
 

Dos Algarves: A Multidisciplinary e-Journal, 34 – 2019.  
ISBN 2182-5580 © ESGHT - University of the Algarve, Portugal. 

 

To cite this article: Prodanova, J., San-Martín, S. & Jimenez, N. (2019).  Theoretically encompassing B2C relationships in 

the hospitality industry. Dos Algarves: A Multidisciplinary e-Journal, 34, 60-80. doi: 10.18089/DAMeJ.2019.34.4 

 

     

Theoretically encompassing B2C relationships in the hospitality industry 

 

Abrangência teórica dos relacionamentos B2C na indústria da hospitalidade 
 
 

Jana Prodanova 

Universidad de Burgos, España 

jprodanova@ubu.es 

 

Sonia San-Martín 

Universidad de Burgos, España 

 sanmargu@ubu.es 

 

Nadia Jimenez 

Universidad de Burgos, España 

 nhjimenez@ubu.es 

 

Abstract 

Having witnessed the technological revolution that has taken place in the hospitality industry, the aim of 

this study is to encompass theoretical approaches used in customer behaviour research and to provide a 

comprehensive understanding of crucial aspects necessary for enhancing business-to-consumer (B2C) 

relationships. A special emphasis was placed on technology-related and personality-related approaches, 

highlighting their importance in traveller decision making, as well as on Signalling theory, offering an 

underpinning for companies to improve their services. It is expected that this study will offer the basis for 

a more exhaustive and multidisciplinary investigation, undoubtedly focusing on both customer and 

service elements. The review suggests that to maintain customers, a major focus should be put on signals, 

technology and personality-related issues at the beginning of the relationship. 

Keywords: Literature review; hospitality; B2C; ICT; personality; signalling theory. 

 

Resumo 

Tendo em consideração a revolução tecnológica na hospitalidade, o objetivo deste estudo é incluir as 

abordagens teóricas utilizadas na pesquisa de comportamento do cliente, e fornecer uma compreensão 

integral dos aspectos necessários para melhorar as relações business-to-consumer (B2C) em 

hospitalidade. Foi colocada especial atenção nas abordagens relacionadas à tecnologia e personalidade, 

para destacar a sua importância na tomada de decisões dos viajantes e na Teoria da sinalização, no 

sentido de oferecer sustentação às empresas para melhorar os seus serviços. Espera-se que este estudo 

ofereça a base necessária para uma investigação multidisciplinar, incidindo nos elementos relacionados 

com clientes e serviços. A revisão da literatura sugere que, para manter os clientes, um foco importante 

deve ser colocado em sinais, tecnologia e personalidade, no início do relacionamento. 

Palavras-chave: Revisão da literatura; hospitalidade; B2C; TIC; personalidade; Teoria da sinalização. 
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1. Introduction 

Building favourable, long-lasting relationships with customers leads to customer loyalty. This is 

clearly supported by Relationship Marketing and Customer Relationship Management, which help 

vendors to get closer to their customers through communication and information and services, 

including marketing, management and aspects of information technology (Rahimi, Köseoglu, 

Ersoy & Okumus, 2017). Researchers emphasise that, over the past decade, e-commerce and the 

internet have led to new opportunities in relationship customisation for creating and maintaining 

connections with the customer, especially in an environment such as the hospitality service 

industry, where customers face intangibility and high implication when purchasing (Zhang, Li, 

Wang & Wang, 2016). Since the setting in which companies operate is constantly changing in the 

era of information and communication technologies (ICTs), hospitality managers will need a 

detailed description of the elements perceived as valuable for a stable relationship between 

customers and companies. 

Furthermore, the body of knowledge offers abundant information regarding the adaptations 

made by companies facing real challenges in the race to achieve distinctive competitive 

advantages and by customers who have almost completely adjusted their activities to the 

potentials of smartphones and the internet (Kim, Connolly & Blum, 2014). 

