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The aim of ISCONTOUR is to provide international students and graduates of Bachelor and Master Programmes with a platform where they can submit and present tourism related research papers based on their approved Bachelor and Master Theses. In particular, ISCONTOUR strives to encourage students and graduates to engage in academic research and foster the knowledge transfer between academic education institutions and the tourism industry. The first day of the ISCONTOUR 2017 starts with the IFITT Doctoral Summer School, which is a part of the ISCONTOUR this year and aims for early-career researchers, both at Master’s and Doctoral level who can familiarize themselves with various research methodologies and are introduced to the world of academic publishing. The first day continuous with the Research Methodology Workshop, the submitted research papers will be presented on the second conference day. In total 45 full research papers and additional 12 extended abstracts for the IFITT Doctoral Summer School by more than 60 authors were submitted to the ISCONTOUR 2017. Each submission went through a thorough double blind review process with at least two members of the ISCONTOUR 2017 Research Programme Committee assigned as reviewers. The authors then received the comments of the reviewers and had to revise the papers accordingly. Only papers of authors who adhered to this process were accepted for the conference. As a result, 30 full research papers were accepted for presentation at the conference and are included in these proceedings. The conference covered a wide variety of topics, ranging from consumer behavior, experience, augmented and virtual reality, marketing, information and communication technologies, and destination management. This does not only indicate the variety of the tourism system, but also how relevant and impactful applied research projects conducted by students and graduates can be for the further developments in tourism in particular and the society in general. We hope these proceedings will serve as a valuable source of information on applied tourism research for students, scholars and practitioners.
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Abstract


Service with a smile is a service strategy commonly used by the hotel industry as it is believed to be able to enhance the perception of customer satisfaction on hotel service quality. However, there are few clear guidelines for employees to present an authentic smile to the customer. The present research aims to study the definition of the authenticity of a smile and thus indicate its impact on the perception of customer satisfaction. Hence, the purpose is to provide a better insight for hotel service trainers to implement clear instructions for presenting authentic smiles in service encounters. Eight types of smile are set to measure the perception of hotel customers of the authenticity of different types of smile. Furthermore, customer perception of hotel service quality and their intention to return are indicated according to the different types of smile. Lastly, the impact of the demographic information of customers on the perception of smile authenticity is demonstrated to study if the authentic smile can be purposely applied to a specific group of customer purposely. Quantitative data are collected through street intercept survey of the potential customers of Macau’s five-star hotels.


Keywords: service with a smile, customer perception, service quality, authenticity of smile


INTRODUCTION


A genuine smile from hotel service providers may be the first message of welcome provided to their guests. It is welcomed by all consumers, enhances their satisfaction and loyalty to an organization (Andrzejewski and Mooney, 2016; Pugh, 2001; Söderlund and Rosengren, 2010) and is becoming a key success factor for sustainable competitive advantage (Yozgat, Çalişkan and Ürü, 2012). However, compared with other elements that may also influence consumer satisfaction such as food quality, environment, location and price, there are very few studies indicating the individual role of smiling in hotel service encounters. Moreover, it is difficult to find a clear guideline for presenting a genuine smile in the hospitality industry. Therefore, by utilizing a quantitative research method with survey questions to potential customers of Macau’s hotels, the present research aims to extend existing studies of the relationship between “service with a smile” and customer satisfaction. Moreover, it aims to provide service training insights to hotel service trainers by testing the effects of eight types of smile on customer satisfaction and highlighting the effectiveness and the mechanism of presenting a genuine smile. Last but not least, the study is purposely indicating the elements that might mediate the effect of service with a smile.


For constructing a model for the present research, we firstly hypothesize that the customer’s perception of the authenticity of a smile is able to be enhanced by H1.1: Smile with appearance changes of the muscles around eyes; H1.2: Smile with showing teeth; and H1.3: Smile with head canting is able to enhance the customer’s perception of smile authenticity. Meanwhile, we believe that H2: The smile with higher authenticity is more preferred by hotel guests. Moreover, according to various studies concerned with the effect of service with a smile, we assume that H3: Authentic smile will positively affect the satisfaction of hotel customers. We tested the result by a modified model of unweighted SERVPERF scales (Cronin and Taylor, 1992) Furthermore, in order to support the importance of smile authenticity in service encounters, we hypothesize that H4.1: Customer intention to return is positively influenced by authenticity of smile. However, some studies showed that the smiling behaviour does not make an impact on consumer satisfaction if a hotel’s physical condition is not acceptable (Grandey, Fisk, Mattila, Jansen and Sideman, 2005; Söderlund and Rosengren, 2010). Hence, we set another assumption: H4.2: If the quality of a hotel’s physical condition is not acceptable for customers, customer intention to return is not significantly influenced by the authenticity of a smile; and H4.3: If the quality of a hotel’s physical condition is acceptable for customers, customer intention to return is positively influenced by the authenticity of a smile. We hope to prove the null hypothesis of H4.2 in order to support that smile authenticity has a significant impact on customer perception of service quality in hotels with an unacceptable physical condition. Last but not least, the present study is concerned about the impact of customer demographic background on their perception of smile authenticity. Studies found that age and education level did have a significant impact on it but gender did not (Ganesan, Russelland and Dagger, 2008; Pooja and Kumar, 2016). Therefore, we hypothesize that H5.1 Age does have a significant impact on the customer’s perception of smile authenticity; H5.2: Gender does not have a significant impact on customer’s perception of smile authenticity; and H5.3: Education level does have a significant impact on customer’s perception of the authenticity of a smile. The finding is valuable for the application of “service with a smile” to customers.


THEORETICAL BACKGROUND


Affective expression - Smiling


Krumhuber et al. (2007) found that humans are sensitive to facial expressions when they are judging other’s trustworthiness. Although some studies showed that smiling behaviour did not make an impact on consumer satisfaction if the required elements, such as technical service quality, were not acceptable (Grandey, Fisk, Mattila, Jansen and Sideman, 2005; Söderlund and Rosengren, 2010), Gountas, Ewing and Gountas (2007) found a strong relationship between sincere smiles and the perception of genuine care for the customers. This relationship can also be interpreted as the influence of sincere smiles on customer perception of service satisfaction. Furthermore, improvement of customer satisfaction can possibly be achieved by a simulated authentic smile from a well-trained service provider (Zhao, Costa and Badler, 2000). However, in some situations, the smile expresser may just follow a display rule or norm rather than smiling with their actual emotion. The inconsistency between an expresser’s actual emotion and their expression may be sensed by careful observers, and result in a negative impact on customer satisfaction (Andrzejewski and Mooney; Ekman, Friesen and O'Sullivan, 1988). Several reasons influence customer satisfaction through the enhancement of smile.


Smile with appearance changes of the muscles around eyes


There are two types of smile in service management, genuine (Duchenne: A widely-accepted definition of the authenticity of a smile) smile and non-genuine (non-Duchenne) smile (Ekman, Davidson and Friesen, 1990). Ekman, Friesen and O'Sullivan (1988) stated that a Duchenne smile is the smile obtained by the appearance changes of the muscles around the eyes. Different to other smiles, one’s Duchenne smile was found to be more likely caused by experiencing enjoyment. Moreover, when someone tried to express a Duchenne smile with negative emotion, the smile was more often recognized as a feigned smile.


Smile with teeth showing


The effect of smiling with teeth showing has been studied in past research about “service with a smile” and the smiles with and without teeth have been named as minimal smile: smile with upturned mouth but without showing teeth; maximal smile: smile with upturned mouth and showing teeth (Barger and Grandey, 2006; Tidd and Lockard, 1978). Moreover, according to the result of Barger and Grandey’s research, customers are more likely to recognize desired services from service providers who serve with maximal smile rather than serve with minimal or no smile. Furthermore, smiling with teeth displayed is able to enhance the beauty of the smile, thus, improving the self-satisfaction and self-perception of the smile. (Van der Geld, Oosterveld, Van Heck and Kuijpers-Jagtman, 2007).


Smile with head canting


Head movement is the most distinct form of body language during an emotional expression process. It is also the easiest action to be recognized for emotion receivers in communication interaction (Allison, Puce and McCarthy, 2000). Head canting is one of the widely studied head movements that has been found to be associated with human perceptions of emotion (Otta et al., 1994), the study also found that female smiles with head canting result in less reliable expressions to the observer. Moreover, Costa and Bitti (2000) found that head canting with a bigger angle affects more attributes than the one with a smaller angle. They also found that an individual with right head-tilt has a significantly higher average mean on the perception of trustworthiness than those with left head-tilt or without head-tilt. However, attractiveness has an opposite result in the research.


Emotional labour


Hochschild (2003) identified emotional labour: “This labour requires one to induce or suppress feeling in order to sustain the outward countenance that produces the proper state of mind in others.” (p.7). Emotional labour can be identified as surface acting and deep acting. For service with a smile, surface acting means an employee smiles with inconsistent emotion; deep acting means an employee smiles with correlated emotion (Hochschild). Employees are believed to smile more authentically if the organization can encourage them to have more deep acting. Furthermore, emotional labour (EL) has a significant relationship with employee’s emotional intelligence (EI), which is the sense of perceived emotions (Mayer and Geher, 1996). Moreover, the higher EI employees have, the more sensitive to EL they are (Petrides and Furnham, 2003). A previous study showed that EL had an important impact on the development of job attitudes and behaviours among job satisfaction, and service performance (Lee and Hwang, 2016). Besides this, “job burnout” (Söderlund and Rosengren, 2010), “working environment” (Pugh, 2001) and “personality” (Andrzejewski and Mooney, 2016) are other elements that might influence smile authenticity but they will not be indicated in this research because of the limitation of the research such as time and resources.


Consumer satisfaction


Consumer satisfaction is composed of service quality, the focused factor in this research, and customer value (Cronin, Brady and Hult 2000; Kim, Park and Jeong 2004; Oh, 1999). The expectancy-disconfirmation theory (Oliver, 1981) pointed out that consumer satisfaction is influenced by their subjective comparisons with their expectations and feelings of the services. The comparison of consumer expectations and perceptions is called “subjective disconfirmation”. From the result of Oliver’s study, we know that the scale and direction of subjective disconfirmation affects the level of consumer satisfaction. Therefore, SERVPERF, a model developed on the foundation of SERVQUAL, is adopted in this research to indicate the impact of service with smile on hotel service quality.


Service quality


Service quality is the key strategy for improving the performance of service providers (Cronin and Taylor, 1992). However, it is difficult to identify and measure service quality because of its inherent feature (Cronin and Taylor, 1992; Jain and Gupta, 2004; Parasuraman, Zeithaml and Berry, 1985). Hence, SERVQUAL and SERVPERF are the two measurement scales that are widely adopted in the industry. SERVQUAL is a quality basis measurement scale (Jain and Gupta, 2004). 22 items are categorized and indicated in five dimensions: Tangibles, Reliability, Responsiveness, Assurance and Empathy (Oh, 1999). SERVPERF is a performance-only measurement scale based on the foundation of SERVQUAL. Cronin and Taylor showed that expectation of customer (E) measured in SERVQUAL may not be the significant variable affecting customer perception of service quality. Therefore, SERVPERF scale takes away (E) in the measurement and the equation of unweighted SERVQUAL scales (Parasuraman, Zeithaml and Berry, 1985) and unweighted SERVPERF scales (Cronin and Taylor, 1992) are shown as below:


SERVQUAL: [image: ] SERVPERF: [image: ]


Notes.*SQ = the perceived service quality of respondent “r”


*k = the number of items


*P = the perception of respondent “r” with the performance of service “j”


*E = the expectation of respondent “r” with the performance of service “j”


In general, an unweighted SERVPERF scale is more efficient than an unweighted SERVQUAL scale because of the 50 percent reduction of the number of items that need to be indicated. Moreover, it is able to explain a greater variance of each item scale (Jain and Gupta, 2004).


