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particularly important in an online
purchasing context, where website
aesthetics represent a critical
decision-making criterion.
These findings obviously have
important implications for hotel
managers. For instance, the
researchers note that sales and
marketing teams could use
professional photographers
and artists to take beautiful
photographs with appealing
compositions. They further advise
that such professionals should
seek to create compositions that
balance “the elements of classic
and expressive aesthetics”. The
components of classic aesthetics
include image, order, legibility,
symmetry and clearness, whereas
expressive aesthetics encompass
more hedonic features such as
originality, fascination and colour
vibrancy. A product with high
aesthetic value should have both
high classic and high expressive
aesthetic value. However, given the
subjective nature of aesthetic value,
the researchers advise testing
such materials on target audiences
to ensure they have the desired
effects before posting them on a
hotel’s website.

Limitations of the
Aesthetic Effect
The aesthetic effect did not extend
to the participants’ perceptions
of the hotel’s responsiveness or
empathy, even though such soft
skills are often the best predictors
of overall service quality. The
researchers were rather surprised
to find that favourable aesthetic
appraisals did not spill over to their
evaluations of the more humanrelated characteristics, as the halo
effect would predict. Indeed, they
suggest that the major contribution
of the study may be the finding
that the aesthetic effect is limited to
the evaluation of product usability
and function.
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To overcome this limitation, when
producing marketing photographs
and videos, the researchers
advise that hotels could consider
employing “attractive individuals
to pose as hotel staff” and show
them interacting with customers
to communicate their “warmth,
empathy and care”. The human
touch could be emphasised
by photographs showing hotel
employees interacting with guests
with particular needs, such as older
people and children.
The attractiveness of the hotel,
the researchers note, seemed
to “deflect attention” from the
hotel’s amenities. In other words,
prospective guests’ service quality
judgements and booking intentions
were unaffected by differences
in the description of the available
amenities in the presence of the
aesthetic effect. Hence, hotels could
provide attractive photographs of
amenities rather than just listing
them, as this will provide a more
holistic perception of the hotel’s
aesthetic and functional features.
However, it is worth mentioning
that the participants were not
equally swayed by the hotel’s
aesthetics. It was, explain the
researchers, their “individual
tendency to appreciate beauty”
that exerted “considerable
influence” on their evaluations of
the expected service quality and
booking intentions. This suggests
that despite the strong influence
of aesthetics, the effect should not
be over-estimated or assumed to
apply to all potential guests.

Harnessing Social
Media
One final tip from the researchers
is that many consumers trust
user-generated content more than
sales and marketing content, so
engaging with social media could
be a useful channel for enhancing a

hotel’s aesthetic effect. Pictorial and
video content “enjoys unrivalled
popularity” on social media sites
such as Instagram, Snapchat and
Yupoo. Encouraging guests to
share images through such sites
could help hotels to reach much
wider audiences.
The researchers caution that further
consideration is needed in other
contexts, such as midrange and
budget hotels, and with different
types of travellers in mind, such
as families and business travellers.
They also point out that Chinese
consumers “differ from their
Western counterparts in terms of
aesthetic appreciation patterns”,
so the findings might be less
applicable to Western tourists.
Nevertheless, they provide tourism
businesses with valuable insights
into how they can boost their
image and maximise bookings in
the highly competitive online travel
market.

POINTS TO NOTE
• Hotels with websites that portray
high aesthetic value are rated as
having better tangible services and
reliability.
• Aesthetic value does not influence
perceptions of responsiveness or
empathy.
• Increasing the perceived aesthetic
value of a hotel could increase
bookings.
• Social media sites are useful
platforms for presenting images
with high aesthetic value to large
audiences.
Ksenia Kirillova and Janelle Chan.
(2018). “‘What is Beautiful
We Book’: Hotel Visual
Appeal and Expected Service
Quality”. International Journal
of Contemporary Hospitality
Management , Vol. 30, No. 3,
pp.1788-1807.

Surviving the Air Travel Stress Test
Differences in airline passengers’
profiles account for some of
the differences in their levels of
tolerance toward other passengers’
unruly behaviour, according to
a recent SHTM study. Mr Steven
Tsang, Dr Lorenzo Masiero and Dr
Markus Schuckert asked travellers
to assess how acceptable they
considered different types of
anti-social behaviour, and then
investigated whether the level
of acceptability differed among
travellers of different types and
cultural background. The findings
provide helpful information that
airlines can use to minimise the
effects of unruly behaviour on
other passengers.

