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Abstract: Contemporary upscale hotels have evolved into "micro-geographies" where spatial design, technology, ecology, and 

human interaction co-produce the guest experience. However, substantial managerial investments in service innovation often fail 

to enhance guest perception. This creates a structural "Perceptual Gap" between conceived and lived spaces that traditional 

functionalist frameworks cannot explain. This study aims to examine the divergence between managerial innovation strategies 

and guests' perceptions, identifying the spatial and psychological mechanisms driving this gap. A multiple-case study triangulates 

supply side data (interviews with senior managers at two contrasting upper upscale hotels in Hanoi, Vietnam) with demand-side 

data (2,377 scraped TripAdvisor reviews). Managerial data underwent deductive thematic coding using an extended 8-dimension 

Service Quality model to generate Strategic Input scores (Lefebvre's conceived space). Guest data were analyzed via sentiment 

analysis and Semantic Network Analysis (VOSviewer), employing Digital Geography to map the cognitive topology of the guest 

experience. The results validate three theoretical propositions. First, the Visibility Paradox (P1) shows that perceived smart 

service quality is inversely correlated with technological obtrusiveness; visible interfaces cause spatial friction (divergence: −3), 

whereas invisible backend systems enable seamless flow (convergence: +1). Second, Sociability Primacy (P2) identifies 

community building as the paramount driver of place attachment, manifested as a centripetal network topology in boutique 

properties versus a centrifugal, fragmented topology in international chains. Third, the Environmental Prerequisite (P3) reveals 

that green practices act as hygiene factors; their presence yields negligible positive sentiment (<0.5%), but their absence triggers 

severe negative disconfirmation. Ultimately, this study advances a spatial reframing of service innovation, demonstrating that 

value is co-createdand potentially distorted through embodied encounters among guests, technology, and urban morphology. 
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*  *  *  *  *  *  

 

INTRODUCTION              

In the contemporary urban landscape, upper upscale hotels have evolved into "micro-geographies"-territorial nodes where 

spatial design, technology, ecology, and human interaction converge to co-produce the tourism experience. Driven by digital 

transformation and sustainability imperatives, innovation in this sector has traditionally been viewed as measurable operational 

output (Hjalager, 2010). Recent literature continues to reflect this supply side logic, focusing heavily on digital orientation as a 

driver of service innovation (Zhou et al., 2025) or the implementation of Sustainability-Oriented Service Innovation (Bordian et 

al., 2026) as firm-centric capabilities. However, a critical paradox disrupts this managerial logic: substantial technical 

investments do not invariably yield superior customer satisfaction (CS). Recent studies indicate that treating technological 

innovation-such as AI-enabled experiences (Alhomaid et al., 2025)-as a monolithic construct obscures how customers decode 

these signals within the service space. According to Signaling Theory (Spence, 1973), innovations act as territorial signals of 

competence. However, when the actual lived experience fails to confirm the expectations set by these signals (e.g., star ratings), 

"Negative Disconfirmation" occurs (Tiwari & Omar, 2025). This creates a structural Perceptual Gap between the manager's 

"conceived space" and the guest's "lived space" (Lefebvre, 1991)-a supply demand divergence that constitutes the central 

problem of this study. Despite its criticality, the extant literature exhibits three notable gaps. Conceptually (Spatial Gap): 

Prevailing research either adopts a purely functionalist, supply side perspective (Ruiz-Fernández et al., 2026; Zhou et al., 2025) 

or a macro-level destination focus (Alshiha et al., 2025), largely ignoring the micro-geographical tension between visible 

interfaces and invisible infrastructure. The spatial dynamics of how technology and human elements entangle (Kandampully et 

al., 2023) within specific urban morphologies remain unexplored.Measurement-wise (Dimensional gap): Traditional scales such 

as LODGSERV (Knutson et al., 1990) systematically overlook the perceptual triad of Industry 4.0. They fail to capture how 

                                                           
* Corresponding author                                                                                                                                       http://gtg.webhost.uoradea.ro/ 
 

https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.30892/gtg.67336-1848
http://gtg.webhost.uoradea.ro/
https://orcid.org/0009-0007-2300-7781
https://orcid.org/0009-0006-6379-6079


Hai Yen TRAN, Dinh Quyet PHAN 

 

 2236 

technological complexity triggers anxiety rather than delight (Yang & Leung, 2025) or how green practices function merely as 

environmental prerequisites (hygiene factors) rather than competitive differentiators (Khuong et al., 2025). Methodologically 

(The Cognitive Gap): Prior studies rely heavily on self-reported surveys susceptible to social desirability bias (Perez-Aranda et 

al., 2025) or analyze macro-social media discourse (Yang & Leung, 2025). There is a pronounced paucity of research utilizing 

property-level User-Generated Content (UGC) to map the unmediated cognitive topology of the guest's lived spatial experience. 

To bridge these gaps, this study proposes an integrated framework grounded in service-dominant logic (Vargo & Lusch, 2008), 

Signaling Theory, and Humanistic Geography (Lefebvre, 1991; Tuan, 1977). The study posits that innovation value is co-

createdand potentially distortedduring embodied service encounters. This study aims to examine the structural divergence 

between managerial innovation strategies and guests' perceptual reception in upper upscale hotels. To achieve this, this study 

pursues four objectives: (O1) to operationalize an extended 8-dimension Service Quality model integrating LODGSERV with 

Smart Services, Green Practices, and Sociability; (O2) to map supply demand divergence through a comparative case study of 

two contrasting hotels in Hanoi, Vietnam; (O3) to apply Semantic Network Analysis (VOSviewer) as a tool of Digital 

Geography, constructing a cognitive topology of the guest experience as a virtual cartographic representation of territorial 

identity; and (O4) to generate mid-range theoretical propositions (Visibility Paradox, Sociability Primacy, Environmental 

Prerequisite) advancing the understanding of innovation-perception dynamics. Finally, Hanoi's contrasting urban morphologies 

(the French and Old Quarters) serve not merely as a geographic backdrop but as a theoretically constitutive element for 

examining how urban spatial grammar shapes the translation of innovation signals into territorial quality outcomes. 

 

LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

The evolution of service innovation: from operational output to spatial reconfiguration 

The functionalist perspective: innovation as operational output  

Traditionally, service innovation has been conceptualized as a measurable, operational output (Hjalager, 2010; 

Schumpeter, 1934). Recent studies in the hospitality context, including those focused on emerging markets such as 

Vietnam (Nguyen, 2020, 2023), adhere to this supply side logic by focusing on absorptive capacity and process 

restructuring. Similarly, Ruiz-Fernández et al. (2026) empirically found that chain-affiliated hotels suffer from structural 

lags between their strategic intent and operational adaptation. Zhou et al. (2025) demonstrated that digital orientation 

positively impacts service innovation, mediated by digital capabilities with government support.  

Furthermore, Bordian et al. (2026) found that Sustainability-Oriented Service Innovation (SOSI) significantly enhances 

customer satisfaction through value co-creation. Although these findings provide robust supply side metrics, their critical 

limitation lies in treating customers as passive recipients rather than active co-creators (Truong et al., 2020). Zhou et al. 

(2025) and Ruiz-Fernández et al. (2026) rely exclusively on managerial self-reporting, completely omitting customers’ 

perceptual reception. Consequently, sophisticated backend systems (e.g., Mövenpick's ACDC CRM) may represent high 

digital capability but fail to generate customer recognition. Furthermore, Bordian et al. (2026) utilized a cross-sectional 

design that treated SOSI as a unidimensional construct, failing to capture the structural "Perceptual Gap" between the 

managerial conceived space and the guest's lived spatial experience. 

