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Abstract
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Department of Tourism and Hospitality The concept of memorable hotel experiences is perceived as a new form of economic value for
Management, University of Botswana, hotel guests. Nonetheless, theoretical research on the concept is characterized as weak,
Botswana, Email, suggesting the need for systematic theory-based studies. To this end, this article presents a
hurombob@yahoo.co.uk systemic literature review analyzing 14 years of research, between 2011 and 2024, on memorable
Corresponding author hotel experiences. The article analysed existing memorable hotel experience publications in five

databases, by year of publication, journal type, geographical spread of the articles, research
approach and the theories applied. While a total of 72 articles were retrieved, only 20 articles
were eligible for the final analysis. Among other key findings, the research presents evidence that
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Delly CHATIBURA marketing perspective. Furthermore, the theories underpinning memorable hotel experiences
Department of Tourism and Hospitality were varied, suggesting the robustness of the concept. The article proposes an organising
Management, University of Botswana, framework for the antecedents and outcomes of memorable hotel experiences and also suggests

Botswana, Email, chatiburad@gmail.com  notable gaps for future research on memorable hotel experiences.
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Introduction
Hotels are commercially managed businesses that provide various facilities to visitors (Damaianti et al., 2024) and are

frequently among the largest expenditure for tourists, attesting to their importance in the tourism and hospitality sector (Hu et
al., 2021). As such, hotels significantly influence the travel experiences of tourists by providing a plethora of services and
amenities including dining options, spas, and recreational activities which contribute to the overall experience of the tourists’
trip (Gursoy et al., 2015). However, the hotel business is becoming competitive (lvanov & Ivanova, 2016; Lin et al., 2018) for
example, as the challenges posed by the sharing economy and the emergence of startups such as Airbnb have generated
unprecedented competition for the hotel industry (Modyetal., 2019; Sthapit, 2019). This has made differentiating a hotel from
its competitors’ functional value, a daunting task (Shahid & Paul, 2022). Consequently, this has led to the hotel sector becoming
heavily reliant on experience features for competitive distinction (Shahid & Paul, 2022). This demonstrates the value of
designing and managing customer experience in the hotel industry, hence the need to highlight the stages and steps critical for
delivering a memorable hotel experience (MHE) (Mody et al., 2019; Hwang & Seo, 2016). Memorable experiences are viewed
as a new form of economic value aimed at enhancing the experiences of consumers and the concept has gained popularity
among scholars and industry practitioners at large (Tung et al., 2017; Glaap & Ermolaeva, 2024). This is because when tourists
provide feedback about their holidays, they usually talk more about their memories. Therefore, memory is the single most vital
personal source of information influencing the ability of tourists to decide on repeat visits to a destination (Sthapit &
Coudounaris, 2017). This explains why providing visitors with memorable tourism experiences (MTESs) is crucial for
determining the competitiveness of the tourism industry (Kim & Ritchie, 2014; Sthapit & Jiménez-Barreto, 2018; Glaap &
Ermolaeva, 2024) and memorability may be a more appropriate predictor of future tourist behavioural intentions (Hung et al.,
2016). A memorable experience is defined as that experience which stays with the visitors and they may remember it long
after the event is over (Kruger & Saayman, 2012). It can either be a positive or negative experience (Kim et al., 2021; Stone,
& Sthapit., 2024; Hurombo et al., 2024). Positive experiences will however, have positive behavioral outcomes in customers
such as the desire to re-visit a destination or enjoying past experiences again (Kim et al., 2022; Zhao et al., 2023). Until recently,
theoretical research on MHES has been described as weak (Weiler, 2016; Sthapit, 2017). Because of this, there has never been
a greater need for a methodical and theory-based study focusing on memorable experience outcomes, as presented in this article
(Mody et al., 2019; Hwang & Seo, 2016; Rahimian, 2020). Therefore, this article aims at conceptually reviewing existing MHE
literature and identifying the underlying themes. The specific objectives are to analyse selected studies according to (1)
publications on MHEs per year, (2) journals publishing MHE research (3) geographical distribution of articles (4) research
methods and research samples of articles (5) classification of publications based on type of hotels and the theories utilized, (6)
antecedents and outcomes of MHE (7) agenda and call for future research and (8) an organizing framework for MHEs. To
address these objectives, a systematic review was conducted on MHESs across hospitality and hotel management literature. This
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review makes notable contributions to the theoretical and practical advancement of MHE. First, as with other systematic
literature reviews (SLRs), this study's findings will help researchers to understand the fundamentals of MHE, addressing gaps
in the literature review, to refine and advance the frontiers of knowledge by consolidating the findings, and opening up further
studies on the area. Secondly, the review identifies and synthesises antecedents and outcomes of MHE. By focusing on the
contributions of this research, hotel operators and academics can gain valuable insights that can enhance both operational
practices and academic discourse, respectively, in the hospitality industry. This information will significantly contribute to
more effective customer experience management initiatives in hotels as managers and other related stakeholders will know
how to efficiently allocate and optimise their resources. The findings can also serve as a catalyst for service innovation,
improved service delivery, and informed decision-making when designing memorable hotel experiences.

