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ABSTRACT 
 

Many older hotels are redesigning their lobbies to meet the needs of travelers by 

balancing aesthetics and design while also providing guests with the services they require 

(Andorka, 1995). Both the rational—price, location, service qualities—and emotional 

considerations—happiness, excitement—are customers' motivating factors when 

choosing hospitality products (Kwortnik, 2003). Various literature reviews (e.g., Bitner, 

1992; Lucas, 2003; Mattila, 1999; Mehrabian & Russel, 1974; Veronique, 1997; 

Wakefield & Blodgett, 1996) suggest that a stimulating physical environment has the 

potential to make a positive impact on customers' perceptions and behavior. Salient 

attributes of a desirable physical environment include facility aesthetics, including the 

function of architectural design; interior design and décor; layout accessibility; seating 

comfort; and lighting also help ease or restrict movement. However, there is a lack of 

data pertaining to the physical environment that emphasizes attractiveness of hotel 

lobbies.  

The purpose of this study is to explore the design features that guests find most 

attractive in a hotel lobby, and thus, determine how these features affect their overall 

behaviors toward the total hotel's environment.  

This study used quantitative and qualitative methods. Quantitative data were 

obtained from questionnaires that addressed eighteen questions pertaining to the physical 

environment attraction. Qualitative data for this study were obtained from photographs 

and physical observations, which permitted a triangulation of the data. The eight different 

hotels, located in three areas of Lubbock, were selected to promote diversity in sampling 
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and to include different phases of expansion. Data for the study were collected during the 

fall of 2006. One hundred and twenty two usable questionnaires serve as this study's 

source of data collection. The photographs helped generate themes that were not 

discovered on site. Of the 122 respondents, 62 were male and 60 were female. Majority 

of the respondents were either business or leisure travelers. 

 A correlation analysis found significant relationship between various design 

elements, such as color, furniture layout, lighting, floor treatment as well as 

interioscaping and accessibility. This result could support that aesthetic features alone do 

not have much of an effect on guests unless the end result creates an effective 

environment. Since the samples were all drawn from the city of Lubbock and limited to 

122 travelers staying at three stars hotels, this has limited this study's generalisability to 

other hotel categories. Because sample sizes varied between hotels, the samples obtained 

were incongruous in carrying major statistical analysis, however, the location of these 

hotels allowed the tangible elements in their lobby to be observed, which provides 

important insight into the physical environment and variables that influence the definition 

of lobby attractiveness. 
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CHAPTER I 
 

INTRODUCTION 
 
 

The physical environment plays an important role in influencing customers’ 

behavior, creating an image for an organization (Bitner, 1992; Lucas, 2003; Mattila, 

1999; Mehrabian & Russel, 1974; Veronique, 1997; Wakefield & Blodgett, 1996), and 

affecting social and cultural interaction (Davis, 1984; Lang, 1987). As a result, a number 

of corporations are developing enticing and innovative environments to better showcase 

their products and services (Earl, 2003). The physical design of a building has been 

proven to restrict people’s behavior (Bitner; Davis; Lucas; Mattila; Mehrabian & Russel; 

Veronique; Wakefield & Blodgett, 1996) and has the power to influence people's reaction 

to particular environments (Farmer, 1993). An appropriate physical environment helps 

produce quality performance; if the environment is unsuitable, people often leave and 

seek one that aligns more closely to their tastes and preferences (Pulgram, 1979). For this 

reason, it is important for business firms to identify the desirable behaviors of their 

customers and to then set goals that reinforce these behaviors, especially hospitality-

centered businesses like hotels. The purpose of this study is to explore the design features 

that guests find most attractive in a hotel lobby, and thus, determine how these features 

affect their overall behaviors toward the total hotel's environment 

Hotel Typology 

The quality of hotels has advanced greatly over several centuries. According to 

Collins (2001), “As the world’s climate changes, by what are now perceptible degrees, 
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there will be noticeable impact on the entire hotel industry” (p. 213). An increasingly 

sophisticated customer base has also given rise to new trends in hotel design, like the 

development of diverse hotel types (Rutes, Penner, & Adams, 2001). Depending upon the 

type of guests it targets, each hotel type has different goals and the planning required to 

meet these goal vary by a variety factors that include location, size, and circulation 

(Rutes, Penner, & Adams, 2001). As shown in Figure 1, more than 50 different hotel 

types exist today. The following discussion examines the most common of these types 

Boutique Hotels 

Developer Ian Schrager and his partner Steve Rubell inaugurated the concept of 

boutique hotels in the mid-1980s (Rutes, Penner, & Adams, 2001; Vanderbilt, 2000). 

Schrager’s approach to design was to transform an empty space into an emotionally 

compelling environment (Adner, nd). At the time, this approach to hotel design was seen 

an unconventional, especially Schrager's use of design elements to simulate a theatre, a 

philosophy he has followed since opening Morgans in New York (Klumbis, 2002). 

Boutique hotels are often constructed through the re-use of an older, urban property 

(Miller, 2001). Because such type of hotels don’t have to invest on property purchases, 

most boutique hotels charge less as compared to their luxury counterparts (Miller, 2001) 

Noble and Thomson (2001) maintain the importance of the boutique hotel's intimate 

physical environment; however, Vanderbilt's research reveals that with the exception of 

an area with strong attention to design and amenities, no two people agree on the features 

that define a boutique hotel. 
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. 

 
 

Source: Excerpted from Rutes, Penner, and Adams (2001), “Hotel design, planning, and 

development,” 81. Copyright 2001.  

Figure 1: Different types of hotels emerging in the past few decades. 
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In the beginning of the 1980s, smaller size hotels, typically less than 100 rooms, 

were considered an important feature of boutique hotels. Yet current boutique hotels can 

be found as big as the First Network Hotel on E. 49th Street (722 rooms) or as small as 

the Ace Hotel in Seattle (24 rooms) or the Novecento Boutique Hotel in Venice (9 

rooms).  

 

 

 

 

Airport Hotels 

 The traditional airport hotels were not as multi-dimensional as their modern 

counterparts and offered fewer facilities and a limited numbers of guests. Originally, 

airport hotels were designed to provide travelers with a place to eat and sleep. The 

evolution of this hotel type, however, now provides the amenities of downtown hotels 

and has become the destination of choice for meeting couples, accommodating airline 

Figure 2: Boutique hotel vs. total US and all other luxury 
hotels, average annual change in performance ratios 1995-2000.

Source: Excerpted from “the boutique hotel fad or phenomenon?” 

by Kirsten Lea, Locum Destination Review, 2000, p.35. 
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crews, and providing a professional environment for seminars and mini-trade shows 

(Gonzalez & Gonzalez, 1989). Being built on relatively inexpensive land, most airport 

hotels avoid the excessive construction costs associated with building downtown 

(Gonzalez & Gonzalez, 1989). This nonexistent expense allows airport hotels to charge 

lesser room rates and still turn a profit. Modern airport hotels also provide facilities, such 

as ballrooms, high-tech business centers, health Spas, luxury suites, and restaurants.  

Convention Hotels 

Convention hotels are designed for hosting conventions as well as national and 

international meetings. Rooms for convention hotels range from 500 for small meetings 

to 1,500+ for larger meetings. The Marriott Rivercenter in San Antonio, Texas is one 

example of popular convention destination.  

Resort 

Resort can be regarded as the location where people spend the majority of their 

time while holidaying (Elliot & Johns, 1993). One of the important features of the resort 

according to Elliot and Johns is that it provides accommodation as well as leisure 

facilities desired by the guests with the features of natural beauty or interest. Edwards 

(1988) claim that through its natural spa conditions or its surrounding natural beauty, 

classic resorts once played a key role in providing health and well being of its guests. Ten 

basic categories of resorts have been defined by Reutes, Penner, & Adams (2001). Some 

of them include Spa Resorts, Ecotourist Resorts, Ski Resorts, and Resort Theme parks. 

By providing facilities such as tension relieving massages, hydrotherapy to beauty and 
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fashion consultation, popularity of a spa market is growing. Research has shown that 70 

percent of people feel more relaxed when they come out of spa.  

But despite which hotel type is chosen, most guests form their first impressions 

based on the design and layout of the hotel's lobby (Julie, 1995 & Andorka, 1998). In 

turn, these impressions may have the potential to influence how guests evaluate the 

effectiveness and quality of the hotel's services. 

 

Hotel Lobby: A Total Design Environment 

The design of the lobby has evolved alongside the changes to the hotel industry. 

For example, the introduction of passenger elevators in 1859 greatly affected efficiency. 

(Rutes, Penner, & Adams, 2001). Over a century later, in the 1970s, American hotels 

played a strong role socially, politically, and economically, and design trends began to 

emphasize larger lobbies (Berens, 1997). But due to more modern technological and 

social changes, the current design trends of hotel lobbies reject many of the concepts that 

made hotels built in  the1950s and 1970s successes. As a result, many owners of older 

hotels are redesigning their lobbies with bold colors, high-technology lighting 

applications, and sculptural furnishings and finishes. 

