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Title Increasing Values of Hotel Business in Songkhla Using Boutique and
Lifestyle Hotel Concept

Author  Kaedsiri Jaroenwisan
Thanitha Sangwichien

ABSTRACT

This research focused describing the investment potentials for boutique and lifestyle in
order to increase the values of hotel businesses in Hat Yai, Thailand. First, the research
investigated the key attributes found in boutique and lifestyle hotels that influence a traveler’s
willingness-to-pay. Then, it determined the effect of demographics, personal lifestyle and
traveler’s preferences on characteristic attributes of boutique and lifestyle hotels. Finally, the
study analyzed these key attributes in order to develop guidelines and recommendations for hotel
businesses in the Hat Yai City area. Surveys were conducted using a sample population of 30
randomly selected awarding-winning boutique hotels in Thailand and 400 travelers in the city of
Hat Yai. Tools used in this research included a hotel assessment form and a survey of each
traveler’s demographic, lifestyle and preference toward boutique and lifestyle hotels. Results were
presented in terms of percentages, means, and standard deviations. Statistical analysis was
conducted using analysis of variance (ANOVA), multiple regression using the Hedonic Price
Model and content analysis.

Results of multiple regression analysis of randomly selected boutique hotels in Thailand
revealed that the attributes which showed significant (p<0.05) effect on the traveler’s willingness-
to-pay were star rating, brand and green responsibility. Moreover, the study indicated that the
highest percentage of tourists surveyed were between the ages of 25-35 years old, single with a
monthly income ranging from 25,000-45,000 baht, and work for private businesses. This sample
group had a preference to live in houses, drive Japanese cars, play both indoor and outdoor sports,
listen to music, watch TV, read books, see movies and eat out. This group also spends on the
average between 10,000-50,000 Baht (300 — 1,500 USD) per trip, and prefers rooms with modern
designs and decorations, earth tone colors, day-light illumination, and standing showers. Most of
the sample population also indicated that they are familiar with boutique hotels and are interested
in staying at a boutique hotel in the Hat Yai area at a willingness-to-pay amount of around 2,500
Baht (75 USD) per night which is twice the average cost of hotel rooms in the area. They also
expressed ‘highest degree of preference’ for Internet, personalized service, and customized
activities attributes.

Keywords: Willingness-to-Pay, Hedonic, Hotel Attributes, Boutique Hotel, Lifestyle
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Hedonic Price Model (STATISTICA 5.0 by Statsoft, Inc., Tulsa, OK, USA

Rem ession Equation: Ln(Price) = A + BI(Room) + B"(Leoend) + B3( Locatmn) - BJ(Locatlon) + BR(\’ aew) + B6 (Lensure) + B7(Sp0rts) + BS(Wli' ) + B9(Star Ratmg) + BlO(Brand
BI l(l’el sonallzed) + BlZ(Extm) v BlS(Green) , . .

P Lo(Pric)  Room  Legend  Locaon  Beach ,
1 2,300.00 7.7407 30 0 0 1 1 0 1 0 3 0 1 1 1
2 3,000.00 8.0064 12 0 1 0 0 1 0 1 3 0 1 ! 0
3 2.804.00 7.9388 55 0 1 0 1 1 1 1 4 0 0 1 0
4 3,600.00 8.1887 8 1 1 0 1 1 1 1 4 0 1 1 0
5 5,268.00 8.5694 19 1 1 0 0 1 1 0 5 0 1 1 0
6 2.100.00 7.6497 47 0 0 0 1 1 1 1 4 1 0 1 1
7 3,700.00 8.2161 28 0 0 0 1 1 1 1 4 0 1 0 1
8 4,800.00 8.4764 35 0 1 0 1 1 1 1 4 0 1 1 1
9 2.000.00 7.6009 62 1 0 0 1 1 1 0 3 1 0 1 1
10 4,000.00 8.2940 7 1 0 0 1 0 0 0 4 0 1 1 1
11 6.500.00 8.7796 10 1 0 0 1 1 1 1 4 0 1 1 1
12 2,500.00 7.8240 6 1 0 0 1 0 0 1 3 0 1 0 1
13 6,000.00 8.6995 65 0 0 1 0 1 1 1 4 0 1 1 1
14 4,600.00 8.4338 21 0 0 1 0 1 1 1 4 0 1 1 1
15 2,300.00 7.7407 76 1 1 0 0 0 0 1 4 0 0 1 0
16 1,200.00 7.0901 50 0 1 0 0 0 0 1 3 1 0 0 0
17 6.000.00 8.6993 17 1 0 0 1 0 1 1 5 0 1 1 0
18 5,000.00 8.5172 6 1 0 0 1 1 1 1 5 £ 1 1 0
19 2,500.00 7.8240 9 1 1 0 0 0 0 1 3 0 1 1 0
20 1,274.00 7.1499 36 0 1 0 0 0 0 1 3 0 0 1 0
2] 4,000.00 8.2940 36 1 0 1 0 1 1 1 4 0 1 1 1
22 6,710.00 8.8114 15 0 0 1 1 1 1 1 5 0 1 1 1
23 3,200.00 8.0709 20 1 1 0 0 0 0 1 3 0 0 1 1
24 2,379.00 7.7744 84 0 1 0 0 0 1 1 4 0 1 1 1
25 2,990.00 8.0030 6 0 1 0 0 0 0 1 3 0 1 1 1
26 2,500.00 7.8240 8 1 0 1 0 1 0 1 3 0 1 1 0
27 2,800.00 7.9374 8 0 1 0 1 0 1 1 3 0 1 1 0
28 3.825.00 8.2493 23 0 0 1 1 1 1 1 5 1 1 1 1
29 2,354.00 7.7639 85 0 1 0 0 1 1 1 4 1 0 1 1
30 3,180.00 8.0646 69 0 0 0 1 1 1 1 3 0 1 1 1

