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The exploration of budget and luxury hospitality brands reveals contrasting views
in consumer preferences and purchasing behaviour. While luxury brands promise
emotional gratification through premium experiences, budget brands aim to fulfil
practical needs with cost-effective solutions. This paper investigates the complexi-
ty of the relationship between emotional and functional values provided by the-
se brand categories, aiming to clarify their implications for consumer behaviour.
An exploratory qualitative content analysis was conducted on ten websites of bud-
get and luxury hospitality brands to identify the ratio between the emotional and
functional values they offer, revealing patterns in value provision by each brand
category. The conducted analysis identified an inverse ratio of functional and emo-
tional values in the analysed budget and luxury hospitality brands. Consequently,
a theoretical 60:40 ratio between functional and emotional values is proposed for
both brand categories, budget and luxury, taking into account the identified inverse
ratio pattern. Further empirical research is suggested to validate these findings and
expand the understanding of brand value in the hospitality industry and beyond.
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applied to price-conscious consumers. It implies that

Oscar Wilde is often credited with a famous thought: ‘T
have the simplest tastes; I am always satisfied with the
best’ Though the interpretation of this thought may
vary from one person to another and from context
to context, there is an intriguing idea hidden in these
words if applied to luxury. The thought that choosing
the best available and discarding less valuable options
is what provides the best consumer experience and
emotional satisfaction. But there is another thought:
‘If you buy cheaply, you pay dearly, and this can be

buying just on price is not convenient. Cheap produ-
cts are often limited in terms of features and quality
(Kotler & Keller, 2012). Cost reductions through the
use of low-quality resources may cheapen the product
and, consequently, compromise its image or integrity
(Anderson, 2020). This implies that such products are
low in performance and durability, consequently lea-
ding to multiple purchases. Therefore, evaluating both

price and quality ensures a wise purchase.
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These two concepts, as described, represent oppo-
site ends of the consumer purchase spectrum: luxury
on one end and budget on the other. This suggests that
luxury brands are associated with emotional experi-
ences from high-quality purchases (Kapferer & Ba-
stien, 2009), while budget-friendly brands prioritize
functional values and value-based decisions (Bruhn
& Zimmermann, 2022). Chen (2022) supports this
notion, categorizing brands broadly into luxury and
everyday brands. Chen elaborates on the motivations
behind purchase behaviour, noting that luxury bran-
ds are purchased for personal and symbolic reasons,
while everyday brands are chosen for practical and
functional purposes.

Luxury brands attract consumers and provide
them with unique experiences, driven by factors such
as strong brand image, differentiation, innovation,
exclusivity, high quality, and premium pricing (Ilias,
2010). Consumers are drawn to luxury products for
reasons including status, values, and social compari-
son (Ko et al., 2019). However, the scientific literature
lacks a unified definition of luxury (Kim, 2019; Kapfe-
rer, 2017b), as it remains a concept with unclear bou-
ndaries and criteria (Kapferer & Bastien, 2009). Many
definitions focus on elements, e.g. high quality, high
price, exclusivity, and positive emotions (Wirtz et al.,
2020). Hagtvedt and Patrick (2009) define a luxury
brand as ‘one that has premium products, provides
pleasure as a central benefit, and connects with consu-
mers on an emotional level’ (p. 609). This emphasis
on emotions highlights how luxury prioritizes hedo-
nism over functionality (Kapferer & Bastien, 2009).

Budget-friendly brands tend to economize by eli-
minating superfluous and expensive features from
their offerings to cut business costs (Ivens et al., 2022).
These brands are characterized by highly standardi-
zed and simple offers designed to satisfy customers’
core functional benefits (Bruhn & Zimmermann,
2022). The primary motivators associated with budget
brands include value for money (De Chernatony et al.,
2011), an offer of adequate quality and comfort (Ren et
al., 2018), convenience (Colbu et al., 2008), and price
(Ivens et al., 2022).

When comparing luxury and budget brands, it has
been noticed that they differ significantly in the values
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they embody. However, both categories offer functio-
nal and emotional values to customers. According to
De Chernatony et al. (2011), a brand comprises functi-
onal and emotional values, enabling organizations to
promise a unique and welcomed experience. Emotio-
nal values symbolize aspects, e.g. prestige, reassuran-
ce, style, or distinctiveness, while functional values
encompass rational or objective factors, e.g. packa-
ging, functionality, and price. They further emphasize
that consumers’ purchase decisions are influenced by
both rational and emotional factors.

This paper aims to identify the relative importance
of functional and emotional brand values, particularly
within the luxury sector, from the service provider’s
perspective. This exploratory analysis is motivated
by a study conducted by Dugandzi¢ (2023) in luxury
hospitality, which found a higher incidence of emo-
tional (66%) versus functional (34%) values. The pa-
per questions whether this ratio applies to the entire
brand offer. Subsequently, the following research qu-
estions are posed:

« What is the functional-to-emotional value ratio in
luxury hospitality?

« How does this ratio compare in budget hospita-
lity?

« Does this ratio differ between luxury and budget
brands, and if so, by how much?

While the hospitality literature primarily emphasi-
zes the descriptive importance of functional and emo-
tional brand values, this study aims to quantify the
ratio between these values in both budget and luxury
hospitality brands to provide a holistic understanding
of their interaction and prioritization within these ca-
tegories. A literature review will follow to provide a
theoretical basis for the present study and subsequent
discussion.

Literature Review

Defining the Terms ‘Luxury’ and ‘Budget’

Luxury is inherently elusive; it is subjective, shaped
by culture and lifestyle, making it challenging to defi-
ne (Kapferer, 2017b; Okonkwo-Pézard, 2017). Its me-
aning varies among individuals, reflecting personal
opinions (Kapferer, 2017a). As economic opportuni-
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ties expand, consumers increasingly focus on com-
fort and pleasure, reaching beyond mere necessities
(Patrick & Hagtvedt, 2014). These indulgences signal
social status, with luxury being perceived as a social
marker (Kapferer & Bastien, 2017).