The Dichotomous Perspective: Technology vs. Human Touch 

 Industry 4.0 has popularized a binary view of technological and non-technological innovation. Cheng & Liu (2026) found 

that smart technologies significantly enhance service efficiency, personalization, and novelty. Conversely, Yang & Leung 

(2025) utilized Social Network Analysis to reveal that technological complexity triggers anxiety, acting as a primary barrier to 

adoption that spreads virally through structural holes. Alhomaid et al. (2025) found that AI-enabled experiences drive 

sustainable consumption via psychological ownership, while Li & Huang (2022) proved that sociability needs cannot be 

substituted by contactless efficiency, as the absence of human interaction creates an emotional void. The primary limitation of 

this dichotomous stream is its reductionist and macro-level framing of the issue. Yang & Leung (2025) rely on macro-social 

media discourse (Twitter), which obscures the micro-spatial reality of how guests interact with specific interfaces inside a 

hotel room. Moreover, Alhomaid et al. (2025) treat AI as a monolithic construct, ignoring the vital spatial distinction between 

visible interfaces (which cause friction) and invisible infrastructure (which accelerates services). This study addresses this 

limitation by advancing Kandampully et al. (2023) argument that technology and human elements are deeply entangled, 

mapping how the successful invisibilization of technology allows human geography to dominate the experiential foreground. 

The Integrative Perceptual Perspective: Value Co-Creation  

Grounded in Service-Dominant (S-D) logic (Vargo & Lusch, 2008), the contemporary stream views innovation as a co-

created phenomenon (Dai et al., 2025; Zhang & Ha, 2025). Alhomaid et al. (2025) found that both hedonic and utilitarian 

features drive tourist value co-creation in smart destinations. Concurrently, Khuong et al. (2025) found that green practices 

mediate return intentions, although specific water- and energy-saving measures fail to directly boost positive mood or 

satisfaction. While conceptually advanced, Alhomaid et al. (2025) are limited by their macro-destination focus, which lacks 

the micro-geographical context of organically evolved urban morphologies. Khuong et al. (2025) relied on survey data that 

were highly susceptible to social desirability bias regarding environmental issues. This necessitates the use of unprompted 

User-Generated Content (UGC) to capture authentic spatial perceptions and distinguish between utilitarian innovation 

strategies (operational standardization) and hedonic pathways (personalized human interactions). 

 

Reconceptualizing service quality: from process to territorial quality 

The durability and limitations of LODGSERV  

While LODGSERV (Knutson et al., 1990) remains foundational, modern classifications act as pre-encounter signals. 
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Tiwari & Omar (2025) found that failing to meet star-rating expectations triggers severe "Negative Disconfirmation." 

Similarly, Perez-Aranda et al. (2025) noted consumer ambivalence toward sustainability practices, and Wong & Loo (2026) 

highlighted the operational efficiency of smart buildings through longitudinal data. However, a critical limitation of these 

traditional and operational frameworks is their systematic oversight of the perceptual triad of the Industry 4.0 servicescape. 

They measure functional delivery but fail to capture the spatial and psychological nuances of modern luxury. 

Extended 8-component model 

To capture contemporary territorial quality, we extend LODGSERV with three non-substitutable dimensions: 

Smart Service (The Digital Environment): Transcending static "Tangibles," this differentiates between obtrusive 

(visible) and seamless (invisible) interfaces. As Yang and Leung (2025) note, complexity breeds anxiety; thus, truly smart 

services minimize cognitive load. Green Practices (The Ecological Environment): Functioning not as a delighter, but as an 

"Environmental Prerequisite"-a baseline legitimacy factor where absence punishes the brand (negative disconfirmation), 

but presence is merely expected compliance (Khuong et al., 2025). Sociability (Social Geography): The architectural principle 

determining whether a space becomes a meaningful "place" (Tuan, 1977) or a standardized "non-place" (Augé, 1995). As Li & 

Huang (2022) demonstrated, technological efficiency cannot replace the emotional resonance of human sociability. 

 

Spatial dimensions and digital geography 

Drawing on Lefebvre’s (1991) spatial trialectic, this study operationalizes the gap between conceived space (managerial 

intent) and lived space (guest experiences). Recent spatial studies have provided partial insights: Suess et al. (2024) found 

that biophilic design reduces guest anxiety, whereas Lai et al. (2025) identified social interaction spaces as primary 

satisfaction drivers. However, their critical limitation is the neglect of the full human-environment-technology triad, while 

macro-level destination studies (Alshiha et al., 2025) obscure property-level dynamics. Methodologically, we conceptualized 

Semantic Network Analysis (VOSviewer) as a tool of Digital Geography. Moving beyond the frequency-based sentiment 

limitations of Pacheco et al. (2026), we mapped the cognitive topology of the guest experience. Just as Yang & Leung (2025) 

identified structural holes in social networks, we analyzed structural absences in UGC (e.g., missing tech keywords) as 

empirical proof of successful backend invisibilization, directly addressing technology anxiety (Haque et al., 2026). To 

explicitly contextualize this research within the current state-of-the-art and address the structural limitations of the extant 

literature, Table 1 critically analyzes seven highly similar articles published within the last three years (2024-2026). This 

matrix highlights their core findings, methodological limitations, and specific gaps that the present study resolves. 

 
Table 1. Critical analysis of similar recent studies (2024-2026) 

 

Study (Year) Core Findings Critical Limitations Gap Addressed by Present Study 

Cheng & Liu 

(2026) 

Smart technology enhances 

efficiency and novelty in hotels. 

Lacks spatial/morphological context 

and ignores emerging markets. 

Introduces urban morphology analysis 

and UGC semantic topology. 

Alhomaid et 

al. (2025) 

AI experiences drive sustainable 

consumption through psychological 

ownership. 

Treats AI as a monolithic construct and 

ignores interface obtrusiveness. 

Disaggregates AI into visible (friction) 

and invisible (flow) technologies. 

Zhou et al. 

(2025) 

Digital orientation drives service 

innovation (supply side). 

It relies entirely on managerial self-

reports and ignores demand-side 

perception. 

Measures the "Perceptual Gap" between 

managerial input and guest-generated 

content (UGC). 

Yang & 

Leung (2025) 

Technological complexity triggers 

anxiety, spreading via structural 

holes. 

Macro social media focus (Twitter): 

Lacks micro-spatial property reality. 

Structural analysis was applied to the 

micro-spatial property UGC 

(VOSviewer). 

Bordian et al. 

(2026) 

SOSI positively influences satis-

faction through value co-creation. 

Cross-sectional design that treats inno-

vation as a unidimensional construct. 

Disaggregates spatial dimensions 

(ecological versus social innovation). 

Tiwari & 

Omar (2025) 

Star ratings act as signals; failure 

causes Negative Disconfirmation. 

COVID-specific health framing and 

ignores social geography. 

It extends disconfirmation theory to 

spatial and sociability dimensions. 

Suess et al. 

(2024) 

Biophilic design creates restorative 

experiences that reduce stress. 

Design-only focus; ignores the digital 

and social spatial dimensions. 

Integrates physical design with the 

human-environment-technology triad. 

 

Theoretical synthesis and research propositions 

Our framework integrates the S-O-R paradigm (Mehrabian & Russell, 1974), Signaling Theory (Spence, 1973; 

Mahmoud et al., 2018), and Humanistic Geography (Lefebvre, 1991; Tuan, 1977). Within the S-O-R paradigm, service 

innovation functions as an Environmental Stimulus (S) that shapes the internal evaluative state (O) and behavioral response 

(R). We posit that innovation is a territorial signal. When technological signals are too visible, they are decoded by guests 

as operational complexity, creating "noise" and Negative Disconfirmation (Tiwari & Omar, 2025). 

The transformation of a hotel from a mere "space" of accommodation into a meaningful "place" of belonging is 

mediated by three spatial forces: digital, ecological and social. This synthesis generated three validated propositions. 

P1 (Visibility Paradox): Perceived Smart Service quality is inversely related to technological obtrusiveness (visible 

technology generates spatial friction; invisible technology enables seamless flow). 

P2 (Sociability Primacy): Sociability is the paramount driver of place attachment, overriding functional dimensions and 

generating a centripetal cognitive topology anchored by human interaction. 

