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Introduction 

1.1 Importance of the topic  

The title of the present dissertation is “Standardisation, customisation and digitalisation 

in the international hotel industry: a European perspective”. The debate between 

standardisation and customisation has always been a paramount concern in the literature 

but it has recently gained a tremendous value. Hospitality industry is complex and 

complicated. The sector is constantly growing and it is very attractive. Competition is 

tough and customers are becoming more and more demanding and sophisticated. In 

addition, this sector is also very innovative and digital technologies applied to daily 

routines and activities are becoming important differentiators. In this difficult and 

crowded global market, international hotel companies strive to create strategies to gain 

competitive advantages.  

These companies are well aware of the importance of a wider geographical coverage and 

they recognize the opportunity of an international expansion that allows them to grow 

and prosper out of the domestic market. However, being out of the “comfort zone” rises 

the need for reconsideration to the existing strategy.  

Whether the company wishes to pursue an internally focused strategy (standardisation) 

or externally focused strategy (customisation) is a central topic in the literature. In fact, it 

is undeniable that introducing operation abroad without the understanding of the host 

country’s culture and without customising the experience to different guests profiles is 

dangerous for the reputation as well for the future success of the whole company.   

Some authors dealt with standardisation and customisation as normally distinct 

categories, others created a new category, which combines the two. Others realised that 

the operation of companies have changed and the two concepts can be applied at the 

same time.  

The author will demonstrate that customisation and standardisation are not independent 

and not opposites. This means that hotels do not have to choose between the two. They 

are two faces of the same coin. The role of standardisation is not to replace customisation 
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or vice versa. Standardisation and customisation work together to help the company to 

achieve the best results possible.  

The main objective of the dissertation is to empirically prove the connection between 

standardisation and customisation and to provide a model that explain their use in 

relation to hotel performances. The dissertation also introduces the digitalisation as an 

additional factor to boost performances.  

1.2 Structure of the dissertation 

The thesis is composed by four main parts. 

The first part introduces the topic to the reader and the area of study. It is the theoretical 

framework on which the author based her work and it encompasses an introduction to 

service management that is the main context of the research with particular attention to 

the distinction between service and goods industry, and as well an introduction to the 

hospitality industry and tourism’s constant growth. The author then focuses on 

internationalisation of hotel companies and describes their expansion strategies, the 

competitive forces in the market and the recent trends in the industry, such as the rise of 

boutique and lifestyle hotels, designed for a particular nice of the market.  

The second part introduces the debate between standardisation and customisation and it 

defines the two according to the different contributions on the topic by various authors. 

Already in the 60s, authors began to be interested in the topic. During the years, many 

opinions on how to solve the debate came up, giving birth to different theories. Some of 

them view standardisation and customisation at the two extremes of a continuum, some 

others mix the two to reap all the benefits. Recent trends involve the introduction of 

digitalisation in hotels which is revolutionising the entire industry, taking every guest’s 

stay to another level and affects how standardisation and customisation are conceived.    

The third part is the author’s model which is the base for the empirical research. The 

author formulated her model after reviewing the literature on the topic. She assumes that 

standardisation and customisation are connected and one cannot exist without the other 

and their perfect mix is one of the major components of the success of the hotel. She 
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create a model in which the two forces works together in a vertical sense to deliver 

higher performances contrasting the horizontal view of previous authors. She defines 

overall performances as a mix of elements and indicators and proposes digitalisation as 

an additional component of both standardisation and customisation that boost 

performance to another level, if present. 

The forth and last part is the core of the dissertation. It is the empirical research based on 

the author’s model. The author conducted a survey addressed to the European general 

managers of one of the biggest international hotel chain in the world. Thanks to the 

collected data on standardisation, customisation and digitalisation she uses statistical 

well-known tools in order to prove her theories on the topic; empirically showing the 

relationship between the forces and analysing their effects on hotel activities and 

performances.  

Every chapter has a conclusive subchapter with a brief recap of the findings. 

The author ended the dissertation with a conclusive chapter in which she shows the 

summary of the empirical research as well as recap of findings.   
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2 Theoretical Framework: definition of the context 

Exploring the standardisation vs. customisation’s debate needs to start with a clear 

understanding of the context. The dissertation is dealing with the debate from the service 

prospective. It is fundamental to have clear in mind the distinction, the similarities and 

the interactions between goods marketing and service marketing. The first subchapter 

explores the different eras and service management definitions developed by researchers 

over the years.  

In the next subchapters the author introduces the specific context of her research: the 

hospitality industry as one of the most important player in the tourism sector of the 

worldwide economy. The author will highlight the trends in hospitality and tourism and 

show how companies exploited their constant growth since the very beginning, with the 

creation of powerful international hotel chains.   

 

2.1 Introduction to service management 

Gummesson and Grönroos (2012) propose a clear classification of the eras of services. 

Their grouping criteria explains the nature and the relationship of service and goods 

(Gyuracz Nemeth, 2014). 

Their classification is defined by three paradigms: 

 The goods paradigm (pre-1970s) 

 The service vs goods paradigm with focus on differences (1970s – 2000s) 

 The service paradigm based on good/services integration and interdependency 

(2000s) 

(Gummesson and Grönroos 2012 p. 482) 

The authors recognize that changes are not linear and the classification is used as a mean 

to ease the interpretation of the ongoing mutations (Gummesson and Grönroos, 2012). 

For this reason, it is possible to find authors who wrote a definition of service that can be 

included in the third paradigm, even if they are from the pre-1970s.   
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2.1.1  The goods paradigm 

The era of goods paradigm is characterized by the marketing management of mass-

manufactured consumer goods, the use of the famous theory of the marketing mix and 

many other theories concerned the consumer behaviour, segmentation of the market, 

manufacturing and product marketing (Gyuracz Nemeth, 2014 p. 17). 

 

2.1.2  The service vs goods paradigm with focus on differences (1970s – 2000s) 

This hegemony was challenged when services entered into the marketing studies in the 

1970s. During the followed two decades, authors focused on the differences between 

goods marketing and service marketing, giving rise to the second era of services.  

The need for the realisation of literature materials concerning services is connected to 

the growing importance of the customer and a more-customer-oriented view of 

operations (Johnson, 1999).  

Table 1 is a tentative to summarize the differences between goods and services.  

 

Product Service 

Physical & tangible Abstract & intangible 

Produced by a single manufacturer Created by a set of individual departments 

Detached objects Complex Systems 

Have immediate value Have value only when being used 

Large region Local needs 

Weak relation with customer Strong relation with customer 

Feedback after question Immediate feedback 

Can be sold further Can be sold only once 

Tool intense Labour intense 

Change the ownership  No change in the ownership  

More rational More emotional 

Can me more standardized Can be more customized 

Homogeneity Heterogeneity  

Separated production and consumption  Inseparable processes 
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Can be kept in stock Cannot be kept in stock 

Process is given in advance The process can change during service 

Ownership Only access to the service 

Productivity easily measurable It is not so easy to measure productivity 

Little personal contact Intense personal contact 

Table 1. Goods vs. Services. Source: compiled by the author 

 

There are several definitions of services that can be related to this period.  

For example, Shostack (1982) states that “the basic distinction between things and 

processes is the starting point for a focused investigation of services”. The difference is 

more than semantic, products are owned, services cannot be possessed, they can be 

participating in and experienced (Stostack 1982, p.49).  

The debate of Edgett & Parkinson (1993) focusing on how to define goods and services 

led to the identification of four features that are common to many authors that 

distinguish service from goods: intangibility, inseparability, heterogeneity and 

perishability.  

Kurtz and Clow (1998) argue that services and goods are different in many 

characteristics: perishability, intangibility, inseparability, variability, and this is the 

reason why the marketing of the two is different. 

Bozkurt (2010) elaborates a model which counter pose goods and services based on the 

four characteristics listed by Edgett & Parkinson (1993) and Kurtz and Clow (1998), the 

results are shown in the table below.  

 

Service product Good product  Implication of a service product 

Intangible Tangible Cannot see or touch, difficulty in pricing 
Heterogeneous Standardised Experience is based on the delivering 

employee, difficulty in repeating the 
same experience  

Inseparable Separable Experience cannot be separated from 
the employee who delivers it 

Perishable Non-perishable Cannot be stored or re-sold, difficulty in 
balancing supply and demand 

Table 2. implication of a service product. Source: Bozkurt (2010) 



13 
 

 

He stresses on the fact that being the main characteristic of services the heterogeneity, 

they are naturally difficult to standardize (Bozkurt, 2010) 

Rathmell (1966) gives a really nice definition for this era, defining a good as a noun and a 

service as a verb. Good is an object, a device and service is a deed, a performance or an 

effort. But, despites these two extremes, he also recognized that most goods require 

supporting services in order to be useful and most services require supporting goods to 

be useful (Rathmell, 1966).   

 

2.4.3 The service paradigm based on good/services integration and 

interdependency (2000s) 

This definition by Rathmell (1966) links us to the third service paradigm based on 

goods/services integration and interdependency that following the taxonomy of 

Gummesson and Grönroos (2012), it is said to start during the 2000s. However, the 

change didn’t happen in any minute. It actually dates back many decades before, when 

authors, such as Rathmell, began to emphasize the interdependency between goods and 

services, rather than their differences.  

Solomon et al. (1985) argued that most attempts to differentiate goods and services 

ended with a continuum. “Goods are arrayed at one end and services at another, but there 

is a considerable overlap between the two” (Solomon et al. 1985, p.99) 

According to Schmenner (1995), it is very hard to distinguish and define service and 

manufacturing companies. He argued that the line between service and manufacturing is 

fading and it is expected to blur more in the future.  

Vargo and Lusch (2004) define “the service as the application of specialized competences 

(knowledge and skills) through deeds, processes, performances for benefit of another entity 

or the entity itself” (Vargo and Lusch, 2004, p.2). In their controversial article they stated 

that it is not necessary to define which are the differences between services and goods. 

The authors believed that the world is converging to form a new dominant logic for 

marketing, one in which “service provisions rather than goods is fundamental to economic 

exchange” (Vargo and Lusch, 2004, p.1). Times have changed and many other things did 
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also. The focus is now on consumer rather than producer, intangibility rather than 

tangibility, process rather than exchange. The unit of exchange is no longer the static 

tangible good, but it is the application of competences, knowledge and skills for the 

benefit of the receiver. This is the emerging service-centred dominant logic that will 

potentially replace the traditional good-centred paradigm (Vargo and Lusch, 2004) 

Grönroos (2006) states that services are defined by set of activities that take place in 

relation with the customers, goods and other physical resources or infrastructures that 

represent the service provider with the scope to solve customers’ problems and satisfy 

their needs.  

According to Kotler and Armstrong (2010), the only distinction between services and 

products is that the former are intangibles and there are many theories that are 

applicable to both, but services have special requirements.  

 

2.1.4 Johnsons’ stages for development of service management 

Johnson (1999) argues that it is possible to distinguish four different stages in the 

development of service movement. The first stage is called “service awakening” and it is 

referred to the 1970s, in which services began to be recognized and literature on the 

topic started to flourish. The second stage went from 1980 to 1985 and it is called 

“breaking-free from product-based roots”. The stage is characterized by the recognition 

of services being different from goods and many authors dealt with the development of 

frameworks explaining services and service management (Johnson, 1999). Stage three is 

the “service management era” from around 1985 to 1995 is dominated by empirical 

testing of frameworks developed in stage two and by the cross disciplinary nature of 

service research, integrating marketing, operations and human resources management. 

Johnson (1999), identifies this matter with its fourth stage “return to roots”, in which the 

traditional operations are used and applied to service management. The fourth stage 

suggests that the overlap between the subjects (operations, marketing and HR) led to the 

need of a “return to roots”.  There is the need to re-focus on traditional tools of operations 

management, such as quality, design, operational improvement, to better develop the 

subject of the service management. In fact, the strengths of these core disciplines may 
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have been lost during the tentative to develop a cross-functional service management 

material in stage three (Johnson, 1999). 

2.1.5 Conclusions  

As can be seen, the literature on services is not unified nor integrated. The classification 

provided by Gummesson and Grönroos (2012) and the one of Johnson (1999) are 

chances to see a linear development but it is important to say that most of the theories 

developed by authors from the 1970s are active and used in today’s researches.  

It was important for the author to briefly introduce the service industry to the reader, in 

order to specify the context in which this dissertation is written.  

This dissertation focuses on the choices of standardisation and customisation in one of 

the most profitable sector of the service industry: the hospitality. The next subchapter is 

devoted to offer to the reader an explanation of what the hospitality industry 

encompasses.  

 

2.2  Introduction to hospitality industry  

Hospitality industry is much more than hotels and restaurant.  

According to Dr. Ghassan Aidi, Chairman and Chief Executive Officer of Royal Regency 

International Hotels Inc. :  

“The hospitality industry is the world’s fastest growing sector, with a tremendous impact on 

local, national and global economies. Tourism plays a substantial direct or indirect role in 

most national economies and its importance is widely recognized by governments, 

international agencies and local communities.”  (Ghassan Aidi, 2010) 

The hospitality industry is a multi billion-dollar industry that encompasses 3 different 

operating areas: 

Accommodation: hotels, motels, B&B, other lodging business; 

Food & Beverage: restaurants, fast foods, pubs, any other establishment that provide 

food and beverage; 

Travel: airlines, trains, cruises, theme parks, social or corporate event planning.  

There are two variables that influence the pace of this industry: the availability of leisure 

time and the disposable income. Leisure time is higher for young people, who are off from 
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school or college during the summer but they lack of money, adults who have a job face 

the opposite problem, having income to spend on travels but only few weeks off from 

work.  

The hospitality industry is highly focused on customer satisfaction and the majority of the 

activities are built on leisure and luxury-based. Few hospitality companies survive if they 

deliver unsatisfactory experiences because customers have alternatives and they choose 

what satisfy them most (Bowie and Buttle, 2011). 

The dissertation focuses in particular to the accommodation area of the hospitality 

industry, taking into consideration the choice that all the international hotel companies 

have to face while approaching to a new abroad market.  

 

2.3 Importance of Tourism 

Over the years many researchers have dealt with the problem of the definition of tourism. 

Casarin (2007), divided the past definitions into two categories, the technical definition 

that conceives the tourist as an object, precisely allocated in time and space and the 

conceptual definition that conceives the tourist as an active subject. It is possible to 

include in the former the definition provided in the United Nations Conference in Trade 

and Development (1971), “the tourist sector or tourist industry can be broadly conceived 

as the sum of those industrial and commercial activities producing goods and services 

wholly or mainly consumed by foreign visitors or domestic tourists”. According to the 

latter, the tourism is viewed as a single market of movement of people (Jefferson and 

Lickorish, 1988).  

Even though it seems not so complicated to find an explanation of what tourism 

encompasses, it is dubious if the tourism is really an industry or not. According to Casarin 

(2007), it is not possible to generalize and conceive the tourism as an industry because 

not all the activities involved in it are totally industrialized, nor it is even possible to 

conceive it as a market because a great part of the tourist activities does not imply 

transactions with other parties.  

He defines the tourism as “the aggregation of individual behaviours during the execution 

of a continuum of activities derived from needs and wants, connected to the territorial 

http://www.wisegeek.com/what-is-customer-satisfaction.htm
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mobility toward less familiar destinations, for a limited period of time” (Casarin, 2007 pp. 

21).  This is the definition that the author of the present takes for good, because it 

summarises all the aspects of the tourism without entering in the critical debate, which is 

not the scope of the dissertation. 

Regarding its importance, tourism is one of the fastest growing economic sectors in the 

world, according to the annual highlights of the World Tourism Organization 2016.  Its 

impact on the world economy is clear: the business volume exceeds that of oil exports, 

food products and automobiles, and it represents a great source of money for many 

developing countries. Its continuous growth has led to a close link to the development of 

poor countries as well as to the diversification of competitors and destinations. It also 

gives economic and employment benefits to other related sectors (construction, 

agriculture and telecommunications) (UNWTO Tourism Highlights 2016 edition). 

According to Tourism Towards 2030, UNWTO’s long-term outlook, and an assessment of 

the development of tourism over the two decades from 2010 to 2030, international 

tourist arrivals will increase by almost 3.3% a year over the period 2010 to 2030. More 

specifically, international tourist arrivals will increase by 43 million a year, Compared 

with an average increase of 28 million a year during the period 1995 to 2010 (Tourism 

Towards 2030, UNWTO, 2011). 

 

Region 2008 2009 2010 2011 2012 2013 2014 2015 Average 
per 
Year 

Projection 
2016 

World 1.9 -3.9 6.5 4.6 4.7 4.6 4.2 4.6 3.9 3.5 to 4.5 

Europe 0.3 -3.9 3.1 6.4 3.9 4.8 2.3 4.7 3 3.5 to 4.5 

Asia and 
Pacific 

1.1 -1.6 13.2 6.2 7.1 6.9 5.7 5.6 6.1 4 to 5 

Americas 2.7 -4.7 6.3 3.6 4.5 3 8.5 5.9 3.7 4 to 5 

Africa 2.9 4.5 9.3 -0.7 4.6 4.4 1.1 -3.3 4.4 2 and 5 

Middle 
East 

20 5.4 13.1 -9.6 2.2 -2.9 6.7 1.7 4.7 2 and 5 

 
Table 3. Outlook for international Tourist Arrivals Source: Adaptation from UNWTO Tourism Highlights 2016 
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The link between hospitality industry and tourism is clear. The great majority of the sales 

of the industry derives from travellers, even though hospitality serves both tourist and 

non-tourism needs. Thus, tourism has not only a vital role in the economy as a whole, but 

it is a key player for the hospitality industry.  

We are used to distinguish travellers on few criteria:  business or corporate travellers, 

leisure travellers, groups or transients.  

 

According to the report Future Traveller Tribes 2030: understanding tomorrow’s 

traveller, commissioned by Amadeus, the leader provider of technology for travel 

industry, it is possible to distinguish six different kind of travellers:  

- Social Capital Seekers: they purchase the journey experience almost entirely 

basing on how sharable the travel is via social networks. They will build their 

holidays on online reviews and recommendations. 

- Cultural Purists: the value of the holiday is based on the authenticity of the 

experience. 

- Ethical travellers: they make travel plans based on moral grounds, adding 

volunteering and eco-sustainability to the holidays. 

- Simplicity searchers: they look for bundled offers to avoid the stress of planning, 

they want to break free from the everyday life and enjoy the holiday. 

- Obligation meters: they travel for specific purpose, leisure or business and have 

constraints of time and budgets. The experience needs to be simple and smart. 

- Reward hunters: they seek for the extraordinary reward or premium experience 

as a return to their investment.  

From the report: “Future Traveller Tribes 2030: understanding tomorrow’s traveller” 

(2015) by Amadeus. 

This taxonomy is challenging. Travellers are more powerful and complex than before. It is 

important for all the companies involved in the tourism sector to truly understand the 

emerging of these categories in order to make the right choices and investment and drive 

their business to closely meet the needs of the customers. 
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2.4 Growth of international hotel companies  

This incredible growth could not be ignored. In fact, the growth of international tourism 

has been simultaneously accompanied by the rise of international hotel companies.  

The internationalisation began in the late 1940s with American companies, which first 

saw the potential in their expansion abroad. The trend during this period was 

characterized by management contracts involving low capital expenditures and the 

creation of  ‘little Americas’ in different part of the world (Go, Goulding, Litteljohn, 1992) 

with a heavy emphasis on American style of operation and management. 

From the middle 1960s to the end of 1970s there was a great expansion of international 

operations with American companies accounting for more than half of the total 

international held rooms. According to Go, Goulding, Litteljohn (1992), the success during 

this period is represented by the same type of management and operational strategies 

but with existing companies entering in new markets (for example American hotels chain 

in Arab countries). Other significant trends are the rise of new companies entering on the 

scene, also from Europe and the fact that foreign companies began to expand in the US.  

During the 1980s, acquisitions and merges became important types of strategy to 

penetrate new markets. Also, much more attention was paid to marketing factors such as 

segmentation.  

Recognising the view of Go and Pine (1995), there are essentially three trends that 

characterized the evolution of the international hotel industry in the 1980s: 

 control passing from American to British, French, Japanese, Scandinavian, etc., 

companies;  

 phenomenon of mergers and acquisition of hotel chains, for example, Holiday Inn 

being acquired by Bass;  

 and the shift from a single brand strategy to a multi brand strategy. 