V2=A1+B1*V3+B2*V4+B3*V5+B4*V6+B5*V7+B6*V8+B7*V9+B8*V10+B9*V11+B10*V12+B11*V13+B12*V14+B13*V15
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1 Hotel de Bangkok http://www.hoteldebangkok.com/

2 Praya Palazzo http.//www.prayapalazzo.com/functions.php

3 Chakrabongse Villas http://www.thaivillas.com/

4 Baan Dinso Boutique Hostel http://www.baandinso.com/

5 Lub d Bangkok - Silom http://silom.lubd.com/silomhostelrooms.html

6 Tenface Bangkok Hotel http://tenfacebangkok.com/index.php

7 SEVEN http://www.sleepatseven.con/

8 Shanghai Mansion http://www.shanghaimansion.com/bangkok-hotel/bangkok-hotel.html
9 Ban Idin http://www.banidin.com/index.php?lay=show&ac=article&[d=317808
10 The Legendha Sukhothai Resort http://www.legendhasukhothai.com/

11 9W Boutique Studio http.//www.9wboutique.com/

12 De Naga Chiang Mai Resort http.//www.denagahotel.com/index.htm]

13 Bann Tazala, Exclusive Residence http://www.banntazala.co.th/index.html

14 Ping Nakara Boutique Hotel and Spa http://www.pingnakara.com/

15 Aruntara Riverside Boutique Hotel http://www.aruntarahotel.com/

16 De Lanna Hotel Chiang Mai http://www.delannahotel.com/

17 At Nimman Chiang Mai http://www.atnimancm.com/

18 Away Suansawan Resort Centara Boutique Collection http://www.centarahotelsresorts.com/asc/services.asp

19 Cher Resort http://www.cherresort.com/

20 Paree Hut Resort http://pareehut.com/index.html

21 Green Gallary http://www.greenhuahin.com/Green-Huahin_th.html

22 X2 (Kui Buri) http://www.x2resorts.com

23 PB Valley Khao Yai Winery http.//www.khaoyaiwinery.com/

24 POSITANO http://www.positanothailand.com/

25 The Piano http://www.thepianoresort.com/

26 The Elements Krabi Resort http://www.theelementsresort.com/

27 The Cliff Ao Nang http://www.agoda.co.th/asia/thailand/krabi/the_cliff ao_nang_resort.html
28 Villa Maroc Resort http://www.villamarocresort.com/

29 Plearnwan Co.,Ltd http://www.plearnwan.com/

30 Tana Boutique Hotel http://www.mercuresamuichaweng.com/
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QUESTIOINNAIRE

Title: “Increasing values of hotel business using boutique and lifestyle hotel concept”

Please mark the choice that best describes you with a “/” symbol. Moreover, the completed survey will remain confidential,
while the information provided will only be used for educational research study. The survey has been divided into 4 parts as
followed:

Part 1: Personal Information

Part 2: Lifestyle

Part 3: Preferences for Boutique and Life Style Hotel Characteristics

Part 4: Comments and Suggestions

Thank you for providing us with your valuable information.

Part 1: Personal Information (Please mark your choices with a */” symbol.)

1. Sex: O Male O Female
2. Nationality: [ Thai ] Malaysian Ll other.n e
3. Age:

[ Less than 25 [ 25-30 L3135

[ 136-40 [ 41-45 (146 and over

4. Marital Status:

| Single O Married with........ kid(s) O Widowed/Divorced
5. Education:

] High School or Lower [ vocational School

L] Bachelor’s Degree ] Master’s Degree

Clpup L1 Other oo

6. Career/Profession
1 Government [] Government Enterprises [ private Company Employee
L] Personal Business O Agriculture Llother ...
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7. Monthly Income (1US=30Baht)

[T Less than 25,000 Baht [125,001- 45,000 Baht ~ []45,001- 65,000 Baht
[ 65,001- 85,000 Baht [J85,001- 100,000 Baht ] More than 100,000 Baht

8. Type of Residence (Home)

D House D Townhouse I:l Condominium
O] Apartment/Flat Llother..oovovoee.

9. Owned Car(s)

I:] Benz D BMW D Audi Cl Volvo D Chevrolet
1 Ford O Nissan ] Toyota L] Honda ] Mitsubishi
D Isuzu D Other..uiviiiiiecireccienenns D I do not own a car.

Part 2: Lifestyle
2.1 Activities (Please mark your choices with a */” symbol.)