Facility aesthetics, such as the functionality of architectural design, as well as 

interior design and décor contribute to the attractiveness of the physical environment 

(Wakefield & Blodgett, 1999). Customers may be affected by lighting, color, textures, 

the quality of materials, the style of furnishings, and wall décor. Seating comfort, the 
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presence of a bar, and appropriate interior-scaping are additional commonly desired 

features that can play a significant role in overall client satisfaction. 

A large amount of attention can be diverted by a lobby's uniqueness and makes a 

lasting first impression if designed well (Miller, 1995). In this new era of political, social, 

and demographic transition, social changes and developing of the technology will 

continue to be reflected in the design of the building (Rutes, Penner, & Adams, 2001). 

Today, hotels are becoming more diversified: “The challenges for these hotels are to 

create environment that by its expression gives acknowledgement to many varied usages" 

(Rutes, Penner, & Adams, 2001 p.283), by allowing human activity and interaction for 

the design to come to life. 

Problem Statement 

With so many brands burgeoning, hotels are using their lobbies to provide product 

and service differentiation (Worcester, 2000). Many older hotels are redesigning their 

lobbies to meet the needs of travelers by balancing aesthetics and design while also 

providing guests with the services they require (Andorka, 1995). For example, high-

technology lighting applications and sculptural furnishings and finishes typify the latest 

trends in lobby design (Mucci, 2005). Space planning is also changing. A common design 

error currently in hotel is lobbies that are either too small or too large in relation to the 

size of the hotel (Caro, 2001).  

Unlike other facilities like banks, restaurants, and retail stores, customers spend 

long period of times in hotels; the longer one stays in the facility, the greater the chance 
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the physical environment will help influence overall service satisfaction (Baker, 1987). 

Customers may not return to the facility if they are unsatisfied with the service provided 

(Wakefield & Blodgett, 1996). Both the rational—price, location, service qualities—and 

emotional considerations—happiness, excitement—are customers' motivating factors 

when choosing hospitality products (Kwortnik, 2003). Various literature reviews (e.g., 

Bitner, 1992; Lucas, 2003; Mattila, 1999; Mehrabian & Russel, 1974; Veronique, 1997; 

Wakefield & Blodgett, 1996) suggest that a stimulating physical environment has the 

potential to make a positive impact on customers' perceptions and behaviors. Salient 

attributes of a desirable physical environment include facility aesthetics, including the 

function of architectural design; interior design and décor; layout accessibility; seating 

comfort; and lighting also help ease or restrict movement. However, there is a lack of 

data pertaining to the physical environment that emphasizes attractiveness of hotel 

lobbies. The attractiveness of hotel lobbies and the elements that comprise the parameters 

of this beauty or aesthetics constitutes the topic of the present study. 

Purpose of the Study 

This research will help in fulfilling several purposes (practical and research). 

Practical Purpose 

While undergoing a design process, communication between hotel designers and 

its occupants are crucial, for this, it is important for the designers to garner information 

about the customers' reactions and behavior toward the settings (Davis, 1984). Since the 

function of the building is as equally important as its appearance, it becomes appropriate 
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to identify problems through environmental design research (Lambert & Watson, 1984). 

As a result of this exploration, better information about the physical elements of 

lobbies—layout accessibility, facility aesthetics, seating comfort—and how the 

relationships between these elements help shape its guests' perceptions of the hotel will 

take place. 

Research Purpose 

The purpose of this study is to better understand how guests define attractiveness 

of the environment of the hotel lobby. This research could help provide information that 

pertains to the effects various design elements have on occupants as well as the qualities 

that make lobbies attractive.  
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CHAPTER II 

LITERATURE REVIEW 
 
 

To begin understanding how guests define the attractiveness of the hotel lobby, 

the following chapter begins by first exploring how the physical environment influences 

people's behaviors and their interactions with one another. Next, physical buildings are 

identified as an appropriate context for exploring how emotional responses to an 

environment are shaped and influenced by a variety of design elements, which also helps 

define a company's image. Finally, the building construction and design features from a 

variety of entertainment and leisure-based services are examined and later applied to the 

hotel lobby.  

Physical Environment Influences Behavior and Image 

Since the early 1970s, researchers have shown interest in the effects physical 

environments have on individuals (Bitner, 1992; Heimsath, 1977; Mehrabian & Russel, 

1974). A recent focus of this interest examines how different types of leisure settings—

hotels, resorts, restaurants, casinos, health clubs, and amusement parks—affect 

relationships between people and their environment. These studies suggest that enticing 

physical environments play a pivotal role in attracting people and influencing their 

interaction and relationship with each other and the physical space. 

Ittelson (1982) defined the physical environment as the natural or built 

environment. Built environments are considered the adaptations that people make to their 

cultural environment (Lang, 1987). Davis (1984) identifies physical structure, physical 
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stimuli, and symbolic artifacts as the three main elements of the physical environment. 

Davis termed physical structure as the architectural design and physical placement of 

furnishings that influence social interactions. Furthermore, he states that social interaction 

and physical movement can be limited or restricted by structural configurations, such as 

walls, corridors, and entryways. He describes physical stimuli “as those aspects of 

physical setting that influence his/her behavior” (p. 274). Likewise, interaction in a 

building is also influenced by the nature and placement of furnishings. Symbolic artifacts, 

such as photographs on walls, building design, furnishing styles and types, and wall color 

tend to communicate information about the organization and the people who work there 

(Davis,1984). Maintaining an enticing physical environment is a key to a firm’s success, 

especially when clients are required to spend extended periods of time in their physical 

surroundings. A physical environment can also play an important role in facilitating or 

hindering employees’ and customers’ actions (Bitner, 1992), which alters their social and 

cultural interactions by changing the pattern of height and light, sound and odors, and 

mechanical contact that a person experiences (Lang, 1987).  

Physical environments are comprised of tangible and intangible elements. 

Intangibility is an attribute that contains no tangible quality, and thus, cannot be 

measured (Antony, Antony, & Gosh, 2004). For example, customers cannot assess a 

service prior to or during consumption, nor can they store the service after consumption. 

On the other hand, tangibility refers to qualities, such as physical facilities, equipment, 

and appearance of personnel (Antony, Antony, & Gosh, 2004). Tangible elements create 

an image in customers’ minds that can influence their overall evaluation of the physical 
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environment (Lin, 2004). In addition, a tangible element helps in generating excitement 

(Wakefield & Blodgett, 1999). Although some scholars have incorporated the description 

of physical environments when discussing the role of tangibility, others define physical 

environments as natural or built and contain tangible qualities that can enhance or 

decrease a firm’s performance through the communicative action that occurs between 

customers and employees. Research (Bitner, 1992; Lucas, 2003; Mattila, 1999; 

Mehrabian & Russel; Veronique, 1997; Wakefield & Blodgett, 1996) indicates that 

physical environments are able to influence behavior and establish an image for an 

organization.  

Behavior and Physical Environment Relationships 

The word “behavior,” according to Heimsath, implies “people in action, with 

things to do, with other people to talk to and interact with” (1977, p. 1). A person’s 

behavior can be better understood in context of how that person behaves (Lauton).  

The physical design of buildings also restricts human behavior (Davis, 1984). It 

becomes important to identify the desirable behavior and to set a goal that is needed to 

enhance the firm’s image through its physical facilities (Bitner, 1992). In the everyday 

environment, the demands of the physical environment are so varied that the environment 

cannot be made comfortable for everyone’s use. This could be possible because 

individuals respond to their environments based on their personal experience and beliefs 

(Veronique, 1997). However, groups of people may also respond to an environment 

similarly, making it possible to target more appropriate environments for clients by using 
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their responses to the environment as a psychographic segmentation variable1 

(Veronique, 1997).  

A study conducted by Mehrabian and Russell found that people respond to their 

physical environment in affective terms. This approach and avoidance behavior is due to 

the emotional response of the people to their environment. Bitner suggests that 

consumers formulate approach and avoidance decisions based upon a response to 

physical elements of a built environment or servicescape2. Bitner’s study adapted 

Mehrabian and Russell’s theory and coined the term servicescape. The physical design 

and décor have the potential not only to establish a firm's image, but also to influence the 

behaviors and feelings of customers and employees (Bitner, 1992). Bitner’s findings 

suggest that satisfaction of an overall view of servicescape will result in an approach 

behavior. 

Design factors have a comparatively greater potential for producing positive 

customer perceptions and encouraging approach behavior (Bitner, 1992; Veronique, 

1997). Design factors can be classified as either aesthetic (e.g., architecture, style, color) 

or functional (e.g., layout, comfort, signage).  

                                                 
1Markets are segmented in various ways, such as by geographic location and consumer characteristics 

(demographic). The segmentation of markets by life style is known as psychographic segmentation (Beane 

& Ennis, 1987).  

 
2 Servicescape: Bitner’s (1992) definition of physical environment. 
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Types of Leisure and Hospitality Attractions 

 According to The United States Department of Labor (2005), Leisure and 

Hospitality is comprised of three general groups: (1) the restaurant industry; (2) arts, 

entertainment, and recreation; and (3) the hotel industry. Since the basic function of 

hospitality is to establish a relationship between those who give hospitality and those who 

receive it (Slattery, 2002), hospitality firms need to understand their customers' needs and 

preferences. The U.S. Department of Labor website explains that “Rising incomes, more 

leisure time, and growing awareness of the health benefits of physical fitness will 

increase the demand for arts, entertainment, and recreational services.” 

