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THE EFFECTS OF DIGITAL NATIVES' 

EXPECTATIONS OF TECH HOTEL 

SERVICE QUALITY ON CUSTOMER 

SATISFACTION 

 
Abstract: This paper aims to investigate the significance of 

the impact of customer expectations of the use of digital 

technology services by hotels on their level of satisfaction. 

For these purposes, an empirical study was provided in 

Serbia in 2022. The research sample consists of 392 

respondents from a specific growing demographic group of 

hotel services users, digitally born Gen X, Gen Z, and 

Millennials, aged 21 to 41, who stayed in hotels in the highest 

category during the year. Regression analysis and a five-level 

Likert attitude evaluation scale were used in the methodology 

of the research. The significant influence of customer 

expectations and positive experiences in using technological 

hotel services on satisfaction is confirmed. The findings of the 

paper can contribute to the literature and hotel management 

decision-making in designing a modern strategy of 

technological business development, digitalization of 

services, and digital marketing relations with service users, 

millennials as technological leaders of change, and further 

hospitality organizations' survival in the tourist market. 

Keywords: tech services, customer expectations, customer 

satisfaction, digitalization, hospitality. 

 

 

1. Introduction 
 

The digital revolution and technologies 

affect the changes and development of all 

economic branches today, the behavior and 

knowledge of people and society (Schwab, 

2017; Nikolskaya et al., 2021), and the hotel 

industry also transforms the sector, involving 

modern knowledge and skills to meet the 

needs of new digital users and reach new 

markets (Miletić & Ćurčić, 2021). The 

beneficial effects obtained by services that 

can use high technologies and add value 

determine much greater wealth and living 

standards than in previous centuries (Cioban, 

2014). The digitization of services includes 

the development of new digital services or 

the improvement of existing services and 

ways of providing them through digital 

technologies. Hotel mobile applications, 

online reservation systems through the hotel 

website, hotel presence on social networks, 

self-service technologies, cloud, blockchain 

technology, virtual reality, artificial 

intelligence, and big data technology are 

some of the digital technologies that are 

increasingly used in the hotel industry. They 

improve hotel operations, communicate with 

customers, and, above all, digitalize hotel 

services to meet customer needs. 

The paper aims to examine the effects of 

customer expectations and assessments of 

perceived tech hotel service quality on 

customer satisfaction. 
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Hotel service in the information age 

concerns customers' needs to understand 

new segmentation and types of the 

hospitality market. The target group of 

customers chosen for this research is digital 

natives because surveys were done to assess 

that they make up more than 40% of clients 

in the hospitality and tourist markets, with 

their specific values, beliefs, and behaviors 

toward tech hotel services. The paper aims to 

research the impact of such an important 

group of customers and their expectations of 

digital and tech hotel services on the level of 

their satisfaction and new usage. Because of 

that, it is important for digital services hotel 

strategies to closely analyze this market 

segment (Table 1). 

 

Table 1. Market segments of service users criteria (Source: Authors) 

Geographical  Socio-demographic Psychological  Patterns of behavior 

Country, nation, 

region, city, 

domestic market 

Gender, age, education, 

employment, religion, 

family status, income, 

socio-economic group, 

reasons, and type of travel 

Values, beliefs, 

activities, interests, 

opinions, attitudes, 

lifestyle, personality, 

and social group 

User behavior, 

purchasing power, 

loyalty, user status, user 

rate, travel experience, 

and the average length of 

stay 

 

Millennials, Gen X, and Gen Z are the 

generations of young people deeply digitally 

embedded. 

While Gen X might have gotten their first 

iPhone at the ripe old age of 42, they became 

the first generation to massively adopt 

technology and are now the demographic 

with the most disposable income. 

Millennials, the first digital natives, became 

young adults during the social media 

revolution, dated using Tinder, and used 

Facebook when it was still considered cool. 

The oldest, Gen Z, was born after the 

founding of Netflix. Independent people who 

are entrepreneurial, multitask, and have jobs 

working at the same time, earning high 

incomes, have successful careers, work on a 

flexible timetable, and often engage in some 

form of philanthropic activity. As they grow 

up surrounded by digital media, they learn 

more about information and communication 

technologies. They expect an immediate 

response to their problems or matters of 

interest. They use digital communication 

channels, rating portals, and social networks 

as primary sources of information about 

services before deciding to purchase or use 

them (Xiang & Gretzel, 2010). To succeed in 

the market, hotel organizations must identify 

and meet modern 

 

customers' different explicit and latent needs 

related to their problems and expectations by 

using self-service channels, social media, 

and SMS—the generations bridging the 

digital divide. Data gravity is the notion that 

the more data you have, the more you’ll 

attract. What digital natives want and expect 

of services is good for all customers and 

employees, and what’s good for them is 

good for business, too; their expectations for 

customer service won't be fast, easy, 

connected, and integrated. 