Demographic information


Although McCarty and Shrum (1993) stated that human behaviour is too complex to explain the perception of customer satisfaction by their model, various other findings have studied the impact of an individual’s demographic background on their perception of service quality. For example, Ganesan, Russelland and Dagger (2008) found that among age, income and gender, only age has a significant relationship with customer perception of service quality. Pooja and Kumar (2016) found that age, gender and education level are associated with the level of an individual’s emotional intelligence and thus influences the customer perception of the authenticity of smile. Nevertheless, Williams et al. (2006) found a linear tendency in that young people have less sensitivity to happiness expressions than older people.


METHODOLOGY


Research Design


A quasi-experimental design was used in the study to indicate the relationship between hotel service providers’ authentic smiles and guest satisfaction with the hotel industry in Macau. The study utilized a quantitative research method with right non-equivalent groups of respondents to generate considerable data to support the hypothesis of the present study.


Data Collection


Primary data were collected through questionnaires to the potential hotel guests in Macau by purposive sampling. According to Hair et al. (1998), the rule of thumb, supported by Wilson Van Voorhis and Morgan, (2007) is that 30 respondents are needed for each version of the questionnaire, which is 240 surveys in total to be done for all eight versions of the questionnaire in this research. The survey was done at the bus station near the Outer Harbour Ferry Terminal in Macau, which is one of the places in Macau where many tourists gather. Moreover, tourists are more likely to accept doing a survey while they are waiting for transportation. Therefore, it could enhance the rate of success of the survey. These surveys were conducted by a team of two students from the Institute for Tourism Studies (IFT) including the researcher of this study.


Question Design


A screening question (HE1) and a warm-up question (HE2) were set at the beginning of the questionnaire, part A, to identify whether the interviewee was a repeated hotel guest in Macau. Then part B of the questionnaire included eight types of smiles in pictures, which were taken from a professional hotel service provider, who had agreed and been well informed that her pictures were going to be exposed to public respondents, were shown to the respondents. In order to indicate if hotel service providers were able to present effective genuine smiles to hotel customers by surface acting (Hochschild, 2003), the professional hotel service provider, who had taken sample pictures of a smile, was presenting each smile slightly differently by receiving the instructions based on 3 factors of facial expression:


smile with/without the appearance changes of the muscles around the eye;


smile with/without showing teeth;


smile with/without head canting.


Table 1. Eight types of smiles by the combinations of 3 factors






	Factor “T”

	Factor “H”

	Factor “E”

	Smile no. (code)






	Smile without “T”

	Smile without “H”

	Smile with “E”

	Smile 1 (Smile_E)






	Smile without “E”

	Smile 2 (Smile_None)






	Smile with “H”

	Smile with “E”

	Smile 3 (Smile_EH)






	Smile without “E”

	Smile 4 (Smile_H)






	Smile with “T”

	Smile without “H”

	Smile with “E”

	Smile 5 (Smile_ET)






	Smile without “E”

	Smile 6 (Smile_T)






	Smile with “H”

	Smile with “E”

	Smile 7 (Smile_ETH)






	Smile without “E”

	Smile 8 (Smile_TH)







Notes. *E = smile with appearance changes of the muscles around the eye;


*T = smile with showing teeth;


*H = smile with head canting;


*None = smile with none of the factors above


Respondents were asked to indicate the authenticity of each smile as shown in Table 1. They were required to identify the most authentic smile (AS1) and the most preferred smile in the hotel industry (AS2) in order to indicate the relationship between the authenticity of a smile and how a smile was preferred in the hotel industry. Hence, respondents were asked to rate the service quality of the hotels in part C according to the provided smile (C1 to C8).


The questions of service quality were based on the model of unweighted SERVPERF scales (Cronin and Taylor, 1992), which has shown alpha to be above 0.7 in past studies, because it was more efficient and it performed better than SERVQUAL in terms of the variance of single-item scale (Jain and Gupta, 2004). The scales were modified to a more simple design in order to suit this research. Only Responsiveness: “Employees willing to help”; Assurance: “Employees are trustworthy”, “Customers feel safe in dealings”, “Employees are polite”, “Employees have support to do their job well”; Empathy: “Employees provide individualized attention”, “Employees understand customer needs” and “Employees have the best interests of the customer in mind” were used to indicate the impact of a smile on the service quality of hotels in Macau. By filtering the questions from SERVPERF, the research was able to focus on the factors that might be affected by service with a smile. Question C9 was asked to indicate the relationship between the overall result of the modified SERVPERF questions and the overall customer satisfaction with the hotel experience. Questions C10 to C12 were indicating the impact of smiles with different authenticity on the customer’s intention to return. Questions C11 and C12 assumed different physical conditions of a hotel, not good and good, and respondents were asked to adjudge whether they would like to return to the hotel with the provided service smile under these situations. Demographic information was asked at the end of the questionnaire (DE1 to DE4). The response format of the scales employed in the present study was a Five-point Likert-type scale ranging from (1) strongly disagree to (5).


Data Analysis


8 types of smile are tested by a paired-sample t-test to compare the average means of smiles with and without the three factors “E”, “T” and “H”. Meanwhile, descriptive and frequency statistics were used to find out the most authentic and preferable smile for respondents. Moreover, ANOVA Test was applied to indicate the impact of smile authenticity on a customer’s satisfaction and their intention to return. It is also used to find out the influence of respondent’s gender, age and education level on their perception of the authenticity of a smile.


RESULT


Overview of the collected data


The surveys were done by 240 respondents over 18 years old, 90 (37.5%) were male and 150 (62.5%) were female. 83 (34.6%) respondents were aged 18 to 24 years old; 80 (33.3%) were 25 to 34 years old; 41 (17.1%) were 35 to 44 years old; 11 (4.6%) were 45 to 54 years old; 25 (10.1%) were 55 years old or above. Moreover, over 70% of the respondents were undergraduates. Furthermore, over 40% of the respondents came from Mainland China, over one quarter of them came from Hong Kong and the other quarters were local residents.


H1: How customers identify the authenticity of smile?


In order to find out whether the factors “E”, “T” and “H” had impact on the customer perception of authenticity of smile, a paired-sample t-test was applied. It showed a statistically significant difference between the average mean of the authenticity of smile with factor “E” (M = 3.76, SD = 0.68) and smile without factor “E” (M = 2.66, SD = 0.67), t (239) = 19.77, p < 0.001 (two-tailed). The mean increased 1.10 with a 95% confidence interval ranging from 0.99 to 1.21. Similar to the result of factor “E”, the authenticity of smile with factor “T” (M = 3.38, SD = 0.64) is significantly higher than the smile without factor “T” (M = 3.05, SD = 0.59), t (239) = 7.79, p < 0.001 (two-tailed). The mean increased 0.33 with a 95% confidence interval ranging from 0.25 to 0.41. In contrast, the average mean of the authenticity of smile with factor “H” (M = 2.89, SD = 0.72) is significantly lower than the smile without factor “H” (M = 3.53, SD = 0.53), t (239) = -13.49, p <0.001 (two-tailed). The mean was decreased 0.64 with a 95% confidence interval ranging from -0.73 to -0.54.


H2: Does the most authentic smile equal the most preferred smile of hotel guests?


Present finding showed the smile with factors “ET” had the highest average mean of 4.29 (SD = 0.78) amount eight types of smile. The smile with only “H” had the lowest average mean of 2.10 (SD = 0.89). Average mean of 3.88, 3.50, 3.38, 3.13 and 2.82 represented smiles with factors “E”, “ETH”, “EH”, “T” and “None” from high to low respectively. Furthermore, smile with factor “ET” was the most authentic and preferable smile voted for by 102 (42.5%) respondents. The statistical number of Smile_ET was distinctly higher than the second most voted smile, Smile_ETH, which had been estimated by 47 (19.6%) voting for “the most authentic smile” and 41 (17.1%) voting for “the most preferred smile”. On the contrary, Smile_TH had 1 (0.4%) supporters in “the most authentic smile” and Smile_H had 2 (0.8%) supporters in “the most preferred smile”, those were the smiles with the least supporters in this research.


H3: Does the authenticity of a smile affect the satisfaction of hotel customers?


The result of a one way ANOVA showed that smile with “E” (n = 120, M = 3.88, SD = 0.58) and smile without “E” (n = 120, M = 3.34, SD = 0.79) were statistically significant, F (1, 238) = 36.02, p < 0.001. Moreover, the impact of smile with “T” (n = 120, M = 3.78, SD = 0.69) and smile without “T” (n = 120, M = 3.44, SD = 0.76) on customer satisfaction were also significantly different, F (1, 238) = 12.72, p < 0.001. However, smiles with factor “H” did not shown significant influence on enhancing customer satisfaction, p = 0.055.


H4: If authentic smiles can enhance the satisfaction of hotel customers, can it lead to higher customer intention to return?


For general customer intention to return, the result of a One Way ANOVA showed an improvement on smiles with “E” (M = 4.26, SD = 0.75) compared to smiles without “E” (M = 3.26, SD = 1.104), F (1, 238) = 67.36, p < 0.001. Another improvement was found in the smiles with “T” (M = 3.78, SD = 0.69) compared to smiles without “T” (M = 3.44, SD = 0.76), smiles with “T” (M = 3.78, SD = 0.69), F (1, 238) = 12.72, p < 0.001. However, only the factor “H”, either smiles with or without this factor, there was no significant effect on customer intention to return, F(1, 238) = 3.73, p = 0.055. For the situation where a hotel had an acceptable physical condition, compared to smiles without “E” (M = 3.89, SD = 1.06) and smiles without “T” (M = 4.01, SD = 1.02), both smiles with “E” (M = 4.47, SD = 0.67), F (1, 238) = 25.91, p < 0.001, and smiles with “T” (M = 4.36, SD = 0.81), F (1, 238) = 8.72, p = 0.003, had significant improvement on customer intention to return. However, compared to smiles without factor “H” (M = 4.32, SD = 0.85), smiles with “H” (M = 4.05, SD = 0.10), F (1, 238) = 4.99, p = 0.026, had a significant decline in customer intention to return. For the situation where a hotel had an unacceptable physical condition, only the smiles with factor “E” (M = 2.79, SD = 1.11) made significant improvements on customer intention to return compared to smiles without “E” (M = 2.48, SD = 1.10), F (1,238) = 4.91, p = 0.028. Smiles with or without factor “T”, F (1,238) = 2.64, p = 0.106, and “H”, F (1,238) = 3.036, p = 0.083, did not make a significant difference on it.


Does demographic background affect the hotel customer perception of the authenticity of a smile?