P3 (Environmental Prerequisite): Green Practices function strictly as a hygiene factor (a baseline for institutional 

legitimacy) rather than a competitive differentiator, where absence punishes but presence is merely expected. 
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RESEARCH METHOD 

Research design 

This study employs a qualitative multiple-case study design (Yin, 2018) to examine the structural divergence between 

firms' innovation efforts - operationalized as "conceived space" in Lefebvre's (1991) spatial trialectic - and customers' 

perceptual reception of those efforts, operationalized as "lived space." A case study design is epistemologically appropriate 

here because service quality is not a decontextualized attribute but an emergent property of specific socio-spatial 

encounters; it cannot be adequately captured through the variance-based logic of survey research alone (Flyvbjerg, 2006). 

The multiple-case structure, following Yin's (2018) replication logic, enables cross-case pattern matching that strengthens 

the transferability of theoretical propositions beyond the idiosyncrasies of any single property. 

This study adopts an abductive reasoning strategy (Dubois & Gadde, 2002), iterating between theoretical frameworks - 

S-O-R, Signaling Theory, Lefebvre's spatial trialectic, and Humanistic Geography - and empirical observations to generate 

mid-range theoretical propositions. This approach is particularly suited to the study's objective of theory refinement: rather 

than testing pre-specified hypotheses, the study seeks to identify the mechanisms through which innovation inputs are 

translated - or fail to be translated - into territorial quality outcomes. The three research propositions (P1: Visibility 

Paradox; P2: Sociability Primacy; P3: Environmental Prerequisite) emerged through this iterative process and are presented 

as theoretically grounded, empirically illustrated propositions rather than as statistically tested hypotheses. 

 

Case selection: A comparative spatial approach 

Purposive sampling was employed to select two hospitality entities in Hanoi that contrast not only along the market tier 

dimension (5-star international chain versus 4-star independent boutique) but also along the urban morphology dimension - 

a selection criterion that distinguishes this study from conventional comparative hotel research and directly operationalizes 

the study's spatial theoretical framework. As illustrated in Figure 1, the two cases are embedded in structurally distinct 

urban fabrics that function as physical antecedents to the observed service dynamics. The Mövenpick Hotel Hanoi Center 

(5-star international archetype) occupies the French Quarter, defined by a colonial grid pattern, wide boulevards, and spatial 

separation from the city's organic commercial fabric. This morphology reinforces spatial detachment and exclusivity, creating 

a "sanctuary effect" (Suess et al., 2024) that aligns with the hotel's global standardization strategy. The physical buffer from 

street-level activity favors high-tech integration and formalized service protocols but simultaneously constrains the 

spontaneous social interactions that generate place attachment. Thus, the spatial grammar of the French Quarter functions 

as a structural enabler of the centrifugal topology observed in the VOSviewer analysis. 

The May De Ville Crown Hotel (4-star boutique counterpoint) is embedded in the Old Quarter, characterized by high-

density "tube house" architecture and porous boundaries between private and public spaces. This morphology facilitates 

"Social Convergence" by positioning the hotel within a vibrant, human-scaled urban fabric that naturally amplifies social 

interaction. The Old Quarter's spatial grammar functions as a structural enabler of the Centripetal topology observed in the 

VOSviewer analysis, where human nodes dominate the cognitive landscape, and the hotel achieves brand-place fusion. 

These distinct spatial fabrics are not merely contextual backgrounds but are theoretically constitutive of the "Visibility 

Paradox" and "Morphological Convergence/Inertia" phenomena analyzed in this study. 
 

 
 

Figure 1. Comparative Spatial Analysis of Study Areas in Hanoi (Source: Authors, 2026) 

(Note: The map illustrates the distinct urban morphologies influencing the "micro-geographies" of the two cases.) 
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Data collection 

To ensure methodological rigor and adhere to the principle of triangulation (Denzin, 1978), data were collected from 

two independent sources reflecting the dual perspectives of the service encounter - the managerial "conceived space" and 

the guest's "lived space" - in direct correspondence with the study's Lefebvrian theoretical framework. 

Supply side data were gathered through semi-structured in-depth interviews with senior managers responsible for 

strategy and operations: Mr. Ngo Van Lung (HR Manager, Mövenpick Hotel Hanoi Center) and Ms. Le Thi Ngoc 

(Manager, May De Ville Crown Hotel). The interview protocol was structured around the proposed 8-dimensional service 

quality model, probing strategic innovation orientation, resource allocation priorities, technological infrastructure decisions, 

and managerial expectations regarding guest behavior. The interviews were audio-recorded, transcribed verbatim, and 

subjected to member checking to ensure interpretive accuracy. These data provide insight into the "input" side of the 

innovation process - both tangible capital investments (CRM systems, physical renovations) and intangible efforts 

(personnel training, green SOPs) - constituting the "Strategic Input (Conceived Space)" scores in the radar model. 

While the supply side sample comprises two primary managerial interviews, this purposive selection is 

epistemologically justified within the case study design through the "key informant" and "elite interviewing" techniques 

(Marshall, 1996). In operationalizing Lefebvre’s (1991) "conceived space," the objective is not the statistical 

representativeness of the general workforce, but the accurate capture of top-down strategic intent, capital allocation, and 

spatial planning. As senior decision-makers, these informants possess concentrated and authoritative knowledge of their 

respective properties' strategic trajectories. Furthermore, to prevent single-source bias and ensure data saturation, these elite 

interviews were systematically triangulated with institutional documentary evidence, including corporate Standard 

Operating Procedures (SOPs), rebranding press releases, digital infrastructure blueprints, and direct spatial observations of 

the physical environment. This rigorous triangulation ensures that the "Strategic Input" scores reflect objective institutional 

realities rather than individual managerial idiosyncrasies, providing a robust, structurally valid counterweight to the 

extensive demand-side UGC dataset (N=2,377). Demand-side data were obtained through the automated extraction of 

User-Generated Content (UGC) from TripAdvisor using the Apify web-scraping tool.  

The final dataset comprised 1,813 reviews for the Mövenpick Hotel Hanoi Centre and 564 reviews for the May De Ville 

Crown Hotel, including full textual comments, sub-ratings (cleanliness, service, value, and location), and timestamps. The 

deliberate asymmetry in the corpus size reflects the differential review volume associated with the two properties' market 

positions and is addressed analytically through proportional rather than absolute frequency measures. UGC was selected as 

the demand-side data source because it provides organic, unprompted, post-experience narratives that are free from the 

social desirability bias inherent in researcher-administered surveys (Perez-Aranda et al., 2025), capturing the authentic 

"lived space" of the guest experience rather than a socially constructed response to a structured instrument. 

 

Data analysis and visualization 
Data analysis employed a multi-tiered analytical framework combining qualitative content analysis for managerial 

inputs and computational text mining for customer outputs, operationalizing the dyadic supply-demand structure of the 

research design. To ensure methodological transparency and replicability, the translation of qualitative data into 

quantitative spatial metrics ( 1-5 scale) was governed by a rigorous, theoretically grounded scoring rubric (Table 2). For 

managerial data, deductive thematic coding was applied to the proposed 8-dimensional service quality model. Each coded 

segment was assigned a "Strategic Input" score (1-5), reflecting the intensity of managerial investment, resource allocation, 

and strategic intentionality. These scores constitute the "Conceived Space" axis. For UGC data, sentiment intensity was 

quantified using a hybrid approach: automated sentiment analysis via the VADER (Valence Aware Dictionary and 

sEntiment Reasoner) lexicon, chosen for its robust handling of social media and UGC microblogs, coupled with manual 

contextual validation for industry-specific nuances. The resulting sentiment distribution, triangulated with the node 

centrality metrics from VOSviewer, was translated into "User Experience" scores (1-5). This dual-verification ensures that 

a score of '5' requires not just positive sentiment but also structural centrality in the guest's cognitive topology. The gap 

between the Strategic Input and User Experience scores-the "Divergence/Convergence Value"-operationalizes Lefebvre's 

(1991) spatial contradiction between conceived and lived space and is visualized through Radar Charts. 