Hotel brands must rethink their approach to 

digital customer engagement to reach the 

high bar of digitally native consumers. The 

delight strategy doesn’t work alone, as 

customers just want an easy way to solve 

their problems and move on. Hotels need to 

think about the mechanics of how customers 

and brands interact in processes like booking 

a hotel room, returning a product, renting a 

car, or approving a B2B purchase and 

change the definition of customer 

engagement to be more comprehensive. The 

hotel customer experience becomes more 

important. 

So, the biggest challenge for hotel brands in 

the next five years will be to cope with a 

rapidly changing technological world. To 

create the firm to assist clients with digital 
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disruption and technology changes, 

maintaining that hospitality would be better 

interested in starting to explore digital 

technologies to see how they could be 

relevant for their hotel brand, the complex 

problem-solving requirements, and making 

multiple perspectives for customers. Being 

faced with this challenge, hotels would have 

to pay more attention to the segmentation 

criteria of their market, to the characteristics 

of that generation, demographic, 

behavioristic, and psychological, creating 

adequate responses by programs of service 

quality improvement and digitalization 

increasingly employing millennials wishes 

and needs (Jevtic et al., 2013; 2014; 2020; 

2020a; Arsovski, Arsovski & Stefanovic, 

2023; Arosvski, 2023). 

User expectations can be defined as a certain 

standard by which customers evaluate the 

quality of the service they receive (Zeithaml 

et al., 2006), from the ideal level of service 

they strive for to an adequate level. 

According to the literature (Rust & Oliver, 

1994; Parasuraman et al., 1988; Grönroos, 

1984), it can be described as a set of various 

behaviors, benefits, actions, and 

environments according to the different 

products or services. With the advancement 

of technology and digitalization, the digital 

expectations of customers are rising. The 

paper concerns just those digital expectations 

of tech services in hospitality concerning the 

needs of digital natives' demographic group 

of customers. Identification of customer 

expectations is important to explore and to 

know more about the target audience and 

things that customers value concerning the 

relevant services. To satisfy customers, 

perceiving the product or service to be of the 

level of quality they expect would influence 

their repeat usage, purchases, and positive 

word of mouth. 

In a company's effort to fulfill or exceed the 

expectations of customers, it is necessary to 

identify, research, and analyze them through 

customer surveys, interviews, and reviews. 

Besides that, understanding customer 

expectations requires continuous 

communication with them to be able to value 

their expectations and be better satisfied. 

Customer expectations of the quality of 

services provided by an organization are 

very important for their satisfaction, positive 

relations with the services, and the image of 

the provider. Most often, the set of behaviors 

benefits the customer, and interactions with 

the provider of the services can better define 

the customer's expectations, dissatisfaction, 

or satisfaction. (F.1). 

 

 
Figure 1. User expectations and satisfaction 

correlations (Source: Authors) 

 

These are the reasons that motivated the 

authors of the research in this paper to 

explore the impact of the expectations of 

digital native generations on their 

satisfaction with hotel tech hotel services. 

After the introduction and literature review, 

the findings of the empirical research are 

presented, with a conclusion and references 

used. 

 

2. Methods and materials 
 

The empirical research aims to explore the 

attitudes of Millennials, a specific growing 

demographic group of hotel customers, and 

the Z generation, popularly called digital 

natives, on their satisfaction with the level of 

quality of the tech and digital hotel services 

according to their expectations. 

The research sample consists of 392 

respondents, ranging in age from 21 to 41 

years old, concerning the demographic 

characteristics concerning gender, education 

level, personal income level, knowledge of 

foreign languages, and usage of the Internet. 

They were supposed to spend their holidays 

or business trip time in hotels in Serbia in 

2022. The hotels chosen for the research are 

those with the highest categories, as the 

authors suppose them to have digitalized 
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their hotel services, reached high-tech offers, 

and modernized their marketing 

communication with social media. The 

customers give their assessment of tech, or 

digital hotel services, during the whole 

customer life cycle, from the pre-arrival 

stage to arrival. 

