes of experience design, which are weak in current situation will be
improved (below 70%):
Rank
1

Design
Functional
Service

•
•
•

What need to be kept
Online payment
Information pushing:
ü

What need to be improved

Pushing time need to
be limited

Map function:
ü Offer voice navigation
function;

ü Traffic, tourism
attractions, restaurants
information searching

2

3

Relational
Service

Social
Experience

•

Experience sharing:
ü Cooperate with social

o

Information reminding:

o

Online Consultation:

o

Customer interaction:
ü Embed social activity

ü

Offer various
reminding approaches

ü

Offer a real-time
online consultation at
the week days;
ü Pay a return visit
online

online;

media
ü Establish a community

ü Establish a community
ü Provide online
chatting

4

Sensory
Experience

o

Appropriate layout:

o

Various information format:

ü
ü
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Offer individualized
design: background,
color
Language Setting
Improve visual effect,
animation effect;
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ü

Increase information
formats, video and
pictures

Table14 How to design an APP for hotel

When customers choose an APP for hotel, they care most about the functional service design
strategy, containing basic functional service and extra functional service which will facilitate
hotel reservation, to make a reservation and then they will focus on the satisfaction of other
needs, for example, social needs.
Functional service design is the first experience design strategy. As functional service design
is embedded best in current situation, the attributes of functional service design strategy need
to be kept. Furthermore, the online payment function needs to be optimized for showing more
influence on functional value in statistical analysis.
As concluded above, relational service design and social experience design will rise into
importance for the development of mobile Internet and the increase of customers’ social needs.
Because relational service design is not performed well in current situation, relational service
design strategy is the second experience design strategy and the attributes of relational service
design strategy need to be improved. Furthermore, online consultation needs to be attached
more attention for showing more influence on social-relational value. From the current
strategies of experience design situation, social experience design is relatively mature ranking
next to functional service design, therefore, social experience design is the third experience
design strategy. Particularly, customer interaction, which is revealed to have more influence
on social-symbolic value, is not implemented well in current situation for the weak interaction,
so hotel marketers need to attach more attention to online interaction.
The last but not least, ranking third in current strategies of experience design situation, on one
hand, customers are not as sensitive as in a real context to sensory experience; on the other
hand, it takes time for hotel marketers to change their notion from traditional marketing and
bring sensory experience design into an APP context, therefore, sensory experience design
ranks fourth in the experience design strategy.

	
  6.2	
  Implication	
  
How the attributes of experience design of an APP for hotel influence customers’ experiential
value has both theoretical implications in academic area and practical implications for the
management of a hotel in an APP context.
Theoretical Implication
•

	
  
	
  

Though experiential marketing as a new marketing direction has been implemented in
practice, the literature about experiential marketing and experiential value is scarce. This
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research reveals the causal link between attributes of experience design of an APP for
hotel and corresponding experiential value in the context of an APP for hotel.
•

This research enriches strategies of experience design on the basis of traditional
marketing, in which sensory experience design, relational service design and social
experience design have been added to experiential marketing.

•

This experiential marketing research is implemented in an APP for hotel context rather
than a real context, which considers the development of mobile Internet and social media
and explores a new experience design domain.

•

Specially, the development of mobile Internet and social media, increases customers’
social connection. At the same time, the development of economy and the improvement
of life level increase customers’ social needs. This research manifests relational service
design in an APP for hotel has positive influence on customers’ social-relational value
and social experience design in an APP for hotel has positive influence on customers’
social-symbolic value, which contributes to the research of customers’ social value in
experiential marketing.

Practical Implication
•

Some of the attributes of experiences design are not well designed in APPs for hotel in
China and still have potential to be improved. The findings of this research will
perform as guidance for hotel marketers to figure out where the space of improvement
lies in and how to incorporate attributes of experience design into an APP in the
process of experiential marketing. That is, it will assist hotel marketers in
understanding the key to experiential marketing from customers’ perspective.

•

Besides, the implementation of strategies of experience design will bring more income
to hotel companies and gain more competence in hotel industry.