Methodology
This section describes the methodology used for this literature review undertaking, the steps taken to select and analyse the

articles as well as the research streams of the chosen articles. The study adopted a Systematic Literature Review (SLR)
approach. Gaonkar & Sukthankar (2024) define a systematic literature review as a methodical and repeatable process of
identifying and analysing the research articles in the study area. McCabe & Qiao (2020) posit that SLR is a tool used to
conceptually evaluate the development and organization of the research topic in literature. In this study, the SLR analysis was
manually conducted and this resulted in the discovery of various themes derived from the MHE research literature. Using the
Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) protocol's inclusion and exclusion criteria,
the SLR helped in screening and selecting of the relevant articles. The whole process followed four stages as shown in Figure
1 and these are: identification, screening, eligibility, and inclusion (see Figure 1) (Hosany et al., 2022; Alhammad et al., 2023).
The following four steps provide an explanation of the chosen research approach. Step 1 included identifying search terms,
databases, and selection criteria. Databases such Scopus, Sage, Taylor and Francis, Science Direct, and Emerald were utilised
to choose the articles that were included in the study. The databases were chosen because of the frequency with which they are
used for literature reviews in the hospitality and tourist industries and since they are among the biggest and most well-known
abstract and citation databases of peer-reviewed publications (Martins & Costa, 2017; Dorcic et al., 2018). Keywords
associated with MHE, such as "memorable hospitality experience” OR "MHE," OR "memorable customer experience,"” OR
"memorable guest experience,” were used in the search. The terms were used in numerous searches across the five platforms.
Step 2 involved searching databases, screening search outcomes, and fine-tuning the exclusion and inclusion criteria. The
inclusion criteria were as follows: (1) the study must be in English; (2) the study must be related to the defined keywords; (3)
the type of publication must be a full-text research article published in a refereed academic journal, (4) the year of publication
must be confined to the period between 2010 and 2024. The scholars chose year 2010 as the baseline for the study as pioneering
studies for memorable tourism experiences are argued to have started during that period (Kim et al., 2010; Kim 2010). The
exclusion process was as follows: (1) Any studies not meeting the inclusion criteria; (2) conference proceedings, book chapters,
editorials and editorial material. It is noted that the exclusion of non-journal publications is a common practice in systematic
reviews (Alhammad et al., 2023; Martin-Gonzélez et al., 2024; Idris et al., 2022; Kumar et al., 2023). The initial stage of the
search process yielded a total of 72 publications, Sage, Taylor and Francis, Science Direct, Scopus and Emerald databases. In
order to detect duplicate articles and remove any overlap between the databases, the research articles were imported into Excel,
and 17 of them were removed following this process (Gavel & Iselid, 2008; Mongeon & Paul-Hus, 2016). This process left 55
peer-reviewed articles. These articles were then evaluated for eligibility leading to an additional 35 papers being eliminated
because they were more widely focused on the topic of memorable tourism experiences than on MHEs. In total, the authors
were left with a final sample of twenty peer-reviewed articles. Data was collected on 7 and 8 July 2024.