By applying the ANOVA test, we found that age made a significant difference between the group of smiles without “E” (M = 2.66, SD = 0.67), F(4, 235) = 4.027, p = 0.004, the group of smiles without “T” (M = 3.05, SD = 0.59), F(4, 235) = 2.65, p = 0.034, the group of smiles with “H” (M = 2.89, SD = 0.72), F(4, 235) = 2.63, p = 0.035. Tukey’s HSD tests showed that age group “18-24” (M = 2.81, SD = 0.69) had a significantly higher average mean than age group “25-34” (M = 2.53, SD = 0.61) and “35-44” (M = 2.47, SD = 0.68) in the perception of authenticity of smiles without factor “E” respectively. However, there was no significant difference found in the result of age group. Moreover, the present result found that females (M = 3.44, SD = 0.63) had significantly higher average mean than the males (M = 3.27, SD = 0.64) in the perception of authenticity of smiles with factor “T”, F (1, 238) = 4.009, p = 0.046. Furthermore, both ANOVA test and Tukey’s HSD test showed no significant difference between any education levels on the perception of the authenticity of a smile.


DISCUSSION


Introduction of the chapter


This chapter aims to discuss whether the statistical finding supports hypotheses 1 to 5. In general, it is going to discuss how factors “E”, “T” and “H” influence the customer perception of the authenticity of smiles, thus, the impact of authenticity of smiles on a customer’s satisfaction and their intention to return. Nevertheless, the relationship between customer perception of authenticity of smiles and their demographic background in terms of age, gender and education level will be discussed as well. To summarize the present findings, hypothesis 1.1, 1.2 and 2 are valid; hypothesis 3 and 4.1 are partly valid as only factor “E” and “T” showed significant positive results but factor “H” showed no significant results on it; hypothesis 1.3, 4.2, 5.1, 5.2 and 5.3 are void.


The relationship between authenticity of smile and hotel customer satisfaction


A smile is known as one of the most important emotional expressions in human social interaction for presenting various positive characters such as happiness, enjoyment (Ekman, Davidson and Friesen, 1990; Ekman, 1992; Maringer et al. (2011), attractiveness, generosity, care and support (Lemay, Clark and Greenberg, 2010). Hence, it is able to make a person more likeable and approachable by providing a positive impression to others (Lau, 1982; Lemay, Clark and Greenberg). The present findings support the idea that smiles with factor “E” (the smiles with the appearance changes by orbicularis oculi muscle, the muscle around the eyes and control the facial expression around eye), factor “T” (the smiles with showing teeth), and factor “H” (the smiles with head turning sideways) are able to influence customer perception of the authenticity of the smile. It is important to note that the authenticity of a smile is a significant factor for humans to sense and judge the level of those positive emotions (Maringer et al.). Interestingly, the effect of service with a smile is able to be improved by mimicry of authentic smiles (Kim and Yoon, 2012). Furthermore, the effect of presenting an authentic smile is possibly enhanced by the halo effect (Nisbett and Wilson, 1977; Thorndike, 1920), which is a cognitive bias in psychology where an individual tends to use global evaluation to judge another individual’s general image by their specific attractive signature. In other words, by training (Thibault, Levesque, Gosselin and Hess, 2012) and displaying the most or more authentic and preferable smile to customers, it is believed to improve the effectiveness of delighting customers in a service encounter and thus enhancing the satisfaction of hotel customers.


Although it is arguable that the perception of authenticity of a smile and the impact of the halo effect might be influenced by a customer’s personality and their typical concept based on their past experience with smiles, this research showed that, in general, the smiles with factor “E” and “T” possibly emphasize the positive impressions of service providers, and then enhance customer satisfaction. For factor “E”, it coincided with the theory of the Duchenne smile. Moreover, a smile displaying teeth is able to enhance the facial attractiveness and self-confidence of the smile presenter (Van der Geld, Oosterveld, van Heck and Kuijpers-Jagtman 2007). However, the result of head canting contradicted the results of Costa and Bitti,(2000) which is an individual with left or right head canting has more positive impact on both attractiveness and trustworthiness than without head canting. This contradiction could be explained by the finding of Otta et al. (1994). As the sample smiles were presented by a female hotel professional, the reliability of the smiles with “E” is possibly decreased by the gender of the smile presenter. As a result, less authenticity of the smile is felt by the customer.


Relationship between authenticity of smile and customer intention to return


The present finding is shown as expected that, compared to smiles without factors “E” and “T”, smiles with those two factors have a significant improvement on the customer’s intention to return in general and when the physical condition of hotel is acceptable. However, smiles with factor “H”, as a negative factor for customer perception on the authenticity of a smile, significantly lower the customer return intention in general and even in the hotel with an acceptable physical condition. However interestingly, smiles with factor “E”, more precisely the smile with factor “ET”, made a significant difference to customer intention to return when the physical condition of hotel is not acceptable. It is another contradiction to some of the past studies (Grandey et al., 2005; Söderlund and Rosengren, 2010). Although the present result is not likely to explain the reason for the improvement of customer return intention by the smile with factor “ET”, it could be reasonably demonstrated by other research. Robinson and Clore (2002) have mentioned an Accessibility Model of Emotion Self-report that studying people’s judgement on whether a smile is presented by genuine emotion. They found that people are more likely to judge the emotion by their conceptual imagination if they are not able to apply their past experience on the judgement. Therefore, a smile with factor “ET” is possibly the most successful expression of a smile to match with the most authentic and preferable smile according to customer experience or the best smile they have imagined by using their conceptual knowledge. Hence, a smile with factor “ET” is good enough to break the barrier and become the most influential smile.


Relationship between demographic background of customers and their perception of the authenticity of a smile


For age, significance differences exist in all three comparatively less authentic smile groups especially in the group of smiles without factor “E”. The age group 18-24 has a significantly higher average mean than age groups 25-34 and 35-44. Although a past study (Williams et al., 2006) had related results to support the present finding, the result of this study is only able to present the types of smile that may or may not be influenced by age. It is relatively difficult to explain the tendency of perception on authenticity by age in this research due to the uneven and relatively small size of age group 45-54 and age group above 54 years old. This issue needs to be examined in future studies with enough well allocated data collection. Furthermore, for gender, by considering the case of a smile with factor “T”, Krys et al. (2014) found that women are more sensitive to an individual’s smile and feel it is more honest than men do. However, a previous study by Krys et al. (2013) has stated the opposite finding, which is that gender does not have a significant difference on the perception of a smile. It seems arguable but Krys et al. also explain that the gender difference in perception of smiles may not only be influenced by women’s general positive attitude to smiling faces, but also due to communal traits. In the significant case of present results, female respondents seem to be more sensitive to the smiles with teeth displayed. Although it only results in a relatively weak significant (p = 0.046), it can be recognized as a factor that significantly attracts female customers more than male customers. Lastly, Kohler et al. (2009) have mentioned that education levels did not have a significant impact on the perception of emotional expression. It concurs with the present result, as education level represented the recognized degree of academic knowledge, which is not a direct factor for identifying the meaning of emotional expression. Social cognition and experience are believed to be the key factors to distinguish the implication of emotional expression.


Discussion on future research


Customer perspective is used in this research to study the effect of authenticity of the smile on their satisfaction of hotel quality. Therefore, future research may aim to study the impact of emotional intelligence and the personality of a smile presenter on the presentation of an authentic smile. As a result, it is able to complete the study about the authenticity of smiles on the enhancement of hotel customer satisfaction from the perspective of the service providers.


Recommendations for hotel service trainers


It is suggested that hotel service providers should be trained to present the smile type 5 (Smile_ET) to customers. It is the smile presenting the most authentic perception to customers which is also the most preferred smile for customers. Smile 5 can be a kind of surface acting presentation which means it does not require employees to have consistent facial expression and emotion. In general, it is the smile that employees can learn and present to customers in order to enhance customer satisfaction most significantly even if employees are suffering from negative emotional issues, which may be due to the effect of job burnout, employee personality or an unsatisfying working environment.


Limitation of the research


First of all, authenticity of smiles is a comparatively subjective topic to study. Hence, a number of factors that were not indicated in this research may also affect the final result. For example, the model chosen to present an authentic smile and shown to respondents may affect the result in terms of gender, appearance, age and the model’s own emotional intelligence, these factors may affect the ability of the model to present the level of authenticity of the smile. Moreover, the perception of respondents on the authenticity of a smile may be influenced by their own personality. Moreover, the modified satisfaction model was not proven by authoritative studies. Although it is modified according to the SERVPERF model, the overall effect of the modified model, compared to the original SERVPERF model, cannot be guaranteed. Furthermore, the scope of the research survey is limited in terms of time, budget and human resources. As mentioned, the personality of the smile presenter and customers are critical to the results of the research, and it is too complex to indicate in the simple model of research with limited time. Moreover, the scope of the collected data is not equally distributed in terms of demographic information. It is difficult for a street intercept survey to collect an equally distributed amount of data in terms of demographic information. For example, tourists from mainland China are more difficult to approach for survey purposes.


CONCLUSION


Serving with an authentic smile is commonly applied by the hotel industry. However it is always arguable what kind of smile is authentic, more importantly, what kind of smile is the most preferred by hotel customers? This study has indicated a significant relationship between the authenticity of a smile and the most preferred smile in the Macau hotel industry. Moreover, eight smiles with a combination of three factors are set to test the customer perception of authenticity of smiles. The most authentic smile and the less authentic smile stand out from those eight types of smile. The most authentic smile is the smile with appearance changes of the muscles around the eye (E) and showing teeth (T) but without head canting (H); the less authentic smile is the smile only with factor “H”. Moreover, the three factors indicated their significant impact on the customer perception of the authenticity of smiles. Furthermore, smiles with factors “ET” are tested to be authentic and able to significantly benefit hotel customer satisfaction. Non-authentic smiles are well-identified by respondents and decrease hotel customer satisfaction. Furthermore, the customers return intention varies with the authenticity of the smile, the most authentic smile can even improve a customer’s intention to return significantly in a hotel with an unacceptable physical condition. In other words, a well-trained hotel service provider with an authentic smile carrying factor “ET” is able to enhance the general customer satisfaction and their intention to return. Last but not least, customer age and gender might influence the effect of service with a smile. However, if hotel service providers are able to serve with the most authentic smile in a service encounter, it is believed to significantly improve customer satisfaction in general compared to other types of smile.
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Abstract


Tourism and photography have ever been interrelated. While photographs were initially used by tourists as an object of lasting memory, it is nowadays increasingly becoming a tool for an individual´s identity formation and communication. New technology, especially digital cameras, smartphones and social media platforms have triggered a shift to ‘timelessness’ and ‘ubiquity’. One of the most significant changes for tourists is the resulting centrality of photography to the tourist experience. Travel photography allows tourists to transform an intangible experience on-site into something tangible and it gives them the chance to take ownership of certain experiences. There is a gap in theory concerning how tourists’ experiences are different for tourists who take photographs primarily for themselves versus those who intend to share them with others which is where this paper aims to fill in. It draws attention to the already existent literature about digital photography in tourism and outlines how the travel experience is different for members of generation Y based on their intentions when taking a photograph. While those, who are taking a photograph in order to share it with others are more engaged in the experience, most people still take photographs for themselves. Nonetheless, members of generation Y are more self-focused and therefore constantly form an idea of their self. This study serves as a basis for further research in this field to better understand and adapt to current and future generation customers.
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INTRODUCTION


The development of photography in the early 19th century revolutionized culture and communication in the West forever. For the first time in history, images of ‘real’ life could be captured for posterity and sent all over the globe. Portraits of royalty and other public figures (which were far more accurate than paintings) allowed people the feeling of viewing these people ‘in the flesh’. The dead could be remembered, moments could be retained (British Library Board, 2016). Ever since its beginnings, this discipline has also been used to explore society. Another kind of social exploration came up a little later in using photography as a part of reporting the news or to record important social events (Becker, 1974).


