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Services have a long history and throughout the years, there has been an increased need 
of developing these services to fit the needs and the desired level of what should be in the 
eyes of the customers´. People´s past experiences are one of the factors that will effect on 
what is on their mind their service quality standard, perceptions, and expectations.  
 
This research-based thesis focuses on expectations and how do pet hospitality businesses 
respond to their customers expectations. Furthermore the author will explain about pet 
care industry and its services, pet hotels, charasteristics of pet boarding facilities and finally 
factors that influence expectations. Customer satisfaction is strongly linked to services and 
expectations, therefore it was also discussed about the importance of customer satisfaction 
in service management.  
 
Everyone have expectations and they are uncounsiously or consiously effecting the 
perceived level of service. Perceived service level will determine how well the service 
actually met or did not meet the expectations one had towards a certain service. 
Expectations are a topic that has been researched under many different fields.  
 
Focusing on expectations, the main research question involves the term pet hospitality 
business respond to these expectations. This was done by conducting qualitative semi-
structured interviews, analyzing the results as well as supporting this by the existing 
literature. It turned out that not one of the existing literatures focuses directly on how do pet 
hospitality businesses respond to their customer´s expectations, therefore the author 
strongly believes how there is a need for further research under the similar topic.  
 
Outcome of this thesis provides enough results for the author about how the pet hotels re-
spond to their customer expectations. Furthermore, the outcome gives the justification of 
why there is need for more research in the field of pet hotel businesses.  
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1 Introduction 

This research-based thesis's focal point is to explore how do pet hospitality businesses re-

spond to customer expectations. Therefore, this thesis focuses on the main research 

question surrounding the topic with expectations. To understand this, a reader must first 

grasp an overall picture of expectations.   

 

Everyone uses services whether it is a product or a service that one is using, the per-

ceived service quality of it will affect massive future repurchase decisions as well as the 

perceived image of the company. Nearly all the companies that exist provide a service, 

whether it is directly or indirectly. They can provide a great service while delivering a prod-

uct to their customer, or they can provide poor service. However, the perceived service is 

what matters, in the terms of word-of-mouth marketing for example. People will talk about 

bad experiences and great experiences, what they won´t talk about is everything in be-

tween great and bad. This way, it can cause remarkable damage to any company´s per-

ceived image.  

 

Some companies promise certain things they will deliver, without the desire to deliver the 

promised service quality. Services have a long history and throughout the years, there is 

an increased need of developing these services to fit the needs and desired level of what 

should be in the eyes of the customers´. People´s past experiences are one of the factors 

that will affect what is on their mind their service quality standard, perceptions, and their 

expectations.  

 

In the context of pet hotels and how to find out how they are responding to their customers 

‘expectations, qualitative semi-structured interviews were conducted with the customers 

alongside service providers. The main purpose of these interviews was to support the 

overall literature review, as well as help to draw new topics that would arise through these 

interviews.  
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1.1 Background of the topic 

Services have a long history and they have progressed and developed massively through-

out the years. Some people do not believe unless they are the person who will use the 

service, that the services are seen very differently, and everyone is the one who chooses 

to “criticize how good or bad the service is”. It does not matter what the company is, every 

company that delivers a product also provides service. In other words, each company is a 

service company, and their product is just a part of their company. The product that the 

company offers is often used to deliver the service. As an example, Starbucks cafés have 

coffee as a product they are selling, but to deliver this product they add their special ser-

vice which will help to provide this product (i.e., coffee). In Starbucks ‘case, they are more 

famous for their service which is personalized with small details, such as writing a cus-

tomer’s ‘name on the coffee cup instance. Another example would be Disneyland. If Dis-

neyland hadn´t built everything that they have around their theme park and rides, it would 

provide poor service, due to the long queues and waiting time. Instead, Disneyland is now 

perhaps more famous for its overall theme park experience, than its rides. The same ex-

amples could be used with a lot of companies that deliver some sort of product or service, 

for example with hotels. With hotels, it can be multiple different factors (i.e., breakfast, res-

taurant, the quality of beds, pillows, etc.) They are just about the same with each hotel, 

but what may bring customers back to hotels is often the service (intangible or tangible).  

 

Before deciding between a repurchase and considering a new product instead of a repur-

chase, there is a decision to be made. This decision, however, is not something that just 

happens. The author believes that the things which affect this decision might seem more 

complicated with a service than a product. Since a product can be as expected by the 

consumer, yet the experience with the service provider who is offering this product might 

be everything but a pleasant experience. Yet this product is exactly what the consumer 

believes to receive before buying it, and the consumer is not expecting a great experience 

with the service provider. However, it makes things a lot more complicated if the service 

that is being provided is intangible. If a customer is buying a service, that is mostly intangi-

ble, a service provider should do everything they can, to either meet the “standard” or so-

called basic measurement of this individual buying the service. This might be impossible 

sometimes, especially if the customer is a new customer for the service provider.  

 

The same goes with the last great experience one may have had (i.e., with a trip abroad 

with an incredible hotel), this experience may now influence the same individuals´ future 

hotel decisions consciously or unconsciously. There is a huge amount of these choices, 

which people will decide either based on their past experiences, their last perceived ser-

vice quality, or their latest expectations towards a certain service for instance. This, 
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among the ways people are experiencing these services and products that the service 

provider is providing, is shaped by these different factors. Factors that existence people 

might not even realize. The customers ‘set their level of service quality standards based 

on their previous experiences, their perceptions, and their expectations. This will be dis-

cussed later in the theoretical framework part of this thesis. 

 

1.2 Research problem and research issues 

This thesis’s main goal is to study how do pet hospitality businesses respond to cus-

tomer expectations. The author aims to find out exactly how the expectations are met 

and/or responded to within the pet hotel businesses. To find out how these expectations 

are met, it is important to find out what exactly are the expectations in the pet care indus-

try, more specifically, expectations towards the pet hotel businesses. In this research-

based thesis the focus is on the following research questions, which will support and clar-

ify the objective of this thesis: 

 

• How can expectations be managed?  

• Why should pet hotels fall under the category of hospitality? 

• How do past experiences shape the expectations in the pet hotel business?  

• How does the established service name shape the customer expectations in the 
pet care industry?  

• Why should pet hotels pay attention to customer expectations and how are they 
formed?  

 

Finally, the author will conclude all the findings based on the research as well as the re-

flections gathered from the interviews. These findings will be further and more in-depth ex-

plained in the later subchapters.  

  

1.3 Justification for the research 

There are several different studies made on the topic of pet hotels, ranging from medical 

studies to emotional and behavioral studies. However, out of these studies author discov-

ered that not one focuses directly on a specific pet hotel and on how does that pet hotel 

respond to the expectations of its customers. Or, when a pet hotel was mentioned, it was 

often related to the typical hotel that only offers rooms for people travelling with a pet. 

 

When looking into the topic of pet hotels or the pet care industry, there is not much re-

search made on the topic. Nearly all the research that has been made is regarding hotels 

with pet policies (e.g., people will take their pet with them to spend the night at the hotel), 

leaving the area for pet hotels out completely. Often the term pet daycare is mentioned, 

when searching pet hotels from the internet, however, it is not the same thing. Another 

quite repeatedly researched area, related to the term pet hotel, is linked to hotels, that 
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provide rooms for people with pets. However, offering hotel rooms for people travelling 

with pets, or having a kennel-type facility, or offering daycare for pets is not related to the 

pet hotel, as it is covered in the following chapters.  

 

It was discussed how do travelling and pets go together, in addition to this, the uncertainty 

that relates to this phenomenon, have been researched. Rátz and Michalkó (2012) 

acknowledged certain problems that may influence the owner´s travel behavior or leisure, 

restricting their participation in tourism. One of the problems was the lack of pet boarding 

services, and therefore the lack of people to look after the pet while the owner is away. 

They observed the choices, that people who own a pet(s) have when they have leisure 

and holiday decisions to consider. These choices were: deciding not to travel because of 

the pet(s), to travel without the pet(s) and organizing pet sitting or other care, and to take 

their pet(s) with them. However, they criticized how the choice of destination will vary, if 

the owners were to choose to take their pets with them on a holiday, due to either lack of 

services offered for pets for example. (Rátz and Michalkó, 2012.) This and many other re-

searchers confirm the upscaled need for pet boarding services (pet hotels).  

 

Taillon, Yun, and MacLaurin (2013) have done a study called anthrozoology, which ex-

plores interactions and bonds between two living things. According to their study findings, 

there is a strong willingness to pay for a satisfying travel experience with pets. They also 

add on how there is a need for future research in primary areas of pet policy. (Taillon, 

Yun, and MacLaurin, 2013.) In addition, Taillon, Yun, and MacLaurin (2013) conducted an 

exploratory factor analysis for human-animal bond sales - the results are not surprising as 

they reveal how most owners claim the following: “My pet is a member of the family”, or 

“My pet is my ´fur kid´” as well as “My pet is my best friend”. Where pet-related products 

(e.g., various supplies) might not sell as well, the industry tends to hold up, which would 

show even more how people see their pets as an extension of their families (Priya and 

Nandhini, 2018). Another study, related to pets and their behavior while accommodating in 

a pet hotel was a study conducted by Wojtaś et al. (2020) that shows how a dog´s salivary 

cortisol levels increased during a dog´s visit to a pet hotel. These results express how a 

stay in a pet hotel, can be a stressful situation for dogs (Wojtaś et al., 2020). When 

searching for different definitions of a pet hotel the author discovered the lack of literature 

on the topic concerning pet hotels. Due to the increased amount of people getting pets 

and based on the other findings on what has been written about the topic of pet hotels, 

nonetheless, no specific research has been made regarding how the pet hospitality busi-

ness responds to customer expectations. The author believes that this among the findings 

of the research, which can be used to support the topic of this thesis, will provide enough 

justification for this research.  
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1.4 Methodology in brief and delimitations 

The objective of this thesis is to explore how pet hospitality businesses respond to cus-

tomer expectations. To find out what these expectations are and how are they met, quali-

tative semi-structured interviews are conducted with the users of this service and with the 

service providers. A thematic analysis of these interviews will be done to see what the 

specific themes are related to the expectations of the customers or what are the things pet 

hotel businesses hold important or crucial to respond to these expectations. This thematic 

analysis will help the author to separate specific themes that relate to the customer expec-

tations towards the pet hotels. Finally, the author will use the affinity diagram as a tool to 

help categorize the themes. To conclude the findings from thematic interview analysis uti-

lizing the affinity diagram, the author summarized all the biggest themes under one figure 

(see figure 4) and will explain them more in the chapter 4 results and analysis chapter.   

