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[bookmark: _Toc6573860]1.1. Introduction-The Context
In her book, Davis (2009, p.12) mentioned how important a brand and its impact to a company. If a brand suffers, so does the company. A solid brand, in contrary, will boost the company’s value. 

“Central to the brand process is to understand the brand’s audience. It sounds simple, but like people, brands grow and transform” (Davis, 2009, p.70).

In 2018, The Lux Collective hotel group has established four hotel brands called LUX*, SALT, Tamassa, and SOCIO. Each with a different concept and targets different markets. 


[bookmark: _Toc6573861]1.2. Justification
Heyes and Gehrels (2015 p. 93-97) mentioned in their research, the importance of having a wellness facility within a luxury hotel, be it relaxation or the active fitness part. 

There is however no material found that mentions a brand differentiation of spa and wellness division within one hotel group, e.g. Eforea Spa is created for Hilton hotels, however no specific brand is implemented at Conrad, Waldorf, and Curio, all under the same Hilton portfolio.

This research is to identify and recognize the importance of having different spa and wellness concepts that are in line with the concept of each hotel.


[bookmark: _Toc6573862]1.3. The intended impact
The Lux Collective has launched LUX* ME concept in all their LUX* properties, which is a lighter version of luxury spa. The second brand, SALT, has SALT EQUILIBRIUM, focuses on salt-based products and natural process of healing. 

Two other brands are being conceptualised with the suggestion as follows:

	Hotel Brand
	Concept
	Spa and wellness Concept

	
Tamassa
	Joy, happiness, reconnecting individual
	Facilities and services that are designed to reconnect people, sparkling products, activities that focus around happiness 

	SOCIO
	Urban, social hub, place to be seen
	Using integrated space within the hotel, well-known products brands, membership




[bookmark: _Toc6573863]1.4. The outlined Intention
The research is based on obtaining both quantitative and qualitative data through both surveys and interviews. 

[bookmark: _Toc6573864]1.4.1. Survey
Participants will be in-house guests who use spa and wellness facilities, researcher’s ex-colleagues, and colleagues. 

Participants voluntarily share their opinions on their own needs towards their preferred hotel brand along with their indications on the importance of having distinguished spa and wellness facilities, products, and services.

[bookmark: _Toc6573865]1.4.2 Interview and benchmarking
The benchmarking is to understand and evaluate the reasons, whether there is a strong need in differentiating a concept for spa and wellness department within one hotel group.


[bookmark: _Toc6573866]1.5. The Ethics and Insider Research
The questionnaire will consist of a cover letter where participation is voluntary and data will be dealt in strict confidentiality. Data will be analysed and represented through charts.


[bookmark: _Toc6573867]1.6. The Learning outcomes
· Develop a better understanding of branding a business
· Develop a better awareness of the importance of company culture, internally and externally, when creating a sustainable brand
· Acquire a general knowledge behind spa and wellness brands, including trends and inquired aspects, as well as hotel development trends
· Develop skills in establishing a spa and wellness brand 
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[bookmark: _Toc4021244][bookmark: _Toc6573869]2.1. Introduction
	
The aim of this project was to explore the importance of having different concepts of spa and wellness department within a hotel group, rather than providing generic or common facilities. 

The researcher was keen to prove the need of spa and wellness brand differentiation in line with the hotel brands since there had been no material found that mentions a brand differentiation of spa and wellness division within one same hotel group.

The survey was designed to find out customer’s preferences on different hotel concepts and spa and wellness brands, including the impact on their choices. This research only involved participants who were familiar with staying in a hotel and used its spa and/or wellness facilities and services. 

The outcome confirmed the need of concept differentiation and it had supported the researcher in acquiring knowledge, understanding trends, and developing skills in establishing a spa and wellness brand that is in line with its hotel concept.