In the 1990s hospitality truly evolved into an international business and corporate 

mergers and acquisitions have had a large impact on the industry (Crawford-Welch, 

1992). International hotel companies’ expansion was exceptional during the 1990s and 

2000s (Bowie and Buttle, 2011). The major change of the past decades is the recent 

acquisition of Starwood Hotels & Resorts Worldwide, Inc. by Marriott International, Inc. 
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dated Sept. 23th, 2015. This acquisition creates de facto the world’s largest hotel 

company. Marriott now offers the widest portfolio of brands including leading lifestyle 

brands, a significant global footprint, and leadership in the luxury and select-service tiers 

as well as the convention and resort segment.  The merger combines Marriott brands like 

Ritz Carlton, Courtyard and Residence Inn together with Starwood brands including W 

Hotels, Westin and Sheraton. Challenges that are to be faced deals with finding ways to 

differentiate among the 30 brands — some of which compete against each other — and 

merging the two distinct corporate cultures. 

The origins of the firms and the characteristics of the home country have a key role in 

determining the success of the player. In fact, the competences and the competitive 

advantages of international firms are first created in the home country (Bowie and Buttle, 

2011). This approach needs to match a deep understanding of the cultures in which the 

hotel operates. It is undeniable that introducing operation abroad, ignoring the host 

country’s culture is dangerous for the reputation as well for the future success of the 

whole company.   

 

2.5  International hotel competitors 

Competition in hotel industry is tough and the global competitors has the tendency to 

create multiple brands under their umbrellas, targeting most market segments. Marriott-

Starwood, Hilton, Intercontinental have a great variety of brands – from the budget hotels 

to the luxury segment. 

There are few hotel companies that operates on a global scale with one single brand. Four 

Seasons targets the luxury niche whereas Best Western is a mid-market niche operator.  

It is important to highlight the speed of changing in the hotel industry. The rate of hotel 

properties moving from one brand to another is really high (Bowie and Buttle, 2011).  At 

any moment big hotel chain will be signing deals for new openings, acquisitions or 

mergers. That is why it is difficult to say precisely how many hotels and bedrooms major 

companies are operating.   
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10 Largest hotel companies by Room Count 

 Existing Pipeline If 100% open 

Hotels Rooms Hotels Rooms Hotels Rooms 

Marriott International / 

Starwood Hotels & Resort 

Worldwide 

5,456 1,071,096 2,101 373,000 7,557 1,444,096 

Hilton Worldwide Holdings 4,480 737,922 1,555 260,000 6,035 997,922 

Intercontinental Hotel Group 4,963 726,876 1,319 217,709 6,282 944,585 

Wyndham Hotel Group 7,760 671,900 910 122,800 8,670 794,700 

Jin Jiang International/ 

Plateno Hotels Group 

6,000 640,000 N/A N/A N/A N/A 

Choice Hotels International 6,379 504,357 638 N/A 7,017 N/A 

Accor Hotels 3,815 500,366 N/A 162,000 N/A 662,366 

Best Western Hotels & Resort 3,903 303,768 490 48,540 4,393 353,308 

Homeinns Hotel Group 2,787 311,608 235 N/A 3,022 N/A 

Carlson Rezidor Hotel Group 1,092 172,234 280 50,150 1,372 222,384 

 
Table 4. Ten largest hotel companies by Room Count.  Source: Companies reported data as of 30 September 

2015 

 

The hotel industry is characterized by few very large operators. The table 4 is a tentative 

to summarize the 10 largest hotel companies by room count. 

2.5.1  Hotel competitive forces and environment 

According to Porter, there are five forces that influence industry profitability (Porter, 

1980) and they are still valid now. Every manager, investor, entrepreneurs need to deal 

with these forces and understand the environmental dynamics that underpin the 

performances of their own hotel.  

Such factors are:  

- The bargaining power of customers, in particular regarding the price. It is clear 

enough that tour operators have a strong bargaining power and can ask for lower 

prices because they book thousands of room nights. Transients have a weaker 



22 
 

power when the demand and the occupancy rate is high but a stronger one when 

the demand is fluctuant and the occupancy rate is low.   

- The bargaining power of suppliers.  Trade unions, monopoly controlling 

electricity, gas, water supplies, but also owners of IT operating systems have the 

power to increase industry costs and reduce the margins.  

- The threat of new entrants. In hospitality the barriers to entry are low in general, 

and they depend on the economies of scale and experience, the amount of capital 

and the opportunity differentiation 

- The threat of substitutes. Nowadays, it is mostly driven by technology. An example 

of this is the development of video conferencing and mobile communications that 

act as substitutes for hotel meetings.  

- The intensity of rivalry between competitors. Rivalry has different faces: conflicts, 

competition, coexistence, cooperation or collusion.  

Figure 1 shows the application of the Five Forces analysis by Porter to the hotel industry 

(Bowie, Buttle, 2011) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Five Forces analysis in hotels. Source: Bowie, Buttle (2011) 
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Porter’s framework for the classification of the competitive environment includes four 

different categories: fragmented, specialized or niche, volume and stalemate.  

According to Bowie & Buttle (2011), “each of these competitive environments (except 

stalemate) is common in hospitality, and this language is regularly used to describe the 

characteristic of hospitality sectors” (Bowie & Buttle, 2011, p.120) 

With reference to the fragmented environment, it is dominated by a large number of 

small firms, with low economies of scale and low barriers to entry. A good example is the 

Italian hotel market, characterized by small privately owned family run hotels.   

In the specialized or niche environment, quality, image and service are important and 

firms focus on specific segment and become specialized to gain competitive advantage. 

For example, establishing a niche market of golfing as the main feature or certain Resort.  

The volume environment plays with mass players serving mass markets, and the key 

objectives encompass control on cost and being the volume leader. The market of tour 

operator in Norway is one of a kind: three companies control the 90% of the travel 

industry. 

The stalemate environment is characterized by a small number of very large players, in 

industry with commodity products and limited differentiation. The focus is on large scale 

production, and there is no example for it in hospitality (Bowie, Buttle 2011). 

 

2.6 Internationalisation practises in the hotel industry 

 

2.6.1 The ERPG model applied to Hotels 

How companies approach and decide to manage their operation abroad was first 

investigated by Perlmutter (1969). He developed the EPRG Model together with Wind 

and Douglas and it represents a framework that allows executives to better implement a 

strategic profile when dealing with international expansion. The model includes four 

dimension (or categories): ethnocentrism, polycentrism, geocentrism and regionalism. 

The ethnocentric approach is a home country oriented. It associated with a strong 

internal focus and it implies that home practises are superior to others and thus they are 

replicated in the host country.  
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It is defined by a centralized decision-making with high control over international 

operations, managers that are most likely to use a home country standard as a reference 

in managing international activities, replication of home-country systems, procedures 

and structure abroad.  

The foreign environment and its opportunities are seen as no different from those of the 

domestic market. Nickson (1998) identifies this strategy as the dominating one for the 

internationalisation of the American hotel companies, characterized by a strong 

centralised management and by the use of standard operating procedure (SOP) that play 

an essential role in ensuring consistency and common procedures. 

The polycentrism and regionalism are both host country/region oriented and they are 

the approaches opposite to the ethnocentrism.  

They are based on the adaptation of the managerial processes to the country/region and 

every market where the company operates is treated as if it were unique. For this 

reasons, every market will have its own marketing strategy and it strongly suggests that 

the service or the product should be customized and to a greater extend personalized in 

order to meet the needs of multiple segments. Companies use this approach to target host 

country consumers, in fact, each country has strong autonomy in deciding its own 

strategy, which are developed for host country consumers. 

The geocentric approach lies in the middle of the two extremes of ethnocentrism and 

polycentrism. It implies a worldwide orientation and it is based on the assumption of 

global homogenisation. It is characterized by the global sharing of the management 

processes among subsidiaries and the adoption of the best practices, no matter their 

origins. The firm attempts to develop uniform global strategies and identifies 

homogeneous international demand segments that can be targeted with a standard 

product.  

Brotherton, B., Adler G. (1999) suggests that there is a relationship between this 

taxonomy and the standardisation-customisation debate. Hotel companies with 

geocentric and ethnocentric approaches are more likely to be involved in standardised 

operation and conversely, hotel companies which adopt polycentric and regiocentric 

tendencies are involved in customised operations.  
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For sake of clarity, international hospitality firms do not use one single approach to 

internationalisation. They often combine the four and exhibit tendencies to ethnocentric, 

geocentric, polycentric and regiocentric management.  

However, it is important to understand that cultural orientation and the selection of 

strategies are “inextricably intertwined with the standardisation versus customisation 

debate in the context of determining an international strategy” (Brotherton, B., Adler G. p. 

265) 

 

 

 

 

 

 

Figure 2. Cultural orientation and operational choices - adapted from Brotherton, B., Adler G. (1999) 

 

2.6.2  Historical trends in hospitality marketing 

Crawford-Welch (1992) proposes a description of hospitality marketing historical trends 

and future marketing predictions based on the traditional 4Ps (product, place, price, 

promotion). The author of the present dissertation will use these four categories in order 

to explain the recent development in hospitality industry.  

Product  

In the 1970s the trend was standardisation. The norm was a single standard product 

operating almost independently of the unique location influences. Crawford-Welch 

(1992) predicted that in the 1990s consumers were becoming more sophisticated and the 

increasing competition, threat of substitutes, and low branding switching costs were 

resulting in increasing level of customisation. There is an ongoing debate between the 

standardisation and customisation techniques at operational level. The author of this 

dissertation is not confident in confirming the Crawford-Welch (1992)’s prediction on the 

massive use of customisation in hospitality industry. She agrees in saying that the 

customisation plays a vital role in ensuring higher performances but it has to be used in 

Ethnocentric Geocentric Regiocentric Polycentric 

 

Standardisation                                 Customisation 
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combination with standardisation, and their right mix is the key to achieve the best 

possible state of affairs. This is the core discussion on which the author bases her 

elaboration and it will be presented in details in the following chapters.  

The increasing competition has been the driver for the development of hotel product line.  

After decades of brand paralysis, there is growing attention to more differentiated 

product approach that gave birth to boutique and lifestyle hotels, which are becoming a 

global phenomenon. Looking for a definition of the two, the authors finds out that there is 

a specialized magazine on the topic, and according to Kiradjian (2012), the boutique 

hotel’s main characteristics are culture, history and authenticity. It is an individual hotel 

with high quality in room features and social spaces.  Lifestyle hotels are innovative, 

contemporary, modern, with a unique designed and high level of technology and provide 

a more personal experience.  This topic will be discussed later in the chapter.  

Most recently, trends like the birth of serviced apartment has placed traditional hotels in 

a difficult position. Serviced apartments are fully furnished apartments (most of them 

equipped with kitchens, washer and dryer) available for short and long term stays. They 

offer more space and privacy, flexibility and all hotel amenities such as room service, 

laundry, room cleaning and restaurant. Another trend that represent a threat for hotel 

chain is the rise of private apartment rented out to travellers that are willing to stay and 

feel like a local in a foreign city. AirBnb represent the main online platform that connectes 

people who looks for an accommodation for small periods with others, who have a space, 

room, apartment to rent out and it was valued $30 billion by Fortune Magazine in 2016.  

Place/channel of distribution 

In the 1970s there was both an emphasis on direct channels of distribution which both 

produce and distributes the product and on the traditional franchising methods such as 

direct license, branch or joint venture. (Crawford-Welch, 1992, p.98) He predicts that the 

international hospitality industry was moving toward indirect channel that only 

distribute the products, and are represented by travel agents, consortium and tour 

operators. The author agrees in saying that the focus is now on indirect channel of 

distribution and that establishing a good relationship with big tour operator companies 

and travel agents is fundamental. They bring to the hotel huge volumes that is it not 
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possible to have with individual reservations. What is missing is the key importance of 

the online reservations through online booking websites and the rise of luxury travel 

consortia such as Virtuoso, Ensemble and Signature. The consortia are an organization 

made up of independent travel agents and agencies that negotiate with hotels and resorts 

on behalf of their agent members in the form of upgrades, room amenities and special 

promotions not available to the general public. Their main characteristic is that they 

work with the high end market or luxury, thus, they bring huge revenues compared to 

individual bookings. 

The rise of booking.com and other online platform contrasts with the direct source of 

booking such as the company’s website. They need to be daily screened to avoid mistakes 

such as lower rates but they also provide visibility and recognition. The company attracts 

guests to book on the website thanks to loyalty programs and special rates.  

Price 

In the past, the trend was the emphasis on cost pricing techniques and discounting, and 

the use of discounting as a means of differentiating. Crawford-Welch (1992) argues that 

this practise was common due to the lack of understanding of market segmentation and 

differentiation techniques and he predicted that the future would have been shaped by 

pricing based on customer-oriented techniques such as price/value pricing, psychological 

pricing and expectations and by the use of yield management.  

The largest international companies are now offering several options to their guests. 

They have under their umbrellas many different brands from the budget to the luxury 

hotels, the guest can choose which market segmentation is better for him. Thus, 

differentiation is no more based on pricing but on the different typology of brand the 

company creates. But the threat of commodification is real and that’s why companies 

need to develop different branding strategies. For example, Marriott International 

divided its brand strategy into three levels, luxury, premium and selected. Focusing on 

the selected, it is possible to realised that we are not talking of budget hotels. To this 

category belongs Moxy, a brand new model of hotel that focus on millennials and 

combines stylish design and approachable service at an affordable price. The main 

feature includes high level of technology with keyless entry, mobile check in, internet in-
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room TV, public areas from library to disco bar, industrial chic design. Many other 

companies are extending their product line in order to please their guest with new 

concept and move away from commodification.  

During the last 10 years most of the hotels have introduced the figure of the Revenue 

manager. Yield or revenue management helps to predict consumer demand to optimize 

inventory and price availability in order to maximize revenue growth. It is selling rooms 

and services at the right price, at the right time, to the right people.  

Promotion 

The past was characterized by traditional marketing practises, by the ethnocentric 

approach to international operations and by mass marketing. Crawford-Welch (1992) 

predicts that the emphasis would have been on regiocentric and geocentric orientation, 

micro-marketing (heavy customisation, staying close to the customers, use of new 

media), green marketing (waste minimization programs) and non-traditional marketing 

techniques such as relationship marketing 

The promotion has changed during the years and now it passes through the web and the 

use of social network. The author does not agree with Crawford-Welch (1992)’s 

prediction about the shift to geocentric and regiocentric approached. International 

hospitality firms do not use one single approach to internationalisation but often combine 

them to take all the advantages and leave out the side effects.  

Williams (2006) cites experiential marketing as a relatively new trend in hospitality, in 

contrast to traditional marketing. It focuses on customer experience and lifestyle and 

creating synergies between meaning, perception consumption and brand loyalty through 

experience providers.  

Recently, building relationships with customers through social media has become a very 

popular method to promote the hotel, creating emotions and relationships.  

 

6.2.3 The rise of boutique and lifestyle hotels 

The rise of boutique and lifestyle hotels is one of the most relevant trend in hospitality in 

the recent years. The rise of these new differentiated offerings in the lodging sector is the 

consequence of several decades of paralysis and brand standardisation. 
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It is becoming a global phenomenon and it is receiving much attention thanks to the rise 

of speciality chains and the major hotel chains that are developing their own boutique 

and lifestyle brands.  

Since they are relatively new phenomena, there is a lack of consensus on the definition of 

boutique and lifestyle hotels (Jones et al., 2013).  According to Jones et al. (2013), the 

factors that define boutique hotels are experience, design and uniqueness. The Boutique 

and Lifestyle Lodging Association considers a lifestyle hotel is a subcategory of boutique 

hotel and defines it as “a property that combines living elements and activities into 

functional design that gives guests the opportunity to explore the experience they desire” 

(para. 6). 

Many authors agree in saying that boutique hotels date back to the 1978 with the opening 

of the London’s Blakes Hotel, which together with Morgans Hotel in New York and the 

Phoenix in San Francisco, have been the pioneers of boutique hotels and positioned to 

meet the needs of sophisticated travellers. (Anhar, 2001; Lea, 2002; Lim & Endean, 2009) 

Jones et al. (2013) states that boutique and lifestyle hotels differentiate themselves from 

the larger standardized hotel brands through service, individual design, and experience in 

order to create sustainable competitive advantage. According to their study that aimed to 

determine the definitions of both categories, boutique hotels are stylish, trendy, cool, 

intimate, they provide cultural, historic, or authentic experiences to their guests and they 

tend to be smaller and not part of a brand, whereas lifestyle hotels are innovative, and 

express a personality or way of life and are provide highly personalized services.  

Many international companies decide to create their own lifestyle brands driven by the 

increasing competiveness of the market and the need of differentiation. World famous 

examples are Indigo (intercontinental), Hyatt Place (Hyatt), NYLO XP (NYLO), Denizen 

(Hilton), Edition & Moxy by Marriott, and Aloft & W by Starwood. These hotels are much 

different from the traditional hotels. It is a radical shift from the past. For example, Moxy 

by Marriott orchestrate movie and concert nights at the hotel, disco and parties. It focuses 

on communication, everything is interactive and there is a high level of digitalisation. One 

may think that standards are not an imperative in such a kind of hotel, but it is not 

actually true. Being the rate low and the services many, management puts great effort on 

centralisation and standards are calibrated according to the brand, there is the need for 

rules to change the rules of the traditional hotel game.  
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2.7  Conclusions 

Recent years have seen many new trends emerging in international hotel industry, 

particularly the rise of non-American companies, the key power of mergers and 

acquisitions in reshaping the industry structure, the shift from a standardize and centric 

profile of international hotel operations to managing approaches that maximize cultural 

diversity (Nickson, 1998). 

In the 1960s American companies emphasised common procedures for overseas 

operations, to be able to replicate successful models abroad. In the late 1980s, non-

American companies began to play on flexibility and ability to adapt to the local 

environment. 

The advantage of the rigid standardisation by some American companies was limited 

already in the 1970s. For example, Holiday Inn lost $28 million between 1971 and 1975 

because of their failure to make any concession to local tastes or way of operating. This 

standardisation was apparently what the business traveller and tourist valued, so the 

companies continued to replicate the model and offer the same kind of experience in each 

of their locations. What helped the rigid standardisation and routines to survive for many 

years was the economic, political and cultural influence of America, at that time (Spybey, 

1996). 

During the last three decades, a more customer-valued attitude violently emerged, with 

management techniques that take a great effort in managing the cultural diversity, and 

the hotel industry, as with many other sectors in the economy, have been progressively 

looking at the globalisation in another way, shifting away from the concept of “national” 

to the emergence of truly international hotel companies (Nickson, 1998). 

However, even the more globalized hotel company still have to look at the traditional, old 

but gold American model built on standards, rules, procedures which has play, and it is 

still playing a crucial role in the development of the internationalisation of the hotel 

industry.   

In addition, new trends in hospitality industry emerged, and they move away the hotels 

from the tradition. New concepts of hotels are being creating right now. The emerging 

travellers are more cost-conscious and experience-focused than the past and they have 
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totally new preferences. Companies need to keep the pace of the innovation and of the 

guests’ new preferences and needs in order to retain customers and create competitive 

advantage.  

In the next chapter the author will present the debate between standardisation and 

customisation in hospitality industry.  
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3 Standardisation versus customisation’s debate.   

The debate on whether the companies should standardise or adapt their products to 

match local culture and guests’ needs still continues to have a paramount importance 

among researchers.  

The argument does not just relate to product decisions but also to all the marketing mix 

components. Should the products, operations, marketing, hotel activities be standardized 

in order to gain economies of scale and expertise, or should they be adapted and 

customized to meet local culture and guest needs?  

This section aims to explain the debate between standardisation and customisation. The 

author will explore the topic gaining significant help from other authors’ contributions to 

the argument. She will first define the two and then confront the different opinions of 

researchers from the past decades.  

The final part of the chapter aims to describe the latest trend on the issue. The 

phenomenon of digitalisation is becoming popular also in the hotel industry, with general 

managers striving for the introduction of digital technologies to both standardize 

activities and reduce cost and to offer to their guests a unique experience through 

personalization.  

 

3.1 Introduction to the debate 

Service firms have always struggled in deciding between tailor-made or customised 

solutions, which service management emphasises, and industrialised or standardised 

solutions, which classic economic theory supports (Sundbo, 2002). 

The need for a drastic reduction of cost due to the increasing competition in the hotel 

industry and the great value given to customisation in order to improve the quality of the 

experience, place every researcher in a paradoxical situation.  

One solution to the dilemma could be to industrialize the service. Levitt (1976) argues 

that consistency and reduction of costs are the two reasons for industrializing a service, 

and low customisation and low interaction with the guest is the way to obtain a low-cost 

service. But, service firms face some difficulties in finding the right formula for 

industrialisation, compared to the goods industries. IT-technologies have helped the 
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service industry in developing standards and procedures but this is not always translated 

into a proper increasing of production (Sundbo, 2002).  