 

When this process started in January, all the minor details had not even crossed the au-

thor´s mind yet. The delimitations were needed but they were not quite thought through 

thoroughly yet. As the process developed further, the author faced another roadblock 

which was to set up the interviews and get enough participants. The aim was to get at 

least 5 interviewees who were the customer´s plus then at least 1 owner of a pet hotel. In 

the end, the author was able to get 6 participants in total and 2 pet hotel owners as the 

participants of this interview. Interviews were mostly conducted online via teams and 

zoom, recorded, and transcribed afterward. Only one interview was face to face interview, 

which was also recorded and transcribed. All the interviews were done in Finnish, and 

later in the analysis part, they were translated back to English. Reflecting on the aftermath 

now, the author believes that using a specific tool to help transcribe the interviews, would 

have saved a lot of time. But instead, the author chose to do it by herself, this process 

took about 3 hours per interview. The first interview was done on the 7th of June and the 

last one on the 13th of August. All the interviews lasted on average approximately 45 

minutes.  

 

1.5 Definitions 

The central topics covered in this thesis are the following: expectations, pet hotel, and 

customer satisfaction. All the main concepts are further and in-depth explained below.  

 
Expectations are seen as how well the product or service met or did not meet the desired 

level of what should, would, and could be, in the eyes of a customer. In other words, cus-

tomer expectations hold a central role in service quality assessments (Parasuraman, 

Berry, and Zeithaml, 1991). In other cases, they are referred to as unconscious or con-

scious forms of expectations. Expectations are heavily affected by humans ´perceptions of 
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the outcomes of their activities (Dogge et al., 2019). According to research by Almsalam 

(2014), customer expectation and perceived service quality have a positive impact on cus-

tomer satisfaction. Parasuraman, Berry, and Zeithaml (1991) believe that desired and ad-

equate are the two levels for customer service expectations. Where what customer hopes 

to receive includes beliefs of “can be” and “should be”, and the other one is, what is ac-

ceptable in the customer´s eyes. What is acceptable is of course a bit trickier, since the 

customer measures what the service “will be”. (Parasuraman, Berry, and Zeithaml, 1991.)  

 

Pet hotel in general, is like any hotel designed and built for pet(s), only with a little twist 

that makes them a bit more special than typical hotels. To explain further the concept of a 

pet hotel, it is important to determine the term hotel first, which strongly relates to the 

concept of a pet hotel. Where Cambridge dictionary determines a hotel the following way: 

” is a building where you pay to have a room to sleep in, and where you can sometimes 

eat meals.” (Cambridge University Press, 2021.) Collins’s dictionary specifies the same 

term in more depth, as according: “a building where people stay, for example on holiday, 

paying for their rooms and meals.” (Collins, 2021). Pet hotel concludes nearly the same 

amenities as any other hotel; however, they are specifically designed and built for pets. 

Besides this, many pet hotels do combine in a way this hotel's way of offering 24/7 ser-

vice. However, some pet hotels do offer more unique experiences than hotels. Where ho-

tels might offer extra pillows, blankets, and such but there is nothing they can do to modify 

the room, pet hotels go beyond this up to the next level. Pet hotels plan each stay differ-

ently, and by stay, the author means one pet´s night/day at the pet hotel. This way it is en-

sured that each pet will be as comfortable as it possibly can be. In addition to this, a pet 

hotel makes a profit from the service/accommodation that they offer, and depending on 

the pet hotel, most pet hotels do offer flexible check-in time/check-out time. 

 

Customer satisfaction is a way to measure how well the product or service met the ex-

pectations of customers. According to Fourie (2015), customer satisfaction is one of the 

cornerstones of marketing since everyone needs and wants certain things. Zeithaml, Bit-

ner, and Gremel (2006, p.110) concluded in their research, “satisfaction is when the cus-

tomer evaluates whether a product or service has met their needs and expectations 

(Fourie, 2015). Moreover, Mill (2002) claims how satisfied customers tend to be more 

likely of becoming returning customers, adding that a positive experience is often told to 

the family and friends for example. In addition, Fourie (2015) adds how a satisfied cus-

tomer is less eager to tell people about his or her good experience than a dissatisfied cus-

tomer and this can cause tremendous damage to any kind of organization. One of the fac-

tors, that influences the overall customer satisfaction, is all the experiences that custom-

ers experience. This in the other words, can be seen as taking the good experiences and 
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deducting the bad ones, and what is left out of these is customer satisfaction. (Schwag-

ner, 2007.)   

 

1.6 Outline of the thesis 

This thesis is constructed the following way. The first part of this thesis is divided under 

the context of this research-based thesis, the pet care industry. This part will dive into the 

topic of the pet care industry and its services and define what a pet hotel is, based on the 

research findings and the interview results. Next, the author will continue with the charac-

teristics of pet boarding facilities, focusing on pet hotels, and finally, conclude with factors 

that influence the expectations.  

 

After the first part, the author will start the theoretical framework part with section 2.3 the 

importance of customer satisfaction in service management. Expectations will follow up 

part 2.4, to explore what are expectations, what different interpretations are made, how 

are they formed. Finally, this will be all concluded with 2.5 key elements of expectations 

part, showing the key elements of expectations. And also, to summarize the findings and 

main elements of expectations.  

 

The third chapter will explain more in-depth about the research methodology and research 

process. Also, the research methods, as well as the research questions, are covered in 

this part. Interview analysis results will be covered in chapter 4. onwards, exploring the 

thematic analysis and affinity diagram which was made. After these are more in-depth ex-

plained, the limitations and risks will be covered, and to conclude this part the summary of 

results.  

 

The last part of this thesis will follow up right after the summary of results, concluding eve-

rything under the 5. discussion section, afterwards the author will conclude this thesis and 

finally evaluate and reflects on her learning process.  
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2 Theoretical Framework 

The theoretical framework used in this thesis divides into the topics of expectations and 

how do pet hospitality businesses such as pet hotels, respond to these expectations. The 

theoretical framework is structured the following way. First, the author will explain what a 

pet hotel is, and conclude the first part with factors that influence the expectations. Sec-

ondly, the author will highlight the value of customer satisfaction in service management, 

which is the most common category the expectations have been researched. Finally, the 

author will connect these previous chapters with the underlying issue of expectations. Go-

ing from what are expectations, what are the interpretations of expectations, and well as 

what happens to the expectations, if they are exceeded. With anything that relates to the 

service field, the customers or consumers of this service will inevitably have certain ex-

pectations towards this service or product they use. Finally, the author will conclude the 

theoretical framework part with the main frameworks used in this thesis (see Table 3), to 

support the objective of this thesis.  

 
2.1 Pet care industry and its services  

Travelling has shown significant growth over the past years, and due to the latest covid-19 

pandemic, there has been a remarkable increase in getting pets. In the United States 

(US), according to today´s veterinary business (2020), approximately 11.3 million house-

holds alone have gotten a new pet during the pandemic. Hendrix (2020) reminds that the 

number of households with at least one pet in the US alone translates to 67%. Where 

Grubb (2021) confirms that within the United Kingdom (UK), almost half of the households 

who owned a pet before, have gotten at least one new pet during the lockdown, while in 

France one out of two households has a pet (Pires, 2020). In addition, there are approxi-

mately 5 million (cats and dogs in total) who live in Hungary, leaving the number of pets 

so high that each Hungarian family could own at least one pet (Rátz and Michalkó, 2012). 

As social isolation became more demanding during the pandemic, interest and the adop-

tion rate for dogs showed a significant increase (Morgan, et al., 2020). These findings 

alone, tell that there will be a need for pet hotel services especially soon once traveling is 

bouncing back towards normal. Regardless of whether the business travel would de-

crease in the future, due to the advantages of remote work, the people will desire to get 

away from their everyday life. This can mean a trip abroad, domestic traveling, or simply 

just a weekend off at the summerhouse, which will require some kind of care for the pet(s) 

while the owners are away, especially with cats or other smaller animals. This means that 

in the future, there will be more pet owners, who are keen to travel as soon as it is allowed 

again, meaning that there must be a place for their beloved pets. Once the countries 

travel restrictions will lower and life begins to fold back into somewhat “normal” again, it´s 

an unavoidable obstacle that people especially what the tourism organization will face, will 
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have expectations towards this new “normal”. It´s therefore predictable that people might 

or most likely will assume that things and these old routines would work exactly like they 

did pre-pandemic days.  

 

The Pet industry, in general, is a broad field that includes a variety of different products 

and services. In recent years it has shown significant growth, especially within the US, 

bringing nearly anything that is there to offer for us humans, to our pets as well. According 

to Chen, Hung, and Peng (2012), the pet industry has grown ten times, starting from the 

late 1990s and it´s an industry that is believed to be beneficial to us humans by offering 

emotional support, reducing stress levels and sense of loneliness and help us to increase 

positive emotional development (Priya and Nandhini, 2018; Morgan et al. 2020). The pet 

industry has been claimed to be one of the most stable industries around, due to people´s 

tendency to consider their pets on a high priority list and spending a remarkable amount of 

money on them, even in times of economic troubles (Priya and Nandhini, 2018).  

 

Priya and Nandhini (2018) define the “pet industry” as all the collected businesses globally 

that make the money by providing things for pets, which could include everything from pet 

healthcare to food and supplies. Saunders et al. (2017) add on how cost-effective way to 

promote health pet ownership could be, due to the fact of providing mental, social, and 

physical health benefits for humans. In other words, pets play a valuable role in people´s 

lives around the world, and there is a growing body of research concerning the positive re-

lationship between pet ownership and human health (Priya and Nandhini, 2018).  

 

Due to the growth in the number of households owning a pet, what was mentioned al-

ready increased amount, but also based on research, there is and will be a need for these 

pet hotels. Another thing that pointed out is that the name of those pet hotels often does 

not include the name of “hotel” in them, or if they do it is combined with something more 

relatable than just the word “pet hotel”. It is often referred to some positively related word, 

such as “home” type or such word which people would relate to more easily.  