Step 3 was the data analysis. Several types of analyses were conducted in this review to profile the current state of
research on MHE. Frequency analysis was conducted for example to analyse articles according to year of publication,
geographical distribution of articles, research methods of articles, classification of publications based on type of hotels and the
theories applied (see Tables 2 and 3). For information that was not explicitly stated was marked as not reported, and when it
was not clearly evident it was marked unclear. The details for each research article were manually recorded in a codebook
(Littell et al., 2008). Finally, step 4 was the review process and themes development. The twenty studies that were chosen for
the study were thoroughly reviewed, and important information was extracted in preparation for the review. Further
examination was carried out to check for synonymy between the studies. Lastly, a deductive and inductive content analysis of
the articles was carried out in accordance with the methodological guidelines of Seuring & Gold (2012) and Hosany et al.
(2022). Themes were generated using pre-existing theory and frameworks (Braun & Clarke, 2006). The research team carried
out the coding task independently, and resolved any disputes that arose through discursive alignment of interpretations among
the researchers (Durach et al., 2017; Seuring & Gold, 2012; Hosany et al., 2022). Inductive analysis was conducted to identify
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emergent themes. These themes are discussed in the review section to draw conclusions and to propose directions for future

research.
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Figure 1: PRISMA flow diagram
Source: Adapted Dinis et al. (2019)

Review findings
Twenty journal articles relevant to the aims of the article, around MHEs, were reviewed. The articles were published between

2010 and 2024. The majority of these studies (N = 17 or 80.95%) were largely concentrated in the period starting from 2018 to
2024 (see Figure 2).

== Number of Publications

2016 2017 2018 2019 2020 2021 2022 2023 2024

O R, N W B~ U
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Figure 2: Publications on MHEs per year (N=20)

Most MHE research was also largely published in the Hospitality Management and Travel and Tourism Marketing journals.
The International Journal of Contemporary Hospitality Management accounted for the highest number of publications (N= 6
articles), followed by Journal of Hospitality Marketing & Management (N = 3) and Journal of Travel & Tourism Marketing
(N=2) (Table 1).

Table 1: Journals publishing MHE research (N=20)
Journal
International Journal of Contemporary Hospitality Management
Journal of Hospitality Marketing & Management
Journal of Travel & Tourism Marketing
Anatolia An International Journal of Tourism and Hospitality Research
Journal of China Tourism Research, 2018
Journal of Hospitality & Tourism Research
Journal of Hospitality and Tourism Insights
Miscellanea Geographica — Regional Studies on Development
Research in Hospitality Management
Sustainability
Tourism Recreation Research
International Journal of Hospitality & Tourism Administration
TOTAL 20

Number of Studies

NN
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Figure 3 shows the distribution of publications by geographical location. The majority of the publications were conducted in
the United States of America (30%) followed by Europe and Asia that had 20% each (Figure 3). The least humber of
publications were from the Middle East region, (5 %) particularly from Iran. According to Table 2, the research approaches
used in the study were somewhat evenly distributed across the three types, namely, quantitative survey (N=7), qualitative
interviews (N=6) and secondary data analysis (N=7). In terms of respondents, guests constituted the largest sample (N=15;
75%), followed by managers and staff (N=3; 15%) (Table 2). Literature and experience management experts accounted for 5
% each or N=1 each of the sample size (see Table 2).

N W b

Number of Publications

[EEN

North America

Europe

Asia

Figure 3: Global distribution of publications on MHE (N=20)

Middle East

Table 2. Research methods and approaches and samples of articles (N=20).

Africa

Research Methods and approach

Number of studies

Sample

Number of studies

Quantitative survey

7

Guests

15

Qualitative interviews and observations

6

Managers and staff

3

Secondary data analysis

(ethnography, data mining and literature review)

7

Experience management experts

1

Literature

1

Publications based on type of hotels
The hotel types were mentioned in 65% of the publications (Table 3). 35% (N=7) of the publications did not mention the hotel
types in their studies. The highest number of types of hotels in the publications were 5-star hotels (N=3; 15%) and luxury hotels
(N=3; 15%). The least were the economy hotels, boutique hotels and the 3-5-star category which constituted N=1 or 5% each.
Cumulatively, one can thus notice that the higher star category hotels and the luxury hotels have received relatively more
attention by scholars as opposed to the lower star category hotels.

Theories utilized in MHE research
Nine (45%) studies linked MHE with a specific theory (see Table 3).

