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การสร้างความจดจ าในการบริการที่มีต่อลูกค้าประเภทหรูหรา 
 

สริตา ศรีสวุรรณ* 

 
 ท่ีพกัแรมประเภทหรูหราสามารถบ่งบอกได้ด้วยดชันี 4 ข้อ คือ ราคาบริการ ความรวดเร็วใน
การให้บริการ ความมีช่ือเสียง และการบริการเหนือความคาดหมาย ในสว่นของลกูค้าระดบัหรูหรานัน้
ไม่ได้หมายถึงลกูค้าท่ีมีก าลงัซือ้สงูเท่านัน้ แต่หมายรวมถึงลกูค้าในหลายระดบัท่ีต้องการรับบริการท่ี
เป็นเอกลกัษณ์เฉพาะตวัด้วยเช่นกัน  เช่น นกัธุรกิจท่ีเลือกใช้บริการท่ีพกัแรมประเภทหรูหราซึ่งถือว่า
เป็นตวัแทนให้กบับริษัท หรือนกัท่องเท่ียวประเภทพกัผ่อนหยอ่นใจท่ีต้องการได้รับการปฏิบตัิเป็นอยา่ง
ดี โดยประธานบริษัทริทซ์คาร์ลตนั ได้ให้ค าจ ากัดความของค าว่า “หรูหรา” ไว้ว่า “ความต้องการของ
บุคคลในการค้นหาประสบการณ์ท่ีเป็นเอกลักษณ์เฉพาะตัว”  โดยความสมัพันธ์ระหว่างท่ีพักแรม
ประเภทหรูหรา กับลกูค้าประเภทหรูหรานัน้ การบริการท่ีเป็นเลิศถือว่าเป็นปัจจยัส าคญัยิ่งต่อความ
คาดหวังและการรับรู้ของลูกค้า หรือในอีกแง่มุมหนึ่งนัน้ลูกค้าจะตัดสินคุณค่าของการบริการโดย
เปรียบเทียบระหวา่งผลประโยชน์ท่ีได้รับกบัเงินท่ีสญูเสียไป 
 ในแง่ของท่ีพักแรมประเภทหรูหรานัน้ ความหลากหลายของสินค้าและบริการถือว่ามี
ความส าคญัมาก ยกตวัอย่างเช่น การให้บริการสปาซึ่ง ณ ปัจจุบันถือว่าเป็นบริการท่ีจ าเป็นต้องมี
ส าหรับการพกัผ่อนหย่อนใจของผู้ ใช้บริการท่ีพกั โดยเฉพาะอย่างยิ่งการเสนอราคาในลกัษณะเหมา
จ่ายก็ได้รับการให้ความสนใจจากลกูค้าเป็นอย่างมาก รวมไปถึงการออกแบบตกแต่งสถานท่ี ซึ่งก็มี
อิทธิพลต่อการตดัสินใจเลือกซือ้ นอกจากนีค้วามทนัสมยัทางเทคโนโลยีก็ช่วยเพิ่มขีดความสามารถ
ด้านความปลอดภัยให้ผู้ เข้าพักด้วยเช่นกัน  ดงัเช่น โรงแรม Burj Al Arab ท่ีออกแบบให้ทุกห้องติด
กล้องวงจรปิดตรงทางเข้าห้องพัก หรือการเปลี่ยนมาใช้ระบบกุญแจแบบการ์ด (Key card) ในท่ีพัก
แรมหลายๆแห่งในปัจจบุนั 
 อย่างไรก็ตาม ทิศทางการให้บริการของท่ีพกัแรมประเภทหรูหรานัน้ต้องขึน้อยู่ความพึงพอใจ
ของลกูค้ารวมไปถึงความพงึพอใจของผู้ให้บริการด้วย โดยการให้อ านาจการตดัสินใจแก้ปัญหาเฉพาะ
หน้าแก่พนกังานระดบัปฏิบตัิการนัน้ถือเป็นสิ่งส าคญัยิ่งในการให้บริการได้อย่างทนัท่วงท่ี ดงันัน้การ
คดัเลือกพนักงานท่ีมีประสิทธิภาพ รวมไปถึงการให้การอบรมท่ีเหมาะสมจะช่วยให้ผลลพัธ์ของงาน
ออกมาเป็นท่ีน่าพอใจเช่นกนั 
------------------------------------------------- 
 * อาจารย์ประจ าสาขาวิชาการทอ่งเท่ียว คณะศิลปศาสตร์ มหาวิทยาลยัหวัเฉียวเฉลมิพระเกียรติ 
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 ดงันัน้การสร้างความจดจ าในการได้รับประสบการณ์บริการแบบหรูหรานัน้มิได้ขึน้อยูก่บัการ
บริการหรูหราเท่านัน้ แตต้่องสามารถท าให้ลกูค้าจดจ าสิง่เหลา่นัน้ให้ได้ด้วย  