10. Which of these sports do you play most often? (Please select only 1 choice.)

] Swimming C Gotf (] Tennis
[ Fitness ] Yoga [] Aerobics
L Others..oovoeeeeeeeeseeeee e

11. How often do you take part in the sport activity indicated in Question 11?7
[J once/week [ 2 times/week (13 times/week

D 4 times/week D 5 times/week O More than 5 times/week

12. Which activity do you prefer the most when you have free time? (Please select only 1 choice.)

[ Read Books O Shopping [ watch Movies
1 pub/Bar L] Spa/ Massage [ Go Out to Eat
O rvMusic L Other e

13. How often do you do the activity in Question13 per week?
[ Oncerweek 1 2 times/week [13 times/week

D 4 times/week D 5 times/week D More than 5 times/week
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14. Which type of trip do you prefer the most? (You can select more than 1 choice.)
] Nature (Sea, Mountain, Waterfalls, Jungle) [ Arts/Culture (Ancient Ruins, Museum)
D Agro-Tourism (Home-stay) il Eco-Tourism (Natural Preservation)
[ Adventure {(Mountain Climbing, Camping)
| Activities (Fun Parks, Go Carts, Jet Ski, Bungee Jumping)
O Trendy (Eat, Shop, Chic Hotels, Night-Life, City-Life)

D Other. ..o ceeereareene

15. How many times per year do you go sightseeing by foot?

D 1 -5 time D 5-10 times D More than10 times

16. How much do you pay for each trip? (1US=30Baht)
[J Less than 10,000 Baht [ 10,000 - 50,000 Baht

(50,001 - 100,000 Baht ] More than 100,000 Baht

2.2 Interests (Please mark your choices with a “/” symbol.)

17. Which type of accommodation do you prefer the most? (Please select only 1 choice.)

[ Hote! [ service Apartment [] Resort and Spa
[ Guest House O Home-Stay O vinia
O Tent/Camping O Other (Please indicate)..........ocoeoeerveerencne.

18. Which type of room do you generally prefer?
[ studio Room (Bedroom + Bathroom)

[ suite Room (Bedroom/Bathroom/Living Room)

19. Is Internet important to your lifestyle?

O Important C] Not Important

20. What type of lighting do you prefer?

O Day light (white) LI warm light (orange)
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21. What type of color tone do you prefer in a room? (Please select only 1 choice.)
[ Plain/Dark (i.e. black, white) [ Bright/Fun (i.e. yellow, blue, orange)
[ Luxurious (i.e. gold, silver) (] Natural/Earth Tone (i.e. green, brown, cream)
1 Colorful/Vivid/Arousing (i.e. contrasting colors, black/red, purple/green)

] Other (Please Indicate).....ccoevvververrvnreennne
22. How big do you think a room in a boutique hotel should be?

D3Om2(6mx5m) D35m2(7mx5m) D40m2(8mx5m)

D45m2(9mx5m) DSOmZ(IOmXSm) [ more than 50 m’

23. Which “Design Style” do you prefer? (Please select only 1 choice.)
O Contemporary style ] Modern style [ Minimalist style
O] Antique style [ orientat style [J western style

[ Ancient or Vintage style [ Other (Please Indicate).............ooooovee.

24. Which method do you prefer to bathe? (Please select only 1 choice.)

D Shower O Bath Tub/Bubble Bath D Other (Please indicate).......couvverreee

25. What type of food do you prefer? (You can select more than 1 choice.)

D Health Food D Fusion l:l Fast Food

(] International (Please INiCate).........ooveeeververereererenns.

26. Which type of alcoholic beverage do you prefer most? (You can select more than 1 choice.)
D Beer (Please indicate brand).........ccoecveveccverevinncniiininnnn.
[T Wine (Please indicate brand)...........ccocorvecricniiiienennens
O Liquor (Please indicate brand).........cccovvvvmieeincncccans
[ Cocktail (Please indicate NAME)..............ccerrervresreeeseereenes

I'_'l 1 do not drink alcohol.
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27. Which non-alcoholic beverage do you prefer most? (You can select more than 1 choice.)
[ Soft Drinks [ Tea/coftee O] miix [ cocoa/Chocolate
[ Fruits Juices [ Mineral Water [] Herbal Drinks
] other (Please Indicate)........ocovvevereeececne
28. What is your favorite type of music? (You can select more than 1 choice.)
[ 5azz [ classical L] Acoustic O Country
O Pop/Dance [ r&B CIRock/Metal [ Latin/ Bosanova

O Rap/Hip Hop U Reqqae/Ska (lindies  Ulother (Please Indicate).............

29. What type of magazine do you read most often? (You can select more than 1 choice.)

[ Health ] Cars/Motorcycle Clir /Computer O Fashion/Beauty
[ Men’s CJ Mom and Kids [ Hotel/Tourism [ Design/Graphics
L1 Sports [ starsMovies [ Business/Industry (| Documentary/Religion

] Other (Please Indicate).....c.ccccveeeveenenins

2.3 Opinions (Please mark your choices with a “/* symbol.)

30. Motivation in choosing your travel destination. (You can select more than 1 choice.)

[ New destination [ safe and convenient travel
[ worth the expenses Ol Special activities of interests
[J Destination fits your life-style O Other(Please Indicate).........cooeoveveevererencnce