Consequently, the general purpose of this study is to offer a richer description of the B2C 

relationship in the modern hospitality industry. Through a review of a variety of theoretical 

proposals from different disciplines, the specific objective is to reflect both customers’ and 

companies’ participation in the electronic provision of hospitality services.1 Given that customer 

behaviour is affected by constantly evolving new technologies and their implementation in service 

provision and that customers’ behaviour is closely related to their personalities, we outline some 

of the most frequently used technology-related and personality-related theories. The importance 

of hospitality service specifics for B2C relationships is explained through Signalling theory (ST), 

which offers the first steps that companies should take in order to communicate service quality 

and environmental characteristics to customers, enhancing their satisfaction and loyalty. The 

interrelations of these theoretical proposals are presented in Figure 1. 

 

Figure 1. Theoretical frameworks implied in studying the electronic provision of hospitality services 
 

 

                                                           
1 When denoting the electronic provision of hospitality services, we are referring to the use of internet and/or 
mobile phones (including smartphones) for any of the aspects related to the offering or consumption of the 
hospitality service provided by the company. 
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This study underlines the most relevant arguments regarding the B2C relationship and the 

factors stemming from different disciplines which influence the evolution of the relationship in the 

hospitality industry. Specifically, a literature review was made for peer-reviewed published articles 

in the field of the electronic provision of hospitality services. As Pickering and Byrne (2014) have 

suggested, well-known academic databases such as Scopus, Emerald Insight, Science Direct and 

the Web of Science were consulted and, given the continuous expansion of the new technologies’ 

application in hospitality services, the search was limited to the last five years. By mapping the 

studies published over this period (2013 to 2018), information on findings and gaps detected in 

previous research was classified in tables, according to their focus on the topic’s key spectrum 

variables. Exploration of ICT aspects with regard to this is outlined in Section 2, the personality 

features in Section 3 and the signals in Section 4. This study is summarised with a general discussion 

of the most recurrent elements indicated as enticements of the B2C relationship establishment 

and their development and maintenance in the hospitality sector. Section 5 sets out practical 

examples of ICT usage by hospitality companies followed by directions for researchers and 

practitioners from the hospitality industry to empirically confirm the outcomes of this study. 

Finally, the conclusions and proposals for future lines of research presented in Section 6. 

 

2. New technologies in hospitality-related customer behaviour 

Understanding the behaviour of customers has been a real challenge that many academics and 

practitioners from marketing, management, psychology, sociology, computer science and other 

disciplines have faced for many years. However, this challenge has become more complex as 

customer behaviour has undergone changes due to the environment in which individuals act. A 

clear example of these changes is the electronic market (online and mobile), where there is no 

physical contact between the parties. Everything is done online, beginning with the basic service 

information search and concluding with the recommendations shared after having had an 

experience with the hospitality service or the company in question. New technologies in hospitality 

have informative and presentation roles, but they also have a number of potential applications that 

go far beyond usual communication activities (Wang, Xiang, Law & Ki, 2016). In fact, companies 

use ICT interfaces to draw closer to customers and satisfy individuals’ needs, wants and 

preferences with offers created that are based on their values. Furthermore, there are several 

advantages of ICTs implementation, such as time and money saving, convenience, comfort, 

control, large amounts of information in one place, better prices and continuous contact without 

place restrictions (Lien, Wen, Huang & Wu, 2015; Ozturk, Bilgihan, Nusair & Okumus, 2016). 

Customers using smartphones specifically benefit from improvements in the personalisation, 

mobility and ubiquity of hospitality services (Kim et al., 2014). It has been recognised in the 

literature that in the same way as the internet opened the path for e-commerce, smartphones - 

that are data-ready and connected to digital communication networks - helped to build a base for 

m-commerce (Lee & Lee, 2010). Mobile contexts make a wide range of services possible, for 

example, unlimited communication anytime and at any place, including ubiquitous communication 

with the hospitality company by chats, e-mail or SMS; easy organisation through timetables, 

schedules and agendas; entertainment through social networks, games or blogs; location-based 

services such as tour guides, maps or GPS (Global Positioning System) ticketing and booking 

services of the accommodation and the destination (Park & Huang, 2017; Wang et al., 2016).  

However, there are also issues of credibility, security and privacy that may represent conflict for 

customers in particular. Vendors are therefore making an effort to detect the beneficial and critical 
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aspects of an offer that lead towards the maintenance or a breakup of the B2C relationship, while 

looking for the best way to provide customer satisfaction.  