The other solution could be customisation. In service production, the advantage needs to 

be gained with quality as markets are not completely dominated by price competition. 

But it is difficult to have significant profits when the products cannot be mass – produced, 

and it is hard or quite impossible to mass-produce a service experience.  

Many of the theories developed over the years based on traditional economy have as 

imperative the productivity gains, via cost reduction, standards and economies of scales.  

Instead, the theories of service development put a stress on individual customer care or 

quality, not on cost reduction. The dilemma is challenging: is there a way to combine 

these two paradoxical situations? 

In the next subchapters the author will define in details standardisation and 

customisation and then she will present the rich literature on the topic, mostly focusing 

on the researchers that gave their contributions in combining standardisation and 

customisation. 

 

3.2 Standardisation  

At first instance, standardisation is the situation when the outcomes of a service 

production look exactly the same, regardless the number of services or experiences 

produced.  

Levitt (1972, 1976) is the pioneer with his studies on the shifting of the service towards 

standardisation and mass production. He argued that services can develop the same way 

as goods, and that the price competition is also based on productivity increase.  

Buzzell (1968) suggests that significant cost savings can be gained in product design, 

advertising and packaging through standardisation and also it helps in achieving 

consistency.  

Economies of scale is one of the main argument in favour of standardisation, in fact, huge 

cost saving can be made thanks to a globalised production and a standardized marketing 

programs (Quelch and Hoff, 1986). 

Ritzer (2004) states that the standardisation principles of the fast-food restaurant (the 

so-called McDonaldization) are coming to be applied and dominate more and more 

sectors of the world economy. To a greater extend, Ritzer (2004) supposes that his 
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McDonaldization thesis in cultural version is the idea of the worldwide homogenization of 

cultures.  

However, he fails in observing the manufacturing in the post-fordism, becoming more 

flexible and moving towards customisation (Sundbo, 2002).  

The traditional view wants the service to be customized, as reflected in the service 

management literature, but Sandoff (2005) shows that attempts to standardize service 

production are actually popular due to the unpredictable character of service operations. 

He argued that seems paradoxical to strive for standardisation and customisation at the 

same time when findings show that customized service is rarely found in practice.  

Standardisation allows services to be replicable and this represents a principal strategy 

for many chain operations (Bowen and Basch, 1992). Firms offering standardized 

services with limited product assortments have an effective strategy for developing 

multiple-unit organizations (Langeard an Eiglier, 1983).  

Kimes and Mutkosky (1991) cite efficiency and efficient service delivery as the two 

important aims of standardisation, Ritzer (2004) also mentions efficiency speaking about 

his McDonaldization paradigm, and lists calculability, predictability and control through 

non-human technologies.  

Sundbo (2004) cites productivity, which has greater chances to increase through the use 

of standardisation. Increasing productivity lower the costs and the price can be lowered, 

and the firm can gain a competitive advantage and sell more.  

In other article, Sundbo (2002) lists other advantages from the application of 

standardisation: 

- customer satisfaction (through realisation of expectations) 

- zero failures 

- reducing the costs 

- increase productivity 

- systematic and reproducible innovation  

(Sundbo, 2002, p. 7) 

Standardisation is also a method to reduce uncertainty, with an assembly-line approach 

to service. It reduces the contact between employee and the customer, the amount of 

divergence in the service delivery process and the difference between each market 

segment (Bowen and Basch, 1992). 
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Argument against standardisation are based on the fact that attempts to developed 

programmability in services incur in strong obstacles and failures (Roper and Brookes, 

1996) 

Some authors agree in saying that services cannot be standardized because of their 

heterogeneity (Zeithaml and Bitner, 2000; Bettiol et. al. 2015) 

Sasser and Fulmer (1990) argue that as services become more standardized, they often 

lose the ability to interact with the consumers. Forgetting about the needs of the 

customer in the process can become a serious danger in hotels, where guests expect some 

interaction and personalization of the service (Bowen and Basch, 1992). 

Another danger of standardisation includes the rigidity of the organisation, which is not 

the best case scenario in hotels, where incidentals and unpredictability are common and 

increasing the levels of decisions can cause serious delays in the decision making process. 

 

3.3 Customisation 

Customisation is the situation where the customer receives a tailor-made service product 

designed specifically on his personal needs. The literature considers services as 

customised outputs, intrinsically related to their intangible dimension (Zeithaml and 

Bitner, 2000; Bettiol et. al. 2015). Thus, customisation is a distinguishing feature of 

services that gains value through the intangibility, in fact, it leads to co-production 

between customer and producer, and the outcome perfectly fit the need of the client 

(Bettiol et. al., 2015) 

Crawford-Welch (1992) suggests that during the 90s, international company strategies 

were most likely to be characterized by customisation. This reflects the needs of 

culturally diverse group of guests, involve them in the configuration of the final offer but 

negatively impacts on operation costs.   

This theory is based on the fact that a service product cannot be stored and it is 

consumed when it is produced, and therefore, the consumer must be a co-producer 

(Sundbo, 2002).  

According to Sundbo (2002), the advantages of customisation to the service firm are: 

- Customer satisfaction (because they get their individual wants satisfied). 

- Ensures quality  

- Possibilities to increase the price. 
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- Easy to expand the sold man-hours (because the task is rarely defined and the 

customer could always be served better). 

- Innovation is defined in collaboration with the customer 

(Sundbo, 2002, p. 9) 

The product is modified to meet the individual need of each guest and the relationship is 

more intense, being able to exploit this intensity is the key to higher sales.  

Lovelock and Wirtz (2004) suggest that firms can build strong relationship with 

customers, achieving loyalty and customer retention through customisation. A high level 

of customisation satisfies the customer thanks to the individual attention and tailored 

solutions (Wang et. al., 2010).  

Customisation increases satisfaction because the customers can specify their preferences 

and it can bring many advantages to the firms, such as reduction of inventory, 

opportunity to improve customer loyalty and avoid the pitfalls of commoditization (Wind 

and Rangaswamy, 2001). 

It enables firms to compete and gain competitive advantage by offering unique value 

through the design, modification, and selection of services that are close to meet 

customer’s needs and environment (Tuli et al., 2007) 

But, customisation entails higher costs because it is not possible to achieve economies of 

scales. It implies longer waiting time as the customer is involved in the service delivery 

process. There is also the need to educate employees and provide them with trainings to 

be able to respond quickly and better to the specific need of the guests.  

It represents a source of uncertainty because there is much more interaction between 

customer and the organisation (Bowen and Basch, 1992). 

 
3.4 Finding the right mix 

Table 5 summarizes the thoughts of Sundbo (1994) who describes customisation and 

standardisation as having common advantages on different sides.  

Advantages of standardisation involves a trade-off in practise, because the benefits from 

the economies of scales are contrasted with greater market acceptance that 

customisation often provides (Brotherton, 1997). It may improve internal operational 

efficiency but it may not lead to competitive advantage available with local adaptation. It 
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may also create a view of a homogeneous market in order to justify the averaged product, 

but this is not actually true and it can lead to serious damages on sales volumes and suffer 

from customer resistance. (Brotherton, 1999) 

Advantages Standardisation Customisation 

Customer satisfaction  Meet the expectations Focus on individual needs 

Quality assurance Zero failure Perceived quality  

Higher profits Reduction of costs  Increase of prices 

Innovation Replicable and systematic Customer-driven 

Table 5. Advantages of standardisation and customisation according to Sundbo (1994) 

Customisation provides greater adaptation and more flexibility and may reduce this 

resistance, encouraging the participation of the customers in the configuration of the 

product service and creating an output that closely reflects the need of different 

costumers. However, it is expensive and give internal inconsistency. High degree of 

customised solutions requires the company to have close relationships with customers 

and create strong operational linkages in order to reduce the risk for the service provider 

(Penttinen and Palmer, 2007). The disadvantages are associated with higher cost due to 

specific requirements of dedicate resources and knowledge, and the high speed of change 

of customers’ need (Johnson and Selnes, 2004). 

Historically, standardisation was chosen as an international expansion strategy of hotel 

abroad, because it enabled to emulate successful model in host country, and since the 

model was very attractive for customer in the first place, there shouldn’t have been 

changes to the model. However, this strategy of simply extending the operations abroad 

is dangerous because it does not take into consideration the cultural diversity and thus, 

approaches to customisation became popular. At that time, the solution to gain 

competitive advantage was the differentiation of the service / product / system’s 

characteristics or customer involvement/ participation.  

Liu and Wang (2008) develop a service classification system called 3C+P. The model is 

composed by multiple dimensions, namely: provider, process, customer and place. Each 

dimension includes some attributes. The dimension “process” includes the attributes of 

customisation and standardisation, and the model focuses on the value of feedback and 
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co-production with the consumers, since all the dimensions are considered integral parts 

of the service process.   

It is possible to observe that neither complete standardisation nor total adaptation are 

the key for the dilemma. The solution is a balance between the two, a right mix that takes 

the best from the both extremes leaving out the disadvantages. Quelch and Hoff (1986) 

suggest that the decision is not a dichotomy between the two, rather on their degree.  

Lovelock (1992) includes standardisation versus customisation in the list of key 

operational issues that are critical for achieving a productive service operation. He states 

that the ideal strategy is to achieve synergies between marketing and operational 

objectives. In our case, it is necessary to find a balance between keeping the costs low, 

quality consistent and simplify the operational tasks (operational objectives) and the 

variety seeking of customers, who prefer customisation to match segmented needs 

(marketing concerns). Thus, marketers should understand the forces that drives 

standardisation and instead of denigrating it, they should look for opportunities to 

customise peripheral service elements (Lovelock, 1992).  

It is important to craft an approach to internationalization and it would be too simplistic 

to standardize the tangible elements of the product and customized the intangible 

elements of the service, or standardize the back of the house operation and customized 

the front of the house (Brotherton and Hopping, 1998).  

Lampel and Mintzberg (1996) show that some industries favour customisation and some 

other encourage standardisation, others mix the two in their products, processes and 

transactions. They identify five strategies: pure standardisation, segmented 

standardisation, customized standardisation, tailored customisation, and pure 

customisation. At the two extremes there are pure standardisation with the lowest 

customisation level, and the pure customisation, with the highest one.  

They define the concept of aggregation, which corresponds to standardisation and 

individualisation, which corresponds to customisation. Between the extremes we find:  

 Segmented standardisation in which the product is still standardized but the 

customers is targeted which different choices;  
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 Customized standardisation in which the fabrication is standardized but the 

choice to assemble is left to the customer; 

 Tailored standardisation the company present a prototype to the customer and 

then it tailors it based on customer’s needs and wants.  

The two authors argue that the tendency to standardize is rooted in the desire of 

simplification and the generalisation of the word. It is necessary to ignore this temptation 

because each situation is different and specific and therefore it is impossible to purely 

standardize. They state that “the secret of successful management is to customize standard 

concepts to fit specific applications” (Lampel and Mintzberg, 1996, p. 29) 

Bharadwaj et al. (2009) conduct a research on consumers’ response to a customized 

versus standardized systems and they assess that a company should propose customized 

offer to those buyers who know what they want and are not hesitant, and propose 

standardized product/services to those who do not have a strong insight into their 

preferences. Generally speaking, customers tend to be more attracted by customized 

product but this attraction is lower in customers with less product expertise.  

According to Oliva and Kallenberg (2003), one serious problem in creating a global 

service infrastructure is the capability to meet the local need of the customer base. The 

company has to make a decision about the degree of standardisation of the service to find 

the proper equilibrium between the transferability of services across the market 

(standardisation) and the customisation for individual end-users.  

Thus, the polarization of choices is not optimal (Brotherton and Adler, 1999). 

Intermediate positions can be chosen and compromises can be valued as solution to 

combine the cost advantages of standardisation and the differentiation advantages of 

customisation. Researchers have tried to find a solution to exploit the advantages of both 

concepts mixing the two. In the next subchapter the author of the present will introduce 

famous theories applied to service industry such as mass customisation, personalisation 

of services, modularity and customerization, which have seen the great effort of 

researchers in the seeking the solution for the dilemma.  

 

 



40 
 

3.4.1 Mass customisation 

The concept of mass customisation was firstly introduced by Davis (1987) and then 

developed by other authors, and it revolutionized the way to see customisation and 

standardisation (Gyuracz Nemeth, 2014). 

It is defined as "producing goods and services to meet individual customer's needs with near 

mass production efficiency" (Tseng & Jiao, 2001, p. 685).  Mass customisation is “the 

capability to manufacture a relatively high volume of product options for a relatively large 

market (or collection of niche markets) that demands customisation, without trade-offs in 

cost, delivery and quality" (McCarthy 2004, p. 348). 

Mass customisation uses flexible and dynamic processes to produced different and 

individually customized products and services at the price of a standardized outcome 

(Hart, 1996). 

According to Gilmore and Pine II (1997), every manager today recognizes the need to 

provide outstanding service to customers. Many companies have invented new programs 

and procedures to meet the increasing diversification of needs of the consumers, but such 

approaches increase the complexity and the cost of the operations. Instead of mention 

standardisation as a solution to this problem, the authors provide an explanation of the 

four type of mass customisation, based on the level of alteration of the product and of 

representation (how it is presented to the customer).  

- Collaborative customisation: use of dialogue with individual customers to help 

them articulate their needs, and consequently, make customized products for 

them. Both product and representation changes are high. This is the appropriate 

approach for companies whose customers finds difficulties in articulating their 

wants and are stressed if they are forced to select from few options.  

- Adaptive customisation: offer a standard, but customizable, product that is 

designed so that the customers can change it themselves. Both product and 

representation changes are low. It is used if the customers want to use the product 

in different situation and technology make the self-customisation easy.  

- Cosmetic customisation: a standard product presented differently to different 

customers. Customers use the product in the same way, they only want it 

https://en.wikipedia.org/wiki/Mass_customization#CITEREFTsengJiao2001
https://en.wikipedia.org/wiki/Mass_customization#CITEREFMcCarthy2004
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presented in a different way. The changes are low on product and high on the 

representation of the product. 

- Transparent customisation: unique goods or service to individual customers, 

without letting them know that they have been customized. It is the right approach 

when the customers’ needs are predictable. High product change and low changes 

in representation. 

Many companies combine two or more approaches, in order to meet the individual 

customers’ specific needs (Gilmore and Pine II, 1997, p.6) 

Piller and Müller (2004) define mass customisation on the basis of three options: 

 Differentiation option: goods and services are produced for a large market and 

meet exactly the need of each individual customer 

 Cost option: the costs of mass customisation are similar to those of standard mass 

production 

 Relationship option: the information collected during the process are used to 

create long lasting relationships with each customer.   

According to Piller and Tseng (2010), the main difference between goods and service 

mass customisation is the stress on customer integration. In fact, customers are an 

integral part of the process of service creation and delivery and they are directly involved 

in the settings configuration, leaving little space to prior decisions.  

Pine II (2011) states that researches should recognized that there no truly mass markets 

any more. He argues that in today’s worlds every customer is his own market. Individuals 

deserves to have exactly what he wants at a price he wants, and companies must face this, 

and make it happen, without forgetting to make money.  

3.4.2 Modularity 

Modularity introduced by Davis (1989) and applied by Sundbo (1994, 2002) for services, 

and it considered an essential part of mass customisation approach for service 

organizations. It is a technique when the parts are standardised but the outcome is 

customised by the customer or guest themselves since they decide which elements they 

would like to use to actually produce the final product (Gyuracz Nemeth, 2014). 

According to Sundbo (2002), the logic is a middle position between customisation and 



42 
 

standardisation which therefore combines the advantages of standardisation (the 

possibility of increasing productivity and lower the costs) with those of customisation 

(individual customer satisfaction and high prices). Modularity is the optimal compromise 

between pure standardisation (since the productivity axiom is maintained but not driven 

to the extreme) and pure customisation (since it increases flexibility).  

Pekkarinen and Ulkuniemi (2008) present modularity in service design as the 

combination of one or more modules into a final modular service which will be deliver to 

the final customer. Each module is an element of the service that offer one specific service 

characteristic. 

The principles of modularity are applied for customized services delivery in order to 

reach reduction in time and costs (Dörbecker and Böhmann, 2013)  

Sundbo (1994) lists some of the trends that led to the modulization in service 

management such as: 

- More competition in the market 

- Central role of price also in service market 

- Demand for increasing productivity 

- Demand for quality 

- Development of strategies 

- Innovation and technology 

- Internationalisation 

- Mergers and acquisitions 

Anderson (2006) argues that complexity is the “evil twin” of customisation and 

companies need to be well aware about the trade-offs between customisation and 

complexity. The solution, he states, is to identify the complexity drivers in the company 

and determine where modularisation can reduce or avoid useless complexity.  Also Lin 

and Pekkarinen (2011) agrees that modularity can be utilised to reduce complexity and 

provide service variety. Their research shows that the company can implement 

modularity to satisfy different customers’ needs, gaining the competitive advantages and 

maintaining cost efficiency and flexibility.  
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However, modularity has not been widely applied because it is difficult to implement in 

service industry (Baldwin and Clark, 1997; Bask et al., 2010) 

3.4.3 Personalisation of services 

One of the most significant change in the recent years has been the demand for 

‘personalization’. Personalisation is the higher extend of customisation.  Kokko and 

Moilanen (1996) argues that companies need to find new way to gain competitive 

advantages. One of this way is personalisation: “the changing of quality of a service so 

they fit into the customers’ personal value and including personally planned details into 

services processes” (Kokko and Moilanen, 1996 p.4). 

A new kind of interaction between customers and employees is developed, and it turns 

out to be a partnership that is very close to a friendship.  

Personalisation allows to customize some feature of the product, and the customer enjoys 

more convenience, lower costs and empowers firms to satisfy the heterogeneous 

customer needs (Peppers and Rogers, 1999).  

According to Kokko and Moilanen (1996), the major advantages that can be reached 

through personalisation are:  

- Closer relationship with the consumers, that may lead to possible cross-selling 

- Customer loyalty  

-  More motivation for the employees  

- Customer participation in companies’ activities. 

Effectively executed, personalization is an integral part of the journey for the guest and it 

leads to loyalty and advocacy, but one should take particular attention to the possible 

dangers. 

The authors also alert on possible side effects of personalisation, which are pretty much 

the same of customisation:  

- More time to be able to deal with customers’ specific requests 

- Customers that may become too demanding  

- Difficulties in gaining information about customer real wishes, databases are 

regulated by strict rules 
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- Customers do not always want personalized services 

- More expensive compared to standardized products 

- Interaction may become to intensive and cause difficulties in performing the 

service 

Kokko and Moilanen (1996) propose different personalisation strategies, summarized in 

the figure below. 

 

 

No personalisation A la carte 
personalisation 

Resources-based 
personalisation 

Total 
personalisation 

All products are 
standardized and no 

individual 
differences are 

tolerated 

The customer 
chooses among a 
certain number of 

possibilities 

Personalisation is 
encouraged with the 
only limits being the 

company’s 
resources 

(personnel, time, 
skills) 

All customers are 
treated personally 

and they participate 
in the production 

 

 

 

Figure 3. Personalisation strategies. Source: Kokko and Moilanen (1996) 

 

According to Buhalis and Amaranggana (2015) state that personalisation is a key driver 

for enhancing the tourism experience in the service sector. Their study discovers a 

number of traveller expectations on personalized service that tourists want to experience 

before, during and after their stay. The finding on the topic of accommodation are 

summarized in table 6 

 

 

 

 

Homogenous customers Heterogenous customers 

Big companies Small companies 
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ACCOMODATION 

Before During  After  

1. Planning: navigation 
and information 
(location, reviews, 
room type, price and 
surrounding events)  
2. Time savings: 
booking and check-in 
3. Personalised 
welcome message 

1. Personalised 
welcome message  
2. Awareness on 
customer 
preference  
3. Personalised 
customer service  
4. Room control 
over customer 
services 

1. Feedback  
2. Promotional 
offers  
3. Maintaining 
engagement  
4. Post customer 
service 

Table 6. Tourists expectation on personalised services. Source: Buhalis and Amaranggana (2015) 

 

Personalisation and customisation are different because customisation requires active 

involvement of the customer, and personalisation requires passive user involvement 

(Huang and Lin,2005). Personalisation uses data about services and products and it 

match them with the data taken from customer profile to implement a system of feedback 

and recommendations that fit the customer’s wants. Mass customisation requires 

customer to directly specify their requirements and how the offer should be changed 

(Piller, 2005).  