31. Do you know what a boutique and life-style hotel is?

D Yes L__l No D Not Sure

32. Ifyou have an opportunity to stay at a boutique or life-style hotel, would you stay there or not?

D Yes D No D Not Sure

33. Select 5 activities that you think a boutique hotel should organize. (You can select more than 1 choice.)

[1 Adventure L] water Sports [ Arts and Cultural Study
O Cooking [J Extreme Sports [ Activities for Kids an Family
] Yoga/Meditation [ Environmental Conservation ] Health/Aroma Therapy, Spa

O other (Please Indicate)..........ccccoovovvevccieeseeceerveneaenens
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34. Which of these services or facilities should a boutique and life-style hotel have? (You can select more than 1

choice.)
[ Fitness L] Swimming Pool [ sauna /1acuzzi
O Shops O Beauty Parlor/Stylist [[] Restaurant/Coffee Shop
1l Meeting Room Ol Bicycle Rental [ Business Center
[ pub/Club/Bar O Spa/Massage - L Travel Agents
[ internet WIFI [ pets Allowed LI kid’s club
O Family Room L] Smoking Room [ Accessible to the Disabled
[ casino [ 1 Room Service Ll Airport Shuttle Service
1 Money Exchange O Gallery O Reading room/Library

O Other (Please Indicate).........ccvevevenne...

Part 3: Preferences and willingness-to-pay for characteristics found in boutique and life-style hotel. (Please mark your

choices with a “/’ symbol.)

Attributes of Boutique and Lifestyle Hotel

Highest High Medium | Low | Lowest

35. Unique/Outstanding Design and Architecture

36. From 3-79 rooms

37. More than 80 rooms

38. Center of Town or Business

39. Seaside

40. Near Airports, Bust Stations,Train Stations, Subways

41. Near Tourist Attraction

42. Mountains/Forests View

43. Water/Rivers/Lakes View

44, Gardens/Plantations View

45. Ocean/ Sea View

46. Spa

47. Sauna

48. Jacuzzi

49. Thai Massage

50. Swimming Pool

51. Fitness Center
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Attributes of Boutique and Lifestyle Hotel

Highest High Medium | Low | Lowest

52. Golf

63. Tennis Court

54. Hotel Rating/Category 5 Star

55. Hotel Rating/Category 3-4 Star

56. Hotel Rating/Category 1-2 Star

57. Telling a historical story behind the hotel

58. Hotel renovated from historical building

59. Well-known or well-recognized brand

60. Part of an international hotel chain or franchise

61. Pay special attention to personalized service

62. Friendly and warm services/home away from home

63. Services meets your lifestyle and preference

64. Free Internet access

65. WIFI throughout hotel

66. Internet connection in each room (LAN)

67. Conduct unique and special activities for many

experiences

68. Green Leaf Certificate

69. Care and devoted to nature/ the environment

How much are you willing to pay for a room in a boutique and life-style hotel in the Hat Yai-Songkhla area?



44
swmmﬁﬁmﬁuaugsrﬁ LUUH 2 PSU Grant Report_2013 (2.2)

=, Qs o A -\
unn’nmaHmlauanﬂszqmmmi

(Proceeding)



45

immuﬁﬁmﬂ'uaugsd WUUT 2 PSU Grant Report_2013 (2.2)

Increasing Values of Hotel Business Using Boutique and Lifestyle Hotel Concept

Thanitha Sangwichien’
thanitha.sa@psu.ac.th

Kaedsiri Jaroenwisan
kaedsiri.j@psu.ac.th

Presented at the: SIBR Hong Kong 2014 Conference on Interdisciplinary
Business and Economics Research, 27th-28th September 2014, Hong Kong.

ABSTRACT

This research focused describing the investment potentials for boutique and lifestyle in
order to increase the values of hotel businesses in Hat Yai, Thailand. First, the research
investigated the key attributes found in boutique and lifestyle hotels that influence a traveler’s
willingness-to-pay. Then, it determined the effect of demographics, personal lifestyle and
traveler’s preferences on characteristic attributes of boutique and lifestyle hotels. Finally, the
study analyzed these key attributes in order to develop guidelines and recommendations for hotel
businesses in the Hat Yai City area. Surveys were conducted using a sample population of 30
randomly selected awarding-winning boutique hotels in Thailand and 400 travelers in the city of
Hat Yai. Tools used in this research included a hotel assessment form and a survey of each
traveler’s demographic, lifestyle and preference toward boutique and lifestyle hotels. Results
were presented in terms of percentages, means, and standard deviations. Statistical analysis was
conducted using analysis of variance (ANOVA), multiple regression using the Hedonic Price
Model and content analysis.

Results of multiple regression analysis of randomly selected boutique hotels in Thailand
revealed that the attributes which showed significant (p<0.05) effect on the traveler’s
willingness-to-pay were star rating, brand and green responsibility. Moreover, the study indicated
that the highest percentage of tourists surveyed were between the ages of 25-35 years old, single
with a monthly income ranging from 25,000-45,000 Baht, and work for private businesses. This
sample group had a preference to live in houses, drive Japanese cars, play both indoor and
outdoor sports, listen to music, watch TV, read books, see movies and eat out. This group also
spends on the average between 10,000-50,000 Baht (300 — 1,500 USD) per trip, and prefers
rooms with modern designs and decorations, earth tone colors, day-light illumination, and
standing showers. Most of the sample population also indicated that they are familiar with
boutique hotels and are interested in staying at a boutique hotel in the Hat Yai area at a
willingness-to-pay amount of around 2,500 Baht (75 USD) per night which is twice the average
cost of hotel rooms in the area. They also expressed ‘highest degree of preference’ for Internet,
personalized service, and customized activities attributes.