Table 3: Classification of publications based on type of hotel and the theories utilized

Type of hotel

Number of studies(N=20)

Type of theory

Number of studies

Not mentioned

7

Not mentioned

11

3-5 stars 1 Signaling theory 2
4 stars only 2 Identity theory

1to 5 stars 2 Customer journey theory

Luxury hotels 3 Customer engagement ecosystem theory

5 stars only 3 Service dominant logic theory

Economy 1 Multiple intelligences theory

Boutique style 1 Theories of intelligence

Sensory cognitive theory

Cognitive information processing theory

Attribution theory

Perceptual symbol systems theory

Expectation confirmation theory

Customer experience theory

Valuation theory

NGRS

However, the majority of the studies in this review (55%) did not attempt to connect with any theories. Regarding the studies
that connected with the theories, no particular theory was referred by more than one study with the exception of the signaling
theory which was referred by two studies (10%). Other theories mentioned in this study include sensory cognitive theory (5
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%), cognitive information processing theory (5 %), expectation confirmation theory (5 %) and customer experience theory (5
%).

Antecedents for MHES

From our review, no consensus exists in terms of the antecedents contributing to the formation of MHES as varied perspectives
were registered (see Table 4). Additionally, the majority of the studies (N=18; 90%) have focused on antecedents of memorable
experiences from a positive perspective only thereby ignoring the negative MHEs. Only two studies mentioned the antecedents
of negative MHEs (Nowacki & Niezgoda, 2023; Lee, 2023). However, according to Kim et al. (2021), memorable experiences
can either be positive or negative. It should nevertheless be appreciated that earlier definitions by scholars associated ME only
with those experiences that could be positively recalled (for example Kim, 2012; Kruger & Saayman, 2012; Sthapit, 2013). As
such, these earlier conceptualisations might have shaped the current dominant positive perception on MHE. Similarly, the
extant dearth of scholarly research on negative MHE can be attributable to the earlier definitions of ME. In spite of the
foregoing, the antecedents for MHE were summarised into eight key categories as discussed below.

Human interaction-related antecedents
Table 4 displays the Antecedents of memorable hotel experiences as uncovered in the literature.

Table 4: Antecedents of memorable hotel experiences

Author Predictors
Human interaction related predictors

Nowacki & Niezgoda (2023) Hotel staff and service

Nowacki & Niezgoda (2023) Noise at night (-)

Suleri et al. (2021) Guest service and employee expertise/ service quality

Baek et al. (2020), Bharwani & Jauhari (2013), Sthapit et al. (2024), Walls et al. (2011) Employee- guest interaction

Stapit (2018)

Lin et al. (2018), Bharwani & Jauhari (2013), Walls et al. (2011)
Boo & Busser (2018)

Bharwani & Jauhari (2013)

Bharwani & Jauhari (2013)

Bharwani & Jauhari (2013)

Bharwani & Jauhari (2013)

Walls et al. (2011)

The friendly attitude of hotel staff
Facilitating now

Perceived performance

Technical competence

Emotional intelligence

Cultural intelligence

Hospitality experiential intelligence
Personal characteristics

Servicescape related predictors

Sthapit et al. (2024)
Nowacki & Niezgoda (2023)

Sanlioz-Ozgen & Kozak (2023)

Nowacki & Niezgoda (2023)

Baek et al. (2020), Buchring & O’Mahony (2019)

Buchring & O’Mahony (2019)

Buehring & O’Mahony (2019)

Buehring & O’Mahony (2019)

Lin et al. (2018), Bharwani & Jauhari (2013), Walls et al. (2011)
Boo & Busser (2018)

Boo & Busser (2018)

Staging of the service scape
View from the Floor
General ambience
Atmosphere

Hotel service
Atmosphere

Culture

Sensory

Physical environment
Entertainment
Esthetics

Guest room related predictors

Sanlioz-Ozgen & Kozak (2023

Back et al. (2020)

Stapit (2018), Buchring & O’Mahony (2019)
Huang et al. (2014)

Back et al. (2020)

Room related factors
Guest room

A comfortable bed

Room design and facilities
Wifi

Food, beverage and restaurant service related predictors

Nowacki & Niezgoda (2023)
Stapit (2018)

Stapit (2018), Buchring & O’Mahony (2019)
Obonyo etal. (2014)

Obonyo et al. (2014)

Obonyo et al. (2014)

Breakfast and restaurant
A delicious breakfast with plenty of choice
Good restaurant service at the hotel

Food preparation process factor

Food preparation benefit factor

Food preparation input factor

Innovation and technology related predictors

Elshaer & Marzouk (2024)

Elshaer & Marzouk (2024), Lee (2023)

Lee (2023)

Lee (2023)

Lee (2023)