 
Table 2. The Dyadic patial scoring rubric (1-5 scale) 

 

Score 
Strategic Input (Conceived Space) 

Based on Interviews & Resource Allocation 

User Experience (Lived Space) 

Based on UGC Sentiment & Network Topology 

5 

Core Territorial Pillar: Maximum strategic priority; heavy 

capital/training investment; defines the brand's spatial 

identity. 

Territorial Anchor (Delighter): Overwhelmingly positive sentiment 

(>80%); forms a central and high-density node in the cognitive 

network. 

4 
Proactive Investment: High strategic focus; deliberate inte-

gration into daily operational protocols and spatial design. 

Positive Alignment: Consistent positive mentions function as a 

reliable spatial enabler without dominating the network core. 

3 

Baseline Compliance: Moderate investment; treated as an 

industry standard or operational necessity rather than a 

differentiator. 

Zone of Indifference: Neutral sentiment or structural absence 

(invisible infrastructure); expected but not actively praised. 

2 
Reactive/Minimal Focus: Low strategic priority; addressed 

only when necessary; minimal resource allocation. 

Spatial Friction: Frequent negative mentions create noticeable 

operational or emotional drag on the guest experience. 

1 
Strategic Void: No intentional investment or managerial 

focus on this spatial dimension. 

Severe Disconfirmation: Dominant negative sentiment forms a 

peripheral cluster of complaints indicating systemic territorial failure. 
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Crucially, in constructing the UGC dataset, platform-specific traces-including hyperlink artifacts ("http") and reviewer 

metadata-were intentionally preserved rather than removed as noise. Consistent with the study's Digital Geography 

framework, these traces are treated as markers of "infrastructural visibility": their prominence in the semantic network 

maps the degree to which the digital layer becomes salient in the guest's discourse, functioning as empirical evidence of the 

"Virtual Encroachment" phenomenon theorized in Section 2. 

 

RESEARCH RESULTS 

The production of tourism space: strategic intent vs. territorial reality 

The managerial perspective: divergent spatial strategies 

In-depth interviews with senior management, Mr. Ngo Van Lung (HR Manager, Mövenpick) and Ms. Le Thi Ngoc 

(Manager, May De Ville)-reveal that while competitive pressures are shared, spatial development trajectories diverge 

significantly based on urban morphology. The 5-star segment prioritizes global spatial synchronization. Mövenpick utilizes 

its CRM system (ACDC) to dissolve geographical boundaries through continuous data flow. Mr. Lung noted, "ACDC is a 

massive technological innovation... if a guest enjoys milk coffee in Vietnam, staff in Cambodia will know to serve it," 

creating a unified global service territory. Conversely, the 4-star segment leverages technology for operational optimization 

within a constrained footprint. Ms. Ngoc emphasized that "service time is faster with automated booking software," noting 

that eliminating manual entry compresses the time and space required for service delivery.  

Regarding resource allocation, Mövenpick adopts a demographic adaptation strategy by modifying F&B products (e.g., 

dim sum and kimchi) for specific international flows. In contrast, May De Ville pursues functional expansion, transforming 

from a lodging unit into an integrated "experience territory" via Sky Bars and Spas. Notably, a convergence exists at the 

human-environment interface: both entities have transitioned to eco-friendly materials, with Ms. Ngoc citing the shift to 

branded paper boxes as a tangible commitment to the restaurant's ecological contract. Finally, spatial restructuring differs: 

Mövenpick is undergoing a metamorphosis to "modern luxury" for rebranding, while May De Ville utilizes micro-spatial 

adjustments to optimize utility within the high-density Old Quarter. 

The customer perspective: spatial perception and digital geomarketing 

Geomarketing analysis via Apify provides an empirical counter-narrative to the managerial production. At Mövenpick 

(5-star), Word Cloud analysis highlights experiential keywords ("Chocolate Hour," "Lounge") rather than technological 

attributes. While positive sentiment clusters around service rituals, significant negative clusters emerge regarding material 

degradation ("Old," "Dated," "Dark") and friction in the Human-Environment relationship ("Light switches," "AC"). This 

indicates spatial dissonance, where high-tech backend efforts fail to compensate for the built environment’s physical 

deterioration. Conversely, May De Ville (4-star) data reflect a highly personalized social geography. The prevalence of 

specific staff names ("Rosie," "Bella," "Anna") in 5-star reviews indicates that customers are captivated by human-place 

interactions rather than systemic perfection. Keywords like "Rooftop Bar" and "Pool" confirm the success of the hotel as a 

"Social Hub." The contrast is stark: large-scale hotels rely on technocratic systems, whereas boutique hotels succeed 

through social convergence and effective utilization of relational space. 
 

Impact on functional quality: The interplay of digital and social geographies 

Regarding Responsiveness, a clear spatial-temporal optimization is observed in the 4-star segment. Managerial claims 

regarding automated software are corroborated by customer keywords such as "swift" and "efficient," demonstrating that 

technology successfully acts as a spatial accelerator. However, regarding reliability, structural dissonance exists in the 5-

star segments. While the backend CRM creates a seamless digital territory, the physical interface (key cards, room controls) 

exhibits failure. This represents tangible friction, where the stability of the built environment lags behind the sophistication 

of the virtual infrastructure. Finally, in terms of assurance, human geography remains the ultimate stabilizer. Even when 

technological infrastructure falters (e.g., app glitches at Mövenpick), professional staff recovery preserves trust, suggesting 

that while technology facilitates efficiency, the social component ensures structural integrity. 
 

Impact on emotional quality: Social geography and environmental integrity 

Regarding Empathy, the study uncovers a dichotomy between "Algorithmic Empathy" and "Authentic Connection." 

Mövenpick’s data-driven standardization creates a perception of "professional correctness" but lacks the emotional resonance 

for genuine place attachment. In contrast, May De Ville’s "High-touch" approach generates superior emotional scores through 

unscripted interactions. Regarding Tangibles, a "Perceptual Gap" characterizes the 5-star case. A "Rebranding Lag"-where 

modernized public zones contrast with dated private interiors-creates spatial fragmentation and "Negative Disconfirmation." 

Meanwhile, the 4-star hotel achieves higher satisfaction by maintaining territorial consistency and environmental hygiene 

("Sleeping on a cloud"), proving that rigorous preservation often trumps superficial modernization. 
 

Empirical analysis of new spatial dimensions 

Smart service: The digital-physical interface paradox 

The results indicate that digital proliferation does not equate to high quality. At Mövenpick, complex physical interfaces 

(e.g., light switches) create "spatial friction" in the private sphere. Conversely, May De Ville’s "Invisible Technology" 

(backend support) empowers human agents, resulting in higher perceived "smartness." Thus, smart services should be 

conceptualized by spatial fluidity and seamless man-machine interaction, not device density. 

 Green practices: environmental baseline 

Text mining revealed a "zone of indifference" in relation to ecological footprints. Positive mentions are negligible 
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(<0.5%); however, negative sentiment spikes when practices disrupt experiences (e.g., paper straw failure). This confirms 

that Green Practices have transitioned from a "Delighter" to a "Fundamental Environmental Prerequisite"-a baseline for 

institutional legitimacy where absence punishes the brand, but presence is viewed merely as compliance. 

Sociability: The production of relational space 

Sociability is the most potent driver of place attachment. Whether through structured rituals ("Chocolate Hour") or 

organic zones ("Rooftop Bar"), the function of the hotel as a "Social Hub" consistently garners the highest sentiment. This 

validates sociability as a critical dimension, filling the emotional void that functional attributes cannot address. 
 

Comparative spatial analysis and synthesis 

Table 3 contrasts the governing spatial dynamics by applying Yin’s (2018) pattern matching. 

The cross-case synthesis crystallizes into three dynamics. First, a "Spatial Interface Paradox" exists, i.e., technological 

efficacy is inversely related to hardware obtrusiveness and technology creates maximal value as an "invisible enabler." 

Second, large-scale organizations suffer from "Territorial Inertia," where strategic rebranding outpaces physical adaptation, 

causing temporal and spatial dissonance. Ultimately, "Social Convergence" remains the universal denominator: regardless 

of scale, the capacity to foster sociability drives the successful production of tourism space. 
 