 
ค าส าคัญ : ท่ีพกัแรมประเภทหรูหรา  ลกูค้าประเภทหรูหรา 
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Memorable Service Experiences for the Luxury Customers 
 

Sarita Srisuwan 
 
Introduction  
The hospitality industry can be considered as one of the fastest growing businesses 
nowadays. Victorino et al. (2005) state that “the hospitality market is perpetually inundated 
by many similar, often easily substitutable service offerings. This can cause difficulties for 
hotel managers as they attempt to differentiate an individual hotel from its competitors” (p. 
556). Therefore, the managers will need to make proactive changes which focus more 
intensely on customer preferences, quality, and technological interfaces in order to stay 
competitive in such a dynamic environment.  
 The hospitality industry is a massive industry which is comprised of several 
sectors such as hotel, cruise, tourism, spa etc. Luxury accommodation is analysed here. In 
this sector, it can be assumed that, firstly, consumers have increasingly greater demand for 
value for money and, secondly, competition is becoming more crucial; making a lasting 
impression on consumers will be a significant factor that accommodation managers should 
emphasise.  
  The aim of this article is “to discuss how to create a memorable service 
experience for the luxury customers”. The accommodation sector will be the main focus of 
analysis. This article is divided into 5 parts. Firstly, “luxury will be examined in terms of 
luxury accommodation and the luxury customers. Secondly, an analysis of the relationship 
between luxury accommodation and the luxury customer will be analysed. Thirdly, the 
contemporary issue of developments in hotel accommodation appropriate to the luxury 
customer will be discussed. Fourthly, the operational challenges of hotels in terms of 
providing luxury services will be analysed. Finally, conclusions and recommendations for 
providing memorable services for luxury customers will be noted.   
 
Keywords : Luxury accommodation, Luxury customer 
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Luxury accommodation 
 When thinking of luxury accommodation, most people probably imagine 5 star 
hotels which provide all-inclusive services and serve people who have a high-income 
status. Bernstein (1998, as cited in Nubani, 2001, p. 22), however, has provided a more 
detailed analysis. He has proposed that in the perception of the word “luxury” in a hotel, 
there are 4 factors: cost, time, prestige, and extra service. Firstly, cost; an expensive item 
can be considered a luxurious one, but the more frequently that item is consumed, the more 
the experience of luxury will lessen. Secondly, time; Bernstein argued that a hotel may be 
the only external source which can provide a time-based luxury experience, which are 
otherwise “intrinsic”. A hotel, for example, may provide a newspaper in the morning for its 
guests, which could save time for the guest who would otherwise have to find it for him or 
herself outside; this could offer a feeling of homeliness and greater convenience. Thirdly, 
prestige; a customer’s perception of luxury may involve a level of prestige connected to 
social status. Finally, extra service; an unexpected service can contribute to a customer’s 
experience of luxury. For example, a room for honeymooners may be decorated with flower 
petals on the bed, or spread in the bathtub to create a romantic mood. The above factors 
can be used to identify the nature of “luxury” in terms of hotel services.  
 