Lee (2023)

Elshaer et al. (2022)

Elshacr et al. (2022), Buchring & O’Mahony (2019)

Smart tourism technologies

Hotel innovations

Perceived product related innovativeness
Service related innovativeness
Experience related innovativeness
Promotion related innovativeness (-)
Adaptive reuse of heritage houses
Digital technology

Hotel physical attributes, features and activities related predictors

Nowacki & Niezgoda (2023), Huang et al. (2014)
Nowacki & Niezgoda (2023), Huang et l. (2014)
Baek et al. (2020)

Nowacki & Niezgoda (2023)

Sanlioz-Ozgen & Kozak (2023)

Baek et al. (2020)

Baek et al. (2020)

Huang et al. (2014)

Location
Price (value)

Free wifi

Pool lounge, gym and Spa

Hotel physical attributes and activities
Lounge

Restaurant

Supporting service features and facilities

‘Customer experience management related predictors

Sthapit et al. (2024), Lin et al. (2018)
Sthapit et a. (2024), Lee et al. (2024)
Rahimian (2020)

Rahimian (2020)

Rahimian (2020)

Rahimian (2020)

Lahouel & Montargot (2020)
Lahouel & Montargot (2020)
Lahouel & Montargot (2020)
Lahouel & Montargot (2020)

Lee etal. (2019)

Linetal. (2018)

Boo & Busser (2018)

Experience intensification (photos & gifts)
Experiential satisfaction

Customer identification

Customer experience design
Customer experience implementation
Customer experience monitoring
Emotional experience of service

The sensorial experience of service
The sensorial design of service

The physical experience of service
Multisensory experience

Collectible experience

Escapism

Hotel procedures related predictors

Suleri etal. (2021)
Lahouel & Montargot (2020)
Nowacki & Niezgoda (2023)
Huang et al. (2014)
Huang et al. (2014)

‘Customer journey (Pre, During and after consumption procedures)
Service encounter preparation

Booking and check in (-)

Reservations

Check in/ Out

Nine studies (N=9) mentioned human interaction as a pre- requisite for the MHE. These include Garrod & Yang, (2024); Sthapit
(2018); Bharwani & Jauhari (2013); Walls et al. (2011); Baek (2020) and Suleri et al. (2021). This human interaction may be
further divided into two dimensions; namely staff and guest interaction as well as guest to guest interaction. Staff affect the
development of MHE through their attitude, personal characteristics, technical competences and emotional intelligence when
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interacting with guests. Guest to guest interaction is affected by the behavior of the other guests at the hotel. Noise by the other
guests especially at night was noted to result in negative MHEs (Nowacki & Niezgoda, 2023). Findings further illustrate that
the development of MHE is also affected by the attitudes, sensitivity and trip expectations of the guests (Walls et al., 2011;
Suleri etal., 2021). To some extent, this explains why hotel management and staff require emotional intelligence skills in order
for them to effectively interact and engage with guests of different personalities (Bharwani & Jauhari, 2013).

The service scape

“Servicescape” is a phrase used to describe the physical environment setting where the service contact occurs (Sthapit et al.,
2024). Ten studies (N=10) also highlighted the importance of service scape in the development of MHE (Sthapit 2024; Tsaur
etal., 2023; Walls et al., 2011, Huang et al., 2014; Boo & Buser, 2018; Lee et al., 2019; Buering & O’Mahony, 2019; Lahouel
& Montargot, 2020; Suleri, 2021; Nowacki & Niezgoda, 2023; Sanlioz- Ozgen & Kozak, 2023). Key aspects noted to affect
the development of MHE include general ambience of the hotel, aesthetics, décor and interior design, atmosphere, space,
decorations, signs, symbols and artifacts.

The guest room related predictors

Some studies (N=6) have highlighted the need to identify the guest room as an important antecedent for MHE. Attributes noted
about the guest room revolve around room design, a comfortable bed and other room related features (Sthapit 2018; Sanlioz —
Ozgen & Kozak, 2023; Baek et al., 2020; Elshar & Mazouk, 2024). According to Baek et al. (2020) Wi-Fi is a room related
feature that is linked to the development of MHEs.

