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Object of this research is physical environment of the boutique hotel named Haven.

As there is lack of the researches concerning physical environment’s role in the bou-tique
hotels, this paper could be useful both for the studied hotel as well as for the other
boutique hotels managers and owners. Moreover, it could be useful for the potential
customers of Hotel Haven.

Main topic of this research is the importance and relevance of the physical environment
in Hotel Haven, mostly its impact on customer satisfaction and loyalty. Furthermore, it
examines the attitude of hotel’s manager and employees to the hotel’s physical
surroundings. Besides, this research is examining customer’s attitude to the hotel Haven
ambiance.

The chapter concerning Hotel Haven gives a description of the modern accommoda-
tion, Small Luxury Hotels of the World hotel chain as well as boutique hotels are de-
scribed in this part.

The theoretical framework part explains the physical environment’s role in the hospitality
business, gives definitions and describes different kinds of approaches to the studied
topic from the previous researches. In addition, the theoretical framework provides with
the necessary information about customer satisfaction and loyalty process in hospitality
business.

The methods chosen in the research are qualitative ( in-depth interview with the hotel
Haven Manager) and quantitative ( online questionnaire for the hotel Haven employees
and customers’ reviews examination from three websites)

The gathered information is presented in the following chapter as well as analysed
findings with tables and charts are included.

Finally, all results and analysis of the research are given propetly in the conclusion.
As well as suggestions for improvement are included into the conclusion part.
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1 Introduction

This research has the main purpose to identify the importance and relevance of physi-
cal environment in customer’s satisfaction and loyalty in the boutique hotel Haven.
Furthermore, it is necessary to study what customers really value in the hotel’s ambi-

ance.

The research could be useful for the Hotel Haven management as well as to the poten-
tial boutique hotel owners, investors, and managers in Finland. From the other side,
this research could be helpful for the customers in order to give them proper infor-

mation about boutique luxury hotel in Helsinki region.

1.1 Rationale

It is obvious, that customer satisfaction and loyalty are interconnected within different
elements such as service quality, employees’ behavior, ambiance and a proper amount
of facilities, as well as opportune forecasting hotel’s customers’ expectations.
Furthermore, there is a decent amount of research articles, books and reports concern-
ing studying and analyzing customers’ satisfaction in case of service quality.

With no doubts, service quality is a corner stone for customers’ loyalty. Without it
nothing could exist in the world of hospitality. As a matter of fact, it is necessary to pay

attention to different parts of the whole process.

Studying the physical environment’s impact on the customers’ satisfaction is an im-
portant issue in the modern world where demand is increasing daily. As it has already
been mentioned, nowadays the number of the articles and research papers is growing
constantly as customers are becoming savvier and more demanding. People travelling

all over the world and meeting their expectations is becoming a real challenge.

The basic concept is that the consumers’ behavior could be changed or controlled by
tangible features as well as by the design solutions. Excellent entourage is essential for

the luxury and boutique hotels as it is a part of their uniqueness. The topic has being



studied widely in many countries; however, there is still lack of attention to it in Fin-

land.

1.2 Research problem

Obviously, within the factors which could affect strongly on customers’ satisfaction is
the physical environment of the premises, where the client will receive the service.
Unfortunately, nowadays far too little attention in comparison to the service quality is

paid to this “brick in the hospitality wall”, which is called physical environment.

This problem has touched the minds since 1960s; the psychologists have noticed that
physical environment plays a big role in customers’ satisfaction. Still, physical environ-
ment in hospitality business is one of the main factors which could motivate custom-

ers’ decision.

For this reason this research aim is to answer following questions:

e Which role does physical environment play in the customers’ satisfaction pro-
cess?
o How hotel’s manager and employees estimate the importance of physical
environment in their hotel?

o Do customers value hotel’s ambiance and facilities?

1.3 Aims and limitations

The aim of this research is to investigate which role plays physical surrounding in luxu-
ry and boutique hotel in Finland. It is obvious, that luxury boutique hotels is a still de-
veloping industry in Finland as there are just two hotels of such level at the moment,

and just one is a member of SLH Group (Small luxury hotels of the world)

Therefore, it is necessary to study the perception of the luxury environment in this re-
gion, as the customers’ behavior is changing towards getting something special. This

could be one of the aspects that could help to attract more customers by changing the



environment according to their wish. Moreover, this research would be useful for the
Hotel Haven as it could measure how well does its delivery work with the customers’
expectations and perception. The expected outcome is to measure the real impact of
the physical environment on the customers’ perception. It is necessary to analyze does
the hotels’ management’s perception of good value meet the needs and expectations of

the customers.

Limitations of this research are that just the only one hotel was studied in the light of
the problem. Also there was one obstacle in the process of data collection because it
was not allowed to make questionnaires for the customers according to the SLH (Small

Luxury Hotels of the world chain) policy.

1.4 Importance of the study

There are different researches or theoretically based frameworks, concerning the evalu-
ation of the perception of the physical environment by the customers in hospitality
field. Though, there are no researches concerning physical environment in boutique
hotels. Moreover, it is necessary to study details which are taken separately from the
whole process. In this case physical environment is a part of the whole process of cus-

tomers’ satisfaction and loyalty in hospitality business.

As a matter of fact, well-timed researches are of great importance for the hospitality
managers to maintain and develop customer loyalty and satisfaction level. Boutique
and luxury hotels are also in the focus, while analyzing entourage or ambiance in case
of customers’ satisfaction. Clients are expecting a proper service as well as physical

environment altogether for the paid money.

In most cases it is necessary for the managers to get to know how customers integrate
values, different products and service attributes. Information about customer demands

and expectations must be implemented in hotel’s design and service delivery process.



The result of this study will help to realize if the hotels’ management is using the re-
sources successfully in terms of earning more financial benefits and loyalty. In other
words, are the customers willing to pay more for their comfort and if they really esti-
mate the value given by the hotel. From the other hand, what are the most valuable

things in which owners should investigate?

1.5 Introduction of the research methods

This research aims could be reached with the use of a qualitative research method. An
in-depth interview was conducted with the hotel Haven Manager in order to get the

reliable information as well as professional comments.

It was considered that quantitative measures would usefully supplement and extend the
qualitative analysis. The online questionnaire was sent to the hotel’s employees in order
to check if their perception of physical environment is similar with the manager’s view
point as well as to investigate which role does the ambiance of the hotel play in cus-

tomers’ satisfaction.

The other research method was the analysis of the customers’ reviews from the web
sites. Such method could indicate if customers really value the hotel’s physical envi-
ronment as well as to reveal which elements are important for them. Such approach
for data collection would show in depth does physical environment play an essential

role in customers’ satisfaction and loyalty.

1.6 Contents of the following chapters

In the second chapter the reader gets the information about boutique hotels. As Hotel
Haven is a study case in this research, there is a hotel’s description as well as there are
facts concerning the hotel’s chain Small Luxury hotels of the world. The studied hotel

is 2 member of this chain.



Following that, the next chapter three describes the theoretical framework concerning
physical environment in hospitality, its dimensions and detailed description of the ele-

ments. Tables are presented for the better understanding of the studied topic.

Methodology is described in the following chapter four, where the reader goes through
the description of the chosen methods of the research. Additionally, all the information
about chosen methods and data collection is given in this chapter. As well as there is a

description of reliability, validity and ethics of this research.

The following chapter five clarifies the research and its results. The analysis of the find-

ings is in this chapter as well.

Next chapter (chapter six) includes the final conclusion of this work with the sugges-

tions for improvement in Hotel Haven as well as in similar research papers.



2 Description of the studied hotel

In this chapter there is a description of the accommodation industry nowadays. Fur-
thermore, there is information concerning boutique hotels, Small Luxury Hotels of the

World hotel chain as well as detailed description of the hotel Haven.

2.1 Accommodation industry nowadays

It was stated that he hospitality industry plays a very important role in our society while
giving comfortable and cozy facilities to their visitors. Even if some hotels have pro-
vided traditional facilities and excellent services, it is obvious that modern customers

are demanding extraordinary level of service and physical environment. (Presbury et al.

2005, 357-374)

Quite often authors use one of the most interesting comparisons, which has been
made by Jones (1999, 427). He is drawing parallels with hospitality and the impression-
ist’s painting: “Have you ever looked at an impressionist painting? From a distance one
is able to see the picture, appreciate its composition and enjoy its subtle realism. More
closer and it becomes apparent that it is made up of thousands of tiny dots, each of
which is different. And really close up, there is no clear picture - just a chaotic jumble

of colour™.

In modern world hotel managers are trying to follow new trends because customers’
sophistication is increasing day after day. In this case new trends are arriving within the
hospitality industry. Nowadays hotels are involving in business which could provide a
proper space for the visitor where he or she could eat, drink, sleep, wash, bathe, do a
business, relax, communicate. Customers could be involved in a wide range of activi-
ties. Hotel guests expect in their rooms high styled décor, good equipment and furni-

ture, special amenities as well as comfort and convenience. (Jones & Lockwood 2004)

Furthermore, guests could have an expectation of a good restaurant with tasty food

and perfect service, as well as gym, swimming pool, sauna or other facilities. By all



means, hotel should be clean, comfortable and nice. In hotel’s ambiance there are dif-
ferent essential elements such as hotel’s entrance or lobby which could create a strong

first impression of the whole hotel. (Dhiraj Thapa 2007, 6)

As a matter of fact, it is becoming increasingly difficult to ignore the truth that cus-

tomers are becoming more and more demanding in their preferences in each field of
business. Hospitality is not an exception. People are travelling day and night all over
the world and they know the hotel’s standards. Customers expect a proper service as

well as comfort and relax.

Luxury industry is widespread all over the world and it is still growing in spite of de-
faults and political crises. Since the end of XIX century, luxury hotels are still popular

among the guests and it is a lifestyle of many people.

Furthermore, if speaking about luxury or boutique hotels it is important to mention
that customers know exactly what to expect from the high level hotel as well as for
what kind of quality they pay money. Hotel owners and managers should predict cus-
tomers’ expectations and constantly monitor changing of the market as well as control

the situation of the competitors in order to receive loyalty and higher profit.

Under these circumstances, it is necessary to carry out different kind of researches, get
visitors feedback and pay attention to any detail. Surely, cultural differences, various
backgrounds as well as purpose of travelling should be taken into consideration.
Though, no matter which country people travel, they expect high quality both in ser-

vice and in physical environment.

2.2 Boutique Hotels

The owners of the famous nightclub Studio 54 in New York Ian Schrager and Steve

Rubell developed the concept of boutique hotels in 1984 with the first Morgans Hotel

with one hundred thirteen rooms. (Rutes et al. 2001)



Each hotel has its own uniqueness that is why it is very difficult to give a proper defini-
tion. Most of the boutique hotels have similar characteristics: well-designed, intimate,

small, with unique atmosphere. Such hotels are created for sophisticated visitors.