 

Looking at the different segments in pet care (veterinary services, grooming, pet-sitting, 

daycare, spa, pet hotels, accessories, and treats) the industry tends to grow up even in 

the most surprising ways. Just to mention a few already existing ones such as cat cafés 

and pet spas, feels just the beginning of a new constantly growing industry, that is open to 

innovations. Just recently, a real estate company Blok decided to develop private “pet-

friendly” open house tours, that they advertise on their web pages, with a paw sign with 

the houses. The idea behind it lies behind understanding the constant changes in de-

mands or needs of the customers, such as realizing how people feel more and more that 

the pets are like their children (Brik Kodit Oy, 2021).  
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The interaction between the consumer and service provider has traditionally been the fo-

cal point of service research, adding research on companionships between animals and 

consumers can be seen to a great extent focusing on pet owners ‘relationships to their 

pets. Even though there is some research made on the interaction between the pet owner 

and the vet, yet there is a gap with research on how the interaction between the pet and 

the service provider influences the owner´s consumption experience. (Autio, et al., 2014.)  

 

2.2 Pet Hotels  

Hospitality businesses, such as the pet hotel business are becoming more and more im-

portant in the future. As hospitality has been determined in the following ways: friendliness 

towards the guest or satisfying the needs of the customers, and an industry where the 

guest is the one who defines the pace, pet hotels will without a question fall under this 

specific category. Besides these, pet hotels offer accommodation and get profit from what 

they do, which is another reason they should be stated as hospitality businesses.  

 

However, in previous research, there is not such a thing called “pet hotel” as a definition. 

Therefore, the author chose to define the term “pet hotel”. Some of the current terms that 

introduce the term a little bit are often translated into pet boarding services (usually from 

Finnish to English, regardless of the original name). Often it is unclearly stated and there-

fore might confuse people about what is a pet hotel. While exploring different pet hotel 

types, it was quite shocking how different “pet hotel/pet boarding” facilities there are. Pet 

hotels are defined by the author later.  

 

The advanced amount of traveling does not only offer increased opportunities for busi-

nesses in the travel industry. Since the covid-19 pandemic has shown a significant in-

crease in pet ownership, the author strongly believes that it offers the pet hotel businesses 

a remarkable opportunity to expand their businesses or allow new pet hotel businesses. 

Taillon, Yun, and MacLaurin (2013) highlighted one hotel trend, that shows people are 

willing to pay extra for pet policies. This however side-tracks a little bit the topic of pet ho-

tels, as it will be explained later. As Ioli Macridi, an analyst at Edge by Ascential, said “we 

are seeing the pet humanization trend proliferate, being increasingly influenced by human 

trends, such as ethical spending, which means there is a bigger focus on health, wellness, 

sustainability, and transparency”. (Taylor, 2019.) This has already shown its existence, for 

example in the market of things they sell for the pets. Still, many hotels around the world 

are not accepting pets to their premises, which shows the increased need for hotels spe-

cifically targeted at pets alone.  
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Walker (2014, p. 17) states that people in the hospitality industry continuously strive for 

phenomenal guest satisfaction, which leads to guest loyalty and profit. This one is espe-

cially important in the pet hotel services since it might be harder to satisfy the needs of the 

pets, whose voices we cannot understand.  

 

Hospitality is under constant construction, due to the challenging and changing demands 

set by the customers. The harsh reality is it is an industry that requires hard work, long 

hours, and resilience. As Crick and Spencer (2011) argue that hospitality as an industry is 

a dynamic one, in which the guest determines the pace and the type of service. Cam-

bridge University Press (2021) confirms this by stating that hospitality is friendliness to-

wards the guest and all in all the welcoming behavior towards the guests or customers. 

Walker (2014, p. 15) supports both these statements, by claiming that people who work in 

the hospitality industry, welcome, inform, comfort, and care for tourists and are collectively 

a part of a process that can affect human lives and well-being. In addition to this Crick and 

Spencer (2011) claim that due to the competitiveness of the industry, satisfactory service 

is now the minimum of the guests. In the context of pet hotels, the author wants to define 

who exactly is the customer, who determines the pace and type of the service. One factor, 

in this case, could easily be the fact that the guest is expected to be the one who stays on 

the premises, which in this case would be the pet of the family. However, in this matter, 

multiple factors argue against this, in the context of a pet hotel. If the guest is the one who 

defines, what type of service it must be, how could the pets possibly determine this with-

out vocalizing their thoughts. Perhaps, they might “vocalize” their thoughts by showing 

certain emotions to their owners. Research provides evidence that animals can experi-

ence emotions such as joy, fear, love, despair, and grief (Bekoff, 2021). The author 

strongly believes that there is a subtle balance between the fact of who is the customer. In 

this matter, the guest could easily be the owner of the pet as well since they make the fi-

nal decision whether the pet goes to the pet hotel to spend a night or a weekend there. 

The author also believes that anyone who would take their pet to a pet hotel, knows their 

furry best friend well enough, that they would be more than capable of doing the final judg-

mental decision whether the place fits the needs, wants, and desires of their pet. 

 

According to Walker (2014, pp. 17-18), the services in the hospitality industry are mostly 

intangible. Bebko (2000) defines, that the characteristic of intangibility is one of the big-

gest differentiators between products and services. In terms of pet hotels, this thesis de-

fines pet hotels as part of the pet hospitality businesses, due to the nature of hospitality. 

The author reminds that in the context of pet hotels, the names of the facilities may vary 

but they still need to fit the criteria defined by the author in the next chapter.  
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As explained in the previous chapters under definitions, pet hotel can be defined the fol-

lowing way: Pet hotel in general, is like any hotel designed and built for pet(s), only with a 

little twist that makes them a bit more special than typical hotels. Usually, they are all-in-

clusive, meaning everything is included in the price (i.e., food, water, treats, toys, climbing 

areas and hiding places within the room, a common area for playtime and attention, litter 

box, litter sand, and cleaning of the room). In addition to this, the most important thing in-

cluded in this term pet hotel would be “trust”. Trust in this matter concerns all, meaning 

there must be trust between the customer (the pet and the owner), as well as trust be-

tween the owner and the hotel owner. Moreover, the author wants to highlight that in her 

view there is a strong line that should not be crossed concerning pet hotels and this line is 

that the pet hotel should only accommodate one breed of animals. Highlighting how cats 

and dogs should not be accommodated within the same building even. Adding on that 

most of the pet hotels the author discovered were privately owned pet hotels. Therefore, 

in the “hotels” category the author believes that depending on the type of the pet hotel, 

most pet hotels would be “boutique hotels”, or “privately owned smaller hotels”. With very 

few cases, the author discovered that some pet hotels were trying to expand their mar-

kets, for example within the US.  

 

As reminded by Autio et al. (2014) pets are entitled to a caring service just like us humans 

would be. Therefore, the owners must use their intuition and consideration when choosing 

the right place for their beloved pets. As an example of this, if one would own a cat who is 

highly stressed about dogs, there is no point to take this cat to a pet hotel that has both 

dogs and cats. Imagine as a human, if you were highly sensitive towards cigarettes and 

someone booked you a smoking room, you would not like it, would you. To put it in other 

words, any service which is considered unpleasant in relationships between people is 

considered the same in pet services (Autio et al., 2014). In addition to trusting your intui-

tion, according to some findings from the interviews conducted, the author noted how trust 

and reliability was determinant factor.  

 

2.2.1 Characteristics of pet boarding facilities  

Where a typical hotel designed for humans tends to offer all kinds and sizes in room 

types, the hotels which are specifically built and designed for pets (e.g., cats), work a bit 

differently. One of the perhaps biggest differentiators between the two is that another 

place does not offer accommodation for humans at all, and where another place offers a 

certain number of rooms, that they offer for the ones traveling with pets. Depending on the 

size of this hotel, it may vary a lot how many rooms there are for the furry friends. Some 

hotels can afford to offer for example a whole floor for the pets and their owners, whereas 

some might only afford to do this with a fewer number of rooms.  
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In hotels, the average daily price ranges depending on multiple different factors, nonethe-

less in typical hotels we can choose between several different room types, and depending 

on how many would stay in the same room there can be more or fewer options. In the 

context of pet hotels, the options vary depending on the pet hotel itself. Some of them 

might offer a variety of different themed rooms as an example. In addition, there might be 

differences between the pet hotel rooms as well, as an example depending on the room 

size, one or a maximum of four cats can stay in the same room. This obviously, is deter-

mined by the pet hotel and it is never acceptable to accommodate different household 

cats in the same room, due to their safety. Most pet hotels, especially the ones specifically 

designed for only cats as an example, can accommodate, depending on their capacity, 

approximately 12 to 24 cats. This might vary and some places might be able to accommo-

date over 24 cats if their maximum capacity of occupied and there are multiple “double” 

rooms booked, which means that one “double room” is accommodating more than one cat 

(usually two or three). The author has gathered the most relevant information regarding 

three different types of pet hotels, located in three different countries: Sweden, Finland, 

and the United States. All of them have a similar number of rooms, that accommodate the 

pets. The following information is found in table 1.  

 

Table 1. Examples of different pet hotels and their specifications.  

 

 

 

 

 

 

 

 

 

 

 

 

Autio et al. (2014) bring the importance of the interaction with the service provider con-

cerning the pet’s experience, reminding that the consumer’s value experience is trans-

lated from their interpretation of the pet’s experience. They also bring out that the pet 

owner is the one who defines the value experience, even though this is done with the ser-

vice provider through the pet. While the pet is the one who will experience the valuable 

experience, it´s important to keep in mind that the owners may hold certain expectations 

towards the service that is the one providing this valuable experience to their beloved 
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pets. To conclude this, the author wants to highlight one of the phrases from the inter-

views. (P4) summarized this with the following: To know that they are enjoying themselves 

and then you may yourself enjoy your vacation with a clear conscience that in the end, it is 

your well-being that what it is about when cats have a good feeling, and they are enjoying 

themselves.”   

 

Some of the expected characteristics of pet-friendly accommodation, the pet owners 

hoped from the place where they ought to leave their pet(s) were pet-friendly attitude, 

pampering, and essential minimum. One of the most important characteristics, pet-friendly 

attitude, was explained behavior with pets (e.g., playing with them, showing love to them), 

and evidence of the company´s understanding of pets ‘general and individual needs (e.g., 

safety, hygiene, special pet food and room to play). (Rátz and Michalkó, 2012.) 