[bookmark: _Toc4021245][bookmark: _Toc6573870]2.2. Literature Review

Gone is the time of only creating a name with logo to define a brand…

In her book, Davis (2009 p.20) explained that creating an identity for a business had developed beyond the ‘look and feel’. It also involved the emotional connection with audiences, ability to deliver the full branding experience, company values, environmental and social impacts. 

Physical products were not unique without strong stories that connected a brand with its consumer. This fundamental aspect, seeking for a meaningful life, was a natural process resulted from storytelling passing down for generations. Today’s strong leaders were differentiated from how inspiring they were in telling story. Religious ‘brands’ provided such meaningful stories for their audience, with perhaps the Bible being the most obvious and sustainable one (Fog et al., 2010, p.18, 23, 224).

Davis (2009, p.78), mentioned that dividing audiences into segments could help identify targeted market resulting in bigger followers, ‘mass exclusive’ audience, and consequently might adopt various tools in gaining the customer’s attention, resulting to new audiences within the brand. For example followers of ‘Tween’ brands in the US, targeting young girls 8–12 years of age whom shared similar interests in fashion, was popularised by the Olsen twins and Britney Spears in the late 1990s, were estimated to spend over US $10 billion every year on themselves, with their parents spending over US $175 billion.
According to Foster, in Understanding the global spa industry: Spa management, the process of branding was the concept of differentiation: one spa could not be all things to all people and therefore it was essential to target an audience who would be most responsive to the concept and product offering (Cohen, M. and Bodeker, G., 2008 p.193).
A strong brand creates a relationship; a relationship creates trust, and trust encourages purchase behaviour without having to calculate all details.
Authenticity that was supported by solid reason to believe in it, would allow the audience to live up the brand promise. In developing a concept, however, it required more than a point of difference. The brand must be aligned with the business objectives, type of spa, and location (Cohen, M. and Bodeker, G., 2008 p.194-195).
 
Matthews and Wells mentioned that Mandara Spa, founded in 1996 in Bali, was part of a family company that operated 70 land-based spas and over 130 cruise lines. The brand introduced the tropical Asian spa concept and took this approach globally (Cohen, M. and Bodeker, G., 2008, p.154).

Schweder and his team provided a strategy document for discussion amongst the key company stakeholders of Mandarin Oriental Hotel Group (MOHG) in 2001 due to the high necessity to identify own brand for excellence in spa and wellness services within the hotel group. The concept was to enliven a sincere understanding of wellness and holistic services that are linked to the Asian roots of the company, including design of facilities. 
A worldwide MOHG spa brand with logo was developed to identify the spa as a stand-alone business model and an extension of the group brand (Cohen, M. and Bodeker, G., 2008, p.177).
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The survey used was a mix of quantitative and qualitative methods. Participants were in-house hotel guests who used spa and wellness facilities and services, researcher’s ex-colleagues, and colleagues. All participants were used to hospitality business and familiar with spa and wellness facilities and services.

The purpose of the research was explained prior to the survey. Partaking was voluntary and anonymous; however, participants were able to indicate their contact details in case of further explanation needed. Each feedback was a complete individual opinion that helped the insider researcher to conclude the finding objectively.

Once participants responded and confirmed their consent to take part in the study, the researcher sent questionnaires by e-mail or through other applications such as Whatsapp and Messenger, and/ or printed for in-house hotel guests and colleagues (Appendix 1).
The questionnaires were designed to be relatively short with multiple-choice type of answer and some open questions. The questions needed to be responded in a chronological order in order not to mix opinions between a hotel concept and a spa and wellness concept, while thereafter participants were given a question where they would respond on the importance of the relationship between concepts.

To obtain qualitative information, participants were given four different imaginative hotel brands and four different spa and wellness concepts to choose from as their preference. The information on whether participants use a certain hotel for business purpose, holiday, or both were also inquired.

Participants were required to respond on the importance of their preferred choices as part of collecting the quantitative data. The researcher was also interested in finding out the reasons and the relation between the participants’ preferred hotel and the choice of his/ her spa and wellness services, which was indicative of the qualitative information.