(Horwath HTL 2009, 1)

Boutique hotels are often rebuilt from the older hotels or from the city property. Be-
sides, while reconstructing the hotel from the other building there is no need to invest
a lot of money as it could be while building a new hotel. (Miller 2001, 90-91) The most
essential aspect, without which a hotel cannot be called a boutique, is an intimate at-

mosphere. (Noble & Thomson 2001)

Boutique hotel concept varies a lot from the hotels from big chains. The most distinc-
tive feature is that boutique hotels provide their customers with the unique experience.
More than that, in smaller hotels there is a unique situation when employees know

their customers and their preferences; there is a vivid communication between them.

There are five main dimensions which exclude boutique hotels from the traditional
chain hotels. Such dimensions are: uniqueness, personal touch, homely feeling, high-
class quality and value-added nature of the hotel’s location. Besides, there are some
distinctive features for all boutique hotels: small size (from twenty to one hundred fifty
rooms), high-quality restaurants, limited meeting facilities, usually rebuilt from the oth-
er construction, lobby is smaller and it should be a perfect place for guests to com-

municate. (McIntosh & Siggs 2005, 4; Van Hartesvelt 2000, 32)

2.3 Small Luxury Hotels of the World

Small Luxury Hotels of the World is the first group of small, independent, luxury ho-
tels. There are over five hundred twenty luxury hotels in more than seventy countries

all over the world.

In the SLH policy it is stated that carrying luxury is an important aspect in the hotels all

over the world. From the other hand, luxury should not be created by expenses of the



hotels environment or community. In other words, caring luxury is about making bet-
ter places to stay, while at the same time, offering the guests the unique experience and

peaceful atmosphere at Small Luxury Hotels of the World premises.

In order to satisfy customers’ needs and to increase guests’ loyalty some personal in-
formation is collecting via the web-site. Such information is gathering for sending in-
voices as well as important e-mails and dealing with complaints. Moreover, it is im-

portant to point that SLH values customers’ privacy.

For the loyalty program SLH creates different kinds of benefits from the first time of

joining the club. Even from the first day of membership a guest would receive a com-
plimentary room upgrade; just after one stay benefits are increasing to a daily compli-

mentary continental breakfast for two on every stay, as well as late check-out on every
stay. Besides, after five stays benefits are more tempting, such as free reward nights. A
customer receives a complimentary one night stay and then again after every five stays
and early check-in on every stay. However, each benefit could be used in a case that

hotel has availability for the dates of stay.

SLH provides its clients with different kinds of special offers which could also increase
customers’ loyalty and satisfaction. This chain is very flexible to its hotels though there

are some requirements both for the hotel’s ambiance as well as to the service.

Entourage should be more classical and with elements of luxury, service should be per-
fect with complementary politeness and attentiveness to the customer. There are re-
quirements of how to greet a guest, how to ask him or her, how to thank end etc.

All in all, SLH hotel chain is taking care of the visitors as well as maintaining custom-

ers’ satisfaction and loyalty constantly. (Small Luxury Hotels of the World 2012)

2.4 Hotel Haven

The researched hotel is called Haven which is situated in Helsinki, Finland. As it has

been already mentioned in the introduction chapter, luxury hotels are not so popular in



Finland. If one could search for five stars hotels in Helsinki region, then usually three
hotels are shown: Hotel Kamp, Hotel Hilton Helsinki Kalastajatorppa and Hotel Ha-
ven. (Let’s book hotel 2012)

Hotel Haven (Oy Union Hotels Ab.) is the only one member of the Small Luxury Ho-
tels of the World in Finland. This hotel was opened in the beginning of the 2009 year.
It is situated in the center of Helsinki close to the harbor, which is connected to the
name of the hotel. As a Small luxury Hotels of the World member, hotel Haven is

working according to the chain standards. Hotel Haven is owned by Royal Ravintolat

Oy.

There are seventy seven rooms in three categories: lux, style and comfort rooms as well
as one suite. Suite is the only one because of the building construction; hotel was re-

newed from the office premises. It is more than eighty square meters with the view to

the harbor.

Other room categories vary with the size and amenities. Comfort is a standard room
approximately twenty six square meters with the view to the Unioninkatu. Style room
category is a little bit bigger and some of the rooms have a harbor view if they are
higher than fifths floor (because of the roof of the restaurant G.W.Sundmans) Lux
category rooms are equipped with the coffee making machine. Some of lux rooms
have a sea view and they are small thirty five square meters, others are larger fifty

square meters but with the view to the street.

All rooms are all of high standard quality, with Bang & Olufsen entertainment system
as well as TV in each bath room (except one room), a luxuriously soft king size beds
with Unikulma matrasses and bed linen from the Egyptian cotton. In each room there
is a safe with the plug, which is very comfortable to charge the equipment while leaving
it in the safety place. Furthermore, there is a spa-style bathroom, equipped with Elemis
products. Besides, in the closet there is also an iron with the ironing board in the clos-
et, as well as umbrella. In the room there is also a minibar with the different alcohol

and non-alcohol drinks, including Champagne with glasses. In addition, in each room
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there are paintings from the Finnish designers which could be effective for creating a

home-like atmosphere.

Hotel Haven offers a range of conference rooms both large and small. A customer
could choose from the two Sundmans Meetings conference rooms that can accommo-
date up to thirty people and the auditorium that seats sixty two. As the organizer of the
meeting, a guest is free to enjoy his day, as hotel is providing with a personal confer-

ence host to take care of all the details.

Furthermore, as a boutique hotel Haven is cooperating with the three restaurants from
the Royal Ravintolat Oy. Restaurant Havis is serving breakfasts as well as provides
room service. Restaurants G.W.Sundmans and Sundmans Krog are also cooperating
with the hotel Haven. There is a contract with Siluetti SPA Oy which allows guests

from hotel Haven use its services. (Hotel Haven 2012)

Such collaboration between restaurants, SPA salon and hotel is a win-win situation to

increase profitability as well as provide successful marketing.

2.5 Vision and target groups

Vision: hotel is designed to provide homely warm atmosphere, unique experience, ex-
ceptional comfort and high-quality services for each guest. Moto is “Your home. Your
place.”

Hotel’s target market is quite wide, but the most important part is business travelers
and small groups (from two to four people) according to the small size of the hotel.
Because of the room price (they are the ones of the highest in Finland based on the
five stars image of the hotel) most preferable customers are those who are from thirty
to sixty years old. Big groups are coming quite seldom, though, in summer there is a
group of American pensioners which is coming once a week for one night. SWOT

analysis of the company is shown in the attachments. (See attachment 1)
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As it has been already mentioned, Hotel Haven is the only one in Finland which be-
longs to Small Luxury Hotels of the world chain as a boutique hotel. That is why there
are no straight competitors in Finland, but there is a hotel Telegraaf in Tallinn, Estonia,
which could be a straight competitor in the Northern region. In Helsinki region there
is one main competitor - hotel Kamp.

Hotel Glo and hotel Klaus K could also be mentioned as competitors. Nowadays ho-
tels seem to be quite booked, occupancy rate is approximately eighty percent that is

why competitive situation is easy. (Hotel Haven 2012)
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3 Theoretical Framework

In this chapter there is a description of the physical environment, its definitions which
have been already written in the previous works and researches. Furthermore, there is
definition of customers’ satisfaction and loyalty in connection with the hotel’s physical
environment. The mentioned theoretical background is an important clue to the stud-

ied topic.

3.1 Physical environment

It is stated that there are three main dimensions of customer satisfaction such as Price,
Product quality and Service Quality. Furthermore, there are three sub dimensions of
Service Quality: Interaction quality, Outcome quality, and Physical environment quali-
ty. Assuming that, these three sub dimensions construed with five other dimensions
which are identified as SERVQUAL: responsiveness, assurance, tangibles, empathy as
well as reliability. (Zeithaml & Bitner 2003, p.85) From which, the physical surround-
ings, equipment, employees, and communication materials are considered as tangibles.
Despite the fact, that physical environment is just one element from all these dimen-
sions, it is necessary to analyze how important is it for the customer satisfaction.

(Parasurman et al. 1988; Zeithaml & Bitner 2003)

According to the different publications, since the early 1970s, researchers were inter-
ested in the effects of the physical environment on individuals. But surprisingly, there
is a lack of researches concerning the role and importance of the physical environment

in the consumption process. (Bitner 1992, 57)

According to Bitner (1992, 45), the physical environment in which services are deliv-
ered is also known as the “servicescapes”. The term servicescapes refers to “... all of
the objective physical factors that can be controlled by the firm to enhance (or con-
strain) employee and customer actions”. As a matter of fact, Bitner’s definition has

been accepted and quoted in the other researches.

13



The effects of physical surroundings and employee behavior on service quality have
been studied also by Wall and Berry (2007, 49) They stated that servicescapes could

have essential influence on customers’ expectations of service quality because clients
need tangible clue to create a picture, in order to estimate the quality. Physical sur-

rounding is one of the most important marketing tools in hospitality business.

3.11 Tangible and intangible

According to Vassiliadis (2008, 440) very often tourism products present a combina-
tion of both tangibles and intangibles. More than that tangibility attributes could be
following: hotel’s facilities, furniture and equipment, employees’ uniform and appear-

ance. (Antony, Antony & Gosh, 2004, 380)

In this way, customers could create a picture in their mind with the help of tangible
elements that can motivate their perception and evaluation of the physical environ-
ment. This research has shown that ambiance could influence behavior and more than

that it could be a factor for the forming an image for the organization. (Bitner 1992,

58)

It was suggested that physical environment’s support could make a positive impact on
guests’ perceptions and behavior. Some noticeable elements of the expected physical
environment such as aesthetics, design and décor of the hotel, comfortable location,
accessibility, architecture, proper light as well as convenient furniture could increase

customers’ satisfaction or decrease if something does not match guests’ preferences.

(Bitner 1992)

Maintaining and developing attractive and appropriate physical environment is a key to
a hotel’s success, because customers are required to spend extended periods of time in
these physical surroundings. If the hotel’s ambiance is appropriate for the target mar-
kets it could be attractive to the potential customers; at the same time, such visitors
who are not fitting the target market profile, could be discouraged. Similarly, the physi-

cal clearness in the hotel could be useful to tangibilize the intangible aspects of hospi-

14



tality services. At the same time, the physical surroundings affect guest expectations in

the preliminary marketing stage, and customer experiences during the first visit to the

hotel. (Dhiraj Thapa 2007, 11)

Guests would react to the conditions of the hotel in two ways: they fell comfortable or
uncomfortable. If the client feels convenient then he or she would spend more money
at the hotel, he would return again and this customer would recommend this place to
the other people. According to Bitner (1992, 60), customers could react to the place
with two main forms of behavior: approach and avoidance. As it is shown in the figure
(See attachment 2), approach and avoidance are strongly influenced by individual in-
ternal responses (e.g. cognitive, emotional and physiological) to the physical environ-
ment. In other words, visitors stay for a long period, spend more money as well as
return back which is showing their approach behavior. And, vice versa, avoidance
could be showed in the form of complains, saving money and unacceptance of the

place. With no doubts, pleasure always increases approach behavior. (Bittner 1992, 60)

3.2 Dimensions in the physical environment

According to the previous works and researches, there are different kinds of ways to
study physical environment. Furthermore, there are several aspects of the services-

capes which could influence the customer perception.