As a result, the increasing interest in online and mobile customers over the past few years is 

obvious. For the purpose of electronic customer exploration, some of the most relevant theories 

and customer behaviour research approaches have been observed, some of which have been 

adapted from the offline context to the electronic setting, and others raised with the expansion of 

the ICTs. Indeed, customer intentions to adopt a concrete technology, to purchase within a certain 

context or to repeat the purchase and become loyal customers are all subjects of research (Lien et 

al., 2015). Thus, since customer practices are changing as a consequence of ICT implementation, 

customer behaviour remains one of the greatest focus points in research. In Table 1 the main 

theoretical approaches for researching customer behaviour in electronic contexts, with a focus on 

the hospitality industry, are presented. 

In line with the aforementioned, we should bear in mind that the provision of hospitality 

services has changed enormously as a consequence of the implementation and constant 

improvement of information and communication technologies, which have had a dynamic effect 

on customer behaviour in the hospitality industry. Since the usage of internet and mobile devices 

has had a significant impact on the general activities and lifestyle of customers, the ways services 

are delivered to them and how customers perceive electronic markets are different from those 

used in the offline setting, in the sense of accessibility, usability and versatility opportunities. 

Subsequently, significant changes have taken place in the behaviour of travellers due to the 

characteristics of the environment in which customers operate, offering a variety of benefits 

including comfort, information availability, competitive prices and time-saving benefits (Ben-Elia, 

Alexander, Hubers & Ettema, 2014).  

Nevertheless, in the conceptualisation of customers, they have been regarded as dynamic 

agents who are not interested in a simple purchase but rather in active consumption, conditioned 

by a psychological decision-making (Fullerton, 2005). Accordingly, some of the aspects that play a 

part in customer choice are found to be customer identity, attitudes, motivation and previous 

experiences (Kennedy & Laczniak, 2016). The relevancy of customers’ personality in their practices, 

preferences, decisions and intentions is therefore further indicated.  
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Table 1. Technology-related theoretical approaches for customer behaviour research in hospitality 
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Bearing in mind the evident, continuous improvement of new technologies, in recent years a 

new trend has emerged regarding the hospitality service offer, namely the use of robots. In the 

service industries, robot use was initially primarily reserved for tasks that did not involve contact 

with humans, ranging from food preparation to vehicle guidance (Vis, 2006; Wilson, 2010). 

However, today robots have become a part of society, with humanoid robots who communicate 

with individuals, for example. In the hospitality services sectors, these robots engage in human-

robot interaction, carrying out traditional human-service activities such as hotel reception 

attention, check-in, luggage delivery, in-room companion, shopping assistance, tourist information 

and restaurant services (Kanda, Shiomi, Miyashita, Ishiguro & Hagita, 2009; Datta & Vijay, 2010; 

Nakanishi, Kuramoto, Baba, Kohei, Yoshikawa & Ishiguro, 2018, although not all practices have 

been classified as positive. Those interacting with robots reported feeling discomfort, concern 

(Sugaya, Nishida, Yoshida & Takahashi, 2018) and insecurity (Tung & Au, 2018), which would 

provoke an unpleasant experience.  

However, given the constant development of the appearance of the humanoid robots, there 

is no clear resistance against hospitality services involving communication with robots (Sugaya et 

al., 2018), which leaves a lot of space for improving this industry and meeting customers’ 

expectations regarding human-based tasks performed by robots (Tung & Au, 2018). Accordingly, 

some of the benefits that have been observed due to this interaction include improved staff 

efficiency and productivity (Ivanov & Webster, 2017), gratifying communication with the robot, 

increased predisposition to receive a recommendation, an enhanced overall satisfaction with the 

hospitality service (Nakanishi et al., 2018) and enjoyment Sugaya et al., 2018). 