Where more details were needed, participants were invited for an interview and partaking was again voluntary. Interviews were done by a phone call or in person using another set of new questions or by asking for more details on the participants’ initial feedback.

The researcher anticipated at least 50 responses from 80 questionnaires in order to obtain more accurate finding. 56 or 70% of the total participants responded on the questionnaires sent.






[bookmark: _Toc4021248][bookmark: _Toc6573872]2.4. Research Finding

The survey used a mix of quantitative and qualitative data with a sample population of hotel guests and colleagues, aged 18 to 65+ years, who use spa and wellness activities. 
Out of 80 questionnaires that were sent out, 56 people responded to the quantitative survey, in which 37 participants also responded to the qualitative survey. 31 respondents were in-house guests of various hotels with different types, classic luxury, lighter luxury, green sustainable boutique hotel, and a family friendly beach resort. The other 25 participants were researcher’s (ex) colleagues and friends. All participants were familiar with hotels, had either spa treatments and/or used spa, fitness, and other wellness facilities and services. The analysis and justification were based on Table A, Qualitative survey report, and Table B.

[bookmark: _Toc4021249][bookmark: _Toc6573873]2.4.1. Table A  (Quantitative survey report)
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Question 1 (age group) 
Most respondents were between 26 to 55 years of age, an age group that was deemed diverse enough to represent this survey.

Question 2 (purpose of hotel stay)
Majority of participants had stayed in a hotel for pleasure or for both pleasure and business. One colleague used a hotel for business purpose only. This major participation supported the study on having various hotel concepts to cater different preferences for people on vacation as opposed to when they were on a business trip, which the uniqueness of spa and wellness facilities and services would be less in demand. 

Question 3 (favorite hotel type)
17 out of 31 guests and 4 out of 25 colleagues preferred to stay at classic luxury hotels. In contrary to the green conscious type of hotel where 8 colleagues preferred to stay here and only 2 guests chose for this type of concept. Guests chose their second favorite hotel type of the one that was ideal to reconnect with family and friends, while colleagues equally chose this type of concept along with the luxury type. The second favorite hotel chosen by colleagues was the trendy concept, which was the least favorite for guests. 1 guest liked all types of concept.
The different preferences above showed the researcher of the need in having or in developing different concepts of hotels. 

Question 4 (importance of the hotel type)
39 participants or 70% of the respondents found the hotel choice was important or very important, while 30% of respondents did not find it as important. Both guests and colleagues had similar opinion in responding to this question with ‘very important’ as first choice, followed by ‘important’, then ‘not so much’, ‘somewhat’, and ‘not important’. 
This not such a significant percentage, although still a majority, indicated that participants did not fully depend on one type of hotel concept only. 

Question 5 (favorite spa & wellness experiences)
39% of the total respondents preferred natural products and nature activities, followed by 34% on exclusive products and state-of-the-art gym. These two highest percentages were contributed by 42% of guests who chose for exclusive spa and gym, while 60% of colleagues preferred natural spa and outdoor wellness. 
From the remaining two types of spa and wellness experiences: 2% of the respondents liked all the offerings, 7% preferred joyful spa and wellness experiences, and 18% on well-known branded products and trendy type of activities. 
Similar to the hotel preferences on question 4, this diversity showed certain spa and wellness experiences attracted certain audiences, which would be useful as a foundation to develop different concepts.

Question 6 (importance of spa & wellness choices)
77% of the respondents, almost equally contributed by guests and colleagues, found their choices on experiencing the spa and wellness facilities and offerings are important or very important. The remaining of the respondents found their choices less or somewhat important, 13% due to preferences on trying different experiences. 
This percentage showed how important well-being experiences were to the participants and to the researcher in how to best facilitate them in a hotel. 