Ho (2006) derived a taxonomy which shows the level of automation and individualisation 

of CRM systems and according to this classification, personalisation is the higher level of 

the chart. Although the study of Ho (2006) are based on e-commerce and not on service 

in general, the author of the present is comfortable in stating that the same chart can be 

applied to the hotel industry. Customisation is at the lower level because the guest has a 

limited range of choices to make, adaptation can be found in the middle and the higher 

level is personalisation, where for example the guest can find amenities that correspond 

to her/him preferences, needs and values.  
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3.4.4 Customerization 

The term “Customerization” was coined by Wind and Rangaswamy (2001) to explain the 

combined effect of mass customisation and customized marketing. It is a buyer-centric 

approach driven by the growth of Internet, that enables clients to design their desired 

product and services.  

Mass customisation and customerization aim to provide customers with products or 

services that better match their needs, and they both use internet technologies to do it. 

The difference is that mass customisation is IT-intensive on the production side whereas 

customerization uses IT-technologies on the marketing side. In contrast to mass 

customisation and personalisation, customerization does not require a lot of prior 

information about the client because it actually defines the relationship between the firm 

and its customers. The approach is under the control of customers and it helps them in 

defining what they really want.  

Wind and Rangaswamy (2001) argues that the shift from standardisation to 

customerization is found on the changing customer needs, their interest in 

customerization, the ability to engage the co-production and the firms’ technological and 

operational capabilities (Wind and Rangaswamy, 2001, p. 17) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. Pathways to Customerization. Source Wind and Rangaswamy, 2001, p. 17 

 

Personalisation 

1 to 1 

Customerization 

Standardisation 
Mass 

Customisation 

Marketing 
Customisation 

Operational Customisation 

High 

High 

Low 

Low 



47 
 

The path to customerization is summarized in Fig. 5. The authors identify that the road to 

customerization is often through personalisation and/or mass customisation, but the firm 

should take into consideration its operational capabilities in addition to the customers’ 

wants and needs. So, at one extreme the firms offer standardized products because of 

operational constraints or based on the fact that the consumers do not need a customized 

product, at the other extreme the customers want customized products and the 

production process allows the creation of services and product at reasonable costs.  

 

In hospitality industry, many customers want to find simple but efficient way to 

customize their travel plans without having to but different things from different buyers.  

To be successful in customerization it is crucial to bring together the value chain of 

supply and demand and offer to the guest a broad and full comprehensive experience of 

mode of travel, places to stay and things to do. 

3.5 Digital era in hotels 

In the recent years, nothing has changed the hospitality industry more than the digital 

revolution, that is, the integration of digital technologies into everyday business. Its 

impact is huge and it is recreating the entire customer experience, from booking to on 

property familiarization. Innovation in hospitality industry have increased the 

operational efficiency (associated with standardisation) and created more value for 

customers (associated with customisation) (Sorescu et al., 2011).  

Van Bommel et al. (2014) argue that to stay competitive and keep up with rapid 

technology cycles, firms have to implement an approach to manage the consumer 

decision journey that encompasses the speed of digitalisation and focus on capabilities in 

three areas:  

 Discover through the analysis of empirical data on recent behaviours, past experiences 

with the company, signals from customers’ mobile and social media data.   

 Design a tailored experience to cope with the high level of control of the consumers and 

create a frictionless experience integrating online and off-line experience.  
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 Deliver the experience through a marketing team of experts in analytics and 

information technologies, with strong collaborative and communication skills in order 

to build a more agile organisation.  

Thanks to innovation, companies are able to better predict and understand consumer 

needs, productivity and quality have increased and more value for customers have been 

created (Andersson and Mattsson, 2016). 

Innovation and technology boosts customisation through a better customer experience 

and increased the loyalty (Bilgihan and Nejad, 2015). The implementation of certain 

digital technologies has also the effect of increasing standardisation. Examples of 

digitalisation in hotels are listed by Bilgihan and Nejad, 2015 and they vary from keyless 

entry into the room and use of phone as cards to facilitation of check-in procedures with 

mobile self-check-in, mobile booking, self-service check-in kiosks, to hotel service 

optimization systems and guest device connectivity tools (devices in the rooms that 

guests can use for ordering room service directly from a touchscreen and housekeeping 

can use them to put work orders and the system directly communicates with 

corresponding departments).   

Some of these innovation can be directly experienced by the customers, for example the 

use of gadget to order dinner, some others are not observable by the guests, for instance 

the use of past data and histories patterns to deliver a better customer experience to the 

guest.  

Victorino et al. (2005) argue that the implementation of digital technologies in hotels is 

crucial in order to create and maintain competitive advantage for three reasons:  

- It is a solution to differentiate in a highly competitive market full of similar, often 

easily substitutable service offerings.  

- It helps in coping with the acceleration of information technology and at the same 

time it focuses on customer preferences and quality.  

- Guests are no more truly loyal to a brand due to the large offers available and the 

budgetary constraints, for this reason it is necessary to better understand 

customers’ preferences and technologies can play a vital role.  
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Customisation and standardisation are not always easy to implement. Flexible check-in 

schedules possibilities can tremendously increase the workload of the front desk, while 

the procedures for housekeeping department can be difficult if there is no clear 

understanding of the occupancy of the hotel. 

Digitalisation aims to help both standardisation and customisation. It creates devices and 

tool that ease the workload of the employees while at the same time boosting the 

customer experience of the guest.  

The latest trends in digitalisation of hotels are smart room keys: guest can access to the 

room by simply swiping the phone on a keyless pad or keyless experience through 

fingerprint; cloud services, which is a cheap way to provide entertainment on tap and 

mobile content; feedback on social media, guests can complain or give compliments about 

their stay in the hotel, sharing photos on social networks and enhance or destroy the 

reputation of the hotel; robots which makes easy for the hotel employee to deliver items 

to the guest and infrared sensors, which minimise the disruption related to housekeeping 

(i.e. detection of body heat within a room and tell the housekeeping to come back later 

rather than disturb); mobile communication and information, for example, automated 

kiosk for check-in to avoid waiting or digital devices to order room service (Robinson, 

2016).  

Digitalisation in hospitality is not already commonly used as it should be, mainly because 

of budgetary constraints that limits the adoption of the most advanced digital 

technologies on the market, but managers understand its potentialities in becoming the 

pillar for the competitive advantage. 

The author thinks that digitalisation can be defined as the glue that keeps standardisation 

and customisation together. Every hotel activity has components of standardisation and 

customisation and almost every activity can be digitalized.  

Let’s take as an example Room Service. A guest wants to order in-room dining service. He 

can choose from the paper menu on his bedside table, call the at your service agent and 

wait for the delivery. He may want to surprise his fiancée with a personalized cake for 

their anniversary. He need to call the agent when she is not in the room, without calling 

for suspicious. This task can become much easier if the hotel enables in-room service to 



50 
 

be ordered via mobile device or tablets. For example, through the hotel app he can order 

the cake, add the few words he wants to be on the top and follow the delivery in order to 

be ready and surprise his fiancée.  

The delivery will follow the usual procedure, but the guest will have a personalized 

experience through a digital application.  

In the digitalisation era, hotels are fighting to avoid the trap of commoditization and 

banality. According to Milburn et al. (2013), this battle requires hotel to:  

 Develop a business strategy for the digital age, and not a digital strategy, in order 

to deliver memorable experiences and understand who the customers are and 

what they really want, using the opportunity of the digital era to improve their 

offering; 

 Recognize the rise of the ‘Digital Native’ segment, the so-called “Millennials”, 

which is the first generation to have grown up in the digital era with a multi-

screen behaviour and sharing on social networks attitude. They eagerly want a 

unique experience, they desire to see and be seen by others, they prefer the use of 

mobile devices to access to the internet and are keen to give recommendations. 

Hotels are changing to deliver a better experience to these customers according to 

their attitudes and wants, building new products specifically designed for them 

(i.e. lifestyle hotels).  

 Use social media effectively, not only for reviews, but to interact and create value. 

It is well-know that better reviews lead to better performances, but social medias 

are powerful because guests share their experiences and their wishes, and hotels 

should be able to associate customers’ wishes to the brand and thus, generating 

loyalty.  

 Increase loyalty and personalisation through the use of digital, that can offer depth 

insights about customers and preferences and at the same time an affordable way 

to create a personalized experience.  

 Understand ‘big data’ power and not being overwhelmed by them. They offer 

information based on collected guest preferences and past experience in order to 

tailor the experience of each guest, but it is easy to become overwhelmed by such 

a big amount of data.  
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This approach to digitalisation impacts on guest satisfaction and performance indicators 

and it has to be taken into consideration when dealing with the standardisation versus 

customisation’s debate.  

3.6 Conclusions 

The reader has now clear in mind that the solution of the initial debate is not between the 

two extremes. There is a number of intermediate approaches that has been developed 

over the years.  

 

 

 

 

 

 

 

 

 

Figure 6. Various choices of the debate. Source: own compilation 

 

The two extremes resize the real dimension of the debate and do not offer a 

comprehensive view of the issue. The intermediate solutions try to exploit the advantages 

of both extremes, leaving out the side effects.  

The author of the present dissertation wants to give her personal opinion about it. The 

idea that underpin the debate is that there must be a solution to the debate. Many authors 

struggled to find this solution and to address companies to the right direction. What if the 

solution does not really exist? Authors are debating between polarisation of choices or 

intermediate approaches but the correct explanation is that there is no name for a 

possible approach to the debate. Simply, standardisation and customisation are both 

essential and they must be used at the same time in order to achieve higher 

performances. Standardisation is the key to achieve basic guest satisfaction, necessary to 

avoid complaints, increase consistency and to the successful running of the hotel, 

whereas customisation is the driver to guest’s loyalty, retention and advocacy and to 

superior operational and financial performances.   
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Hotels will continue to grow in the coming years, but they will face intense price 

competition, increasing guest expectation and diverse traveller’s habits and needs. On 

one hand, a better understanding of guest intimacy enables to deliver personalized 

services that simultaneously increase guest satisfaction and loyalty and at the same time 

develop specialized services for which the guest will be willing to pay a premium price. 

On the other hand, standardisation of operations reduces costs, eliminate redundancy 

and leverage on common data sources to obtain more information about customers. This 

is crucial in order to support the international expansion without incurring in 

tremendous high level of complexity and avoid the risk of failure in supporting the 

structure of the business. Paradoxically, hotels that apply standardisation to operations 

will be able to respond to the changes in the market quickly and more consistently.  

Hotels should understand this reality and develop plans to standardize their operations 

and at the same time to increase the level of customisation of guest experience. In 

addition, the digitalisation of the experience should be used as a powerful tool to enhance 

performance indicators and guest satisfaction indexes.  

The decision about the right mix (that is, the right level of customisation and 

standardisation) to reach in the organisation is up to the management of the organisation. 

Further consideration about the author’s view will be introduced in the next chapter with 

the explanation of the model.  
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4  The model  

In this chapter the author explains the theoretical model on which the dissertation is 

founded. According to the author, standardisation and customisation are not the 

extremes of a continuum. She takes for good that they are intrinsically connected and one 

cannot exist without the other. They work together in order to achieve better operational 

and financial performances.  

 

4.1 The new model 

The model conceives standardisation and customisation as intrinsically necessary.  

In the past, standardisation and customisation were viewed as opposite to one another, 

connected by an horizontal relationship. They were the two extremes of a continuum 

(Baalbaki and Malhotra, 1995). There could have been intermediate positions, as 

described in the previous chapter, with theories that mixes the two and try to reap the 

best from the two extremes. Figure 7 describes this polarized situation with pure 

standardisation and pure customisation at the extremes and intermediate positions in the 

middle.  

 

 

 

 

 

 

 

 

 

Figure 7.  The two extremes of a continuum. Source: own compilation 

 

This polarized view implies that the opposite of standardisation is customisation, and 

vice versa. This is not actually true. If hotel activities are not customized it doesn’t mean 
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activities are customized based on the guest the employee has in front of him, it does not 

mean that they do not follow a procedure.  

There is the need to shift to another approach.  

The author’s view combines standardisation and customisation through a vertical 

relationship.  

The heart of this vertical relationship is that standardisation is viewed as the base, more 

or less substantial, to achieve a minimum level of guest satisfaction, necessary to avoid 

complaints, increase consistency and to successfully run of the hotel. Customisation is the 

means to reach guest’s loyalty, retention and advocacy and to superior operational and 

financial performances.  This view implies and reinforces the concept that customisation 

is founded on standardisation and not opposite to it.  If activities performed in any hotel 

are conceived in this way, it means that there is a different level of standardisation and 

customisation for every activity and every hotel since the author considers every hotel 

one of a kind. 

The new model developed by the author is described in figure 8. 

 

 

 

 

 

 

 

 

 

 

Figure 8. The new model. Source: own compilation. 

 

The arrows mean that the amount of standardisation and customisation can vary 

according to type of hotel, categories and guest preferences. It is possible to have high, 

medium or low levels. The approach now is based on the level of standardisation and 

customisation that mixed together allows the hotel to reach the best overall performance. 

One can argue that high levels of both standardisation and customisation is the best mix 
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to reach better overall performances because it concentrates the most important 

advantages of the two directions. Or, one can argue that it is only necessary a low level of 

standardisation and avoid rigidities and compensate it with a high level of customisation. 

Or, one can also argue that standardisation should be high and customisation low to avoid 

unnecessary costs. The truth is that the correct mix depends on the type of performed 

activities and the type of hotel. The author will show this relationship in her empirical 

study. 

 

4.1.1 The role of digitalisation 

In the new model the digitalisation is also taken into consideration. The author could not 

ignore such an important trend in the hotel industry.  

Digitalisation is expected to entirely change the industry in the next years. Hotels that 

ignore this trend and do not keep the pace of innovators will face difficult challenges in 

the future and run the risk to be out of the market.   

The author conceived the digitalisation as a “must” in the determination of the perfect 

mix between standardisation and customisation. This means that a certain level of 

digitalisation is expected and considered normal in the future.  The revisited model 

including the role of digitalisation is depicted in figure 9.  

 

 

 

 

 

 

 

 

 

Figure 9. The new model including digitalisation. Source: own compilation. 
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Digitalisation can have a low, medium or high level and but in any case it has an 

additional role in delivering superior performances. To use a figure of speech, 

digitalisation is the cherry on the top of the cake. After finding the perfect mix of 

customisation and standardisation of hotel activities, digitalisation is the addition that 

help the hotel in reaching even superior performances.  

 

4.2 How to measure overall performances in hotels  

The overall performance of an hotel can be measured with the combination of two 

different categories of indicator, (financial) performance and guest satisfaction, which in 

turn encompass other indexes. The performance indicator quantitatively measures the 

performance of the hotel, whereas guest satisfaction deals with the perceived quality of 

the experience by the guest.   

 

4.2.1 Financial performance indicators 

In this research the author uses four performance indicators. Three of them, ADR, 

occupancy and RevPAR, should be used in combination to make an overall judgement of 

the hotel financial performance. The last indicator is number of stars of the hotel. This 

indicator does not inform on financial performances but rather it is used as a metrics to 

compare the performance with different categories of hotels.  

 

4.2.1.1 Revenue per available room (RevPar) 

It is a well-known measure of performance, resulting from the rental of guest rooms.  

It is calculated through the following formulas: 

 

RevPAR = Rooms revenue ÷Available rooms 

or 

RevPAR =Paid Occupancy Percentage x ADR (Average Room Rate) 

 

A question to address is whether is room rate or occupancy that lead to greater 

profitability. According to Barrows and Powers (2009), RevPar growth dominated by 

occupancy increases is followed by expenses in serving the extra rooms and guests and 

https://en.wikipedia.org/wiki/RevPAR
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the profits are less. When the RevPar increases are dominated by increasing in Rooms 

Rates, the economies of scale allow for better performances without incurring in extra 

costs. Therefore, in time of crisis and intense competition, hotels should not reduce room 

rates lower than the point in which occupancy cannot help in rising profitability (Barrows 

and Powers, 2009)  

According to the 2015 PWC’s Report “Staying power”, the overall European RevPar in 

2015 was up by over 10% compared to the previous year. Even though the level still 

remains lower than the pre-recession level, 2015 helped in closing the gap, and now the 

RevPar is only 5% below the pre-recession peak in real terms and in the vast majority of 

the cases this growth was led by a mixture of ADR growth (PWC’s Report “Staying 

power”, 2015). 

 

4.2.1.2 Occupancy (OCC) 

Occupancy rate is the number of rooms sold in proportion to the total number of 

available rooms:  

 

Occupancy percentage =  Rooms sold  ÷ Total rooms available 

 

Hotel industry is volatile and its trend are really difficult to predict. For this reason, it is 

necessary to be able to predict in advance the expected occupancy rates for successful 

planning purposes (Tang, 2011).  

 

4.2.1.3 Average daily rate (ADR) 

According to Barrows and Powers (2009), the formula for calculating the ADR is:  

 

Average rate = Dollar sales ÷ Number of rooms sold 

 

It shows the average income by room rate in a given time period and it is used to see how 

well a hotel performs compared to its competitors in the market and to make judgement 

about itself in year over year reports. 
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4.2.1.4 Stars 

Star rating system is used to classify hotels. It is not a financial measure but it provides an 

indication of the financial dimension of the hotel. It is clear that a five-star hotel have 

higher ADR and RevPar compare to a three-star hotel. Thus, the author deems important 

to include it in the quantitative measures of performance of hotels.  

According to Bowie and Buttle (2011), the scheme of the star rating system proposed by 

the World Tourism Organisation is as follows: 

 

Figure 10. Star rating system. Source: Adapted from Bowie and Buttle (2011) 

 

4.2.2 Guest satisfaction indicators 

Customer satisfaction can be defined as “the positive attitude to a supplier that is 

achieved when customer expectations are met” (Bowie and Buttle, 2011 p. 352). It is a 

critical factor for success in any business but it gains more and more value when the 

business has a strong and face to face relationship with the client, such as in hotels. Guest 

satisfaction is essential for gaining competitive advantage and keeping customers, 

considering that attracting new guest is a way more expensive than retaining the existing 

One-star A budget hotel with informal standards, 

offering basic facilities: bed, breakfast and 

possibly evening meal 

Two-star An economy hotel with informal standards 

and limited facilities and a more extensive 

dining service.  

Three-star A mid-market hotel with professional 

standards, offering a full range of dining 

and bar services. 

Four-star An upscale hotel with formal standards of 

service, with extensive facilities 

Five-star  A luxury hotel offering flawless service 

standards, with multilingual staff and high 

quality facilities.  
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ones. Hotel managers needs to implement efficient policies on guest satisfaction and 

loyalty. However, customer satisfaction is often ignored in hotel efficiency studies (Assaf 

and Magnini, 2012). The hotel industry is usually classified as a service industry, and 

customer satisfaction is the “most important metric for reflecting the quality that is 

actually delivered to customers through the product/service and by the accompanying 

servicing” (Vavra, 1997, p. 25). 

According to Zeithaml and Bitner (2003) there is a strong linkage between high quality 

service, value and customer satisfaction.  

Dominici & Guzzo (2010) highlight the importance of retaining existing customers 

through the implementation of effective policies of customer satisfaction and loyalty 

based on service quality. They argue that neglecting to pay attention to hotel attributes 

that are important for the guests restricts the chance of customers returning to the hotel 

or advice it to others.  

Choi & Chu (2001) conducted an empirical study on several factors that were likely to 

influence guest satisfaction, as a result, they find out that ‘Staff Service Quality’, ‘Room 

Qualities’ and ‘Value’ are the three most influential factors that determine the overall 

guest satisfaction levels and their likelihood of returning to the same hotels.  

According to Kim et al. (2001) the “relationship quality” has a strong positive effect on 

loyalty and diffusion of word of mouth. 

 

Measuring customer satisfaction is not easy and many hotels send questionnaires 

specifically design to assess the level of quality perceived by the guest and their level of 

satisfaction. Techniques also include: collecting customer complaints and analyse them, 

post-encounter surveys, employee surveys, mystery shopping and internal brand audit 

(Bowie and Buttle, 2011).  

There are also two indexes used to measure guest satisfaction: The American Customer 

Satisfaction Index and the Hotel Customer Satisfaction index.  

The ACSI measures guest satisfaction of popular hotel brand by leading hoteliers in the 

American market, using random sampled interviews with hotel guests (www.theacsi.org, 

2016). The ACSI model is depicted in Fig. 11, it is composed by sets of causal 

relationships, and can indicate the relationship between the antecedents, which are 

customer expectations, perceived service quality and perceived value and the 

http://www.theacsi.org/
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consequences which are customer complaints and customer loyalty (Deng et Al., 2013). 