 

stage, their stay in the hotel, and the stage of 

leaving the hotel. The research used a Likert 

scale of five levels for the customer 

assessment and regression analysis of the 

research results. Figure 2 presents a defined 

research model. 

 

 

Figure 2. Research model (Source: Authors) 

The task of the research is to determine 

whether the level of user expectations of 

hotel tech services affects the satisfaction 

level of users with the tech service of the 

hotel. Based on the theoretical model, further 

hypotheses are defined: 

 H0: Customer expectations of hotel 

tech services do not significantly 

influence customer satisfaction with 

hotel tech services. 

 Halt: Customer expectations of hotel 

tech services significantly influence 

customer satisfaction with hotel 

tech services. 

Figure 3 shows the values for the gender of 

the customers. There were more females 

(260, or 66.32%), and fewer males (132, or 

33.67%), out of a total of 392 respondents. 

 

 
Figure 3. Respondent's representation 

relative to gender 

 

Table 2 shows values for the level of 

education of the respondents. There were 

respondents with higher education (372, or 

94.89%), and fewer with secondary 

education (20, or 5.10%), out of a total of 

392 respondents. 

 

Table 2. Representation of respondents 

relative to education level 

Level Count Prob 

Higher education 372 0.94898 

Secondary education 20 0.05102 

Total 392 1.00000 

 

Frequencies for the respondents’ social 

status are given in Table 3. According to 

social status, permanent employees 

numbered 348 (88,77%) and contractual 

employees numbered 44 (11,22%), out of a 

total of 392 respondents.  

 

Table 3. Respondents relative to their social 

status 

Level Count Prob 

Contractual employee 44 0.11224 

Permanent employee 348 0.88776 

Total 392 1.00000 

 

Values of the respondents' income show that 

most have over 90,000 (RSD) (765€), 156 

(39.79%), and the least of them up to 45,000 

(RSD) (380€), 32 (8.16%), out of a total of 

392 respondents. 

According to data on respondents’ use of the 

According to data on respondents’ use of the 

Internet, all of them interviewed, 392 

(100,00%), use the Internet and speak 

foreign languages. 
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As the obtained Cronbach's coefficient α = 

0.8346 (based on the sample size required 

for significance to identify the factor 

distributions for a sample of 392 respondents 

and based on the significance of the factor 

loading of 0.30 for the number of 

respondents greater than 350), it can be 

concluded that it is significant. This 

coefficient is higher than the theoretical one, 

which is good. Also, based on the Internal 

Consistency Rule, the obtained Cronbach's 

coefficient is within the limits of 0.7<α<0.9, 

which confirms good consistency. 

In Table 4, based on the statements made for 

user expectations of hotel tech services, the 

sizes of the attitudes expressed by frequency 

and percentage are given. It can be seen that 

it is for claims: 

 The hotel met my expectations 

regarding the type of tech services 

it provides; the highest expressed 

opinion is 140, or 37.71% of 

respondents out of a total of 392, 

who think that they neither agree 

nor disagree. 

 The quality of the tech services 

provided by the hotel met my 

expectations; the highest expressed 

opinion is 120, or 30.61% of 

respondents out of a total of 392, 

who think that they neither agree 

nor disagree. 

 The hotel met my expectations of 

consistency in the provision of tech 

services; the highest expressed 

opinion is 148, or 37.76% of 

respondents out of a total of 392, 

who think that they neither agree 

nor disagree. 

 The reliability of hotel employees' 

tech service provision met my 

expectations; the highest expressed 

opinion is 128 or 32.65% of 

respondents out of a total of 392, 

who think that they neither agree 

nor disagree. 

 The hotel met my expectations 

regarding the convenience of the 

tangible tech services. The highest 

expressed opinion is 124, or 

34.63%, of respondents out of a 

total of 392, who think that they 

neither agree nor disagree. 
 

Table 4. User expectations of hotel tech 

services 

The hotel met my expectations 

regarding the type of tech 

service it provides. 

N Total 

Disagree 20 5.10% 

Partly disagree 36 9.18% 

Neither agree nor disagree 140 35.71% 

Partially agree 92 23.47% 

Completely agree 104 26.53% 

Disagree 20 5.10% 

The quality of the tech services 

provided by the hotel met my 

expectations. 

  

Partly disagree 32 8.16% 

Neither agree nor disagree 120 30.61% 

Partially agree 108 27.55% 

Completely agree 112 28.57% 

The hotel met my expectations 

of consistency in the provision of 

tech services. 