Question 7 (importance of relation between hotel and its spa & wellness offerings)
4 respondents (7%) did not find it important as they would adjust with the facilities available while 6 respondents (11%) found the relation somewhat important.
46 out of 56 respondents or 82% found it important or very important to experience spa and wellness facilities and/or services that relate to the hotel concept. 
To the researcher, the feedback of this question was the most important input in order to know whether there was any need of a brand or concept differentiation. 82% of the total participant shows a high need.
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Interview and analysis on hotel choice

Most of the participants chose to spend their holiday in a hotel that offered facilities for family and friends activities so they could reconnect as they normally did not spend time together back home. Some participants liked this type of hotel where they could celebrate events or relax together with their loved ones.
The second preferred hotel type was chosen because of its luxurious concept with an immaculate ambience where participants would be looked after, could just relax, and be served. Equally as second preferred hotel type was one with a green concept, offered facilities and services that were more sustainable conscious, and where participants could enjoy different cultures. 
Other participants chose their hotel for various reasons, such as excellent food and beverage, privacy, price and value, location, and full-equipped facilities.

From 37 participants, 27 found their hotel choice was either important or very important. 
Here under were the reasons:
· great location and value
· place to relax*
· luxurious facilities* 
· high-end service* 
· excellent food* 
· place to do nothing
· immaculate ambience and surroundings* 
· comfortable rooms and clean*
· complete modern facilities* 
· serenity* 
· suitable for family* 
· conscious concept*
· healthy* 
· soul balancing*
· place which offers cultural activities and can meet locals*
· place to discover
· place to transform* 
· trendy bars
· easy going

*these reasons could also indicate the relation to its spa and wellness preferences

Other interviewees did not find the hotel type or concept as important as long as they could connect with family and friends, explore new experiences, have good food, have emotional value, enjoy beach and sun lounges, with good service that was not intrusive.

Interview and analysis on spa and wellness experiences

Most of participants preferred to have their spa experiences in relaxing atmosphere and calm treatment rooms, being pampered, by good therapists. 
Second most favorite type of spa and wellness experiences were chosen by participants who liked to be in the nature, received energy healing type of treatments, and used nature friendly products. Trendy experiences, treatments with various techniques, and branded products were the third reason why participants used the spa and wellness facilities within a hotel.
Other participants indicated various reasons of their preferences such as discover new and unique experiences, like to experience spa and wellness facilities during holiday, like indoor and outdoor facilities, like dynamic and fun experiences, and good prices.
3 participants chose their experiences by doing their own research while other 2 liked all types of offerings and therefore liked to experience different things.

From 37 participants, 27 found their spa & wellness choice was either important or very important. 
Here under were the reasons:
· holiday was about experience
· liked massages and facials
· liked various ways of spa’s and different experiences
· spa was good
· to feel good, special 
· liked to do own exercise and outdoor wellness
· liked branded products and quality, easy to search on website
· serenity
· loved nature friendly products
· liked full-equipped facilities including heat experiences
· loved to take care inside out
· liked energy healing
· liked to connect with oneself, physical and spiritual
· liked nature and organic
· liked to feel special 
· liked simplicity and therapist intuition
· liked excellent techniques
· conscious offerings
· easy going

9 interviewees liked to use spa and wellness facilities or take spa treatments, however did not find the experiences important. Some because they just wanted to exercise or had a massage, some because they preferred to experience different things but not to a specific concept of experience: “a massage is a massage” or “don’t care running on a treadmill or in the forest”.

Justification on the relation between preferred hotel and its spa and wellness experiences

5 of the participants found the relation of their chosen hotel to its spa & wellness facilities and offerings somewhat important. 17 found it important and 12 found it very important. A total of 29 participants found it important to have a specific type of hotel and its spa and wellness facilities. 

The preferences on wellness experiences however were subjective and different from each other. This finding was in line with the feedback from the total respondents on the Table A or Quantitative Survey Report. These findings were also reflected on the Table B below.
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The numbers on Table B was originated from 39 participants who indicated the importance of the relation between a hotel and its spa and wellness experiences on Table A (important and very important) and also indicated their preferences in both hotel and its spa and wellness. This table shows the most important result to find out the link of differentiating the spa and wellness amongst different hotel concepts.