Restaurant Attraction 

Increased local demand has played a major role in the growth of restaurants. 

Changes in lifestyles and social roles could be the reasons attributed to this growth. Both 

design and food are now equal units of comparison when a person rhapsodizes about their 

experience at a restaurant (Brown, 2002). However, Lohmeyer and Prewitt (2004) point 

out that a restaurant's success is not determined only by the food and service—an 

appropriate physical environment is also important to acquiring customer devotion. 

Dining experiences have played an important role in people’s culture: along with 

providing food, restaurant design is about celebrating that food (Brown, 2002). Whether 

cozy and homely seating arrangements, inviting color schemes, different ceiling heights, 

or with an exhibition kitchen, design features helps in not only catching the attention of 

kids but also making comfortable for older guests. By offering a sense of place through 
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good food and casual surroundings, in recent times, restaurants are employing smart 

design, to show case that they are an integral part of the vicinity; so that families feel 

comfortable and locals enjoy the sense of community (Bellamy, 2003). 

To become a successful business, identifying and compensating for potential 

design problems should be done correctly and in a timely manner. In an article by Bard 

(1998) for National Restaurant News, designers Susan Davidson and David Schultz 

identify the following seven common mistakes committed by restaurant designers: (1) 

creating an unpredictable atmosphere; (2) leaving inappropriate space between tables; (3) 

including poor lighting; (4) using offensive colors; (5) involving too many people in the 

design decision-making process; (6) failing to address the needs of the key customers; 

and (7) forgetting future expansions. By balancing design elements, making proper 

design decisions, planning for growth, and identifying customers’ needs, these potential 

problems can be avoided. Accommodating a certain number of employees in a given 

space at a given cost becomes the most important goal of the architectural project (Davis, 

1984). Since the function of the building is equally important to its looks, it becomes 

appropriate to explore environmental design research by first studying clients’ attitudes 

and behavior (Lambert & Watson, 1984). With this knowledge, future goals can be better 

defined. Even when remodeling, environmental designers can play a pivotal role in the 

renovation plans (Lambert & Watson, 1984). 
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Arts, Entertainment, and Recreation (museums, zoos, golf courses, ski resorts, etc.) 

As previously stated, growth in leisure time and personal incomes has given rise 

to the arts, entertainment, and recreation industries. The U.S. Department of Labor claims 

arts, entertainment, and recreation establishments (1) encourages live performances, 

events, or exhibits for public viewing; (2) preserves and exhibits properties of historical, 

cultural, or educational interest; and (3) provides services that enable patrons to 

participate in recreational activities.  

Adventure playgrounds3 are also gaining in prominence, becoming a popular 

activity for children. Findings by Rogers and Lao (2003) suggest that the communities 

that offer arts, entertainment, and recreation are more likely to have healthier children; 

likewise, the greater the variety of experience children receive in their formative years, 

the more rapidly their cognitive skills will develop (Cooper, 1985).  

Various scholars suggest that customers' needs vary according to their basic 

situation. Walkfield and Blodgett (1999) suggest that the importance of different physical 

environmental aspects depend on the physical setting. Walkfield and Blodgett’s study 

examined three different entertainment and recreational settings, including a professional 

hockey ground, a large family recreation center, and a movie theatre—all venues where 

customers spend about two hours. Results from this research indicate that in the larger 

service setting, such as professional hockey grounds, the layout design can become 

critical to how customers respond to the environment. However, within the movie theatre 

                                                 
3 Recreational space, where under adult supervision, children are permitted and encouraged to build their 
own play environment  
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setting, results suggest that an interesting interior design, décor, and modern equipment 

enhance excitement. In the family recreation center, customers were influenced by factors 

such as comfortable seating as well as exterior and employee appearance. 

Research investigating casino environments (Johnson & Mayer, 2003; Lucas, 

2003; Walkfield & Blodgett, 1999) shows that an appropriate physical environment 

produces a significant effect on slot servicescape satisfaction. An appropriate physical 

environment could produce overall behavioral intention variables such as desire to 

remain in the casino environment (Lucas, 2003). Johnson and Mayer state that in the 

casino environments, inviting elements, such as theme, décor, floor layout, noise level, 

employee uniforms, and ceiling height maximize customer satisfaction. For their 

research, Johnson and Mayer measured elements of a casino’s atmosphere from the 

perspective of slot machine players. Their findings further support the gaming industry's 

emphasis on two areas of casino design–floor layout and theme. Johnson and Mayer 

conclude that these two design elements may be important when determining the 

attraction of the casino’s physical environment from the perspective of a slot player. 

Security is also an important issue in casino environments (Lucas, 2003). In order to 

provide a secure environment to customers, modifications to the physical environment 

are paramount. To prevent the reaching through of slot machines, for example, 

modifications to slot cabinetry have been designed (Lucas, 2003). 

Different settings often require different physical environments. Comparison 

becomes difficult because themes and environments can differ dramatically. For safety 

reasons, for example, casino environments may require bright lights throughout, whereas 
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restaurants may employ dim lights to create a romantic ambience. When customers enter 

a particular environment, their behavior and satisfaction level often depends on their 

physical surroundings.  

Hotel Attraction 

By providing convenient and comfortable facilities to guests, the accommodation 

industry plays a functional role in our society (Presbury, Fitzgerald, & Chapman, 2005). 

Unlike other facilities, such as banks, casinos, fast food restaurants, and retail stores,  
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Figure 2: Influence of environment on different settings. 

Darker area represents the greater influence towards the service environment. 

Source: From “Customer response to intangible and tangible service factors,” by Wakefield, K. R and Blodget, 

J. G. (1999), Psychology and Marketing, 16 (1), 54. Copyright 1999. Psychology and Marketing. Edited for 

educational purpose only. 
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hotels generally accommodate guests for extended periods of time (Turley & Fugate, 

1992). Consumers consider both rational and emotional aspects when evaluating  

hospitality products (Kwortnik, 2003), such as at the time of selection of the hotel. 

Kwortnik states that during the rational consideration phase, essential qualities, such as 

price, location, and ratings of service are considered. On the other hand, emotional 

consideration is guided by emotionally evocative aspects, such as feelings of happiness 

and excitement. Kwortnik maintains that for hedonic reason, such as pleasure travel, 

emotional aspects will be stronger than those guests traveling for business. 

Rutes, Penner, and Adams, identified 50 different types of hotels, and each hotel 

has its individual character that corresponds to different levels and types of 

accommodation. However, planning requirements vary based on the location, size, 

image, space, and circulation (Rutes, Penner, & Adams, 2001). To be successful, the 

design, functions, and aesthetics need to target the type of guests the hotel wishes to 

attract. For this, it is necessary to design for a wide range of customers.  

Despite the broad range of hotel types, hotel accommodations are broadly 

divisible into two main groups: public space and guest bedrooms (Erdi et al., 1975). 

Entrance and reception, lounge, bar lounge, dining room, exhibit spaces, restaurants, 

coffee shops, function and meeting rooms, banquet halls, and special accommodations 

are all considered parts of the public space. While the hotel guest rooms comprise the 

majority of the square footage, public spaces define the differences among various hotel 

types (Rutes, Penner, & Adams, 2001).  
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Shedding Conventional Images and Taking on a New Look 

As mentioned earlier, hotels of the 16th and 17th centuries were seen merely as a 

necessity, serving the fundamental ends of lodging and feeding guests (Collins, 2001). 

The invention of passenger elevators in 1859 signaled a more guest-centered approach to 

hotel design while also influencing the current hotel management and construction 

philosophies (Rutes, Penner, & Adams, 2001). In 19th century Europe, the appearance of 

the grand hotel was not the result of advances in transportation and international trade, 

but a consequence of social and political change (Collins, 2001). And with the advent of 

grand hotels, the era of the new hotel evolved. Urban hotels are the products of epochal 

changes in the Western world in the 19th century. 

 In the 50s, the improvement of the American economy affected domestic 

travelers, requiring more hotel rooms for frequent and longer vacations (Cohn, 1976). 

Throughout the world, from 1961-1971, the hotel industry boomed (Lawson, 1970) until 

the economic recession of 1973 (Lawson, 1976). In the 1990s, U.S. cities embraced the 

boutique hotel, which provided service and atmosphere similar to their European 

counterparts (Rutes, Penner & Adams, 2001).  

Most modern hotels are attempting to shed their conventional image and take on a 

new look. An increasingly sophisticated customer base has also resulted in new trends 

within the hotel industry. Even though traditional hotels have provided superior facilities 

and services over the past few decades, modern consumers are demanding higher levels 

of service and facilities (Presbury, Fitzgerald, & Chapman, 2005). Most guests now 

prefer high styled décor and functionality in their rooms combined with exciting cuisine 
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and entertainment in the public spaces. Potential customers are also taking an interest in 

ecotourism, environmental conservation, and are becoming more health conscious (Rutes, 

Penner, & Adams, 2001). Research (as cited in Rutes, Penner, & Adams, 2001) shows 

that baby boomers dominate 60 percent of the spa market, 81 percent of which stayed in 

hotels that offered the top spas.  