Keywords: Willingness-to-Pay, Hedonic, Hotel Attributes, Boutique Hotel, Lifestyle
5™ Lecturer, Faculty of Management Sciences, Prince of Songkla University, Songkhla, Thailand.
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ABSTRACT

This research focused on describing the investment potentials for boutique and lifestyle
hotels in order to increase the values of hotel businesses in Hat Yai, Thailand. Surveys were
conducted using 30 randomly selected awarding-winning boutique hotels in Thailand and 400
travelers in the city of Hat Yai. Results of multiple regression analysis revealed that the attributes
which showed significant effect (p<0.05) on the traveler’s willingness-to-pay were star rating,
brand and green responsibility. Moreover, the study indicated that the highest percentage of
tourists spends on the average between 10,000-50,000 Baht (300 — 1,500 USD) per trip, and
- prefers rooms with modern designs and decorations. Most of the sample population also
indicated that they are interested in staying at a boutique hotel in the Hat Yai area at a
willingness-to-pay amount of around 2,500 Baht (75 USD) per night which is twice the average
cost of hotel rooms in the area.

Keywords: Willingness-to-Pay, Hedonic, Hotel Attributes, Boutique Hotel, Lifestyle

1. Introduction

Thailand is one of the top destinations in the world when it comes to tourism. Despite
political turmoil, Thailand still offers tourism unique services, breathtaking locations, fantastic
food and a memorable cultural experience. Even though the number of tourists dipped during the
government protest from the end of 2013 thru May of 2014, Thailand should still expect to have
more than 15 million tourists visiting its major attractions in 2014 alone (Tourism Authority of
Thailand, 2014). Suvarnabhumi International airport alone expects to handle more than 10
million tourists (Bureau of Tourism business and Guide Registration, Department of Tourism,
2013) while top locations such as Phuket and Chiang Mai continue to accept increasing
international flights and Phuket is expected to invest more than 2 Billion Baht (600 Million USD)
in airport renovations in the next 5 years (Department of Tourism, Thailand, 2013). Having a
strong infrastructure in the hotel and services industry provide Thailand with the capability to
handle the increasing number of tourists, while the trend around the world toward boutique and
lifestyle hotels have given selective tourists with high purchasing power the ability to choose the
type of experience they would like to receive during their hotel stay (Freund de Klumbis, 2007).
Prices for hotels in Thailand can range from as low as 400 Baht per night (15 USD) to as high as
several 100,000 Baht per night (3,000 USD); however, foreign travelers in Bangkok and Chiang
Mai can expect to pay around 2,000 — 3,000 Baht for a 2-3 Stars Hotel or as much as 4,000 —
5,000 Baht for a 4-5 Stars hotel (Thailand Boutique Awards, 2011).

This range of selectivity and potential for growth in boutique and lifestyle hotels in
Thailand has led to the importance of this study in analyzing the potential for such investment in
the Southern part of Thailand. By investigating the top boutique hotels in Thailand, the research
was able to narrow down the main factors influencing the willingness of tourists to pay a certain
price for these hotels. Moreover, this study applied these findings into formulating a constructive
survey that help to bring about conclusions on the potential of investment in boutique and
lifestyle hotels in the city of Hat Yai, which is a major business and tourism hub in Southern -
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Thailand. Attributes such as traveler’s characteristics and personal lifestyle were used to asscss
their preferences in the type of services they expect in these hotels along with their willingness-

to-pay.

Moving toward the trend of boutique and lifestyle hotels, Lea (2000) found that the price
increase for hotels in the United States from 1995-2000 were highest for boutique hotels.
Likewise, Londner (2003) found 4 stars hotel in the Fort Lauderdale and Palm Beach County
were able to increase the pricing of the their hotels by 30% after they switched their service and
facilities toward boutique hotels. Moreover, many researchers have also investigated the major
factors influencing the customers’ willingness-to-pay for their hotel stay. For example, Espinet et
al. (2003) found that hotel rating (category), location (town), hotel size, distance to the beach,
and availability of parking spaces were all significant factors in the pricing of hotels along the
beach in Spain. Aggett (2007) also found that location, quality, uniqueness, service provided, and
personalized levels of service offered were distinguishing factors that hotel goers in the UK seek
when they stay in boutique hotels.

Using the Hedonic Price Model, Rothschild and Chen (2010) found that for Tai Pei,
location, availability of LED TV, conference room influenced both the room pricing for
weekdays and weekends. While fitness centers affect the prices of rooms on weekdays alone,
room sizes significantly impact the price of rooms on weekdays alone. Using a similar Hedonic
Price Model in their study on regional Taiwan, Yeh and Chen (2010) concluded that views,
swimming pool, brand, and natural surrounding all influenced the pricing of rooms significantly.

Therefore, in this study, the Hedonic Price Model will first be used to investigate the key
attributes found in boutique and lifestyle hotels that influence a traveler's willingness-to-pay.
Then, these factors will be tabulated into a questionnaire for visitors in Hat Yai, Thailand, in
order to determine the effect of demographics, personal lifestyle and traveler’s preferences on
characteristic attributes of boutique and lifestyle hotels. Finally, a conclusion can be made into
the potential for investment in this type of hotel in Hat Yai and the Province of Songkhla.