The majority of participants (8) who preferred a classic luxury hotel chose for exclusive products and state-of-the-art gym. This type spa and wellness facilities are typically provided in a luxury hotel, however some participants preferred different types of spa and wellness offerings. 

Similar to the green and conscious hotel, majority or 10 of the participants who chose this concept also chose to use natural products and activities that were related to the nature. It did not however stop other participants to choose different spa and wellness offerings.

More than half of participants who preferred a trendy hotel also chose a trendy spa while the other hotel type, family friendly, chose various products and activities.
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This project has given the researcher a better understanding of the importance in having a strong and clear concept of a brand.  Emotional connection, strong stories that connect with audiences, experience delivery, values, environmental and green, and community impacts play big roles in creating a brand. This trend is both valid in the hospitality as well as spa and wellness industry.

The researcher also found out that it is almost impossible to fix one brand in the hospitality industry to suit everyone’s needs, not even within one same hotel group. 

Although personal choice differs and is not necessarily related to the choice of a hotel in relation to its spa and wellness products and services, there is somewhat of a trend in making the choice. For example, survey participants who preferred a classic luxury hotel tended to choose exclusive products, the ones preferred green conscious hotel, also liked nature related products and activities. 

In the researcher’s opinion, this is an indication of a need of differentiation a specific spa and wellness concept that follows its hotel brand concept and brand it accordingly.

The overlapping facilities and services however will inevitably happen in certain areas and need to be incorporated in any type of hotel brand in order to reach a wider market.

The researcher suggests that each spa and wellness development starts with understanding the uniqueness of the hotel brand, define which facilities and services fit into the brand and can be elaborated, and leave out some areas to be developed generically. 

The Lux Collective has already started in segmentation of their audiences by creating four different brands. The spa and wellness concept differentiation is also recommended within this group to create its own identity.
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ANALYSIS

Respondents guests31 colleagues 25

18-25 26-40 41-55 55-65 above 65

9 29 15 2 1

16% 52% 27% 4% 2%

Business Pleasure Both

1 40 15

2% 71% 27%

Private, classic 

luxury, formal, all 

served 

Organic food, 

cultural, green 

conscious, ‘do it 

yourself’ DIY style, a 

transformational 

place

Place to reconnect 

with friends & 

family, beach club 

setting, and 

parties

Place to be seen, 

place to mix with 

locals and meet 

new people, 

trendy bar and 

restaurants, coffee 

shop, high tech 

and app savvy

like all

21 10 16 8 1

38% 18% 29% 14% 2%

not at all not so much somewhat important important

very 

important

1 11 5 15 24

2% 19% 9% 27% 43%

Exclusive products, 

state-of- the-art 

gym 

Natural spa 

products, outdoor 

activities

Spa catered with 

friends, joyful 

experiences

well-known 

branded spa 

products, trendy 

exercises

like all

19 22 4 10 1

34% 39% 7% 18% 2%

not at all not so much, like to 

try different 

experiences

somewhat 

important

important very 

important

0 7 6 21 22

0% 13% 11% 38% 39%

not at all not so important, I 

adjust

somewhat 

important

important very 

important

0 4 6 26 20

0% 7% 11% 46% 36%

The hotel choice indicates (very) 

important to majority of the 

respondents (70%).

There were mix preferences on spa 

and wellness experiences

The spa and wellness experience 

in the hotel was (very) important 

to majority of respondents (77%)

Respondents found the relation 

between the type of hotel chosen 

and its spa & wellness facilities 

was (very) important (82%). 

BRANDING SURVEY 

Although classic luxury had the 

biggest audience, there were other 

favoritisms of hotel choice when 

traveling 

98% travelled somehow for 

pleasure

Majority of travellers age group 

was 26 - 55 (79%)

7.     How important it is for you, the 

relation between the hotel type and its spa 

& wellness facilities and services:

5.     Which spa and wellness experiences below 

are your favourite:

1.     What is your your age group?

Total

%



2.     When using a hotel, do you normally travel 

for:

Total

%



4.     How important is your choice of hotel:

Total

%



3.     Which one of the below is your favourite 

type of hotel to visit? 