Food, beverage and restaurant-related predictors

This theme was elicited from four studies (N= 4). For example, it was found that the breakfast and the restaurant have a direct
effect on the memorability of the guest’s hotel experience (Nowacki & Niezgoda, 2023). Sthapit (2018) also noted that a
delicious breakfast with plenty of choice coupled with good restaurant service at the hotel would lead to MHE. Other scholars
took a broader perspective by not limiting the experiences to breakfast only. For example, Lin et al. (2018) and Obonyo et al.
(2014) acknowledged the importance of food and beverage and restaurant service as a whole, without necessarily singling out
a particular meal period such as breakfast.

Hotel physical attributes, features and activities

Hotel physical attributes, features and activities were identified as an important dimension in 4 studies (N=4) (Nowicki &
Niezgoda, 2023; Huang et al., 2014; Baek et al., 2020; Sanlioz-Ozgen & Kozak, 2023). These were noted to include location,
price, the availability, quality and attractiveness of amenities like pool, lounge, gym and spa. These findings are also consistent
with findings from similar studies (e.g. Wong & Chan, 2023) that show a comparatively significant influence of tangible hotel
and room physical characteristics and other items (amenities) in evoking feelings and experiences in visitors.

Technology and innovativeness

Three studies (N= 3) highlighted the importance of technology and innovativeness in the development of MHE (Elshaer et al.,
2022; Lee, 2023; Buering & O’Mahony, 2019; Elshaer & Marzouky, 2024). Attributes that were noted include the use of smart
technology in hotels, for example using robots in hotel service and processes. The infusion of digital technology in hotel
facilities and services including marketing innovations was also noted to be crucial. The adaptive reuse of heritage houses as
hotel spaces was also cited by Elshaer et al. (2022) as a key antecedent for MHE. This theme is consistent with earlier findings
by Rahimian et al. (2021), who argued that given the growing digitisation of tourism and hospitality operations and the
widespread adoption of digital/phygital experiences, technology is now seen as a crucial external element that organisations
should consider when designing and managing guest experiences.

Customer experience management

Other studies (N=6) uncovered customer experience management as an integral antecedent for MHE. For example, Rahimian
(2020) noted that guest experiences should be planned, identified, designed, implemented and monitored to facilitate the
development of MHE. This view resonates with earlier observations by Pine & Gilmore (1998) who argue that experiences are
designed, intentionally produced, organised, budgeted, calculated, priced and (often explicitly) charged for and that they do not
occur by happenstance (Dalton, 2011). Sthapit et al. (2024) also observed that MHE can be facilitated for example through
‘experience intensification” which involves handing out physical gifts to guests and allowing them to take photographs which
will then function as tools to intensify or consolidate the memory of their experience about the hotel.
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Hotel procedures related predictors

Four studies (N=4) identified hotel procedures as an integral antecedent for the creation of MHE. According to Rimian (2020),
these hotel procedures can be identified under the distinct stages of the customer journey framework which are namely the pre-
consumption, during and post consumption stages. Notable hotel procedures include service encounter preparation,
reservations, check-in and out, post stay procedure and reward programs. Hence the procedures implemented by the hotels at
each of these stages can contribute to the development of MHE. For example, Nowacki & Niezgoda (2023) identified the
likelihood of negative MHE in the booking and check in procedures of hotels.

Outcomes of MHEs

Efforts made to assess and track experience outcomes relate to the latter stage of MHE, whereas understanding the MHE
antecedents focuses on the activities and the environment that hotels can use to generate and influence experiences. This phase
mostly depends on whether the hotel customers' experience outcomes match the objectives of experience design (Rahimian et
al., 2021; Agapito & Sigala, 2024). Only 35% (N=7) of the studies that have been reviewed in this paper managed to explore
the relationship between MHE and its related outcomes. Nevertheless, the majority of the studies (N =13; 65%) did not examine
the outcomes of MHE. This further illustrates the infancy of research in terms of the scope of research in the study area. In spite
of this shortcoming, eight possible outcomes for MHE were however noted from the review. These outcomes include subjective
wellbeing, hedonic wellbeing, behavioral intention to revisit, behavioral intention to recommend, loyalty, satisfaction and a
sense of belonging. A positive relationship between MHE and these related outcome variables was generally noticed (see Table
5). These outcomes align with the affective (e.g. hedonic wellbeing, subjective wellbeing, satisfaction, sense of belongings)
and the behavioral outcome dimensions (e.g. behavioral intention to revisit or recommend and loyalty) according to Kim & So
(2022). The outcomes elicited in this study can also be further classified between those achieved for companies (e.g. loyalty
and behavioral intention to revisit or recommend) and outcomes for consumers (e.g. hedonic wellbeing, subjective wellbeing,
satisfaction, sense of belongings). The later classification is attributed to such scholars as Godovykh & Tasci (2020) and Tasci
& Pizam (2020). In view of the elicited outcomes and MHE antecedents, the study therefore suggests an organising framework
for MHE as depicted in Figure 6. The framework depicts MHE as a function of the synthesis of the identified eight antecedents
of MHE. In addition, the framework graphically highlights the possible outcomes generated from a memorable hotel experience
as gleaned from the content analysis.