Table 3. Comparative matrix of territorial strategy vs. perceived spatial quality (Source: Synthesized from case study data) 
 

Analysis Criteria 
Mövenpick Hotel Hanoi Centre  

(5-Star International) 

May De Ville Crown Hotel  

(4-Star Boutique) 
Geo-Spatial Implication 

Territorial 

Management Strategy 

System-based: Global standardization, Big 

Data (ACDC), and rebranding. 

Human-centric: Micro-spatial agility, 

Empowerment, On-site amenities. 

Scale dictates morphology: Large 

scale favors Structure; Small scale 

favors Behavioral Geography. 

Technological 

Interface 

Visible Tech: Obtrusive in-room devices 

and apps. 

Results: Spatial Friction (Negative Gap). 

Invisible Tech: Backend logistics. 

Results: Seamless Flow (Positive Gap). 

Technology maximizes value when 

it acts as an "Invisible Spatial 

Enabler." 

Social Geography 

Programmed: Standardized rituals 

(Chocolate Hour). 

Perception: Professional Correctness. 

Naturalized: Spontaneous interaction. 

Perception: Intimacy/Place 

Global chains must "soften" rigid 

protocols; Boutiques must maintain 

"familial culture." 

Spatial Coherence 
High Divergence: Gap between investment 

and physical reality. 

High Convergence: Alignment 

between effort and spatial satisfaction. 

Complexity increases the risk 

of "Territorial Dissonance." 

 

Table 4. Spatial divergence scoring for Mövenpick Hotel Hanoi Centre (Source: Authors, 2026) 
 

Spatial Dimension 
Strategic Input  

(Conceived Space) 

User Experience  

(Lived Space) 
Divergence Value Geo-Spatial Interpretation 

Smart Interface 5 2 -3 (Negative) 
Technological imposition creates interface 

friction within the private zone. 

Physical Infrastructure 5 2 -3 (Negative) 
Strategic rebranding conflicts with the inertia of 

the built environment. 

Ecological Integration 4 3 -1 (Neutral) 
Environmental commitment is perceived as 

a baseline standard. 

Social Geography 4 3 -1 (Neutral) 
Data-driven personalization fails to 

generate place attachment. 

Social Spatiality 3 5 +2 (Positive) 
The peripheral social ritual (Chocolate Hour) 

becomes the primary spatial attractor. 

 

Modeling spatial dissonance: A semi-quantitative geomarketing assessment 

The spatial divergence scoring for the Mövenpick case is detailed in Table 4 and visualized through a multidimensional 

radar model (Figure 2). 
 

 
 

Figure 2. The radar chart of territorial alignment (Mövenpick Case) (Source: Authors, 2026) 
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Table 5. Spatial convergence scoring for May De Ville Crown Hotel  

(Source: Self-constructed based on Interview and Geomarketing Data Analysis) 
 

Spatial Dimension 
Strategic Input 

(Conceived Space) 
User Experience 
 (Lived Space) 

Convergence 
Value 

Geo-Spatial Interpretation 

Social Geography 
(Empathy) 

5 (High-touch 
core) 

5 (Excellent) 
0 (Perfect 

Alignment) 

The "Human Agency" strategy is fully realized. 
Specific staff (Rosie, Nina, and Nikki) act as 
key territorial agents who define the place. 

Social Spatiality 
(Sociability) 

4 (Strategic focus) 5 (Delighter) +1 (Positive) 
The Rooftop Bar & Pool functions as a "Territorial 

Node," generating place attachment that exceeds the 
boutique scale. 

Smart Interface 
(Smart Service) 

3 (Backend 
efficiency) 

4 (High Efficiency) +1 (Positive) 
The Invisible Logistics" (booking software) 

optimizes the spatial flow, creating speed without 
interface friction. 

Built Environment 
(Tangibles) 

4 (Maintenance) 4 (Good) 0 (Alignment) 
The quality of the micro-geography (e.g., "comfy 

beds") aligns perfectly with the boutique 
morphology. 

Ecological Integration 
(Green Practices) 

3 (SOP 
compliance) 

3 (Neutral) 0 (Neutral) 
Validated as an Environmental Prerequisite: present 
as a baseline norm but not a primary spatial attractor. 

 

The radar configuration elucidates three types of territorial divergence. First, pronounced "Negative Spatial Friction" 

characterizes Smart Interface and Physical Infrastructure, signaling a malfunction where aggressive inputs fail to translate 

into habitable quality due to execution lags. In contrast, a "Positive Spatial Surplus" emerges in Social Spatiality, where 

auxiliary social zones unexpectedly outperform the core-built environment, highlighting the organic vitality of the territory. 

Intermediate is the "Environmental Baseline" (Ecological Integration), functioning as a prerequisite for legitimacy, rather 

than a spatial attractor. Conversely, the May De Ville Crown exhibits morphological convergence, detailed in Table 5 and 

visualized in Figure 3 as a convergence bar chart in which all spatial dimensions register a gap value approaching zero - a 

stark visual contrast to the multi-directional divergence observed in the Mövenpick radar. This "flat alignment" is not a sign 

of managerial underinvestment but rather of strategic parsimony: by concentrating resources on the dimensions most 

valued by guests (Social Geography and Sociability) and deploying technology invisibly (Smart Interface), the hotel 

achieves a state of territorial coherence where conceived space and lived space are effectively co-extensive. The hotel 

achieves perfect alignment in Social Geography (Convergence Value = 0), with staff names (Rosie, Nina, and Nikki) 

permeating >80% of the data, confirming human capital as the primary territorial agent. A "Positive Spatial Surplus" in 

Smart Interface (+1) is driven by "Invisible Infrastructure," where backend logistics create spatial fluidity without interface 

friction. Concurrently, Social Spatiality exhibits a "Spatial Halo Effect" (+1), where the rooftop bar acts as a "Territorial 

Node," mitigating dissatisfaction with physical constraints through strong atmospheric vibes. 

 

 
 

Figure 3. The Radar Chart of Territorial Coherence (May De Ville Case) (Source: Authors, 2026) 

 

Mapping the cognitive landscape: A semantic topology of place attachment 

Using VOSviewer, this study maps the "Cognitive Topology" of the guest experience, revealing hidden associations 

beyond linear frequency counts. 

The "Anthropogenic" Territorial Cohesion (May De Ville Crown): Network topology (Figure 4) reveals a dense, cohesive 

structure (125 items, 28,951 link strength) organized around a gravitational center. Structurally, the brand node ("de ville 

crown hotel") occupies the largest and most central position in the network, functioning as the primary territorial anchor. This 

finding confirms brand-place fusion, wherein the hotel's identity and the guest's sense of place have become inseparable in the 

cognitive landscape. Radiating outward from this anchor, three interconnected clusters define the network architecture: 

The Anthropogenic Core: The nodes "team," "guest," and "experience" form a tightly linked blue cluster at the 

network's operational center, underscoring that human interaction dominates the physical space in the guest's mental map. 

The node "opportunity" occupies a bridging position between the anthropogenic core and the brand anchor, suggesting that 

guests perceive the hotel not merely as a place of consumption but as a space of possibility - a finding consistent with 
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hedonic value co-creation theory (Alhomaid et al., 2025). The Loyalty-Intimacy Cluster: The nodes "patronage," "whole 

team," and "trip" form a peripheral western cluster, strongly linked to the brand node through high-strength co-occurrence. 

The presence of "patronage" - denoting repeated, loyal visitation - alongside "family" and "highly" in the brand's immediate 

semantic neighborhood empirically validates the transformation from abstract space to meaningful "place" (Tuan, 1977), 

where the hotel becomes a "Domestic Sphere." The eastern periphery is anchored by "praise" and "next trip" (orange 

cluster), representing the behavioral outcome of place attachment: the intention to return and recommend. 
 