 

It was surprising to explore how much in common pet hotels have compared to the non-

pet hotels (which do offer accommodation for people travelling with a pet). For instance, 

room cleaning is one of them, which do not differ in any way in general. There is a surpris-

ingly mutual amount of these common features in both these hotels. For example, when 

people are looking for some entertainment, they might go and enjoy the hotel´s entertain-

ment (e.g., live music), whereas when pets want to experience something similar in pet 

hotels, they are let loose in this common area to play and run around and receive atten-

tion. Most hotels have a restaurant and a bar, which seems to be a popular place to go to 

while staying in a hotel. Pet hotels respond to this feature, offering different types of toys, 

that include catnip or valerian in them, giving the “same” effect as consuming one alcohol 

portion, as an example. In addition to toys that pet hotels offer, most of them have an op-

portunity to either go outside in a separate area or at least peek through a window and 

watch the “live TV” with deer or birds, etc. The author explored another differentiator that 

most pet hotels have compared to hotels, which is that some pet hotels have food in-

cluded in the price, whereas other pet hotels offer it at a certain price per day. According 

to the observations done by the author, especially in the US, pet hotels are taken to a 

completely new, upscaled level. 

 

As shown in Table 2 below, most pet hotels are not that strict with their check-in and 

check-out times, whereas when traveling with a pet and checking in at the hotel there are, 

in most cases, a certain timeline when you are expected to check-in.  
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Table 2. Comparison between a hotel and a pet hotel. 

 

This brings us to the next thing, of what the owners of the pet(s) might expect of the hotel, 

which is specifically designed and built for pets only. One thing pet owners might wrongly 

assume when taking their pet to the pet hotel is that this place would work as their second 

home, as advertised in most places. The assumption that the pets would behave or even 

feel just like at home, is one of the most misleading interpretations the pet owners might 

have towards the pet hotel. Yet, there are too many things that will be intimidating for the 

pet such as new territory, new pet(s) among them, new smells and new sounds, new sur-

roundings. Regardless of how well the pet hotel advertises their premises and lure the pet 

owners to think (or assume) that this place would feel just like at home for their pets, it can 

often mislead the owner to think it feels just like home for their pets and once they find out 

it is not. This then leaves them disappointed, because the service did not meet their ex-

pected outcome, and therefore their expectations are not met.  

 

When looking into the topic of pet hotels, there are multiple different interpretations people 

assume or think of the service, even if they have not used this service before. Some of 

these interpretations might influence the level of the expectation, (e.g., previous experi-

ences with pet hotels). Therefore, the author will further explain the concept of expecta-

tions and explore how do pet hospitality businesses (pet hotels) respond to the expecta-

tions of their customers, this will be explained further in the interview results part. Pet own-



16 

 

ers, just as their pets are all individually different from one another and can easily be mis-

led with certain expectations or ideas, that especially the owners might have towards a 

certain place such as pet hotels as an example.  

 

2.2.2 Factors that influence the expectations  

According to Taylor (2019), there is a very slight line between human child and animal, in 

other words, Taylor believes that the pet care industry is booming. Frias (2012) supports 

this by stating that it is common for pet owners to change their lifestyles to accommodate 

the comfort and wellbeing of their pets. Hendrix (2020) concludes what was mentioned 

earlier, the slight or no line between animal and a human child, by claiming that Ameri-

can´s are not seeing their pets as household pets, rather as part of their families. Autio et 

al., (2014) believe that some of the descriptions by the pet owner´s close relationship to 

their pet communicate the consumer´s value experience. This value experience is built-in 

looking after the wellbeing of the animal and the affection toward the pet. (Autio et al., 

2014). One of the things the author argues against is that many pet hotels, claim on their 

webpage, that they offer a homelike environment, which can often mislead to the interpre-

tation that it would be an environment where your pet behaves exactly like at home.  

 

As people are counting their beloved pets more as family members than pets, people tend 

to do all they can to offer the best for their pets. Frias (2012) states pet owners built their 

travel plans around their pets, yet Rátz and Michalkó (2012) found out that nearly non to 

very few (4,2%) of the pet owner´s admitted to never or rarely taking holidays because of 

their pets, which just confirms that owning a pet does not prevent owners from travelling. 

This was also supported by the interview results gathered by the author, where nearly all 

participants (P2, P3, P4, P6) said that their pet does not restrict their travel plans.  

 

The price is commonly used to decide whether a service or an experience meets or does 

not meet the expectations of the perceived value. The problem with this can easily turn 

into a price comparison between some companies, and most often the customers will lean 

towards the service that is better, no matter how much they pay for it. In some cases, the 

customers will wrongly assume that when they pay more, they will receive more. This 

however leads easily to a problem of a high price and the downfall of expectations after 

the absurd expectations are not met. Money has been found as one of the main influenc-

ers of expectations, as it appears in research done by (Parasuraman, Berry, and Zeithaml, 

1991). 

 

Word-of-mouth is commonly known as a standard-setter, where one hears of a great ser-

vice or experience by someone they know well and makes their experience heard by other 
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people and the word keeps spreading. It is also said how people are more likely to talk 

about their great experience and their poor experience and nothing in between. Therefore, 

the service which is at a level of good service stays often unmentioned (see picture 1). 

The next step is that this “great” service is at a completely different level between the two 

people. How do people set their expectations or how do they experience something differ-

ent from everyone? Therefore, the author believes how intriguingly complicated expecta-

tions can be. As Bebko (2000) states that after one establishes reliability, the next step of 

becoming known for reliability can be achieved from either word-of-mouth communication 

or strategic marketing efforts. 

 

Picture 1. How the experience will make people talk about your service.  

  

 

 

 

 

 

 

 

 

 

 

 

 

As it was discovered from the semi-structured interview done by the author, also another 

factor does affect people´s expectations. It was related to a negative experience, which 

then might have lowered or raised their expectations towards the next pet hotel. To sum it 

up, if the customers had experienced a negative service experience at a pet hotel, they 

were more likely to raise their expectations higher, due to the poor service and experience 

they received and, they were ok to talk about it. None of the participants said that they had 

a good experience, but they would expect more of the service, which just highlights the 

importance of customer satisfaction with word-of-mouth and its impact on the company´s 

perceived service level and its image.  
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2.3 The Importance of Customer Satisfaction in Service Management  

One of the most critical issues facing companies nowadays is ensuring and retaining cus-

tomer loyalty. In other words, providing and maintaining customer satisfaction is still 

something every company should consider and yet use their time to develop. (Mill, 2002.) 

Especially within the service industry, the level of service is often calculated with the 

measurement of customer satisfaction. Where James (2009) defines that “satisfaction is 

generally taken to mean an evaluative attitude towards some object or experience”, Grön-

roos (1984) claims how the models and theories of consumer behavior are often used to 

answer the question how service quality is perceived, yet he criticizes how theories and 

models in this field do not consider services. Fourie (2015) believes that a remarkable 

competitive advantage can be achieved by organizations if they meet their customers ‘ex-

pectations. This, however, can be only done by knowing precisely what their customers 

need. (Fourie, 2015.) In the terms of pet hotels, this could for example mean that the own-

ers of the pet hotel, could try to find out this information before the pets visit the hotel. In 

addition to these, the service level includes intangible and tangible services, and it has 

been often stated how intangible services can be difficult to determine as good services in 

the eyes of a customer.  

 

Where Lywood, Stone, and Ekinci (2009) claim that to get repeat purchases and loyal 

customers, it is essential to create a superior customer experience, Parasuraman, Berry, 

and Zeithaml (1991) build on that and claim that to provide superior service one must un-

derstand and respond to customer expectations. Ranaweera (2007) argues how compa-

nies, who establish long-term customers, will be more profitable than others, due to the 

likelihood of gaining loyal customers via long-term customers. Mill (2002) mentions how 

J.C. Penney has been credited saying “If you satisfy the customer, but fail to get the profit, 

you´ll soon be out of customers; but if you get the profit, but fail to satisfy the customers, 

you´ll soon be out of customers.” This leaves one question: which comes first, profits or 

customers? The author´s view on what J.C Penney was credited from, is that a company 

can either have satisfied customers and that way a company may gain more customers, 

even loyal customers - but if they decide to focus first on the profit, without making cus-

tomers pleased with the entire experience at the company, they may end up with no cus-

tomers. To put it short Lywood, Stone, and Ekinci (2009) confirm this by claiming that 

“customer experience is the next competitive battleground”. Parasuraman, Berry, and 

Zeithaml (1991) conclude that recognizing the dynamic nature of customer expectations, 

and understanding what effects on them, should help managers to close the gap between 

perceptions and expectations, or perhaps even exceed expectations.  
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One of the models that have been used to measure customer satisfaction, is called the 

Kano Model. According to Baymard Institute (2021), it was designed by Noriaki Kano in 

the 80s and it is a helpful tool that is used to measure and analyze the customer experi-

ence of the product (or service) that is provided. It is built around three basic attributes; 

basic, performance, and delight attributes. These attributes are mapped with the “Cus-

tomer Satisfaction” and “Degree of Achievement” axes (y- and x-axises). These two axes 

are vertically (y-axis) and horizontally (x-axis), as shown in figure 1 below. “Customer Sat-

isfaction” level is defined along the y-axis that describes the level of how satisfied the cus-

tomers were for the service level of the company. “Degree of Achievement” level is de-

fined along the x-axis and describes the level of how well a given factor is executed in a 

company´s product. (Baymard Institute, 2021.)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. The Kano Model.  

 

Starting from the bottom right, with the basic attributes. Often these are the so-called 

taken-for-granted attributes. They are not something the customers are consciously look-

ing for. These basic attributes are the ones that are basic to the product or service that 

customers just expect them to work. Basic attributes are needed, to keep the entire cus-

tomer experience complete. If basic attributes would be left out, it does not matter how 

well everything else within the overall performance and delighted is, because if basic at-

tributes are not there, then the customer experience is broken. Usually, basic attributes 

are not used as a competitive advantage, but when left out, it will put the company at a re-

markable disadvantage. (Baymard Institute, 2021.)  

 

Going towards the center of the model, and the line that nearly goes from bottom left to 

top right corner. Performance attributes are to define and measure how well the service or 
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product is performed. There is a direct dependency between the degree of achievement 

and customer satisfaction. Certain companies try to compete on these attributes, by differ-

entiating their product or service by spending more or less than the competitors did on 

specific performance attributes. These attributes are naturally the best choices for compe-

tition. (Baymard Institution, 2021.)  

 

Finally, go to the last attribute, which is on the top left corner. Delight attributes are in 

question when someone delights the customer, by doing something out of the ordinary, or 

when something is over delivered to the customer. These attributes are usually unex-

pected and therefore they are difficult to achieve. Then again, once delight attributes are 

achieved, the returns can be brilliant. The main difference between the delight attribute 

and the basic attribute is that when the delight attribute is not there, it does not harm cus-

tomer satisfaction. Quite the opposite since delight attributes can see a way for an effec-

tive engine for word-of-mouth. (Baymard Institution, 2021.) 