Long before cameras existed, people travelled to different places for different purposes. Nevertheless, traveling to spas, seaside resorts, as well as the Thomas cook tours in the nineteenth century marked the start of recreational, scenic, and cultural mass tourism in the west (Belk & Yeh, 2011). This development shows that there were no large amounts of tourists before there were cameras, since photography began in 1839 with the daguerreotype (Sontag, 2005). Furthermore, Lo, McKercher, Lo, Cheung, & Law (2011) noted that “as soon as there was photography, there was also travel photography”.


Accordingly, there has always been a close connection between tourists and photography. The link was fostered with the help of digital cameras, which made it easier to capture holiday experiences and share them afterwards. Photography nowadays plays an important role in tourism settings. First of all, photographs serve as evidence that the tourist has been to a certain destination and has experienced some authentic moments. Second, when focusing on a deeper meaning, photographs help to create travel memories and stories that can be easily stored and shared. This action of story formation also leads, beside creating deep memory, to maintaining social relationships as photographs mostly capture people, different places or other cultures (Lo et al., 2011)


The focus of tourist photography over time has changed from simply capturing moments or experiences to incorporating the production of social relations. In today’s fast changing environment, tourists like to exchange images with those who stayed home, which then results in a digital immediacy (Dinhopl & Gretzel, 2016). Instead of living the moment and experiencing the event, a scenery or an object itself, now, what counts is the formation of an experience that is carried out through photography and capturing what one wishes to see. This pattern especially has arisen through the development of digital photography and the interlinked usage of photo shopping software, which helps to create an ideal image out of the original image (Lo & McKercher, 2015).


While analogue photography focused on a future audience, digital photography emphasizes its immediate audience. John Tomlinson therefore refers to a certain ‘culture of instantaneity’, which aims at fast delivery of experiences and a gratification of desires (Robinson & Picard, 2009).


Studies on digital photography as such are nothing new. However, there is still a lack in theory concerning how the tourists’ photography behavior and the related experience are different for tourists who take photographs for themselves versus the experience of those who intentionally take photographs to share them with others. In their research about how photo-taking increases the enjoyment of experiences, Diehl, Zauberman, & Barasch (2016) point out that the motivation for the traveler taking pictures might have an effect on their enjoyment, memory and the photos themselves. Therefore, this study analyses the following:


How does the motivation whether tourists take photos to capture the experience for themselves versus to share them with others affect the travel experience of generation Y?


THEORETICAL BACKGROUND


Travel is the process when people leave their common environment to go to different places. The main objectives of traveling are to interact with the objects and people at those places. In addition, special moments and experiences during traveling are then documented by photographs or videos (Wang, Park, & Fesenmaier, 2012). Photography began with photographs of the notable and has ended up making notable whatever is photographed. It gives shape to much travel as people also stop somewhere for taking a photograph or even take some extra mile to not miss a photo-opportunity.


Though photographs represent reflections or distortions of the pre-existing world, they can also be understood as a technology of world making. Images are part of practices through which people work to establish realities. Rather than just mirroring geographies, photographs partly create them, culturally, socially and materially (Urry & Larsen, 2014). Travel photography is commonly used to share the individual travel experience. On the one hand it can be a representation of experience and on the other hand it is considered to be a social experience itself. Therefore, the travel photograph combines what tourists see and experience in foreign cultures, the perceptions and expectations of those certain places and cultures as well as what they wish to remember from their travel experience (Sheung, Lo, & Mckercher, 2009). When taking photographs tourists mainly focus on subjects which are unique to them. Therefore, the scope ranges from landscapes, portraits, architecture, culture, food and wildlife to macro subjects (Gogoi, 2014).


Tourists’ photographs of destinations often serve different purposes: they can act as a medium of reflection, to stimulate memories and to share experiences with others. Travel photography allows tourists to transform an intangible experience on-site into something tangible. Also, photographs give tourists the chance to take ownership of certain experiences (Lo et al., 2011). The collecting of images of tourists is attributed to a number of personal motivations like protection against time, as a medium for communicating and sharing experience as an evidence of heightened experiences and social prestige. The ability of editing the pictures before sharing the experience can fundamentally change the meaning of the picture and create new presentations of places and potentially new sights (Robinson, 2014).


Experiences are an important part in people’s lives and have a great impact on the personal well-being. Therefore, experiences are vital in shaping people’s identities and contributing to the life satisfaction of the individual. When experiencing something, the individual gathers information, interprets it and uses that to build the reality around it (Takatalo, Miller, & Häkkinen, 2013). With the four realms of experience, Pine & Gilmore (1998) stated that participation and connection form uniquely memorable experiences. The experience concept model defines different elements that shape the experience. Those elements are physical elements, experience elements and interactional elements. Engagement as part of the interactional elements shapes the tourist experience (Dalton, R., Lynch, P., Lally, 2009). The engagement in an experience consists of five stages: discover, evaluate, acquire, integrate and extend, whereas only evaluation, acquiring and integrating fall into the on-site experience (Schmitt, 2011).


Many tourism or social science researchers already focused on researching the memorable tourist experience. Kim (2010) therefore developed a 24-item measurement scale based on the seven dimensions of: hedonism, refreshment, local culture, meaningfulness, knowledge, involvement and novelty. Within those identified attributes meaningfulness plays an important role for this research as it indicates the personal experience of the traveler (Chandralal & Valenzuela, 2015). Engagement is an active process, which directly affects the experience in different amounts (Takatalo et al., 2013). Those experiences only exist in the mind of the traveler, who on an emotional, physical, intellectual or spiritual level has been engaged. The engagement of the individual traveler in the tourist experience makes it memorable (Pine & Gilmore, 1998).


To capture those memorable experiences travelers take on objects of lasting memory. As a matter of fact, a digital photograph might become an object of collective memory (van Dijck, 2008). This memory is not the same for every tourist though. Some travelers increase their enjoyment and excitement in sharing their experiences with others, some might enjoy it more when experiencing them by themselves only (Chandralal & Valenzuela, 2015). Literature distinguishes two types of memory: spatial memory and episodic memory (Burgess, Maguire, & O’Keefe, 2002). Autobiographical memory (AM) is considered to be part of the episodic memory and has been researched in cognitive and social psychology, but also in neurology. Autobiographical memory is a long-term memory and is defined as a “uniquely human form of memory that moves beyond recall of experienced events to integrate perspective, interpretation, and evaluation across self, other, and time to create personal history” (Fivush, 2011, p. 560).


For older generations, the main purpose of taking photographs is to memorize specific events in their lives, mostly with the focus on family re-presentation. Over the years it has shifted and younger generations mostly use their camera as a tool for conversation, peer-group building and for self-representation (van Dijck, 2008). In taking pictures during traveling, that generation exhibits its worldviews and a ‘heroic romanticized self’ to an extent of experimenting with their identities (Lo & McKercher, 2015). Therefore, research distinguishes between four major concepts of self: “How I see myself (Actual self), “How I would like to see myself” (Ideal self), “How I think others see me (Social self) and “How I would like others to see me” (Ideal social self) (Leonard, Spotswood, & Tapp, 2012). This idealization of self or the ideal social self is built on three principles. First, everybody is striving to move up the social ladder and is trying to be resistant to move down, therefore the performer, in this case the photographer, creates an ideal self to get a certain advantage. Second, forming an ideal self is facing constraints and boundaries. The ideal self in that sense is the best-possible image that is achievable for the photographer. Third, the idealization is depending on how the audience is reacting on the performance (Lo & McKercher, 2015).


Tourist photography is on the one hand seen as a review of our own experiences, on the other hand the posing and staging of the experience extends that meaning of the photograph (Belk & Hsiu-yen Yeh, 2011). Digital photographs in particular allow people to shape images and ‘the self’ in public. In comparison to analogue photographs, digital ones can easily be retaken and therefore almost instantly display manipulated images of the truth. Another development that can be seen in the age of digitalization is that pictures are shared online and therefore become public property. This way the photographer to some extent gives up its power over its private presentational context (van Dijck, 2008).


Forming an idea of the self is not a practice limited to any generation, but it is undoubtedly the generation Y as the first one that was born into ‘The Information Age’ and is known to consist of “multitaskers who are networked rather than individually focused, hence are strongly influenced by friends and peers” (Benckendorff, Moscardo & Pendergast, 2010, p. 6). A larger than the usual generational gap was created with concurrent formation of generation Y and ‘The Information Age’, leading to one of the most significant shifts in society, making Y-generational work so important (Benckendorff, Moscardo & Pendergast, 2010). Studies revealed that members of this generation travel more often; explore more destinations; spend more on travel; book more over the Internet; are hungry for experience and information and get a lot out of their travel (Richards, 2007). They are also being described as impatient and self-focused (Benckendorff, Moscardo & Pendergast, 2010), facts, which also guided the methodology and questionnaire for this research.


METHODOLOGY


Data Collection and Description


This study employed a quantitative research by conducting a survey to evaluate the photo-taking behavior of tourists during a holiday. Therefore, an online questionnaire with closed questions was designed. In-depth information on the tourists’ photography behavior was gathered from respondents of generation Y, who have a strong affinity to technology and new media (Muda, Mohd, & Hassan, 2016). According to research by Jill Zheng, the online questionnaires were sent out on a Monday due to significantly higher response rates (Zheng, 2011).


A quantitative approach was chosen in order to describe the psychological phenomena of tourists’ behavior by collecting numerical data that were analyzed with statistics. With a relatively large sample of 249 respondents the results of this study can be generalized to the population (Creswell, 2003). Nevertheless, it needs to be mentioned that this research was conducted with a self-selecting sample. The outcome shows a significantly high amount of female participants, which leads to a female-male ratio of 7:3.


This research tries to shed light onto the following research question: How does the motivation whether tourists take photos to capture the experience for themselves versus to share it with others affect the travel experience of generation Y?


The research question is literature-driven. Diehl (University of Southern California), Zauberman (Yale University) and Barasch (University of Pennsylvania) did a study on how taking photos increases enjoyment and experiences (Diehl, Zauberman, & Barasch, 2016). Based on the already existing research and potential limitations, the research question derived. In order to address the research gap, this study focuses on the validation of the following three hypotheses:


H1: Tourists who take photographs to capture the experience for themselves are more engaged in the activity.


The term engagement has been classified as an affective, behavioral, or cognitive state of interaction. In previous researches, engagement has been measured with different scales or indicators. The attributes of engagement were used to measure engagement in the photo-taking activity (O’Brien & Toms, 2010).