Air Travel is Stressful
Travelling by air was once
regarded as an exclusive service
available only to a select few. Yet
the researchers point out that by
2016 there were more than 3.6
billion passengers annually. At the
same time, unfortunately, it seems
there are almost daily reports of
“disruptive and unruly passenger
behaviour” that contradict the
“exclusive and comfortable image
that airlines wish to project”.
Of course, air travel has long been
associated with stress, anxiety
and fear of flying, and such
feelings can lead to antisocial and
aggressive behaviour. Yet in an
attempt to maximise their profits,
the researchers note, airlines
have introduced larger planes
that offer smaller, cramped seats
with no personal space, leading to
“increasing crowdedness, stress,
and discomfort”. The environment
onboard is often stressful and
reactions include claustrophobia,
anxiety, fear and a sense of loss
of control, as well as frustrations

due, for instance, to boredom and
dissatisfaction with the service.
Perhaps it should be no great
surprise, then, that flight crews
regularly need to deal with stressed
travellers who start arguments and
fights with crew members and
other passengers. The researchers
suggest that a key factor in such
incidents is intoxication. Alcohol
is often freely available in airports
and onboard aircraft, yet its
effects can be exacerbated by
changes in oxygen at altitude,
causing passengers to experience
“irritability, tension and tiredness”.
The ban on smoking on airlines
can also cause additional stress
for some people, although this is
becoming less of a problem than in
the past.
Airlines recognise that these
overarching problems put many
people at risk and make efforts to
address them, but the researchers
were more specifically interested
in exploring other passengers’
responses to unruly behaviour.
In particular, they sought to
identify the level of acceptability
of various types of behaviour, and
whether this level differed among
passengers with different cultural
backgrounds, travel motivations
and travel experience.

Travellers Surveyed
With the aim of gaining responses
to statements about unruly
passenger behaviour ranging
from getting drunk and becoming
aggressive, using foul language,
kicking the seat in front and
monopolising the cabin crew to
occupying the shared armrest for
the whole journey, the researchers
interviewed passengers near
the entrance of the Hong Kong

International Airport. They also set
out to gain answers from roughly
half Asian and half non-Asian
passengers to “ensure a balanced
representation of different cultural
backgrounds”.
Of the 298 passengers surveyed,
there were slightly more males
(60%) and about 40% were aged
over 36 and held a secondary
education. The majority travelled
four to six times a year. Of the
most recent flights, 46% were
for leisure and 43% were for
business purposes, and 27% flew
business or first class. Most of the
passengers had flown short or
medium distances, and only 11%
had flown more than 7 hours.
The passengers were in
general agreement about the
unacceptability of several forms
of behaviour, including alcohol
abuse, vandalism, the use of foul
language and kicking the seat
in front. Becoming drunk and
aggressive was the least acceptable
behaviour, whereas using the
overhead reading light was the
most tolerated. Being impolite to
cabin crew when requesting service
was quite well tolerated, whereas
yelling at the cabin crew was
considered highly unacceptable.

Differences Among
Travellers
When further investigating the
patterns of passenger responses,
the researchers found that they
fell into three broad dimensions,
related to personal space,
disruption and aggressive acts. Yet
their individual profiles determined
just how sensitive they were in
those areas.
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For instance, passengers with
higher levels of education, who
travelled in business or first class or
who flew long distance considered
violations of personal space less
acceptable than those without
these characteristics. Conversely,
travellers with Asian cultural
backgrounds were more willing to
“accept the manifestation of unruly
behaviours related to personal
space” than non-Asian travellers.
Overall, those who were travelling
for business or leisure (rather than
to visit friends and family) and
those with high levels of education
were the least tolerant of this type
of behaviour.
Behaviour that disrupted service,
such as occupying the cabin
crew for a long time so that other
passengers had to wait, was
considered equally unacceptable
among the majority of travellers.
Leisure and business travellers
seemed to have been less
disturbed by service disruptions
than those who were travelling
to visit family and friends, the
researchers note, while Asian
travellers were again more tolerant
than non-Asians.
Interestingly, those passengers
who indicated that they “would
consider flying with other airlines to
avoid unruly behaviour” were less
tolerant of behaviour that affected
in-flight service. The researchers
interpret this to mean that
“flight attendants are considered
responsible”, along with the
airlines’ poor training programmes,
for behaviour that disrupts service
delivery.
There was little variation in the
unacceptability of aggressive
behaviour among travellers
with different profiles. Cultural
background, for instance, had
no effect on perceptions of such
behaviour. Those flying business
or first class were least likely to find
aggressive behaviour acceptable,
whereas older passengers and
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frequent flyers were the most
tolerant.

What Can Airlines Do?
The researchers identify a number
of measures that airlines could
implement to reduce the likelihood
of unruly passenger behaviour
and lessen the effects on other
travellers. In terms of hardware,
they recommend the use of more
“shock-resistant seats offering
more space and individuality” and
with a limited recline angle. They
acknowledge that it is tricky to
solve the problem of the shared
armrest, but note that this is
exacerbated by the move towards
smaller seats.
In terms of what the researchers
call “software and service design”,
airlines could be more aware
of allocating seats to better
accommodate passengers’ needs
and backgrounds, which could
lead to “higher levels of relaxation”
and reduce the pressure on flight
attendants. Airlines could also
promote the additional comfort
and personal space available
in business and first-class, and
perhaps offer “dedicated seating
arrangements” to frequent flyers
and business travellers.
Finally, providing “passenger
information on the ground and in
the air” would decrease frustration,
while training staff to deal with
unruly behaviour would reduce
dissatisfaction associated with
disruptions to in-flight service.