Luxury, in general terms, can be defined as ‘a
condition of abundance or great ease and comfort’
or ‘something adding to pleasure or comfort but not
absolutely necessary’ (Merriam-Webster, n.d.-a). A
distinction can be made between terms such as ‘ple-
asure, ‘ease’ and ‘comfort, and the term ‘necessity,
emphasizing the emotional versus functional aspect.
Primarily, luxury is invested in providing pleasure,
with luxuries being mainly associated with hedonic
experiences, while necessities are more associated
with functional benefits (Kivetz & Simonson, 2002).
Moreover, luxury products offer a higher level of he-
donic value compared to their non-luxury counter-
parts (Peng & Chen, 2019). Batat (2019) delves further
into the experiential value of luxury, emphasizing
that today’s luxury customers are increasingly seeking
immersive and varied experiences to discover new
meanings and enrich their lives. Luxury can be expe-
rienced only through the interaction with the luxury
offer. Hence, the qualitative aspect of what luxury is
cannot be defined except through both the objective
features of the offer and subjective customer percepti-
ons (Wirtz et al., 2020).

Han and Kim (2020) define a luxury brand as ‘a
product/service brand that consumers perceive to be
of high quality and provides them with real value—
functionally and emotionally’ (p. 2). Additionally, it
excels in each category, offering pleasure as a central
benefit (Patrick & Hagtvedt, 2014). However, luxury
cannot be uniformly applied. A distinction should
be made between a luxury product and a luxury ser-
vice. A service cannot be owned like a product but
only experienced while it is consumed. The expected
benefit derived from a luxury service, as opposed to
a luxury product, is primarily experiential, whereas
the pleasure derived from owning a luxury product
comes from mere possession. Hence, creating psycho-
logical ownership for services is of utmost importan-
ce compared to legal ownership of products (Wirtz et
al., 2020). A more specific definition of luxury can be
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formulated with an emphasis on the service industry.
Luxury services are defined as ‘extraordinary hedonic
experiences that are exclusive’ (Wirtz et al., 2020, p.
682). The exclusivity in this context ‘can be monetary,
social and hedonic in nature’ (p. 682). Luxury servi-
ces are, therefore, highly experiential, as the customer
experience represents a central component of the
offer (Batat, 2019).

Budget, on the other hand, is primarily associated
with low cost. It can be defined through its synonyms;
for example, affordable is described as ‘having a cost
that is not too high’ or ‘that is not too expensive for
people of limited means’ (Merriam-Webster, n.d.-b).
The connection with individuals with low purchasing
power is immediately evident. Therefore, market se-
gmentation is an essential tool for budget brands that
primarily target segments that are more price-sensi-
tive (Putri et al., 2021; Nakaprasit, 2012; Danaher et
al,, 2011). Consequently, these consumers, due to fi-
nancial constraints, might also show greater financial
responsibility (Baker et al., 2020).

Different companies act differently in the market.
While some tend to raise the prices of their offerin-
gs due to increased value through feature extensions,
others choose to lower prices and shape their offers
accordingly, indicating a demand for budget brands as
well (Kotler et al., 2019). Budget brands are widely pre-
sent, for example, in the airline business (Albers et al.,
2020), hospitality (El Haddad, 2015), the smartphone
market (Putri et al., 2021), and retail sectors such as
consumer electronics and grocery stores (Berman,
2015), as well as in the furniture and fashion markets
(Giménez, 2013), to name a few. Drawing from the
main characteristics of budget brands in these indu-
stries, the following can be summarized.

The lowest achievable prices are a defining chara-
cteristic of no-frills offerings—those reduced to basic
functionality (Albers et al., 2020)—providing signifi-
cant financial value to consumers by eliminating un-
necessary and unrequested extra services (Berman,
2015). Therefore, brands striving for success in the
budget sector are able to reduce development and
production costs to a minimum (Antonovici, 2016),
often outsourcing activities, and opting to acquire the
rights to use technology instead of investing in patent
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development (Berman, 2015). However, basic offers
may not meet the needs of some budget consumers.
To better suit their needs, budget brands can offer a
choice between extra services for an additional fee,
expanding their core offering through, e.g., pure com-
ponents bundling (Nakaprasit, 2012). Furthermore,
price alone is no longer the main driver for budget
consumption. Consumers also demand an adequate
level of quality from what they buy. Therefore, a pri-
ce-for-value approach is an essential business strategy
for budget companies nowadays (Giménez, 2013).

The Hospitality Industry

Both products and services serve the same purpose,
which is solving a customer’s problem (Mcdonald &
Wilson, 2016). However, both products and services
significantly differ in their essence. Services possess
unique characteristics compared to physical products,
differing in terms of intangibility (primarily abstract
and non-material), heterogeneity (non-standardized
and highly variable), inseparability (production and
consumption occurring simultaneously), and peri-
shability (cannot be stored) (McDonald et al., 2011).
Moreover, defining the quality of a service is a difficult
task due to its nature. Service quality is a subjective
concept, interpreted as ‘perceived quality, which re-
fers to a ‘customer’s judgment about a service’ (Cu-
liberg & Rojsek, 2010, p. 152). This variability means
that consumers differ in their perceptions of what
constitutes quality, making its understanding and pra-
ctical application challenging.