For the first Likert scale in the questionnaire the following attributes were used to measure engagement in an activity: aesthetics, affect, focused attention, challenge, control, feedback, interest, motivation, novelty, perceived time (O’Brien & Toms, 2010). For the present research those attributes were transferred to engagement within tourist photography. As a matter of fact, not all of the stated attributes were used due to further categories of memory and self-presentation.


H2: Remembering the experience is of higher importance for tourists who take photographs for themselves.


Different studies have used memory characteristics questionnaires in order to gain insights into a person’s memory. The Likert scale for this research was built according to a study by Manzanero et al. on autobiographical memories (Manzanero, Lopez, Aroztegui, & El-Astal, 2015). This study focuses on positive and negative events of the participants, where again the stated attributes of memory were transferred to this specific research on tourism photography.


H3: Self-staging is of greater importance to tourists who take photographs to capture the experience for others.


Hewitt et al. did a study on the interpersonal expression of perfection, where the focus lies on perfectionistic self-presentation (Hewitt et al., 2003). For this research the given sample items were used and transferred to self-presentation within the tourists’ photography behavior to examine whether participants took travel photographs for themselves or others.


Besides the three Likert scales that mainly addressed the hypotheses, the questionnaire asked about the respondents’ demographics, photo-taking behavior, and the length of taking photographs and which type of camera was used.


To gather information from generation Y, an online questionnaire was developed by using the survey tool ‘Jotform’. The link to the questionnaire was sent out to students of the University of Applied Sciences Salzburg as well as distributed via various Social Media platforms. The questionnaire comprised 15 questions, from which three main parts were composed of Likert scales to retrieve information on the tourists’ engagement, memory and self-presentation during the photo-taking process. As mentioned above, all Likert scales were literature-driven and based upon existing research within this area. Some questions left space for multiple answers and other answers were to rank.


For the evaluation of this research, all answers were coded within a codebook. Depending on the type of question (closed question, Likert scale, ranking question), 1 meant either totally agree until 5=totally disagree and vice versa. For possible multiple answers, the choice between ticked and not ticked was given for each answer to correctly evaluate and correlate the items. When there was the opportunity to state an additional answer, four more variables were created that comprised the most common answers of the respondents.


In total, 263 questionnaires were submitted online. 14 respondents within those deviated from the given age range of generation Y (1980-1999). In the event of disconformity, the datasets were cleared. The respondents were also classified into their nationalities as well as gender and profession. For the evaluation of the collected data the analysis software tool ‘SPSS’ was used.


RESULTS


In the following section the data of the online survey will be analyzed and the three hypotheses will be tested upon its validity.


Descriptive statistics


The developed survey was administered by 249 valid respondents - a number which even exceeded the initial aim of a minimum of 200 participants. The results of the questionnaire revealed that 70.3% of the respondents were female, whereas just 29.7% were male respondents. Referring to the year of birth of the participants, the aim was to reach just those who belong to generation Y. Every participant who was born before or after the time period of 1980-1999 was not relevant for this specific study and therefore their data sets dropped out of this research. Graph 1 provides that most of the respondents were born in the year 1992 (32 participants) and 1991 (30 participants). A high percentage number could also be registered in the years 1996 (27) and 1990 (25). In contrast, just a few people who were born before 1990 or after 1996 participated in this survey (79).
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Graph 1: Distribution of Age





The sample covered nearly all continents except for Australia, although the vast majority came from Europe. With a closer look at the individual countries it can be stated that most respondents were Austrian residents (61.1%), followed by Germans, which is already far behind with just 35 participants, and Spain with only 7 respondents (14.1%). Furthermore, also people from America (2%), Hungary (1.6%) and Italy (1.2%) completed the survey. Concerning the profession of the respondents, the absolute majority were students (69.9%), whereas only a few indicated that they were employees (24,1%) and even fewer self-employed (2.8%) or apprentices (1.6%).


The trend of using a phone camera for taking pictures was also reflected through the data collected within this survey. Table 1 shows that nearly half of all participants use a phone camera for taking pictures during a holiday. In general, it can be confirmed that the usage of analogue photography has been displaced by digital photography, since just 3.1% of all respondents still use an analogue camera, while the rest prefers taking their pictures with another camera type, especially with digital cameras (22%).






	Camera type

	Responses






	N

	Percentage






	 

	1) Phone camera

	208

	46.3%






	2) Action camera / GoPro

	42

	9.4%






	3) Digital camera

	99

	22.0%






	4) DSLR camera

	71

	15.8%






	5) Analogue camera

	14

	3.1%






	6) Polaroid camera

	15

	3.3%






	Total

	449

	100.0%







Table 1: Camera type


Regarding the number of photographs people usually take per day during a typical holiday, a quite regular distribution can be observed, as longs as it does not exceed 100 photographs per day. Most of the respondents (26.1%) stated that they took between 21-50 photographs, while 24,5% took 11-20 photos, 21.3% stated 1-10 photos and 19.7% answered the question with 51-100 photos. A large minority took 101-500 or more than 500 pictures, contributing 6.4% and 2% respectively of the total response rate. When analyzing the time people spend to get to the perfect picture, a little more than half of all participants (54,2%) needed 11-60 seconds. 23.3% indicated that it took them less than 10 seconds, 17.3% between 1-5 minutes and 5,2% more than 5 minutes to get to the perfect photograph.


In reference to the usage of travel photographs taken by the respondents, it can be highlighted that the most selected responses were almost equally “for private photo album1” (19.4%) and “sharing with friends/family digitally” (19.3%). 17.2% of all participants indicated that they use them for “storing digitally” and 18.8% share them on social media. Other usages like “photo prints” (11.8%), “using them as digital wallpaper” (8.4%) and “using them for gifts” (8.1%) were not as important for them. The shift that younger generations mostly use their camera for conversation, peer group building and self-representation mentioned in the literature review could not be confirmed by the data collected through of the present survey. Concerning the primary usage of travel photographs, 201 respondents indicated that their pictures are made mainly for private use like storing, looking at them later on etc. In comparison, just 48 participants stated that they use their travel photographs for sharing them on Facebook, Instagram, Twitter, Snapchat, Whatsapp, etc.


When it comes to the favorite photo subject of all participants, the data provides evidence that more than half of the people (54%) indicated the landscape as their most used photo subject, 17% ranked the tourism site as their most used one and 13.2% friends and family. Only 7.2% put “wildlife” on the first position, 5.6% “yourself” and just 2.4% situated “local people” at the very top.


Correlation analysis


A correlation analysis was conducted to test the three hypotheses and to determine any relationship between the mentioned factors.


Primary usage and engagement


The first hypothesis to test was that “Tourists who take photographs to capture the experience for themselves are more engaged in the activity”. In order to determine if there is a significant relation between those factors, first of all, the study analyzed if the number of photos generation Y takes on holidays have an effect on their level of engagement. The correlation showed that, in fact, there is a very significant relation between those two data sets, meaning that the more pictures travelers take, the more they are involved in the activity. However, there was no significant relationship to be found between the number of photos taken and the primary usage of the photos. This led to the conclusion that there was no relevant difference between respondents who take pictures for themselves or for others and the number of photos they take during a holiday. Furthermore, the time that people spend to get to their perfect photograph was looked at and compared to their level of engagement. Again, a significant correlation could be detected indicating that the more time you spend to get to your perfect photograph the more engaged you are in the activity. A very significant correlation was also found between the time you invest to get to the perfect photo and the primary usage. Consequently, it can be claimed that the amount of time people who belong to generation Y spend to get to the perfect photo depends on for whom they take the pictures. Comparing the numbers in table 2, one figure especially attracts the attention: Proportionally, a lot more people who primarily use their travel photographs for sharing spend 1-5 minutes for taking their perfect photograph (33%), while just 13% of the respondents who use their photographs for private purposes invest this amount of time to get to their perfect photograph. Generally speaking, a trend for spending more time to take a perfect photograph regarding those who want to share it with others could be detected.






	 

	
How long do you take for a photograph

	Total






	< 10 seconds

	11 - 60 seconds

	1-5 min

	> 5 min






	Primary use

	For private use (store, looking at them later on, etc.)

	51

	114

	27

	9

	201






	For sharing (Facebook, Instagram, Twitter, Snapchat, Whatsapp, etc.)

	7

	21

	16

	4

	48






	Total

	58

	135

	43

	13

	249







Table 2: Cross table: Primary use and amount of time spent to get to the perfect picture


Another significant correlation was tested between the factors “primarily use” and “level of engagement”. However, table 3 illustrates that, in general, it is not people who use their travel photos for themselves that are more engaged in the activity, but those who want to share them with others. None of the respondents who took pictures primarily for others during their last holiday showed low engagement in the activity, half of them (24 respondents) medium engagement and the other half (another 24 participants) were considered to be highly engaged. Compared with the people who took photographs for themselves, even six respondents (3%) were categorized as low engaged, 129 (64%) were medium engaged and 66 (33%) were highly engaged.








	 

	Level of Engagement

	Total






	Low engagement

	Medium engagement

	High engagement






	Primary use

	For private use (store, looking at them later on, etc.)

	6

	129

	66

	201






	For sharing (Facebook, Instagram, Twitter, Snapchat, Whatsapp, etc.)

	0

	24

	24

	48






	Total

	6

	153

	90

	249










Table 3: Cross table: Primary use and Level of engagement


Summing up all findings, hypothesis 1 can definitely be rejected, since there is no significant correlation which shows that people who take photographs during a holiday for themselves are more engaged in the activity. Quite the contrast: closer analysis provided that it is rather people who take photographs for others that are more involved in the activity. This conclusion can be drawn based on the findings that respondents who take photographs primarily for others spend more time to get to the perfect photograph and are therefore more engaged in the activity. Moreover, this assumption is also strengthened by the differences within the level of engagement concerning tourists of generation Y who primarily use their travel photographs for private purposes or for sharing.


Primary usage and memory


The second hypothesis “Remembering the experience is of higher importance for tourists who take photographs for themselves” was also evaluated on its validity. First of all, it was tested if the number of photographs taken during the holiday and the time they spend to get to the perfect photograph has an effect on the level of memory of the participants. Both correlations showed that there is no significant relation between these factors. Furthermore, a correlation between the primary usages with the level of memory was assessed. Again, no significant relation could be identified between those two data sets. However, a closer look was taken at the differences of the level of memory and the primary use of the travel photographs. Quite surprisingly, according to the data collected, not a single participant has an excellent memory concerning his/her last holiday. Most of the participants even have a poor memory, 56% of the people who took photographs for themselves and 52% of those who took them to share them with others. These findings raise the question if taking photographs, disregarding the primarily usage of the photographs, affects the memory of tourists in a negative way.