 

When taking a pet hotel as an example of what the basic attributes would be in the terms 

of reflecting it to the Kano model, the author listed the following as an example of each at-

tribute in table 3 (see table 3.) 

 

Table 3. Examples of basic, performance, and delight attribute in a pet hotel 
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2.4 Expectations  

Anyone who has used a service, or a product of any kind has faced expectations at some 

level, whether they are conscious or unconscious forms of expectations. Expectations can 

vary from what one expects from a family or their employer - to what is their desired 

standard of what the service level should be. To put it in a perspective, Dogge et al. 

(2019) claim that expectations are strongly guiding the way humans perceive the out-

comes of their actions. Expectations will follow us everywhere, whether it is the day off, 

summer holiday, a meeting at work, or simply coming home from work. It is a widely re-

searched field, especially in psychology and service-related situations. In this chapter, the 

author’s focus is aimed at the expectations in the service field, how are they formed and 

how can they be managed.   

 

When exploring the existing literature, it was discovered that most of the research that fo-

cuses on expectations, also covers customer satisfaction, due to the nature of a strong 

bond between the two. Mill (2002) believes that two theories explain customer satisfaction 

well: the disconfirmation paradigm and the expectancy-value concept. In disconfirmation 

theory, the main idea lies behind comparing a new service experience with a standard 

which each individual has developed. And it is up to customers ‘belief about the service is 

determined by how well it matches this standard of theirs. (Ojasalo, 2001; Mill, 2002.) 

Meyer and Schwagner (2007) disagree by claiming that people’s expectations are seen as 

part of their previous experiences with a company's offerings. In other words, Meyer and 

Schwagner (2007) determine customer satisfaction as the series of customer experi-

ences, which can also be defined as “the net result of the good ones minus the bad ones”. 

Generally, satisfaction is seen in how the performance is perceived by the users, minus 

the expectations. This enables that those who are disappointed, tend to be less satisfied. 

(James, 2009.) Bebko (2000) builds on saying that “understanding consumers ‘service 

quality expectations is the key to delivering service quality.” Quality of the service and sat-

isfaction are in other words, the product of how well the services process and outcomes 

will match the expectations of customers (Ojasalo, 2001.) 

 

Customers often make somewhat judgments towards a product and its benefits, and what 

are the outcomes and attributes of using the product (Mill, 2002; Andereck et al., 2012) 

this is linked to the expectancy-value theory. People will learn to achieve behavior that 

they expect will result in positive outcomes (Mill, 2002). The problem with creating supe-

rior experiences to customers is not only the intangibility of customer experience, but the 

inherently personal nature of it - each of us has a dissimilar view of customer experience 

and therefore it only exists in the mind of an individual (Lywood, Stone, and Ekinci 2009). 

When translating it to the context of pet hotels, it might be difficult to satisfy each customer 
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according to their preferences, due to the inherent nature of everyone knowing their way 

of whatever it is that they prefer.  

 

As explored by Licata et al., (2008) there is an indirect effect on repurchase intentions be-

hind expectations. However, Mill (2002) argues against this statement, by claiming that 

neither of the two theories (disconfirmation or expectancy-value) speaks to the relation-

ship between purchase behavior and customer satisfaction. To deliver service quality, it is 

essential to understand consumers’ service quality expectations first (Bebko, 2000). 

 

Mill (2002) argues that service quality standards should be set based on what is discov-

ered by the research which should be conducted to discover what is important to the 

guest. Adding that satisfied customers are more likely to become returning customers tell 

their family and friends about their positive experience. To gain satisfied customers, the 

service provided (as perceived by the customer) is more than expected by the customers. 

However, if the service provided is less than expected, there are multiple or at least one of 

the following reasons behind it – management does not know what is important to the cus-

tomer; management recognizes what is important but fails to set quality standards in the 

important areas; standards are set but employees fail to deliver on them; empty promises 

are made to the customers. In the last one, empty promises are made refers to the prom-

ises which are made to the customers, but they are not delivered. (Mill, 2002.)  

 

Parasuraman, Berry, and Zeithaml (1991) explored that customers expect fundamentals, 

instead of fanciness. This means basically that what customers expect from the service 

companies, is to do what they are supposed to do, specifying that they expect perfor-

mance over empty promises. An example of this would be that hotel customers want a 

clean and secure room and a smile from the staff. (Parasuraman, Berry, and Zeithaml, 

1991.) Meyer and Schwagner (2007) claim that certain companies don´t understand why 

customer experience is important to them, adding that often companies collect data and 

quantify data on it but do not circulate the findings, while others do measure and distrib-

uting but they are unsuccessful of making anyone responsible or putting the information to 

use.  

 

Ojasalo (2001) finds the professional service expectations being much more complex than 

consumer-level expectations. There have been several different interpretations about 

what customer expectations are, should they be called expectations, and if so, why. Par-

asuraman, Berry, and Zeithaml (1991) claim that to deliver superior service, it´s essential 

to primarily understand customer expectations, since the customers compare perceptions 

with expectations when deciding the company´s service. The author agrees with Richard-

son (2010) who argues that one must first create a solid foundation and understanding of 
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what customer experience is, how to structure it, and improve it, before focusing on any-

thing else. Moreover, Mayer and Schwagner (2007) claim how dangerous and farfetched 

customer dissatisfaction can be, due to the customers’ empowerment. How does cus-

tomer experience shape the expectations of the customer then? It has been claimed by 

Zeithaml, Berry, and Parasuraman (1993) that the customer satisfaction theories are 

known also by the names “comparison standard” or “expectation standard”, instead of 

customer expectations. Ojasalo (2001) claims that there are different levels of expecta-

tions, which can be divided into fuzzy, implicit, and unrealistic expectations. These levels 

of expectations will be explained in more depth in the following chapter.   

 

2.4.1 Interpretations of Expectations 

When talking about expectations, there are multiple interpretations and research made on 

the topic. Customer expectations come into the picture when their expectations are either 

met or exceeded, they may occur also if the expectations are not met at any level. Natu-

rally, the fewer expectations are met, the more likely they will feed dissatisfied customers. 

Parasuraman, Berry, and Zeithaml (1991) claim that customer expectations hold a central 

role in service quality assessments. According to them, there is limited knowledge in re-

gards to the structure of expectations and their formation (Parasuraman, Berry, and 

Zeithaml, 1991). According to James (2009), there is a difference between how expecta-

tions are defined in the literature (e.g., social science) versus how they are seen. Some 

have argued that expectations should not be mentioned, instead people should talk about 

perceptions. However, the overall literature and research on the topic talk about expecta-

tions more than perceptions. Dogge et al. (2019) explored how humans ‘perceptions of 

the outcomes of their activities are heavily influenced by their expectations. There are 

sensory expectations, which are formed across the lifetime, moreover, that perception is 

affected by the temporary action-outcome expectations that are adjustable through con-

textual demands. (Dogge et al., 2019.)  

 

According to research (Parasuraman, Berry, and Zeithaml, 1991), there are two levels of 

customer service expectations: desired and adequate. The desired level is the service that 

the customer hopes to receive, combining the beliefs of “can be” and “should be” by the 

customer. The adequate service level is what is acceptable in the customers' eyes, mean-

ing that the customers assess what the service “will be”. This can be also seen as the cus-

tomer´s “predicted service”. Compared to the desired service expectations, adequate ser-

vice expectations seem to be more changeable since they are often influenced more by 

specific circumstances. (Parasuraman, Berry, and Zeithaml, 1991.) 
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Where Ojasalo (2001) claims that expectations of professional services are somewhat dif-

ferent from other types of services, Parasuraman, Berry, and Zeithaml (1991) have criti-

cized the lack of knowledge about customer expectations in service quality assessments 

and their structure and formation. They argued that end-customers (consumers) and busi-

ness customers' expectations could vary from one another. However, what appeared by 

their research, is that the differences between these two are minimal. (Parasuraman, 

Berry, and Zeithaml, 1991.)  

 

By fuzzy expectations, Ojasalo (2001) refers to the fact that customers don´t always have 

a complete understanding of what they want from the provider of the service. Sometimes 

they might sense that something is not right or that something is incomplete, but they 

don´t know what it is. It can be a wish for improvement in their situation without knowing 

what type of improvement it should be. Although fuzzy expectations can be mentioned, 

when customers expect change but don´t have an idea what the change should be. This 

often leads to the situation where customers may have some sort of idea about the 

change, but there is uncertainty about it. If the service meets the materialized needs of the 

customer, yet there is something wrong with the service, leaving an unsatisfactory cus-

tomer thinking why it can be claimed as precise expectations. This form of expectation 

can be also called reversals of fuzzy expectations. (Ojasalo, 2001.) 

 

Implicit expectations relate to situations, where some characteristics or elements of the 

service are self-evident that customers are not actively nor consciously thinking about 

them, or the possibility of how they will not materialize. One major differentiator with im-

plicit and fuzzy expectations is that implicit expectations become obvious when they are 

not met. (Ojasalo, 2001.) Explicit expectations strongly refer to conscious assumptions or 

wishes concerning the service in the customer´s mind. In this case, the customer knows 

precisely what went wrong, if some of the expectations are not met.  

 

Unrealistic expectations relate to the word unreal, where the customer often has impossi-

ble or highly unlikely expectations for any service provider, or themselves, to meet. Realis-

tic expectations, in comparison, are somewhat quite the reversals of unrealistic expecta-

tions. Realistic expectations are related to the expectations that are likely to be accom-

plished by the service provider, or by the customers themselves. (Ojasalo, 2001.)  

 

Ojasalo (2001) claims that the set of expectations a customer can have may include all 

the five expectations mentioned at the same time. Also, he adds that their existence may 

vary, as an example they can be less or more fuzzy. In other words, customer expecta-

tions may include (fuzzy, precise, explicit, realistic, unrealistic) elements altogether. An im-

plicit expectation comes with a negative impact on service quality when it is not met and 
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vice versa. To put it differently, implicit expectations can cause only negative surprises, 

because when the implicit expectation is met, it does not have a corresponding positive 

impact. (Ojasalo, 2001.) 