Many of today’s amenities were not offered or did not exist a decade or two ago, 

but are now embraced by current hotel guests. For example, with the advent of antibiotic 

medicine in the 20th century, sports, fitness, and hydrotherapy programs have gradually 

replaced the use of mineral water in spas (Rutes, Penner, & Adams, 2001). Numerous 

innovations have also given designers several options for adequately lighting hotel 

guestrooms and public areas.  

Lobby Importance 

Among the many public areas, the hotel lobby has the single greatest impact on 

guests and visitors (Rutes, Penner, & Adams, 2001). The lobby is a total design 

environment, engendering a sense of arrival socially and physically (Berens, 1996). 

Lobbies provide a common area for guests to relax and greet visitors (Collins, 2001). One 

of the important functions of a lobby is that it serves as the main circulation space, 

directing guests to the various parts of the hotel (Rutes, Penner, & Adams, 2001). In the 

economical and midscale scale segments there is a trend towards larger lobby spaces 

(Worcester, 2000). 
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Changing Concepts in Lobby Design 

Conventional hotel lobbies were relatively small and designed along economic 

principles. It was during the 1970s that the emphasis shifted toward larger lobbies 

(Berens, 1996). In the 19th century, American hotels played a strong role in mixing 

business with pleasure; the characteristics of the American personality were said to be 

exhibited in the use of lobbies (Berens, 1996). Providing facilities like dining rooms, 

reading rooms, libraries, and meeting rooms as well as accommodating permanent 

residents and visitors made hotels the center for cultural and communal activities. 

Lobbies were open to all who could pay the price (Berens, 1996). Ian Schrager's 

philosophy of providing a hotel experience that resembled a theatre also revolutionized 

hotel lobby design. 

Currently, the world is in a transitional phase socially, politically, and 

economically. Worcester (2000) stated that “Public spaces, especially hotel lobbies, are 

playing a bigger role in hospitality than ever before” (p. 54.) Contemporary roles of hotel 

lobbies are being mentioned as social and cultural meeting places (Cerver, 1995). Bold 

colors, high-technology lighting applications, and sculptural furnishings and finishes 

typify the latest trends in lobby design (Mucci, 2005). Many older hotels are redesigning 

their lobbies to become easier to use and more efficient in creating a homey environment 

for travelers. Retail, lobby bar, rental car, concierge, and business center services are a 

few outlets becoming standard lobby fixtures (Worcester, 2000).  
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Assessing Different Components of the Hotel Lobby 

Layout Accessibility  

Layout accessibility refers to the way in which furnishings, service areas, and 

passageways are arranged and spatially related (Bitner, 1997). An effective layout 

provides ease of entry and exit and will make ancillary service areas more accessible 

(Wakefield & Blodgett, 1999). A lack of ease between the hotel lobby and the street can 

be suggestive of inept design and demonstrates a lack of audience awareness (Berens, 

1996).       

 The lobby’s spatial design must reflect the type of hotel and the amount of 

circulation within the public areas. Larger hotels require a great amount of space to 

accommodate their large number of guests and visitors. Penner and Adams (2001) 

maintain that an overall objective of planning and designing public areas is that they be 

clustered around the lobby, an arrangement that aids guests in locating facilities with 

minimum difficulty. Layout and planning of the hotel must facilitate the movements of 

people and provide for the separation of guests, staff, and maintenance personnel. This 

circulation pattern is important not only to avoid disturbance and annoyance of the 

guests, but also to enable service facilities to function efficiently (Erdi et al., 1975). 

Effective circulation establishes clear paths to the front desk, elevators, restaurants, bars, 

and meeting and banquet areas. An interesting and effective servicescape layout may also 

facilitate fulfillment of pleasure needs. By making ancillary service areas more 

accessible, customers are able to spend more time enjoying the primary service. Lobbies 
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also have to accommodate a constant flow of both residents and non-residents in order to 

be deemed successful (Collins, 2001).  

Retail, food-and-beverage (lobby bar), rental car, concierge, and business center 

services are becoming standard lobby fixtures. One of the challenges for new 

construction properties, according to Worcester (2000), is to create a sense of space at 

existing properties that are bound by structural barriers. 

Facility Aesthetics 

The function of architectural design as well as interior design and décor plays an 

important role in customers’ satisfaction level and contributes to the attractiveness of the 

physical environment (Wakefield and Blodgett, 1999).  

While approaching leisure services, customers are likely to evaluate the 

attractiveness of the exterior of the facility. Once inside the service facility, customers 

often spend hours observing the interior of the facility. These evaluations are apt to 

influence their attitudes toward the environment (Wakefield & Blodgett, 1999). Elegance 

is conveyed not only by using expensive materials but from the generous use of space. If 

a customer finds design is too strong or personally conflicting, they may become anxious 

or uncomfortable (Berens, 1999). Customers may be affected by lighting, color, textures, 

quality of materials, style of furnishings, and wall décor. For example, dull colors may be 

relatively unattractive compared with bright colors. Emphasizing the interiorscaping, on 

the other hand, such as the creation of water bodies, ponds, and plants could create more 

of a sense of place and bring more liveliness to the physical environment of the lobby. 
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Seating Comfort 

 Comfort and configuration of furniture in a building may also influence behavior 

(Davis, 1984). Seating comfort is likely to be an important issue and could significantly 

affect a lobby’s physical environment satisfaction. Proper seating helps in engendering a 

functional working environment. One important factor is to ensure that seating 

arrangements work toward the health, comfort, and safety of personnel. The seating 

arrangement not only affects where people sit, but also the character of interaction that 

can occur between them (Davis, 1984). Findings showed that side-to-side and corner-to-

corner seating is associated with greater friendliness, interaction, and intimacy than more 

distant arrangements. Besides placement, some seats may be deemed uncomfortable 

because of their design or condition. Seating comfort is affected by both the physical seat 

itself and by the space between the seats (Wakefield & Blodgett, 1996).  

Research has also shown that the internal layouts of buildings may either ease or 

restrict movement, thereby evoking a sense of crowding or spaciousness (Veronique, 

1997). Crowded seating conditions can also create feelings of physical discomfort 

(Lucas, 2003), and may cause less excitement (Wakefield & Blodgett, 1996), especially 

when there no sufficient space to move exists. This feeling can also occur if the rows of 

seats are too narrow. A crowded physical environment hinders a user's ability to explore 

and encounter stimulating experiences. As contrasted to a congested facility, an open 

facility with sufficient space to move about would stimulate a more exciting environment 

(Wakefield & Blodgett, 1996). 
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Bars and Their Attraction 

Bars are becoming integral parts of many urban hotels. Designers are spending 

more of their clients’ money on exploring bar shape, size, function, and location. Since 

hotel bars are solely designed for entertainment, comfort, and amusement (Berens, 1995), 

having a lobby bar may affect customers’ intent to stay in the lobby for a longer period of 

time. 

Interiorscaping4 

Appropriate interiorscaping may also play an important role in customers’ 

satisfaction level and overall evaluation of their physical environment. And for 

employees, people working in the presence of plants are less stressed than those who 

work in an environment without plants (Anonymous, 2002). Plants can also decrease 

stress and increase efficiency (Gilhooley, 2002). Scientists have confirmed that interior 

plants can be used for cleaning air in closed buildings with little or no mechanical 

ventilation (Gilhooley, 2003).  

 

The Research Gap 

Research has shown that an effective physical environment influences customers' 

perceived quality and satisfaction with the physical environment. Facility aesthetics 

(function of architectural design as well as interior design and décor), layout, 

accessibility, seating comfort, and lighting may ease or restrict movement of customers in 

                                                 
4 Process of designing, arranging, and caring for living plants in enclosed environments (Plantera, 2005). 
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the lobby. These findings were gathered from the perspectives of hospitality and leisure 

services, such as casinos, arts, entertainment, recreation, restaurants, and hotels in 

general, but there is lack of data pertaining to the physical environment that emphasizes 

attractiveness of hotel lobbies. 

Since the design of lobbies plays an important role in urban hotels, having 

enticing and functional environments may help in attracting more customers. Elements 

such as facility aesthetics, layout accessibility, seating comfort, lighting, color, and 

interiorscaping may help in attracting more customers. These elements could also help in 

creating a positive behavioral reaction among customers, affecting their duration of stay, 

willingness to revisit, and potential to recommend the hotel. 



Dhiraj Thapa, Texas Tech University, December 2007 
 

28  

CHAPTER III 

RESEARCH METHODOLOGY 
 
 
 This study attempts to measure how guests define the attractiveness of hotel 

lobbies, and the design elements that influence this definition. The methods used for 

obtaining this information consist of qualitative and quantitative approaches. Due to time, 

resources, and accessibility, research was confined to the city of Lubbock. Eight hotels 

located in Lubbock, Texas were identified for this study based on their three-star ratings 

(the highest ratings found in the city), information that was obtained from the hotel web 

sites such as Travelocity.com, Hotels.com, and Expedia.com. The sampling was based on 

availability or accessibility. The number of guest suites at the hotels ranged from 62 to 

293.  