Luxury customer 
 In the past the definition of a luxury customer was restricted to rich people, who 
have a high disposable income. Nowadays the definition of luxury customer can include a 
variety of social classes who prize uniqueness of service, not standardization, and have 
differing travel purposes, for example business travellers, who probably need to stay in a 
luxury accommodation as a representative of the company, or leisure travellers, who are 
looking for all-inclusive 24 hour service. Simon Cooper, president of Ritz-Carlton also 
defines luxury as the desire that people have seeking for a unique experience 
(www.hotelmotel.com). 
 
 
 

http://www.hotelmotel.com/
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Analysis of the Relationship between Luxury Accommodation and Luxury Customer 
 According to Bateson (1995), “the service organization composed of two parts: 
one that is visible to the customer and one that is not. The invisible part of a luxury hotel 
(e.g., the kitchen, the accounting department) affects its visible part (e.g., the physical 
environment, the contact personnel who provide its services)” (as cited in Matilla, 1999, p. 
251). Yet it is the visible part  which customers are immediately aware of and is thus of 
utmost importance. 
 Walker et al. (2008) state that “the customer's perception of value offered and 
received is a subjective judgement based on a personal evaluation of the trade-off between 
perceived benefits versus perceived costs” (P. 25). With regard to luxury accommodation, 
the customer’s perception of value will be aided by excellent facilities and excellent service, 
aspects of the visible part of a luxury hotel. Johnston (2004, P. 131) lists 5 factors which 
influence customers’ perceptions of excellent service. Firstly, “the service they receive 
matches has been promised them.” Secondly, the service provides a pleasurable 
experience, which will lead to good feedback from customers. Thirdly, the service involves 
“a personal touch.” Fourthly, service staffs are willing to “go the extra mile” Finally, service 
staff “deal well with problems and queries.” Luxury customers’ expectations, especially 
should be met or even exceeded; high expectations will go along with the high price that 
they have paid.   
 
Providing a Memorable Experience: Trends in Luxury Accommodation  
 Luxury customers are a group of people who seek a unique experience. Price 
may not be a major factor when choosing a service, service provision and the product will 
probably be the major consideration. The following discussion provides examples of the 
way in which (a) variety of services and products, (b) design, and (c) technological systems 
may contribute to the memorability of a customer’s experience. 
 
 Variety of Service and Product 
 Luxury hotels may offer a variety of services such as spas as well as all-inclusive 
packages. A spa can be considered to be a “must-have” facility in a luxury hotel at the 
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moment. Rizk (2003) claims that “Spas are becoming an essential part of a modern leisure 
vacation, people want to relax from the daily pressures of work during a vacation. The spa 
offers massages and treatments that are very relaxing (as cited in Simon, 2003, p. 2).” At 
the same time Kinny and Monteson (2003) also agree that the spa is something customers 
aspire to when they are spending leisure time. When they go into a spa it has to be an 
experience, have a pampering effect, give the feeling of being taken care of (as cited in 
Simon, 2003, p. 2). An example of a spa that offer a sense of luxury is the Spa at Cap 
Juluca Resort in Anguilla, not only there is a special fragrant plant in the bath before a 
massage but also a blend of the same scent is added to the massage oil. In addition, a 
sprig is placed in the bottom of the guest’s locker, so the special fragrance is worn by the 
guest after they leave the spa (Bell, 2005, p. 14). This shows that the sense of luxury 
involves not only the product on offer but also, in correspondence with Berstein’s analysis of 
luxury and Walker et al.’s defination of excellent service, the extra length that service staff 
are willing to make a good impression.  
 The all-inclusive package can be assumed to be a fast growing sector in the 
hospitality industry. Issa and Jayawardena (2003, p. 168) refer to Poon (1998) who states, “ 
the all-inclusive concept is an important product innovation in the international tourism 
market place, as it packages various elements of the tourism product.” The all-inclusive 
package has had a major impact on hospitality services. An example of a region which has 
apparently been successful in following the all-inclusive concept is the Caribbean countries. 
According to the research of Paris and Zona-Paris (1999), it is shown that 48 of the 100 best 
all-inclusive resorts in the world are in the Caribbean. 
 The advantage of all-inclusive packages for customers is that they do not have to 
spend a lot of time estimating how much a vacation is going to cost them. For the most part, 
these packages are great value as all meals, drinks, taxes and transfers are included in the 
package. Issa and Jayawardena (2003) also add another dimension that “Some resorts’ 
rates also include airport transfers, snacks, scuba diving, weddings, horseback riding, spa 
treatments, golf and more. As almost everything is paid for before leaving home, guests can 
relax without worrying about currency exchange rates, local tipping customs, running out of 
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cash or exceeding their budget”  (p. 169). A variety of services or an all-inclusive package 
can heighten the memorability of a customer’s experience. 
 