 

2.4.2 Formation of Expectations 

According to Ojasalo (2001), disconfirmation theory (used to explain the formation of cus-

tomer perceived service quality and satisfaction), service quality and satisfaction is a re-

sult of how well the service performance is. In other words, does the service process and 

outcome match the customer´s expectations? Surprisingly what Parasuraman, Berry, and 

Zeithaml (1991) found out in their research, is that one of the main influencers on the ex-

pectations of customers is money. Customers believe that when you pay more, then the 

service needs to meet these criteria of being better. However, they did not think that a low 

price would work as an excuse for poor service. To put it in perspective of the customers, 

when companies are not playing fair (e.g., responding to the money they ask for with the 

service quality), it creates mistrust as a result. In other words, what the customers expect 

from the service basics, is translated to their beliefs commensurate with the price paid by 

the customer. (Parasuraman, Berry, and Zeithaml, 1991.) 

 

Customer experience is one factor that influences the desired service level. Meaning that 

the more experienced the customers are, the more likely they ought to have higher expec-

tations towards the service. And these customers are often more likely to express when 

these expectations are not met leaving them unsatisfied. (Parasuraman, Berry, and 

Zeithaml, 1991.) There is evidence how the association of the intangibility of services, un-

certainty, and risk among expectations is one gap in the literature, which needs further re-

search in the service literature. (Bebko, 2000.) Adding how expectations are a key ele-

ment in defining consumers´ post-consumption service quality judgments, Bebko (2000) 

reminds us how it is central for marketers to understand these expectations across the in-

tangibility continuum.  

 

Service processes are either experienced by the user of the service (i.e., tangible) or not 

experienced by the user of the service (i.e., intangible). From the service providers ‘point 

of view, it means that they must determine the level of quality expectations which consum-

ers have for their service industry, with the ideal situation that they try to meet them as 

well. One example of giving the consumer evidence from reliability is to for example pro-

vide a detailed brochure (i.e., describing how each step in the service process guarantees 

excellent results). This can be done for example, when grooming a dog if the owner is 

given a detailed list of all the steps that will be taken. The main reason behind this is that 

when the service process is not experienced by the user, reliability is still one of the things 
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that should be noted from the service provider to the user of the service. On the other 

hand, where the service is experienced by the user (i.e., tangible), it is a chance for the 

provider to demonstrate the reliability of the service. (Bebko, 2000.) To manage the ser-

vice quality expectations, understanding that both service outcome and service process 

are the tangibility levels.  

 

To conclude this, all of us will experience service differently. If one perceives a service 

completely differently than what they expected, it can either increase or decrease their im-

age of the company and lead them to either reusing the service provided by the company 

or never using the same service by the same company again. It was also explored how 

less satisfied customers tend to speak up more than those, who were satisfied with the 

service or a product they used. It is up to a company to choose if they decide to use a cer-

tain tool to measure the quality of their service, but this is, however, the option they have if 

they would like to find out how do they meet the expectations of their customers.  

 

How to measure service quality is complex and some might even wonder how it is even 

possible. Parasuraman, Berry, and Zeithaml (1991) developed an answer to this by creat-

ing the ´zone of tolerance ‘as a measure that may vary constantly and depending on the 

individual internal or external factors. Every customer perceives a certain service or ex-

cept a certain service, and what is left in between them are that is called the “zone or tol-

erance”. Since each customer is different and we all have an inherent nature of perceiving 

and perceiving things, the author believes that this SERVQUAL-model can be very useful, 

due to its capability to change what a customer expected to be poor service, to good ser-

vice for instance. An example of this would be how a customer has expected what the ser-

vice level would be in a pet hotel, and once using this service, they perceive the service at 

a completely different level. This can easily be the other way around as well, meaning that 

the customer expects a higher service, but they receive a service that would be more to-

wards the basic service. (Parasuraman, Berry, and Zeithaml, 1991.)  

 

One of the perhaps biggest gaps the author noted was the gap between the company´s 

perceptions of customer perceptions. When planning a product or a service it is extremely 

important to ask and find out from your customer what is it that they expect from you. In 

other words, a company should not try to wrongly assume the expectations the customers 

might have towards their company, meaning how do the customers perceive their com-

pany. Some of the insights gathered from the interviews quite well summed up the state-

ment of a company should not try to assume the expectations of their customers. It ap-

peared that certain past negative experiences by the participants were reflected as “un-

pleasant”, or “I felt awful leaving my cat there for the weekend”, which just proofs that it is 
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even more important that the companies would not lie about what type or service they are 

providing to their customers.  

 

How to measure service quality is complex and some might even wonder how it is even 

possible. Parasuraman, Berry, and Zeithaml (1991) referred to the ´zone of tolerance ‘as a 

measure that may vary constantly and depending on the individual internal or external fac-

tors. Every customer perceives a certain service or except a certain service, and what is 

left in between them is an area that is called the “zone or tolerance”. Grönroos (1984) 

adds on how certain ideologies (religion, political involvement) or traditions (“we have al-

ways done so”) may also affect customers´ expectations. Since the previous experience 

influences the customer´s expectations. The service customers perceive, is resulting from 

the customer´s perception of the service. (Grönroos, 1984.) 
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2.5 Key Elements of Expectations  

In the previous subchapters, the author has concluded and provided the most crucial in-

formation concerning expectations and customer satisfaction. Moreover, the models and 

frameworks presented in the table (see table 4), are used to support the overall aim of this 

thesis of examining how the pet hotel businesses are responding to their customers' ex-

pectations.  

 

Table 4. The main frameworks used in this thesis.  

 

 

SERVQUAL-model, developed by Parasuraman, Berry, and Zeithaml (1991), proposed 

the following formula that explains the quality of the service (see figure 2). They explored 

how expectations are affected by the perception and together, this will define the service 

quality. (Parasuraman, Berry, and Zeithaml, 1991.) 

 

 

Author / Source Framework  Main focus/Purpose 

Mill, 2002 

Andereck et al., 2012 

 

Expectancy value concept  

 

Customers´judgements towards 

a product or service and its ben-

efits including what are the out-

comes and attributes of using 

the product. A learned behavior 

that is expected to produce posi-

tive results.  

Parasuraman, Berry, and 

Zeithaml,1991 

SERVQUAL model 

 

To measure service quality. 

Quality is measured by deduct-

ing the expectation from the per-

ception. It is used to find out the 

service level expectations. 

 

Oliver, 1980 

Ojasalo, 2001 

Mill, 2002  

 

Expectation Disconfirmation  

Theory Model 

Comparing a new service experi-

ence with a standard that 

matches each individual's own. 

The customer defines how well it 

fits their standard.  

 

Kano, Seraku et al. 1996 The Kano Model  Scale to measure customer sat-

isfaction.  

 

Grönroos, 1984 A Service Quality Model and its 

Marketing Implications 

Develop a service model con-

cept, that can be used as a ser-

vice marketing model in service 

management.  
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Figure 2. Service Quality Model formula adapted from Parasuraman, Berry and Zeithaml, 1991. 

 

As suggested by Parasuraman, Berry and Zeithaml (see figure 2), the service quality is 

measured by taking the remains of perceptions and expectations combined. In the context 

of pet hotels, the author believes that the interview results show how this is more or less 

still used in the minds of customers. Most of the interviewees mentioned how what was 

expected was a much lower level compared to their actual perceived service quality and 

the experience, which led to higher service quality in the eyes of the customer. The same 

happens when a customer has already used a pet hotel and had a bad experience with 

the hotel, which leads to the decrease of their expectations towards this hotel and their 

perceived service quality is low. This can be turned into an advantage when for instance, 

this same customer is using a different pet hotel and has low expectations, due to the low 

perceived service quality. Once the perceived quality increases, the expectations are of-

ten exceeded since they were already low in the first place. Now to repeat the exceeding 

of this customer´s expectations will be more difficult the next time because now the expec-

tations are high and the perceived service quality as well.  

 

Figure 3. Expectation disconfirmation theory. 

 

The expectation disconfirmation theory model highlights the uniqueness of everyone. The 

focus is built around letting the customer define how well the service, product, or experi-

ence compared with their standard. With anything that relates to customers´ expectations, 

many different scenarios will affect the overall experience in the end. Customer expecta-

tions will keep increasing, due to the nature of ever-increasing development. The Kano 

model demonstrates well how time will in the end reshape the attributes companies will 

offer to their customers.  
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Basic attributes are often unspoken ones and they do not have a direct relationship be-

tween customer satisfaction and the degree of achievement. When basic attributes are 

achieved, it does not mean that the customer would be satisfied, since these attributes are 

assumed to work without saying. The logic behind performance attributes goes, the more 

you offer, the more satisfied the customers will be. In other words, the cost is directly tied 

to the degree of achievement which is why performance attributes are the ones that com-

panies can compete with. Delight attributes are also known as taking the customer by sur-

prise, which can often lead to over-excitement due to the unexpected attribute. Over-ex-

citement can be also seen as a positive way to increase word-of-mouth. Delight attributes 

are never expected by the customers and therefore they do not have a straightforward re-

lationship with customer satisfaction and the degree of achievement. (Baymard Institute, 

2021.)  

 

As Baymard Institution (2021) states, time is a factor that will deteriorate these features 

related to customer satisfaction. As companies start to compete on the feature and cus-

tomers get accustomed to it (Baymard Institution, 2021). The quicker people get accus-

tomed to new features that the companies offer, the quicker the level of their expectations 

will increase. Therefore, the service companies need to find new ways to perform and de-

light. In a way, there is a constant circular movement with these features that companies 

keep inventing. Eventually when a certain feature reaches a point where any further im-

provement would be so inconsequential that it would only matter when it is not being deliv-

ered, or one fails to deliver them – then it becomes a basic attribute again. (Baymard Insti-

tution, 2021.)  

 

In the context of a pet hotel, the author strongly believes that based on the research made 

and the results from the qualitative semi-structured interviews, having to measure the ex-

pectations of the customers might not show effective results for a pet hotel business. 

However, the author found out that based on the interview results, pet hotel businesses 

have accomplished to fulfill most of the expectations of their customers. To conclude, eve-

ryone must recognize how difficult and multi-layered people´s expectations are. Especially 

with pet hotels, when the owners are the actual decision-makers who will set their stand-

ards and choose if the service fit or did not match with their expectations and perceived 

service quality. As a follow-up from this chapter, the author will conclude these frame-

works with the author´s view of how pet hotel businesses are responding to customer ex-

pectations (see figure 4). 
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Figure 4. The author´s key findings from the thematic interview analysis part. 
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3 Research Methodology 

This chapter covers the research process and the research methods. Justification for the 

chosen methodology is included as well. Furthermore, this chapter will also cover why the 

author used thematic analysis and explain the process behind the thematic analysis. Fi-

nally, the process behind the interviews, transcribing, and the data collection process will 

be further explained. The interview results will follow in chapter 4 results and analysis. The 

purpose and desired outcome of these interviews are to give insights and possibly new 

topics on further research, which will help when finalizing the thesis.  