But what is the hospitality industry? In general ter-
ms, it can be defined as the provision of food, drinks,
lodging, entertainment, and friendly, welcoming ser-
vice to guests (Pijls-Hoekstra, 2020). As a service pro-
vider, the hospitality industry is subject to the same
limitations mentioned earlier, common to all services
when compared to physical products. Given these si-
gnificant differences, understanding how consumers
form value perceptions of intangible services, espe-
cially in the hospitality industry, is crucial (Yang &
Mattila, 2016). Hence, the difficulty in evaluating the
quality of hospitality services compared to products
due to the lack of tangible cues is significant. There-
fore, consumers, in forming their perceptions, need
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more concrete images and cues provided by hospitali-
ty practitioners to make services as tangible as possi-
ble (Heo & Hyun, 2015).

To bridge the quality perception gap and establish
a solid foundation for creating and effectively com-
municating values to the market, it is essential to delve
into the fundamentals of hospitality. The focus of this
study is on the hotel industry within hospitality; the-
refore, brief definitions of luxury and budget hotels
will be presented first.

Due to the difficulty of defining luxury, luxury in
hospitality also lacks a generally accepted definition
(Jain et al, 2023). A luxury hotel, as an integral com-
ponent of the hospitality sector, can be defined as a
lodging facility that offers top-tier services, including
both its physical attributes and intangible elements,
such as relationships with customers (Ariffin et al.,
2018).

A generally accepted definition of a budget hotel is
also missing (Ren et al., 2016). Considering the main
characteristic of this hospitality service, specifically
a low price or better value for money (Chiang, 2018;
Ren et al., 2016), the synonym ‘economy hotel’ is also
frequently used (Ren et al., 2016). These are afforda-
ble hotel alternatives that provide a clean room with
a bed and a shower but without additional services
(Colbu et al., 2008). Hence, a suitable definition for
budget hotels might be formulated as providers of
basic accommodations with convenient functionality
for tourists (Chiang, 2018).

To deepen the understanding of these two types of
hospitality services, the next sections will expand on
these concepts, emphasizing the values they provide
to consumers.

An Overview of Brand Values

Firstly, in this paper, values and benefits are closely
related and in a general sense will be used interchan-
geably according to the definition provided by Mc-
Donald and Dunbar (2012), where customer value
is defined as ‘the benefits gained from the product
or service, but it can also encompass the value to the
customer of other constituents of the total offer such
as surrounding services (maintenance or information,
for example), channels, and so on’ (p. 8).
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In brand management, various types of values are
identified to be provided by brands. Consumer needs
are met through functional, symbolic, relational, and
experiential benefits (Florack & Palcu, 2017). Accor-
ding to Sweeney and Soutar (2001), four distinct va-
lue types drive purchase attitudes, namely emotional,
social, quality/performance, and price/value for mo-
ney. Batat (2019), on the other hand, focuses on brand
values within the context of luxury, presenting a si-
milar list that includes functional, experiential, soci-
al, and the additional aspect of ideological values. De
Chernatony et al. (2011) narrowed the value spectrum
down to two categories, which are functional and
emotional. Kwon et al. (2016) suggest a similar cate-
gorization, dividing values into functional and non-
-functional. While these categorizations overlap, they
also complement each other, providing a broader un-
derstanding of the types of values offered by brands.

Functional values provide solutions to a consu-
mer’s problem (Florack & Palcu, 2017). They involve
the ‘rational evaluation of brands’ abilities to satisfy
utilitarian needs’ (De Chernatony et al., 2011, p. 418).
On the other hand, they can refer to the functional,
instrumental, and practical benefits of an offer (Chit-
turi et al., 2008). Functional values can also be defined
from two perspectives, which are the value for money
associated with the cost of the offer and the value deri-
ved from the relationship between the quality and the
performance of the offer (Sweeney & Soutar, 2001).

Non-functional values, on the other hand, en-
compass symbolic values but also experiential values
aimed at satisfying pleasure-seeking needs (Kwon et
al., 2016), emphasizing a broader scope of included
values in this category.

Symbolic values manifest in self-expressive and
social values (Jung Choo et al., 2012), fulfilling inter-
nally generated psychological needs for self-enhan-
cement and self-verification (Florack & Palcu, 2017;
Vigneron & Johnson, 2004). They are also associated
with factors such as personality congruence, user
imagery congruence, brand prestige, and brand triba-
lism (Esmaeilpour, 2015). Therefore, symbolic values
encompass the psychological meanings consumers
attach to an offer (Yang & Mattila, 2016), emphasizing
their inherently psychological nature.

EXPLORING THE DIFFERENCES AMONG LUXURY AND BUDGET BRANDS

Social values, as defined by Sweeney and Soutar
(2001), refer to ‘the utility derived from the product’s
ability to enhance social self-concept’ (p. 211), aligning
with the definition of symbolic values.

Ideological values are linked to consumer conscio-
usness and personal systems of values, as well as reli-
gious and ideological beliefs (Batat, 2019).

Experiential values can satisfy needs arising from
seeking pleasant sensory experiences, stimulation, or
variety (Florack & Palcu, 2017), closely related to he-
donic values that encompass aesthetic, experiential,
and enjoyment-related aspects (Chitturi et al., 2008).
Hedonic values also include emotional aspects such as
indulgence and pleasure (Yang & Mattila, 2016).

Emotional values are defined as the ‘evaluation of
brands’ abilities to help consumers express something
about themselves) e.g. their personality, their mood,
their membership of a particular social group, or
their status (De Chernatony et al., 2011, p. 419). The
authors associate emotional values with symbolic va-
lues, adding that consumers are also concerned with
the brand’s ability ‘to help them interpret the people
they meet, to reinforce membership of a particular
social group, to communicate how they feel and to
say something privately to themselves’ (pp. 417-418),
indicating an overlap of these two types of values. In
a more simplified version, emotional values are defi-
ned as utilities associated with feelings generated by
products/services (Sweeney & Soutar, 2001), such as
emotional satisfaction (Ladhari, 2009). Emotional
values are of significant importance, given the funda-
mental role of emotions and feelings in establishing
relationships between consumers and brands (Chen,
2022).