However, the model has weakness related to the fact that some relationships involving 

the antecedents and consequences of satisfaction in the ACSI are conceptually and/or 

empirically weak (Andreassen et Al, 2001). For example, customer expectations used in 

this model does not significantly influence the level of customer satisfaction. 

 

Figure 11. The ACSI model. Source: Deng et at. (2013) 

 

Deng et al. (2013), develop a new index based on the ACSI that integrates consumption 

emotion as integral part of satisfaction and loyalty, excludes the customer expectation 

and introduces the relationships between consumption emotions and service quality, 

perceived value, customer satisfaction index, and customer loyalty. 

 

Figure 12. The HCSI model. Source: Deng et at. (2013) 

 

HCSI model of Deng et al. (2013) aims to help managers to better estimate customer 

satisfaction and to understand in details the casual relationships involved. In addition, it 

takes into consideration the consumption emotion as an important antecedent of 

customer satisfaction.  
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Nowadays online reviews and rewards are highly influencing the customer choice 

regarding hotels. In the following subchapters, the author will describe both loyalty and 

word of mouth recommendations. According to Ranaweera and Prabhu (2003), customer 

satisfaction and trust have a relative importance in determining customer retention 

(loyalty) and positive word of mouth.  

 

4.2.2.1 Loyalty 

There is an increasing attention in encouraging customers to repeat the purchase and 

generate positive word of mouth.  

Loyal customer is completely satisfied with the offer of the hotel chain, and does not take 

into consideration any alternative. According to Reichheld (1993), completely loyal 

customers are six times more prone to repeat the experience than partially satisfied 

customers. In addition, if there is a problem, loyal customers are likely to report it, but 

because they want to complain but rather because they want to genuinely help (Bowie 

and Buttle, 2011). 

In hospitality, a guest can be both brand loyal and loyal to specific units form several 

brands. “Harder and more standardized brands generate customer loyalty to the brand, 

whilst softer, less standardized brands tend to generate loyalty to individual units” (Bowie 

and Buttle, 2011 p.379).   

There is a crucial difference between frequency and loyalty because the former is simply 

based on a frequent behaviour, for example a business man staying at a particular brand 

hotel for his company’s policy, or for lack of alternatives. The latter is an attitude, as the 

guest is emotionally committed.  

The major international hotel chains offer guest programs to reward regular customers 

and guests in turn value this option showing loyalty to the brand.  

The programs are based on rewards, mainly in form of points to achieve free stay, gained 

through different level of membership according to the purchased room nights.  

The most famous and loved programs are HHonors by Hilton, by which people can earn 

points and achieve free stay and offer cumulative point earning with airline travel and 

Marriott Rewards which enables customers to earn points for free stay, free room 
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upgrade, priority at check in and it offer partnership with visa card and major US airlines 

company.  

 

4.2.2.2 Word of mouth 

Word of mouth recommendations from a satisfied customer are considered one of the 

most effective marketing activity and the most cost-effective from of customer acquisition 

(Bowie and Buttle, 2011). The reason why word of mouth is so effective is that the source 

of the message (mainly family members and friends) is highly trusted.  

According to Buttle (1998), WOM’s features are valence (positive or negative), focus 

(converting a prospect into a customer), timing (before or after the purchase), solicitation 

(with or without) and degree of management intervention (spontaneously generated or 

driven by management processes) 

In hospitality, where the intangible products are difficult to evaluate, the word of mouth 

gains an even greater importance.  

The spread of digital technology has increased the virtual interaction among customers 

(Goldsmith 2006) and led to the success of TripAdvisor.com, the largest website for 

unbiased travel reviews.  

“Online review can enhance communication among consumers while affecting consumer 

perception by increasing awareness and reducing uncertainty” (Wang et al. 2015 p.1).  

Websites such as Booking.com, TripAdvisor, Trivago, Skyscanner have become famous 

and thanks to their capability to aggregate many information in one place, they are able 

to help travellers to find the best alternative for accommodation, flights and dining.  

The author choosed Booking.com and TripAdvisor websites reviews to measure the level 

of guest satisfaction in hotel.  

 

4.2.3 Conclusions 

Nowadays online reviews and rewards are highly influencing customer choice. For the 

purpose of the research, the author will use the following indexes in order to evaluate 

guest satisfaction: 

 TripAdvisor position at the moment of the survey 

 Booking.com rating at the moment of the survey 
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 Percentage of loyal guest returning to the hotel in 2015, according to the collected 

data 

And the following financial performance indicators:  

 Revenue per available room (RevPar) 

 Occupancy (OCC) 

 Average daily rate (ADR) 

 Stars 

In the next chapter the empirical model to test the combined effects of standardisation, 

customisation and digitalisation in hotels will be explained in details. 
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5 Empirical research 

In this session of the dissertation the author explains the research she conducted on one 

of the most important international hotel chain. The name of company under scrutiny is 

not significant for the pursue of the research and will not be revealed. The company is an 

American based one, with thousands of properties around the world with a wide variety 

of brands and solutions for its guests, always on the top position for guest satisfaction 

index and financial performances in the hotel industry.  

5.1 Objectives 

The aims of the research are various but they all deals with the complexity of the choice 

between standardisation and customisation in the hospitality industry. In particular, the 

author emphasizes that the choice is not between black or white.  A perfect mix between 

delivering a standard experience and a tailored one is what makes the difference between 

successful and poor performances.   

The paradox between standardisation and customisation is not easy to solve and many 

theories came up during the years. Many authors tried to give their personal idea about 

the issue.  It is clear enough that the standardisation simplifies and makes life easier, it is 

efficient, cost-effective, predicable, calculable, but we now came to a point in which 

standardisation in the reservation process, room cleaning, arrangement of rooms, 

process of welcoming guest on arrival is not enough. The guest is now demanding more 

and hotels are adapting to it, trying to make every guest feeling special, increasing loyalty, 

coping with competition. Hotels of the same chain in different countries have different 

approach to the issue depending on multiple factors: type of guests, type of hotel, 

geographical position, structure of the hotel, etc.. The author analysed the problem 

through the computation of the level of standardisation and customisation applied to the 

run of each hotel.  

In the dissertation the author will prove the connection between standardisation and 

customisation, linking them to a bunch of activities of daily use in the hotel and explain 

that they are not alternatives to one another, but they need to be used simultaneously. 
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The other goal is to link the debate between standardisation and customisation to the 

performance of the hotel. The author will prove which are the activities that influence the 

most the differences in performances between the hotels under scrutiny. 

The final goal is to prove that hotels which has the right combination of the level of 

standardisation and customisation to have better average performance indicators. 

This research aims to be a persuasive tool to motivate the general managers in the 

simultaneous application of standardisation and customisation to their processes, 

because it is proved that the performances are better.  

The research also considers the big role of the digitalisation of the experience. The new 

trend, even if it is not already commonly used as it should be, is becoming the pillar for 

the base of the competitive advantage. Digitalisation is used to improve both 

standardisation and customisation and helps the firms to deliver a better service to the 

consumers. The research explores which is the level of the digitalisation reached in one of 

the best international hotel chain in Europe at the moment and how it impacts on 

performances. 

 

 

 

 

 

 

 

 

 

Figure 13 Research objectives 

 

To prove the connection between standardisation and 
customisation 

To prove that simultaneous use of standardisation and 
customisation lead to better performances  

To consider the big role of the digitalisation of the experience 
to support standardisation and customisation and deliver a 
better service to the consumers 

1 

2 

3 
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5.2  Questions  

The analysis aims to answer to the following questions:  

1. Is there a relationship between standardisation and customisation in hotel 

activities? 

2. Does the relationship change whether we move from budget to high end, luxury 

hotel categories? 

3. How do standardisation and customisation levels of hotel activities influence 

performance indicators and guest satisfaction indexes? 

4. What is the impact of digitalisation on performances? 

 

5.3 Hypothesis  

Hypothesis #1  

There is a relationship between standardisation and customisation, that is, they are not 

independent and can happen at the same time.  

According to the numerous literature on the topic, the author agrees in saying that 

standardisation and customisation are not opposite to one another and they are not 

independent. As stated in the previous chapter, in each hotel activity standardisation and 

customisation work together to assure better performances. It is clear enough that there 

is a relationship between the two, and their combined effect on an activity is stronger 

than the two taken separately. The author wants to prove it empirically. 

Hypothesis #2  

The intensity of the relationship is different if we move from budget to high end product.  

The author wants to make clear that there are significant differences between hotel 

categories. Operations in 5-star and 3-star hotels are not the same and hotel activities 

that in 5-star hotels are essentials in 3-star hotels may not even exist. This is why it is 

necessary to do a cluster analysis.  
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Hypothesis #3 

High levels of both standardisation and customisation in hotel activities lead to better 

performances.  

The author with her model is able to measure the level of standardisation and 

customisation of hotel activities. They can both be: high, medium or low. The model 

wants to prove that hotels that have high level of standardisation and high level of 

customisation are also those with higher performances.  

Hypothesis #4  

Digitalisation affects performances together with standardisation and customisation. 

In the last hypothesis, the author investigates on the role of digitalization as an additional 

tool to boost performances to higher levels and she argues that the combined effect of 

digitalisation, customisation and standardisation enables to reach superior performances.  

5.4  The survey 

The research was conducted through surveys directly sent to the general managers. The 

survey aims to collect quantitative data on performances and attitudes towards 

standardisation, customisation and digitalisation in hotels. 

The questionnaire is divided into five parts: 

- The first part asks for general information about the hotel, such as year of opening 

and brand membership.  

- The second part refers to the performance indicator for year 2015. General 

manager where asked to state their average performance indicator such as ADR, 

occupancy rate, RevPar. These data are sensible and some of the general managers 

did not provide them. The author used the average indicators from the latest 

company report as a reference for these cases.  

-  The third – forth – fifth parts are the standardisation, customisation and 

digitalisation questions. The aim of these three sections is to determine the level of 

the three subjects based on an equal method for all of them.  
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 The methodology uses data collected online and from the survey and it aims to achieve a 

satisfactory definition of the level of standardisation, customisation and digitalisation as 

well as the use of statistics to obtain valuable results’ interpretation.   

The questionnaire is developed with the same structure for the sections regarding the 

standardisation, customisation and digitalisation and is based on the investigation on the 

following activities:  

 

 

 

 

 

 

 

 

 

 

 

Table 7 List of activities under scrutiny 

 

The surveys were sent in December 2016 via email. The email contained a short 

presentation of the author and of the dissertation and a link to a google module. This is an 

easy way to send questionnaires, in fact, the general managers were able to answer to the 

questions through the majority of devices. The answers to the questions are stated to be 

confidential and the author assure her personal care not to show any single data, but only 

to use aggregated data to test her hypothesis. 

5.5  Explanation of investigated hotel activities 

The author considers the hotel activities under scrutiny the most important operations to 

perform in order to successfully run the hotel. Not all the activities are present in every 

hotel due to budget or space constraints. Budget hotels may not have a restaurant or 

Room service 

Bell staff service 

Housekeeping services  (cleaning, laundry) 

Graphic standards 

Staff suits and appearance  

Reservation call 

At your Service 

Restaurant reception & menu 

Wellness center or Spa services 

Event planning & organization 

Maintenance services 

Check in  Check out procedure 

Marketing activities 

Concierge services 
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room service. Not all luxury hotels have a Spa or a fitness centre. In general, these bunch 

of activities are considered necessary to deliver a superior experience. In the below list, 

the author describes each activity with a focus on their techniques to standardisation and 

customisation and she tries to give ideas and support to the digitalisation effort.  

 Room Service: it is a service provided by high-end hotel that enables guests to 

choose items from the menu for the in-room delivery. Standardisation of room 

service includes the fixed selection of items from the menu, the time and 

procedure for the delivery, whereas customisation encompasses the 

personalisation of the menu of a particular variation of a dish to decorate or to 

meet guest alimentary disorders. Digitalisation involves for instance the use of 

digital devices to send the orders and speed up the process instead of passing 

through the call centre of the hotel.  

 Bell Staff service: its primary aim is to assist the guest with the transportation of 

the luggage, but in luxury hotel they also assist in making arrangements for local 

activities such as ordering a taxi and in delivering guest special requests. 

Standardisation of bell service includes the routines and procedures for the 

correct delivery of the luggage to the guest, but the staff needs also to entertain the 

guest whenever the room is not ready on time, and they also provide personalised 

services such as special deliveries to the rooms. Digitalisation can be implemented 

with the use of electronic sheet instead of paper sheet to track the luggage’s flow. 

 Housekeeping services: they ensure the daily cleaning of rooms and public areas, 

in high-end hotel they also include laundry services. Standardisation encompasses 

elaboration of shifts to ensure efficiency in the cleaning of the rooms and 

procedures and way of cleaning. In many cases housekeeping employees are from 

third companies and they need to be trained. Luxury hotels requires certain 

operational and behavioural standards for this kind of job that are stricter 

compares to a budget hotel. Customisation may be developed with the cleaning of 

the room at a different time or the room layout can be changed as per guest 

wishes. Digitalisation in housekeeping services can be really useful. Hotels are 

now implementing a system that detect the presence of the guest in the room, and 
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without knocking and annoying him/her, the housekeeper can come back later to 

clean the room.  

 Graphic standards: they enable people to recognize the brand. They are really 

important because they provide brand awareness and recognition. Hotels are 

reluctant to change or customize them in relation to a guest because this would 

break the identity of the hotel.  

 Staff suits and appearance: almost every hotel has its dress code for employees 

and it can change depending on the role and on the department. It is important 

because the guest recognize the employee and can ask him/her specific questions. 

The recent diffusion of lifestyle hotels brings a wind of change in this sense. 

Employees are dressed casual and with their own clothes, but this is only an 

exception in the hotel industry.  

Graphic standards and staff suits are not really activities but they are core elements of 

every hotel. That’s the reason why the author deemed important to include them in 

the survey.  

 Reservation call: it enables the guests to book, modify, cancel their stay in the 

preferred hotel, speaking with a hotel reservation agent. According to the data 

collected by StatisticBrain.com, the percentage of all travel reservation made of 

the internet in 2015 is 57% and it is expected to grow and almost eliminate 

reservation calls. Standardisation includes specific data gathering questions and 

upselling techniques. Customisation is gained in the way the agent speaks and 

converse with the potential customer, call him/her by the name, understand what 

he/she want and offer the best deal, give a personal touch to the conversation. 

Digitalisation includes more sophisticated programs for data entering that show 

real time availability and prices without incurring in overbookings and mistakes 

and devices that ease the workload of the reservation agent.  

 At your Service: At Your Service agent activities includes wake up calls, requests 

related to placing or receiving calls, information to guests about property 

amenities, and local areas of interest, etc. Standardisation is in the procedure, how 

the agent picks up the phone and address the guest to what he/she wants. 

Customisation is in providing advises, suggestion, understand further needs, bring 
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amenities such as personalized welcome letters or amenities. Also here, 

digitalisation can easy the work of the agent, through the development of mobile 

app to book a table to the hotel restaurant, the point of interest of the city.  

 Restaurant reception & menu: this category includes the mise en place, the 

restaurant design and conception and the menu choices and items. 

Standardisation in the menu item drives to efficiency in time and quality but 

managers needs to take into account alimentary disorders or local tastes. Use of 

digital devices to take the order or the reservation or electronic billing sending are 

examples of digitalisation in restaurant. 

 Wellness centre & Spa Services: fitness centres and spas are becoming an 

imperative for high end hotels. Standards are followed with reference to the 

cleanness and practices, and customisation refers to special treatment or 

arrangements.  Digitalisation may consist in devices to control more accurately 

body loss when training or app to book the access to the Spa. 

 Event planning & organization: hotels are a preferred destination for event 

planner. Many hotels have conference centres or meeting rooms designed to 

organized business meetings. Others are the perfect places for company incentives 

or social events. They can even host fabulous weddings. Events are a crucial part 

in hotels revenues. Standardisation avoid incurring in unnecessary cost and saves 

times. Developing specific offer to companies and special menu for weddings, 

create a standard program for incentives are fundamental. Customisation in 

events is also paramount. When dealing with weddings, for example, everything 

needs to be tailored to the bride and groom’s needs and wishes. Digitalisation 

involves the creation of website designed for the event, where guest can book 

their own room at special price, see the program of the event and ask for 

information in real time.  

 Maintenance service: it keeps the things fixed. Depending on the size of the hotel, 

there is a team of experts in maintenance that fixes any damage. Accidents do 

happen and equipment break down. To avoid avoidable damages and to 

accomplish to the law, standard maintenance procedures are scheduled to control 

equipment and elevators. Maintenance staff is the one who can make possible 

particular arrangements for an event, for example bringing cables and power to an 
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outside location responding to specific need of the client. It is clear that digital 

technologies are linked to maintenance service because they can possible detect 

damages sooner and provide immediate assistance to the guest.  

 Check-in and check-out procedures: employees welcome the guest, ask for 

passport, enter the data, check if the room is ready, give the key, show the way to 

the room… it is all about procedure. Customisation happens through the collection 

of data on past guest experience, that enables the front desk to assign the room the 

guest likes the most, to have the data already in the system and not to bother the 

guest with other questions. Digitalisation is developing through online check-in 

and check-in kiosk.  

 Marketing activities: to promote the hotel and increase the awareness. They can be 

standard marketing activities such as mass promotion or customised via 

personalized offers. The promotion can is nowadays mostly online and enables 

hotels to reach a massive number of potential consumers.  

 Concierge: a concierge performs various tasks such as booking taxi and boats, 

coordinating luggage assistance, procuring ticket to events and tours, arranging 

restaurant reservations. Standardisation consist in procedure and modus 

operandi to get the ticket or to coordinate the various operations, whereas 

customisation implies to satisfy the guest to his/her specific need: finding a ticket 

at Fenice for the most opening show, for which tickets needs to be bought months 

in advance, selling is closed but the guest can afford any price, concierge finds the 

ticket no matter what.  Also here, digital devices can allow to save time and do a 

more efficient job.  

In each activity, standardisation and customisation have their relative importance. In 

same activity standardisation is much more important, in others it is possible to find only 

traces. What count is that there is always a mix of standardisation and customisation.  

5.6 Population  

The current research is based the choice of standardisation and customisation in 

international hotel chains that operates in many countries and have thousands of 

properties around the world.  In selecting the sampling for any research, that is, a 



73 
 

representative part of the total population to be studied, authors can choose between 

probability and non-probability sampling methods. In probability sampling methods, the 

probability of each candidate being selected from the population is known and it is not 

zero. In hospitality and tourism, probability sampling is difficult to achieve due to time, 

cost and ethical considerations. In non-probability methods the chance of selection is not 

known. In this dissertation, the author uses a convenience sampling, which is a category 

of non-probability sampling in which participants are selected because of their 

convenience accessibility (Altinay & Paraskevas, 2008). Specifically, the author had 

access to the email addresses of the European general managers of the international hotel 

company under scrutiny. The author chooses general managers as respondents of the 

survey because the topic of standardisation and customisation involves all the 

departments of the hotel and general managers are the only ones who has an overall view 

of the hotel.  

Obviously, in any research, the ideal thing would be to test the assumptions on the entire 

population of interest, but obstacles such as cost and time do not allow to do so in the 

majority of cases. The total sampling of this research is represented by 308 European 

general managers of different brand categories of a world-wide famous international 

hotel chain. The sample can be divided into three different groups, according to the 

brand. The three groups are luxury, premium and selected. Luxury category is the high 

end segment of the market for the company, premium brands offer sophisticated 

experiences with services and amenities and selected brands offer simple and convenient 

experiences.  

The problem of non-response is a crucial point when dealing with the validation and 

credibility of the findings. Most researchers consider acceptable a response rate (number 

of participants who have taken part to the study divided by the number of the people in 

the sample) from 15 to 20 per cent, with 10 per cent being the minimum (Altinay & 

Paraskevas, 2008, p.99) 

The response rate of the current research has been 16%, which is considered in line with 

most of the analysis undertaken on the topic.  
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5.6.1  Sample characteristics 

As stated above, the sample are the European hotels of one of the biggest international 

hotel chain in the world. The table below shows the sample characteristics. There are a 

total of 308 hotels (managed or franchised) divided into 9 different brands.  

Category # of brands in the 
category 

Total number of 
hotels 

Luxury 3 19 

Premium  3 153 

Selected 3 136 

Total 9 308 

Table 8. Sample characteristics 

There are substantial differences even within each category. For example, there are three 

brands that belongs to the selected segment. These three brands are completely different 

from one another. One brand is a lifestyle hotel brand recently introduced with fresh and 

modern appeal, design and stylish features and self-service options, the second is a 

business hotel and the third has European roots based on design and essentialities. They 

have been grouped together because they offer simple and convenient experiences but 

they actually look different from one another.  