3.21 Social interaction

Surely, the physical environment could influence a lot the social interactions among the
people in it. As well as ambiance could be a factor this is influencing on social interac-
tion’s quality and frequency. Moreover, the layout of space and social interaction are
interconnecting and influencing with each other. Otherwise, it is a crucial factor in the
overall management process to define if the design is appropriate for the needed social

interaction.

Moreover, there are important things for the designers such as:
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e The use of space

e The design of seating arrangements (It could be used to manage customers’ in-

teraction)
e The décor (materials, furniture, colors and etc.)

e Lighting and background music
(Bowie & Buttle 2004, 231)

As a matter of fact, there are three different types of human responses to the physical
environment: cognitive, emotional and physiological. (Bowie & Buttle 2004, 232) Fur-
thermore, cognitive, emotional and physiological response behavior could be affected
by three dimensions such as ambient conditions, spatial layout, functionality as well as
signs, signals and artifacts. In addition, it is vital to note that hence cognitive, emotional
and physiological responses are studied by oneself they are surely interconnected with

each other. (Bitner 1992, 64)

3.2.2 Cognitive

Bowie and Buttle (2004) in their book are stating that surroundings influences people’s
wishes about places, which also creates expectations about the characteristics of the
place. Cognition is defined as perception and knowledge. In this case design, décor,

odors, employees dresses are playing as a decision making factor for the customer.

3.2.3 Emotional

In the same way Bowie and Buttle (2004) consider the second type of human response
to the physical environment. All human beings are depending on their emotions which
are also important in perception of the ambiance. Beyond any doubts, it is one of the
most difficult aspects - emotions management. As it was mentioned above, all people
are different that is why some could enjoy the colors and odors, but do not accept

temperature and vice a versa.
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3.2.4 Physiological response

Nowadays hotel owners and managers should take into consideration that customers
have different physiological responses to environmental stimuli. By all means, this ob-
stacle should be taken into account: surroundings could be sensed through the domi-

nation of one of the following stimuli or any others combinations:

e Aural stimuli (the volume and character of sounds)

e Olfactory stimuli (scent and smell)

e Oral stimuli (salty, sweet, bitter tastes, cold and hot )

e Tactile stimuli (the softness, the level of comfort with the temperature).

e Visual stimuli (brightness or darkness; colors; shapes)

(Bowie & Buttle 2004, 233)

If the customers are satisfied or vice versa dissatisfied with all these physiological re-
sponses, visitors could behave respectively: accepting the hotel or avoiding it. From the
other point of view, one and the same guest could have different perceptions of the
ambient layout of one and the same hotel according with his or her purpose of visit
e.g. business or leisure. Personal preferences and emotions could influence as well, ei-
ther background or lifestyle could also be a decisive factor at the final stage of evalua-

tion. (Bowie & Buttle 2004, 234)

3.3 Servicescapes framework

Correspondingly to the previous researches, there is a similar way of studying the at-
mospheric effects of an environment which is the servicescapes framework. Bitner
(1992, 60) proposed a framework to examine the influence of the physical surround-
ings on human response in a services delivery situation. (See attachment 3)

Mainly, servicescapes framework separates some environmental variables. These ele-

ments are divided into three general categories: ambient conditions, space, signs, sym-
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bols, and artifacts. Customers perceive these variables in the environment which could

cause in internal responses which influence the external behaviors.

Bitner (1992) considers that the term ambient conditions could be considered as such
conditions that influence the five physiological senses: touch, smell, vision, taste and
sound. Moreover, such factors as color, lighting, flavor, background noise and texture

are included in the term.

Signs, symbols, and artifacts could be perceived as signage in a space, design and per-
sonal attributes of the people in the premises. This dimension could change constantly
when visitors enter and leave a space. Such attribute as space in the physical environ-
ment is the layout of the hotel premises, more than that it could be the equipment and
furniture of the hotel. The physical design and décor could be a factor which creates a
company’s image and affects customers’ emotions and behavior. Furthermore, as it has
been already mentioned, Bitner’s findings suggest that satisfaction of an overall view of

servicescape will result in an approach behavior. (Bitner 1992, 61)

According to Kotler, (1973, 54) architecture, interior design and window decoration
(e.g. curtains) play a vital role in the client’s loyalty. Hotels and other hospitality units
could create a pleasant atmosphere throughout the design. It is true that each detail

could influence independently to the overall customer’s perception.

3.3.1 Ambient conditions

As Bitner (1992, 65) stated, ambient conditions could be defined as a factor that affects
perceptions of the physical environment as well as human responses. In addition, she
states that ambient condition consists of the environmental background aspects, such
as lightening, different kind of noise and music and temperature. In other words, it

affects all five senses.

It is very difficult to forecast the impact of the ambiance on the client but it is obvi-

ous, that all extreme factors are easily noticeable on the customers’ approach or avoid-
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ance behavior (e.g. loud music, extremely bright light or very low or vice versa high

temperatures) (Bitner 1992, 65-60)

3.3.2 Spatial layout

The way the space is used is called spatial layout (e.g. front desk location, lobby area) as
well as furniture arrangement in the lobby area and in the room. Such elements as ac-
cess to the hotel and to the rooms also refer to the spatial layout. The size and shape of
the equipment and furniture and in which way they are located is also a vital part. Spa-
tial layout could create a needed balance between operational requirements and cus-
tomer expectations. Functionality of the surroundings is of great importance in archiv-
ing customers’ satisfaction. As a matter of fact, very little attention is paid to the role of

spatial layout for customers’ satisfaction and loyalty. (Bitner 1992, 66)

3.3.3 Signs, symbols and artifacts

Symbols and artifacts could be used as a clue for the visitor which could influence on
the expected behavior. As a matter of fact, it could be a proper decoration’s style, fur-
niture material and quality. As well as floor covering materials, wall paintings, pictures
and photos could be an important element in customer’s perception of the hotel’s am-
biance. Even colors and light are playing a vital role in guest’s satisfaction, as, for ex-
ample, not so bright light is more appropriate for the private and home atmosphere for

example. (Bitner, 1992, 66)

3.4 Elements of the physical environment

Beyond any doubts both the external appearance and internal atmosphere should be
appropriate for the target markets. All elements of physical environment could be an
essential factor which could motivate the client to choose this vey hotel and create the
value during a stay. (Dube et al.1994, 39) There is a summary of the physical environ-

ment elements in the table (See attachment 4)
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3.4.1 External

Bowie and Buttle (2004, 238) describe the external environment as a visual option
which sends impressive messages about product, service quality and price. First im-
pression is one of the crucial parts in the customer perception of the quality of premis-
es. Such things could create the picture in the guest’s mind: surroundings, the external
appearance of the hotel building construction, entrance, car parking facilities, visual
logos and lighting. Potential customers would show the approach behavior in case if

the external environment matches the of hospitality product.

The external appearance of the hotel such as the building construction and its size,
architecture and design as well as the quality of maintenance could send signals to cus-
tomers. The visual appearance of a property could be easily transformed by effective
landscaping. Attractive signage such as brand logos, and effective external lighting
could send a positive signal to customers, whilst vice versa, not a proper signage and

poor lighting send out negative signals. (Bowie & Buttle 2004, 239)

Lighting and lighting design play an integral role to the overall hotel experience. There
are different researches concerning the influence of environmental light conditions on
human’s mood and behavior. According to Mehrabian (1976, 89), “brightly lit rooms

are more arousing than dimly lit ones”.

The hotel industry nowadays shows an increased interest in lighting because of the cus-
tomer’s demand. In the research it was mentioned that a proper lighting in a hotel can
transform a dull interior into a splendid place and totally change its mood from day to
night. (Smith 1978) In other words, investment in the external physical environment

could increase customers’ attraction to the hotel.

3.4.2 Internal

Though, the first impression to the potential customer is coming from the external

environment, despite this fact, internal environment is most significant in determining
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whether customers are going to enjoy consuming the product from hospitality market.
Internal factors are: décor, furnishing and equipment, layout, temperature and air-
quality as well as music and smells. All these factors are creating a proper atmosphere
of the hotel premises. The internal layout consists of front desk and lobby area, eleva-
tors, rooms and bathrooms, restaurant and bar, conference rooms, gym or swimming

pool and other leisure areas. (Bowie & Buttle 2004, 239)

As a matter of fact, décor is really an essence of personal taste. Moreover, in hospitality
business it is an important element in creating a proper atmosphere in a hotel premises.
With the help of décor elements the concept of the hospitality product could be im-
plemented as a real product. Each small detail which is visible to the customer should
be made professionally. The interior designer should be sure that all elements are ap-
propriate for the overall atmosphere and style. The furnishing design, floor covering,
lightening and other important part of the decoration should be done in strictly sus-
tained style in order to create a proper ambiance. Similarly, décor is another tangible

clue for the product concept. (Bowie & Buttle 2004, 239)

Frankly speaking, each hotel owner or general manager is depending on the available

funds to create a proper design for the hotel. If it is affordable, there should be invest-
ed a lot to create the unique atmosphere for the target group. As an example, a signifi-
cant role on the customer’s satisfaction is playing bedroom’s ambiance because a guest

is spending there most of his or her time at the hotel.

Bowie and Buttle (2004) are writing that there are so many different reasons why peo-
ple decide to spend their time in a hotel. A hotel manager or owner should understand
that hotel furniture is a very important element for the comfort and secure feelings of
the hotel guests. That is why spending money on the furniture will help to make a

good profit after, when the customers will decide to come back again.

As a matter of fact, smell in hospitality is mainly associated with food and beverage

outlets. Surely, attractive smells could catch draw customer’s attention. As well as nice
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smell in the bathroom or from the clean linen is also an essential element of the ambi-

ance for the guest’s satisfaction. (Bowie & Buttle 2004, 240)

Moreover, cleanliness is a vital factor which has also been identified more recently by
Lockyer (2002, 295). In his research cleanliness is shown as an important factor which
could influence strongly to the customer’s decision to return next time. This element is

one of the most essentials from the customer’s expectations of the hotel.

Furthermore, since early centuries, accommodation’s main goal was to provide a guest
with room and bed. With no doubts, in modern hotel’s room should be designed
propetly in order to predict expectations of all guests (e.g. business or leisure) in a
small detail. Jusko (1991, 30) cleatly states that it does not really matter if the lobby
area or a bar in the hotel is very cozy and lavish, from his point of view, customers
would return to the hotel if the bedroom is comfortable for them. According to De-
Veau et al (1996, 13) bedrooms and bathrooms is the most significant element of the
hotel premises in the minds of the hotel’s visitors. Therefore, those two things could
create a great impression on the customers that are lasting much longer than the other

elements of the hotel.