Relational values are related to the consumer-
-brand relationship, providing individuals with a fe-
eling of belonging (Florack & Palcu, 2017). Emotional
bonds with the brand can be achieved through vari-
ous brand-related activities like loyalty programmes
(Lee et al., 2021). These values are developed through
the fulfilment of consumer expectations and result in
repeated purchases and emotional connections with
the brand (Grénroos, 2006).

From these various presented definitions, it is evi-
dent that there is overlap and synonymy among these
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types of values. Some authors specifically identify di-
fferent types of values, while others tend to generalize
and place them into more inclusive units.

Brand Values in Luxury Hospitality

Consumers are increasingly engaged in pursuing emo-
tional benefits (Santos et al., 2022), a trend reflected
in the luxury industry as well (Hagtvedt & Patrick,
2009). Consequently, emotional values appear to be
what customers primarily expect from luxury brands
(Chen, 2022; Patrick & Hagtvedst, 2014). Kapferer and
Bastien (2009) go even further, stating that quality
is not the defining feature of luxury; instead, it is the
emotion at the highest level that should be strived for.
Luxury brands thrive on the experience provided by
their luxury offering—experiences that are hedonic
in nature and exclusive. Such exclusivity, denoting a
sense of limited access or availability, is created thro-
ugh monetary, social, and hedonic exclusivity (Wirtz
et al., 2020). Khan et al. (2022) emphasize the priori-
ty given by consumers of luxury brands to social and
symbolic values over functional values, further high-
lighting that functionality and performance are of less
importance than connections with consumers on an
emotional level (Patrick & Hagtvedt, 2014). Although
functionality is superseded in importance by emoti-
ons, a high standard of functional value is expected by
consumers for all luxury brands (Tynan et al., 2010).
A luxury offer, besides functional needs, also satisfi-
es the consumer’s psychological needs (Wiedmann et
al., 2017; Vigneron & Johnson, 2004). Psychological
needs are directly related to symbolic benefits, mea-
ning that consumers of luxury brands want to express
affluence, self-image, demonstrate their social class,
and enhance their self-concept (Nia & Lynne Zaich-
kowsky, 2000). Luxury brands can be associated with
key terms that broaden their understanding. Words
such as ‘magnificent, ‘extravagance, ‘opulence, ‘su-
mptuous, and ‘lavishness’ indicate the highest level of
brand luxury (Miller & Mills, 2017) and can evoke a
unique customer experience. Finally, contributing to
the exclusivity and differentiation of luxury brands,
Kapferer (2017a) emphasizes another characteristic—
to be slightly excessive in details, in care, in honour, in
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precaution. This approach stands in stark contrast to
standardization, cost reduction, and mass production.

According to Yang and Mattila (2016), hedonic
value is the most significant purchase motivator in
luxury hospitality, and the experience in hospitality is
primarily driven by feelings of pleasure, excitement,
and enjoyment. Therefore, at the heart of luxury hotel
service lies the anticipation of an emotional experien-
ce (Ariffin et al., 2018), as luxury hotels belong to the
highly experiential luxury domain (Batat, 2019). What
further contributes to a high-end luxury accommo-
dation experience is the extensive interpersonal con-
tact provided by the hotel staff (Harkison et al., 2018),
including the concierge and the personalized service
they offer to meet the unique expectations of luxury
customers (Batat, 2019). Lo and Yeung (2020) also
support the notion that guest-to-staff interactions
play a significant role in consumers’ experiences.

However, due to the intangible nature of luxury
hotel services, customers often find it challenging to
evaluate functional benefits, such as quality and so-
phistication, provided by luxury hotels prior to their
stay. Therefore, according to Chen and Peng (2014),
this is the reason why functional values do not exert
the same impact on consumer behaviour as symbo-
lic and experiential values. Nevertheless, consumers
highly value the service quality of a luxury hotel, par-
ticularly focusing on the physical environment and
the interior of the suite, including components such
as the bedroom and bathroom, with specific attention
to elements like the bed and washbasin (Giglio et al.,
2020; Lo & Yeung, 2020).

In conclusion, customer satisfaction in a luxury ho-
tel setting is achieved through personalized services,
ensuring more effective and efficient need fulfilment,
as well as the higher level of comfort provided by ho-
tel facilities, amenities, and the physical environment.
Additionally, a genuine and authentic expression in
service provision by hotel employees also significan-
tly contributes to customer satisfaction (Ariffin et al.,
2018). Furthermore, a luxury hotel service should em-
body qualities such as being ‘authentic, exceptional,
unique, magical, emotional, and, above all, memora-
ble’ (Batat, 2019, p. 27), as luxury demands.
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Brand Values in Budget Hospitality

Vigneron and Johnson (2004) identified dimensi-
ons that distinguish between luxury and non-luxury
brands. These five perceived dimensions characteri-
zing luxury are conspicuousness, uniqueness, quality,
extended self, and hedonism. Reversing them easily
reveals the characteristics of non-luxury, common,
or budget brands. Budget brands may be perceived
as offering social indistinctiveness, commonality, mi-
nimal quality and performance, low emotional fulfil-
ment, and a lack of psychological connection with the
brand as part of the customer’s identity. Such bran-
ds emphasize functional benefits and aim to provide
good value for money or affordability (Hagtvedt & Pa-
trick, 2009), while differentiating themselves by deli-
vering competitive performance in meeting customer
needs (Brotherton, 2004).