Total

%



Total

%

Total

%



6.     How important is your choice of spa & 

wellness experience:

Total

%
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BRANDING SURVEY
Participants/ interviewees: 37

Justification of the hotel type of choice
9interviewees liked the hotel because they can go on holiday with family and friends to
reconnect

1interviewee chose for full facilities incl. pool, Wi-Fi, and gym

5 interviewees chose for excellent food and beverage

8interviewees liked luxurious hotel with immaculate ambient, where they were looked after,
high expectation, could just relax and not doing anything

8interviewees chose the hotel that was more conscious and where they could learn different
cultures

4interviewees chose the hotel for privacy

2 chose for the location

3 chose because of the price and value

Note:
5 of the interviewees did not find important to choose for a specific concept of hotel. 27
found it either important or very important.
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Participants/ interviewees: 37

Reason to explain your choice of spa and wellness

experience

1 liked to experience as part of the holiday purpose

11 liked the serenity of spa, good therapists, being pampered, relax and calm rooms
9 liked simple, energy healing, nature, and nature friendly products

2 liked to use spa heat facilities

1 liked state-the-art gym and updated activities

1 good price

7 participants also liked trendy experiences, branded products, various techniques
3 participants also appreciated outdoor wellness experiences

1 liked dynamic and fun experiences

1 unique experience and discover new things

3 participants liked to do research for their choices

2 participant liked all spa & wellness offerings and experience different things

Note:

9 of the participants did not find important of their spa and wellness experiences.

Some liked to experience different things.

12 of the participants found it important and 15 very important of their choice of spa and
wellness experiences.

5 of the participants found somewhat important the relation of their chosen hotel to its spa
& wellness facilities and offerings.
29 out of 37 interviewees (78%) found it important or very important.





image5.png
SPA & WELLNESS
CONCEPT Exclusive products, Natural spa products, Spa catered with friends, | Well-known branded spa
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Place to reconnect with

friends & family, beach 4 1 ~ 2
club setting, and parties

Place to be seen, place to

mix with locals and meet

new people, trendy bar and _ 3 _ 4
restaurants, coffee shop,

high tech and app savvy
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Survey on hotel concept and spa & wellness facilities

Date of survey:

Dear wellness guest,

The purpose of this survey questionnaire is to collect subjective information about hotel
concepts and their spa and wellness offerings. The results of this survey will assist me in having
better understanding of the brand needs.

Thank you for taking the time to provide feedback. Please answer every question in order to
gain well-founded information.

1. Please circle your age group:

a. 18-25
b. 26-40
c. 41-55
d. 56-65
e. 65 —above

2. When using a hotel, do you normally travel for:
a. Business
b. Pleasure
c. Both of the above

3. Which one of the below is your favourite type of hotel to visit? They are all at the same price

range with the same comfort of rooms and facilities:

a. Private, classic luxury, formal, international and specialty restaurants, all prepared and
served

b. Organic food, vegan cuisine option, cultural and local explorations, green conscious,
close interaction with hotel team members, high tech and app savvy, ‘do it yourself’ DIY
style, a transformational place

c. Place to reconnect with friends, family, or colleagues, parties, family style food,
upmarket food stalls, barbeque, beach club setting, and bars

d. Place to be seen, place to mix with locals and meet new people, trendy bar and
restaurants, coffee shop, high tech and app savvy

4. Please justify your choice of hotel:

5. How important is your choice of hotel type when you travel:
a. Not at all important ()]
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poopm

Not so much, | like to try different hotels 2)

Somewhat important 3
Important 4
Very important 5)

Which spa and wellness experiences below are your favourite:
a.