Primary usage and self-staging


The third and last hypothesis to be tested stated that “Self-staging is of greater importance to tourists who take photographs to capture the experience for others”. An analysis about the existence of a relation between the numbers of photographs taken during the last holiday of the respondents and their importance of self-staging was carried out. Comparable to the testing about traveler’s memories, no significant correlation was found. Nevertheless, there was a significant correlation tested when comparing the amount of time the respondents spent to take the perfect photograph with the level of self-staging. This means that people who pay higher importance to self-staging, dedicate more time to get to their perfect picture. Following this suggestion, the primary usage was correlated with the level of self-staging. The test revealed that there was also a significant correlation between those two factors. As table 4 illustrates, respondents who took photographs for sharing have proportionally a higher level of self-staging, considering that just 8% showed a low degree, 63% a medium degree and 29% a high degree of self-staging. In contrast, 20% of the people who took photographs for private usage have a low degree, 68% a medium degree and just 11% a high degree of self-staging. These findings led to the conclusion, that in general, individuals at the age of 18-37 who take photographs for others set greater value upon self-staging






	 

	
Level of self-staging

	Total






	Low degree of self-staging

	Medium degree of self-staging

	High degree of self-staging






	Primary use

	For private use (store, looking at them later on, etc.)

	41

	137

	23

	201






	For sharing (Facebook, Instagram, Twitter, Snapchat, Whatsapp, etc.)

	4

	30

	14

	48






	Total

	45

	167

	37

	249







Table 4: Primary use and Level of self-staging


Furthermore, a comparison to the answers to the question “What do your pictures have in common” with the two different types of the primarily usage was made. However, the collected data provided that there is no big difference between the participants who took pictures for themselves or for others. Concerning the people who took photographs for themselves, 8% indicated that a common factor is that they share selfies and 15% stated that they look good on the picture, whereas the percentages for those who took them for others are 6% and 19% respectively.


Additionally, the primary use of the travel photographs by generation Y was correlated with the question “How often do you post when on holiday?”. Another significant correlation was the result. In table 5 one can observe that, as a logical consequence, tourists who take pictures for others, proportionally post photographs more often than people who take photographs for their private use do.
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Table 5: Primary use and frequency of posting on holiday


Summarizing all these previous findings, also hypothesis 3 cannot be confirmed completely considering that there is no significant relation between the primary usage and the level of self-staging. Nevertheless, other results present evidence to suggest that self-staging is of higher importance for people who mainly take pictures for others when for example looking at the higher amount of time those people spend to get their desired photograph.


DISCUSSION


The leisure and travel industry is very well aware about which components of their offers affect their guests and create major impacts on their travel experience. Though, new technologies, forms of connection and social interaction offer new ways for people to create their travel experiences which is crucial for the industry to constantly take into consideration. The focus of this study was to learn more about generation Y traveler’s motivation for taking pictures when on holiday and how their intentions whether they are taking the photographs for themselves versus taking them for others or sharing purposes might have an effect on their enjoyment, memory and the photos themselves. The results have shown, that people born between 1980 and 1999, whose major motivation to take photographs underlies the purpose of sharing them with others, are more engaged in their travel experience and activities. They are taking more time to get the perfect picture and according to the findings show higher levels of engagement. The numbers also indicate that people who are taking photos ‘for others’ show a higher level of self-staging, meaning they are more eager to present themselves in a certain way in which they want to be viewed by others. That again shapes their travel experience and habits and at the same time underlines the need to understand psychological concepts such as the four major concepts of self by Leonard, Spotswood & Tapp (2012). Although this research could not directly support the presumption of sharing and self-staging, being the major motivation for taking travel photographs, which could be read about in recent literature, it shows that there is a number of travelers whose aim is to stage a certain representation of themselves in a photograph in order to share it online and therefore experiences their travel journey differently. When comparing the results with current literature it is advisable for further research to question whether the respondents are able to actually assess their main purpose for travel photography themselves or whether it is possible that the answers to such a question might be biased through social desirability. It is therefore suggested to categorize respondents through an experiment in order to find out about their actual intentions and counter-check their self-assessment.


One of the results to be questioned also is the low number of people realizing that they are storing their photographs digitally. The percentage is lower than the number of people declaring to use their photographs in order to make a photo album. From our own experience and common sense it seems to be inevitable to store your photographs digitally before making a photo album, posting them online, printing them or anything alike. Therefore, the number of people storing photographs digitally must be higher than the number of those who use their pictures to produce a photo album. It makes sense that people might see a photo album as more valuable option to keep their travel memories than just store them on a computer, which might be a reason for them to check this box rather than to admit that many of their photographs are just sitting in digital space. It would also be interesting for studies following this research to find out if making a photo album is a desire or preferred outcome of a vacation that many people have in common, but at the same time assess how many of them actually take the time to make such albums.


While literature often points out the growing importance of the ‘self’, this study underlines that the most captured subject seems to be landscapes when it comes to travel photography. Still, the photographer chooses what to show and how it will represent himself/herself and therefore stages whatever the audience gets to see. Travel photography as a way to create an image of oneself has gained more attention in recent literature but must be further researched also from a more psychological perspective to draw conclusions on its meaningfulness and importance when creating travel products or destination images for customers.


Generation Y is a generation that emphasizes travel and as a matter of fact gets to travel much more than other generations (Benckendorff, Moscardo & Pendergast, 2010). Surprisingly, the respondent’s memory of their latest travel experiences - according to the results - seems to be rather poor, which raises the question whether it could be that photography diminishes the memory because people are too much focused on the technical and social process during taking a photograph. Because the respondents were not asked about the length, destination or time that has passed by since their last travel the results of this study are limited. Further research also needs to incorporate a design that makes it easier to compare the respondent’s ability to memorize the last vacation based on facts such as the length of stay, time that has passed by since the last vacation and overall travel habits.


One further limitation needs to be mentioned in order to provide valuable data for future research within this area. The collected data needs to be distributed normally before the evaluation.


The research presented focused exclusively on photography during travel and in touristic settings, consciously not taking into consideration that there are also other forms of photography in people’s (daily) lives. While from a tourism viewpoint it might not be interesting enough to look for possible differences between people’s everyday lives and their holidays, it makes sense from a social sciences viewpoint to also draw attention to potential discrepancies that could serve as indicators also for tourism relevant matters.


The present study was also limited geographically, which opens the opportunity to apply a similar research design also within other geographical locations. Transferring the research to different cultures will most likely also produce differing findings. In addition to that, it would also be interesting to further investigate other generations such as the Z generation, which is the second generation to grow up within ‘The Information Age’ and an important target group for the tourism industry in the near future
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Abstract


“Thought is wonderful, but experience is more wonderful still” (Oscar Wilde) reads a famous statement of Oscar Wilde. At that time, he certainly could not know that experience would someday become a relevant topic in marketing. However, at the present time it is evident that in the future functional benefits of a product will not be sufficient anymore to differentiate companies from their competitors making it necessary for them to focus on new ways of attracting customers. Therefore, this research paper concentrates on the design of compelling and multisensory customer experiences which allow companies to receive the customer’s attention and to deeply establish their offering in his mind. Initially, a detailed description is given of the term ‚Customer Experience’ and its most relevant characteristics. Subsequently, customer experience is classified into the theoretical background of ‚Experiential Marketing’, considering the key components of the concept and the instruments being used for its practical implementation. Finally, particular emphasis is placed on the design of multisensory experiences. Information is provided about the different channels of a multisensory approach and its practical implementation. Due to the fact that digitalization forces companies to connect with their customers in completely new ways, the last paragraph focuses on the chances of technological progresses for the design of multisensory experiences in the internet and electronic media.
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INTRODUCTION


The importance of experience as an instrument for the differentiation in highly competitive marketplaces with widely exchangeable products cannot be neglected. This is due to the fact that products and services become increasingly commoditized (Cetin et al., 2014). Furthermore, changes in societal values provoke customers to strive for the fulfilment of higher level needs and look at consumption as a possibility for self-realisation (Carù & Cova, 2007). However, there still seem to be many companies which do not recognise the importance and especially the relevance of integrating all the five senses into the communication with their customers. This is the conclusion of Lindstrom (2011) who emphasises that merely 10 % of the most powerful brands really use all the five senses in their sales approach. Instead, they mainly address the visual and auditory perception of the customer and thereby miss to tap the full potential of multisensory conveyance of the customer experience (Lindstrom, 2005). For this reason, this research paper aims to point out ideas and methods which explain how companies can prospectively broaden their perspective and profit from the benefits of appealing to all the five senses. In doing so companies contribute to an increasing loyalty of their customers that is deeply related to the number of sensory channels they use. This fact could be proved in the international Brand-Sense-Study by Millward Brown which showed that customer loyalty was about 28 % when only one of the senses was addressed but went up to nearly 58 % when four or five of the senses were integrated (Hollis, 2007). Besides that, the topic of a multisensory sales approach is of major importance against the background of information overload provoking that only 2 % of all information is really perceived by the customer (Gardini, 2015). In order to get the customer’s attendance and to become memorable, a use of multiple channels is necessary (Esch et al., 2012) - a notion, that is also supported by Salzmann (2007). He found out that the intensity of multisensory cells was twelve times as high in comparison to the signal that could be induced by the unimodal presentation of the same stimuli. Although it gives the impression that the design of compelling experiences is quite a new topic, it is true that the relevance of experiences in marketing had already been recognised by many other authors at an earlier point in time. Schmitt (1999a) proposed the idea for a new marketing concept which he called ‚Experiential Marketing’. It constitutes an important basis and the theoretical framework for the following inquiry on how to create compelling customer experiences that engage all the five senses. To answer the question of how to design multisensory customer experiences, an extensive research of the relevant literature of customer experience, customer experience management, experiential marketing, and multisensory branding was conducted.


This paper provides valuable insights into the possibilities of tourism companies to offer value for their customers by the design of multisensory experiences. Focusing on individual and customer-oriented problem-solving instead of products becomes increasingly relevant amid growing competition (Weiermair 2006, p. 1) and explains the significance of an extensive research in that particular field. Furthermore, this paper contributes to an understanding of the potential of new technologies in creating multisensory customer experiences not only at the point of sale but also in digital spaces. Thus, it sheds new light on challenges and opportunities of multisensory experience design related to the trend of digital transformation.


CHARACTERISTICS AND RELEVANCE OF THE CUSTOMER EXPERIENCE


Increasing Relevance of Customer Experience


As previously noted, there are many factors defining the increasing and current relevance of experiences in marketing. Especially societal changes, which have led to changes in the meaning of consumption, play an important role in this regard. Carù and Cova (2007, p. 4.) support the notion that Consumption today is primarily seen as a possibility for self-fulfilment and the emotional identification with a product or service: “Consumption has become an activity that involves a production of meaning, as well as a field of symbolic exchanges. Consumers do not consume products or services. Quite the contrary, they consume the products’ meanings and images, […].”. Gelter (2007) states that according to the hierarchy of needs all basic requirements are satisfied and make consumers strive for the fulfilment of overriding needs. In addition to the changes in society, increasing prosperity represents another influencing factor leading to the desire for extraordinary goods and services (Scott et al., 2009). Additionally, due to an increase in life expectancy consumers have more free time available which allows them to consume experiences (Kilian, 2009). Complementary to that, mostly saturated markets cause the commoditization of products and services meaning that they become increasingly exchangeable and are hardly conducive to the differentiation from competitors (Hultén et al., 2009). Independently of that concern experiences also possess an economic significance that arises out of their particular emotional value and leads to a higher willingness of the customer to pay (Pine & Gilmore, 2011). All the factors mentioned emphasise the importance of experiences for companies. A particular relevance of experiences for tourism and hospitality marketers is pointed out by Williams (2006). Products are always experiential and therefore especially suitable for the application of Experiential Marketing (Williams, 2006). Weiermair (2006) shares this view and highlights an increasing significance of experiences in tourism. According to the author, individualization as well as a feeling of authenticity represent increasingly important factors in the motivation of tourists to go on holiday (Weiermair, 2006).