Budget hotel brands are known for offering affor-
dable rates while fulfilling the basic needs of customers
(Ye et al., 2020). Functional values form the core of
their offerings, with customers seeking benefits such
as a convenient location, consistent service standards,
value for money, hygiene and cleanliness (Brotherton,
2004). In addition to competitive pricing, these hotels
often provide limited services and amenities (Ren et
al., 2015). However, some hotels have adopted dyna-
mic pricing strategies, offering a variety of services
with a flexible pricing structure (El Haddad, 2015).

While budget hotel consumers are primarily mo-
tivated by functional value, their assessments also
consider experiential values, representing novel and
pleasant experiences (Chiang, 2018). This aligns with
the broader concept of branding, as articulated by De
Chernatony et al. (2011), suggesting that, regardless of
type, brands provide both functional and emotional
values to customers.

Methods

The exploratory analysis in this paper aims to unve-
il patterns and relationships between the functional
and emotional values provided by luxury and budget
brands. These values were selected based on the defi-
nition provided by De Chernatony et al. (2011), which
conceptualizes a brand as a combination of functional
and emotional values.

EXPLORING THE DIFFERENCES AMONG LUXURY AND BUDGET BRANDS

A qualitative content analysis was conducted on
ten selected websites for each brand type. A websi-
te serves as a communication channel between the
customer and the company, providing ‘practical and
functional information content’ (Batat, 2019, p. 92) re-
garding its offerings. Descriptors of the service provi-
ded were identified on each brand’s website, including
appropriate subpages, and subsequently, values were
derived from them. This analysis is based on two assu-
mptions. The first assumption is that the description
of a service is coherent with the actual substance of
the service provided. The second assumption is that
the analysed companies understand the needs and
wants of their customers and that these needs and
wants are adequately reflected through the informati-
on presented on their websites. The list of companies
used for the analysis is listed in Table 1 and Table 2.

Specifically, these values were derived from the
identified keywords related to the complete offerings
provided by a hotel and presented on these websites.
The complete offerings include all elements of the
marketing mix for services, namely the 7Ps: product,
place, price, promotion, people, process, and physical
evidence. The rationale behind this approach is that
hotel customers interact with all aspects of the mix,
not only with the core service. Factors such as price,
location, promotional messaging, interactions with
hotel staff, the processes involved in service delivery,
and the hotel environment and its surroundings all
directly influence the formation of customer value
perception and are integral parts of the holistic tourist
experience. An illustrative example of this analysis is
shown in Table 3 for budget brands and Table 4 for
luxury brands. After identifying functional and emo-
tional values, they were quantified and compared
between the two types of brands.

To address the challenge of identifying luxury and
budget brands, the selection of companies for analysis
was based on their self-definition and self-promotion
as luxury or budget. The hotels chosen for the analysis
were identified through an internet search, where-
in keywords found on their websites, e.g. ‘opulence,
‘luxury’, and ‘sumptuous, were associated with luxury.
Conversely, terms such as ‘value for money, ‘afforda-
bility, and ‘convenience; as highlighted in the literatu-
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Table1 List of Budget Hotel Brands

Budget hotel Source

Travelodge (https://www.travelodge.co.uk/)

Motel 6 (https://www.motel6.com/en/home.html)
Ibis (All.accor, n.d.)

Premier Inn (Premier Inn, n.d.)

Wyndham Hotels (Super 8 Worldwide, n.d.)

Point A Hotels (Point A Hotels, n.d.)

easyHotel (Easy Hotel, n.d.)

Motel One (https://www.motel-one.com/en/)

Best Western (https://www.bestwestern.com/en_US.html)
Go Hotel Saga (https://saga-hotel-copenhagen.h-rez.com)

Table 2 List of Luxury Hotel Brands

Luxury hotel Source

Hyatt Regency (Hyatt Regency, n.d.)

Burj Al Arab Jumeirah (https://www.jumeirah.com/en)
The Ritz-Carlton (The Ritz-Carlton, n.d.)

The Savoy (https://www.thesavoylondon.com/)

La Mamounia

The Westin Excelsior
The Plaza

Aman

Four Seasons Hotel
The Boulders

(https://mamounia.com/en/)
(Westin Hotel & Resorts, n.d.)
(https://www.theplazany.com/)
(Aman, n.d.)

(Four Seasons Hotel, n.d.)
(https://www.theboulders.com/)

re review, were linked to budget. Websites were then
randomly chosen based on their prominence in the
search listings.

Analysis and Results

The first step in the analysis process was to identify
ten luxury and budget hotel brands. The selection is
presented in Table 1 and Table 2.

The next step was to identify keywords related to
the service offerings and derive the provided values
from them. An example of the analysis is provided in
Table 3 and Table 4.

The identified functional and emotional values
were classified according to key descriptors derived
from the literature review. For example, for budget
brands, terms such as offer of adequate quality and
comfort (Ren et al., 2018), value for money (Chiang,

2018; Ren et al., 2016), consistent service standards
(Brotherton, 2004), convenience in general (Colbu et
al., 2008) or a convenient location (Brotherton, 2004),
and price (Ivens et al., 2022; Ye et al., 2020) are consi-
dered functional values, while novel and pleasant
experiences (Chiang, 2018) are indicative of emotio-
nal values. For luxury brands, the types of values with
the appropriate dimensions presented by Batat (2019)
were primarily used, e.g. functional (efficiency and
excellence), ideological (ethics and spirituality), expe-
riential (hedonism, affection, and aesthetics), and so-
cial (status and esteem).