Exclusive products, different techniques from all over the world, spa journeys that last
hours, spa wet facilities with service, state-of- the-art gym equipment, workshops
Natural and/or organic DIY spa products, tailor made treatment techniques, all natural
amenities, outdoor and nature activities, mindful wellness experiences, wellness
workshops and retreats, self-service spa facilities

Spa facilities and/ or treatment catered with friends, joyful experiences, post-party
treatments, glamorous spa products, group wellness activities such as boot camp,
functional gym

Various well-known branded spa products to choose from, result oriented spa
treatments, shorter spa experiences, state-of- the-art gym equipment, trendy exercises
with various trainers, supervised spa facilities

Please give one reason to explain your choice of spa and wellness experience:

How important is your choice of spa & wellness experience:
a.

Not at all important ()]
Not so much, | like to try different experiences(2)
Somewhat important 3)
Important 4
Very important 5)

9. How important it is for you, the relation between the hotel type and its spa & wellness
facilities and services:

a.

poow

Not at all important ()]
Not so important, | adjust 2)
Somewhat important 3)
Important 4
Very important 5)

Thank you for participating in this survey.




image8.jpeg
Survey on hotel concept and spa & wellness facilities
Date of survey: O4 . 05 - AQ

Dear wellness guest,
The purpose of this survey questionnaire is to collect

subjective information about hotel
concepts and their spa and welness offerings. The results of this i
Veabs e geutts oot
Thank you for taking the time to provide feedback. Please answer every question in order to
gain well-founded information.

1. Please circle your age group:
18-25
b. 26-40
c. 41-55
d. 56-65
e. 65-above

2. When using a hotel, do you normally travel for:
a. Business
b. Pleasure
@ Both of the above
3. Which one of the below is your favourite type of hotel to visit? They are all at the same price
range with the same comfort of rooms and facilties:
o Private, classic luxury, formal, international and specialty restaurants, all prepared and

served
@ Organic food, vegan
close interaction with hotel team members, high tech and app sawvy,
style, a transformational place
Place to reconnect with friends, family, or colleagues, parties, family style food,

arket food stalls, barbeque, beach club setting, and bars
\d meet new people, trendy bar and

cuisine option, cultural and local explorations, green conscious,
“do it yourself DIY

upm:
d. Place to be seen, place to mix with locals an
restaurants, coffee shop, high tech and app sawvy

4. Please justify your choice of hotel:
i onie e Qo 6f The O
| e orene Y, Mg iy

5. How important is your choice of hotel:
a. Not at all important \/ 0)

ipoAmnt” X
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b. Notsomuch, | like o try different hotels (1)

c._Somewhat important @
Important @
& Very important @

6. Wi spa andwelness exerencs bekow rs your avurte
2 S roauc, e techiass orsall oves o wor,spajoumrs rtls
s, spawet a0k Wih S, sl e o Selpnt o
() Natra s orgais DY spa ol e pesimat eeiooo, st
amenities, outdoor and nature activities, mindful wellness experiences, weliness
workshops and retreats, self-service spa facilties
c. Spa faciliies and/ or treatment catered with friends, joyful experiences, post-party
et gamorou +ps ot 1o welness s s o bk o
functional gym
d. Various well-known branded spa products to choose from, result oriented spa
iresiment,shore sp experinces et o o e, eny exsise
‘with various trainers, supervised spa facilities

7. Please give one reason to explain your choice of spa and wellness experience:

1o \Ive
ARV I ke way oF e L .
wandfy and W W YSon  Ayeaimnent <o Yeflack
8. How important is your choice of spa & wellness &xperience: ot
a. Notatallimportant ©
b. Not so much, | like to try different experiences(1)
c. Somewhat important @
d. Important (&)
@ Very important (@)
9. How important it is for you, the relation between the hotel type and its spa & wellness.
facilities and services:
a. Not at all important ©)
b. Not so important, | adjust )
c. Somewhat important @
d. Important @)
@ Very important @

Thank you for participating in this survey.
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