Definition and Characteristics of Customer Experience


The term ‚customer experience’ is rather difficult to define since different definitions are used in various scientific domains (Carù & Cova, 2003). For this reason in the following, a short overview of the relevant definitions for marketing will be given and important characteristics of customer experience outlined. In this relation a definition of Schmitt (1999a, p. 60) describes the term ‚customer experience’ as “private events that occur in response to some stimulation”, already indicating that it is something very personal and arises from the reaction to certain stimuli. Another description of the term given by Poulsson & Kale (2004, p. 270) further emphasises the interaction with the environment as a relevant characteristic of the customer experience defining it as “an engaging act of co-creation between a provider and a consumer wherein the consumer perceives value in the encounter and in the subsequent memory of that encounter”. Besides the significant aspect of customer interaction, this definition reveals that customer experiences constitute a particular emotional value (Andersson, 2007) which according to Schmitt (1999b) substitutes and even replaces the functional value of a product. The value of the experience emerges from the subjective feeling of the customer. Only in his mind the customer experience can be created (Andersson, 2007). Consequently, the function of a company cannot be seen in the design of the customer experience itself but rather in the creation of an appropriate environment supporting the development of compelling experiences (Gelter, 2007). It even shows that every experience is actually unique related to the fact that every individual detects it in his own way (Cetin et al., 2014). Moreover, many authors (Gelter, 2007; Verhoef et al., 2009) maintain that experiences are not single events but a connection of many distinct sequences of experiences. Accordingly, Girard (2007) distinguishes four different phases of the customer experience which mainly correspond to the steps of the customer buying cycle and are classified into the preconsumption experience, the purchase experience, the core consumption experience and the remembered consumption experience. These phases lean on the distinction suggested by Arnould et al. (2004) which proposes an holistic nature of the customer experience. They indicate the enterprises’ necessity to consider every touchpoint in the communication with their customers. Pine and Gilmore (2011) finally emphasise the particular sentimental value of experiences as they can trigger a large number of customer emotions.


EXPERIENTIAL MARKETING AS CONCEPTIONAL RESPONSE TO THE EXPERIENCE ORIENTATION OF TODAYS SOCIETY


Characteristics of Experiential Marketing


The concept of Experiential Marketing has been described by Schmitt (1999a). He characterises Experiential Marketing as a concept “[that] focuses on the usage and the consumption situation (instead of products), on types of experiences (instead of product features), and on bringing together and integrating the stimuli that customers receive at all touchpoints“ (Schmitt 2003, p. 218). Williams (2006, p. 485) complements this definition referring to Experiential Marketing as “marketing initiatives that give consumers in-depth, tangible experiences in order to provide them with sufficient information to make a purchase decision”. A supplementary definition of the concept given by Yuan and Wu (2008, p. 388) considers Experiential Marketing to be a “marketing tactic designed by a business to stage the entire physical environment and the operational processes for its customers to experience”.


Consequently, a focus on experiences and the conveyance of an additional emotional value by pointedly appealing to the customer`s feelings represent important elements of Experiential Marketing (Gruner et al., 2014). Thus it appears that Experiential Marketing regards the customer not only as a rational human being but as particularly emotionally driven and looking for extraordinary experiences. Besides, Experiental Marketing differs from ‚traditional’ marketing in the variety of methods being used (Schmitt, 1999a). Schmitt (1999a) uses the adjective “eclectic” to describe the methods and tools of Experiential Marketing. Furthermore, the concept does not merely focus on closely defined product categories but considers the consumption situation of the customer and aims to design products that meet his particular needs (Schmitt, 1999a). Thus it reflects the customer’s lifestyle, the meaning of a product can be enhanced. All characteristics mentioned reveal that Experiential Marketing is a valuable instrument for the differentiation from competitors (Kroeber-Riel & Gröppel-Klein, 2013) and support the overall objective of deeply anchoring a company’s offer in the customer’s mind due to the creation of holistic experiences (Gruner et al., 2014). Studies conducted by Yuan and Wu (2008) and Ming (2010) verify the positive relationship between Experiential Marketing and customer satisfaction. At the same time a high level of customer satisfaction increases customer loyalty.


Strategic Experiential Modules and Instruments of Experiential Marketing


Strategic Experiential Modules


Schmitt (1999a) distinguishes five types of customer experiences. He refers to them as ‚Strategic Experiential Modules’ as they correspond to distinct and functionalized modules in the brain. The assumption of a modular structure of the brain is based on scientific findings of the American psychologist Steven Pinker (1999) who proposed that the brain is not a single organ but rather composed of many different organs being responsible for the processing of specific information. Accordingly, Schmitt (1999a, p. 63 ff.) distinguishes affective experiences, creative-cognitive experiences, physical experiences, social experiences and sensory experiences:


Affective experiences:


Affective Experiences appeal to the customer’s feelings and emotions. In order to that companies have to carefully design a suitable environment that triggers the desired emotions of the customer.


Creative-cognitive experiences:


Creative-cognitive experiences are addressed to the intellectual capacity of the customer.


They aim to encourage the customer’s cognitive confrontation with a brand that is connected to a specific idea of the service and its provider. Furthermore, the integration of cognitive elements is meant to stimulate the customer’s creativity and problem solving skills. This type of experiences is frequently applied in the technological sector.


Physical experiences:


Physical experiences are induced by presenting the customer alternative ways of life as well as new ranges of product application. Physical experiences refer to both the customer’s individual behaviour and the interaction with other people.


Social experiences:


Social experiences embody elements of all other strategic experiential modules. However, they particularly aim to integrate personal sentiments of the customer into a social context and in doing so, create a sense of belonging. Further, social experiences can be induced by giving the customer a social identity.


Sensory experiences:


Sensory experiences focus on appealing to multiple sensory channels of the customer. These include the sense of vision, hearing, taste, smell and touch that are responsible for the reception of external stimuli. In the research paper particular emphasis is put on this type of experiences.


Schmitt (1999a) points out that holistic experiences include elements of any experiential module and can only be created by interconnecting them in extraordinary ways. Furthermore, Gentile et al. (2007) use these types of customer experiences as a basis for their own determination of experience dimensions. Supplementary to Schmitt they add a sixth dimension calling it ‚practical dimension’. It refers to the usability of a product and the experience that can be induced in the particular moment of utilisation.


Experience Providers


Experience Providers represent another important element of Experiential Marketing. Experience Providers are the implementation tools of Experiential Marketing and conducive to the creation of any of the five different strategic modules mentioned before. Schmitt (1999a) distinguishes seven Key Experiential Providers including communications, visual and verbal identity, product presence, cobranding, spatial environments, electronic media, and people. In particular view of multisensory experiences product design as well as the design of the salesroom seem to be the most relevant tools. According to Salzmann (2007), this can be explained by the physical presence of the customer that is necessary to appeal to all the five senses. Kilian (2008) complements that the point-of-sale is increasingly turning into a ‚Point of Experience’. However, considerations of this research paper suggest that websites and electronic media will prospectively become valuable tools for the creation of multisensory customer experience, too.


DESIGN PARAMETERS FOR THE CUSTOMER EXPERIENCE


Gelter (2007) points out that compelling experiences require the compliance of material and immaterial elements of the experience setting. A lack of compliance as well as an inconsistent picture of the experience setting provoke a confusion of the customer and can consequently lead to negative experiences. Furthermore, experiences have to appeal to the customers’ lifestyles and take their particular needs into account (Williams, 2006). Focusing on the lifestyles of their customers allows companies to create experiences that are regarded as personally relevant and, thus, particularly valuable. The challenge for companies consists in designing experiences which are inherently personal and at the same time appeal to a multitude of customers (Smith & Hanover, 2016).


In addition, Smith and Hanover emphasise that persuasive and well-designed experiences are always shareable and point out a particular intensity of experiences in group settings.


Poulsson and Kale (2004) maintain that experiences will be especially memorable if they include elements of novelty and surprise. Furthermore, they suggest that experiences should provide an educational benefit for the customer – a notion that is supported by Smith and Hanover (2016). The factors mentioned underline the necessity of actively involving the customer representing an important part of the experience.


At the same time, Gelter (2007) proposes that the design of experiences can be illustrated by the metaphor of an onion. Accordingly, the structure of the experience should be multilayered and every layer should reflect new elements of the experience.


Pine and Gilmore (2011) determine five principles for the design of valuable customer experiences. First of all, they propose the denomination of an overriding theme. It constitutes an important basis and provides guidance to a company. Subsequently, signals are used to pass on the theme to the customer and to create memorable impressions. Pine and Gilmore put emphasis on the fact that every signal must support the theme and contribute to the communication of a consistent picture of the company. In this regard it is necessary to identify and eliminate negative cues that lead to the confusion of the customer. Moreover, they suggest that memorabilia are included in the experience and reflect one important element. Thus, the experience for the customer is enhanced and particularly memorable. The last step in the design of experiences consists in the integration of all the five senses, reflecting the particular focus of this research paper. The example of the Rainforest Café demonstrates how the principles mentioned can be practically implemented: “[…] the mist at the Rainforest Cafe appeals serially to all five senses. You first encounter it as a sound: sss -sss - zzz. Then you see the mist rising from the rocks and feel it, soft and cool, against your skin. Finally, you smell its tropical essence and taste (or imagine that you do) its freshness. It’s impossible not to be affected by this one, simple, sensory-filled cue.” (Pine & Gilmore 2011, p. 89 f.).


Storing and Processing of Information in the Human Brain


To get a better understanding of the effects of different stimuli on the customer experience the composition of the human brain and especially its memory function need to be taken a closer look at. In short-term memory information which is being received from the environment is being decoded, interpreted and processed (Arnould et al., 2004). For this purpose, information is being compared to previous knowledge (Arnould et al., 2004). Subsequently, stimuli, which is being regarded as particularly relevant, are passed to long-term memory (Weidenhammer, 2011), Irrelevant information, however, is being stored merely for a few seconds before it gets finally lost (Arnould et al., 2004). Long-term memory encompasses two different parts, being referred to as procedural memory and declarative memory (Gerrig & Zimbardo, 2008). Skills and aptitudes are stored in procedural memory, whereas experiences are processed in declarative memory (Schmitt & Mangold, 2004). Declarative memory, again, has two distinct systems. Personal experiences of the individual are stored in episodic memory (Schmitt & Mangold, 2004), where they are filed in a kind of autobiographic system (Girard, 2007). It allows that the experience can be related temporally and geographically to previous experiences (Tulving, 1972). Contrarily, facts and images of a product are stored in semantic memory. The corporate design and the price of a product represent examples for semantic memory contents in this regard (Schmitt & Mangold, 2004).