Pilot Study 

In order to identify any problems with the questionnaire, a pilot study was 

conducted before the actual study.  The pilot study resulted in acquiring responses from 

12 guests, from 3 different hotels. Based on this pilot study, additional modifications 

were made and the questionnaire was further revised and reduced to 16 questions. In 

addition, the feedback from the pilot study sample was incorporated in to the wording of 

the questions and survey layout. 

Qualitative and Quantitative Methods 

          Quantitative data were obtained from the questionnaires (see appendix A). A total 

of 16 questions were designed for studying guests' perceptions toward hotel lobbies. The 
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main question of the present study revolves around what are the forces that shape the 

physical environment of hotel’s lobbies. The questionnaire was designed to address 

design parameters, including the size of the lobby, furniture arrangements, color 

compositions, lighting design, floor treatments, interior-scaping, and way findings. The 

demographic questions (age, sex, and location) were designed to identify the groups that 

may be affected by different design parameters. Guests responded through a five-level 

Likert scale with a neutral midpoint, which does not require guests to have an opinion 

(Steiber & Krowinski, 1990). 

 Relying merely on questionnaires would generate an incomplete analysis. As the 

subject matter deals with physical environments, the use of both surveys and 

questionnaires was important. Participant observation is an appropriate tool to complete 

physical environment surveys, such as sketches, photographs, and other physical 

representation means (Amor, 2000). Qualitative data for this study were obtained from 

photographs (see Appendix B) and physical observations. Elements pertaining to the 

important features of each lobby’s physical environment, such as entrances, reception 

areas, and lighting arrangements were photographed.  

Sampling 

The eight different hotels, located in three areas of Lubbock, were selected to 

promote diversity in sampling and to include different phases of expansion, covering 

South loop 289, Avenue Q, 19TH street, West loop, and Englewood Avenue. This 

approach was necessary to encompass different types of guests—business, leisure, both— 
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staying for different reasons. It was also important to ascertain that the sample selections 

were based on easy availability or accessibility; hence, convenience sampling was used.  

Data Collection 

 During the fall of 2006, the general managers of the selected hotels were 

contacted by visiting the hotels. In each case, the purpose of the study was explained, and 

requests were made to distribute the questionnaires to the guests. Fifty questionnaires 

were distributed to each hotel. Questionnaires were accompanied by a cover letter (see 

Appendix C), and the hotel managers were asked to return the questionnaires within one 

week. The expected times for completing the questionnaire was between 2-3 minutes. 

The hotel managers were informed that the researcher would personally collect the 

questionnaires.  

 The hotel managers also granted permission to the researcher to take photographs 

of the lobby. Elements pertaining to the important features of the lobbies’ physical 

environment, such as entrances, reception areas, and lighting arrangements, were 

photographed. In order to maintain consistency, a systematic approach for taking 

photographs in each hotel was established. Each lobby was photographed from the two 

same vantage points: facing the lobby from the main entrance point and facing the 

reception desk. All important features of the lobby, such as lighting conditions, floor 

treatments, and access point to the elevators, were also captured through the Nikon 

CoolPix 8800 camera. 
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 One hundred and twenty two usable questionnaires were identified as complete 

and serve as this study's source of data collection. The Statistical Package for Social 

Sciences (SPSS) was used to analyze the quantitative data and for preparing descriptive 

and correlation analysis. Data were grouped on individual spreadsheets that represented 

each question. The responses were analyzed by frequency distribution, analysis, 

percentages, and decipher of photographs. Extreme maximum and minimum were used 

for each concept, as middle value would not return any meaningful statistical test results.  

Photographs were arranged and numbered so that the name of the hotel remained 

anonymous. Photographic analysis constituted an additional source of information. “A 

picture is worth one thousand words,” photographs offer a plethora of information that 

cannot be obtained through questionnaires. Photos became important part of this 

research. The photographs helped generate themes that were not discovered on site. 
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CHAPTER IV 

FINDINGS 
 
 

Data for this study were collected during the fall of 2006 through a random 

sampling of eight Lubbock-based hotels. Of the 122 respondents, 62 were male and 60 

were female. Photographic illustrations were also used to interpret data obtained from the 

survey. Data were of a descriptive nature and responses were analyzed by frequency 

distribution, analysis, and percentages. 

Description of Sample 

The population of the study (see Table 1) consisted of 122 hotel guests from the 

eight hotels. Among the respondents, 62 (50.82%) were male and 60 (49.18%) were 

female. Likewise, 43 of the guests (35.25%) were between the ages of 20-30, 27 

(22.13%) between the ages of 31-40, 29 between the ages of 45-50 (23.77%), 11 between 

the ages of 41-59 (9.02 %), and 11 were 60+ (9.02%). Most of the respondents were from 

the Texas region. Forty two of the guests (34.43%) were leisure travelers, 43 (35.24%) 

business travelers, 22 (18.03%) were business and leisure travelers, and 13 (10.65%) 

were traveling for other, undisclosed reasons.  

 

Impression of the Lobby 

 
A higher percentage of respondents (31.96%) identified their hotel as very 

attractive. Similarly, thirty nine (31.96%) travelers identified there hotel lobby as 



Dhiraj Thapa, Texas Tech University, December 2007 
 

33  

Table 1: Demographic Features of Survey Respondents 

Variables N Percent (%) 
 
Gender 

  

     Female 60                 49.18 
     Male 62                 50.82 
   
  Age   
       20-30 43 35.24 
       31-40 27 22.13 
       41-50 29 23.77 
       51-60 11 9.02 
       60+ 11 9.02 
       NA   1 0.82 
   
 
Purpose of visit 

  

      Leisure 42 34.43 
      Business 43 35.24 
      Both 22 18.03 
      Other 13 10.54 
      NA 2 1.64 
   
State   

AK 1    0.82 
CA 5    4.10 
CO 1    0.82 
FL 1    0.82 
ID 2    1.64 
LA 1    0.82 
MD 1    0.82 
MS 1    0.82 
N/A  2    1.64 
ND 2    1.64 
NM                      11    9.02 
NV 1    0.82 
OK 2    1.64 
RI 1    0.82 
TX                      86  70.50 
VA 3    2.46 
NY 1    0.82 

*Note: N=122  
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attractive. Of the 122 respondents, 6 (4.92%) identified their hotel lobbies as very 

unattractive (see Table 2). 

Table 2: Impression of the Lobby 

Score 
 N Percent 
   1   6   4.92 
   2   7   5.73 
   3 31 24.41 
   4 39 31.96 
   5 39 31.96 

*Note: N=122 
  Percentage may not add up due to rounding. 
  The higher the score, the better the evaluation. 
 
 

Time Spent in Lobby 

Fifty respondents (40.98%) identified that they spent less than 15 minutes in the 

lobby (see Table 3). Less than 15% of respondents said they spent more than 45 minutes 

in the lobby. 

Table 3: Respondents by Time Spent in Hotel Lobby 

Time 
(minutes) 

N Percent 
% 

   
  <15 50 40.98 
15-30 34 27.87 
30-45 23 18.85 
   >45 15 12.29 

*Note: N=122 
.  

Impact Made by the Lobby 

 On their likelihood to return to the hotel, 39 respondents (31.97%) said their 

decision was moderately impacted by the lobby. On the other hand, 27.87% of the 
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respondents claimed the lobby would extremely impact their decision to return to the 

hotel. Less that 5% of the respondents said the lobby had no impact on their decision. 

(See Table 4 for a complete breakdown of results.) 

 

Table 4: Impact Made by the Lobby Environment 

Impact 
   
        N 

Percentage 
       % 

   
     1 34            27.87 
     2 39    31.97 
     3 23    18.85 
     4 21    17.21 
     5 5      4.10 

*Note: N=122 
  Percentage may not add up to 100% due to rounding. 
  The lesser the score, the better the evaluation. 
 

Attractiveness of the Lobby 

In the response to the question of attractiveness, 27 respondents (22.13%) indicated that 

having a lobby bar is important to them. Findings (see Table 5) also indicated that 23 

respondents (18.85%) identified furniture design as an important factor in creating an 

attractive lobby. Similarly, 23 respondents (18.85%) indicated that overall design 

elements were important features of attraction. Less than 15% of the respondents 

preferred color and lighting. 

Impact Made by the Individual Design Elements 

 The following section presents results related to the design elements hotel guests 

found attractive. 
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Percentage may not add up to 100% due to rounding. 
 