In Table 3, a shortlist of identified values for each
presented service feature in a budget hotel context is
provided, along with the following rationale. A king-
-size bed provides comfort and relaxation based on
its main feature, which is size, indicating more space
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Table 3 Values for Budget Hotel Brands — Shortlist

EXPLORING THE DIFFERENCES AMONG LUXURY AND BUDGET BRANDS

Service feature Functional values

Emotional values

King size bed
and rest

Wi-Fi internet access

means to solve a practical problem

Amazing value food
and drink

Comfort — more space enhances comfort

Money-saving - affordable food prices

Relax — enhances relaxation

Convenience - it is an accessible and available _

Affection/satisfaction — enhanced satisfaction
through meeting or surpassing expectations in
food service

Table 4 Values for Luxury Hotel Brands - Shortlist

Service feature Functional values

Emotional values

Wi-Fi internet access

« Convenience - it provides an accessi- _

ble and readily available solution to a

practical problem

Luxurious Hermes

bathroom amenities provided

« Comfort - the specific quality and
fragrance of Hermeés amenities ensure

« Excellence - high-quality service

o Affection/satisfaction — enhanced satisfaction
through experiencing the luxury service

o Esteem - indulging in luxury service enhances
customer self-esteem

greater physical and psychological ease  Status — consumption of luxury services indi-

cates higher status

Marble bathrooms / soothing
mood lighting / Moroc- provided

can-style walk-in showers

« Excellence - high-quality service

« Relax - mood lighting enhances the feeling of
relaxation

+ Comfort - the environment design en- « Aesthetic - the environment is visually pleasing

hances physical and psychological ease + Esteem - indulging in luxury service enhances

customer self-esteem
« Status — consumption of luxury services indi-
cates higher status

to accommodate a person’s rest compared to a small,
cramped bed. Wi-Fi internet access is now conside-
red a standard amenity in hotels, even in budget ones.
It does not necessarily provide any emotional values
but rather offers a convenient solution to a customer’s
need. The statement ‘amazing value food and drink’
emphasizes the term ‘amazing value’ rather than fo-
cusing on fulfilling customers’ physiological needs.
It suggests a considerable enhancement in the value
offered by the service, indicating an exceptionally
attractive price point for food and drink. Consequ-
ently, it may result in reduced expenditure for custo-
mers, potentially leading to increased satisfaction.

Compared to budget hotels, luxury services are
described using a distinctly different language. A si-
gnificant number of superlative adjectives and sto-
rytelling techniques are employed to underscore the
richness and emotional value associated with luxury.
Table 4 presents a shortlist of identified values for
each service feature in a luxury hotel context, accom-
panied by the rationale which follows. The internet
access provides the same benefit as budget hotels do,
without any additional service features presented in
these descriptions to justify additional values. ‘Luxu-
rious Hermeés bathroom amenities’ distinguish them-
selves from budget services through the inclusion of
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Table 5 Budget Hotels Value Analysis

EXPLORING THE DIFFERENCES AMONG LUXURY AND BUDGET BRANDS

Table 6 Luxury Hotels Value Analysis

Hotel Functional ~Emotional Hotel Functional ~Emotional

value value value value
Travelodge 61% 39% Hyatt Regency London 42% 58%
Motel 6 62% 38% Burj Al Arab Jumeirah 39% 61%
Ibis 62% 38% Ritz Carlton Kyoto 43% 57%
Premier Inn 61% 39% The Savoy London 42% 58%
Wyndham Hotels 62% 38% La Mamounia 42% 58%
Point A Hotels 61% 39% Westin Excelsior Rome 44% 56%
easyHotel 62% 38%  The Plaza Ny 43% 57%
Motel One 58% 42% Four Seasons Istanbul 44% 56%
Best Western Hotels 66% 34% The Boulders 41% 59%
Saga Hotel 62% 38% Aman Venice 41% 59%
Average value 62% 38%  Average value 42% 58%

the keywords ‘luxurious Hermes’ The term ‘Tuxurious’
suggests an inherently higher quality of service, par-
ticularly when combined with the renowned brand
Hermes, which is associated with exclusivity, high
quality, and a luxurious lifestyle. The unique status
of the Hermes brand, coupled with the descriptor
‘luxurious, implies a premium service and overall
comfort provided through the sensory experience
of the distinctive fragrance of these amenities. The
use of such luxurious amenities enhances experien-
tial satisfaction, leading to an increase in customer
self-esteem and reinforcing their perception of sta-
tus by indulging in these luxury-related experiences.
The bathroom design is described with the keyword
‘marble] which is an unusual material for bathrooms
outside of luxury contexts. Utilizing such a service is
thus associated with higher status and an increase in
self-esteem. Additionally, these materials are chosen
to enhance the quality of the service, but also for their
aesthetic appeal, as are the exclusive design features
of the ‘Moroccan-style walk-in showers’ The ‘soothing
mood lighting’ in these bathrooms implies a calming
environment that provides physical and psychological
comfort, enhancing relaxation.

Based on the previously provided examples, an
extensive analysis was conducted on the selected ho-

tels listed in Table 1 and Table 2. The results of the
analysis are as follows.

Table 5 presents the results of the qualitative
analysis on brand values for budget brands. The ratio
between functional and emotional values provided by
budget hospitality brands is 62:38, with a maximum
variability of 4 percentage points for each value aro-
und the mean.

Table 6 presents the results of the qualitative
analysis on brand values for luxury brands. The ratio
between functional and emotional values provided by
luxury hospitality brands is 42:58, with a maximum
variability of an average 2.5 percentage points for each
value around the mean.

Table 7 and Figure 1 show a significant similarity
between the functional values of luxury brands and
the emotional values of budget brands, and vice ver-
sa. The difference between these value categories is 4
percentage points, indicating an inverse ratio between
values provided by luxury and budget brands.