 

Qualitative research aims to answer the questions why and how (Curedale, 2016, p. 71), 

therefore qualitative interviews are a perfect example, among the main research question 

of “how do pet hospitality businesses respond to customer expectations?”, to justify why 

the author chose to conduct qualitative semi-structured interviews. One of the reasons 

why in this thesis, the qualitative method is used, is behind the main research question. In 

addition to these, the author thought before these interviews, that some of the questions 

might give better insight, but as it turned out this did not happen. A qualitative method as a 

research methodology will be discussed in a more detailed manner in the next subchapter 

as well as the process of collecting data.  

 

3.1 Research Methods 

The research method chosen for this thesis will provide qualitative information, which can 

be used to answer the main research question of how do pet hotel businesses respond to 

customer expectations. Another reason behind choosing this method is that it leaves 

space for more open discussions rather than a strict interview structure, which can help 

the interviews to feel that they can express themselves better and leave space for com-

munication as well. According to Curedale (2016, p. 153) interviews, where questions can 

be modified as needed during the interview are called unstructured interviews, whereas 

an interview with multiple questions or a script of an interview that they will follow during 

the interview, is called a structured interview (Curedale, 2016, p.149). In addition, Silver-

man (2011, p.25) claims that if the purpose of the research is to answer “how” or “what” 

questions, then qualitative methods are the best suited for the research. Curedale (2016, 

p.71) defines the 7 steps of how to use qualitative research method: define research 

questions, select research subjects and context to study, collect data, interpret data, study 

data for insights, collect more data, analyze data.  

 

Affinity diagrams are great tools to use, especially when a large amount of information 

needs to be categorized or grouped. Their history reaches back to the 1950s when it was 
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created by Japanese anthropologist Jiro Kawakita. The method was named to K-J method 

around 1967 and later in 1986 Kawakita published a comprehensive description of the KJ 

method. (Curedale, 2016, pp. 196-197.) However, this method is now called an affinity di-

agram, and due to its low resources, it is very simple to use, especially in today´s world 

where nearly every item mentioned in the resources, can be used digitally and mostly for 

free. Resources Curedale (2016, p. 201) mentioned are whiteboard, large wall spaces or 

tables, dry-erase markers, sharpies, and post-it notes. Nowadays there are numerous 

ways to use digital post-it for free mainly, basically, this means that one could only need a 

piece of knowledge or a bit of time to search for a good way to use an online post-its plat-

form. These platforms most often include all the necessary resources Curedale men-

tioned. In this thesis, the author used a digital platform called Mural. The affinity diagrams 

are shown below in picture 2 (see picture 2.) 

 

Picture 2. Affinity diagrams. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In this thesis, the author chose to analyze her data from the interviews and use thematic 

analysis as a tool to make sense of the results. For example, the author´s main idea is to 

establish similarities between many pieces of information (Curedale, 2016, p.197) to help 

to answer the main research question. An affinity diagram is a way to assemble multiple 

ideas into groups with common themes or relationships. They can also be used to brain-

storm ideas (Curedale, 2016, p. 196-197.) These results will be further discussed and ex-

plained more in the following sub-chapters.  
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To support the main research question of how do pet hospitality businesses respond to 

customer expectations, the author used these research questions to support the aim of 

this thesis (see table 5). When looking into the research questions, listed in table 4, they 

were all ought to help the author to form an overall picture of expectations, how they are 

formed and how can they be managed. First question was used to support the theoretical 

framework part as well and the last one. The two questions in the middle of the table were 

used to back up the interview questions and to justify the importance of hospitality.  

 

Regardless of the different alternatives, the author believes that she was able to follow her 

original plan quite well. The most challenging obstacle for the author was to continue with 

the thesis upon starting at the new job position during the beginning of September. This 

slowed down the thesis process for about two weeks, but after that time the author contin-

ued with the thesis and was able to complete the remaining part of the thesis.   

 

Table 5. Research questions and the main aim with the question.  

 

3.2 Data Collection Process 

The overall research process was challenging including a lot of ups and downs, due to 

multiple different factors. As the author mentioned in the written thesis plan, due to differ-

ent possibilities for fall 2021, this thesis will either follow plan a, b or c, depending on what 

will happen. This will be determined later during the fall, and just as mentioned, the plan 

might rapidly change during this time. This happened in this case and therefore, the over-

all thesis plan structure did change a little bit. During the research process, the author 

learned more in-depth how to manage multiple moving parts at the same time. Yet, the 

overall time management could have been a bit better handled since the author learned in 

a later stage that having a more detailed time management plan, may have been helpful 

when things got tough.  

 

To get enough interview participants did not just happen overnight and the author was 

thinking to get more people to participate, because who would not love to talk about their 
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beloved pets. The author got two pet hotel owners to ask their customers to participate in 

this interview. One post was also posted on Facebook, but this did not get enough brave 

participants to contact the author. Finally, the participants and the author agreed on an in-

terview time via email, and they got scheduled soon after the email. The estimated dura-

tion for these interviews was set to a maximum of one hour, which was done successfully 

from the author´s part. Nearly all the interviews were approximately 45 minutes. At the be-

ginning of each interview, the author made sure to ask permission to record these inter-

views, to help the author when transcribing these interviews. All interviews were con-

ducted anonymously and promised to be deleted afterward. In the next chapter, the author 

will conclude the research process.  

 

The qualitative semi-structured interviews were transcribed by the author after each inter-

view. It took about three to four hours to transcribe one interview, which was approxi-

mately 35-45 mins long. The interviews were all recorded for the analysis part and the au-

thor refers to the interviewees by participants (i.e., P1 stands for participant 1). In addition 

to the customers who had or had not used the pet hotel services, the author wanted to 

hear from the owners' views on how they believe these expectations are being dealt with. 

In the end, the author interviewed two different pet hotel owners, whose interview analysis 

will be discussed as well, referring to owner 1 and owner 2.  

 

One of the things which needed to be done was to choose which tool to use to make 

sense of all the results from the interviews. Also, to give an overview of how the pet hotels 

are responding to the expectations of their customers. An affinity diagram is often used 

when analyzing large amounts of data for example. In this thesis, the affinity diagram was 

done using the online platform called Mural – see appendix 3. To conduct thematic analy-

sis, there are things to consider but the most important note is that thematic analysis is 

flexible and can be adjusted to multiple different research (Caulfield, 2019.) Using an affin-

ity diagram might help and benefit since it is cheap and flexible, as well as visual and 

quick arriving themes, but it comes with setbacks as well. One of the downsides of affinity 

diagrams is that is hard when data varies a lot or that there is a lot of it. (Rosala, 2019.) 

The author chose to use an affinity diagram due to the visual part of it and because it 

seemed to fit into categorizing the themes more easily than any other method.  
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4 Results and Analysis  

This chapter concludes all the findings gathered from the semi-structured interview’s part. 

In the next chapter, the author will conclude the findings from the interviews with thematic 

analysis. The interview results are discussed in the order of the research questions, which 

were mentioned in chapter 1.2. The author's focus during the interviews was to get as 

much information as possible from the participants, without further leading the discussion 

between the author and the participants. Some of the research questions, such as ques-

tions “How does the established service name shape the customer expectations in the pet 

care industry?” and “How do past experiences shape the expectations in the pet hotel 

business?”, brought a lot of great insights that the author will bring out in the following 

chapters. Moreover, the author found out analyzing the results, how it could have been 

useful to conduct a questionnaire in addition to the interviews. By conducting a question-

naire with anonymous answers, could have revealed more insights into the topic and per-

haps leveled the imbalance between the demographics between the participants.  

 

 

 

 

 

 

 

 

 

 

Figure 5. Gender division & age division between the participants.  

 

This could have given more detailed insights for the analyzing part as well as the overall 

research results. As a conclusion of the term “pet hotel”, the author wants to reflect on 

some insights gathered from the qualitative semi-structured interviews. Some of the re-

sults revealed additional points, for example, the fact that some interviewees (participant 

6) felt it is more than just a place where you take your cat for instance when going on a 

holiday. (P6) expressed the following:  

 

“It creates a feeling that the pet goes there on a vacation as well, basically it is like a hotel, 

so the pet is vacationing, everything there should be nice and cozy. And preferably this 

type of all-inclusive, where everything is included. You just take a cat there and you have 

the feeling that you may leave him/her there with peace of mind.”  
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This comment itself was quite an interesting one because the author noted that one of the 

“expectations” within this comment was that this pet hotel should include this “all-inclusive” 

type of service. On the other hand, this is not too much of an unrealistic expectation, due 

to the ideology the owners have of the term pet hotel. Owner 1 concluded the term as fol-

lows:  

 

“To me, a pet hotel means that it is this type of all-inclusive place. It means that there are 

all the accommodation facilities, the food, cat litter sand, all the sort of basics. But in addi-

tion to these, there should be some programs, so entertainment. Kind of like in the hotels 

for humans, but yeah we do not have any type of band to perform like a cat band to per-

form, but the fact that we play with them and it is the same as they would go out so to 

speak, or that there are catnip toys / Valeriana toys that the cats can sort of use the bar 

and you know in a way that the overall experience would be a relaxing for the pets as 

well.”  

  

From the other pet hotel owner (owner 2), the following comments were made during the 

interview:  

 

“A cat hotel in my own opinion I would like to think that we are precisely the hotel. For 

cats, this is also a resting place and cats own an activity park. That here they are allowed 

to frolic, and many customers say that their cat might sleep for 3 straight days knocked 

out when they come home since here, they have played and ran out all their energy. 

Safety and quietness. And I would also think that since it is so peaceful environment 

around here because there is no traffic around and it saves the cats from listening to this 

noise pollution. And I would consider that we are more of a complete experience for the 

cat rather than a place where we would just give them food and care for them. We aim to 

be a home-like environment that there would be a human present most of the time.”  