The last but not least, is the appearance, attitude and behavior of employees in the ho-
tel. They should complete product concept and physical environment. Front Desk em-
ployees as well as the other hotel staff should be clean and with proper appearance.
Moreover, their uniform should be appropriate for the hotel’s design theme and send a
clear message to the guests. Nowadays boutique hotels usually have contemporary de-
signer-style dress for the employees’ uniforms. Staff appearance and behavior could
increase customer’s satisfaction if it is appropriate for the brand image and other as-

pects of physical environment. (Bowie & Buttle 2004, 240)
To sum it up, the hotel industry in the recent years has made dramatic changes. The

overall increases in occupancy rates and globalization transformed the hotel physical

environment from a small and simple place to sleep to a place which could provide
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with accommodation, as well provide with gathering, entertaining, and working facili-

ties with all the needed facilities and comfortable premises.

3.5 Customer satisfaction

Customer satisfaction has been one of the most widespread themes and studied topics
in the literature, concerning consumer’s behavior. Customer satisfaction could be de-
fined as an overall assessment of the performance of different attributes and factors
which are forming a product or a service. (Bartikowski & Llosa 2004, 69) It has been
found also that customer satisfaction is a part of business philosophy which creates the
value for customers, predicts guests’ expectations as well as it is able and responsible to
satisfy visitors’ needs. As a matter of fact, quality of service and customer satisfaction is

the critical factors for successful business. (Gronoos 1990; Parasuraman et al. 1988, 43)

3.6 Customer satisfaction in the hotel

To reach a customer satisfaction it is crucial to define customers' needs and to be able
to satisfy them. Hotels which are able to understand and satisfy customers' needs and
wishes, are more profitable than other hotels in which management do not pay enough

attention to the customers’ expectations. (Barsky &Nash 2003, 175)

Beyond any doubts, customer satisfaction in the hotel industry is closely related to the
service quality. Physical environment is one of the key factors in a competition for the
advantages and customer loyalty. (Ipek Kalemci Tuzun &Tulay Korkmaz 2010, 315)
Different factors could increase guests’ satisfaction of the hotel premises. It is neces-
sary to mention location as a decisive factor for the choice of the hotel. Moreover,
price could be another important factor but not the main. Cleanliness, security, service,
ambiance, appropriate design and decor, opportunities for relaxation and reputation all
this factors could be decisive by guests to value the hotel’s quality. (Atkinsons 1988,
12-14)
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Besides, physical environment could be considered as a signal to the potential custom-
ers intuitively. So, why the entourage of the hotel could influence the customer’s ex-
pectations and decision making as well as maintain client’s loyalty? In their researches
Knutson (1988) and Cadotte &Turgeon (1988) recognized that right equipment as well
as proper amenities in the room, safety environment, as well as excellent and proper

service as essential elements of customer satisfaction.

There is one but a real challenge because of different cultural backgrounds, personal
preferences, ambitions and tastes. In nowadays environment, the demands in hotel’s
physical environment are so various that the ambiance cannot be made suitable for
everyone’s needs. However, some groups of people may also respond similarly, for

example, if the proper target groups are chosen for the hotel. (Dhiraj Thapa 2007, 12)

3.7 Customer loyalty

Customer loyalty is closely related to the customer satisfaction. As loyalty is a conse-
quence of satisfaction, these aspects exist all together. It follows that positive commu-
nication with the hotel’s management and employees could create higher customers’
commitment and increase their loyalty. Long term relationships between customers
and the hotel are becoming vitally important because of the very positive connection
between guests' satisfaction level and probability of their return to the hotel. (Choi &

Chu 2001, 290)

As a matter of fact, the cost of attracting new customers is higher than to keep existing
ones. That is why, it is crucial for the managers that in order to be successful they
should concentrate on maintaining the customers’ loyalty, while implementing effective
policies of customer satisfaction. The previous statement is especially important in the
hotel industry. The behavioral approach shows that clients are keeping loyalty as long

as they constantly buy and use a good or service (Woodside et al. 1989, 11)

In the modern world, consumers are much savvier than decent years ago. They seek

for the fast and convenient way to get the needed information. On such websites as
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TripAdvisor, Booking.com, ActiveHotels, Ctrip and etc., hotel guests could influence a
lot as well as potential customers could get the information concerning different hotels.
Thirty-three percent of Four Seasons’ guests around the world consider TripAdvisor
from “very to extremely influential” in their selection of a luxury hotel. That is why it is
crucial for the hotels to check all the reviews constantly to be aware of the latest re-

views and complaints. (Four seasons Hotels and Resorts 2012)
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4 Methodology

This chapter is dedicated to the aim of the research, description of the studied hotel,
data collection. Besides, the chapter includes description of methods in this research

and analysis of the results.

4.1 Chosen methods

For answering the main question of the paper two different kinds of research methods
were chosen. Both quantitative as well as qualitative research methods were imple-
mented in the thesis research. Particularly with the paper’s topic it is more efficient to
study the problem with different research methods in order to get exact answers for

the main question from different viewpoints.

As a qualitative method, the in-depth interview with the Hotel Haven Manager was
chosen. To provide the research with the better result there were conducted also two
different quantitative researches: on-line questionnaire for the Hotel Haven Front
Desk employees and study of the Hotel Haven customers’ reviews on three different

websites.

4.2 Collection and handling of data

In order to answer the papers questions such research methods were held:

4.2.1 Interview

First there was handled a face-to-face interview with the hotel Haven Manager Janne
Ant-Wuorinen. All the questions were sent via e-mail to the respondent beforehand,
and then on the May 30, 2012 the interview was hold in the hotel Haven. The inter-

view was recorded with the audio device and the whole interview was transcribed into

the paper document. (See attachment 5)
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Why qualitative method was chosen first? Because Hotel Manager could create a
whole, wide picture of the studied theme, he could explain in details all the aspects
which are important to this very hotel. Besides, Janne Ant-Wuorinen is a professional
and knowledgeable manager who is working closely with the owners of Hotel Haven.
He knows everything concerning hotel’s positive and negative sides, as well as Janne is
familiar with the situation in the hospitality market both in the world as well as in Fin-

land.

Quite obvious, that answers from the hotel’s Manager are the essential part of the re-
search because his knowledge and opinion is true and trustful. Furthermore, with the
opinion of the Hotel Manager there would be answers from different prospective

which is valuable for the research results.

4.2.2 Online questionnaire

The second part of the data collection was done with an online survey for the front
office employees of hotel Haven. (Survey Monkey 2012) There were ten questions
concerning the role of the physical environment in the Hotel Haven as well as custom-
er’s satisfaction with these aspects. There was no need to take a sample as there are just

sixteen employees working at the front office in Hotel Haven.

From May 29, 2012 to October 27, 2012 questionnaire have been send several times
due to the different schedules of the employees’ vacations. Sixteen employees received

the questionnaire and twelve answers were finally received.

Each questionnaire was done completely and all questions were answered. Before
sending a questionnaire, with the help of the online survey (SurveyMonkey.com) all
respondents received an e-mail with the table describing physical environment dimen-

sions at the hotel. (See attachment 6)

Quantitative method of collecting needed data as a second part of the whole research

could be useful to emphasize the specific variables of the studied problem.
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Because of the time consuming, it was necessary to limit questions until ten as well as
to create such survey which could take a few minutes to answer but from the other
hand, would give a whole picture of the research theme. Questions and the way of

sending them were previously discussed with the Hotel Manager.

There was created an online survey with ten questions as well as with multiply choice
answers with some free space, if there was a need to broaden the answer. (See attach-
ment 7) Such online surveys are very easy-to-use and it is quite simple to get all the

answers straight away with the chart.

With no doubts, employees’ answers are very important for this research because they
work every day and night directly with the customers. Hotel Haven managers are care-
fully watching over the level of customer’s satisfaction. Every time when a client is
checking out, receptionists must ask a guest about his or her stay, was it pleasant or
not. All the answers are listening with the great attention, and if there are any kinds of
complaints they should be satistied if possible. Front desk staff is familiar with all posi-
tive and negative clients’ opinion, wishes, and satisfaction factors as well as complains.
Employees know their hotel “from the roof to the floor”. Moreover, it would be inter-

esting to observe if Hotel Manager’s point of view is similar to the employees.

4.2.3 Customers’ reviews

The next research was done by means of three websites while using customers’ reviews
concerning Hotel Haven. As it has been already mentioned people in the modern
wortld seek for such sources of information which are easy to reach as well as they need
first-hand information. That is why nowadays websites which are providing with the

customers’ reviews are becoming more and more popular.
The websites ate: http:/ /www.tripadvisor.com, http://www.booking.com and

http://ru.hotels.com. The reviews were chosen from the beginning of the hotel e.g.

February 2009 until the October 1, 2012. There were analyzed three hundred thirty
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four reviews from which three hundred and one are related to the physical environ-

ment aspects.

In most cases questionnaires are provided with the customers as they could answer the
needed questions. But according to the SLH policy questionnaires could not be offered

to the hotel guests in order to not disturb them.

Therefore, studying visitors’ reviews was the best alternative because on such websites
people are writing just in a case they really want to share their feelings, observations
and emotions with the others. In addition, on such web sites they are writing anony-
mously so that hotel guests could express freely and honestly. Besides, all the websites
are available to everyone and all potential customers could read the reviews. That is
why, it is necessary to the hotel’s owners and managers to check the responses as well

as to react as fast as possible to the complaints.

4.3 Reliability

In order to exam reliability of the research it is important to mention that it is quite
difficult to measure reliability of the interview, questionnaire and reviews analyze.
Because of different methods of data collection, it was impossible to check if respond-

ents would answer the same question equally.

From the other hand, though research methods were different, collected answers are
showing one and the same attitude of the respondents to the theme of the research.

Moreover, all respondents showed their interest to the topic. For example, the inter-
view has been done completely and the Hotel Manager used detailed responses to each
question. All the hotel’s Front Desk employees answered 100% for the questionnaire;

as well as all questions were identical and they were provided in the same order.

More than that, the Hotel’s Manager’s interview was recorded to avoid misunderstand-

ing of the answers, omissions and inattention mistakes. Besides, all answers for the
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online questionnaire were recorded in the on-line survey, as well as there were created

charts according to each answer.

Speaking about customer’s previews, all of this comments were done anonymously, on
the webpage therefore, all of the customers were free to write their thoughts, feelings

and complaints. More than that, they were writing about one and the same hotel.

Both answers from the interview as well as from the online questionnaire were quite
similar and showed that all respondents equally understand the meaning of the ques-
tions. It was impossible to measure customers’ previews because this was not a ques-
tionnaire or interview with them and they did not answer any questions. All the an-

swers were studied objectively without any kind of subjectivity from the author.

4.4 Validity

To be sure that the research is valid it is necessary to consider if the results could be
believed (Brotherton 2008, 213) and the research methods are proper for the research
aim. To begin with, all the respondents were in connection with one and the same ho-

tel.

In order to assure the research validity, all questions were designed to achieve one and
the same result, as well as all customers’ comments was studied according the aim of
the research. Both interview as well as on-line questionnaire questions was created in
order that respondents could answer broadly. Especially interview questions were quite

flexible in order not to limit Hotel Manager’s answers.