The analysis revealed distinct values provided by
budget and luxury brands. The key functional value
for budget hospitality brands is practicality and con-
venience, linked to service efficiency and quality, in-
cluding useful amenities and services to fulfil a wider
range of customer needs and wants. Other emphasi-
zed values are comfort and cost-saving, with custo-
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Table 7 Value Comparison Between Luxury and Budget Brands

Luxury brands Budget brands

Luxury brands Budget brands

Functional value Emotional value

42% 38%

Emotional value Functional value

58% 62%

mers expecting a comfortable environment propor-
tionate to the price paid. Price is crucial for budget
hospitality services, as customers often have limited
financial means.

The most prominent emotional value for budget
hospitality brands is overall satisfaction with the ser-
vice, reflected by balancing price with quality expecta-
tions. Other key emotional values are stress reduction
and relaxation, highlighting the need for minimizing
customer concerns about whether extra services and
amenities will be available to fulfil all their expected
needs. Relaxation is a core value, reflecting customers’
desire for leisure and a comfortable environment.

The most prominent functional value for luxu-
ry hospitality brands is excellence in service quality,
reflecting the high price paid. This includes quality
materials, personalized service, and high-quality food
and drink. Additionally, comfort and convenience are
key values, achieved through comfortable beds, spa-
cious accommodations, and extra services, e.g. room
service, spa facilities, and gym access. Convenience
also involves efficiently fulfilling all customer needs
with available amenities and additional services.

70%

The most prominent emotional value for luxury
hospitality brands is satisfaction with the service, of-
ten characterized by a sense of fulfilment. This satis-
faction is linked to service excellence, overall quality,
and positive staff interactions. Other key emotional
values include relaxation, hedonism, and esteem.
Luxury clients prioritize relaxation, achieved through
comfortable and aesthetically pleasing environments.
Hedonism is supported by extra services, such as di-
verse dining and entertainment options. Luxury ser-
vices also enhance self-esteem and status, as clients
appreciate the exclusivity of these offerings.

Discussion and Conclusion
The exploratory analysis presented in this paper has
yielded insights into the underlying structure of va-
lues offered by both budget and luxury hospitality
brands. These findings serve as the foundation for the
ensuing discussion, highlighting several important
points, which are worthy of further examination.

An attempt to quantify both the functional and
emotional values provided by budget and luxury hospi-
tality brands: Based on the literature review, it is evi-

60%
50%
40%
30%
20%
10%

0%

Functional Emotional Emotional Functional
Luxury brands Budget brands Luxury brands Budget brands
Figure1 Value Comparison between Luxury and Budget Brands — Graphical Representation
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dent that both brand categories offer different quan-
tities and qualities of customer value. Budget brands
primarily focus on functional aspects such as price
(Ivens et al.,, 2022), targeting more price-sensitive
market segments (Putri et al., 2021) and providing
greater value for money (Chiang, 2018; Ren et al,
2016). Conversely, luxury brands, while also delive-
ring high-quality service (Han & Kim, 2020), place
a greater emphasis on fulfilling consumers’ emotio-
nal needs, focusing on pleasure (Patrick & Hagtvedt,
2014), and social and hedonic exclusivity (Wirtz et al.,
2020), which are highly experiential (Batat, 2019). The
analysis presented here offers insight into the ratio
between functional and emotional values of hospitali-
ty brands, indicating that for budget brands, providers
emphasize functional values over emotional values at
a ratio of 62:48. In contrast, for luxury brands, this ra-
tio is 42:58, favouring emotional values.

The quantity and quality of values in budget and
luxury hospitality brands: There is an unexpectedly
low difference between functional and emotional va-
lues in luxury brand offerings, amounting to only 16
percentage points. A greater disparity in values in fa-
vour of emotional values was anticipated based on the
literature review. As indicated in the literature review,
luxury brands, in addition to high quality (Wirtz et
al., 2020), which is considered a functional value, pri-
marily focus on establishing an emotional connection
with consumers through pleasure (Hagtvedt & Pa-
trick, 2009), hedonism (Kapferer & Bastien, 2009),
status, and social comparison (Ko et al., 2019). The re-
ason for this is that providers aim to meet the primary
expectation of emotional values from their customers
(Chen, 2022; Patrick & Hagtvedt, 2014). Similarly, the
case might be argued for budget brands. The differen-
ce between functional and emotional values in this
case is also lower than expected, amounting to only 24
percentage points. A higher difference was anticipated
based on the literature review. According to the litera-
ture review, budget brands tend to focus on affordable
rates while fulfilling the basic needs of customers (Ye
et al., 2020), providing basic functional values, e.g. a
convenient location, consistent service standards, hy-
giene, and cleanliness (Brotherton, 2004). It is evident
that there is a balance between functional and emoti-

EXPLORING THE DIFFERENCES AMONG LUXURY AND BUDGET BRANDS

onal values in both brand categories that should not
be disrupted but acknowledged according to the spe-
cific brand characteristics and market they serve. As
stated by De Chernatony et al. (2011), regardless of the
type, all brands provide both functional and emotio-
nal values to customers. Consequently, both categori-
es of service providers, budget and luxury, emphasize
both functional and emotional values as appropriate
to their brand characteristics and market.

Value communication differences between budget
and luxury hospitality brands: Luxury brands tend to
employ a distinctive language when communicating
values to their audience. It is evident that a storytel-
ling approach predominates, portraying the richness
of experiences customers will encounter through en-
gagement with their services and offerings as a whole.
Additionally, a conspicuous vocabulary of superlative
adjectives is utilized to target and captivate the emoti-
onal nature of customers, evoking excitement. Terms
such as conspicuousness, uniqueness (Vigneron &
Johnson, 2004), magnificence, extravagance, opulen-
ce, sumptuousness, and lavishness (Miller & Mills,
2017) are prominent descriptors of luxury services. As
expected, such language is absent in communications
from budget brands, which typically adopt a strai-
ghtforward approach with minimal or no gimmicks
when engaging with customers.