2. Methodology

2.1 Boutique Hotel Characteristics and Effect on Pricing

Using the Hedonic Price Model from Rothschild and Chen (2010), the following factors
shown in Tablel were used investigated. Equation 1 depicts the multiple regression model used
to determine the significant impact of each factor on the pricing of randomly selected 30 of the
top 100 boutique hotels in Thailand (Thailand Boutique Awards, 2011).

**insert Tablel here**
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Log(HPRICE ) =0a.® + Bf Room + B§ Leisure + B § StarRating + B Brand
+ B £ personalServ + BE Sport + B£ Design + B S Theme + B EView
+ B 5 Airport + BfCenter + B £,Beach + BEWiFi + B § Extradct + Bf.Green + € ¢

Where HPRICE is the price vector of different types of hotels. The definitions of variables are

g, £ . e e . g.
stated above. & is a constant, B is the coefficients of individual variables, € is an error term
in a normal distribution with an expectation value of zero.

£ : Average Price of Boutique or Lifestyle Hotels
B : Coefficients of Individual Variables

Wik . Characteristic Variable
@ . Constant

€.
i : Error

2.2 Correlations between Lifestyle and Hotel Preference

In order to test the effect of personal lifestyle on the attributes that make up boutique and
lifestyle hotel, One-Way Analysis of Variance (ANOVA) using t-test and F-test at a significant
level of p<0.01 was used. SPSS 18.0 software was used to analyze the data compiled from the
400 travelers who visited Hat Yai between Jan-May of 2013.

3. Results and Discussions

3.1 Hedonic Price Model for Determining the Willingness-to-Pay

From the analysis of the attributes or characteristic variables of boutique and lifestyle
hotels which were sampled from 30 of the top hotels in Thailand using the Hedonic Price Model,
it was found that three factors significantly affected the price of the boutique hotels (p<0.05).
They include Star Rating, Brand, and Green Environment. The multiple regression analysis
found that the model can explain up to 86.2% (R* = 0.8611) of the sample population and the
coefficients are given in the following equation.

Ln(Price) = 6.5316 + 0.2892 (Star Rating) - 0.3663 (Brand) + 0.2551 (Green)

Using the above equation, it can be seen that both Star Rating and Green (environment
awareness) had a positive effect on the price or the willingness-to-pay of hotel travelers in
Thailand. However, Brand actually had a negative effect on the price the travelers were willing
to pay. Thus, lists sample calculations for 8 different cases the significant effect of all 3 attributes
mentioned previously as shown in Table2.
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**insert Table2 here**

From the table, it can be seen the effect of Green as an important attribute in selecting
boutique and lifestyle hotel. In general, a traveler would be willing to pay only 1,133.31 Baht for
a 3 Stars hotel that has a brand or is a part of a franchise, but if the hotel shows awareness or
responsibility toward the environment, the price would be increased to 2,109.70 Baht. In
addition, for hotel with a Stat Rating of 4 and also show responsibility toward the environment,
its cost per room can be increased from 1,513.38 to 2,817.20 Baht which is an 86.15% increase
in value. This agrees with the research by Freund (2007), higher Star Rating will also attract
consumers with higher purchasing power which will lead to increasing the value of the hotel.
Thus, by addressing these 2 issues; Green and Star Rating, boutique and lifestyle hotels in
Thailand will be able to increase its value dramatically.

3.2 Characteristics Travelers in Hat Yai City on Selection of Boutique and Lifestyle Hotels

From the results of statistical analysis using One-Way ANOVA and both t-test and F-test at a
significant difference of 99% (p<0.01), a correlation between a particular characteristic of the
traveler and their preference toward a boutique hotel was made. The following observations were
obtained indicating that the differences in personal characteristics and lifestyle significantly
affect hotels preferences for as shown below.

3.2.1 Personal Characteristics

Age: Travelers in the age group from 25-30 and 31-35 years old made up the largest
group surveyed and they both had special preference on personalized service, the internet, and

extra activities.

Income: Different income groups had a special preference for hotel characteristic that
differ in 8 areas, including location, leisure facilities, sports activities, star rating, historical story,
personalized service, the internet, and extra- activities. Moreover, the two groups that represented
the highest percentage of surveyed travelers were those with income between 25,001-45,000
Baht and 45,001-65,000 Baht both preferred personalized service, the internet and extra
activities.

Home Type: The largest group of people surveyed either own a home or a condominium.
These groups preferred personalized service, the internet, and extra activities

Car Type: Different group of car owners had hotel characteristic preference that differ in
8 areas, including location, leisure facilities, sports activities, star rating, historical story, brand,
personalized service, the internet, extra- activities, and environmental responsibility. Like
previous categories, both owners of European cars (Audi and Volvo) and Japanese cars (Toyota
and Mitsubishi) preferred personalized service, the internet and extra activities.