 
 
 
 

Table 5: Attractiveness in the Lobby 

Attraction N 
Percentage 

  % 
Lobby Bar 27 22.13 
Furniture design 23 18.85 
Lighting 11 9.01 
Color 12 9.84 
Floor Treatment   4 3.28 
Overall Design 23 18.85 
Other   8 6.56 
 
 
 
 
 
 
Multiple elements included: 

 
 
 
 

 
 
Lbar/Furn design/Lighting/Other 

 
 
1 

 
 

0.82 
Lbar/Overall design/Other 1 0.82 
Lbar/Furn design/Light/Floor/Overall 
Design 1 0.82 

Lbar/Overall design 2 1.64 
Furn design/lighting/color/floor 2 1.64 
Lbar/Furn design 1 0.82 
Lighting/Color 1 0.82 
Lbar/Furn design/Color 1 0.82 
Furn /lighting 2 1.64 
Furn design/lighting/color 1 0.82 
Lbar/Furn design/Floor 1 0.82 
*Note: N=122  
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Layout and accessibility 

Size 

          When asked about their perception of lobby size, 88 respondents (72.38%) 

indicated their hotel had an adequately balanced lobby. Twenty four respondents 

(19.67%) believed the size of the lobby was too small, while 9 respondents (7.38%) 

believed the size of their lobby was too large (see Table 6). 

Table 6:  Frequency Distribution for Size of the Lobby 

 Score 
        

N 
Percentage

% 
Too Large   9   7.38 
Too Small 24 19.67 
Balanced 88 72.13 
Other   1   0.82 

*Note: N=122 
Percentage may not add up to 100% due to rounding  

 

Accessibility 

          Fifty nine (48.36%) of the respondents agreed that the elevators in their hotel were 

accessible from the lobby while 37 respondents (30.33%) strongly agreed that the 

elevators were accessible from the lobby. Fifteen respondents (12.29%) had a neutral 

view about the accessibility of the elevators, and 1 percent strongly disagreed that the 

elevators were accessible from the lobby. (See Table 7 for a complete breakdown of 

results.) 
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Table 7: Frequency Distribution for Accessibility 

Score N 
  Percentage      

  % 
1   1   0.82
2   9 7.38
3 15 12.29
4 59 48.36
5 37 30.33

*Note: N=122 
 Percentage may not add up to 100% due to rounding  
 The higher the score, the better the evaluation. 
 
 

Facility aesthetics 

Seating Comfort 

        Forty eight respondents (39.34%) agreed that the furniture arrangements in their 

hotel's lobby was comfortable and accommodating; while 19.67% strongly agreed that 

the furniture arrangements was comfortable (see Table 8). Fifteen percent of the 

respondents did not find their hotel lobby's furniture arrangement comfortable and 

accommodating.  

Table 8: Frequency Distribution for Furniture Arrangements 

Score  N  
            Percentage     
                  % 

1   6 4.92 
2 12 9.84 
3 32 26.23 
4 48 39.34 
5 24 19.67 

*Note: N=122 
 Percentage may not add up to 100% due to rounding 
The higher the score, the better the evaluation. 
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 Color 
 
        Fifty two respondents (42.62%) agreed that the color composition of the lobby was 

pleasant. Respondents had the following reaction to the color composition: neutral 

(30.33%), strongly agreed (16.40%), disagreed (7.38%), and strongly disagreed (3.28%). 

Table 9: Frequency Distribution for Color 

Score N 

       
Percentage      
       %   

1   4  3.28 
2   9  7.38 
3 37 30.33 
4 52 42.62 
5 20 16.40 

*Note: N=122 
 Percentage may not add up to 100% due to rounding 
 The higher the score, the better the evaluation.  
 

Lighting 

         Fifty three respondents (43.44%) agreed that their hotel's lobby had pleasant 

lighting. Of the 122 participants, 33 (27.05%) were neutral to the lighting, 20 (16.40%) 

strongly agreed, 12 (9.84%) disagreed, and 4 (3.28%) strongly disagreed with the lighting 

conditions of the lobby. (See Table 10 for a complete breakdown of results.) 

Table 10: Frequency Distribution for Lighting 

Score N 
    Percentage    

       %   
1   4   3.28 
2 12   9.84 
3 33 27.05 
4 53 43.44 
5 20 16.40 
*Note: N=122 
 

  
The higher the score, the better the evaluation. 
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Interior-Scaping 

 
          Forty four respondents (36.06%) agreed that the interior-scaping of their lobby was 

pleasant, followed by 27.87 percent of respondents who were neutral in their views 

concerning the interior-scaping. (See Table 11 for a complete breakdown of results.) 

Table 11: Frequency Distribution for Interior-Scaping 

Score N 
   Percentage      

% 
1   5 4.10 
2 11 9.02 
3 34 27.87 
4 44 36.06 
5 28 22.95 

*Note: N=122 
  Percentage may not add up to 100% due to rounding 
  The higher the score, the better the evaluation.  
 

Floor Treatments 

Forty eight respondents (39.34%) agreed that the floor treatments were pleasant. (See 

Table 12 for a complete breakdown). 3 (2.46%) respondents strongly disagreed that the 

floor treatment of the lobby was pleasant. Similarly 29(23.77%) respondents did not have 

any opinion about the floor treatment. 

Table 12: Frequency Distribution for Floor Treatments 

Score N 
   Percentage      

 % 
1   3 2.46 
2 13 10.65 
3 29 23.77 
4 48 39.34 
5 29 23.77 

*Note: N=122 
The higher the score, the better the evaluation.  
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CHAPTER V 
 

DISCUSSION 
     

        This chapter discusses the findings of this study. Physical observation made by the 

researcher, photographic illustrations, and literature reviews will help in interpreting the 

data.  

      The population of this study consisted of 122 hotel travelers from eight hotels located 

in Lubbock, Texas. Demographic data (see Table 1) shows that most of the respondents 

were either business or leisure travelers. Fifty respondents (40.98%) identified that they 

spent less than 15 minutes in the lobby (see Table 3). Thirty four (27.87%) claimed they 

spent 15-30 minutes in the lobby. On their decision to return to the hotel, 39 respondents 

(31.97%) said the lobby had a moderate impact on their decision to return to the hotel.  

        Out of all the respondents, 39 respondents (31.96%) appreciated their hotel having 

an attractive lobby. These may apply to six of the hotels with 39 participants; however, 

the remaining participants may have felt that the lobby was unattractive, constituting 2 

hotels. From the photographic illustration (see figure B.1), Hotels 1, 4, and 5, for 

example, may have important design elements that influenced their guests' opinion of the 

lobby's attractiveness.  

 The most impacting aesthetic in Hotel 1 is the mural hanging on the furrdown 

structure that greets guests when they enter the lobby. The lobby in Hotel 5 contains a 

variety of plants that stand in the center of the space. Other design-related elements 

include a recessed ceiling and wall sconces on the wood paneling. The circular seating 

arrangements, the pendant light that hangs from the wooden ceiling alongside the 
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interior-scaping elements are prominent features in Hotel 4's lobby. Less than 5% of 

respondents indicated that lobby as unattractive.  

 Hotel 8's lobby, on the other hand, is smaller in size and from the physical 

observation; lobby seems to lack adequate design elements, which may have impacted its 

guests' unfavorable response. For example, lobby’s size makes difficult for creating 

proper seating arrangements. When more number of guests is to be accommodated, it 

could evoke sense of crowding, creating feelings of physical discomfort. As stated by 

Wakefield and Blodget (1996), when there is not sufficient space in the physical 

environment, it may cause less excitement.  

When asked what elements guests find most attractive in a hotel lobby, higher 

number respondents (N=27) for this study preferred a lobby with a bar that also contained 

attractive furniture, lighting, color, and floor treatments. Of the eight hotels studied for 

this research, only Hotels 4 and 6(see figure B.3) contained a lobby bar. Data also shows 

that a high percentage of those travelers staying in hotels without lobby bars would have 

preferred one. Since hotel bars are targeted to provide entertainment, comfort, and 

amusement (Berens, 1995), these result could claim that the presence of a lobby bar may 

have an affect on a customer's desire to stay in the lobby for a longer period of time. 

        Eighty eight respondents (72.38%) appreciated that the hotel they were staying at 

had an adequately sized lobby. These beliefs may apply to seven hotels, which had 88 

participants. Literature supports the claim that one of the major problems with hotel 

lobbies is their size, whether they are too small or too large. Based of the physical 

observation conducted for this study, it appears that, with the exception of Hotel 8, the 
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size of the remaining seven lobbies were similar. This size similarity might be because all 

the hotels researched were limited service properties. Limited service properties are often 

easier to fund, less expensive to build, and easier to manage compared to full service 

hotels with overall larger lobbies and properties. 

       According to the data, 39.34 percent of respondents appreciated the comfortable and 

accommodating arrangement of the furniture, while less than 5 percent strongly disagreed 

with their lobby's arrangements. It is common for hotels to have sofas or seats with fabric 

coverings and cushions—a quality that defines seating comfort (Lucas, 2003). From the 

physical observation, it was found that most of the lobbies (see figure B.6) contained 

these elements. It was also observed that most of the lobbies had seats placed near the 

front desk. Arranging seating near the reception area allows guests to have a more 

comfortable interaction. “Guest interaction is key in hospitality and accessibility is key in 

lobby design (Worchester, 2000, p.54).” On the other hand, Hotel 8, with its 

comparatively smaller lobby, had no furniture arrangements, which made the space look 

empty. Based off this finding, it could be inferred that guests are more satisfied with their 

physical environment if the furniture arrangement is comfortable and accommodating. 