The 60:40 value ratio in hospitality brands: The
presented exploratory analysis, although limited in
scope, has uncovered an intriguing pattern between
functional and emotional values among budget and
luxury hospitality brands. As previously outlined in
the paper, Table 7 and Figure 1 reveal a pattern of si-
milarity between the functional value provided by
luxury brands and the emotional value provided by
budget brands, as well as emotional values for luxu-
ry brands and functional values of budget brands.
The 4-percentage point difference between both va-
lue categories is minimal; consequently, it can be co-
njectured that a correlation exists between functional
and emotional values provided by budget and luxury
hospitality brands. An inverse ratio between functi-
onal and emotional values among these two brand
categories exists. Similar results have been identified
by Dugandzi¢ (2023), with a ratio of 66:34 in favour
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of emotional values provided by luxury hospitality
services. Additionally, a study conducted by Barsky
and Nash (2002), focusing solely on emotional valu-
es, identified the importance of emotional values at
65% for luxury hospitality brands and 45% for budget
(economy) hospitality brands. These values closely
align with those presented in this paper; therefore,
the author suggests a general theoretical 60:40 value
ratio between functional and emotional values. For
budget hospitality brands, the 60:40 ratio is suggested
in favour of functional values, while the same ratio is
recommended for luxury hospitality brands in favour
of emotional values.

In conclusion, the discussion presented in this
paper sheds light on the identified issues within the
hospitality literature regarding the quantification of
functional and emotional values provided by budget
and luxury hospitality brands. Although efforts to qu-
antify the importance of these values in hospitality li-
terature are scarce, the presented analysis represents a
novel approach to achieving a holistic understanding
of how these values interact in shaping and commu-
nicating hospitality services. Despite the limitations
of this analysis, the proposed 60:40 ratio offers a
theoretical framework for understanding the balan-
ce between these values. Further empirical research
is needed to provide more evidence of the validity of
the proposed ratio. With new information available, it
will be possible to expand and enrich the discussion
about brand value in the hospitality context, as well as
extend the boundaries beyond just one industry.

Theoretical Contribution and Practical Implications
The theoretical contribution of this paper lies in its
attempt to quantify the ratio between functional and
emotional values provided by budget and luxury
hospitality brands. While existing literature suggests
that budget brands prioritize functional aspects of the
offering and luxury brands prioritize emotional va-
lues, the quantified ratio of these two types of values
is not clearly presented in the literature. Therefore, a
quantified value ratio of 60:40 is proposed. For bud-
get hospitality brands, this ratio favours functional
values, while for luxury hospitality brands, it favours
emotional values.

EXPLORING THE DIFFERENCES AMONG LUXURY AND BUDGET BRANDS

The practical contribution of this paper is contin-
gent upon empirical research that surpasses the cur-
rent exploratory analysis, which is constrained by its
focus on the perspectives of service providers alone.
Without empirical insights from customers, effecti-
vely formulating communication activities and sha-
ping offerings for both budget and luxury brands re-
mains challenging. However, practitioners can benefit
from this research as follows:

Balanced value communication: Understanding
that, according to brand theory, every brand, whether
budget or luxury, provides both functional and emoti-
onal value to customers. Practitioners should neither
overemphasize, understate, nor exclude one type of
value or the other in their communication and service
shaping. Customers seek both types of values in every
purchase.

Quantifying communicated values: Providing
practitioners with value quantification allows them
to gain deeper insight into the balance between fun-
ctional and emotional values communicated through
hotel websites. This is crucial for those who may not
be aware of the specific value proportions they are
conveying.

Competitive benchmarking: Offering an overview
of how different competing brands in the category,
both budget and luxury, balance functional and emo-
tional values. The identified average ratio can serve as
a guideline for practitioners to avoid deviating signifi-
cantly from the competition when shaping their com-
munication strategies, especially on their websites.

Evaluation and feedback: The proposed ratio re-
presents the industry average value of functional and
emotional benefits communicated by multiple com-
petitors in each brand category (luxury and budget).
This provides practitioners with a benchmark for
comparison, allowing them to assess whether their
offerings and communications align with the industry
average and how well they meet customer expectati-
ons. To achieve this, practitioners can conduct surveys
and gather feedback through direct interaction with
customers. The process involves comparing the ho-
tel's communication messages and service offerings
with the functional and emotional values desired by
customers, ensuring their services meet these needs
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and wants. This comparison helps practitioners un-
derstand if their identification of customer needs is
close to or far from others within their category re-
lative to the industry average. Consequently, if they
are far from the average, it might mean that they can
gain a competitive advantage by communicating va-
lues better than the rest of the competition, who are
closer to the industry average. Conversely, if they are
close to the average, adhering to the industry standard
is relevant because deviating from it could negatively
impact their competitive advantage by communica-
ting values less effectively than their competitors.
Future research endeavours should prioritize
gathering concrete data from customers to validate
the 60:40 ratio, thereby providing more insights for
practitioners in enhancing the precision and efficacy
of communication strategies and service offering desi-
gns across both budget and luxury hospitality brands.

Limitations and Future Research

The main limitation of this analysis is twofold: its qu-
alitative nature and its perspective from the viewpoint
of the service provider. Consequently, this study is su-
bject to individual interpretation and understanding.
The derived values from identified service attributes
may vary significantly based on individual interpreta-
tions, particularly in the absence of empirical research
to support such claims.

For future research, it is suggested that primary
research be conducted on consumers of budget and
luxury hospitality brands to validate or refute the pro-
posed 60:40 theoretical ratio between emotional and
functional values presented in this paper. Subsequ-
ently, similar research principles could be applied to
other categories of budget and luxury brands beyond
hospitality to investigate whether the 60:40 rule holds
true in a broader context.
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