These differences are consequences of the internationalisation process of mergers and 

acquisitions and of the differentiation strategy developed to accomplish a wider appeal to 

the several target groups that characterized the hotel industry.  

In the research, the company will be analysed per total and per categories in order to 

provide a better overview that also focus on the differences within the same group.  

 

5.7 Testing hypothesis 

The author finds appropriate to analyse the coefficients of variation and standard 

deviations for every activity to see how much each hotel general manager agrees on the 

relative importance of standardisation and customisation. According to Rumsey (2010), 

standard deviation measures the distance from any point in the data set from the centre 

and the smallest the number, the higher uniformity of the data set is. The coefficient of 
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variation is a measure of dispersion of the data around the centre and it is used when 

comparing the degree of variation from one data set to another.  This method enables to 

find out which is the standard group on which the general managers agree the most.  

With reference to the importance of standardisation of the selected activities, general 

managers agree in saying that check-in/check-out procedures, graphic standards and 

staff appearance are the activities in which standardisation is crucial. There are 

controversial opinions on the role of standardisation on concierge services, wellness & 

Spa centre and bell staff. The standard deviation and the coefficient of variation reaches 

their peak on these three activities. A standard deviation value of 2 is a great indicator of 

how the GMs’ opinions are in contrast with each others’.  It is important to highlight that 

not all the hotels in the survey are equipped with a wellness centre or Spa or have a 

concierge service or bell boys team. This is the principal reason of the discordance in the 

values. The table below shows the values of the first and last three positions.  

IMPORTANCE OF STANDARDISATION 
ACTIVITY COEFFICIENT OF 

VARIATION 
STANDARD DEVIATION 

Check-in / Check-out 
procedures 0,05 0,37 

Graphic standards 0,11 0,68 

Staff suits and appearance  0,11 0,69 

Wellness center & Spa 
service 

0,77 2,31 

Concierge services 0,51 2,32 

Bell staff service 0,46 2,06 

Table 9. How do GMs agree on the importance of standardisation? Source: own compilation 

With reference to the importance of customisation, the interviewed general managers 

agree on the fundamental role of customisation on housekeeping services, check-in and 

check-our procedures and events planning and organisation. It is clear that these 

activities have a strong face to face value with the guests and strongly impact the 

experience. Check-in and check-out is ranked in the first positions also in the 

standardisation chart. This may be a proof that customisation and standardisation can be 

applied at the same time on the activity. Procedures and rules are fundamental but also a 

personal touch is required to enhance the experience and take it to another level.  For 
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these reasons, being conscious of the potentialities of the customisation is of paramount 

importance. The general managers do not agree on the relative importance of 

customising concierge services, reservation calls and wellness centre & Spa. Concierge 

and wellness centre & Spa have controversial opinions due to the fact that they are not 

present in all the hotel under scrutiny and reservation calls do follow a procedure that 

may or may not be influenced by customisation. Details in the table below.  

IMPORTANCE OF CUSTOMISATION 

ACTIVITY COEFFICIENT OF  
VARIATION 

STANDARD  
DEVIATION 

Event planning and 
organization 1,249826 0,207584 

Check-in / Check-out 
procedures 1,075089 0,187652 

Housekeeping services  0,901147 0,14182 

Wellness center & Spa 
service 0,874314 2,343905 

Concierge services 0,730859 2,344838 

Reservation call 0,648165 2,282082 

Table 10. How do GMs agree on the importance of customisation? Source: own compilation 

 

5.7.1  Hypothesis #1  

There is a relationship between standardisation and customisation, that is, they are not 

independent and can happen at the same time.  

The next step in the research is testing the first hypothesis. The author created a model 

able to calculate the level of standardisation and customisation in percentage in every 

hotel.  

The questionnaire aimed to analysed how hotels in the same company but from different 

categories and different countries cope with the issue of standardisation and 

customisation. 
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The interviewers were asked to fill an online questionnaire and the questions aimed to 

establish the level of standardisation, customisation in every hotel.  

The general managers of the hotels were asked to rank in a Likert scale (from 1 to 7) how 

important is the standardisation of a certain pull of activities to operate the hotel. In the 

ranking, 1 means that they are not important at all, 7 means that the standardisation of 

these activities is essential in operating the hotel. The analysed activities have been 

chosen based on my personal experience as an associate of this international hotel 

company. These activities are the daily pillars for the successful run of any hotel.  

The general managers had to indicate also if the standardisation of these pull of activities 

are based on written standards at corporate level or, if the standard is orally agreed 

between employees. They had to choose 1 if the activity does no don’t exist in your hotel, 

2 if there are agreed oral standards for the activities or 3 if the standards are written 

down at corporate level 

The author defines as “single” weight the score from 1 to 7 give to a standard group by 

the single hotel and “group” weight the average of the score from 1 to 7 given to a 

standard group by the cluster (luxury, premium or selected) to which the single hotel 

belongs to. 

She defines as indicator the weight from 1 to 3 given to the choice between no standard, 

oral standard and written standard.  

The level of standardisation is calculated following the steps:  

- The single weight given by the GM to the standard group is multiplied by the 

indicator 

- All the products for every standard group is then summed up.  

- The sum is then divided for the maximum sum product possible combination 

to obtain a percentage.  

The percentage makes possible to compare the level of standardisation between hotels.  

After that, the author applied the same method to find out the level of customisation in 

every hotel. 
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The method for defining the level of customisation follows the same steps and takes into 

consideration the same standard groups but the question to be answered are different as 

well as the indicator. The general managers were asked to rank from 1 to 7 how much do 

they think that the personalization of the following activities will help the hotel in 

reaching better performance with 1 being no importance at all and 7 meaning that the 

customisation of the activities will have a strong and positive impact on the performance.   

They were also asked to indicate 1 if the standard group does not change at all in case of 

different request from the customer, 2 if it is possible to adapt the service on request, and 

3 if the service can be entirely changed based on customer’s need or if it is considered on 

the best interest of the client. 

Customisation and standardisation can be seen as categorical variables and the author 

defines the following categories for the two, based on the percentage levels she obtained 

from the analysis: 

 

Standardisation level’s 

categories 

LOW 0-69 

MEDIUM 70-84 

HIGH 85-100 

 

Customisation level’s 

categories 

LOW 0-39 

MEDIUM 40-59 

HIGH 60-100 

 

Table 11 Standardisation and customisation levels 

 

Standardisation is more practical to see and measure since the standards are often 

defined by the international parent company, whereas customisation is not always easy 

to assess because it does not follow any rule and it is more discretional and depending on 
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the management of the single hotel. For these reasons the author defined two different 

ranking to categorize the standardisation and customisation levels. This is in order to 

give the correct weights to each hotel without incurring in the risk of biased evaluation.  

Using the cross tabulation analysis and the chi-square index, it is possible to see whether 

the variables (standardisation and customisation level) are independent or not. The 

author uses Excel by Microsoft to test her first hypothesis. The software offers an easy 

and simple way to calculate the values she needs.  

According to Rubin (2009), cross tabulation tables shows how two or more nominal-

levels variables are related. They display the frequency of the categories of one variable 

cross-tabulated with the frequencies of another variable. 

The table below is the cross tabulation’s output.  

COUNT CUSTOMISATION  

STANDARDISATION           HIGH LOW MEDIUM Total 
HIGH 9 1 5 15 
LOW 0 14 4 18 
MEDIUM 3 7 5 15 
Total 12 22 14 48 

Table 12.  Cross tabulation analysis 

The table reports the count of the levels for every corresponding answers. For example, 

the sample provides 15 hotels with high level of standardisation, 9 of them has also high 

level of customisation, 5 of them a medium level and only one of them have a low level. 

These counts give us an initial picture of the situation: high levels of standardisation 

correspond to high to medium level of customisation. The picture looks the other way 

round in case of low level of standardisation.  Hotels which indicated low levels of 

standardisation, corresponds to low level of customisation in the majority of cases.  

The chi square test of independence shows whether there is a significance association 

between two variables. The author used the test to determine whether the level of 

standardisation is related to the level of customisation.  

The author defined the null hypothesis as follows: 

H₀: "there is no relationship between the two categorical variables" 

And the other hypothesis to test the independence is: 
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H₁:  "there is a relationship between the two categorical variables" 

In order to test the independence between the two variables we need to compute the 

expected values. This is done by multiplying the marginal row and column totals for that 

cell and divide by the overall total. To compute the chi square the author used the Excel 

formula “TEST.CHI” that utilizes the cross tabulation output and the expected values.  

EXPECTED VALUES CUSTOMISATION  

STANDARDISATION HIGH LOW MEDIUM Overall total 
HIGH 3,75 6,875 4,375 15 
LOW 4,5 8,25 5,25 18 
MEDIUM 3,75 6,875 4,375 15 
Overall total 12 22 14 48 

Table 13. Expected values. 

The chi square test results in a value of 0,0019273 that is less than the standard p-value 

of 0.05.  

So, we reject the null hypothesis and there is evidence to suggest that the level of 

standardisation is not independent to the level of customisation. In other words, a 

relationship exists between standardisation and customisation. 

 

5.7.2  Hypothesis #2  

The intensity of the relationship is different if we move from budget to high end product.  

The author supposes that the levels of standardisation and customisation vary according 

to the type of hotel category.  

The responses to the survey can be summarized as follows: 

 

 

 

 

Table 14. Responses to the survey. 

Category # of brands in the category 

Luxury 2 

Premium  21 

Selected 25 

Total sample 48 
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Confronting the levels of standardisation and customisation, it is possible to affirm that 

the higher the brand category, the higher are both the level of standardisation and 

customisation, and this reconfirm the fact that there is difference in the application of 

standardisation and customisation in every hotel. 

In the appendix  there is the complete table with all the levels of standardisation and 

customisation and the corresponding brand category.  

Hereby follows the summary of the top and worst 10 positions. It is possible to observe 

that the lowest positions belongs to selected brand and the higher ones belongs to 

premium/luxury brand categories. Unfortunately, in the sample there are only two luxury 

responses, but it is not difficult to imagine what would have been their trend.  

 

 %stand   % cust 

Premium 0,918367  Premium 0,615646 

Premium 0,931973  Premium 0,615646 

Premium 0,931973  Premium 0,619048 

Premium 0,938776  Premium 0,619048 

Premium 0,979592  Premium 0,653061 

Luxury 0,979592  Premium 0,666667 

Luxury 1  Premium 0,690476 

Premium 1  Premium 0,690476 

Premium 1  Premium 0,690476 

Premium 1  Premium 0,693878 

Table 15. TOP 10 

 

Selected 0,534014  Selected 0,238095 

Selected 0,581633  Selected 0,244898 

Selected 0,605442  Selected 0,244898 

Selected 0,615646  Selected 0,244898 

Selected 0,62585  Selected 0,244898 

Selected 0,62585  Selected 0,265306 

Selected 0,62585  Selected 0,268707 

Selected 0,632653  Selected 0,272109 

Selected 0,636054  Selected 0,272109 

Selected 0,64966  Selected 0,27551 

Table 16 WORST 10 

The explanation of these differences is rooted in the nature of the brand category.  
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Five star luxury hotels have the imperative to follow strict standards to assure that 

quality and guest satisfaction are delivered at every level of the organisation. 

Furthermore, they also need to maniacally focus on customer needs and wants and to 

offer them personalized experiences that lead to loyalty. Others hotels would also like to 

do so and elevate their performances to the next level but they are stick to budgetary 

constraints and they do their best with the resources they have. But it is not just a matter 

of money and budget. The type of hotel does the rest. The majority of  3 star hotels lack of 

some of the activities the author investigated.  

 

5.7.3. Hypothesis #3 

High levels of both standardisation and customisation in hotel activities lead to better 

performances.  

In the previous chapter the author identified two kinds of indicator in order to measure 

the overall performance of the hotel: operational performances and guest satisfaction. 

Operational:  

 % occupancy 

 RevPar ( REVENUE PER AVAILABLE ROOM) € 

 ADR (AVERAGE DAILY RATE) € 

Guest satisfaction 

 Booking.com evaluation 

 Tripadvisor evaluation (#) 

 

Recalling that the RevPar is the output of the multiplication between occupancy and ADR, 

she decides to run a linear regression to test whether the inclusion of the percentage of 

standardisation and customisation of all the hotels under scrutiny is significant or not.  

She applied the OLS model, which is a multiple linear regression model that is used to 

understand the relationship between a dependent variable and one or more explanatory 

variables using a linear function. In fact, regression analysis is a common way to discover 

http://www.investopedia.com/articles/trading/09/linear-regression-time-price.asp
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a relationship between dependent and explanatory variables. It is rare that a dependent 

variable is explained by only one variable. In this case, the author uses multiple 

regression, which attempts to explain dependent variable using more than one 

independent variable. In this case, the dependent variable is the RevPar, and the 

independent variables are the percentage of occupancy, the Average Daily Rate, the 

percentage of standardisation and the percentage of customisation. 

The regression was run through Excel Analysis Toolpack by Microsoft that enables to run 

several statistical test, including regressions and anova tests.  

The outcome of the model is depicted in the table below:  

OUTPUT RIEPILOGO 
     

      Statistica della regressione 
    R multiplo 0,985302988 
    R al quadrato 0,970821978 
    R al quadrato corretto 0,968107743 
    Errore standard 10,27948873 
    Osservazioni 48 
    

      ANALISI VARIANZA 
     

  gdl SQ MQ F 
Significatività 

F 

Regressione 4 151180,3103 37795,07758 357,6779863 2,18073E-32 

Residuo 43 4543,719206 105,6678885 
  Totale 47 155724,0295       

      

  Coefficienti 
Errore 

standard Stat t P value 
 Intercetta 57,26061003 13,95517938 4,103179791 0,000178214 

 std -35,94259325 21,87101652 -1,643389241 0,032459877 
 cust 32,57341947 14,37861747 2,265406916 0,028581022 
 % Occupancy -89,82808464 14,75685634 -6,087210078 2,73019E-07 
 ADR 2015 € 0,939441672 0,03737947 25,1325576 2,45909E-27 
 Fig 14. OLS with RevPar as dependent variable. 

The R square is a measure of the goodness of the model. The value of 0,97 means that the 

97% of the phenomenon is explained by the model. The significance of F tells if the model 

is significant or not. The value of reference is 0.05 with a 95% confidence level. If the 

significance of F is below this number, it means that the model is significant as it is in this 

case. 
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The most important thing to look at now is the coefficient of P-values in the model. It is 

possible to observe that all of the P-values are below the significance level of 0.05. This 

means that all of them are significant to explain the dependent variable at 95% 

confidence level.  

Consequently, the author then uses MANOVA methodology to test whether the levels of 

standardisation and customisation influences the overall performance. The test has been 

conducted using Excel and XLSTAT, a statistical tool extension of Excel which allows the 

computation of many statistical tests thanks to explanations and online tutorials on the 

software’s website (https://www.xlstat.com/en/). 

MANOVA is the acronym of Multivariate Analysis of Variance and it is similar to the 

classic analysis of variance ANOVA methodology with the main difference being the 

multiple dependent variables taken into account. MANOVA allows to combine many 

dependent variable instead of a single one. This combination of dependent variables is 

the various performance indicators under scrutiny, which is a variable that cannot be 

measured directly. In fact, overall performances are not easy to assess, they can be 

defined as a combination of rankings, revenues, indicators and MANOVA allows to test 

the effects of various factors on many dependent variables. MANOVA test simultaneously 

the hypothesis of one ANOVA and take into considerations the correlations between 

response variables and extract richer information from the available data.  

The analysis allows to get to know if the independent variables and/ or their interactions 

are significant on the combination of dependent variables, in other words, if 

standardisation and customisation and their interaction have a significant impact on the 

multiple performance indicators that represent the overall performance of the hotel.  

According to the XLSTAT website, the assumptions for this model are the same as the 

ANOVA analysis: measurements needs to be independent, samples has equal variances, 

the residuals follows a normal distribution and the sample includes at least 20 

individuals. Furthermore, independent variables needs to be continuous and independent 

variables need to be categorical (Woodside & Martin, 2007) 

The author uses the categorical variables High, Medium, Low for standardisation and 

customisation, and all the dependent variables are continuous in an interval.  

https://www.amazon.it/s/ref=dp_byline_sr_book_1?ie=UTF8&field-author=Arch+G.+Woodside&search-alias=stripbooks
https://www.amazon.it/s/ref=dp_byline_sr_book_2?ie=UTF8&field-author=Drew+Martin&search-alias=stripbooks
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Specifically, the author uses a two-way MANOVA, entailing five continuous response 

variables and compare them with two categorical factors.  

The figure below shows the representation of the model.  

 

 

 

 

 

 

 

 

 

Figure 15 - Explanation of MANOVA analysis. 

 

The results of the analysis are depicted in the table below.  

 

Test di Wilks (approssimazione di 
Rao): 

     STD CUST 

Lambda 0,260 0,548 
F (Valori osservati) 7,487 1,889 
GDL1 10 10 
GDL2 78 78 
F (Valore critico) 1,954 1,954 

p-value < 0,0001 0,049 
 

Table 17. Results of MANOVA on Overall Performance 

INDEPENDENT VARIABLE 

(FACTOR) 

Level of standardisation 

(High, Medium, Low) 

Level of customisation 

(High, Medium, Low) 

DEPENDENT VARIABLE 

(RESPONSES) 

AVERAGE DAILY RATE 

% OCCUPANCY 

RevPar 

TripAdvisor ranking 

Booking.com ranking 



86 
 

The author took into consideration the Wilks Lambda test, in which the lower the 

Lambda associated with the factor, the more important is the effect of this factor on the 

response variables combination.  

It is possible to observe that standardisation has a greater effect on the performances 

indicators compared to the customisation. Its Lambda is associated with a p-value that is 

much lower than the significance level of 0.05. Thus, we can reject the null hypothesis 

that there is no effect on performance indicator with a very small risk of being wrong. 

Customisation has a greater value of Lambda compare to the one of standardisation but 

its p-value still remains significant. The author can conclude that also customisation has 

an impact on the overall performance but it is weaker compare to the effect of 

customisation. 

One can conclude that the model presented in the previous chapter by the author is 

wrong since customisation does not have too much impact on the overall performances. 

The model, in fact, depicted a situation in which customisation should be the boost to 

higher performances and in one’s mind, ideally,  it should have more importance than 

standardisation. This is not true. The model of the author describes a state of affair in 

which customisation and standardisation works together to reach higher performances. 

The pursue of the model is to find the right combination of standardisation and 

customisation. The MANOVA analysis showed that standardisation have a greater role in 

the picture, contrasting the misleading stereotype of striving to customisation because it 

drives to higher performances.  

In order to investigate on the best combination of standardisation and customisation to 

be applied in an hotel to obtain the best performances, the author puts in ascending order 

the various financial indicators with the corresponding level of standardisation and 

customisation. In the below table a summary of the findings for the top and worst ten 

hotels. 
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 Table 18 performance indicators and their combination of standardisation and customisation 

 

With the exception of few outliners, it can be seen that in the top positions the 

combination most likely to be found is high level of standardisation and medium level of 

customisation, moreover on the financial indicators. This finding is in line with the results 

of MANOVA analysis that suggest a more robust use of standardisation compare to 

customisation. The results reinforces the concept of standardisation as the pillar for the 

creation of consistency and order and customisation as a plus factor that leads to 

superior performance. 
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As a conclusion, the authors affirms that high levels of both customisation and 

standardisation is not the best combination possible to assure the best performances. The 

hypothesis is rejected in favour to the combination High-Medium.  

The formulation of this hypothesis in the first place was driven by common and 

misleading stereotypes about the importance of the role of customisation. Customisation 

has a really important role in assuring loyalty, guest satisfaction and monetary returns. 

Recently, famous magazines and papers has praised the massive use of personalisation of 

experience of the guest as the only way to escape from the competition trap of the hotel 

industry. Based on the current findings, its importance is overestimated. In fact, the 

research suggests that standardisation has the major role in the overall performance 

assessment.  

What is interesting to investigate now is how the standardisation and the customisation 

of each activity contributes to performances, or better, which activities are the major 

influencers on the current levels in each hotel.  

The author decides to use the multiple linear regression method to find out which one of 

the 13 activities under scrutiny mainly contributes to explain the level of standardisation 

and customisation in hotels. The author reasoning is the following: in the first place, she 

has assessed that there is a link between standardisation and customisation through 

cross tabulation and chi-square that resulted in a significant relationship between the 

two variables. She then tested how the different levels of standardisation and 

customisation influence the overall performance. She found out that standardisation has 

a greater effect on performances compared to customisation. Now, she wants to test what 

are the most influencing factors on these two variables in order to give guide to the 

management of the hotels about which are the activities to focus on in order to reach 

higher levels of performances.  