 

3. Customer personality in hospitality-related behaviour 

When a company’s pursuit for a long-term beneficial B2C relationship is the main goal, it needs 

to address the right target by studying customers’ personality to fully understand how different 

customers respond to their company’s efforts (Prodanova, San-Martín & Jimenez, 2018). This is 

why they need information regarding the appropriate target, in order to purchase a particular 

hospitality service. Furthermore, their perceptions, values, emotions and personalities might be 

what best describe their purchasing preferences. Hospitality services are typically characterised by 

customer involvement, simultaneous production and consumption, all of which makes their quality 

so difficult to evaluate. Characteristics such as abstractness, intangibility, impossibility to store the 

necessary information, comparison between services and the probability for change due to 

external reasons all involve a greater complexity in customers’ decision making when purchasing 

such a service (Fernández-Barcala, González-Díaz & Prieto-Rodríguez, 2010). It has therefore 

become indispensable for companies to identify customer characteristics, since information 

regarding customer profiles facilitates the achievement of the company’s goals. 

With the understanding that there are also causes, other than demographic characteristics, 

that can alter customer actions in hospitality services, such as emotions, personality and social 

features (Chen, Phelan & Chang, 2016; Hu & Kim, 2018), the literature on the subject has switched 

its attention from technical issues to a more holistic view of the customer. Personal factors are 

deemed to affect an individuals’ cognitive interpretation of the objective issues, meaning that if 

the intention is observed without considering personality variables, customers’ interpretations will 

appear to be a more rational process than, in fact, it is (Lu, 2014). Personality is believed to be 

closely connected with guest behaviour, providing significant information about customers and 
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their decisions (Kaushik & Rahman, 2017). Research into the personality characteristics of 

customers and their influence on behaviour has centred on a number of theoretical frameworks, 

some of which have their origins in psychology, but adapted to customer behaviour research 

objectives. Therefore, Table 2 presents a review of the principal approaches used to better 

understand individuals’ behaviour in the hospitality industry through personality.  
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Table 2. Personality-related theoretical approaches for customer behaviour research in hospitality 
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In fact, there are a countless number of personal variables used in customer behaviour 

research to determine how individual characteristics differentiate customers from one another, 

including their commercial and purchasing habits, which are important for the establishment, 

evolution and maintenance of B2C relationships. Furthermore, with the appearance of new 

technologies there is an ever-increasing interest in customers’ personality and their internal 

factors, including customers’ innovativeness, skilfulness, self-efficacy, perceived convenience, 

motivation and their influence on adoption behaviour in the electronic provision of services (Park 

& Huang, 2017; Yoon, Kim & Connolly, 2018). However, in the case of hospitality services, we have 

perceived a lack of research into the personality of electronic customers. The current personality-

related investigation into hospitality is rather focused on the non-electronic provision of these 

services. 

To summarise, the importance of customers’ personality traits lies in their relevant connection 

with customers’ behaviour and the ability to predict the preferences and reactions of the 

customers. This way, the companies from the hospitality industry can establish an adequate 

strategy to communicate with and attract their target customers. 

In any event, the intangible nature of hospitality services and the inseparability of the service 

from the service provider (Fullerton, 2005) highlight the need to observe the service that 

hospitality companies provide, aside from customers perceptions and preferences, in order to 

move towards the retention of a satisfied customer. The interaction of companies with their 

consumers does not always focus on the best interests of the clients, but on the company’s own 

benefits (Kennedy & Laczniak, 2016), meaning that the requirement to ensure an equal and 

bilateral beneficial relationship arises. This can be ensured by empowering customers with 

knowledge about the offered service, providing them with quality signals that specify service 

characteristics and reduce the perceived uncertainty, as outlined in the following section. 

 

4. Signalling theory in the provision of hospitality services 

In situations where the issue of uncertainty in hospitality services arise, the problem of asymmetric 

information2 starts to come to the fore (Martin-Fuentes, 2016). Asymmetric information frequently 

presents difficulties that concern both parties in a B2C relationship. For the customers, the problem 

arises because of the inability to estimate the value of the service or firm’s behaviour. For high-

quality companies, there is a risk not to be distinguished from those offering low-quality services. 