The conjunction of episodic and semantic memory contents represents an important element in the design of experiences (Girard, 2007; Weidenhammer, 2011). Multiple sensory channels, including the sense of vision, hearing, taste, smell and touch, are responsible for the reception of external stimuli and determine human perception (Girard, 2007). Kroeber-Riel and Gröppel-Klein (2013) maintain that perception is a process of information processing, provoking that customers become aware of themselves as well as their environment.


The relevance of a stimulus is defined by its ability to trigger a large amount of customer emotions (Weidenhammer, 2011), underlining their value for the design of memorable experiences. Häusel (2006) points out that the entire brain is predominantly emotional. As previously indicated, Weidenhammer (2011) emphasises that memorable experiences encompass both episodic memory contents and semantic memory contents. Schmitt and Mangold (2004) complement that connecting the experience with semantic memory contents increases the personal significance of a brand. Many brands are well known, but they still do not have a particular meaning for the customer (Schmitt & Mangold, 2004).



MULTISENSORY CONVEYANCE OF CUSTOMER EXPERIENCE


Communication Channels of a Multisensory Sales Approach


Multisensory experiences imply the use of multiple channels. The following paragraph gives a review of these considering each of the five human senses in particular. Conveying the same information through a number of channels makes it become more convincingly for the customer (Kroeber-Riel & Gröppel-Klein, 2013).


Visual Stimuli:


Visual stimuli appeal to the customer’s sense of sight. The fact that visual stimuli make up 83 % of human sensory perception (Kilian & Brexendorf, 2005) underlines the importance and dominance of this sensory channel (Hultén et al., 2009). Colors, pictures and lightning represent useful elements for the stimulation of the sense of sight (Salzmann, 2007). The color green is associated with nature and harmony by most of the people (Schüller, 2016) suggesting that a company can use different colors to trigger particular emotions and feelings of the customer.


Acoustic Stimuli:


Customers perceive acoustic stimuli with their ears. Acoustic stimuli are meant to stimulate the customer’s sense of hearing and make up 11 % of all sensory impressions (Kilian & Brexendorf, 2005). Mostly, acoustic sensory impressions are absorbed unconsciously by the customer. Nevertheless, their importance cannot be neglected, because they both generate excitement and emotionalize customers (Kilian & Brexendorf, 2005). For this reason, sound engineering represents an important topic for many companies. Bahlsen, a company producing biscuits and sweets, maintains a special department which is working solely on the specific sound that arises when the customer bites into one of its biscuits. In a similar way, the automotive manufacturer Porsche is working extensively on the specific sound of its engines using this particular noise to differentiate itself from competitors (Kilian & Brexendorf, 2005). Music represents another important communication element to appeal to the sense of hearing (Salzmann, 2007). Music can be designed particularly by a company with regard to volume, tempo, key and melody (Kroeber-Riel & Gröppel-Klein, 2013).


Olfactory Stimuli:


Olfactory stimuli, being perceived with the nose, appeal to the customer’s sense of smell. They make up 3,5 % of sensory perception (Kilian & Brexendorf 2005) and just as acoustic stimuli are absorbed unconsciously (Kroeber-Riel & Gröppel-Klein, 2013). Olfactory Stimuli are particularly significant because of their emotional and activating impact on the customer and are most frequently communicated by the use of particular scents. Companies can include and make use of olfactory stimuli in many different ways. Most commonly they are used for the design of salesrooms. Moreover, fragrances can be used to increase the customer’s attention for catalogues and direct mailings of a company (Rempel, 2006). An example of the cruise operator AIDA has proved that including olfactory stimuli in mailings has a positive effect on customers’ willingness to make a booking. In a mailing directed to the regular customers of the company, AIDA enclosed a little towel with a particular smell of sun milk. This special initiative resulted in an increase in bookings by 41 % (Hartmann & Haupt, 2007).


Haptic Stimuli:


Haptic stimuli comprise sensory impressions that are absorbed through the skin. They make up 1,5 % of all sensory impressions (Kilian & Brexendorf, 2005). According to Salzmann (2007), the material and the surface quality of a product as well as its temperature represent important elements to appeal to the customer’s sense of touch. Wiedmann et al. (2012) maintain that additional communication elements consist in the weight and the size of a product. Examinations have shown that weight is an important indicator of product quality. Customers perceive heavy products as more valuable than light products (Schüller, 2016). For this reason, the company Bang & Olufsen endows its remote controls with additional weights to make them appear more of high-quality (Hartmann & Haupt, 2014). Schüller (2016) points out that including tactile sensory impressions is of major importance for companies because touching things represents a particular desire of the customer. Customers, who are able to touch a product, are willing to pay a higher price for the same product because it is an essential trait of man that touch triggers desire to obtain a product (Hartmann & Haupt, 2014).


Gustatory Stimuli:


Gustatory stimuli appeal to the customer’s sense of taste (Salzmann, 2007). Making up only 1 % of all sensory impressions (Kilian & Brexendorf, 2005), they predominantly have a complementary function (Steiner, 2011). Food and beverage represent important elements for the communication of gustatory sensory impressions (Steiner, 2011). Accordingly, Wiedmann et al. (2012) propose that tourism companies can enhance the experience of their customers by providing traditional food and beverage of the advertised destination. They emphasise that gustatory sensory impressions have to comply with central values of a company (Wiedmann et al., 2012).


Practical Implementation of Multisensory Customer Experiences


Singapore Airlines and the World of TUI Berlin represent valuable examples for companies designing multisensory experiences to connect with their customers in extraordinary ways. Particular focus is put on these examples because they suit the tourism related context of this paper and provide definite ideas of how companies can practically implement the theoretical aspects mentioned above.


Singapore Airlines:


A very good example for a tourism company appealing to all the five senses of its customers is Singapore Airlines. Visually, a uniform sensory impression is given by the Singapore Girl, denominating the stewardesses of the airline. Stewardesses of Singapore Airlines all wear the same uniform, which is made of silk and corresponds to the patterns in the cabin décor. To harmonize and intensify the impression, stewardesses have to be less than 26 years of age and their body has to fit the one-size uniform (Lindstrom, 2005). The customer’s visual experience is complemented by tactile sensory impressions. During the flight, stewardesses hand out Hot Towels to the passenger. Besides, particular dishes, especially appealing to the customer’s sense of touch, are used for the meals and drinks of business class passengers. The smell Stefan Floridian Waters, having been created specifically for Singapore Airlines, appeals to the customer’s olfactory sense. It is included in the perfume of the stewardesses and exuded in the cabin of the aircraft (Linxweiler & Siegle, 2008). The International Culinary Panel of the airline, representing a team of eight international celebrity chefs, is responsible for the preparation of food and drinks and thus stimulates the customer’s sense of taste (Singapore Airlines, 2016). Finally, Asian appearing music is played in the lounges of the airline and accompanies the customer during take-off and landing. It functions as corporate sound (Linxweiler & Siegle, 2008).


World of TUI Berlin:


The World of TUI allows customers to experience a destination with all their senses. Film sequences and pictures provide a visual impression of the destination (Kilian & Brexendorf, 2005), which is enhanced by the use of eye-tracking-glasses (DIE ZEIT, 2002). In the travel agency’s library customers can choose between more than 100 different videos as well as 200 guidebooks (DIE ZEIT, 2002). Furthermore, visual sensory impressions are complemented by auditory elements. In compliance to the particular destination, traditional music is played. Various scents, reflecting the destination, appeal to the customers’ sense of smell and complete a multisensory experience. Finally, a frequent number of bars provide traditional food and beverages and see to gustatory sensory impressions of the customer (Kilian & Brexendorf, 2005).


At the same time a variety of other examples is useful to exemplify the design of multisensory experiences, too. Relevant examples include Swarovski Crystal Words, the coffee house chain Starbucks, Apple, NIVEA, Tiffany and Louis Vuitton (Steiner, 2011).


While many authors emphasize uniquely positive aspects of appealing to all the five senses of the customer, Gelter (2007, p. 42) points out that “blasting all senses at the same time will only result in over stimulation and confusion”. For this reason he suggests that the use of senses should be carefully planned in the “dramaturgy of the senses”, determining how individual stimuli collaborate, complement and interfere with each other. The aim is to achieve a “symphony our senses”. Besides, Schmitt and Zarantonello (2013, p.33) point to a current debate in academic circles regarding the question whether Experiential Marketing is in some way even manipulative as it implies encouraging customers to derivate from rational decision making.


Chances of Digital Transformation for the Design of Multisensory Experiences


Advances in technology offer a variety of new possibilities for the design of multisensory experiences (Pine & Gilmore, 2011) and make them accessible for an increased number of people (Scott et al., 2009). In order to appeal to the customer’s sense of vision, virtual reality classes represent a useful tool (Schüller, 2016). The website of the Radisson Blu Hotel in Hanover includes a 360-degree-video, allowing customers to virtually explore the hotel and its facilities in advance of their holidays (AHGZ, 2016). The American company Sensable (2016) provides an application for the integration of tactile sensory impressions. This particular application, making it possible to grasp objects in digital spaces, is called PHANTOM Omni © Haptic Device (Sensable, 2016). Even at an earlier point in time, Jaron Lanier and Thomas Zimmermann developed the DataGlove. Just as the PHANTOM Omni © Haptic Device, it represents an application that serves for the transmission of hand movements into virtual spaces (Bormann, 1994). Schüller (2016) proposes supplementary ideas for the integration of auditory elements into a company’s website, thus enhancing a digital multisensory experience of the customer. When people add a product to their shopping cart, this action could be supported by the use of auditory signals. Besides that, a flourish could be used to thank the customer for his purchase after he has clicked on the buy now button (Schüller, 2016). Referring to results of a study conducted by the audio consulting group and the market research institute EARSandEYES, Steiner (2011) maintains that auditory elements are useful to support the navigation menu of a website. Furthermore, results of the study suggest the integration of a virtual speaker welcoming any of the website’s visitors. A specified auditory element can serve as the corporate sound of a company and can be included in the website to increase its recognition by the customer (Steiner, 2011). Irrespective of acoustic stimuli, new applications allow to appeal particularly to the customer’s sense of smell. The iAroma, having been developed by the Japanese telecommunications group NTT Communications (2009), uses six base oils to create a particular smell. To exude the scent for the customer, the application has to be connected to the computer using a USB memory stick (NTT Communications, 2009). NTT Communications has been the first company to develop an aroma display for the use in enterprises. For this purpose, a flat screen has been connected with an aroma vaporiser which can be navigated with the help of a remote control (Kölling, 2010). In a similar manner, an application, being referred to as Ophone, addresses the olfactory sense of the customer. Cylindrical boxes are used to exude a scent after relevant data has been transmitted per mobile phone and allows to create the particular smell desired by the customer. The Ophone encompasses 32 base oils (Schüller, 2016). In Japan olfactory stimuli are already used in cinemas to complement visual and auditory elements of a film. This is allowed due to computer-operated ventilation systems under the seats (Steiner, 2011). Likewise, olfactory stimuli support and intensify the advertising film of the automotive company BMW. The advertising film is played in a truck which is particularly used for the company’s trade fair presentation (Rempel, 2006). Nevertheless, it is still challenging to provide gustatory sensory impressions in the internet. For this reason, in a first attempt drops with a supplementary smell have been developed. They aim to appeal to the customer’s sense of taste by additionally using olfactory stimuli (Diehl, 2000).
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