More than that, though on-line questionnaire was created in such order, to take a little
time from the employee to answer the questionnaire. More than that there was a spe-
cial line where the respondents could specify their answers if needed. On-line ques-
tionnaire was designed especially for the hotel’s employees with multiply choice an-

SWETS.
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Before sending the online questions to the respondents each of them received an e-
mail letter with the description of the research as well as with the table concerning

physical environment in hospitality premises.

There was not any kind of misunderstanding from the respondents. In this case both
qualitative and quantitative research was involved in order to fulfill needed answers for

the research question which increases internal validity of the research.

4.5 Research ethics

All the answers were given voluntary as well as anonymously except Hotel Managet’s
interview. Janne Ant-Wuorinen gave his permission to mention his name as a respond-

ent of the interview.

The answers will be never used in other purposes nor in other researches without re-

spondent’s permission.

Besides, all respondents except customers’ reviews knew about the purpose of the in-
terview and questionnaires. In case of guests’ comments they have already knew that
everyone could read their reviews from the website as well as all comments are anon-
ymous. Moreover, data was presented honestly without any falsify or misrepresent da-

ta.
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5 Research and Results

This chapter refers to the analysis of collected data. First, there are the interview results
with the description of the Hotel Manager’s duties. Following results describes on-line
questionnaire among Front Desk employees. The last description is concerning cus-

tomets’ reviews.

5.1 Interview analysis

The data analysis is presented in this chapter. More than that, at the beginning of the
chapter there is a description of the hotel Haven Manager’s duties. All the important
parts of the in-depth interview with the hotel Haven Manager are presented in this

chapter.

5.1.1 Hotel Manager

As it was said before, interview with the Hotel’s Manager is essential in order to create
a whole picture of the studied question. That is why in this case the interview analyzing

is the first point of the research.

Janne Ant-Wuorinen is working at the Hotel Haven from the beginning (i.e. January,
2009) For the first two years Janne was a Front Office Manager, he was responsible for
guest satisfaction, security, maintenance and housekeeping. Besides, from January,

2011 till now Janne has become a Hotel Manager. His responsibilities are:

e all Rooms division operations

e Member of the management team
e Budgets

e Revenue Management

e Concepts and guest satisfaction

e Security
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e Maintenance

e Housekeeping

(Linked In 20012)

In this way, Janne Ant-Wuorinen is the most competent person for answering thesis
questions about Hotel Haven. In this research it is necessary to point what is the man-
ager’s personal perception of the term physical environment in order to be sure if the
discussing theme is clear. Furthermore, the main part of the interview was to reveal the
main question concerning the impact of the servicescapes on the customers’ satisfac-

tion in the luxury hotel.

5.1.2 Physical environment

From Janne’s point of view, physical environment is how people perceive things with
their own perceptions and their personal taste. Definition was: “physical environment

is how it looks, how it feels, how it makes you feel. Colors: are they soft, are they

hard.” (Ant-Wuorinen 2012)

In hotel Haven a certain environment is created: a home atmosphere and luxury envi-
ronment at the same time. From manager’s point of view, service was the main part of
the customer’s satisfaction without any doubts but physical environment was also im-

portant right after service.

Furthermore, Janne thought that the importance of the physical environment in the
luxury industry for customers’ satisfaction is very high. Hence he thought it should be

a win-win combination of service and physical environment.

From the other side in the luxury or boutique hotel servicescapes is extremely im-
portant because creating luxury just with service is a challenge. One could create a
great atmosphere, a nice experience with service, but for luxury. It is necessary to have

a proper physical environment for people to perceive luxury.
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One could have a product which was not so great but with the right service he or she
could make it great. But if someone has a perfect physical environment and bad service
it could not work. Service could fix things, but he did not think that physical environ-

ment could fix bad service. In this way service affects more.

Janne said that from his point of view, especially for the luxury industry it is essential
to be sure that the physical environment is appropriate for the target markets. For sure,
it depends on the cultural background, different tastes and preferences. That is why it

is of great importance to learn the target market thoroughly.

5.1.3 Flexibility for changes

Next question was about the hotel’s flexibility to changes in physical environment ac-

cording to customers’ wishes. Hotel Haven was flexible to certain amount.

There were small things they had already changed. As an example, he said, that at the
beginning of the hotel (i.e. February 2009) a proper amount of guests had complained
that they did not have a make-up mirrors; by adding these mirrors they had solved the
problem and they had increased their guests’ satisfaction. Some visitors, especially Rus-
sians, they had asked to make a bidet-shower. But they decided not to did that because
it would have took more than just bidet-shower, it was plumbing as well and etc. so it
was a big change. As the hotel always wanted to make money and to had a profit,
which is the core business - to make money. Because of this, they did not want to put
too much money in expenses just to make a few people happier. So to a certain extend

they were ready to the changes which could be easily made.

The hotel manager said that if someone would look at other hotels, especially at the
hotel chain, for them it was difficult to make physical changes because they had chain
standards that they have to follow. Janne gave an example with one color (in the hotel
chain) which has to be visible and they could not change it to green, for example. In
hotel Haven everything would be much easier because they were privately owned; they

were much freer to do physical changes. Janne thought, that SLH chain was very flex-
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ible. They just want from the hotel to give a five star service and that there were fresh
flowers in the rooms. He stated that there were nothing from them about the physical
environment, but before signing a contract SLH representatives would come to check

the hotel. From his point of view, in the end SLH was more classical in design.

Hotel Haven is flexible for changes, if they could- they do it and they charged for it. If
they could not do it they just politely said that, unfortunately, they were not able to do

it.

Furthermore, there were some cases with people suffered from some severe disabili-
ties, more than just in the wheel chair. Hotel Haven staff has provided them with a
special shower chair, with this kind of support to get out from the bed. Hotel had big-
ger doors to certain rooms, bathrooms without bath tubs. More than that Janne told
that the entrance from the street behind the reception did not have stairs, so disable
customers could come in without the stairs, as well as there were elevator to the res-

taurants.

5.1.4 Need of changes

In addition, for the main question of the thesis paper it was necessary to know Hotel’s

Manager’s opinion, if there is any need to change hotel’s physical environment. He said
that Hotel Haven had lack of sauna. Though the cost of building and maintaining with
all fair safety, insolation, plumbing, hit protection was too much high. He added that if
they would rebuild or extend the hotel they would probably include it because so many

guests asked for it.

As for Janne, he said that he was happy with the way it was (i.e. physical environment)
Hotel Manager suggested that if they were opened again he would maybe choose some
furniture materials differently as they had noticed that some materials were wear out
much faster than others, so these were things they had learned. More than that, Janne

would choose different materials that were more long lasting but still looked good.
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5.1.5 Physical environment as a marketing tool

From the managet’s point of view it was a real marketing tool to attract customers. He
added that one could best see it if he or she looked at the hotel web page, there he
would see the pictures. Janne emphasized that all pictures from web sites are basically
from the physical surroundings. He reminded that it was rare when you could see peo-
ple on the pictures as it was usually furniture, rooms and flower arrangements, pillows
- decorative things. And speaking about the hotel Haven, it was the home atmosphere,
the warmness, the design of the hotel was used as a marketing tool.

Janne thought that the bigger chain hotels were using their brand as a marketing tool
and as a rule their brand was so strong. But in the smaller hotels it was much more

about the feeling and the pictures of the places.

5.1.6 Physical environment and customers’ loyalty

From Janne’s point of view physical environment was essential, though service was still
number one because people got to know them by name, they are warmly welcomed.
From the other hand, later on, in a city like Helsinki with so many hotels, after service

physical environment was very important.

Hotel Manager has shared his experience that he got some comments from people
who were travelling two hundred days per year. Those guests told him, that if someone
stayed in the chain hotel he did not know where they were getting up in the morning.
It was because all hotels were very clean, nice but they all looked quite the same. Such
chain hotels did not have their personality which was created with the help of physical

environment.

Janne stated that Hotel Haven was very unique. A lot of customers were paying much
attention to the Haven’s ambiance. He told that boutique hotels were rising very fast.
That was what people were looking for after the time when hotel chains had been con-

trolling the market for fifty-sixty years.
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Janne supposed that now boutique hotels were increasing because of their individuali-
ty. From the other hand chain hotels would stay because of the loyalty programs which

included three factors: service, physical environment and loyalty cards.

5.1.7 Sophisticated customers

The last question covered another important aspect. It was necessary to study if it is
true according to Janne’s experience, that consumers have become more sophisticated,

especially in physiological stimuli in designing the physical environment.

From his point of view, everyone could notice that in the way people were giving
comments. Janne was sure, that people cared more; it was true, that they were sophisti-
cated. A few decades ago, customers cared just about the bed in the hotel but nowa-
days they pay attention to such details as comfortable inner courtyard or pillows and

lightening.

Another important thing was employees’ appearance, each detail was crucial: uniform,

make-up, hair-do, nails and by all means, smile.

These things were creating an experience. It was the first impression and the last im-
pression, it was very important. The physical environment for hospitality products
comprised external features, the internal design, employees and customers. (Ant-

Wuorinen 30.05.2012)

5.2 Online questionnaire

For the better understanding of the questionnaire results there were made ten charts
according to the answers. (See attachment 8) From the twelve respondents, one was
working at the hotel Haven for more than five years; three of them were working ap-
proximately for the period from three to five years. Another five employees were
working there from one to three years as well as three respondents were working for

the period which is less than one year.
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5.2.1 The importance of physical environment

All the answers were received for this question. Chart 1 shows the employees’ answers
concerning the importance of the physical environment in their hotel. As it could be
seen most of the employees consider physical environment in the luxury industry as a

very important element.
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0,5
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0

not important did not think | quite important | very important
about it

2. How important is physical environment in the luxury industry?

Chart 1. Importance of physical environment in Hotel Haven

5.2.2 Customers comments

For the question: How often do you receive customers’ comments concerning physical
environment of the hotel there were received one hundred percent of the answers.
From which “time to time” is the most common answer. Besides, one responded add-
ed as an attachment, that there were good comments from the customers, concerning

physical environment of the hotel Haven.

Table 1. Customers’ comments concerning hotel’s physical environment.

Often 41,7%

Time to time 50%

Rarely 8,3%
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5.2.3 Physical environment in customers’ satisfaction

Chart 2 shows the answers for the question. Most of the employees consider the phys-

ical environment as a very important element of customers’ satisfaction.
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4.In the hotel’s policy is physical environment an important part of a customer’s satisfaction?

Chart 2. Physical environment as important part of customers’ satisfaction

5.2.4 Service and physical environment

For the question, concerning the significance of the service and the physical environ-

ment, the most popular answer was that both are very important.

Table 2. Importance of the service and the physical environment at the hotel

Both are very important

66,7%

Service is more important

33,3%

5.2.5 Target markets

All respondents answered this question and the most common answer was: yes it is

appropriate for the target market.
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Table 3. Hotel’s ambiance appropriateness for the target market

It is appropriate 58,3 %
Some of it 33,3 %
Did not think about it 8,3%

5.2.6 Hotel’s flexibility for changes

The answers are in Chart 3. Quite a lot of employees think that changes in the ambi-
ance could be done in Hotel Haven, though it depends on the circumstances as well as

could be flexible with some limits.
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Chart 3. Hotel’s flexibility for changes.