Table 5. Outcomes of memorable hotel experiences

Outcome Selected studies
1 Subjective wellbeing Lee (2023)
2 Behavioral intention to revisit Buering & O’Mahony (2019); Lee (2023); Lin et al. (2018)
3 Behavioral intention to recommend Lin et al. (2018); Lee (2023)
4 Hedonic wellbeing Sthapit et al. (2024); Lin et al. (2018)
5 Loyalty Buering & O’Mahony (2019); Sthapit (2018)
6 Satisfaction Buering & O’Mahony (2019); Lin et al. (2018)
7 Sense of belongings Lin et al. (2018)

Agenda and implications for future research

In this section, recommendations and suggestions for future studies are proffered. A comprehensive synopsis of future research
potentials of MHEs offered in this section is meant to guide researchers who wish to make further explorations into the
discipline.

Novel research line 1: Advancing research contexts

The results uncovered a critical need to conduct more research on MHE covering the economy and the lower star category
hotels, for example 1 to 3-star hotels. The majority of the previous studies have focused more on the higher star hotel categories
(4 to 5-star hotels) and luxury hotels. It is therefore recommended that future studies focus MHE research on the budget,
economy, or limited service hotels including the lower star category hotels. The greatest percentage of researches examined
were noted to have been conducted in the USA. There has been an obvious shortage of research on MHE especially from the
Asian region and also in the contexts of the countries from the developing world. Future research may also consider exploring
MHE across different cultural contexts within or from across national boundaries.

Novel research line 2: Research methods and approaches and samples of articles.

Previous studies have been highly positivist (N=7; 35%) and also reliant on internet-based survey (N =7; 35 %), which is well-
known to be liable to certain biases and manipulation (Nowacki & Niezgoda, 2023; Sthapit, et al., 2024). Contrastingly,
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qualitative research approaches have relatively been minimal in previous studies (N=6; 30%). Another recommendation is
therefore that future research should consider adopting more qualitative research designs.

VR

Memorable Hotel
Experiences

Outcomes

Outcomes for the hotel:

e Loyalty
e  Behavioral intention to
revisit

e  Behavioral intention to
recommend

: Outcomes for the guests:

e  Hedonic wellbeing

e  Subjective wellbeing
e Satisfaction

e  Sense of belongings

2

Antecedents ' I

Figure 4: An organising framework for antecedents and outcomes of MHE

This is because issues related to guest behavior require exploratory approaches to research which also provides more detailed
explanations to the issues in question. Growing calls have also been noted from scholars for more qualitative approaches to
address the multifaceted and idiosyncratic aspects of hospitality and tourism experiences (e.g. Stumpf et al., 2016; Hosany et
al., 2022). Additionally, the study reveals a dearth of empirical studies in MHE research using mixed methods. No study so far
has managed to apply this design. The idea that the methodology may cover a wider range of research problems by guaranteeing
insights and knowledge that would otherwise be missed is one of the most trustworthy justifications for mixed methods. One
of the justifications for the use of mixed methods is the assertion that the approach can help address a broader range of research
questions by capturing insights and understanding that would otherwise be missed (Hosany et al., 2022). Nevertheless, it has
generally been noticed that only a relatively few empirical studies in tourism and hospitality implement mixed methods (Truong
et al., 2020). It is therefore our recommendation that future studies on MHE rely on the use of mixed research methods and
approaches. According to Agapito & Sigala (2024), this approach can help enrich the results and contribute to a more
comprehensive understanding of customer experiences (Agapito & Sigala, 2024). In terms of the samples, the majority; about
75 % of the studies, focused on the customers or guests. It is our further recommendation that future research could include
samples from the hotel management and staff, to uncover their role in shaping the memorable experiences. Resultantly, the role
of management and staff in shaping the MHE outcomes, through regression modelling for instance, is recommended