 
 

Figure 4. Comparative Spatial Topology of Guest Experience - (a) May De Ville Crown Hotel - The "Anthropogenic" Territorial 

Cohesion (Source: Author’s elaboration using VOSviewer geomarketing analysis based on TripAdvisor data mining, 2026) 

(Based on VOSviewer analysis: Binary counting, Threshold = 10 occurrences) 

 

The Voice of Customer Cluster: A distinct purple cluster in the upper network - comprising "expectation," "feedback," 

"comment," and "attention" - reveals a meta-communicative dimension absent from the Mövenpick network. May De Ville 

guests do not merely experience the hotel; they actively reflect on and articulate their experiences, suggesting a higher level 

of cognitive engagement and emotional investment. This cluster functions as a "Reflexive Geography" - a space where the 

guest becomes a co-author of the hotel's territorial narrative. 

Invisible Infrastructure: Critically, a "structural hole" exists in the technological keywords. The complete absence of 

backend system terms from the cognitive map supports the "Spatial Interface Paradox": technology functions successfully 

as an invisible infrastructure, creating spatial fluidity without demanding conscious engagement, thereby allowing the 

human team to occupy the entire foreground of the guest's mental territory. 
 

 
 

Figure 5. Comparative Spatial Topology of Guest Experience - (b) Mövenpick Hotel Hanoi Centre - The "Systemic" Territorial 

Fragmentation (Source: Author’s elaboration using VOSviewer geomarketing analysis based on TripAdvisor data mining, 2026) 

(Based on VOSviewer analysis: Binary counting, Threshold = 10 occurrences) 

 

The "Systemic" Territorial Fragmentation (Mövenpick): In contrast, the Mövenpick network (Figure 5) reveals a 

sprawling, fragmented topology (484 items) that is structurally "Centrifugal" - pushing guest perception outward into 
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systemic noise rather than inward toward a social core. Four structural features characterize this fragmentation.  

Temporal-Operational Dominance: The largest nodes in the network are "recent stay" and "time" (Red Cluster), not 

experiential or emotional descriptors. This temporal fixation reveals that guests evaluate Mövenpick primarily through 

the lens of transactional efficiency - how long things take and how recently they occurred - rather than through the lens 

of place attachment. The co-dominance of "service" within this cluster confirms that the hotel is perceived as a service 

delivery system rather than a meaningful place, a finding consistent with Augé's (1995) conceptualization of the "Non-

Place" as a space defined by transit and transaction.  Digital Territorial Encroachment: The network is dominated by the 

oversized "http" node (Green Cluster), which in digital geography represents "Virtual Encroachment" - the invasion of 

administrative space into lived space. The structural proximity of "http" to "manager" and "kind regard" is particularly 

revealing: "kind regard" is a formulaic email closing, indicating that a significant proportion of the UGC corpus consists 

of management response templates rather than authentic guest narratives. This "Algorithmic Governance" - where 

managerial voice colonizes the review space - creates a "Technological Wall" that further distances the hotel from 

genuine human connection, rendering the territory a "Non-Place" (Augé, 1995). Spatial Fragmentation and Material 

Degradation: The network lacks a unified emotional core and is divided into functional silos. Peripheral nodes - "toilet," 

"blind," "glass" - indicate that guest attention is fixed on material degradation, amplifying "Negative Disconfirmation." 

The presence of "moevenpick hotel" and "trip advisor" as co-occurring nodes within the Cyan Cluster reveals a meta-

cognitive awareness: guests are conscious of the review platform as a mediating layer between their experience and its 

public representation, suggesting a more transactional, less immersive relationship with the hotel environment.  

The Geography of "Placelessness": Multilingual nodes ("vielen," "sehr," "wir waren," "das hotel," "nousavon") reflect 

the hotel's global standardization strategy but topologically create a diffuse network lacking community identity (Relph 

1976). Notably, the node "fond memory" appears in the far western periphery - isolated from the network's core - 

suggesting that while positive emotional experiences do occur at Mövenpick, they fail to achieve the semantic density and 

centrality necessary to define the hotel's territorial identity. This peripheral positioning of positive affect, in contrast to the 

central positioning of transactional and technological nodes, encapsulates the hotel's fundamental spatial challenge: 

emotional value is produced at the margins, while operational complexity dominates the center. 

 The boutique network is thus "Centripetal," pulling guests into a social core anchored by human agency, whereas the 

international chain is "Centrifugal," pushing perception outward into systemic noise. This confirms that without 

"Sociability" as the architectural principle of the service territory, service volume alone fails to construct a coherent 

territorial narrative, and that the consequences of this failure are legible in the very topology of the guest's cognitive map. 

  

DISCUSSION AND IMPLICATIONS 

Decoding the territorial fractures: spatial and digital dissonance 

Cross-verification of dyadic data - managerial interviews and VOSviewer semantic topologies - reveals a critical 

asymmetry: strategic inputs do not translate linearly into territorial recognition but are mediated by three distinct "Spatial 

Fractures," each corresponding to a specific failure mode in the human-environment relationship. 

The "Virtual Encroachment" on lived space 

The study identifies a "Visibility Paradox": perceived technological efficacy is inversely proportional to technological 

visibility. This finding directly advances and complicates the theoretical position of Zhou et al. (2025), who demonstrated 

that digital orientation and capabilities are necessary and sufficient conditions for service innovation from a supply side 

perspective. The demand-side evidence in the present study reveals the critical boundary condition that Zhou et al.'s 

framework cannot detect: the same level of digital capability generates diametrically opposite spatial outcomes depending 

on whether the technology is visible or invisible to the guest. Mövenpick's ACDC system - representing precisely the "high 

digital orientation + high digital capability" configuration that Zhou et al. (2025) theorize as optimal - fails to generate 

corresponding customer recognition in the UGC data, while May De Ville's comparatively modest automated booking 

software generates a "Positive Spatial Surplus" (+1) precisely because it operates as a silent infrastructure. 

The geomarketing analysis (Figure 5) exposes a "Systemic Intrusion" in the 5-star segment of the market. The 

oversized "http" node acts as a trace marker of infrastructural visibility, creating a "Technological Wall" that fragments 

the guest's lived space. Critically, the structural proximity of "http" to "manager" and "kind regard" in the Mövenpick 

network reveals a dimension not previously theorized in the literature: "Algorithmic Governance." The node "kind 

regard" - a formulaic email closing - indicates that a significant proportion of the UGC corpus consists of management 

response templates rather than authentic guest narratives. This managerial voice colonizes the review space, creating a 

meta-layer of administrative language that further distances hotels from genuine human connections. This finding 

extends Augé's (1995) concept of the "Non-Place" beyond its original architectural application into the digital domain: 

the Mövenpick review space is itself a "Non-Place," a transactional corridor of standardized responses rather than a 

community of authentic voices. A nuanced counterpoint, however, must be acknowledged: the node "fond memory" 

appears on the far western periphery of the Mövenpick network - isolated from the core but present. This peripheral 

positioning of positive affect is not analytically trivial or unimportant. This suggests that genuine emotional experiences 

do occur at Mövenpick, but they fail to achieve the semantic density and centra lity necessary to define the hotel's 

territorial identity. This finding resonates with Kandampully et al. (2023) argument that technology and human elements 

are "deeply entangled" in the luxury servicescape; the entanglement at Mövenpick is not absent but asymmetric, with 

operational complexity dominating the center while emotional value is produced at the margins. The strategic 

implication is significant: Mövenpick does not need to abandon its technological infrastructure but rather to rebalance 
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the entanglement, pushing technology toward the periphery and elevating emotional experiences toward the center.  

Conversely, the "Anthropogenic Topology" of the 4-star segment (Figure 4) is characterized by a "structural hole" in 

technology. The absence of technical nodes, juxtaposed with the centrality of human agents, confirms that technology 

generates maximal value only when it functions as an "Invisible Infrastructure." This finding validates Yang & Leung's 

(2025) complexity-resistance thesis at the micro-spatial level: by eliminating interface complexity, May De Ville 

eliminates the primary trigger of technology anxiety, liberating human agency to cultivate the "Social Territory." The 

digital interface must recede to allow human geography to dominate - a principle that the present study terms the 

"Background-Foreground Inversion" of the optimal human-environment-technology triad. 