 Design  
 Design plays an important role in the customer’s perception of luxury. Ransley 
and Ingram (2000, p. 48) state that “levels of income and leisure time continue to rise in 
developed places. In addition to an increased and improved level of education, customers 
are more aware of design trends and features and are more appreciative of luxury in 
chosen hotels.” This supports the idea that customers are seeking a creatively designed 
hotel which is able to stimulate their unique experience.  
 Examples of accommodation that show the advantage of creative design include 
the Ritz chain of hotels and the Burj Al Arab Hotel in Dubai. In terms of design, the Ritz hotel 
considered its international customer, deciding that in each region the design and 
decoration of accommodation should represent the region’s tradition and culture. The 
international customer may not be stimulated if the design can be seen everywhere in the 
world. This explains why most successful hotels gain more praise if they reflect the 
traditions of the host country (Nubani, 2001). The Burj Al Arab Hotel in Dubai also places 
emphasis on the hotel design, both internal and external. Each small detail in every part of 
the hotel is examined. Nubani (2001) explains that signs in a hotel would detract “from the 
‘luxury’ status of the hotel and “make the guest feel like a ‘non-resident’”; and at the Burj Al 
Arab, therefore, instead of relying on signs, customers are “escorted to their desired 
destination by any of the employee” (p. 109). 
 
 Technological Systems 
 Technological systems such as surveillance cameras and key card locks may 
contribute to a customer’s experience of comfort and security at a luxury hotel. Surveillance 
cameras are not a new thing in hotels, the main purpose is for security. Most hotel 
surveillance cameras are located at the hotel main entrance but the Burj Al Arab hotel in 
Dubai has given it more importance. A surveillance camera is placed at the entrance of all 
guest rooms to monitor visitors. An intercom system is also provided at the door so guests 
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can control, monitor and automatically open the door from either the TV set or any of the 
rooms’ telephones (Nunabi, 2001). Furthermore, in most luxury hotels, the hotel access key 
has developed into an electronic key card or smart card. Smart-card locks are able to 
provide reliable information on who opened each door and when. The front desk can read 
the employees’ cards and see where they were during the day. If a smart card is inserted in 
the wrong door, the front desk will be notified straightaway. Additionally, in the event of an 
emergency situation in the hotel, a security staff member will be able to open all the doors 
from one place (Meade, 2000, as cited in Nubani, 2001). Technological systems such as 
surveillance cameras and key card locks may contribute a customer’s experience of ease 
and security at a luxury hotel.  
 