3.2.2 Lifestyle

From a survey conducted among 400 travelers in the city of Hat Yai, the following
lifestyle were found and separated into two areas which include (1) Activities and (2) Interests
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Activities: From the survey, it was found that 27.3% of the sample population preferred
swimming as their favorite outdoor sport. For indoor sports, they preferred fitness, aerobics, and
yoga at 18.8, 18.3, and 7.3%, respectively. In addition, the frequencies of their sporting activities
were once per week (33.3%) and three times per week (26.5%). Furthermore, from this study, the
leisure activities that travelers in Hat Yai preferred the most were listening to music/watching TV
at 23.8%, followed by reading at 22.0%. The rest of the population enjoyed watching movies,
eating out, and shopping at 14.5, 13.0, and 12.8%, respectively. Interesting, more than 30% of
the travelers take part in these activities at least 5 times per week. Finally, for the type of travel
activity that the sample group preferred, it was found that more 80% preferred nature travel,
including going to the beach, mountains, forests, and waterfalls, while 44.8% also prefer eating
out, shopping, and nightlife. About half of these travelers travel 1-5 times per year (50.5%) and
about the same spend around 10,000-50,000 Baht per trip (58.0%).

Interests: From the study of the type of hotels that are interested in staying, it was found
that 43.3% prefer traditional hotels, followed 27.3% for resort and spa. Other types of
accommodations included home-stay, service apartment, and guest house at 11.0, 7.0, and 7.0%,
respectively. In addition, the type of room that they selected most was a studio type room with a
bed room and a bathroom (73.3%). Moreover, the room décor that the sample population
preferred were Modern style at 33.0%, followed by Minimalist and Contemporary at 20.0 and
18.5%, respectively. For color tone, 37.8% of the people surveyed preferred Earth Tone, while
nearly the same percentage chose Bright Colors (36.6%). The type of lighting that they preferred
most was Day Light at 56.3 rather than White Light (43.8%). Furthermore, travelers in Hat Yai
also preferred showers rather using bath tubes (63.8% to 31.0%).

One likeness that stood out among travelers was the necessity for the Internet as 86.0% of
the travelers preferred having the Internet, while only 14% did not need this service. Other
special consumer preference included 50.8% for health food diet, 48.8% for non-alcoholic
beverage, with coffee, tea, and fruit juices being the most popular choice of drink at 55.5% each.
For music, 46.8% of the people surveyed preferred acoustic, while 40.3% enjoyed classical and
37.5% enjoyed pop/dance. Finally, there preference for magazines ranged from 45.3% for beauty
and fashion magazines, followed by health, IT/computer and travel magazines at 36.3, 32.8, and

31.8%, respectively.

Others: From the travelers surveyed in this research, nearly 50% of the people indicated
that they know about boutique and lifestyle hotels (49.0%), while only 19.0% claimed that they
did not know what they were. The remaining 32.0% said that they were not sure. Moreover, as
much as 68.8% would chose to stay in boutique and lifestyle hotels with only 26.8% saying that
they would not. Furthermore, of the travelers who visit Hat Yai, 52.0% of them would chose a -
destination that is safe and convenient, whereas 45.8% would travel to a place that they never
have been to. Finally, 42.5% would choose an accommodation that reflects your lifestyle or

personality.
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3.3 Discussion on Lifestyle and Hotel Preference for Hotel Guidelines

From the statistical analysis of the 400 travelers that visited Hat Yai, it was found that the
business of boutique and lifestyle should consider providing facilities and services that
accommodate the customer needs according to the recommendations below.

e Sports: The choice of sports have significant influence on 7 different attributes related
to boutique and lifestyle hotels including (1) location, (2) star rating, (3) brand, (4)
personalized service, (5) internet, (6) extra activities, and (7) environmental
responsibility. In addition, groups who preferred swimming, fitness, and golf all
consider personalized service, the internet, and extra activities as their most important
criteria in staying at a boutique and lifestyle hotel. These results agree with that of
Ogilvy and Mather Thailand (2006) that concluded that the many young travelers
prefer outdoor sports more than indoor sports and spend about 1-4 times per week on
these activities. Moreover, since most of the travelers were single, they are considered
in the early stages of their professional career and do not have family to worry about.
Thus, they tend to have more time to exercise and play sports in order to present
themselves as attractive and interesting to the opposite gender whether its during their
travel or at work. So, even while they travel, they would prefer to stay in shape and
exercise as much as they can.

e Leisure Activities: The preference of leisure activities affected all 12 attributes
considered in this study, while those who favored shopping, watching movies, and
eating out all required personalized service, the internet, and extra activities as their
highest priority.

e Type of Accommodations: The choice of accommodations impacted 10 different
attributes related to boutique and lifestyle hotels including (1) location, (2) start rating,
(3) brand, (4) personalized service, (5) internet, (6) extra activities, (7) environmental
responsibility, (8) view, (9) leisure facilities and (10) sports facilities. Travelers who
preferred hotels and service apartments both rank personalized service and the internet
highest among their required services.

e Hotel Decor: Travelers who have different hotel decoration preferences also have 10
different attributes that they look for including (1) location, (2) start rating, (3) brand,
(4) personalized service, (5) historical background, (6) extra activities, (7)
environmental responsibility, (8) number of rooms (hotel size), (9) leisure activities,
and (10) sports activities. Interestingly, the internet was not one of the factors that were
influenced by the hotel décor preference. In addition, it was found that travelers who
favored modern style and contemporary style selected personalized service and
environmental responsibility as their highest priority.