Novel line 3: Theoretical advancement

Since a lack of theoretical engagement was also observed across a significant number of studies in our review (N=11; 55%), it
is strongly recommended that future research should seek to connect MHE with theory. In addition, since almost all scholars
focused only on one theory as the basis for conducting their studies related to MHE, we recommend merging theories in future
research. Management research has called for combining multiple theoretical lenses to develop new explanations of a
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phenomenon (Hosany et al., 2022). Hence the integration of theories could be between for example, the signaling theory and
the valuation theory. We also recommend the incorporation of other theories that are missing in the studies but which are key
in the field, such as the human capital theory (Becker, 1962), theory of innovation (Schumpeter, 1939) and the stakeholder
theory (Freeman, 1984). In summary, we therefore recommend firstly, that future MHE studies should at least engage with
theories. Secondly, multiple theories be consulted, combined and continue to be infused in the studies. It is argued that
combining theories when developing models offers greater explanatory power in helping to explain the outcome of variables
(Kimet al., 2018).

Novel research line 4: Relationships among the antecedents of MHE and the related outcomes

This study has identified eight antecedents for the development of MHE. These are namely; human interaction related
predictors, the service scape related predictors, guest room related predictors, food, beverage and restaurant service related
predictors, innovation and technology related predictors, hotel physical attributes, features and activities related predictors,
customer experience management related predictors & hotel procedures related predictors. These antecedents are largely
associated with the development of positive MHEs. Future research should seek to unearth those antecedents responsible for
negative MHEs. Relationships between these antecedents and their individual contributions to the memorability of hotel
experiences should be further examined in future research. In addition, it would also be meritorious for more scholars to further
investigate the related behavioral outcomes of MHE. Only very few studies have been noted to have investigated the outcomes
of MHE so far. It would then be interesting to assess the contribution of each of these antecedents to specific customers’
behavioral outcomes such as for example, the intentions to revisit the hotel or to recommend. This would be needed to establish
which among these antecedents is more impactful or more stimulating regarding the development of MHE. This would guide
hotel management in terms of how resources can be efficiently allocated in line with meeting the goals of creating MHE.
Another important observation is to realise that studies have generally distinguished experience drivers between internal
antecedents (consumers’ socio demographics, psychographics and culture) and external antecedents (which are related to
external stimuli controlled by the company) (Rahimian et al., 2021; Agapito & Sigala, 2024). It would also be important for
future studies to assess the dynamics and effects of these dimensions to the memorability of experiences.

Conclusion

This study was generally motivated by growing academic interest in MTE (e.g. Sthapit & Coudounaris, 2018; Staphit, 2019;
Kim et al., 2021; Kim et al., 2022) but specifically by the need to uncover the specific elements that make certain experiences
memorable within particular tourism contexts (Tung & Ritchie, 2011). In this view, it was seen to be vital to examine the MTE
concept from the context of hotel businesses (Hosany et al., 2022). A review was conducted since recent times, the theoretical
research on MHEs is being characterised as weak (Sthapit, 2017). Thus, our systematic review set to uncover research contexts
and designs utilized in MHE’ research, highlighting the theories engaged, and gleaning the antecedents of MHEs. Lastly, we
suggested the roadmap for advancing future research in MHE. Our study revealed that MHE research is still in its infancy
indeed and more research is required in the area as only 20 articles were found to align with our study. The study also noted
that although MHE research emerged in the last 17 years, research in the area has only advanced in the most recent past i.e.
since year 2018. The study also established that MHE is restricted in research designs and research contexts. There is a lack of
research on negative MHESs and a general lack of theoretical engagement by scholars. Overall, this study contributes to a better
understanding of the antecedents and outcomes of MHE and provides substantial visions to MHE context over the next years.
Finally, it is important to acknowledge the study’s limitations. The scarcity of MHE studies is the first limitation that the
researchers faced in this research. The area of research is still in its infancy and according to the knowledge of the researchers,
the current study is among the first to systematically and critically review MHE. Secondly, though proper care was taken, there
may be a possibility of bias in the selection of studies for this review. This is because the review was done manually without
the aid of bibliographic software such as Mendeley or VOSviewer. Hence, chances of human error could arise.
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