As explained earlier in the chapter, the methodology of the multiple linear regression 

shows how the independent variables (the percentage level of standardisation and 

customisation of activity) influence the dependent variable (level of standardisation and 

customisation) 
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The regression was run through XLSTAT statistic tool. The results are contained in the 

below table.  

Analisi della varianza  (std): 
   

      

Fonte GDL 
Somma dei 

quadrati 
Media dei 
quadrati F Pr > F 

Modello 14 0,802 0,057 6035,421 < 0,0001 

Errore 33 0,000 0,000 
  Totale 

corretto 47 0,803       

 
Normalised coefficient (std): 

  Fonte Valore Errore standard T Pr > |t| 

Room service 0,185 0,005 37,943 < 0,0001 

Bell staff service 0,225 0,007 30,362 < 0,0001 

Housekeeping services  0,082 0,005 16,525 < 0,0001 

Graphic standards 0,068 0,005 14,816 < 0,0001 

Staff suits and appearance 0,085 0,004 22,186 < 0,0001 

Reservation call 0,112 0,004 26,516 < 0,0001 

At Your Service Activities  0,130 0,006 21,391 < 0,0001 

Restaurant reception & menu 0,139 0,005 27,617 < 0,0001 

Concierge services 0,192 0,007 26,305 < 0,0001 

Wellness center & Spa service 0,208 0,005 43,065 < 0,0001 

Event planning and organization 0,114 0,006 20,498 < 0,0001 

Maintenance Service 0,085 0,006 15,443 < 0,0001 

Check-in / Check-out procedures 0,021 0,004 4,612 < 0,0001 

Marketing activities 0,116 0,004 28,155 < 0,0001 

Table 19 Linear regression with customisation as dependent variable 

 

The analysis of variance is important because it says that the model is significant in 

explaining the phenomenon at 95% confidence level and the table of coefficients is saying 

that all the activities are significant, which is quite obvious since standardisation was 

calculated based on those activities, but it also shows the relative influence of the 

explanatory variables on the dependent variable, and their significance. The major values 

are found in bell staff service, concierge service, wellness activities. This means that these 

three activities are the major influencers on the different levels of standardisation 

between hotels and thus on the different level of performance in the hotels and it is 

indeed not surprising: these are the activities that sign the category of an hotel and 

consequently their performances and it is obvious that their presence in the hotel make 

the difference.  
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Analysing the average values of level of standardisation per each activity divided by 

selected and premium brands, it is possible to observe that major differences are found in 

those activities that are not present in all hotels and these mainly explains the differences 

in means.   

Activities Room 
service 

Bell staff 
service 

Housekeeping 
services 

Graphic 
standards 

Staff suits 
and 
appearance  

Reservation 
call 

At Your 
Service 
Activities  

average 0,72 0,52 0,94 0,89 0,88 0,86 0,85 

premium 0,91 0,81 0,99 0,95 0,91 0,94 0,86 

selected 0,58 0,25 0,89 0,82 0,88 0,80 0,85 

 

Table 20. Percentage of standardisation of each activity 

It is possible to conclude that performances are highly influenced by the presence of 

additional activities and outlets. In fact, leaving out these particular activities, hotels 

within the same company adopt almost the same level of standardisation which is 

established by the parent company. Standardisation of common activities is decided from 

above management with rules and standards applied at the same level and monitored by 

periodical auditing.  

With reference to customisation, the coefficients show that the most influencer activities 

are bell staff service and concierge,  the same activities of standardisation, plus marketing 

activities. These are the activities that mainly explain the differences on the levels of 

customisation between hotels.  

Marketing activities are conducted with different levels in every hotels. Five star hotels 

are now implementing a massive use of social networks to create awareness about the 

hotel, recently, TV programs such as Hell’s Kitchen offers for the winner chef of the show 

a job in a 5 star hotel. Those who tailor these activities have better chances to 

differentiate from the others. 

Here below the table of the coefficients for customisation: 

Activities Restaurant 
reception 
& menu 

Concierge 
services 

Wellness 
center & 
Spa 
service 

Event 
planning 
and 
organization 

Maintenance 
Service  

Check-in / 
Check-out 
procedures 

Marketing 
activities 

average 0,81 0,53 0,29 0,81 0,89 0,98 0,80 

premium 0,90 0,83 0,50 0,97 0,90 0,99 0,87 

selected 0,74 0,26 0,11 0,66 0,87 0,96 0,73 
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Normalised coefficients (cust): 
  

     Fonte Valore Errore standard t Pr > |t| 

Room service 0,103 0,004 23,556 < 0,0001 

Bell staff service 0,151 0,006 25,680 < 0,0001 

Housekeeping services (cleaning, laundry..) 0,085 0,004 19,400 < 0,0001 

Graphic standards 0,104 0,005 20,738 < 0,0001 

Staff suits and appearance 0,129 0,004 29,497 < 0,0001 

Reservation call 0,114 0,005 25,062 < 0,0001 

At Your Service Activities 0,096 0,005 20,672 < 0,0001 

Restaurant reception & menu 0,107 0,004 26,768 < 0,0001 

Concierge services 0,157 0,007 21,906 < 0,0001 

Wellness center & Spa service 0,116 0,004 29,041 < 0,0001 

Event planning and organization 0,103 0,005 20,222 < 0,0001 

Maintenance Service 0,084 0,005 17,568 < 0,0001 

Check-in / Check-out procedures 0,063 0,005 13,390 < 0,0001 

Marketing activities 0,130 0,006 21,452 < 0,0001 

Table 21 Linear regression with customisation as dependent variable 

 

For sake of truth, the author wants to highlight that linear regression does not work 

really well when dealing with dependent variable expressed in percentage. The problem 

arises because the model can predict value below 0 and above 1 and the relation is not 

actually linear, because the curve is a flattened S-linear in the middle, which is good, but 

flattered on the end, which is bad. It is not recommended to use linear regression when 

values are close to 0 or 1. The ideal case is to have data that falls between 0.2 and 0.8 (or 

better 0.3 and 0.7). The analysis on standardisation depicted a situation with many values 

that falls at the high end of the curve. The results could have been biased by this kind of 

structure. On the other hand, data from the customisation levels falls perfectly in the 

middle and gave the same results of standardisation, showing that it makes sense to 

consider them not biased by the structure of the data. 

In the above table it is possible to see something different. 

 
 

Room 
service 

Bell 
staff 
service 

Housekeeping 
services  

Graphic 
standards 

Staff suits 
and 
appearance  

Reservation 
call 

At Your 
Service 
Activities 

average  0,54 0,42 0,64 0,22 0,30 0,36 0,45 

selected 0,41 0,17 0,56 0,10 0,14 0,23 0,35 

premium 0,68 0,69 0,73 0,34 0,46 0,50 0,55 
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 Restaurant 
reception 
& menu 

Concierge 
services 

Wellness 
center & 
Spa 
service 

Event 
planning 
and 
organization 

Maintenance 
Service  

Check-in / 
Check-out 
procedures 

Marketing 
activities 

average  0,60 0,43 0,21 0,66 0,43 0,51 0,43 

selected 0,49 0,16 0,08 0,56 0,39 0,50 0,22 

premium 0,71 0,71 0,36 0,76 0,47 0,50 0,65 

Table 22. Percentage of standardisation of each activity 

 

Customisation is not decided from above. That’s why the situation is different from 

standardisation and there are consistent differences between almost all the categories. 

Each hotel implements its own customisation strategy according to management 

thoughts, budgetary constraints, type of hotel, guest, and location. Although the 

customisation level of premium branded hotels is higher than selected brands, there are 

substantial differences between all the activities. 

The highest customisation levels on average are reached in event planning and 

organisation, housekeeping services, restaurant and reception, room service and check-

in/ check-out operations.  

The author thinks that event planning and organisation is highly influenced by 

customisation because it depends on the kind of person who is dealing with the event. 

Usually every event has one contact person in the hotel and this person has to create a 

relationship with the client, which is influenced by his/her personality. Every corporate 

event, wedding or meeting is naturally customized because it is every time different, 

depending on the request of the client and this requires different approach. 

Housekeeping services follow strict sanitary and cleaning rules but the personalized 

touch is essential: being able to meet customer’s need in terms of timing and offering a 

customised service such as washing and ironing or cleaning. It is one of the most 

fundamental activity in every hotel because it is strictly related to guest satisfaction. 

Restaurant reception and room service need to take into consideration different timings, 

wants and also dietary allergies. Check-in is the business card of the hotel: a customised 

check-in is critical to create empathy with the guest and ensure his satisfaction from the 

very beginning.  
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With reference to customisation, it is possible to conclude that successful hotels 

customise activities that have a direct contact with guest and that allows the hotel to 

create empathy with them to assure future returns and higher revenues. 

The authors believes that, being standardisation fixed by the parent company, the only 

possibility to improve performances are either to implement those activities that are not 

present in the hotel or to leverage on the customisation of event planning and 

organisation, housekeeping services, restaurant and reception, room service and check-

in/ check-out operations , without forgetting that standardisation has a greater effect on 

performances and thus, it would be preferable to implement such missing activities. A 

third solution is to improve digitalisation on the hotel activities.  

5.7.3  Hypothesis #4 

Digitalisation affects performances together with standardisation and customisation. 

One of the significant change in the recent years has been the demand for digitalisation of 

hotel experience. 

A part of the questionnaire aimed to assess the level of digitalisation reached by the 

hotels, using the same pull of activities which enables us to detect the level of 

customisation and standardisation, with the exclusion of graphic standards and staff 

appearance that cannot be digitalised by structure. 

The same methodology to assess the level of standardisation and customisation has been 

used to identify the level of digitalisation, asking to the general manager to rank from 1 to 

7 how much they think digitalisation of those activities will help them to reach higher 

performances and for each activity to mark 1 whether it is not possible even to partially 

digitalized, 2 if it is possible but they didn’t, 3 if they did.  

The level of digitalisation aims to show how one the most important player in the hotel 

industry is responding to the demand for IT technologies in the hotel.  

The percentage results have been transformed into levels according to the below table: 
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Digitalisation level’s categories 

LOW 0-30 

MEDIUM 30-50 

HIGH 50-100 

 

Table 23. Digitalisation level’s categories 

 

The author grouped digitalisation as per above according to the results. The results 

confirm that digitalisation is a recent phenomenon and it is not well applied by the hotels, 

with the majority of them falling between 30% and 50% of digitalisation which has been 

defined as the medium category.  

 

Category Frequency % 

H 8 16,667 
L 11 22,917 
M 29 60,417 

 

Table 24 Frequency of digitalisation 

 

MANOVA has also been applied with the additional independent variable and the results 

shows that the inclusion of digitalisation is significant and the lambda coefficients show 

that it has a greater effect on performances compare to standardisation and 

customisation.  

Test di Wilks (approssimazione di Rao): 

      DIG STD CUST 
Lambda 0,204 0,227 0,488 
F (Valori osservati) 8,989 8,123 3,195 
GDL1 10 10 10 
GDL2 74 74 74 
F (Valore critico) 1,961 1,961 1,961 
p-value < 0,0001 < 0,0001 0,002 
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Table 25. MANOVA with Digitalisation, standardisation and customisation 

 

The author also asked to General Managers to indicate which techniques has been 

adopted to implement digitalisation and she found out that most hotels have remote 

guest check-in for peak hours (kioks or touchscreens), mobile app to show deals of the 

outlets of the hotel or to discover the place, free Wi-fi, mobile alerts to staff members via 

dedicated devices, mobile app to show deals of the outlets of the hotel or to discover the 

place.  

Those who have implemented digital technologies the most have also indicated in-room 

technologies controlled via smart-phone or other devices gateway (such as alarm clock, 

tv control, keyless entry, temperature control, lighting system), online bill review and 

distribution to ease expense reporting, customized trip planning portals for large 

corporate clients, break down the guest lifecycle at every stage to provide the best 

options based on data input and analysis of past preferences., use analytics targeting 

engines and algorithms to suggest options to guests., online portals for customer to 

organise corporate or social events. 

The top digitalized activities on average in the investigated international chain are check-

in and check-out operations, marketing activities, reservation calls and event planning.  

 Room service Bell 
staff 
service 

Housekeeping 
services   

Reservation 
call 

At your 
Service 

Restaurant 
reception & 
menu 

average 0,44 0,26 0,32 0,54 0,39 0,42 

selected 0,36 0,21 0,19 0,38 0,28 0,34 

premium 0,53 0,30 0,47 0,71 0,51 0,51 

 

 Wellness 
center or Spa 
services 

Event 
planning & 
organization 

Maintenance 
services 

Check-in / 
Check-out 
procedure 

Marketing 
activities 

Concierge 
services 

average 0,26 0,51 0,38 0,76 0,64 0,39 

selected 0,23 0,49 0,29 0,79 0,47 0,26 

premium 0,29 0,54 0,48 0,73 0,83 0,53 

 

Table 25. Percentage of digitalisation of each activity 
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Having assessed the important contribution of digitalisation thanks to the MANOVA 

analysis, the author indicates it as a solution to boost performance. Its effect, combined 

with the improvement of customisation on certain activities and the introduction of extra 

activities to be standardised, are the elements to improve performances in hotel.  
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6 Conclusions 

6.1 Conclusions  

This chapter aims to sum up the results of the empirical research.  

The reader should recall the vertical model proposed by the author. In this vertical model, 

standardisation is the base to guest satisfaction, consistency in financial results and order 

and customisation leads to loyalty, retention and superior performances. Each of them 

works on three levels, low, medium or high. The perfect combination of the levels leads to 

success. Digitalisation is an additional element in the model that affects overall 

performances with its presence in both standardisation and customisation. 

First of all, the author empirically proved the existence of a relationship between 

standardisation and customisation in hotels. Thanks to the general managers responses 

to her questionnaires, she was able to detect the levels of standardisation and 

customisation in each investigated hotel and through the use of statistical tools she 

showed that standardisation and customisation are not independent from one another in 

the big international hotel chain under scrutiny.  

Consequently, she tested whether this relationship changed if the hotel category changed, 

and she found out that the higher the brand category, the higher are both the level of 

standardisation and customisation.  

The main concern for the author was to link standardisation and customisation to 

performances. She proved the effect of these two forces on the overall hotels 

performances thank to the MANOVA analysis. The methodology resulted in a consistent 

and significant model in which standardisation and customisation are two independent 

variables that significantly affects the financial performances of hotels and the guests 

satisfaction. In particular, she found out that standardisation has a greater affect on 

performances compared to customisation. This enabled the author to continue her 

research on the best possible mix of the levels. Looking on the single performance 

indicators, she discovered that the higher values are found on average with a high level of 

standardisation and a medium level of customisation.  
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She also investigated on the contribution of each activity to performances. According to 

her findings, the activities that explains the differences in levels of standardisation 

between hotels are the extra activities that are not present in every hotel such as bell staff 

service, concierge service, wellness activities. She tried to leave out these kind of 

activities and she found out that all the common activities have almost the same level of 

standardisation. In fact, hotels within the same company adopt almost the same level of 

standardisation which is established by the parent company. With reference to 

customisation, the differences in the levels are also explained by the same activities that 

explained the differences of the standardisation levels but in contrast with the situation 

of standardisation, there are substantial differences between activities. The highest 

customisation levels on average are reached in event planning and organisation, 

housekeeping services, restaurant and reception, room service and check-in/ check-out 

operations, all types of activities that have a direct contact with guest and that allows the 

hotel to create empathy with them to assure future returns and higher revenues and  

As a conclusion the author suggests three possibilities. Being standardisation fixed by the 

parent company, the only possibility to improve performances are either to implement 

those activities that are not present in the hotel or to leverage on the customisation of 

event planning and organisation, housekeeping services, restaurant and reception, room 

service and check-in/ check-out operations , without forgetting that standardisation has a 

greater effect on performances and thus, it would be preferable to implement such 

missing activities. The third solution is to improve digitalisation in the hotel.  

Author’s findings suggested that digitalisation has a even greater effect on performance 

compared to standardisation and customisation and managers should increase massively 

its implementation. 

To sum up: she assess that there is a link between standardisation and customisation 

through the use of statistical tool that resulted in a significant relationship between the 

two variables. She then tested how the different levels of standardisation and 

customisation influence the overall performance. She found out that standardisation has 

a greater effect on performances compared to customisation. She tested what are the 

most influencing factors on these two variables in order to give guide to the management 

of the hotels about which are the activities to focus on in order to reach higher levels of 
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performances. She investigated on the role of digitalisation on the performances and 

found out that it has a stronger influence compare to customisation and standardisation 

alone. 

The author has built a general model based on the theoretical framework. The model can 

be considered an in-depth tool to be used when facing the topic of standardisation and 

customisation in hotel industry.  

She has created the her own new model and depicted a vertical relationship between the 

variables, whereas all other authors have conceived it as an horizontal one (extremes of a 

continuum) 

She introduced digitalisation as a new factor in the standardisation and customisation’s 

debate. Digitalisation has never been used before to test assumptions on the topic. It has 

been mainly considered as a mass-personalising tool to improve the guest’s journey 

according to his preferences and technology improve and even transform operations. 

Here, the author proves that it can be considered a strong influencing factor on 

performances, more powerful than standardisation and customisation alone. 

 

6.3 Limitations  

Limitations of the research concern the fact that the analysis only takes into 

consideration performance and not the whole profit and loss prospect. The major 

problem is the confidentiality of information. Hotels managers are not willing to disclose 

such an important document. On the website of the parent company it is possible to find 

the financial report but it only shows an overall pictures and the data are general. 

A deepen analysis would have included those data in order to elaborate a richer picture of 

the situation.  

The method has been tested on only one international hotel chain, and even if the sample 

can be considered significant,  the results cannot be considered universal. 

Digitalisation’s analysis can be improved. Digitalisation has not been implemented in all 

the hotels properly and the author does not have the data for a deeper analysis of hotels 
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relation with digitalisation. She stopped her analysis because with the current data she 

does not want to run the risk of bias and inconsistency in the results.  

 

6.4 Further research 

Future researches could involve the replication of the analysis of author’s work on other 

international hotel chains. The method can be tested in other companies and other 

countries. It would be interesting to find out if there are substantial differences on the 

application of  standardisation, customisation and digitalisation between international 

chains and countries.  

Additional factors can be added to the model. For example, employees’ commitment to 

the company’s values and consequently their role on performances based on their 

application of standards, engagement to offer a customised experience, and use of 

technology.  

Another line of development may consider the author’s model as applicable also to other 

sectors of analysis, such as other service providers or tourism in general.  
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8 Appendix 

 

1. RELATIVE IMPORTANCE OF STANDARDISATION 

ACCORDING TO GENERAL MANAGERS 

 

Activities standard 
deviation 

Coefficient of 
variation 

Wellness center & Spa service 0,77 2,31 

Concierge services 0,51 2,32 

Bell staff service 0,46 2,06 

Room service 0,37 1,98 

Restaurant reception & menu 0,26 1,48 

Marketing activities 0,17 1,02 

Event planning and organization 0,17 1,04 

Reservation call 0,16 1,00 

At Your Service Activities 0,15 0,98 

Maintenance Service  0,13 0,80 

Housekeeping services (cleaning, 
laundry..) 