Responsible Action
Although many of us enjoy the
benefits of air travel, no-one
enjoys the associated stress and
discomfort. The researchers
provide practical suggestions for
helping to overcome this situation,

but their findings also make it
clear that there should be plenty
more ways for airlines to reduce
passenger stress levels. This would
not only minimise the potential
danger to other passengers but
would also be in airlines’ best
interests because passengers might
end up blaming them for their
negative travel experiences, even
when it is other passengers who
cause the problems.

POINTS TO NOTE
• Unruly passenger behaviour is a
growing problem for airlines.
• Passengers differ in their views of
what behaviour they find most and
least acceptable.
• Asian travellers tend to be more
tolerant of disruptive, but not
aggressive, behaviour than nonAsians.
• Airlines could consider various
measures to reduce unruly
behaviour.

Steven Tsang, Lorenzo Masiero
and Markus Schuckert. (2018).
“Investigating Air Passengers’
Acceptance Level of Unruly InFlight Behaviour”. Tourism
Analysis , Vol. 23, pp. 31-43.

Why Seek the Good Things in Life?
The motivations of Chinese
luxury travellers are not very well
understood, and little studied,
but with persistence they can be
determined. Having reviewed
the literature on the topic in a
recently published study, Ph.D.
student Elaine Yulan Zhang and
Dr Tony Tse of the SHTM argue
that “a subset of relatively wealthy
Chinese luxury travellers” are
driven by the desire for “status,
interpersonal relationships,
relaxation and hedonism, selfimprovement and perfection”.
These may seem incompatible
with traditional Chinese Confucian
values, but by examining the
motivations behind the desire for
luxury the researchers explain how
such values shape the differences
between Chinese and other luxury
travellers. With such information in
hand, tourism practitioners will be
much better able to understand this
under-researched market segment.

Chinese Luxury Travel
and Consumption
One of the key features of the
global hospitality and tourism
industry is the rise in spending
power of Chinese travellers abroad.
Indeed, the researchers note that
China is the world’s “number
one tourism source market in the
world” in terms of expenditure.
In 2016, for instance, Chinese
international tourists spent more
than US$261 billion, “way ahead
of Americans” at US$122 billion.
Many Chinese tourists are what
can be termed “middle to highend” consumers, including wealthy
tourists for whom luxury travel
is a popular activity as well as a
growing number of less wealthy
tourists who save up to enjoy
luxury holidays and customised
travel services.
This increase in spending on luxury
travel has been accompanied by
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an expansion in the development
of travel agents providing
dedicated high-end travel services
in China. The researchers provide
several examples of the kinds
of trips offered by such agents,
including a round the world trip for
RMB1,280,000 and a package tour
via private jet for RMB972,000.
These luxury travel agents also
attend the increasing number of
“luxury travel themed events”, such
as the International Luxury Travel
Market Shanghai, and participate in
preparing industry reports such as
The Chinese Luxury Traveller.
It is clear, then, that the tourism
sector is strongly interested in
Chinese luxury travel, but the
researchers reveal that there has
been “very little discussion” of this
market in the academic literature
and no adequate explanation of the
“new trend of luxury travel among
Chinese”. Nevertheless, there have
been numerous considerations
of the motivations for travel
and for luxury consumption
in general, so the researchers
suggest that our understanding of
the Chinese luxury travel market
can be “enriched by integrating
knowledge” about luxury
consumers, travellers and Chinese.
Luxury consumption, they note,
refers to products such as “haute
couture and accessories, perfume
and cologne, jewellery” as well
as “boutique hotels, fine dining,
great wines, champagne and
cognac”. Luxury travel can thus
be classed as a type of luxury
consumption, and it presumably
has similar motivations. Hence, the
researchers sought to analyse the
“motivations of luxury consumers
together with travel motivations”
while considering Chinese cultural
influences to offer a deeper
understanding of Chinese luxury
travellers’ specific motivations.

Literature Reviewed
To identify relevant previous
studies, the researchers searched
various online databases
using the keywords “luxury”,
“travel”, “motivation”, “tourism”,
“conspicuous consumption” and
“Confucian”, identifying 299 articles
from 135 journals, 7 conference
proceedings and 3 book chapters.
After an initial review, these
were sorted into three categories
according to their topics: luxury
consumption, travel motivations
and Chinese travellers or
consumers. As some of them
could be grouped into more than
one category, three overlapping
categories were also identified:
luxury consumption by Chinese,
motivations of Chinese travellers
and luxury travel.

Status, Uniqueness
and Conspicuous
Consumption
The researchers found that status
was the most frequently mentioned
motivation for both travel and
luxury consumption. The term
“conspicuous leisure” was coined
in 1899 to refer to a small group
of people (the “leisure class”) who
were so wealthy that they had no
need to work and “signalled their
status by spending their time on
non-utilitarian leisure activities”.
The concept gradually expanded
to “conspicuous consumption”,
reflecting the increasing trend
toward spending on unnecessary
luxury goods “for display
purposes”.
Status is a strong motivation for
luxury tourist activities such as bird
watching, extreme sports, cruises
and shopping. As the researchers
explain, birdwatchers are driven
by status and they will “travel long
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