6.3	
  Limitation	
  and	
  Recommendation	
  for	
  Future	
  Research	
  
There are several limitations appear in this research, which offers opportunities for future
research.
In the Theory Part
•

As the time is limited and the amount of questions in the questionnaire shouldn’t be too
much to frustrate the respondents, the emotional value is removed from the formal test
when the items of esthetics and emotional value cannot be differentiated from each other.
In fact, as discussed in the theory part, emotional value can be an interesting component
in experiential value.

•

To simplify the questionnaire, the definition of some constructs is narrowed down. For
example, the sensory experience design in this research refers to visual experience design.
The same with functional service design, relational service design and social experience
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design, which means limited attributes of experience design of an APP for hotel are
taken into consideration in this research.
In the Methodology Part
•

There should have been more ways to spread the questionnaire. From the demographic
profile of respondents in the empirical finding part, most of the respondents are young
people under the age of 18-25. On one hand, WeChat, as a SNS, is the only platform to
spread the questionnaire; On the other hand, most of the respondents are our classmates
in China, which makes the distribution of respondents uneven. If the respondents are not
focused on 18-25, how the empirical finding will change is wondered. Therefore, the
distribution of the questionnaire needs to be enlarged.

•

In testing the causal relationship between experience design strategies and experiential
value, the simple linear univariate regression is used. Though regression models are quite
significant with the significant level approach to 0 (P-value=0), the indicator R square is
a little low. On one hand, the amount of formal sample is 244 and a larger amount of
sample can make R square level higher; on the other hand, a certain dimension of
experiential value is induced by more than one experience design attribute, which means
choosing only one experience design attribute as independent variable is limited for its
explanation of corresponding experiential value. The purpose of this research is to test
the causal relationship rather than prediction relying on the regression model. Therefore,
the R square level can be acceptable. However, there can be better model to replace
simple linear univariate regression in explaining of causal relationship.

Seen from the Whole Research
•

The APPs for hotel and the respondents are mainly on the basis of China. Hence, the
situation about APPs for hotel in other countries can be examined in the future.

•

How to implement experiential marketing through experience design is mainly focused
on customers’ perspective without considering the hotel company’s perspective. In order
to achieve an overall conclusion to design a better APP for hotel, future research can
interview managers in the hotel industry to conduct this research.

•

Most of the APPs for hotel in China are platform APP currently, so the conclusions are
drawn from platform APP without considering brand APP of a hotel company. It is
wondered whether the conclusion can be applied to brand APP when a hotel company
has sufficient capital to invest in their own APP in the future.

•

On the basis of generating customer experiential value, future research can focus on
customer behavior, loyalty and satisfaction to enrich the theoretical framework.
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Appendix1:	
  Questionnaire	
  
Directions:
In the era of experiential marketing, customers in the service industry desire to obtain various
experiences, such as sensory, emotional and social experience, rather than simple service in
the consumption process. The development of mobile Internet and the use of application
(APP), a software application installed in a mobile device, offer an opportunity for
experiential marketing. In this questionnaire, we want to explore how the attributes of
experience design of an APP influence customers’ experiential value and how much the
design attributes of a mobile application influence customers’ experiential value. Experiential
marketing, customer perceptions are measured on 5 point Likert scales from 1= strongly
disagree to 5 = strongly agree.
Likert Scales:
Strongly disagree

Disagree

Neutral

Agree

Strongly agree

1

2

3

4

5

Please tell us your basic information and then fill in the in the blanks.	
  

l

What kind of APP for hotel have you used?
Ctrip；Qunar；Meituan；Qyer；Dianping；Booking；Others；Never used

l

What’s your gender?

l

How old are you?
1.
2.
1.
2.
3.
1.
2.
1.
2.
1.
2.
3.
1.
2.
3.