 

When interviewees were confronted with a question related to the term pet hotel / or a pet 

boarding facility/pet boarding place, they all had more or less similar answers. Here the 

author noted that it is depending on the person, their relationship with their pet, and also 

the factor if they have had a pet before, or have they only become “pet parents” at a bit 

older age, that often determined what do the participants refer when talking about their 

pets for instance. While (P5) made a remark on: “But you don´t leave a child, a small child 

home alone for a long period. And well, I would describe it more of a hotel, rather than a 

pet boarding place”, another participant had a quite opposite idea of this were (P1) said, “I 

never say her/him when I talk about a cat, I always say it”. This demonstrates that there 

are more and more pet owners, who say that their pet is their kid or a fur baby, rather than 

a pet. Yet, these results showed that everyone is an individual and therefore, no matter 
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how much all of us love our pets, it is undisputed that they all still care for their pets. It was 

reflected also as far as; your wellbeing is at stake if your cat is not feeling well/good and 

enjoying the accommodation. (P4) “To know that they are enjoying themselves and then 

you may yourself enjoy your vacation with a clear conscience that in the end, it is your 

wellbeing that what it is about when cats have a good feeling, and they are enjoying them-

selves.”   

 

When confronted about expectations that the participants feel that they would or have had 

towards a pet hotel, the following comments were said by participant 2: 

 

“Everything is very well in the place if nothing bad happens. So basically, I would not ex-

pect anything that they will wash my dog and do incredible tricks and provide with multiple 

activity things and so on, but rather means that the dog would act just as normally at 

home after visiting the pet hotel, as it would on a normal night at home.” (P2) 

 

The comments on expectations by (P2) are showing how for example, if there is nothing 

to compare service to, it is the individual expectation level, that defines the level of what is 

their perceived service level or experience. When the expectation level is at a somewhat 

“normal” level, it is easier for the service provider to meet these expectations and easier to 

exceed these expectations, when they will turn into delight attributes.  

 

Some of the most important qualities that were seen important in the people looking after 

the pets at the pet hotel were related more for the safety and the feeling that the people 

looking after their pets can be trusted, as mentioned by P2; 

 

P2 “Probably just reliability, someone who loves animals and so the willingness of want-

ing to look after them and care for them.”  

 

P1 “I take it or granted that it needs to be a cat person, that is obvious. And then it is the 

customer service. The ability and the people skills, whether it is fake or real, that is very 

important”. 

 

Some of the participants hold it more important that the owner of this pet hotel would know 

their pet on a more detailed level. In this context, the author would say that their expecta-

tions were already at in much higher level than for example other participants' expecta-

tions. Some of the remarks the participants (P3, P5) gave on this example were the fol-

lowing:  
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P3 “The fact that they understand and an read the animal and understands specifically 

this breed´s needs. That the person has enough skills and knowledge with the animals, 

that for instance they understand and recognize when the animal is stressed and can in 

that way accomplish the trust of this pet and organize activities that are comfortable for 

this individual. That they won´t just have to be miserable in there while visiting the pet ho-

tel.”  

 

P5 “You have to know that even if this little cute cat would approach you and go on his 

back and beg for tummy rubs, it might mean that if you now rub my belly, I will catch you 

(play with you).”  

 

Some of the participants (P3, P4) did mention that their pets do not limit their traveling but 

rather acquire more travel arrangements from them. Most of the participants also felt that 

if they pay more it is not an issue because it is their pet, and they all wanted good care for 

their pets. It was surprisingly delightful to find out that distance is the minimum factor that 

impacts the final decision if everything else in that pet hotel is good. As P4 concluded it 

the following way:  

 

“The factors would be the trust and perhaps this warmth and the cat´s well-being. But 

then of course the price and location are in a way one factor, but in our case, we noticed 

that these two will fall to the bottom ones and that the trust and warm/welcoming atmos-

phere goes to number one.”  

 

Limitations regarding this research process were that there were nearly enough partici-

pants for the interviews, whereas another limitation was that the author got one participant 

who have not used this type of service before. Also, the lack of male participants shows 

another limitation regarding this research. Some of the results were lacking negative ex-

periences, which might have given the results a bit different twist, but since most of the 

expectations were answered, this led to the reliability of this research and the validity.  
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5 Discussion 

This thesis ‘main aim was to explore how pet hospitality businesses, such as pet hotels 

respond to customer expectations. This last part will reflect on the overall thesis process, 

conclude the findings of this thesis. Moreover, in the sub-chapters, the author will reflect 

on the learning process and will evaluate this thesis ‘overall outcome and the author's in-

put. 

 

Main findings based on the research showed how there is a gap with connecting pet ser-

vices under the category of hospitality. In addition to this, not one research has focused 

directly on how hospitality businesses, more specifically pet hotels respond to their cus-

tomer expectations. There should be more research made considering expectations and 

how they affect the perceived service quality, adding on how managers should learn how 

to utilize these within their business to improve their business image. Concerning pet ho-

tels and how they respond to customer expectations should be researched more because 

there was only a certain number of participants and only one of these participants had 

never used pet hotel services but is curious to experience that one day. In addition, to 

back up these expectations and how the pet hotel owners respond to them, all the cus-

tomer expectations were responded to in this context.  

 

5.1 Conclusion 

The pet care industry has already grown remarkably over the decades. And once traveling 

will bounce back to normal, the need for pet hotels will grow, and hopefully, the number of 

pet hotels will grow as well. Some of the research findings show how some companies do 

not do what they promise to their customers, which leads to a situation where the cus-

tomer has high expectations towards this place, and once the customer experiences this 

service which is not what was promised, their perceived service quality drops down. This 

has happened with certain pet hotels as well, for example, as it appeared to one of the in-

terviews, where the participant said that the place had a “separate” building for cats and 

dogs, but the noise was not considered at all, which lead to the decision of not wanting to 

go back there again. 

 

One final addition which would have been useful to support the different views on pets 

and their importance would have been to interview non-pet owners and ask their views on 

certain pet hotel-related questions. This can be also added to the part of why the author 

believes how large the chosen research area is and how it was realized a bit too late. In 

addition to this, conducting a survey might have brought more detailed answers or at least 
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a more general idea about people´s expectations that they might have towards a pet ho-

tel. In the end, there is no guarantee that even with the survey the author would have got-

ten more detailed answers. The only thing which perhaps prevented the participants to 

state their feelings more was that nearly all the participants had been using a specific pet 

hotel for quite some time now. Which lead to the situation where even when trying to re-

form questions and trying to get more detailed answers it did not provide more insights.  

 

As explained in a table (see table 4), many different frameworks and models were used to 

support the aim of this thesis. There are a lot of similarities between these frameworks, 

but the author believes that unless the expectations and perceived service quality will not 

match, the expectations cannot be met completely, in that case, they are exceeded or not 

met at all which leads to many unhappy customers. In addition to this, the author believes 

how some of the pet hotels wrongly advertise on their webpages about what the service 

will be, because as it was discovered with the results from the interviews, more people 

want their pet to be treated as an individual and wants to make sure that the place knows 

exactly when they will eat and for example what is the worst thing you can do that their pet 

will not appreciate.  

 

Overall, a great customer experience is not the same as most companies think it is. Most 

companies think that a great customer experience equals happy customers, well it does 

not. When the customer expects a certain timeframe for their package, for instance, their 

expectations are exceeded by delivering the package a day sooner than promised, they 

received more than they expected in the first place. Then the customer had a perception 

of having the package delivered a certain way, but the service exceeded the customer´s 

expectations. The same goes the other way around as well. If a customer has had a great 

experience with package delivery, the expectations will be on a much higher level and 

they expect similar service. But if this time the service does not match the expectations of 

the customer, then it will affect negatively that perceived service level, in the eyes of the 

customer.  

 

(P6) ”In a common level, I believe that these types of pet hotels can be used, even if they 

claim that home is the best place for a cat, but sometimes for the cat it is better to go to a 

cat hotel for instance, where it is looked after pretty much 24/7 instead of someone going 

home to feed the cat once a day, so I believe it is a great alternative for this scenario too.”  
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5.2 Evaluation and Learning Process  

This thesis process has been one of the toughest obstacles the author has faced by far. 

The overall process began in January when the author still had a few courses left that just 

had begun in January. Yet, it was necessary to get this process started as early as possi-

ble. From the very beginning, the author had part of the topic figured out, but since the 

topic was so wide, there was a lot of narrowing down to be done. The pet care industry in 

general reaches from anything that relates to the well-being of the pet, to their nutrition 

and reaches to pets’ health services, such as veterinary services, grooming, nutrition guid-

ance, and to the most extreme newest things for pets, just name it. There are multiple pet 

cafés around the world. In addition to this, certain countries have gone one step ahead 

with this and in Denmark, they have arranged a bus ride for the dogs, that spend their day 

at a dog daycare.  

 

Coming back to the topic of this thesis, during the first 2 months, the name of this thesis 

reshaped its form about three times. Finally, around March- beginning of April, the author 

had all of the research questions ready, and the research process began with searching 

and exploring material. At the beginning of June, the author finally began to write the theo-

retical framework part and that took a brief pause for July, due to a mandatory summer 

language course. One of the interviews was done on June 7th, but most of the interviews 

continued at the end of July, reaching the 13th of August.  

 

Some of the most challenging issues related to this thesis process were to find a suitable 

topic, that is not too wide. Secondly, to choose whether it is research-based or project-

based, this was confirmed at the beginning but took some time to choose. One of the per-

haps easiest choices was to decide that the interest is within the pet care industry, but as 

noted earlier it was such a wide area that it needed a lot of narrowing down the topic. 

Third, expectations came into the picture, since the author wanted a topic that challenges 

and a topic that has a lot of research made. The advantage of choosing expectations as a 

topic is also to help to pursue the author´s interest in the work-life after graduation.  

 

The learning process could have been more in-depth and detailed but starting a full-time 

job in the middle of this thesis process, slowed down certain things related to this learning 

process. Time management has been the key term in the eyes of the author and with this 

thesis, there were a lot of sacrifices that needed to be made regarding balancing between 

physical and psychological well-being. Therefore, time management is one of the areas, 

where the author feels strongly that if she would have written the days down when to write 

a thesis, the overall time management would have been massively better and more con-

trolled.  
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To conclude the evaluation and learning process, considering the amount of work the au-

thor used while writing a thesis, completing final courses, and searching and applying for 

a work placement and a job all simultaneously, the author is overall happy with the result. 

It could have been far more improved and much more detailed, but taking everything into 

account, the author chose to focus on staying sane throughout the process, instead of 

aiming for the impossible.  
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Appendices 

Appendix 1. Interview structure for pet hotel owner(s) 
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Appendix 2. Interview structure for customers  
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Appendix 3. Affinity diagram for thematic analysis  
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