This claim also supports Bitner’s theory that physical comfort correlates with behavior 

and helps influence positive feedback from customers. Comfort, furniture configuration, 

and seating arrangements influence behavior because comfortable and ergonomically-

designed chairs and sofas can relieve the stress of having to sit in one place for extended 

period (Davis, 1984).  
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           Of the respondents surveyed, 53 respondents (43.44%) appreciated that their hotel 

lobby contained pleasant lighting. These responses may apply to six hotels and 53 

participants. Based on photographic illustration, the pendant light hanging from the 

wooden ceiling in Hotel 4 (see figure B.4) is an important light arrangement. Hotel 5 

contains a recessed ceiling with noticeably concealed light as well as wall sconces with 

diffusing lenses and recessed lighting. Wall sconces without diffusing lenses are visual 

hotspots and disconcerting to the eyes (Bard, 1998). Providing diffusing lenses could 

suggest an important lighting choice for hotels lobbies because they do not cast 

unattractive shadows to the customers. Light is focused on the reception counter of the 

Hotel 6, which enables guests to interact with staff members more efficiently. Less than 4 

% of the respondents strongly disagreed with the lighting aesthetics, which may apply to 

two of the hotels. As compared to Hotels 1, 4, and 5, Hotel 2's lobby lacked a proper 

lighting arrangement and fails in forming attractive lighting fixture of the lobby’s 

environment. Hotel 2's lobby lacked a proper lighting arrangement and does not form 

attractive feature of the environment, ceiling looks plain with some recessed light 

fixtures. Similarly, Hotel 8 had unnoticeable lighting arrangements in its lobby. 

          Fifty two (42.62%) respondents (See Table 7) agreed that the color composition of 

the lobby was pleasant. The majority of the lobbies surveyed had bright colors on their 

walls and ceilings. Brighter colors provide more invigorating environment (Bard). With 

the proper lighting, reflected color used on the ceilings of the lobbies helped provide 

more brightness to the environment. Less than 4 percent of respondents felt that the color 

composition in their lobbies was unpleasant. This may be explained by the fact that the 
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effect of color decreases over time with the rate of decrease varying with the individual 

and there are no conclusive findings related to general adaptation time (Lucas, 2003). 

          Forty eight respondents (39.34%) also agreed that the floor treatments were 

pleasant. 

Based on the photographic illustration, it seems that most of the hotels used a 

combination of hard (marble) and soft (carpet) flooring, separating one area from another 

to create a sense of individual space. Carpets were used in the lounge area, whereas hard 

flooring, like marble flooring, was used in other areas. Less than 3% (3 participants) felt 

the floor treatments in the lobbies were unpleasant. This may be possible because of its 

smaller spatial configuration; unnoticeable floor treatments might have caused negative 

effect on the respondents of the hotel 8.  

        Forty four respondents (36.06%) agreed that the interior-scaping of the lobby was 

pleasant. This pleasantness may apply to five of hotels with 44 participants. Compared to 

the other hotels, Hotel 4 (See figure B.5) had more interior-scaping elements. Here, palm 

trees and water bodies connect to the other spaces, such as the lobby bar and the 

restaurant, creating the allusion of an outside environment. This result may correlate with 

the study conducted at England Oxford University, which indicates that indoor plants 

contribute to people's well being because they perceive interior plants as more expensive, 

welcoming, and relaxing (Gilhooley, 2002). Less than 5 % of participants felt that the 

interior-scaping was not pleasant. This may apply to three of the eight hotels analyzed 

and five participants. Hotel 3's lobby contains some plants, but they do not create a 
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noticeable feature or fit proportionally to overall size of the lobby. Hotels 1 and 8 

contained no noticeable interior-scaping elements. 

        On the issue of accessibility, 59 respondents claimed the elevators were accessible 

from the lobby. These may apply to seven hotels with 59 participants. The rest of the 

participants (N=1) may have felt that the elevators were not accessible, and this may be in 

reference to Hotel 1. Because Hotel 8 (see figure B.6) has a small lobby, its elevators are 

close in proximity when compared to the other hotels that are all comparatively bigger in 

size. The guest rooms in Hotel 2 were segregated from the lobby area, and access to other 

parts of the hotel were through the corridors of the lobby without the provision of the 

elevators. Since the survey was conducted during the sports season, it is possible that 

respondents were generally more active and found no problem walking to other service 

areas of the hotel, which would explain the results found concerning elevator location. 

Another explanation to these results could include privacy. More reticent guests may 

have found this type of service comfortable and preferred to use the elevator rather than 

walking through the corridor. Hotel 4's lobby contained other service areas, such as a 

lobby bar and restaurant, thereby potentially cluttering the location of the elevators. Ease 

of entry and exit may guide customers through their environment and help them enjoy the 

primary services offered. A good correlation exists between the appreciation of the lobby 

size and appreciation of the design elements such as color, furniture layout, interior-

scaping, floor treatments, and lighting (see Table 11). This may suggest that design 

elements and the accessibility are key features in constructing attractive lobbies. 
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        Findings suggests that more business travelers (N=16) appreciated the attractiveness 

of the lobby when compared to leisure travelers (N=11). However, a higher numbers of 

leisure travelers (N=15) indicated that the attractiveness of a lobby makes an extreme 

impact on them when compared to the business travelers (N=10). This indicates that the 

perception toward the physical environment may vary depending upon the types of 

travelers and the purpose of their visit. Business travelers, for example, may view 

physical environments differently than leisure travelers and vice versa. Likewise, as 

stated by Carl (2001), hotel lobbies may be more important for business travelers than 

leisure travelers, or vice versa. 
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CHAPTER VI 

CONCLUSIONS AND RECOMMENDATIONS 
 

        This study was designed to determine the design elements guests find attractive in 

hotel lobbies and how those elements constitute the parameters of beauty or aesthetics. 

The population of the study consists of 122 hotel travelers from the eight hotels located in 

Lubbock, Texas (see Table 1). A qualitative approach encompassed data collection 

techniques through photographic illustrations. Due to the random response the data were 

analyzed using hotels as a one block. It can be concluded from this study that the 

attractiveness of the hotel lobby makes an impact on its travelers. Since guests form an 

impression of the lobby before sampling the hotel's core services, an attractive lobby has 

the potential to attract more guests. 

         Findings suggest that 27 respondents (22.13%) rated the lobby bar as an important 

feature of the lobby. A higher number of the respondents also indicated that the hotel they 

were staying contained pleasant design elements. A correlation analysis found significant 

relationship between various design elements, such as color, furniture layout, lighting, 

floor treatment as well as interioscaping and accessibility. 

       Previous research in different environments, such as casinos, restaurants, office, and 

playgrounds, indicate that a physical environment plays a pivotal role in how guests 

evaluate the particular services offered by the physical environment. Bitner's (1992) 

study for example, suggests that approach behavior or attraction is a result of an overall 

satisfaction with the physical environment. Wakefield and Blodgett’s (1996) evaluation 
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of three different leisure settings (hockey grounds, theatres, and recreation centers) 

indicates that elements, such as facility aesthetics, layout, and seating comfort, influence 

customers' behavior and are necessary in forming a positive reaction to the environment. 

Overall satisfaction with the physical environment also has a positive impact on the 

length of time customers stay in the environment. Mattila's (1999) study on the luxury 

hotel suggests that evaluating the physical environment plays a pivotal role in 

determining customers' value perceptions. Matilla’s found that pleasant, functional spaces 

were rated significantly higher than personalized services.  

       Using Bitner’s framework, it could be concluded that a traveler's satisfaction toward 

various design elements may influence their definition of attractiveness in hotel lobbies. 

The higher number of the respondents in this study found their hotel's lobby attractive. 

However, this study fails to support Wakefield and Blodgett’s (1996) finding that overall 

satisfaction with the physical environment has a positive impact on the length of time 

customers desire to stay in the particular environment. Result from this study's survey 

found that 50 respondents (40.98%) spent less than 15 minutes in the lobby. Likewise, a 

negative correlation between time spent in the lobby and its impact on respondents exists. 

This correlation may exist because the hotels analyzed were limited service hotels with 

smaller lobbies and fewer design elements than their full service hotel counterparts. As a 

result, travelers may limit their scope of staying in the lobbies for longer periods of time. 

Wakefield & Blodgett (1995) found that in environments where people have to wait for 

extended periods before receiving the desired service; design elements may stimulate 

interest and help pass the time. This idea may apply to hotel lobbies as they are 
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environments where guests often enter and wait before receiving the desired services. 

Acquiring a room, for example, might be a service that guests wait for, and thus, will 

spend that time in the hotel's lobby. A lobby containing enticing design elements may 

help arouse interests or pass the time more quickly. As Liljander & Mattsson (2002) 

argue, the utilization of the service begins when customers enter the service area and 

continues as customers wait for the service, and finally, when customers leave the service 

areas. Customers' moods during this period are affected by the physical environment. 

Correlation analysis (see Table 13) illustrates a significant correlation between design 

elements, but this result could also support the claim that aesthetic features alone do not 

have much of an effect on guests unless the end result creates an effective environment.  