	
  
	
  

Sensory Experience
The APP offers various information formats, such as video and text.
The layout of the APP is appropriate.
Functional Service
The APP provides hotel marketing information pushing service.
I can do the online payment through the APP.
The APP offers map function.
Relational Service
The APP reminds me information that I care.
I can make an online consultation to find help.
Social Experience
By using the APP, I can share consumption experiences with other customers.
By using the APP, I can communicate with other customers.
Aesthetics
The APP brings me aesthetic enjoyment.
The APP looks attractive.
The APP looks beautiful.
Functional Value
I was able to make my reservation convenient.
Using the APP makes my life easier.
The APP has prompt service.
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4.
1.
2.
3.
1.
2.
3.
4.

	
  
	
  

Using the APP service is time saving.
Social-relational Value
The APP service gives me individual attention.
The APP considers my specific needs when offering a service.
The APP takes my special needs into consideration when offering a service.
Social-symbolic Value
A benefit of using the APP is to show my values.
Using the APP is a self–expressive approach to show my tastes.
The APP helps me leave a good impression on others.
I can show my preference when I use the APP.
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Appendix2:	
  Result	
  of	
  Questionnaire	
  
1.
2.
1.
2.
3.
1.
2.
1.
2.

1.
2.
3.
1.
2.
3.
4.
1.
2.
3.

1.
2.
3.
4.

	
  
	
  

1
2
Sensory Experience
The APP offers various information formats,
0.82%
3.69%
such as video and text.
The layout of the APP is appropriate.
0.41%
4.51%
Functional Service
The APP provides hotel marketing information
1.64%
4.51%
pushing service.
I can do the online payment through the APP.
1.23%
2.05%
The APP offers map function.
0.82%
4.1%
Relational Service
The APP reminds me information that I care.
0.82%
8.2%
I can make an online consultation to find help.
7.38% 10.25%
Social Experience
By using the APP, I can share consumption
0.82%
4.1%
experiences with other customers.
By using the APP, I can communicate with
2.05%
8.2%
other customers.
Aesthetics
The APP brings me aesthetic enjoyment.
2.46%
9.02%
The APP looks attractive.
0.41%
6.56%
The APP looks beautiful.
0.82%
6.56%
Functional Value
I was able to make my reservation convenient.
0%
3.69%
Using the APP makes my life easier.
0%
2.05%
The APP has prompt service.
0%
2.05%
Using the APP service is time saving.
0.41%
2.46%
Social-relational Value
The APP service gives me individual attention. 3.69%
6.15%
The APP considers my specific needs when
3.69%
5.33%
offering a service.
The APP takes my special needs into
4.51%
6.97%
consideration when offering a service.
Social-symbolic Value
A benefit of using the APP is to show my
2.87% 10.25%
values.
Using the APP is a self–expressive approach to
2.87%
9.02%
show my tastes.
The APP helps me leave a good impression on
3.69%
12.3%
others.
I can show my preference when I use the APP.
2.46%
9.02%
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3

4

5

31.15%

40.98%

23.36%

27.05%

46.72%

21.31%

18.03%

39.34%

36.48%

14.75%
15.98%

27.87%
34.84%

54.1%
44.26%

24.18%
31.56%

35.66%
27.05%

31.15%
23.77%

17.21%

43.03%

34.84%

22.95%

33.2%

33.61%

46.31%
40.57%
38.93%

25%
31.97%
32.79%

17.21%
20.49%
20.9%

13.11%
15.16%
13.11%
13.11%

45.49%
43.44%
43.03%
43.03%

37.7%
39.34%
41.8%
40.98%

31.97%

34.43%

23.77%

34.02%

35.25%

21.72%

30.74%

37.7%

20.08%

34.02%

34.84%

18.03%

38.52%

29.51%

20.08%

38.52%

27.87%

17.62%

30.74%

38.11%

19.67%
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Appendix3:	
  Screen	
  Shots	
  of	
  Design	
  Attributes	
  	
  
Sensory experience design
u

	
  
	
  

Appropriate layout& Various information formats
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Functional service design
u

	
  
	
  

Map function
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u

	
  
	
  

Information pushing
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Relational service design
u

	
  
	
  

Online consultation
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u

	
  
	
  

Information reminding
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Social experience design
u

	
  
	
  

Consumption experience sharing
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u

	
  
	
  

Customer interaction
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