Signalling theory is an approach that deals with the problem of information asymmetry. It 

suggests that there are signals sent by one party (the company) to another (the customer) 

communicating relevant information regarding the characteristics of the service, the company or 

the selling conditions, in order to mitigate customer uncertainty and help them in the decision-

making process in the purchase of hospitality services (Akerlof, 2002; Rezaei, Mazaheri & Azadavar, 

2017). In circumstances when the parties have access to different or imperfect information, and in 

a market where they can face a trustworthy or untrustworthy seller, the customer’s ability to 

resolve a classification problem will depend on the level of effectiveness of the signals (Martin-

                                                           
2 According to Mishra, Heide and Cort (1998), asymmetric information refers to a situation where one side 
has less information regarding a transaction than the other side involved in the same transaction. It leads to 
two problems: adverse selection and moral hazard. The former appears when customers are unable to 
ascertain supplier’s skills before purchasing, while the latter stems from the fact that the supplier can easily 
influence the level of quality provided for the offer and act opportunistically post- purchase. 
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Fuentes, 2016). As Lee, Ang and Dubelaar (2005: 610) have explained, “a signal is an action taken 

by the better-informed party in a setting of asymmetric information to communicate its true 

characteristics in a credible fashion to the less-informed party.” For signals to be effective, they 

have to (a) be observable, defining the degree to which the customer can notice the signal and (b) 

help companies to cover the costs associated with the signal delivery (Connelly, Certo, Ireland & 

Reutzel, 2011). The companies that fulfil these conditions will show high-quality communication 

and performance, which will help customers to distinguish them from low-quality companies. 

In recent years, especially in the case of electronic markets as an environment where the only 

channel of communication is a company’s website or mobile site/app, the research of signals used 

for communicating with customers has increased. In the electronic environment of the hospitality 

industry, signals are found to be precise website/app characteristics that transmit information 

from the electronic seller to the electronic buyer (Hung, 2017). Given the nature of electronic 

markets, their impossibility for face-to-face communication, the plausible insufficiency of 

information privacy and security, the time lag between selection and purchase and the distance 

gap that makes examination of the service unmanageable, the customer has to confirm the 

credibility of the signals and service quality after delivery. For instance, a journey can be evaluated 

only after experiencing the offered service, the moment at which a customer is able to build an 

opinion about the quality of the service. In such situations, the service supplier has more 

information about the offer than the receiver. This may be a critical issue since some companies 

could use signals to transmit misleading or incomplete information in order to persuade 

customers, although it would provide a beneficial state only for the party that sends the signal (the 

company) and would not help establish a reciprocal and mutually favourable relationship. For this 

reason, researchers pay attention to a variety of signals and examine the level of influence on 

customers’ behaviour, allowing customers to more easily determine the importance of each 

characteristic that the hospitality company communicates (Lai, Hitchcock, Yang & Lu, 2018). Such 

signals include pre-purchase features that increase the willingness to establish a B2C relationship 

(i.e. information and service quality, brand reputation, data privacy and security), purchase process 

characteristics that assure the development of the transaction (i.e. delivery, payment and 

warranty) and post-purchase traits that confirm the maintenance of the established relationship 

(i.e. post-purchase service, word-of-mouth practices and promotional incentives for customers) 

(Radilla, Lobato, Tena & García, 2014). 

The essence of Signalling theory in hospitality e- and m-commerce is to find out how the 

information sent by companies is interpreted by customers and how it can be used to induce 

certain behaviour, such as a customer’s intention to visit a website, to purchase or repurchase a 

service (e.g. accommodation) or to recommend the company (e.g. a hotel), based on their 

previous experience, satisfaction or trust. Accordingly, Table 3 shows some of the most frequently 

studied signals, as a form of achieving customer behavioural intention and repetitive behaviour in 

the electronic provision of hospitality services. 
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Table 3.  Signals-related studies of customer behaviour research in hospitality 
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5. Discussion 

The relationship that a hospitality company establishes with its customers is of crucial 

importance as it reflects the communication between two parties throughout the entire 

process of offering the service, the purchasing intention, the actual purchase transaction and 

the post-purchase practice. As previously observed, there are a wide variety of factors that 

influence the behaviour and actions of travellers that further act as a bridge towards each of 

the phases of a relationship: its establishment, its development and its maintenance. 