Morphological inertia and spatial dissonance 

This research illuminates "Morphological Inertia" - a concept that operationalizes Lefebvre's (1991) spatial contradiction 

between conceived space (the planned, strategic space of managers) and lived space (the experiential, symbolic space of 

guests) at the property level. While Mövenpick's management envisioned "Modern Luxury" as the hotel's conceived space, 

semantic clusters of "Old," "Dated," and "Dark" in the UGC data confirm that the physical landscape acts as a drag on the 

brand's narrative, producing a lived space that contradicts the managerial representation. This exemplifies "Territorial 

Malfunction": corporate narratives inflate expectations that the material territory cannot fulfill, generating the "Negative 

Disconfirmation" that Tiwari & Omar (2025) theorize as the primary mechanism of loyalty erosion. The temporal dimension 

of this inertia is significant in this study. Ruiz-Fernández et al. (2026) demonstrate that chain-affiliated properties suffer from 

structural lag between strategic intent and operational adaptation; the present study provides granular spatial evidence of where 

this lag manifests: not in public zones (which have been modernized) but in the private sphere of the guest room, where dated 

interfaces (light switches, AC controls) create "spatial friction" at the most intimate level of the hotel experience.  

This spatial specificity - the divergence between the public face and the private reality of the hotel - is a finding that neither 

Ruiz-Fernández et al. (2026) nor Suess et al. (2024) could detect through their respective methodologies, and it constitutes a 

distinctive empirical contribution of the present study's UGC-based spatial analysis. In contrast, the boutique model achieves 

"Morphological Convergence" because its spatial adjustments - rooftop expansion, pool installation, micro-spatial 

optimization within the Old Quarter's constrained footprint - are agile, immediately perceptible, and morphologically 

consistent with the boutique promise. The convergence bar chart (Figure 3) visualizes this alignment: all spatial dimensions 

register a Gap Value approaching zero, a stark visual contrast to the multi-directional divergence of the Mövenpick radar. This 

"flat alignment" is not a sign of managerial underinvestment but of strategic parsimony - the disciplined concentration of 

resources on dimensions most valued by guests, a principle that resonates with Alhomaid and Bel Hadj's (2025) finding that 

hedonic value pathways generate stronger place attachment than utilitarian ones. 

Ecological integration: The human-environment contract 

The valuation of green practices has undergone a fundamental ontological shift: from a "value-add" differentiator to a 

"Territorial Prerequisite." Despite managerial pride in sustainable SOPs - both Mövenpick and May De Ville have adopted eco-

friendly materials as convergent baseline practices - the "zone of indifference" in sentiment analysis (positive mentions < 0.5%) 

confirms that Green Practices have evolved into an Environmental Norm. This finding corroborates and extends Khuong et al. 

(2025) discovery that specific green practices (water- and energy-saving) do not directly influence satisfaction or positive mood, 

and Perez-Aranda et al.'s (2025) observation that sustainability practices elicit more ambivalent consumer responses than health-

safety practices. The present study advances this literature by providing a mechanism for this ambivalence: green practices are 

noticed only when they fail (negative disconfirmation from paper straw failure) but are invisible when they succeed (baseline 

compliance). This asymmetric visibility pattern - what the present study terms the "Ecological Invisibility Principle" - has direct 

implications for resource allocation: investment in green practices beyond the baseline threshold generates diminishing 

perceptual returns, while failure to meet the baseline generates disproportionate reputational damage. In the contemporary 

tourism landscape, ecological responsibility is a baseline for institutional legitimacy; its presence secures "Assurance," but its 

functional failure disrupts the guest's comfort within the service ecosystem - a pattern structurally identical to the health-safety 

baseline that Tiwari & Omar (2025) identify in the post-COVID hotel context. 

 

Validation of the geo-spatial service framework 

Based on empirical pattern matching and network topology, this study affirms the validity of the proposed 8-component 

Service Quality model. The three newly integrated dimensions - Smart Service, Green Practices, and Sociability - 

demonstrate not only theoretical distinctiveness but also empirical non-substitutability: no combination of the original five 

LODGSERV dimensions can capture the spatial dynamics that these three dimensions reveal. 

Smart Interface: The Digital Geography Dimension 

The data definitively separate "Machine Efficacy" from "Human Willingness," confirming Smart Service as an 

independent spatial construct for measuring the quality of the digital environment, distinct from and non-reducible to the 

Tangibles dimension of LODGSERV. Semantic separation in the 5-star network (the "http" cluster operating as a distinct 

functional silo, disconnected from the social and emotional clusters) provides topological evidence that guests cognitively 

segregate technological experiences from human experiences, processing them through different evaluative frameworks. 

This finding has important implications for the development of the scale. Ahmad et al.'s (Alhomaid et al., 2025) 

treatment of "AI-enabled experience" as a monolithic construct would conflate the ACDC system (which generates spatial 

friction) and the automated booking software (which generates spatial fluidity) into a single undifferentiated score, masking 

the divergence that drives competitive differentiation. The present study's operationalization of Smart Service through the 

visibility dimension - rather than the quantity or sophistication of technology deployed - provides a more discriminating 
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and managerially actionable construct. Furthermore, the "Centripetal vs. Centrifugal" topology contrast provides a novel 

network-level indicator of Smart Service quality: a centripetal network, in which human nodes dominate the center and 

technological nodes are absent from the cognitive landscape, signals successful Smart Service delivery; a centrifugal 

network, in which technological nodes fragment the center, signals Smart Service failure. This topological indicator 

complements and extends the node-level analysis of Yang & Leung (2025), offering a structural measure of smart service 

quality that individual keyword frequency counts cannot provide. 

Ecological Integration: Ethical Landscape 

Refuting the notion of sustainability as peripheral CSR, the findings validate Green Practices as a core quality 

constituent representing the ethical dimension of the service territory. The convergent adoption of eco-friendly materials by 

both hotels - despite their divergent strategies in every other dimension - confirms that ecological responsibility has 

achieved the status of a non-negotiable institutional norm, consistent with Bordian et al.'s (2026) finding that 

Sustainability-Oriented Service Innovation positively influences satisfaction through value co-creation. 

However, the empirical evidence of the present study introduces a critical qualification to Bordian et al.'s (2026) 

optimistic assessment: the positive effect of the SOSI on satisfaction is contingent on execution consistency. The paper 

straw failure at Mövenpick, where an eco-friendly substitution disrupts the guest's sensory experience, demonstrates that 

poorly executed green practices can generate negative disconfirmation that outweighs the positive legitimacy signal of 

ecological commitment. This "Execution Consistency Condition" is a boundary condition that Bordian et al.'s (2026) cross-

sectional PLS-SEM design cannot detect, and it constitutes a theoretical refinement of the SOSI construct. 

As tourists become more environmentally conscious, the ability to harmonize luxury with ecological responsibility 

directly impacts "Territorial Assurance" - the guest's confidence that the hotel's values align with their own. This alignment 

between personal and institutional values is the mechanism through which Green Practices contribute to place attachment, 

operating not through direct sensory pleasure (hedonic value) but through moral congruence (ethical value) - a distinction 

that the present study's 8-component model captures and the original LODGSERV framework cannot. 

Sociability: The Apex of Place Attachment 

Perhaps the most significant theoretical contribution of this study is the validation of Sociability as the architectural 

principle of the luxury hotel experience - not merely one dimension among many, but the organizing force that determines 

whether a hotel's service territory coheres into a meaningful "place" or dissolves into a standardized "non-place." 

The May De Ville VOSviewer network (Figure 4) provides multilayered empirical evidence for this claim. At the 

network's center, the brand node ("de ville crown hotel") achieves the highest semantic density, confirming brand-place 

fusion: the hotel's identity and the guest's sense of place have become inseparable in the cognitive landscape. Radiating 

outward, the "Loyalty-Intimacy" cluster - where the hotel name is strongly linked to "family," "patronage," and "highly" - 

empirically validates Tuan's (1977) space-to-place transformation, where the hotel becomes a "Domestic Sphere" rather 

than a commercial transaction space. The eastern periphery, anchored by "praise" and "next trip," represents the behavioral 

outcome of this place attachment: the intention to return and to recommend - the ultimate measure of loyalty in the Social 

Exchange Theory framework (Tiwari & Omar, 2025). A finding not previously theorized in the literature is the "Voice of 

Customer" cluster - the purple nodes "expectation," "feedback," "comment," and "attention" in the upper network.  