From the above conclusions, hotel businesses can focus their services to accommodate the needs
and preferences of the various types of hotel customers in the city of Hat Yai. The information is
relevant for future investment, remodeling, and promotion of their hotels to attract the specific
target groups that they prefer. Furthermore, these investments may be able to increase the value
of their hotel businesses which, as a result, would yield higher profit for the company.
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IV. Conclusions and Recommendations
From this study, the following conclusions were obtained.

e The boutique and lifestyle hotels should focus on a niche market that requires a unique
experience during their visit. From this study, the researcher suggest that target market
for boutique and lifestyle hotels can be described as CHIC group, where “C” represents
Communication and IT, “H” represents “Highly Individualized”, “I” represents
“Innovation”, and “C” represents “Community Concern.” In particular, this group
represents trendy, individualistic, young professionals, highly educated, high income, IT
focused, health conscious, and environmentally accountable. Thus, hotels must create
marketing strategies and services that can meet their needs. The marketing mix of
boutique and lifestyle hotels must consider the lifestyle of the target group when
developing services. The target market may not be just gender or age, but also their

lifestyle.

4. Nowadays, a number of travelers are skilled in IT and prefer modern lifestyle. They are
interested in new experiences and place a lot of attention towards the physical designs of
products as well as unique type of services. Therefore, they look for trendy
accommodations and are willing to pay high prices if their needs can be fulfilled. In order
to attract this customer base, companies must invest in tools such as e-commerce,
websites, and social media, such as Facebook, Twitter, Line or Instagram. This will
increase the speed and efficiency in reaching the target group, while also decreasing the
marketing cost.

e Customized activities should be aimed at giving travelers new experiences. These could
be focused toward health and environment related activities. By showing social
responsibility, especially for the environment, companies can create new values and a
sense of accountability for the customers when they visit the hotel. This can make the
customers feel like they are contributing the environment, and not just traveling for
personal happiness alone.

« For boutique and lifestyle hotels, customers do not consider international brand or
franchise as a requirement for their willingness-to-pay. They prefer services that are
creative, unique, personalized, and reflect their personality and lifestyle. By providing
services that are different from large, general hotels, boutique and lifestyle hotels can
overcome the necessity for brand names and increase their value.

« Health and beauty have become very important for travelers; thus, by accommodating
these needs, hotels can increase its value significantly. Examples of these facilities
would be fitness, swimming, yoga classes, and aerobic classes.

« From this study, Personalized Service ranks as one of the highest criteria in the selecting
a boutique and lifestyle hotel. In general hotels must focus its attention on providing -
excellent service, showing attentiveness and professional etiquette while maintain
friendly ambient throughout. However, for boutique and lifestyle hotel, additional
attention must be paid to individual wants and needs. Each customer will have their own
preferences when it comes to food, activities, and lifestyle. As a result, hotels must be
able to also provide the customers with specialized activities in order to make their stay
even more rewarding and memorable.
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* Hotels with Green Leaf designation are more attractive to hotel travelers with these
environmental concerns and may help to increase the value of their hotels. Including
environmentally friendly, for example, energy savings architecture design, reduction of
plastic usage, energy savings activities, planting trees, using decorations made from
natural, degradable materials, moving toward organic materials, and using solar
collectors to reduce energy consumption. '

* Hotels should improve the quality of its services and facilities in order to move towards
international standard. By increasing its star rating, the boutique and lifestyle hotels
should consider gaining a good star rating through their respective hotel association.
This research found that customer’s willingness-to-pay will be to increase its value
significantly.

* Hotels must train its staffs to understand and recognize the needs of its customers based
on the behavior and lifestyle of each type of travelers that stay at the hotel. Services
must be quick and efficient in order to make their experience enjoyable and memorable.

» Hotels must install facilities and prepare amenities that are of high quality or under brand
names. This will increase the image of the boutique and lifestyle hotel and appeal more
to the customers.

* Hotels should implement Customer Relationship Management (CRM) technique in its
marketing strategy so that customers will want to return for future visits.
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Tablel: List of attributes or characteristics used in the Hedonic Price Model.

Attribute or Variable
Characteristics Codes

Location Center “1” if near city center

Variable Definitions

“1” if provide any of the following leisure services such
as spa, sauna, jacuzzi, or Thai massage

“1” if rooms are decorated in at least one unique style,
such as modern, contemporary, conservative, or Thai or

Western

S

Personalized Service PersonalServ | “1” if provide at least one type of personalized service
such personalized breakfast (not buffet)

Experiences Extra “1” if provide specialized activity for specific target group
Activities such as cooking, adventure activity, cultural activity, or
kids and family activities

S 5 ks et
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Table2: Example of predicted prices using the hedonic price model.

Model In (Price) Star Rating Brand Green Price*
1 7.9435 -4 0 1 2,817.20
2 7.6884 4 0 0 2,182.88
3 7.5772 4 ‘ 1 1 1,953.15
4 7.3221 4 1 0 1,513.38
5 7.6543 3 0 1 2,109.70
6 7.3992 3 0 0 1,634.68
7 7.2880 3 1 1 1,462.64
8 7.0329 K] 1 0 1,133.31

1= Have, 0 = Do not have, Price* = willingness-to-pay or highest amount willing-to-pay