Based on the theoretical insights posited above, Figure 2 summarises the aspects which 

are most frequently considered to contribute to variations in hospitality service provision and 

that influence customer behaviour. There is a distinction made between the three phases of 

the relationship, presenting a usual B2C relationship lifecycle within an electronic context. The 

influencing elements are organised by the phase in which they have the highest impact on 

customer behaviour and their relationship with the company in question. Included are 

characteristics describing the electronic environment of service provision, the guests’ 

personality traits that affect their decisions in traditional and electronic markets and signals 

communicating service and service provider features.  

As far as technology-related features are concerned, the perceived ease of use, 

usefulness, control and influence coming from reference groups regarding the use of certain 

new technologies have a greater impact on the relationship-establishment phase. This is 

especially the case for inexperienced electronic customers, a tendency that decreases as the 

customer gains thier own experience and shapes a style of behaviour. Elements that would 

lose importance to customer behavioural responses as the relationship progresses would 

similarly be customer self-efficacy, anxiety, playfulness and demographic characteristics. 

Other influencing factors stemming from the technological environment of the service 

provider and those related to customers’ personality are equally important throughout the 

relationship lifecycle. This occurs because even though the service conditions stay the same, 

customer needs, preferences, experiences and knowledge may be transformed in the course 

of time and as the usage of electronic services becomes a repeated action. 

Regarding the service characteristics communicated to the customer, these are relevant 

throughout the entire relationship and seek to counter asymmetric information and any 

possible uncertainty that customers might perceive. Nevertheless, although aspects such as 

security or service quality tend to maintain their traits during the whole relationship, other 

aspects such as price, interaction or advertising and entertainment become less important 

once the relationship is stable as it is to be supposed that loyal customers are satisfied ones. 
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Figure 2. The B2C relationship lifecycle and influencing aspects in the electronic provision of hospitality 
services 

 

 

 

In summary, it is of crucial importance to have accurate information of the phase in which 

the offered hospitality service is in the precise moment of observation. Based on whether it is 

in the establishment, development or maintenance stage of the B2C relationship, the level of 

consideration of the technological aspects (e.g. mobile app, website, payment system), 

personality traits (e.g. customers’ needs, preference, emotions) or signals communicated to 

customers (e.g. customer perceptions regarding the design or quality of the hospitality service 

offer) can be determined. Focusing on efforts to underpin the elements that are most likely to 

benefit the B2C relationship will result in a committed customer and an efficient company. 

Based on the groundwork of the offered theoretical concepts, researchers could find this 

study useful for determining the right direction to take in the adoption of certain concepts, 

with the objective of filling gaps in the field of customer behaviour investigation based on 

empirical evidence. In this review, the need for the employment of a multidimensional 

approach is emphasised, rather than only focusing on one kind of potential incitement. Taking 

into consideration propositions from marketing, management, psychology, sociology or 

computer science would permit enhanced research in hospitality, detailing the influencing 

elements of guest behaviour. 

As a matter of fact, the constant evolution of the provision of hospitality services brings 

out the necessity to interchangeably use approaches from different disciplines, since it is more 

and more obvious that the environment in which customers operate is nowadays an 
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omnichannel one. Opting for such a strategy, companies are striving to offer a seamless 

experience to their customers and offer them the opportunity to purchase their services. 

Researchers could use this trend of companies doing business and try developing theoretical 

proposals that could encompass different components that have been found in the presented 

literature as influencing customer behaviour in the context of hospitality services. 

These approaches could also be related to other social science fields, which have laid the 

foundations to establish models that describe customer behaviour from a more technology- 

or personality-related perspective. Furthermore, from a managerial point of view, it is 

important to look into the possible differences between actual activity and customers’ 

perception of the same (Rahimi et al., 2017), determined by the technology used or by 

personality characteristics. An understanding of these discrepancies could provide companies 

with accurate information as to the consequent relation between a company’s actions and 

their customers’ behavioural responses, as may be the case with the imbalanced use of mobile 

services, compared to online usage, especially in current times of continuance connection.  