  

Disagree 28 7.14% 

Partly disagree 24 6.12% 

Neither agree nor disagree 148 37.76% 

Partially agree 92 23.47% 

Completely agree 100 25.51% 

The reliability of hotel 

employees' tech services 

provision met my expectations. 

  

Disagree 24 6.12% 

Partly disagree 40 10.20% 

Neither agree nor disagree 128 32.65% 

Partially agree 96 24.49% 

Completely agree 104 26.53% 

The hotel met my expectations 

regarding the convenience of the 

tangible tech services. 

  

Disagree 16 4.08% 

Partly disagree 56 14.29% 

Neither agree nor disagree 124 31.63% 

Partially agree 104 26.53% 

Completely agree 92 23.47% 
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In Table 5, based on the statements made for 

user satisfaction with hotel services, the sizes 

of attitudes expressed in frequency and 

percentage are given. From the findings, it 

can be seen that for the statements:  

 I am satisfied with the price of the 

hotel's services. Partially agree was 

expressed by 152 (38.78%) of the 

respondents out of a total of 392, 

and the least expressed attitude was 

16 (4.8%), considering that they 

partly disagree. 

 I am satisfied with the value of the 

services I received for my money. 

The least expressed attitude was 20 

or 5.10% of the respondents out of 

a total of 392, who considered that 

they totally disagree, and the 

highest opinion, partly agree, was 

expressed by 148 (37.76%) of the 

respondents. 

 I am satisfied because the hotel's 

services met my expectations. The 

highest expressed opinion is 176, 

or 44.90%, of respondents out of a 

total of 392, who consider that they 

partially agree. 

 I am satisfied with the hotel's 

digital services. The least 

expressed attitude was 32, or 

8.16%, of the respondents out of a 

total of 392, who considered that 

they partly disagreed; the highest 

expressed opinion was 124, or 

31.63%, of neutral respondents 

(neither agree nor disagree). 

 Staying at the hotel was a pleasant 

experience. The least expressed 

attitude was 4 or 1.02% of the 

respondents out of a total of 392, 

considered that they partly 

disagree, and the highest expressed 

opinion is partially agreed, 

expressed by 140 or 35.71% of 

respondents.  

 

Table 5. User satisfaction with hotel services 

I am satisfied with the price of 

the hotel's services 

N Total 

Totally Disagree 28 7.14% 

Partly disagree 16 4.08% 

Neither agree nor disagree 80 20.41% 

Partially agree 152 38.78% 

Completely agree 116 29.59% 

I am satisfied with the value of 

the services I received for my 

money 

  

Totally Disagree 20 5.10% 

Partly disagree 28 7.14% 

Neither agree nor disagree 52 13.27% 

Partially agree 148 37.76% 

Completely agree 144 36.73% 

I am satisfied because the 

hotel's services met my 

expectations 

  

Totally Disagree 12 3.06% 

Partly disagree 16 4.08% 

Neither agree nor disagree 60 15.31% 

Partially agree 176 44.90% 

Completely agree 128 32.65% 

I am satisfied with the hotel's 

digital services 

  

Totally Disagree 32 8.16% 

Partly disagree 52 13.27% 

Neither agree nor disagree 124 31.63% 

Partially agree 92 23.47% 

Completely agree 92 23.47% 

Staying at the hotel was a 

pleasant experience 

  

Totally Disagree 8 2.04% 

Partly disagree 4 1.02% 

Neither agree nor disagree 32 8.16% 

Partially agree 140 35.71% 

Completely agree 208 53.06% 

 

The Pearson correlation coefficient between 

the independent variable, user expectations 

of hotel tech services, and the dependent 

variable, user satisfaction with hotel 

services, is 0.7257, and it is positive and 

medium-strong. The coefficient of 

determination is 0.5266, as seen from Table 

7, and with 52.66%, the dependent variable, 

user satisfaction with hotel services, can be 

defined via independent user expectations of 

hotel tech services (Table 6).  
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Table 6. Fit Summary 
RSquare 0,526627 

RSquare Adj 0,525413 

Root Mean Square Error 0,610392 

Mean  3,902041 

Observations  392 

 

The analysis of variance and its sum is   

[F (1,218) =362.1871, p<0.0001]. 

The statistical significance is presented 

(Table 7). 