Table 13: Correlations Between Design Elements 

   

Furnitur
e 

Arrange
ment Color Lighting 

Interior-
Scaping 

Floor 
Treatme

nts 
Furniture arrangement Pearson Correlation 1 .686(**) .676(**) .603(**) .467(**)
  Sig. (2-tailed) . .000 .000 .000 .000
  N 122 122 122 122 122
Color Pearson Correlation .686(**) 1 .676(**) .721(**) .603(**)
  Sig. (2-tailed) .000 . .000 .000 .000
  N 122 122 122 122 122
Lighting Pearson Correlation .676(**) .676(**) 1 .639(**) .491(**)
  Sig. (2-tailed) .000 .000 . .000 .000
  N 122 122 122 122 122
Interior-Scaping Pearson Correlation .603(**) .721(**) .639(**) 1 .591(**)
  Sig. (2-tailed) .000 .000 .000 . .000
  N 122 122 122 122 122
Floor treatments Pearson Correlation .467(**) .603(**) .491(**) .591(**) 1
  Sig. (2-tailed) .000 .000 .000 .000 .
  N 122 122 122 122 122

 
** Correlation is significant at the 0.01 level (2-tailed). 
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The samples were all drawn from the city of Lubbock and limited to 122 travelers 

staying at three stars hotels, limiting this study's generalisability to other hotel categories. 

Because sample sizes varied between hotels, the samples obtained were incongruous in 

carrying major statistical analysis, however, the location of these hotels allowed the 

tangible elements in their lobby to be observed, which provides important insight into the 

physical environment and variables that influence the definition of lobby attractiveness 

(Davis, 1984). Here, the physical elements can be described with considerable accuracy 

and can be examined from the same multi perspective as a behavioral phenomenon, 

which differs from examining physiological variables, such as need, value, attitude, goals 

that cannot be observed or measured directly (Davis,1884). Through questionnaires and 

physical observation, this study encompasses both qualitative and quantitative findings, 

but more research is required to validate these findings. 

Recommendations 

        This research investigated the phenomenon of attraction of hotel lobbies by 

examining the lobbies at eight three-star hotels. Both qualitative and quantitative 

approaches were followed; however, due to the time, resources, and accessibility, 

research was confined to the city of Lubbock. As explained earlier, these eight hotels 

were designed to offer limited services. These hotels lacked variety and almost all were 

limited to their target market. Future research on this topic should introduce a number of 

other variables including, (1) hotel properties other than Lubbock; (2) other themed 
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hotels with various target markets and with higher ratings; (3) research that incorporates 

views of other individuals, such as managers and interaction with the hospitality 

designers that may provide information regarding the physical environment of the hotels. 

Future research efforts should focus not only on the replication of this study in other 

lobby settings to confirm the findings, but also on obtaining consistency in the sampling 

frame by including hotels with various target markets. Additional research could examine 

the themes identified in this study and investigate these within the context of the relevant 

literature. 
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APPENDIX A  
QUESTIONNAIRE TO THE TRAVELLERS 

 
Please complete the questionnaire by checking the appropriate selection/selections that 
apply 
 
Gender: (please check one):    Male___     Female___                                                                                          

  1. Age: ( please check one):   20-30____     31-40____     41-50___   50-60___     60+___ 
 

2. City and State of current residence: ___________ 
 

3. Purpose of your visit: (check one):   Leisure____   Business____   Both____   Other ( please specify)            
_________ 

 
    4. How do you find the hotel lobby? (please check one) 

      Unattractive ____       Unattractive ____         Neutral ____        Attractive ____         attractive ____   
 

  5. How much time do you spend in the hotel lobby? ( Please check one): 
           Less than 15 mins____    15-30 mins ____   30-45 mins ____   more than 45 mins____ 
 

   6. What impact does the lobby have on your decision to return to the hotel? (please check one) 
 Extreme impact____     Moderate impact____      Slight impact____      No impact____    

Can’t say/Don’t know____   
 

              7. While in the lobby, what attracts you the most? ( please check all that apply) 
    Lobby bar____    Furniture design____   Lighting____    Color____     Floor treatment____  
    Overall design elements____     other (please specify) ____ 
 
8. Compared to the overall size of the hotel, how do you find the size of lobby? (check one) 

            Too large____    Too small ____     Adequately balanced____    Other (please specify) __________ 
 
9. The furniture arrangement in the lobby is comfortable and accommodating. 

Strongly Disagree____        Disagree ____           Neutral ____               Agree ____          Strongly 
Agree____ 

      
10. The color composition of the lobby is pleasant.   

Strongly Disagree____        Disagree ____           Neutral ____               Agree ____          Strongly 
Agree____ 

     
11. Lighting plays an important role in creating an attractive lobby. ( please check one) 

Strongly Disagree____        Disagree ____           Neutral ____               Agree ____          Strongly 
Agree____ 

 
12. Interior-scaping (e.g. plants, flowers, water bodies, fountains) plays a vital role in creating an attractive      
      lobby. (please check one)  

                     Strongly Disagree____        Disagree ____           Neutral ____               Agree ____          Strongly          
       Agree____ 
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13. Elevators are easily accessible from the lobby. ( please check one) 
Strongly Disagree____        Disagree ____           Neutral ____               Agree ____          Strongly         
Agree____ 

 
14. Floor treatments are of high quality. (Please check one) 

Strongly Disagree____        Disagree ____           Neutral ____               Agree ____          Strongly 
Agree____ 
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APPENDIX B 
PHOTOGRAPHIC ILLUSTRATIONS 

 

                            
Hotel 1                        Hotel 2 

 

                            
Hotel 3                           Hotel 4 

 

                            
Hotel 5                          Hotel 6 

                            
Hotel 7                          Hotel 8 

 
Figure B.1 Overall Impression of Lobby 
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Hotel 5                        Hotel 6 
 

                
Hotel 7                        Hotel 8 

 
Figure B.2 Front Desk  
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Figure B.3 Lobby Bars 
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Figure B.4 Lighting 
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Figure B.5 Color 
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Figure B.6 Seating Arrangements 
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Figure B.6 Accessibility  
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APPENDIX C 
COVER LETTER TO THE TRAVELERS 

 
        

Texas Tech University 

Department of Design 

Box-41162 

Lubbock, Texas 79409-1033 

Dear Traveler, 

Texas Tech University’s Department of Design is conducting a study about the 

attractiveness of lobby areas in lodging properties. We would appreciate your 

participation in this study by taking 2-3 minutes to fill out the attached questionnaire. 

Your responses will be kept confidential and I thank you in advance for your 

participation. If you have any questions or concerns about this study you may contact me 

at 806-742-3050. 

 

Cherif Amor, Ph.D,                                                            Dhiraj Thapa 

Associate Professor       Graduate Student 

Department of Design 

Texas Tech University 
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APPENDIX D 
LETTER TO THE MANAGERS 

 
 The Manager, 

<Hotel address> 

 

Dear Sir, 

Texas Tech University’s Department of Design is conducting a study about the 

attractiveness of lobby areas in logging properties and would greatly appreciate your 

help.  

We have prepared questionnaires to be distributed to the guests of your hotel. Time 

required for the completion of the questionnaire would not be more than 3 minutes. 

In addition, we also seek your permission to take photographs of the lobby.  

Please be assured that no individual name will be used and all information gathered from 

this study will be strictly anonymous. 

 Please do not hesitate to contact me at (806)742-3050, should you have any questions.   

Thank you for your support. 

Best Regards, 

Cherif Amor, Ph.D,                                                            Dhiraj Thapa 

            Associate Professor       Graduate Student 

Department of Design 

Texas Tech University 
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APPENDIX E 
QUESTIONS TO THE PILOT STUDY PARTICIPANTS 

 

Please take a few minutes to complete the following questions related to questionnaire: 

 Cover Letter: 

          1.  Was the information in the instruction easy to follow? _______________________ 

     _______________________________________________________________ 

    2.  Do you give any recommendations for improving the cover letter? __________  

               _____________________________________________________ 

    Questionnaire: 

    1. Were the questions easy to understand? __________________________________ 

      _________________________________________________________________ 

    2. Are there any questions that you would eliminate, if so why? _________________ 

      _________________________________________________________________ 

    3. What is your overall impression of the questionnaire? _______________________ 

    __________________________________________________________________ 

    __________________________________________________________________ 

    __________________________________________________________________ 

    4. Are there any additional comments that you would like to make? ______________ 

        __________________________________________________________________  

 

    5. Please enter your email address to be notified if you have won the  

     drawing._____________________________________________________ 
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PERMISSION TO COPY 
 
 
 

 In presenting this thesis in partial fulfillment of the requirements for a master’s 

degree at Texas Tech University or Texas Tech University Health Sciences Center, I 

agree that the Library and my major department shall make it freely available for research 

purposes.  Permission to copy this thesis for scholarly purposes may be granted by the 

Director of the Library or my major professor.  It is understood that any copying or 

publication of this thesis for financial gain shall not be allowed without my further 

written permission and that any user may be liable for copyright infringement. 

 

Agree (Permission is granted.) 

 
________________________________________________         ________________ 
 Student Signature      Date 
 
 
 
Disagree (Permission is not granted.) 
 
 
DHIRAJ THAPA       11/10/07 
_______________________________________________         _________________ 
 Student Signature      Date 
 
 
 

 