At this point, we also find it essential to determine the degree of influence that the studied 

aspects have on customers and their interrelationship. Moreover, detecting the situations in 

which a service component has a positive or negative effect would also be useful in shrinking 

the breach between objective action and subjective reaction, as the approach to attract one 

customer might not be the best for attracting another. Through all this, companies may get a 

clearer image of the importance that each service feature has for their target customers, 

through which a broader familiarity with customers will also be obtained. 

Additionally, a more practical vision of company performance in certain B2C relationships 

is still needed, especially since traveller behaviour has been so significantly affected by new 

technological innovations (Kim et al., 2014). Finally, in order to give an overview of the 

revolution that has happened in the range of hospitality services offered, the table below 

summarises the innovative possibilities that hospitality companies provide to customers. We 

have considered the world’s Top 10 most valuable hotel brands (Brand Finance, 2018). By 

reviewing the information provided in Table 4, it can be concluded that the range of services 

offered by all brands is very similar. However, there are different levels of mobile services, 

some of which are rather scarce. For instance, some brands provide a variety of services in 

addition to the standard (e.g. Holiday Inn), while others are almost totally dependable on their 

mother brand (e.g. Ramada). It is worth mentioning that all the brands appear as a choice in 

hospitality services marketplace apps. All this could serve as evidence of the current state of 

the hospitality sector as well as providing guidance towards improvements to and a 

differentiation of the services electronically presented on the market. 
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Table 4. New technologies use in B2C hospitality services 
 

 

 

As can be seen in Table 4, prestigious hospitality companies are opting for a combination 

of different channels and acting in more than one context at a time, combining online and 

mobile channels, while still maintaining offline activity. This synergy is easily recognisable in 

the hospitality sector, where hotels mostly operate on the internet and via mobile apps, 

enabling customers to organise their stay by exclusive electronic means. However, the 

different channels present diverse possibilities for accomplishing guests’ behavioural 

intentions. Companies should therefore be equipped with relevant experience in all channels, 

in order that they might offer a 360º experience to their customers, through the design of a 

multichannel and even an omnichannel strategy, optimising channel performance and the 

customer experience across all channels (Verhoef, Kannan & Inman, 2015).  

 

6. Conclusion 

In this study, a theoretical background has been summarised from the most relevant 

approaches used in customer behaviour research into hospitality. We have seen different 
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theories and proposals that contribute to a better B2C relationship. The importance of two-

way communication between companies and customers was likewise found to be one of the 

essentials in B2C relationships. Bearing in mind the argumentation exposed in the earlier 

sections, the general image of the hospitality services sector has undergone enormous 

changes over the past decade, which enabled a variety of possibilities for both customers and 

companies to interact with each other. Customers therefore benefit through the acquisition 

of hospitality services, such as comfortable, easy and efficient purchase, and companies in the 

delivery of the service, including service characteristics, in the channel in which it is offered 

and communication with their customers. 

In our research we found a lack of research into the personality of travellers as a focal 

point in their electronic obtainment of hospitality services. Existing literature proposes that 

personality characteristics do not normally change to a significant extent over time (Leung & 

Law, 2010). However, this may be misleading, creating the confusion that all new technology 

users are alike and that there are not many differences between users of different channels 

(offline, online, mobile). This would be a mistaken supposition because, obviously, the nature 

of these channels is different on several levels. Hence there may be other characteristics 

interrelating with the behaviour of guests. For this reason, we would like to see more 

exhaustive research on the personality-related differences of customers of hospitality 

services. 

Another possible line for future research could be a quantitative analysis based on a 

survey exploring actual customer perception of hospitality sector services. It would be useful 

to obtain first-hand information about the use, habits and satisfaction of customers regarding 

the services provided. This would further facilitate research into the act of sharing experiences 

through traditional and electronic word-of-mouth, which would make companies more aware 

of their performance and strengthen their customer network (Pacheco, 2017; Pacheco, 2018). 

Finally, Figure 2 can be used as guidance for exploring the different phases of a relationship 

and determining the most influencing aspects that could affect traveller behaviour at any 

precise moment of the B2C relationship, in order find the best ways for both customers and 

companies to establish, develop and maintain their bond. 
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