Providing a Memorable Experience: Operational Challenges  
 Innovations in the hospitality industry are easy for competitors to replicate; thus, 
the task of hotel managers is to attempt to differentiate an individual hotel from its 
competitors. The following discussion focuses on operational challenges; it looks at service 
staff and how they can contribute to customer satisfaction and aid in the differentiation of a 
hotel from its competitors and in the retention of its customers.  
 Service staff, as noted by Bateson, are a visible part of the hotel; they are 
important representatives of a hotel and major contributors to the hotel’s overall image. 
Excellent service plays a major role in the differentiation of a hotel from its competitors. 
According to McColl-Kenned and White (1997), “the intangibility of a service product makes 
it difficult for customers to imagine, understand and evaluate the service offering. 
Consequently, the behaviours of ‘front line’ service providers are crucial to the customer’s 
evaluation of the service” (p. 253).   
 To maximize service, empowerment programs are applied in many luxury hotels. 
The lowest-working staff members have the ability to deal with guest complaints by giving 
compensation without authorization from their manager. In a hotel organization, remedying a 
problem at a particular moment in time is very important to achieve customer satisfaction 
and offer a quality service to the customer. It is an advantage for employees to be able to 
make their own decisions and have some creativity in their job; this is believed to have a 
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beneficial effect on employee self-esteem (Cacioppe, 1998, p. 269). Consequently, 
employees who feel better about themselves will be better prepared to serve guests. An 
example of a hotel that seriously gives importance to this program is the Ritz hotel. In this 
luxury hotel company, every employee has a discretionary budget of $2,000 which they are 
able to spend without asking permission and without fear of blame afterwards, if it makes 
the difference between a satisfied customer and a non-satisfied customer (Taylor, 1995 p. 
13). Here is one story of the provision of impressive service by the Ritz hotel. A girl lost her 
teddy bear in the hotel during her stay. Carter Donovan, the concierge of the firm’s 
Buckhead property in Atlanta, managed to track it down, but the bear went missing again 
on the day the family came to collect it. Instead of telling the girl that her bear was lost, 
Donovan bought a huge new bear and put it in the back of the hotel limousine. Taking the 
girl’s hand, she opened the limousine door and said “Look how big you’ve gotten while 
staying at the Ritz-Carlton” and it worked (Anon, 2004 p. 7). As this anecdote demonstrates, 
a service staff member willing to go the extra mile can contribute greatly to a customer’s 
satisfaction.  
 However, not every service employee will be able to provide great service to the 
customer. Great service depends not only the operational systems in place but also on the 
training that a service provider has received. Zemke (1989) cites Bill Marriott, CEO of the 
Marriott Corporation, who said that “you start with good people, you train and motivate 
them, and you give them an opportunity to advance, then the organization succeeds” (as 
cited in McColl-Kenned and White, 1987, p. 257). Training, in other words, may be viewed 
as another factor that leads to the successful provision of quality service. To be sure, some 
of the training may not appropriate, as it may concentrate more on increasing hotel profits 
than customer service. The training may offer things that customers may not consider to be 
important such as training on how to smile. Therefore, staff should be trained in skills that 
enable them to foresee customer needs and wants and to respond them (Coulter et al., 
1989-as cited in McColl-Kenned and White, 1997).  
 
Conclusion and key recommendation  
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 Luxury accommodation can be defined in terms of: cost, as being expensive; 
time, as involving services that save the customer time; prestige, as being connected to 
social status; and extra service, as involving unexpected service which can retain a 
customer (Bernstein, 1998 – cited in Nubani, 2001, p.22). The term luxury customer can 
include a variety of social classes who want a unique service, including business traveller 
who stay in luxury accommodation as a representative of the company as well as leisure 
travellers. In the relationship between luxury accommodation and the luxury customer, a 
“customer's perception of value offered and received is a subjective judgement based on a 
personal evaluation of the trade-off between perceived benefits versus perceived costs” 
(Walker et al., 2008, p. 26). Significant factors that will contribute to a customer’s perception 
of value are excellent facilities and excellent service.  
 In terms of luxury accommodation, the variety of services and products on offer is 
important; for example, spas are becoming an essential part of a modern leisure vacation 
(Rizk, 2003, as cited in Simon, 2003). The all-inclusive package can also be considered to 
be a fast growing trend in the hospitality industry. Furthermore, design is another factor that 
influences a customer’s perception of luxury. Technological systems, additionally, are a 
factor that may enhance a customer’s feeling of comfort and security at a luxury hotel, 
especially in a hotel such as the Burj Al Arab hotel, which has surveillance cameras at the 
entrances of all guest rooms.  
 Trends in luxury accommodation need to aim for enhanced customer satisfaction. 
Managers should focus not only on variety of services and products, design, and 
technological systems but also on their service staff. Greater emphasis should be placed on 
empowerment programs; the success story of the Ritz hotel empowerment program shows 
the importance of these programs. Moreover, training should be given to appropriate staff 
members to help ensure that the service provided is excellent.   
 In short, creating memorable experiences of luxury customers aids in the 
differentiation of a hotel from its competitors and contributes to customer retention. With 
regard to providing a unique experience, nothing should be overlooked; every single detail 
contributes to the success of one organization.  
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