0,12 0,78 

Staff suits and appearance  0,11 0,69 

Graphic standards 0,11 0,68 

Check-in / Check-out procedures 0,05 0,37 
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2. RELATIVE IMPORTANCE OF CUSTOMISATION ACCORDING 

TO GENERAL MANAGERS 

Activities standard 
deviation 

Coefficient of 
variation 

Wellness center & Spa service 2,343905 0,874314 

Concierge services 2,344838 0,730859 

Reservation call 2,282082 0,648165 

Graphic standards 2,503331 0,577692 

Staff suits and appearance  2,387758 0,520965 

Bell staff service 2,188591 0,509963 

Marketing activities 2,148966 0,422747 

Maintenance Service  1,69507 0,336212 

At Your Service Activities 1,605113 0,326464 

Restaurant reception & menu 1,668749 0,29888 

Room service 1,488235 0,280138 

Event planning and organization 1,249826 0,207584 

Check-in / Check-out procedures 1,075089 0,187652 

Housekeeping services  0,901147 0,14182 
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3.  CROSS TABULATION ANALYSIS  

HOTEL STD CUST 

HOTEL 1 L L 

HOTEL 2 M L 

HOTEL 3 L L 

HOTEL 4 M M 

HOTEL 5 M L 

HOTEL 6 L L 

HOTEL 7 L L 

 HOTEL 8 L L 

HOTEL 9 M L 

HOTEL 10 M L 

HOTEL 11 L L 

HOTEL 12 M L 

HOTEL 13 L L 

HOTEL 14 M L 

HOTEL 15 L M 

HOTEL 16 M M 

HOTEL 17 H H 

HOTEL 18 H M 

HOTEL 19 H H 

HOTEL 20 M M 

HOTEL 21 H H 

HOTEL 22 H M 

HOTEL 23 H M 

HOTEL 24 H H 

HOTEL 25 L L 

HOTEL 26 L M 

HOTEL 27 M L 

HOTEL 28 L L 

HOTEL 29 L L 

HOTEL 30 L L 

HOTEL 31 L L 

HOTEL 32 L L 

HOTEL 33 L L 

HOTEL 34 H M 

HOTEL 35 H M 

HOTEL 36 H H 

HOTEL 37 M M 

HOTEL 38 H H 

HOTEL 39 L M 

HOTEL 40 M M 

HOTEL 41 H L 

HOTEL 42 L M 

HOTEL 43 M H 

HOTEL 44 H H 

HOTEL 45 M H 

HOTEL 46 H H 

HOTEL 47 M H 

HOTEL 48 H H 
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4. MANOVA WITH STANDARDISATION AND CUSTOMISATION 

XLSTAT 2017.01.40777  - MANOVA generale - oft Excel 12.06749 
   Y / Variabili dipendenti: ADR, REVPAR, OCCUPANCY, BOOKING.COM RANKING,  

TRIPADVISOR EVALUATION 

X / Variabili esplicative: LEVEL OF CUSTOMISATION, LEVEL OF STANDARDISATION 
 
Livello di 
significatività 
(%): 5 
 
 

        Statistiche descrittive: 
       

         

Variabile Osservazioni 

Oss. con 
dati 

mancanti 

Oss. senza 
dati 

mancanti Minimo Massimo Media 
Deviazione 

std. 
 ADR 2015 € 48 0 48 57,490 345,000 127,735 65,986 
 RevPar 2015 48 0 48 35,310 276,000 97,820 57,561 
 Occupancy 

rate 2015 48 0 48 0,570 0,850 0,737 0,078 
 booking 48 0 48 7,500 9,400 8,435 0,441 
 tripadv 48 0 48 0,151 77,778 22,714 15,931 
 

         

         Variabile Modalità Frequenze % 
     STD H 15 31,250 
     

 
L 18 37,500 

       M 15 31,250 
     

         

         Variabile Modalità Frequenze % 
     CUST H 12 25,000 
     

 
L 22 45,833 

       M 14 29,167 
     

         

         Matrice SSCP totale: 
       

         

  ADR 2015 € RevPar 2015 
Occupancy rate 

2015 booking tripadv 
   

ADR 2015 € 204646,607 177600,782 164,988 555,789 
-

16852,431 
   

RevPar 2015 177600,782 155724,031 156,356 505,154 
-

14781,823 
   Occupancy  164,988 156,356 0,288 0,715 -16,548 
   booking 555,789 505,154 0,715 9,130 -128,410 
   

tripadv -16852,431 -14781,823 -16,548 
-

128,410 11928,648 
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         Matrice di errore: 
       

         

  ADR 2015 € RevPar 2015 
Occupancy rate 

2015 booking tripadv 
   ADR 2015 € 63727,808 56128,170 58,353 -19,683 1311,612 
   RevPar 2015 56128,170 50728,088 61,858 2,272 1041,821 
   Occupancy 

rate 2015 58,353 61,858 0,178 0,197 -1,670 
   booking -19,683 2,272 0,197 6,089 -46,532 
   tripadv 1311,612 1041,821 -1,670 -46,532 8608,408 
   

         

         Matrice SSCP per ogni fattore: 
      

         STD: 
        

         

  ADR 2015 € RevPar 2015 
Occupancy rate 

2015 booking tripadv 
   

ADR 2015 € 113978,608 97424,200 77,833 510,954 
-

17550,612 
   

RevPar 2015 97424,200 83274,994 66,519 436,752 
-

15009,031 
   Occupancy 

rate 2015 77,833 66,519 0,053 0,349 -11,900 
   booking 510,954 436,752 0,349 2,291 -78,772 
   tripadv -17550,612 -15009,031 -11,900 -78,772 2771,245 
    

CUST: 
        

         

  ADR 2015 € RevPar 2015 
Occupancy rate 

2015 booking tripadv 
   ADR 2015 € 11942,900 11280,747 13,831 49,361 -322,556 
   RevPar 2015 11280,747 10838,109 15,080 52,546 -544,412 
   Occupancy 

rate 2015 13,831 15,080 0,038 0,122 -3,018 
   booking 49,361 52,546 0,122 0,396 -9,100 
   tripadv -322,556 -544,412 -3,018 -9,100 323,119 
    

Test di Wilks (approssimazione di Rao): 
     

           STD CUST 
      Lambda 0,268 0,648 
      F (Valori 

osservati) 7,263 1,887 
      GDL1 10 10 
      GDL2 78 78 
      F (Valore 

critico) 1,954 1,954 
      p-value < 0,0001 0,049 
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H0: La variabile o l'interazione della colonna corrispondente non ha alcun effetto 
 significativo sulle variabili dipendenti. 
Ha: La variabile o l'interazione della colonna corrispondente ha un effetto significativo  
sulle variabili dipendenti. 
STD: Considerando che il p-value calcolato è inferiore al livello di significazione alfa=0,05, 
 si dovrebbe rifiutare l'ipotesi nulla H0 e accettare l'ipotesi alternativa Ha. 

Il rischio di rifiutare l'ipotesi nulla H0 mentre è vera è inferiore a 0,01%. 
   CUST: Considerando che il p-value calcolato è inferiore al livello di significazione alfa=0,05, 

si dovrebbe rifiutare l'ipotesi nulla H0 e accettare l'ipotesi alternativa Ha.. 

Il rischio di rifiutare l'ipotesi nulla H0 mentre è vera è inferiore a 0,05%. 
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5. MANOVA WITH STANDARDISATION, CUSTOMISATION and 

DIGITALISATION 

XLSTAT 2017.01.40777  - MANOVA generale / Microsoft Excel 12.06749 
Y / Variabili dipendenti: ADR, REVPAR, OCCUPANCY, BOOKING.COM RANKING,  
TRIPADVISOR EVALUATION 
X / Variabili esplicative: LEVEL OF CUSTOMISATION, LEVEL OF STANDARDISATION, LEVEL OF 
DIGITALISATION 
 
Livello di 
significatività 
(%): 5 
 

      

       Statistiche descrittive: 
     

       

Variabile Osservazioni 
Oss. con dati 

mancanti 
Oss. senza dati 

mancanti Minimo Massimo Media 

ADR 2015 € 48 0 48 57,490 345,000 127,735 

RevPar 2015 48 0 48 35,310 276,000 97,820 
Occupancy rate 
2015 48 0 48 0,570 0,850 0,737 

booking 48 0 48 7,500 9,400 8,435 

tripadv 48 0 48 0,151 77,778 22,714 

       

       Variabile Modalità Frequenze % 
   DIG H 8 16,667 
   

 
L 11 22,917 

     M 29 60,417 
   

       

       Variabile Modalità Frequenze % 
   STD H 15 31,250 
   

 
L 18 37,500 

     M 15 31,250 
   

       

       Variabile Modalità Frequenze % 
   CUST H 12 25,000 
   

 
L 22 45,833 

     M 14 29,167 
   Matrice SSCP totale: 

     

         ADR 2015 € RevPar 2015 Occupancy rate 2015 booking tripadv 
 

ADR 2015 € 204646,607 177600,782 164,988 555,789 
-

16852,431 
 

RevPar 2015 177600,782 155724,031 156,356 505,154 
-

14781,823 
 Occupancy rate 

2015 164,988 156,356 0,288 0,715 -16,548 
 booking 555,789 505,154 0,715 9,130 -128,410 
 tripadv -16852,431 -14781,823 -16,548 - 11928,648 
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128,410 

Matrice di errore: 
     

         ADR 2015 € RevPar 2015 Occupancy rate 2015 booking tripadv 
 

ADR 2015 € 43040,489 37622,034 39,752 
-

129,591 978,871 
 RevPar 2015 37622,034 33552,602 41,460 -99,573 411,675 
 Occupancy rate 

2015 39,752 41,460 0,126 0,052 -5,001 
 booking -129,591 -99,573 0,052 4,597 -47,814 
 tripadv 978,871 411,675 -5,001 -47,814 7510,517 
 

       

       Matrice SSCP per ogni fattore: 
    

       DIG: 
      

         ADR 2015 € RevPar 2015 Occupancy rate 2015 booking tripadv 
 ADR 2015 € 40173,611 35801,158 39,427 307,814 -3136,383 
 RevPar 2015 35801,158 32022,902 35,425 271,577 -2572,463 
 Occupancy rate 

2015 39,427 35,425 0,039 0,295 -2,534 
 booking 307,814 271,577 0,295 2,422 -29,177 
 tripadv -3136,383 -2572,463 -2,534 -29,177 663,553 
 

       

       STD: 
      

         ADR 2015 € RevPar 2015 Occupancy rate 2015 booking tripadv 
 

ADR 2015 € 77316,384 64910,409 44,119 263,258 
-

14352,549 
 

RevPar 2015 64910,409 54496,811 37,031 221,085 
-

12059,398 
 Occupancy rate 

2015 44,119 37,031 0,025 0,150 -8,141 
 booking 263,258 221,085 0,150 0,899 -49,254 
 tripadv -14352,549 -12059,398 -8,141 -49,254 2719,454 
 

       

       CUST: 
      

         ADR 2015 € RevPar 2015 Occupancy rate 2015 booking tripadv 
 ADR 2015 € 10229,500 9447,264 9,278 25,527 -138,003 
 RevPar 2015 9447,264 8983,893 11,032 26,644 -388,354 
 Occupancy rate 

2015 9,278 11,032 0,032 0,052 -2,606 
 booking 25,527 26,644 0,052 0,100 -3,435 
 tripadv -138,003 -388,354 -2,606 -3,435 264,635 
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       Test di Wilks (approssimazione di Rao): 
   

         DIG STD CUST 
   Lambda 0,204 0,227 0,488 
   F (Valori osservati) 8,989 8,123 3,195 
   GDL1 10 10 10 
   GDL2 74 74 74 
   F (Valore critico) 1,961 1,961 1,961 
   p-value < 0,0001 < 0,0001 0,002 
   

       

       H0: La variabile o l'interazione della colonna corrispondente non ha alcun effetto significativo sulle variabili 
dipendenti. 

Ha: La variabile o l'interazione della colonna corrispondente ha un effetto significativo sulle variabili dipendenti. 
DIG: Considerando che il p-value calcolato è inferiore al livello di significazione alfa=0,05, si dovrebbe rifiutare 
l'ipotesi nulla H0 e accettare l'ipotesi alternativa Ha. 

Il rischio di rifiutare l'ipotesi nulla H0 mentre è vera è inferiore a 0,01%. 
 STD: Considerando che il p-value calcolato è inferiore al livello di significazione alfa=0,05, si dovrebbe rifiutare 

l'ipotesi nulla H0 e accettare l'ipotesi alternativa Ha. 

Il rischio di rifiutare l'ipotesi nulla H0 mentre è vera è inferiore a 0,01%. 
 CUST: Considerando che il p-value calcolato è inferiore al livello di significazione alfa=0,05, si dovrebbe rifiutare 

l'ipotesi nulla H0 e accettare l'ipotesi alternativa Ha. 

Il rischio di rifiutare l'ipotesi nulla H0 mentre è vera è inferiore a 0,19%. 
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6. SURVEY 



19/2/2017 Standardization, customization and digitalisation in big hotel companies

https://docs.google.com/forms/d/1rNvmJf9Qv7qAcOpN0pSiF1y7ur9FyinHyyoYI7qqe8/edit 1/14

Standardization, customization and digitalisation in
big hotel companies
Dear Marriott Leaders,  
I’m Serena Guagno, a student of the Ca’ Foscari University of Venice but more than that, this 
summer I have been part of the Marriott Family as an associate in the Sales & Marketing 
department at the JW Marriott Venice Resort & Spa. 
I am writing you because I need the help of our Marriott Family in order to complete my Master 
Thesis. I am conducting a research on a very important topic for international hotel companies: 
standardisation, customisation and digitalisation choices in the internationalization of the big hotel 
chains. 

I am taking into consideration Marriott Hotels in Europe and I would really appreciate your help in 
collecting the data for the statistical analysis.  
This is a simple questionnaire that I promise it will only take you 6 minutes. 
All the information are confidential and it will be my personal care not to share a single data with 
anyone. I will only use aggregated data and indexes. I will share with you the results of my research 
which aims to be a persuasive tool for managers for the simultaneous application of standardisation, 
customisation and digitalisation principles. 

 I truly appreciate your help; every single filled survey has a great importance for the validation of 
the research. Thank you for your support.  
Sincerely,  
Serena Guagno 

1. Indirizzo email *

General Questions about your Hotel
This section aims to gather general information about your hotel. Please answer to the questions 
below.

2. Year of Opening

3. Total number of Rooms

4. Is your hotel seasonal?
Contrassegna solo un ovale.

 No

 Yes

5. Are you a managed or franchised hotel?
Contrassegna solo un ovale.

 Managed

 Franchised
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6. Which Marriott brands do you belong to?
Contrassegna solo un ovale.

 AC by Marriott

 Courtyard

 Edition

 JW Marriott

 Ritz Carlton

 Moxy

 Renaissance

 Autograph Collection

 Marriott

 Altro: 

Performance indicators
This section aims to collect performance data about your hotel, in order to compare them with your 
level of standardisation and customisation.  Please indicate an average value, I will aggregate the 
data and use indexes. No single data will be shared. 

7. Number of Stars of your Hotel
Contrassegna solo un ovale.

 3

 4

 5

 Altro: 

8. RevPar 2015 €

9. Occupancy rate 2015 %

10. ADR 2015 €

11. Loyal guest 2015 %

12. TripAdvisor ranking at the moment of the
survey #

13. % Foreign Guests 2015

Standardisation in your Hotel
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This section will provide me with the data in order to assess your level of standardisation. 
Please score the importance of the standardisation of the following activities/features in running your 
hotel. 1 means that they are not important at all, 7 means that the standardization (time of execution, 
procedures, routines and rules) of these activities is essential in operating your hotel.  
Please also indicate 1 if the activity doesn't exist in your hotel, 2 if there are agreed oral standards 
for the activities or 3 if the stardards are written. 

14. Room service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

15. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

16. Bell staff service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

17. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

18. Housekeeping services (cleaning, laundry..)
Contrassegna solo un ovale.

1 2 3 4 5 6 7

19. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

20. Graphic standards
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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21. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

22. Staff suits and appearance
Contrassegna solo un ovale.

1 2 3 4 5 6 7

23. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

24. Reservation call
Contrassegna solo un ovale.

1 2 3 4 5 6 7

25. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

26. At Your Service Activities (wake up calls, requests related to placing or receiving calls,
information to guests about property amenities, and local areas of interest, etc.)
Contrassegna solo un ovale.

1 2 3 4 5 6 7

27. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

28. Restaurant reception & menu
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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29. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

30. Concierge services
Contrassegna solo un ovale.

1 2 3 4 5 6 7

31. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

32. Wellness center & Spa service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

33. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

34. Event planning and organization
Contrassegna solo un ovale.

1 2 3 4 5 6 7

35. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

36. Maintenance Service
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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37. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

38. Checkin / Checkout procedures
Contrassegna solo un ovale.

1 2 3 4 5 6 7

39. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

40. Marketing activities
Contrassegna solo un ovale.

1 2 3 4 5 6 7

41. Contrassegna solo un ovale.

 activity doesn't exist in your hotel

 there are agreed oral standards for the activity

 there are agreed written standards for the activity

Customisation in your Hotel
This section will provide me with the data in order to assess your level of customisation.  
Please score from 1 to 7 how much do you think that the customisation (personalisation of 
experience, particular attention to the guest, changes to need customer needs) of the following 
activities will help your hotel in reaching better performances. I.e. 1 means that they have no 
importance at all, 7 means that the customisation/personalisation of the activities have a strong and 
positive impact on the performance.   
 
Please also indicate : 1 if the activities does not change at all in case of different request from the 
customer (not willing/not possible to change) or if the activity does not exist, 2 if it's possible to adapt 
the service on request, 3 if the service can be entirely changed based on customer’s need or  if it's 
considered on the best interest of the client.

42. Room service
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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43. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

44. Bell staff service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

45. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

46. Housekeeping services (cleaning, laundry..)
Contrassegna solo un ovale.

1 2 3 4 5 6 7

47. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

48. Graphic standards
Contrassegna solo un ovale.

1 2 3 4 5 6 7

49. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

50. Staff suits and appearance
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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51. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

52. Reservation call
Contrassegna solo un ovale.

1 2 3 4 5 6 7

53. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

54. At Your Service Activities
Contrassegna solo un ovale.

1 2 3 4 5 6 7

55. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

56. Restaurant reception & menu
Contrassegna solo un ovale.

1 2 3 4 5 6 7

57. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

58. Concierge services
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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59. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

60. Wellness center & Spa service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

61. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

62. Event planning and organization
Contrassegna solo un ovale.

1 2 3 4 5 6 7

63. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

64. Maintenance Service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

65. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

66. Checkin / Checkout procedures
Contrassegna solo un ovale.

1 2 3 4 5 6 7
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67. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

68. Marketing activities
Contrassegna solo un ovale.

1 2 3 4 5 6 7

69. Contrassegna solo un ovale.

 the activities does not change at all

 it's possible to adapt the service on request

 the service can be entirely changed on request

Digitalisation in your Hotel
Hotels will increasingly need to provide guests with so much more than a traditional room stay. 
Hotels must mix digital basics and digital cutting edge for such unique and unified guest experiences. 
The quality and availability of digital onproperty options can make or break future bookings.  
Digitalisation is the integration of digital technologies into everyday life. 
 
 

70. Please mark all the digital experiences that can be found in your hotel
Seleziona tutte le voci applicabili.

 Remote guest checkin for peak hours (kioks or touchscreens)

 Mobile alerts to staff members via dedicated devices

 Mobile app to show deals of the outlets of the hotel or to discover the place

 In room technologies controlled via smartphone or other devices gateway (alarm clock, tv
control, keyless entry, temperature control, lighting system)

 Free WiFi

 WiFi on charge

 Online bill review and distribution to ease expense reporting

 Customized trip planning portals for large corporate clients

 Break down the guest lifecycle at every stage to provide the best options based on data
input and analysis of past preferences.

 Use analytics targeting engines and algorithms to suggest options to guests.

 Online portals for customer to organise corporate or social events

 Altro: 

Please rank from 1 to 7 how much do you think digitalisation of these activities (=integration of digital 
technologies) will help your hotel to reach higher performances and for each activity please also mark 
1 whether it is not possible even to partially digitalized the activity in your hotel 2 if it is feasible but 
you didn’t, 3 if you digitalised it.  
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71. Room service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

72. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

73. Bell staff service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

74. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

75. Housekeeping services (cleaning, laundry)
Contrassegna solo un ovale.

1 2 3 4 5 6 7

76. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

77. Reservation call
Contrassegna solo un ovale.

1 2 3 4 5 6 7

78. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it
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79. At your Service
Contrassegna solo un ovale.

1 2 3 4 5 6 7

80. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

81. Restaurant reception & menu
Contrassegna solo un ovale.

1 2 3 4 5 6 7

82. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

83. Wellness center or Spa services
Contrassegna solo un ovale.

1 2 3 4 5 6 7

84. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

85. Event planning & organization
Contrassegna solo un ovale.

1 2 3 4 5 6 7

86. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it
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87. Maintenance services
Contrassegna solo un ovale.

1 2 3 4 5 6 7

88. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

89. Checkin / Checkout procedure
Contrassegna solo un ovale.

1 2 3 4 5 6 7

90. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

91. Marketing activities
Contrassegna solo un ovale.

1 2 3 4 5 6 7

92. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

93. Concierge services
Contrassegna solo un ovale.

1 2 3 4 5 6 7

94. Contrassegna solo un ovale.

 it is not possibile to digitalize it

 it's feasible but we didn't digitalize it

 we (partially) digitalize it

Una copia delle risposte verrà inviata via email all'indirizzo fornito
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