Based on the data on parameter estimates 

from Table 8, a linear regression equation 

was performed according to which the set  

 

H0: The level of user expectations of hotel 

tech services does not affect the level of user 

satisfaction with hotel services, can be 

rejected. An alternative hypothesis is 

confirmed: Halt: The level of user 

expectations of hotel tech services affects the 

level of user satisfaction with hotel services. 

 

Table 7. Variance  

Source DF 
Sum of 

Squares 

Mean 

Square 
F Ratio 

Model 1 161,65262 161,653 433,8749 

Error 390 145,30575 0,373 Prob > F 

Total 391 306,95837  <0,0001 

 

 

Table 8. Parameter Estimates 
Term Estimate Std Error t Ratio Prob>|t| Std Beta VIF 

Intercept 1,70324 0,109971 15,49 <0,0001 0 . 

Customer 

expectations 
0,6163687 0,029591 20,83 <0,0001 0,725691 1 

 

The equation is presented as follows: 

 

                                               
                                                                
 

 
Figure 4. Linear regression equitation of the 

theoretical model 

 

There is a positive and medium-strong 

correlation between the independent 

variable, user expectations of hotel tech 

services, and the dependent variable, user 

satisfaction with hotel services, as seen from 

the value of 0.7257. These key findings of 

the research are based on the regression 

analysis and the Pearson correlation 

coefficient between the variables. It 

confirms the alternative hypothesis on the 

significant influence of consumers' 

expectations of the quality of tech hotel 

services on their satisfaction. 

The coefficient of determination further 

confirms that with 52.66%, the dependent 

variable, user satisfaction, can be defined by 

the independent variable, user expectations. 

It can be said that the target group of 

customers, called digital natives, who make 

up more than 40% of hotel customers today, 

have an important impact on the future 

digitalization of services in the hospitality 

sector. 
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3. Conclusion 

 

This theoretical and empirical research has 

explored the issues of the impact of the 

expectations of digital native generations on 

their satisfaction with hotel tech services. 

Based on the findings, it can be concluded 

that for the hotel industry, customer 

satisfaction is important for survival and 

prosperity. Research shows that there are 

significant relationships between modern 

technologies presented through the level of 

tech, digital services, and customer 

satisfaction increase (Lee & Baker, 2017), 

concerning the attitudes and values of digital 

natives as the growing market segment of 

customers. 

Being faced with the challenge of employing 

millennials, hotels would have to pay more 

attention to the segmentation criteria of their 

market, to the characteristics, demographics, 

behavioristics, and psychological 

characteristics of that generation, creating 

adequate responses through programs of 

service quality and digitalization of 

processes, services, and marketing 

communication with guests because, 

according to Gilchrist (2019), B2B buyers 

are younger, more technologically savvy, 

and more independent; they’re a generation 

of digital natives. And they’re making waves 

across the B2B buying landscape and 

changing how marketers must work to reach 

new customers. This new reality of digital 

natives as customers means that hotel 

marketers trying to reach new customers 

must make big changes in the way they 

target and engage today’s buyers. Marketers 

have had to shift their focus from outbound 

marketing to inbound tactics, like content 

marketing, to engage and connect with their 

target audiences, learn more about how their 

tech-savvy ways have changed the B2B 

purchasing process, and accept that online 

searches, websites, and reviews are their 

most valuable resources for solution 

research. Millennials identify social media as 

an important source of information. Work on 

connecting digital natives who prefer trust, 

compatibility, and connection over business 

benefits; online content should drive 

customer engagement. 

These findings can confirm the motivation of 

the authors of the paper to choose the 

millennials and Gen Z generation as the 

target group for this research and to support 

the ability of hotels to use this information 

for effective engagement and fulfill the 

expectations and satisfaction of these 

customers. 

Consider further learning how digital 

natives' data platforms have evolved beyond 

the marketing of hotels to provide a deeper 

view of the customer for better CX and 

bottom-line benefits. Customer 360 is a 

comprehensive customer profile that unifies 

customer data from multiple sources across a 

hotel organization, creating a better, more 

proactive customer experience and building 

trust and loyalty with your customers at the 

same time. 

To keep up with the fast-changing 

hospitality market, hotel brands need to be 

able to make strategic decisions quickly, 

given the technological environment and 

habits of digital natives. This paper can 

contribute to hospitality brands having the 

opportunity to leverage their data and make a 

lasting connection with their customers, 

boosting the digital experience with their 

tech services. 
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