5.2.7 The needs of VIP clients

One hundred percent of the answers were received. From which, quite many employ-
ees consider that hotel is always ready to do changes for extra payment. For this ques-

tion there were two additions. First one was: nothing illegal, at extra surcharge. The

next one was: Mostly security, not so much physical items
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Table 4. The hotel’s readiness for changes

Always ready for extra payment 58,3%

Depending on needs 41,7%

5.2.8 Hotel’s readiness to change

From the one hundred percent of the answers half of them were that the hotel is al-

ways ready for changes.

Table 5. Readiness to change for disabled people

Always ready 58,3 %
Depending on the needs 25 %
Sometimes 16,7 %

5.2.9 Changes in physical environment

Answers are in Chart 4. Approximately half of the employees suppose that Hotel Ha-
ven needs some changes in the physical surroundings. Some of them think that it does

not need to change. And quite few employees even have not thought about this issue.
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Chart 4. Hotel’ needs of changes in physical environment
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5.3 Customets’ reviews

From the three hundred thirty four reviews which were on the three different websites
(http:/ /www.tripadvisor.com, http://www.booking.com and http://ru.hotels.com);
three hundred and one reviews were concerning physical environment of the hotel
Haven in one way or another. Some of the comments have been translated from Rus-

sian into English.

All reviews are divided into several parts, such as reviews about hotel in the whole,
room, bathroom and negative comments about physical environment. There is also a
part concerning the comparison of the amount of reviews related to the hotel’s internal
and external features. As a matter of fact, after thorough study of all the reviews there
were received following results:

5.3.1 Reviews concerning hotel Haven

All answers could be seen from the charts. (See attachment 9)

Table 1. Customers’ reviews about hotel Haven

Location 47,84 %
Tasteful décor/design 18,94 %
Clean 15,28 %

According to the Table 1, the most important elements of hotel’s physical environment

are: location, tasteful décor and design as well as cleanliness.

5.3.2 Reviews concerning rooms in hotel Haven

The whole list of the elements is shown in the chart. (See attachment 10)
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Table 2. Customers’ reviews about rooms

Comfortable beds 26,58 %
Spacious room/big/plenty of space 24,25 %
Comfortable room 19,93 %
Well-furnished 14,95 %
Bang Olufsen TV and sound system 11,96 %
Fast wifi/free 10,96 %
Stylish/cosy room 9,63 %
Great range of amenities 7,97 %
Beautifully appointed 7,31 %
Nice room 5,65 %

According to the customer’s reviews, the top three elements of the room ambiance are:

comfortable beds, spacious room/big/plenty of space and comfortable room.

5.3.3 Reviews about bathroom in the hotel Haven

The whole list of elements is shown in the chart. (See attachment 11)

Table 3. Customers’ reviews about bathrooms

Spatial bathroom/gorgeous 17,28 %
TV in the bathroom 11,30 %
Elemis 5,65 %

Spatial and gorgeous bathroom, TV in the bathroom and Elemis products are the most

popular elements.

5.3.4 Negative reviews

There were not so many negative comments and complains as it could be seen from

the chart provided bellow.
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Chart 5. Negative comments

According to the Chart 5, the main things which bother Hotel Haven’s customers are

tea-making facilities in the room, street noise as well as locked windows.

5.3.5 Comparison of internal and external features

To examine what is the difference between internal and external elements of the physi-

cal environment in the customers’ answers, there was created a Chart 6. From which, it

could be easily identified that internal factors are more important for the customers.
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Chart 6. The external and internal elements from the customers’ reviews

5.4 Analysis of the findings

5.4.1 Interview

According to the interview with the Manager of hotel Haven Janne Ant-Wuorinen,

physical environment in luxury hotels such as hotel Haven is an essential element. It is
obvious, that service is one of the most important components of customer’s satisfac-
tion and a hotel could be successful if the service is excellent but physical environment

is poor but never vice versa.

From the interview it could be clearly seen that in a case of a luxury or boutique hotel
servicescapes is a crucial part. Physical environment at the hotel is everything what a

customer could feel, how it looks as well as how it makes the person to feel. With the
help of the physical environment is created a warm and homely atmosphere as well as

luxury ambiance at the same time in the hotel Haven.

Besides, it would be a great challenge to create luxury just with the excellent service. It

is necessary to have a proper physical environment for people to perceive luxury.
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More than that, for the customers’ satisfaction and loyalty, combination of the excel-

lent service and proper physical environment could create a win-win situation.

It is vital to make all elements of the physical environment according to the target
market. If a customer is going to stay in the luxury or boutique hotel he or she expects
a proper physical environment. Moreover, if a customer does not speak any foreign
languages hotel’s ambiance is much more important for their satisfaction and loyalty,
because they could lack the service part which is much depends of verbal communica-

tion.

High-class hotels could make some small changes to decrease customer’s satisfaction if
such changes are not involving high costs. Because hotel’s main goal is to make a prof-
it. Furthermore, hotel big chains are more depending on the chain policy and it is a

challenge for them to change something which could decrease customers’ satisfaction.

Luxury hotels could not make changes in the ambiance according to the VIP guest’s
requests because there is no sense to do such changings. Though, it could be strongly
dependent on the country of origin where the hotel is situated. In addition, for the cus-
tomers’ satisfaction and loyalty special elements should be done for the disable people.
For example, a proper entrance and exit without stairs, elevators to the restaurant, spa-

tial bathroom without a bathtub and a special shower chair.

As it could be expected, physical environment is a marketing tool to attract customers.
In the small hotels, unlike big chain hotels which could attract clients with the strong
brand, ambiance is playing a vital role in marketing. The design of the boutique hotel is
a strong marketing tool. As well as a proper style and décor (in case of Hotel Haven it
is home atmosphere) could create a strong picture for a customer and he or she could

return constantly to his or her favorite hotel.
As a matter of fact, customers seek for the uniqueness and personality in the luxury

boutique hotels. Such qualities could be achieved with the help of physical environ-

ment. This statement confirms the findings from the theoretical framework .
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Boutique hotels’ number is increasing constantly after a lot of years when big hotel
chains were at the top of the market position. But nowadays, customers value hotels
with their own personality, more than clean, nice but similar chain hotels. Moreover, as
customers are becoming more and more sophisticated it is of great importance to pay
attention to all small details which could affect customers’ satisfaction. Such small
component could be an employees’ uniform, appearance (e.g. hair-do, minimum make
up, cleanliness and neatness) All these elements create an experience. Physical envi-

ronment is essential because it could make the first impression and the last impression.

5.4.2 Online questionnaire

According to the results of the employees’ questionnaire it is obvious, that most of the
Front Office workers consider physical environment as an important or very important

part for the customers’ satisfaction in the luxury industry.

Moreover, frequently, clients are giving comments concerning physical environment of
the hotel Haven. It is very important for the hotels from the SLH chain to get com-
ments from the visitors as in the chain policy it is not allowed to make questionnaires

to the guests.

From the answers, it could be cleatly seen that hotel’s ambiance could influence

strongly to the customers’ satisfaction as they do care much about it. Most of the re-
spondents agree with that statement. It is true, that combination of such elements as
service and physical environment is a corner stone for maintaining customers’ loyalty

and satisfaction.

The appropriateness of the physical environment for the target market is another im-
portant fact. Most of the respondents think that hotel Haven’s ambiance is appropriate
for the target market; some employees think that just some of the physical environ-
ment of the hotel is matching the target market. In other words, physical environment

is strongly connected to a personal taste, cultural background, mood and emotions.
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Speaking about needed changes at the hotel, most of the employees consider that there
are some things to be changed. As well as some of them even did not think about that

problem or they think that there is no need for changes.

5.4.3 Customers’ reviews

According to the research hotel’s Haven customers do care a lot about service and
physical environment. Even more, from the three hundred thirty four studied reviews

three hundred and one are related to the physical environment aspects.

With no doubts, all customers value hotel’s location in the city center, close to the ferry
terminals and shopping centers. Tasteful design and décor are also of great importance
to the visitors of hotel Haven. Some of the visitors were writing more precisely about
very elegant lobby bar and sitting areas - chess, fireplace, huge leather sofas, and an-
other comment was that the hotel is elegantly decorated in black, gold and shades of
brown and tan. Purple, elegant black glass elevators and well lit and clean corridor were
also mentioned. One interesting fact was got from the reviews that some elements of
décor could be perceived by customers in different ways, for example “the decor is
beautiful a mix of modern and antique” and “simplicity of the Finnish design” (Trip

Advisor 2012; Booking 2012)

As it was said in the theory part, cleanliness is one of the most significant features of
the physical environment. Home and warm atmosphere, comfortable and warm ambi-
ence of the hotel as well as peaceful place are also important details for the guests.
From this point, it could be said that hotel’s physical environment is proper according

to the hotel’s Haven aim, which is the home atmosphere.

Some clients were using such words as high quality hotel, boutique and deluxe, bou-
tique atmosphere, high class hotel and very solid hotel with well top class materials,
which is compliance with the needed requirements. Tasteful ideas in the hotel with
attention to details is the comment, which could show that customers are paying atten-

tion both to the whole design as well as to the small details.
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In the same way customers were writing about the hotel’s room entourage. As it was
previously said in the theoretical part, bed is one of the most crucial parts of the
room’s physical environment. Comfortable beds are the most popular comment about
the hotel Haven room. In addition to it, there are some reviews concerning nice linens,

blankets, individual duvets and pillows.

Bang & Olufsen TV and sound system is a popular element of the room’s description
which could show that customers value special items which were done for their satis-
faction. Some guests stated that the room is well equipped. Nice room with the great
range of amenities is a good example of guests’ vision of their expected quality. More-
over, an aspect of noise free room is a significant one for the customers because in the
hotel visitors are sleeping for the most time of their stay. That is why everyone expects

a quiet room.

As a matter of fact proper and good lightening was also a positive aspect in customers’
comments. Some of them highlighted that in hotel Haven light is very comfortable to

read and to relax.

Bathroom’s ambiance was another important figure in the customers’ satisfaction pro-
cess. A lot of comments were concerning the size — spatial bathroom. As well as epi-
thet gorgeous was using quite often in descriptions of the bathroom. Another popular
thing was TV in the bathroom and perfect shower (Hansgrohe) which is again a special
feature of the hotel’s Haven ambiance. In this case, again, there could be seen a ten-
dency that customers’ understand which kind of quality they have at the hotel. Elemis
products as well as heated floors are similarly having a correlation to the previous sen-
tence. One more thing to add is that odor was also mentioned by several visitors, even

one was: amazing smell from the reed diffuser in the bathroom.
Negative comments as well as complains were not so often. Though, it is very im-

portant to pay attention to such comments because of maintaining customers’ satisfac-

tion level.
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Quite often customers were complaining about the lack of the tea-making facilities,
which is obvious, because not all people from the world are drinking coffee. For some
reason, there were complains about the street noise, which could appear because of
different rooms’ location. One thing was essential for the customers, which is locked
windows. But for the hotel side, changing all windows could cost a lot. Sauna is one of

the most popular wish from the comments.