This cluster reveals a meta-communicative dimension of sociability: May De Ville guests do not merely experience the 

hotel; they actively reflect on and articulate their experiences, functioning as co-authors of the hotel's territorial narrative. 

This "Reflexive Geography" - absent from the Mövenpick network - suggests that high-sociability environments generate 

not only emotional attachment but also cognitive engagement, transforming passive consumers into active territorial agents.  

This finding resonates with S-D Logic's (Vargo & Lusch, 2008) conceptualization of value co-creation, extending it 

from the service encounter to the post-encounter review space. Whether through structured rituals (e.g., "Chocolate Hour" 

at Mövenpick) or organic atmospheres ("Rooftop Bar" at May De Ville), sociability functions as a Spatial-Social Outcome 

that transcends the functional quality dimensions of LODGSERV. The boutique network's centripetal topology - pulling 

guests into a social core - versus the international chain's centrifugal topology - pushing perception outward into systemic 

noise - confirms that successful hotels in dense urban landscapes such as Hanoi must function as "Territorial Nodes" 

facilitating human connections, rather than as mere shelter providers or technology showcases. 

 

Implications for Territorial Planning and Management 

The findings advocate a paradigm shift from product-centric operations to a holistic "Placemaking Strategy" - one that 

conceptualizes the hotel not as a bundle of service attributes but as a produced territory whose quality is determined by the 

alignment between conceived and lived space (Lefebvre, 1991). Resolve the Visibility Paradox through "Strategic 

Concealment." Rather than indiscriminate digitization - which risks creating sterile "non-places" (Augé, 1995) by imposing 

technological complexity on the guest's private sphere - capital allocation should prioritize backend logistical systems as 

"Invisible Enablers." This strategic concealment liberates anthropogenic agency, allowing human actors to reclaim their 

roles as the primary architects of guest experiences. For international chain hotels, the implication is counterintuitive: the 

path to higher perceived Smart Service quality may require reducing the visibility of technological investment rather than 

increasing it. The value of the ACDC system should be communicated to guests through its effects (personalized service 

delivery, anticipatory hospitality) rather than through its interfaces (complex in-room control panels, app-dependent 

functions). Cultivating Social Geographies as Primary Competitive Assets.  

The re-conceptualization of the physical environment as a dynamic "Social Geography" is critical. The "Voice of 

Customer" cluster in the May De Ville network confirms that high-sociability environments generate not only emotional 
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attachment but also organic advocacy - guests become co-producers of the hotel's territorial narrative through their reviews, 

amplifying the sociability signal through the digital public sphere.  

For boutique hotels, this implies institutionalizing the "familial culture" that drives staff-name mentions in >80% of 

reviews, through targeted recruitment, empowerment-based HR practices, and the deliberate cultivation of "Territorial 

Agents" - staff members who function as the human anchors of the hotel's place identity.  

For international chains, the implication is to "soften" rigid service protocols by creating unscripted interaction zones - 

spaces and moments where staff are empowered to deviate from standardized scripts and engage guests as individuals 

rather than as data points in a CRM system. Standardizing Environmental Contracts through Execution Consistency.  

Ecological practices must be elevated to non-negotiable "Hygiene Factors" with zero tolerance for execution failure. 

The "Ecological Invisibility Principle" - whereby successful green practices are invisible but failed ones generate 

disproportionate negative sentiment - implies that the primary risk management challenge is not adoption (both hotels have 

adopted eco-friendly materials) but consistency. A single paper straw failure can negate months of ecological investment 

by triggering the collapse of the “zone of indifference” into active negative sentiment.  

Therefore, hotels should implement ecological quality control protocols that treat green practice execution with the 

same rigor as food safety standards - not as a marketing initiative but as an operational non-negotiable. 

 

Limitations and Directions for Future Research 

As with all empirical work, the findings of the present study must be interpreted within the context of its 

methodological boundaries. This study has three limitations warrant explicit acknowledgment. 

First, the dual-case design, while methodologically appropriate for exploratory theory building (Yin, 2018), limits 

the statistical generalizability of the findings. The "Visibility Paradox," "Morphological Inertia," and "Sociability 

Primacy" propositions are theoretically grounded and empirically illustrated, but their prevalence and magnitude across 

the broader Vietnamese hospitality landscape and across different cultural contexts remain to be established through 

large-scale quantitative research. Future studies should test these propositions through multi -property surveys 

incorporating the extended 8-component model as a validated measurement scale. Second, the UGC-based methodology, 

while providing organic, unprompted demand-side evidence that corrects for the social desirability bias of survey 

research, introduces its own selection bias: TripAdvisor reviewers are not representative of all hotel guests, and t he 

platform's review incentive structure may systematically over-represent extreme experiences (very positive or very 

negative) at the expense of moderate ones. The "zone of indifference" toward green practices, for instance, may partly 

reflect the platform's emotional amplification effect rather than the true distribution of guest sentiments.  

 Future research should triangulate UGC data with in-stay experience sampling methods to capture the full spectrum 

of guest sentiments. Third, the temporal scope of the data collection - a single cross-sectional snapshot of TripAdvisor 

reviews - cannot capture the dynamic evolution of territorial quality over time.  

The "Morphological Inertia" observed at Mövenpick, for instance, may be a transitional phenomenon associ ated with 

an ongoing rebranding process rather than a structural characteristic of international hotel chains. Longitudinal UGC 

analysis - tracking the evolution of semantic network topology across multiple time periods - would provide a more 

nuanced understanding of how territorial quality responds to strategic interventions and would constitute a significant 

methodological contribution to the emerging field of Digital Geography in hospitality research.  

 

CONCLUSION 

This study aimed to examine the structural divergence between hotel managers' innovation strategies and guests' 

perceptual reception of those strategies in upper upscale hotels and to identify the spatial and psychological mechanisms 

through which this divergence is produced, sustained, or resolved. Grounded in the theoretical integration of service-

dominant logic, Signaling Theory, and Humanistic Geography, the findings yield three contributions that advance the 

intersection of tourism geography and hospitality management. First, this study confirms the measurement obsolescence of 

traditional functionalist frameworks in the Industry 4.0 hospitality context. The empirical validation of smart services, 

green practices, and sociability as psychometrically distinct and non-substitutable dimensions demonstrates that the 

contemporary guest experience constitutes a complex spatial construct - shaped by the triadic dynamics among the guest, 

technology, and physical environment - rather than a linear function of material asset deployment. 

Second, the Visibility Paradox (P1) establishes that digital technology functions optimally as an "invisible 

infrastructure." When technological interfaces intrude upon physical touchpoints, they amplify the Perceptual Gap between 

conceived and lived spaces, generating spatial friction rather than the convenience signal intended by management. 

Third, Sociability Primacy (P2) and Environmental Prerequisite (P3) together establish that the capacity to transform 

physical spaces into territorial nodes fostering organic social communities constitutes the paramount differentiator of place 

attachment, overriding both technological investment and operational scale. Green Practices operate as a hygiene factor 

whose absence penalizes but whose presence alone does not elevate perceived territorial quality. 

This study had some limitations. The dual-case design constrains statistical generalizability beyond Hanoi’s specific urban 

morphologies. Although the UGC-based methodology corrects for social desirability bias, it introduces platform-specific 

selection effects. Finally, the cross-sectional temporal scope cannot capture the dynamic evolution of territorial qualities over 

time. Future research should operationalize the proposed 8-dimension model through large-scale Structural Equation Modeling 

to test causal relationships between spatial quality dimensions and loyalty metrics and extend the framework to 

morphologically diverse destinations to assess the cross-contextual transferability of the three propositions advanced here. 
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