Some of the negative comments were quite opposite to the positive ones, for example,
for some persons blankets were too warm, pillows were like stones, room and closet
was small. But it is quite normal because, as it was stated beforehand, physical envi-
ronment could be perceived in different ways, depending on the taste, mood and emo-
tions of different visitors. Even with one and the same guest, depending on his or her

mood, purpose of stay and the atmosphere.

For the whole picture of this research there was calculated in percentage - how many
reviews were concerning internal part of the hotel’s Haven physical environment, in
comparison with the external part. With no doubt, the attention of the customers is
paid much more to the internal part, than to the external, which was 95% and 5% re-
spectively. Though, external part creates the first crucial impression, in this case loca-

tion of the hotel was the most popular feature.
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6 Conclusion and suggestions

6.1 Conclusion

Nowadays in different fields of business, customers are becoming more demanding
and sophisticated. Hospitality business is not an exception from this statement. There-
fore, customer is still the main character for the hotels, restaurants and other hospitali-

ty premises all over the world.

Guests’ satisfaction is essential for the hotels. Customers’ loyalty is vital for hotels in
order to have a good profit. In modern society there is no just one important aspect to
maintain customer’s loyalty. Every part is connected with the others; just a perfect
combination of excellent service, marvelous physical environment and a proper loyalty

program could make a modern customer satisfied with the product.

As it was mentioned before, the aim of the research was to investigate if the physical
environment plays an important role in hotel Haven’s customers’ satisfaction. Accord-
ing to research results, physical environment is an important element in the customers’
satisfaction process and loyalty level in the luxury boutique hotel Haven. Such results

could confirm the statements from the theoretical part.

From this research it could be clear, that in luxury boutique hotels customers expected
perfect and unique atmosphere and service. According to the research, though people
are becoming more sophisticated, still they really value all the special elements they get
at the hotel. This essay has argued that physical surroundings could be the best instru-
ment to attract customers, satisfy them according to their expectations as well as to get

them for the constant loyalty.

The following conclusions can be drawn from the present study.
First, from the Hotel’s Manager point of view luxury and boutique hotels managers are
paying much attention even to the small details, not to mention the whole design of

the premises. They use it as a strong marketing tool.
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The second major finding was, that hotel’s Front Desk employees are paying much
attention to the customers’ satisfaction at the hotel Haven. They really care about
guest’s wishes, suggestions and complaints. As well as they are always ready for the
cooperation with the Hotel’s Manager to achieve better results and profit. Most of
them are ready to answer questions concerning the meaning of physical environment

in the hotel as well as they have the same view point as their manager.

The results of this research support the idea that customers really care about the hotel’s
ambiance, equipment, design and the whole entourage. Hotel’s Haven guests are
commenting a lot about the servicescapes, and to tell the truth, most of the reviews are
positive. As a rule, customers admire the hotel, they point that the beds are “heavenly”
comfortable, bathrooms are gorgeous, hotel has a real home atmosphere with the luxu-
ry elements. Most of the visitors are writing that they did not want to leave the hotel
because it was excellent and high-class. As a matter of fact, such aspect could show
that the customers of hotel Haven show approach behavior, as they would like to stay
more in the hotel as well as to return again. From the customers’ comments it could be
clearly seen that all guests perceive physical environment’s features with their own

stimulus (oral, visual, tactile, aural and olfactory as it was stated in the theoretical par.

To sum it up, all respondents think that physical environment is an essential part of

customers’ satisfaction and loyalty, which could be seen from the answers of Hotel’ s
Manager and employees and from the other side, from the positive comments of ho-
tel’s guests. According to such results, the main question of this paper could be an-

swered positively, that physical environment plays a very important role and it is rele-
vant for customers’ satisfaction process, especially in the luxury boutique hotels. Fur-
thermore, physical surroundings could not be just the only one aspect to achieve cus-
tomers’ satisfaction and loyalty; there should be a win-win combination with service,

loyalty programs and a proper management.
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6.2 Suggestions for improvement in Hotel Haven

Though there is a very strong and winning policy of the company there are some

things which should be improved and developed.

First of all, it is the absence of the door man which is a big minus for the luxury hotel
from the SLH chain. It is obvious, that this is a part of the saving money for the
company though, it is not applicable at the high class hotel. More than that, it seems
“poor” when a small gir] from the reception desk is running to meet a guest at the
door, then she takes all the huge luggage by herself for example from a man and she is
brining the luggage on the stairs. For some cultures it is even redicilous if a women is
taking heavy luggage for the man, it could be even abusively. More than that, as it
could be clearly seen from the customers’ revues on websites there were complains
concerning porter or piccolo absence. A suggestion could be a door man who is also a
security guard for the bar and for the hotel. As it is a normal practice to have security
guards in each bar in Helsinky. Also a door man-security guard could be a plus for the
customers safety and the hotel’s reputation. As well as it helps to keep the staff

(women) healthy as there is no need to them to rise heavy things.

Another thing to improve is an opportunity to have a quick rest for the reception staff
as they are standing for eight hours on their legs and there is no sofa in the back office.
There should be discounts or even free massage for the staff because of the necessity

to carry heavy luggage. More than that, there should be enough time for the staff to eat

(thirty minutes) as well as to have a coffee break for fifteen minutes each day.

Halal and kosher food items for the breakfast in the restaurant Havis could be
implemented as some of the customers could not eat fish because of the allergy.
Moreover, if customers are musleams or jewish people there is no opportunity for
them to eat beef or chicken sausiges or meat. Such details could increase customers’

satisfaction and loyalty in cultural aspects.
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One important thing to improve is tea making facilities in each room. There are guests
from all over the world and many of them are not drinking coffee. In the Lux room
there is a coffee-making machine but no teapot or kettle, which could be seemed
unfear for the guests who do not drink coffee at all. As it is also a fact of cultural
differences, it is very important to know that many of the customers are tea lovers (
Japaneese, Russians, British people end etc.) In this way it could be necessary to think

more about guest’s preferences than about local residents’ tastes.

It is obvious, that some changes especially in the physical environment of the hotel
could not be done because of time and money consuming. Though, some small details
could be done in order to increase customers’ satisfaction and maintaint visitors
loyalty. With no doubts, everything depends on different aspects, such as customers’
cultural background, purpose of travel as well their mood and emotions. Noone could
make everybode happy for hundred percents, as Russian guests are not satisfied with
the breakfast and others are very pleased to have such healfy food, some customers
think that pillowas are heavenly soft and the other is commenting that it is like a stone.
Though, it is necessary to pay attention to such complaints and to try to achieve a

golden mean, which has already been reached in hotel Haven.

6.3  Suggestions for the research improvement

This research was planned to investigate about more than one hotel. However, due to
some reasons it was cut just to the research of the Hotel Haven’s physical environ-
ment’s impact on the customers’ satisfaction. For the further improvement there could
be studied more than one hotel. As an example hotel Telegraaf in Tallinn, Estonia
could be added to the research. The reason is that hotel Telegraaf is also a member of

SLH hotel chain and it would be a good comparison between these two hotels.

Secondly, questionnaire for the hotel’s employees could be more broaden in order to

get more open answers to the questions.
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Attachments

Attachment 1. SWOT analysis of the hotel Haven, Helsinki

Strengths

Hotel and restaurants are in one company Royal Ravintolat Oy

Family business

The only one in Finland Small Luxury Hotels of the World member
Location of the hotel as well as restaurants from the company (city center)
Uniqueness

Home atmosphere

Proper target marketing

Weaknesses

Finland is not in a top of the most visited countries, that is why hotel is not popular all
over the world

High priced luxury hotel’s occupancy rate could decrease during recessions

Saving money on a service

Opportunities
Becoming more popular as this hotel is quite young

More customers’ loyalty
Threats

Future potential competitors

Recession
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Attachment 2. Figure of customer behavior and responses to the physical envi-

ronment (Zeithaml and Bitner 2003)

Behavior Customer Physical environment
fesponses dimensions
Individual
behaviof
* Approach
behavior
¢ Avoidance Coanitive Ambient
behavior o9
Space
Emational
Sxgns,
Social symbols,
interaction Physlological & anifacts
Between &
amongst
customess &
employees

601



Attachment 3. Framework for understanding environment-user relationships in ser-

vice organisations. (Bitner 1992)

FIGURE 2 ) o
Framework for Understanding Environment-User Relationships in Service Organizations
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i . sttraction
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Attachment 4. The physical environment for hospitality products comprises external

features, the internal design, employees and customers. (Bowie & Buttle, 2004)

Attachment

The physical environment for hospitality products comprises external features, the

internal design, employees and customers.

Table 10.3 The Physical Environment in Hospitality Premises

External Internal Employees Customers
Surrounding Internal spatial layout Appearance Appearance
environment
External appearance Décor, furnishings Dress (uniform) Dress
of the building and furniture
Access Equipment Attitude Attitude
Landscaping Signage and Behavior Behavior
point-of-sale material
Parking Temperature and
air quality
Signage and logos Music
Lighting Smell

David Bowie, Francis Buttle Hospitality Marketing: an introduction, 2004
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Attachment 5. Interview with Janne Ant-Wuorinen, 30.05.2012, Hotel Haven

1. Question
In your opinion how is the physical environment defined in the hotel industry?
Answer:
As for me, before, physical environment was more how it looks, much more than it feels, but
in the other circumstances, it is more how people perceive things, with their own perceptions,
your own taste of course. I think it is very important if to answer this question. But for hun-

dred percent, the service is the most important. And physical environment is also important

after that.

Definition is of course how it looks, how it feels, how it makes you feel. Colors, are soft, are
they hard. In our hotel we are trying to create a certain environment, a home atmosphere and
luxury environment at the same time. And it is a combination of service and physical envi-

ronment.

2. How important is the physical environment in the luxury industry for custom-
ers’ satisfaction?
Answer:
It is a combination, but I still think that service is more important. You can have a product
which is not so great but with the right service you can make it great. But if you have a perfect
physical environment and bad service it cannot work. Service can fix things, but I do not think

that physical environment can fix bad service. In this way service affects more.

3. In your opinion what is more important in the hotel: service or physical envi-
ronment?
4. From your point of view is it necessary that the physical environment is appro-

priate for the target markets?

Answer for two questions:

Especially in the luxury industry! Definitely! It is extremely important, because to create a lux-

ury just with service is a challenge I would say. You can create a great atmosphere, a nice ex-
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perience with service, but for luxury you need to have a proper physical environment for peo-
ple to perceive luxury. I think if you have a hundred people and to ask what is luxury, they
would say: nice furniture, golden panels, golden lamps. That’s how, I’d say, the average person
perceives luxury. If there are Russian guest they definitely look at the physical environment,
especially, if they do not speak English they do not understand a service part, how do we
communicate with them. So for such guests it is even more important how they perceive the

surroundings.

5. Is the hotel flexible to changes in physical environment according to customers’
wishes?

Answer:
To certain amount-yes, small things we have already changed. As an example, at the beginning
of the hotel (February 2009) the guests complained that we do not have a make-up mirrors; by
adding these mirrors we solve the problem and we increased our guests satisfaction. Some
visitors they have asked to make a bidet-shower. But we decided not to do that because it
would take more than just bidet-shower, it is plumbing and etc. so it is a big change. As the
hotel always wants to make money and to have a profit. That is the core business to make
money. You do not want to put too much money in expenses just to make a few people hap-

pier. So to a certain extend we are to the changes which can be easily made.

Another example is the small stair case when you put your luggage; it was a bit dangerous be-
cause people did not see it. We actually changed the handles it comes very much out to pro-
tect that people won’t step. It is still a small change but it makes a big difference. If you look
at other hotels, look at the hotel chain, for them it is difficult to make physical changes be-
cause they have chain standards that they have to follow. For example, the blue color which
has to be visible and they cannot change it to green for example. In our hotel of course we are
privately owned, we are much freer to do physical changes. SLLH chain is very flexible. They
just want from our hotel to give a five star service and that we have fresh flowers in the
rooms. There is nothing from them about the physical environment, but before signing a con-

tract they are coming to see the hotel. In the end SLH is more classical in design.

6. To what extend is the hotel ready to meet the needs of the VIP clients ( celebri-

ties, politicians and world famous people e.g. Abramovich)
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Answer:

Once we could not receive one of the celebrities because this person asked for the own gym,
which we could not do. When an artist wants a gym we basically do not have place to build it.
You know our meeting rooms are so small. We did not say no, but that things cannot be
done. I do not see any point to paint something in the other color just for the artist. May be in
some cities hotels are competing to get the star, they use it as a marketing tool. We do not
need in here in Helsinki because the market is very small and it is not for Finnish culture to
compare with USA for example. So if we can do it we provide it, we charge for it. If we can-

not do it, we just politely say that, unfortunately, we are not able to do it.

7. Is the hotel ready to change some features of the physical environment for
people with special needs (disabled people)?

Answer:
We have had some cases with people with some severe disabilities, more than just in the wheel
chair. We have provided them with a special shower chair, with this kind of support to get out
from the bed. It is rarely when we get such questions. But when we have built the hotel we
knew that some things should be done for people with disabilities, especially in wheelchairs.
We have bigger doors to certain rooms, bathrooms without bath tubs. The entrance from the

street is behind the reception. They can come in without the stairs, elevator to the restaurants.

So, flexible to changes-yes, in this way we can provide additional help but not to start making
changes to the physical environment. If we will be in front of the rehabilitation hospital then

the hotel will be planned in a different way.

8. In your opinion, does the hotel need any changes in physical environment?
Answer:
Saunal We definitely need a sauna. But physically we need to take four rooms from third flour
and we would lose revenue 1000 euro per day. And with the sauna you will not make 1000
euro per day. The cost of maintain it, to build it with all fair safety, insolation, plumbing, hit
protection. But if we would rebuild or extend the hotel we would probably include it because

so many guests ask for it.

As for me I’'m happy with the way it is (physical environment) If we opened again I would

maybe choose some furniture materials differently as we have noticed that some materials are
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wear out much faster than others, so these are things we’ve learned. I would choose different
materials that are more long lasting but still look good. Another thing I would do is to change
all the Spot light to LED light because Spots do not last very well and LED technology is
much more advanced. The only problem now is that the LED light is too white, too bright for

such areas like bar. We will change it but we are waiting to the right color.

9. Is physical environment a marketing tool to attract customers?

Answer:

Definitely! How you can best see that if you look at the hotel webpage if you look at the pic-
tures. All the pictures are basically from the physical surroundings. It is rare when you can see
people on the pictures; it is usually furniture, rooms and flower arrangements, pillows-
decorative things. And if we speak about our hotel, it is the home atmosphere, the warmness,
the design of the hotel is used as a marketing tool. I think the bigger chain hotels are using
their brand as a marketing tool as it is so strong but the smaller hotels it is much more about

the feeling and the pictures of the places.

10. How do you think, which role does the physical environment play in maintain-
ing customers' loyalty?

Answer:
I think it is very important! But service is still number one because people get to know you by
name, you are warmly welcomed. But later on, in a city like Helsinki, with so many hotels,
after service physical environment is very important. As I get some comments from people
who are travelling 200 days per year, if you stay in the chain hotel you do not know where you
are getting up in the morning because all hotels are very clean, nice but looking the same.
They do not have their personality, which is created by physical environment. This hotel is

very unique as well as Telegraaf, Tallinn.

The boutique hotels are rising very fast. That is what people are looking for, after hotel chains
have been controlling the market for 50-60 years. Now boutique hotels are increasing. But
chain hotels will stay because of the loyalty programs which includes three factors: service,

physical environment and loyalty cards.
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11. According to your experience, is it true that the consumers have become more
sophisticated, especially in physiological stimuli in designing the physical envi-

ronment?

Answer:
Definitely! And you can notice that the way people comment like fifteen years ago people said:
“I slept welll”” and now they say that it is such a beautiful inner courtyard, or I loved the pil-

lows in the room, the curtains. People are caring more, yes-sophisticated.

Another thing is appearance of the staff which is a part of the physical environment. And not
only that you have nice clothes. But do you smile, do you look happy, your hair is appropriate,
not too much but still make-up, nails - small things but they are so important. In our hotel
there is a strict policy-no piercing. It is old fashioned sense but our hotel is representing older
people than younger. These things are all create an experience. It is the first impression and

the last impression, it is very important.
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Attachment 6. E-mail letter for the employees

Hello!

We are the students from Haaga-Helia University of Applied Sciences.

Odur thesis theme is: The impact of the physical environment on the customers' satis-
faction in the luxury hotels. (Case Hotel Haven, Helsinki and Hotel Telegraaf, Tallinn)
Could you please help us while answering the following questions? There is an attach-
ment with the table where you could check what is it physical environment at the hotel.

Thank you in advance!

Attachment to the e-mail for the employees of the Hotel Haven

Attachment

The physical environment for hospitality products comprises external features, the

internal design, em ployees and customers.

Table 10.3 The Physical Environment in Hospitality Premises

External Internal Employees Customers
Surrounding Internal spatial layout Appearance Appearance
environment
External appecarance Décor furnishinas Dress (uniform) Dress
of the building and furniture
Access EqQuipment Aattitude Attitude
Landscaping Signage and Behawvior Behawior
point-of-sale material
Parking Temperature and
air quality
Signage and logos Music
Ligahting smell

David Bowie, Francis Buttle Hospitality Marketing: an introduction, 2004

David Bowie, Francis Buttle Hospitality Marketing: an introduction, 2004
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Attachment 7. Questions for the employees of Hotel Haven

1) For how long have you been working at the hotel?

a. less than 1 year
b. 1-3
c. 3-5

d. more than 5 years

2) How important is physical environment in the luxury industry?
a. notimportant

b. did not think about it

C. quite important

d. very important

o Other (please specity)

3) During your work experience at the hotel did you notice/get any comments
about the physical environment from the customers?

a. never

b. rarely

c. time to time

d. often
o Other (please specify)

4) In the hotel’s policy is physical environment an important part of a customer’s
satisfaction?

a. Ido not know

b. notatall

c. important

d. very important

o Other (please specity)
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5)

7)

8)

In your opinion what is more important at you hotel: service or physical envi-
ronment?

service 1S more important

physical environment is more important

both are very important

never thought about it

o Other (please specify)

Do you think the physical environment is appropriate for the target markets?
No at all

I cannot answer this question

Some of it

Yes it is appropriate for the target markets

o Other (please specify)

Is the hotel flexible to changes in physical environment according to customers’
wishes?

not flexible at all

flexible to some features ( e.g. music, temperature, lights, accesso-
ries/decorations, odors and security )

depends on the circumstances

always flexible

o Other (please specity)

To what extend is the hotel ready to meet the needs of VIP clients ( celebrities,
politicians and world famous people e.g. Abramovich)

not ready at all

sometimes

depending on the needs

always ready for extra payment

o Other (please specity)
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9) Is the hotel ready to change some features of the physical environment for
people with special needs (disabled people)?

a. not ready at all

b. sometimes

c. depending on the needs

d. always ready
o Other (please specify)

10) In your opinion, does the hotel need any changes in physical environment?
a. does not need to change

b. did not think about it

c. needs some change

d. should be a part of the hotel’s internal marketing

o Other (please specify)
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Attachment 8. Employees’ answers for the on-line questionnaire

1) Question

0,45

0,4
0,35

0,3
0,25

0,2
0,15 .

0,1 W Seriesl
I

0
less than 1 1-3 years 3-5years | more than 5
year years
1. For how long have you been working at the hotel?
2) Question

0,8
0,7
0,6
0,5
0,4
0,3
0,2 M Series1
0,1

0

not important did not think | quite important | very important
about it
2. How important is physical environment in the luxury industry?
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3) Question

0,6
0,5
0,4
0,3
0,2 .
! M Series1
0,1
0 ]
never ‘ rarely ‘ time to time often
3. During your work experience at the hotel did you notice/get any comments about the
physical environment from the customers?
4) Question
0,8
0,6
04
0,2 ies1
; = I
Idonotknow notatall | important very
important

4. Inthe hotel’s policy is physical environment an important part of a customer’s satisfaction?
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5) Question

0,8
0,7
0,6
0,5
0,4
0,3
0,2
0,1

M Seriesl

service is more physical both are very | never thought
important |environmentis| important about it
more
important

5. In your opinion what is more important at you hotel: service or physical environment?

6) Question

70,00 %
60,00 %
50,00 %
40,00 %
30,00 %
20,00 %
10,00 %

0,00 %

M Seriesl

Some of it Yes it is appropriate

for the target market

No at all | cannot answer this
question

6. How do you think is the physical environment of the hotel appropriate for the target
markets?
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7) Question

0,6
0,5
0,4
0,3
0,2
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not flexible at
all

flexible to
some features

depends on |always flexible
the
circumstances

7. Is the hotel flexible to changes in physical environment according to customers’ wishes?

M Series1

8) Question

0,7
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0,4
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0,1

not ready sometimesdepending| always

on the | ready for

needs extra
payment

atall

8. To what extend is the hotel ready to meet the needs of VIP
clients ( celebrities, politicians and world famous people e.g.

Abramovich)

M Seriesl
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9) Question

0,7
0,6
0,5
0,4
0,3
0,2
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not ready sometimesdepending| always
at all on the ready
needs

9. Is the hotel ready to change some features of the physical
environment for people with special needs (disabled people)?

l I E o

10) Question
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does not | did not needs |[should be
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change | aboutit | change |[the hotel’s
internal
marketing

10. In your opinion, does the hotel need any changes in physical
environment?

M Seriesl
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Attachment 10.
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Attachment 11.
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